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TO  M A K E  A CO N N EC T I O N  W I T H  E AC H  I N D I V I D UA L W H I L E T H E Y E X P E R I E N C E  J A PA N E S E  C U LT U R E  A N D  C U I S I N E . 

M I S S I O N



I N T R O D U C T I O N     

T H E  W O R D M A R K    

T H E  C R E S T          

L O G O  U S A G E           

C O L O R  S C H E M E       

V I S U A L  I D E N T I T Y     

T Y P O G R A P H Y   

C O P Y  &  T O N E  O F  V O I C E    

S T A T I O N A R Y    

H A N A F U D A  C A R D S   

P H O T O G R A P H Y    

S O C I A L  M E D I A   

P A C K A G I N G  D E S I G N   

E M A I L  M A R K E T I N G   

W E B S I T E    

2 - 5

6

7

8 - 1 3

1 4

1 5

1 6

1 7

1 8 - 1 9

2 0 - 2 1

2 2 - 2 3

2 4

2 5

2 6

2 7 - 2 9

C O N T E N T

N a k a t o  J a p a n e s e  R e s t a u r a n t  w a s  f o u n d e d  i n  1 9 7 2  b y  M r s .  Te s t u k o 
N a k a t o  a n d  h e r  f a m i l y.   T h e  r e s t a u r a n t  c o n t i n u e s  t o  b e  o n e  o f  
A t l a n t a ’ s  o n l y  J a p a n e s e  r e s t a u r a n t s  t h a t  o f f e r s  Te p p a n ,  s u s h i 
a n d  a  t r a d i t i o n a l  J a p a n e s e  d i n i n g  e x p e r i e n c e  f o r  c u s t o m e r s . 

T h e  N a k a t o  R e s t a u r a n t  i s  i n  i t s  t h i r d  g e n e r a t i o n  o f  o w n e r s h i p 
a n d  c o n t i n u e s  t o  b u i l d  u p o n  t h e  m o r a l s  o f  t h e i r  o r i g i n a l 
f o u n d a t i o n .   A s  t h e  f i r s t  r e s t a u r a n t  t o  o f f e r  s u s h i  i n  t h e 
A t l a n t a  a r e a  a n d  c o n t i n u i n g  t o  b e  o n e  o f  t h e  o n l y  r e s t a u r a n t s 
t h a t  o f f e r s  a  t r a d i t i o n a l  J a p a n e s e  d i n i n g  e x p e r i e n c e , 
N a k a t o ’ s  r i c h  h i s t o r y  r e s o n a t e s  w i t h  g e n e r a t i o n s  o f  A l a n t a n s . 

B e h i n d  e v e r y  g r e a t  b r a n d  i s  a  s t o r y.   A  s t o r y  t h a t  h a s  o v e r c o m e 
f e a r,  b e a t  t h e  o d d s ,  a n d  t r u l y  a c h i e v e d  h e i g h t s  a n d  m i l e s t o n e s 
t h a t  a t  t i m e s  m a y  h a v e  s e e m e d  i m p o s s i b l e .   N a k a t o  i s  a  b r a n d 
t h a t  h a s  d o n e  a l l  t h r e e .   F r o m  t h e  f o u n d i n g  o f  t h e  r e s t a u r a n t 
i n  1 9 7 2 ,  t o  w e a t h e r i n g  e c o n o m i c  t w i s t s  a n d  t u r n s ,  t o  w h e r e 
t h e  b r a n d  i s  n o w,  N a k a t o  c o n t i n u e s  t o  b e  a  s t a p l e  i n  t h e 
A t l a n t a  c o m m u n i t y  a n d  a  t r a d i t i o n  t h a t  s t i m u l a t e s  a l l  a g e s . 
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A g e  R a n g e :  2 5  –  7 5

M i l l e n n i a l

S u s h i  L o v e r s

Yo u n g  A d u l t s

C o r p o r a t e  E x e c u t i v e s 

A g e  R a n g e :  6  –  7 5

C h i l d r e n  w i t h  b i r t h d a y  p a r t i e s

A d u l t s  w i t h  b i r t h d a y  p a r t i e s

F a m i l i e s  w i t h  c h i l d r e n

C o u p l e s  l o o k i n g  f o r  a  f u n  d a t e  n i g h t

A g e  R a n g e :  2 5  –  8 0

M i l l e n n i a l

S u s h i  L o v e r s

Yo u n g  A d u l t s

C o r p o r a t e  E x e c u t i v e s 

W H Y  N A K A T O ?  V A R I E T Y.

