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Our passion is agriculture.
Our business is marketing. 
Combined you get unlimited 
opportunity and impact.

• 50+ employees
• Main office is in Madison, WI
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Who Are We?
• Daredevils
• Strategists
• Nerds
• Animal lovers
• Coffee aficionados
• Storytellers
• Collaborators
• Foodies 
• Farmers’ biggest fans

We lace up dirty work boots, reimagine agricultural marketing and deliver results every day.
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We Live It
• We’ve cultivated a team to 

brings hands-on experiences 
across agriculture sectors

• We partner with businesses 
where we can put ourselves 
in the customers’ shoes 
and understand the daily 
challenges they face.

Like farming, it’s not just a job for us, it’s a life’s work we’re passionate about.
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Branding
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Branding:
Why do it?

An effective brand strategy 
gives you a major edge in 
increasingly competitive markets.
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More Channels, More Opportunity
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Branding comes in all forms
• Photo of everything?
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Branding:
What does it mean?

A promise to your customer.
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Branding:
What does it mean?

A promise to your customer.

A guarantee of what your business, 
products, or service is.
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Branding:
What does it do?
Sets you apart from everyone else.



© 2020 Filament Marketing, LLC. proprietary and confidential 

Branding:
What does it do?
Sets you apart from everyone else.

Gives identity to your business, products, 
or service.



© 2020 Filament Marketing, LLC. proprietary and confidential 

Branding:
What does it do?
Sets you apart from everyone else.

Gives identity to your business, products, 
or service.

Tells your story.
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Branding:
How to begin

Develop a brand strategy
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A detailed plan that outlines exactly what you’re trying 
to achieve and how you are going to achieve it.
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Branding:
How to begin

Develop a brand strategy
A detailed plan that outlines exactly what you’re trying 
to achieve and how you are going to achieve it.

Develop a brand identity
A tool that will help you develop your brand strategy.
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Brand strategy
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Branding:

Develop a brand strategy
A solid brand strategy informs, plans for, 
and guides a brand’s development
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Brand strategy outline:
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Get the full picture, do the research.
Understand the full scope of what influences a brand.
Explore and analyze:
• Unique value proposition

Benefit of a product or experience

• Industry
Trends in customer service, technology, and media

• Target audiences
Demographic research, personas, and customer surveys

• Competitors and internal perceptions
Competitive analysis, self analysis, perceptual mapping, and employee surveys
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Do the research:
Understand your audience

Keep audience top of mind
How does the audience want to engage?
How is the audience prefer to interact?
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Do the research:
Understand your audience

Keep audience top of mind
How does the audience want to engage?
How is the audience used to interacting?

Develop personas
Understand the audiences needs, wants, and values.
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Personas
• Understand the people you’re trying to reach: the problems 

they’re dealing with, the issues that affect them, their secret 
hopes and aspirations, and the things that drive them.

• Gain insights by exploring demographic and psychographic 
information of the various targeted audiences.

• Identify who the people truly are that make up an audience 
so to know what drives them.
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Personas

Ask the right questions:

• What things does the audience have in common?
What do they desire or need help with?

• How do these things relate to your product or service?
How can you fulfill these desires or help solve a problem?
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Do the research:
Identify the competitors

Do a competitive analysis
Understand the audiences needs, wants, and values.
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Competitive analysis
• Identify the most pertinent information that helps you understand 

who the competitors are, how they communicate, and how your 
brand compares.

• Look at and analyze all parts of the competitor’s branding: 
tagline, values, visual identity (logo, colors, typography, etc.)

• The goal is to identify similarities and differences, so find what 
is most meaningful to your analysis.

• Identify visual or messaging trends amongst the competitors. 
Use these as insights to better position your brand.
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Competitive analysis
• Identify your niche in compared 

to your competitors
• Chart out your position in the 

marketplace
• Low cost vs. high cost
• Low quality vs. high quality
• Traditional vs. 

contemporary
• People-focused vs. 

automated/scalable
• Niche vs. comprehensive

perceptual mapping
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Do the research:
Identify the competitors

Do a competitive analysis
Understand the audiences needs, wants, and values.

Do a self analysis
Understand how you related to your competitors.
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Who does your brand want to be?
Where do you fall in the marketplace in 
comparison to your competitors? 
Are you a newcomer to the industry? 
A tried and true business or product?
Is your business or product innovative?
Do you have a ton of experience or market 
share compared to your competitors?

Self Analysis
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How does my brand relate to the 
competitors?
What’s the current state of the brand identity?
How could the brand identity be developed or modified to align 
with determined goals?
How is the brand perceived (internally and externally)?

Self Analysis
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Identify the brand

Once you understand 
the brand’s position, 
the brand can begin 
to be developed 
visually and verbally.

Visual language
Logos, icons, 
and identity

Verbal language
Content tone and voice
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Capture the brand’s essence
Explore the brand to develop:
• Core Offerings

Areas of focus, capabilities, and contributions

• Core Values
Traits, personality, and narrative

• Tone and Voice
Verbal communication style

• Brand Messaging 
Positioning, tagline, brand stories
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Tone & Voice:
What are they?

