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Most of us know
it. when we see
it, feel it, etc.

What brands come to mind?
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What brands come to mind?
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My Sisters, a Few Nieces...

Digital takes
branding to a
whole new level.




Digital Branding Factors

Done well, can
enhance
relationship,
done poorl?,
turns people off.

A

Digital Branding Factors

Can set you
apartina
crowded feed.

10
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Digital Branding Factors

ut the customer
For segment) at
the center, not
engagement

Digital Branding Factors

also needs to
fit the product
company

12
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Digital Branding Factors

finding the
right fit can
take some
experimenting

13

What creates a
digital brand?
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Ways to Convey Branding

what is your
brand’s voice or
sound?

D[oyjaed
® COMMUNICATIONS

Voice and Sound - Feel

« Conversational & Relatable

« Expert & Informative

- Inspirational & Uplifting or
Curious and Explorative

« Authentic & Personal

- Controversial or Creating
Connections

 Calming or Exciting

16



Voice and Sound - How

- Consistent personalities or a
diverse slate use same voice?

* Music for the background?

« Similar, recurring intro or
outro?

D[oyjaed
® COMMUNICATIONS

17

Voice and Sound - Articulate

- Begin putting it into words,
refine over time

« Have a clear brand voice
prompt for Al tools

® COMMUNICATIONS
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Ways to Convey Branding

what is J'our
visual identity?

- logo
- color palette
- fonts

20
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Visual Identity - Digital

- video

- overlays

- image style / feel
/ filters

* props

o I:mations

- faces

- consistent across
channels?

Ways to Convey Branding

what is your
brand’s cadence

or rhythm?

22
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Cadence / Rhythm

- regular posting =
mindshare

- content mixture
(topics, types of
posts, etc)

23

Strategies - Storytelling/Content

« Share authentic stories
- Connect emotionally
« Use a mix of content

types
educational

behind-the-scenes
testimonials
user-generated
content.

O O O O

24
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Strategies - Community

- Respond promptly
- Encourage conversation
and participation
o polls
o Q&As
o contests
- Recognize and
celebrate your audience
and clients

Strategies — Personalize

 Provide the human
touch
- Customize messages
and interactions when
possible
« Show the people
behind the brand
o introduce team
members
o share the journey

26
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Strategies — Consistent Channels

- Align messaging,
visuals, and values on
all platforms

- Audit your digital
presence regularly to
ensure alignment

D[oyjaed
® COMMUNICATIONS

27

Let’s Look at
Some Accounts

14
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How quickly someone answers you
is rarely a sign of how much they
care about you.

Delayed replies to emails, texts, and
calls are often symptoms of being
overwhelmed.

Unless it's urgent, the true test of a
relationship isn't the speed of
response. It's the quality of
attention.

HIDDEN
POTENTIAL

ADAMGRANT.NET

Adam Grant @ He/Him - 2nd @ Penguin Publishing Group
Organizational psychologist at Wharton, #1 NYT bestselling author of . )
HIDDEN POTENTIAL and THINK AGAIN, and host of the TED g Harvard University
podcasts WorkLife and Re:Thinking

[ Top Voice
Philadelphia, Pennsylvania, United States - Contact info
5,536,554 followers

A Tim McDonald, Ted Rubin, and 2 other mutual

(  Following ) ( &+ Connect ) ( More )

About

Recognized as Wharton's top-rated professor, the world's #2 most influential management thinker, and one of
Fortune's 40 under 40.

#1 New York Times bestselling author of Think Again, Hidden Potential and 4 other books that have sold n ...see more

Featured

16



. Adam Grant &
@AdamMGrant

How quickly someone answers you
is rarely a sign of how much they
care about you.

Delayed replies to emails, texts, and
calls are often symptoms of being
overwhelmed.

Unless it's urgent, the true test of a
relationship isn't the speed of
response. It's the quality of
attention.

; Adam Grant @
@AdamMGrant

The internet doesn't turn people into
trolls. It just makes their trolling more
visible.

8 studies, over 8k people: if you're an
asshole online, you're probably an
asshole in person too.

