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The brand that | have chosen for this project is Outshine. Outshine sells popsicles or “bars” and are most
widely known for their fruit bars. On their website they also sell a variety of other frozen desserts including
yogurt bars, fruit & cream bars, and half dipped bars. In recent years they have expanded their line of
frozen bars even more, introducing flavors such as acai blueberry, pomegranate, and mango with chili
lime seasoning. However, they also have dairy-free frozen yogurt as well as fruit smoothies, neither of which
are marketed or listed on their website or Instagram. These other products seem to slip through the cracks
because they are not sold in as many locations.

The brand is currently marketing itself as a healthy freat for both kids and adultfs. They use imagery of fruit
on their packaging as well as large nufrition labels fo show that they are proud of the ingredients they use
and aren’t trying to hide anything from the consumer. They use the tagline “Real fruit” offen throughout
their marketing to remind their audience that, unlike their competitors they really care about your health
and what you put in your body. The typeface that use on their website is a bit dated but is meant to be
whimsical, fun, and hand-written to be more personable. While one of their main target audiences it kids
their Instagram seems to be more geared toward adults, specifically tfrendy young adults. Their use of
influencer ads and fun mixed drinks make the popsicles seem more for adults rather than kids.
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BRAND COMPETITOR: WHOLEFRUIT

WholeFruit is a brand with the most similarities with Outshine. WholeFruit also bases their flavors entirely on
fruits and values the quality of the ingredients that they use. Their logo is very similar fo Outshine, using the
white border around the word mark. The look of their brand is dated but they do use a lot of imagery of
children, who are their farget audience. While they don’t have an official tagline on all of their branding
they use the phrase "The name says it all” offen within their marketing copy on their website and social
media. They also reference their name on the opening page of their website which says “Whole fruit for
the whole you”, | think their name helps them fto stand out because of how it successfully describes the
product and their values.

FRUIT BARS

Made with Chienks of Real Fruit

WHOLE FRUIT
FORTHE

WHOLE YOU.

"-‘
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Yasso is a brand that makes frozen Greek yogurt based freats for a health conscious audience. While their
products are not entirely similar to Outshine, they share a common goal of providing their customers a
healthy dessert. Their brand look is very modern and relies heavily on bright colors and a fun illustrative
style. They market themselves as a brand that reinvented ice cream without compromising flavor. | found
that they are very modernized with “trendy” marketing tools like an Instagram Yasso challenge, creating
memes about their product, and they even have a food truck. Overall they stand out from other competitors
not just because of their product but because of the identity that they have established.
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Popsicle is one of Outfshine’s leading competitors because it is arguable the most widely known popsicle
brand. Their brand look is very bold and they have a very clear target audience that they market to
well. In their brand story their leading line is “Invented by a kid” and that shows throughout their website,
Instagram, and product packaging. On their website they have interactive games for kids, their Instagram
has DIY projects for kids o try with used popsicle sticks, and many of their popsicles are modeled after fun
animated characters. While they are not part of the health trend that the other competitors are in, they
have remained at the top of the market by being memorable and fun for kids.
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Grab some crayons, glue, scissors, and your imagination

(perhaps a few Popsicle® sticks) and let’s make it happen!
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Invented by a kid...

The very first Popsicle” ice pop was created way
back in 1905 by an 11-year-old named Frank
Epperson.

That's right, Popsicle® was invented by a kid!
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Outshine prides itself on having products that are

Their bars use real fruit, are GMO free, are a good source of Vitamin C, and don’t use any high
fructose corn syrup or artificial colors or flavors. Outshine is different from their competitors because they
strive to offer customers with a sweet treat that won’t harm them. They want fo maintain nutrition labels
that everyone can pronounce and “savor the goodness of real fruit, yogurt, veggies, and juice”. They've
been able to continue adding to their product list while still focusing on fruits and vegetables instead of
caving to the mainstream market of mint chocolate chip and rocky road. They stick to the same principle
of real produce since they first began.

Outshine wants you to enjoy a delicious treat and not have to worry about what you're putting in your body!
Our ingredients come straight from the garden creating nufrition labels with words you can pronounce.
Enjoy a delicious snack with the freshness of real fruit, veggies, juice, and yogurt. We want you to have the
best ingredients, the best faste, and the best you!
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The current target audience for Outshine is anyone
who wants to enjoy a cold freat without feeling
guilty about it later. They market their products fo
health conscious adults and/or parents who want
to know what they’'re putting into their bodies.
Outshine equally targets men and women of all
ages.

