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A Brand Is More Than a Logo

•  Logo
•   Distinctive visual  

elements
•  Typography
•  Photography
•   Grammar,  

punctuation  
and style

As these elements become 
synonymous with the 
attributes (or perceived 
attributes) of the product, 
service, or company, a brand 
identity is built. 

With brand identity 
established, logos and other 
distinctive brand elements 
will mean something to the 
targeted audience. If the 
branding process is effective, 
these elements will evoke 
the desired feelings and 
assumptions.

Brand evolves in the minds of viewers 
through exposure to a variety of elements. 

Some important elements of brand include:

Why Consistency  
Is Essential

Consistency in a law firm’s 
brand—as seen in proposals, 
email communications, 
advertising, invitations, 
marketing collateral and 
seminar handouts—conveys 
stability and helps engender 
trust. 

Using elements of our 
brand consistently lets 
our audience know we 
communicate firmwide about 
our standards—and that 
our lawyers and staff are in 
agreement about how such 
elements should be used. 

OUR BRAND
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Understanding  
Our Brand
In developing communications, 
we must ensure that the visual 
and nonvisual aspects of each 
message are aligned with our 
firm’s vision, commitments, 
culture and values.

Core Values

Faegre Baker Daniels will focus on client 
service and results, with the following 
Core Values paramount and guiding us 
in all that we do:  
• Honesty and Integrity
• Excellence
• Hard Work
• Teamwork and Collaboration
• Mutual Respect and  
 Firm Mindedness
• Diversity and Inclusion
• Service to our Communities

OUR BRAND
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About Our Key Brand Elements 

Logo

This logo is emblematic of the firm. 

OUR BRAND
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Photography

Photographic images for our 
advertising, website and practice-
related marketing collateral are 
crisp and business-focused. They 
complement our other brand 
elements, portraying ideas such 
as expertise and experience, 
as well as the support, service, 
dependability, problem-solving 
and teamwork we deliver  
to clients.

Grammar, Punctuation 
and Style 

Like other brand elements, 
our standards for grammar, 
punctuation and style should be 
consistently applied. Detailed 
information about these 
standards, which primarily 
concern advertising, marketing 
and website text, are provided in 
the Faegre Baker Daniels Writing 
and Editing Style Guide. 

Typography

Our branded fonts were selected 
for their functionality for  
Faegre Baker Daniels materials. 
 
Gills Sans is the typeface for 
the headline in firm branded 
materials. The body copy font is 
Calibri in firm branded materials.

Gill Sans
Calibri

OUR BRAND

Writing & Editing Style Guide 
 

January 2012 
 

 
 

Faegre Baker Daniels and FaegreBD Consulting have adopted the Associated Press Stylebook — the most 
recognized global source for professional writers and editors — as the prevailing guide in all written 
marketing materials. 
 
The AP Stylebook is enormous, and the purpose of the following information is to serve as a helpful tool to all 
firm writers and editors in using consistent style throughout all marketing materials. From time to time, this 
guide may be updated with AP changes or tips. 
 
Also following are brief sections addressing a few firm variations from the AP Stylebook and guidelines on bio 
formats not covered by the AP Stylebook. 
 

• Abbreviations and acronyms 
Commonly Misused Style Items 

o Spell out phrase on first reference, followed by acronym or abbreviation in parentheses 
o Use only acronym on following references 
o Do not use quotes around the acronym or abbreviation — National Labor Relations Board 

(NLRB); NOT National Labor Relations Board ("NLRB") or "NLRB" 
• Capitalization  

o Practice and industry team names should not
o Titles should only be capitalized when they come directly before a name (Managing Partner 

Andrew Humphrey; Jay Jaffe is a partner in the firm) 

 be capitalized in text (the health care group) 

o Capitalization of titles is allowed on the FaegreBD Consulting website (Senior Vice President) 
• Commas  

o Use commas to separate elements in a series, but do not

o Put a comma before the concluding conjunction in a series if an integral element of the 
series requires a conjunction (I had orange juice, toast, and ham and eggs for breakfast.) 

 place a comma before the 
conjunction in a simple series (The flag is red, white and blue.) 

o Use a comma before the concluding conjunction in a complex series of phrases (The main 
points to consider are whether the athletes are skillful enough to compete, whether they 
have the stamina to endure the training, and whether they have the proper mental attitude.) 

