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Introduction

Project Brief
This project focuses on developing a new 
brand through a strategic lens. Choose 
a single product or service with a specific 
purpose. Investigate industries, products, 
services, that are known to the general 
public or relatable. Ideally the brand 
focus is specific, simple, without multiple 
levels of complexities (B2C—Business to 
Consumers). Focus on companies that 
have a singular precise function and 
purpose. From all the readings, research, 
and assignments start to understand 
the science behind branding. Know the 
importance of brand equity, consumer 
trust, loyalty and authentic perception/
reputation. Develop the brand of a 
product or service from scratch.
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Brand Equity  
& Awareness

50 Attributes

1. People tend to buy one brand over another is they can relate to it

2. Customer equity is the intro to financial equity

3. Brands have financial value because they related to the customers hearts/minds and created assets

4. A brand is a set of mental associations - set by the customer

5. Brands have emotional components

6. Brands are made of tangible assets and conditional assets

7. Products and services help measure financial value

8. Brands insist on conditional nature

9. Trademarks and registration days need to be protected from infringements and counterfeiting

10. Brands are not born they are made

11. A brand is a name that influences buyers

12. Saliency, differentiability, intensity, and trust make the name of a brand

13. Brands must show certitude and trust

14. No risk = No brand



15. Brands must reduce time

16. Once a brand has acquired power to influence the market it exists

17. Brands have awareness, image, but market shares may not be influencing the market

18. Brands gain market share and leadership by making big ideas and having contact points

19. Brands are the names with the power to influence the market. People trust it more as more  
       people know it and are convinced by it.

20. Brand management = gaining power as the concept is more known

21. A brand is a shared idea that is desirable and exclusive

22. As more people believe in it and share the idea the brand has more power

23. Brands sell values

24. Channel members are important in brand equity

25. Brand strength is shown by behavioral competitive indicators like price premium, loyalty  
        rates, market leadership, and market share

26. Brand value gives brands the ability to deliver profits

27. Brand strength shows what the current status of the brand is (mostly behavioral)

28. Brand value = a brief projection into the future

29. Tracking studies are tools for diagnosis

30. Strong brands add extra value to companies

31. Brand value is independent of the firm’s new value

32. The brand is the main point in all the positive and negative impressions created by the buyer

33. Brands do not always play a role in buying decisions for consumers

34. Once a brand has lost its risk to the buyer it has no value anymore

35. Our social identity is built off of brands we wear

36. Brand awareness is only a collective phenomenon

37. Brand awareness creates image dimensions and value

38. Brands are not always necessary

39. Identification, practicality, guarantee, and continuity are all functions of a brand for  
        many consumers

40. If brands are only trademarks and are only recognizable signals or are guarantees of   
        quality other brands can fill the need at a cheaper price

41. Strong brands benefit from high degrees of loyalty

42. The stronger the brand the smaller the risk



1143. Corporate resources invest in productivity and patents

44. Many brand reputations are created by familiarity

45. Reputations add to the impact of advertising sales

46. Creating an emotional bond with the brand is not enough

47. Reputation (global) is based on 6 factors/pills

48. Corporate brands are more visible with sponsorships, foundations, charities, and advertising

49. Some people believe a brand is nothing but a “bluff”

50. Brand images differ from one generation to the next



5 Branding Lessons
1. A brand is a name that can majorly 
influence buyers. Brand names are the 
adjective to describe the company.

2. A brand is a shared idea that is 
desirable and exclusive. The consumers all 
share the idea of the brand but they also 
have their own opinions on the brand.

3. Our social identity is based on logos 
and brands we wear. People are social 
animals and judge others on the choices 
they make. 

4. Brands exist in the minds of customers, 
not in the company itself. It matters what 
people think of the company because if it 
is a negative impression or a rumor other 
people will start to believe it too.

5. Salience can be reached in two different 
ways: memory and attention. In memory,  
people think of the brand when they are 
making a choice. With attention, brands 
are trying to capture their attention at that 
moment of them making a choice.

Reflective Overview
Brand Equity is a set of associations and 
behavior on the brand’s channel members, 
customers, and parent business. It allows 
the brand to earn greater volume and 
margins than without the brand’s name. 
Additionally, a brand is a set of mental 
associations held by the buyer. Because 
brands have made assets in the customer’s 
minds and hearts they have financial value.