This re brand will address the dated look and feel
of the logo and the brand identity as a whole.
Another problem that | hope to address is the
disconnect Outshine’s branding has to their child-
based target audience. Their packaging is mature
and not very eye-catching for younger kids. Also,
their social media presence heavily targets a
young-adult population and is inconsistent with
the look and feel of the brand showcased on their
packaging and website materials.

The scope of Outshine’s re brand includes:

- Logo - Style scape
- Brand Identity System - Advertising
- Stationary / Packaging - Campaign

The goal of the re branded logo and systems is
to reach Oufshine’s farget audience and create
a more cohesive brand identity. The packaging,
advertising campaign, and other marketing tools
will successfully communicate the company’s
core values and beliefs.

The tone of the should be friendly, youthful,
and fresh. The re brand should create a friendly
presence that is inviting to customers of all ages.
There should also be a focus on creating a tone
that is fun, playful, and imaginative in order fo
draw in a younger audience. The re brand should
also feel fresh and rejuvenating by stepping away
from the more traditional and dated look. This will
help Outshine to standout from their competitors
and have value in the current market.

- November 3
- November 17
- December 7-8

The main competitor for Outshine is WholeFruit
who also sells popsicles with a focus on using
fresh, high-quality, and healthy ingredients. Other
competitorsinclude Yasso and Popsicle. Yasso sells
health conscious Greek yogurt based popsicles
and Popsicle dominates the popsicle market and
is arguably the most well-known popsicle brand.

The aesthetic inspiration for this re brand is
bright and bold use of color as well as fun and
imaginative graphics.
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The tone of the brand should be friendly, fresh, and frustworthy. The re brand should create a friendly
presence that is inviting to customers of all ages. There should also be a focus on creating a tone that is
fun, playful, and imaginative in order to draw in a younger audience. The re brand should feel fresh and
rejuvenating by stepping away from the more traditional and dated look. Lastly, the brand should have
a trustworthy and established tone to show they are transparent about their product.
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FIRST ROUND OF SKETCHES

POPSICLE

This first direction would utilize the imagery of a
popsicle, referencing the product itself.

SMILE

The second direction shown would use a smile to
portray the joy of the brand and the happiness it
provides customers with.

SUNSHINE

The third direction would play off of the “shine”
of Outshine. The sun would represent the joy and
warmth of the brand.

The fourth direction would be more of a letter
form play of an O which is most similar tfo the
current logo. The circle represents community
between the brand and their customers.

GABBY NGUYEN | BRAND IDENTITY SYSTEMS | LOGO DEVELOPMENT | PG 16



One key moment in the logo design process was choosing the overall shape of my mark. In my original
sketch for this concept the popsicle was wider at the bottom and narrowed as it reached the arc of the
popsicle. However, after digitizing the skefch | realized that Outshine popsicles are much more rectangular.
Because the concept of this mark was to mimic the product ifself | made the decision to bring in the end
corners of the popsicle as well as make the inside lines parallel fo one another. While this change is very
slight | think that it added to the success of the mark because of it's likeness to the product it represents.







After showing my first round of digitized logos one of the critiques | received was fo fry and show the
importance of health within the logo. Outshine prides itself on using fresh and natural ingredients so |
thought one way of incorporating this info my logo was to add a leaf. However, after many sketches and
playing with different forms | was unable to create a mark that | felt was dynamic and sfrong. | decided
that the brand value of health could be beftter communicated in brand identity outside of the logo.




PROCESS
MOMENT 03

After deciding the brand color palette | knew that | wanted the yellow to be the primary color used in the
logo. | originally fried used the blue in my palette for the line work to contrast the warmth of the yellow.
However, | felt that it separated the mark info two parts instead of creating one cohesive mark. After
testing the red | felt this combination was a lot stronger than the blue. But because | still wanted an option
to have a blue logo | created the single color secondary marks for versatility.
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SIGNATUREMARK/LOCKUP IN COLOR
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SIGNATUREMARK/LOCKUP IN COLOR WITH SAFETY AREA

O
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PADDING TO LEFT + RIGHT

Use the width of the yellow bar inside the
mark to measure the safe space for the left
and right of the signaturemark.

PADDING UP + DOWN

Use the width of the yellow bar inside the
mark to measure the safe space above and
below the signaturemark.

