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THE ASSIGNHENT

Create a brand voice that appeals to the
health conscious as well as the “FOODIE”
Whole Foods liarket has food that is not
only good for you-but tastes good, too.

OUR INSIGHT

Whole Foods is a company full oi people
who love food. They seek out the most
healthy and highest quality products
available. A lifestyle approach com=
bined with inform-ation and support
to achieve the life you desire.

THE NEW POSITIONING

Ingredients tor better living
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Magazine spread for lifestyle publications.

ADVERTISING




EIRENES T TREES comes fTom ":'
the HEST SOIL gomes Hhe FULLEST BASKETS from
2 NICE PELLOW down i Framingham

s name of Tep CoATSME@RTH

L’

! ;"u' REST CREAM &0 EY .":'. rli|

‘ r fhe HEALTHIEST MILK COWS
r

tre GREENEST HILLS arid SWELLEST DELLS,
'

A
¥ ENICiNE e

TASTIEST DINCUNS TAMIMNATEL HASYL -

\

rom

Magazine spread for lifestyle publications. Magazine spread for lifestyle publications.




ARTISAN PRODUCT

ADVERTISING
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Ad campaign for Artisian Foods Award private label products.
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Front cover of 4 page magazine insert featuring WFM and its vendors

ORGANIC STANDARD
INSERT

commitment to organics.




Inside spread of insert.
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We're big leafs fans too.
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Now open for business.
Or should that be pleasure?
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Billboard announcing Toronto store grand opening.
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Do you sniff [s cooking a task
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Heirloom tomato promotion. 4 panel promo piece given out at Smith&Hawken.
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A CASE STUDY
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The show Secret Ingredients follows a young chef in pursuit of this
secret knowledge.

Meet Kent Chase a young Culinary Institute student. Everything
changes for Kent one day when a guest chef turns his back on the
class to add a secret ingredient to a dish he is preparing. Kent is
intrigued and inspired to find her secret ingredient. After graduation
he sets out on a journey that takes her across the US in pursuit of
his secret.

His journey becomes a food odyssey of mythic proportions. Full

of colorful characters and tasty tidbits of food knowledge. He will
visit farms, ranches, county fairs and even individual’s homes in his
pursuit of the most unique items of delectability that America has to

offer.

He will encounter many different people — each has a secret
ingredient and each poses a unique challenge for him to discover that
secret. Everyone claims to have a one. But who really does and how
will Kent get it?

A story in a newspaper. A woman selling blue ribbon winning pies
at a small town fair. A beekeeper. A sexy massage therapist in Santa
Fe. A pork chop. A farmer that raises hogs. One individual leads to
another individual that leads to yet another secret ingredient.

The show is sexy, funny and sometimes outrageous. But it is always
real and informative. Our host will share the kitchen with the people
that he meets.

Sometimes the story is as important as the flavor.

Sometimes the story is the secret ingredient.
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