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1 Research & Analysis Component Mind-Maps

Being set on creating an atmosphere for a restaurant, I did a mind map to see what the term 
‘atmosphere’ meant to me or made me think of. This process helped me generate various 
theme ideas. Without being influenced by what the Internet says, this mind-map gives me the 
ability to think conceptually. I came across similar words in both mind maps which determine 
the theme I will be going for to create this restaurant.  



1 Research & Analysis Component Mind-Maps

As I wish to create a seasonal restaurant, I chose two seasons: Spring and Summer. Seasonal 
restaurants are pretty common which is why I need to think about ways to set this place apart 
from the competition. Also, because it would be placed on a rooftop in Paris, Autumn and 
Winter would not provide a suitable weather condition to for-show what I desire to create. 
This mind-map reflects what Spring/Summer makes me think of which allows me to narrow 
down my theme ideas previously generated to Holiday Travels.
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1 Research & Analysis Component Proposal

INTRODUCTION

Restaurants and bars can greatly vary in offerings and appearance; they can offer a variety of 
services and cuisines. What makes a good restaurant/bar? Why do people go to restaurant/
bar? What are we looking for in a restaurant/bar? Why are we willingly spending money on 
something we could have at home?

Aside the quality of the service and the cuisine itself, I find that a bar restaurant’s atmosphere is 
what sell people on coming not once but multiple times. A bar restaurant’s atmosphere sets a 
stage, it’s not just about eating out; it’s about the experience where food steals the spotlight and 
guests become the audience. Spacing, lighting, music and décor combine to create intimacy, 
comfort and more.

In my opinion, the atmosphere of a bar restaurant is the most important. Why? When you walk 
by a restaurant you don’t know how the food is, you don’t know what it tastes like, you don’t 
know if you are going to like it. So what makes you decide on sitting down at a bar restaurant’s 
table? The reviews you have read online about the food? The service rating you have heard 
about? Or simply, the way the restaurant looks like? 

I have always been quite picky about eating out or going to bars because I think that the company 
is what makes the night and not where you go but, throughout the years I find myself wanting 
to be able to talk, feel excited to go out, spending money on something I truly appreciate. 
The quality of the atmosphere is what matters and the way to provide it is through consistency: 
Consistency in advertising, furniture layout, service etc. 

I love rooftop bars and I find that sometimes they lack of consistency which is a shame because 
it could be that much more successful. I see an enormous potential in rooftop bars because it 
targets the people I want to meet, be around to network, hang out with. With the right tools 
and strategy I think anything can be successful and worth waiting for. The idea is to create the 
perfect spot for a specific audience.

RESEARCH METHODOLOGY

In order to expand my understanding on how to create the perfect atmosphere for a specific 
target audience I am hoping to gather as many information as I can on bars/restaurants that I 
know or heard of in order to see their strengths and weaknesses. I have already have gathered 
several visual inspirations based on my personal taste that help me see what is successful and 
what isn’t in a bar restaurant. Although, I am not limiting myself to successful menu design, logo 
design etc. to find inspiration, as I believe inspiration is everywhere. These elements will help 
produce content for the visuals I plan to design for a bar restaurant.

Amongst others, here are some articles about several bar restaurants I have personally experience 
and enjoyed: 



http://www.smartshanghai.com/articles/dining/designers-on-design-inside-shanghais-top-fb-
designs

“[…] What we miss out when talking about restaurants and bars is the interior design — how it 
came to be and what it’s trying to say.”

“The Nest’s success is that in selfies, people instantly recognize that it’s The Nest. In this WeChat 
generation, recognition goes a long way.”

https://www.scmp.com/magazines/hk-magazine/article/2037922/hong-kongs-17-hottest-
rooftop-bars

“The stylish patio mixes chilled-out vibes with classiness in a way that’s inviting to more than just 
the upper echelon.”

“With its beautiful graffiti art, inviting furniture and strong drinks, the outdoor terrace is a 
welcome escape from hectic Hollywood Road.”

