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Who We Are
T H E  P U B L I C  W O R K S  S T O R Y



 We are a growing group of experienced doers with the driving belief that 

ideas move business. From strategy to social, from banners to broadcast, 

we are builders of better who rally around the notion that collaboration is 

the cornerstone of more memorable work. We put doing right by the brand 

first. And together, with our partners inside the agency and out, we push 

ideas, brands and each other to be bigger, better and braver.

IDEAS THAT WORK.
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We officially opened for business in January of  2016, when four longtime co-

workers who helped build OLSON into Minneapolis’ largest creative and digital 

agency, joined forces to create a new firm. An agency that has the pedigree to work 

with global brands and the nimbleness to help any size company make more out of 

their marketing budgets. Oh, and we wanted to make the agency process less of a 

process and just a lot more fun.

The Workers
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Our Key Working Tenets

LISTEN

Of course we have ideas and opinions, but 

our first job is to listen to our clients and their 

audiences. It’s your business, we want to 

hear from the experts first. ITERATE

Whenever possible, we like to quickly get to 

ideas and deliverables, then test and iterate. 

We embrace change, especially when the 

community demands it.

COLLABORATE

Long-gone are the “ta-da” presentations to 

clients. We like to partner from the very 

beginning to share knowledge, opinions and 

ideas. Because the best results come from 

collaboration between a strong agency/client 

relationship.

WORK HARDER

At the end of the day, creating tangible 

results requires hard work, diligence and 

intensity. We pride ourselves on a whatever-

it-takes mentality to get the job done. 

HAVE FUN

We’re intense about doing great work that 

delivers amazing results. But this is the best 

job on the planet. So fun is something we 

bring to every project. It makes for better 

partnership, better ideas and better ROI.
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Clients. 
Collaborators.  
Partners.

T H E  B R A N D S  W E  C U R R E N T L Y  W O R K  W I T H





STRATEGY 

• Brand Strategy 

• Website Strategy  

• Content Strategy 

• Social Strategy 

• Journey Mapping 

• Portfolio Management 

• Consumer Testing 

• Connections Planning 

• Consumer Anthropology 

• Customer Insights 

• Research

CREATIVE 

• Brand Idea 

Development 

• Campaign Development 

• Content Manangement 

• Creative Execution 

• Creative Direction 

• Art Direction 

• Copywriting 

• Naming 

• Creative Production 

• Public Relations 

• Brand Identity Design

DIGITAL 

• Website Design 

• UX Design & Planing 

• Information Architecture 

• User Testing 

• Social/Digital Content 

Planning, Creation and 

Content Production 

• Digital PR and Event 

Integration 

• Email Strategy 

• Email Deployment 

• Community Management

How We Bring Ideas To Life
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TECHNOLOGY 

• System Audits and 

Roadmapping 

• System Design 

• Application Architecture 

• Large-scale CMS 

Implementation 

• .Net, PHP and Native 

Development 

• HTML, CSS and JS 

Frameworks
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An Approach That Transcends Categories And Paradigms 
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A CPG Pedigree
W E  K N O W  F O O D ,  W E  L O V E  F O O D
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We have over 25 years of digital experience with a wide range of brands 

across various categories. 

Digital Chops
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What We’ve Done
P U B L I C  W O R K S  C A S E  S T U D I E S .



Pebbles Cereal
Facing stagnant sales and lack of consumer engagement, Pebbles invited us to pitch their business in 2015. They simply wanted a 

new TV spot, but we knew that was just the start, and digital would be the key to a total brand re-boot. 

C A S E  S T U D Y
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The Strategy
We began by immersing ourselves in all things 

Pebbles: traveling to speak with key stakeholders, 

scouring though stacks of research, talking to Pebbles lovers 

and doing a social and digital audit. We found that Pebbles is 

much more than a cereal, it is a rainbow in a bowl — a spark 

of joy, imagination and love. Its core equities of intense color, 

bold flavor, silly Pebble-shaped pieces and beloved 

Flintstones characters produced both a physical and an 

emotional response that was truly unique. 

Interestingly, the brand had walked away from these equities 

in all  communications. Brand engagement, on the shelves 

and online, had dwindled. The answer was clear: we needed 

to get back to our roots.  

