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YOUR PLAN SPONSOR RESPONSIBILITIES 

Central to the CUPE EWBT's stewardship role is your commitment to make prudent and 

sustainable decisions that truly support members' health and well-being. 

There are a number of levers that the CUPE EWBT can pull to achieve this goal: 

• Learning what members and their families most want or need from their beneflt plan 

• Building a program that best supports members' health and well-being - for today and for 
tomorrow 

• Ensuring members are aware of the beneflts and resources available, and how to access 
them 

• Procuring the most beneflts possible for the spend available 

• Managing rising costs year-over-year, in part by inspiring members toward healthy habits 
and encouraging wise plan use 

What's the key to achieving many of these priorities?: Effective beneflts communication that's 

relatable, accessible, clear, and engaging. In other words, communication they'll actually read. 

Knowledge and Understanding 

The CUPE EWBT Context 

We understand that CUPE Education Workers Benefits Trust (CUPE EWBT) is the organization responsible for managing the health 

and wellness benefits offered to education workers within CUPE. In this capacity, you play a stewardship role, whereby you 

orchestrate the best possible health and wellness benefits for the money provided by participating employers and the members 

themselves. 

BENEFITS COMMUNICATION CHALLENGES 

There can be many barriers in ensuring plan members are well-informed to access the benefits and support available to them, 
including: 
• Your members are diverse (in literacy, primary language, Member groups with significant diversity (age, background, gender, 

family responsibilities, etc.), meaning they also have broad communication needs and preferences, requiring more administrative 
work for plan sponsors to meet the communication needs of all members 

• Communication formats can be limiting for some members, e.g., digital-only format may disadvantage members who aren't 
regularly accessing emails or even the Internet 

• Members accessing digital communications through mobile devices can have a less-user friendly experience rather than desktop 
computers, if emails or websites are optimized for desktop 

• Members may not understand the role of the CUPE EWBT or the many other partners in the benefits ecosystem 
• Insurance language can be complex.Members may not be familiar with benefits jargon or concepts (e.g., out-of-pocket, 

coordination of benefits, prior authorization, point-of-sale, etc.) and how these factor into their benefits experience 
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Confusion 

Branding doesn't accurately reflect members and website is hard to 

navigate to get relevant information. 

Complexity 

Branding and website makes it hard to understand the role of the CUPE 

EWBT and what it is offering. 

Access 

The website contains many PDFs, which are not searchable, and the 

layout makes it difficult for the members to easily find what they're 

looking for. 

Our Assessment of the Current Brand and Website 

STRENGTHS 

SIMPLE, STRAIGHTFORWARD DESIGN 

While we might suggest several ways to up-level the brond, the overall design simplicity is appropriate. The colour palette doesn't contain too 

many colours, the font used is a single sans serif fomily, and webpage length is foirly short. This indicates a desire to keep things simple for 

members. 

ENGLISH-FRENCH TRANSITION 

The experience of changing languages is seamless. The CUPE EWBT has done a terriflcjob of ensuring that content is in both languages. 

BEAUTIFUL, INFORMATIVE NEWSLETTERS 

The member updates in the form of quarterly newsletters are well-designed and full of valuable information. The newsletter's table of contents 

is a nice touch, allowing members to quickly see what's relevant to them. 

The Rebrand &.. Website Redesign Project 

The CUPE EWBT has already identified a number of concerns with the current brand and website. 
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SITE NAVIGATION IS DIFFICULT 

The navigation bar consists of only parent-level pages, which is a missed opportunity to provide easy access to lower-level content that 

members would find useful, such as the FAQs. People tend to read left to right, but the order of pages doesn't reflect the order that most 

members would prioritize the information. For example, the parent page for OSBCU is before the page for the CUPE EWBT, and Trending 

Topics is before Your Benefits Plan. Simply put: the architecture of the site (the organization of the content on the site) is not aligned with the 

member and what they are looking for on the site. 

CONTENT COULD BE MORE TARGETED 

The site's content uses technical, accurate benefits language. While there are some sections that use more lay-language, many sections provide 

little context for a non-benefits expert. The use of very technical language without sufficient context means that a great deal of important 

information could be missed or misunderstood. For example, the information on the Trending Topics page scores 12.4 on the Gunning Fog 

Index, meaning that it would require post-secondary education in order to understand. The site's content should be written at a Grade 5 level for 

all knowledge and language levels to easily understand (best practice for all websites). 

LACKING IN RESPONSIVENESS 

The website is not mobile-optimized; text doesn't flt in a standard mobile screen and the use of PDFs means a lot of zooming in and moving 

around to get all the information. The proportion of website traffic that is from a mobile device has grown steadily since the advent of 

smartphones. In early 2020, this proportion crossed the 50% mark and continues to rise, meaning that a significant majority of site visitors 

access the CUPE EWBT website from a mobile device but aren't served a mobile-friendly experience. 

ACCESSIBILITY STANDARDS NOT MET 

The logo design and several areas of the website would not meet AODA or WCAG 2.0 guidelines for accessibility. Contrast ratios aren't 

sufficient - for example, the white text in the logo does not have sufficient contrast against the light green of the apple and the white text of the 

nav bar is too thin - which would disadvantage people with a visual impairment. Another example would be the use of red and green font 

colours, which would provide a poor experience for a person with colour blindness. 

POOR USER ENGAGEMENT 

Overall, the site lacks many features that can be used to engage visitors. There are very few Call to Action buttons or forms that guide users to 

next steps. There also could be more interactive and engaging content and features, such as video, user-prompted animations, and a chat bot. 

DATED AND INCONSISTENT LOOK AND FEEL 

The combined effect of crowded text, lack of visuals and animation, and loud primary colours (lacking depth and dimension with tints and 

shades) on the website signal an outdated look and feel. These issues are not present in the design of the PDF Member Newsletters, leading to 

an inconsistent brand experience. 

A person is judged on their resume, but an organization is judged on their website. Your website needs to be at the leading edge of good 

design and user experience. 

LACK OF AUTOMATION 

There are a few key places to include more automated functionality, including in the copyright in the website footer, which currently still says 

2023. 

SECURITY CONCERNS 

The current website has outdated JavaScript libraries, which can be exploited by intruders. Using the latest version of each library and updating 

it regularly will help keep the CUPE EWBT safe. 

OPPORTUNITIES 
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Achieving the CUPE EWBT's Goals 

We recommend the following approach for the new brand and website in order to reach the CUPE EWBT's goals. 

BE THE #1 INFORMATION RESOURCE FOR MEMBERS 

Ensure the site's navigation and content ore perfectly tailored to the CUPE EWBT's members. Simplify the language or odd 

more context, and reorganize the pages and layout to align with what the member is looking for. 

