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agency overview 

Who We Are

Life is relationships. Be it family, customers, companies, 
or products, we are constantly forming, building, blending, 
and breaking down relationships.

At Blender, our backgrounds are varied and we’ve all had to weather our fair share of 
storms. Sometimes, a successful life is one where you don’t have to sell your soul. We 
believe in redemption and aspire to be better than we were yesterday. Some days we fail. 
We haven’t had life with a silver spoon, though we’d like to try it sometime!

Branding is what we do—with enough money we all have our causes we would like to 
champion. Sometime, we might tell you about one. Today, our clients are our cause. If 
you win, we win. We just think like that.

In the end, it’s relationships that make a perfect blend.

              Services include
• Break Through Strategy

• New Ventures

• Marketing Intelligence

• Integrated Branding

• Brand Identity

• Advertising Campaigns

• Digital Branding

• Public Relations

• Marketing Campaigns

• Brand Experience

• Experiential Marketing

• Creative services

1.0

Blender is a marketing and visual communications firm,
specializing in brand development and positioning. We 
deliver strategic solutions that challenge convention, create 
emotional connections, and achieve results.

Our purpose is to craft emotional connections between 
brands and their consumers.

Since 2001, Blender creative has worked with a variation of clients from  
fortune 100 brands to ambitious start-ups just starting the branding process.
Because of our extensive experience creating and strengthening brands, we are often 
called upon to develop new brands, and to refine and extend existing ones.

In today’s ultra-competitive marketplace, this is highly valuable to our clients’ success.
But our work is not limited to brands. We build strategic and creative communication 
tools to focus internal and external audiences on specific issues of importance. We  
develop identity platforms and advertising campaigns to tell compelling stories and  
transform your brilliant concepts into recognizable, profitable business.
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For a detailed description of our services  
see pages 29 and 31.



overall process

Lead with Brand

Remember Elmer’s Glue—how it smells, how it oozed out 
of the bottle, and how if you rubbed it all over your hand it 
would pick up your hand prints and you could make skin? 
That’s the power of a brand.

What does “Lead With Brand” mean? Your brand is a series of relationships from the 
visionary, to the team, to the product, to the public.

Brands like Apple, Nike, and Coke own powerful connections that go beyond the goods 
they sell, relationships that create an unreasonable loyalty at the cash register. If we can’t 
connect people to the brand’s product, image, or service, failure is inevitable.

Your brand started with a flash of brilliance that made you abandon all reason and  
embark on a bold, entrepreneurial venture. Given purpose and direction, that spark  
becomes a driving vision that attracts people and clients to you.

When you hire staff, competing agendas increase and it’s easy to lose control without 
unflinching guidelines. Brand alignment ensures your entire team is pulling together, true 
to the vision, preserving and building relationships of integrity.

Brands are relationships. Branding ensures you are accountable to the vision.

Be true. Be real. Be the brand. Be the glue that ties everything together.

1.1
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when working1.1

  

- We interview key personnel within the client organization and conduct market research on 

competitors and existing customer base.

 - We conduct an interactive workshop with the key brand stakeholders from across the 

organization to identify the core elements that make up the desired brand attributes and 

perceptions. The information discovered in the workshop forms the basis for the preliminary 

brand attributes and perceptions to be tested with consumer focus groups.

 - Using our Emerge Brand Growth Strategies™ process, we facilitate consumer test groups 

to evaluate brand design elements and core messaging. The data from the focus groups is 

distilled into a branding standards guide and integrated into your marketing plan.

     Identification

 - Using the information gathered in the brand workshop and test groups, we develop creative 

direction platforms for executing the brand strategy. Investing in the development of broad 

creative platforms prior to design ensures that we are building a brand and not just a one-off, 

tactical deliverable. 

- Once a creative direction platform is selected, our talented designers execute the tactical 

marketing components to achieve a visually compelling design that connects with consumers.

 - It is important to share the brand strategy with employees at all levels across the 

organization so that they feel like they have a stake in the brand. Inspire employees to look  

for ways to integrate brand messaging into their daily tasks and customer interactions.

  Involvement
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A Different Approach to Getting Results

Creative is only as good as the consumer response it generates. If you miss your target audience, 

you miss your sales forecast numbers. Marketing budgets are tight and there is little room for 

“do overs.” This all translates into strong expectations for marketing programs that hit the mark: 

creative that connects with consumers and is delivered on time and on budget.

By now you know Blender is passionate about creating emotional connections with consumers. 