Trolls choose aggression to get
attention. It's better to ignore them than
feed them.

y Adam Grant
@AdamMGrant

The people who dominate the

conversation often have the least to say.

Being the loudest voice in the room
doesn’t gain respect. It crowds out the
contributions of those who speak at a
lower volume.

It’s better to leave people wanting to
hear more than wishing they’d heard
less.

. Adam Grant @
@AdamMGrant

How quickly someone answers you
is rarely a sign of how much they
care about you.

Delayed replies to emails, texts, and
calls are often symptoms of being
overwhelmed.

Unless it's urgent, the true test of a
relationship isn't the speed of
response. It's the quality of
attention.

. Adam Grant ¢
@AdamMGrant

Good books immerse you in a new world.

Great books introduce you to a new
worldview.

Good books are page-turners—they're
meant to be devoured. Great books are
corner-folders—they're made to be
savored.

Good books keep you engaged. Great
books leave you changed.

. Adam Grant @
@AdamMGrant
The internet doesn't turn people into

trolls. It just makes their trolling more
visible.

8 studies, over 8k people: if you're an
asshole online, you're probe _*

u Adam Grant
Oneof

asshole in person too. reveing yom pinion

21things 1 rethoughtin 2021: a thread,

Trolls choose aggression to
attention. It's better to ignoi
feed them.

) Adam Grant
@AdamMGrant

The people who dominate the
conversation often have the least to say.

Being the loudest voice in the room
doesn’t gain respect. It crowds out the
contributions of those who speak at a
lower volume.

It’s better to leave people wanting to
hear more than wishing they’d heard
less.

( . Adam Grant
@AdamMGrant

Good books immerse you in
Great books introduce you tu a irew
worldview.

Good books are page-turners—they're
meant to be devoured. Great books are
corner-folders—they're made to be
savored.

Good books keep you engaged. Great
books leave you changed.

A Hierarchy of
Thinking Styles

7/25/25
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TalorMade.

TIFFANY E. SLATER
Ph.D., SHRM-SCP

CEO & Senior HR Consultant

Tiffany E. Slater, Ph.D, SHRM-SCP @ she/ter - 1st # . HR TailorMade, LLC
Fractional HR for Non-Profit organizations and Professional Service
Providers. E Benedictine University

harles, Mis

ouri, Ur ates - Contact info

Book an HR Strategy Session

llowers - 500+ connections

=D (e

About

At HR TailorMade, we know that you want to be a successful business owner. In order to do that, you need time to
focus on your business services or products. The problem is you are trying to do all HR tasks which makes you feel
overwhelmed. We believe people start businesses to do what they love and are good at, not to muddle through that
which they have no expertise. .. ee

Featured

Your . el
quk Friend ‘\'\f “W" ]J /] .
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Tools | Find
Useful

My Top Five Tools

- Canva for SM

« Canva for PDFs

- Canva for website
headers

- Canva for presentations

« Canva for video
overlays

42
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Canwa

©

& invie people

Canva
© 88 e people
@ colors
zl (S
-]
@ Photos
& Graphics
& Icons
o Chans
~0
Qoo

Brand Kits

Introducing your Brand

Q
grounded
&) by the farm [
C— jm—— ] L )
oldcatehall @  Grounded by the Farm @  Grounded and Rising @  Grounded Communications @ Eaandoue @
ﬁ MIDWEST AG grounded
(o CONFLUENCE & Py %
oome— I B
Gin Show @  conuencez @  hundred percent cotion @ Groundedinag ®

Grounded in Ag @ s

~ Logos 4 Addnew
Assets (5)

grounded grounded grounded grounded

w o

~ Colors (5) + Addnew
Color palette #

~ Fonts 4 Add new
league spartan @
Subtitle ®
Heading

7/125/25
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Cawa

2 <

Brand Templates

Folder v Owner v  Category v Datemodified v + Addnew
D D [orins e ]

st hart o o rep
Video name plate Ayear in crop Production Putting it to Work Downloadable Template Lanning for Progress

———
.
- o o

e

Brand fonts only.

