


A Quick Aside About Me

My name’s Clint and I’ve been building brands for more than a 

decade. As Vive’s D ir e ct o r  o f  Br a n d  M a r k e t in g , I o rche st ra t e  

co m m u n ica t io n s  a n d  cr e a t ive  d ir e ct io n  acro ss o ur e n t ire  

clie n t  p o rt fo lio , d e ve lo p in g  b r a n d  id e n t it ie s  fro m  t he  gro und  

up  and  se rving a s t he  t rust e d  “fina l e ye ” o n  a ll d e live rab le s. 

A grad ua t e  o f t he  Unive rsit y o f W isco nsin-M ad iso n , I e n jo y 

sp e nd ing t im e  wit h  m y fam ily and  b e ing an  o wne r o f t he  

Gr e e n  Ba y  P a ck e r s . 



Today’s T o p ics

1 . Br e a k in g  t h in g s  d o w n  t o  t h e  b a s ics : W h a t  m a k e s  a  “g o o d ” b r a n d ?

2 . Lo o k in g  t h e  p a r t  w it h o u t  g e t t in g  lo s t  in  t h e  s h u f f le

3 . H o w  t o  h ig h lig h t  y o u r  co m p a n y ’s  b e s t  a t t r ib u t e s  

a ) Lo go  d e ve lo p m e nt
b ) Ad ve rt ising st ra t e gie s
c) W e b sit e  b uild s
d ) So cia l m e d ia  t act ics 
e ) Ut ilizing AI 



What Makes a 
“Good” Brand? 

Br e a k in g  t h in g s  d o w n  t o  t h e  b a s ics .



What Makes a “Good” Brand?

The best brands 
are d is t in ct …

Yo ur b rand  sho uld  b e  a  u n iq u e  s t y le  a n d  

p r e s e n ce  t ha t  im m e d ia t e ly id e n t if ie s  y o u r  

a t t it u d e  and  is m e m o rab le .

W hile  it ’s ne ce ssa ry t o  lo o k t he  p a rt  and  fit  wit h  

yo ur ind ust ry, t he re ’s a  f in e  lin e  b e t w e e n  f it t in g  

in  a n d  g e t t in g  lo s t  in  t he  shuffle .

and  a d a p t a b le . 

In t o d ay’s wo rld  it ’s m o re  im p o rt an t  t han  e ve r fo r 

b rand  id e nt it ie s t o  b e  ve r s a t ile  a n d  f le x ib le .



Looking the Part
W it h o u t  g e t t in g  lo s t  in  t h e  s h u f f le .



Looking the Part

Look to m a k e  a  
s p la s h , b ut …

If yo u want  t o  m ake  wave s wit h  yo ur b rand  (and  

no t  e ve ryo ne  d o e s), a  r e b r a n d  o r  r e f r e s h  is yo ur 

p rim e  o p p o rt unit y t o  d o  so .

Fe w t h ings a re  a s p o we rfu l a s f ir s t  im p r e s s io n s .

Le ave  ro o m  
fo r growth . 

Yo ur go a l sho uld  b e  t o  m ake  yo ur b rand  

a s  ve r s a t ile  a s  p o s s ib le .



Logo Development
H o w  t o  h ig h lig h t  y o u r  co m p a n y ’s  b e s t  a t t r ib u t e s .



Logo Development

Trust the p r o ce s s …

Yo u ne e d  t o  kno w wha t ’s a lre ad y o ut  t he re  in  t he  

m arke t p lace . This p ro b ab ly m e ans ho urs o f 

in t e n s ive  r e s e a r ch  t o  id e nt ify a  uniq ue  d ire ct io n  

a s we ll a s e x is t in g  p a t t e r n s  t o  st ay away fro m .

Le t ’s  lo o k  a t  t h e  cu r r e n t  la n d s ca p e  o f  o u r  

in d u s t r y …







//  Project Showcase: Cu r r ie r



Project Showcase: Currier



//  Project Showcase: P o ly So u r ce



Project Showcase: PolySource



Brand Standards Guide
H o w  t o  h ig h lig h t  y o u r  co m p a n y ’s  b e s t  a t t r ib u t e s .



Advertising Strategies

//  Project Showcase: Me t a l-Er a



Advertising Strategies
H o w  t o  h ig h lig h t  y o u r  co m p a n y ’s  b e s t  a t t r ib u t e s .



Advertising Strategies

Let’s flip through the latest edition of 
P la s t ics  Bu s in e s s  m a g a z in e …

https://bluetoad.com/publication/?m=18060&i=799303&p=1&ver=html5


//  Project Showcase: Ba m b e r g e r  P o ly m e r s



Advertising Strategies

Project Showcase:
Ba m b e r g e r  P o ly m e r s
The  insp ira t io n  fo r t h is co nce p t  cam e  fro m  p e rhap s 

t he  m o st  fam o us co o king ca t chp hrase  o f a ll t im e . 

