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A-Team Overview

Headquarters: San Francisco
Years in  Business: 11

Billings: $1.4M
Key Clients: Sweetgreen, 
Boudin Bakery, In-N-Out

2007 2018
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Our Purpose

To connect our clients 
to the needs of their 
consumers.
. 
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Our Company

Impact
Integrity

Innovation
Individuality

To become the leading 
advertising agency 
within the food and 
beverage industry

To provide an 
individualized, upscale, 
quality experience for 
each and every client.
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Core Competencies
COMMIT TO

EXCELLENCE

FUTURE 
PLANNING INSPIRE

Our agency is deeply committed 
to excellence for our clients for 

for their consumers. At the 
A-Team, we make excellence an 

expectation and a habit.

In this evolving and changeable 
industry, planning for the future is 

an indispensable aspect of the 
A-Team’s success. We make it a 

point to see that our clients 
benefit from our gifts of 

forethought.

Our agency works hard to create 
work that inspires. We consider 
the our work a success when it 

inspires others to create, and we 
pride ourselves on our history of 

inspiring our clients.

EMPOWERING
OTHERS

At the A-Team, we believe that 
when one of us excels, we all 

thrive. We use that constructive 
community mindset to raise our 

agency and its work to the highest 
standards.
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Meet our President

Sam Tuttle | CEO

Sam graduated from The University of Alabama 
with a degree in Public Relations and a minor in 
Computer Technology and Applications. He has a 
strong passion for public speaking and attending 
award shows. He created the A-Team 11 years ago 
after his passion for growing businesses, helping 
others and leading a strong group of individuals 
whose passion is to change the PR game. He has 
led his agency to win multiple awards for work the 
A-Team has created.
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Meet our Team

Sami  Shephard | COO

Sami has been with the A-Team since the 

creation of the agency in 2007. As Chief 
Operating Officer, Sami leads business 
opportunities alongside leadership teams 
while helping to manage growth and 
culture. She believes strongly the best 
way to produce great integrated work for 
clients is to have a tightly integrated team 
and operations. She is hugely passionate 
about the creative output of the agency 
and ensuring that the ideas A-Team 
produces for brands which drive their 
businesses are valued accordingly. Sami is 
challenging every corner of the agency to 
innovate, integrate and collaborate 
fiercely to put world-class, 
game-changing thinking in front of our 
clients.

Briana Hatten | CCO

Briana graduated from The University of 
Alabama with a bachelor’s degree in 
Advertising with a strong pursuance in 
creative design. She joined the A-team as 
Chief Creative Officer in 2009. After 
working with high profile, major 
department store retailers and 
professional athletes to develop creative 
branding material, Briana has gained a 
foundation on which she continues to 
perfect her craft. Briana brings years of 
creative development along with years of 
professional photography with her to her 
many projects and extends her 
knowledge and expertise to client work. 
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Meet our Team

Rebecca Sharp| CSO

Rebecca has worked in the industry for 8 
years, first with 22squared as a market 
research analyst and then as an account 
director. She came to the A-Team in 2012 
as Chief Strategist Officer. She keeps the 
agency strategically united through 
consistent messaging and communications 
initiatives. She believes in (A-Team’s Vision) 
and holds herself and her team accountable 
to those values. Rebecca is a strong 
proponent of the A-Team’s focus on agency 
integrity, and believes good research is the 
foundation of good work. Her experience 
and future oriented insights keep the 
A-Team two steps ahead of the 
competition.

Leslie Levinson | CMO

Leslie joined the A-team in 2014, after 
receiving her BA in Advertising and a 
minor in criminal justice from the 
University of Alabama. Leslie went to 
work in Atlanta as a market research 
specialist for a Fortune 500 company for 
5 years.. When the opportunity to join the 
A-team came around, Leslie was thrilled 
to join the team. As Chief Marketing 
Officer, Leslie is charge of all things 
marketing and communications related.. 
She oversees our marketing team, and 
works closely with Sam in order to 
facilitate the A-team’s growth. 