Restrict your team to using brand fonts only and disable text e

Tools and assists

Design approvals

7/125/25
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Editing Quickly

B Qeam o=

Design
Al Graphics Photos Videos Audio >

va
e

e Canvalogo  Graphic designer  Graphic)
T
Text
!
1
. o
£
Tools T
- =
= Cawad®
8 pag - CowaD8
Projects e

)
a% % Magic Recommendations Seeall
Apps

Magic Media (B

B £
Photos [
e — (]

© COMMUNICATIONS
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® COMMUNICATIONS
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Create

Projects

@

Templates

Brand

P

Canva Al

Qo
o+

Apps

Project Folders to Organize

Cawa

& Invite people
& Backto all projects
Community
courses
interns
marketing
Planning
profile photos
video components

website

&

crop &sector icons

- .
farmer organication gr...

Icons for G in Ag Comm..

offer thumbnails

2 B B3I

Trash

Projects > grounded in ag

grounded in ag

Al Brand Kit

Q search folder

v Folders

marketing

I 23 tems

e Community

5items

v Items

Q search designs, folders, and uploads

Type v

courses
21items

Planning
3items

[ Brand Template ]

oy,

S i

video components

interns

= 1)

Share + Addnew e

Newest edited v

website

EE8 s2iems

profile photos
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Projects

@

Templates

Canva Al
0o
o+

Apps

Seamless Team Interaction

Cawa

& Invite people

N

Back to all projects
Community
courses
interns
marketing
Planning
profile photos
® \ideo components
website
% crop&sectoricons

farmer organication gr...

€L offer thumbnails

W Trash

Icons for G in Ag Comm...

Projects > grounded in ag

grounded in ag

All Brand Kit

Q search folder

v Folders
marketing
LT -

s, Community

5items

v Items

Q search designs, folders, and uploads

Type v

courses

21items

Planning

3items

o

Brand Template

video components

interns

“J-*‘_

— =
[ |
=S D)

Share + Addnew

Newest edited Vv

website

8588 2iems

profile photos
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Seamless Team Interaction

cccccc

Notifications Mark all as read

iojo ie

i ®
A

B i

D[oyjaed
® COMMUNICATIONS
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Castmagic Converting to Text

« Al transcription

+ Audio & Video

- Standard & Custom
prompts for various
types of content

® COMMUNICATIONS

52
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Spaces for Different Info

Spaces

Name
@ Groundedin Ag (Activei
g Grounded by the Farm

‘®) GBTF videos

New Space

Tell us about your space.

Name

This could be the name of your podcast, channel, organization, coaching pr

Label type

Label your recordings by number.

Number

Language

Specifying the language of your space helps improve transcription.

English

Magic words

Here you can include spelling suggestions for Castmagic's Al. Separate words by comma.

© COMMUNICATIONS

53

Al Context for This Space
voice and content

0 Recording Details

Add helpful info about w

g on in the recordings.

(2 Tone & Style Samples

Paste examples of your tone so we can match it

© Words or Phrases to Avoid

ell us wh

words feel off-brand

Customize how the Al writes for you. Add details, samples, and rules so it matches your

© Words or Phrases to Avoid

on't use them.

& Other Instructions

Give s any other specific directions for how

write or structur

Chunk transcript

Specifies the maximum number of sentences each section of a
prevent chunking completely.

Automatic speaker labeling

A

content

transcript should have. Uncheck to

Automatically uses Al to identify and label speakers in your space when importing a new recording.