Great brands should be able to measure 
their strength by capturing behavioral 
indicators such as market share, market 
leadership, loyalty rates, and price 
premium. When brands are strong they 
have a smaller risk, typically. Companies 
receive additional value when they are 
united with strong brands and thus do 
better with business. Loyalty can be 
a key factor in benefiting brands and 
companies. A great brand should be able 
to represent an idea or concept and show 
it in a straightforward way. Coca Cola 
is a good example of a timeless brand 
that represents their idea in a simple and 
concise method.

Brands are impacted by reputations 
and people’s impressions of them. 
Sales can be impacted by familiarity 
and reputations. People’s emotional 
connection with brands isn’t always 
enough. Brands do not exist in 
companies, they exist in the consumer’s 
minds. That is why customer’s 
perceptions and impressions of the 
product, service, etc. are so important. 
They can have a strong impact on the 
brand’s future. When brands carry 
perceptions they can keep in check with 
how they are growing and providing 
new opportunities. They can benefit from 
including some type of self-image in their 
branding identity. Salience also has a big 
impact on how brands are seen. When 
they include more meaning and depth 
or storytelling, brands can increase 
the moments when people are thinking 
about them while they are making 
important choices.



15

Competitive Analysis

To grasp a better understanding of the 
brand’s product or service category, let us 
look at a few competitors. The initial part 
of the research is discovery. We will take 
a deep-dive into specific bands who share 
the same product or service category. We 
will also see and understand competitors 
reputation, niche, differential attributes, 
strengths, weaknesses, message/voice, 
audience, specific touch-points, overall 
design aesthetic, market share, value, 
quality, personality, and more.

Competitive Analysis
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Brand Investigations
Product: Trail Mix for Adventures

Competitors: Great Value, Kirkland 
Signature, Planters, Kars, Happy Belly 

Archetype: Everyman, Explorer, Jester

Why: Every time my family and I go on 
vacation we pack a few snack for the 
road. Trail mix is always in the selection. I 
find it difficult sometime to quickly find what 
I am looking for and wish the packaging 
was easier to tell what was inside at a 

quick glance. I’d like to create a trail 
mix that is the first one you think of when 
you are going on an adventure. I could 
photograph different instances where 
people go on road trips and look for a 
certain trail mix.
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Brand Investigations
Product: Family Recipe Magazine

Competitors: Eating Well, Food & Wine, 
Bon Appetit, Saveur, Fine Cooking

Archetype: Caregiver, Lover, Everyman

Why: I enjoy making dinner with my 
family and trying out new recipes. I think it 
would be really neat to have a magazine 
that focuses on families sharing meals 
or desserts with other families. It could 
have recipes that other families enjoy 

making together so everyone can try 
out something new. I could create an 
online magazine where people submit an 
entry (recipe). I could design a website, 
photography of the food, or the  
magazine itself.
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Competitive Analysis
Continued

To grasp a better understanding of the 
brand’s product or service category, let us 
look at a few competitors. The initial part 
of the research is discovery. We will take 
a deep-dive into specific bands who share 
the same product or service category. We 
will also see and understand competitors 
reputation, niche, differential attributes, 
strengths, weaknesses, message/voice, 
audience, specific touch-points, overall 
design aesthetic, market share, value, 
quality, personality, and more.

Competitive Analysis



231. Happy Belly
Percentage of market share
2%

Perceived Value
4, Happy Belly used to be Amazon’s top 
brand at one point but has since dropped 
over the years.

Perceived Quality
9, Happy Belly has a 4-5 star rating and 
generally positive feedback within their 
many reviews.

Price Point Compared to The Competitors
Average

Target Audience
Consumers ages 25-50 

Brand Personality or Archetype
Happy Belly has an Everyman personality/
archetype. They have a mission statement 
on their site about pleasing the whole 
family and your satisfaction is guaranteed.

5 Adjectives
Simple
Black and White
Content
Neutral
Plain

5 Strengths
•  Advertising

•  Color differentiating

•  Marketing

•  Variety

•  Excellent customer service

5 Weaknesses
•  No people trying out the product

•  Only shows product in bags and in a   
    bowl sparingly

•  No social media on any platforms

•  Only available through Amazon site and  
    is very limited and hard to find otherwise

•  Trail mix is hard to find quickly through  
    their page under Happy Belly in Amazon

Mission or Vision
Shop. Save. Smile.
Happy Belly offers quality everyday food 
and beverage favorites, priced just right, 
delivering the value and convenience that 
you can count on. Using quality ingredient, 
we offer a variety of flavors to please 
everyone in the family. Your satisfaction 
is guaranteed. Shop, save and smile with 
Happy Belly.

