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Kristi Brown, founder of That Brown Girl Cooks! is a lifelong 
entrepreneur, but she started her current business back in 2012.  
She decided to produce an original black-eyed peas hummus 
recipe, famous among her friends, in large batches, and to get 
some help she reached out to a local branding organization called 
Seattle Made. The organization assisted with putting her in front 
of grocery store distributors and small batch producers—the kind 
of exposure that can jumpstart a small-scale food producer’s 
career. Her recipe caught their attention, markets began selling her 
products, and today her business is thriving. 

Brown says documenting her experience as an entrepreneur of 
color to Seattle Made is a common aspect of her relationship 
with the organization. This has helped Seattle Made expand their 
understanding of the unique challenges entrepreneurs of color 
face, while also informing the organization’s outreach campaigns 
that showcase diverse makers and manufacturers. 

“In the industry I’m in, there 
aren’t very many black women. 
I’m a ‘poster child’, and that 
can be both beneficial and 
harmful,” says Brown. Seattle 
Made’s efforts go “beyond 

“The organization assisted with putting 
her in front of grocery store distributors 

and small batch producers—the kind of 
exposure that can jumpstart a small-scale 

food producer ’s career.”
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the poster child” work of simply including an entrepreneur of 
color, she says. The organization is emanating a culture that could 
inspire the next generation of entrepreneurs from Seattle’s diverse 
neighborhoods.  

At the Urban Manufacturing Alliance (UMA), we are seeing a 
recognition among local branding organizations that they can 
address social inequities through their core programming. In 
order to highlight this work, we interviewed multiple branding 
organizations on how they are promoting equitable economic 
development strategies for local production economies. 

Many local branding 
organizations are working 
to sustain and grow local 
economies, and to expand 
the freedom of making or 
small-scale manufacturing to 
underrepresented groups. In 
other words, by working on growing and sustaining small-scale 
manufacturing, these organizations are making an effort to battle 
inequality. But in our current age, in which the racial wealth and 
employment gaps remain as wide as ever1, how are local branding 
organizations living up to their potential for increasing opportunity 
for all?

This report has two aims: first, to give an overview of the current 
efforts of a sample of local branding organizations wrestling 
with the question of how to address inequality in their cities; and 
second, to offer suggestions to branding organizations who are 
unsure of steps they can take to address inequality. We interviewed 
seven local branding organizations that are each wrestling with the 
questions of greater diversity, inclusion, and social equity. All of 
these organizations are still developing their own approaches to 
equity, but there are some lessons worth noting as each works to 
make positive changes in their cities.

“ ... how are local branding organizations 
living up to their potential for increasing 

opportunity for all?”
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Branding Organizations

This report defines a local brand as a “...logo, name, term or 
design that creates a distinct place-based identity for a good 
manufactured in a given city.”5  A local branding organization, then, 
is an organization designed to promote a local brand through its 
own work. This definition is deliberately broad as local branding 
organizations, in practice, take myriad forms, ranging from for-profit 
enterprises to offshoots of public offices or university-affiliated 
centers. But they are all dedicated to promoting the local brand 
and the products of its members. The services local branding 
organizations provide are as varied as their institutional makeups, 
ranging from business-to-consumer marketing projects to technical 
assistance to workforce training and recruitment. Because of this 
it is difficult to pin down a singular definition or describe a single 
service that branding organizations provide, and as this report 
shows, local branding organizations’ missions continue to evolve 
and grow in response to what their members and organizational 
leadership see as vital local issues. 

PHOTO CREDIT: KYLE POMPEY



URBAN MANUFACTURING ALLIANCE  |  5URBAN MANUFACTURING ALLIANCE  |  5

UMA and Equity

The Urban Manufacturing Alliance’s Equity Community of 
Practice2 and Equitable Innovation Economies (EIE) Initiative3 have 
supplied resources and guidance on the question of equitable and 
opportunity-enhancing development for its members over the past 
five years. This work focuses on what cities can do on a policy level 
in partnership with firms and practitioners, ranging from industrial 
redevelopment to setting up technical assistance programs for up-
and-coming entrepreneurs.