They are not the same.

Tone and voice are different.
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Tone & Voice:
What are they?
Voice:
A collection of elements that leads to how a brand 
looks, feels, and speaks “It’s who we are. It’s how we 
do the work. If the label falls off, you know it’s ours.”

Tone:
“It’s not what you said, it’s how you said it.”
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Tone & Voice:
What are they?
Voice is the overall look and feel of your content –
it’s the expression of personality and point of view.

How words sound when they’re read is the 
expression of the voice. 

It’s part of the overall experience customers 
have with clients.
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Tone & Voice:
Explore your voice
Is your brand…
• Sophisticated? 
• Accessible? 
• Fun? 
• Buttoned-up? 
• Serious? 
• Snarky? 
• Reliable? 
• Hipster? 
• Helpful?
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Tone & Voice:
Explore your voice
Is your brand…
• Sophisticated? 
• Accessible? 
• Fun? 
• Buttoned-up? 
• Serious? 
• Snarky? 
• Reliable? 
• Hipster? 
• Helpful?

A step further…
• Sophisticated but not pretentious
• Accessible but not needy
• Fun but not silly
• Buttoned-up but not too conservative
• Serious but not pompous
• Snarky but not spiteful
• Reliable but not righteous
• Hipster but not new age
• Helpful but not overbearing
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So…why are we doing this?
• Consistency is memorable

• Delivering great experiences can help build loyalty
• You don’t love brand because of their generic, impersonal text; they have a 

voice that connects consistently across all pieces and channels
• Death to corporate “blah”

• Marketing message first, then user; needs to flip
• User doesn’t want mind-numbing professionalism
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Tone & Voice:
Example
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Brand identity
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How do identify a brand?

Think beyond the logo.
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Brand identity:
What is it?

A collection of elements that leads
to how a brand looks, feels, and 
speaks to people.
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Brand identity:
What does it include?
Logo, typography, color palettes, 
photography and illustration style, 
iconography, and a design system for any 
collateral and marketing uses.
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A brand identity:

A way to communicate with the 
world, differentiate yourself from 
your competition, and create a brand 
experience that encourages people 
to engage with you.
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Develop an effective brand identity system

Make sure the brand identity system is:
• Distinct

Stand out among competitors and catches your audience’s attention

• Memorable
Make a visual impact

• Scalable and flexible
Design can grow and evolve with the brand

• Cohesive
Each piece is visually part of the whole package

• Easy to apply
A clear and intuitive system for a designer to follow
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Brand identity:
Logo
A visual stamp of a 
brand: the symbol, 
word, or both.

Likely the most 
recognizable element 
of the brand.  
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Brand identity:
Logo
Make the image 
powerful enough to 
deliver the message 
on its own, without the 
enhancement of color.
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Brand identity:
Logo
Logomark
(brandmark)

Logotype 
(wordmark)

Logo 
(combined mark)
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Brand identity:
Typography
Typography plays an important 
role in ensuring a lasting 
impression of a brand.

Certain typefaces are often 
used across all branding to 
ensure the brand identity has 
a cohesive language.
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Brand identity:
Typography
Limit the number of 
font families to 2-3.

This often includes a 
primary brand typeface 
(to be used as a headline), 
and a secondary typeface(s) 
(for use on body copy, etc.).

Primary typeface

Secondary typeface
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Brand identity:
Color palettes
Color is a way to tie in desired 
emotions for your brand.

A good color palette is clean and 
flexible, supplying designers enough 
choices to be creative but not enough 
to overwhelm.
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Brand identity:
Color palettes
Similar to typography, there can 
be primary and secondary 
established color palettes. 

Various color palettes can be used 
to differentiate certain divisions of 
a brand or serve as a variety of 
cohesive color options for a 
designer to easily select and use.
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Brand identity:
Photography
Photography can be a 
powerful visual tool to add to 
a brand’s identity.

Photography communicates the 
personality and core values of 
the brand. All images should 
reflect the brand’s core values 
and determined philosophy.
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Brand identity:
Brand guidelines
Brand guidelines, sometimes 
called a style guide, are an 
essential part of an effective 
marketing strategy. 

A brand guideline is a 
document that guides 
employees and designers how 
different elements of the brand 
identity should be used.
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Brand identity:
Brand guidelines
Brand guidelines help 
create a strong brand identity. 
Consistency is key. 

Consistency allow brands to 
be instantly recognizable to 
customers, without having to 
introduce who you are and 
what you do.
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Branding examples
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Warby Parker
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Bombas
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Book of the Month Club
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Stitch Fix
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Bear Naked Granola
• Highlights: 

• They found a niche and embraced the quirks; 
became a peer in the space

• Bring to life:
• Find and highlight like qualities
• Personify customer segments
• Simple, logical 

directions and steps
• Provide customized customer experience

“We’re huge granola nerds…”
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Takeaways
• Expand your brand. Yes, a logo is part of it, 

but it’s also so much more.
• Be true to your brand. That’s when success will happen.
• Don’t be afraid to stand out.
• Test assumptions.
• Strategize then design. Both are important. 

Strong strategy leads to strong design.
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Questions?
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