We are equally sensitive to managing the creative process within the timeframe and budget 

for the project. We developed iTraffic, a proprietary traffic management software that tracks 

the progress of a job from concept ideation through final development, ensuring that work is 

delivered on time, on budget, and on strategy.

research 1.2with clients1.1

Testing

Successful brands never recklessly gamble their brand  
equity. Just because Chicken Little says “the sky is falling” 
doesn’t mean it is. You need a little free-range testing.

Remarkably, people risk everything to launch a new venture and never bother to ask their 
customers what they want. These people may as well take their seed capital to Vegas and 
put it on red. Procter & Gamble is one of the biggest brands ever created. They don’t go 
on hunches. Before any major new brand or brand change they test.

Self-delusion is perhaps single fastest company killer. Test groups keep us from  
drinking our own Kool-Aid. When Oldsmobile came out with the ‘This is not your 
father’s Oldsmobile’ campaign, they immediately lost 27% of their market. Why?  
Because it still looked like your father’s Oldsmobile and it offended the fathers! They 
were drinking their own Kool-Aid.

Never assume you know what your customers want. Ask them. Then shut up and listen. If 
you listen very carefully they may quietly, inadvertently tell you their secret—the secret 
to your success. Be smart, do this, and build your brand the right way.

Let the other guy be finger lickin’ good.
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more research1.2
Before you spend thousands of dollars to print marketing 
materials, wouldn’t it be nice to get feedback from your 
customers about which design elements work and which 
ones are off the mark? We are strong believers in listening 
to the consumer throughout the marketing lifecycle. We 
gain valuable insights from the data and refine the design 
and messaging to keep the brand on target.

Consumer test groups are a particularly useful tool when launching a new product or 
service, or when introducing a brand redesign to the market. A test group is comprised 
of respondents who match the demographic profile of the primary target audience for 
your product or service. 
 
A facilitator leads the test group through a series of questionnaires and an open 
discussion about the items you want tested: logo treatments, taglines, color palette, 
imagery, typography, design comps, and even key messaging. Using our proprietary 
Emergence™ methodology, we conduct test groups to gather essential consumer 
feedback about your product or service. The data from the test groups is distilled into 
brand identity boards and integrated into your marketing plan.

If you are like most companies, your marketing plan calls for multi-channel marketing 
programs: web, print, TV, radio. The challenge is how to integrate the data from these 
programs into meaningful insights. You need a way to quickly analyze, synthesize, and 
evaluate the data so that you can understand ROI, effectively apply future spending and 
forecast results. We use the state-of-the-art SharpView™ Marketing Analytics Platform 
to provide a single dashboard view into all of your marketing programs, integrating 
data from disparate sources and campaigns, both online and offline. With our dedicated 
analytics services you can understand and enhance your data, and make it meaningful 
and actionable. Key features of the SharpView™ Marketing Analytics Platform include:

-  Built-in analysis and modeling ( we help identify key insights hidden within your data )

-   Graphical reporting interface ( each page is easily understood at-a-glance, with areas to  

  add your notes directly into the dashboard )

-   Highly customized solution ( a web-based software solution built specifically for you, based on   

 your needs with no limit on the amount of data or details to be tracked )

 How to Know what’s working

The  Test Group Analysis report provides a detailed summary of the key findings from the focus 

group sessions. The report identifies design and messaging elements that connected with the 

primary target audience, and offers recommendations for the first generation of design and 

messaging.  This comprehensive report is a valuable due diligence asset for companies seeking 

funding for their product or service.

DELIVERABLE

The deliverable includes a detailed report 

of the key findings from the test group 

sessions, as well as strategic and tactical 

recommendations for launching the first 

generation of design and messaging for 

your product or service.

KEYWORDS FOR PRODUCT LINE

METHODOLOGY

We assemble a panel of consumers who match the demographic profile of your primary audience. We provide a 

detailed demographic report on the individuals recruited to serve on the panel. This allows you to review and 

approve all panel members prior to the test group session. Using an informed and pertinent set of questions related 

to the items you want tested – logo treatments, taglines, color, imagery, typography, design comps, key messaging – 

we create a Questionnaire Booklet and Facilitator Guide. The panel first completes the questionnaires without 

interaction between the panel members. This ensures that 

individuals are not influenced in their responses to the questions.  

After the completed questionnaires are collected, the facilitator 

leads the panel through a set of open discussion questions. The 

test group facility is equipped with viewing rooms, allowing you 

to observe the session and even submit follow-up questions to 

the panel during the open discussion section.
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and more research1.2

Customer Optimized

Everyone talks about Search Engine Optimization, but are 
you customer optimized? Now is the time to figure out how 
the sausage is made. No matter how good the product or 
service is, if it isn’t optimized to fill your customer’s needs 
and dreams, someone else will take them from you. Let’s 
get our hands dirty.

