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PROJECT BACKGROUND OVERVIEW
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HRETLRMMAT M,

"Wufangzhai" started in 1921 and
was recognized as a well-known
trademark in China by the State
Trademark Office in 2004. It is one of
the first batch of "China Time-honored
Brand" enterprises in China, mainly
engaged in food manufacturing and
catering services. The company is
headquartered in Jiaxing, Zhejiang
Province.
Zhejiang Wufangzhai Industrial Co.,
Ltd. is mainly engaged in food research
and development, production, and
sales led by glutinous rice food. On
the basis of inheriting the national
W1 food culture, the company continues
‘ﬁ :ﬁ- % to innovate, and has formed a

_ rice product group led by Zongzi.
WUPANE 2lal Pay attention to the inheritance
of traditional Zongzi production
technology and the improvement
and modernization of production

3 =
- ]
,ﬁ, e 'ﬁq‘ BT 19721 technology. Wufang Zhai, with a

century old history, adheres to the
business philosophy of "harmony
and commerce" and the values of
"harmony, integrity, excellence, and
innovation". With the mission of
"protecting and innovating Chinese
cuisine", we strive to develop into a
leading brand of Chinese seasonal
food with glutinous rice as the core.

EEFRAAPEEFSETHE—ENTE,
BEREERERNANEIR, ) EemEFKARBNBH
B, UREFRHBRELKR, fHRAMHaFABAR
BEEHNRSA, EERAXHATHNAERA. Bl
EFFHALRRIRRESKE, BT EohfET
RFEEmEES, EERORMARTIESR, ED
HREMHETEE,

Although Wufangzhai, as a China Time-honored Brand in China, has a certain
influence in the market, with the arrival of the fast moving consumer era, the
food production technology in the market has become increasingly mature,
and the young consumer groups have grown, traditional desserts no longer
have the appeal of the past, and have been greatly impacted by the western
dessert market. At present, Wufangzhai is actively seeking breakthroughs and
changes in this regard, by actively embracing social media brand marketing,
launching new flavors and new series, and other methods to capture market
attention and consumers.

HWRBNERES FRFRIINFmeE “WiE—0°
MmhEF k. “WMIE—0O" FBHI)LEEHE, E=
EEE @R T/ BUIRRAR. —ORIREREEE/NI5E95
EHNELVES)  EHRNERRSIREN) LEWE,

This time we choose Wufangzhai Zongzi series sub brand "Ah Wu Yi Kou"

to upgrade the brand. "Ah Wu Yi Kou" is mainly aimed at children, selling
mini Zongzi smaller than ordinary ones. A mini zongzi attracts families to
purchase for children due to its compact appearance and easy consumption
by children.
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AUDIENCE AND COMPETITOR ANALYSIS
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Audience:

The consumer population is mainly concentrated in the Jiangnan region,
where rice is the staple food. Wufang Zhai is known as the "King of Jiangnan
Zongzi". The distribution throughout the country is mainly concentrated in
the provinces surrounding the brand's founding location, with a small core
radiation area, but a significant brand influence throughout the country.
Consumers are mainly based on their families, and zongzi is mainly used as
a daily supplement to satisfy hunger or as a gift for family and friends during
festivals, with strong social and seasonal attributes. It mainly relies on word-
of-mouth promotion among consumers, with insufficient reliance on social
media, resulting in a younger audience.

Its sub brand "Ah Wu Yi Kou", as a segmented product of the Wufang Zhai
Zongzi series targeting the children's market, mainly sells to families with
children. Currently, the age of parents in such families is gradually younger,
and if we continue to use the previous visual image, it will not be competitive
enough in the market.

Brand Status:

Relying on the long-standing reputation of the parent brand
Wufangzhai, the product quality of "Ah Wu Yi Kou" is trustworthy
among numerous market competitors, which helps us develop a
"healthy" brand concept in the future. After investigation, it was

found that the independent promotion efforts of its sub brands were
insufficient, mainly relying on the traditional zongzi series of Wufang
Zhai, without vigorously demonstrating its advocacy and positioning
for children. Its product sales channels mainly follow traditional offline
store sales, and in the current era of traffic media sales, it lacks market
attention and brand competitiveness. In terms of brand design, the
independent visual image of "Ah Wu Yi Kou" zongzi is not clear enough,
and there are certain shortcomings and room for improvement.
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AUDIENCE AND COMPETITOR ANALYSIS
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aah# BT $FFIK Holiland, #FFI5R% 2 A ™ mAlAR
SRENE, AHEERMHES,

Slogan: EMEMEA. FEEIKIE,

mEEM: FRREMNSHTT, NM8ENKRS, B
RENmEEGBTAMETEA.