“An elegant atmosphere and a rooftop bar that’ll make you feel like a CEO makes ToTTs the 
perfect place to take that special someone you’re trying to impress.”

“Watch as the stress of getting a drink evaporates in the night breeze.”

“With a focus on sustainability showcased by their in-house garden, Shelter’s terrace bar is 
equal parts ultra-modern and naturalistic.”

http://www.lefigaro.fr/sortir-paris/2013/09/03/30004-20130903ARTFIG00364-paname-vu-du-
perchoir.php

“Word of mouth worked. Le Perchoir has not been empty since its soft opening […] Benches 
and tables nicely aligned, bar under the tent: the change of scenery is assured.”

“We wanted to create the wow effect at the exit of the elevator.”

“[…] Just like the customers, always in a hurry but ready to wait for hours hoping that for a table 
on the lower floor”

TARGET AUDIENCE

I wish to develop design elements for a rooftop bar restaurant primarily aiming for the 
sophisticated millennials. Between 25 and 33 years old, work active, good education level 
(college +). This audience is ambitious, constantly networking and wants to be around nice 
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things. The perfect spot for them is where they can take nice pictures to post on social media, 
be able to talk but also loosen up a bit, the perfect afterwork spot with a view. Stressless, they 
are willing to wait to be sited and understand the exclusivity of such a place and niche audience. 

GEOGRAPHIC SCOPE

I plan to place this bar restaurant in Paris where more and more rooftops are opening. Why? 
Because afterworks are religiously never missed by interns and young active people. French 
people love to drink and enjoy good food; they value a crafted atmosphere and are willing to 
spend money where they feel comfortable and welcome. 

It is well known that French people usually meet after work for drinks either with their friends or 
their colleagues to talk about their days, rent about their boss or rebuild the world with crazy 
star-up ideas. Paris counts hundreds of bars that welcome a multitude of people everyday of 
the week and some of these bars are open seasonally. You can find Paris’ terrace pretty empty 
during the wintertime because it is cold, grey and dark before you even get a chance to get off 
work. However, over the summer the terraces are filled up, it is honestly something to see. 

As we live in a social network and influencer world, it only makes sense to create something 
where people will freely generate promotion for. 

STRATEGY

To engage my audience I wish for them to experience a sophisticated yet cool and stressless 
atmosphere where they will want to come and come again. I want to generate a buzz on social 
media where the word of mouth/word of accounts will make this place successful. This place 
needs to be “instagrammable” and offer incredible food and service at an appropriate price.

For consistency, I am thinking of creating multiple visuals such as: wallpaper, website, logo/
business card, menu and plates. 

OBJECTIVES

I want my audience to think that this bar restaurant is the place to be as well as spam their social 
media accounts with pictures of them having fun in this beautiful place. I wish for people to feel 
comfortable, welcome and fancy. This bar restaurant is not your bar next door, it is providing a 
multi-sensorial experience where people can enjoy food, drinks and a great atmosphere.

The goal of this project is for me to expand on what I currently have in my portfolio to fully 
explore my skills on various mediums. I hope to make this project as visually interesting as 
possible in order to reflect my esthetic/style. 
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WHAT WILL SET THIS PLACE APART FROM OTHER

This bar/restaurant will set itself apart from the competition by offering a very large list of drinks 
with a twist reflecting the theme of the place. The food will also be different, as it will come 
from various places making the audience travel with each bite. The food menu will change 
every month in order to renew the experience for customers. With the overall theme of Holiday 

Travels, this place will represent a unique take on a seasonal restaurant, making it Paris’ newest 
hot spot. 

Once established, this restaurant will hold competitions through social media such as on –a 
description of a client’s best memory at our restaurant/-the best picture etc. The best responses 
will be posted to the official page on social media the winning entries will be awarded with a 
free cocktail or meal. 

Also, with every drink ordered, rather than having peanuts, an original free appetizer will be 
served to add an extra feature that the customer won’t expect. 