• Date ranges 
o When both years in a range begin with the same two digits, do not repeat those digits within 

the range (2004-08; 1999-2001) 
• Datelines  

o Web posting — city names should be in all caps followed by a space, the date in parentheses 
(01-January-2012), a space and a long dash (—); long dash can be made on keyboard using 
Alt 0151 

o Media distribution — city names should be in all caps followed by a space, the date in 
parentheses (Jan. 1, 2012), a space and a long dash (—); long dash can be made on 
keyboard using Alt 0151 

o When state names are needed in datelines, follow AP abbreviations (FORT WAYNE, Ind.; DES 
MOINES, Iowa) 

• Dates 
o When writing for media, abbreviate the months Jan., Feb., Aug., Sept., Oct., Nov. and Dec. 

when they appear with a day or a day and a year. (Jan. 1, 2012; Sunday, Jan. 1; January 
2012; It happened in January) 
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Our firm logo links all communications. The  
master versions of the Faegre Baker Daniels logo as 
they appear here, are stacked rather than horizontal. 

As the preferred logo, the Faegre Baker Daniels logo 
should generally be used in all firm collateral and  
marketing communications.

Brand Elements:
Logo

Master Logos

Considerations for  
using our logo:
• Master logos
• Horizontal logo 
• Logo colors 
• Corporate colors
• Size and proportion
• Logo clearspace
• On white and color backgrounds
• Web address
• Country listings
• Special uses
• Violations  

BRAND ELEMENTS: 
LOGO
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BRAND ELEMENTS:
LOGO

This variation of the master logo is for limited use on 
items that cannot accommodate the standard logo. 

* Use of this horizontal logo must be authorized by the 
business development and marketing department.

Horizontal Logo*
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Our logo colors use Dark Blue, Pantone 7463. To help 
ensure color consistency, it is best to use the Pantone 
colors for printing.

CMYK values can be used for printing purposes when 
using Pantone 7463 is not possible, as can the web and 
RGB or HTML values as seen to the right. These values 
are the only allowable substitutes when Pantone colors 
are not available. 

Logo Colors

BRAND ELEMENTS: 
LOGO

Pantone 7463

C: 100
M: 62
Y: 12
K: 62

R: 0
G: 49
B: 80

HTML: 003150
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BRAND ELEMENTS:
LOGO

The minimum logo size is 5/8” or 
.625.” At sizes smaller than this, the 
master stacked logo is difficult to 
read and distinguish. 

The logo can be used at any 
size as long as it is larger than 
the minimum size. It should be 
proportionate to other design 
elements.

To ensure proper presentation of 
the Faegre Baker Daniels logo, the 
zone surrounding it must be free 
and clear of any elements, such  
as type, images, graphics or  
other logos.

The formula for determining the 
proper staging area is shown above. 
The zone surrounding the logo 
should measure no less than the .5x  
where x is the height of the logo. 
(.5x = the uppercase E in the  
Faegre Baker Daniels logo)

Size and Proportion Logo Clearspace

.625”

Minimum master logo size

.5 x

.5 x

.5 x.5 x
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Logo on White Background

When the Faegre Baker Daniels logo is placed 
on a white background, use the dark blue 
approved option whenever possible. 

When only one color is available, the  
Faegre Baker Daniels logo may be reproduced 
in approved dark blue or black or white.

On White  
and Color Backgrounds

BRAND ELEMENTS: 
LOGO

Logo on Color Background

The Faegre Baker Daniel logo may be 
placed on various background colors.  
The primary goal is to have a high contrast 
between the background and the logo. 

Logo on Black Background

The Faegre Baker Daniels white logo  
may be printed on a black background  
in approved white for the FaegreBD logo. 
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BRAND ELEMENTS: 
WEB ADDRESS

When the web address is used in firm branded 
materials, the approved font is Gil Sans.

 
Faegre Baker Daniels  
website URL: 

FaegreBD.com

Web Address

The only permitted geographic designations are the 
countries in which the firm has offices. (City or state 
designations are not permitted.)

Countries are to be listed in a specific order based 
on the office for which the materials are created.

The font is Gil Sans, and there is one space before 
and after each “q” triangle. The text should be dark 
blue or black and “q” triangle should match the text 
color or may be green. 

Country Listings

USA
USA q UK q CHINA  FaegreBD.com
UK
UK q USA q CHINA

CHINA
CHINA q USA q UK
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The Faegre Baker Daniels 
logo may be silk screened, 
embroidered or used in 
applications other than offset 
printing.

Ideally, the logo should appear 
in the dark blue approved 
color, either on a light or white 
background. The logo may also 
reverse out in white from the 
approved dark blue. The one-
color logo may be used in black, 
navy or white. 

 

In certain circumstances, where 
the goal is to be subtle with the 
logo, such as embroidery on 
clothing, it may be applied tone-
on-tone.

