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BRAINSTROMING

Coming up with the idea was not an easy task as there
were various interesting ideas amongst the group. We
had a total of Five ideq, each presented by the members.
The group members all agreed on working towards an
accessories brand, which include eyewear, bags, shoes
and perfumes. The First one was an eyewear brand with
the parent brand, Pedigree. The idea was interesting be-
cause the Pedigree is o dog Food brand. All the members
were really intruded by this idea. The second idea was of
parent brand, Toblerone to launch shoes that Focused on
their three chocolate Flavors which were to be the base
colour of the shoes. One of the member's, suggested that
we can make the shoes in a triongle Form representing
the shape of the chocolate, From there, one member had
a critic of the limiting colours to which, it was suggested to
use the idea of the Butlers Chocolate Café's chocolate as
they had a variety in chocolates and colour. From there the
idea to launch a perfume bottle by Hershey, we wanted
to Focus on the shape of the bottle which was to represent
the shape of the Kisses by Hershey's. Lastly, we discussed
to lunch an advanced technical bag For the brand, Apple.
We shortlisted two idea, Pedigree and Apple to which all
the members agreed to work on the brand Pedigree as it
seemed more interesting to work with creating new and
Funky eyewear.



FINALIZATION OF THE BRAND

The idea which was agreed by all members were to
launch an eyewear brand For the parent brand, Pedi-
gree. e decided to create eyewear as we could pro-
duce variations in the colour of the glasses by using the
colours of the skin tone of the dogs. We Further wanted
to Focus on achieving the brand's philosophy of giving
dogs For donations. e agreed to donate, [when a pur-
chase of a pair of glasses were made), to the Foundation
that supported and trained dogs For the disabled or
blind individuals. Furthermore, we wanted to create
awareness of the parent brand For the consumers, who
did not have pets. By this, we had a wider target audi-
ence as consumers were aware of the eyewear brand
we were expected to launch.



INFORMATION OF THE PARENT BRAND:

Pedigree believes that the lovable innocence Found in
every doq helps us reconnect with our true selves and
teaches us valuable life lessons. Simply put, dogs make us
better people. And that has a profound impact on the
world in which we live. That's why it's so important to us to
ensure we Feed the good in every dog. Provides dry and
wet dog Food and treats encourage, support, Fortify and
Fuel o dog's power to be their healthiest and happiest
selves at every stage of life — puppy, adult and senior.
PEDIGREE" believes cll dogs make the world o better
place — and all dogs deserve a loving Forever home. The
PEDIGREE Foundation supports shelter and rescue organi-
zations across the country that work tirelessly to match
shelter dogs with loving owners. IF you'd like to help Pedi-
gree help shelter dogs, visit www.pedigreefounda-
tion.orq. To help even more shelter dogs, PEDIGREE re-
cently launched the You Buy We Give program. Every time
you purchase PEDIGREE Food, we donate healthy meals to
shelter dogs in need.



NAME OF THE BRAND:

Deciding the name of the brand demanded a lot of brain-
storming. e wanted a name that meant something, and it
stayed on the mind of the customer as soon as he/she
heard it. Our group members came up with three names:
|. Kawaii, which means cute in Korean language.
2. Protéqé, it was a spell in the movie Harry Potter which
was used to create a shield.
3. Aygrasi, which means eyewear,
It was very hard to choose From these names. At First, we
decided to shortlist the names to two. So, the name Kawai
was discarded. Then the names Protégée and Aygrasi were
left. We took help From our Friends and Family and asked
them which name they liked more. And which nome grasped
to their minds. All the votes For each name were counted
afterwards. And the nome Aygrasi had most of the votes.
So, the nome Aygrasi was Finalized. Rlso, Aygrasi was the
name which went with our brand philosophy.
There were several suggestions made For the brand, we
came up with "Protego”, "Kawaii” and "Aygrasi”. lUe agreed
to the name "Aygrasi” as it seemed catchier and more inter-
esting compared to the other names. The word Aygrasi
means eye wear in sanran language. The letter ‘Ay’,
sounded like 'Eye’, which seemed appropriate. All the mem-
bers agreed to this as they liked the sound of the name
when spoken.