As an extension of the EIE Initiative, this report focuses on the role 
that local branding organizations play in making our communities 
more equitable. The seven organizations—SFMade, Seattle Made, 
Made in Montreal, Made in Baltimore, Portland Made, Made 
By Memphis, and Made in NYC—represent a broad swath of 
local branding organizations ranging in age, size, programs, and 
structures. These organizations were chosen because most are still 
defining what it means to them to pursue equity-focused work as a 
branding organization. They represent the diversity in the ways that 
organizations have pursued equity as a strategy at various stages 
of organizational development.

PHOTO CREDIT: RUBY ZIELINSKI
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Inclusion vs. Equity? Inclusion and Equity?

A fundamental tension that runs through equity work is defining 
the distinction between inclusion and equity. Often believed to 
be interchangeable, equity and inclusion are separate concepts. 
Equity is the systematic approach of ensuring that everyone 
has access to the same opportunities, recognizing that not all 
communities share the same “starting point.” Inclusion, on the 
other hand, is when individuals feel welcome and valued, and are 
given opportunities to grow or participate within a market, system, 
or organization.

Further, one doesn’t necessarily follow the other. Inclusion can be 
said to be a necessary, yet ultimately insufficient, feature of equity 
programs as you cannot do equity work if you are not working 
with people and groups who are excluded. But what happens after 
people are included? Tackling long-lived social inequality as a 
goal means also attacking other barriers that go beyond inclusion. 
This does not mean that inclusion isn’t valuable, but it does mean 
that organizations need to be intentional in their inclusion and 
outreach strategies and recognize their limits if they are ultimately 
concerned with attacking social inequity. In this sense, inclusion is 
the necessary first step. 

AJC JEWELRY     PHOTO CREDIT: CHRIS MOTALINI
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Equity work, beyond inclusion, then, should broadly follow the 
rule of expanding opportunity, choice, and resources to those who 
historically have the least. This can include, but is certainly not 
limited to, active recruitment programs for frequently excluded or 
underrepresented groups, bridging capital gaps that often affect 
women- and minority-owned firms more than others, or working 
directly with members to prepare them to be better and more 
efficient employers.

Most of the interviewed organizations have inclusion programs 
or strategies. Often these programs come about because 
organizational leadership or members noticed a particular lack of 
diversity. Many interviewees mentioned the inaccurate portrayal of 
makers and small manufacturers as predominantly “hipster” white 
men with large beards, and how such a vision limits the potential 
and scope for manufacturing more broadly. As a response, many 
organizations have at some point launched explicit outreach 
programs or initiatives to address this. For example, Portland 
Made and ADX, a local makerspace, partnered with the Equity 
Foundation to provide scholarships for classes and membership at 
ADX to at-risk youth.

But having outreach programs and goals doesn’t guarantee 
success. In one case, even an organization performing intentional 
and extensive outreach over six months found it difficult to reach 
traditionally excluded groups. Broadly speaking, local brands found 
that they could not necessarily rely on the social networks of more 
established maker or small manufacturing communities alone. In 
this case, at least, longstanding segregation and mutual community 
distrust made outreach challenging.

It is up to organizational leadership to prioritize equity work in order 
to overcome the challenges present in the greater community. The 
San Francisco-based local branding organization SFMade, for 
example, is a more “traditional” member-driven organization whose 
leadership, citing its own mission, made steps in staffing and 
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programming to connect with hard-to-employ individuals through 
a variety of formal and informal partnerships. They also forged 
links with member firms facing their own workforce shortages. In 
this case, working with their members, local workforce agencies, 
and workers has proven a valuable service for all involved and has 
opened up additional opportunities and funding for the organization 
as a whole. This success is built through a growing web of 
formal and informal connections with city and regional workforce 
agencies.

The organizations that feel they are successful at their outreach 
with traditionally excluded workers and communities differ in two 
main areas: partnership breadth and institutional makeup. Groups 
that are making strides in outreach and inclusivity all mention the 
importance of identifying a broad array of partners beyond the 
groups and organizations with which they would normally interact. 
Seattle Made, as we will mention below, spoke about outreach to 
refugee communities, and has not only helped displaced peoples 
find work, but also linked their membership base with a new 
community of skilled workers and future business owners.

