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ABSTRACT
Food is one way to experience a culture, but how often does anyone get to travel to a new
place and try authentic flavors? Imagine a place one could travel to, without a passport, and
experience authentic flavors from around the world. Extensive research into the bakery industry,
rotating business model, and design considerations led to the development of a one-of-a-kind
sweet location. The days of waiting for your next travel experience are over. Cosmo provides a
unique, immersive, and flavorful experience for consumers to educate their tastebuds with
flavors from around the world in one location.
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Introduction
My family loves to travel. Over the years, I have had the opportunity to
experience various cultures throughout Europe and the Caribbean. Whenever
I get the chance to visit new a new country, visiting a local bakery is nonnegotiable. Flaky Pastelillos de Guayaba from Puerto Rico, Kruschiki from
Poland, and buttery Kouign-amanns from Brittany, France are just a few of my
favorite discoveries from abroad. Once you try a traditional buttery, flaky pain
au chocolat from a corner bakery in Paris, the Starbucks croissants do not hit
the spot anymore.
How often does anyone really get to visit new countries and get the
opportunity to taste authentic bakes made with flavors from around the world?
What if there was a place you could visit without a passport and be able to try
foods from all over the globe?
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Thesis Statement

This project encompasses the design,
branding, and marketing for a bakery
specifically designed to bring traditional
sweet bakes from around the globe to one
convenient place. This was accomplished
through extensive research into existing
bakeries and businesses operating on a
cyclical business model. Research extended
into branding, color theory, collateral, and
package design. The final products include
a logo and brand identity, package design,
marketing materials, and a mobile application.

Methodology

Extensive research was conducted to
understand the design and functionality of
rotating business models, representation of
food in art, and graphic design in general.
Exploratory and descriptive research was
used to get a better understanding of cyclical
business models and how brands utilized
dynamic branding. Sources included digital and
web articles discussing the history of baking,
representation of food in art history, history of
food packaging, color theory, design principles,
and cultures. Additional sources included
academic journals and books. These sources
provided knowledge about proper business
models, design development, and background
information about the development of baking
practices throughout human existence.

Case Studies

Story
Research was conducted on Story by reviewing
various articles about the brand. Story was
brought to life in 2011 by Rachel Schechtman,
a very successful and informed woman with
many years of experience as a consultant
for major companies like Gap and Toms
(Harris). The nature of this case study was to
understand the nature of the “fluid” or cyclical
business model of a retail space and how

to implement a marketing strategy for a
business with changing themes. The model is
engaging and interactive with the intention
to create an unforgettable experience for
the customer. Resources for this case study
included articles and videos of interviews
with Shechtman and an informative TEDx
presentation about the brand by the
founder herself. The brand and business
model were acquired by Macy’s in 2018.
Universal Yums
Research was conducted on Universal
Yums by reviewing and analyzing their
website and social media platforms.
Founded in 2014, Universal Yums is a boxsubscription company bringing authentic
snacks from around the world to your door.
The founders are a couple who shared
the dream of traveling the world together
and established the subscription-based
company as an alternative for others who
shared their passion for traveling and trying
foods from different countries. Research on
Universal Yums provided insights on cyclical
business models, target markets interested
in experiencing cultures through food,
and branding for a dynamic food brand.
Crumbl Cookies
Research was conducted on Crumbl Cookies
by extensively reviewing their website,
mobile application, social media accounts,
and visiting a location. Crumbl Cookies
is a modern and trendy cookie bakery
and delivery service established in 2017
that has expanded to over 264 franchise
locations across the nation. Thorough
research on Crumbl provided insight into
the target market, branding, and business
model operation of a popular bakery that
incorporates a rotating operational model.
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Articles

The History of Baking
A Companion to Food in the Ancient World,
published by Wiley, provided a background
in the origins and development of food in
the ancient world. Wiley is a publishing
company which has delivered digital education
and learning solutions to help people and
organizations have the necessary resources to
achieve their goals. They support researchers
communicate their discoveries through
publishing high quality, online scientific,
technical, medical, and scholarly journals,
books, and other digital content (wiley.com).
Baking, published by Britannica Academic,
was reviewed to get a general, macro
understanding of the history of baking
throughout the millennia. Encyclopedia
Britannica is a 250-year-old global resource
that publishes fact-checked, insightful articles,
and interactive features curated from the
rich knowledge of leading contributors.
Giving Life: A History of Bread in Egypt,
written by Hala Barakat, provided insight
about the origination and early stages of
bread in Ancient Egypt. Rawi is an annual
privately published, bilingual (English/
Arabic) periodical on Egyptian history.
Barakat has a PhD in Paleoecology from the
University of Aix-Marseille III, France and is
a founding member and former president
of Nature Conservation Egypt (NCE).
The Baking Industry in the Nineteenth Century
provided a background of the major technical
advancements in the baking industry. This
article was accessed through Taylor & Francis,
a world-leading publishers of specialist,
advanced research and knowledge by curating
and publishing high quality, peer-reviewed
research conducted by scientists, professionals
and leading thinkers at universities, research
and development labs and institutions.
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Modern Bread Making provided insight
into the commercialization and automation
of baking processes during industrial
revolution. Scientific American reached
more than 10 million people around the
world each month and publishes in-depth
articles and informational content by
journalists, scientists and scholars.
The article Baking Bread with the Romans:
Part III – The Panis Quadratus Strikes Back,
by Farrell Monaco provided insight into the
development of baking in Ancient Rome. Farell
Monaco is an experimental archaeologist
and food-writer who centers her research
on food and food-related processes in the
Roman Mediterranean. Articles and projects
by Monaco have been published by reliable
sources including the BBC, The Ancient
History Encyclopedia, and The Economist.
With a Good Bed of Coals: Baking Without
an Oven provided a background in early
baking technology and alternative methods
of baking. Kay K. Moss founded the
Eighteenth-century Backcountry Lifeways
Studies Program at the Schiele Museum in
Gastonia, North Carolina, teaches openhearth cookery at John C. Campbell Folk
School. The University of South Carolina
Press is one if the oldest most distinguished
publishing houses in the South and publishes
a wide range of critically acclaimed and
rigorously peer-reviewed publications.
The article Traditional Flat Breads Spread
from the Fertile Crescent provided insight
into the geographical spread of baking
throughout history. The author, Antonella
Pasqualone, is a Professor at the University
of Bari in Italy in the department of Soil,
Plant, and Food Science. Science Direct
is an online platform of peer-reviewed
literature and interdisciplinary research.