When space is very limited,  
the horizontal logo may be  
used (e.g., pencils, legal pads).  
The same color hierarchy  
that applies for the master 
stacked logo applies for the 
horizontal logo.

Purchasing these types of items  
is handled through the business 
development and marketing 
department.

Use of the firm logo in any 
unapproved form is prohibited. 
Violations with respect to use of 
our logo may include, but are not 
limited to:

•  Stretching the proportion
•   Allowing copy or graphics to 

impede in the exclusion zone
•  Using unapproved colors
•   Failing to provide enough 

contrast between the logo  
and background

•   Removing or adjusting pieces  
of the logo 

If you have any questions 
regarding the use of the  
Faegre Baker Daniels logo,  
please contact a member of 
the business development and 
marketing department.

Special Uses Violations

BRAND ELEMENTS:  
SPECIAL USES
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BRAND ELEMENTS:  
GRAPHIC ELEMENTS

Pointer Graphic

The pointer graphic was created  
as a graphical element for the  
Faegre Baker Daniels brand. Above 
are examples of acceptable uses of 
the pointer graphic.

To the right is an example of the 
triangle used in the pointer arrow. 
This is an isosceles triangle – two 
sides are equal. The baseline is 
slightly longer than the two sides  
of the triangle. This triangle’s angle at 
the top is approximately 80 degrees.
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BRAND ELEMENTS:  
COLOR

Core Colors
Color plays a vital role in Faegre Baker Daniels’ visual identity. The five core colors above are used to reinforce our firm’s brand.  
The core colors are utilized in Faegre Baker Daniels’ marketing materials.

Corporate Colors
PMS CMYK RGB HEX

7463

362

Cool Gray 3

549

7484

003150

3FPC35

BCBEC0

5E9CAE

00583C

100 / 62 / 12 / 62

78 / 2 / 98 / 9

0 / 0 / 0 / 30

59 / 8 / 9 / 19

93 / 14 / 70 / 48

0 / 49 / 80

63 / 156 / 53

188 / 190 / 192

94 / 156 / 174

0 / 88 / 60
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BRAND ELEMENTS:  
COLOR

Extended Color Palette
The extended color palette was designed to complement the core colors. When more color options are needed, use the extended color palette for  
firm branded materials (e.g., dashboards and infographics).

 PMS:  310
 CMYK: 48 / 0 / 9 / 0
 RGB: 106 / 209 227
 HEX: 6AD1E3

 PMS:  368
 CMYK: 65 / 0 / 100 / 0
 RGB: 120 / 190 / 32
 HEX: 78BE20

 PMS:  122
 CMYK: 0 / 11 / 80 / 0
 RGB: 254 / 209 / 65
 HEX: FED141

 PMS:  130
 CMYK: 0 / 32 / 100 / 9
 RGB: 242 / 169 / 0
 HEX: F2A900

 PMS:  348
 CMYK: 96 / 2 / 100 / 12
 RGB: 0 / 132 / 61
 HEX: 00843D

 PMS:  5145
 CMYK: 25 / 51 / 5 / 20
 RGB: 155 / 119 / 147
 HEX: 9B7793

 PMS:  Cool Gray 6
 CMYK: 16 / 11 / 11 / 27
 RGB: 167 / 168 / 170
 HEX: A7A8AA

 PMS:  Cool Gray 9
 CMYK: 30 / 22 / 17 / 57
 RGB: 117 / 120 / 123
 HEX: 75787B

 PMS:  512
 CMYK: 53 / 99 / 3 / 18
 RGB: 131 / 49 / 119
 HEX: 833177

 PMS:  3145
 CMYK: 100 / 10 / 29 / 20
 RGB: 0 / 119 / 139
 HEX: 00778B

 PMS:  1585
 CMYK: 0 / 61 / 97 / 0
 RGB: 255 / 106 / 19
 HEX: FF6A13

 PMS:  1795
 CMYK: 0 / 96 / 93 / 2
 RGB: 210 / 38 / 48
 HEX: D22630
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Preferred Fonts
Gill Sans is our firm’s primary font.  
Gill Sans should be the first choice for  
the headline typeface. 
Gill Sans is a sans-serif typeface designed by Eric Gill.

The original design appeared in 1926 when Douglas 
Cleverdon opened a bookshop in his home town of 
Bristol, where Eric Gill painted the fascia over the 
window in sans-serif capitals that would later be known 
as Gill Sans. In addition, Gill had sketched a design for 
Cleverdon, intended as a guide for him to make future 
notices and announcements.

