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Hv v owr brond, podk.

This document has been created to ensure that all our
emp|oyees and collaborators understand the best way to

represent the Kalm Kitchen brand.

Please use this document as your brand bible, to determine

exactly how to represent our brand both visually and tonally.

A brand is on|y as powerfu| as its weakest link. The most
successful brands are rufh|ess|y consistent in their idenﬂ’ry and

presentation.

1t in doubt about how to represent our brand, p|eose check.
Any queries about the Kalm Kitchen brand or how to
represent it should be directed to Jen Middlehurst.
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G flory

Kalm Kitchen was founded in 2008 by James & Jen Middlehurst - they had a vision to elevate event catering to a
whole new level. |niJrio||y offering genero| catering services, the business soon transformed into an excep’riono|

Wedding caterer providing beautiful food presenfed In a unique|y beautiful way.

Today, Kalm Kitchen is still a tamily-run business with a commitment to outstanding customer service at our heart.
Since our very first event, we have established a reputation for an inventive opprooch to food and meticulous
attention to detail. Everyone in our dedicated team shares this passion of challenging perceptions and exceeding

expectatrions.

Based in Surrey, Kalm Kitchen, like most hospitality businesses, has had a ditficult few years due to the global
pondemic. However, we are now growing the business and team once again and bui|o|ing a management

structure to faciliate the next stage of growth.

What started as a small catering company is now d |orger organisation with ambitions beyond

[ES= ey and surrounding areas. We have p|oms to deliver our exacting standards, k lm
which have made the brand what it is ’rodoy, to a much wider audience. . a
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https://kalmkitchen.co.uk/wedding-catering/
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Cuilomer

MwW
onpansy

o Established in 2007 by James & Jen Middlehurst e Both venues and end clients

« Family business e Venues dictate pricing

« Values include generosity & kindness e Venues that have a style or mood - not Holiday Inn /

e Close team, positive team spirit Conference Room B

e Structured processes that takes the client on @ journey e End clients erpico“y match the venue - high end, HNW
from booking to event individuals, used to luxury and finer things in lite Vs the

e Lack of documented structures & processes when it Instagram' crowd
comes to brand

e 3 x re-brand over the years, but on|y visual idenﬂfy W

included as part of that process
e Business is undergoing something of a transition since

2019

e Globdl pondemic - significon’r Impact on team, venues and

clients
e Current climate is causing negaftivity in clients, increased
W COsts, postponements, lost momentum, lost patience.
e If you don't change and move forward, you don't e The Instagram age - heavily influences what people want,
survive in events. with presentation often being top of the list

« Competitors include:

e Caper & Berry, Goose & Berry, Rhubarb,

Jacaranda, k 1
e Vanilla, Tandem, White Truffle ’ a m

« Venues are often the gatekeepers and can KITCHEN
control the des’riny and success of caterers



Today Future
'National' Weddings

& Corporate Functions
Replicable, remote
satellite businesses with
HQ for strategy.
Sole caterer at
mu|’rip|e venues

'Local
Weddings

dominate

Corporate London
Functions /
Canape Events
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larrget fudnente

Venues / Gatekeepers Individuals
e Venues with a style or theme e.g. rustic barn, e 29-39 Year Old Couple
contemporary, elegant stately home. e Work in London
« Something we can create a look around e Probably grew up in Home Countires and
e 4 or 5 star quality coming back for their wedding
« Venues where we can have an exclusive e High earning professions
relationship / partnership « Not pretentious or overly formal

e Care about how it looks AND how their guests

feel
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cuilomers We fvod

Venues / Gatekeepers Individuals
e Mundane 'conference' hotel where weddings are e Budget conscious
held in Conference Room B e Likely to scrimp on the finer details that make
e It we would be on a |ong list of preferred supp|iers an event e|egonf and refined

e Where the clientele is not |ike|y to match our price

point or ery|e
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o meyawd'/ﬁiwv
[WHAT WE DO]

Excep’riono| food, excepﬁona”y presen’red

[OUR CUSTOMERS]

Our venues trust us to deliver 5 star food and service as an extension of their team.
Our event clients are |ooking for us to deliver Imaginative, inspiroﬂono| and ino|u|gen’r food, CreoJrive|y

presenfed, to guarantee an um[orgef’rab|e and ’rhri”ing event.

