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The management of the food incubator must be able to act quickly 

and decisively to keep up with changing membership, shifting 
business trends, and growing customer demands. Selecting a 

management structure requires careful consideration of the goals 
and functions of the incubator as well as the practical issues of day-

to-day operations. 
 

This section will review the possible management types, and the 
criteria to consider in the selection process. 

 
__________________ 

 
 

1. 
Management Structure 
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What are the primary goals of the incubator? 
1.   Launch and grow businesses 
2.   Create jobs 
3.   Create economic wealth 
4.   Improve and increase culture 
5.   Workforce development 
6.   Create a strong local food network 
7.   Expand opportunities to a diverse community of producers, retailers, 

wholesalers, and small entrepreneurial markets  
8.   Create educational opportunities 

 
What are the primary drivers of achieving the goals? 

1.   Align interests between incubator operator and members - Members are 
highly valued clients whose service providers move at the speed of their 
business 

2.   Establish a high standard of excellence - The best kitchen for efficiency, 
cleanliness, and safety. The right services to grow businesses delivered with 
professionalism. 

3.   Drive cash to businesses - Through collective marketing, sales, and brand 
growth. 

4.   Lower costs to businesses - Through consolidated facilities maintenance, 
group negotiations, time savings, and shared equipment and facilities. 

5.   Mitigate Risk - Through lowered capital investment, lessened long-term 
contracts, preferable arrangements with vendors, etc. 

6.   Grow a network - Through organic and organized collaboration, cross-
promotions, and cultivating a sense of community. 

7.   Create a regional presence in Piedmont for food processing and storage. 
 

Why are these the drivers? 
Growing small businesses through a real-world approach to money, customers, 
and employees leads to the desired outcomes. 
 
A management structure should focus on a structure that facilitates these drivers 
leading to the achievement of the desired goals. A management structure that fails 
to understand and meet the needs of members will fail in achieving goals and, as 
such, create an unsustainable business structure. 
 
 

  How? The critical components are to develop a management structure 
that incentivizes: 

1.   Incubator to be responsive to member needs. 
2.   Incubator to highly value a clean, safe, and efficient kitchen, as  

members do. 
3.   Incubator to pursue further opportunities for sales for members. 
4.   Incubator to pursue cost and time savings on behalf of members. 
5.   Incubator to engage in community building and networking. 
6.   Incubator to engage in educational and social programs.  
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Responsiveness to Member 
Needs 

Clean, Safe, and 
Efficient Kitchen 

Sales 
Opportunities 

 
Community Building 

and Network 
 

Educational and 
Social Programs 

• Staff incentivized to be 
responsive.   

• Underlying sustainability 
of business prioritizes 
customers.  

• Sufficient resources to 
allot staff for immediate 
responses.  

• Sufficient resources to 
adequately vet and 
onboard members.  

 

• Staff incentivized to value 
clean, safe, and efficient 
Kitchen.  

• Sufficient resources to hire 
professional staff or 
cleaning services.  

• Members actively 
managed. This requires 
sufficient revenues to 
support staff to actively 
manage members.  

• Sufficient resources to 
adequately vet and 
onboard members.  

 

• Invest time/staff in sales.   
• Incentivize compensation 

structure of staff to 
benefit from sales.  

• Invest time/staff in 
branding/outreach.  

• Establish a high degree of 
excellence that 
establishes Membership 
as an indicator of 
excellence.  

 

• Invest time/staff in 
outreach and 
negotiations.  

• Successfully grown 
companies so that they 
are good customers for 
vendors.  

• Invest time/staff in 
consolidating common 
costs and associated 
logistics.  

 

Cost and Time Savings 

• Establish regular 
meetings, happy hours, 
etc.  

• Establish shared 
standards and 
enforcement protocol.  

• Invest time/staff in 
effective enforcement.  

 
 

• Establish training and 
workshop opportunities 
for members.  

• Engage the community 
through educational 
outreach.  

• Improve success of 
businesses through 
capacity building.  

 
 

How do we achieve? 
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A significant advantage of a privately-
engaged, for-profit enterprise is that the 
interests of ownership of the incubator 

and the members (and, thus, presumably, the incubator’s employees) are very 
much aligned. Customers directly drive the income of the incubator and 
owners, thus incentivizing responsiveness and dynamism towards customer 
needs.  
 
