Rupert The Tailor ... in search of a brand identity
Background
The 'Rupert The Tailor' line of own brand bespoke clothing was launched in October 2012 as a separate and additional offer amongst 37 ready to wear third party branded men’s suit sold by an established small online suits retailer.  We are now seeking to establish Rupert The Tailor as a separate business.

RTT offers an elegant array of suit styles in British-made fabrics that can be customised to taste by the customer – these preferences are then sent to a tailoring workshop in Vietnam to be cut and fashioned into the final product.  Measurements are taken by the customer in a two stage process (primary and then specific dimensions) in the comfort of their own home using a set of online guides.

Design Brief – Part 1: Branding & Identity

The design challenge is to take a serious purchase and make it accessible, please create brand guidelines for each of:

· Logo

· Colour pallet

· Fonts (both online and in print)

· Usage

· Photographic technique

Fonts should be freely accessible and web-based from services such as Google Web Fonts or Adobe Edge Web Fonts.

Design Brief – Part 2: Website Concept
Following sign-off for the branding and identity, we would like preliminary non-layered website design submissions along the theme for the brand concept showing:
· Homepage
· Product page
· Email template
Once a design concept has been selected for final design we are looking for the complete website and print materials, including packaging and advertising.
Rupert The Tailor Brand Concept
To connect with an audience that might span from early 30s to late 50s, Rupert The Tailor turns to heritage comics that still have resonance and relevance today.  Both Asterix & Obelix’s and Tintin’s values and recognition appeal across this broad spectrum of ages and family unit types.  Tintin for it’s everyday down to earth sense of heroism and Asterix for it’s sense of community.
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The graphic language lends itself well to ‘made to measure’ suits … for example the effect of a storyboard if used for the step by step suit customisation process, or the handwriting and hand-drawn qualities for the 'by hand' heritage of crafting a bespoke suit.

However, the direct comic analogy is a risky one if reproduced faithfully (see http://demo.planetstarta.com/anglepane/), and the sense of superiority that the contemporary superhero concept conjures breaks with a family orientated audience.
Key design features of the graphic novel can be given to key elements of the website, enough to give it a layer of personality (see http://uxdesign.smashingmagazine.com/2012/07/18/the-personality-layer/). One online business that has successfully achieved a balanced blend of digital function and hand crafted design is abelandcole.co.uk...
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Colour Palette

A vintage approach to the palette such as used in Tintin graphic novels, slightly toned down from primary colours to add realism and familiarity, for example:
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Customers
The typical customer of Rupert The Tailor is a time-pressed, at times stressed, middle-aged male with young children. Some of these customers might have specific body frame requirements, for example taller, larger or athletic frames, for which ready to wear lines are either ill-fitting or not an option.
Competitors
We are seeking to differentiate ourselves from current UK based online bespoke tailors.  Broadly the current competitive landscape can be split up across two dimensions:
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· A Suit That Fits – http://www.asuitthatfits.com/shop/index.php
· Kings & Allen – http://www.kingandallen.co.uk
· dress 2 kill – http://dress2kill.com
· iTailor – http://www.itailor.co.uk
North American based Indochino is a source of inspiration for it’s understated style, clarity, flow and use of latest web standards: http://www.indochino.com/product/brown-prince-of-wales-suit
Design Objectives
Provide a clear and distinct identity for a superior quality product:
· Personal … a professional but personable attitude to online service.
· Accessible … appeal to the typical customer with character and personality that doesn't take itself too seriously nor undermines itself.
· Unique … giving online suit shoppers an experience with which they can identify themselves with.
· Courage … breaking with the ‘traditional’ approach of men’s suits with a well executed identity to support it's position.