Overall Story
They are creating a well known brand 
within Amazon. They recommend it and it 
is displayed before its competitors. They 
want to appear happy, joyful, friendly, and 
satisfactory for the whole family. I think the 
color differentiations align with the story 
and feel they are trying to achieve. The 
black and white colors provide a harsh 
contrast with a happy brand. It makes 
them feel confusing and very stale. They 
are trying but I do not think they have hit 
the mark yet to represent their story.

Overall Design Elements
Consistent branding
They use bold type lock ups on all their ads
Customer service
They appeal to families
Easily identifiable packaging and bags



252. Planters
Percentage of Market Share
7%

Perceived Value
8. They are one of the most well known 
brands for peanuts and thus trail mix. They 
have positive reviews on other sites where 
you can purchase it as well. They have a 
different type of peanut for almost anyone.

Perceived Quality
6. They are specifically known for their 
peanuts and not their trail mix. Their 
quality of those are good but the brand 
has not been updated in some time. 
Overall, it is a good brand but could 
expand further with their mixes and 
update their logo/audience.

Price point Compared to The Competitors
High

Target Audience
They have recently changed their 
audience by updating their mascot Mr. 
Peanut to Peanut Jr on Instagram. The 
new campaign had a stronger impact on 
millennials and 56% of the interaction was 
from females.

Brand Personality or Archetype
Jester or Lover because he is comical in 
his new branding but also is in the form of 
a companion. He is reaching out to fans 
on social media and giving away products 
sometimes. But also provides a comic relief 
by posting funny videos or tweets.

5 Adjectives
Nutty
Salty
Friendly
Historical
Progressive

5 Strengths
•  Partnered with celebrities to increase   
    engagement (A-Rod and Charlie Sheen)

•  High engagement with customers

•  Establishing deep connections with   
    customers and free give-aways

•  Active on social media - re-brand

•  Their icon Mr Peanut becomes our   
   “WingNut” aka Wingman and he is here  
    to satisfy all our salty snacking cravings.  
    He is approachable and relatable for   
    people to interact with.

5 Weaknesses
•  Limited audience- Even with their re-
brand they only reach older members and 
millennials. 

•  They have competition with other well 
known Amazon brands selling trail mix. 
Since they are also available on there 
other than their own site.

•  Limited to one product-  they are a 
peanut company therefore they are limited 
to always include peanuts.

•  Newer brands are emerging in the 
market and drawing attention away from 
the old historical brand. 

•  They have tried to expand to cheese 
balls with the planters logo on this new 
product but people have been a little 
confused by it. They have also tried to use 
their new icon to sell beer peanuts but the 
younger audience is not very interested.

Mission and Vision
“Surprise and delight”
A snack for any craving - Whether you’re 
craving salted, unsalted, dry roasted, 
honey roasted, whole nuts, half nuts, 
peanuts, mixed nuts, Planters has you 
covered. Nuts are kind of our thing.

Overall Design Elements
Consistent logo usage, they always 
use blue and yellow, high customer 
interaction, and San serif fonts.

Overall Story
They are creating a story for people to 
have a wingnut aka a wingman. They 
want people to feel connected and as if 
they have a companion they can always 
go to for anything. It is very authentic 
and fitting with their new and improved 
branding. I think the transition from the old 
Mr. Peanut to Peanut Jr fits and feels right. 
He was out dated and this new icon has  
a much stronger social media presence 
and influence.
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Percentage of Market Share
25%, Kirkland accounts for roughly 25% 
of Costco’s sales. Customers can find 
these products in basically any category, 
from groceries to household products or 
even clothing. Kirkland Signature brand 
is one of the company’s biggest assets. It 
accounts for nearly 1/3 of its sales.

Perceived Value
9, the brand has established trust with the 
buyer and has gotten rid of the “stigma” 
of being a generic brand. They are not 
generic and stores are buying it straight 
from the supplier. 

Perceived Quality
9, “I am not sure there is another [private-
label] brand that has established this level 
of trust,” Timothy Campbell. They are a 
company that specializes in this product 
and does it well. 

Price point Compared to The Competitors
Average

Target Audience
Younger people anywhere from 20-40. 
As more of them disconnect from brand 
loyalty Costco benefits from its  
private brands.

Brand Personality or Archetype
The brand archetype is safety because 
they are worried and care about quality 
and value. They do not go out of their way 
to care for the consumer but they want 
them to feel content and safe or happy 
with the products.

