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“People were concerned with ingredients, but now the pendulum has shifted and we are thinking about technique. 

They ask, ‘How can we take this simple ingredient and make it look different like we’ve never seen it before?’

Andrew Dornenburg
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FRAMEWORK
This section will focus on the proposed problem. +1.0



THE PROBLEM PROPOSED
To design a brand strategy and visual identity program that will reflect the direction 

and purpose of the company or organization as it relates to its publics. 

APPLICATIONS

SYMBOL/MARK (mandatory)

(black & white, color, & reverse)

PACKAGING (mandatory)

(total of 5 products + shopping bags)

BUSINESS SYSTEM

(Letterhead, 2nd Sheet, Envelopes, 

Business Card, Mailing Labels)

MARKETING SERIES

(Production method of choice, Series of three)

PRODUCT CATALOG/ANNUAL REPORT

(cover plus 2 spreads minimum)

WEBSITE/INTERACTIVE

(Homepage, Product info & ordering, general info)

TELEVISION COMMERCIAL

(15-30 second spot)

SIGNAGE/RETAIL ENVIRONMENT

(Interior Signage, Interior Design, Intereor Layout,

Exterior Signage, Wayfinding, or Vehicles)

BRAND IDENTITY STUDY (mandatory)

MANDATORY + SELECTED 

APPLICATIONS FOR DESIGN

Symbol/Mark

Packaging

Business System

Website/Interactive 

Brand Identity Study

After we were given the problem, we then had to decide for our-

selves which parts of the project were going to be important to 

us and our brand. I initially chose to include  a Business System, & 

Environmental Graphics with my brand, but I then re-evaluated my 

needs and decided that I would include a website (which I will elaborate 

on later). This helped me to gain a range of media within the vast range 

of the given project. 

EXPERIMENTCULINARYLAB
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CREATION
This section will focus on the creation, profile, and business objec-

tives of Culinary Lab. +2.0





 Our Story begins with a young man named Ethan Young who 

was living in the Soho district of New York, NY. Ethan was 20 when 

he moved out on his own for the first time. His parents had a hard 

time letting go, but knew that Ethan had a huge opportunity ahead 

of him. He and his friend Josh moved into a small loft apartment 

near the Soho District. Ethan had a fulltime job at a local fresh food 

market, and loved talking with people as he talked to them about the 

fresh produce of the day and the occasional talk about the weather. 

Josh was older than Ethan, and was an interior designer at a local 

design studio. Josh usually worked long hours. He and Josh were 

best of friends and always went out on the town together. After 

hours, they loved to go out to the local wine bars, and to walk around 

and see all of the newest fashion that was around the Soho District. 

Ethan had always been into music, food, and art, and found that 

he naturally felt comfortable in a creative environment and around 

people who were just as curious and passionate about life as he was. 

Ethan almost always carried his camera with him so that he could 

document life as it happened. He was really interested in people, and 

the way that they communicate and interact with each other. 

 Josh soon started dating this new girl that he had met at a local 

bar, and was out with her most days and nights. So Ethan decided 

that since Josh was busy all of the time, he would focus on his pho-

tography. Before he knew it, Ethan was making money off of his 

photography and started going that professionally. Ethan was soon 

able to make enough money off of photography that he was able to 

start taking some trips to Europe to do his work. While Ethan was 

on his trips, he became fascinated with the types of food that were 

being prepared. Different cultures had different foods, and all were 

prepared with great care and enthusiasm. No other culture quite 

captivated him as much as Italy. While he was in Venice, he went to 

this one family owned market where the owner was this man named 

Antonio Gianella. Antonio was a father of four and had a lovely wife 

named Isabella who helped him every day with the market. The 

Gianella’s had a wonderful passion for people, relationshiops, and 

romance. They explained to him the importance of cooking, and sa-

voring flavors. “Food is not just for entertainment, it’s a way of life,” 

they said. They taught him some of the best kept Italian food secrets 

and even showed him how to pick the very best produce for cook-

ing. They let him share in cooking with them and allowed him to try 

some utensils that he had never seen before. After sharing moments 

over dinner, they wanted to share their life story with Ethan, and af-

terward he took their photograph and promised to send them a print 

of it. They wished him well and welcomed him back for whenever he 

would be around again. Ethan loved the way that the Gianella’s were 

so genuine to him and came out of their store with a renewed sense 

of passion and creativity.

 After Ethan had returned from his trip to Italy he looked at food 

in a completely new way. He saw it now as a way to share with 

friends and family. Food was more than just eating to survive. It was 

a chance to entertain, enjoy, and live life. So in his spare time Ethan 

began learning how to cook. He bought books and took a few small 

classes. He became inspired by the colors, tastes, and smells of the 

food and really started creating rather than cooking. He became so 

inspired by cooking that he decided that this was a career path that 

he wanted to pursue. He applied to the Art Institute of New York 

City. He was accepted and begun his classes shortly after accep-

tance. Since it was an art school at heart they took great pride in 

learning how to be creative and inventive with their cooking, and 

really pushed Ethan to be great. While he was there he was able to 

learn all about food, chemistry, flavors, and how to combine those 

ingredients. He learned different cooking techniques and plating 

techniques. He was very passionate about creating dishes, almost 

as if they were works of art. He found it to be very fulfilling when 

he could share his passion with others and help them to create their 

own great experiences. He became a very talented chef and loved 

teaching and sharing his knowledge with his friends and family.