We  t o o k  s o m e  t i m e  t o  r e v i e w  s e ve r a l  o f  yo u r  c o m p e t i t o r s :  D o r a k u ,  M F 
S u s h i ,  S u s h i  H o u s e  a n d  B e n i h a n a .   We  f o u n d  t h a t  t h o u g h  a l l  o f  t h e m 
h ave  e l e m e n t s  o f  d i n i n g  s t y l e s  t h a t  yo u  o f f e r,  n o n e  o f  t h e  r e s t a u r a n t s 
o f f e r  t h e  s a m e  e l e m e n t s  a n d  s e r v i c e s  a s  N a k a t o . 

W h e r e  N a k a t o  d i f f e r s  i s  i n  v a r i e t y  a n d  t h a t  i s  w h a t  w e  n e e d  t o  c a p i t a l i z e 
o n .   Yo u  w i l l  f i n d  a  m o r e  i n  d e p t h  l o o k  o f  e a c h  r e s t a u r a n t  b e l o w  a n d  o u r 
ove r a l l  c o n s e n s u s  o n  w h a t  N a k a t o  n e e d s  t o  f o c u s  o n . 

W h e n  w e  l o o k e d  a t  D o r a k u ,  o n e  t h i n g  w e  n o t i c e d  i s  t h a t  t h ey  p o r t r a y 
a  t r e n d y  f e e l  w i t h  t o u c h e s  o f  s o p h i s t i c a t i o n .  O n  t h e i r  w e b s i t e ,  t h ey  a r e 
c a t e r i n g  t o  a  h i g h e r  e n d  yo u n g  a d u l t  c ro w d  w h i c h  c l e a r l y  s h o w s  t h ro u g h 
t h e i r  m e s s a g i n g  a n d  v i s u a l  e l e m e n t s .  D e s i g n s  a r e  m o o d y,  mu t e d  a n d  a 
b i t  ro m a n t i c .  T h e  d é c o r  s e e m s  t o  b e  n e a t l y  n e s t l e d  a n d  t u c k e d  a w a y  t o 
p rov i d e  a  m o r e  e x c l u s i ve  a n d  ro m a n t i c  e x p e r i e n c e .  D o r a k u ’s  s o c i a l  m e d i a 
a c c o u n t s  s e e m  t o  h o w e ve r,  b e  a  s t a rk  c o n t r a s t .  A l l  o f  t h e  f o o d  i s  b r i g h t , 
d e t a i l e d  a n d  r e p o s t e d  by  i n d i v i d u a l s  w h o  d i n e  w i t h  t h e m .  C o m p l e t e l y 
d i f f e r e n t  t h a n  t h e i r  w e b s i t e  a n d  w h a t  t h e  d i g i t a l  c o m p o n e n t s  p o r t r a y.  
B u t ,  t h ey  u l t i m a t e l y  a r e  c o n s i s t e n t  i n  t h e i r  p u s h  t o  t h e  yo u n g  a d u l t  c ro w d 
o r  t h e  d o u b l e  i n c o m e  n o  k i d ’ s  c ro w d ,  a s  n o  c h i l d r e n  a r e  s h o w n  a n d  n o 
f a m i l y  e l e m e n t s  a r e  h i g h l i g h t e d  t h ro u g h o u t  a ny  o f  t h e i r  d i g i t a l  w o rk . 

M F  S u s h i  a l s o  p a n d e r s  t o  a  yo u n g  a d u l t  a u d i e n c e  bu t  w i t h  a  m o r e  r e l a x e d 
f e e l .  I t s  o p e n  s t y l e ,  b r i g h t  l i g h t i n g  a n d  t r e n d y  d é c o r  a l l  s e e m  t o  f a l l  i n 
l i n e  w i t h  w h a t  t h ey  a r e  t r y i n g  t o  p o r t r a y  i n  t h e i r  A t l a n t a  m a rk e t .  T h e i r 
w e b s i t e  a n d  s o c i a l  m e d i a  a r e  b o t h  o n  b r a n d  a s  t h ey  s u c c e e d  w i t h  t h e i r 
e f f o r t s  t o  c o nvey  t h e  f o o d ,  t h e  f u n  a n d  t h e  r e l a x e d  o p e n  a n d  o u t d o o r s y 
v i b e  o f  t h e i r  e s t a b l i s h m e n t . 

S u s h i  H o u s e  i s  a  b i t  d i f f e r e n t .  T h ey  d o n’ t  s e e m  t o  p u t  f o r t h  mu c h  e f f o r t 
o n  t h e  d i g i t a l  r e a l m .  H o w e ve r,  t h ey  a r e  c o n s i s t e n t l y  l i s t e d  i n  p u b l i c a t i o n s 
a n d  t o u t  t h e  S u s h i  e x p e r i e n c e  o f  C h e f  H a y a k a w a .  T h ey  f o c u s  s o l e l y  o n 
t h e  s u s h i  l ove r  a n d  n o t  mu c h  e l s e .  S u s h i  H o u s e  h e av i l y  r e l i e s  o n  p r e s s 
a n d  m a g a z i n e  p l a c e m e n t s  i n s t e a d  o f  a c t u a l l y  c o m mu n i c a t i n g  w i t h  t h e i r 
c u s t o m e r s  t h ro u g h  a ny  s o r t  o f  d i g i t a l  m a rk e t i n g.   T h ey  h ave  n o  b r a n d 
vo i c e  a n d  l e t  t h e  r e p o r t e r s  d o  t h e  t a l k i n g  f o r  t h e m . 

