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WHAT 
BEER IS 
IN YOUR 
FRIDGE 
RIGHT 
NOW?
(Psst. Let us know in the chat!)
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WEBINAR 
TIPS & 
TRICKS.

QUESTION/COMMENT? 
Type “COMMENT — How much malt does a 
maltster malt?”

USE HEADPHONES (OR PHONE)

TALKING? TURN ON YOUR VIDEO. 
Help increase the odds of fun pet cameos.



MESSAGING YOUR 
MALTHOUSE BRAND

Visual Storytelling and Workflow



EMILY
HUTTO

INTRO:

Emily Hutto is a Colorado-based beer 
journalist-turned-barley publicist. After 
years of freelance writing and authoring the 
book Colorado's Top Brewers, she founded 
@radcraftbeer in 2012 to serve the 
communications needs of maltsters, 
brewers, and distillers. 

Founder, RadCraft

WORD WIZARD

STORYTELLER

COMMUNITY BUILDER

BEER & PEAK CRUSHER



ALYSSA
MARTINEZ
NEUMANN

INTRO:

Alyssa is a storyteller, brand manager, and 
content creator dedicated to social and 
environmental progress. She’s worked in the 
sustainable ag and organic food industry for 8 
years, sharing her love for local food systems 
and good design theory as the co-founder of 
@maintstemmalt and Senior Communications 
and Marketing Associate at @oregontilth.

Oregon Tilth | Co-founder, Mainstem Malt

STORYTELLER

BRAND MANAGER

DESIGN LOVER

BEER & TRAIL CRUSHER



STREAMLINED
MALTHOUSE 
MARKETING 
ON A BUDGET. 

It’s hard running a small business focused on an 
agricultural product, and it seems like there’s not 
enough time in the day for marketing.

I’m swimming in ideas and I don’t know how to 
repurpose them.

I don’t have resources to meet my audience.

You don’t need more time or more skill to do 
marketing— you know your story; now it’s time to tell it.

Content calendars to the rescue.

Let us begin...

MYTHS

FACTS



C
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N
TE

N
TS

What it is and why it matters. BONUS: Writing prompts to help get you started.
VISUAL STORYTELLING1P

A
R

T

2PART

3PART

Make a content calendar with the best tools that our future-selves will appreciate.
WORKFLOW 101

Confused? We’re here to help.
QUESTIONS & ANSWERS SESH



VISUAL 
STORYTELLING.
People-driven stories that 
drive emotional connection.

More Info

Storytelling
principles

Best
practices

Stories
in action
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STORYTELLING
PRINCIPLES.

FOCUS ON 
PEOPLE

CAPTURE 
BEHIND THE 

SCENES

SHARE 
“THE WHY”

CONNECT
TO TIME & 

PLACE

We connect with our 
words. Make sure your 
content is true to who you 
are every step of the way.

What makes an interesting 
story? Always keep these 
four things in mind when 
crafting your content: 
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STORYTELLING
PRINCIPLES.
When crafting content, 
always keep in mind what 
you want your audience to 
do. Stories and content 
should always: 

Motivate & inspire

Be clear & authentic 

Educate & provide 
knowledge

Display a strong 
call-to-action
(CTA)



BEST
PRACTICES.

Stories show both impact 
and importance. 

Know who 
you are

Invest in high quality 
imagery

Structure a clear 
narrative



VISUAL 
STORYTELLING.
A CASE STUDY
In Good Tilth is a beautiful, 
reader-centric publication that 
gives engaged audiences the 
best chance to participate in 
positive conversations about 
the sustainable food 
movement. 



STORIES IN
ACTION.

Membership Spotlight: 
Profiles of innovative 
food leaders

(Pro-tip): We want images 
that make us feel. Invest in 
high-quality imagery to 
visually tell stories with 
impact. 



BEST
PRACTICES.

Tell a story starting with: 
the beginning (who/what), 
the middle (where/when), 
and the end (why). 

CLEAR NARRATIVES



VISUAL 
STORYTELLING: 
A CRAFT MALT
CASE STUDY.

Know Who You Are: Root Shoot Malting 
are proud 5th generation farmers.

Structure A Clear Narrative: Saving Family 
Farms, One Beer At A Time

Invest In High Quality Imagery: 100 Year 
Lease short film

 

More Info
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100 YEAR LEASE
CAMPAIGN ELEMENTS

● Land Easement application via Natural Resources 
Conservation Service (NRCS) 

● Logo + Brand Identity by MTN Creative
● Short Film + Stills by Traverse Image
● Strategy + Copywriting + Media Relations by RadCraft
● Social Media by Root Shoot Malting
● Merchandise by GoWest T-shirts
● Crowdfunding platform by Steward



ASSETS.

Behind-the-scenes, 
people-driven stills 
from the 100 Year 
Lease film. 



