


TABLE OF CONTENT

e Brand Research & Strategic Foundation
o Industry & Competitor Research
o Unique Selling Proposition
o Brand Values
o Brand Perception

e Target Audience & Persona
o Define your primary audience segments
o Develop a detailed persona

e Brand Story & Personality
o Craft a compelling Brand Story
o Define the Brand Personality & Tone of Voice

e Brand Identity & Visual Assets
o Typography
o Color Palette
o Logo



BRAND RESEARCH
& STRATEGIC FOUNDATION



COMPETITOR ANALYSIS IN GENERAL

Prado y Barrio

Luxury table
linens, 100%
organic cotton,
handcrafted in
soclal workshops,
GOTS-certified,
produced in Spain.

\_ /

Los Encajeros

Timeless, high-
quality
handcratted
textiles, Oeko-Tex
certified, luxury
brand with global
recognition.

\_ /

\_

Organic cotton,

sustainable
production,
plastic-free
packaging,
lower price,
mix-and-match
fabrics.

Atenas Home
Textile

Trendy,
affordable, Oeko-
Tex certified,
stain-resistant,
large product
variety.

\_ /

Verdonce

Sustainable,
vegan fabrics,
handmade in
Madrid, focused
on transport
activism, lower
price, popular in
media.

\_ /




COMPETITORS COMPARED TO PRIMOE

FACTOR OUR BRAND COMPETITORS

Unique, bold, modem designs, Prado vy Barrio, | 0os Encajeros:
exclusive and luxury-oriented More traditional, classic designs

QUALITY & 100% organic cotton, GOTS- Wixsite, Atenas Home Textile: | ower

PRICE certified, local production (€230) prices, less luxury and exclusivity

Eco-friendly + social workshops Verdonce: Focuses on activism, lacks
empowering local communities the luxury and halistic approach

PRODUCTION Local craftsmanship, ethically Wixsite, Atenas Home Textile: Viass
produced with social impact production, less local impact

SUSTAINABILITY




UX-UI ANALYSIS PRADO Y BARRIO

short and easy readable menu

V4 /

language setting for an interational costumer field

different
communication Icons
for fast interaction an
with the brand
= good costumer
service

\ direct link to checkout for the

product you like



UX-UI ANALYSIS VERDONCE

easy readable menu ® search
e profile (login in)
e shopping cart for fast
checkout

- ¢ minimalist design
e eye catching explore
collection button




USP’S

USPs highlight what makes the brand different and valuable to customers.

O1

Sustainable produced,
GOTS-certificated table

linen

Made with premium, eco-friendly
materials to bring both elegance

and sustainability to the table.

02

Handmade in spain

through social

workshops

Every product is thoughtfully created
by skilled makers within socially
empowering workshops, supporting
local communities and fostering social

impact.

03

Exclusive, bold
designs for every

table

Uniquely designed limited-
edition table linens available in
four sizes, designed to fit every

table.



BRAND VALUES

Core beliefs that guide your brand’s actions and decisions, representing its ethical foundation.

e Ethical:
Fair and responsible production and sourcing.
e Quality Over Quantity:
Focused on lasting craftsmanship and durability.
e Transparency:
Open about how and where products are made.
e Community:
Supporting and empowering local workshops and artisans.
e Responsibility:

Caring for the environment (100% cotton and sustainable) and giving back to society.






