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Project description: To create a brand identity for the canteen services on 3 campus sites. 

Raise brand identity & its USP’s with signage, menu & infographic designs. 

Requirement:  

• A menu design. A4 in size. 

• Chalkboard design template. 

• Logo. 

• Signage cards for food names & table top information. 

• Infographic poster. 

What do you believe you require? For example, a corporate brochure, website, sales 

literature, sales aid, letter, form, PR, exhibition, TV, radio or print advertisement. 

(Sometimes, based on the information you provide, it may be that a different or additional 

approach is recommended.) 

Purpose: To increase the visibility of the brand. Introducing colour & a sense of playfulness 

into the canteen spaces.  

To raise awareness of the company’s belief that good healthy food doesn’t have to be costly 

or boring.  

To create a channel through which the company can reach its target audience, through simple 

& regular menu changes along with signage & infographics to catch the attention. Also 

through the use of social media. 

Why is this wanted? What do you want to achieve in the short-term, in the long-term? For 

example, to generate immediate enquiries or to explain something. How will you evaluate its 

effectiveness? 



Target Audience: The stated target audience is currently the student population & the body 

of staff. However, the company’s long term hope is to educate their customers to a point 

where they will in turn spread the word, either by reproducing their recipes or word of mouth.   

Who do you most want to reach? Qualify and quantify. Describe relevant aspects, both in 

professional terms — nature of business, position held, etc, and in personal terms - age, sex, 

etc. Use socio-economic classifications if appropriate. 

Positioning: The Curly Kale cares about what you put in your body every day. They are 

committed to providing varied, exciting & tasty nutritional food options every day that are 

both good for you & good for the planet. 

SWOT analysis: 

Strengths  

• Belief in their ethos. 

• Cooking ability. 

• Diverse inspiration.  

• Youthful & fresh ideas. 

• A lot of room for new ideas. 

Weakness. 

• Too many leaders perhaps.? No clear lead. 

• Limited Staff identity or engagement. 

• Limited budget. 

• Need to keep prices to a sustainable minimum. 

• Level of client willingness to be educated. 

Opportunities. 

• Captive audience.  

• Pre-existing promotional channel in student communication methods. (Facebook etc.) 

• Willingness of clients to try non-traditional recipes. 

• Expansion to new student events & possible expansion to other colleges or company.  

Threats. 

• Packed lunch. 

• Local suppliers. (McDonnalds, Spar etc.) 

• Recipe stagnation or lack of rotation. 

• Loss of drive by own staff. (ALL staff must adopt & believe in ethos & maintain the 

positive reinforcement.) 

 

The present and, if relevant, the required positioning in the marketplace, both actual and 

perceived. SWOT analysis. (Strengths, Weaknesses, Opportunities, Threats). 



Benefits: (1
st
) The strong health benefits of the menu. (2

nd
) The value for money. The benefit 

to the earth. Accessability. 

What is the single most important benefit that will appeal to your target audience? Why is 

this important to your customer? What are the secondary benefits? 

Proposition: “Healthy food doesn’t have to cost the Earth.” 

What is the key statement that summarises the main benefit of your product or service? 

Rationale: By educating & showing our belief in our message.  

Why should the audience believe what you claim? 

Response: The company is seeking to increase the general awareness of the client of its food 

& its benefits,  and an engagement with the restaurant in events & promotions.   

What sort of response are you seeking? To increase general awareness? To change 

attitudes? To buy? Is there an immediate action required: to email, telephone or to respond 

in some other way? 

Tone of voice: A friendly & enthusiastic approach is to be used to get the message across to 

the customer base. 

What sort of language should be used: casual, formal, authoritative, friendly, humorous, 

serious, etc? It may be helpful to provide examples of existing material, as well as style 

guidelines, if they exist. 

Other activity: It is hoped to use numerous methods to get the message out there. Social 

media, print such as poster & menu infographics, but also by introducing interactive events 

such as “guest chef days” or “suggest a dish competitions”. 

Are there, or will there be, related activities, such as advertising, exhibitions, posters or 

brochures? Will any subsequent activity be taking place, such as follow up mailings, 

telephone calls or personal visits? 

 

Background: 

 

Assume the agency/designer/writer has no knowledge of your activities. It is all too easy for 

work to fail because of incorrect assumptions. Supply the essential information they need. 

 

 

 



Context 

 

How does this relate to your wider business strategy? What is the competition? Are you 

aware of any similar activity? Is there anything else you have done, or are planning to do, that 

is relevant? Where appropriate, supply examples. How do your target audience feel about 

your product or service in relation to alternatives available to them? 

Content 

 

Supply the information you wish to be communicated. In some cases you may have draft text, 

in others you may only have the germ of an idea — so describe what you want to say. 

Indicate key phrases/terms relevant to the business. For websites, provide any information 

already held on keywords for seo. Try to prioritise. 

Attachments:  

List and supply all relevant information. 

Timing: This project is to be completed by April 14
th

, with a Milestone of February 21
st
. 

 

Written by Hugh Shelley HND 01 

hughshelley@gmail.com 

 


