Technical Sheet for Solution Implementation

Building a Strong Brand Identity

Thematic area: Socio-
Economic Performance.

Priority: How to improve farms
profitability?

Need: What solutions to
manage market uncertainty
(seasonal, «fashionable»
and very variable) / Product
differentiation (difficulty
of having a homogeneous
product with a fixed value)?

Solution EU number: PRO-09.

Content of the solution:
Build a recognizable and
trustworthy brand by clearly
defining values, showcasing
unique strengths, and
communicating consistently
with your audience.

Reasons for Implementing the Solution

A strong brand identity differentiates your equine farm from
competitors, increases recognition, and inspires trust among
clients. By transparently sharing your values, story, and
achievements, you can attract and retain loyal customers who
return and recommend your farm.

Description of Solution Strategies

A strong brand identity helps equine farms stand out in a
competitive market by clearly communicating what makes them
unique. Implementing a structured communication strategy
allows an equine farm to clearly define and express its identity,
making it more recognizable and easier to understand for its
target audience. In a sector where many farms may appear similar
at first glance, a strong and consistent brand identity helps
highlight specific expertise, values, and positioning. This clarity
enables potential clients to quickly identify what differentiates
the business and why it is relevant to their needs, whether they
are looking for breeding, training, or boarding services.

A well-executed communication strategy also strengthens
credibility and trust, which are essential in the equine industry.
By consistently sharing high-quality content, showcasing results,
and maintaining transparency about daily practices, the business
reassures clients and partners about its professionalism and
reliability. This trust-building process is particularly important
in activities involving high-value animals and long-term client
relationships, where reputation plays a decisive role.

Effective communication also improves visibility and supports
clientacquisition. Having a coherent presence across social media
such as Instagram, Facebook or TikTok, combined with a clear
message, increases the likelihood of reaching and engaging the
right audience. Over time, this leads to stronger brand awareness,
more enquiries and, ultimately, a higher conversion rate.
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A strong brand identity, supported by consistent communication, contributes to the long-
term development and sustainability of the business. It fosters loyalty among existing clients,
encourages word-of-mouth recommendations, and creates opportunities for partnerships and
growth. Aligning image, messaging and service quality builds a solid foundation that enhances
both the business’s market position and its economic resilience.

Implementation Steps
1. Defining the farm identity: Building a strong identity first requires a clear definition of its
business positioning.

« Identifying the core activity: The farmer must clearly define the primary area of activity
of the farm: breeding (sport, leisure, reproduction-oriented), boarding (pasture, stable,
premium, training), horse training and sales, teaching and education, etc.

Defining farm’s values: The guiding principles of the farm should be formalized. It can
be animal welfare, athletic performance, ethological approach, tradition, excellence or
prestige, etc. What principles guide your decisions?

Identifying the target audience: The farmer must define his target: amateur riders,
professional riders, horse owners, children, families, investors, etc.

Formalising the positioning statement: What specific problem do you solve? How are you
different from your competitors? The positioning should be summarised in a clear and
specific statement, like, for example “equestrian facility specialising in the training of
young horses through a progressive and welfare-oriented approach”.

2. Developing the visual identity of the farm: The visual identity ensures immediate recognition of
the farm. You may wish to consult a graphic designer to develop your visual identity.
« Farm name: It must be short and memorable, easy to pronounce and aligned with the
farm’s activities and values.
« Logo: The logo should be simple and legible at all sizes, clean and easily reproducible,
and consistent with the intended image.
Visual guidelines: Some consistent elements should be defined:
« Colour palette (2 to 3 main colours)
Typography
« Overall visual style (natural, sporty, premium)
Visual content quality
You must be careful about the quality of the visual content you use to communicate.
Photos must be high quality or from professional photographers, you need to make clear
presentations of horses and facilities, and most of all, have a visual consistency across all
of your communication channels.