TARGET AUDIENCE:

As we were launching an eyewear For the Pedigree, their
main consumers are individuals who own pets, however,
we decided to reach a wider range of consumers. As an
accessories brand, we will have a large target audience
than the parent brand as we main to reach consumers
who have pets and who do not have pets as well, even
consumers who do not like animals. We intend to create
awareness For our brand, which to help train dogs. More-
over, the target audience For Aygrasi becomes, Middle
class and upper middle-class customers. Our brand is
luxury brand that offer their accessories to these two
classes. The main concept is to attract consumers iNto
buying luxury eyewear as well as to donate to the training
of dogs that help the disabled and helpless individuals.
The eyewear is targeted to both gender in the middle
and upper middle-class as they can easily afford the
glasses. In this way, consumers can have Funky and luxury
and Fashion Forward glasses to wear as well as give do-
nations.



COLOUR PALATE:

e have decided to use the colours, mustard, yellow, blue,
green and red. WWE have used the colour, mustard, as it was
the main colour used by Pedigree and we wanted Aygrasi
to have the same essence of its parent brand. Further-
more, we have decided to use the colours, yellow, red,
green and blue to give the idea of a Funky yet classy
glasses as these are the primary colours which provides
basic solid shade. Moreover, as the colours are very bold
and vibrant, they will intend to attract consumers at a
larger scale as the colours can be easily spotted From Far.




COLOUR PALATE:
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GRAPHIC PROFILE:

For the graphic profile, we Firstly, established our theme,
which we have decided to keep a mixture of Pop art and
Retro art. By this, e can easily highlight the content and the
background to make our brand look diffFerent From com-
petitors. It will help the brand to stand out, with the mixture
of the Pop art styles and colour paolate. The graphic profile
highlights the main theme and its colours For our consum-—
ers and brand. It highlights the theme and the main colours
scehem, we have chosen. It Further explains, the concept
of the brond, which is to make things Funky and trendy but
also at a minimum. The graphic profile was made by one
member and selected.



CONSUMER LIFESTYLE BOARD:

All the Five members made the consumer lifestyle board,
which highlighted their main habits, hobbies and daily life.
As we are aiming towards middle and upper middle-class
consumers, we will have consumers, who are Fashion For-
ward, active on social media, are either university stu-
dents or working individuals or either socialites. Critic
were made that some members did not have dogs on
their consumer liFestyle board, However, one board was
selected, which has a little missing essence like shopping
element or Food element to it, which were later added.
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LOGO AND FONT:

For the Logo: Each member created various logos to have
variety. All the logos either had glasses on them or either
images or Figures of dogs. Critics were made that the logo
had shown the idea of dogs, not glasses. One of the logos
had interesting yet confusing image, which had a "Y' that
was linked to the glasses that were showing the G’ in
Aygrasi. Whereas, the other logo had a beautiful Font, thus
combining both logos to create one.

For the Font: each member created wvarious Font styles,
which either Followed the Font of the logo or the theme,
Pop Art.




LOGO AND FONT:
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VISITING CARDS AND PRICE TAGS:

Each member created various visiting cards. Each member
created at least 5-6 cards. There were variations in co-
lours, shapes, styles etc. There were multiple visiting cards,
that either highlighted, the glasses, dogs, dog wearing the
glasses etc. the card which was selected had a glass on
top and yellow colored card underneath. For the price
tag, it was a glass shaped price tag wit o dog bone onthe
side, which had the logo of the brand. On the glosses, the
barcode and price tag will be written.



