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OVERVIEW: 
Your Brand is the cumulative experience that customers have with your Farm in person, online, 
through emails and newsletters, while shopping and consuming your quality products.

Every Farm has a Brand, because they have customers who ‘experience’ them. By intentionally
defining your Brand, you have the opportunity to improve the consistency, messaging and
experience of your Farm Brand.

The purpose of this worksheet is to help you clarify your Farm Brand based on your target
customers and your values. When finished, you should have defined your ideal customers,
identified your Brand values and key messaging, and uncovered steps to improve your Farm
experience across all touchpoints. By establishing a Brand that customers love, you are taking
the right steps to build loyalty and ensure ongoing sales.

     Brand Audience (AKA Customers)

It’s important to identify and define your ideal customer (or ‘target audience’). What customers 
do you want buying from your Farm? Your Brand must resonate with them online and offline, 
including your shared values, the quality of your products and their experience of your Farm.
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Brand Basics Worksheet
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QUESTION:  
Are your current customers your ideal customers?  YES | NO

• If you circled ‘YES’ - use the form below to clearly define your current customer group. 
Keep this customer group in your mind as you look to further improve their experience, 
including more intentional messaging to how easy it is to shop from your Farm.

• If you circled ‘NO’ - take the time to outline your ideal customer, below. Ask yourself, 
what are the key differences between current customers and the customers you want? 
What experience of your Farm Brand will entice your target customers to buy your 
product, then keep coming back for more?

 

WORK SECTION:  

     Brand Consistency

Your Brand should be recognizable and relatable across every customer touchpoint. This is
primarily a visual experience of your Brand. A customer should be able to travel from your
Facebook page to your website, read your newsletter, open a (digital) receipt or invoice — and
your logo, fonts and images, content and tone should deliver a unified Brand experience.

IDENTIFY YOUR IDEAL CUSTOMERS

1. Retail / Wholesale (or Both)

2. Geographic Area

3. Urban / Rural (or Both)

4. Care most about: Price, Quality, 
 Practices, Local, or Convenience

5. Other:
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QUESTION:  
Do my communications (email, newsletter, receipts), social media, website and
print materials (invoices, forms, business cards) provide a consistent Brand experience?
 

WORK SECTION:  
Give yourself a SCORE (1 is low and 5 is high) for ‘Brand Look & Feel’ on each of these common
channels and communication touchpoints. Use this as a takeaway to make improvements
where there may be branding gaps! If you have no logo, subtract 2 from each score (max 3).
Highest score possible = 30.

     Brand Values

To deliver your Brand consistently to your customers, you will need to identify key values and
messages you want—and they want—associated with your Brand. In this section we will identify
your key values.

You just need a few key messages, based on your values. Repeat your key messages to
customers through social posts, newsletters, emails, your website and in person. Ultimately you
want your loyal customers excited about your Brand, what you stand for, your story and what
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1 - 5 CHANNEL & COMMUNICATION TOUCHPOINTS

WEBSITE: logo, simple navigation, and imagery

STORE: online shopping experince (identifiable with your brand)

SOCIAL MEDIA: Facebook, Instagram (headers, logo, tagines, messages in posts)

DIGITAL COMMUNICATION: Newsletters, Email (order reminders, delivery reminders)

TRANSACTIONAL: invoices and receipts

PRINT COLLATERAL: posters, postcards, fliers
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you offer—so they are eager to share your Farm with family and friends. Imagine overhearing a
customer telling a friend about your Farm. What would you want them to say? Let’s unpack
those key messages, starting with identifying your values.

QUESTION:  
What is your story? What do you value? Why do you care? Why do you Farm?
 

WORK SECTION:  
Answer in descriptive words, not sentences. Please add 3 or more words for each question.

Now, circle the three (3) words in the Table above that best reflect your values and what you
think your ideal customers will most appreciate.

     Brand Messaging

Now that you have 3 values identified, you have a framework for your messaging and can tailor
your offline (in person) and online (digital) customer engagement to capture these (3) three
words. Whether you’re posting on Facebook, crafting a newsletter, selling at a market booth or
organizing an event, make sure your presence reinforces your unique Brand. You can always go
back and re-evaluate, but remember: consistency is key.

Next, let’s translate those values into your key messaging.
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1. Why do you Farm? 

2. What 'words' will your ideal
 customers relate to most?

3. What practices do you employ  
that are important to you?

4. Why do you grow or sell the 
products you do?
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QUESTIONS:  
Ask yourself, “what do my ideal customers care about? What do they want to hear? What will
connect them with my Brand?”

Here is an example of taking a value word and creating a key message, compliments of Grass 
Fed Cattle Co.:

1. ENVIRONMENT:  
By using regenerative practices, we are healing the land and will be able to produce 
food while caring for our planet.

2. HEALTH:  
We care about your health. Because we take care of our land, it will take care of you 
and me by giving us healthy, nutrient dense, delicious protein options.

3. FAMILY:  
You are part of the Grassfed Cattle Co. family. We will mentor others and care for 
our family, providing opportunities for future generations to learn how to sustainably 
produce food for your future generations too.

 

WORK SECTION:  
Please create a statement for each of your selected values (this can be a work-in-progress, just
force yourself to jot it down! Trust us, it will be close enough—you can always revisit it later).

1.

2. 

3. 
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     Brand Experience

You’ve identified your audience, checked for Brand consistency, identified values, and created
messaging—congrats! This is the necessary groundwork to define and communicate your Brand
to your customers. It is equally essential to take a reverse look, and ask yourself what your
customers’ experience is of your Farm Brand. Are they excited? Are they impressed? Are they
proud to support your Farm? Will they tell others to buy from you?

It isn’t just about 3 value words, the quality of food or messages on paper. What is their
experience of you, your Farm and your products? Is it easy to buy from your Farm? Do you 
throw in extras to delight your customers? Is your website clean and easy to navigate? Do you 
deliver? At the end of the day, they are choosing what Brands they trust, Brands that care about 
them and Brands that appeal to their own values.

QUESTION:  
What should your customers experience when engaging you and your Farm? 

WORK SECTION:  
When answering the following questions, keep in mind your Ideal Customer (section #1) and the
messaging that resonates with them (section #4):
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1. When a customer talks to you in person, what do
 you want them to feel when then walk away?

2. When a customer enjoys / consumes your farm 
 products, what do you want them to think?

3. When a customer arrives at your Farm, how do you
 want them to describe the visit?

4. What ways do you look to delight your customers? 
 E.g. Convenient delivery, personal note, etc. 

5. When a customer shops online, what do you want 
 them to say about their ordering experience?
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     It’s a Wrap

You can nail your Farm Brand. You can have the right look, feel and messaging across every
touchpoint for your precise audience. But, you don’t just want Brand love from afar—you need to
move the product: this is about sales.

People are happy to love Brands and never buy. To ensure customers buy on a regular basis, it
needs to be convenient to get what you sell.

In other words, many potential customers may love your Farm Brand, but they won’t drive 2
hours to your Farm to pick up. Maybe a few will, but you will not capture the massive demand
for local food unless you deliver directly to their door or deliver near them (local pickup).

We hope this was a useful exercise with powerful takeaways to take your Farm Brand to the
next level. If you are already leveraging Barn2Door and want to dig into this or get into the
details please reach out to your Account Manager to inquire about the Barn2Door Academy or
schedule a call.

If you are not currently using Barn2Door and are curious about how we help Farms be
successful managing direct local sales you can watch this 5-min video.

https://www.barn2door.com/learn-more