3. Crafting the message
« The message must clearly differentiate the farm from its competitors.
« Building a strong identity first requires a clear definition of its business positioning.
« Value proposition:
Answer the following question: “Why should your client choose your farm over
another?”. For example, you offer boarding with individualised care, preparation of
young horses for competitions, or even welfare-centred training and rehabilitation.
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 Clarity and precision: Avoid generic or overused statements in your message(s) (for
example, “passion for horses”).

4. Creating a communication plan: The communication plan outlines the strategies, tools, and
actionsrequired to effectively promote the business, strengthen its visibility, and ensure consistent
engagement with its target audience.
« Definingobjectives: Objectives must be measurable, like acquiring new boarding customers,
selling horses or foals, filling training clinic or courses, or increasing local visibility.
-« Selecting communication channels

« Social media: Facebook, Instagram and TikTok are the most relevant social media
to use for a farm. Try to be consistent in your publishing schedule, like 3 to 5 posts
per week and additional daily stories. You can share content about horse training
sessions, progress and development, daily life at the farm, competition results,
clients’ testimonials, etc. Don’t hesitate to mix up the formats (posts, carousels,
striking quotes, videos, reels, etc.). The objective here is to build trust and showcase
your expertise.

« Website: You should have a website, which includes a farm presentation, the
description of your services, easy contact options and high-quality visuals. It serves
as the official showcase and central information hub about your farm.

« Press: Contact the local journalists when you organise events at your farm. Press
relations give you credibility in addition to publicity.

« Local online presence: Be visible on Google maps or any equine farm directory.
Ask your customers to add positive reviews and post photos of their visit and keep
practical information updated. Client reviews are a key credibility factor.

« Local professional network: Develop relationships with equine sector professionals
like veterinarians, farriers, trainers, riding schools, etc. Word-of-mouth remains
essential in the equine sector.

« Content planning:
 Establish a structured content calendar.
«  For example:
« Early week: technical work or training.
« Midweek: educational or advisory content.
« End of week: promotion of a service or horse.
- Weekend: daily life at the facility.
« Communication tone: You need to choose a tone and then remain consistent across all
platforms (technique, educational, performance-oriented, premium, etc.).

5. Follow your communication plan and measure its results: Measuring the results of a
communication plan is essential to assess its effectiveness, adjust strategies, and ensure alignment
with business objectives. This evaluation relies on the use of relevant performance indicators.
- Define key performance indicators (KPI): Each objective should be associated with specific,
measurable indicators, like:
- Client acquisition: number of new clients (boarding, training, sales).
- Sales performance: number of horses sold, conversion rate.



Technical Sheet for Solution Implementation

Building a Strong Brand Identity

« Visibility: number of visitors of your website, number of views, reach, or impressions
on social media.
- Engagement: likes, comments, shares, messages received on social media.
- Reputation: number and quality of client reviews.
« Monitor digital performance:
- Website - to monitor the digital performance of your website, you need to track:

« Number of visitors.

« Time spent on pages.

« Contact form submissions.

« Clicks on contact information.

« Social media - to monitor the digital performance of your social media strategy, you
need to track:

« Follower growth.

« Engagement rate (interactions per post).

« Reach and impressions.

« Number of inquiries generated (messages, calls).

« Evualuate conversion rates:

« Itis important to measure how many interactions lead to concrete outcomes.

«  Number of enquiries & number of signed contracts.

«  Website visits - contact requests.

« Social media interactions - client conversions.

« These figures help to assess the effectiveness of communication in generating
real business.

« Analyse return on investment (ROI):
- Compare the resources invested (time and money) with the results obtained.
« Consider the following elements:
« Time spent on communication.
« Advertising or content production costs.
- Revenue generated from new clients or sales.
« Objective: Ensure that communication efforts are profitable and
sustainable.
« Adjust and optimise your strategy:

« Measurement is only useful if it leads to action.

- Based on results, reinforce high-performing actions, modify or stop ineffective
ones and test new types of content or communication channels. Regular
analysis (monthly or quarterly) is recommended.