INCREASE UNDERSTANDING OF THE BENEFITS PLAN AND OFFERING 

Put the benefits pion information front and centre. Recognizing that the carrier's benefits booklet will likely need to remain as 

a PDF, we would build out the benefits guide as web-based content with optional PDF download. To engage and inform pion 

members to support their well-being through the benefis and resources available, we'll ovoid technical jargon, odd more 

plain-language context, and/or create a glossary of commonly misunderstood terms. Involving actual members in the 

development of the new website con help ensure the layout, content and design ore achieving this goal. 

INSPIRE MEMBERS TO ACTIVELY MANAGE THEIR HEALTH AND HEALTHCARE NEEDS 

The post years hove hod a lasting impact on everyone's well-being, and supportive benefits and services hove become more 

important than ever to pion members and their families. When a member is struggling or needs support, it's even more critical 

that they con easily navigate to the benefits and resources available. Increasing awareness of programs available, how they 

con help, and how to access when they need them, in turn empowers members in managing their health. 

Leon into web-first content that is presented in on engaging way, while also still allowing for PDF download. Include Calls to 

Action that guide the member to other ports of the site that complement what they're seeing at any point. Include coll-out 

boxes in a consistent colour throughout the site, all with member actions or takeaways. Encourage interest and navigation to 

preventative health resources, informative content, and self-assessment tools available throughout the site. 

MAXIMIZE REACH TO INCREASE MEMBER AWARENESS 

With respect to the website, we recommend incorporating shore functionality onto every page to prompt visitors to email or 

otherwise shore the information they find to their home. Additionally, using a good balance of internal and outgoing links 

throughout the site will ensure that members hove a good journey around the site and out to other partners. We would 

generally also recommend sending requests to partners to shore the website content with their audiences to increase reach. A 

significant way of maximizing reach is through the use of social media. If the CUPE EWBT wonts to consider reaching their 

members through social media, we may suggest establishing a Focebook page or group, as member demographics align with 

use of that platform. 

ENSURE ACCESSIBILITY TO ALL AVAILABLE INFORMATION 

As stated above, we recommend clearer, more interactive navigation and a web-first content approach to ensure all 
information is searchable and easily accessible. Optimizing navigation is one of the best ways to achieve a "choose-your-own­
adventure" viewer journey. 
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Branding and Websites in the Benefits and HR Industry 

SUCCESSFUL REBRANDS 

How do you measure success for a new brand and website? The main question to answer is. "who is the target audience, and is the 
new brand and website successful at meeting their needs?" 

We ensure that our rebrands (or initial branding projects) are successful by gaining a deep understanding of the organization and its 
target stakeholders. This ensures that we don't allow our pre-conceived ideas or personal preferences to influence the final fine­
tuned brand. 

That's exactly what made the difference in rebranding Actuarial Analytics and redesigning their website. 

&,. Actuarial
� Analytics 

Actuarial Analytics 

Actuarial Analytics' original website didn't do justice to their high-quality 
services and impressive clientele. Unfortunately, prior to Actuarial Analytics 
engaging Futurpruf, they hod already hired another digital marketing agency, 
but never launched their new brand and site because they weren't happy with 
it. 

When they approached us to do a website redesign, we identified deeper 
brand issues affecting the site's potential. With their approval, we embarked 
on a rebrondingjourney first, leading to a vastly improved and more reflective 
website and brand identity. See our experience for more information. 
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CLEAR PURPOSE ANO CLIENT-FOCUS 

The new brand will be optimized for the member and their needs and goals, and the website will be organized to clearly answer the main 

questions that might hove led them here. 

USER EXPERIENCE 

The new website will give users/readers on enjoyable and memorable experience through easy-to-digest text, intuitive layout/navigation and 

beautiful design. 

STRATEGIC NAVIGATION ANO CTAS 

The new website will anticipate the diversity of users/readers and make it easy for a user to access the information or resource they need most. 

It will strategically place appropriate, low-tension Calls to Action (CTAs) to help guide to the next step. 

FLEXIBLE ANO MULTI-FUNCTIONAL 

The new brand will support and convey on intentional brand personality, and includes multiple versions of the logo suitable for different uses. 

The CUPE EWBT internal team will also be equipped with a comprehensive suite of brand assets such that they con continue to communicate 

with members and other stakeholders in a consistent brand experience. The new website will also use brand-consistent messaging and designs. 

INFLUENCES CHANGE 

The new brand and website will be designed to create change for the member. That could mean influencing the member to a position of better 

health and wellness, or increasing awareness of member benefits resulting in fewer calls to the CUPE EWBT or partners, or any other goal that 

the CUPE EWBT wonts to achieve. 

GUIDING PARTNERSHIP 

The project will be a collaborative journey of discovery achieving a positive outcome that will hove been created with contributions from all key 

stakeholders. Our team's obsession with good project management and collaboration mean that we successfully balance the need to get inputs 

from all CUPE EWBT team members, Boord members, and even the members themselves with the need to make decisions and execute on our 

deliverables in a timely manner. 

Partnering with Futurpruf Marketing means gaining a partner who thinks broadly about your organization's goals and how the 

project mandate meets those goals. For instance, future-proofed branding and design considers additional ways that a project or 

asset can deliver ROI for the organization. For example, aside from creating better user experience, designing the newsletters such 

that they are accessible via both PDFs and web-based content expands their usefulness. 

Futurpruf Partnership Overview 

We would be honoured to support the CUPE EWBT in redesigning both the brand and website. We believe we could add value in the 
following areas: 
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Scope of Work 

We envision the following phases for the new brand and website: 

• Onboording 

• Branding Phase 

• Website Phase 

• Implementation and Rollout 

• Ongoing Partnership 

To ensure the best possible outcome for the CUPE EWBT, we like to involve industry subject matter experts wherever possible. We 

ore pleased to partner with respected benefits communication consultant, Valerie Travis of Bespoke Benefit Solutions. Our scope of 

work and project pion below, as well as our budget, includes Valerie's expertise and time on this project. 

Onboarding 

• Kick-off meeting with the core CUPE EWBT representative(s)- this is a meet and greet, where we'll conflrm who will be involved 

and when 

• Stakeholder ID - Because we take a user-centric approach, we propose establishing roles and user groups that are involved in 

various capacities: 

• CUPE EWBT Point of Contact for ongoing communication 

• Project Champions - 3-5 core project team members that support at key checkpoints to ensure alignment with goals of each 

phase 

• Full Approver Group- the full Board, CUPE EWBT team, and outside partners with interest in the project 

• Member Advisory Team - if possible, several CUPE education worker members who would provide input at a few key points in 

the project 

• Project Microsite - We set up a project management site and give access to the CUPE EWBT Point of Contact and Project 

Champions for full visibility on the project status at any time. 