Customer optimization means to always focus on your audience. Compared to your  
competitors, do you work? Are you easy to buy from? Are you affordable? If customers 
do not convert, then you are irrelevant, untrustworthy, or unremarkable.

Who is your audience? Everyone? Really? Just how does one serve everyone? You  
cannot be all things to all people. In fact, the more you limit the audience the more likely 
you are to succeed.

Steve Jobs of Apple—the company that told you to ‘Think Different’— gained traction 
with creative, left-brain designers who demanded high-performance perfection and he 
took care of them. These designers became dedicated advocates. Secondary markets  
followed later.

If you discover what your primary market wants most, and then give it to them, you will 
never go hungry. Remember, a good bratwurst doesn’t start out yummy looking.
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billing process 

Being “customer optimized” means customizing our  
process to fit your needs.  On completion of your brand  
discovery we will prepare a strategic plan with several  
recommendations.  From there, it’s up to you to determine 
your level of commitment.  We can work on retainer or on 
a project-by-project basis with deposits and progress  
payments.  

Our rate is $120 per hour, and $150 per hour overtime.
How quickly you would like to move your initiative is 
largely at your discretion.

1.4
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case studies1.5
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CarLife is an innovative automotive care center that believes people are more important than 

cars, seeking to build old-school analog relationships. Our job was to help them launch a new 

chain that provides a high-touch, female-friendly experience in a comfortable environment.

Takin’ It To the Streets

We created an entirely new brand from the ground up including a brand workshop, naming, logo, and ad 

development. We turned to their target market for a series of intensive focus groups. Our subjects surprised us, 

choosing approaches we did not expect, while rejecting more obvious options. With this intelligence in hand, 

we tuned up the brand and took it for a spin.

Our work didn’t stop there. Look under the hood and you’ll see that Blender provided a key, new funding 

connection to rapidly fuel their store expansion. There’s more to us than just pretty paint jobs.

Ladies, Start Your Engines!

Today they are open for business with a solid brand and a beautiful waiting room that is nothing like a typical 

car care center. Without a doubt, CarLife was made for the fast lane.

Facebook, Twitter, YouTube, blogging— a few years ago who would have thought these 

would dominate the modern landscape? Like it or not, social media is an undeniable force 

in today’s economy. But it’s not the simple, safe place it used to be. More and more, it takes 

savvy to effectively harness these new media and monetize them.

In 2008, brick and mortar overhead became a distinct liability. Bella Fine’ was an interior 
design store suffering from the housing bust and looking for a new way to do business. Their 
solution: take their “The Bella Life” blog and turn it into an affiliate marketing machine. 

Becoming Relevant.

The blog’s contributing soul belongs to a mother and her four daughters. The challenge is bridging two 

generations and five distinct personalities into a single blog. Paying homage to its interior design roots, Fancy 

House Road became home to their new concept, a blog that seeks to provide women a community where they 

feel heard and connected through content that is entertaining, inspiring, relevant and chic.

The next challenge—create a big enough audience to reach monetary critical mass. Sometimes, branding 

can be like giving birth… breech. It takes a lot of intense work and it seems like everything happens 

backwards, but when you’re done you have this amazing new baby that’s ready to go out and face the world. 

The train has left the station.

While many of us still resist taking our first Tweet, social media is rapidly entrenching itself as a national 

addiction. More than that, social media is becoming a rich shadow market for those who know how to harness 

its power.
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case studies cont.1.5

              , an innovative advertising agency devoted to viral marketing to teens,needed a 

creative partner who could bring their underground strategies to life. Owned and guided by 

Procter & Gamble, Tremor was written up by Forbes for their pioneering approach. Still, they 

had the wisdom to recognize that creativity was not their strong suit. Needless to say, we 

were pleased they knocked on our door.

Word got around.

Word-of-mouth marketing demands a subtler approach than mass-marketing. When people, especially teens, 

recommend a lipgloss, movie or online experience, they do it because they’re enthusiastic, not because 

someone told them to do it. Our job has been to create strategies to get the word out, without preempting the 

individual teen’s authority to decide and speak for themselves.

Creative for a cluttered marketplace.

Teens have grown up with marketing. They’re hit with it constantly. They can smell it a mile away. Tremor 

needed a creative partner to develop strategies and campaigns that would support standard brand positioning by 

actually standing apart from it. Heavyweights such as Coke, Capitol Records, ABC and Dreamworks all got on 

board for the underground ride.