The Art of Baking provided a background
on the history of baking and provided
insight on the modern perspective of
baking as an art form. Bakerycity is a
well-known bakery locator and blog that
reaches an international audience.
Food in Art History
A Bite Size of Food in Art, published by
Google Arts & Culture, informed the role of
food in art history. Google Arts & Culture
is a non-profit initiative that works with
cultural institutions and artists around the
world with the mission to preserve and
bring the world’s art and culture online
and made accessible to everyone.
Dionysus, from Encyclopedia Britannica,
provided background information on food
symbolism on the Greek god of wine.
The 12 Gods and Goddesses of Pagan
Rome provided information on the Roman
Gods and their food symbolism. History
Hit publishes the stories that shaped the
world through their award-winning podcast
network and online history channel.
The analysis of the manuscript The Feast of
Dives by Master of James IV of Scotland by
the Getty provided a historical art example of
how food represented class during medieval
times. The J. Paul Getty Museum is a collection
of Museums in Malibu and Los Angeles seeking
to inspire curiosity about, and enjoyment and
understanding of, the visual arts by collecting,
conserving, exhibiting, and interpreting
historically important works of art (getty.edu).
Bakeries and their Design
The article Understanding Colour Psychology
for Restaurants & Brands provided insight
into the psychological effect of color on
consumers specific to the food industry. Avid
Creative is a professional freelance design

company specializing in the effect design
has on psychology and the food industry.
The editorial Successful Bakery Design,
published by Design Media Publishing Limited
and edited by Vanessa Cullen, provided visual
presentations of bakery interior designs
and collateral for unique bakeries located
around the world. Cullen earned a bachelor’s
degree in Design and is an accredited
member of the Design Institute of Australia.
Deanna deBara’s article What is Brand
Identity? And How to Develop a Great One
provided insight into the importance of brand
identity and the necessary components
to design a successful and effective one.
99designs, “the world’s largest graphic
design marketplace,” is a creative platform
connecting businesses with designers
and the necessary resources to construct
an effective brand (99designs.com).
The article NYC’s Supermoon Bakehouse
Is a Hit with Its Pastries and Packaging
reported information on the business
operation and collateral design of a popular,
successful and high traffic trendy bakery
located in New York City. ABC7 New York
is a division of the reputable ABC News
broadcast network reporting on the New
York City metropolitan area since 1948.
Dana Krook’s article Takeout Food Packaging:
Why You Need to Make Smart Decisions at
Your Restaurant provided insight into the
role and importance of packaging in the food
service industry. TouchBistro is a restaurant
management system that makes running a
restaurant easier by providing businesses
with the necessary resources to succeed.
Marketing Strategy for a Bakery Business:
How to Increase Bakery Sales, written
by Kate Palanchuk, provided insight into

MONTANA | 7

marketing operations specific to the bakery
industry. Palanchuk is a Content Marketer
at Poster POS, a restaurant management
system company focused on making products
that help business owners become more
productive, focused on digging into deep
layers of new technologies and restaurant
business trends to provide valuable content.
Design and Branding
Sean Adams, The Designer’s Dictionary
of Color, provided an in-depth look at
thirty colors key to art and graphic
design. The book documents and helped
inform insights into each color’s creative
history and cultural associations.
Gal Borenstein’s “8 Reasons Why Marketing
Collateral Still Matters” provided insights
into the importance for marketing
collateral for brands. Gal Borenstein
is the CEO of the Borenstein Group, a
creative digital marketing agency for
integrated marketing communications.
The Ultimate Guide to Advertising in 2021,
by Allie Decker, provided insights into the
structure of advertising in 2021. Allie Decker,
a content marketer and strategists, writes
articles that routinely get ranked on the
first page of google and viewed nationally.
The Complete Color Harmony: Pantone Edition,
written by Leatrice Eiseman, was written to
inform readers on how to determine the best
color choices. In addition, the book was used
to determine the best colors choice based on
attributes. Leatrice Eiseman is the executive
creator of the Pantone Color Institute,
which helps forecasts global color trends.
“How to Find the Right Typography for
Your Brand Identity,” written by Katy
French provided insight into a brand’s
core visual brand identity is made up of a
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logo, color, and typography. Katy French,
a content marketing director for Column
Five, is a versatile writer with a decade’s
worth of experience writing editorial and
branded content for multiple mediums.
Seth Godin’s book, This Is Marketing: You
Can’t Be Seen Until You Learn to See,
provided a general background about the
role of marketing efforts in communication
and business operations. Godin is an
entrepreneur, best-selling author, and
one of three professionals inducted into
the Direct Marketing Hall of Fame.
Lauren Hooker’s article, 28 Collateral Item
Ideas for Your Creative Business provided
insight into various types of collateral
items and how they are used properly
in businesses. Elle & Company is an
educational design and entrepreneurship
blog designed to help individuals pursue
their passions with valuable information.
Lindsay Kramer’s What is Web Design (and
How Do I get it Right)? provided insight about
the role of web design as marketing collateral
and how to ensure a seamless and operational
design for your business. 99designs, “the
world’s largest graphic design marketplace,”
is a creative platform connecting businesses
with designers and the necessary resources to
construct an effective brand (99designs.com).
Tom May’s article Illustration vs Photography:
How Do You Decide? provided insight on how
to appropriately use visual collateral such as
photography and illustration within specific
industries. May is a freelance writer and
editor specializing in design, photography
and tech who has been editor of publications
including Professional Photography magazine,
Creative Bloq, and Net magazine. Creative
Bloq is a digital blog platform for creatives
providing a mix of inspiration, advice, and

insight on current trends and developments
in global design (creativebloq.com).
Marty Neumeier’s The Dictionary of Brand
provided essential definitions of design
terminology to be used as the basis for
branding. Neumeier is a professional trained
as a graphic designer and copywriter working
“with marketers, consultants, designers, and
CEOs to improve their brand skills and trigger
meaningful change” (martyneumeier.com)
What is Print Collateral and Why is it
Important for Your Marketing Campaign
provided insight about the value of print
collateral in business and marketing
operations. New Era Print Solutions is reliable
marketing and print solutions company
offering services and resources to help
companies leverage their brand to reach
their professional goals (nepsprint.com).

Case Studies
Story

Introduction/Reasoning
Due to the quick evolution of the internet,
many people believe brick-and-mortar retail
is dying. However, Story has proven that
belief is far from the truth. The nature of
this case study is to understand the nature
of the “fluid” or cyclical business model
of a retail space and how to implement
a marketing strategy for a business with
changing themes. This project revolves
around an immersive in-person experience
similar to Story. It will involve a brick-andmortar space that will adopt a similar business
model with changing themes and will require