 

Calibri is our firm’s font for body copy. 
Calibri is a humanist sans-serif typeface family under 
the Microsoft ClearType Font Collection. In Microsoft 
Office 2007, it replaced Times New Roman as the default 
typeface in Word and replaced Arial as the default in 
PowerPoint, Excel, Outlook, and WordPad. It continued 
to be the default typeface in Microsoft Office 2010 
applications. The font features subtly rounded stems and 
corners that are visible at larger sizes.

Times New Roman is our firm’s alternative 
typeface.
Times New Roman is a serif typeface commissioned by 
the British newspaper The Times in 1931, created by Vic-
tor Lardent at the English branch of Monotype.

It was commissioned after Stanley Morison had written 
an article criticizing The Times for being badly printed and 
typographically antiquated. The font was supervised by 
Morison and drawn by Victor Lardent, an artist from the 
advertising department of The Times. Morison used an 
older font named Plantin as the basis for his design, but 
made revisions for legibility and economy of space. 

Brand Elements: 
Typography

Gill Sans Calibri Times New Roman

BRAND ELEMENTS:
TYPOGRAPHY

*The above information pertaining to fonts is derived from Wikipedia.org.
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BRAND ELEMENTS:  
TYPOGRAPHY

Gill Sans Calibri
Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     1234567890,.?!@#$%&*()

Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     1234567890,.?!@#$%&*()

Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     1234567890,.?!@#$%&*()

Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     1234567890,.?!@#$%&*()

Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     1234567890,.?!@#$%&*()

Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     1234567890,.?!@#$%&*()

Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     1234567890,.?!@#$%&*()

Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     1234567890,.?!@#$%&*()

Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     
1234567890,.?!@#$%&*() 

Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     
1234567890,.?!@#$%&*() 

Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz     

Alternate Typeface 
Times New Roman
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Brand Elements: 
Photography

Considerations for  
Using Photography
•   Color vs. black and white
•   Business-focused images 
•   Copyright & image license
•   Web use
•   Types of images to avoid

Color vs. Black and White
In most instances, color photography is 
preferred unless the materials allow only  
one color. 

Business-Focused Images
Business-focused images need not always 
depict a business setting. They should, 
however, directly tie to the types of legal 
services Faegre Baker Daniels delivers, the 
value we provide, or the clients we serve.  
The photography should reflect the concept  
of the services we offer rather than a literal 
image of the service. 

Copyright & Image License
The proper licenses are required for a 
photograph before it is utilized for any of 
Faegre Baker Daniels materials. Any use of an 
outside logo must have the proper licensing or 
terms of use and also requires rights.

Web Use
For uses on our website, photographic images 
must be cropped to fit the format and to  
add interest.

Types of Images to Avoid
When possible, avoid using photography that 
contains the following:

• Superimposed words 

• Cliché images 

• Negative, disturbing or unattractive images  
 (unless there is a compelling reason)

• Collages of photographs  
 (multiple overlapping images) 

BRAND ELEMENTS:
PHOTOGRAPHY
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BRAND ELEMENTS:  
GRAMMAR

Brand Elements: 
Grammar, Punctuation and Style 

Faegre Baker Daniels has adopted the 
guidelines set by the Associated Press 
Stylebook. 

Detailed information about these standards, which 
primarily concern advertising, marketing and website 
text, are provided in the Faegre Baker Daniels Writing 
and Editing Style Guide. 

Writing & Editing Style Guide 
 

January 2012 
 

 
 

Faegre Baker Daniels and FaegreBD Consulting have adopted the Associated Press Stylebook — the most 
recognized global source for professional writers and editors — as the prevailing guide in all written 
marketing materials. 
 
The AP Stylebook is enormous, and the purpose of the following information is to serve as a helpful tool to all 
firm writers and editors in using consistent style throughout all marketing materials. From time to time, this 
guide may be updated with AP changes or tips. 
 
Also following are brief sections addressing a few firm variations from the AP Stylebook and guidelines on bio 
formats not covered by the AP Stylebook. 
 

• Abbreviations and acronyms 
Commonly Misused Style Items 

o Spell out phrase on first reference, followed by acronym or abbreviation in parentheses 
o Use only acronym on following references 
o Do not use quotes around the acronym or abbreviation — National Labor Relations Board 

(NLRB); NOT National Labor Relations Board ("NLRB") or "NLRB" 
• Capitalization  

o Practice and industry team names should not
o Titles should only be capitalized when they come directly before a name (Managing Partner 

Andrew Humphrey; Jay Jaffe is a partner in the firm) 

 be capitalized in text (the health care group) 

o Capitalization of titles is allowed on the FaegreBD Consulting website (Senior Vice President) 
• Commas  

o Use commas to separate elements in a series, but do not

o Put a comma before the concluding conjunction in a series if an integral element of the 
series requires a conjunction (I had orange juice, toast, and ham and eggs for breakfast.) 

 place a comma before the 
conjunction in a simple series (The flag is red, white and blue.) 

o Use a comma before the concluding conjunction in a complex series of phrases (The main 
points to consider are whether the athletes are skillful enough to compete, whether they 
have the stamina to endure the training, and whether they have the proper mental attitude.) 