No reservation will be allowed, as the restaurant will run on a first come first serve basis. However, 
the place can be privatize for special events such as work events, birthdays etc.

Overall, the tiny details will set this place apart from the others by offering an unforgettable 
experience.
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2 Expression Image Exploration

IMAGE EXPLORATION SUMMARY

After organizing my thoughts about what I wanted the restaurant to feel like, I categorized 
various pictures to have a clearer idea of what to look for in images. I also tried to have for 
each moodboard a ‘color palette’ which will help me for the next step. 

I found a lot of very stylish restaurants all across the world with interesting wallpapers, 
furniture, decoration, added elements to set a mood. I think the restaurants above are 
good examples of trendy, instagrammable, cool restaurant. Their decor makes them 
succesful because it looks so pretty that people want to go to those places which reflects 
my objectives. I will be taking those pictures as inspiration because I share a similar 
atmospherical concept but as said above my restaurant will set itself apart from all those 
trendy places thanks to my concept.
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2 Expression Image Exploration

IMAGE EXPLORATION SUMMARY

Amongst other deliverables for this project I will be designing a wallpaper and a menu.
For the wallpaper I wish to design something that makes people want to take a picture, 
travel, feel fresh and cool. Therefore, nature will be my main inspiration such as leafs, flowers, 
fruits to showcase something that people want to have, do or see while on holidays/over 
the summer. 

As for the menu design, I want to make it as if it was a magazine because I think it’s 
unexpected and memorable rather than having a simple booklet/back and forth page. I 
want to create something that people would want to pick up and be intrigued by it. I am 
also thinking about naming the restaurant Magazine.
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2 Expression Type Exploration

TYPE EXPLORATION ASSORTED

The typography should be professional, trendy and legible. That way, the content will be 
supported by a typeface that match.

I see the designs above as inspirations because there are clean, straight and fashionable.
After studying some typefaces used in magazine, I found that depending on the topic of the 
magazine the typography could vary from A to B radically. As I want my restaurant to be trendy 
and fashionable I will most likely be using a serif typeface mixed with a sans-serif for clarification. 



2 Expression Type Exploration

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

MAGAZINE
Magazine

Times New Roman Bold Times Regular Baskerville Regular

Avenir Heavy Didot Bold

Avenir Light

Avenir Light

Calibri Bold

Arno Pro Regular Proxima Nova Bold

Proxima Nova 
Regular

Bell MT Bold Questa Grande Medium

Kepler Bold

Garamond Bold Minion 3 BoldFreightText Pro 
Medium

Le texte généré est constitué 
de phrases dont les mots sont 
sélectionnés aléatoirement. 
Le tirage suit la répartition 
statistique d’un référentiel 
textuel en langue française, 
selon le principe des chaînes de 
Markov. En clair : le générateur 
ne sait pas ce qu’il dit, il n’y a 
aucune règle sémantique dans le

Le texte généré est 
constitué de phrases dont 
les mots sont sélectionnés 
aléatoirement. Le tirage suit 
la répartition statistique d’un 
référentiel textuel en langue 
française, selon le principe 
des chaînes de Markov. 
En clair : le générateur ne 
sait pas ce qu’il dit, il n’y a 
aucune règle sémantique 
dans le

Le texte généré est 
constitué de phrases dont 
les mots sont sélectionnés 
aléatoirement. Le tirage suit 
la répartition statistique d’un 
référentiel textuel en langue 
française, selon le principe 
des chaînes de Markov. 
En clair : le générateur ne 
sait pas ce qu’il dit, il n’y a 
aucune règle sémantique 
dans le

Garamond 
Regular



2 Expression Type Exploration
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3 Voice Concept & Mission

CONCEPT

The concept of this project is holiday travels. 
When we visit a new place on holiday we visit 
its history and we see its current trends and 
actuality. Magazines are always interesting to 
look at when on holiday because it helps us 
stay up to date but also to see what sells in each 
part of the world. For that reason, the menus 
are inspired by magazines and the article/
imagery will make the customer learn but 
also see old and new posters about alcohol. 
With today’s technology it is important to be 
aware that people promote on their social 
media places they like to go. For that reason, 
I wanted to make this rooftop bar/restaurant 
as “instagram worthy” as possible as that is 
what most millennials do on holiday. Share a 
bit of dream and make the people not around 
them be envious.