VISITING CARDS AND PRICE TAGS:
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Multiple product designs were made by individuals, they
were very interesting to work with. It was Fun to create
different pair of glasses. We wanted to give the idea of
how our glasses created the unigue selling point. We
wanted to created glasses that were unusual shape but
were also trendy in Fashion.
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PRODUCT DESIGI:
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VIDEO AND PHOTOSHOOT:

For the shoot, we had selected two different locations. For the
glosses, we decided to visit SweetTooth in MM Alam road, as it
gave the concept of theme of ocur brand. For the video shoot,
we decided to visit a park near the Sweetooth. For the shoot,
we had two ideas, the First one to create a Fun and exciting
photo and video shoot, where we showed off our glasses. The
second idea was to explain the purpose of our brand, which to
help to train dogs For the helpless individuals. This idea was in-
corporated, with the opening of our website, where it is shown
that when an individual's shops From our website, they are noti-
Fied of the donations they are making, which is later explained in
detail. The second half of the video shows of how a young man
is shown to train a dog, to help its new owner, who is a blind
man to help him in his daily difficult tasks. It took us & hours to
make the video and photo shoot. It was an interesting experi-
ence as we worked with various individuals such as the models,
photographer, videographer, the dog and its owner.,
It was difficult to handle the dog as it was very hot that day, so,
the dog did not want to walk as much as we anticipated it to be.
Our original idea was different, as we wanted the blind man, to
cross the road with the dog as well as play with him howewver, it
was hard to handle the dog due to his size and weather that
day. The blind man and some of the members Feared the dog
at First. The dog did not move much without owner in sight.
The idea was later changed, as we showed, as we had to show
the owner of the dog in the video as well, so, the dog would
move and play with the blind man. The ocwner was shown as the
trainer of the dog, who was training him to work towards his de-
velopment For the blind man.



VIDEO AND PHOTOSHOOT:




PACKAGING:

The packaging is divided into two categories. The Firstis o
large size box which is divided in three sections. The First
one has the glasses inside it. The second and third sec-
tions has the glasses cleaner and cloth inside it, with the
visiting card of Aygrasi.

The second cateqory is custom packaging, where individ-
vals, wil be given the option of selecting the type of box
wrapper they want. The size of the box will remain the
same, only variations between the box packaging will be
custom.




PACKAGING:

[
JI =5
i, -
il
1"!-

vy

’

?

- i ok " b #_.Euatum
PP Packaging

W e s o o s

eudd oo

33 0

RAyesha Nazim Ayesha Khalid

aoops=30

> |
I o




We showed all of the work done to our teacher, weekly.
From there, iF there was some additional or subtractions
that were to be made, were taken place later, after the
discussion with the teacher. It helped us to understand
and lock at the idea that we neglected. The teacher
helped us to bring the ideas in one concept and helped us
to Follow the right track by checking our work weekly.
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REFLECTIVE STATMENT:

Working as a team with Five different, creative and
Friendly individuals was an experience. It helped us to un-
derstand the importance of time management and efFi-
ciently produced work.

It Further helped us to work with different people and
communicate with them which helped to develop our
social skills. Moreover, it helped to highlight the essence of
working hard with other and to stay committed to one
other. It was an experience working with different people
and understand the process of work they work with,

It was a memorable experience,




TIMELINE:

Week I

= Brainstorming idea.

= Finalized brand.

« Written content [Vision. Mission)

Week 2:

* Brand ldentity boards.
= Consumer Board.

« Graphic Profile.

- Logo and Fonts.

« Colour Board

Week 3:

= Visiting cards.

= Price tags.

= Directional and comparative boards,
- Packaging.

= Froduct design

= Pop up store.

Week 4:

= Video and photo shoot

* Mobile app developments

- Facebook and Instagram developments
* GIF developments.

Week 5:

= Bill boards

= Pop up store
= Store Layout
= Visual merchandising
= Standee

- Magazines covers

» Broachers

= Posters

= Bus stop posters.

- Video Editing process.
» Website development



COMPERITIVE BOARD:
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MAGAZINE COVER:
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Be Furky
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Stand out
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BROACHERS:

Rouge Rs3000

Valentino Rs 3750
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LCD OUTDOOR ADVERTISMENT:
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BILLBOARD:
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Banner:
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