• Initial communication to project stakeholders - We suggest that we send an introductory email to all project stakeholders to 

share the project overview, as well as when and how they might be needed during the project. 

FUTURPRUF MARKETING PROPOSAL TO THE CUPE EWBT 



Branding Phase 

BRANDING PHILOSOPHY 

There ore many factors to consider when creating (or recreating) a brand: 

• Does your brand need to appeal to multiple audiences or different audience segments, now or in the future? 

• What common demographics and psychogrophics unite the largest audience groups? Are all the brand elements optimized to 

reach those audiences and their needs and preferences? 

• Does the colour palette meet accessibility standards for contrast, while still providing depth and dimension? 

• What emotions ore evoked by the colour palette and how does this influence the actions we wont the audience to toke? 

• Are fonts both distinct but also readily available as web fonts or Google Fonts for technical reasons (e.g., work in designs and in 

Microsoft Suite, avoiding custom fonts that increase page loading speed)? 

• Is the image and icon direction contributing to a distinct brand, but not so unique that you need all custom images for a high cost? 

• Is the brand overly general to not feel personally relotoble apply to everyone, or the opposite problem of being overly targeted 

and alienating to another key target audience? 

• Does the brand seem too familiar with other related partners, causing market confusion? 

None of these questions should be the CUPE EWBT's concern, rather, this is our role in the process. We work through a series of 

guided questions and exercises that help us learn what's important to you and your members, and your future vision. We then apply 

our expertise to produce a brand vision that achieves your organization's and members' goals and needs. This process is both on art 

and a science, with every choice based on what the CUPE EWBT wonts to achieve and who you need to reach. 

Examples of How We Apply Our Branding Philosophy 

ACTUARIAL ANALYTICS 

Audience Inputs: The primary target audience is HR leaders from medium to large organizations. They ore frustrated by large 

annual fluctuations in their benefit pion's costs, and don't wont to hove to continually switch carriers to chose the best pricing. There 

was also a secondary audience of CFOs and other finance professionals who might also wont to see benefits costs managed. 

Company Inputs: Actuarial Analytics is different from others in the industry because they apply powerful analytics tools to support 

clients with making sustainable decisions for their benefits program. They focus on health and wellness goals and provide hands-on 

client service. 

Brand Outputs: The previous colour palette was dork blues with bright baby blue and pylon orange, which was brash and mosculine­

leoning, which did not achieve the desired brand personality of calm, wise support for a mostly female audience. The new colour 

palette kept the blues and softened the orange to a coral colour, creating a calmer, more feminine feel. 

The logo was great, and didn't warrant changing, especially since keeping it meant keeping some existing brand equity. We 

recommended a font pair of a beautiful serif with a clean sons serif to create a sophisticated look that appealed to both target 

audiences. 

THINK AHEAD FINANCIAL 

Audience Inputs: The primary target audience consists of diverse Millennial and Gen X adults who ore tired of feeling like a number 

with their banks. They wont non-judgmental guiding advice for their financials as they navigate life transitions. Although the 

company wonted to target both men and women, they conveyed that in many coses, men ore making the majority of financial 

decisions in households. 

Company Inputs: Think Ahead Financial is a small team of coring and thorough financial planners who aim to holistically guide 

clients through their life journey, such that they're always thinking ahead. They value working with clients of diverse backgrounds, 

adopting on alternative, culturally-sensitive approach. 

Brand Outputs: The colour palette chosen reflected the owner's desire to hove the audience's interactions with the company feel 

natural and authentic, and it skewed into darker shades to appeal to a more masculine audience. 

The logo was a real win, incorporating the company name abbreviation (TAF) with imagery of bridges, symbolizing the connections 

that the financial planners ore making for their clients. 

Imagery chosen included culturally-diverse people in the target audience age ranges to help see themselves in the brand and 

website. 
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Branding Process 

Our process for rebranding the CUPE EWBT would consist of the following steps: 

• Schedule Branding Workshop(s) 

• Pre-Branding Survey- We send ahead a survey to all project stakeholders to gather a variety of information about awareness of

the CUPE EWBT and its mission, and the members and what they want and need 

• Branding Workshop(s) - 3-5 hour in-person workshop with Project Champions (and perhaps a few more) to complete our 3-part 

branding exercise (Brand Heart, Messaging, and Visuals) 

• Brand Vision development- The Futurpruf team goes away and develops a brand vision, incorporating feedback from our 

benefits communications partner, Valerie 

• Brand Vision presentation - We present the strategic vision for the entire brand - visuals such as logos, typography, colour 

palette, images and icons, as well as personality traits, brand voice, and even data visualization (how to display charts and tables) 

• Brand finalization - Feedback and changes are incorporated, if applicable 

• Brand assets- We package all brand assets into their final format and deliver them to the CUPE EWBT 

• Comprehensive brand guidelines outlining every detail of the brand 

• Logos flies, including all versions and file formats 

• Font flies 

• Image and icon library, including at least 25 images and 25 icons suitable for brand designs, obtained with valid commercial 

license 

• Draft Templates (English) creation and presentation - We would create and propose templates for: 

• PowerPoint 

• Word, including a separate letterhead 

• E-signature 

• Email (OFT and or email platform) 

• Business card 

• Templates finalization - We incorporate any changes to the template and send for translation to then create French versions. We 

would then package and deliver all templates and ensure training on each, as needed. 
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Website Phase 

RECOMMENDED WEBSITE APPROACH 

PLATFORM 

Futurpruf recommends the Word Press CMS platform for CUPE EWBT for its versatility and scalability, content management 

capability, and user- and SEO-friendly infrastructure. 

SCALABILITY&. VERSATILITY 

CONTENT MANAGEMENT 

USER AND SEO-FRIENDLY SYSTEM 

WordPress is endlessly scalable, and for that reason is the platform of choice for many of the biggest professional services brands. 

Word Press is a future-proofed choice. 

Word Press is also a highly flexible platform, preferred by many developers for both its modular architecture and its support of 

extensive customization. Our preferred approach for clients is to adopt hybrid customization, meaning the parts of the site that need 

to be regularly updated, or added to, are templated (templates that we build for the client), whereas the main pages that need more 

'wow' factor are more 'hard-coded' and would therefore require a developer to edit. 

Word Press excels in content organization through its use of categories and tags. This taxonomy system allows for logical and 

hierarchical structuring of content, facilitating easy navigation for both website administrators and viewers. 