a marketing strategy that will be able to
adjust with the cycling themes. Story, and
the founder Rachel Shechtman, is very wellknown for developing this new strong and
engaging type of retail space and has been
recognized for Story’s instant success (Smiley).
Background and History of Story
Story was founded and conceptualized by
retail entrepreneur Rachel Shechtman. Prior to
launching Story, Shechtman was a consultant
for 12 years for a wide range of companies
from Toms to Gap and Kraft (Petreycik). In
an interview with Racked New York’s editor
Caitlin Petreycik, Shechtman defines her job
as a consultant as “creating new ways of
doing business.” When she began consulting,
Shechtman expected to be a consultant
for six months, but it turned into 12 years.
In that time, she ended up developing
this “unique niche of mashing up different
business functions that aren’t typically
together within an organization” (Petreycik).
It was not until 2011 when Shechtman finally
pulled the trigger on the concept when her
friend and founder of Toms, Blake Mycoskie,
said enough was enough (Feitelberg). After
that conversation, she quickly signed a tenyear lease for the retail space in Chelsea,
NYC. Shechtman strategically selected this
location because she “wanted to choose a
geographic area that emulated the principles
of the business model” (Petreycik). The Story
brand was a new and different approach
to retail, and likewise Shechtman felt that
the Chelsea neighborhood was “something
that was new or different but not too outthere” (Petreycik). Since Story’s launch, “the
neighborhood’s popularity ha[d] surged”
quickly within the first few years (Feitelberg).
Quirky founder Ben Kaufman bet her a lot of
money that she couldn’t open the store within
4 weeks of signing her lease (Petreycik). So,
naturally she did. The store had a soft launch

MONTANA | 9

on December 21st, 2011 where they sold
some limited products (Petreycik). The brand
officially launched in February 2012 with their
first theme “Love Story”. Since then, Story has
launched a wide range of themes throughout
the years including Remember When Story,
Design Story, His Story, and many more.
In 2018, Macy’s acquired Story and
appointed Shechtman as its new Brand
Experience Officer (Sherman). Now, you can
find Story departments in Macy’s stores
across the country. The Chelsea location
remained open as part of the agreement
but appears to have closed recently
(Sherman). There is no clear information on
the reason for flagship store’s closure.
Business Model
Story is essentially built like a “living
magazine,” as Shechtman likes to describe
it. Story operates on a rotating theme
model. This means that about every three
to eight weeks the store temporarily closes,
usually for about a week or two, and is
completely remodeled for the upcoming
theme (Feitelberg). From color scheme to
the products sold, very aspect of the store is
redesigned or modified to fit the next theme.
Put simply, Story is a physical “space that has
the point of view of a magazine, it changes
every four to eight weeks like a gallery, and
it sells things like a store” (Shechtman).
For B2C, Story uses an extremely unique
merchandising strategy and heavily relies
on rotating themes and rotating products
(Harris). A magazine tells stories between
pictures and written words whereas the
company tells stories “through curating
merchandise around a certain subject matter
and having events” (Smiley). The business
also uses the concept of “retail media”
which is when companies promote items to
consumers as they shop (Harris). The model
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is very engaging and interactive creating an
unforgettable experience for the customer.
Story also has a B2B model. The store
constantly is on the hunt for a wide variety
of products to fit the themes of the space.
Shechtman has used her rotating retail model
as a way to collaborate and partner with
smaller brands and feature their products
in the store (Campanelli). The widely known
candy brand Sugarfina was one of the first
small businesses that was able to sell their
products in Story, and now they are nationally
known (Campanelli). Like for Sugarfina, this
B2B model grants many small businesses
an opportunity to grow and expand too.
Additionally, for every theme, the store also
does sponsorships with reputable brands.
These sponsors to the store can be compared
to advertisers for a magazine. For example,
for “His Story,” Gillette and Braun partnered
with Story to bring the theme to life. The
reason they do sponsors is because Story
knows very little about a lot of different things
(Petreycik). The sponsor brands that come in
are “contextually relevant and add authority
to a subject matter” (Petreycik). They bring
the expertise to the subject. Even Big brands,
like Diet Coke, partner with Story to use their
pop-up model they’ve mastered because
it can take months for the big companies
to plan an event like Story’s (Petreycik).
The various of models benefits multiple
markets, therefore Story has a wide pool of
clients to work with and target. This provides
more opportunities for profit and expansion.
Marketing, Promotion Strategy, and
Target Audience
In her TED Talk in 2013, Shechtman explains
that the target market is essentially everyone
and how that wide range is part of the
challenge for designing the store. The store
features products that attract women and

men of any background, economic status, and
age. Product prices range from five dollars
to a few hundred which allows anyone to
visit and shop at the store (Feitelberg). To
reach their audience, Story primarily uses
their Instagram page, @story. Marketing
materials primarily consist of photography
of the customer experience at the store for
the specific theme. They also use their social
media to announce the themes for the store
to the public. Additional social media includes
Facebook. Story is also on Yelp. However,
most people that discover the store do so
from word-of-mouth. The unique experience is
so memorable for customers that they share
it with other people, and word travels fast!
In most of her interviews, Shechtman has
mentioned that the customer’s experience is
a critical part of the shopping experience and
has a rule that “70% of an experience should
be what consumers know and 30% should be
surprise and delight” (SEGD). Story is heavily
focused on selling experiences and therefore
uses storytelling as the driving force to engage
the consumer with their environment (SEGD).

feature certain artists, like illustrator Donald
Miller. Due to the storytelling nature of the
business model, advertising materials primarily
consist of in-store photography showcasing
the “shopping experience” or events, as
previously mentioned. There was no packaging
information available for the store. Since
Story was acquired by Macy’s, it has been
difficult to locate design materials. They used
to have their own website, but the domain
has been sold ever since the acquisition.

All Relevant Design Materials
Sagmeister & Walsh was the design
partnership that undertook the responsibility
to determine the name of the brand and
how to incorporate the “nature of the
brand” in its identity (Shechtman). The
logo consists of the brand name “Story”
with the “o” being constructed as brackets.
The brackets then open and contain the
words for the current theme (SEGD).
The typeface for the themes which is placed
within the logo is depends on the theme.
The theme names have been made of a wide
variety of materials including “neon, vinyl,
LEDS, and other eclectic materials appropriate
to the current theme and merchandise”
(SEGD). Often, they use a script, however
they have used different typefaces when they

Typography, Color, and Imagery
The typeface for the logo is a retro-modern
slab-style typeface with the strokes varying
weights. The typeface used for the rotating
themes is almost always different and unique.
However, they often use script style in varying
colors depending on the theme. The theme
typography is often in a neon light fixture
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and product photography. Looking through
the posts, there is a noticeable content
switch around the time of the Macy’s
acquisition back in 2018 (Instagram). Though,
there are still some images of the in-store
set up at some Macy’s stores. The product
photography allows them to showcase
the theme and some stage some featured
products without showing the physical space.

showcased in the space, though it can vary
(SEGD). As mentioned before, the direct
brand resources, such as a website, were
extremely limited, therefore secondary or
tertiary typefaces the brand may have used for
branding or collateral could not be identified.
The primary colors of the brand are black
and white. Each theme has an additional
color scheme that is used supplementary
to the black and white branding. Their
social media pages don’t have a clear
filter or color scheme to the images like
some celebrities or brands sometimes use.
Instead, the social visuals primarily consist
of the primary colors of black and white
complemented with the current theme colors.
For imagery, Story has used a lot of
“experiential” and engagement photography
of the space to promote on their social media.
The staging of the actual space varies per
theme (Campanelli). However, their latest
Instagram feed includes more illustrations
12