5 Adjectives
Outdoorsy
Salty and Sweet
Unimaginative
Corporate
Medical

5 Strengths
•  Their small brand makes a lot of money  
    for Costco (25%)

•  They have consistent package across all  
    their items

•  They are well known and the consumers  
    trust them more than some competitors
•  Stores can buy the product straight from  
    the supplier - not generic

•  They are a private brand within Costco  
    and people specifically go there for   
    Kirkland items

3. Kirkland Signature
5 Weaknesses
•  Very limited with variations for the trail  
    mix category

•  Same imagery across all packaging  and  
    it is boring to look at against competitors

•  Their products are a little on the high end  
    of the average costs

•  Their logo appears bold and harsh with  
    the contrast but their trail mix looks more  
    medical with the colors and gradients.  
    The styles do not mix well or reflect  
    each other.

•  No official media for the sub-brand. It is  
    only shown through the parent Costco.

Mission and Vision
Tagline: Kirkland Signature means quality 
and value.

Overall Design Elements
The logo is black, white, and red.
Trail products have a blue gradient.
San serif and hand written fonts.
Same image for all trail mix packaging.
Simple and stagnant design.

Overall Story
They are creating a brand that is relatable 
and compatible with several different 
items. The branding is consistent and 
somewhat stagnant in the trail mix 
category. Their story feels stale, outdated, 
and is lacking depth.



294. Kars
Percentage of Market Share
5%

Perceived Value
10, they have very strong reviews 4-5 star 
rating and make it a point to have the best 
value they can within their site and on 
social media.

Perceived Quality
10, they are one of the top competitors for 
trail mix. Their packaging is very consistent 
and stands out against competitors. They 
are being resourceful of where they are 
getting their ingredients from etc.

Price Point Compared to The Competitors
Average

Target Audience
Teens to adults anywhere from 20-50. 
Their social media shows pictures of  
their audience.

Brand Personality or Archetype
They have a Hero Archetype. They want to 
be the warrior and be a snack for athletes 
or people on the go.

5 Adjectives
Impactful
Adaptable
Sustainable
Clean
Resourceful

5 Strengths
•  They are one of the nation’s premier nut  
    and trail mix snack manufacturers. They  
    strive to influence sustainable behavior  
    throughout their supply chain.

•  Partner with big brands like Walmart,   
    Kroger, and Sam’s Club.

•  Partner with sports and games so often  
    people think of them right away. Their  
    media strongly reflects this.

•  Their logo is easily recognizable and fits  
    their brands mission.

•  The different sizes of the products and  
    colors is a very strong point for them.

5 Weaknesses
•  Do not show fun interesting or different  
    photography on their site like they do  
    on media.

•  Typefaces and brand assets are    
    inconsistent on social media.

•  No filter feature for their products on  
    their website.      

•  Trying to be sustainable and advertise  
    they are but they still use plastic in all   
    their packaging.

•  They have a lot of products and it seems  
    like infinite scrolling.

Mission and Vision
“We didn’t set out to change the way 
people snack. But we did have a hunch 
that combining perfectly roasted and 
salted nuts, naturally sweet raisins, tasty 
cocoa gems and crunchy sunflower kernels 
would produce a winning Sweet ‘n Salty 
Mix® flavor. And America agreed. Since 
our humble beginnings in 1933 roasted and 
selling nuts outside Detroit’s Tiger Stadium, 
Kar’s Nuts has become a nationwide snack 
sensation, creating flavor combinations 
inspired by classic American recipes.
Whether you find us in your local 
convenience store, club store or nearest 
vending machine, you’re sure to find our 
grab-and-go snacks delicious. And it all 
started with good ol’ roasted peanuts.”
Tagline: An American Trail Mix
Tagline: Pioneers in Delicious

Overall Design Elements
They use blue and white as their logo 
color. For every variation they use a 
different color to tell them apart. They 
have people in some of their social posts 
for engagement and they also have 
various photos of the mix on their site for a 
close up view.

Overall Story
They have a very strong branding and 
company established. The big brands 
they partner with help tremendously. They 
are not confusing or stale at all. They are 
targeting kids, teens, and even adults. 
The sports activity/games are a key point 
for their advertising. They care about the 
people buying it but they are focused more 
on being a leader or a “pioneer”.
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5 Adjectives
Cheap
Valuable
Variety
Irregular
Overwhelming

5 Strengths
•  Very well known for the white and blue  
    logo and have a wide audience.

•  Brand in Walmart so that audience is also  
    there being supportive.

•  Have many different products and items  
    for various age groups within Walmart.

• The colors of the packaging and patterns  
   attract attention right away on the page.

