Organic Food Brand Positioning Outline
for Urban Youth Segment
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. Target Audience Profile

Age: 18-30 years

e Location: Urban centers

Lifestyle: Health-conscious, digitally active, socially engaged

Values: Sustainability, authenticity, transparency

Pain Points: Limited access to trustworthy organic options, time constraints, affordability concerns

2. Brand Purpose & Mission

Empowering urban youth to make healthier, sustainable food choices by providing authentic and accessible

organic products.

3. Brand Promise

Genuine organic food, ethically sourced, made for your modern lifestyle.

4. Unique Value Proposition

e Certified organic ingredients only

e Convenient and ready-to-eat/prepare options

e Transparent sourcing and fair trade partnerships

e Affordable pricing for students and young professionals

e Sleek, sustainable packaging

5. Brand Personality

e Authentic

e Energetic

e Modern

e Socially conscious

e |Inclusive

6. Key Messaging Pillars

N

. Transparency: Know where your food comes from

2. Empowerment: Make choices that reflect your values
3. Innovation: Fresh, urban-inspired organic options
4

. Community: Join a movement for better food and a better world



7. Competitor Differentiators

Urban youth-focused brand story

Stronger presence in co-working & university spaces

¢ |nnovative product formats for on-the-go consumption

Real-time engagement on social media platforms

8. Tone & Visual Direction

Minimalist, clean design

Straightforward language, no jargon

Vibrant yet simple visual cues

Highlighting real people and real food

9. Sample Tagline

a€cePure Taste. Real Change.a€
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