Design for
Catering Services
Bl SRR SRt

(3md) B3 4 W TR iF

 PLT R SR A



EHEM&EB (C1P) iR

B EIERET / () I ; B, T
FRRKPE. ——PLMH : L TREEROR AL, 20124
ISBN 978-7-5381-7245-4

I. O&- 1. OH- OK- @F- HL OKE
W —fh i —r= e R —i%it. DF719.3

] R AR P B CIPEERE % (2011 ) 552503325

R A AT -

BN R -
2
[T
B ik
EE ¢
I
R ]
Ef Rl st 1] <
FAT G4 -
it
fR ik it
BT«
£ B
E fir:

PR AR LT, «
IR TALL -

I TREEHR W R

(Hohk: WHHTAIEX +—485295  #E4: 110003 )
FIERESE R CEY ) ARA A
5 o Ak

210mm x 260mm

18

30FF

1~1500

20124F 4 A4 1 iR
20124F 4 HES 1 RENK

BRER XK+

J& i

G S 7 N

A 3

ISBN 978-7-5381-7245-4
158.007C

024-23284360
024-23284502

E—mail: Inkjc@126.com
http://www.lnkj.com.cn

ARAB AL -

www.Inkj.cn/uri.sh/7245



Brand

Image

Design for
Catering Services
1l BT R iR it

(Bpdh) 1B 4% 289 FRk iF

TR R AR






Conientsas

ReSTAUraNt «=
SO e

COfE e

-QIST FOOJ
ReSTAUraNT e
—FUIT POroUr suwe

76

236

e



Let me invite you to a place where food is served, my own dining table. I've invited a couple
of friends over for dinner and I'm thinking up ways fo make the evening as memorable
as possible. | wish | could serve a meal that is culinary perfection with a combination of
flavours, enticing drinks and the very personalities of the guests themselves. The scent that
sets the course of the evening greets them as they enter the hallway. The way the table is
laid, the ambience, lighting and music creates the fone and, later on, when | usher them to

a comfortable corner they can relax and reflect upon the evening they have just enjoyed.

These thoughts are not unlike the way in which a restaurant manager would reason before
the opening of a new restaurant. Here, guests will be freated to a complete experience
that begins the moment they pass through the door. What is it that made them choose
this particular place? How do they react to a handwritten menu on a blackboard on the
wall compared with one that is first disclosed on the customer's plate in the form of artistic
creations with hard to identify ingredients? How are the impressions from their various senses
combined in order fo create a memorable experience? How does one infuse the guests
with the same passion as felt by the owner the chef and the waiting staff? A commitment
that they should, each and every evening, freat their guests to an all-embracing meal with

everything that this entails.

These issues are an integral part of our job and they serve to bring forth a creative appetite
among us. What feelings do we want to arouse and what tone do we wish to impart by our
signage outside or on the website? What story do we want customers to take with them, fo
remember and recount fo others? When they are inside the restaurant, we want our guests
to experience the atmosphere in everything from the colour and texture of the walls fo how

they hold the menu when they place their orders. And why not offer a house drink in the
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same colour as the restaurant's visual profile? Then there is the tempo that the ambience
communicates. Lunch restaurants often demand clear menus and a self-service system that
allows speedy service and a fast rotation of guests. How can we put this message across in

a logotype in order fo create a visual tickling of the taste buds?

Consider the take-away noodle box. With this, just about anywhere can become a personal
restaurant. A bench in the town square, your own sofa while watching TV or sitting on the
grass in the park with friends. That little hole in the wall or the wagon on wheels where fast
food is prepared and sold can, despite its short span of contact with the customer, be
charged with a character that forms a lasting impression from the way it looks to its serviettes

and the packaging it sells its food in.

It's not uncommon that ambition entails dealing with paradoxes: a cosy fast-food place,
fimeless and trendy or exclusive for everyone? Based on our own research and providing
us with further challenges we see that it is perhaps best to opt for exclusivity for a certain
category of customer or frendy. But you can also make a fast-food restaurant cosy. After all,

we all need a comforting micro pause in the bustle of a hectic day.

Another challenge is to create the right associatfions while at the same time remaining
original. A pizzeria can be elegant while the wrong choice of typeface can suddenly
make potential customers feel that is a Greek restaurant or that the food costs more than
it actually does. Also, the owner may be careful to only use ecologically sound ingredients,

but how does he attract like-minded customers with only the design on a pizza box?

Let's take a moment and return to my dinner guests. On this particular evening there was no
fime for me to prepare a meal myself so | decided fo let a caterer take care of that. This is
the point where | and my guests first come in contact with this unique catering concept in
my own home. As well as the tasty food, maybe we will emmember the choice selection for
future gatherings and recommend this services to others. | might recall the moment when
I unpacked the gastronomic fare, an experience in itself And perhaps the small gifts that
were included for all the diners will provide a pleasant memory of a successful evening that

would be well worth repeating.

Ase Ekstrom

Kollor Design Agency
Helsingborg, Sweden
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This is a work made for a well-known pub in Istanbul with a name and a
reputation. They wanted to highlight that they were also serving food. They
wanted a contemporary corporate identity to aftract all kinds of people
to eat as much as drink. So instead of changing the name the designers
decided to add an "&" in front of their brand name and made an additional
character that would eat everything in their menu.
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I . The task is to create a brand and identity for Tap Thai Restaurant.
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Hazienda Bar & Mat is a small restaurant located in Torekov, a little harbour village in the south of Sweden. It differs from all the other restaurants in
the wealthy area because of its simplicity and because it doesn’t serve sea food. Hazienda Bar & Mat is a tapas restaurant with a Mediterranean
Focus. When the designer created the visual identity he wanted to poriray the values of simpleness, warmth and quality that the restaurant stands
for. Hazienda Bar & Mat might not be the most expensive or luxurious restaurant, but it has outstanding food and quality. The designer used these
opposites with the goal of creating something simple yet classy and modern but at the same time traditional. In addition to this it also had to reflect
the warmth, happiness and the great atmosphere of the restaurant. Another focus was to merge the Swedish and Mediterranean culture, to create
a visual identity that the Swedish people would identify themselves with but at the same time find exotic and exciting.
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This is a project of branding for a restaurant situated by the beach on I F) R Dy A AT A 1 B b L T R i SR R R R E
the island of Rhodes, Greece. The idea was to create a sense of Greek PR ACH B, 45 Fh sk
fradition by using recycled paper and earthy tones blended with very .
modern and stylised illustrations using the frying pan as the main object
combined with other kitchen utensils.
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