•  Relatively cheap

5 Weaknesses
•  Too broad with their products

•  The logo changes depending on the   
    object they are selling

•  Packaging is inconsistent

5. Great Value
Percentage of Market Share
3%

Perceived Value
5, the reviews are not very good. People 
are overwhelmed by the choices and 
colors of the variations. 

Perceived Quality
4, the reviews said some of the candy was 
hard that was included with the peanuts.

Price Point Compared to The Competitors
Low

Target audience
Walmart’s audience is every age and 
gender but Great Value is more narrow.  
It is generally 20-35.

Brand Personality or Archetype
They have a Caregiver Archetype because 
it is even in their name. They are creating a 
Great Value for everyone.

•  Due to them being a brand in Walmart  
    they do not have a social media. And   
    Walmart hardly if ever posts about them.

•  They do not have a tag-line or mission  
    statement from what I can find.

Mission and Vision
None available

Overall Design Elements
They have white and blue for their logo 
colors. And all their trail mix packaging is 
very different.

Overall Story
Great Value is a cheap and easy brand 
for people who are already at Walmart to 
take part in. They have a wide variety but 
do not specialize or focus on one thing. 
They are trying to touch every point and 
they are falling short. They are forcing the 
brand onto other items and products that 
do not fit. Or if they wanted to they could 
have a more consistent branding or assets 
to use.



33

Qualitative VS  
Quantitative Research

Qualitative Research 
It is observed but is not measured numerically. 
It focuses on human behavior.

Quantitative Research 
It is based on amounts, it is measurable, has a 
numerical value, and is all about the facts.



Qualitative vs. Quantitative 
Qualitative 
Brand Personality and Archetype
5 Adjectives
5 strengths
5 weaknesses
Mission of the Brand
Design Elements 
Touchpoints
Overall Story

Quantitative 
Percentage of Market Share
Perceived Value
Perceived Quality
Target audience ages
Price Point

Explain any initial findings or patterns  
you are noticing with the product

A few things I noticed in my initial findings 
 consisted of having a low percentage of  
market share. I also noticed they all  
relatively have different archetypes or  
personalities. They could range from  
Caregiver to Safety to Jester as well as  
a few others.

Highlight where the product or service 
category is crowded
 
I noticed they did not share too many of 
the same archetypes but they all had blue 
and white in their brands somewhere. The 
target audiences were all ranging from 
20-50 with the exception of Planters. They 
stayed in the younger audience. Most of 
the Price points were average. 

Why do you think the competitor’s 
brands share similarities and popular 
attributes?

I think they share similar attributes because 
they are all comparing themselves to each 
other and using them as reference to build 
off of for their own brand. Some of the 
packagings look similar with the text at the 
top and a clear shape in the bag to show 
the trail mix.

What story is starting to unfold 
regarding your category research?

I’m starting to find that the archetype really 
makes a difference in branding for the 
products. It gives each brand a different 
personality. I’m noticing brands that focus 
on their specific product are easier to 
navigate through whereas brands that try 
to cover everything have a harder time 
making consistent variations. Consistent 
branding is key.
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Qualitative Research



3 Hypotheses
1. Individually packed trail mix snacks 
are convenient for road trips and can 
easily be partnered with other snacks.

It’s well known that individual snacks are 
convenient for passing out or for field trips. 
This may also be true for road trips. If 
this is true it sets my brand apart from the 
major brands I have listed. I would like to 
design packaging for trail mix specifically 
for road trips and adventures. This can be 
proven by interviewing people who travel 
a lot for vacation or work. It could also be 
proven through surveys.

2. Visually seeing or knowing the 
ingredients of the mix makes the buying 
experience easier, therefore your chances 
of buying that brand again are higher.

People tend to trust brands the more 
they know about them. By showing the 
ingredients people can see what they 
are actually buying. I’d like to design 
packaging that shows the ingredients in  
a refreshing way other than the plain  
clear window for the mix. This can be 
proven by observing where the trail mix 
can be purchased and which brands they 
are or aren’t choosing. This can also be 
proven through surveys for which brands 
people remember or are loyal to from  
past experiences.

3. Healthy snacks make you feel better  
and happier.

I’d like to design packaging and a lifestyle 
around healthy foods such as trail mix. It 
could go much deeper than just a simple 
snack. A salty or sweet treat could be 
the highlight of someone’s day. Various 
ingredients in trail mix are really good 
for you such as walnuts, raisins, dark 
chocolate, seeds the list could go on. 
The packaging should make them just 
as excited about it. This can be proven 
through interviews about what healthy 
snacks they tend to include in their 
selections or which ones tend to put them 
in a better mood than others. This can 
also be proven through various surveys 
for which brands people usually pick out 
over others/why, which snacks they would 
include in their healthy diet, or which trail 
mix seems healthier to them, etc.



