
Brand Development Brief – August 2014 
1. Objective

Our primary objective is to develop a new logo and core brand elements. Product packaging is of particular importance as we want our brand strongly represented in our store, and in our customer’s home / places of celebration. The logo and brand elements need to be distinctive, differentiated and easily recognisable at just a glance.  

Core considerations are;

· Product packaging

· Marketing collaterals

· Signage

· Media advertising (Web and print)

· Store branding
· Vehicle wraps

2. Brand Positioning 
The brand primarily needs to communicate that we are an;

Espresso bar; that sells quality coffee, cakes, gelato and Italian food.  
The primary value proposition of the brand is;
Authentic, quality Italian 
The authenticity is achieved on several levels;

· Italian owners

· Italian products and recipes (coffee, cakes, gelato and Italian food)

· A touch of Italian culture in the way we do business

A family friendly atmosphere is also a significant part of the culture of the business.
3. Market Positioning / Competitors

Our competitors are many and varied and all try to loosely communicate an Italian cultural element within their brand, even when there is no authenticity (at any level) to the perception they are trying to create.

Dolcetti is differentiated in several ways;

· Authenticity – genuine Italian (owners, recipes, etc)

· Product offering – Hand made, Italian recipes

· Fresh – made daily, not purchased from a wholesaler
· Quality ingredients – fantastic taste that mass produced food can never achieve 

4. Product positioning

The products are positioned as a premium selection of coffee, cakes, gelato and Italian food.
Core values of the products are:
· Quality ingredients 
· Genuine Italian recipes

· Hand made
· Rustic 

· Made in-house

· Made fresh daily

· Speed of delivery 
5. Price Positioning
While the products are all of premium quality, the price positioning is set in the medium range to make them accessible to a wide range of customers.  

6. The Market
Our market is broad, but can be loosely segmented into 3 key segments;

· Italian community – (celebrations, special occasions, regular customers) 

· People that appreciate Italian food and culture

· People with disposable income that can afford premium products
Demographics

Age

Our customers are difficult to segment by age as our products appeal to all ages.

Children enjoy the new experience of tasting wonderful hand prepared delicacies, while the elderly love to enjoy the flavours and textures of their youth. 

For some, it is even a sentimental journey back to their childhood growing up in Italy. 
Teenagers and young adults readily enjoy the range of products as part of a summer evening, or weekend out with friends.  

Gender

The primary decision maker is generally not gender specific, particularly with lower value purchases.

Larger value purchases such as celebratory gelato cakes and large orders consisting of a mixed selection of biscuits and pastries are predominantly made by mothers.   
Socio-economic

In general, our market, across all segments, has a degree of disposable income to spend on discretionary purchases.

Geographic

Our core market is located within 5 kilometre of the store. There is also a secondary market of enthusiastic customers who travel significant distances, particularly from the Western suburbs, to purchase our products on a regular basis.

7. Buyer Behaviour

The primary motivators that drive buyer behaviour are experiential, and are entirely discretionary. These motivators include;

· Celebrations

· Special Occasions

· Bereavements

· Gifts

· Self indulgence (want something special)

· Self reward 

· Relaxation / a break 

· Pleasure (the experience of coffee and cake for example, can be a very pleasurable customer experience)

· Shared moments (with children, lover, friends, family) 

· Something deserved

