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Synopsis

In this episode, the lecturer delves into branding and positioning, two critical components in shaping
the success of insect-based food products. Branding is not just about logos or slogans—it’s about
forging an emotional connection with consumers by establishing identity, values, and a unique
promise. The episode explores key branding elements, positioning strategies, and practical ways to
overcome consumer scepticism. By crafting a compelling narrative and maintaining consistency
across all touchpoints, brands can turn insect-based foods from a curiosity into a desirable,
mainstream product.

Key Insights & Takeaways
1. The Power of Branding

e Branding is more than a visual identity—it’s about the values, personality, and promise a
company makes to consumers.

o  Why branding matters:
o Differentiation: Stands out in a competitive market.
o Loyalty: Consumers return to brands they trust.

o Credibility: Builds consumer confidence, especially in new markets like insect
gastronomy.

o Inspiration from established brands: Apple and Tesla sell more than products—they sell
visions. Insect-based food brands must do the same by promoting sustainability, innovation,
and culinary adventure.

2. Creating an Appealing Brand Identity

e Define Core Values: What does the brand stand for? (e.g., sustainability, health, culinary
innovation).

e Develop a Brand Personality:
o Playful & Approachable: Friendly and educational branding for mass adoption.
o Elegant & Sophisticated: Premium branding for high-end consumers.
o Design Compelling Visual Elements:
o Earthy tones and organic designs reflect sustainability.
o Modern typography enhances professionalism and appeal.

e Consistency is Key: All branding elements (packaging, website, marketing materials) should
align to reinforce the brand’s identity.

3. Product Positioning Strategies
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How a product is perceived in the minds of consumers determines its success. Four effective strategies
include:

e Gourmet and Exotic Cuisine:
o Highlights unique flavors, premium ingredients, and fine dining experiences.
o Targets foodies and culinary adventurers.
e Health and Nutrition Focus:
o Emphasizes high protein, essential nutrients, and dietary benefits.
o Appeals to health-conscious consumers and fitness enthusiasts.
e Sustainability Champion:

o Promotes environmental benefits such as low carbon footprint and minimal resource
use.

o Attracts eco-conscious consumers.
e Everyday Convenience:
o Positions insect-based foods as practical and tasty for daily meals.
o Makes insect consumption feel more accessible to mainstream audiences.
o Key Tip: Choose a strategy that aligns with brand values and audience preferences.
4. Overcoming Consumer Stigma Through Branding
e Visual Design:
o Avoid direct images of insects in packaging unless stylized.
o Showcase appetizing product visuals or use modern abstract designs.
e Strategic Language:

o Use positive descriptors like ‘savory,” ‘crunchy,” or ‘nutrient-packed’ to shift
perceptions.

e Storytelling for Connection:
o Share stories about sustainability, farming practices, and product craftsmanship.

o Emotional connections help reduce resistance—just as sushi branding transformed
perceptions in the West.

5. Practical Steps to Develop a Strong Brand
o Market Research: Identify competitors, industry gaps, and consumer preferences.

e Unique Selling Proposition (USP): What makes this product stand out? (Flavor? Nutrition?
Sustainability?)
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e Professional Branding: Work with designers to create a polished and engaging visual identity.

e Brand Story Development: Create a compelling narrative aligned with values and market
expectations.

o Test & Refine: Use small-scale campaigns and consumer feedback to tweak branding
strategies.

e Final Thought: Branding is a continuous process that evolves based on market trends and
audience engagement.

Next Episode Preview

e The next episode will focus on marketing channels and strategies to effectively promote
insect-based food products.

Final Thought

Branding and positioning are at the heart of any successful product launch. A strong brand doesn’t
just sell a product—it creates an emotional connection that inspires and engages consumers. With the
right strategies, insect-based foods can shift from novelty to mainstream, creating a lasting impact in
the culinary world.
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