MISSION

This brand identity’s mission is to make this 
seasonal rooftop bar/restaurant Paris’ hottest 
spot over the spring/summer time to provide 
the perfect setting for people to hang out 
after work and over the week ends. The design 
encourages people to take pictures of the 
place and with the variety that is being offered 
on the menus, people will want to come back 
to try something new. The goal is to offer 
customers an unforgettable and unexpected 
experience in a crafted atmosphere.



3 Voice Ideation - Drinks Menu

FRONT COVER BACK COVER
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3 Voice Included Information 

ARTICLES IN THE DRINKS MENU

- Articles about the alcohol used in cocktails

- Articles about the city where the alcohol is from to make people want to visit it 

- Articles about who created/discovered the alcohol and how it was originally used

WHAT COCKTAILS TO CREATE

While still offering the classics such as Mojitos, Bloody Mary, Cosmopolitan, Old Fashion etc, 
the cocktail list needs to be innovative and different from what we see everywhere else. When 
on holiday we always want to try something new, people tend to come back where they had an 
amazing cocktail.

WHAT FOOD TO OFFER 

The food menu needs to be much shorter than the drinks menu because it will change every 
month or so in order to provide the opportunity to try something new all the time. It will be 
composed of specialties from various places around the world. The food menu will have two 
pages, one for sharing (appetizers, main dish and desserts) and one not for sharing (appetizers, 
main dish and desserts). I find important to offer sharing portions because people are often 
hungry after work and don’t always want to have a full meal.
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4 Idea Presentation Marketing

PARIS’ NEW HOT SPOT

MISSION STATEMENT

This brand identity has for goal to attract and appeal the customers to come and most important 
to come back to this seasonal restaurant. Everything has been designed to be aesthetically 
pleasing so that people would want to photograph it, promoting freely this rooftop bar/
restaurant. The publicity of this bar/restaurant relies on its brand identity and its specifically 
designed atmosphere to compel people to make this place Paris’ new hot spot for the Spring/
Summer time. 



4 Idea Presentation Marketing

TARGET AUDIENCE

Sophisticated millennials between 25 and 33 years old, work active, good education level 
(college +). This audience is ambitious, constantly networking and wants to be around nice 
things. The perfect spot for them is where they can take nice pictures to post on social media, 
be able to talk but also loosen up a bit; the perfect afterwork spot with a view. 

PARIS’ NEW HOT SPOT



4 Idea Presentation Marketing

STRATEGY

Entire Brand Identity. The goal is to have this brand identity so appealing that people would want 
to check this place out because they have seen post on social media where the atmosphere is 
very instagrammable and looks like the perfect spot to hang out with colleagues and friends. This 
brand identity aims to provide the most ideal summer spot for those sophisticated millennials 
that want to loosen up after work and over the week end. 

PARIS’ NEW HOT SPOT



4 Idea Presentation Marketing

Deliverables

Logo 

Food Menu

Business Card

Wallpaper

Plates

Drinks Menu

Related Items



4 Idea Presentation  Moodboard

MOODBOARD IMAGERY

Looking at successful and instagrammable restaurants I think this brand identity needs to be 
special, innovative and unexpected in order to stand out. Whatever my final deliverables turn 
out to be, I hope to create an innovative menu design as well as a special atmosphere for this 
rooftop bar/restaurant in order to bring customer and set this place apart from the competition. 
Since we live in a digital world, everything needs to be “instagram worthy” as I am counting on 
the customer to freely promote this place on social media. 