BRAND PERCEPTION

How the brand is perceived by its audience based on its image, positioning, and values, subject to change and improvement.

e environmentally responsible
brand is seen as a leader in sustainability, focusing on eco-friendly pracices
e Must-have luxury tableware brand
Perceived as an exclusive and desirable brand for those seeking elegant and high quality table linens
e Luxurious and sophisticated
Brand evokes a sense of timeless elegance, appealing to costumers who value refined style
e Customer-oriented
Brand is seen as attentive to costumer needs - delivering products and services with a focus on
satisfaction
e Ecofriendly
Costumers view the brand as dedicated to sustainable and environmentally conscious practices, from

sourcing to production



TARGET AUDIENCE
& PERSONA



People who prioritize environmentally friendly products in their daily lives
Likely to seek ethically made, high-quality home essentials
May follow sustainability trends, prefer slow fashion/homeware, and support eco-friendly businesses

High-income households that enjoy premium-quality tableware
Often host elegant dinner parties or gatherings
Value aesthetics, durability, and easy maintenance (e.g., stain-free table linens for families with children)



SECONDARY TARGET AUDIENCE

EVENT PLANNERS & WEDDING INDUSTRY PROFESSIONALS
e Wedding planners, venue managers, and high-end event organizers looking for sustainable table settings
 Need beautiful, durable, and eco-friendly linens for clients

GIFT SHOPPERS (FOR WEDDINGS, MOTHERS, GRANDMOTHERS, HOUSEWARMING, ETC.)
e People looking for meaningful, luxurious, and sustainable gifts
e (Often seek timeless, elegant designs with long-term value

YOUNG PROFESSIONALS & MODERN HOMEOWNERS
e Millennials & Gen Z who are setting up their first homes
e Prefer stylish, high-quality, and sustainable homeware
e |nterested in unique, Instagram-worthy table settings

LUXURY HOSPITALITY INDUSTRY (HOTELS, FINE DINING RESTAURANTS, BOUTIQUE VENUES)
e Hotels and restaurants looking to offer an upscale dining experience with a sustainability edge
e Need high-quality, durable, and easy-to-maintain table linens






















Eco-conscious consumers, luxury hosts, practical families, wedding planners,
thoughtful gift shoppers and modern homeowners

Who seek sustainable, elegant, and durable table linens without compromising on
quality or convenience

[To be filled in later]

Offers stylish, eco-friendly table linens that are long-lasting and ethically produced
in Spain through social workshops

Sustainable table linen

 Locally crafted in Spain with ethical production practices

v/ High-quality and machine-washable fabrics

V Elegant designs balancing sustainability with luxury

/ Ideal for both everyday use and special occasions

/ Supports social workshops, contributing to positive community impact



BRAND STORY
& PERSONALITY



BRAND STORY - TABLE CLOTH BRAND

Every table tells a story, and ours is woven with ethical luxury, sustainability, and artisanal

mastery. Handmade in Spain’s socially responsible workshops, our GOTS-certified table

linens honor both tradition and the planet. Thoughtﬁﬂiy designed for those who cherish

quality over quantity, they elevate everyday dining into an experience of refined beauty—

where bold aesthetics meet eco-conscious living.

More than just tablecloths, our creations set the stage for beautiful gatherings,

lasting memories, and a more sustainable future.



CLAIM/TAGLINE “Where Elegance
Meets Sustainability”

WHY?

V/ Timeless Style, Thoughtfully Made Our table linens blend sophistication with eco-conscious

Craftsmanship

V/ Sustainable Luxury Designed with premium, earth-friendly materials for a greener fucure
— Elevate your dining experience while making a positive impact

\/ maintains a refined yet warm tone reﬂecting both the e_legance and purpose of our linens




VISION BOARD
FOR BRAND STORY



Sustainability & Ethical Craftsmanship Luxury & Elegance vl sty e D

Gathering & Connection Handmade & Authenticity



BRAND ACHETYPE & TONE OF VOICE

BRAND ARCHETYPE FOR SUSTAINABLE TABLE LINEN: CAR EG |VER

The brand embodies nurturing, responsibility, and ethical impact, perfectly aligning with the Caregiver
archetype.

By prioritizing sustainability, ethical production, and community support, we offer more than just table
linens - we provide a way for customers to:

o Care for the environment
o Support skilled artisans
e Create meaningful, elegant dining experiences

The brand is a symbol of comfort, protection, and conscious luxury.




