Visual
Strategy
asmmmeoninty | Guide




Contents

Branding Overview

Chapter 1

Timeline

Brand Soul
Chapter = Mission Statement

Rebranding Objective
Keywords

Chapter 3 Personas

Brand grid
Competitors




e

o r

i

LT
1

WP

“;;;h" ¥,
[T}
pent

i

Brand Strategy

OBJECTIVE

The objective of this module is to analyze and
position Gourmet Magazine within its competi-
tive landscape by identifying current, adjacent,
and aspirational competitors. Through research
and visual mapping, this assignment will refine
the brand’s identity, highlighting what makes it
distinct while addressing areas for growth.

By evaluating brand attributes, competitive posi-
tioning, and buzzwords, this module will provide
a clear direction for Gourmet’s evolution, ensur-
ing its rebranding aligns with its vision of
cultural storytelling, culinary exploration, and
meaningful food experiences. The final outcome
will establish a strong visual and conceptual
foundation for Gourmet’s transformation into a
globally relevant platform.
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Branding Overview

Gourmet Magazine, once a leader in the culinary
publishing world (1941-2009), was more than just
a food magazine—it was a cultural lens into
global gastronomy, travel, and storytelling. The
brand shaped how people experienced food
beyond recipes, connecting readers with the her-
itage, traditions, and personal narratives behind
every dish. This rebrand aims to revive Gourmet
as an immersive platform that explores the evolv-
ing role of food in society, fostering cultural
appreciation, human connection, and storytelling
through a global and experiential perspective.

Through multimedia storytelling, travel experi-
ences, and cultural deep dives, Gourmet will
serve as a hub for food lovers, historians, and sto-
rytellers who seek more than just recipes—they
seek the stories behind them.




Timeline

1941 1950 1975 2001 2020
Founded by Earle R. Became the U.S.’s top culi- Introduced restaurant Launched its first website, Released The Gourmet
MacAusland in New York, nary magazine for affluent reviews, becoming a trusted offering online recipes and Cookbook, reviving interest
establishing America’s first readers. voice in fine dining. articles. in its recipes.
high-end culinary magazine.
L L i L
1943 1960 1990 2009 Future

Published wartime rationing
guides, offering affordable,
innovative recipes.

Expanded content to
include French, ltalian, and
Asian cuisines, promoting
global culinary exploration.

Pioneered modern food
photography, enhancing
visual storytelling.

Ceased publication, leaving
a lasting legacy in food
journalism.

Gourmet is reimagined as

a cultural storytelling and
experience-driven platform,
connecting food, history,
and identity modernly.
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Mission Statement :

“We explore the world
through the lens of food,
celebrating its rich cul-
tural significance,
_traditions, and storytell-
1ngmﬁ%wr deeper

-gonnections.”



Brand Soul

Experiencing the rich and diverse culture of food

beyond luxury—connecting people globally
through shared traditions, personal stories, and
culinary heritage.

Rebranding Objective

Gourmet Magazine will evolve from a traditional
food publication into a global cultural hub that
explores how food shapes identity, heritage, and
shared experiences. Through immersive storytell-
ing, cross-cultural collaborations, and curated
experiences, the brand will inspire meaningful
exploration—focusing on the deep connections

between people, traditions, and the rich cultural
narratives behind the food they cherish.




Keywords

Cultural Exploration
Discovering the diverse traditions, histories, and
personal stories behind food.

Sophistication
Appreciating culinary artistry, techniques, and
storytelling in an accessible way.

Authenticity
Honoring genuine flavors, traditions, and the
people who preserve them.

Immersive Experience
Engaging in food beyond taste—through travel,
storytelling, and shared moments.

Human Connection
Showcasing how food brings people together
across cultures and generations.
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Personas

Gourmet Magazine’s audience is made up of indi-
viduals who see food as more than just
nourishment—it is a gateway to culture, history,
and connection. They are curious explorers, story-
tellers, and enthusiasts who seek to fully
experience the rich traditions, flavors, and narra-
tives behind every dish. From avid travelers to
home cooks, from cultural historians to culinary
creatives, our audience values authenticity, depth,
and discovery in their food experiences.