For this project, the drawbacks of operating as a for-profit, private enterprise 
is that the entity would be best suited to transition to a private operator after 
a government or non-profit stewarded launch process. For-profit businesses 
also have more independence and, thus, may be less responsive to 
government interests or to the social enterprise connections available. 
Specifically, any focus on providing opportunities to marginalized individuals- 
whether programming or mentorship, or financial benefits – will still need to 
be profitable for a for-profit, whereas a government or non-profit can invest 
in other outcomes. For-profit enterprises also may take profits out of the 
incubator at a higher rate, thereby limiting reinvestment. This management 
structure is utilized by Union Kitchen.  

Food incubators have the potential to provide numerous social benefits and 
revenue streams. For this reason, the business of building and operating the 

facility has several alternatives for its managing structure. These options 
include for-profit, nonprofit, university-supported and operated, or 

government-supported, privately-operated. Because the incubator itself is 
intended to be financially self-sufficient while also serving as a social 

enterprise, the critical difference between the various alternatives will be 
based on the anticipated, primary sources of funding. 

 
Equally important, the selected structure should relate directly to the 

expected outcomes unique to the Carver-Piedmont Agricultural Institute. 
 

For-Profit Private Enterprise 

Management Structure Options 

How does this influence management structure options? 
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The advantage of a non-profit is that the 
organization is entirely obligated to 
provide an environmental and societal 
benefit, thereby  

potentially offering more access to interested members who are otherwise 
restricted from market entry. A non-profit may also have an increased focus 
on workshops, community engagement, and the general social mission, as 
well as specific geographic or demographic focuses. A non-profit can also 
more easily accept donations/sponsorships as the contributions will be tax-
deductible. 
 
The potential drawback of operating as a non-profit is that there may be a 
divergence of interests between the incubator operator and the members. 
Considering the tight margin of food businesses, if non-profits are not 
“acting” like a business, the entity may be fundraising and using these 
revenues to underwrite membership. A non-profit structure with earned 
revenues can be successful and must consider the need to reinvest and 
prepare for tight cashflows at times when setting price structure. An entity 
that relies on fundraising for its operational budget, may end up prioritizing 
fundraising efforts over the needs of its members and users of the kitchen and 
services. Non-profits may also struggle to align employee incentives with 
customer service, and may be poorly positioned to confer with for-profit 
enterprises. 
 

The advantages of a government or 
institutionally-operated entity are the 
stability and support associated with 
operations. There is also the added benefit 

of access to other government entities (business licensing, health department, 
etc.) or institutional resources (accounting, legal, facilities, etc.) that can be 
critical parts of a network to ensure a functioning incubator.  
 

The advantages of a government-
supported but privately operated (as a 
for-profit or non-profit) enterprise is that 
the entity has more financial stability, 

especially during the uncertain, initial years of operation. This structure would 
essentially have a private operator receiving on-going government support, 
presumably in exchange for considerations such as a focus on certain 
geographic or demographic interests, some subsidy or reduction of 
membership fees, engagement in community building, educational 
opportunities, and workforce development. All of these being requirements 
may be an advantage of this structure. Depending on how the relationship is 
structured, it is possible to tightly align the interests of the operator and the 

Non-Profit Private Enterprise 

Government or 
Institutionally Operated 

Government Supported, 
Privately Operated 
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members while also benefiting from a close relationship with policy makers 
and regulators. 
 
The disadvantage of this structure is primarily that the government is proving 
ongoing, annual support. In addition, if the incubator’s finances depend on 
government support (which may change with new administrations, budget 
constraints, etc.), the incubator may not be financially self-sufficient.  

 
Selecting an appropriate management 
structure for the Carver-Piedmont 
Agricultural Institute food incubator 
should weigh the county’s goals in 

consideration of the benefits (and detriments) of each type. A successful 
management structure is rooted in the self-sustaining revenue and customer 
service focus of a for-profit while embracing the mission, community-
orientation, and fundraising pillars of non-profits. 
 

Final Thoughts 
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With the oversight of a Carver-Piedmont Agricultural Institute agency or 
organization (possibly the Department of Economic Development), the 

recommended management system is a for-profit enterprise. This structure 
incentivizes the operator to be responsive to needs and grow the business, which 

fundamentally means growing the businesses of members. 
 

