my name is sue leo



| am a designer.



... a designer is a problem solver

“Design is the art of gradually
applying constraints until only
one solution remains.”



... a designer brings an idea into fruition



Cole&Parks

... | worked with Cole & Parks
to help bring a novel food
product to market



... this creative journey involved
many design challenges in
print + digital forms



... What follows is a retrospective of my work



... people were coming into the
Cole & Parks restaurant and ordering
one Doughegg™ with a fork



Packging was concieved by
the client and designed by me.
It won a “‘Wow Factor” award.

Dougheggs are ready-to-bake raw
cookie dough balls sold by the dozen
In a custom designed container.



idea

cookie dough you can eat




DIGITAL SKETCRBOOK

The story of ¢ookie dough's rise
to a legitimate snack through
computer-graphics.design.
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The Ah-hal
THE ORIGIN OF THE SPECIES

In the fall of 2005, the concept for a commercial
food product was hatched. This product launched
at Cole & Parks, a restaurant based in Victor, NY.

DoughEggs® — a revolutionary concept for a fresh

new convenience food. They enable consumers to bring

home a hand selected variety of ready-to-bake gourmet

cookie dough in a specially designed 12-piece container.

Each dough egg is delicious pre-portioned dough,
ready-to-bake in the oven without the mess of having to
mix any ingredients — and with home-baked freshness!

Honerable Mention - 2004 National Food Packaging Award
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THE EVOLUTION

Since the dawn of the chocolate chip cookie, humanity
has been secretly sneaking and eating dough morsels
before they can reach the oven. Individuals have not been
alone in this clandestine activity. When the DoughEggs®
product hit the market, a fascinating thing happened.

Customers would approach the restaurant counter and ask
for one dough egg on a plate along with a fork to eat on site!
Soon, this began to happen quite frequently

— suddenly it clicked!

ﬁrewna-l- Mloy A safe~to—at
i dough product’

Nothing existed in the market that consumers could safely
eat without the risk of salmonella poisoning.

A new Food product was bornl

Nade with no
eqge
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EXTENDING THE BRAND

. L C O O U U U U U OO L 2L I I
The cookie dough snack made its first debut under the brand

name Cole & Parks DoughNuggs®. This was a terrific pair- C*A“Mgws

ing with the sister product DoughEggs® — the plan was to

launch both products in grocery stores and in food service '

. , , ° A NUA ooolco\-l-v.govg
operations such as restaurants, cafés and fast food chains. e f
Although initial market research revealed that 65% of the * Advertisi 9 b“"‘ﬂ"l = (ack o i)

population eats cookie dough. That's a BIG market! We
narrowed the focus to tweens, teens, and the young adult
market. Additionally, an important decision-maker is Moms.

Wit +o sayf on Hhe packaging”

People ha heavd of
Fora\suc.czssﬁa‘ oudcome, His wi-l-iw\!‘For A wtuﬁmzm

ner +o be aiare of Hie tavget andience 2
MI'\A"’M %
(Nwdnu«, 9%)

for Hhe product and wihat dw\uu\gvs exist.

Knowing the target demographic and market forces helps
the designer develop imagery, fonts, graphic styling and
also quite often in entrepreneurial situations, the critical
copy points.
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Form Factor

THE EVOLUTION OF THE DOUGH SHAPE

[
Production
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INTEGRATED BRAND IDENTITY

The logotype for DoughNuggs®was designed to reflect the [TC Giovanni Book
Cole & Parks brand which is synonymous with high quality, abcdefghijklmnopgrstuvwxyz
classic, and innovative products. ABCDEEGHIJKLMNOPQRSTUVWXYZ

1234567890

EUROSTILE BOLD

DO abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMINOPQGRSTUVWXYZ
N 1234567890

[TC Giovanni u«ssdtwlu\ -lke,'bougk
log s -l-kwhm«‘l-tf‘
H was A vi ‘l-n,m-l-o-l-k@Cok,#«PNks

brand logotyjpe.