A key beneflt here is its capability for creating custom content categories (e.g., newsletters) that allow for a specific templated design 

for each category. This would mean that an internal CUPE EWBT team member could take ownership of adding specific content to 

the site without having to worry about website design. 

On the front end, WordPress's exquisitely responsive and mobile-optimized design capability creates a powerful user experience. 

Then, Word Press also offers a user-friendly back-end interface that empowers even non-technical users to easily manage and 

update content. It also includes a comprehensive user role management system, where site administrators can assign specific roles 

(such as editor, author, or contributor) to control access and permissions, ensuring a secure and organized content creation process. 

Word Press is also inherently SEO-friendly. Its clean code, user-friendly URLs, and the ability to customize meta tags contribute to 

better search engine visibility. Additionally, numerous SEO plugins are available to further enhance website optimization. 
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Best Practices 

We recommend the following website features to all our clients: 

• Highly responsive mobile-first design to suit the majority of website visitors coming in on a mobile device. 

• Web-based content approach, which means placing all content on the website in native web format rather than PDFs. This 

ensures its searchability, linkability, and responsiveness. 

• Meets international accessibility standards such that website visitors are able to access the information equally. Being mindful of

text contrast, keyboard navigation-friendly layout and the use of ARIA landmarks for assistive technologies, alternative text on 

images, and captions on videos all helps to ensure accessibility. 

• Templated CMS collections, whereby common content types are templatized to allow non-technical users to easily add that type 

of content to the site without worrying about its design. 

• Video media, for a number of reasons: 

• Visitor engagement- Videos are inherently engaging and can convey information more dynamically than text or static images. 

The combination of visuals, audio, and motion captures users' attention and encourages them to stay on the page longer. 

• SEO benefit- Video content is favored by search engines, and pages with embedded videos are more likely to appear in search 

results. 

• Social media shareability- Video content is highly shareable on social media platforms. As users share videos, it can lead to 

increased brand visibility, reach, and engagement across different social channels. 

• Content balances SEO and user experience, as many sites optimize solely in one direction. While search engines are trying to 

align their algorithms with what people truly want, there is inherent friction there. It is possible, but a challenge, to truly optimize a 

web page for both humans and bots. Doing so gives big benefits. 

For CUPE EWBT, we also recommend PDF download capabilities. It is likely that many of your members will appreciate having the 

information in print format, in which case, a PDF is a preferred method of controlling the layout and appearance of the information 

in printed form. 
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WEBSITE PRE-SURVEY 

We will send a survey to all project stakeholders gathering feedback about their needs with respect to the website and what's on their wishlist 

for the new website. 

WEBSITE WORKSHOP AND REQUIREMENTS GATHERING (VIRTUAL OR IN-PERSON) 

Similar to the branding phase, we place high value on gathering comprehensive, high quality inputs that then inform our recommended 

approach for the site's architecture and design. This ensures that we are creating a website that aligns with CUPE EWBT's mission, values, 

and vision. 

ARCHITECTURE/SITE MAPPING 

The Futurpruf team, in collaboration with our benefits communications consulting partner, Valerie Travis of Bespoke Benefit Solutions, will 

determine a new site architecture that we believe best supports the needs of website visitors. 

WIREFRAMING (WITH CHECKPOINT) 

We then mock up the proposed layout of the new site in what's called "wireframing", the process of creating a simplified visual guide that 

outlines the structure and layout of a website or application, focusing on content sections and functionality before the design phase. At this 

stage we present our proposed architecture and wire frame to the Project Champions and gather feedback to incorporate. 

CONTENT AND SPECIALTY MEDIA (WITH CHECKPOINT, THEN TRANSLATION) 

With an approved wireframe in place, we create the entire site's content and send it to the Project Champions for approval. Again, this step is 

completed in collaboration with Valerie to ensure that key benefits information - such as reasonable and customary limits and non-evidence 

maximums - isn't missed. Our content will also include the script and general direction for a site video, which we will design once approved. 

Finally, when the English content is finalized, we send it for translation. 

DESIGN AND DEVELOPMENT 

Once content is approved, we begin building. During the website's design and development phase, the approved site architecture, wireframes, 

and content guide the creation of the actual web pages, involving activities such as graphic design, coding, database development, and 

integration of interactive elements to bring the envisioned user experience to life. We are sure to incorporate key SEO criteria such as meta 

descriptions and image alt-text. We also ensure that the site is behaving as planned on all device types: desktop, tablet and mobile. 

QA AND UAT 

During the Quality Assurance (QA) and User Acceptance Testing (UAT) phases, the website undergoes rigorous testing to identify and rectify 

issues. The Futurpruf team conducts the QA, which focuses on technical aspects, ensuring functionality, performance, and security. The UAT 

involves end-users (Project Champions and Member Advisors) who go through the site to validate the site's features and usability, ensuring it 

aligns with their expectations before launch. 

FINAL UPDATES 

The final step is to incorporate feedback from the UAT phase and prepare the site for launch.
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Implementation and Rollout 

In the final stages of the website build, we will present the CUPE EWBT with a launch timeline and plan that includes: 

TRAINING 

• lx Session (recorded)- We will provide a 1-2-hour interactive training session for all stakeholders needing to add or edit content 

on the back-end of the website. T his session will be recorded and the video will be provided to the CUPE EWBT to make available 

for anyone who didn't attend the session. 

• Documentation in English and French- During the training session we make available supporting training documentation that 

content admins can use as a guide long after the session is finished. We will make this documentation available in both languages. 

LAUNCH COMMUNICATION CAMPAIGN 

• Communication strategy- We will work with the Project Champions to confirm which audiences should be notified of the new 

brand and website, and how. We typically recommend a 2-email sequence, of which one is a pre-launch teaser, and the second is 

a "now live" communication for the day-of. Aside from emails, we often support clients with developing social media posts, press 

releases, and even internal launch activities such as a member event or new swag (such as water bottles). 

• Campaign assets in French and English- Once the strategy is final, we create content and design for the campaign assets in both 

languages. 

MIGRATION 

• Arguably, the website migration is the most critical part of the implementation of this project. During the migration, we change the 

CUPE EWBT's domain records to point at our hosting provider and the new site. This can result in the website being down for a 

short time, which is why we conduct the migration overnight during low traffic periods. To minimize risk we create backups of both 

the current and new site before performing the migration, and rely on rigorous testing during the QA phase to catch any potential 

technical issues. 

Ongoing Partnership 

• We would like to be an ongoing partner for the CUPE EWBT for a period of 3 years (and beyond). This would include: 

• Website hosting and back-end maintenance/updates - All websites require ongoing maintenance. Our hosting is through 

GoDaddy hosting, with server conflguration, security, and backups managed through cPanel ad min. We also regularly perform 

site maintenance, such as updating plugins, updating security (SSL) certiflcates, and checking for broken links. 