Within this context, “for-profit” does not mean excluding the involvement and 
investment of governmental, institutional, or other corporate participants. One of 

the primary goals of the food incubator project is to accomplish several 
objectives that achieve goals beyond a profit motive. These efforts include 

providing training opportunities, hosting classes, working with job placement 
programs, and engaging in activities of County-sponsored efforts. 

 
Because of the double bottom-line nature of the food incubator project, it is 

further recommended that a for-profit operator hold the status of a B-
Corporation (benefit corporation) in order to maintain the expectation of deriving 
motivation from advancing social missions, improving the environment, and being 

financially sound and sustainable over time. 
 

Recommendations: For-Profit Enterprise 
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A review of existing food incubator programs across the country reveals 

a strong correlation between each program’s success and municipal 
financing. Community partnerships are also critical, but offer a secondary 

and often less reliable long-term sources of operating capital. 
 

Memberships for participants in the food incubator will be an important, 
recurring revenue channel. The exact cost of annual memberships will be 
based, in part, on the total amount of funding from two major sources: 

government grants; and foundation funding/private investing. 
 

Revenues for the food incubator will expand beyond these funding 
options. The incubator itself is anticipated to generate sales through its 
retail space, as well as potential tuition fees from non-members seeking 

cooking/ preparation instruction. 
 

These revenues will be pursued to offset the variety of expenses related 
to staff payroll, building and equipment maintenance and replacement, 

marketing, insurance, and the amortized costs of construction. 
 

__________________ 
 

Create. Contribute. Prosper. 
 

2. 
Financing and Budget Projects 
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Benefits  
 

Incubators provide financial opportunities and benefits for the member businesses, and 
government and corporate supporters. The strategy used to finance the operation will 

directly impact an incubator’s viability and success. 

The food incubator has a value that transcends a single business and has the potential to 
become a county and regional asset. As marketing initiatives begin to define the target 

audience and procure financing, the following can be considered. 

Entrepreneurs 

o The financial benefits of 
incubators are directly linked with 
the consolidated services 
provided to the businesses within. 

o Start-ups that follow traditional 
private sector models are 
responsible for large overhead 
costs associated with 
administration and operations. 
This includes building rent, 
utilities, insurance, professional 
services, marketing, office 
supplies, and other.  

o By opting to locate in an incubator 
these fees are bundled within the 
membership dues. Specifically for 
a food incubator, these fees might 
also include equipment needed to 
produce and package goods.  

 

Government Entity 

o Incubators are often financially supported by 
government agencies, as their costs exceed 
revenue during initial years of operation. By 
supporting an incubator within the county, an 
opportunity exists to capture additional tax 
revenue from incubator sales and staff payroll. 
As businesses grow and graduate into Carver-
Piedmont Agricultural Institute locations, 
additional tax revenue can be captured to add 
to the bottom line. 

o Additionally, incubators can aid in economic 
and workforce development goals. A food 
incubator has an opportunity to train low-
skilled workforce, building business operation 
and food preparation abilities that can translate 
into other future jobs. Furthermore, adding a 
market/sales component to the incubator may 
create a locally sourced regional retail 
destination ideal for events or a weekend trip. 

 

Corporations 

o Corporations have a unique interest in business incubators for a marketing outlet, a source for 
new products, and a funnel for employment.  

o Incubators, as a marketing outlet, expand the notability and can expand corporate social 
responsibility goals.  

o Whole Foods and other local markets provide additional distribution channels for the 
businesses. This not only benefits the incubator’s attractiveness for entrepreneurs, but also 
the corporation who is able to routinely stock and promotes itself for new, local products. 

o Food incubators have the opportunity to develop the workforce through support staff 
training (e.g. line cooks). As the employees seek additional growth opportunities, sponsoring 
corporations can create programs within the incubator to link into their corporation’s needs.  

 
• 	  with	  administration	  and	  operations.	  This	  includes	  building	  rent,	  utilities,	  insurance,	  professional	  services,	  
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Corporations are potential partners for food 
incubators, providing the mutual benefits of 
corporate marketing and workforce 

development. Companies will be most compelled to contribute if the value of 
marketing exceeds the costs of corporate sponsorships. Similarly, the value of 
the workforce must also demonstrate a great return on investment in the form 
of feeders into employee programs or the corporation’s goals. Employee 
feeder programs present a great opportunity for partnerships with hospitality 
and restaurant industry professionals.  
 