This p ho t o  sho o t  was a  lab o r o f lo ve ...lo t s o f wrist  

flip s and  e ve n m o re  rug b urns fro m  p icking up  t ho se  

lit t le  re sin  p e lle t s. Aft e r a  co up le  d o ze n a t t e m p t s, 

we  fina lly na ile d  t ha t  p e rfe ct  winning sho t .

O ut t ake s we re  ap le nt y, and  t he  p o st -p ro d uct io n  

wo rk was a  p ro ce ss t o  say t he  le ast . 





//  Project Showcase: Co n ve n t u s  P o ly m e r s



Advertising Strategies

Project Showcase:
Co n ve n t u s  P o ly m e r s
W hat  st a rt e d  as an  ad ve rt ising cam p aign q uickly 

sno wb alle d  in t o  a  co rne rst o ne  p ie ce  o f t he  Co nve nt us 

b rand .

IN SPIRATIO N , clo ckwise  fro m  t o p  le ft : 

A) Clo se -up  o f t he  flick o f a  Bic. B) The  so urce  im age  

fo r o ur co m p o sit e . C)  N o t h in g  b e a t s  a  lit t le  

a llit e r a t io n . D) M at ching shap e s was ke y.



Advertising Strategies



Advertising Strategies

Project Showcase:
Co n ve n t u s  P o ly m e r s
Co nve nt us has a  t agline  t ha t  b e gs t o  b e  e xp lo re d : 

Be y o n d  P o ly m e r s . M ayb e  it ’s t he  M ille nnia l in  m e , 

b ut  whe n I he a r “b e yo nd ,” I t h ink Buzz Light ye ar. 

Tha t  was o ur in it ia l insp ira t io n  t o  lo o k a t  t he  glo b e . 

M im icking t he  lo o k o f t he ir we b sit e , t he  o range  and  

b lack co lo r p a le t t e  wo rks we ll fo r Co nve nt us, 

e sp e cia lly whe n it  co m e s t o  h ighlight ing t he ir glo b a l 

im p act . W he n t he y o p e ne d  a  ne w sa le s o ffice  in  

S ingap o re , t he  t im e  fe lt  right  t o  ad ve rt ise  ho w t he y 

ca t e r t o  ind ust rie s a ll o ve r t he  wo rld .



Advertising Strategies



//  Project Showcase: P o ly So u r ce



Advertising Strategies

Project Showcase:
P o ly So u r ce
Vive  t e am e d  wit h  Po lySo urce  t o  d e ve lo p  

“T h e  Fix e r s ,” an  ad ve rt ising cam p a ign  t ha t  

b lo sso m e d  in t o  a  m a jo r a sp e ct  o f t h is 

wo rld wid e  re sin  d ist rib ut o r’s b rand  id e nt it y – 

t rickling in t o  t he ir we b sit e , vid e o s, 

p ho t o grap hy, m ult ip le  ad  cam p a igns, so cia l 

m e d ia , e –b la st s, p rin t  m a t e ria ls, and  just  

ab o ut  any o t he r m e d ium  yo u can  t h ink o f.



Project Showcase: PolySource



Project Showcase: PolySource



//  Project Showcase: P u r g e x T M



Advertising Strategies

Project Showcase:
P u r g e x T M

Insp ira t io n  co m e s in  m any fo rm s. In  t h is ca se , t he  

sp a rk cam e  fro m  a  line  o f t h inking t ha t  invo lve d  

Go d zilla  and  t he  GEICO  Ge cko .

IN SPIRATIO N , clo ckwise  fro m  t o p  le ft : 

A) The  cla ssic  b a t  signa l. B) Cro uching he ro , h id d e n  

b a t ? C)  O n o m a t o p o e ia  a t  it s  f in e s t . D) A wo rm ’s-

e ye  vie w o f t he  b ig cit y.



Advertising Strategies



Advertising Strategies

Project Showcase: Vive  – LIFE



Project Showcase: Vive  – Gu e s s  W h o ?



Project Showcase: Vive  – Co n n e ct  4



Project Showcase: Vive  – J e n g a



Project Showcase: 
Vive  Ma r k e t in g



Website Builds
H o w  t o  h ig h lig h t  y o u r  co m p a n y ’s  b e s t  a t t r ib u t e s .



Project Showcase: 
Co n ve n t u s  P o ly m e r s

O ld  ab o ve  t he  fo ld  (ab o ve ). O ld  fu ll ho m e p age  (right ).



Project Showcase: 
Co n ve n t u s  P o ly m e r s

N e w  ab o ve  t he  fo ld  (ab o ve ). N e w  fu ll ho m e p age  (right ).