• Date ranges 
o When both years in a range begin with the same two digits, do not repeat those digits within 

the range (2004-08; 1999-2001) 
• Datelines  

o Web posting — city names should be in all caps followed by a space, the date in parentheses 
(01-January-2012), a space and a long dash (—); long dash can be made on keyboard using 
Alt 0151 

o Media distribution — city names should be in all caps followed by a space, the date in 
parentheses (Jan. 1, 2012), a space and a long dash (—); long dash can be made on 
keyboard using Alt 0151 

o When state names are needed in datelines, follow AP abbreviations (FORT WAYNE, Ind.; DES 
MOINES, Iowa) 

• Dates 
o When writing for media, abbreviate the months Jan., Feb., Aug., Sept., Oct., Nov. and Dec. 

when they appear with a day or a day and a year. (Jan. 1, 2012; Sunday, Jan. 1; January 
2012; It happened in January) 
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Phone Numbers

Applications

U.S. Offices
+1 xxx xxx xxxx
For example, the approved style for the 
Minneapolis main office phone line is: 
+1 612 766 7000 

UK Offices
+44 (0) xx xxxx xxxx
For example, the approved style for the 
Londonmain office phone line is: 
 +44 (0) 20 7450 4500

Chinese Offices
+86 xx xxxx xxxx 
For example, the approved style for the  
Shanghai main office phone line is:  
+86 21 6171 6500

Faegre Baker Daniels has an approved style of phone numbers for the U.S. offices, U.K. offices and Chinese offices.  
Below are the approved formats for phone numbers.

In this section, guidelines for applying these brand standards 
to frequently used marketing collateral are provided.

BRAND ELEMENTS:
PHONE NUMBERS

Abbreviations:
Abbreviations is the standard format for number listings. 

M: +1 xxx xxx xxxx (Main Office Telephone) 

D: +1 xxx xxx xxxx (Direct Office Telephone)

C: +1 xxx xxx xxxx (Cell Phone/Mobile)

F: +1 xxx xxx xxxx (Fax)

Spelled Out:
Spelled Out is the secondary format for number listings.

Direct:  +1 000 000 0000 (Office Telephone)

Mobile:  +1 000 000 0000 (Cell Phone/Mobile)

Fax:  +1 000 000 0000 (Fax) 

*Numbers should be consistent with approved formats as seen to the left.
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APPLICATIONS:  
STATIONARY

Stationery

To the left is a sampling of some of 
the approved firm branded stationery.

Please contact your business  
development and marketing  
representative to request 
firm branded stationery.

FaegreBD.com USA q UK q CHINA

FaegreBD.com                                                         USA q UK q CHINA

USA q UK q CHINAFaegreBD.com

First Name M. Last Name
Direct +1 612 766 xxxx
Mobile +1 xxx xxx xxxx 
name.lastname@FaegreBD.com 

Faegre Baker Daniels LLP
2200 Wells Fargo Center 

90 S. Seventh Street 
Minneapolis 

q Minnesota 55402-3901 
Phone +1 612 766 7000 

Fax +1 612 766 1600
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When a presentation calls for the use of the firm logo, it must be in the approved format.  
PowerPoint templates have been developed for general use.

These templates are available for download on Benson. 

Font options:
Arial Narrow
Arial
Times New Roman

 
 

PowerPoint Presentations
Cover Page Interior Pages

APPLICATIONS:  
POWERPOINT

2
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APPLICATIONS:  
DASHBOARDS 

A  Q u i c k  L o o k  At  FaegreBD f o r  Code42

P r o f E S S i o N A L S750750+ Legal & Consulting Professionals750+ Legal & Consulting Professionals

 cLiENtS firSt 
 HigH PErformANcE 
 oNE firm

gu idiNg Pr iNciPLES3

 HoNESty & iNtEgrity 
 ExcELLENcE
 HArd Work
  mutuAL rESPEct  

& firm miNdEdNESS

 SErvicE to commuNitiES
 divErSity & iNcLuSioN
  tEAmWork & 

coLLAborAtioN

7 c o r E  v A L u E S

L o c A t i o N S3
miNNESotA’S  L ArgESt L AW f irm

FaegreBD.com USA q UK q CHINA

LAW FIRM

70
LEADING LAWYERS

70 lawyers recognized as “Leaders in their Field” (Chambers USA, 2013)