C O M P E T I T I V E  L A N D S C A P E 

B e n i h a n a  i s  a  s t a p l e .  T h e i r  w e l l - k n o w n  n a m e  a n d  t r a d e m a rk e d  e x p e r i e n c e 
a r e  w o r l d  r e n o w n .  T h ey  d o  a  g r e a t  j o b  o f  p u s h i n g  o u t  t h e  f a m i l y  f e e l  a n d 
w a n t  p e o p l e  t o  k n o w  t h a t  t h i s  i s  a  p l a c e  e ve r yo n e  c a n  c o m e  a n d  h ave  a 
g o o d  t i m e.  T h e i r  d i g i t a l  e f f o r t s  a c ro s s  a l l  p l a t f o r m s  p u s h  t w o  t h i n g s :  t h e 
f a m i l y  e x p e r i e n c e  a n d  a  b i t  o f  c u l t u r e .   T h ey  a r e  c o n s i s t e n t  i n  t h e i r  p o s t s , 
t h e i r  c o m mu n i c a t i o n  a n d  t h e i r  f o c u s  o n  g e t t i n g  t h e  c u s t o m e r  t o  i n t e r a c t 
w i t h  t h e m  b o t h  o n l i n e  a n d  i n  t h e i r  r e s t a u r a n t .  

N a k a t o  i s  u n i q u e  i n  i t s  o f f e r i n g s ,  bu t  l a c k i n g  i n  i t s  m e s s a g i n g.  U n l i k e 
D o r a k u  a n d  M F  S u s h i ,  yo u  a r e  n o t  s p e c i f i c a l l y  f o c u s i n g  o n  t h e  yo u n g 
a d u l t ,  n e w l y  s o p h i s t i c a t e d  c ro w d .  W h e n  i t  c o m e s  t o  S u s h i  H o u s e ,  yo u 
w a n t  t h e  s u s h i  l ove r,  bu t  yo u  d o n’ t  O N LY  w a n t  t h e  s u s h i  l ove r.  A n d  i n 
r e g a r d s  t o  B e n i h a n a ,  yo u  b o t h  h ave  s i m i l a r  o f f e r i n g s  w i t h  t h e  Te p p a n  g r i l l 
a n d  f a m i l y  e x p e r i e n c e  bu t  o t h e r  t h a n  t h a t ,  yo u  r e a l l y  a r e  s o  mu c h 
d i f f e r e n t  b e c a u s e  o f  yo u r  o f f e r i n g s .

N a k a t o  i s  a  c o m b i n a t i o n  o f  t h e  a b ove - m e n t i o n e d  r e s t a u r a n t s  a n d  m o r e . 
Yo u r  r e s t a u r a n t  h a s  e x p e r i e n c e s  t h a t  c a n  c a t e r  t o  m o r e  t h a n  j u s t  o n e 
a u d i e n c e .  B u t ,  yo u  c u r r e n t l y  a r e n ’ t  c o m mu n i c a t i n g  yo u r  h o l i s t i c  d i n i n g 
e x p e r i e n c e  w i t h  c u s t o m e r s .  Vi s u a l l y  yo u  d o  n o t  f o c u s  o n  p u l l i n g  p e o p l e 
i n t o  yo u r  r e s t a u r a n t  by  m a k i n g  t h i n g s  e a s y  o r  a p p e a l i n g  t o  t h e  eye .  T h e 
w e b s i t e  i s  b o l d ,  t h e  s o c i a l  m e d i a  i s  b ro a d  a n d  p e o p l e  d o n ’ t  k n o w  w h a t  a l l 
yo u  h ave  t o  o f f e r  b e c a u s e  i t  i s  n o t  c o n s i s t e n t l y  p o r t r a ye d .   T h i s  l e ave s  t h e 
c o m mu n i t y  w i t h  t h e  i m p r e s s i o n  t h a t  a l l  yo u  h ave  t o  o f f e r  i s  t h e  H i b a c h i 
s t y l e  o f  d i n i n g. 