Universal Yums

Universal Yums is a subscription box
service that delivers a box of snacks
from a different country every month. The
nature of this case study is to understand
how the company preserves the brand
identity as they modify their products
and collateral to fit the monthly theme.
Background and History of Universal Yums
Universal Yums was founded by Monique
and Eli who met and started dating in 2014.
They shared the dream of traveling the world
together. They both worked full-time corporate
jobs and together had about four thousand
dollars in savings. Instead of saving the money
for a trip around the world they decided to use
it towards a new business idea which became
Universal Yums. The idea was to create a
box that would take you around the world

by bringing the best snacks from a specific
country right to your door. They launched
Universal Yums in October 2014. A few months
later they were able to leave their corporate
jobs and dedicate all their time to their new
start-up. Since then, they have built a team
that share the same passion for traveling as
they do. They try hundreds of snacks from
these countries to select the best treats
and deliver a tasty and authentic experience
to their clients (UniversalYums.com).
Business Model: Subscription Box
The customer order process is simple.
The company website breaks it down
into these three basic steps:
1. Start – Sign up for a subscription
and automatically receive boxes each
month until you cancel. Or, give as a
gift for either 1, 3, 6 or 12 months.
2. Ship – The ship date of your first box can
be seen during the sign up process. Future
boxes will ship on the 15th of the month,
and you’ll receive an email with tracking
information every time your box ships.

3. Snack – receive your box of Yums and enjoy
the adventure! Feeling full? You can easily
cancel your subscription with our one-step
cancellation process. Not that you’d want to!
Universal Yums provides this information
on their website through the visual
on the bottom of the page.
Each box includes a few different things to
guide the consumer. The first is obviously
the snacks. The number of snacks received
depends on the size of the box and can range
between five to 20 (UniversalYums.com). In
a review for the June 2020 United Kingdom
box, culinary explorer and traveler Rosemary
Kimani stated how she “liked the selection
of original snacks. The snacks are difficult to
find in the US making the experience special
and memorable.” The snacks are authentic to
the featured country and come in a variety
of sweet and salty flavors (Kimani). There
are pictures and graphics of previous boxes
and the products that box included on the
Universal Yums website to give the customer
an idea of what they may receive. Secondly,
the box includes a booklet with a minimum
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of twelve pages filled with information about
the featured country and the snacks included
(UniversalYums.com). The booklet also
includes trivia and recipes from that country.
Universal Yums uses the following graphic
on their website to show this information.

Upon further research I found that they have
three sizes of boxes and the things included
in the box, such as the number of snacks, size
and content of the booklet, varies on the box
size purchased (Kimani). Kimani describes the
purchasing and sign-up process as “clear and
straightforward” and notes how flexible the
subscription options are. The visual below
illustrates the Universal Yums purchasing page.

Marketing, Promotional Strategy,
and Target Market
The Universal Yums experience is available
for anyone with an interest in learning
about a culture and its food! The snacks
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can be enjoyed by individuals, families,
couples, or friends. As mentioned before,
the box includes a variety of sweet and
savory treats increasing the probability of
each consumer finding a product they love
(Kimani). The experience is truly designed to
be appreciated by adults with a
curiosity, or even the inability to
physically travel, who desire to
really learn about cultures through
a savory experience (Kimani).
While there are some snacks like
chocolate bars which appeal to
a wide audience, previous boxes
on the Universal Yums website
show many snacks with more
“sophisticated” or adventurous
flavors, like Wasabi Strips or Gouda
and Indian Spice Biscuits, which appeal more
to adults rather than children. Although, the
Parents’ Choice Foundation reviewed the
product as enjoyable for ages three and up
and explains that “families devoured the
excitement of each box… and couldn’t wait
to dive into the next” deeming the product
enjoyable for children as well. Another
target market for the company includes
corporate clients. They provide an option
for corporate gifting (UniversalYums.com).
Universal Yums uses a combination of social
media platforms for marketing purposes
including Facebook, Instagram, YouTube, and
Twitter. Each of the platforms is used slightly
differently. Facebook and Instagram are used in
very similar ways with very subtle differences.
The content on both accounts is the same. The
differences between the two platforms are
engagement and audience. Facebook reaches
a slightly older demographic. There is more
interaction with these users because of the
ability to include links in the post captions
and allowing customers to include pictures
in the comments section, neither of which
are features available on Instagram. At over

340,000 followers, the company has almost
double the number of followers on their
Facebook account than on their Instagram
(Universal Yums, Facebook). Instagram,
however, reaches a younger audience and
therefore widens the company’s reach to
a secondary target audience. They use the
“Story” feature for short-term content on both
platforms. Universal Yums used their YouTube
account as a platform to do reviews and
“unboxings” (Universal Yums, YouTube). Until
late April 2021, Universal Yums’ latest posts on
YouTube and Twitter accounts were from over

a year ago (Universal Yums, YouTube). On their
website they have another feature which is a
bit hidden and can be improved. In the “Tunes”
page, they attach links to traditional music
of the countries, which is another significant
aspect of culture (UniversalYums.com).
Adjusting to Different Platforms – Strategy
Facebook and Instagram are slightly different
in the way that they present images. When
a post has multiple images, Instagram
creates a slideshow where the user must
swipe through to see all the images. On the
other hand, Facebook automatically creates
a masonry gallery style presentation which
can alter the size and dimensions of the
images (as shown below). As visible in the
Universal Yums Facebook post below, the
company created a single graphic with the
four images specifically for the Facebook
platform in order to avoid a disruption to
their post (Universal Yums, Facebook). This
modification allows the viewer to see all the
content at once rather than having to scroll.
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Relevant Design Materials
The Universal Yums logo is composed of
typography and a small icon (UniversalYums.
com). Both the old and new logos have been
included below for comparison purposes.
The new logo is simplified and clean. The
new font still has a handwritten and organic
mood which is effective in communicating
the human connection of the brand.
Current Logo

Previous Logo

The Universal Yums packaging is a very
critical component of the product. Below is
an image of everything that comes in the box.
As one may expect, the majority of the items
included in the shipment are the snacks, of
course. The collateral items are the branded
elements in every subscription box that
change for every package to adjust to the
monthly theme. These collateral items include
the pamphlet, stickers, and a map (Peterson).
The design of the physical box itself does not
change with the theme but, as the container,
it is essential to the package design.
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The box itself is pretty simple. It is a
corrugated box which serves as the shipping
container. The body of the box is covered in
an almost elementary illustration pattern. The
illustration is made up of very simple snack
illustrations composed of rather basic shapes.
The sides of the box are solid blue. The bright
colors of the package are easily recognizable
resulting in the consumer being excited to
receive the box on their doorstep (Kimani).
While the outside of the box is printed on, the
inside of the box is just cardboard. Included in
every package is an illustrated map that shows
where the snacks in the box are coming from
and some facts or trivia about those places.

