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The Früt Portfolio ©  2007 Stuart Letizia. 

This product is completely fictitious. No actual or existing company is represented in the layout, type, or images contained within this 

booklet. Any and all likenesses to real organizations are absolutely coincidental. The stock photography images printed herein are 

used, with permission, from iStockPhoto.com.
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The Product

In 2007, the Kemp Beverages Company is planning to release an exciting, all-new product: Früt. An innovation in nutrition science, 

Früt surpasses the accepted nutritional standards of most consumer-level products through its unique hybrid nature. This premium 

blend is engineered for total body re-nourishment, combining the benefits of an organic fruit shake with the boost of a high-octane 

energy soda. Unlike many of its competing electrolyte-replacement brands, Früt is made with all-natural ingredients. In addition, Früt 

is caffeine-free and high in vitamins, so the consumer doesn’t experience an eventual caffeine low, or other unhealthy after-effects of 

power-packed energy sodas.

Target Market

This product’s general health benefits and lack of major drawbacks give it an almost unlimited range of potential consumers. While 

one of the key selling features of Früt is its versatility, a more specific target market is needed for advertising purposes. It has been 

thoughtfully determined that Früt will be targeted to the working adult in its design and marketing campaign. We want to establish 

Früt as the “in” drink for college-age adults to working professionals in their twenties. In the global market, this includes international 

business opportunists and students as well. With project deadlines and constant travel, Früt is the ideal solution to their nutritional 

needs within their busy schedules, regardless of their level of physical conditioning. For example, the drink serves as a form of hydra-

tion for the serious athlete, a healthy alternative for the weight-conscious, or simply a refreshing snack during a break. 

 

In addition, this demographic group continually spends more every year, as a result of their energetic lifestyle. They are far more 

likely to respond to this product than middle-aged or family shoppers. We want to compliment their productivity by offering them a 

premium beverage that they can identify with and call their own. If successful, we can assume that this demographic will expand into 

the upper teenage market as well.

target marketing strategy/design goal for 2007
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Target Location

This product is intended to be sold in places that fit the interest of the demographic, including coffee houses, sports bars, malls, and cafés. 

International markets are also appropriate. Local grocery and convenience stores will also carry a limited supply of Früt.

Design Goal

While still early on in the conceptualization process, Früt’s product’s design scheme will need to appeal to the demographic. A clean, “cool” 

look would identify better with our target market than a more traditional, “old fashioned” one. To attract college students and international 

business-people to the product, a trendy, modern approach would also be appropriate. More developments will be made in the near future, 

as the product’s logo is researched and designed.

Stuart Letizia, Project Graphic Designer, Sept. 14, 2006. 

Kemp Beverages Company®
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 Logo (1)

 Package Design (4)
 The label/package design, printed and attatched 

to the actual product. This Includes design for (4) 

drink flavors. 

 Corporate ID Package (3)
 Includes (1) of each: a) letterhead b) envelope  

c) business card

 Print Ads (3)
 Includes (2) magazine ads and (1) newspaper ad 

 Billboard
 For display on Wayne Highway heading North  

 Poster/Bus Campaign (3)
 Consists of (2) bus station/subway posters and (1) 

side design for Greyhound Bus 

 T-shirt
 This item could be a prize in an company awards 

system, or part of a consumer mail-in offer. 

 Web Campaign (2)
 Involves (2) banner ads

 Total Items (18)

advertising plan

A list of the various components to be designed for KBC in Früt’s advertising debut..
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initial sketches

I had the name, but needed to flesh out my ideas. Twelve notebook pages were soon filled with typographical logos, like this.
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logo design

I eventually settled with the circled logo from one of my first sketches. The strongest feature was the ü. 

An appropriate font was also needed. The search didn’t last too long before I concluded that Bauhaus communicated effortlessly 

what I was trying to achieve. After selecting my typeface, I spent some time tweaking the elements of each individual letter. Several 

combinations and colors later, the logo was finished. This look seemed to fit the modern design goals I had set earlier.  



7

product concepts

I experimented with variations on the contemporary theme before arriving at the final solution for my label.
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virtual testing

Along the way, Adobe Illustrator’s 3-D render feature allowed a realistic preview of the labels on a virtual bottle. This saved the 

time of having to print, cut out, and adhere every test label on an actual bottle.
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label/package design

The label for Strawberry-Kiwi Früt was the first completed.
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label/package design
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label/package design
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campaign theme

The conceptual work was done. The logo and label were finished. Früt’s bright colors, geometric shapes, and use of white space 

were undeniably modern, almost European in flavor. Because of its unique design, an aggressive campaign would be required to 

push Früt out into the competitive market. Were American consumers ready to accept a brand like Früt?   

 

Yes, the design was "in." But no matter how "in" an ad campaign is, the designer loses If the traditionally-minded public deems a 

product “too weird” to swallow. In order to ensure Früt’s success among the stronger brands, its identity would need to be “pre- 

established” prior to release. Früt was therefore introduced with the weight and presence of the top soft drink brands. Installment 

of posters was planned in billboards, subway stations, and bus stops; the goal was to reach the target customer anywhere along 

his or her daily commute. Throughout the campaign, the use of bold colors and large, one to two-word headlines demands the at-

tention of the viewer.  

 

Electronic tie-ins were a key component of Früt’s aggressive campaign. The cutting-edge technology market, which is constantly 

changing, cultivates elite status among those who maintain up-do-date software and equipment. My goal was to make a con-

nection between technological superiority and a person’s phsyical condition. Examples: Want to run faster? Maybe you need an 

"upgrade." Those energy drinks leaving you drained? Try switching to a new "operating system". If successful, this theme would 

attract the technologically savvy (young people), promote a healthy lifestyle, and set Früt apart as an alternative contender in the 

juice, athletic beverage, and energy drink markets.
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magazine ads

Two full-size posters were also made for each of these ads. 



15

posters
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posters
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billboard
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mobile ad (bus)
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t-shirt
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web banner plans
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company identity
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newspaper ad
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Thank Yüe! 

I hope you enjoyed this design portfolio.  

Please send your questions or comments to: email@stuartletizia.com.



life is güd

 ©