PADDING BETWEEN PICTORIAL MARK +
COMPANY NAME

Use the height of the inside arch of the
rainbow to space out the company name
from the mark in the lockup.
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ALTERNATIVE MARKS IN COLOR
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ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
01234567890@$%&(+7?)

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
01234567890@$%&(+?)

Used for main body copy as well as

. . company documents
for large messaging, headings, and to

T Font used in the logo lockup. Also used
call attention to important information

Lorem Ipsum

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nulla pretium, nulla sit amet convallis ornare,
erat arcu hendrerit tellus, in inferdum dui odio sit amet justo. Nunc risus tortor, pellentesque nec purus
ut, mollis facilisis justo. Nulla gravida massa id fempor venenatis. Nunc a dapibus ligula. Duis aliquam
scelerisque neque, non viverra odio fringilla quis. In mi urna, ulfricies ac malesuada vitae, sagittis
euismod ligula. Vivamus ligula purus, aliquet eu lectus ut, maximus scelerisque justo. Sed ex velit,
laoreet non hendrerit sit amet, posuere sit amet ante. Maecenas ac ipsum lacus. Praesent a justo
ac mauris lobortis iaculis. Proin consequat ex at massa ornare, imperdiet bibendum justo congue. In
a tortor et enim aliquet finibus at in metus. Donec id elementum leo. Aliquam urna nisi, gravida id
faucibus vitae, auctor at arcu. Vestibulum ante ipsum primis in faucibus orci luctus et ultrices posuere
cubilia curae; Etiam eget faucibus libero, vitae sodales sapien.



SHINING YELLOW

PANTONE+ 129
CMYK: 0, 71, 89,0
RGB: 253, 175, 63
HEX: fdaf3f

RIPE RED

PANTONE+ 021
CMYK: 0, 71, 89, 0
RGB: 255, 109, 45
HEX: fféd2d

BERRY BLUE

PANTONE+ 2717
CMYK: 32, 14,0, 0
RGB: 167, 198, 243
HEX: a7c6f3

COOL WHITE

PANTONE+ 179
CMYK: 2,1, 1,0
RGB: 248, 248, 248
HEX: f8f8f8

SEEDY BLACK

PANTONE+ PROCESS BLACK
CMYK: 70, 67, 64, 74

RGB: 35, 31, 32

HEX: 23120



ADDITIONAL GRAPHICS WITHIN THE SYSTEM
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ADDITIONAL GRAPHICS WITHIN THE SYSTEM
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ADDITIONAL GRAPHICS WITHIN THE SYSTEM
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DESIGN SYSTEM
APPLICATION
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PRINTED STATIONERY

’ GABBY NGUYEN
I 'OUTSHINE | MARKETING DIRECTOR

52 Bolman Court, Beardstown, IL 62618
800-392-4885 | outshinesnacks.com
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STATIONERY MOCK-UP
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STATIONERY MOCK-UP
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PACKAGING MOCK-UP
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STICKER + CHILDREN’S SHIRT MOCK-UP
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TOTE BAG MOCK-UP

YOU'RE THE COOLEST
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SOCIAL MEDIA MOCK-UP

9:41PM (- 9:41 PM
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ll Posts Followers Following (+]

0 outshinesnacks  realsimple foodnetwork ba_mag skinnyc

&— outshinesnacks v

OUTSHINE SNACKS [ @ outshinesnacks
EAT SMARTER, SNACK BRIGHTER #OutshineSnacks
https://www.outshinesnacks.com/en/where-to-buy

Follow Message Email v

~ 000

New Flavors Recipes Pop-Ups Blog Posts

20% off all variety
packs when you

order online

NEW FLAVOR ALERT

Check the link in our bio to see
the list of new flavors offered
online and in store

O Qv N

@)D Liked by foodnetwork and others
You don’t want to miss out on this big announcement! ...more
View all comments

[ @ Add a comment... m

A QO @ O e
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BRAND STYLESCAPE

SNACK
BRIGHTER

We believe in the
goodness of real fruit,
yogurt, veggies and juice.
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AVANT GARDE GOTHIC Eod (
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RrSsTHIUVVWWXXYyZz

QUALITY INGREDIENTS +
THE AMBITION TO SHINE

AVANT GARDE GOTHIC
PRO BOOK

AaBbCcDdEeFfGgHhli
JKKLIMMNNOoPpQG
RrSsTHIUVYWwWXXYyZz
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visit outshinesnacks.com for full product list

L)
!U!J A REFRESHINGLY REAL TREAT



