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[homespun] promise,” says Charla Adams, brand marketing 
manager. “We’re finding it’s a message that both consumers and 
our retail partners get excited about. It looks, tastes and feels 
totally different from our competitors.” 

In fact, packaging has played a critical role in growing the brand 
from the start. 

“Early on, we received drawings in the mail of Granny and 
letters thanking us for a ‘Grannyism’,” says Adams. “Now with 
the advent of social media, we get to experience this on a daily 
basis.”

The company’s Facebook page, for instance, has grown to 
more than 15,500 fans who regularly contribute feedback and 
ideas, along with pictures of how they have reused the brand’s 
packaging on magnets, clothes and accessories. And Adams 
says that both new and long-term “super fans” regularly Tweet 
about Sweet Leaf products and its “Grannyisms” (e.g., “Mind 
your own beeswax”). 

Adams says the brand is quick to engage consumers through the 
latest social mediums but that it maintains its unique down-
home voice in that and every other touchpoint for the brand. 

“Every point of contact an individual has with Sweet Leaf 
Tea, whether it’s via our packaging, on our website, or at an 
event, should feel like part of a cohesive brand message,”  
she says. 

But, Adams notes, it is the company’s packaging that  
anchors the brand and “really impacts everything we do,” 
from blog contests, social media conversations and digital 
marketing campaigns.  

“We are always listening to our fans to understand what new 
opportunities may be right for the brand,” Adams says. 

Sweet Leaf is highly tuned in to the idea that packaging that 
meets consumer needs is the key to growth in the beverage 
arena. The company recently launched a 15.5oz can that is 
“perfect for convenience stores and quick-service restaurants” 
and a 64oz PET bottle in supermarkets for the tea-loving family. 
These launches have filled a void for Sweet Leaf customers and 
also opened up new retail venues for the brand. 

And it sounds like there’s more “homemade goodness” to come: 
Adams reports that there are plans to introduce additional 
packaging formats later this year.   BP
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