
Whole Foods Market Case Study



A CASE STUDY

ThE ASSignMEnT

Create a brand voice that appeals to the 
health conscious as well as the “FOODiE”. 
Whole Foods Market has food that is not 
only good for you–but tastes good, too.

ThE nEW POSiTiOning

ingredients for better living.

OUr inSighT

Whole Foods is a company full of people  

who love food. They seek out the most 

healthy and highest quality products  

available. A lifestyle approach com- 

bined with inform-ation and support  

to achieve the life you desire. 
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Magazine spread for lifestyle publications.



 Magazine spread for lifestyle publications.  Magazine spread for lifestyle publications.
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Ad campaign for Artisian Foods Award private label products.
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Front cover of 4 page magazine insert featuring WFM and its vendors 
commitment to organics.



Inside spread of insert. 
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Bus shelter for Toronto store grand opening.



Billboard announcing Toronto store grand opening.
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In-store poster campaign directing customers to recipes 
at the website.



In-store poster campaign directing customers to recipes at  
the website.



Heirloom tomato promotion. 4 panel promo piece given out at Smith&Hawken. Heirloom tomato promotion. Splash page for website.
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SECrET ingr
EDiEnTS

Every chef 
has a secre

t.

Every secre
t has a pri

ce.

 
Every cook 

has a secre
t ingredien

t. From 

the old lad
y next door

 to the hea
d chef 

at a five st
ar restaura

nt. They ea
ch have 

a little so
mething ext

ra that set
s them 

apart and k
eeps their 

audience in
trigued.



A smell,
 a taste

, a stor
y in a s

mall tow
n 

newspape
r they a

ll lead 
to a ser

ies of 

encounte
rs that 

are both
 enterta

ining an
d 

informat
ive.

Kent’s q
uest wil

l lead h
im acros

s the 

country.
 he’ll v

isit far
ms, ranc

hes, cou
nty 

fairs, r
estauran

ts and e
ven indi

vidual’s
 

homes se
eking ou

t the se
cret kno

wledge o
f 

flavour. 
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The rumore
d fountain

 of youth 
drove Cort

ez 

mad, is th
ere a simi

lar fate f
or Kent? 

The show Secret Ingredients follows a young chef in pursuit of this 
secret knowledge.

Meet Kent Chase a young Culinary Institute student. Everything 
changes for Kent one day when a guest chef turns his back on the 
class to add a secret ingredient to a dish he is preparing. Kent is 
intrigued and inspired to find her secret ingredient. After graduation 
he sets out on a journey that takes her across the US in pursuit of  
his secret. 

His journey becomes a food odyssey of mythic proportions. Full 
of colorful characters and tasty tidbits of food knowledge. He will 
visit farms, ranches, county fairs and even individual’s homes in his 
pursuit of the most unique items of delectability that America has to 
offer. 

He will encounter many different people — each has a secret 
ingredient and each poses a unique challenge for him to discover that 
secret. Everyone claims to have a one. But who really does and how 
will Kent get it?

A story in a newspaper.  A woman selling blue ribbon winning pies 
at a small town fair.  A beekeeper.  A sexy massage therapist in Santa 
Fe.  A pork chop.  A farmer that raises hogs.  One individual leads to 
another individual that leads to yet another secret ingredient.

The show is sexy, funny and sometimes outrageous. But it is always 
real and informative. Our host will share the kitchen with the people 
that he meets. 

Sometimes the story is as important as the flavor.

Sometimes the story is the secret ingredient.
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The guidelines were created to help the regional marketing   
departments follow a consistent brand look.



Corporate Standards. Corporate Standards.
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