« You can use Al to help you create and manage your farm visual identity or create content,
but you still need to personalise the results, otherwise it could damage your differentiation
strategy (what it generates with a simple prompt could be generated for another farmer).
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How Will this Solution Impact the Performance of your Farm?

Traffic light
explanation

Socioeconomics: This solution will support the social performance of the farm
because a strong and recognizable brand identity enhances social outreach, visibility,
and trust within the community and among stakeholders. By clearly communicating
values, niche positioning, and strengths, the farm becomes more identifiable and
credible, which fosters customer loyalty, stakeholder engagement, and internal
cohesion. A shared vision also improves quality of working life by giving staff a clearer
sense of purpose and belonging, even though maintaining a strong brand requires
time and active communication efforts.

This solution will support the economic performance of the farm because a well-
established brand creates a competitive edge that adds value to the farm’s products
and services. Over time, stronger visibility and reputation can attract new clients,
retain existing ones, and allow for differentiated or premium pricing. Although the
financial benefits are often medium- to long-term and require sustained investment
in communication, a strong brand identity ultimately contributes to increased
profitability and higher farm capital, as well-recognized businesses tend to be more
valuable and attractive for partnerships or future sale.

Health & Welfare: This solution will not affect the farm’s health performance, as it
does not directly contribute to disease risk prevention or to improved overall health.
However, if health care were to become a strong asset of the farm, it could become
a key element of the brand, particularly if the farm offers healthy animals or high-

quality boarding conditions to clients. _
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This  solution may not necessarily enhance the farm’s welfare performance,
particularly when the brand identity is primarily built around the competitive success
of its sport horses. In such cases, ensuring full compliance with the 3F criteria
becomes a critical point of attention, as high-performance objectives may place
constraints on management, housing, and training practices. Without deliberate
welfare-oriented choices, animal welfare risks being given less priority despite a
strong sport-focused brand identity. Conversely, if the brand emphasizes welfare
quality in handling, training, or breeding practices, it can be credibly built around
these values. Ultimately, the direction of the brand identity depends on the owner’s
strategic choices and the balance they wish to establish between performance and
welfare considerations.

Environmental sustainability: This solution will not have effect on the environmental
performance of the farm because this solution is focused on communication and
branding, not on operational or technical practices that directly impact environmental
sustainability (Climate change mitigation and adaptation, halting biodiversity loss,
water management). The brand may or may not be linked with environmental
indicators - depending on what it is. But direct effects are minor.

This solution will not have a direct effect on land access or grassland management
performance, as these aspects are not directly influenced by a farm'’s identity or
marketing efforts. However, indirect effects may occur if a strong identity is built
around sustainable practices (e.g. promoting eco-responsibility), although such
influence is neither automatic nor guaranteed. In practice, a farm with a strong
environmental reputation and/or professional grassland management practices is
likely to have a competitive advantage in obtaining land.
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How Will this Solution Impact the Resilience of your Farm?

Socioeconomics: This solution will support social performance of the farm facing
external challenges assessed because a strong and consistent brand identity builds
trust, visibility, and long-term relationships with clients, partners, and the local
community. In periods of uncertainty, clear communication of values (e.g. ethics,
welfare, sustainability, family heritage) strengthens loyalty, maintains engagement
even when direct contact is limited, and supports staff morale by providing a
shared sense of purpose. These social assets help the farm preserve credibility and
emotional resilience across a wide range of challenges. This solution will support
economic performance of the farm facing external challenges assessed because a
well-established brand adds value to products and services, allowing the farm to
differentiate itself, retain customers despite price increases, and potentially transfer
additional costs (linked to inflation, welfare standards, or adaptations) into pricing.
Brand reputation also contributes to intangible farm capital, improves long-term
market positioning, and facilitates recovery after shocks. While most effects are
indirect and medium- to long-term, the cumulative impact of customer loyalty,
perceived quality, and trust strengthens overall economic resilience even when
operational conditions become more difficult.