• Backups and security monitoring - We would ensure daily backups for back-end systems, with weekly backups of the full site 

(all content and design). Perform security audits to identify vulnerabilities. We regularly implement the latest security best 

practices, including using strong passwords and two-factor authentication. 

• Monthly website analytics - The gold standard for website analytics is Google Analytics. Our build of the website would include 

support with setting up GA4 (if not already set up). We will also regularly monitor site performance metrics, such as page loading 

speeds. 

• Website support- While the CUPE EWBT team will be equipped to add and edit content on templated pages on the site 

following their training, the Futurpruf team would propose to include 20 hours of support annually, which could involve editing 

existing pages or adding new pages or content. 

As a full-service marketing team, we can further support the CUPE EWBT with almost any marketing need long-term. 
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Project Management '- Communication 

COLLABORATIVE PROJECT MANAGEMENT APPROACH 

We believe that the best approach to a project of this size is to break it down into manageable chunks with clear goals and timelines. 

We recommend applying agile methodology to this project which means: 

CREATING A PROJECT OVERVIEW AND ITEMIZED REQUIREMENTS LIST 

We would create a detailed overview that lists all the project requirements, including the assets to be designed, language specifkotions, and any 

specific design guidelines or branding requirements. This forms our backlog from which to pull for each sprint. 

SPRINT PLANNING 

We would conduct weekly sprint planning meetings to prioritize activities for each period of time - known as a sprint. We consider the overall 

project timeline, available resources, and dependencies while assigning tasks for each sprint. 

DAILY STAND-UPS 

We will conduct brief doily stand-up meetings within our team to discuss progress, challenges, and any adjustments needed. With doily updates 

on tasks, issues, and collaboration, it's easy to then communicate important or urgent updates to the CUPE EWBT point of contact. 

DESIGN ITERATION 

Within each sprint, our team will work on the assigned tasks, focusing on creating designs and assets in both English and French and ensuring all 

other criteria hove been met. We will collaborate closely with the CUPE EWBT point of contact and other partners such as Valerie and the 

translators to ensure the layout and design ore coming together appropriately. 

CONTINUOUS COMMUNICATION 

We maintain clear and open communication channels between the CUPE EWBT and external stakeholders throughout the project. We regularly 

shore progress updates, present completed designs and content, and seek feedback to ensure that the project aligns with expectations. 

ADAPTATION AND FLEXIBILITY 

We embrace change and ore prepared to adopt the project's direction based on feedback and evolving requirements. Agile methodology 

encourages flexibility, allowing for adjustments to be mode throughout the project lifecycle. 

Our agile process is designed to ensure timeliness and open communication with clients. We offer to host weekly calls with our client's 

representative, the CUPE EWBT point of contact, at the end of each sprint. And, as outlined in the project scope, we regularly 

present our work to the Project Champions to ensure we don't get too far off course. 
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Communication 

Every Futurpruf client is given access to a member of our team to contact at any time. Most of the time this will be Melanie in her role 

as relationship manager. However, we will temporarily assign a different team member to ensure continuity of service during illness, 

time off, etc. Because we are a smaller team, we are in regular communication and meet regularly to keep abreast of the status of 

current projects. 

Keeping the CUPE EWBT informed is a key element to effectively managing this project. We build every client a project dashboard 

that captures the overall project activity list, the current sprint tasks, items for review, and at-risk items. Our project management 

tool also includes a place to house all project-related communications in a central location (versus email). However, we understand 

that some clients are already using communication tools such as Teams and Slack, and we are pleased to adapt to using existing 

tools. 

Risks and Risk Management Strategies 

It's important for CUPE EWBT to work with a partner that understands risk and how to manage it. Here's how we would 

ensure we prevent common risks from derailinga successfuloutcome. 

By being proactive and implementing these mitigation strategies, the project can effectively address common risks, minimize 

disruptions, and ensure smooth progress throughout the agile project. 
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Work Plan 

Budget and Timeline 
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PROJECT PHASE 

Implementation ond RoHout 

Ongoing Partnership 

FUTURPRUFINVOLVEMENT 

• Conduct website training (virtual or in­

person) for the CUPE internal team 

(recorded) 

• Provide website training documentation 

in English ond French 

• Develop ond present launch compoign 

ond plon 

• Develop compoign assets (English)

• Send compoign assets for translation 

ond then develop those 

• Arrange ond execute website migration 

• Arrange ond execute launch compoign 

pion 

• Conduct post-launch debrief and post­

launch 

• For 3 year duration: 

• Website hosting ond regular bock-end 

mointenonce/updotes 

• Regular website backups ond security 

monitoring 

• Send monthly websile onoly1ics repori 

w th insights

• Provide ongoing website support 

C U PE E W B T  INVOLVEMENT 

• tnrernol CUPE EWBT !eom offends

website training session (virtual or in­

person) {1-2 hours) 

• Review ond approve project launch 

compoign ond pion 

• Review ond approve compoign assets 

• Provide necessary bod-end system 

access to Futurpruf team for migration 

• Testing migration propogotion 

• Prepare for porentio increase in 

member questions/contact following 

launch 

• Add new content to websile vio 

temploted CMS colleciions 

• Provide new inrernot team members 

with training documents and recorded 

training session 

• Engage Futurpruf team for support with 

adding or editing non-collection based 

content 
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Timeline 

The timeline below gives an overall estimation of the schedule for the project. In execution, this may look slightly different given that 

each sprint is organized so that all project team members are being utilized to full capacity. If one project phase is delayed, we will 

organize the next sprint to begin work on other items that aren't dependent on the delay. 

Budget 

Below we give a cost estimate for each phase of the project. We have calculated these estimates using time and effort inputs that we 

have developed from our experience with other similar projects. 

• Onboarding - $2,500 

• Branding Phase - $20,000 

• Website Phase - $32,500 

• Implementation and Rollout - $5,000 

• Ongoing Partnership (3 years) - $7,500 

Total estimated project cost= $67,500 
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Notes and Assumptions 

General Terms 

The CUPE EWBT will own all intellectual property created. 

We take confidentiality and data security very seriously. We agree to keep confidential all information provided to Futurpruf over the 

course of the project. All client communications and dashboards are password-protected, and the online tools and data storage we 

use are hosted in North America. 

We invoice 25% of the project fee up front, 50% of the project fee at the end of the branding phase, and the remaining 25% at the 

website launch. All invoices are subject to applicable taxes. 

