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• They are pulled in many directions

• With no exclusivity, they have been 

selling competitive products that have 
been around for generations (i.e., 

Dekalb and NK)

• They rely on Brevant seeds agronomic 

expertise

• Typically yield to what the farmer 

asks for

• Relationships drive decisions

• May is a busy month for retailers, and 
this is a consideration for the campaign 

launch timing

OTHER RETAILER POINTS TO 
KEEP IN MIND:

Their attention is at a premium

Their participation must have results 
associated with it

Giveaways draw strong interest from their 
farmer audience



• Local field trials, proven performance 

and retailer recommendations are 

relied upon for their purchasing 
decisions

• They are fiercely independent yet 
value a partner that has earned their 

trust through responsive service

• It’s a relationship business and it 

needs to make business sense

• Farmers buy from and are loyal 

to retailers to meet all their 
agronomic needs

• Farmers appreciate being part of a 

co-op and its benefits when the 
business succeeds

ADDITIONAL INPUT WE KNOW 
ABOUT FARMERS:Farmers who try Brevant seeds are likely to 

continue planting it. However, there is still need 
to increase farmer awareness of the brand

The best way to reach farmers directly for this 
campaign is through the retailers

Brevant seed’s growth depends on winning 
with both retailers and farmers



EMPLOYEES 

• Celebrate achievements with 

internal Brevant seeds 

employees 

• Instill pride in employees 

demonstrated through 

engagement and retention 

• Encourage belonging 

through participation 

RETAILERS 

• Strengthen relationships with and motivate 

retailers to proudly promote the Brevant 

seeds experience

• Create demand among farmers by 

equipping retailers with effective tools and 

incentives

• Differentiate Brevant seeds from 

competitors through storytelling that 

highlights agility, performance and the 

strength of Corteva’s support

• Prime retailers before fall to ensure Brevant 

seeds is their top recommendation when 

farmers start ordering

FARMERS

• Ask for Brevant seeds 

by name

• Know the retailer and Brevant 

seeds team have their back 

with service, data, research 

and expertise to back up 

decision-making



Spreading 
resources across 
many moving parts 
can lead to 
diminishing returns 
on impact

When money is tight, 
you need to minimize 
costs and maximize 
value

Money goes fast



People love to win People love the 
chance to win cold, 
hard cash

People love to be 
recognized, thanked 
and appreciated





• $5,000 to Brevant seeds employees

• $5,000 to a retailer

• $5,000 to a farmer

• $5,000 to the future of agriculture

• $5,000 to social good

To celebrate Brevant seed’s 5-year 

anniversary, give away $5,000 to 

5 groups, including all target audiences 

and causes they care about—

so Everybody  Wins.



Brevant seeds employees work hard every day. 
So why make them work more for the 
opportunity to win? That’s why this part of the 
giveaway is a no-strings-attached appreciation 
done through a random drawing that gives 
$1,000 to 5 deserving team members. 

And how do we make that even more exciting? 
We do the drawing live in our monthly video 
chat. Lots of excitement. Lots of energy. 
Lots of fun.

TO BREVANT 
SEEDS 
EMPLOYEES.



Drawing for $5,000 Cash

Celebrate the retailer. Keep it simple. 
Encourage participation. 

Every engagement using the brand (i.e., 
social post, newsletter mention, co-branded 
ads/content) earns an entry.

TO A 
RETAILER.



Retailer led and promoted, this is how we’ll celebrate 
Brevant seeds' farmers, reach new growers and get 
social with this part of the giveaway. 

1. A co-branded retailer/Brevant seeds dedicated 
giveaway post encourages users to like, comment 
and share. For every engagement, that farmer will 
get an additional chance to win the $5,000. 
Leveraging hashtags, this is how we will track all 
entries in one area.

2. A great way to get user-generated content, every 
time a farmer tags Brevant seeds and their retailer 
in a post (i.e., promote field signs, planting photos, 
families on farms, etc.) they get a chance to win 
the $5,000.

TO A 
FARMER.



Brevant seeds is dedicated to the future of ag. 
To show that appreciation, we simply donate 
the amount to FFA in your name and promote 
the gesture with PR and social tactics.