The illustration of the map is approachable. It
is consistent with the illustration style on the
company’s website. For example, the March
box was Germany, therefore the map included
“fun facts about Munich, Berlin, and Hamburg”
to support the visually appealing illustration
(Peterson). The back of the map includes the
“‘Yum’s Scoreboard’ which includes a list of the
box’s contents and an area for [the consumer]
to rate each of them” (Peterson). This element
turns the experience into a global activity
and encourages consumer engagement. There

are also some activities on the card. The box
also includes a sticker with an illustration
signifying the country. These can be collected
as “souvenirs for visiting” each country!
The last element is the booklet. This
booklet is the key to making the box a
cultural experience. In a recent product
review, contributing writer of the blog My
Subscription Addiction and subscription box
addict, Becca Peterson, says the pamphlet is
“one of [her] favorite inclusions of the box.”
The following pages are full of photography
of the country, “traditional recipes, fun
trivia, interesting extras about every treat
included in the box, nutritional information
crafts, and items available for purchase”
directly from the Universal Yums “Yum Shop”
(Peterson). The illustrative style of imagery
continues throughout the booklet as well. The
booklet is very informative and provides an
immersive and prolonged experience for the
consumers which goes beyond the snacks
(Kimani). According to the Universal Yums
website, the page count and content type
of the booklet can vary depending on which
size box you order (UniversalYums.com).
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Typography, Color, and Imagery
The display typeface used by the brand
is Fredoka One. This font is used for the
logo and for most headlines. Fredoka One
does not have any weight variations. To
differentiate type and communicate hierarchy,
Universal Yums uses scale and capitalization
(UniversalYums.com). The secondary typeface
used is Roboto. Roboto is used primarily for
body copy and short pieces of information.
Additionally, it is used in the header and
footer of the website. Information of the
typefaces was found on the company’s
website through the HTML inspect tool.

The primary color of the brand is the royal
blue shown below. This blue is used for
the logo and commonly for typography.
White is another primary brand color.
Below are some additional colors that are
used heavily in the website design.
The bold colors are complemented with
lighter hues of the same color throughout
the brand (UniversalYums.com). These
colors are also used to make the graphics
on the social media pages (@universalyums,
Instagram; Universal Yums, Facebook). Though
there is a clear primary color palette, the
brand is not shy to introduce other “nonbrand” colors to support their designs,
which can primarily be seen on social media
graphics (@universalyums, Instagram).

The infographic below shows an
example of how Universal Yums may
use these colors and their hues.

In terms of imagery, Universal Yums
heavily uses illustrations. However, they
also use a fair amount of photography to
show the food items and products inside
the boxes (@universalyums, Instagram).
The booklet that comes with the box is
illustration focused. The use of photography
is primarily used to show the consumer
exactly what the snack items look like.
In addition to the collateral shown
previously, below are digital
illustrations used on the website.
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Crumbl Cookies

Crumbl Cookies is a brick-and-mortar
cookie shop franchise taking the country
by storm. The nature of this case study
is to understand the branding and
marketing of this popular bakery and what
drives the success of this operation.
Background and History
Crumbl Cookies provides insight into the
operations of brick-and-mortar bakery, the
effect of a bakery’s interior design, and
impact of design collateral. The family-owned
company was co-founded in 2017 by Jason
McGowan and Sawyer Hemsley, two cousins
who put their heads together and dove headfirst into the baking industry, who continue
to work to “fulfill Crumbl’s mission of bringing
family and friends together over the world’s
best box of cookies” (crumblcookies.com). The
franchise opened the first store in Logan, Utah,
and has since expanded to over 264 bakeries
in 36 states nationwide (crumblcookies.com).
Target Market
Since the business stays open until two
o’clock in the morning, Crumbl’s primary target
market in college students. However, in an
interview with the Herald Journal, a local
news journal in Logan, Utah, Hemsley says,
“we think this is for anything from moms to
college students. We feel like everyone is
our target audience” and refers to the bakery
as a modern and trendy spot (Zsiray).
Business Model
Crumbl began with offering one type of cookie,
their award-winning milk chocolate chip
cookie, at their original location for delivery
and takeout. During the opening stages
with this limited menu, the business heavily
focused on producing the best product and
experience for the consumer. One of the most
important aspects of the operation to the
founding duo was for “Crumbl customers to
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see their cookies being mixed, balled, baked,
and dressed in real-time” (crumblcookies.
com). The other equally important elements
“were the high-quality ingredients used in
each unique batch” (crumblcookies.com).
Once these two operational aspects were
mastered, the franchise slowly expanded
to offer more services including curbside
pick-up, catering, and nationwide shipping.
As the business continued to grow, the flavor
offerings did as well. The milk chocolate chip
cookie has always been offered, and they
introduced the chilled pink sugar cookie
as a semi-permanent item. Crumbl then
introduced its rotating menu concept, officially
establishing its “iconic four flavor weekly
rotation” in December 2018 (crumblcookies.
com). The brand focuses on introducing new
flavors and bringing old favorites back weekly.
They offer six cookies, with four or five flavors
rotated, every week. The milk chocolate
chip cookie is always offered and the chilled
sugar cookie is frequently consistent, though
sometimes they rotate it with a new flavor
depending on the week, hence it is a “semipermanent” menu item (crumblcookies.com).
Marketing & Promotional Strategy
The primary marketing and promotional
strategies for Crumbl are centered
around their social media platforms. The
brand uses a variety of social platforms
including Instagram, Twitter, Facebook,
and TikTok. They use these platforms
for a variety of promotional strategies
including contests, product giveaways,
engagement, as well as their primary touch
point for consumers. They announce their
new flavors every Sunday on their social
media, and offer contests and giveaways
for consumer engagement. Additionally,
Crumbl has an extensive merchandise
shop featuring branded promotional
products for consumers to purchase.

Their mobile application features their loyalty
program and allows consumers to accumulate
points to redeem as a discount on a future
purchase. Loyalty points, referred to as
“crumbs,” can be acquired in a variety of
ways including customer referrals, purchases,
following Crumbl’s social accounts, rating the
app, and more. One hundred crumbs can be
redeemed for $10 off a purchase. Crumbl offers
customers the opportunity to earn one crumb
in return for feedback on their experience in
the store and the quality of their purchase.
Relevant Design Materials
Crumbl has become known for their iconic
pink box. The box comes in four different
sizes including single, four-pack, six-pack,
and twelve-pack. This package was designed
by Sawyer, one of the founders himself. The
package is ideal because it was designed to
perfectly fit the cookies next to each other,
side-by-side, and eliminates any stacking
or overlapping of the cookies, which can
often ruin and make them fall apart. The
box features the brand’s signature pink
color making it undeniably recognizable
and photogenic. Customers are known to
photograph and share their boxes of cookies
on social accounts making the brand viral
social media icon (crumblcookies.com).

manage their accounts. The app loads with
the brand’s baker icon and lands on the
weekly menu page. A delicious, artistically
produced video cycles on the page featuring
the flavors of the week. The user can scroll
down to see the whole menu of cookies.

