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Veteran Compost 

•  Operational Since July 2010 
•  Only outdoor food waste composter in Maryland 
•  Utilize Positive ASP with O2 Compost system 
•  Compost food scraps and wood chips 
•  8 week process time 
•  Collect food scraps from Baltimore Metro Area 
•  5 employees 



Veteran Compost 

•  Only commercial vermicomposting operation 
in Maryland 

•  Primary Market – Homeowner/gardener 
•  Secondary Markets 

– Agriculture 
– Nursery/Landscape 
– Government 

•  Sell direct to customer ourselves or through or 
direct sellers (Mary Kay model) 

















$97.57 









Branding vs Marketing 

•  Your brand is your company’s long-term 
identity 

•  Marketing, is all the activities – promotions, 
events, advertisements, social media, public 
relations etc. that you’re doing to craft your 
brand and build the level of trust adequate to 
convince customers of the value you’re 
offering. 



Do You Have a Marketing Plan? 

Do You Use It? 



Need a Marketing Plan? 

http://www.quickmba.com/marketing/plan/ 
OR 

http://tinyurl.com/a3l966k (Compost Specific) 



Back to Branding 

The Core elements to Banding 
–  Identify 
–  Strategize 
–  Implement 
–  Reiterate 



Identify Your Brand 

• My Initial Brand and Logo in 
2010 
• Wasn’t sure at that time if I 
would do composting, 
recycling, or renewable energy 
• Thought “it was flexible” 
• No one understood the brand 
(including me) 
• Didn’t fit with our mission, 
culture and identity 
	  



Identify Your Brand 

• Changed Brand after 6 months 
• Reflected my commitment to 
veterans and composting 
• As literal a name as you can 
have 
• About 1% of people think we 
compost veterans 
• Eventually I thought logo was 
a little to much 
	  



Identify Your Brand 

• Logo Tweak for 2013 and 
beyond 
• Want to convey both patriotic 
nature of business and soil 
component 
• Want it to show pride but not 
be too “Merica” 
• Changing logo and adding 
tagline across all labeling, 
packaging, and copy 
	  



Identify Your Personal Brand 

•  Are you the “Compost Guy” or “Compost 
Lady” in your community? 

•  Establish yourself as an expert 
•  Not saying you should create a fake character, 

but rather do a self-assesment of your strengths 
and personality 

•  Play on your strengths understand your 
shortcomings 



My Personal Brand 



My Personal Brand 

•  Unemployed Veteran Turned Eco-preneur 
•  Farm Based 
•  T-shirt and jeans guy with an MBA in my back 

pocket 
•  Expert in composting at all scales 
•  Pretty handy with soil and gardening advice 
•  Nice, personable, and a good sense of humor 
•  Outspoken advocate for veterans and triple 

bottom line efforts 



Strategize 

•  Sit down to plan out your marketing strategy. 
•  Make a list of things to do in order to vamp up 

your brand:  
– New Packaging 
–  Identify Sales Channels 
– Free Samples 
– Social Media and Websites 
– Media Coverage 



Strategize your Personal Brand 
•  Speaking engagements 

– Master Gardener Classes 
– Garden Clubs 
– Rotary Clubs 
– Chamber of Commerce 
–  Schools 
– Tradeshows and Conferences 

•  Social Media 
•  Blog 
•  Books, Articles, news column or tv segment 



Implement 

•  Follow the steps in your marketing strategy 
•  Establish goals and timelines to track your 

progress 
•  Go for the “low-hanging fruit” first 
•  Get feedback  

– “How did you find us?” 
– “What do you think about our packaging, etc. ?” 
– “What else do you need?” 