 When he graduated from the Art Institute of New York City he 

didn’t have a plan for what he was going to do with his new knowl-

edge. So he remembered back on those times he spent traveling, 

and experiencing different cultures. He thought of the wonderful 

people and places, and he remembered Antonio and Isabella and 

how they had so much because they were willing to share with those 

they did not know. Ethan thought about how wonderful it would be 

to own a experimental market where people could come test food 

and recipes. A place where he could help his customers be inspired 

and provide them with the tools to create great food. He didn’t know 

where he would find the money to do it, but he decided that there 

was no stopping him.

 Over the next few months Ethan had started giving people cook-

ing lessons inside of his loft. This allowed him to test his methods,  

and perfect his cooking techniques. After working with these people 

He became intrigued by the idea of using this experimental market 

as a labratory for testing and creating new recipes. It would be all 

cooking through the use of chemistry, precision, and experimenta-

tion. Ethan decided that he needed to purchase a storefront in order 

to make this dream a reality. He didn’t have enough money to pur-

chase a space, so he decided to apply for a business loan for enough 

money to get the market started. He found a perfect space on local 

Greene Street, and purchased it. Two weeks later the building was 

his, and the culinary Lab was born. 



Culinary Lab is a modern marketplace that is focused on provid-

ing our customers with an environment where they can feel free to 

experiement and get technical with their culinary skills. Learning is 

key, and Culinary Lab provides the atmosphere and tools to learn 

effeciently and creatively. Customers will be able to test some of the 

most cutting edge culinary instruments that will allow their experi-

ments to be as precise and as abstract as possible. We also provide 

our customers with our own toolkits to help them start off experi-

menting on the right foot. We believe that cooking with precision 

is the only way to cook, and we express it in the way we approach 

our service and products. Each individual has their own tastes and 

passions, and it is our goal to speak to those interests and provide a 

personalized culinary experience that will empower and refine that 

individuals cooking skills. Creating unique abstract dishes is our pas-

sion and it is our goal to share that passion with our customers. 

Community is key and Culinary Lab is committed to making its cus-

tomers feel welcome and encourage them to stay as long as they 

wish. We are a local store and rely on the local people for their sup-

port. One day we would like to expand our business to other loca-

tions, but we believe that only certain locations and neighborhoods 

COMPANY PROFILE

FrameworkCompany Profile
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have the precise atmosphere that we require for our lab. We believe 

that cooking is a great way to share with friends and family and we 

will assist you in creating wonderful food that you can share with 

those around you. By allowing our customers to learn and test we 

believe that they will be active in passing on the knowledge that 

they have gained to other culinary enthusiasts. We encourage our 

customers to get their hands dirty and experiment with their food. 

Culinary Lab strives to keep the cooking environment fresh and 

sharp, so everyone feels inspired to create magnificant dishes from 

the smallest molecule up. 

CULINARYLAB



WHAT ARE WE TRYING TO ACCOMPLISH?



BUSINESS OBJECTIVES

To suggest the importance of experimentation

To suggest science as a way to approach cooking

To suggest cooking as an active and agressive process

To suggest cooking as a means to build relationships

To suggest cooking as a means to build your knowledge

To suggest cooking as a way to exercise creative freedom 

To suggest  the importance of hands on creation

To suggest freedom through culinary expression

Business Objectives
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RESEARCH
This section will focus on the research and development of Culinary Lab. 

We will take a look into the industry, competition, and brand positioning 

that are required to successfully position this brand. +3.0



NATURE OF THE INDUSTRY

Nature of the Industry

CULINARYLAB
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The “industry” that is associated with Culinary Lab can be 

categorized into 3 categories. The high-end specialty food 

market, the hands on try before you buy store, and the cu-

linary utensil and hardware store. Each one of these certain 

types of stores attracts different customers to Culinary Lab 

but each could be prospective customers. 

Most specialty food markets have limited quantity and very 

high quality products. Quality is key, and usually the cus-

tomers pride themselves on being able to acquire these rare 

food items. These type of stores pride themselves on excel-

lence. This can range from the food offered, to the environ-

ment that the customer experiences. These are usually well-

designed spaces that are designed for the most upscale 

customers. Most are furnished with modern steel furniture 

and shelving, and also have a very clean and polished look. 

These stores attract the pickiest of customers and they are 

required to keep their store at the top of the newest trends 

to please these customers’ needs. 

SPECIALTY FOOD MARKET

The try before you buy store is a new trend in American 

shopping. Large brands like Apple are making this new way 

of shopping a very interactive and engaging experience for 

the customer. These stores are all about allowing the cus-

tomer to feel at home, and to feel welcome to stay as long 

as they wish. Customers are free to try anything in the store, 

and there is music and movies at the customer’s disposal. 