This rebrand aims to engage a global, culturally
aware community that is eager to explore the
meaning behind food, not just how it’s prepared.
Through immersive storytelling, shared experi-
ences, and thoughtful perspectives, Gourmet will
connect people across generations and cultures,
fostering a deeper appreciation for the role food
plays in shaping human connection and identity.
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The Conscious Foodie: Emma Carter Areas of Concern:

A. Appreciating the Origins and Stories Behind Food
Age: 35 years old o _ 4 , ‘
8. Building meaningful connections through shared culinary experiences

Occupation: Sustainability Consultant

)

C. Using food as a medium to celebrate and preserve cultural traditions

A. Emma values knowing where her food comes from and the history
behind each ingredient because she believes food carries deep cultural and
personal significance.

A. She supports artisans and traditional food makers because she wants to
help preserve culinary heritage and craftsmanship.

B. Emma hosts community potlucks because she enjoys fostering relation-
ships with like-minded people who share her passion.

B. She attends workshops and food festivals because she believes in learn-
ing from others and expanding her culinary knowledge.

C. Emma loves trying recipes from diverse cuisines because she believes
food is a gateway to understanding different cultures.

C. She teaches her children traditional family recipes because she wants to
pass on her heritage and instill respect for other cultures.
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The Aspiring Chef: Ethan Lee Areas of Concern:

A. Appreciating the Origins and Stories Behind Food
Age: 24 years old

8. Building meaningful connections through shared culinary experiences

Occupation: Culinary Arts Student

C. Using food as a medium to celebrate and preserve cultural traditions

A. Ethan researches the history of classic dishes because he believes under-
standing their origins is essential to preserving their authenticity.

A. He seeks out mentors who specialize in traditional cuisines because he
values learning from those who have firsthand knowledge of culinary herit-
age.

B. Ethan collaborates with his peers in culinary school to create pop-up din-
ners because he enjoys showcasing his skills and connecting with diners.

EB. He follows renowned chefs and attends food expos because he wants to
network and learn from leaders in the field.

C. Ethan experiments with fusing Korean and American cuisines because he
wants to honor his heritage creating innovative dishes.

C. He recreates family recipes passed down from his grandmother because
he believes these dishes connect him to his cultural roots.
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The Global Food Enthusiast: Rina Saito Areas of Concern:

Appreciating the Origins and Stories Behind Food
Age: 40 years old
& y Building meaningful connections through shared culinary experiences

Occupation: Travel Blogger

Using food as a medium to celebrate and preserve cultural traditions

Rina thoroughly researches the historical significance of dishes she
encounters because she believes food reflects a region’s deep history and
cultural evolution.

She interviews local chefs and home cooks because she values firsthand
stories about the traditions behind each meal.

Rina organizes culinary tours for her followers because she wants them
to experience the joy of connecting with local cultures.

She collaborates with local chefs during her travels because she believes
these partnerships make her content more authentic.

Rina explores regional markets and traditional food festivals because she
believes they preserve culinary heritage and showcase cultural identity.

She shares in-depth stories about unique cultural dishes on her blog ,she
wants her readers to appreciate the histories behind them.

28
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The Family Foodie: David Martinez

Age: 65 years old

Occupation: Marketing Manager

30

Areas of Concern:

A. Appreciating the Origins and Stories Behind Food
8. Building meaningful connections through shared culinary experiences

C. Using food as a medium to celebrate and preserve cultural traditions

A. David values passing down family recipes because he believes they pre-
serve heritage and strengthen generational bonds.

A. He researches the history of traditional Mexican dishes because he wants
his children to understand their cultural roots.

B. David enjoys cooking family meals on weekends because he sees it as a
way to bond with his wife and children.

B. He organizes dinner parties for his friends because he values deepening
his relationships through food.

C. David incorporates his Mexican heritage into his cooking because he
wants his kids to connect with their roots.

(. He tries recipes from different cuisines because he believes exposing his
children to global flavors fosters open-mindedness.
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The Urban Food Innovator: Marcus Bennett Areas of Concern:

A. Appreciating the Origins and Stories Behind Food
Age: 28 years old R, _ 4 , ‘
] 8. Building meaningful connections through shared culinary experiences
Occupation: Food Entrepreneur o , .
C. Using food as a medium to celebrate and preserve cultural traditions

e —

A. Marcus values the history behind African-American cuisine because he
believes food is a powerful way to honor cultural resilience.

