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ABOUT KAI MADE:

Kai made is a hand-made polymer earring brand
founded by two sisters, Joanna and Irijah. Their
products are inspired from their home country of

Sri Lanka a small tropical island, south of India.

BRAND MESSAGE:
Breeze, Free, Nature, Tropical

PROJECT DETAILS:

The clients has requested:

- Revisiting their original logo
- Create a Social media poster for their brand
- Create instagram story designs
- Designing their business card

INITIAL COLOUR PALETTE:

Earthy, warm tones.
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LOYALTY

As a small start up business, primar-
ily based on social media, is it easy
to maintain a loyal following. Cus-
tomers are encouraged to leave re-
views and pose with products via
social media to keep the community
growing.

DEPENDABILITY

As a pair Jo and Iry make a great
team and are known in the com-
munity to be very reliable, which in
turn brings them sales.

They are very fast and polite when
dealing with mishaps, and go the
extra mile to bring satisfaction.
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GEOGRAPHIC:

Brand is based in the
UK, but ships prod-
ucts internationally.
Reaches audience via
Instagram and their
Etsy store.

PSYCHOGRAPHIC:

- Fashion oriented

- Holiday/Beach lover
- Relaxed Aesthetic

- Likes one off prod-
ucts

- Hand-made over
branded jewellery

DEMOGRAPHIC: DIPIKA

Female, aged 21,

- Females
student. Found
- Ages 15-40. an ad shared by
- Middle class another student
- Novelty buyer via instagram.
Reminds her of
her trip home
BEHAVIORAL:
- Gift givers

- Finds value in home-
made goods
- casual and evening

people
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WEAKNESSES:
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THREATS:

- Competition -

- The concept is
why choose Kai

not unique, SO

much competi- made?

tion. - }I]t \I/\I/ould be a y
challenge to make

-Hand-made it on the front

products may
not attract high
spenders.

page of Etsy and
Instagram.

-Potentially could
be accused of
plagerism, for de-
signs.W

-Time consuming
to produce prod-
ucts. Harder to
make big sales.




MAIN FONT: ACCENT FONT:
COPPERPLATE Optima

Logo and Header Filler text -

font - (AETOU) Fresh and fun. com- | (aeiou)
Gives of a timeless pliments the header.

feel. Both bold, pro-
fessional and chic.
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COLOURS:

LOGO COLOURS!:

. . + black out line

ACCENT COLOURS:

Can be used for business card de-
sign, as well as general social media
pOst.

The colours used does not have to
be exact, however must fit with the
brands aesthetic.
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THANK YOU FOR YOUR SUPPORT!

YOUR PURCHASE MEANS WE CAN KEEF DOING
WHAT WE LOVE.

DOMN'T FORGET TO SMNAP A SHOT AMD LET ME
FNOW WHAT YOuU THIMNK OF YOUR PURCHASE.

LoveE JOo aND IRY
XOXO
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