So, instead of coming in with a few new TV spots, we built 

Pebbles a new brand architecture, digital strategy and idea 

platform: The full-tilt fun of Pebbles Cereal ignites the 

creativity in kids and kids at heart.  
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The Idea
Yabba Dabba Do! became the rally cry that 

brought the Pebbles brand back to life and 

unified its voice across every touchpoint. 

Importantly, it also made our clients proud 

to work on this great brand: "this is the first 

time I have felt really good about working 

on Pebbles."
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The Brand
Pebbles is Yabba Dabba Doing it across every imaginable 

consumer touchpoint. The idea ignited the creativity in 

cereal lovers on TV, online video, packaging, sampling 

tours and immersive gaming experiences. In the past three 

years, the Yabba Dabba Do! campaign has been a source 

of endless creativity and consumer activations. 
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Watch Video at publicworks.agency/legendlabs



The Social
Pebbles’ social channels became a key component 

of building the new Pebbles brand voice. From 

boosted media posts to community interaction, we 

managed the entire social platform, including 

leading them to be Post Foods’ first brand on 

Snapchat.
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An Endless Supply of Creative Ideas
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But Wait… There’s More!

We followed up next year with more musical 

goodies. Public Works wrote and recorded dozens 

of songs in honor of our favorite Post Cereals. Take 

a listen and don’t forget to call the number!

C E R E A L  D A Y  2 0 1 8
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Watch Video at publicworks.agency/legendlabs



Saying Sorry On Social

Who better to deliver the big news that the Original 

Honeycomb is back than the Honeycomb Box himself. In 

a series of social posts, the Honeycomb Box responded 

to some of the Not-So-Sweet Comments about the “new 

and improved” flavor.

H O N E Y C O M B  R E S P O N D S  I N  A  B I G  W A Y
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Watch Video at publicworks.agency/legendlabs



We restructured the Post Cereal website to a 

hub and spoke model. Going from one domain 

to many maximizes the brand experience and 

relevance for consumers.

P O S T C O N S U M E R B R A N D S . C O M

• An easy to use component system that is 

combined in a variety of ways to tell a range 

of stories 

• A hero content library of images and video 

that works across verticals 

• Writing guidelines that set the tone and voice 

across brands

K E Y  F E A T U R E S



The Build

We created a voice and visual language for each brand. While also 

creating a more intuitive site structure that leads to a store finder to find 

products. Through two distinct user pathways, we created tailored 

experiences focused on either the Post master brand or sub brands.

Post Consumer Brands - Hub Brand Sites - Spokes



DOO GOOD with Scooby-Doo
Partnering with Warner Bros. to help make Scooby-Doo relevant with Millennial moms and today's kids, we created a campaign 

called DOO GOOD. It inspired kids to meddle for good, just like the Scooby Gang. The campaign was so successful the United States 

Postal Service commissioned a DOO GOOD stamp, in honor of the volunteerism Scooby inspired.

C A S E  S T U D Y
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The global initiative of DOO GOOD was to inspire kids to take 

an active part in making their community a better place. 

Partnering with GenerationOn, we awarded grants to kids on 

a local level DOO-ing GOOD through themes of environment, 

hunger and animal welfare, and promoted their work with the 

campaign. By arming them with toolkits and rewards, kids 

everywhere felt empowered to DOO GOOD in even the 

smallest ways.
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Watch Video at publicworks.agency/legendlabs



A Stamp! 
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Watch Video at publicworks.agency/legendlabs
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A  invitation to take a stand on the amount of plastic 

you are using and make a difference.  Its also a 

challenge to the entire beauty industry to develop 

products that are as good for the Earth as they are 

for your hair.
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Owned social and digital 

channels are used as the 

primary platforms to connect 

with their audiences.  We 

evaluated KEVIN.MURPHY’s 

global social media channels, 

content and process to 

optimize and define how the 

brand can be more strategic in 

the future.

The Plan
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Owned social media and digital channels are used as the 

primary platforms to connect with their audiences.  We 

evaluated KEVIN.MURPHY’s global social media channels, 

content and process to optimize and define how the brand 

can be more strategic in the future.