A. He researches traditional recipes and their origins because he wants to
ensure their legacy is preserved and shared authentically

B. Marcus organizes pop-up dining events because he enjoys bringing peo-
ple together to celebrate diverse food cultures.

EB. He collaborates with other chefs and entrepreneurs because he values
learning and exchanging ideas to improve his craft.

. Marcus incorporates traditional African-American recipes into his dishes
because he wants to preserve and elevate the culinary heritage of his
community.

C. He mentors young aspiring chefs because he believes in passing on
knowledge and fostering cultural pride through food.
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The Young Food Explorer: Mia Johnson Areas of Concern:

Appreciating the Origins and Stories Behind Food
Age: 10 years old o _ 4 , ‘
Building meaningful connections through shared culinary experiences

Occupation: Student

Using food as a medium to celebrate and preserve cultural traditions

Mia enjoys visiting local markets with her mom because she loves discov-
ering where food comes from.

She asks farmers about different fruits and vegetables because she is
curious about how they are grown and harvested.

Mia bakes cookies with her dad every weekend because it’s their special
bonding time.

She likes inviting friends over to decorate cupcakes because it’s a fun
way to share her love for cooking.

Mia asks her grandmother to teach her traditional family recipes because
she wants to keep their traditions alive.

She enjoys trying food from different countries because it makes her
excited to learn about other cultures.
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Brand Grids

Current

Gourmet Magazine currently embodies luxury, exclu-
sivity, and refinement. It focuses on fine dining,
sophisticated presentation, and a high-end culinary
experience rooted in tradition.
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Brand Grids

The rebranded Gourmet Magazine embraces cultural
exploration, authenticity, and human connection.

It shifts towards a more immersive, inclusive, and
experience-driven approach to food, celebrating
diverse culinary traditions and storytelling.

Future

39



Competitors

These competitors, spanning current, adjacent, and
future markets, define the landscape in which
Gourmet positions itself. Current competitors focus
on recipes, dining trends, and industry news, while
adjacent competitors offer alternative culinary expe-
riences, such as travel-based food exploration or
lifestyle-driven dining. Future competitors represent
the aspirational brands that set industry standards
in cultural storytelling and immersive gastronomy.
By analyzing all three categories, Gourmet can carve
a unique identity—bridging food, history, and
human connection in a way that goes beyond con-
ventional food media.

40
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Current Competitors

These competitor brands cover various aspects

of food media, from fine dining (Food & Wine) to
home cooking (The Kitchn) and culinary techniques
(Serious Eats). While they focus on recipes, trends,
or industry news, Gourmet stands out by blending
food with culture, history, and storytelling. This
comparison highlights Gourmet’s unique approach
using food to connect people, preserve traditions,
and create meaningful experiences beyond just
cooking or dining.

42

bon appétit Bon Appetit A well-known Centered around home cook-
magazine focusing on food, ing and lifestyle, offering
recipes, restaurant guides, . practical tips and inspiration.
and videos. the kitchn

FOOD&WINE Covers food, wine, and dining MARTHA& A comprehensive platform
trends, emphasizing high-end 3 covering food, home, garden-
dining experiences. ing, and lifestyle.

SAVEUR Tells global food stories with a epicurious Hosts a vast recipe database
focus on traditional ingredi- and provides detailed cooking
ents and craftsmanship. guides.
Provides restaurant reviews, Tasting Table Offers food news, trends,
dining trends, and industry guides, and curated recipes.
analysis.

8 serious eats In-depth analysis of cooking d l, h Focuses on social media-

(&) N

techniques and food science,
focusing on quality content.

friendly content and easy
recipes tailored for young
audiences.
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Adjacent Competitors

These adjacent competitors matter because they
offer alternative ways people engage with food—
through practical cooking (NYT Cooking,
MasterClass), visual storytelling (Kinfolk, Netflix
Food), or lifestyle experiences (Condé Nast
Traveler, Airbnb Experiences). They help refine
Gourmet’s unique focus on culinary heritage,
identity, and immersive storytelling beyond just
recipes or dining guides.
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NATIONAL
GEOGRAPHIC

Focuses on food through a
rich cultural and diverse geo-
graphical lens.

