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BACKGROUND

The Urban Cafe does not sell cat food
directly, However, visitors who wish to
interact with the cats are required to
purchase can food or snacks.

TARGET AUDIENCE

Customers, typically between the age of
18 and 35, who own or care for a cat
products and services.

DELIVERABLES

o In-Bag & Canned packaging e Storybook part 1 & 2 e Collectible card

O Gift box o Ourdoor Advertising O Shelf design 0 Social media posts

CAMPAIGN FLOW

2. Collaborating shop
1. OOH / (supermarket &
social media post animal food retail
shop)

Supervisor: Mr Raptor KWOK, Assistant Professor

3. Storybook 1
and collectible card

4. Urban cafe
(storybook 2)
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SOLUTION AND APPORACH

Urban Cafe launches its own brand,
customers will be able to buy these
products while interacting with the animals
and for their own pets.

OBJECTIVES & UNIQUE SELLING POINT

1. Hand-painted cute cats on the
cat food packaging design

2. Packaging design is positioned to help
Urban Cafe enter the international market

3. Packaging design hopes to be
something that pets can eat humane
international taste cat food

CAMPAIGN PERIOD

1 July 25 July Cat Olympics promotion begins
26 July - 12 August Cat Olympics games begins

Cat Olympics games
and the end of Olympics publicity
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COLOR PALETTE

STORYLINE

The stray cat /\;R was adopted by the owner of
Urban Cafe. In the cafe, he met three kittens:
R, PKE and ZEHFZE. They gradually
established a deep friendship and even
prepared for the Cat Olympics together!

CHARACTER DESIGN
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