These stores are all about entertaining the customer, not so 

much about selling products. They must feel comfortable 

and entertained. They are well designed, and the spaces are 

clear and uncluttered. These stores thrive off of brand loy-

alty. People usually associate themselves with the store and 

therefore feel welcome and go to the store to check out the 

newest products. 

TRY BEFORE YOU BUY

The kitchen furnishing stores have large amounts of cooking 

and baking products, from a wide variety of Brands. They 

serve a wide variety of customers; everyone from wedding 

registers to quick buys. These stores are often large in size 

and product placement is a big deal. They are usually not 

very comfortable. There are also high end versions of this 

that are a little more comfortable of an environment. The 

main goal is always to push products out the door. Due to 

the large volume of items carried in these types of stores, 

there is a large price rang of items offered. Which gives the 

customer a choice of product that they would like to buy. 

KITCHEN FURNISHING STORE



OUR COMPETITORS



WHO ARE THEY?

Joel Dean and Giorgio DeLuca traipsed around the world to find 

artisan-produced foods that pleased their customers, not to men-

tion themselves. They wanted products that fired their imagina-

tions, challenged their tastes and turned dinner into a creative 

exercise.

WHAT DO THEIR BRANDS STAND FOR?

Passion, quality, uncompromising, luxury, extraordinary

WHAT ADVANTAGES DO THEY HAVE?

Dean & Deluca is a very exciting marketplace with a wide variety 

of products and fun handmade foods that are made fresh daily. 

They also have a fresh food market where you can order lunch 

and sit and eat. 

WHAT DISADVANTAGES DO THEY HAVE?

They are a very high price point. Their locations are few and re-

mote. Customer may be unfamiliar with rare products.

WHAT ARE THEIR MODES OF SELLING CUSTOMERS?

Catalog, storefront, gift giving, & monthly sample subscriptions.

HOW DO THEY POSITION THEMSELVES?

They position themselves as the best of the best. Providing the 

freshest, rarest, and finest products that are available.

HOW DO THEY CHARACTERIZE THEIR CUSTOMERS?

Dean & Deluca customers are loyal and uncompromising. 

They have a craving for excellence. 

WHAT ARE THEIR KEY MESSAGES?

Uncompromising standards.  Quest for excellence. 

WHAT IS THEIR FINANCIAL CONDITION?

They have a total of 6 stores, all of which are very healthy. 

HOW DO THEY USE THEIR IDENTITY TO GAIN SUCCESS?

Dean & Deluca’s identity is a very sophisticated, and very mini-

malistic. White space is key, and allows the food to be the hero. 

WHAT DO THEY LOOK AND FEEL LIKE?

They look like a very welcoming store that is full of history, qual-

ity, and wealth. Their minimalistic approach is very clean, profes-

sional, and upholds artistic integrity. 

Competitive Audit
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WHO ARE THEY?

Williams-Sonoma is a company that has about 250 retail stores 

that sell high quality cookware. Today their product selection has 

grown to include elctrics, speciality foods, cookbooks, bakeware, 

and tableware from all over the world. 

WHAT DO THEIR BRANDS STAND FOR?

The Williams-Sonoma brand stands for quality, and heritage. 

WHAT ADVANTAGES DO THEY HAVE?

The Williams-Sonoma Inc. owns Williams Sonoma, Pottery Barn, 

WIlliams Sonoma Home, and West Elm. Which brings a customer 

loyalty from their home furnishing stores. These customers will 

associate themselves with those other brands.

WHAT DISADVANTAGES DO THEY HAVE?

Williams-Sonoma appeals to a small crowd of wealthy people. 

High price point. 

WHAT ARE THEIR MODES OF SELLING CUSTOMERS?

Catalog, Storefront

HOW DO THEY POSITION THEMSELVES?

They position themselves as the highest quality products that 

you can fiind. 

HOW DO THEY CHARACTERIZE THEIR CUSTOMERS?

Williams-Sonoma caters to the wealthy upper class  society who 

has money to indulge in the finest products available. 

WHAT ARE THEIR KEY MESSAGES?

Williams Sonoma: The Place for Cooks.

WHAT IS THEIR FINANCIAL CONDITION?

They are a fortune 500 company. 

Their market value is 3,884 million

HOW DO THEY USE THEIR IDENTITY TO GAIN SUCCESS?

They use their classic design and identity to appeal to an older 

crowd who has money to spend on the most expensive items. 

Their colors and typeface have a very expensive look and feel, 

and this attracts a certain type of customer. 

WHAT DO THEY LOOK AND FEEL LIKE?

They look like a very welcoming store that is full of history, qual-

ity, and wealth. Their minimalistic approach is very clean and pro-

fessional and looks very expensive. 

Competitive Audit
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WHO ARE THEY?

Whole Foods Market remains uniquely mission driven: We’re 

highly selective about what we sell, dedicated to stringent Qual-

ity Standards, and committed to sustainable agriculture.