8



OUR 
WORK

CASE STUDIES

In-N-Out
Escape From Alcatraz

Ghirardelli
Boudin Bakery
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Challenge

In the midst of a brand overhaul, 
In-N-Out  hired us on to revamp their 
social media strategy and content in 
order to reach and engage millennials. 
From the get go, it was clear that 
In-N-Out fans are a loyal bunch. The 
challenge, however, was getting their 
millennial fan base to notice and 
interact with what In-N-Out was 
putting out on their social 
channels—particularly among Gen 
Y’er favorites such as Instagram and 
Snapchat.

Idea

What we did to help target In-N-Out’s 
desired audience and build their 
brand:

• Create targeted, custom visuals and copy 
for Instagram, Snapchat, Facebook and 
Twitter

• Strategize and execute focused brand 
campaigns across all digital and social 
channels

• Help In-N-Out reach, build and grow a 
community of engaged fans & loyal 
advocates

• Focus on social & digital strategies to 
connect In-N-Out with their audience in a 
meaningful way

• Assist with visuals, strategy and copy to 
amplify In-N-Out’s E-blasts

• Create eye-catching in-store imaging & 
advertising to help drive sales of specific 
menu items

Results

After bringing on the A-Team, 
In-N-Out’s social media platforms 
have been exponentially growing at a 
rapid pace and have seen increased 
impressions and engagement 
amongst the millennial community. 
The A-Team’s dedication to 
providing the In-N-Out team with 
the most up-to- date social media 
insights, creative and collaborative 
ideas to enhance the brand’s image 
amongst millennials, as well as their 
overall tenacity to create the best 
fast casual brand on social media, 
has helped In-N-Out to become 
amongst top tier fast casual players 
in the digital arena.
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Challenge

In a nation where leisure time and 
energy are in short supply, 
participants for the Bay Area’s Escape 
From Alcatraz triathlon were, too. 
Triathlon participation has been down 
across the nation for six years in a 
row. From initial research, it was clear 
that there were three unique 
segments in the triathlon audience: 
the serial athletes, the sports 
enthusiasts, and the socializers. Our 
challenge was to create a cross 
section between the sports enthusiast 
and the socializer in order to create a 
promotional event that appealed to 
the core motivating drivers of each.

Idea

What we did to reach our audience: 

• Utilized Twitter and Instagram to drive 
engagement with Escape From Alcatraz.

• Created a 4 hour “boot camp” event 
designed to be moderately physically 
demanding, to challenge the sports 
enthusiast without over exerting the 
socializer.

• Divided participants into 5 person “squads” 
and encouraged co-registration with 
friends to promote and develop the 
community and comradery that appealed to 
both groups.

• Held the event on the beach, on the site of 
Escape From Alcatraz, to encourage 
familiarity and positive associations with 
the brand.

• Developed a Twitter and Instagram 
campaign to promote the event.

• Drove a recruitment campaign for Escape 
From Alcatraz immediately following the 
event that allowed squads to sign up 
together.

Results

Following the conclusion of the 
A-Team’s event, Beach Side Boot 
Camp was trending on Twitter for 
18 hours and received staggering 
levels of consumer engagement 
across both platforms. The earned 
media from the campaign totals 
roughly $14 million, with consumer 
generated content accounting for 
nearly a third of that value. The 
A-Team’s dedication raised 
participation in Escape From 
Alcatraz by 22% and helped it 
become a San Francisco Bay icon.
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Challenge

Ghirardelli has had trouble 
connecting with their audience in a 
real and authentic way. There was a 
disconnect between what consumers 
thought about Ghirardelli and who 
they actually are as a company. 
Having a positive relationship with 
your audience is key to building 
loyalty within a brand and that is the 
obstacle Ghirardelli hopes to achieve.

Idea

We decided to create a Share the Love 
Campaign encouraging people to show how 
they share the love with Ghirardelli.Share 
the Love Sweepstakes consisting of a 
Facebook Photo Contest. Contestants will 
upload a picture to our Facebook page of 
how they share the love and post a picture 
with them and Ghirardelli chocolate. Once 
the photo is up, there is a voting element. 
With the addition of voting, participants 
will be motivated to share their entry with 
their Facebook friends, to generate the 
most votes. This contest will run for four 
weeks throughout the month of January. 
The winner will be announced on the first 
of February just in time for Valentines Day. 
The lucky winner will win an all expense 
paid trip for two to San Francisco and 
receive a years worth of Ghirardelli 
chocolate. 