O ve r a l l  t h e  b r a n d  c a n  c o n t i n u e  t o  e x p a n d  o n  i t s  m a rk e t i n g  s t r a t e g y, 
bu t  w h e n  i t  c o m e s  t o  t h e  v i s u a l  s t r a t e g y  a n d  c o m p o n e n t s ,  w e  f e e l  t h a t 
t h e  s t y l e  g u i d e  w e  h ave  c r e a t e d  i s  a  f a n t a s t i c  s t a r t .   T h e  c o l o r  s c h e m e 
c a n  b e  u s e d  t o  h e l p  c r e a t e  c o n s i s t e n c y.  Yo u  c a n  u s e  t h e  H a n a f u d a  c a r d s 
t o  s h o w  t h e  a u t h e n t i c i t y  o f  t h e  r e s t a u r a n t  w h i l e  s t i l l  o f f e r i n g  a  p l a y f u l 
c o m p o n e n t  f o r  t h e  yo u n g e r  a u d i e n c e .  A n d  d i g i t a l l y,  w e  c a n  b r i n g  o u t  t h e 
m o r e  s o p h i s t i c a t e d  bu t  s t i l l  a c c e s s i b l e  f e e l  t o  a p p e a l  t o  b o t h  t h e  yo u n g 
a d u l t  a n d  m o r e  s e a s o n e d  a d u l t  c ro w d . 

T h i s  s t y l e  g u i d e  s h o u l d  a l w a y s  b e  r e f e r e n c e d  f o r  a ny  d e s i g n  n e e d s  a n d  b e 
u s e d  t o  c r e a t e  a  v i s u a l l y  a p p e a l i n g  b r a n d  w i t h  a  m o r e  c o n s i s t e n t  f e e l  f o r 
t h e  r e s t a u r a n t s  d i g i t a l  a n d  c o l l a t e r a l  c o m p o n e n t s . 
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L O G O  S T U D Y



The “Nakato” family name is created by 
two Japanese characters.  The first is  “  ” 
representing “middle”(pronounced “NAKA” 
or “CHU”).  The second is “    ”  (pronounced 
“FUJI” or “TOH” )  representing “wisteria.” 
The word mark is one part of  a two part logo 
and an integral part of  the Nakato brand.

Each family has a crest affiliated with their 
heritage and the Nakato family crest is a 
‘Vine’ or ‘Ivy Crest’ with a circle.  The 
Nakato family name and crest tie together 
because the wisteria plant is a ‘vine’ plant as 
referenced in the break down of  the Nakato 
name.  However, this is a mere coincidence.  
Not all crests have circles around them so the 
Nakato family is very particular about the 
circle around their crest.   

8    logo   /   word logo   /  crest    9
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L O G O  U S A G E I C O N  P A T T E R N



The main Nakato logo wi l l  feature the cres t 
centered above the word mark in  a l l  black,  and 
can a l ter nat ive ly  be used in red,  gold,  and ivory 
depending on the color  of  paper,  as  shown above. 
The Nakato logo i s  a l so  acceptable  to  feature the 
cres t  to  the le f t  o f  the wordmark,  and the   wordmark 
featured a lone.  When used with the wordmark,  the 
icon must  a lways  be to  the le f t  or  centered above - 
not  to  the r ight  or  centered below. 

The fami ly  cres t  i s  Nakato’s  icon,  and can be used 
independent ly  in  set t ings  where the name would 
not  be required,  such as  on certa in branding and 
market ing col latera l  ins ide the res taurant .  The icon 
can a l so  be used without  the surrounding c irc le  as 
a  pat ter n that  can be placed on text i les,  papers, 
and more.  I t  wi l l  be unacceptable  to  use  any logo 
ver s ion bes ides  what  i s  deta i led.  I t  i s  incorrect  to 
a l ter  the icon in any way -  i t  cannot  be cut ,  the 
e lements  wi thin the icon cannot  be of  d i f ferent 
color s,  the icon cannot  be used without  the c irc le 
unless  i t  i s  used to  become a pat ter n,  and the icon 
cannot  be ups ide down,  as  th i s  can indicate  the 
idea of  “a fami ly  tur ned ups ide-down.”
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P R I M A R Y

R E D : 

C : 3 0  M : 1 0 0  Y : 9 5  K : 3 8

H e x  # :  7 C 1 6 1 D

R :  1 2 5  G : 2 0  B : 2 6

S E C O N D A R Y

G O L D : 

C :  2 2  M : 4 6  Y :  1 0 0  K :  3

H e x  # C 4 8 C 2 C

R :  1 9 6   G :   1 4 0   B :  4 4

I V O R Y : 

C : 2  M : 2  Y :  1 8  K : 0

H e x  # F 9 F 3 D 6

R :  2 4 9  G :  2 4 3  B :  2 1 4

B L A C K : 

C :  0  M :  0  Y :  0  K : 1 0 0

H e x  # 2 3 1 F 2 0

R :  3 5  G :  3 1  B :  3 2

M E T A L L I C  B R O N Z E 
T h i s  i s  a  m e t a l l i c  c o l o r  t h a t 
c a n  b e  u s e d  f o r  f o i l i n g , 
l e t t e r p r e s s ,  i n t e r i o r  f e a t u r e s , 
a n d  m o r e .  T h e r e  i s  n o  c o l o r 
c o d e ;  r a t h e r ,  i t  i s  a  s t y l i s t i c 
s t a n d a r d .