We provide net 15 payment terms. We appreciate payment via direct deposit, cheque or e-transfer, but can accept on line web 

payment with credit card, subject to an added processing fee of 3%. 

Liability for our services provided is limited to the total of the fees charged for the services. 

THE COST ESTIMATES ABOVE INCLUDE: 

• All Futurpruf team member time and travel 

• All major Futurpruf work on the brand and website is reviewed by a top benefits communications consultant, Valerie Travis of 

Bespoke Benefit Solutions, to ensure accuracy, mitigation of risk, and suitability for the members 

• An innovative project management tool to ensure complete transparency and open communication between Futurpruf and the 

CUPE EWBT 

• All material costs for design and build of brand and website (including commercial image licenses, website application technology, 

design tools, etc.) 

• All content, design, and development for branding and website, as outlined in the Scope of Work 

FOR OUR BUDGET AND TIMELINE, WE HAVE ASSUMED THAT: 

• While all relevant stakeholders will have an opportunity to provide meaningful input on brand and website, only a core team of 

project champions will be involved in reviewing and approving detailed elements of the project deliverables. This helps to move the 

project along without major delays. 

• There will be no major delays in receiving revisions and sign-off from the CUPE EWBT. This ensures that we are able to commit to 

the schedule outlined in our Timeline section. 

• The new site will consist of a maximum oflS custom pages (parent and child, e.g., Home page, Your Benefits Plan, etc.), and 3 

custom post categories of templated content (e.g., newsletters), of which the number of posts is determined by current site PDFs 

and content. This means that all content and design for 15 custom pages is included in the project cost, as well as design/build of all 

PDFs as pages on the new site. If more pages requiring both copy and design are required, the cost is $2,000 per web page. 

• The estimated cost for translation is $2,000. However, this cost will vary based on the amount of new content developed for the 

project. Any translation costs above this amount will be invoiced directly to the CUPE EWBT. 
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So, if we're not like anyone else, who are we? 

A CANADIAN-BASED WOMEN-OWNED BUSINESS 

As a women-owned, values-based organization, we leverage decades of experience in corporate and not-for-proflt marketing 

and business development to help businesses achieve their growth goals through exceptional quality sustainable marketing. 

FULL-STACK MARKETING AND USER EXPERIENCE EXPERTS 

We toke pride in delivering end-to-end marketing consulting and projects, because it allows us to see how our work will impact 

the business as a whole - not just in a vacuum. For example, when doing a website redesign, we prefer to also support branding 

and marketing so that we con ensure that all areas of the marketing stock ore working in harmony. 

STEEPED IN KNOWLEDGE OF THE EMPLOYEE BENEFITS AND HUMAN RESOURCES FIELD 

With a great deal of in-house and consulting/project experience at top human resources consulting flrms (e.g., Aon, People 

Corporation, PLATFORM Beneflts, Actuarial Analytics), insurance and network solutions (e.g., FCB Health Network and Living 

As Planned), low flrms, flnanciol institutions, and recruiting companies, we bring a deep understanding of employee beneflts 

and the wider human resources environment to the CUPE EWBT. Our marketing and design work hos encompassed both 

corporate and industry, including employee beneflts, employee/internal communications, human rights training, employment 

low, and workplace investigations. 

UNION ADVOCATES 

Several of our team members and/or their spouses and families hove beneflted from union membership. We support the right 

to form a union and the right of a union to advocate for its members. We will not cross picket lines. We also understand that our 

work completed for a union or union-affiliated organization is funded in port or whole by members and we toke pride in good 

stewardship of that spend. 

FUNCTIONALLY MULTI-LINGUAL 

We support clients with marketing and design projects in English, French, Chinese, Arabic, ASL (American Sign Language), and 

other languages. 

SMART PROJECT MANAGERS 

With a team that includes a certifled scrum master (CSM) and on agile approach to our marketing projects, we deliver results 

efficiently, with minimal disruptions to our client's day-to-day.

About Futurpruf 

Futurpruf Marketing is a full-service marketing "non-agency" offering strategic, sustainable marketing to clients in the legal, 

insurance, HR and tech fields. We are a federally-registered, Ontario-based corporation. 

Why a "non-agency"? Unlike a typical marketing agency, our aim is to truly partner with our clients, such that we become seamless 

with your internal team and are aligned to common goals: setting you up for marketing success and ultimately reducing your need for 

external marketing support. We also guide you to make future-proofed decisions, such that you're achieving lasting innovation 

without falling prey to short-term trends. 
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HOLISTIC STRATEGY 

Working with us? Get reody for o portner who never 'stoys in their lane'. We view 

our work as an integral part of your organization's growth and success strategy. 

We're all about connecting the dots to discern the best ways to achieve your goals, 

whether through marketing or another way. 

HUMAN CENTRIC 

Our commitment to working with integrity shows up in how we treat people and 

projects. Our work is not about quick fixes or 'hacking' growth. We guide you to 

make informed decisions that lead to sustainable returns in both the short and long­

term. We lead with an understanding of the human condition and expect the same 

from our clients. 

SYSTEMS THINKING 

Being measured on a target means thinking about hitting that goal, not what 

happens afterwards - a temporary achievement focus. Whereas a system is a real 

asset to the business that provides long term value. With this in mind, all our work is 

designed with a systems-first guiding principle. We deliver projects with 

DIVERSITY AND INCLUSION 

As a women-owned business and a diverse team, we are inherently sensitive to issues of inequality, as we have lived experience of 

misogyny and sexism. Our company's founder, Melanie Crutchley, is a first generation immigrant, coming to Canada from South 

Africa when the country was still in the grip of Apartheid. It's from this lens that we do business: embracing diversity, lifting others up, 

and conducting business ethically. 

Our background and approach as marketing professionals includes a steadfast commitment to diversity; embracing diversity of 

thought, acknowledging the diversity of the audiences of our marketing content, and incorporating diversity into our designs. Many 

marketers don't always remember to include less salient elements of human diversity, such as meeting accessibility standards and 

inclusion of body size diversity in imagery selection. 

We have also been fortunate to work closely with many legal and HR professionals who are on the frontlines of advancing DEi in the 

workplace. Through those partnerships, we've come to recognize situations of power imbalance and discrimination and how they 

may affect the way individuals and organizations communicate with their employees, members or other stakeholders. 

What We Stand For 

OUR VALUES 

FUTURPRUF MARKETING PROPOSAL TO THE CUPE EWBT 



WE DIG DEEP TO BE STRATEGIC 

Getting to know your business well ensures that the services and deliverables we provide are valuable and strategic. Expect us 

to ask important questions about your business, members, services, and more. 