41Observations
What brand is the most popular 
customers buy from?
Southern Grove - specific to ALDI

What is the age range?
20-50

How is the store arranged?
The trail mix is in the first aisle. The aisles 
easily guide people throughout it and to 
the check out.

Which hand did they pick it up with?
Right hand

Do people check the price?
Yes, but if it has what they are looking for 
they are willing to pay a little more.

Do people check the ingredients?
They typically check for sweet treats such 
as chocolate or M&M’s.

Did they know which mix they wanted or 
did they look at a few?
A lot of people came with a list and knew 
what they wanted but there were some 
people who were looking around for other 
items they may not have listed.

Was it on sale?
No

What stood out to me?
People check the price but do not care about 
it as much if it has the specific ingredients or 
combinations they want. They like to see the 
product through the bag but also easily see 
the ingredients listed on the front. 



Observations
What brand is the most popular 
customers buy from?
Simple Truth or Kroger’s specific brand

What is the age range?
20-50

How is the store arranged?
The trail mix is a few aisles to the right 
of the entrance. It is a little difficult to find 
trail mix specifically. The aisles all face out 
towards the check out.

Which hand did they pick it up with?
Right hand

Do people check the price?
Yes, but if it has what they are looking for 
they are willing to pay a little more.

Do people check the ingredients?
They typically check for sweet treats such 
as chocolate or M&M’s. A few people liked 
organic options or ones specifically with 
raisins/nuts.

Did they know which mix they wanted or 
did they look at a few?
A lot of people were looking around for 
items and taking their time shopping.

Was it on sale?
Some of them

What stood out to me?
People check the price but do not care about 
it as much if it has the specific ingredients 
or combinations they want. They like to see 
the main ingredients on the front of the bag 
so they can quickly pick and move along. 
Moving forward I would like to create a 
simple and clean brand that easily shows 
the ingredients and lists them with no 
unnecessary information on the front.
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What is your age range?

 15-25
 26-35
 36-45
 46-55 and up

Surveys
Trail Mix Questionnaire
These questions are to provide some 
insight on who buys trail mix, what they 
buy it for, and what may influence them as 
they are deciding on a mix.

Survery
forms.gle/idpJMj829LaCc8Cr7

People: 55

Questions: 11

10.9%

9.1%

56.4%

23.6%

Would you buy a bundle of individual bags 
for road trips? Or a large bag?

 Individual bags
 Large bag
 Neither

Do you travel for work or vacation often?

 Yes
 No

7.3%

47.3%

34.5%

45.5%

65.5%

https://forms.gle/idpJMj829LaCc8Cr7
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74.5%

94.5%

14.5%

5.5%

10.9%

How often do you eat trail mix?

 
 Often
 Sometimes
 Never

When purchasing trail mix, what is the 
most important element on the packaging?

 
 Color
 Ingredients
 Brand name
 Facts
 Design

Do you prefer brands that have color 
variations for different types of trail mix?

 Yes
 No

What do you usually buy trail mix for?

 
 Large parties
 Small get-togethers
 Vacation / road trips
 Me, myself, and I
 Camping / hiking
 Work
 All the above

81.8%

21.8%

14.5%

18.2%

47.3%



Surveys

92.7%

How do you typically buy trail mix? 

 
 Local grocery store
 Online
 Homemade
 Other: gas station

How much would you spend on a 26oz bag 
of trail mix? Select all that apply

0            10           20           30           40          50

$1 - $10

$11 - $20

$21 - $30

$31 and up

17 (30.9%)

48 (87.3%)

What is the first ingredient you look for 
when buying trail mix? Select all that apply

M&M’s   Chocolate  Nuts    Raisins     Other

20

15

10

5

0

17 18

3

98

Do healthy snacks make you feel better 
and happier?

 Yes
 No

90.9%

9.1%
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Trail Mix Enthusiast: Kelly Law

Age: 32

I reached out to Kelly because I know 
she loves outdoor activities, nature, and 
healthy snacks. She is a very busy woman 
and emailing was the easiest way of 
communication for her.

1. What influences your decision when 
buying trail mix? 

Convenient packaging for on the go and a 
good balance of protein, carbohydrates, 
and fats.

2. What is the first thing you look for on 
the packaging? 

The nutrition facts. I want to make sure I 
get the most fuel for my body out of my 
trail mix. 

3. Would you rather buy trail mix in-
store, online, or make it homemade? 

Although homemade would always be 
ideal, online is my favorite option.