For even more reach, we'll leverage your 
existing sponsorship “Turn the Bag…” to help 
promote the scholarship donation and thank 
farmers.

TO THE FUTURE 
OF AG: AN FFA 
SCHOLARSHIP.



Ex: This 9/11 Memorial post received over 750 likes and 
50 shares from the Dairyland Seed audience. 

That was over 184% difference from the average number 
of engagements.

FOR SOCIAL 
GOOD: 
VETERANS.

Why veterans? Aside from the fact that they 
deserve it and often go underappreciated and 
under-supported, patriotic content plays very 
well with this audience.



$50K TO SHOUT 
IT FROM THE 
MOUNTAINTOPS.
When budgets are tight, earned and owned 
channels become immensely valuable. 
Through aggressive social and digital 
campaigns, as well as leveraging your 
strong intracompany communication 
channels, we will be able to maximize reach 
with minimal spend. 



PUBLIC RELATIONS.

Collaborate with your in-house team to leverage current partnerships 
and sponsorships to extend the initiative efforts during the campaign 
window:

• Ag Retailers Association membership

• Webinar series

• Brownfield Ag News sponsorships

• Focused content in May – June on the anniversary

• On-air and Podcast interviews during campaign

• Key content segment sponsorship

• The Scoop, Farm Journal article series

• Focused content in May – June on the anniversary

• Podcast interview during campaign

• CropLife sponsored content, webinars

• Farm Progress sponsored content, webinars

• Farm Progress Show, Decatur, IL August 26 – 28

• Man-on-the Street video interviews

“Beyond the Field: Brevant Seeds' 
Lasting Partnerships with Retailers and 
Farmers Alike”
A featured article about the new social 
good effort that helps, employees, 
veterans and the next generation of ag. 
Extend content on social channels and 
ask for engagement such as a shoutouts 
to community connections.

"Supporting Those Who Serve Others: 
Brevant Seeds Giving Back to 
Veterans”
Feature the Brevant seeds partnership 
with the retailer and a veteran farmer and 
tie that into a Brownfield Ag News 
sponsorship and/or podcast. Similar 
approach with the various 
audiences/cash recipients. 

“A Special Cash Crop: Brevant Seeds 
Launches Campaign to Give Back”
Feature shares results of anniversary 
campaign and engagement highlights, 
announcing winners and what the cash 
reward means to the winners. 
Engagement can be promoted on social 
media channels and trade partners 
invited to participate to be featured in 
their own outlet highlights. 
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SOCIAL MEDIA.

Create assets that can be used across social 
channels and a co-branded set to share with 
retailers for their use:

• Short-form videos

• Campaign graphics

• Testimonial templates

• Announcement

• Contest details – for farmer and retailer 
engagement

• Series of posts on the promotion

https://vimeo.com/1029030667/8b1c554349?share=copy


Although we will be leaning 
heavily on the “free” stuff, by 
being smart with our media 
dollars we can extend our reach 
even further by including some 
paid efforts.



• Lead Generation: Gather entries for 

giveaway and emails for newsletters 

(with consent)

• Awareness Ads

• Traffic Ads

SOCIAL MEDIA PROMOTION.

Boosting posts on platform relevant to 

the target audiences.

• Retailers: LinkedIn, Meta

• Farmers: Meta

Social media promotions allow us 

to reach audiences with specific 

interests, behaviors, job titles and 

industries, as well as geotargeting 

in key markets: MN, IA, IN, NE US, 

SD, NE, WI and OH

• Custom Audience

• Look-a-like Audience 

Extend reach beyond those who follow you (both audiences are important)

BOOSTED SOCIAL POSTS AUDIENCE TARGETING RECOMMENDED AD TYPES



PROGRAMMATIC DIGITAL.

Reach your target audience with precision by leveraging 

your first-party data to serve ads across devices at a given 

address. 

• Current retailer partners, prospective retailers and 

retailer patrons/farmers

• Serve ads to potential audience alongside similar 

topics, creating ad relevancy and higher engagement.