WHAT DO THEIR BRANDS STAND FOR?

Whole Foods, Whole People, Whole Planet

WHAT ADVANTAGES DO THEY HAVE?

They are very smart in their approach. They provide fresh food 

that is interdependent with the people who produce it which em-

phasizes that tjvision reaches far beyond just being a food re-

tailer. They have an approach to improve the community and the 

environment that we live in. 

WHAT DISADVANTAGES DO THEY HAVE?

Their products are very specific with a very specific message, 

which drives away some people due to the emotional response 

to their brand and products. High price point. 

WHAT ARE THEIR MODES OF SELLING CUSTOMERS?

Company philosophy, “Whole Foods, Whole People, Whole Plan-

et.” Their core values are very important to the customer and 

the customer takes them very seriously. Whole Foods does tradi-

tional print advertising, as well as television. 

HOW DO THEY POSITION THEMSELVES?

They position themselves as being a very community driven com-

pany concerned about the well being of their food, customers, 

and the community. 

HOW DO THEY CHARACTERIZE THEIR CUSTOMERS?

Whole Foods values their customers. They claim that customers 

are the life blood of the company and they are interdependent 

with eachother. 

WHAT ARE THEIR KEY MESSAGES?

Whole Food, Whole People, Whole Planet

Satisfying and Delighting Our Customers

Caring About Our Communities & Our Environment

WHAT IS THEIR FINANCIAL CONDITION?

Their company has a net market value of  $6,963,248,700. 

HOW DO THEY USE THEIR IDENTITY TO GAIN SUCCESS?

Customer loyalty, emotional response, trust, interdependence. 

WHAT DO THEY LOOK AND FEEL LIKE?

A very welcoming and organic sensibility which fits perfectly with 

their products. 

Competitive Audit

CULINARYLAB

+ 3.31

EXPERIMENT

Research

WHOLE FOODS



WHERE DO WE STAND?



Competitive Positioning

CULINARYLAB
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MODERN CLASSIC

SUBSTANTIAL

STYLE & THEME

MINIMAL

Dean & Deluca

Williams Sonoma

Wild Oats

Whole Foods

Wild Oats

Whole Foods

Dean & Deluca

Williams Sonoma

Primary Competition

Dean & Deluca

Williams Sonoma

Whole Foods

Wild Oats

Secondary Competition

Metropolitan Market

Bed Bath & Beyond

Bed Bath & BeyondMetropolitan Market

Metropolitan Market

SCIENTIFIC/PRECISE ROUGH/UNSYSTEMATIC

Dean & DelucaWilliams Sonoma

Wild Oats

Whole Foods

Bed Bath & BeyondMetropolitan Market

BOLD SUBDUED

Wild Oats

Whole Foods

Dean & Deluca

Williams Sonoma

CULINARYLAB

Metropolitan Market

CULINARYLAB

CULINARYLAB

CULINARYLAB

Bed Bath & Beyond

Bed Bath & Beyond



Competitive Positioning
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LUXURIOUS MODEST

MODERN

CULTUREAL IMPRESSION

CLASSIC

Dean & Deluca

Williams Sonoma

Wild Oats

Whole Foods

Wild Oats

Whole Foods

Dean & Deluca

Williams Sonoma

Primary Competition

Dean & Deluca

Williams Sonoma

Whole Foods

Wild Oats

Secondary Competition

Metropolitan Market

Bed Bath & Beyond

Bed Bath & Beyond Metropolitan Market

Metropolitan Market

URBAN RURAL

Dean & Deluca Williams Sonoma

Wild Oats

Whole Foods

Bed Bath & BeyondMetropolitan Market

SYNTHETIC HANDMADE

Wild Oats

Whole Foods

Dean & Deluca

Williams Sonoma

CULINARYLAB

Metropolitan Market

CULINARYLAB

CULINARYLAB

CULINARYLAB

Bed Bath & Beyond

Bed Bath & Beyond



MODERN

CLASSIC

LUXURIOUS AFFORDABLE

Dean & Deluca

Williams Sonoma

Wild Oats

Whole Foods

Metropolitan Market

CULINARYLAB

PERCEPTIONS Primary Competition

Dean & Deluca

Williams Sonoma

Whole Foods

Wild Oats

Secondary Competition

Metropolitan Market

Bed Bath & Beyond

INTERACTIVE/HANDS ON

NON-INTERACTIVE

NON-SPECIALTY SPECIALTY

CULINARYLAB

Metropolitan Market

Whole Foods

Wild Oats

Williams Sonoma

Dean & Deluca

Competitive Positioning
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Molecular Gastronomy is a scientific discipline involving the study of physical & chemical processes 

that occur in cooking and looking for the mechanisms behind these culinary transformations. It also 

investigates the social, artistic and technical components of culinary and gastronomical phenomena in 

general from a chemical and physical point of view.