Alternatively, organizations attached to city governments or 
universities often already have access, and a clear mission, when 
it comes to reaching out to underrepresented communities. The 
organization Made in NYC is embedded in the decades-long 
community empowerment mission of its host, the Pratt Center for 
Community Development, which is the oldest university-based 
community planning organization in the United States. Made in 
NYC advocates not just for its member businesses but for the 
ecosystem of residents, workers, and businesses across the city 
that activates manufacturing productivity. They recognize that 
businesses exist within and are part of working-class communities 
that are often disadvantaged or displaced by policy decisions 
initiated or supported by the City. They also recognize that the 
health and vitality of communities contribute directly to the success 
of businesses. Made in Baltimore, which was initially embedded 

RAINBOW LEATHERS     PHOTO CREDIT: TOMMY VENUS
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in the Baltimore Office of Sustainability but is now part of the 
Baltimore Development Corporation, has a broad mission that 
encompasses support for local manufacturers and Baltimore’s 
struggling neighborhoods. At their start, they took advantage 
of the City’s existing relationships with a broad array of NGOs 
and community organizations to connect with and serve their 
membership.

In short, while there are some real distinctions between inclusion 
and equity, inclusion is by no means an easy “way out” of equity 
work if done sincerely. Organizations looking to be more inclusive 
have to do the hard work of planning their outreach strategies and 
building relationships with institutions that are aligned with or serve 
the communities they would like to benefit.

PHOTO CREDIT: KYLE POMPEY
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Embrace Being An Intermediary

One large area of commonality among the branding organizations 
that have strong equity programs is that they are intimately 
involved in workforce issues. In many cities, small manufacturers 
complain of worker shortages even as there are communities that 
suffer from unemployment rates 2-3 times the city average. As a 
result, almost all of the interviewed organizations do some form of 
training or assistance for members, but few take the extra step of 
becoming full workforce intermediaries.

SFMade has workforce programs that function as an intermediary 
between workers and employers throughout the hiring process. In 
the case of Made in Baltimore, the organization is currently setting 
up deeper relationships with local organizations in and led by 
African American communities in order to better match employers 
and employees in a city that 
has long been impacted by 
segregation and a heavily 
racialized labor market. As 
with many equity programs, 
these organizations find that 
embracing their role as an 
intermediary is an advantage 

“... almost all of the interviewed 
organizations do some form of training 

or assistance for members, but few take 
the extra step of becoming full workforce 

intermediaries.”
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both for job seekers and member firms who are constantly 
suffering from shortages of qualified labor.

These branding organizations are filling a gap that plagues local 
economic and workforce development agencies, communities 
suffering from joblessness, and small manufacturers. SFMade, 
for example, has a set of online materials that provide potential 
employees insider advice on how to prepare for job interviews for 
different kinds of SFMade member manufacturers in food/beverage 
and electronics. These materials are gleaned from employer focus 
groups. On the employer side, SFMade has also produced a 
comprehensive guide for employers regarding hiring and recruiting 
workers that covers everything from interview protocols to covering 
state labor law.4  For small firms, SFMade acts as a de facto human 
resources department, while also helping workforce partners get 
hard-to-employ individuals considered for jobs. 

While this does add significant work, local branding organizations 
are already well positioned to dip their toes into the intermediary 
game by leveraging their most precious resource: their existing 
relationships with manufacturers. A lot of the work that SFMade 
has to do is just picking up the phone or talking with employers 
face-to-face, reassuring them that a potential employee has 
promise. Being honest and upfront with their membership so that 
they are not taken by surprise is essential here.

All of the branding organizations interviewed offer support services 
ranging from technical assistance to financial consulting in order 
to help businesses grow. While all businesses need a better 
understanding of financing options and technical innovation, in 
order for these businesses to grow they need good employees. 
Branding organizations interested in offering more services to 
their members as well as directly attacking unemployment in their 
communities should reach out to their local workforce agencies, 
and attempt to forge some new relationships.

