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MARKET RESEARCH

Nobu

Concept
High-end Japanese-Peruvian
fusion

Unique Selling Points
Renowned celebrity chef
Nobu Matsuhisa
Luxurious ambiance and
decor

Target Audience
Affluent diners, Celebrities
Food enthusiasts

Locations
Multiple global locations

Yasu Beverly Hills

Concept
High-end omakase sushi ex-
perience

Unique Selling Points
Focus on traditional Edo-
mae-style sushi
Limited seating for a person-
alized experience

Target Audience
Sushi aficionados
High-income customers

Locations
Beverly Hills

Marugame Monzo

Concept
Casual dining with a focus
on handmade udon

Unique Selling Points
Freshly made udon noodles
prepared in-house
Open kitchen where diners
can watch noodle-making

Target Audience
Noodle enthusiasts
Casual diners

Locations
Little Tokyo, Los Angeles

Fukuno

Concept
Authentic comfort-focused
Japanese cuisine

Unique Selling Points
Home-style Japanese dishes
Cozy, unpretentious dining
atmosphere

Target Audience
Local Japanese
Japanese food lovers

Locations
Torrance, California



WORD BANKS

Nobu

Descriptors
Fusion
Luxurious
High-end
Innovative

Positive
Celebrity chef
Elegant ambiance
Unique fusion dishes
Globlal locations

Negative
Expensive
Reservations required
Busy/overcrowded
Intimidating atmosphere

Yasu Beverly Hills

Descriptors
Omakase
Intimate
Traditional
Exclusive

Positive
Personalized service
High-quality sushi
Seasonal ingredients
Expert craftsmanship

Negative
Very pricey
Limited seating
Hard to get a reservation
Minimal online presence

Marugame Monzo

Descriptors
Casual
Handmade
Family-friendly
Affordable

Positive
Fresh udon noodles
Open kitchen
Variety of flavors

Engaging dining experience

Negative
Limited menu options
Long wait times
Popular

Fukuno

Descriptors
Authentic
Comfort food
Cozy
Affordable

Positive
Home-style dishes
Generous portions
Friendly service
Community favorite

Negative
Basic decor
Limited upscale options
Less innovative
Random open hours



PERSONA

Daniel

29 Pain Points

Downtown Los Angeles, CA
« Has difficulty staying organized

Freelance graphic designer . .
« Faces challenges in budgeting and man-

Lives with a roommate . :
aging his finances

Bio

He has a passion for playing video games and
staying updated with the latest tech trends and
gadgets. He also enjoys discovering new restau-

rants and trying different cuisines, particularly
those with unique and fresh flavors.

Rational Emotional

Price Location Menu Food
Options Quality




PERSONA

Hiroshi

& 55 Pain Points

Q Torrance, CA
- : « Concerns about his son's future
== Engineer . .
_ . . « Health issues such as back pain and
) Lives with his spouse and teenage son

weight gain due to sedentary work

Bio
He enjoys gardening, reading books on topics re-
lated to his interests, and spending quality time

with his family through activities that strengthen

their bonds.
Rational Emotional
@ @

Location Menu Food Service
Options Quality




PERSONA

Naomi

= 38 Pain Points
¢ West Hollywood, CA

== Fashion designer

« Experiences creative blocks and struggles
o to find fresh inspiration amidst her busy

¢} Living on her own <chedule
« Experiences stress from tight deadlines

BiO and challenges maintaining work-life bal-

ance
She loves traveling, taking pictures, and meeting

friends around the world to experience and dis-

cover different cultures. She is also highly cre-

ative, skilled in trend forecasting.

Rational Emotional

2 (Y

Food Service Store Experience Brand
Quality Concept Value




PERSONA

Emily

- 42 Pain Points
@ Beverly Hills, CA

& Lawyer « Finds it challenging to disconnect from

her high-stress job, often bringing work

¥ Spouse and two children home and struggling to switch off even

during family time.

Bio

She lives in a contemporary mansion in Beverly
Hills with her family. She enjoys golf and cultural
experiences, such as collecting vintage wines and
attending art galleries. She frequently dines at
luxurious restaurants with clients and family.

Rational Emotional

o 3

Location Food Service Store Experience Brand
Quality Concept Value
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POSITIONING MAP
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CONCEPT

CONCEPT DIRECTION

BASIC/VERSTAILE

Experience the simplicity and versatility of Japanese easy food, where every bite offers a taste of home,
blending convenience with quality.