[WHY DOES IT MATTER]

We understand that there is power not on|y in what you do but how you do it.
With a full heart and generous spirit, we match our clients passion by treating each event as a unique,
once in a litetime occasion.

The result? Captivating experiences that exceed expectations.
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T Purpose, Mvmon & Vimow

[Purpose]
To exceed expectations by creating unforgeﬁob|e events

that our clients love

[Mission]
To create captivating, sensory experiences Jrhrough delicious food,

imaginative styling and obsessive attention to detail

[Vision]
To be the preferreol in-house event caterer at [o||] |e0|o|ing venues
across the UK
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We exceed expectations

and create umcorgefmb e events
Jrhrough deliciously indu|gen+ food,
Imaginative s’ry|ing and

obsessive attention to detail ”
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Juwr Valuer

We always exceed expectations

We communicate Jrhoughhctu & listen corefu”y
We are kind and generous

We obsess over the details

We are vigilant & reliable

k.alm
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Customer largeting Project
Service Priorities

Empbyee Marketing
appiness / Planning

o

Svrand w.. —> Supply Chain

Business /
Culture
l § \ Recruitment
Communications & Product
Sales Strategy Decision Development kalm
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. o|isp|c1y total consistency
e tell @ CompeHing story

e behave in the right way when no-one is watching

create a fee|ing or emotional reaction in their customers

deal with issues eHechive|y and sensi’rive|y

e are a movement that staff are excited to be part of

are not just a |ogo or a colour po|e’rfe

k.alm
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Brand, porategy

We have used a brand definition meJrhodo|ogy known as 'Arche’rypes' to deve|op our brand strategy.
Arche’rypes stem from psycho|ogy & are based on universo”y understood themes, regaro”ess of culture or |onguoge.

How peop|e connect to your brand and the associations ’rhey make are due to its io|enJrier TR usuol||y determines

whether they want to do business with you.

Your brand’s meaning can be aligned with one or two of the 12 master archetype families.
Arche’rypes he|p customers to in’ruiﬁve|y categorise & connect with brands

They are a useful tool to he|p brand owners manage their brand

k.alm
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Kalm Kitchen leans on two archetypes:

The Lover (60%)
ne Creator (40%)
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e Lover

Motto: | only have eyes for you

Also known as: Companion, Hedonist,
Matchmaker, Romantic, Seducer

Why people love you: You remove their guilt about
giving into temptation

Goal: Connecting with things,
oeople, experiences they love

Human Desire: Intimacy or sensorial pleasure

Brand Values. Attection, Beauty, Desire,

Closeness, Self Love

Creates closeness, ensure the
Brand Behaviours: customer feels odored, doted
on and specio|

Brand Characteristics: Irresistible, Alluring, Passionate,
Emotional, Committed, Devoted,
Tempting, Attractive, Atfectionate




e Lover

s @ good idenﬂ’ry for your brand if you Or your customers:

e are motivated by p|eqsure

e gppreciate the finer ’rhings in lite

e have moderate to high pricing / budgets

o deliver quo|ier

e make peop|e feel specio|

e are proficienJr in communication skills & social graces
e Are exemp|ors of good taste

e savour life in a sensory way

e are seeking a tailored or one-of-a-kind service or experience




e Creator

Motto:

't you can imagine if,
you can do it

Also known as:

Artist, Entrepreneur,
Storyteller, Visionary

Why people love you:

You show them new
ideas that they never
dreamed possib|e

Goal:

To bring a vision to life

Human Desire:

To create something
meaningful

Brand Values:

Imagination, Uniqueness,
Originality, Ingenuity

Brand Behaviours:

Creates imaginative
solutions

Brand Characteristics:

Talented, Innovative,
Creative, Free-thinking,
Inspirational




e Creaton

The CREATOR brings a vision to life

Creates somefhing mecmingfu|, of enduring value

Lives for imaginative solutions

Has an original perspective

Often has creative customers

CREATOR organisations are high in talent & free-
’rhinking

|nherenf|y non-conformist

Shadow - may errugg|e with perfecﬁonism
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BRAND PROMISE

. :xceeding expectarions ar every event

o A catering partner / supp|ier you can o|woys frust to get it righ’r

e A magical event that provides a lifetime of memories

Emotional Benetit e Impressing friends / colleagues with your event

e Feel like a VIP - you are the most important people at your event

o Efficient, reliable service

e Quality food

Functional Benefit e Organised and practical planning support
e Value for money

Flexibility and wide ranging offering
Extension of team (for venues)