Selecting one of the cookie flavors takes
the user to a new page with a detailed
description of the cookie and nutrition facts.

The Crumbl mobile application is another
significant design element for the brand.
The application serves as a platform for the
customer to review current flavors, place
orders, view nutritional information, track
loyalty points, purchase e-gift cards, and
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Clicking order now takes the user to a series
of prompts to indicate the type of order,
location, and products. The customer can
see what flavors are currently available at
their selected location and build their custom
boxes Additional features in the app include
loyalty points and digital gift card purchases.

Additionally, Crumbl has an extensive
merchandise shop full of branded collateral
for consumers to purchase. Promotional
items include hats, jackets, shirts, socks,
stickers, back packs, and even baby onesies.

The company’s website uses a very similar
design and layout. Additional features on the
website include Catering, Merch, Careers,
Our Story, and Franchising pages. Links to
the company’s social media accounts can
also be easily found on the website.
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Typography, Color, and Imagery
Crumbl’s logo consists of a sans-serif,
lowercase typeface. The brand uses a
variety of monoline icons as consistent
branded elements across their collateral.
The brand’s colors include a cool light pink,
black, and white (crumblcookies.com).

Literature Review
Their social media heavily consists of staged,
in-studio product photography featuring
the flavors each week. They use a clear grid
strategy to create a balanced layout of their
brand colors. The photography often includes
props relating to the photographed flavor,
for example staging limes with a key-lime
pie cookie (@crumblcookies). In addition to
photography, they rarely post graphics that
are typography based, consist of their icon
library, or feature highlight new opening
locations on a map. All of their content
includes a wide variety of still images, motion
graphics, and video (@crumblcookies).

Target Market

The bakery industry is a very wide market. The
target client for a bakery varies depending
on the type of products offered (Cullen 23).
Based on the Universal Yums case study,
adult audiences with a desire to travel are
most likely to be attracted to a bakery
focused on providing a cultural experience
through authentic bakes (Kimani). It is no
secret that America is driven by taste buds
and Americans like to discover other cultures
through their taste buds. As a matter of
fact, three-quarters of American millennials
visit local eateries when they travel to
explore new food (D’Adamo). The overall
mission for this project is to provide cultural
and memorable experiences, therefore the
target market includes American millennials
who enjoy, or have the desire for, learning
about cultures through their taste buds.

The History of Baking

All design projects have an important
background and story. A solid understanding
of this background information can lay the
basis of the overall voice, personality, and
design of the brand and ensure a wellthought and educated development process.
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The Sweet Ole History
The beginning of baking dates to ancient
times, though it is unclear how far. There is
evidence of early signs of bread making and
processing grains in ancient Egypt almost
5800 years ago (Barakat). Evidence of breadmaking has been found in wall depictions
and tomb inscriptions in Ancient Egypt which
depict the different stages of the bread
production process (Barakat). The process
was labor-intensive and involved manually
grinding grains and thoroughly combining the
flour with water to create a mixture (Barakat).
At the time, bread was made from an ancient
species of wheat called emmwer, which had
a low gluten content, and was baked on hot
stones (Barakat; Britannica). The lack of gluten
in these mixtures created flat breads. Yeast
is the active ingredient in bread that forms
gluten which results in fluffy, soft bread rolls
popular in various cultures today. For items
to bake properly, like a fluffy bread loaf, it is
essential for the dough or batter to be heated
evenly on all sides (Moss 53). During the time,
the hot stone served as the heating element
to cook the mixture, though the lack of even
heating also hindered the bread’s development
of air and “fluff.” As technologically advanced
as they were, Egyptians resolved the heating
element of baking and are known to have
developed on the first ovens (Britannica).
Moving forward, baking continued as a
domestic skill in the first few centuries after
the founding of Rome (Britannica). However,
around the second century BCE, there was a
pivot in the attitude of higher-class women
who wished “to avoid frequent and tedious
bread making” and began actively supporting
professional bakers instead (Britannica).
Professional bakers, who were usually freed
slaves, were then well established in Rome and
Pompeii (Monaco). At this point, the increased
support for established professional bakers
positioned “bread as the backbone of the

24

Roman daily diet” (Monaco). This marked the
rise of commercial bakeries and the role of
women baking in the household then moved
to the hands of men in commercial bakeries.
During the Middle Ages, baking practices
became very institutionalized. Guilds were
established, primarily in the cities, and the
process of being accepted into the guild
required years of apprenticeship and became
heavily tedious (Britannica). The guilds
regulated the size and quality of bakes and
reflected significant advances in technique
(Britannica). Guilds helped regulate the
profession of baking as a skilled craft.
Although evidence of baking has been around
for thousands of years, it was not until the
18th and 19th century that baking technology
and equipment truly advanced. In 1779, at the
beginning of the Industrial Era, the first steam
mill was built in London creating the ability
to produce flour in mass quantities to bakers
(Bakerycity). The last quarter of the nineteenth
century brought advancements automatic
machinery; some of these advancements
include dough-kneaders, flour-sifters, doughrolling and molding, etc. (Scientific American).
Cleaner facilities and better working
conditions also pushed mass production
bakeries and products forward (Burnett 106).
Additionally, a clearer understanding of the
chemistry of baking and fermentation allowed
bakers to properly calculate the ratios of
ingredients and resulted in technological
advancements in baking ingredients
introducing baking soda and baking powder
(Burnett 11; Britannica). Baking powder is the
ingredient that transformed dense, yeastbased cakes into light fluffy baked goods.
Throughout baking’s long history, the most
developmental advancements, including
equipment and baking rising ingredients,
have helped the human race develop new

techniques and baking products unique to
individual cultures. Though, regardless of the
equipment and ingredients, traditional baking
methods still remain relevant and important,
and are still used in the present day.
Model and Operations
As a domestic activity, baking in the household
has no business model. However, as baking
became a skilled profession, different work
processes developed as well as a hierarchy
system in the mass production factories.
Long before the development of automated
machinery, Ancient Roman commercial bakeries
used large equipment that needed to be
powered manually or animal power, such
as a kneading apparatus, therefore these
enterprises required a workforce (Monaco).
As mentioned before, due to the changed
attitude of wealthy women about tedious
domestic baking, commercial bakeries in
Ancient Rome gained popularity quickly
and the high demand for bakers attracted
freed slaves to learn the craft (Britannica).
The establishment of commercial bakeries and
wholesale baked goods in the late nineteenth
century truly targeted working women. During
this period, women were beginning to work
and spending less time in the household, and
thus had less time to devote to elaborate food
preparation such as baking (Britannica). The
convenience of purchasing prepared bread,
which was still an essential food item, made
the lives of working women easier in the
kitchen. Less time in the kitchen also allowed
women to partake in leisurely activities or
focus on other pressing tasks in the household.