YOU'LL GET MORE THAN REQUESTED 

You have a specific need in mind, but there may be other needs inherent to it. We aim to meet all your needs (those you're 

aware of and those you're not) and find ways to surpass your expectations in every project. 

WE'RE TEMPLATE-OBSESSED 

If it's possible and practical to work from a master template, we do. This means we either ask for your templates or we create 

one for you. We also provide original editable files with the final delivered assets whenever we can. This is how we future­

proof your assets and our services for you. 

YOUR SINGLE POINT FOR MARKETING 

We're happy to work with your in-house specialists or other external providers, and we're also equally happy to handle all the 

technical elements ourselves: copy/content, design, and execution. We have broad marketing and business development 

expertise. 

Our Unique Approach 
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Melanie Crutchley, M.Sc., MBA 

Founder, Futurpruf Marketing 6. Marketing Consultant 

Following a Masters in Neuroscience, Melanie spent a few years in healthcare and academia, teaching at Fanshawe College by day 

and conducting sleep studies at a sleep clinic by night. Then, a long-distance move prompted a career change into marketing, and 

she's never looked back. Now with 13 years of marketing experience and an MBA, Melanie specializes in guiding organizations to 

establish effective marketing strategies and smart, sustainable marketing tactics. Melanie is a first-principles thinker, and is also a bit 

obsessed with creating efficiency and reducing confusion through standardized processes and templates. Melanie's breadth of 

marketing expertise makes her a "generalized specialist" able to guide and support on every aspect of a marketing project. 

Brand Experience: Aon; People Corporation; Actuarial Analytics; PLATFORM Benefits; FCB Health Network; Living As Planned; 

Employee Assistance Society of North America (EASNA); McMillan LLP; Blake, Cassels &. Graydon LLP; Persaud Employment Law; 

First Aid 4U; StackedSP; Mind Fit Health; Cambridge Brain Sciences (now Creyos) 

Areas of Expertise: Branding, content, design, user experience, employee benefits communications, project management 

Role for the CUPE EWBT Project: Relationship lead (main point of contact), project manager, strategy lead, user experience 

advisor, copywriter, QA 

Project Team 

The primary team proposed to deliver on this project consists of: 

Valerie Travis 

Founder&. Principal Consultant 

Bespoke Benefit Solutions 

For nearly 30 years, Valerie hos guided Canadian employers to sustainable benefits strategies that align with who they ore-or 

aspire to be-in supporting employee well-being. In launching Bespoke, Valerie's vision is a return to client-centered service and 

creative solutions, leaving behind cookie-cutter consulting that's become too common. Bespoke specializes in strategic employee 

benefits design; and member communication that drives awareness, appreciation, and action. Valerie regularly contributes to 

articles on benefits management; leads roundtobles on mental health, benefit trends and innovative design; hos been a keynote 

speaker on building resilience; and regularly presents for CPBI, the IFEBP, ISCEBS, and employer conferences. 

Brand Experience: Aon; Maple Leaf Foods; Shopify; Jim Pattison Group 

Areas af Expertise: Employee surveys, benefits communication and education, benefit trends, benefits management 

Role for the CUPE EWBT Project: Member communication expert consultant 
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Jillian Caulcutt, RGD, CSM 

Lead Graphic&. Web Designer 

Jillian is a digital professional with specialized skills in design, 

development, and scrum. With over 15 years of experience, she brings a 

wealth of cross-functional knowledge and expertise spanning across 

Agile Delivery, Customer-Centric Design, Digital Experience and Client 

Communication Management (CCM). As a talented graphic, web, and 

UX/UI designer, Jillian is both keenly aware of how the end user engages 

with her designs, as well as how that design is technically perfected. As an 

added bonus, Jillian has a certificate in French language and can design 

in French. All this to say: Jillian delivers a fine balance of strong technical 

knowledge and solid business understanding. 

Brand Experience: Actuarial Analytics; FCB Health Network; PLATFORM 

Benefits; McMillan LLP; Blake, Cassels&. Graydon LLP; CIBC; BMO; Think 

Ahead Financial; Synchroni; Wellington Dufferin Women's Association 

Areas of Expertise: Branding, graphic design, web design, UX/UI design, 

web development, project management 

Role for the CUPE EWBT Projed: Primary graphic and web designer, 

front-end web development, scrum master project management 

Mohamed Kassem 

Full-stack WordPress Developer &. Devops Lead 

Mohamed provides essential behind-the-scenes web development 

expertise, applying a DevOps approach to ensure effective build 

and testing of the most complex parts of the websites we develop. 

Mohamed also oversees our website hosting and migrations to 

ensure top speed and security, with minimal downtime. During high-

stakes, high-volume projects, Mohamed taps into his network team 

of external developers to lend extra coding hands when needed. 

Brand Experience: University of Toronto; Newscorp; Islamic Relief 

Canada; Synchroni; Tommy Guns Barbershops 

Areas of Expertise: WordPress front-end and back-end 

development, Amazon Web Services (AWS), Azure, web hosting, 

DNS 

Role for the CUPE EWBT Projed: Lead back-end website 

developer, website migration lead 

Amy Vowels 

Digital Marketing Specialist 

After a career in pharmacy management, Amy got into social media 

management early in the pandemic. Since then, Amy has overseen social 

media management, email marketing, and website work for several top 

brands. She has successfully leveraged her customer-centric and 

administration background to provide broad marketing support to many 

of Futurpruf's clients, as well as keeping the Futurpruf team organized. 

As an added bonus, Amy is fluent in ASL (American Sign Language) as it 

is her first language. Amy is a marketing chameleon, lending enthusiastic 

and talented hands to wherever she's needed most. 

Brand Experience: FCB Health Network; First Aid 4U; Persaud 

Employment Law; Synchroni; Think Ahead Financial; Love Child 

Organics; Nature's Path Organics 

Areas of Expertise: Social media and community management, email 

marketing, branding, SEO, web development, marketing operations 

Role for the CUPE EWBT Projed: Campaign development, SEO, ad hoc 

branding and web development support; project administration and 

management 

Joe Verdugo 

Digital Marketing Specialist 

Early in his career, Joe followed his passion for music and spent 

several years in Hollywood, writing songs, performing, and 

producing music and music videos. Later, he returned to Canada, 

where he's since developed skill in copywriting, branding, websites, 

social media and overall company operations. Joe has a unique way 

with words and is the Futurpruf team's pick to win against ChatGPT 

for content any day of the week (actually, that's a pretty low bar ... 

but he does write exceptional and engaging content). 

