


Hey. 



Jaci Lund
PRONOUNCED JAY-CEE

OWNER/CREATIVE DIRECTOR OF TREEBIRD BRANDING

STARTED TREEBIRD BRANDING IN 2013

BRANDED OVER 500 BUSINESSES 

Who even 
am I? 



DESTINED CREATIVE - note: the crayon hair-ties

MOVED AROUND A LOT - ie. good at learning new audiences

PASSIONATE ARTIST - read: weird in highschool 

MICHIGAN STATE COMS MAJOR - best vacation of my life

CREATIVE CIRCUS - “where weird kids become employable”

AGENCY LIFE - hit the ceiling 

STARTED TREEBIRD OUT OF SPITE - celebrating 12 years 

How did I  
get here? 



LOTS OF STUFF! At Treebird, we don’t just create brands; we craft 
lasting institutions designed to stand the test of time. 

What does 
Treebird do?

WE BRANDED BATON BOB’S 
WEDDING

WE’VE CREATED AND 
WORKED ON 100’S OF 

BRANDS

THREE OF OUR CLIENTS ARE 
MICHELIN STAR AWARDED 

RESTAURANTS



Branding

SocialGraphic Design

Web
A BRAND IS FAR MORE THAN A LOGO OR A 

NAME. ITS YOUR IDENTITY AND THE FIRST 

IMPRESSION YOU MAKE.

A STRONG BRAND IS ESSENTIAL, BUT IF 

YOUR COLLATERAL DOESN’T ALIGN, YOUR 

MESSAGE CAN FEEL DISCONNECTED. 

WE CREATE SHOW-STOPPING, AUDIENCE-

APPROVED CONTENT FOR YOU TO POST.

A WEBSITE IS YOUR BRAND’S DIGITAL 

STOREFRONT AND CONNECTION POINT.

Services



So, where
are you at? 



State of your Brand

Starting a 
new Brand

Expanding  
a Brand

What’s Branding 
again? Re-Brand



Brand Goals

1.

2.

3.

4.

5.

Build brand awareness

Create an emotional connection

Differentiate your product or service

Create credibility and trust

Motivate purchasing



A brand isn’t what 
you say it is, it’s what 

they say it is.
Marty Neumeier, The Brand Gap



Top 5 Branding Mistakes a Company can make 

Inconsistent Branding

1.

Ignoring Brand Evolution

4.

Not Understanding the Audience

3.

Neglecting Brand Strategy

2.

Lack of Authenticity

5.



Your Brand as a tree
Level 4LevLLe

Conversation | Leaves

Online Reviews
Press
Social Media
Recommendations
Advice

What your audiences say to each other.

Interaction | Branches

Interactions with 
Staff
Inquiries
Meetings
Sales
Social Media 
Interaction

What your audiences communicates 
back to you.

Level 3

Identity | Trunk

Visual ID
    Logo
    Colors
    Fonts
    Design Elements
Website
Branded Materials
Ads
 Social Media
Press Releases

What you project out to the world.

Level 2

Level 1

Voice | Roots

Positioning
    Category of One
    Unique Methods
    Distinctive Values
    Brand Promise
Value Proposition
    Key Messages
    Reasons to Believe

How we talk about ourselves.

Level 4



Positioning Statement

WHAT CAN YOU CLAIM THAT NO ONE 
ELSE CAN CLAIM? 

WHAT’S IMPORTANT TO YOU?  

WHAT MAKES YOU DIFFERENT 
FROM THE COMPETITION? 

WHAT DO YOU GUARANTEE YOUR 
AUDIENCE WILL RECEIVE? 

Category of One

Distinctive Values

Unique Methods

Brand Promise



Value Proposition
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T H E  VA LU E PROP S TAT E M E N T IS  T H E H E RO:
THE SIMPLE DISTILLATION OF WHERE PRODUCT BENEFITS MEET CLIENT NEEDS.

THIS SHOULD BE DIRECT, PITHY, AND CONCISE. 
IDEALLY 1-2 (SHORT) SENTENCES AND 50 WORDS OR LESS. 