O ld  “Sust a inab ilit y” p age  (ab o ve ). N e w  ve rsio n  (right ).



N e w  fo o t e r.






N e w  m arke t s ca ro use l.






N e w  m ap .



Project Showcase: 
Cu r r ie r

O ld  ab o ve  t he  fo ld  (ab o ve ). O ld  fu ll ho m e p age  (right ).



Project Showcase: 
Cu r r ie r

N e w  ab o ve  t he  fo ld  (ab o ve ). N e w  fu ll ho m e p age  (right ).



N e w  click UX.






N e w  CTA UX.






Project Showcase: 
Me t a l-Er a

O ld  ab o ve  t he  fo ld  (ab o ve ). O ld  fu ll ho m e p age  (right ).



Project Showcase: 
Me t a l-Er a

N e w  ab o ve  t he  fo ld  (ab o ve ). N e w  fu ll ho m e p age  (right ).



Project Showcase: 
Me t a l-Er a

iPad  ap p  (ab o ve ). Virt ua l t o ur (right ).



Social Media Tactics
H o w  t o  h ig h lig h t  y o u r  co m p a n y ’s  b e s t  a t t r ib u t e s .



Social Media Tactics

Project Showcase:
Vive  Ma r k e t in g



Social Media Tactics

Project Showcase: Ce n t r a l P la s t ics

So cia l Me d ia  En g a g e m e n t

Linke d In  Fo llo we r Gro wt h

+9 5 % +9 4 % +9 3 % +1 0 0 %
To t al Visit o r Gro wt h Uniq ue  Visit o r Gro wt h Clicks Gro wt h



Social Media Tactics



Social Media Tactics



Social Media Tactics

Project Showcase: Co n ve n t u s  P o ly m e r s

So cia l Me d ia  En g a g e m e n t

Linke d In  Fo llo we r Gro wt h

+9 6 % +9 4 % +9 4 % +9 6 %
To t al Visit o r Gro wt h Uniq ue  Visit o r Gro wt h Clicks Gro wt h



Social Media Tactics





Social Media Tactics

Project Showcase: Cu r r ie r

So cia l Me d ia  En g a g e m e n t

Linke d In  Fo llo we r Gro wt h

+8 9 % +8 9 % +8 9 % +9 2 %
To t al Visit o r Gro wt h Uniq ue  Visit o r Gro wt h Clicks Gro wt h



Social Media Tactics





Social Media Tactics

Project Showcase: P o ly So u r ce

So cia l Me d ia  En g a g e m e n t

Linke d In  Fo llo we r Gro wt h

+9 9 % +9 4 % +9 4 % +9 5 %
To t al Visit o r Gro wt h Uniq ue  Visit o r Gro wt h Clicks Gro wt h



Social Media Tactics



Social Media Tactics



Utilizing 
H o w  t o  h ig h lig h t  y o u r  co m p a n y ’s  b e s t  a t t r ib u t e s .



AI T r e n d s  & T o o ls

T r e n d s

• Ge ne ra t ive  AI

• M o re  Co llab  w/ AI & Hum ans

• Digit a l Twinning & t he  O m nive rse

• Lo w-co d e  & no -co d e  AI

T o o ls

• Ch a t GP T

• Ad o b e  Fire fly

• W e llSa id  Lab s





https://marketingformanufacturers.com/will-ai-replace-blogs/ 

Five Reasons AI 
Is n ’t  Re a d y  t o  Re p la ce  W r it e r s  

1) AI canno t  ge ne ra t e  o rigina l co nt e nt .

2 ) AI is o ft e n  inaccura t e . 

3 ) AI lacks t he  t o ne , insight s, and  e xp e rt ise  t ha t  hum ans p ro vid e .

4 ) AI can’t  ke e p  up  wit h  o ur fa st -p ace d  wo rld .

5 ) The re  a re  o wne rship  and  co p yright  co nce rns.

https://marketingformanufacturers.com/will-ai-replace-blogs/




The Bad and t h e  Go o d

T h e  Ba d

• AI Lacks Cre a t ivit y

• Dat a  Pro t e ct io n  and  Privacy

• Bias and  Fa irne ss

• M isinfo rm a t io n  and  Fake  Co nt e nt

• Co p yright  Issue s

https://marketingformanufacturers.com/how-ai-is-impacting-our-communications/ 

T h e  Go o d

• Virt ua l Assist an t s

• Cha t b o t s

• Enhance d  Acce ssib ilit y

• Pe rso na liza t io n

• Language  Transla t io n

https://marketingformanufacturers.com/how-ai-is-impacting-our-communications/


Key Takeaways



VIVE4MFG.COM

Clinton Dybul | Director of Brand Marketing
cdybul@vive4mfg.com 
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