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Building a leading 
Asian brand in less 
than 5 months time
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High end deliverable V1
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Χ ƻƴ ǘƘŜ ōŀǎƛǎ ƻŦ ǊƛŎƘ ŀƴŘ ƛƴ-depth 
ŎƻƴǎǳƳŜǊ ƛƴǎƛƎƘǘǎΧ

Χ ƘŜƭǇƛƴƎ ǳǎ Ǝŀƛƴ ŀ ŎŀǘŜƎƻǊȅ ƭŜŀŘƛƴƎ 
position in Asian snacks?

We can fast track the brand creation of 
Ƴƛǘǎǳōŀ ŀŎǊƻǎǎ 9ǳǊƻǇŜŀƴ ƳŀǊƪŜǘǎΧ 

What ifé



V1 Project objectives zonder foto

Potential

The Asian snacking category* 
represents a great growth opportunity

*based on rice and/or Asian flavoured snacks

Potentialú 322 mln

17 mln
Inhabitants

ϵнт mln
Asian Snacks Sales Value

1.6
Asian Snack vs Inhabitant Ratio 

201 mln
Inhabitants

ϵммΦр mln
Asian Snacks Sales Value

0.05
Asian Snack vs Inhabitant Ratio 



Tekst en foto groot 

Mitsuba: 
from fancy label to big launch.. 

7

Existing fancy label had limited 
success 

Build a brand that works across 
European markets

Retain the IP protected brand 
name



Tekst 50%-50%Tekst 50%-50%

..in just 5 months
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Brand 
positioning 
andoffer

Definemarket 
opportunity

Consumer 
validation

Brand identity
Pack design

Brand campaign
launch: ISM 2019

August 
2018

September 
2018

October
2018

November 
2018

December 
2018



Collage (4 afbeeldingen)Collage (4 afbeeldingen)

Involve
and excite
our team
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Afbeeldingen met quotesfbeeldingen met quotes

Apéritif Healthy & Unhealthy All daysnacks

We needed a better EU understanding
around key moments for premium snacking

10
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Panorama foto
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Strategic objective 

Understanding 
the consumer

Exploring the 
category codes

Developing 
positioning 
platforms & 
opportunity 

areas

Consumer 
feedback

to develop the Mitsuba brand into a category leading brand that 

matches the consumers needs across key European markets



Design thinking cycle

2. Discover

3. Frame

4. Ideate

5. Build

1. Scope

Design thinking approach >> insight led process
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Aligned goals and 
5W1H framework to 
understand knows / 

ŘƻƴΩǘ ƪƴƻǿǎ

Gain co-creative feedback 
on the positioning routes, 

helping to develop a 
winning brand positioning 

Creative workshops to develop 
and visualize distinct 
positioning routes

BL*Campfire (18 days online 
conversation platform), to take 
ŀ ŘŜŜǇ ŘƛǾŜ ƛƴǘƻ ǇŜƻǇƭŜΩǎ 
snacking habits

Define strategic Opportunity 
Platforms, that provide 
directions for future growth



Tekst 50%-50%Tekst 50%-50%

1. SCOPING WORKSHOP: PLOT 5Ws 2. FRAMING WORKSHOP: SUMMARIZE LEARNINGS

4. BUILDING WORKSHOP : IMPLEMENTATION3. IDEATION WORKSHOP: 3 POSITIONING ROUTES

Team up through Design Thinking



V1 Aanpak stap SCOPE ï uitleg per stap met cycle, met foto

2. Discover

3. Frame

4. Ideate

5. Build

1. Scope

16

Scope >> 5W1H framework

1. Scope



Afbeeldingen met quotesfbeeldingen met quotes

5W1H framework.. ..identifyingmoments, 
channelsand offer..

..meeting the needsof 
target groups

Scope >> key insight gaps

17

1. Scope



2. Discover

BL*Campfire: 18 days online etnography

An online 
platform, real 
time & real life



V1 Project objectives zonder foto
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6 Consumer 
Challenges

1 Who are you Who + What

ASSIGNMENT AREA

2 What the category means to you Why

3 Your moments When

4 Shop the category Where + What

5 World of Asian foods What + How + When + Where 

6 Mitsuba brand How

1. Scope



High end deliverable V4

BL*Campfire set up

20

3 markets: Germany, France, U.K.

2 phases:
Phase 1 exploration Asian snacks
Phase 2 evaluation of positioning route

106BL*Campfire participants

Evenly spread mix of

Young 1-2 pershouseholds | families | empty nesters

+2400 unique posts & comments

Rich insights on:
Perception & behaviour Asian foods & snacks
Brand perception
Positioning routes

2. Discover
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Panorama foto
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Learning #1:
Positive association Asian Food directly linked to 

Asian snacks



Panorama foto
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Learning #2:
Appeal Asian snacks based on motivation rather 

than demographics



Panorama foto
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Learning #3:
Flavour and crunch together deliver taste 

experience

Exoticbut 
known
flavours

Safe flavour 
adventure

Trendy and
daringflavours

JAPANESE PEANUT 
CRUNCH & CRISPIES

SRIRACHA 
PEANUT CRUNCH



Tekst en foto 

Learning #4:
Modern streetfood Asia 

rather than traditional symbolism 

25



Panorama foto
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Learning #5:
Asian snacks in the nutshelf 
instead of world foods aisle
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Tekst en foto rechts 

Based on the outcome of the studies we 
identified 6 different positioning platforms.

Each positioning platform is basedon a certain 
needstateand grounded in specific consumer
insights

From these sixdifferent platforms, three have 
been turned into positioning routes which 
have been tested with consumers

Positioning platforms:
potential branding routes

28

3. Frame



Tekst 100%Tekst 100%
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Each platform as a springboard for future growth

3. Frame



Tekst 100%Tekst 100%

turned into concept sketches

30

4. Ideate

Route #1 
Discover Asia

Route # 2 
Experiencethe

taste

Route #3
Healthypick

me up



Tekst en foto rechts 

Co-create routes in BL*Campfire
high end stimulus materials
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5. Build

Route #1 
Discover Asia

Route # 2 
Experiencethe

taste

Route #3
Healthypick

me up



Fun

WeI

Control

Explore& 
Discover

Exclusive
indulgence

Consciouschoice

Moments together

Traditional Food

Pleasurable
and/or 

Permissable
treat

Exploration & 
Experience

Positioning

Taste 
experience

Discover 
Asia

Healthy 
Pick me 

up

é to the final brand positioning

Intense Taste of 
Asia

5. Build





Tekst en foto rechts 

Design

In a world wherepeopletend to
stick to their culturalzones,
Mitsuba inspirespeopleto
exploreand try new things.

Mitsubaôsbrand purpose: Join the vibe of Asia!



Tekst 50%-50%Tekst 50%-50%

Translating the brand essence into our pay off..

35

Extraordinarysnacks inspired
by intense Asiantaste.

Extraordinary -

Beyond the average Inspired -explorerôs

perspective from outside Asia

Intense -

authentic

flavours

Asian -

modern, 

streetfood

taste -

with full flavours and 

crispy textures



2. FULL FLAVOURS1. CRISPY TEXTURES 3. ASIAN HERITAGE

Intense 
Taste of Asia

Brand positioning is split into 3 building blocks



..visualized into the brand design..



..and the final product range.