URBAN ARCHAEOLOGY     PHOTO CREDIT: CHRIS MOTALINI
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Build Out Your Networks

An essential lesson from every interviewee is the importance 
of expanding your organization’s network and influence. This is 
generally good advice but it takes on extra salience for these 
organizations doing equity work. Most branding organizations have 
excellent connections with their members and related city and 
professional organizations, but it is an unfortunate fact that the 
communities and people most in need of increased access to good 
jobs are often socially isolated.

One example of an organization expanding its network and 
supporting workforce intermediary work is called Northwest 
Sewn, a collaborative project 
between Seattle Made and local 
sewn trades training program 
Muses. The project started as 
a response to Seattle Made 
members noting they could 
not find local sewing options. 
In the process of searching 
for local alternatives, Seattle Made partnered with Muses, which 
had discovered the untapped potential within local refugee 
communities where many women have sewing experience but little 

“... but it is an unfortunate fact that the 
communities and people most in need of 
increased access to good jobs are often 
socially isolated.

PHOTO CREDIT: KYLE POMPEY
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formal employment experience. For Northwest Sewn, Muses runs 
a training program for refugee and immigrant sewers, and Seattle 
Made provided support by fundraising and connecting trained 
sewers to Seattle Made member businesses.

In this case, member demands allowed Seattle Made to take 
advantage of the skills of a large, yet often underrepresented, 
population. This network-building requires bringing together many 
refugee communities from different parts of the world who speak 
multiple languages, as well as managing relationships between 
members and sewers to ensure that everyone is adequately served.

On the other side of the country, Made in Baltimore is growing its 
own network as part of its overall mission to help provide good 
jobs to its community as a whole. And in Baltimore, this principally 
means connecting black people to jobs. As a result, Made in 
Baltimore is very intentional about partnering with local black 
organizations and business owners in order to guarantee they are 
reaching the communities and people who are most in need. This 
outreach and connection is seen as essential in Baltimore as the 
city faces increasing inequality and the societal and economic 
costs of racial segregation.

Finally, it is essential that organizations be civically engaged. Many 
organizations already advocate on the part of their members with 
local officials, but it is vital that they become intimately familiar 
with local power brokers and policy makers. Local policy affects 
issues ranging from available space and real estate to hiring, and 
small manufacturers are often not represented in these policy 
conversations. Additionally, if organizations wish to be larger 
players in their cities in mitigating inequality and expanding 
opportunity, then they have to be connected with local non-profits, 
city planning and economic development offices, and workforce 
development boards. These institutions not only shape policies that 
affect members but will also be key partners in programming and, 
in some cases, potential program funders.
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Takeaways and Conclusions

The organizations interviewed here offer multiple realizations on 
the changing nature of branding organizations and lessons for 
organizations that want to do more to tackle social inequality.

In this piece, we’ve highlighted three major takeaways that every 
organization had either resolved or were actively working to 
resolve: 

1. Making initial forays into being more inclusive as the 
necessary first step in starting equity work; 

2. Taking on workforce development as an essential part of 
programming in order to meet member demands but also to 
link traditionally excluded groups to new jobs; and, 

3. Connecting with a variety of offices, organizations, and 
programs in the local area so organizations can be an 
effective advocate for their members and for their community. 
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How Can I Start a Local 
Branding Organization in 
my City?

See our toolkit on how to develop a 
locally-made brand platform or check 
out the resources on our Local Branding 
Community of Practice page.
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Step 4 – Establish membership eligibility

Your organization may decide to support a broad range of 
companies but it is critical that your locally-made brand is 
associated with a defined set of manufacturers so that it 
maintains integrity and is understood by your targeted con-
sumer base. Therefore, establishing some basic criteria for 
membership is critical to your brand’s integrity. You should 
additionally provide member manufacturers with a state-
ment or information that clearly summarizes the services 
and objectives of your locally-made branding platform. 

SFMade Example:

SFMade’s criteria for joining the Certified Local 
Manufacturer Program are:

• Headquartered in San Francisco and/or has a regis-
tered business license in San Francisco.
• Primarily design and manufacture a physical prod-
uct (versus a digital product or a service).
• Manufacture one or more products in San Fran-
cisco.
• Have a San Francisco-based work force with the 
desire to grow over time.
• Have one full time employee.
• For manufacturers of consumer products: You 
must have one or more products for sale at a retail 
store or online.