BRAND POSITIONING
This section will focus on the core brand values of Culinary Lab. Our ideal 

brand dimensions, brand code, and brand promise.+4.0



WHY RED? A color psychologist would tell you that this is no surprise: red is the 

color that makes people hungry. Red instantly attracts attention and 

it also makes people excited, energetic, and increases the heart rate. 

This is also true for this section of information. 

Ideal Brand Dimensions

CULINARYLAB

+ 4.45

EXPERIMENT

Brand Positioning



IDEAL BRAND MIND SPACE

FUNCTIONAL DIMENSION

“The Culinary Lab provides me with the tools and expertise that I 

need to become the best chef possible. The fact that I can try out 

anything before I buy, helps me make the best decision.“

MENTAL DIMENSION

“When I am at Culinary Lab I feel smart. The chef’s make sure 

that I pay attention to the details of the food. I am inspired and 

ready to create wonderful food for msyelf and for my guests.” 

SOCIAL DIMENSION

“At Culinary Lab, I am part of the culinary culture, the empoyees 

do a wonderful job of entertaining and teaching all of their cus-

tomers. I get to interact and meet people with similar interests 

and share our favorite cooking secrets and techniques.”

SPIRITUAL DIMENSION

“Culinary Lab inspires me to create new and wonderful dishes 

that ravish the tastebuds and provides a platform for wonderful 

conversations with loved ones.” 

Ideal Brand Dimensions

CULINARYLAB
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MISSION

To celebrate culinary arts through customer exploration, 

inspiration, and interaction.

VISION

To be national store where people from all different back-

grounds can be inspired to create wonderful food, and we 

will provide all the tools to make that possible. 

VALUES

pasionate, friendly, smart, helpful, comforting, creative, 

unique, genuine, inspiring, excellence, 

POSITIONING

To provide our customers with inspiration and the tools that 

they need to experiment and create wonderful food. 

PRODUCT/BENEFIT

To provide information, interaction, choices, and tools for 

the finest cooking experience possible. 

STYLING

creative, bold, precise, handmade, dynamic, stylish, 

clean, sharp, exquisite, vibrant, modern, fresh, 

Brand Code

CULINARYLAB
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CREATIVE

HELPFUL

PASSIONATE

ACTIVE

GENUINE

EXPERIMENT

BRAND CODE



Positioning
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Brand Promise
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Positioning

CULINARYLAB EXPERIMENT

Brand Dimensions

Name & Tagline

Name & Tagline

CULINARYLAB
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DESIGN STRATEGY
This section will focus on the development and strategy for the design of 

the Culinary Lab brand. We will take a look at our core customers, develop 

kewords, and develop design concepts that will drive the visual identity. +5.0



WHO ARE OUR CUSTOMERS?



PRIMARY CUSTOMER

Monica Anthony + 28 years old

Soho, New York + Single

Monica is a 28 year old business executive of a large company in Manhattan, NY. She is single and 

enjoys it that way. She has a good income and lives her life without reserve. She really enjoys living in 

a beautiful loft in Soho that has a great view of the city. She has a very modern design sensibility, with 

stores like Crate & Barrel, and Pottery Barn doing most of the furnishing on her home. But she does like 

to find those rare one of a kind items that are hand made by professional designers. Monica has a pas-

sion for photography and loves to spend her free time just walking around with a camera, capturing the 

world. Some of her favorite things to do are to check out the local art scene, and see what things those 

artists are doing. She has a love for great food, and stops at no expense to find the best products avail-

able. She lives downtown and enjoys shopping at the fresh open markets that are close. Monica loves 

to cook and considers herself a fairly serious chef. She enjoys cooking just for the sake of experimenting 

with food.  She also has a passion for fine wine, and even has the local wine merchant order in special 

orders for her. Monica works out regularly and takes great care of her body. Staying in shape is always 

of utmost importance to Monica. 

Stephen Knoll is a 33 year old art director of a large advertising agency near downtown Manhattan. He 

is married and does not have any children. He and his wife Angela live near the Soho District, and he 

frequently passes through it on his way home from work. He has a very large income and enjoys to 

spend it freely. He and his wife are very social people, and enjoy using there very large loft to host par-

ties for their friends. They love to entertain. He does not enjoy to cook, but his wife does. Sometimes 

she will ask him to pick up food for dinner on his way home from work, and always asks him to get 

specific brands that she likes and can only find in certain specialty shops. He enjoys buying his wife the 

most expensive foods and only gets the best products available. Mostly because he enjoys the wonder-

ful meals that his wife creates. Some of Stephen’s favorite home furnishing stores are Crate & Barrel, 

and Ikea. Anything that is fresh, trendy and well designed. Stephen is very picky about his clothes and 

usually searches many hours for that one of a kind shirt that was $3 at the local thrift shop. Stephen 

cares about his clothes and does not purchase them to be flashy, he wants to know there is some kind 

of story behind the clothes, he wants them to have a history. His main outfits almost always consist of 

a great pair of jeans. Rare and exclusive things are important to Stephen.