® COMMUNICATIONS
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Recurring Content Prompts

e ; oo

Q search
@ Home
@ Content Ppsiine dairy O Year in Dairy May1,2025 %, Upload Completed
O Magic Chat
@ Sudo (e dairy 0 dairy combined Apr30.2025 %, Upload Complated
£ Media Uibeary
doiry 1 dairy rosources Ape 30,2025 ., Upload Complated
& Groundedin Ay dairy rev 3 dairy to market rev2 Ape 25,2025 %, Upload Completed
© Hocordings
ST dairy O Dairy facts Ape 24,2025 . Upload Comploted
speeiars dairy Gt Ashlay Dairy Farm More Depth Apr19,2025 *. Upload Complated
dairy O Touring two Dairy Farms Mar 20,2025 1, Uplosd Complated
Worktiow dairy rev O dairy veterinarian Kathy Switt Apr 15,2025 L. Upload Complated
) Grounded by the Farm
NAMA tolk 4 Audio_04_10_2025_15_32_36 Ape12.2025 *, Upload Complatod
Need a hand? §»
i prosiphs O Free Preview rev april 2025.mpé aprs.2025 R . Upiosd Complated
L Book ive workshop.
preview Fre Proview rov apri 2025 Apr7,2026 . Uploac Complated
(2 Join our Slack community 4 - o5 ‘ pheed e
@ Reforand s
dairy O zach dairy to market - draft Mar 26,2025 . Upload Complated
© Submitfoadback
T boot Ot Roflow Bee calondar *. Upload Complated
B Signout .
beet 0 REV Beef facts & Trivia 1 App Store Mar 24, 2025 1, Upload Completed

© COMMUNICATIONS
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Custom Prompts Do As Told

Edit custom prompt

Customize Castmagic to your use case

Name

Come up with a descriptive name for your prompt.

summary & bio

Prompt

Refine your prompt, if youd like. You will be able to change this later, too.

Provide 1-2 paragraphs about the lesson without mentioning the person or people delivering
the content. Highlight points that generally would prompt curiosity in people who are new to
the agricultural industry. Following that paragraph, have bullet points of key topics or
moments in the interview etc. After the bulletpoints, add a subheading Our Expert” or "Our
Experts,” as approriate, and put each speaker's name and a couple of sentences about their
background as a final action item.

Content sample

Provide a sample for the Al to better match your tone & style.

® COMMUNICATIONS

56
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Custom Prompts Do As Told

v summary & bio o Q8 s}

Edit custom prompt

Customize Castmagic to your use case. This lesson offers a fascinating look into the dynamic world of dairy farming by exploring two distinct operations. It dives
into how innovation and traditional methods coexist within the industry, reflecting on the diverse techniques and
philosophies of dairy farmers to optimize their operations. From automated milking systems to deeply rooted farming

o practices, these narratives reveal a wealth of knowledge that could ignite curiosity in those new to agriculture. The lesson

Come up with a descriptive name for your prompt. also highlights the importance of animal welfare, environmental stewardship, and producing high-quality dairy products,
which are the top priorities for both farms.

summary & bio
* The intriguing use of technology such as robotic milking systems and its impact on farm efficiency and small farm

operations.
Prompt  The focus on animal welfare, ensuring cows live stress-free lives to optimize milk quality and quantity.
Rafine your prompt, if youd like. You will be able to change this later, too. Insights into environmental sustainability efforts within farming operations, including growing a significant portion of

feed locally to reduce the carbon footprint.

Provide 1-2 paragraphs about the lesson without mentioning the person or g Variation between farming operations: one with Jersey cows focusing on proteins and fats, the other with Holsteins
the content. Highlight points that generally would prompt curiosity in people aimed at production volume.

the agricultural industry. Following that paragraph, have bullet points of key t  ® Personal stories of farmers who transitioned into dairy from different agricultural backgrounds and their passion for
moments in the interview etc. After the ints, add a ing "Our practices.

Experts,” as approriate, and put each speaker's name and a couple of senten  our Experts
background as a final action item.
* Logan Courtney is a dedicated dairy farmer who runs Courtney Farms in Choteau, Oklahoma, alongside his sister
Autumn. He emphasizes innovative farming methods, such as robotic milking, and a deep commitment to animal
welfare and environmental sustainability.
Content sample  Charles Coblentz has over fifty years of dairy farming experience. His expansive family-run operation involves his sons
Provide a sample for the Al to better match your tone & style. and spans several thousand acres. Charles is deeply familiar with the challenges of maintaining a traditional large-scale
dairy farm while maintaining animal health and product quality.