Identity & Content System
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G A M E O N M O U T H G U A R D S . C O M

We relaunch of Game On 

Mouthguard’s  eCommence site. 

We re designed the site, launched a 

new customization/personalization 

product and Improved overall SEO 

and site content. 



Dream. State. 
A Six-Part Documentary Series
As a way to help launch the State of Hockey brand, we created Dream. State. an inside look  

at two high school teams chasing the dream of playing in The Minnesota State High School 

Hockey Tournament. The Emmy-Award winning show aired on Fox Sports North with a 

behind-the-scenes look at all the work, preparation and teamwork that goes into becoming 

a top program in the State of Hockey.  

See the series at 

stateofhockey.com 
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http://stateofhockey.com
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Watch Video at publicworks.agency/legendlabs



The Results

In less than six months, the Yabba Dabba Do! 

campaign  struck a chord with kids and kids at heart. 

Truly, being playful and imaginative is a meaningful 

and powerful brand benefit in today’s world, and the 

results are nothing to shake a spoon at.  

In the first six months of the campaign launch: 

• Base turns up 17% 

• Average turns up 15% 

• Facebook community grew 7% 

• Pebbles became the #1 RTE kids cereal! 

And, Trix brought back its color…hmm. 

The Yabba Dabba Do! campaign continues to perform 

YOY, maintaining Pebbles position in the top two RTE 

kids' cereal brands.
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3
Part

How We Work

Collaboration is key to everything we do.  

From discovering brand insights to bringing an 

idea to life, we partner with clients for the 

betterment of the brand.

C O L L A B O R A T I O N  A T  E V E R Y  T U R N



Our Approach
We believe that ideas drive business, and when you find the right one, there is no telling how far it can go. But without insight, 

an idea is just an idea. We believe in a rigorous discovery process to provide a strategic platform.
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OPTIMIZEAMPLIFYSTRATEGYDISCOVERY IDEA

First, we immerse 

ourselves in the brand. 

From stakeholder 

interviews to consumer 

ethnography, we dig 

for any relevant 

insight.

With every bit of data 

we can collect, we sit 

down to craft a brand 

architecture and 

strategy that helps us 

get to bigger ideas.

Through creative and lot of 

collaboration, we get to a 

Working Idea. An idea that 

can connect and  inspire 

inside the company and out. 

The right idea leads the 

way in spreading the 

word. We derive 

connection plans from 

best way to bring the 

idea to life, whether it be 

TV or a simple social 

post.

We test and learn in 

real time to make sure 

we are making the 

most  of the idea and 

all of our  media 

channels.



Discovery
First, we immerse ourselves in the brand. From 

stakeholder interviews to consumer ethnography, 

we dig for any relevant insight.
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Map to Your Mission
SunOpta has a wide-ranging mission—and a breadth of ways that you talk about it. We’ll map out your 

mission to create a compelling hierarchy of messages, and use that to guide content for digital connection.

We will focus on food safety, quality and execution;
We will remain focused and decisive as we execute our strategic plan;
We will focus on long-term value creation; and
We will make decisions with a long-term focus, even if those decisions do not maximize near-term earnings.



• High degree of financial literacy 

• Interested in financial benefit 

• Want online information to be clear 

and concise 

• This demographic does not spend a lot 

of time online

Investors

• In search of employers who are profitable 

and adhere to ethical business and 

environmental practices 

• Spend much of their time online 

• Rely on corporate websites to evaluate 

company culture

Prospective Employees

• Use social media and other sources to 

research and evaluate purchasing 

decisions 

• Could be looking for a range of solutions 

• Looking to solve a business problem 

• Know Sun Opta but think about them 

narrowly

New/Existing Customers (b2b)

Understand Your Audiences

In addition to identifying your audiences, we also need to find the right questions to ask about each one. The most important 

question of all: What question can we raise in their minds that will lead them directly to you?



Strategy
With every bit of data we can collect, we sit down to 

craft a brand architecture and strategy that helps 

us get to bigger ideas.



