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We are excited to be here today   
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SunOpta is an inspiring company on many levels 
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You are thought leaders and innovators with a powerful mission
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Your website should reflect and embody your brand essence



Today we hope to inspire 
you and get you dreaming  
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What We’ve Done

From building the Minnesota Wild from scratch, to 

rebuilding the Pebbles brand, we have a long history in 

our collective careers of building brands through ideas 

that work. 

P U B L I C  W O R K S  C A S E  S T U D I E S



What We’ve Really Done



�10

We have done digital work for many brands at all ranges of scale.

Decades Of Digital Experience
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We've helped Land O’Lakes, Inc. and various business units 

reposition corporate brand to promote its unique point of 

difference as an innovative, modern cooperative.

Going Together 

LO’L needed to define and articulate what the corporate 

brand was all about. We applied the new position to a 

fresh employer brand, collateral and website.

CORPORATE LOGO REDESIGN

COMPANY STORY

VIDEO ASSETS
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The website focused on telling 

stories that showed depth and 

innovation.



View Video At - publicworks.agency/sun-opta-web-site
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To tell the story of modern 

agriculture to a broader 

audience, Winfield launched 

ResponsibleAcre.com to show 

how farmers are making the 

most of technology to grow more 

food for a growing population.

http://ResponsibleAcre.com
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Ecolab was looking to build a new brand foundation that could 

proudly represent its 40,000 associates serving in more than 167 

countries worldwide.  

We built a brand foundation starting internally, moving to outbound 

communications, products and the website.

ANNUAL REPORTINTERNAL BRAND VIDEO

US BANK STADIUM INSTALLATION

View Video At - publicworks.agency/sun-opta-web-site
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ecolab.com  - September 2012

http://ecolab.com
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The website was focused on 

encompassing all their 

markets under one cohesive 

umbrella, while keeping in 

mind their need to manage 

the content on a daily basis.
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View Video At - publicworks.agency/sun-opta-web-site





�23

Cargill faced a problem with potential 

customers not knowing how Cargill can 

help them. Their goal was to educate their 

customers on the breadth of their 

collaborative business model. The Cargill 

Creates microsite brought it all together 

through real world examples and 

interactive story telling.  
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Mosaic had increased competition 

from generic products and 

imitators. Mosaic had the proven 

results and in field studies to 

illustrate the benefits of their 

products over the competition. 

Mosaic encouraged potential 

customs to dig into the details to 

inform decisions.
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jambajuice.com – Jamba’s main 

marketing channel – needed a 

makeover. The refreshed design 

is a bright, simple layout inspired 

by the colors and freshness of the 

smoothies all natural ingredients. 

An on-going managed services 

retainer allowed for quick 

content updates for LTO and new 

product deployment.



Food Category 
Work We’ve Done



Liberté

Liberté is a French Canadian dairy brand with a rich 

history of painstaking craftsmanship and high quality 

ingredients.  When General Mills began distributing 

Liberté yogurt to American foodies. There was a great 

story to tell: the heritage, artistry, selectivity, purity, 

luxury, craftsmanship, taste and texture of Liberté are 

what makes it so incredible. 

The Liberte brand needed an organizing idea. One that 

played into discovery. “Suggest, don’t define” became 

our mantra as we built the brand from scratch.

CASE STUDY







View Video At - publicworks.agency/sun-opta-web-site





The Results

Liberté grew fast. The campaign raised 

awareness and drove trial. Better yet, the work 

was embraced by foodies, an audience often 

quick to reject anything associated with large 

brands, thereby laying the groundwork for a 

successful future.



BOOMCHICKAPOP

Boomchickappop was looking to scale.  They were 

new in Target, they had big goals and wanted to 

grow up in a big way.  

Modern marketing was new to them. “Digital” was a 

scary word, but they knew they wanted it. To get 

started we focused on the one thing that mattered—

connecting with their core consumers in a 

meaningful way and on a limited budget. 

CASE STUDY



The Strategy

To grow big, we had to start small. To place the consumer at the heart of 

every decision, we focused on multiple audience segments and designed 

communication to be as fantastical as the brand itself.

The Boomchickapop brand voice was a big focus and 

driving force in everything we did.  As social channels 

and campaigns evolved, this voice kept everything we 

did on track.

We focused each channel on what engaged our audience 

most. With a test and learn approach, we quickly 

discovered the content that our fans engaged with and 

scaled from there, optimizing for each platform.
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A Range Of Executions:
With the core consumer at the heart of everything, we made some pretty fantastical work. Through different initiatives, a new 

website and solid content streams, we helped this small brand BOOM.

The Brand Work
The brand name itself was super fun to 

say, so why not make a song? Made to 

make your day more dance-y, this song 

and video took “totally fantastical” to a 

new level. We placed cuts on social, pre-

roll and even at Twins games.
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The Activation Work
We invited fans to order popcorn sends and grow them. And they actually did! 