4 Idea Presentation Typography

TYPE STUDIES

The typography should be professional, trendy and legible. That way, the content will be 
supported by a typeface that match. I will most likely use a sans-serif typeface for the information 
about the drinks and the food. Because it will have a smaller size point it will be more legible 
than having a serif typeface. However, I will be using a serif typeface for the headers and the 
cocktail names as it looks more sophisticated. The association above represents the typeface I 
will be using for my deliverables. 

MAGAZINE
Magazine

Le texte généré est constitué 
de phrases dont les mots sont 
sélectionnés aléatoirement. 

Minion 3 Bold
Proxima Nova Light



4 Idea Presentation Creative

COLOR PALETTE

For this project, I am mostly attracted to greens and pinks. On one hand, the pink reminds me 
of summer and how we don’t see enough pink in restaurants. On the other hand, green makes 
me think of nature and how it blossoms over spring and summer. The green colors offer a more 
settle background leaving the center of attention to a brighter color for the perfect atmosphere.
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5 1st Design Component Logo

MA
GA

ZI
NE MASTER LOGO

The MAGAZINE logo has been specifically designed as 
a singular unit. 

These correct variations of the logos are supplied to the
company as the official brand. Great care was taken in 
the process of designing the logo as it represents the 
company’s values as well as its concept.
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PRIMARY MARK LOGO COLOR PALETTE

LOGO TYPEFACE

PMS BLACK C
RGB 0, 0, 0
CMYK 0%, 15%, 15%, 100%

RGB 255, 255, 255
CMYK 0%, 0%, 0%, 0%

PMS 871
RGB 216, 179, 5
CMYK 0%, 15%, 100%, 18%

Garage Gothic Black

A B C D E F G H I J K L M N
O P Q R S T U V W X Y Z

0 1 2 3 4 5 6 7 8 9

The logo’s typeface is Garage Gothic Black. It 
was designed by Tobias Frere-Jones in 1992 
and published by Font Bureau.

For gritty reality and rust-belt appearance, 
Garage Gothic was derived from numbered 
tickets given at city parking garages by which 
Tobias Frere-Jones was inspired, he said: 
“Irregular contours and rough alignments 
found on the lettering were retained in the 
font, albeit disciplined and restrained”.

MA
GA

ZI
NE
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This logo is to be used only when necessary. MAGAZINE strives 
to be the new Parisian hot spot during the sunny days by 
provifing its customer with an unforgeatable experience that will 
make them want to come back. 

The white color version is preferred. However, black and gold 
may be used for printing. The solid white logo should be used 
only if placed upon a darker background.

Don’t change the logo’s orientation

Don’t warp or stretch the logo

Don’t crop the logotype in any way

Don’t change the logo colors other than the specified versions

Don’t put a box around the logo when placed

Don’t outline the logo in any color

Don’t apply any filters or textures to the logo

Don’t apply shadows, glow effect or outlines to the logo

Don’t change the typeface

Don’t replace or re-create any part of the logo

Don’t ignore the size specifications

Don’t use the logo on colors with poor contrast or similar colors

Don’t place the logo on busy photography without the creative 
director’s consent

MA
GA

ZI
NE

MA
GA

ZI
NE
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STAGING AREA MINIMUM SIZE

MA
GA

ZI
NE

1,3’’

To preserve the MAGAZINE logo’s integrity, 
it is important to maintain a minimum clear 
space around it. The clear space isolates 
the logo from any competing elements in 
the design such as text or other logos. The 
letter ‘M’ from the beginning of the word 
‘magazine’ from the logo is to be used once 
all around the logo. This only applies when 
the logo is not over a pattern. If you have any 
concerns, consult the creative director or the 
brand manager. The ‘M’ guideline should be 
proportionally enlarged or reduced in size.

The minimum size allowed for the MAGAZINE 
logo is 1.3’’ wide. 

M
MA

GA
ZI

NE
M

M

M
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