Marketing and Promotion

Marketing is all around us. The purpose of
marketing is to get ideas and messages
out there and seen. Marketing expert Seth
Godin said it best: “Ideas that spread, win”
(12). There are many different methods of

marketing, though not all may be efficient for
every brand. Close attention to marketing is
important because “every touch point between
the customer and the brand must convey the
same messages and style in order to build
customer loyalty,” therefore it is important
to tie together the brand identity and the
customer’s experience every step along the
way (Cullen 31). For a brick-and-mortar bakery,
some important marketing materials include
brand collateral, point-of-sale materials,
packaging, and advertising (Cullen 31).

Brand Collateral

With the world turning progressively digital,
web design has become a critical marketing
tool for brands. It is the perfect tool for
consumers to fall in love with the brand and
seduce them to make the trip to the retail
space. A website’s design is critical to its
usability and can affects the consumer’s
experience and perception of a brand
(Kramer). A brand’s web design should reflect
the brand’s identity and be authentic to the
brand. Supermoon Bakehouse, a popular
and trendy bakery in New York City, has a
website with design elements that directly
relates to the brand identity. It is simple and
easy to navigate. Universal Yums also ties
their brand identity into their web design.
Lindsey Kramer, copy and content writer for
99designs says “if you don’t have a strong web
presence, you’re holding your brand back.”
Once the customer comes in your store, what
is the best way to prolong your relationship
with them? More brand collateral. Strategic
marketing expert Gal Borenstein says “the
best collateral builds and maintains strong
brands.” Collateral has expanded to include
digital assets, but print collateral, also known
as leave-behinds, are still effective marketing
tools (Hooker). A few examples of print
collateral are business cards, brochures, trifold menus, and package labels (Hooker).
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As people spend more and more time on
physical devices, “the more print marketing
materials stand out to them” (New Era
Print Solutions). Universal Yum creates an
informative booklet for every box they ship
that corresponds with the theme and content
in that box. Due to the longer shelf-life, print
collateral items provide the consumer with
a longer lasting impression than a graphic
that may pop up temporarily on a device.

Package Design

Often, food establishments overlook
package design. Package design is critical
when it comes to take-out food or retail
establishments. Not only is a package required
to carry out the product from the store, but
it also serves as a marketing tool. For a brickand-mortar store, which is very driven by foot
traffic and is quick service, the package design
that the customer walks out with is the final
impression of your brand to the consumer
(Krook). This also applies to the growing
popularity of third-party delivery services.
When the consumer receives their order from a
third-party, the package design will help them
associate their meal with your brand (Krook).
Each establishment approaches packaging
differently. Some choose to use non-branded,
blank kraft boxes while others may design
holographic boxes so unique that the package
itself becomes associated with the brand.
Supermoon Bakehouse has done exactly
that. They have created a really simple, yet
unique and unexpected holographic package
for their baked goods which has gone viral
and has “fans clamoring for the packaging
too” (Hartmann et al.). It is an additional
selling point and experience for the customer.
As a subscription service, Universal Yums
uses a sturdier corrugated shipment box
for their orders. This box is still very unique
and identifiable for the consumer. The box is
covered in illustrations which connect back
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to the brand’s playful identity and ties the
package to the cohesive design system.

Advertising

Technological advancements in society have
made social media part of daily life. Social
media ads are beneficial in in multiple ways
because they will “not only advertise your
products and services but also promote
your social media pages and grow your
following” (Decker). Universal Yums uses
their Instagram account as a platform to
engage their customers with the products
they receive. It also serves as a space for
the brand to make upcoming announcements
and communicate information to the
consumers about the culture of the month.
Instagram becomes the perfect tool “when
it is used to engage in a conversation with
your customers, equal parts entertainment,
education, and advertising” (Palanchuk).

Brand Identity

As branding professional Marty Neumeier
defines it, brand identity is “the outward
expression of a brand, including its trademark,
name, communications, and visual appearance”
(Neumeier, 27). Essentially, a brand’s identity
is a system that includes all the visual and
tangible elements that communicates to
the consumer who your brand is and what
sets you apart from the competition.
As implied in the name, each brand has
its own unique identity system that can
consist of different elements. At the core
of every brand are colors, typography, and
imagery which guide the design of the brand
(deBara). “The most effective retail stores
are those with a clear sense of identity that
is expressed consistently across their logo,
signage, graphics, physical store design,
product, packaging, customer service, website
and marketing” (Cullen 31). For example,

Universal Yums’ brand identity includes a
combination of happy colors, approachable
typography, and welcoming illustrations. On
the other hand, Story’s brand identity is very
modern and simple in their core colors, slab
serif typography, and rotating imagery.

Color

Humans are visual and emotional creatures.
Leatrice Eiseman explains that “every color
has a meaning that we either inherently sense
or have learned about by association and/or
conditioning,” which allows us to understand
“the messages and meanings delivered”
(26). For example, through observation it is
noticeable that many fast-food restaurants
use red as their primary brand color. This is
because the color red is known to increase
energy and appetite (AvidCreative).
Recently, many brands, especially bakeries,
candy stores, and restaurants, use variations
of the color pink in their branding. Supermoon
Bakehouse and other very popular bakeries
including Milk Bar and Crumbl Cookies, are
all examples of brands using pink as their
primary color. “Pink is the progeny of red,”
therefore shades of pink share some of the
same characteristics as red, “but in a much
more subtle manner” (Eiseman 29). Universal
Yums’ primary colors are blue and white. While
blue is often associated with suppressing
appetite, it is also associated with honest
and loyalty (Adams 129). Eiseman explains
that blue is also a thought-provoking color
and therefore “provides a view of vast
distances, allowing us to look beyond” which
ties with the global nature of the Universal
Yums brand identity. Story’s primary brand
colors are black and white, which are neutral
colors (Adams188). Black is associated with
sophistication, luxury, and modern times
while white is associated with cleanliness and
purity (Ellis). In her 2013 Ted talk, Shechtman
explains the importance of establishing

Story with an identity that could adjust to
represent different themes but remain true
to the brand. Therefore, black and white are
the neutral colors at the core of Story which
can complement any color of a theme.
Many of these brands use black or white as
their supporting color due to the versatile
nature of being able to complement any color
in the color wheel. Story uses the colors as
the canvas for the incoming theme’s color
while Milk Bar and Crumbl Cookies use it
as supporting colors to their primarily pink
brands. Another neutral color is beige, which
is not used by the conducted case studies.
Although many people may view beige as
a dull color, Eiseman argues that “it is the
very blandness [of beige] that lends itself so
well to performing as a neutral color. Beige
supports the star players without detracting
from their importance” (47). Since black and
white continue to be overused in the market,
beige may be a good solution to make a
brand stand out in the bakery industry.