SECONDARY CUSTOMER

Stephen Knoll + 33 years old 

Soho, New York + Married

Customer Profiles

CULINARYLAB

+ 5.59

EXPERIMENT

Design Strategy



experiment

molecule

compound

chemical

electron

proton

burner

solution

equation

diagram

formula

precise

thermometer

neutron

concentration

method

substance

preparation

synthetic

soluble

neutralizing

dilution

proportion

scale

volume

zest

spice

flambe

savor

blend

sharpen

saute

glaze

broil

grill

garnish

combine

propel

decorate

cultivate

delicate

blanch

tenderize

braise

caramelize

mince

emulsion

deglaze

marinate

poach

knife

pot

pan

crate

box

bottle

spatula

whisk

rolling pin

honer

measuring cup

spoon

broiler

cutting board

cleaver

ladle

strainer

fork

bowl

pepper mill

grater

tongs

timer

scraper

masher

+ 2.0

+ 4.0

+ 1.0 + 3.0 pursue

reveal

propel

animate

prepare

infuse

bake

serve

harvest

gather

collect

cherish

savor

inspire

discover

reach

improvise

create

combine

chop

mix

envision

follow

energize

accelerate

aspic

bearnaise

bisque

bouillon

bread

calvados

chorizo

sausage

beef

chicen

seafood

duxelles

etouffe

flambe

frittata

pork

genoise

gumbo

haloumi

marsala

stew

pasta

mousse

cheese

cream

+ 5.0 + 6.0 modern

fresh

clean

expensive

epicurean

quality

rare

deluxe

excellent

rare

vibrant

energetic

scientific

handmade

precise

urban

artistic

sturdy

dynamic

bold

light

collage

handwritten

textured

layered

+ 1.0 = Culinary Utensils

+ 2.0 = Culinary Chemistry

+ 3.0 = Culinary Actions

+ 4.0 = Culinary Processes

+ 5.0 = Types of Food

+ 6.0 = Perception/style

+

+

+

+

+

+ indicates keyword to be defined on the following page
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1.1

1.2

2.1

2.2

2.3

3.1

4.1

4.2

4.3

5.1

5.2

5.3

EXPERIMENT

a test, trial, or tentative procedure; an act or operation for the purpose of discovering 

something unknown or of testing a principle, supposition, etc.

to try or test, esp. in order to discover or prove something

CREATE

to cause to come into being, as something unique that would not naturally evolve or 

that is not made by ordinary processes.

to evolve from one’s own thought or imagination, as a work of art or an invention.

to cause to happen; bring about; arrange, as by intention or design.

EPICUREAN

fond of or adapted to luxury or indulgence in sensual pleasures; having luxurious tastes 

or habits, esp. in eating and drinking.

INSPIRE

to fill with an animating, quickening, or exalting influence.

to produce or arouse (a feeling, thought, etc.).

to fill or affect with a specified feeling, thought, etc.

IMPROVISE

to compose and perform or deliver without previous preparation; extemporize.

to compose, play, recite, or sing (verse, music, etc.) on the spur of the moment.

to make, provide, or arrange from whatever materials are readily available.

Keywords
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+ 1.0 = Experiment

+ 2.0 = Create

+ 3.0 = Epicurean

+ 4.0 = Inspire

+ 5.0 = Improvise
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DESIGN CONCEPT

GIORGIO ARMANI

“To create something exceptional, your mindset must be relent-

lessly focused on the smallest detail.”

RAY BRADBURY

“The best scientist is open to experience and begins with ro-

mance - the idea that anything is possible.” 

EDWARD DE BONO

“Creativity is a great motivator because it makes people inter-

ested in what they are doing. Creativity gives hope that there can 

be a worthwhile idea. Creativity gives the possibility of some sort 

of achievement to everyone. Creativity makes life more fun and 

more interesting.”

MARIO BITALI

“The lighting and the buzz and everything in addition to the food 

have an impact on what the customer feels.”

MARIO BITALI

“If you approach cooking as a trade school, then you may not 

have as many interesting things to think about or do later on in 

your life.”

SALLY SCHNEIDER

“Everybody thinks it’s just setting things up, but it’s cooking and 

it’s also finding the foods that best express that dish.”

KENNITH CHANG

Chefs are using science not only to better understand their cook-

ing, but also to create new ways of cooking. Elsewhere, chefs 

have played with lasers and liquid nitrogen. Restaurant kitchens 

are sometimes outfitted with equipment adapted from scientific 

laboratories. And then there are hydrocolloids that come in white 

bottles like chemicals.



DESIGN OBJECTIVES To suggest experimentation

To suggest chemistry

To suggest layers of information

To suggest cooking

To suggest hands on activity

To suggest creativity

To suggest culinary excellence

To suggest precision

To suggest an active environment

Design Objectives
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TOOL KIT
This section will show the careful consideration of imagery, texture, type, 

and color palettes that are going to combine to create the overall visual 

idnetity system for the Culinary Lab brand.+6.0



Color Palette
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COLOR PALETTE The colors for the identity were born out of real food. When I started the creation 

of the system, I didn’t know which colors were appropriate and why. So I decided 

to let the food create the palette. In some instances the colors of the food were 

altered to assist the ‘experimentation’ concept, but in those cases real colors were 

used and then altered to be more vibrant. I wanted to have a range of colors and this 

palette has warm and cool colors in it. The beneficial part of this color palette is that it 

is not limited to these colors only. It can become content specific and still remain within 

the brand boundaries.