B L U E : 
C :  1 0 0  M : 9 0  Y :  1 0  K :  4 7
H e x  # 0 E 1 E 5 8
R :  1 4   G :   3 0   B :  8 8

G R A Y : 
C : 2 3  M : 1 8  Y :  2 2  K : 0
H e x  # C 5 C 3 B E
R :  1 9 7  G :  1 9 5  B :  1 9 0

M E T A L L I C  G O L D
T h i s  i s  a  m e t a l l i c  c o l o r  t h a t 
c a n  b e  u s e d  f o r  f o i l i n g , 
l e t t e r p r e s s ,  i n t e r i o r  f e a t u r e s , 
a n d  m o r e .  T h e r e  i s  n o  c o l o r 
c o d e ;  r a t h e r ,  i t  i s  a  s t y l i s t i c 
s t a n d a r d .

N a k a t o ’ s  p r i m a r y  c o l o r s  w i l l  c o n s i s t  o f  r e d , 
i v o r y,  g o l d ,  a n d  b l a c k .  T h e s e  c o l o r s  w i l l  b e 
t h e  c o l o r s  u s e d  f o r  t h e  l o g o ,  w e b s i t e ,  m e n u s , 
m a r k e t i n g   c o l l a t e r a l ,  a n d  m o r e .  R e d  w i l l 
b e  t h e  m a i n  N a k a t o  c o l o r ,  t o  b e  s e e n  m o s t 
f r e q u e n t l y  i n  t h e  d e s i g n  a n d  b r a n d i n g  o f  t h e 
r e s t a u r a n t .

T h e  s e c o n d a r y  c o l o r s  w i l l  c o n s i s t  o f  a  d e e p  b l u e , 
l i g h t  g r a y,  m e t a l l i c  g o l d  a n d  m e t a l l i c  b r o n z e .  T h e s e 
w i l l  b e  u s e d  a s  a c c e n t  c o l o r s  w i t h  t h e  p r i m a r y  c o l o r s .   

The logo can be used in any of  the pr imary color s,  depending on the background i t  i s  p laced on.  Al l  dark 
colored logos  (black and red)  should be placed on e i ther  an ivory or  gold background,  whi le  the l ighter  colored 
logos  ( ivory and gold)  should be placed on darker  colored backgrounds. 
The logo should not be used in a secondary color.  

The color  palet tes  above showcase the re lat ion between the pr imary and secondary color s,  and the proport ions 
in  which they wi l l  be used.  Red wi l l  be used in a lmost  a l l  co lor  scheme scenarios,  as  wel l  as  ivory because of  i t s 
neutra l  nature.  Metal l ic  gold and bronze wi l l  be used in scenarios  such as  inter ior  des ign,  fo i l ing on market ing 
col latera l ,  bus iness  cards,  and menus. 
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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 
1  2  3  4  5  6  7  8   9  
! ? @ # & = + - , . : ;

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 
1 2 3 4 5 6 7 8 9 
! ? @ # & = + - , . : ;

D i s p l a y  Te x t  -  J o s e f i n  S a n s B o d y  Te x t  -  B a s k e r v i l l e  R e g u l a r

T h e  J o s e f i n  S a n s  f a m i l y  w i l l  b e  u s e d  f o r  a l l  d i s p l a y  t e x t  -  i . e .  h e a d l i n e s ,  t i t l e s ,  e t c .  B a s k e r v i l l e ,  s p e c i f i c a l l y 
t h e  r e g u l a r  t y p e f a c e ,  w i l l  b e  u s e d  f o r  a l l  b o d y  t e x t  a n d  l o n g  f o r m a t  w o r k s .  T h e s e  f o n t s  s h o u l d  g e n e r a l l y 
b e  i n  t h e  1 1  o r  1 2  p t  r a n g e ,  u n l e s s  t h e  m e d i u m  i s  o f  a n  u n u s u a l l y  l a r g e r  s c a l e  t h a t  r e q u i r e s  l a r g e r  t e x t .