Define Your Ecosystem

CONSIDERATION ACTION/DECISIONAWARENESS

SunOpta.com 

Search 

Online/Offline Referrals

Search 

Social Media 

Blog Content 

SunOpta.com

Search 

Social Media 

Videos 

Graphics 

SunOpta.com

Investor Website 

Company Publications

Job Alerts (Email) 

Job Review Sites 

Employee Testimonials

White Papers 

Case Studies

Investor Website 

Financial Reporting 

Webinars/Calls

Job Application

Sales Demos 

Pricing Sheets

Once we clearly define our target audiences and user personas, we can identify what information they like to consume 

and how they prefer to consume it. From there we can develop a content strategy to help reach target audiences based 

on their stage in the user journey.

Investors

Prospective 

Employees

New/Existing 

Customers (b2b)

http://SunOpta.com
http://SunOpta.com
http://SunOpta.com


Forward-Looking Strategy
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Ensuring there is a solid foundation that meets all the requirements of SunOpta today 

with the ability for future growth.

Technology Planning

Technical Ecosystem

Road-mapping 

• Platform selection 

• Hosting selection 

• Defining integrations

• Platform selection 

• Outlining the technology stack 

• Documenting standards and 

protocols

• Planning for the future 

• Feature definition 

• Prioritization for future needs



Idea
Through creative and lot of collaboration, we get to 

and organizing Idea. An idea that can connect and 

inspire, inside the company and out. 



The success of any website lies in an organizing 

idea that provides a platform from which to 

connect a brand to key audiences.  

These ideas inspire and  
inform all activities.
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User 

Experience

Organizing  
Idea

Site 

Content

DELIVERABLES:

• Content Development  

• Copywriting 

• Illustration 

• Photography  

• Video 

• Asset Management 

DELIVERABLES:

• Information Architecture 

• Site Experience & Flow 

• Features 

• Look and Feel 

• Copy Tone

The Organizing Idea Is the 
Foundation of Experiences 



Amplify
The right idea leads the way in spreading the word. 

From your website to a recruiting campaign we create 

the best way to bring the idea to life,
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Amplification Process

Through every stage of production you’ll be part of the process to ensure future needs are anticipated. 

• Align on key deliverables 

• Understand Media Plan 

• Scripts + Storyboards (TV/OLV) 

• Social Content Strategy 

• Activation/Event Strategy 

• Packaging Look and Feel

• Refine deliverable specs 

• OLV production 

• Outdoor production 

• Social post templates 

• Photoshoot 

• Packaging Templates 

• Activation/Event high-level 

rollout plan 

• (Available for adhoc OOH, 

banner, collateral, etc 

production support as 

requested)

• Weekly status meeting 

• 2 rounds of review on all 

deliverables unless 

otherwise noted 

• Trafficking of Media Units 

• Confirmation reports and 

dashboards

• Monitor launch 

• Archive Assets 

• Happy Hour!!!

DELIVERABLES: DELIVERABLES: DELIVERABLES: DELIVERABLES:
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Organizing  
Idea
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Site Development Process
Through every stage of build, refine and launch, you’ll be part of the 

process to ensure future needs are anticipated. 

DELIVERABLES:

• Requirements 

• Technical Architecture 

• UX Design 

• UI Design 

• Content Strategy and 

Creation  

• Asset Creation (Images / 

Video) 

• Web Development  

• Front-end 

development  

• Back-end 

development 

• Technical QA 

• Analytics Strategy 

• Social Account Set Up 

and Training

• Content Review 

• Load Content into 

CMS 

• CMS Training  

• SEO Implementation  

• SEM Strategy 

• Analytics 

Implementation 

• End-to-end Testing 

• Cross Device and Browser 

Testing 

• Optimizing Page Load Times 

• SEO Validation 

• Analytics Confirmation

• Launch the Experience 

• One Week of Extensive 

Monitoring 

• Happy Hour!!!

DELIVERABLES: DELIVERABLES: DELIVERABLES: DELIVERABLES:



Optimize
We test and learn in real time to make sure we are making 

the most of the idea and all of our media channels.
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Optimize

It doesn’t happen over a day, a week, or even months. It happens 

during all of the above, as together we learn, iterate and perfect 

our approach based on real-world numbers.

Steps in this phase:

1.Optimizing Google Analytics dashboard for site traffic 

2.Employee training 

3.Discussions on current performance 

4.Conversations and recommendations on site optimization



Thanks! 