 
Many social, purpose-driven organizations, 
such as incubators, are eligible for grant 
opportunities from foundations and the 

Federal government. The incubator’s staff capacity to complete grant 
applications may be limited. Additional county guidance and resources may 
be required.  
 

 

 

 

An appropriate role for the public sector in 
incubator finance is to meet the gap between 
the incubator’s construction and initial 

operating costs, as well as the initial capital for the new enterprise. The return 

Sources of Financing 
 

Food Incubators rely on revenue from internal incubator operations 
(including membership dues, catering, sales, and events) and, potentially, 
corporate sponsorship or government subsidy in order to run efficiently. 

Where government contribution can have a significant impact, while being 
most appealing and feasible, is in defraying the upfront, capital costs 

associated with one-time, initial construction and equipment procurement. 

Regarding other sources, numerous revenue streams can be pursued through 
internal (profit-generating) operations, external grants, and sponsorships. 

 

General 

Corporate Sponsorships 

Grants 

Construction/Initial Costs 

Government 
Investment/Subsidy 
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on an investment is balanced against additional long-term government 
revenue, direct or indirect, derived from the incubator’s tax revenue created, 
as well as long term business and job creation. Less monetary, but equally 
important value is gained from the achievement of social goals, such as 
employing/training hard-to-employ populations, encouraging local agriculture 
sourcing, provide a platform for connecting businesses and employees to 
social services, and similar benefits.  

 
As the initial costs of building a suitable production facility are high and the 
margins in the food industry are low, there is a great opportunity for county’s 
and municipalities to provide building stock or collateral to bridge the gap 
between the infrastructure needs and what is often available in the 
marketplace.  
  

 
As the primary source of income for many for 
for-profit enterprises, traditional financing 
provides a bridge for businesses where subsidy 

and sponsorship do not cover capital and operating expenses. Capital costs 
are large initial expenses for tenant fit-out, equipment costs, and facility 
rent/purchase costs. The operator should approach loans to cover operating 
expenses with caution, as the operating budget should be crafted as a self-
sustaining entity.  
 
The benefit of traditional financing lies in the ability to cover costs with few 
stipulations from grantors and sponsors. However, by seeking this option, 
debt service become a cost line item, contingent upon the total amount 
borrowed.  

 
 
 

 
As the primary source of revenue for the 
proposed food incubator model, membership 
dues should reflect the benefit provided, as 
previously outlined. One of the challenges of 

the model is simply demonstrating the value of the services provided and 
additional revenues driven to customers who, as small business owners, are 
often myopically cost conscious (as opposed to margin conscious).  
 

 
Events, catering, and sales constitute a 
fluctuating and small amount of capital that 
can cover some overhead costs. It is expected 

Traditional Financing 
(Loans) 

Operating Costs 

Entrepreneur Membership 
Fees 

Other 
(Event/Catering/Sales) 
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that this component will not develop immediately, but will be a result of the 
incubator’s growth and brand recognition. Additional staff might be required 
to ensure event, catering, and sales operational excellence once the business 
lines develop.  
 
 

 
 
 

Financing sources will be addressed through a variety of initiatives that fall 
into place as partners and funds are identified and secured. For the food 
incubator in the Carver-Piedmont Agricultural Institute, there is not a step-by-
step approach, but rather a multivariate outreach effort that combines 
opportunities in a manner that is complementary to one another.  

 
 
 
 
 
 
 
 

  

Selecting a Financing Approach 
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The long-term viability of any food incubator is dependent on identifying 
and procuring revenue from a variety of sources. For the facility and 
program outlined for Carver-Piedmont Agricultural Institute, the following 
funding approach is recommended.  
 
• Initial funding will likely come from non-County sources  
 
• Sponsorship of kitchen pods by corporate enterprises and government 
agencies/ departments (10 pods reserved for sponsorship for an 
estimated $180,000 annually)  
 
• Membership fees and storage rental (estimated $1 million annually, on 
average)  
 
• Low-interest loans procured at 5.0% interest (estimated $900,000 
revolving fund or line of credit) 
 

Additional revenue is expected to be generated by distribution 
percentages, catering fees, and rent from events hosted within the 

incubator space; however, income from these activities will be minimal 
and is not projected to begin until the facility is established and fully-

functioning (Years 2 or 3).  
 