K E Y M E S SAG E S
THE THREE CENTRAL POINTS 

WE WANT TO MAKE ABOUT THE 
PRODUCT. THEY SUPPORT THE VPS 
WHILE ADDING NEEDED DETAIL AND 

BENEFITS. 

•	 Reasons to believe ladder up the key 
message they support

•	 They should be specific, concise, and 
compelling

•	 They are essentially the proof points 
that substantiate the key message 
they fall under

T H E Y S TA RT WIT H A 
H E A DLIN E

AND ADD A BIT OF COLOR AND 
CLIENT CONNECTION WITH THE 

SUPPORTING COPY. 

•	 Examples include specific product 
features, expertise in a given field, how 
the product solves problems, etc. 

•	 All should not just tie into the key 
message they support, but address 
client pain points and needs as 
directly as possible

E ACH COLU M N SHOU L D 
COM M U NICAT E A  CL E A R A N D 
U N DE RS TA N DA BL E T H E SIS.

SIMPLE TEST: READ THE KM AND THE 
UNDERLYING RTBS—THERE SHOULD 
BE A CLEAR TAKEAWAY SUPPORTED 

BY EVIDENCE. 

•	 There are usually 3-5 RTBs for each 
key message 

•	 KMs are written in order of importance 
from left to right

•	 It’s important to note that often 
several RTBs can support more than 
one KM—but they are placed under the 
message that that they best exemplify



Building trust.



If the floors are 
dirty, don’t order 

the shrimp.
Anthony Bourdain, said something like this once. 



Would you “order the shrimp” here? 















Why do we trust 
these brands?



CONSISTENCY!



What about 
 rebrands?

OH SHOOT - I FEEL LIKE 
MY BUSINESS NEEDS A 
REBRAND



People make 
decisions with their 

hearts, not their 
heads.



SUCCESSFUL REBRANDS



SUCCESSFUL REBRANDS



SUCCESSFUL REBRANDS



SUCCESSFUL REBRANDS



But does my brand 
actually matter? 

People know 
who I am. 



An Exercise in Visuals



An Excercise in Visuals



Branding triggers 
our memory. 



Color represents 
up to 80% of how a 
person remembers 

a brand.

Did you know? 



DON’T USE “$”  
(DOLLAR SIGNS) ON  
A MENU

DO NOT USE A BOX TO 
HIGHLIGHT A MENU 
ITEM

DON’T PUT THE ITEM 
YOU WANT TO SELL 
MOST IN THE TOP 
SPOT

Menu Hot Tips



Trends Beware



Templates Beware



Logos/Branding created via 
Canva or AI can be used by 

anyone! 

 This means your rights to the 
logo are non-exclusive and 
you can not register it as a 

trademark.

Did you know? 



DO NOT USE GMAIL.COM FOR YOUR PROFESSIONAL EMAIL

DO NOT PUT WWW. ON MARKETING MATERIAL

YOU NEED A BUSINESS CARD

Small business 
tips.



We’ll make you 
a business card.

Email JACI@TREEBIRDBRANDING.COM

EPS OF YOUR LOGO (we’ll take a jpeg or a png if that’s all you have)

ALL CONTACT INFORMATION YOU WANT INCLUDED

BRAND GUIDE/ONE-PAGER IF YOU HAVE IT

ALL WE ASK IN EXCHANGE 
IS THAT YOU...



Blow us up. (ONLINE)

JACI LUND

TREEBIRD BRANDING AGENCY

@TREEBIRDBRANDING





Bonus: 
Color Theory



Color Temperature Influences Perception
Warm colors evoke feelings of warmth, energy, and passion. Cool colors create a sense of calm, relaxation, 

and serenity. This temperature perception influences how people feel about a room or a brand.



Red is the Color of Humanity
Why? Red is the color of blood. It’s associated with both love and danger. It can evoke strong emotions on 

either end of the spectrum, which is why it’s often used strategically in branding 
and advertising to grab attention. 



The Power of Blue
Blue is the most popular favorite color in the world. It’s often associated with trust, stability, and 

professionalism, which is why many corporations and banks use blue in their logos and branding.