Free Publicity 

•  Draft an article, attach pictures, send it out 
•  Include the message and brand feel that you 

want 
•  Respond to press requests promptly 
•  Speak kindly about others 
•  Publicity leads to more publicity 
•  Be prepared for your words to get minced 



• Average	  1	  news	  ar,cle	  a	  month	  
• Local,	  Regional	  and	  Na,onal	  Pubs	  
• Appeared	  on	  PBS	  (twice)	  and	  ABC	  
• Every	  ar,cle	  has	  lead	  to	  sales	  
• Brand	  awareness	  for	  $0	  



Social Media 

•  300+ Likes on Facebook 
•  300 Followers on Twitter 
•  We average 2 FB Updates and a half dozen 

tweets a week 
•  Have started to include links to social media 

on our product labels 
•  Now use it as our main way of talking with 

customers 
•  Youtube and Pinterest next areas to tackle 



Website 

•  Website receives heavy traffic 
•  Written in a style that is an extension of the brand 
•  Use Google Analytics to see where people visit on 

the site 
•  Website has lots of detail about products and our 

process.  Customers report that this is something 
that they like 

•  Try to update website every quarter 
•  Ask for feedback from customers for 

improvements 





Awards 

•  Don’t be too proud to self-nominate 
•  Awards help to build business and professional 

credibility 
•  Chance to reach new audiences 
•  Only time you may have to wear a tie or dress 

as a composter 









Reiterate 

•  Be consistent 
•  Be ready to pivot when opportunities arise 
•  But, “don’t forget your roots” 
•  Set a timeline for advertisements, social media 

updates, emails, etc. 
•  Don’t drop off the radar, but don’t beat people 

over the head with it either 
•  Monitor your progress 



Get Feedback 

•  Do you like our packaging? 
•  Does this label answer your questions? 
•  Is this the right size? 
•  Does this brand make sense? 
•  How does it make you feel? 
•  Do you like this font? 
•  Do you like the colors? 
•  What would you change? 





Check out your Online Brand 

hGps://www.brandify.com/	  



Check out your own brand 

http://www.onlineidcalculator.com/index.php 



Monitor your Brand 

http://www.google.com/alerts 



Additional Resources 

•  http://www.entrepreneur.com/marketing/
branding/index.html 

•  http://www.inc.com/building-a-brand 
•  http://www.score.org/ 



Thanks 

Justen Garrity 
President – Veteran Compost 
justen@veterancompost.com 
www.veterancompost.com 
	  



Marketing Plan Template 
•  Summary–Explain how it supports your business plan. Goals 
•  Customer Analysis - Target Market – Who are our customers? 
 
We will be selling primarily to: 
o Direct market retail customers 
o Garden centers/other retailers 
o Nurseries/Silviculture 
o Erosion control 
o Agricultural applications 
o Sod production 
o Turf grass 
o Public Works 
o Construction sites 
o Top soil producers 
o Golf courses 
o Greenhouse growers 
o Landscapers/lawn care 
o Other:  



Marketing Plan Template	  

We will be targeting customers by: 
•  Product line:  
•  Geographic area (which areas? Distance from 

operation?): 
•  Demographics (e.g., Home ownership? Other?) 
•  Psycographic (local, farm produced):  
•  Sales (Target sales of___):  
•  Other?: 
•  Needs/Preferences of customers: 
	  



Marketing Plan Template	  

Market forecast (market needs analysis)—how competitive is the 
market? What are the market and industry trends?:  
	  



Marketing Plan Template 
•  Market Forecast (market needs analysis) 

– How competitive is the market?  
– What are the market and industry trends?  

•  Factors that may affect our business 
– Economic factors (growth, industry health, economic 

trends, taxes, etc.): 
– Regulatory and Legal Factors:  
– Environmental Factors: 



Marketing Plan Template	  
•  Describe the product: 

–  Features (what features will you emphasize): 
–  Brand name (logo):  
–  Quality:  
–  Scope of product line:  
–  Unique characteristics: 
–  Packaging:  
–  Price: 

   

•  Services we will provide (loading, packaging, delivery): 
   

•  Comparison – The advantages our product has over our competition....: 
   

•  How does the product meet the needs of targeted segments? 
   

•  How is inventory managed to meet demand?: 
   

•  Quality – How is quality assured? Type of testing to be done? 
Frequency?  