Step 3c: Identify and Recruit Founding Private-Sector 
Partners

Corporate and other organizational partners play a key role, 
both initially and over time, in helping to launch and pro-
pel forward a locally-made brand platform.  Initially, well 
selected corporate and community partners can help lend 
credibility to the initiative as well as provide reach and re-
sources, including funding. Over time, especially corporate 
partners, offer the potential new national distribution chan-
nels and access to significant resources to the sector. These 
partners, however, must be carefully chosen to ensure that 
the partner’s brand is consistent with the efforts of the lo-
cally-made initiative. We recommend that you create your 
team of Founding Member Manufacturers first, in order 
to allow them input (and thus buy-in) into the selection 
of other partners – especially private major corporations.

When thinking through eligibility it is important to think 
through companies that would be ineligible for membership 
but who could still benefit from engaging with the locally-
made brand platform. Examples of such entities include 
someone who hand crafts items and is thinking of becom-
ing a manufacturer; a designer who is not yet producing but 
would like to produce locally; or a local company currently 
contract manufacturing elsewhere that is interested repa-
triating production into the city. These and similar entities 
can still engage with a locally-made brand by participating 
in:
• Educational workshops
• Networking events
• Sourcing referrals

Additionally, you can consider delivering associated edu-
cational, mentoring and technical assistance services to 
prospective members either directly or through third-party 
partners (such as existing governmental entities or non-
profits). These services should be designed to help bridge 
these entities into formal manufacturing so they can ulti-
mate meet your eligibility requirements and participate as 
members in the locally-made brand platform.  

SFMade Example: 

Both Levi Strauss and Wells Fargo Bank were both se-
cured as Founding Partners of SFMade. The founding 
Member Manufacturers felt that the brands of both 
companies (both are headquartered, were founded 
themselves in San Francisco, and are generally well re-
spected locally) were sufficiently well aligned with the 
intentions of SFMade to work well.  On the other hand, a 
potential partnership with a global mass-market retailer was 
rejected, as the manufacturers felt that the image of that 
would-be partner - was one of an importer/retailer of cheap 
products made largely in Asia – could have been damaging 
(by association) to the nascent locally-made initiative.

Made In NYC Example:

Made in NYC’s eligibility: 
• Occupy industrial or commercial space.
• Employ 1 full time employee or equivalent (busi-
ness owerns can count as a full time employee).
• Manufacture or contract to a manufacturer that 
is engaged in essential product transformation 
within the five boroughs of New York City.

Step 5 – Describe your locally-made brand platform offerings

Your locally-made brand platform’s description should ac-
count for a number of programmatic elements including: 
the geographic area; the types of manufacturers you’re 
targeting; the B2C and B2B composition of your member-
ship; your definition of local manufacturing; and, most 
importantly, the scope of services that you plan to offer. 
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Step 2b – Determining B2B, B2C, or both 

A locally-made brand platform can focus on manufacturers 
that are predominately Business-to-Consumer (B2C), Busi-
ness-to-Business (B2B) or both.  The experience of SFMade, 
for example, is largely focused on consumer products man-
ufacturers. San Francisco’s B2B manufacturers are captured 
in as much as they largely provide production capacity to 
the consumer brands being made locally. On first blush, it 
may be an easier sell to pitch the concept and the value 
of local branding to companies selling to consumers.  That 
said, many of the strategies outlined in this Toolkit can also 
apply to B2B manufacturers and to cities with a predomi-
nantly B2B manufacturing base. However, some strategies 
 such as helping gain retail distribution for a manufac-
turer may be less relevant to B2B.

In determining your pilot’s target market, it is recommend-
ed that you: 
• Examine the B2B and B2C make-up of your local   
manufacturing base 
• Talk to B2B and B2C manufacturers to determine which 
ones would be most interested in using a locally-made 
brand and participating in supporting activities 
• Analyze your local consumer or business base to identify 
if they have a demonstrated interest in purchasing more 
local products

Piloting one or the other first will likely ensure greater suc-
cess by targeting your resources, activities and objectives. 
If all things are equal in your city, we recommend focusing 
first on B2C.