10
LAW FIRM

A

Ranked among the top 10 national law firms for client service (BTI Consulting Group, 2014)

100
RANKINGS

Over 100 first-tier “Best Law Firms” practice area rankings (U.S. News, 2014)

177
BEST LAWYERS

177 lawyers named “The Best Lawyers in America” (The Best Lawyers in America, 2014)

Named a 
“Go-To Law 

Firm® for
Fortune 500 ® 
Companies” 

(Corporate 
Counsel, 2013)

T
O
P

USA, UK & ChinA

Jon   
Zimmerman 
Corporate

Lisa  
Pugh 
Tax

  
John  
Haveman 
Executive Compensation

  
Dan  
Prokott 
Employment

Andrew  
Humphrey 
Corporate

Jim  
DeBuse 
Corporate

  
Leita  
Walker 
Privacy & Security

  
Rob  
Leonard 
Intellectual Property

Page
Fleeger 
Benefits

iNitiAL PubLic
offEriNgS (iPo)

SEcuritiES
rEPortiNg

tENdEr 
offErS

Stock ExcHANgE
LiStiNg rEQuirEmENtS

tAkEovEr 
PrEPArEdNESS

corPorAtE
govErNANcE

Proxy 
StAtEmENtS

ExcHANgE
offErS

rEcAPitALizAtioN
trANSActioNS

ExEcutivE
comPENSAtioN

EQuity/dEbt
offEriNgS

goiNg
PrivAtE

SPiNoffS
SALE of 
comPANy

AcQuiSitioNS/
divEStiturES

crEdit fAciLity

bridgE
fiNANciNg

vENturE 
cAPitAL
fiNANciNg

c o d E 4 2
P r E S E N t i N g 
TeAm

f A E g r E  b A k E r  d A N i E L S  i S  A
FUll  S e rviCe  l Aw  F i r m
P rov i d i N g  b u S i N E S S  S o Lu t i o N S  to  Lo c A L ,  N At i o N A L  A N d  i N t E r N At i o N A L  o rg A N i z At i o N S

FaegreBD.com USA q UK q CHINA

u S E  A  m u Lt i - d i S c i P L i N A ry  A P P r o A c H

c A P i tA L  m A r k E t S  eXPerienCe
rePreSenTS the fourth  
largest bank holding company in the 
U.S. in all capital raising activities

ACTeD as counsel for public 
offerings that raised more than  
$200 billion in the past three years

ASSiSTS clients with filing and disclosure 
rules and listing regulations domestically and 
internationally for nYSe, nasdaq, nYSe mKT, 
TSX, ASX, FTSe and Aim stock exchanges

c A P i tA L  
m A r k E t S

45

AmEriPriSE fiNANciAL    ArcHEr dANiELS midLANd 
A S c E N t  S o L A r  t E c H N o L o g i E S    b A i r d  
b A N k  o f  A m E r i c A  /  m E r r i L L  L y N c H 

c.H. robiNSoN WorLdWidE   cALiforNiA WAtEr SErvicE comPANy   cAPELLA EducAtioN comPANy   crAig-HALLum cAPitAL grouP   crocS 
dAtALiNk   ENdocytE   fAir iSAAc corPorAtioN   fAStENAL   H.b. fuLLEr   HormEL   HutcHiNSoN tEcHNoLogy   ikoNicS corPorAtioN  
LifE timE fitNESS   NortHErN oiL & gAS   NortHLANd SEcuritiES   PiPEr JAffrAy   Proto LAbS   SHoPHQ   SimoN ProPErty grouP  
SPS commErcE   StEPHENS iNc.   tArgEt   tENNANt comPANy    tW tELEcom   WELLS fArgo & comPANy   xcEL ENErgy   zimmEr

c A P i tA L  m A r k E t S  ClienTS

lAwYerS

Dashboards

Dashboards are a visual marketing tool for external and internal clients. They focus on informational graphics to 
convey messages. There are specific guidelines with creating these pieces. 

Contact your business development and marketing representative with inquiries about dashboards.

Front Back
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Teaser CardsFact Sheets

Front Back Front Back

The fact sheet template has been 
designed to market your industry 
team or practice group.

APPLICATIONS:  
FACT SHEETS

TEASER CARDS

FaegreBD.com/foodag

Food & Agriculture

The field-to-fork cycles are complicated. We 
understand the science, economic and regulatory 
aspects of these cycles—enabling us to address 
clients’ full range of business needs.

