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BRAND BUIDLING FOR 
HIGH TECH STARTUPS

A CASE STUDY WITH 
PLENSE TECHNOLOGIES 

yoyouur plants in tr plants in toop p ffoormrm

PROBLEM

BRAND BUILDING

1. DISCOVERING 
THE CONTEXT

MINIMUM VIABLE BRANDING

2. DEFINING THE BRAND DNA

IMPACT

3. DEVELOPING 
THE BRAND 
PROMISE 

Plense’s ultrasound technology and software, mapping 
the inside of plants, will improve the greenhouse 
horticulture’s way of working forever. They were however 
not sure who would benefit the most, how to reach these 
customers and how to enter the greenhouse market once 
their (undefined) product is further developed.

Brand building bridges the gap between customer and 
startup, similar to how Plense’s technologies is bringing 
their customer closer to their plants! 

Within the passionate, but closed 
greenhouse horticulture sector, 
one customer segment is most 
promising: the ambitious and 
entrepreneurial business-man. 
They are the greenhouse owners 
and decision makers, eager to 
become bigger and better. 

One of their main challenges is: 
improve the greenhouse 
growers work, to solve the 
decrease of growing expertise 
and labour force. 

The brand DNA captures the unique value Plense could 
offer the business-man and grower, and explains how 
this value should be communicated (see this poster!).

The business-man and grower 
refer to their plants as a team of 
top sporters. The coach can only 
explore his next strategy, or take 
the afternoon off, once he knows 
the team is in top form! 

Whatever Plense is able to tell 
about the plant, they will act as 
co-trainers, supporting the plants 
top form.

To make brand building more
approachable towards other high-
tech startups, a MVB (workshop) has 
been designed. Whereas the 
minimum viable product (MVP) 
focusses on product development, 
by evaluating the potential 
(functional) benefits of the product, 
the minimum viable brand (MVB) also 
takes into account the market and 

‘We need innovative technology, to 
function as co-pilot, for our growers’

YOUR PLANTS
IN TOP FORM

PURPOSE

PERSONALITYPOSITION STATEMENT

To convey new ways of horticulture.
Innovate and collaborate towards smart 

and simple horticulture. 

For greenhouse business-man
objective plant-based data that is connected 

to all other greenhouse technology, that 

actively supports greenhouse navigation and 

gives growers the freedom to explore new 
plants and lands. 

‘ The Explorer’  

Reliable  -  Ambitious  -  Exciting
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PLENSOR

PLANT DATA

INSIGHTS

PLANT-BASED ACTION
FOLLOW US FOR 

NEWS UPDATES & 

NEW CASE STUDIES 

Plants are like top sporters and as tra
iners we should keep them in 

topform. Therefore Plense develops a co-pilot th
at m

onitors the 

condition of your plants anywhere, anytim
e. 

Our plant-based insights will b
e connected to all other greenhouse 

metric
s, which means you can steer your greenhouse and take action 

based on objective plants-based measurements. 

When you want to
 work on your own top form, we are supportin

g the top 

Similar to
 the personal health status smartw

atches provide (by 

measuring inside people), our plant based data shows the health status 

and understanding:

Are my plants ready to work more, or do they need rest? Based on the 

plants water uptake.

Do you plants experience any stress?

How much did the stem grow?

Is there any early stage fusarium?

With our advanced algorith
ms, we tra

nslate data into information. 

Although we use machine learning (AI) te
chnologies, we believe in 

understanding what your signals mean and represent. T
hat is why we 

conduct th
orough research in relevant greenhouse environments 

signals. 

Using a speaker, w
e vibrate the internal structure of th

e plant, w
ith 

which we can measure stress and recovery of th
e plant based on the 

internal re
sonance. 

Next, w
e measure the tra

nsmission using a microphone. Our innovative 

technology is practical, safe and non-invasive; you can compare it w
ith 

echoes used in hospitals.

Our ro
bust casing can be placed around the plants stem in one simple 

move and does not need to be moved during the year as no botrytis 

forms on the stem.
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4. IMPLEMENTING 
BRAND BUILDING STRATEGY 

MVP

MVB

BRAND 
PROMISE

CUSTOMER

MARKET

Building a strong 
brand = realizing the 
brand promise.

WHAT PEOPLE 
WANT & NEED

WHAT COMPETITION 
DOESN’T PROVIDE

STARTUP
WHAT THE 
BRAND CAN 
OFFER

Next to the horticulture fair stand, a 
plan for targeting the business-man 
and a website have been designed!

Realizing the brand promise means 
exciting the business-man; with the 
smart, ambitious graduates and the 
startups first test results. 
Visiting this customer would lead to 
Plense’s first brand relationships and 
credibility. 

The remainder of the greenhouse 
sector, more hesitant to innovation 
and outsiders, will be convinced 
about this promise too, once Plense 
is able to show practical user cases of 
the business-man at horticulture fairs. 

Because of this thesis project and additional internal 
brand practices, Plense has a better understanding of 
their customers and how to strategically + 
creatively build a desirable and (after showing their 
product works!) unique brand throughout the market.

the customers desires, and tries to
illustrate the broader picture of 
the brand (and its products) value, 
both functionally and emotionally. 

Building the MVB and testing it 
with customers helped Plense and 
another startup to find, understand 
and connect with their most 
promising customer.