Typography

Typography is at the core of a brand’s identity.
Typography can make or break the perception
of your brand, so it is very important to be
intentional in selecting two to three typefaces
that will represent your brand (French). The
vast majority of brands in the conducted case
studies use sans-serif typefaces. Previously
mentioned popular bakeries Crumbl Cookies
and Supermoon Bakehouse also use sans-serif
typefaces. Crumbl Cookies uses a rounded
serif typeface while Supermoon Bakehouse
uses the more traditional and recognizable
Helvetica. Each of these sans-serif typefaces
communicates a different personality. From
the case studies, the brands both use sansserif typefaces have more playful and fun
personalities than those that use script or serif
typefaces. In modern day bakery designs, it is
common to “see refined serif typefaces used
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for an air of restrained style and elegance,
or playful sans serif typefaces used to
attract younger customers” (Cullen 100).

Imagery

As technology evolves, we have more ways to
present information visually. While illustrations
may be good for web icons or wayfinding,
they are not the best style of imagery for
food. Senior manager of illustrations at iStock,
Jennifer Borton, says “people will react better
to a photo of food in a menu, as opposed
to an illustration of food, because they
believe that the food they get will resemble
the photograph” (May). When it comes to
food, consumers want to know what they
are getting, and photography is the most
accurate and efficient way to communicate
that. Though illustration should not be used
to depict food items, it can be used to create
patterns and other illustration libraries as
additional design elements in brand identities.

Actions Taken
Brand Identity

Naming
The name Cosmo is derived from the word
cosmopolitan which Miriam-Webster defines
as being “composed of persons, constituents,
or elements from all or many parts of the
world.” Cosmopolitan also refers to being
sophisticated. The abbreviation Cosmo
captures a modern, sophisticated tone while
preserving the definition of the word.
Typography
A retro and bold sans-serif typeface was
chosen for the logo to reflect the timeless,
yet modern nature of the baking industry. The
font family Gopher was specifically chosen
for the varying weight if the strokes, which
adds a dynamic tone to the brand tying to
the playful, artistic, and diverse nature of
baked goods from around the world. The
28

capitalization of the type refers back to the
sophisticated definition of a cosmopolitan.
The Europa font family was chosen as a
secondary typeface. for its clean and legible
design. The typeface design is simple, clean,
and legible which makes it the perfect
complement to the bold display design of
the primary typeface. This family is used
for copy in advertisements and collateral.
Color
The primary colors of the Cosmo brand are a
warm, hot pink complemented by a soft shade
of pink. Shades of pink often are associated
with indulgent and delectable, increasing
appetite in a subtler manner than red. Warmer
shades of pink are becoming more common in
branding for the bakery and sweets industry
in recent trends. To complement the trendy
colors and set Cosmo apart from the industry,
secondary colors include velvety shades of
purple and neutral shades of cream. The
shades of purple allude to the sophisticated
nature of a cosmopolitan. The shades of
cream expand the branding colors and tie
to industry goods like bread and dough.
Imagery
Cosmo’s brand identity consists of both
photography and illustrations. Photography
is used for advertisement, website and
social media content to display baked
goods, cultural lifestyles, and community.
The use of photography is the best method
to properly showcase the authenticity of
delicious baked goods to the consumer to
stimulate hunger and increase appetite.
Illustrations featured in Cosmo’s brand include
baked goods and abstract shapes alluding
to patterns in the baking industry. These
illustrations consist of linework of varying
weights to relate to the varying weights
in the primary typeface. The illustrations

mostly follow the brand colors, but can
introduce other colors outside the brand
identity to accurately and best represent
each design. The use of illustrations in
the brand adds an organic and human
personality while preserving the sophisticated,
modern tone of the Cosmo brand.
Logo
The full logo consists of the name in Gopher
Light with an organic swirl in the place of the
first “o” in Cosmo and complemented with the
capitalized tagline “International Bakery” under
the name in Europa Regular. The full logo can
be set in any of the brand colors as a one-color
logo. It can also be a two-color logo with the
swirl and tagline set in the same color, and the
name in another. The logo can be used without
the “International Bakery” tagline in onecolor or two-color with the swirl in a separate
brand color. The swirl can be used as a brand
mark on its own in any of the brand’s colors.

Gopher

Aa Bb Cc Dd Ee Ff
Europa

Aa Bb Cc Dd Ee Ff
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Advertising
The ability to communicate the unique selling
point of the brand and high-quality products in
an authentic and captivating tone is one of the
most important aspects in Cosmo’s advertising.
In response to the desire to taste flavors from
around the world, Cosmo is presented as a
worldly bakery experience unlike any other.
Print advertisements were created to
stimulate taste buds with crisp photography
of baked goods from countries around the
world, and introduce the cheeky personality
of the brand. This was communicated
through playful food puns including “Nice
Buns,” “Just Roll with it,” and “Show me your
Schnecken” supported with corresponding
product photography. These were expanded
to out-of-home advertisements as well.

Website and Mobile Application
A website was created as an encompassing
platform for the brand. The platform
serves as a place for the public to keep
updated on the bakery’s events and news.
It consists of extensive information on the
brand’s mission, previous featured cultures,
and current features. The website design
consists of a combination of photography,
illustrations, lettering, and copy writing
to represent the brand’s personality. The
“previous featured cultures” page consists of
information about different cultures around
the world and the role that the featured
bakes play in that culture’s traditions to
further represent Cosmo’s mission for an
informational and holistic cultural experience.
Additionally, a mobile application was
designed to complement the website as well
as to add ease and value to the customer’s
overall experience. The mobile application
consists of the current menu as well as some
additional features including Passport and
Loyalty. Passport allows the consumer to track
the different countries they have tasted flavors
from. It also allows the consumer to rate their
liking of the items they have tried and when
they tried it last. The loyalty page keeps track
of the consumer’s activity at Cosmo and allows
them to earn rewards based on their activity.
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Collateral
Collateral was developed as an extension
of Cosmo’s brand identity and to support
the operations of the brand. Business cards,
bakery packaging, and uniforms were designed
as branded collateral for the operation of
the business. Additionally, custom decals,
pins, and merchandise, including branded
t-shirts, coffee mugs, and reusable tote
bags, were created for consumer purchase.
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Conclusion
Through extensive research, Cosmo was developed as an authentic alternative
to try baked goods and flavors from all around the world. Throughout this
project, businesses operating on cyclical business models and popular bakeries
were analyzed to inform the conceptual, logistical, and design decisions for
Cosmo. The creation, marketing, and branding of Cosmo serves to provide a
unique worldly experience for individuals of all backgrounds and experiences
by transporting authentic flavors to be more accessible and educating them on
cultural traditions.
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