 
 

 

Recommendations: Hybrid 
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Financial Projections 
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A Carver-Piedmont Agricultural Institute Food Incubator could grow 
significant social and environmental impact that would benefit its 

community. These projected benefits include job creation, dissemination 
of educational programs and materials, access to financing for small 

businesses, improved energy efficiency, and much more. 
__________________ 

 
Create. Contribute. Prosper. 

 

3. 
Workforce and Social Enterprise 

Opportunities 
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Individuals who have recently been released 
from jail or prison face significant challenges 
in finding employment and establishing stable 

livelihoods to support their reentry to society. Government programs exist to 
assist these returning citizens in finding work and provide resources to 
support their hiring. Food incubators are well-positioned to take advantage of 
these opportunities, and provide positions, many in the kitchen, where these 
candidates have been extremely successful in the past. Kitchen incubators 
have a real opportunity to provide gainful employment and skills that will 
serve these candidates well in their post-incarceration careers and lives. 
 

Disability, including mental illness, is among 
the leading causes of homelessness in the 
United States. Difficulty finding employment 
due to these disabilities can lead to inability to 

Projected Impact 

In these first three years, the Carver-Piedmont Agricultural Institute 
Food Incubator would incubate a minimum of 50 businesses, many of 
which will be women- or minority-owned. All of these businesses 
would benefit from educational and business development programs, 
which will include not only the rigorous new-member orientation, but 
also regular classes and office hours on management topics, as well as 
an open door policy for as-needed assistance. Collectively, the 
businesses in the food incubator at any time would earn upwards of 
$10 million in revenue annually, driving over $2 million in tax revenues 
to the city and state. 
 
In the first 3 years, we project the incubator would create a minimum 
of 100 new jobs, at least half of which will be filled by candidates who 
are female, minority, chronically underemployed, and/or from low-
income areas. Relationships with local job training and placement 
programs will ensure that a minimum of 20 positions are filled by 
chronically underemployed citizens. These include returning citizens 
who have been recently incarcerated and candidates with disabilities. 

 

Stakeholder Assessment  

Hiring Re-entering Citizens 

Hiring Citizens with 
Disabilities 

Hiring  
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afford health insurance, health issues being left untreated, and finding 
employment even more difficult. This cycle of homelessness is extremely 
difficult to break. However, this difficulty finding employment is not a 
reflection of these peoples’ ability to be successful employees. Experience at 
existing food incubators has proven the potential for people with disabilities 
to thrive in their positions within the kitchen, including people with mental 
disabilities. 
 

 
Veterans have put their lives at risk to ensure 
the safety of the U.S. – yet unfortunately many 
of them have difficulty finding employment 
upon returning home. Extended periods of time 

out of the workforce, limited employment history outside of the army, and 
disabilities including wounds sustained in battle and post-traumatic stress can 
all contribute to difficulty securing employment. Kitchen incubators can help 
place these veterans in jobs, both within the incubator itself as well as within 
the collection of members that will be growing and hiring new employees 
during their memberships. 
 

 
Programs exist across the country to provide 
low-income and disadvantaged individuals with 
culinary job training. These skills are highly 

transferrable, and open up opportunities for graduates across the hospitality, 
food preparation, and service industries. Kitchen incubators have several 
opportunities to partner with these organizations to the benefit of both, and, 
most importantly, to the benefit of low-income and unemployed individuals. 
The food incubator will source staff from these programs, as well as connect 
graduates with its own members so that they may hire their new employees 
from the ranks of these programs. The kitchen can also serve as a location for 
these classes to take place, or even the central office for these organizations if 
they are seeking class or office space. 
 

 
The incubator will regularly host 
entrepreneurship classes. Accessible not only to 
members but outside businesses and individuals 

as well, the classes will equip students with the basic skills and knowledge 
they need to successfully launch a business. These topics will cover a range of 
experience, from basic business management to more complicated topics 
including business financing options, marketing strategies, and more food-
centric subjects like food safety and licensing. 
 

 

Hiring Veterans 

Culinary Job Training 
and Placement Programs 

Entrepreneurship Training 
Program 
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For small businesses, access to financing is a 
major barrier to building a viable operation. 
Lenders are often hesitant to take risks with 
small, new businesses. Having the support of a 

food incubator with a proven name and track record can give these lenders 
the confidence they need to invest in small businesses. One way the incubator 
will help businesses access financing is through programs like Kiva Zip. Kiva 
Zip is a program that gives small businesses access to person-to-person 
lending. Small businesses must be endorsed in order to access financing. The 
incubator’s endorsement lends credibility to the small business and associates 
them with a reputable name and helps draw funders to their page with 
confidence.  
 