© COMMUNICATIONS
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< course wome
Dairy Production

#% Janice Person
+Y) o ere

Dairy Production

®) Touring Two Dairy Farms

® omper : Touring Two Dairy Farms

Our Experts:

For this lesson w:

get to see some of the similarities and differences from two dairy
farms, both in the town of Choteau, OK. The first farm, Courtney Farms, is run by
Logan Courtney and his sister, Autumn,. They operate a small-scale dairy

with approximately 70 Jersey cows. The farm is unique because the cows are milked

® COMMUNICATIONS
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Useful in Creating Handouts

< COURSE HOME

Dairy Production

Janice Person
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KEY FACTORS IN DAIRY FARMING

We can take several key topics from the visit with these two dairy farms and they

apply across the many dairy farms in the U.S.

Environment Veterinary Care.
There are various ways. Daiyfarmers conduct
farmers reduce suess
theirdary cows, from

cows. Some technalogies.
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Dairy Production
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KEY FACTORS IN DAIRY FARMING

apply across the many dairy farms in the U.S.

Creating a Stress-Free
nvironment
There are various ways
farmers reduce stress on
therdaiy cows, from

We can take several key topics from the visit with these two dairy farms and they

cows. Some technologies.

.
animal wefare important o e
i gf 3
O g rat
OPERATIONAL PRACTICES 5 fogy
iy ety LS on rlicy .
Mith g o, s 0 gy Armgye S ey
Daily Routines and Work Division Use offachnoe e Sy g oty MV,
With theproiization of miking and G 5. Hog lam S g 25 ang e " foog
Spphiogeadsncwaler s hmve | SR 8 makeschoics ry a0 i 0 1 X /
ot touines, and dvson of e werkis | YPes o techinoogy they 0 o ¥
essental. Depending on the fam there ¥ Morg poo "™ g 10 !0 ey o
may be a combinaion of 4 Come 000l g o 55, ron i o5 ]
(ay s < vy e g g~ Mgt co 31y |
e ot ¥ L o
gy a7 g Steaty, " SPace
h g 0 G Welcomers %Stingr™e o — /
hing g SOMe gy g liong. 0 3 =
@ Dlagqy M eny S gy 78 g i
ENVIRONMENTAL CONSIDERATIO o o g Ui gy s o 1y |
s ag 58 10 ggr 1 VR 3
Sustainable Feed o 28 7 Plce o, " a0 |
Most daiy farms place a srong Y Sty ps, o0 4 i
emphasis on sustanabiy throughout "ty gy 327 1Ot
he operaton. This ncudes producing e SOl 0 cap Y rmg . s
e 5 ocap 0 s e,

fields where they grow feed.

Somg V@ Choggt Percer,
gy~ 2 s, g e o 00 |
oty armg ons 0N gy
s gy 1 iy S, bogy i
e % par g o g,
— Tshipg ! thop oc 41
We hayy 20

St

Smay o
thaggy P,
essan Mougy
Ny
" 0t

60

7/125/25

30



7/125/25

Video Editing via Descript

Al tool for
video editing

© COMMUNICATIONS
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Robotic Miking: Transforming Life on the

of happy where we're at right now. fam,
This cip Nghights th transformative
impac of tobotic miking systems on the

So we wanted to make sure there were oty v of sl ey rmer

improved auaity o e.

some cows up here to milk. So that's

why these have been caught. And we're
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Prortizing Cow Comfort: The Heartof

‘couple of miles or. An hour south of here. Our Farming Phiosophy

Uh, 50 welike to say that we brought
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Layout Background @ Transiton
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Captioning Setup & Editing

D[oyjaed
® COMMUNICATIONS

No Time to Start Like the Present

IB.Il;cmclip is a lot
ike writing, you get
PR%B(S S gettler tlbg ?né’re );gru
, o, look back an
P‘%f 2277 reflect. Next
generatlon always
etter.
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Questions?
Get links &
PDF of slides

Janice Person
founder/principal

® COMMUNICATIONS
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