• Geotargeted to key markets: MN, IA, IN, NE US, SD, NE, 

WI and OH

ADDRESSABLE 
TARGETING

CONTENT 
TARGETING

ADS CAN BE DISPLAY, NATIVE AND VIDEO







Number of participating 
retailers 

Digital impressions, clicks, CTR

PR pick-ups Retailer feedback and 
relationship strength

Number of participating 
growers

Sentiment measurement

Social impressions, 
engagement, clicks and 
template use among retailers







THE TRUTH:
IF YOU BUILD IT, 
THEY WILL COME.

Insights:

• Events and experiences can truly move 
the needle for brand awareness, action 
and loyalty 

• Creating a celebration destination can be 
a driver for all audience engagement, 
create buzz in the industry and be a 
source for additional campaign and 
content creation



Position retailers as the premier 
Brevant seeds partners bringing 
custom grower solutions. Growers will 
be celebrated as the best customers 
and smartest farmers. Employees will 
be invited to locations, including sales 
reps and agronomists onsite and 
assisting with the event. Extend 
invitations to key media as well. 

Create one-day celebration 
destinations at key retailer locations 
rebranded as “Brevantville, USA”. 
Generate excitement and enthusiasm 
among retailers and their grower 
customers, making it a can’t-miss 
event, including food, entertainment, 
games and giveaways.

THE IDEA. 



• Host the events at key retailers and  
encourage Brevant seeds 
employees to attend 

• Tease with a social media series 
inviting customers to win a trip to 
Brevantville, USA

• Brand the heck out of the events 
with 5-year merch, signage and 
games that echo Brevant seeds' key 
message: High Performance 

• To answer the theme: Don’t just 
win, WIN, the contests and games 
would showcase what the highest 
performance looks like. Could be 
stunts, feats of strength, etc.

THE 
EXPERIENCE. 



“Rooted in partnership: 
Brevant seeds’ deep 
connections with retailers 
and their customers”
A podcast featuring seed to 
harvest: a Brevant seeds rep, a 
dedicated retailer, and a hard-
working farmer who each share 
their unique perspectives on 
what it takes to grow a successful 
season and a sustainable 
business.

“What does an F1 Driver 
have in common with a 
Seed Company? It’s all 
about the experience.”
When it comes to winning, 
both the Andretti organization 
and a top-performing seed 
company know it’s about more 
than just reaching the finish 
line – it’s about precision, 
performance and partnership. 

A sampling of 
employee kits, 
swag, signage, 
easy printables 
and PR.



Turn Brevantville from small 
regional activation into larger 
destination for bigger buzz at the 
10-year anniversary milestone.

Where do you see yourself in five years? We see you 
as continuing your meteoric rise in the retail space, 
with exponential growth and eyes on more. We also 
see ourselves right by your side, celebrating 10 years 
of winning.

So, what does that celebration look like, with a little 
more time, a little more budget and shared 
knowledge between five-year trusted partners? 
It could look a little something like this.

HOW CAN WE 
MAKE THIS IDEA 
BIGGER AND 
BOLDER?



A premiere venue destination with big-name 
music and a festival atmosphere that provides a 
platform for impactful storytelling, major media 
engagement and community social good. Grower 
success panels as well as research and innovation  
hubs enhance brand awareness and create 
buzzworthy platforms for audiences and content 
creation opportunities.  Level up games, contests 
and giveaways to continue the connection 
between Brevant seeds and winning. 







Number of attendees – 
employees, retailers, 
growers, media

Website metrics: engaged 
sessions, registrations

PR pick-ups – pre- and 
post-event

Online registrations,  
impressions and CTR

Interviews/onsite media 
relations

Post-event survey to retailers – 
feedback and relationship strength

Social impressions, 
engagement, clicks and 
template use among retailers







A WINNING TEAM.
You have specific needs, we have specific capabilities. You have 
goals, we have roadmaps to help you get there. Between
the two of us, we have what it takes to create a winning dynasty.

• You need a partner that enjoys collaborating with your 
internal resources

• We have what it takes to be efficient and fiscally responsible

• You need to work with a partner that gets you
• From Dairyland Seed to the brands in our roster, it means 

minimal time to onboard us

• Your unrelenting desire to challenge the status quo
• Our ideas keep coming, que SPARK
• The media evolution

• You need to tap experts across all comms
• Our ”Nxtpertise" keeps us ahead of industry trends
• We dig into the issues that you face







https://vimeo.com/756433133/7412e171e3
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