 
 

 
The kitchen will provide opportunities for 
gardening outside and on the roof. Partnerships 
will also be sought with local groups such as, the 
Carver-Piedmont Agricultural Institute New 

Farmer Training, can provide members with dedicated garden plots in which 
to grow produce and herbs. 
 

Community gardens can benefit from use of 
office space in an incubator, as well as the 
connection to food producers who are 
interested in purchasing fresh, locally-grown 

produce. This partnership supports local production, urban farming, and the 
use of locally-grown products. Community gardens and urban farms are a 
huge benefit to the communities in which they are located, providing green 
space, affordable produce, and educational opportunities for children. 
 

Kitchens produce organic waste, like food 
scraps, fruit rinds, and egg shells. While the 
incubator makes an effort to minimize food 
waste, a partnership with a local composter can 

ensure that what food scraps are produced are turned into rich soil for 
growing produce, rather than piled into a landfill. 

 
Relationships with local sustainable energy 
utilities can provide financial incentives to 
purchase and use energy-efficient equipment. 
Kitchens are an inherently energy-intensive 

operation, from ovens to refrigerators and hot water. Planning and purchase 

Access to Financing 

Urban Farming 
Opportunities 

Food/Garden Network 

Sustainability  

Composting 

Promoting Energy 
Efficiency 
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of certain equipment, such as Energy Star, can dramatically lower a kitchen’s 
footprint.  

 
Kitchen incubators can source part or all of 
their energy from renewable sources. 
Depending on the location, this can be done 
either through the existing utility, should they 

provide such an option, or through a dedicated renewable energy utility. 
Local partner organizations can also be engaged to install solar panels to 
offset some of the kitchen energy use. 
 

 
 
 

 
Incubators can offer office space at subsidized 
rates to groups with similar missions as a way of 
supporting their progress. For example, 

organizations that promote food trucks in the area, eating local, and urban 
revitalization could all benefit from working with and within the incubator, 
which the incubator itself indirectly benefits from that group’s work. 

 
In many low-income neighborhoods, access to 
healthy foods and fresh produce is seriously 
lacking. The incubator will help address this by 
partnering with a local group to make produce 

and other healthy options available in the locality of the kitchen – an area that 
is predominantly inhabited by lower-income individuals. 
 

In addition to a lack of access to ingredients, a 
lack of education about preparing them is also a 
barrier to healthier food consumption in low-
income communities. The incubator will combat 

this by hosting free or low-cost classes on how to prepare simple, low cost, 
healthy dishes. 

 
Food incubators house tremendous 
opportunities to educate local youth about 
where their food comes from, how things are 

made, and what running a business is like. As such, the incubator is excited to 
form relationships with local schools and youth programs and to host them in 
the kitchen to complement their classroom learning with hand-on education 
and demonstrations from members. 
 

Using Renewable Energy 

Community Impact  

Common-Interest Groups 

Making Healthy Foods and 
Fresh Produce Available in 

Low-Income Areas 

Food Education for Low-
Income Residents 

Educational/School 
Groups 
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How is a food incubator different from a small grocery store or a 
restaurant or café? The highly specialized goals, setup, and opportunities 

inherent in a food incubator strategy must be clearly communicated 
through the facility’s brand messaging and marketing. 

 
“Selling” the incubator will be targeted to two audiences: potential 

members and potential customers. A third, less direct customer group will 
be county officials and taxpayers. Potential members will respond to an 
emotional connection to the brand (i.e., excitement about starting a new 
business), whereas county residents and businesses will be impacted by 

marketing related to the incubator’s societal purpose and “return on 
investment” (new business created through county funding). 

 
A brand isn’t just your organization’s name or logo or Facebook page – 

it’s an emotional response from your audience that results from cohesive 
and consistent visual and verbal communication. A brand can benefit an 

organization in a variety of ways over time, primarily through: 
 

Recognition 
The creation of a consistent brand aids consumer recognition of your 
organization at every touchpoint and through every medium – from 

passing by your storefront to following your Instagram feed. 
 

Differentiation 
A brand helps your organization set itself in the marketplace by 

communicating your unique selling proposition and conveying a distinct 
personality. 