EHERES:

FRERE/ FaXRERL /L THIRE-E/IP
KE#HTEREH, RENRATSREEE "M,
YFFISRE LUE IP M2 B34 L N B B 2B BERE
[/ THEH, FAREINY TERBERET NG
HERE, SYPiETERATHE IPX—TR, E8%1
BENRETRKE, BUREE “EBF KE/ AR
ERTIEMNTRES. FaBEERE N EEMIE
[EHEME, EBEETSEEERNNIMNER.

BRS&H: 18—40 SMBFEAN, HPLMEEES,
BIZHZRES, 2240 FHEE LA 78%, Lt
S EEEIA 61%s.

Modern and popular: Haolilai

Brand Introduction: Holliland. Haolilai hopes to
move customers with its products and services,
providing a stage for those who strive for success.

Slogan: Love is by your side, youth is eternal.

Brand positioning: Haolilai targets the high-end
market with relatively high prices, but high-quality
categories are suitable for white-collar workers
and young people.

Marketing strategy:

Product youthfulness/Product copywriting
youthfulness/Offline theme stores/IP co branding
for cross-border marketing. With high-quality
content and exquisite co branded products,
Haolilai is able to effectively transform IP fans into
potential customers/holiday marketing for its own
brand. Through precise insights into the current
young consumer market, Haolilai cleverly captures
the node of traditional holiday IP and breaks the
circle by combining unique Chinese elements,
Strengthen the brand's "national character"
heritage/visual marketing, focusing on creating

a high appearance external image in terms of
product itself, product packaging, and various
theme concept store decoration.

User analysis: Young people aged 18-40, with the
majority being women. Among baking consumers,
consumers aged 22-40 account for 78%, with
women accounting for as much as 61%.

st

Lirkz: DERBRANENRITRFILEEMAR LER
EUERBEENNL, MEEIKITHERFFHIHRN—
BN, LSRR e ERAREER
PTINR, fIRERFEFILEN TNER 5 “EHRX ,
KA TR LR AT SR,

2 RKEHR BEESEARETRARRESIRE,
EERFUERNE, URERFHLFENETERITTER,
ZEHNEABMRFTHNREHELES, ROMEXTH
o

3RRFIIZ: B RFT RS “BRT BA#E
TR, BEFAEAOKNEEE. 8ENEADF
RABEEZRFET FENKBMER, TRHE
T RE B,

Product Analysis:

1 Good Zongzi: The Zongzi gift box, which is mainly
designed with a green tone, has caught the eye of
consumers in terms of vision, and the packaging
design also adheres to the consistent style of
Haolilai, taking the "sense of design" and "trendy"
young style as the starting point, breaking the
"heavy sense" and "old sense" of the traditional
Dragon Boat Festival gift box, and realizing the
impact and fluency of visual effects.

2 The joy lies in its dumplings: the joy of the
Dragon Boat Festival reunion is reflected through
the homophonic stem, the Zongzi are simplified,
the lines that wrap Zongzi are taken as the main
design elements, and the colorful colors are
combined with the green of the Dragon Boat
Festival, which is simple, harmonious and full of
new ideas.

3 Delicious Zongzi: the form of "Zongzi" is
expressed in the way of "leaving blank", matching
with the main colors of different flavors. The
blank part of the packaging not only creates rich
associations and interactions with consumers,
but also invisibly increases the product's
autobiography.
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ahEETT “FRKEE, BE T D SRAIFRMR, TEHER”
BHEEFSHMAMEMRNE R,

mREN: BIREFS, HERKIERRZER
B (A,

EHRg:
A= RARNE; RERSHE, AEHEIFER;
IMARMEXHER, BIEMEEAMENER; SIFR
BREE, KRZFUEGHRE; QUMEEFKR,
LEHAS

Tradltlonal Eastern Perception
of Knowledge and Taste

Brand introduction: "Knowledgeable parking,
smelling the fragrance, dismounting. If you want to
know my taste, you can see the information" is the
portrayal of China Time-honored Brand Hangzhou
Zhiweiguan.