Step 3 – Gather stakeholder support 

To launch a successful locally-made brand platform it is 
critical to bring key stakeholders in early in your efforts. 

Step 3a: Recruit Founding Member Manufacturers

A key to the success of a locally-made brand is the early 
adoption and endorsement of the initiative by well-known 
and established manufacturers. Recruiting an initial group 
of committed and vocal “evangelists” will help establish im-
mediate credibility and help attract other manufacturing 
members, partners, and favorable media attention. This 
same group will likely prove instrumental in catalyzing initial 
funding to support the initiative. We recommend aiming for 
between 7-15 Founding Member Manufacturers.

SFMade Example: 

When SFMade began, they recruited 12 founding 
Member Manufacturers. They included San Fran-
cisco’s longest operating manufacturer – McRos-
key Mattress Company – and one of the City’s most 
iconic and nationally recognized companies, Anchor 
Brewing, as well as smaller but well-known emerg-
ing young brands, including Ritual Coffee Roasters, 
Rickshaw Bagworks, and DodoCase. SFMade inten-
tionally cultivated this mixture in order to ensure 
that the group represented the full range diversity of 
San Francisco’s manufacturing base – which in turn 
ensured that any prospective member company 
could see SFMade as an appropriate “home” by rec-
ognizing other member companies like themselves.

Criteria you might seek to balance in your Founding 
Member Manufacturers might include:

• Companies representing all major manufacturing sub-
sectors
• Companies that represent the ethnic diversity of both 
ownership and employee bases
• Iconic, long-standing firms vs. new companies generating 
media attention
• Companies with single vs. multiple geographic locations 
of the city
• Design/manufacturers vs. manufacturer/retailers vs. 
contract manufacturers

Step 3b: Gather support from your City

Having the strong endorsement from your city’s elected 
officials and key public agencies can lend immediate cred-
ibility early on to the effort within the local manufacturing 
sector, to the general public, and to private sector funding 
partners. Support from your city officials might come in the 
form of public endorsement, co-promotion of locally-made 
events, and over time a degree of financial/funding sup-
port. If financial support from your local government is not 
initially viable, a Mayor’s verbal and in-kind support (e.g. 
press releases, joint events, etc.) is equally valuable espe-
cially when fundraising and rolling out the campaign. More-
over, as local/domestic manufacturing has become rather in 
vogue in the press and the public eye over the past several 
years, there are increasing numbers of for-profit, locally-
made ventures (most are on-line portals, blogs, and would-
be directories) seeking to take advantage of perceived mar-
ket opportunities. As a result, it is ever more important that 
your locally-made initiative is viewed as the “authentic” 
one. To this end, City-endorsement can be instrumental.
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Premise 2: Locally-made brands are assets to cities.

SFMade Example: 

SFMade produces joint press releases and PR pieces 
with the City of San Francisco regarding San Fran-
cisco’s manufacturing base. These efforts are often 
focused on companies who have relocated or re-
turned production back to the city. Through collab-
orative promotion with the City, SFMade had not only 
highlighted successful local manufacturing stories, 
but attracted other manufacturing companies to re-
locate in San Francisco. As San Francisco Mayor Ed-
win M. Lee recently said, “We are working with SF-
Made to provide a focused effort and demonstrate 
our commitment to manufacturers in San Francisco 
who continue to thrive and produce not only great 
products, but also great jobs for San Franciscans.”

A locally-made brand platform not only promotes its affili-
ated manufacturers, but also its host city. For this reason 
locally-made brand platforms can enable collaboration be-
tween local manufacturing advocates and local government. 

At the same time, locally-made brand platforms should en-
gage a broader set of political stakeholders, some of whom 
may have more influence with manufacturers than the lo-
cal mayor.  Building relations with council members, alder-
men or other representatives of your municipal legislature 
who represent areas with high manufacturing activity could 
considerably advance your locally-made brand platform. 

Premise 3: A locally-made brand platform can boost a 
city’s existing efforts to support urban manufacturers.  