 
Value Creation 

The continued interaction with your brand by your audience leads to 
engagement and trust, adding value to your organization. 

 
In an increasingly frenetic global marketplace, the creation of a 

compelling brand is nothing less than essential. 
 

__________________ 
 

Create. Contribute. Prosper. 
 

4. 
Brand Strategy 
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A value proposition is what sets an organization 
apart from the competition – what they’re doing 
different and better than anyone else in the 
market. In this case, Carver-Piedmont 

Agricultural Institute is the only one in the market.  
 
If other food incubators open in the market, return to this step. All of your 
branding efforts should evolve over time – determining a value proposition 
against a competitor should be a catalyst to reevaluate and refresh your 
marketing materials. 
 

 
 

 
A brand personality is a set of attributes that 
define an organization’s approach to their 
branding and communication efforts. Pick three 
to five adjectives that describe the food 

incubator. Use the brand personality traits below as a starting point and 
supplement with other words you feel best communicate your brand. (Hint: 
Less glamorous, more empowering.) 
 

down-to-earth / family-oriented / small-town / honest / sincere / real / 
wholesome / original / cheerful / sentimental / friendly / daring / trendy / exciting 
/ spirited / cool / young / imaginative / unique / up-to-date / independent / 
contemporary / reliable / hard-working / secure / intelligent / technical / 
corporate / successful / leader / confident / upper class / glamorous / good-
looking / charming / feminine / smooth / outdoorsy / masculine / Western / 
tough / rugged  (Source: Jennifer L. Aaker, Dimensions of Brand Personality, 
1997) 

 
 
 

 
A mission should be a powerful, memorable 
statement that communicates an 
organization’s cause, values, actions, and 
impact. Avoid superlatives, be specific, and tell 

your story as concisely as possible. Be sure that your mission reflects your 
brand personality. 
 

Determine your Value Proposition  

What is a Value 
Proposition? 

Determine your Brand Personality 

What is a Brand 
Personality? 

Write Your Mission Statement 

How to Write an Effective 
Mission Statement 
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An effective mission statement: Warby Parker 
was founded with a rebellious spirit and a lofty 
objective: to offer designer eyewear at a 
revolutionary price, while leading the way for 

socially-conscious businesses. Why: Brief, engaging, inspired 
 

 
 
 

 
Hire a copywriter to help write a tagline for the 
food incubator. An effective tagline should 
reflect an organization’s brand personality and 
communicate its mission in a brief (eight words 

or less), unique, and memorable way. 
 

An effective tagline: Spread the words. 
(Edmonton Public Library) 
Why: Fun, memorable, concise 
 

An effective tagline: Your Guide To Intelligent Giving (Charity Navigator) 
Why: Relevant, empowering, direct 
 
A tagline that could be improved: Something more. (AMC) 
Why: Vague, undifferentiating 
 

 
 
 

 
Hire a professional graphic designer to design a 
logo and website for the food incubator. An 
effective logo should be easy to understand and 
recognize, versatile across a variety of media, 

and appropriate for its product or service. It should also be accompanied by a 
style guide that provides usage guidelines. The website should be simple, 
easy to navigate, and consistent with your brand personality, while providing 
all relevant information. 
 
 
 
 
 
 
 

Example  

Craft a Tagline 

How to Craft an Effective 
Tagline 

Examples  

Create a Logo + Website 

How to Create an Effective 
Logo + Website 
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Once you’ve built it, they won’t just come. Reach 
out to organizations that offer resources for 
small businesses, like your local economic 
development group.  

 
Social media is arguably the most cost-effective 
tool available for marketing your food incubator 
– and while it is easy and free, it does require a 
significant amount of time to maintain. There are 

dozens of platforms available, but we recommend devoting your time to just 
three: 

Instagram: The single most popular social networking site, Instagram 
should be your primary social medium for keeping your audience 
informed  
Facebook: Still a highly used social networking site, Facebook is a low-
maintenance platform with a big impact 
Twitter: Use 140 characters to share news articles, photos, and more 
with followers 

 
Public relations is next. Hire a PR firm on an as-
needed basis. You’ll want to send out a press 
release about your opening, as well as any other 
major milestones or events. 

 
 

 

Get the Word Out 

How to Effectively Get the 
Word Out 

Social Media 

Public Relations 