Brand positioning: catering Shinise, with a broad
consumer group but a lack of young groups.

Marketing strategy:

strengthen Product development; Improve service
quality and consumption environment; Increase
brand culture promotion and strengthen the
construction of brand integrity; Innovate channel
strategies and develop diversified and composite
channels; Innovate marketing means and optimize
Marketing mix.

a3

1 FEMESRIFEFILE

BFMES” LALERH T #BRFSIE6

Fmie: EREEFRIT, EERSIHMES,
MUAERHE, E2EMEIRS.

NEE: FRESHT TR, M. BELS, KHFHE
YR, BHE, EXAREBR /ATENLESR; &
i FEEF. ERILGEWIL, BRZEN, it
FHRIBFABREERUXFHAANR, LHEEER
%, HEUXFEIR, LR FBRIUENRT #ESR
X, FXMUEETE

B¥. UEReNE’E, BN, AIREFTHR.

2 RARTALE

FmEE: UEHERENTUREHE, #RRMNILES
A ERMKRANBERMBIERIFH SRR B
FHEMHRE, RANRR, EARMEFNEIMARE
. I2RMEREEFFER, FEEE, MARL
SE LR

[TEER%: AZMHELHTER,
B, HEHEB,

B SRR

Sl

Product Analysis:

1 Zongzi Gift Box of Zongguan Ancient and
Modern Series

Understanding the customs of Dragon Boat
Festival through gift boxes in the form of
"Zongguan Ancient and Modern"

Product outer packaging: Designed with brush
characters, rich in the ancient and clumsy
atmosphere of the East, with a textured envelope
to make it more simple and atmospheric.

Inner packaging: Using many Dragon Boat Festival
elements. For example, the Five Poisons in Tiger
Town, and the Aihu hanging on the Dragon Boat
Festival; Xi Zhongkui, who never eats Zhongli in
life, often becomes a billionaire in death; Dragon
boat racing; Embroidered sachets, etc. The use of
three-dimensional structural design hides hidden
mysteries, making traditional customs no longer
simply narrated in written form. The structure of
three-dimensional drawings, accompanied by
textual explanations, allows children to easily
understand traditional culture and inherit this
traditional culture.

Color: mainly green, supplemented by white,
reflecting the elements of Zongzi.

2 Dongfang Zongji Gift Box

Product packaging: A variety of green colors

are used as the main visual colors. Bags and

gift boxes use abstract and specific calligraphy
to express the texture of zongzi leaves and the
texture of overlapping and weaving of zongzi
leaves when wrapping Zongzi. Shading is used
as the main visual presentation. The name of the
gift box is written in Cursive, which is natural and
comfortable, and has a traditional meaning.
Advertising and promotion: Promote on various
social media platforms, expand consumer groups
through various linkage channels.
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MAIN ISSUES

1. mh&EA:

“ME—0” EFRmMMITEER, WREENMIL
FmhExt B i F X B RIFHIBBME .

1. Brand name;

"Ah Wu Yi Kou" is generally applicable in the food
market. If it is to be an independent sub brand, there is
no clear direction for its product Zongzi.

2. tr&siR

RO RGURImAEIRS, REEXERRFIFS, 8RO
mh#iciZE,

2. Sign recognition:

Lack of systematic brand recognition, lack of main
identification symbols, and lack of brand memory.

4. fMEEK:

FEAETMAFABRSRE, [RTY “RIF" . “—0O°
BURF A B R R 2 INKE mhE M I (E.

Value proposition:

It mainly focuses on the taste and quality of the product
itself. Apart from the characteristics of "mini" and
"Yikou" Zongzi, there is no brand added value.