Health & Welfare: This solution will not impact farm health performance, as it does
not directly reduce pain, mortality, and the need for medication when the farm
experiences different external pressures. However, this can potentially decrease the
animals’ health status if, due to external challenges, the farm intensifies the use of
its horses in a way that may lead to pain or injuries due to, for instance, the tackling

or riding methods that provoke mouth or back problems.
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This solution may support the farm’s welfare performance if the farm brand
emphasises housing in welfare-friendly conditions and the promotion of positive
emotional states in horses. In this case, even when exposed to external pressures,
the farm can ensure an appropriate welfare status, provided that horses have access
to paddocks and pastures and are worked under welfare-friendly conditions. Since
animal welfare is important to clients, a brand incorporating the 3F criteria may be
more attractive.

Environmental sustainability: This solution will not impact environmental
performance of the farm facing external challenges assessed because this solution
does not involve operational changes to directly influence climate change mitigation
and adoption, biodiversity, or water management.

This solution will not impact land access or management performance of the farm
facing external challenges assessed because this does not involve operational
changes to directly influence forage access or land management. A strong brand
makes the farm an attractive partner in e.g. sharing land, and a more powerful
negotiator when there are conflicts about land use, so indirect effects are possible.

How can this solution help your farm to face specific external challenges to be more
resilient?
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Inflation & Social Crises: Social challenge: This solution will support the global
performance of the farm facing pandemics because a strong brand identity enables
clear, trustworthy communication and maintains engagement with clients and the
wider community even when physical interactions are restricted. Digital presence,
consistent messaging, and shared values help preserve customer loyalty, staff
motivation, and public trust, which strengthens the farm’s social resilience during
health crises.

Economic challenge: This solution will not impact the global performance of the farm
facing inflation because branding does not directly reduce operating costs or input
price increases. While a strong identity may help justify prices or retain customers in
the long term, its economic benefits during inflation remain indirect and uncertain,
with positive effects often offset by the time, effort, and resources required to build
and maintain the brand.

Welfare & Diseases: Health challenge: this solution may not support the global
performance ofthefarmacrosssocio-economic,healthandwelfare,and environmental
areas when facing an infectious disease challenge. Strong brand may not help to
overcome health-related problems during a disease outbreak, equine activities may
need to be completely suspended until the epidemic situation improves.

Welfare challenge: This solution will also not improve the global performance of
a farm operating under high welfare standard legislation, even if such standards
are already incorporated into a strong farm brand identity. The potentially positive
effects of welfare-friendly housing conditions on horses’ emotional states may not
outweigh challenges arising in other areas, such as socioeconomic or environmental
constraints, when increased welfare standards become mandatory.

Climate Change & Access to Land: Environmental challenge: This solution will not
directly impact the overall performance of farms facing abnormally high or low
temperatures, drought, excessive rainfall, windstorms, and/or floods, as its effects
are mainly indirect. However, by strengthening the farm’s brand and socio-economic
performance, it can, to a certain extent, support investment in corrective measures
and enhance the farm’s capacity to recover from extreme weather events.

Land access/management challenge: thissolutionwill supportthe global performance
of the farm facing loss or limited access to agricultural land because it can strengthen
relationships with authorities, landowners, customers and the public, improving
land access negotiations and demonstrating public value (e.g., ecosystem services,
tourism). Increases staff motivation helping teams adapt during restricted grazing.
Nevertheless, identity-building does not directly improve equine welfare and health
nor environmental sustainability, unless paired with good practices and technical
solutions.



Technical Sheet for Solution Implementation

Building a Strong Brand Identity

Cost-benefit Analysis

Costs

Socioeconomics:

Significant time and mental effort
needed to develop, maintain, and
market the brand.

Financial investment in branding:
visual identity, professional services,
marketing materials, website, etc.
Staff training for communication and
brand alignment.

Temporary confusion or resistance
during transition/rebranding.

Health & Welfare:

Direct  costs  negligible; main
consideration is maintaining high
care standards to match brand
expectations.

Minor risk if attention shifts from
horse care to marketing, but unlikely
in well-managed farms.

Environmental Sustainability:

Generally minimal; potential small
footprint from printed materials or
signage.