CAREGIVER

WYY,

EXAMPLES:

VOLVO

(amay, UNICEF

\J
NASA

MINDSET: NURTURING OTHERS THROUGH THOUGHTFUL,
SUSTAINABLE DESIGN THAT CARES FOR PEOPLE,
COMMUNITIES, AND THE PLANET

GOAL: To care for, support, and enhance the well-being of others,
fostering comfort and trust

STRATEGY: Create products or services that prioritize emotional connection,
ethical responsibility, and social good

CHALLENGE: Balancing the desire to nurture with the need for boundaries
and self-care

TONE OF VOICE COSTUMERS FEEL.:

e warm e confident

e reassuring e cared-for

e empathetic e inspired to make thoughtful,
e elegant responsible choices

e purpose-driven



WHY THE CAREGIVER ARCHETYPE?

e Nurturing:
We prioritize sustainability and ethical production, caring for both people and the planet.

e Empathy & Community:
Through social workshops in Spain, we empower local artisans and support meaningful
causes.

e Exclusive & Thoughtful:
Our eco-friendly table linens are crafted with care, offering customers a product that
enhances both the table and the world.




WARM, REASSURING & ELEGANT

Warm & Inviting — Like a thoughtful host, creating a welcoming and inclusive
atmosphere.

Reassuring & Trustworthy — Transparent, ethical, and high-quality
craftsmanship for peace of mind.

Elegant & Sophisticated — Refined yet approachable, perfect for luxury-
conscious consumers.

Conscious & Purpose-Driven - Inspiring sustainable choices with a positive,
uplifting message.

TONE OF VOICE




“Dress your table with care -
luxury linens that nurture both your home and

the planet.”

“Handmade with heart, desighed for
elegance - sustainable table linens that
tell a story.”



BRAND IDENTITY
& VISUAL ASSETS



PAIRINGS FOR COMMUNICATION

overall tone = a balance of trust, warmth, and modernity
—— Important when communicating ethical values like sustainability

Big Caslon Medium
e as alogo, balances that approachability with contemporary charm, helping the brand feel

friendly, relatable but still sophisticated

Cormorant Caramond (serif font)

e create a heritage feel, subtly suggesting that the brand values long-term impact and care Iin
production

Inter (sans-serif
e adds modernity, which can give the brand a cutting-edge, progressive look, showing that
sustainability doesn’t just belong in the past but is crucial to the future



PAIRINGS FOR COMMUNICATION

e communication materials: website, social media, packaging, etc.

— combination of fonts that maintain luxury while ensuring readability

USE | CASE FONT
: : CORMORANT : : :
logo & Main headlines luxurious, refined, artisanal
GARAMOND BOLD
subheadings CORMORANT GARAMORD adds hierarchy while maintaining elegance
MEDIUM

body text :

INTER REGULAR modern, easy to read, professional

(website, broschure, Packaging)

call-to-action, messages
(buttons, price tags, social media)

INTER SEMI-BOLD

strong, clear and high contrast emphasis




CORMORANT GARAMOND

e for brands looking to infuse their visual identity with a touch of classic elegance
e |ts versatile, readable, and has modern enhancements

e Cormorant: Best quality in titling & posters (large sizes)

e Garamond influence: High legibility even at small text sizes

e Usage: Especially well-suited for high-resolution displays & print
e Highlight: Particularly the «Cormorant Garamond» cuts

e |nspiration: Based on Garamond heritage
e Creation: Hand-drawn & produced by Catharsis Fonts




INTER

Why Inter?

e Designed for legibility across all screens, making it ideal for website and digital use.
e Has a neutral yet modern appearance that pairs well with a luxurious serif.
e Feels versatile and refined while maintaining a fresh and sustainable aesthetic.
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COLOR PALETTE

DEEP GREEN

Stability & responsibility.
Aligns with eco-conscious,

ethical values

WARM BEIGE
Natural, timeless
elegance. Reflects

organic materials & &_/ HEFE3CF

sustainable luxury

MUTED ROSE

#D89595

Warmth & exclusivity.
Appeals to gift shoppers &

event planners
SAGE GREEN

Harmony & sustainability.

d Loved by modern, eco-

conscious homeowners

#A8B5A2

SOFT SKY BLUE
Transparency & sophistication.