We shared growing tips and tricks, tracked the number of packs sent and got a 

ton of responses from growers at grow some growsomeboom.com. In the end, 

over 300,00 fans received seed packets across the U.S, and shared pictures of 

their homegrown popcorn.
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The Event Work
The Boomchickapop team traveled nearly 7,000 miles to share these fantastical 

snacks. We followed them online, tracking the trip. The site aggregated social activity 

and added some extra fun along the way. From college campuses, to downtown city 

centers, to Tumblr headquarters, we brought the BOOM everywhere we went. We 

even went out of our way to surprise some of our super fans on social.
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The Digital Work
With our consumer at the core, we built a site 

that not only was useful, but totally 

fantastical. It was built as a content hub, 

product locator and a way to experience 

BOOM in new ways. And, since we knew our 

core was using it in the aisle for product 

information, it was mobile-friendly. Let’s just 

say, we upped the CPG site ante with this 

one.
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The Social Work
We used insights from our fans and from our 

site to create really tight content pillars. From 

there, we created content that our audience 

actually engaged with. From multiple 

Facebook and Twitter accounts, we 

consolidated and grew to Instagram and 

Pinterest to reach our core audience where 

they were actively consuming content.



The Results

The social community grew from a couple 

thousand across multiple platforms to over 200k 

in just a few months, with engagement rates well 

above industry standards. And more than 

growing a social presence, we took a brand that 

had essentially no digital footprint and gave it 

some legs. Angie’s Kettle Corn went from the 

popcorn you get at Vikings games and grew into 

a national brand people recognize and love.  All 

on a budget.
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Our Approach

Collaboration is key to everything we do. From 

discovering brand insights to bringing an idea to life, 

we partner with clients for the best 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



OPTIMIZEAMPLIFYSTRATEGYDISCOVERY IDEA

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.



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)

Key Questions For Key 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.



Strategy - Staying True to our Key Audiences 
Know what your audiences goals are, and you’ll know exactly how to position 

SunOpta as a genuine, valuable resource for all.

PAST STRATEGY DOCUMENTS FOR VARIOUS BRANDS



Define Your Digital 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


Technical 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 a 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,



2 3 4 5
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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.



�57

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
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Getting Started

Our vision for how we will approach your 

business and implement over the next year.



DISCOVERY

Getting It Done In 2018

Oct/Nov Dec + BeyondJune/July Aug/Sept

BRAND CONCEPTING/ 
WEBSITE CONCEPTING

BRAND IMMERSION/
PLANNING/RESEARCH

STRATEGY

IDEA

AMPLIFT

OPTIMIZE

BRAND 
ARCHITECTURE

CONTENT 
PLANNING/ 

REQUIREMENTS

WEB PRODUCTION/DEVELOPMENT/ 
CONTENT ENTRY/QA

REPORTING AND OPTIMIZATION

GO LIVE

LAUNCHMVP



Phases And Deliverables

DISCOVERY AND 
STRATEGY 

Brand Architecture  
(Define Audience Definition, 

Consumer Snapshot, 
Engagement Drivers,  

Brand Personality) 

Content Audit 

Tech Audit/
Recommendation 

$40-50K

IDEA 

Idea Concepting  
(Asset/Tone Exploration and 

Documentation) 

Website Concepting 
(Up to 3 concepts expressed 

via key desktop/mobile 
views) 

Website Planning 
UX and Requirements Phases 

$75-100K

AMPLIFY  

Web Content 
Production 

 (Copy, Imagery and Asset 
Development) 

Website Production 
 (Front and Back End 

Development; Content Entry) 

QA/ Go Live 
 (Testing, Code Deployment 

$200-400K

OPTIMIZE 

Ongoing Reporting 
 (TBD as needed) 

Managed Services/
Content Updates 

(TBD as needed) 

TBD 
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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 small group of experienced doers with 

the driving belief that ideas move business—and 

that the most powerful work lies at the intersection 

of a brand's truth and the public’s heart.

IDEAS THAT WORK.



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.
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The Workers
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We believe in the 

power of ideas to 

drive business. 

Our Working Tenets

We believe in diversity of 

thought, experience and 

background—for ourselves 

and our clients.

We believe in collaboration, 

communication and 

transparency with our 

clients. 



Clients. 
Collaborators.  
Partners.

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

 65
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Decades Of Experience



STRATEGY 

• Brand Strategy 

• Content Strategy 

• Social Strategy 

• Digital Strategy 

• Portfolio Management 

• Consumer Anthropology 

• Customer Insights 

• Research 

• Consumer Testing 

• Connections Planning

CREATIVE 

• Brand Idea Development 

• Campaign Development 

• Creative Execution 

• Creative Direction 

• Art Direction 

• Design 

• User Experience Design 

• Copywriting 

• Creative Production 

• Digital Creation/ 

Development 

• Social Production and 

Management

Capabilities

MEDIA 

• Strategic Communications 

Planning 

• Consumer Behavior and 

Data Analysis 

• Influencer Strategy & 

Management 

• Media Management & 

Buying 

• Creative Trafficking 

• Media Auditing , Reporting 

and Analytics 

• Experiential Marketing

PR 

• Social Engagement 

• Media Relations 

• Reputation Management 

• Sponsorships 

• Corporate 

Communications 

• Guerrilla and 

Experiential Marketing 

• Internal Communications 

• Media Training 

• Corporate Reputation 

Management
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Thanks! 