DESIGN FEELING

CLEAN SIMPLE

Clean design emphasizes neatness and organiza- Simple design focuses on functionality and ease
tion, creating an environment that feels fresh and of use, ensuring that the customer experience is

FRIENDLY MODERN JAPANESE

A friendly design approach ensures that the envi- It blends traditional Japanese aesthetics with

ronment is welcoming and approachable, making contemporary elements. It focuses on simplicity,
elegance, while incorporating modern touches
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BRAND NAME
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LOGO

OMUSUBI. OMUSUBI OMUSUBI OMUSUBI
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COLOR PALETTE - HINAMATSURI

OMUSUBI

OMUSUBI

HEX H#F3BDDS Bl S EEXkEX:
RGB 243,189,213 Ji{e]: - B-Y B

CMYK 1,31,1,0 CMYK 69.63,62,58 OMUSUBI 20

HEX  #7E94218 HEX  #FEF200
RGB  233,66.24 RGB  254,242,0
CMYK 2,88,100,0 CMYK 43,0,93,0




COLOR PALETTE - OSUKIMI GLOW

HEX  #1B4688B
RGB 27,70,139
CMYK 99,83,14,2

HEX  #E2CD20
RGB  226,205,32
CMYK 14,12,100,0

HEX  #EBS538C
RGB  235,83,140
CMYK 1,82,14,0

HEX  #E9E5DC
RGB 255,255,255
CMYK 7,7,11,0A

HEX  #333333
RGB 51,5151
CMYK 69,63,62,58

oMUSUBI

oMuUSsuBI

oMUSUBI
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COLOR PALETTE - KIMONO

HEX  #EF4432 HEX #9A3191 HEX  #147D6A HEX  #5153A3 HEX #000000
RGB  239,68,50 RGB  254,200,9 RGB 20,125,106 RGB  81,83,163 RGB 0,0,0
CMYK 0,88,88,0 CMYK 0,21,99,0A CMYK 85,64,29,12 CMYK 79,76,0,0 CMYK 100,100,100,100




COLOR PALETTE - THE CRATEFUL CRANE

HEX  #F14408 HEX #204880 [ HEX  #BASD56 N> 133312 HEX #000000
RGB  241,68.8 RGB  32,72,176 el lailhbia | RGB 255,255,255 e B0
CMYK 0,87,100,0 CMYK 92,80,0,0 [ CMYK 26,143,744 (RN S XXX CMYK 100,100,100,100 OMUEUSUBI




COLOR PALETTE - HINOMARU DAWN

oMususli

oMususl

HEX #C12126 HEX #9A3191 G T VRIS HEX  H#HEG6E2C6 HEX  #333333
RGB 199,33,38 RGB  252,210,63 RGB 84,137,62 RGB 230,226,198 pi{el: I_-Y B-Y By
CMYK 17,99,98,7 CMYK 0,16,85,0 CMYK 71,25,95,9 CMYK 9,7,23,0 CMYK 69,63,62,58

oMUSuUBI
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COLOR PALETTE - KOI SPLASH

HEX  H#HEF3B51 HEX #D9A3191 HEX  HFFFFFF HEX #000000
RGB  239,51,81 RGB 217,161,66 RGCB 255,255,255 RN« : BN Ne
CMYK 0,91,63,0 CMYK 14,37,86,0 CMYK 0,0,0,0 CMYK 100,100,100,100 oOMuUSuUBI
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COLOR PALETTE - SAMURAI ELECANCE

&

HEX #D2000D
RGB 210,0,13
CMYK 11,100,100,2

HEX  #FFFFFF
RGB 255,255,255
CMYK 0,0,0,

HEX #000000
RGB 0,00
CMYK 100,100,100,100

OMUSUBI

OMUSUBI

&

eMuswsl



COLOR PALETTE - KABUKI POP

HEX #000000 HEX #D2000D HEX  #23AF18 HEX  #FFFFFF
RGB 0,0,0 RGB 210,0,13 RGB  35,175,24 RGB 255,255,255
CMYK 100,100,100,100 CMYK 11,100,100,2 CMYK 78,1,100,0 CMYK 0,0,0,




LETTERHEAD
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PACKAGE DESIGN
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FINAL DESIGN- PACKAGE

SALMON

FOR LITTLE BITE

MENTAIKO ¢

FOR MEGA MUMCH

TUNA MAYO

FOR JUST RICHT

SEAWEED

FOR MECA MUNCH

#i I I TERIYAKI CHICKEN

f" FOR JUST RIGHT

PICKLED PLUMS

FOR LITTLE BITE

30



FINAL DESIGN- PACKAGE

31



32

OMUISRN.
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FINAL DESIGN - BUSINESS CARD

ELLIE
MINETA

CHIEF DESIGN OFFICER

() (800) 825-9971

OMUSUBI, INC.
145 GAYLEY AVE,
LOS ANGELES, CA 90024

) OMUSUBI®@CMAILCOM
(&) MENTAIKO

34



FINAL DESIGN - LETTER HEAD

OoMUSuBI

145 CAYLEY AVE,
LOS ANGELES. CA 90024

{200l 825-39m

WWW OMUSUIBECOM

®
0
E OMUSUBIECMAILCOM
=
@

FOMLUSUE

Dear John Smith,

| am writing to share some exciting news about OMUSUEL, INC.'s latest
developments. As the Chief Design Officer, | am proud to announce that
we have successfully launched our new product line, which is set to
redefine industry standards.

We believe this innovation could significantly enhance your business
operations, and we would be thrilled to discuss the potential benefits
with you. Please feel free to contact us at your convenience.

Thank you for your engoing support.

We logk forward to continuing our successful partnership.

Sincerely,

e

Ellie Mineta
Chief Design Officer
OMUSUEIL INC,

35



FINAL DESIGN - LETTER HEAD
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FINAL DESIGN - STORE