BRAND 
STORYTELLING
WRITING 
PROMPTS.
Here are a few writing 
prompts to help you start 
sharing your story (and 
the folks that make your 
work possible). Keep it 
consistent and clear every 
step of the way.

What values drive our 
business? What’s in it for 
the customers?

What difficulties do my 
customers have and how 
am I meeting their 
needs?

How can I show our work 
and take people behind 
the scenes? (i.e. why local? why 
agriculture? Define major story 
elements answering who, what, 
where, when, why)



BRAND 
CHECKLIST.

Here are a few key 
items to have in your 
quiver so your brand 
can take center stage.

Branding identity

Boilerplate (elevator pitch)

Bios of stakeholders

History | Origin story

Mission, vision, values

Brand assets 
(aka logos, guideline, photos, 
videos, sales materials)

Primary communication 
methods with customers



More Info

Why you 
need one

How to 
start 

Tips & 
Tools

CONTENT 
CALENDAR 101.
Structure to help organize and 
schedule across channels 
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CONTENT
CALENDAR 101.
Structure and organization 
will help you achieve your 
content publishing goals 
(and create actions our 
future-selves will 
appreciate). A simple 
calendar will help you:

Work smarter

Keep your content 
up-to-date

More opportunities 
for collabs

Plan for the future
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SETTING UP A 
CONTENT 
CALENDAR.

1. Define your focus areas
(What does your brand talk about?)

2. Create a list of content types
(How do you want this content to appear?)

3. Brain dump ideas
(Add every single idea that comes to mind in a 
google sheet. There’s no bad ideas here.)

4. Get organized
(Start connecting your ideas to content types 
and focus areas. Use a spreadsheet or project 
management system, or google calendar to 
get started). 

5. Start production
(Write captions for the entire month, working  
around important dates, product launches, etc)

A step-by-step guide to help 
you set up your content 
calendar for the month.
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CONTENT 
CALENDAR
A CASE STUDY.

1. Focus areas
Biodiversity, soil health, DEI, changemakers, 
certification rigor/Integrity, advocacy, humor

2. Content types
Grid standard/carousel, edu-breakdown, profile, 
quote/factoid, resource round-up, levity/humor, 
blog post, podcast

3. Brain dump ideas
Best pollinators based on region, seed sourcing, soil 
health breakdown, organic labels 101, Mada 
agriculture profile

4. Get organized
Plants for pollinators > resource round-up > 
biodiversity
Mad agriculture > profile feature > changemakers

At Oregon Tilth we collaborate 
across teams to brainstorm 
ideas for our social media 
content calendar.

Pro-tip: we use Google 
docs/sheets, Asana to 
manage our content calendar 
and collaboration across 
teams, and Later.com for 
scheduling/analytics.



CONTENT CALENDAR 
IN ACTION.

Content Type: Resource roundup
Focus Area: Biodiversity
Partner: Bee Better/ Xerces

Content Type: Profile
Focus Area: Changemakers
Partner: Mad Agriculture

Content Type: Factoid
Focus Area: Certification/ Rigor
Partner: Organic Trade Association



WORKFLOW 
Make It Yours.
Customizing your content calendar to 
your brand with tools for project 
management + publishing. 

More Info

Tools Collaboration Execution
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TOOLS.

1. PROJECT MANAGEMENT
(Internal communications make the world go ‘round.)

Basecamp
Slack
Trello
Asana 
Google Drive

2. SCHEDULING + SHARING
(Because someone has to malt the barley.)

Sprout Social, Hootsuite
FB Business Suite
Mailchimp, Constant Contact
Later.com
Reddit
Pinterest (yes, I said Pinterest)
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COLLABORATION +
EXECUTION.

1. Teamwork
Content calendars and execution thereof is a 
collaborative process, both internally with team 
members and externally with collaborators like 
breweries + distilleries. 

2. Communication
In some cases, more than one person is speaking 
or posting on behalf of your brand. Synchronize 
efforts by sharing developing draft + finalization 
processes for content.

3. Action
You can talk about content for months and never 
get anything posted. Commit to deadlines and get 
your story out there. Better to have something live 
than nothing at all. 

At RadCraft, we recommend 
different content calendar 
strategies and formats for 
every individual partner we 
have.

Pro-tip: Make it yours! Don’t 
over-complicate your strategy 
with extra steps if you don’t 
need them. Troubleshoot and 
find what works for you.



facebook/radcraftbeer instagram/radcraftbeer hutto@radcraftbeer.com

GET IN TOUCH.

QUESTIONS? 
LET’S GO.

facebook/oregontilth

facebook/mainstemmalt

instagram/oregontilth

instagram/mainstemmalt

alyssa@tilth.org

alyssa@mainstemmalt.com