BRANDING THE CONTAINER CONTANEE

The packaging selected for DoughNuggs® was initially a
cardboard freezer containers in two sizes, similar to an ice
cream container.

Drsign Criteria
° Convey Cole & Parks brand
° Show the product on the packaging
° Nutritional Facts, weight and legal text

° Product attributes
° Barcode

The fivet uko\gin cordainex
solcHons str;md-\mesg confused
CONSUMRN'S. oftfen assumed
Hhat He pr inside was
chocolate, chip ice cream!
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THE EVOLUTION OF THE CONTAINER
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; Avhwork must bo cavved on Hie mechanical
soMukM & condainer is constvucted,

Hhe Hjpe appeavs shraight- .
BRAND NAME. AT“ZWMW/

B B ]
| szﬁm‘
‘ -2
READY-TO-EAT
- . .
s ColelaParks "

DoughNuggs

o Chocolote Che;




Now
Available

in pint-sized containers

RESTAURANT & RETAIL

DoughNuggs™ [doh-nugs| n
© Safe-to-eat, egg-free cookie dough
@ Gourmet cookie dough nuggets

© Satishes cookie dough cravings

© Mex into ice cream or eat them

© Atreat that appeals to all ages

WWW.DOUGHNUOOS . COM

KEEP REFRIGERATED OR FROZEN

PATENT PENDING

Cole&Parks

Comdl Agricultural & Food Technology Park
500 Technology Farm Drive
Geneva, New York 14456

(585) 924-9380




|’ ‘ TN I:ﬁff"
LOGO TYPES & TAGS FOR PRUDUCT POSITIONING

The “Curb the Crave!” logo
came from customer feedback.
Cole & Parks Corporate fonts
were combined with a hand-
script font into a seal of approval.

m@

on bu-H-ons wovn msl-awml-

personnel 4o prom

&N
WQ&}JAMN

}
The cookie dough
Mom lets you eat!™
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By January 2007, production was growing to the pace
that a larger manufacturing space was needed, so
dough making was moved to The Technology Farm in
Geneva, New York until a commercial manufacturer , CCoovoey
could be found to partner with. '

ColeParks

In December 2007, Cok £ Parks oompw A joint

verture agreement with Rich Products, Inc. located

in Buffalo, New +o manfackure, market and

fimm i dough snack product and help
H nadionwide.

The new venture team made a decision to change the
product name to cookie dough nuggets and a new
identity was contracted to an outside agency for
rebranding from December 2007 through March 2008.

v v
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In 2008, plans to automate manufacturing
triggered new container options for the
product. The all-natural recipe was slightly
modified to work in the automated dough
extrusion process and product specification

for the production size and shape of the -
g™
nuggets were developed. -

The new manufacturing process opened up
the possibilities to use flexible packaging for
the product. Two configurations were selected
— zipper pouches and sealed pillows.

"
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We approached QVC — the cable shopping
channel as a distribution outlet. They loved
the product, but thought the name cookie
dough nuggets needed a brand name
associated with it.

S, mml—bukh%h board +o

uwkonmmmg%
4o look For a nam it HMJ%
position He, produck.

The flagship flavor was chocolate chip and
one of names that came to mind was Mrs.
Fields® — not only known for chocolate chip
cookies but a recognized and established
brand in the marketplace.

December 2008, mWM.goho\hAa\
B'j "1\,_‘4-, Ml'NI‘H\.ﬂ\QJWS.

market He cookw
H\e/ name WMrs. Field® Cookie bgauk

What's in a Name?

[BREAKING DOWN THE COMPONENTS FOR GRAPHIC DESIGN]

THE BRAND
[NEW CORPORATE STANDARDS]

I

WHAT IT IS

/—‘ﬁ

I |
Mrs. Fields® Cookie Dough Snacks
l_'_l lﬁ_l

YPE FOOD CATEGORY

HALLENES

DISTRIBUTION

Challenge:

° Grocery stores

° Food service

° Convenience stores
° Movie theaters

° Internet / mail order

PACKAGING

Challenge:

°Lack of $ to advertise

° Grabbing kid’s attention

° Communicate what's in the bag
° Colors, Fonts

° Product extension strategy
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COOKIE DOUGH Is, sopT

LIKE ROUNDED
COOk, FONT HEF’W

LOGO IDEATION  peumenoLo Sn doug, ‘é

LKE BOUGH

. csokie dough cookie dough
Cookie dough snacks snacks
cookie dough cookie dough
SNACHr e ks -siwks ~uins “sads “gads

l\\ Sr‘adc(é ie dough

mdc RENDER THis 1o
r\.PT\EQLJuT— cookil douqgt
DREZ ¢ ‘snacks

SN < dmua(s
Sna
m — o

ookic doughg ES
ks

DOUGH IS TAN, Sna
DRIZZLE IS BROWNI

M

mf\*@“

2005 2006 2007 2008 | 2008 |



Cookiwbougk 20

Proposul Loga’kjp@

|
\,OGUSTRAM RENBER TOLOXC

° Resemble the product

° Make it look fun and appealing

° Give it a friendly character O
o=

cHOITE

dough --

e, ONGUCKS

IS BROWN!

Ny
e
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Logo'l'gpez EVOleor\
IMPROVING THE GRAPHICS @@@E&D@[hw&?

The initial logotype developed on the first-run
production bags didn’t pop on the bag as well
as it appeared on the mechanical artwork and

original prototypes. Some of this was because
the thickness was changed on the final bag
material and also because the color, brightness
and contrast shifted when the printer tried to
match printing inks to the correct background
specifications.

The logo matured when we launched the website
in June 2009. The red halo around the “cookie
dough” text helped to tie the Mrs. Fields® Red
PMS 187 into the mark. The addition of the banner
behind the word “Snacks” resolved the contrast
issue on the packaging.

Both modifications enhanced He quality of He
'ogogivir\g H more dimension and chav., .
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R@BVMAM@

CONCEPT FOR PACKAGING GRAPHICS

. PRODUCT
‘ mms%w&%m
RICHTNTO YOUR MU
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TARGET MARKET

GROUP ,; GROUP,

Although our research revealed that 65% of the
population eats cookie dough, we focused our
efforts on the youth market ranging from 11-year to
22-year olds — tween, teens and young adults.

The aesthetics of He new packaging needed o

More decision makers were now involved and as the
design steward, it was important to keep our target
market top-of-mind to ensure the packaging design
was reflecting the target audience.

The design sets the tone for the entire product line.
We were at a critical juncture. The graphics on
the package can work for, or against what'’s inside.
They are the key to grabbing the consumer’s atten-
tion. If the design is more appealing to thirty-year
olds, and your target is kids, you have missed the
mark, no matter how many design awards it may
garner. The true test is connecting with the target
audience through design. And the challenge for
design professionals is to meet the mark.

The pie charts represent the percent of population who eat cookie dough.
The data is based upon customer focus groups conducted (Nov-07, Jan-09)
and National Surveys {0ct-07, Dec-07).

v
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TESTING THE D-ESIGN DROGE OF CONCEPT

To validate our design, a test
was conducted with our primary
target audience in December
2008. Students were presented
several of the designs shown

on the left with no preemptive
information about the product.

Hadar w Fan

¢ t}bwh ‘W
&3 Snacks

Among the choices was a more
refined version of the original
“burst” concept along with
several other designs.

&rwy}mwxﬁmﬂ
w on mmm

e

'-'
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Neaws Drsign

AND THE WINNER IS ... MRS, AELDS

RED> mawrceT

SOCIAL- MARKETING BRAND

I
o . New!
R ’y‘

S gcookie
fi.&' ,_&",‘
\

Chocolate Chip

] A

-

y

FINAL HEAT-SEAL
BAG DESIGN

[IMPROVED LOGO]
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Product Excdension

ADDITIONAL FLAVORS

n gough&gt tolES;
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KEEREROZENOR
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MRS. AELDS® BRAND
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RQ/BVMAI r\g