Our Industry Commitment and Relationships
Our clients in these industries include market leaders such as
Agrium, Anheuser-Busch Companies, Inc., Archer-Daniels-
Midland Company, BASF, Bayer CropScience, Buffalo Wild 
Wings, Campbell Soup Company, Cargill, Incorporated,  
CHS Inc., CoBank, DeanFoods, Dole Food Company, Dow 
AgroSciences, General Mills, Inc., Famous Dave’s of America, 
Inc., Hormel Foods Corporation, International Dairy Queen, 
International Foodservice Manufacturers Association, Midwest 
Poultry Services, L.P., National Pork Board, National Pork 
Producers Council, Performance Food Group, Pharmavite, LLC, 
Pioneer Hi-Bred International, Rabobank, Syngenta Seeds/Crop
Protection, U.S. Bank, Wave Energy Drink, LLC, Weaver
Popcorn, Wells Enterprises (Blue Bunny), and Wells Fargo
Bank, N.A. 

Underscoring our commitment to knowing the marketplace,
Faegre Baker Daniels lawyers are active members of, or
participants in, a number of professional and trade industry
associations, including: Agricultural Retailers Association,
American Meat Institute, American Seed Trade Association,
California League of Food Processors, California Feed and
Grain Association, CropLife America, Food and Drug Law
Institute, Grocery Manufacturers Association, International
Association of Food Protection, International Dairy Foods
Association, International Franchise Association, International
Foodservice Manufacturers Association, National Grain and
Feed Association, the National Pork Board, U.S. Egg and
Poultry Association, The Wine Institute, and Western Plant
Health Association.

Leadership—National:

DES MOINES/PALO ALTO
Kim J Walker
+1 515 447 4702
kim.walker@FaegreBD.com

CHICAGO
Colby A. Kingsbury
+1 312 212 6573
colby.kingsbury@FaegreBD.com 

DENVER
Gretchen Miller Busch
+1 303 607 3721
gretchen.busch@FaegreBD.com

DES MOINES
Jacob D. Bylund
+1 515 447 4708
jacob.bylund@FaegreBD.com

Michael B. Abbott
+1 515 447 4720
michael.abbott@FaegreBD.com

INDIANAPOLIS
Kathy L. Osborn
+1 317 237 8261
kathy.osborn@FaegreBD.com

MINNEAPOLIS
Sarah L. Brew
+1 612 766 7470
sarah.brew@FaegreBD.com

WASHINGTON, D.C.
David C. Lyons
+1 202 312 7015
david.lyons@FaegreBD.com

Leadership—International:

LONDON
Linda J. Crow
+44 (0) 20 7450 4531
linda.crow@FaegreBD.com

MINNEAPOLIS
George D. Martin
+1 612 766 7055 
george.martin@FaegreBD.com

SHANGHAI
John V. Grobowski
+86 21 6171 6588
john.grobowski@FaegreBD.com

Please contact your business 
development and marketing 
representative for assistance with 
the writing and production of your 
fact sheet.

This teaser card template has been designed to use 
for upcoming events and conferences to market your 
industry team or practice group.

Contact your business development and marketing 
representative for assistance with the writing and 
production of your teaser cards.

Food & Agriculture

FaegreBD.com/foodag

As legal advisers to many of the world’s leading 
food and agriculture companies since 1912, 
Faegre Baker Daniels lawyers have industry-
specific knowledge in core areas important to these 
businesses. To leverage that knowledge effectively 
for clients, Faegre Baker Daniels offers a focused 
team of more than 150 lawyers.

Helping Our Clients Feed the World Responsibly
Through the Faegre Baker Daniels food and agriculture team, 
clients have a single source for comprehensive domestic and 
international legal representation from lawyers who understand 
these industries.

Your Business Is Our Business
Our food and agriculture industry group is organized in the 
way you organize your business. Our lawyers are designated as 
leaders of business segment areas, and their primary role is to 
be deeply entrenched in your industry. In organizing our teams 
as you organize your business, we are much more effective and 
knowledgeable, and we can more quickly assist you with your 
legal needs.

We designate lead lawyers whose primary responsibility is to 
support these business segments in our broad range of legal 
practice areas. They assure quality representation by addressing 
the unique issues that impact these segments in today’s business 
environment. They are committed to staying current on legal 
developments and educating themselves in market trends and 
issues that affect you and your company. Our lawyers speak and 
write nationally and participate in trade association events across 
the country.