Although most cities have a range of business support 
programs available for manufactures (such as tax abate-
ments and employee training grants), a locally-made brand 
platform that promotes and markets local businesses of-
fers a different type of support – with a specific focus on 
new market development and brand differentiation (read: 
more sales for manufacturers of all sizes), complement-
ing traditional small business development resources, 
which often focus more on supply-side infrastructure.

Premise 4: A locally-made brand platform supplements in-
dividual companies’ marketing efforts and creates a sense 
of community for local manufacturers.

Section 2: How to Get Started

This section will introduce key considerations on how to 
scope and initially launch a locally-made brand platform.  

Step 1: Research your region

First, research what efforts to support urban manufactur-
ers in your area already exist from a branding and market-
ing perspective. Keep in mind that some organizations that 
do not formally support manufacturing may nonetheless 
provide many of the critical services and resources which 
manufacturers depend on. It is suggested that you look into 
existing organizations that provide the following services to 
small local businesses:

• Technical assistance to small businesses or coaching/ 
advising/ business planning
• Industrial real estate brokers and services
• Workforce development services, including vocational 
training, certification, or hiring assistance
• Waste, energy or water reduction services
• Sourcing assistance 
• Export assistance 
 
You want to make sure you are not duplicating efforts need-
lessly but rather are either filling a much needed gap or 
identifying opportunities for partnerships or to create new 
synergies among existing initiatives.

Step 2: Determine your scope

Step 2a – Identify a geographic area 

Determining and sticking to a defined geography for your 
locally-made brand platform is critical to the brand’s long 
term integrity.  When determining the geographic area you 
should consider: 

• Size, purchasing power and revenues of the area’s con-
sumer and manufacturing base
•Potential to secure resources for your locally-made brand 
platform given the area’s market
•The area’s arts and cultural style, design, architecture or 
other notable characteristics unique to the area, which 
could heighten brand recognition.   

Locally-made brand platforms can provide business expo-
sure, create distribution opportunities, and foster business-
to-business sales as well as mentoring and collaboration 

among multiple manufacturers. For example, a start-up 
manufacturer may have a limited marketing staff and lit-
tle to no brand awareness. By joining the platform, it can 
leverage larger marketing efforts it may not be able to af-
ford on its own.  At the other end of the spectrum, for a 
large, more established global manufacturer, the platform 
offers a way to reaffirm its roots in the local community 
and support smaller firms up and down its supply chain.
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Section 1: Introduction

Purpose of this ToolKit

Formed in 2011, the Urban Manufacturing Alliance (UMA) 
is a national collaborative of non-profit, for-profit and gov-
ernmental stakeholders across major US cities, working 
together to grow manufacturing businesses, create living 
wage jobs and catalyze sustainable localized economies.

A core activity of the UMA is to develop and share prac-
tical, implementable strategies for growing the manu-
facturing sector in urban communities – referred to as 
“toolkits.”  Each toolkit proposes specific approaches that 
cities can use to catalyze their own urban manufacturing 
sectors, based on what is already working in other areas.

The “How to Develop a Locally-Made Brand Platform Tool-
kit” is the UMA’s first in an anticipated series of practical 
implementation guides. This toolkit focuses on how cit-
ies, and their local manufacturers, can develop and lever-
age place-based identity, branding and communication 
strategies, and major retail distribution partnerships to 
grow sales and develop export markets. A locally-made 
brand is a logo, name, term or design that creates a dis-
tinct place-based identity for a good manufactured in a 
given city, and a locally-made brand platform includes 
the brand and any programs, processes, strategies and 
organizations which promote and market the brand. 

This toolkit largely draws on the experience of SFMade, a non-
profit organization based in San Francisco that in three short 
years has developed a successful business-to-consumer lo-
cally-made brand platform that has elevated awareness and 
sales for San Francisco’s local manufacturers.  SFMade serves 
over 450 member manufacturers employing over 4,000 indi-
viduals.  SFMade has created a nationally-recognized brand 
platform, supported by a logo and a range of services and ac-
tivities to promote the brand throughout the marketplace. 
The toolkit will be periodically updated with additional ex-
periences from Urban Manufacturing Alliance members.