T R A I T S

P e r s o n a b l e

F r i e n d l y

S p i r i t e d

L i g h t h e a r t e d

D i r e c t

L i v e l y

T h e  t o n e  o f  v o i c e  f o r  a l l  m a r k e t i n g  m a t e r i a l s , 
m e n u s ,  b l o g  p o s t s ,  a n d  s o c i a l  m e d i a  s h o u l d 
b e  w r i t t e n  w i t h  t h e  f o l l o w i n g  6  t r a i t s 
i n  m i n d :  p e r s o n a b l e ,  f r i e n d l y,  s p i r i t e d , 
l i g h t h e a r t e d ,  d i r e c t ,  a n d  l i v e l y.  W h e n  t h e 
c u s t o m e r  i s  r e a d i n g  a  s o c i a l  m e d i a  p o s t  o r 
b l o g ,  t h e y  s h o u l d  f e e l  a s  i f  t h e y  k n o w  t h e 
p e r s o n  b e h i n d  t h e  s c r e e n ,  a n d  t r u s t  i n  w h a t 
t h e y  a r e  s a y i n g .  T h i s  p e r s o n a b l e ,  f r i e n d l y 
a p p r o a c h  t h a t  g e t s  t h e  m e s s a g e  a c r o s s 
d i r e c t l y  w i l l  h e l p  b u i l d  a  t r u s t i n g  f o l l o w i n g 
t h a t  i s  e a g e r  t o  r e a d  m o r e . 
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S T A T I O N E R Y

S t a t i o n e r y  i s  a  v i t a l  a s p e c t  i n  c o m p a n y 
b r a n d i n g ,  a n d  i n c l u d e s  b u s i n e s s  c a r d s , 
l e t t e r h e a d ,  e n v e l o p e s ,  f o l d e r s ,  p e n s , 
j o u r n a l s ,  a n d  m o b i l e  a p p s .  A l l  o f  t h e s e 
m a t e r i a l s  s h o u l d  e n c o m p a s s  t h e  v i s u a l 
i d e n t i t y  o f  t h e  b r a n d  i n c l u d i n g  t h e 
c o r r e c t  l o g o  a n d  c o l o r  u s a g e .  A s  r e d  i s 
t h e  p r i m a r y  c o l o r  f o r  N a k a t o ,  i t  w i l l  b e 
t h e  m o s t  u s e d  c o l o r  i n  t h e  s t a t i o n e r y 
d e s i g n ,  f o l l o w e d  b y  i v o r y,  g o l d ,  a n d 
b l a c k . 
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There are  twelve sui t s,  represent ing months.  Each i s  des ignated by a  f lower,  and each sui t  has  four  cards.  Typical ly,  each 
sui t  wi l l  have two nor mal  cards  and two specia l  cards.  The point  va lues  could be cons idered unnecessary and arbi trary, 
as  the most  popular  games only  concer n themselves  wi th certa in combinat ions  of  taken cards.  Cards  are  shuf f led and 
placed into a  pi le  (ca l led the s tock) .  Eight  cards  are  p laced face up between the players,  and then e ight  cards  are  deal t 
face-down to each player.  I f  there are  more than two players,  then the hand s ize  i s  decreased.

The Hanafuda Cards  wi l l  be a  main theme throughout  the res taurant  and wi l l  be incor porated into the des ign and 
branding of  Nakato.  They wi l l  be used in a l l  ins tances  where they can add an extra pop of  cul ture and branding,  such 
as  the pagers  and menus.  Sets  can a l so  be placed at  the tables  wi th ins truct ions  for  customers  to  p lay as  they are  wai t ing 
for  their  meals.  In addi t ion,  Nakato can implement  a  g iveaway sytem where a  customer can win a  f ree  meal .  Each table 
can be ass igned a Hanafuda card,  and i f  their  corresponding card i s  pul led at  random out  of  a  jar  or  box of  Hanafuda 
cards,  they win their  meal  on the house.  We created the above Hanafuda cards  as  an example of  custom cards  we think 
you should make for  the res taurant .   They can have the Nakato logo and infor mat ion on the back in  the event  that  people 
wan to take them with them.  We can a l so  use  these  cards  and the des igns  to  further  display the cul ture and the meaning 
of  the Hanafuda cards  to  Nakato.

18 branding  /  hanafuda cards   21
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S P E C I F I C  S H O T S : 

We  w i l l  h a v e  a  l i b r a r y  o f  i m a g e s 
t h a t  w i l l  s t a n d  a s  e x a m p l e s  o f  t h e 
p h o t o g r a p h y  t h a t  b e s t  r e p r e s e n t s 
N a k a t o ’ s  b r a n d ,  o n c e  t h e  b r a n d 
s t y l e  g u i d e  i s  a p p r o v e d .