Mostly digital branding, o)
environmental impact is low.
Maintaining environmental standards
may require some effort to match
brand expectations.

Benefits

Attracts the right customers and
strengthens farm differentiation -
better profitability.

Enhances visibility, reputation, and
brand recognition.

Supports premium pricing, increasing
farm income.

Reduces dependency on external
economic fluctuations.

Improves team alignment and job
satisfaction.

Boosts local engagement and
community recognition.

Strong brand and profitability enable
better focus on horse welfare.
Encourages transparent care practices
and accountability.

Ethical branding reinforces
commitment to equine well-being and
continuous improvement.

Investment in facilities may increase
comfort and safety for horses.

Enhanced profitability allows greater

investment in environmentally
responsible practices.
Branding that emphasizes

sustainability encourages eco-friendly
land use and regenerative practices.
Can promote environmentally
conscious  tourism  or  organic
principles.
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Costs Benefits

Cooperation between farms:

+ Possible minor initial social or « Opportunities to connect with
competitive tensions if one farm gains complementary farms and form
visibility advantage. cooperative networks.

« Costs mainly affect neighboring « Enhances participation in collective
farms or networks if not aligned with regional branding initiatives (e.g,
collective strategy. horse tourism).

« Promotes knowledge sharing and
benchmarking between farms.

- Strengthens regional visibility and
collective brand reputation.

Additional Resources

Publications
+  P.Kotler, K. Keller - Marketing Management (2019).
+ T.Libaert - Le plan de communication (2023).

Case studies
+  https://www.casacadaval.pt/

This project has received funding
from the European Union under
Grant Agreement No. 101086551.

Views and opinions expressed are however those of the authors only and do not necessarily reflect those of the European Union. Neither the European 1
Union nor the granting authority can be held responsible for them.
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Ideas to Animate a Workshop About the Solution

« Ask a marketing consultant, equine communication specialist, or farm advisor to sponsor the
workshop.

« Find a model equine farm with an established brand where participants can observe real-life
implementation.

« Prepare hands-on exercises that allow participants to actively work on defining values, creating
logos, and planning communication strategies.

Proposed Structure For the Workshop on Build a Strong Brand Identity in Equines Farms

=

. Introduction to Brand Identity

« What is a strong brand identity and why it matters for equine farms.

« Key components: values, visual identity, storytelling, online presence.

« Examples of brand types in the equine sector (sporting excellence, breed preservation, welfare
focus).

2. Benefits of Brand Identity in Equine Farms

« Socioeconomic: attracting loyal customers, enabling premium pricing, improving team
alignment.

« Equine welfare: promoting high standards of care and transparency.

« Environmental: encouraging sustainable practices.

« Cooperation: opportunities for regional networks and joint marketing.

w

. Practical Applications on equine farms
Define farm values and differentiators.
Create sample logos, color palettes, and social media content.

=~

. How to Develop a Suitable Brand Strategy
Assess farm needs and current market position.
Identify target audience and communication channels.
Compare approaches and tools for branding and marketing

5. Hands-On Demonstration

« Participants work in groups to draft a mini-branding plan.
« Test messaging, visuals, and storytelling techniques.

« Share feedback and refine concepts.

6. Maintenance and Troubleshooting
« Strategies for consistent brand communication over time.
« How to adapt messaging when market conditions or farm operations change.

7. Case Studies and Real-World Examples
+ Examples of farms with successful brand identity implementation.
+ Discussion of lessons learned and practical tips from farm operators.
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8. Cost Analysis and Return on Investment (ROI)

« Outline financial and time investment vs. long-term benefits.

« How brand identity can increase farm value and customer loyalty.

« Consider indirect benefits such as improved horse welfare and environmental practices.

9. Q&A Session
« Open discussion to address participant concerns and share experiences.

10. Wrap-Up and Resources

« Summary of key workshop takeaways.

« Additional resources: websites, online communities, supplier contacts.
« Guidance for accessing professional marketing support or partnerships.