—ﬁ Builds trust in ethical

#AOC1E4 production

EARTHY BROWN
Craftsmanship & authenticity.
#603432 Highlights handmade quality &
social impact.




ALIGNMENT WITH BRAND VALUES
& CUSTOMER PERSONA

e Sustainability & Ethics
Colors reflect nature, transparency, and responsible production, resonating with eco-conscious consumers.

e Luxury & Sophistication
Elegant, muted tones appeal to high-income households, event planners, and hospitality professionals.

e Craftsmanship & Authenticity
Earthy hues highlight handmade quality and social impact, connecting with those who value ethical sourcing.

e Exclusivity & Style
Unique, refined color palette attracts design-conscious individuals seeking timeless, high-quality table linens.

THIS PALETTE STRENGTHENS BRAND PERCEPTION AS A PREMIUM, SUSTAINABLE,
AND SOCIALLY RESPONSIBLE CHOICE.




BRAND NAME Primoé

MEANING AND STORY

e Primo comes from "primavera” (spring in Spanish), which evokes renewal, growth, and natural beauty

— directly tied to the sustainable and nature—inspired elements of your table linens

¢ The accented "e" gives it a touch of elegance and exclusivity

— aligning with the sophisticated, luxurious feel of the brand

e The idea of spring also connects to gatherings, renewal, and fresh beginnings

—» perfect for table sectings meant to host meaningful events and family moments



BRAND NAME Primoé

ALIGNMENT WITH BRAND VALUES

© Sustainability: The spring theme symbolizes nature and eco-consciousness

e Luxury: The name’s sleek and European feel positions it as high-end and sophisticated
o Community: Handmade in Spain through social workshops ties back to the nurturing and social mmpact side of

the hrand
® Ethical Craftsmanship: The SOftIlCSS and elegance ofthe name I’CﬂCCt the quahty and carce hehlnd the pI’OdllCt

TARGET AUDIENCE FIT

e Primoe appeals to both eco-conscious and luxury-focused customers

o The European touch gives it a cosmopolitan, upscale feel - perfect for high-income households and the

hospitality/event industry

o |ts simplicity makes it easy to remember, pronounce, and spell while sounding premium







Primoé
Primoé

Primoé

“Handmade with heart,

ABCDEFGHI |

KLMNOPQRS designed for elegance -
: > sustainable table linen

FHVIERRZ that tell a story.”
1.LOGO
HEADLINE
TEXT
- .

WEBSITE



LOGO DESIGN & SYMBOLISM

o Typography:

— Big Caslon Medium — A refined, classic serif that conveys timeless

sophistication

e sustainability

¢ Floral Connection:

— A flower integrated into the brand name, reinforcing
its link to nature and sustainability

—» also links to the spanish word “primavera” (spring) which

o flower of the logo e 100% cotton
e for Primavera e ethical production

1s part of the Brand name

e Tilted “O”:

— A subtle touch of luxury and uniqueness




LOGO DESIGN & SYMBOLISM

e Wax Seal Design:

— A special packaging and branding element, rcﬂccting tradition, craftsmanship, and

cxclusivity

e Cotton & Wildflower Bouquet:

— A meaningful symbol of ethical production, sustainability, and handcrafted qualicy

— cotton plant and flower of the logo integrated

e Minimal “P + Flower” Logo:

—D Dcsigncd for website and small-scale branding, ensuring easy recognition



LOGO DESIGN




MOCKUPS

BRAND LOGO






WIREFRAMES FOR WEBSITE