22   branding  /  photography

P H O T O G R A P H Y  S T Y L E : 

N a k a t o ’ s  p h o t o g r a p h i c  s t y l e  i s 
b a s e d  o n  t r a d i t i o n a l  a n d  a r t i s t i c 
c h a r a c t e r .  I t  s h o u l d  r e p r e s e n t 
t h e  a r t  o f  J a p a n e s e  c u i s i n e , 
i n c o r p o r a t i n g  s u s h i ,  t r a d i t i o n a l , 
a n d  h i b a c h i  s t y l e s  o f  c o o k i n g . 
T h e  p h o t o g r a p h y  n e e d s  t o  c r e a t e 
a  w e l c o m i n g  f e e l  f o r  f a m i l i e s  a s 
w e l l  a s  a n  a u t h e n t i c  J a p a n e s e 
e x p e r i e n c e ,  w h i l e  s t i l l  b e i n g 
r e f l e c t i v e  o f  N a k a t o ’ s  u n i q u e 
e l e m e n t s  a n d  t e x t u r e s . 

M O O D :

W a r m ,  f r i e n d l y,  f u n ,  t r a d i t i o n a l 

T h e  m a i n  p r i n c i p l e s  a r e :  W a r m  a n d 
s o f t  l i g h t i n g .  N o  h a r d  a n d  a b r a s i v e 
l i g h t .  T h e  o v e r a l l  c o l o r  s c h e m e 
s h o u l d  b e  b r i g h t ,  w h i t e ,  o p e n  a n d 
a i r y.  N o  f i l t e r s  a r e  n e e d e d .  U s e 
n a t u r a l  l i g h t  a n d  c o l o r s  t h a t  a r e 
r e f l e c t e d  t h r o u g h o u t  N a k a t o ’ s  s t y l e 
g u i d e .  A l s o ,  p h o t o g r a p h y  o f  p e o p l e 
s h o u l d  h a v e  a  m i x e d  e n v i r o n m e n t 
o f  l i v e l y  h i b a c h i  a s  w e l l  a s  c a l m 
a n d  t r a d i t i o n a l  s t y l e  o f  e a t i n g 
s i t t i n g  d o w n .  E a c h  “ l i f e s t y l e ”  o r 
“ s i t u a t i o n a l ”  s h o t  s h o u l d  n o t  b e 
p o s e d  a n d  c o m m e r c i a l ,  b u t  i n s t e a d 
c r e a t e  a  w a r m  a n d  w e l c o m i n g 
f e e l i n g  o f  b o t h  r e l a x e d  t r a d i t i o n a l 
g r o u p s  o f  p e o p l e  a n d  a n  a c t i v e / 
f u n  h i b a c h i  s t y l e  d i n i n g .  H a n f u d a 
c a r d s  s h o u l d  b e  f e a t u r e d  i n  t h e 
b a c k g r o u n d  o f  a l l  p h o t o s  t o  c r e a t e 
b r a n d  c o n s i s t e n c y. 

P E O P L E : 

P h o t o g r a p h y  o f  p e o p l e  s h o u l d 
b e  v e r y  l i f e s t y l e - l i k e  f e a t u r i n g 
e v e r y d a y  f a m i l i e s  a n d  p e o p l e ,  n o t 
f a s h i o n  m o d e l s .  T h e r e  s h o u l d  b e 
c a s u a l  a n d  w e l c o m i n g  i n t e r a c t i o n 
b u t  n o t  i n t r u d i n g  e x t r e m e l y  c l o s e -
u p  s h o t s .  P e o p l e  s h o u l d  l o o k 
a p p r o a c h a b l e ,  p o s i t i v e ,  a n d  h a p p y 
t o  b e  a t  N a k a t o  t o  r e f l e c t  t h e 
i n v i t i n g  n a t u r e  o f  t h e  r e s t a u r a n t . 

L O C A T I O N : 

P h o t o g r a p h y  s h o u l d  b e  s h o t  i n s i d e 
t h e  r e s t a u r a n t  c a p t u r i n g  t h e 
n a t u r a l  a n d  a u t h e n t i c  e l e m e n t s  o f  
t h e  N a k a t o  b r a n d .  S h o t s  s h o u l d 
i n c o r p o r a t e  e a c h  s t y l e  o f  d i n i n g  a t 
i t ’ s  a p p r o p r i a t e  l o c a t i o n  i n c l u d i n g 
p o s i t i v e  p e o p l e  a n d  i n t e r a c t i o n . 
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Packaging is another channel for Nakato to 
brand and market itself. Packaging can be a 
great marketing tool because the customer is 
taking it out of  the restaurant and to their 
house. The packaging, including brown paper 
bags and plastic bags, should feature the logo as 
well as company information like the address, 
phone number, and website. The packaging is 
the last aspect of  the restaurant the customer 
will see, and will tie together Nakato’s brand 
image from the moment the customer steps 
in the door until they’re eating leftovers the 
next day. We recommend that the chopstick 
holder should be the Nakato crest with the 
petals lifted up and have the Nakato logo and 
information printed on bottom. This will add 
a final touch of  branding to every table.