VICES

Edgy, youth-focused food
journalism with a documenta-
ry-style approach.

The New York Times Cooking
Offers high-quality recipes
and expert culinary guides.

Netflix Food Documentaries
Showcases food through
immersive storytelling and
cinematography.

Condé Nast

Travéler

Luxury travel magazine that
covers fine dining
experiences.

Offers in-depth cooking les-
sons by world-class chefs.

VeI

User-generated restaurant
reviews and ratings.

TASTEMADE

Engaging digital-first food and
travel content for social media

KINFOLK

Lifestyle and design magazine
with a minimalist, aesthetic
approach to food.

&

airbnb

Airbnb Experiences (Food &
Wine Category) Connects
travelers with local food expe-
riences and home chefs.
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Aspirational Competitors

These aspirational competitors matter as they
redefine food media by blending storytelling with
culture, travel, and design. They move beyond reci-
pes and reviews, offering deeper insights into food’s
history and impact. By studying them, Gourmet can
refine its position as a hub, connecting people
through food, heritage, and experiences.
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The A visually-driven magazine 7Y 7T Moldisa publication at the
I\ \ | N ]

Gourmand that explores food through AV hAadis intersection of food, design,
the lens of art, fashion. and sustainability.

A publication dedicated to THECOURIER  Covers innovative food busi-
global food origins and indig- B nesses and emerging culinary
enous foodways. trends.

Explores food culture city by . A journalistic platform cover-

FARE life(Sthyme

city, blending travel and local
culinary heritage.

ing food and social impact.

A biannual print magazine cel-

AMBROSIA for the culture A magazine celebrating Black
ebrating food through visual women in food and hospitality
storytelling and personal
narratives.

TOOTHACHE A chef-driven magazine fea- m" A niche publication exploring

turing industry insights and
creative inspiration.

food culture through the lens
of sandwiches.
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Brand Attributes

5 RELEVANT/GOOD/POSITIVE WORDS:
Authentic - Reflecting real culinary traditions and stories.

Immersive - Creating engaging, experience-driven food content.

Cultural - Exploring food’s deep connection to history and identity.

Innovative - Showcasing modern takes on traditional cuisines.

Engaging - Encouraging interaction and community involvement.
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5 BANKRUPT/STALE/NEGATIVE WORDS:

Luxury - Overused and detached from cultural depth.

Exclusive - Implies inaccessibility, which doesn’t align with inclusivity.
Trendy - Short-lived appeal rather than long-term cultural value.
Gourmet - Has become generic and lost its uniqueness.

High-End - Limits the audience and misrepresents the brand’s depth.

5 NEUTRAL WORDS:

Editorial - Represents structured, media-driven content.

Visual - A key aspect of food storytelling.

Seasonal - Relevant but not inherently positive or negative.

Artisanal - Could be overused but still describes handcrafted food culture.

Regional - Describes local culinary focuses without value judgment.

5 WORDS THE BRAND HOPES TO “OWN?:

Exploration - Encouraging discovery beyond just food.
Storytelling - Positioning food as a narrative tool.

Connection - Highlighting how food brings people together.
Heritage - Emphasizing the preservation of cultural traditions.

Experiential - Focusing on hands-on, immersive food experiences.
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Sources

Images : Al , unsplash , google
http://www.gourmet.com
https://en.wikipedia.org/wiki/Gourmet_(magazine)
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Food is more than sustenance—it’s a story, a
tradition, a connection. Gourmet goes beyond
recipes and reviews, exploring the deep cul-
tural roots, personal narratives, and global
impact of food. Through immersive storytell-
ing and rich visual experiences, we uncover
the flavors that shape identities and bring
people together. Join us on a journey of dis-
covery, where every meal tells a story.

Book Designed By

Yuanyuan(Grace) Zhou