Results

The Ghirardelli Facebook Page saw a 
significant increase in likes and visits 
during the Facebook Photo contest.  In 
addition, there was a tremendous 
increase in overall reach while the contest 
was live. The “vote once per day” strategy 
worked well in generating return traffic to 
the Facebook page, during which time the 
visitors were able to see other pictures 
that contestants were posting.

The 46% growth in likes on the Facebook 
page helped Ghirardelli expand their 
audience. Ghirardelli met their goal of 
boosting engagement to extend viral 
reach and increased sales by 2% during 
the month of January. This contest drew 
major attention from companies such 
Buzzfeed and Bon Appetit.
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Challenge

Boudin has been well-known around 
San Francisco for decades, but they 
have been struggling to keep up with 
the growing amounts of Grab-and-Go 
bakeries and other eatery options 
that millennials are gravitating 
towards. This is especially challenging 
in a city full of family-owned and local 
eating options.

Idea

What we did to help target Boudin’s 
desired audience and build their 
brand:

• Created special offer discounts for 
millennial college students to use 
in-store on certain food items

• Focused on what millennials are 
looking for and want most from 
Boudin Bakery

•  Went to local colleges and 
universities where we will have 
Boudin Bakery samples of popular 
food items

• While on college campuses we 
discussed how college students can 
receive discounts on food at Boudin 
and why we are different from other 
bakeries

Results

At the end of our campaign 
reach-out, we gained 55 new 
members to our email subscription 
list. As well, we had over 100 
millennial college students come 
in-store and to Boudin Bakery to eat, 
hang out and enjoy fresh pastries 
with family and friends. With a 15% 
gain among the millennial audience, 
we were able to successfully raise 
Boudin Bakeries awareness and 
activity among this audience.
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Initial Campaign Thinking

 Wienerschnitzel Consumers (Source: Mintel)

• Biggest consumers are men 35-54

• Women are more likely to come if someone 

tells them they went and liked it

Our Executional Idea:

• To Target Men: Increase visibility for the brand 

by doing more sports tie ins (Sponsoring 

sporting events or entertainment festivals)

• To Target Women: Campaigns upping 

advocacy part of the CDJ and promotions
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Agency Partner

Blue Bear Creative

Headquarters: Denver, Colorado

Employees: 2 - 10

Key clients: Smashburger, Lavilin, 

EM+PACT Bars, Heinz 

Billings: $1.7M

Description

Blue Bear Creative is a social media minded digital 
marketing agency helping food and beverage 
companies market to millennials. Starting by 
understanding the ins and outs of a brand, they 
reverse engineer their content, with the end goal 
in mind of making something people would enjoy 
engaging with on social media. Practice areas 
include social media, digital marketing, Facebook 
advertising, website design, social public relations, 
and video production. Primary industries served 
included Food & Beverage, Consumer Products & 
Services, Health & Beauty, and others.
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Consumer Profile
Meet Michelle

Age: 29

Residence: Tucson, AZ

Education: Bachelor of Arts in Early 

Childhood/Elementary Education

Profession: Second grade teacher

Income: $48,372
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A Day in the Life

Morning Afternoon Evening 

Michelle begins her day around 

6:15am, when she wakes up to eat 

breakfast and prepare for work. 

After showering and dressing, she 

prepares herself a lunch for that day. 

She stops at the Starbucks 

drive-thru for a coffee on her way to 

work. Once Michelle arrives at 

school, she prepares for the day and 

awaits the arrival of her students 

After a busy day at work, Michelle 

stops by Wienerschnitzel  to pick up 

food for her and her boyfriend. Once 

home, they eat dinner followed by 

watching the latest episode of This 

Is Us. She decides to call it a night 

after this, as she has a busy day of 

teaching  ahead of her tomorrow. 

Michelle begins her afternoon with 

her lunch break. Today, she packed a 

turkey sandwich, an apple, and a bag 

of potato chips. After lunch, she 

resumes teaching until school lets 

out at 3:30. Following the students 

departure, Michelle tidies up her 

classroom and makes finishing 

touches to her lesson plan for the 

following day. She then leaves the 

school to return home. 
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