Typography Palette
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TYPE PALETTE

CULINARYLAB

Font: Gotham

Weights: Light & Medium

Color: Black only

Tracking: +50 Units

Body Text: 

Weight: Light

Tracking: +25 Units

Justified

EXPERIMENTAL COOKING

COMPANY PROFILE

Culinary Lab is a modern marketplace that is focused on provid-

ing our customers with an environment where they can feel free to 

experiement and get technical with their culinary skills. Learning is 

key, and Culinary Lab provides the atmosphere and tools to learn 

effeciently and creatively. Customers will be able to test some of the 

most cutting edge culinary instruments that will allow their experi-

ments to be as precise and as abstract as possible. We also provide 

our customers with our own toolkits to help them start off experi-

menting on the right foot. We believe that cooking with precision 

is the only way to cook, and we express it in the way we approach 

our service and products. Each individual has their own tastes and 

passions, and it is our goal to speak to those interests and provide a 

personalized culinary experience that will empower and refine that 

individuals cooking skills. Creating unique abstract dishes is our pas-

sion and it is our goal to share that passion with our customers. Com-

munity is key and Culinary Lab is committed to making its custom-

ers feel welcome and encourage them to stay as long as they wish. 

We are a local store and rely on the local people for their support. 

One day we would like to expand our business to other locations, 

but we believe that only certain locations and neighborhoods have 

the precise atmosphere that we require for our lab. We believe that 

cooking is a great way to share with friends and family and we will 

assist you in creating wonderful food that you can share with those 

around you.

Header text: 

Weight: Medium

All Caps

Tracking: +50 Units

For the typography of Culinary Lab I wanted to keep the typeface as open and 

as light as possible, giving the brand a very clean and pure look. I chose Gotham 

because of the New York signage that the typeface was designed from. The type-

face is to always be used in black, this reinforces the overall theme of science and 

experimentataion. The headlines and log type are set in all caps, this makes the type 

palette look more professional and has a very slick and orderly appearance. In certain 

instances the letters need to be kerned in order to look corrrect. Kerning is especially 

important with special characters like + and = signs. 

Gotham Medium, +50 Units Gotham Light, +50 U nits

Gotham Light, +50 Units



Image + Texture Palette
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IMAGE PALETTE In order to have a wide range of options, Culinary lab draws from both texture and 

full color images of real food. These full color images are used in both product de-

scription, and logo making. This is a sample of the wide range of images that could 

accompany the brand. Anything that is being packaged could in theory have its 

own image to go with it. This allows a huge versatility to the system, and also provides 

a richness and credibility to the brand. Some of these images are photographs and 

some are scanned. I wanted to show a wide range of color and texture with this section 

so that you the reader can understand the range of parts that are going to be used. 



Image + Texture Palette
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TEXTURE PALETTE The images that make up the texture palette of the identity are mostly scientific im-

ages of chemical molecules and food charts of various food chemistry. Within the 

texture system is handwriting which helps to let the customer know that Culinary 

Lab is a hands on place, where you can feel free to write on stuff and experiment 

with food of your choice. Conceptually the handwriting plays a role in filling out the 

chemical molecules, which helps provide a platform for relating the imagery to the tag-

line and brand promise. The full color images below are to show the range of texture 

and image combination as well as reversed out options for the identity sytem. 



MARK/LOGO
This section is to show the mark that was created for Culinary Lab. Both 

image and type are used to express the brand in a singular mark. +7.0



Mark/Logo
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MARK/LOGO The Culinary Lab logo is a versatile component of the brand identity. This logo 

uses full color scans and/or photography that compose the circular composition. 

The idea behind this mark is that it can be used as a content specific logo that can 

identify the product and brand at the same time. This allows some versatility within 

the brand identity and keeps everything fresh and new. These logos range from major 

foods to spices, and can be produced for almost any application that the brand might  

have a need for. 



CULINARYLAB
EXPERIMENTAL COOKING

CULINARYLAB
EXPERIMENTAL COOKING

Logo + Type Application

Mark Applications
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MARK APPLICATIONS

Centered Logo + Type Application

CULINARYLAB
EXPERIMENTAL COOKING

CULINARYLAB
EXPERIMENTAL COOKING

CULINARYLAB
EXPERIMENTAL COOKING

CULINARYLAB
EXPERIMENTAL COOKING

Type Application Centered Type Application

Type Rerversed Application Centered Type Reversed Application

Centered mark



BRAND VISUALIZED
The goal of these applications is to show the applied typography and im-

agery and a lateral expansion of the identity. The various applications are 

intended to push the palette in different directions in order to show a wide 

range of approaches and a more full brand identity system.