« Happy customers (for venues)

R o= o Client testimonials
R i e Recommendation by venue (gcﬁekeeper) ]
4

e Proven track record alm

o Well-established
ITCHERM

 Social media presence
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Use these themes to
. - help you prepare
morkeﬂng materials

e Exceptional food, exceptionally presented

Exceeding e We exist to exceed expectations every step of the way
Expectations i o« A partner who gefts it righf the first time - because you on|y get one chance to create a one of @
kind event

Magical & : « We understand that there is power not only in what you do but how you do it.

9 : P % Vi s
Creative P e We deliver ima Inaftive, ins irational and indulgent food, creativel reserﬁed, to

9 P 9 AR

Events : (FLdtisiEeree g unforgettable and thrilling event.

e With a full heart and generous spirit, we match our clients' passion by treating each event as a
I unique, once in d ifetime occasion

e We recognise the emotions surrounding event p|cmning - excitement is as prevo|en+ as anxiety
Kind & :  that all will go according to plan

Generous e We're empathetic and here to provide reassurance that everything will be as you would want it,
but also to be your eyes and ears on the doy, being vigi|onf and reacting to your guests needs
as ’rhey arise, so that you can Fu||y Immerse yoursehE In your specio| o|oy without any distractions.

o Our venues trust us to deliver 5 star food and service as an extension of their team. I( 1
Detail e Every detail matters to us, whether direcﬂy delivered by us or other providers . a II].
Obsessed e« We know it's often the small Jrhings that make all the difference KITCHEN
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admired
adored
atfinity
O|||uring
oppeohng
appreciate
atfractive
beautiful

o|ozing

oliss
capitvaring
CNEriSomeT|C
charming

champagne

chic

C|ossy
connoisseur

connection

cosmopo|i+on

covet
crave
apper
oshing
ozzhng
ecorate

esirable

O
O
O
O
O
O

evoted
e|egc1nJr
embellish

emotion

enhance
enrichment
enthusiast
enticing
exquisite
expensive
fashionable
fervour
fine
finesse
ﬂoﬂering
FHirty

glamorous

goodJooMng

gorgeous

grace
indulgenf
Intimate

INfense

irresistible

onging
ovely

uring

ust
magnetic
nurtfure
obsession
obtain
on fire

passion

persona
oleasure
precious
oleasure
pursue
quo|ier
rare
refined
re|o’rionship
romance
savour
seductive
sensory
sentiment

sentimental

specio|
erriking
stunning
stylist
stylish
suave
tempting

vu|nerobi|i‘ry
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e Crealtor (anguoge)

confident

achievement

aesthetic
ombiguous
ambitious
artisan
artist

artsy
authentic
autonomy
beoufy
boldness
charismartic

choice

clarity

conceptual

compassion

complex

craft

creativity

curiosity

O
O
O
O
O
O
O

edicated
efinition
esirable
itferent
ifferentiate
gefinio e

IrEEINE

empofhy

emotional

en|igh’reneo|

enfrepreneur

expression

expressive

exfraordinory

ﬂomboyom
focus

foresighf

hard—working

ideas
i”unﬂnoﬂng

Imagination

independenf

individuality

Innovation
insighhtu|
INnspiration
Interpretation
Intuitive
Invention
meJrophorico|
non-linear
non-conformist
passion
percepftive
playtul
possibilities

poJrenJrio|

quo|ier
reintfepretation
self-esteem
se|1£—e><pression
skilled
erorereHer
talent

unique
unconventional
unorthodox
value
visionary

wisdom
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G Zogo-
This is our primary logo

k ] alm Our logo should always be used in black and never multi-coloured.

KITCHEN
Always leave breathing space around the logo.
This is our secondary short hand logo device
k : 't should be used sparingly when space is limited or as a useful device

lL.e. s p|0ceho|o|er when pages are |ooo|ing on the website.
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Svand Colowrs

Copper Grey Jet White

#A3746B HO666666 #3636356 #FFFFFF
rgb (163, 116, 107) rgb(102, 102, 102) rgb (54, 54, 54) rgb(255, 255, 255)

k.alm

KITCHEN



KITCHEN

Last Updated January 2023