4. What do you typically buy trail  
mix for? 

Camping trips or to have a quick, 
convenient snack handy during a hike.

5. Do you think eating healthy snacks 
makes you feel better and happier? 

100% yes! 
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Trail Mix Average User: Sarah Lawver

Age: 22

I reached out to Sarah because I know she 
likes eating different snacks, going on small 
adventures, and taking part in various 
hobbies. Email was the easiest way of 
communication for her.

1. What influences your decision when 
buying trail mix? 

I love to buy trail mix that has chocolate in 
it or has a flavor like cheddar. I also like to 
have a variety in it of sweet and salty.

2. When do you typically eat trail mix?

I typically eat trail mix around the holidays, 
at parties, or I will take some in my lunch to 
work or school.

3. Where do you usually buy trail mix? 
Have you ever made it at home? 

 I like to buy trail mix at Sam’s club because 
it comes in large bags for very cheap. 
I make trail mix every thanksgiving to 
have as a snack after the huge meal. I 
make it with bugles, pretzels, chex cereal, 
captain crunch, goldfish, and bake it with 
Worcestershire sauce mixed with it.

4. Does price matter when you buy it? 
Can you give an estimate of how much 
you would spend on a bag?

I would spend as much as 15 dollars on a 
large gallon size bag of it.

5. Do you think eating healthy snacks 
makes you feel better and happier? 

Eating snacks like trail mix does make me 
feel healthier and fulfills my hunger.
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Moving Forward
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Competitor Analysis
Based off the trail mix brands we saw 
earlier, they are pretty similar or have a 
few traits in common. They all have the 
color blue in their design somewhere. 
Their audiences are generally from the 
ages of 20-50. The prices vary but most 
of them are average. The product is all 
generally similar, some of them rely on 
a clear window within their packaging 
to get their message across. Trail mix 
brands have many different archetypes, 
surprisingly. The range from Everyman, 
Jester, Lover, Hero, Safety, Caregiver, etc.

My Brand
My trail mix brand is for people who have 
a drive for adventure or have a passion to 
explore and be free. Push your limits and 
reach new heights with this healthy snack. 
Our natural ingredients are conveniently 
in individual bags or large bags. The main 
ingredient is the first thing you see on the 
packaging. Find your inner Explorer and 
get out there!

5 Words that Describe My Brand
Natural
Adventurous
Convenient
Quality
Simple

Developing My Brand
Target Audience
I would like to focus on people who are 
20-35 years old and love to travel or are 
involved in outside activities pretty often. 
They may enjoy hiking, camping, road 
trips, etc.

Archetype: Explorer
I am choosing the Explorer as the 
archetype for my brand. I want to target 
people who enjoy being one with paradise 
out in nature. They want to explore and be 
free even for a short while. 

Moodboard
I wanted to capture a hiking and 
adventuring aesthetic. Greens and browns 
stood out to me the most and I think they 
help express the natural and exploring 
vibe I am going for in my branding. A bag 
or individual packet of trail mix could easily 
fit in a backpack. It would be a necessity 
and be layed out along with the boots, 
map, water, etc.
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Position, Voice,  
Rhetoric, & Messaging

Mission Statement 
Our trail mix brand is for people who have a drive 
for adventure or have a passion to explore and be 
free. Push your limits and reach new heights with 
this healthy snack. Our natural ingredients capture 
adventure in every bite. Compared to competing 
brands the main ingredient is the first thing you see 
on our packaging. Find your inner Explorer and get 
out there today!

Power of Naming
The power of naming is incredibly important when 
declaring and introducing your brand to everyone. 
First impressions matter and you want to capture 
the entire essence of the brand within the name. It 
should reflect the core and heart of the brand. The 
name should also tie into the story you are telling. 
The power of naming is just that: powerful. 
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Brand Names
•  Bold Oak: a tree with acorns and   
    typically has deciduous leaves

•  Birch: a slender, fast-growing tree that  
    has thin bark

•  Creek: a stream, brook, or minor   
    tributary of a river

•  Daring Pine: an evergreen tree with long  
    needle-shaped leaves

•  Juniper: an evergreen shrub or small tree

•  Rocky: an area full of obstacles

•  Scout: a person sent out ahead of a main  
    force to gather information

•  Spruce: a widespread coniferous tree  
    with a distinctive conical shape and  
    hanging cones
 

Taglines
Find your inner Explorer
Get out there
Explore today
Reach new heights
Push your limits

Position and Voice Rhetoric & Messaging
Brand Essence
•  Need the perfect travel snack?