Industry segments  
we serve included
• Agricultural/Food 

Equipment
• Agricultural Retail & 

Distribution
• Animal Feed & Health 

Products
• Beverage and Alcoholic 

Products
• Crop Nutrient Products
• Crop Protection Products
• Dietary Supplements
• Food Processing & 

Technologies 
• Food Sales/Distribution
• Grain/Oilseeds
• Hospitality/Restaurant
• Organic/Natural Foods
• Protein Production &  

Processing
• Seed Products 

Supporting practice  
areas include:
• Agribusiness Litigation
• Antitrust
• Construction
• Corporate
• Employment/Immigration
• Environmental
• Finance/Bankruptcy
• Food Litigation & 

Regulatory 
• Intellectual Property  
• International
• Public Policy/Consulting
• Real Estate 
• Supply Chain

Faegre Baker Daniels advises and represents clients in 
complex bankruptcy cases, debt restructurings and related 
financial litigation matters. Our clients include companies 
seeking to restructure or liquidate, secured and unsecured 
creditors, trustees, private investment funds, unsecured 
creditors’ committees and distressed asset purchasers.

Our team understands and efficiently 
implements your business objectives  
and goals worldwide.

Bankruptcy & Restructuring

FaegreBD.com/restructuring

www.FaegreBD.com USA q UK q CHINA
FaegreBD.com/restructuring

Representative Experience

Successes achieved for our clients include:

►  Purchase out of bankruptcy of more than 300 franchised 
convenience stores, including the renegotiation of leases 
and franchise agreements. 

►  Successfully prosecuted PACA claims of a large fresh fruit 
and vegetable supplier in the bankruptcy of a national 
distributor.

►  Restructured the debt and businesses of the owner of 
multiple gym franchises avoiding the filing of bankruptcy.

►  Represented a large regional fuel and convenience 
store franchiser in chapter 11 bankruptcy, including the 
negotiation of environmental claims and responsible 
officer tax liabilities.  

Group Contacts

www.FaegreBD.com USA q UK q CHINA

Terry Hall, Partner | Indianapolis
T: +1 317 237 1230
terry.hall@FaegreBD.com

Jay Jaffe, Partner | Indianapolis
T: +1 317 569 4687
jay.jaffe@FaegreBD.com

George Mesires, Partner | Chicago
T: +1 312 356 5101 
george.mesires@FaegreBD.com

Front Back
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APPLICATIONS:
PROPOSALS

Front Cover Interior Page

The proposal template is based in MS Word  
and includes a table of contents, as well as 
formatting for section and paragraph headings 
and mini-bios.

Contact your business development and 
marketing representative for assistance with  
the writing and assembly of your proposal.

Proposal Templates

Title of Proposal to the Client
Subtitle If Needed Would Go Here

AUTHOR  q  MONTH, 2012

2 

January 2012

Dear Agrium Colleagues,

On behalf of Faegre Baker Daniels’ entire Agrium client service team, I am pleased to provide 
you this overview of our work with Agrium, CPS, Loveland and AAT throughout the years 2010
and 2011.

Thank you for the work you send us and for the confidence you have placed in our lawyers.  
With our strong commitment to efficient, effective legal service, we strive to confirm your 
confidence in everything we do.

You will notice that this overview contains both forward-looking and backward-looking 
statements. Unless otherwise noted, for all work completed before December 31, 2011 “Faegre 
Baker Daniels” refers to the firm formerly known as Faegre & Benson LLP. All present or 
forward-looking statements refer to Faegre Baker Daniels LLP, the firm which is the 
combination of legacy firms Faegre & Benson and Baker & Daniels, effective January 1, 2012.

We look forward to working with you in 2012.

Very truly yours,

Winthrop A. Rockwell

Winthrop (Win) A. Rockwell
Partner
612-766-6901 
winthrop.rockwell@FaegreBD.com

Michael Abbott
+1 515 447 4720
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APPLICATIONS:  
WEBSITE

This is the homepage for  
Faegre Baker Daniels’ website. 

Website
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APPLICATIONS:
EMAILS

Emails Alert You’re Invited

Above are examples of Faegre Baker Daniels 
emails created for a consistent firm branded 
look: an alert and invitation.

Contact your business development and 
marketing representative for inquiries 
about FaegreBD branded emails.
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APPLICATIONS:  
APPROVALS

All design, printing and production of materials or goods 
(whether in physical or electronic form or otherwise) using 
the firm logo or any version thereof should be arranged 
through Aaron Reiter, Director of Strategic Marketing at 
aaron.reiter@FaegreBD.com or +1 317 237 1060.

Approvals