+8.0



Business System
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BUSINESS SYSTEM Letterhead, Business Card, 

Mailing Label, #10 Envelope

Neenah Classic Crest

Avalance White, 80lb. Text

Letterhead = 8.5" x 11"

Business Card = 3.5" x 2"

Mailing Label = 4" x 5"

#10 Envelope = 9.25" x 4.125 "



Packaging System

CULINARYLAB
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Recipe Recording Kit Letterhead, Business Card, 

Mailing Label, #10 Envelope

Neenah Classic Crest

Avalance White, 80lb. Text

Letterhead = 8.5" x 11"

Business Card = 3.5" x 2"

Mailing Label = 4" x 5"

#10 Envelope = 9.25" x 4.125 "

Brand Applications



Packaging System
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SPICE TESTING KIT 3 oz. Metal Storage Tins

Gift Box with Slip Cover

Metal Storage Tins = 2.4" x 1.8" 

Gift Box = 5.2" x 5.2" x 2"

Slip Cover = 5.2" x  14.5"

Neenah Classic Crest

Avalanche White, 80lb. Text

Brand Applications



CULINARYLAB EXPERIMENT

SALT & PEPPER KIT 8 oz. Large Aluminum Tins

Gift Box with Slip Cover

Neenah Classic Crest

Avalance White, 80lb. Text

Aluminum Tin = 3.2" x 2.1"

Gift Box = 7" x 3.5" x 2.4"

Slip Cover = 7" x 12" 

Packaging System
+ 8.93 Brand Applications



CULINARYLAB EXPERIMENT

 COOKING OILS Die Cut Gift Box

5 oz. Bottles with Labels

Neenah Classic Crest

Avalance White, 80lb. Text

Gift Box = 7" x 8" x 1.8"

Die Cut Window = 7" x 2"

Bottles = 6.8" x 1.6"

Labels = 1.5" x 2"

Packagaing System
+ 8.95 Brand Applications



CULINARYLAB EXPERIMENT

WEBSITE Homepage, Chef Bio Page,

Experiments Recipe Page

Full Browser Flash & HTML

Transparent .png corners

Browser Size  = 1024px x 786px

Live Area = 800 x 600 Centered

Online/Interactive
+ 8.97 Brand Applications

Homepage

Chef Biography Page

Experimental Recipe Page



PROJECT OVERVIEW



 This project was really challenging for me in several different 

ways. At the start of the project I had a vague idea of what I wanted 

to do, but what I wanted to do ended up having no life, or individual-

ity. When you try and design for a company that doesn’t have a clear 

stance and audience your design becomes confusing and lacking 

that indefinable richness that can only come from a clear idea and 

vision. I knew that I wanted to design a high-end food market, but 

what i lacked in my early phases was that clear idea of what sepa-

rated my market from the other top competitors out there. What I 

ended up with was a place called Epicurean Exchange, which has a 

nice ring to it, but in reality it had no life, no vibrancy. I decided that 

I wanted to have my market be hands on, similar to the new Apple 

stores, where people can come and try out products and just hang 

out and absorb the brand experience. This led me into a few direc-

tions but the one that really stuck with me was this idea of food 

as science and making this marketplace a place to ‘test’ food on a 

molecular level, and to be able to talk to professional chef’s that are 

on staff and waiting to help you in your experiments. Once I chose 

this specific direction of ‘Culinary Lab’ this really rocketed me into 

so many possibilities that I did not have with my earlier ideas.  This 

new direction allowed me to be very focused with my design and 

really added a rich image and texture palette to the equation. These 

chemical formulas and compounds combined with rich food imag-

ery was the key to making this brand work. I expanded the brand 

through the packaging and business system, so that there would be 

a wide range of possibilities within the visual identity. This pushed 

me in places where I normally wouldn’t have gone. I developed a 

system of handwriting paired with chemical molecules and this was 

a big stretch for me, but it fit the brand perfectly because of the 

hands on dimension of the marketplace. 

 Some things that I would do differently: I would really make an 

attempt to make the ‘lab’ idea feel a little bit more real through the 

use of authentic test tubes, beakers, other holding devices. I think 

that if this type of items were added into the brand, it would re-

ally make it come alive. Certain things like test tubes would really 

help reinforce the concept of experimenting. And also other items 

like eyedropper tools, funnels, and even butane torches would help 

round out this brand. I would like to have a chance at testing some 

full color images of people cooking as well and figure out a way to 

integrate that into the identity system. I put some full color images 

of people on the website design and that turned out to be a per-

fect place to offer that type of material. I would also develop more 

of the interactive and motion portion of this project. Cooking, and 

especially experimental cooking is a very active, hands on process 

that has a lot of movement, quick decisions, and planning. This is a 

perfect platform for creating some really interesting interactive ma-

terials that would help extend the brand.

 The overall development of this project was very fulfilling to me 

and I think that the choices that I made were successful. It was a 

huge learning opportunity for me as a designer, and I really pushed 

myself into new territory and out of my comfort zone.

 