•  Push your limits and reach new heights.

•  Find your inner Explorer and get  
    out there!

•  Do you have a drive for adventure and a  
    passion to explore?

•  Spruce captures adventure in every bite.

•  Are you an outdoorsy person?

•  Do you like traveling, hiking,  
    or camping?

Radio Advertisements
Explore today. Do you like traveling, 
hiking, or camping? Find your inner 
explorer with this adventurous snack. 
Spruce is a trail mix brand that is the 
perfect travel companion. Push your limits 
and reach new heights. Spruce captures 
adventure in every bite. To learn more visit 
spruce.com.
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Developing Brand  
Attributes

Visual Brand Language
Visual Brand Language is a way for brands to 
express themselves and their design style through 
many different elements. Some of these elements 
may be color, photography, typography, etc.

VBL Characteristics
Spruce is adventurous, natural, and convenient. Find 
your inner explorer with this adventurous snack. Our 
brand brings out your inner explorer. The textures 
reference outdoorsy themes. The illustrations are 
simple and have slight shading with textures. The 
photography captures the essence of exploring 
with our logo off to the side. Our trail mix brand 
is the perfect travel companion. Spruce captures 
adventure in every bite and gives you the motivation 
to explore today.
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14 Possible Logos for Our Brand

Textures
6 Textures That Fit Our Brand Essence
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Exploring Illustration Styles
These illustrations are unique and fit our 
brand. The simplistic shading and pops of 
color work well with the textures applied 
to them.

5 Stylized Illustration/Photography
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Possible Header Fonts
•  Scarlet Woods
    Abcdefghijklmnopqrstuvwxyz
    12345678910

•  Spartan
   Abcdefghijklmnopqrstuvwxyz
   12345678910

Possible Body Copy Fonts
•  Spartan
   Abcdefghijklmnopqrstuvwxyz
   12345678910

•  Signika
   Abcdefghijklmnopqrstuvwxyz
   12345678910

•  Raleway
   Abcdefghijklmnopqrstuvwxyz
   12345678910

•  Ubuntu
   Abcdefghijklmnopqrstuvwxyz
   12345678910

Option 1
Header Font: Scarlet Woods
Body Copy Font: Spartan

Scarlet 
Woods
The header font is bold and is 48pt. This 
body copy is 12pt.

Option 2
Header Font: Spartan
Body Copy Font: Raleway

Spartan
The header font is bold and is 48pt. This body 
copy is 12pt.

Deliverables
•  Packaging - The most important   
    deliverable to advertise our brand.

•  Print - These ads will be located at   
    various places such as grocery stores.

•  Swag - Our swag bags will aid and   
    encourage people to get outside to   
    explore nature.

•  Billboard - These ads will be viewable  
    from a distance and promote healthy   
    snacks while exploring.

•  15 Second Radio Ad - A brief ad    
    explaining our brand and product.

Packaging

BillboardSwagPrint
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Find Your Inner Explorer

SPRUCE

Logo Variations

SPRUCE

SPRUCE

Top: Black logo
Bottom: Reverse logo

Logo In Context
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Archetype: Explorer
I have chosen the Explorer as the 
archetype for my brand. I am targeting 
people who enjoy being one with paradise 
out in nature. They want to explore and 
be free even for a short while. They 
appreciate simple designs and seeing the 
main ingredient first on the packaging. I 
am capturing the Explorer archetype by 
adding outdoorsy textures, nature themed 
colors, and slightly textured typography.

Final Textures
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Deliverables

Overview
The deliverables were chosen because they 
expressed the brand well. The printed physical 
deliverables fit the target audience better than all 
online pieces. As we are focusing on people who are 
unplugging from online devices to explore nature. 
The brand showcases the explorer archetype in the 
messaging, photography, illustrations, typography, 
and textures. These all work together for a cohesive 
brand and a well structured campaign.

Deliverables
I created five different deliverables for my Spruce 
trail mix brand. The deliverables include: swag 
bags, trail mix packaging, a billboard, a poster,  
and a radio ad.

Radio Ad
Radio Ad Copy 
Explore today. Do you like traveling, hiking, 
or camping? Find your inner explorer with this 
adventurous snack. Spruce is a trail mix brand that 
is the perfect travel companion. Push your limits and 
reach new heights. Spruce captures adventure in 
every bite. To learn more visit spruce.com.

Here is a link to the radio ad.

https://drive.google.com/file/d/1B9a0HhwJirnaseULbjxQ5b3W5YP65oL5/view?usp=sharing


78 79Deliverables



80Deliverables



82