The Psychology of Yellow
Yellow is linked to happiness and optimism because it’s associated with sunlight. But, too much yellow 

can be overwhelming and cause anxiety. Remove all yellow in recovery as it can lessen 
the effects of pain medications.



Green is both Nature and Money
Green naturally evokes feelings of balance and growth, as it’s the color of nature and renewal. It’s 

also linked to financial prosperity, making it a favorite for businesses aiming to convey wealth or eco-
friendliness. Green trends change the most. 



Purple used to be Ultra Rare
Historically, purple dye was incredibly expensive and difficult to obtain, which is why it’s often associated 

with royalty, luxury, and wealth. Today, purple still carries that premium feel in branding and design.



Gray is the color of indecision
Not quite black, not quite white. Grey is “in the middle” and should be avoided when trying to convey a 

clear, strong message. Anyone else sick of noncommittal millennial gray interior design? Boring. 



Simultaneous Contrast
A color can look different depending on the colors around it. This is why you need primary and secondary 

colors to ensure everyone is playing nicely.



Color Priming
Studies show that people are more likely to associate positive feelings with a product or brand when 

they’re exposed to certain colors beforehand. For example, green often primes people for thoughts about 
nature, health, or eco-friendliness.



Color consistency is crucial for brand recall.

The human brain remembers visuals far better than text, and consistent use of color can enhance brand 
recognition by up to 80%. Think about how the shade of red in Coca-Cola’s logo is instantly recognizable.



Color and time perception.

The color of an environment can actually influence how we perceive time. Warm colors make time feel like 
it’s passing faster, while cool colors,  slow down our perception of time. This plays a role in the design of 

spaces like restaurants and hospitals, where specific atmospheres are desired.



Baker Miller Pink

Had a temporary calming effect—lasting about 15 to 30 minutes— so prisons started painting their walls 
pink. However, overexposure caused a rebound effect. Instead of pacifying the inmates, the color began to 

heighten their irritability, frustration, and aggression which lead to riots.
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Brand Consistency Checklist

1.  CORE M E S SAGING A LIG N M E N T 
Ensure your mission, vision, and value proposition are 
clear, consistent, and featured prominently across all 
platforms.

2 .  BR A N D VOICE &  TON E 
Audit your content to maintain a unified tone and 
adjust slightly based on platforms while staying 
recognizable.

3.  V ISUA L IDE N TIT Y COH E SION 
Check for consistent use of logos, colors, fonts, and 
graphic elements across all designs and marketing 
assets.

4.  T Y POG R A PH Y RU L E S 
Verify that only approved fonts and type treatments 
are used, with consistent hierarchy and readability 
standards.

5.  IM AG E RY & PHOTOG R A PH Y S T Y L E 
Use photos, illustrations, and icons that align with your 
brand’s visual guidelines and maintain a cohesive look.

6.  CON T E N T CONSIS T E NCY 
Keep language, themes, and topics in your content 
aligned with your brand’s personality and expertise.

7.  SOCI A L  M E DI A  BR A N DING 
Standardize profile images, cover photos, and bio 
descriptions, and ensure post designs are visually 
consistent.

8.  W E BSIT E  U NIFORMIT Y 
Check that all web pages adhere to brand guidelines 
for design, layout, and content, including calls to 
action.

9.  E M A IL  &  N E WSL E T T E R T E M PL AT E S 
Use branded templates and maintain a consistent 
format, greeting, tone, and sign-off in all email 
communications.

10.  BR A N D GUIDE LIN E U PDAT E S 
Regularly review your brand guidelines to keep them 
current and ensure your team is informed and trained 
on updates.



Get the Deck!

Free Brand Audit

Keep in Touch!

treebirdbranding.com/webinar

treebirdbranding.com/brand-audit

treebirdbranding.com

jaci@treebirdbrandng.com

linkedin.com/in/jacilund



6 0 Treebird Branding Work

SOCIAL

     @treebirdbranding
     Treebird Branding Agency

INFO
 
4920 Roswell Rd
Suite 58B
Atlanta, GA 30342

TREEBIRD BRANDING CONTACT

(470) 290 - 3699
info@treebirdbranding.com
treebirdbranding.com  