It XA

FENERRHEERATANE, ETREAETZRE
EHLELRA LTI ER. EmBFN, mEd
REREZTHLRELNGE ST, HEEHEKS
BERT, RAERIRIT KSR KERIHMNKSIEEE
MK, FHRPIUNEFRTEESTX) L ENRMENL,
ARSI REEHNRBHE,

3. Design style:

The original packaging design is a traditional Chinese
style, and the marketing of the brand's visual image can
no longer keep up with market development. In today's
market where products are diversified and brand visual
marketing is gradually commercialized, and consumers
are experiencing aesthetic fatigue, the original design
style is not very effective in stimulating and attracting
consumers to purchase. The traditional Chinese style is
not very in line with its food positioning for children and
is not very attractive to younger parents to purchase.
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BRAND POSITIONING

CmRE S ERIE . EAAER. 5. —O. JLE. RAREE

SRRNETK: —Of, RERTERRE,

Brand keywords:

traditional food, compact, one bite, children, natural health

Brand Value Proposition:

A mouthful of zongzi accompanies children's healthy growth.

ESEN:

HEmEBASHENREEFTS, L “FPMLIFHH
xR” NfEds, BREWMER, RAGRFIER,
BB mR e,

BT, PR FEHI) LENRMRERT, &H
EEK “RAANE, BEAK N@mRES, Lk
BRRARM, RERYIFRT BRI HifEH)L
EEWBUHTAK, LUSMEORMKS|A, @i
BEERKLAR, RIEEFRFE, HUHETERPREIL
ENRECRRM, AERKW I ERENL2RE
BX, BHEEFRERK.

Concept positioning:

As a China Time-honored Brand in China,
Wufangzhai, its parent brand, takes "protecting
and innovating Chinese cuisine" as its mission,
advocates the inheritance of ingenuity, adopts
traditional hand wrapped dumplings, and strictly
controls product quality.

Based on this, we hope to advocate the brand
concept of "nature first, health first" for its mini
zongzi series for children, select healthy natural
ingredients, and highlight the concept that food
comes from nature. And introduce new flavors
that children like to increase their taste and
attractiveness. By supplementing them with
precise nutrition matching schemes, we ensure
nutrient richness and launch exclusive traditional
healthy food for Chinese children, meeting
parents' safety and health needs for children's
food and accompanying their healthy growth.

FroENL:

BFEA—TERATSRME, BREBHIXKREE.
BEFEBRNERF, RIMFES)LENRE, HE
NGRAIRMNERBZWSILE, ATUEFHNEREER
it LENE R AR R RBRFIBERIAM.

miEEN

BRFEA—TMERRMAEERZNXXLBEN B AR
M, —OFRTEH) L ERBRLHREXMEN,
UM B S EEFZFIXLABRK. —OfFRUR
ENEENR, BFFEREFEEDZHIBEREIL,
EmETRIRITH, REFEBREXANETS, BF
FHEBEZFEEFNEEHRNEROBRSREAA
HITER.

Product positioning;:

As a traditional seasonal food, Zongzi has strong
cultural attributes. Different from Zongzi of
normal size, mini zongzi is suitable for children's
food consumption, and its small and cute shape
is easy to attract children, which can better
enable children to have a better understanding of
traditional culture and traditional food in a
subtle way.

Brand significance:

As a traditional food, Zongzi has profound cultural
and natural attributes. One mouthful of zongzi

is mainly aimed at highlighting this attribute
imperceptibly, which can cultivate children's
sense of cultural belonging from the food aspect.
A mouthful of zongzi is sold to families, which

is beneficial for conveying shared emotional
experiences within the family. In the brand image
design, the concept of green, healthy and natural
is highlighted to help children connect the taste of
Zongzi with healthy and natural taste.
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DESIGN STRATEGY

‘EmERMA —Of , RE WIE—0O7 fiRFNISE R ER IR T
mig@EtE, BESEE.

-The brand name was changed to "one mouthful of Zongzi", retaining
the small and compact characteristics of "ah wu one mouthful”, while
strengthening the product orientation, simplicity and easy dissemination.

RIERAE R RIE, RARBANT @A, 1811 logo EMBETER, MRMAEIRF
MASIZE, HBRIRFINA.