While the means were not quite conventional, the results were downright measurable. Integrating online and 

offline tools, our campaigns have sparked word-of-mouth buzz for a variety of purposes, from increased 

lipgloss sales to getting a movie trailer on MTV’s Real World.

LifeLock, an identity theft protection company, was experiencing rapid growth. In just 2 years, 

they became an $1.5 million company, achieving customer enrollment milestones years 

ahead of their business development forecast. Such tremendous growth translated into a 

healthy budget allocation for marketing and advertising. There was only one problem—the 

management team had been so focused on day-to-day business operations that they hadn’t 

taken the time to build the brand. 

Identity theft identity crisis.

LifeLock turned to Blender for help with brand development and positioning. The LifeLock organization 

was centered on a core group of employees who were very enthusiastic about their company.  We 

wanted to understand their thoughts on who their target audience was and how consumers connected 

with their product. In a branding workshop, we brought together key personnel from all areas of 

business—sales, customer service, operations.  We facilitated a process through which the employees 

constructed a target audience profile, identified key differentiators, and determined visual associations. 

Branding pays off.

Next it was time to test the validity of the information we’d gathered.  We conducted focus groups with existing 

customers, general consumers, and business leaders to get their feedback on consumer motivators, taglines, 

keywords, color palette, imagery, messaging and credibility factors.

Using the consolidated information from the employee workshop and focus groups, we created LifeLock brand 

boards.  These boards defined the company’s mission, vision and positioning statements, and established color 

palette, brand imagery, and core messaging.  LifeLock used the brand boards during investor presentations 

and eventually secured $6.85 million in venture capital. Currently LifeLock has 300,000 customers and is a $35 

million company as well as the industry leader for identity theft protection.
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F&B Restaurant
Coca-Cola
Desert Island Restaurants
Eddie V’s Edgewater Grille 
First Hospitality Enterprises
IDFA 
Jack Daniels
Kraft
Mountain Dew
Nothing But Noodles 
Oreganos
Pizza Hut
Poore Brothers
Red Bull
Sam Adams
Vanilla Coke
Yum Brands

Retail
BMW
CoverGirl
Herbal Essences
Procter & Gamble
Lightening Audio
Mazda
Pet Proz
RockFord Fosgate 
Seacret Spa

Land Development/Housing
CB Richard Ellis Investors
Precision Real Estate
La Garita Properties
Liquid Property
Mark Ryan Studio
Merz Project
Pinnacle Point Home Builders
Playa Dorada
Swenson Realty Group
Tre-Grupo Development Company
UTAZ Development

Services/Healthcare
Arizona Laser
CarLife
DHL
Enerjoy Fitness
LifeLock
Menlo Devco 
New Mark Care Center 
Northcourt Rehab
Phoenix Mountain Nursing 
Plaza West Regional Health
Toni & Guy
Vimo
Vizilite
Wellsprings Therapy Centers

Entertainment
ABC
America Online 
Arizona Cardinals
Capitol Records
DreamWorks SKG 
EMi
Narada - EMi 
Rumba Brava Productions
Stratosphere
Vinegar Sting 
Virgin Records
Woodrun Select
XOXOXO Music

Marketing and Consulting
Access International Media
Brand Expansion 
Catalina Marketing
Cramer-Krasselt
Free Range Productions
GD MAC 
Propeller
Rhino Seminars
JumpStart Group 
Lisa Fullam & Associates
Magnus Effect
Moses Anshell
SHR Perceptual Management
Strategy Factory
Tremor

Technology
Armor Holdings Aerospace
AT&T Canada 
AutoXray
AVSi 
Bird Above Technologies 
Confoe
FutureCom Global
Hewlett Packard
METL - Metals Engineering
Monster Cable
Motorola
Naturally Efficient
SpeedFam

Financial Services
Biltmore Ventures, LP 
Foundations Financial 
Robert Harding Financial Group
Seleznov Capital Advisors
Sperry Van Ness

Hospitality/Hotel/Tourism
City of Phoenix
Fairmont Resort
Four Seasons Resort
Hotel Bel-Air 
Hyatt Resorts

Other
AD2 Phoenix 
Crossroads Youth intervention
Esau International 
Fall Off Mentality
GouldEvans
KC & Associates 
Meyer Photography
Phoenix Ad Club
ResearchArts
Shade Projects
Vision for Youth
Lone Mountain Elementary

We are grateful to have worked with the following 
distinguished companies:
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