How to use this toolkit

The toolkit provides a simple, step-by-step guide to de-
velop a locally-made brand platform for U.S. cities. Each 
section is broken out into actionable steps and/or best 
practices. Steps are used to indicate sequential tasks or 
activities that should logically be undertaken in a specific 
order, while best practices are used to indicate activities 
or tasks that may occur in parallel or on a one-off basis.
The toolkit also makes use of Examples – actual case 
studies from specific cities - indicated by a blue box, 
and useful Tips, indicated by a lightbulb symbol:

Example: 

Why Develop a Locally-Made Brand Platform: 
Key Premises

Premise 1: Local branding helps manufacturers sell more 
product and access new markets.

A locally-made brand adds a unique selling point to a product 
and can boost a company’s corporate image by connecting 
it to its local community and consumer base. By promoting 
a company’s geographic connections, a locally-made brand 
taps into consumer appetite for goods that are unique and 
fosters a pride in or appreciation of place. A locally-made 
brand identity can also help local manufacturers better differ-
entiate their products from other competitive offerings, both 
locally and in export markets (national and international).
This premise is partially based on the ‘Ingredient Branding’ 
approach to marketing, in which an ingredient or compo-
nent of a product has its own brand identity. For instance, 
Intel Corporation’s ‘Intel Inside’ branding campaign com-
petitively differentiated and successfully brought consum-
er attention to its products by highlighting the systems 
in which they operate. Likewise, ‘Geographic Ingredient 
branding’  competitively differentiates and brings consumer 
attention to goods and products by highlighting the locale 
in which they are manufactured. Additionally, an Ingredi-
ent Branding campaign1 adds greater value to, and is a 
key selling point in, the promotion of its associated prod-
ucts. In this vein, a locally-made brand campaign fosters a 
greater recognition and appreciation of its affiliated locale.   

“As consumers become more aware of things like sup-
ply chains and product origins, the appreciation for lo-
cal goods has begun to fuel a resurgence in local man-
ufacturing. This is an inspiring reality, and proof that 
people want to put their spending power to use in shap-
ing their community’s identity.  Consumption is a power-
ful tool when it comes to cultivating a sense of place.”2
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Executive Summary
 

This “How to Develop a Locally-Made Brand Platform” toolkit provides a step-by-step guide for cities interested in le-
veraging their place-based identify to grow sales and develop export markets for their local manufacturers.  This toolkit 
largely draws on the experience of SFMade, a non-profit organization based in San Francisco, that in three short years 
has developed a successful business-to-consumer locally-made brand platform that has elevated awareness and sales 
for San Francisco’s local manufacturers.

These are vital steps an organization can take, but an even more 
important takeaway for equity-oriented work is for the organization 
to be explicit about its intentions, and its capacity to dedicate real 
resources.

Many of the interviewees noted that equity, or equity-oriented 
issues, were already part of their organization’s missions, but 
the language was vague or equity priorities (such as workforce 
development) were consistently delayed or forgotten about amidst 
other priorities.

Overcoming this requires dedicated leadership and action. 
Each of the organizations interviewed have experienced leaders 
who are doing the hard work of institutional change, embracing 
experimentation, and working towards a more equitable and just 
economy. For those who wish to do more to fight growing social 
and economic inequality, they should reach out to their local 
economic development offices, workforce boards, and NGOs 
(including the Urban Manufacturing Alliance’s Equity Community 
of Practice) to start making connections with 
institutions that need help connecting people 
with sustainable, rewarding work.

For entrepreneurs like Kristi Brown, Seattle 
Made is a connector that has catalyzed her 
business’s growth in the Seattle area: the 
organization’s value “has been proven by 
their network and the impact that I’ve seen on 
my own business.” She says her relationship 
with Seattle Made represents the potential 
impact local branding organizations can have 
on entrepreneurs of color nationwide. “No 
organization can do too much to make sure 
that they’re working with people who reflect the 
community they serve.” 

https://www.urbanmfg.org/project/uma-toolkit-how-to-develop-a-locally-made-brand-platform/
https://www.urbanmfg.org/our-work/local-branding/
https://www.urbanmfg.org/our-work/local-branding/
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