Bonton Farms Brand Story

Vision
To remove the barriers that hinder full human potential

Positioning

(Target) To those who know that better realities are possible,

(Frame of reference) Bonton Farms is the community-building organization

(MCB) bringing those who have been marginalized the resources they need to flourish

Personality
Gritty, hopeful, empowering, humble

Affiliation
Love thy neighbor

Brand Story Component Descriptions

Vision

The vision is the reason for the brand to exist. If the brand didn’t exist, what would be missing from the
world? It defines our aspirations and allows us to rally behind a unified mission. The brand vision is
specific enough to define the role we currently play in the lives of community members, but broad
enough to allow us to grow and expand.

Positioning
Our brand positioning defines how we’d like to exist in the mind of our target audience. It is a logical,
straightforward definition of the brand that allows for clarity and focus.
Brand positioning has three components:
The target audience for Bonton Farms
The frame of reference in which the organization exists in the minds of the target
The most compelling benefit separates Bonton Farms from others in its frame of reference

Personality

People build relationships with brands, and the best brands often behave like humans. So we assign
personality traits to our brand, bringing it to life and giving it dimension in a way that provides an
emotional point of difference relative to our competitors. Our personality should serve as a filter to
direct the tone and manner of everything that we do.

Affiliation

What is the club that people join when they associate with Bonton Farms? It emphasizes the positive
user imagery that attracts our target while neutralizing any negative imagery that might turn them
away. When someone chooses to donate or spend their dollar at Bonton versus another organization,
what does that say about them and their values?



Bonton Farms Brand Campaign Brief

Why are we here?
To create a connection between the Dallas community and the Bonton Farms mission.

Whom are we talking to?

Individuals who understand that better realities are possible for people who have been marginalized.
They want to take ownership of problems facing their greater community. They have a propensity to
care for other community-building organizations such as Boys+Girls Clubs, United Way, Habitat for
Humanity, and social movements such as Black Lives Matter and diversity and inclusion initiatives.
They are Dallas area residents ages 25-34 who are active in the community and have the means to
give back.

What do they currently think?
“Bonton Farmes is just a farm in an impoverished community.”

What would we like them to think?
“Bonton Farms has a positive ripple effect that is helping the Bonton community thrive.”

What is the single most persuasive idea we can convey?
Bonton Farms provides marginalized individuals the resources they need to reach their full potential.

Why should they believe it?

The community farm is able to fuel the Market providing fresh food, healthy meals, and cooking
classes to residents which are lowering chronic disease rates.

The community farm offers rehabilitative jobs to those in the neighborhood who have been
incarcerated or unable to keep a job outside of Bonton.

The community farm is a working example for poverty alleviation and driving city government to take
positive steps forward to improve communities.

What are the deliverables?
:15 second TV and digital video, out of home, social posts, digital ad units, activation, farmers market
and speaking engagement collateral (cards, brochures, etc.)

How will success be measured? (KPIs)
Awareness (measured by impressions), perception change (measured by focus groups), connection (i.e.
actions that show interest- clicks, website and social traffic)