Brand Experience: McMillan LLP; StackedSP; Unstacked Startups; 
Synchroni; Cabana's Comfort Foods 

Areas of Expertise: Copywriting, video and audio production 

(including podcasting), web development, social media 

Role for the CUPE EWBT Projed: Primary copywriter, secondary 
web development
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REBRAND &. WEBSITE REDESIGN 

Actuarial Analytics 

Our client's original website didn't do justice to their high-quality services and impressive clientele. They hired a web agency to 

redesign their site but never launched it because they weren't happy with the new site. While we were initially tasked with just a 

redesign, we identified deeper brand issues affecting the site's potential. With our client's nod, we embarked on a rebrandingjourney 

first, leading to a vastly improved and more reflective website and brand identity. 

Experience 

REBRAND &. CONTENT MARKETING 

FCB Health Network 

FCB hod been operating for several years in the B2C market, but hired Futurpruf to support expansion into the B2B market. We 

subsequently identified several gaps in branding and supported in refining and defining updated branding that captured the new 

target audience. We also created several landing page websites, pitch decks, brochures, and manage their social media Linkedln 

account. 

BRANDING SUPPORT&. WEBSITE 

Living as Planned 
Our client, a long-time business owner and entrepreneur in the Health & Benefits field, is now looking to establish on industry mold­

breaking life insurance company. We supported with branding by guiding their brand development. They then hired us to design and 

develop a landing page website for early launch, while we work on designing a full website for launch in April 2024. 

FULL STARTUP MARKETING 

Think Ahead Financial 

When our client bought a book of business to quickly grow their business, they knew they wanted to take the opportunity to establish 

a distinct brand. After a collaborative branding discovery session - where it was discovered that Brandi Carlisle, City and Colour, and 

Brene Brown were favourites - we were off to the races creating a website, business card, and email templates. 

REBRAND &. CONTENT MARKETING 

StackedSP 

One of our longest client relationships started as a request for support with pitch decks. That led to an invite to rebrand the company 

and support with its website redesign. Now, Futurpruf has helped establish this founder's community brand, including a video 

podcast, monthly Substack newsletter, blog articles, live events, near-daily social media posts, and more. 
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Actuarial Analytics 
REFERENCE CONTACT INFORMATION 

Kyle McWhinnie, FCIA, FSA, CERA, CFA 

Principal 

Kyle.JvlcWhinnie@actuarialanalytics.com 

613-854-1363 

COMPANY PROFILE 

Actuarial Analytics is an Ottawa-based full-service group benefits brokerage and consulting company supporting businesses 

across Canada in building attractive and sustainable employee benefits plans. Actuarial Analytics makes the complex simple with 

respect to employee benefits. With sophisticated actuarial techniques and tools to manage complex risks, Actuarial Analytics 

helps HR leaders build benefits plans that employees love. 

PROJECT PROFILE 

Futurpruf was engaged by Actuarial Analytics to redesign their website. However, after reviewing the website, it became evident 

that the overall brand was not clear or optimized toward their target market. Although there was general consistency in how the 

brand was applied across marketing channels and collateral, the brand was generally forgettable. 

With that in mind, we proposed to first complete a brand audit and up-level the brand prior to beginning on the website. We 

subsequently completed a brand strategy workshop, a brand vision, and a new, comprehensive brand guidelines document that laid 

the foundation for a successful website redesign. For the new website, we proposed new architecture, presented wireframes, wrote 

all the copy (including four biogs) and built the site on the Word Press platform. We continue to host the site long-term. Finally, we 

were also engaged to create document templates and digitize client onboarding and service templates. 

References 

Living As Planned 
REFERENCE CONTACT INFORMATION 

Jordan Rinaldo 

Advisor to CEO Dorwyne Long 

jordon@livingosplonned.com 

905-251-5448 

COMPANY PROFILE 

For individuals and families seeking financial security and guidance, Living As Planned redefines insurance. Their vision is to be 

more than coverage; to a trusted partner to Canadians in making insurance a working asset during their lifetime, safeguarding 

their living future, protecting their portfolio, and even mitigating tax implications to secure their legacy. 

PROJECT PROFILE 

Jordon, a former colleague of our founder, Melonie, first introduced us to Living as Plonned's founder, a long-time business owner 

and entrepreneur in the Health&. Benefits field. We were pleased to be able to step in midway into the branding process, supporting 

its completion by guiding their brand development. They were pleased with our deep industry knowledge and approach, so then 

hired us to design and develop a landing page website for quick launch, while we work together on designing a full website for launch 

in April 2024. 
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Stacked SP 

REFERENCE CONTACT INFORMATION 

llanSaks 

Founder&. CEO 

ilan@stackedsp.com 

647-991-9471 

COMPANY PROFILE 

StackedSP builds high performance leadership and core teams for tech startups. StackedSP helps visionary tech companies by 

placing extraordinary talent in critical roles. 

PROJECT PROFILE 

Futurpruf was first engaged by Stacked HR in 2016 to create pitch decks and other sales collateral. Later, in 2021, Stacked HR re­

engaged for a rebrand - including a name change to StackedSP - and support on the redesign of their website. Following the 

rebrand, Futurpruf worked with StackedSP to digitize client documents, including fillable onboarding and project management 

templates. Recently, StackedSP has signed on for a content and social media marketing retainer. 

With that in mind, we proposed to first complete a brand audit and up-level the brand prior to beginning on the website. We 

subsequently completed a brand strategy workshop, a brand vision, and recently delivered a new, comprehensive brand guidelines 

document that lays the foundation for a successful website redesign. We've also been engaged to create document templates and 

digitize client on boarding and service templates. 

Synchroni Scientific Instruments 
REFERENCE CONTACT INFORMATION 

AlexNi 

CEO, Divergence Neuro & Board Advisor to Synchroni 

alex@divergenceneuro.com 

647-633-3458 

COMPANY PROFILE 

Synchroni produces top-quality single and multi-channel EEG and EKG dry sensor systems, creating powerful devices designed 

to give users high-quality, comprehensive biofeedback outside of a medical environment. Through Bluetooth mobile connection, 

Synchroni's wearable neurotech can be paired with any smartphone through their biofeedback mobile application. 

PROJECT PROFILE 

Alex, a successful business owner in his own right, introduced us to the founders of a successful global company in the bioprosthetics 

neld, who needed support with the establishment of a new business in Canada. They had a very tight timeline for which they needed 

branding and a website. Futurpruf was able to conduct the branding workshop, produce the brand assets, and launch their single­

page website in under two weeks. We are currently supporting Synchroni with adding ecommerce capability to their site and will soon 

be crafting and implementing a full marketing strategy. 

Thank you for reading through our proposal! 

We would be honoured to partner with the CUPE EWBT to recreate the brand and website to better support your goals 

and your members' needs. 

Please let us know if you have any questions. 
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