-Based on brand keywords, audience groups, and product characteristics,
design the main visual elements of the logo to enhance brand recognition
and memory, and expand recognition applications.

NSRS REAMKREANMAEER, ERABSERRFES, TiEd
BEE)LEON (551, KROKS ) (EM EERLLBREBNER, REVEH
B, SRUMGEHETRER—RIIERY, LHA—MMBEARNRERE, WN—OFF
M) LERRMIKEVER.

-Visual style strategy: Adopting abstract and natural visual graphics to form

a unique combination of colors and patterns. On the basis of introducing
flavors suitable for children (such as chocolate and fruit), generate interesting
graphics, extract fresh colors, and form a series of patterns with elements
such as rice grains and zongzi leaves, giving a natural feeling, echoing the
concept of accompanying children's healthy growth with a mouthful of zongzi.
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CONCEPT SOURCE

— RS FR T U AR RIRRF @, $33) LERE UM~ EREIRER, 5
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The concept of Yikou Zongzi comes from the brand's Zongzi products. The
mini zongzi produced for children's positioning can be solved in a single bite
from the perspective of adults, so it is called Yikou Zongzi.

HTFEEERARKEITHE, MIIFEELERXT) I E'nBERE, RREFE
AEGRY), BRIMRERICRHPEARENEN, FEMIEK “RANE,
REAL MRS, FEEY “BHEEFREAK NESEBIRT mEE
ZHHRBHENBRNE.

As they mainly consume for parents, they tend to pay more attention to the
health and safety of children's food. At the same time, as a traditional food,
Zongzi focuses on expressing the natural and healthy attributes of its raw
materials, hoping to establish the brand concept of "nature first, health first",
and hope that the concept of "accompanying children to grow healthily" can
give the brand more social attributes and emotional value.

MMEEK

VALUE PROPOSITION

ERER. M. BH)LERKN@EEMLT, —OREKERMZITTFESEER
PRI RMEER, BdMRETRIEERFIEREXUBIENBARRREM,

Under the brand positioning of health, quality and accompanying children's
growth, Yikou Zongzi advocates to create quality food consumption in brand
design, and convey the traditional cultural attributes and natural health
attributes of Zongzi through visual image.
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LOGO Type Design
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MAIN VISUAL ELEMENT DESIGN

LOGO &Rk LOGO H4HEFISE
Color Selection of LOGO Combination Specifications of LOGO
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MAIN VISUAL ELEMENT DESIGN

LOGO BYLLFISERE LOGO ¥ a5 &EHs
Color Selection of LOGO Color and Ink Drafts of LOGO
LOGO MIIE A - FI & Ha

The Positive and Negative Shapes and Lines of the LOGO
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MAIN VISUAL ELEMENT DESIGN

LOGO B fi#R
Explanation of logo concept

ORRIBVHIPIE S — BN . MERE, XMUMYESEEE T EZ T
R, BELMEERMAHZFRETRRK,
KREABRFIREEARNEMEHZEEMRT TR, FEBHUERAEA
WARNE ‘O FHIAMRES.

SRR FHRR, logo XKRNE=ZAERKIEEREESESEE ML
= ATEARBRKMKRS.

-The arrangement and combination of rice grains - reasonable distribution
and density, similar to how crops can thrive when planted at appropriate
densities, implies that this brand can accompany children's healthy growth.
-As the main ingredient of Zongzi, rice grain is the main visual element.

The position of the middle depression is left blank and combined with the
negative effect of the "mouth".

-As an abstract shape of Zongzi, the logo adopts Equilateral triangle to
symbolize stability and trustworthiness, and the upward triangle represents
growth and elevation.

LOGO IR FAFESE
Application Specification of LOGO
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LOGO H&/MEIZE
Setting the Minimum Value of the LOGO

2k logo &=/)N 20mm*35mm
1#1R logo &/)) 20mm*25mm

Vertical logo minimum 20mm * 35mm
Horizontal board logo minimum 20mm * 25mm
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AUXILIARY GRAPHIC DESIGN
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Sweet and glutinous jujube pattern Fragrant chocolate shading

JRPRARHULIFRLL AERENRYK

Original rice grain pattern Fragrant Hami melon shading

U E R
Salted egg yolk pattern
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