DESIGN COMPONENTS

/ / COMMON COLORS
/ / A MRS, FIELDS®
/J =Y BRAND RED
" =
/ BRAND LOGO
*PMS:187
Abadi Condensed Extra Bold ACCENT COLORS
abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ T —T—F90
1234567890
PMS:142
Abadi Condensed Light A
abcdefghijkimnopgrstuwwxyz
ABCDEFGHIIKLMNOPQRSTUVWXYZ wﬁzﬂ“YlI](&,so
1234567890

ALAVOR: GRADIENT
CHOCOLATE PMS:314  PMS:312

CHp
SHADOW

PMS:315  PMS:314  PMS:312

ALAVOR: GRADIENT

BROWNE. PMS:2622  PMS: 2602
ouocouma

SHADOW -

PMS: 2622  PMS: 2602

PMS: 2562
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BULK PACKS, ZIPPER POUCHES & FUUD SERVICE CUPS

ZIPPER TOP POUCHES
00

10 PACK BOX
OF 2.25 0Z BAGS

vvvvv
WOCOLATE O
O
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CUSTOM 10-PACK BOX FOR GROCERY CHAIN
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AAA}HOI\A( Po\ckoging

CUSTOM 6-PACK CONTAINER FOR RETAILER

SMALLER 6-PACK
BOX DEVELOPED

g [THE SMALLER SIZE WAS
o e REQUIRED TO MEET
< 4 PRICE POINT OF RETAILER]

£t

1

COOHQ/ bougb\ 20
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REAL COOKIE DOUGH TO E/

FRIDGE SIGNAGE
STATIC CLING

MERCHANDISE o
DISPLAY TRAYS E?g--..

2005 2006 2007 | 2008 | 2009 | 2010



N\o\rkd-lr\g Suppod-

FLYERS & COUPONS

MANUFACTURER. COUPON
h 4

Cooh‘bbougl‘\ 20
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POSTERS
$1.89

Incredible. el ook Dough

Ready to Eat!

(No Eqas)

e

POSTER
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WEBSITE & SOCIAL NETWORK MARKETING

WEBSITE
DEVELOPED
[JOOMLA CMS
" p LI PLATFORM)]
2y /4 [
& ko =W '///
JadrWL oA

ON FACEBO0K

Apps you've created

Cookie Dough

Share & cookie Cough Mmack with your friend
Q Sent 149
_ Ade & A

T

COOKIE- DOUGH AP CREATED FOR FACEBOOK
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COLLEGES & UNIVERSITIES

In May 2010, we did sampling
events at colleges across the

U.S. We called the promotion cicrasm |somnunwn |seraomm
Mrs. Fields® University and 1322232 |2axxxza | maazaax

created a collegiate-looking mark E PLURIBUS EAT 'EM
with the tagline E Pluribus Eat "Em!

-

Ourmdmmsma "'::::::; s
m‘FouomAupwl-k

& divect mail o Janam Febam Maram
featured a Z-A gé‘-fmd

brochure and a school wall calenday.

THE "EATDOUGH" TAG
THAT WE ADOPTED FOR.
RETAIL WAS UPDATED TO
A GRUNGE LOOK TO APPEAL
T0 THE COLLEGE MARKET
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DIRECT MAIL BROCHURE
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SPECIAL SWEEPSTAKES PROMOTION LOGO LOOKS LIKE

A MOVIE WARQUEE
To ovu\-l-ea excitement and buzz about
cookie dough sAAcK pronl- on
o b o .
WS%% ol-lon +o fest low\d\ " _\ %

- o

R R

Students will receive a sweeps ticket
each time they purchase a bag of cookie
dough snacks. The scratch-off card will
be one chance to win prizes. "

Graphics developed for this promotion
included the sweeps logo, style sheets for
the online entry form, the “Eat Dough!”
T-Shirts and the scratch-off card.

T-SHIRT COLORS
MATCH THE
PACKAGING
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N\A\(M‘ing SuFFoY+

CAMPUS PROMOTIONAL POSTER SERIES

COMFORT

DI DIIENH

The headlines connect with home,
comford foods and convenience.

CookiQ/ bougb\ 2.0
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thank you



