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BRAND STORY

The founders of Vintage Vault, Ronja and Sofiq,
recognized the unethical behavior that some of
today’s most popular clothing brands participate
IN, such as unsustainable practices, or taking
advantage of their workers. “The world does not need
more clothing brands, it needs more sustainable
alternatives, such as vintage and second-hand.”

When searching for second hand clothing online, they
found it to be an overuwhelming experience. There are
so many brands, yet it is difficult to find exactly what
you are looking for. They wanted to find a way to
make it easier for people to shop second hand online
and simplify the process. If it is easier to shop second
hand, more people will get into it.



BEHIND THE NAME

In our first meeting, they told me they hadn’'t come
up with anything yet, so I started to brainstorm,
and I liked the idea of something with vintage, since
they kept repeating that word. To be honest, I don't
remember the other options I came up with, other
than Time Warp, but I liked Vintage Vault the best. As
soon as I showed the girls Vintage Vault, they loved it
and said it was exactly what they were looking for.

A vault is a room where valuable things can be kept

safely, so it made sense. As the customers come and

use Vintage Vault, they are “unlocking” the doors of
the vault to find the good stuff inside.

ABOUT THE LOGO

As mentioned earlier, when the customers come and
use Vintage Vault, the idea is that they are “unlocking”
the doors of the vault to find the good stuff inside. The
main icon resembles the actual door of a vault, which
have these thick bars going in a radial setting that
actually secure the door. This icon is integrated into
the words “Vintage Vault”.



THE VISION

Make It easier
for people to shop
second-hand/
vintage

The dream scenario for Vintage Vault is to expand its
clientele to where everyone all over the world is using
it. It will start by including only local brands at first,
but hopefully, as the company expands, it can include
more and more stores around different countries.
Ideally, as this happens, more age groups will start
using it as well.



3+ In their 20s-30s
3't Looking to Expand UJardrobe
IDEAL GLIENT

3'+ Cares About the Environment

3't Interested in Fashion



COMPETITOR ANALYSIS

Vintage Vault is the first of its kind; therefore, there
are no true direct competitors. The information and
visuals gathered in the workbook is from indirect
competitors, which would be the brands that would
be on VV. They would end up being competition if
people go directly to those brands first.

FASHIONPHILE The color combinations already used by similar
: brands are black and white, red and black, and teal

]

ﬁ-i* 5 and white. Many of these companies don’t have an
i icon as a logo, but rather just use the name of the
brand. We wanted to create a brand with a distinct

t N the same color combinations or icons as them.

identity from these others, so we tried to avoid using




MOODBOARD




BRAND VALUES TONE OF VOIGE

3.% Stylish 3.t Confident and Bold

3.£ Edgy 't Friendly and Approachable
3.5 Sustainable 3'+ Casual but Assertive

3.t Economic 3t Inspiring

't Authentic
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THE FUTURE OF
FASHION IS THE PAST.
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SLOGANS

d statements to
e the public to shop
second-hand

THE FUTURE OF
FASHION IS THE PAST.

SUSTAINABILITY IS HOT.

SECOND HAND IS IN, FAST
FASHION IS OUT.



BRAND COLORS

Rooted in the brand’'s commitment to being authentic,
assertive, and confident, the palette is anchored by
a striking red paired with soft white. The red brings

PRIMARY SECONDARY energy and a bold presence, while the soft white
. balances it with clarity and approachability, creating
. Vintage Red Beige-Gray a look that feels both powerful and refined.
cmuk (0, 82, 66, 63) cmyk (18,17, 23, 1)
9o (94,17, 32) 91215, 269,159 Navy and beige-gray support the primary palette
Soft UJhite . Navy by adding depth and sophistication. Navy introduces
cmuyk (5,2, 0, 5) crmuyk (100, 91, 45, 60) a sense of stability and trust, while the beige-gray
"gb (230, 236, 242) rgb (0,9, 56) brings warmth and subtle neutrality. These tones are

used to complement and refine the overall aesthetic
without competing with the core colors.



TYPOGRAPHY

Aside from picking typefaces that complement
eachother, I wanted to use bold fonts that could stand
on their own when used for a single statement.

Bebas Neue and Tombstone Blues are perfect for that.
Tombstone Blues should be the primary type uhen it
comes to these sort of statements.

PRIMARY TYPE: TOMBSTONE BLUES
L0OGO TYPE, FOR BOLD STATEMENTS AND CALLS TO ACTION

SECONDARY TYPE: BEBAS NEUE
FOR HEADINGS, ALSO USE FOR SLOGANS WHEN COMBINED WITH LOGO

Terciary Type: Montserrat
For Body Text
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vintagevault Vintage Vault is for everyone vintagevault Looking good! m vintagevault Let us help you find your style.
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