In s tag ram shou ld  be  u t i l i zed 
a s  much  a s  po s s ib l e,  and  pos t s 
shou ld  be  made  a t  l ea s t  once 
a  day.  T he  In s tag ram “ theme” 
fo r  Nakato  shou ld  be  cohe s i ve, 
and  the  imager y  shou ld  fo l l ow 
the  pho tog raphy  s t y l e  ou t l ined . 
T he  sho t s  shou ld  f ea ture  a 
mix  be tween  re s tauran t  sho t s , 
food  sho t s ,  cu s tomer s ,  and 
employee s .  Occa s iona l l y,  a 
p romot iona l  po s t  w i l l  be  made 
to  showcase  a  spec ia l  o r  even t . 

Facebook  i s  a  me thod  that 
a l l ows  fo r  a  more  in  de p th 
connec t ion  w i th  fo l l ower s . 
A l l  In s tag ram pho to s  shou ld 
be  shared  to  Facebook ,  bu t 
more  in  de p th  pos t s  reg ard ing 
the  menu ,  spec ia l s ,  and 
even t s  shou ld  be  po s t ed  on 
Facebook  to  kee p  cu s tomer s 
in  the  know.  Facebook  i s  a l so 
a  s t rong  med ium to  p romote 
mak ing  on l ine  re se rvat ions 
and  shar ing  b log  po s t s . 

Twi t ter  wi l l  be  a  medium to 
share  qu ick  thoughts  about 
re s taurant  spec ia l s ,  rec ipes, 
event s ,  and more.  Ins tag ram 
photos  shou ld  be  shared  on 
Twi t ter  a s  we l l  a s  l inks  to  b log 
pos t s . 

P in te re s t  i s  a  soc ia l  med ium 
that  w i l l  a l l ow  the  Nakato 
b rand  to  sh ine.  Cus tomer s 
shou ld  be  ab l e  to  f ee l  an  exac t 
s en se  o f  the  re s tauran t  upon 
l and ing  on  the  p ro f i l e.  T here 
shou ld  be  boards  such  a s 
su sh i ,  h ibach i ,  the  re s tauran t 
( i n t e r io r ) ,  a s  we l l  a s  Japanese 
cu l tu re  boards .  Not  eve r y  board 
ha s  to  f ea ture  Nakato  con ten t - 
inc lud ing  broader  boards  such 
a s  ho l iday s ,  s ea sons ,  and  t rave l 
w i l l  a t t rac t  a  w ider  range  o f  
P inner s .

24    social media

B R A N D I N G  /  S O C I A L  M E D I A B R A N D I N G  /  P A C K A G I N G  D E S I G N



Emai l s  should be sent  at  leas t  twice per  week;  one 
should be sent  on Monday announcing di f ferent 
specia l s  and events  in  s tore  for  the week,  and one 
should be sent  on Thursday encouraging people  to  jo in 
Nakato for  their  weekend dinner  p lans.  The emai l s 
should be c lean,  cons i s tent ,  and v i sual ly  engaging. 

Al l  other  market ing col latera l ,  inc luding f lyer s, 
should be des igned us ing the pr imary Nakato color s, 
and the text  color s  used should s tand out  against  the 
background.  The f lower component  of  the icon can be 
used as  a  pat ter n on the background of  the paper,  wi th 
i t s  opaci ty  tur ned down for  g reater  content  v i s ib i l i ty. 
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The Nakato webs i te  should be redes igned revolv ing around three e lements :  respons iveness,  user  f r iendl iness, 
and br ightness.  The background of  the webs i te  should be a  white  or  ivory color,  wi th Nakato red and gold 
adding pops  of  color  and def ini t ion.  The navigat ion bar  should be c lean and eas i ly  navigable,  and an emphasis 
should be placed on v i sual  imagery.  A responsive des ign wi l l  bet ter  capture the trendy market  Nakato a ims 
to  open up to,  whi le  the o lder  customers  wi l l  s t i l l  appreciate  the des ign.  The webs i te  wi l l  be such a powerful 
p lat for m in the rebranding of  Nakato because i t  can showcase each of  the facets  that  make the res taurant 
unique,  l ike  the tradi t ional  d ining,  sushi ,  and hibachi  d ining opt ions.  The main featured banner can a l so  be a 
v ideo to  showcase the ins ide of  the res taurant  or  chefs  prepar ing meals.  Websi te  v i s i tor s  wi l l  be able  to  eas i ly 
make a  reserverat ion through Open Table,  and there wi l l  be a  dis t inct  opt ion for  e i ther  Hibachi  or  Main 
Dining,  to  reduce the amount  of  reservat ion errors. 
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