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Purpose

Oli’s Italian-styled, Deli Sandwich Shop represents the 
culmination of the Rossi family’s culinary heritage, passion for 
food, and commitment to excellence. With roots deeply embedded 
in Sicilian traditions, Rosa and Marco Rossi, along with their 
children, aim to bring the authentic flavours of Italy to 
Melbourne’s diverse culinary landscape. Inspired by their love 
for quality ingredients, genuine hospitality, and a desire to 
create a space where tradition meets innovation, Oli’s promises 
to be more than just a sandwich shop—it’s a culinary journey 
through the heart of Italy.

Within this strategy, the client will gain the essential insight 
and approach to successfully deliver the carefully crafted 
branding for ‘Oli’s’ to the target market. This will guarantee 
clarity and facilitate a seamless launch for the client to 
introduce the charm of ‘Little Italy’ to Melbournians.
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2.

Brand Values
Quality
 - With locally acquired fresh produce,  Oli ’s  values delivering the best 
quality ingredients to our customers. 

Family 
- Our shop is  built upon the strength and foundation of family, which is 
something that is  highly valued and one our customers will become.

Modern
- Like all things,  updates are needed, which is  why our modern twist on 
traditional recipes will leave you wanting more. 

Culture 
- As much as we love Melbourne, we have a special fondness for Italy. 
Through fusion, we appreciate the blending of two cultures to create 
Olis.

Flavour 
- Bit ing into our paninis,  you’ll experience an explosion of flavours that 
will keep you coming back for more.  Our diverse menu is  packed with 
irresistible flavours that will have you craving more.

Fun
- Like our personality, our deli  will put a pep in your step through our 
l ively atmosphere and good looks! 



Brand Story
The Rossi family has a rich culinary history that began in 

Sicily, Italy. They moved to Melbourne, Australia, seeking new 
opportunities and adventure. They noticed a lack of authentic 
Italian sandwich shops in the city and decided to create their 
own. They envisioned a space where locals and visitors could 
experience the irresistible flavours of Italy. With a deep 
understanding of traditional Italian recipes, a love for quality 
ingredients, and genuine hospitality, the Rossi family is 
confident their sandwich shop will satisfy appetites and warm 
hearts compared to commercialised competitors. 

For the name, they would like to call it ‘Oli’s’, named after 
Marcos’s father, Oliver. As they embark on this exciting new 
chapter, they are committed to upholding the values of family, 
tradition, and excellence. However, they lack an understanding 
of the branding and marketing aspects of starting a business and 
require help launching the sandwich shop. 3.



4Communication
Statement
Introducing Oli’s: Where Tradition Meets Taste 
Embark on a culinary journey with us at Oli’s, where the essence of Sicilian heritage collides with the vibrant spirit 
of Melbourne, Australia.

The Rossi family brings generations of culinary mastery from the sun-kissed shores of Sicily to the bustling streets of Melbourne. 
Guided by their patriarch, Oliver Rossi, they weave a tapestry of flavours that dance on your palate and warm your soul.

In a city craving authenticity, Oli’s emerges as a beacon of genuine Italian cuisine. Tucked away in the heart of Melbourne, our sandwich 
shop invites locals and visitors alike to savour the true taste of Italy.

With each bite, experience the meticulous craftsmanship and devotion to quality ingrained in every recipe. From our freshly baked bread to our 
hand-selected ingredients, we promise a culinary symphony that resonates with the soul.

At Oli’s, family is more than a word—it’s a guiding principle. With warmth and hospitality, we welcome you to our table, where every meal is a 
celebration of tradition, love, and togetherness.

Join us as we embark on this savoury adventure, rooted in the values of family, tradition, and excellence. Together, let’s redefine the art of the 
sandwich and create moments that linger in memory.

Indulge in the irresistible flavours of Italy. Indulge in Oli’s. Mangia bene, vivi felice! (Eat well, live happily!)

The Rossi Family 
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Design and Visual Identity

Logos

COlour palette Icons

FONTS
Eckmannpsych 
Fabiola Capitalstagline

The l ittle italy

The  l ittle  i taly

The  l ittle  i taly

Enjoy !
Ciao! 



Strategy 

6.

What

How

Oli's Deli's branding strategy aims to offer an authentic Italian experience to its target 
market, focusing on a curated menu with traditional recipes and ingredients sourced 
directly from Italy. Embracing a youthful vibe through modern design and vibrant 
messaging, the strategy leverages high-quality imagery on social media platforms like 
Instagram and TikTok to engage customers and share the founders' personal stories, 
fostering an emotional connection. By actively engaging with the community and 
ensuring transparency in sourcing and preparation, Oli's Deli seeks to position itself as a 
cultural destination, capturing the attention of the target demographic and establishing 
a strong brand presence in Melbourne's culinary scene. Through these efforts, the 
strategy aims to optimise growth and brand recognition within the first quarter of 
launch, building a transparent relationship with customers that makes them feel like 
part of the Oli's Deli family.

The proposed branding strategy for Oli's Deli represents a meticulously crafted approach 
tailored to resonate with its target demographic and achieve rapid growth and brand 
recognition. By prioritising authenticity and differentiation through an emphasis on 
traditional Italian recipes and ingredients sourced directly from Italy, Oli's Deli sets 
itself apart in Melbourne's culinary landscape. This strategy leverages modern design 
elements and vibrant messaging to engage the younger demographic on social media 
platforms like Instagram and TikTok, fostering emotional connections through the sharing 
of personal stories and values. Transparency in ingredient sourcing and food preparation 
processes builds trust with customers, while active community engagement and exclusive 
promotions create a sense of belonging and drive foot traffic. Overall, this strategy 
positions Oli's Deli as a cultural destination and paves the way for sustained success and 
expansion within Melbourne's competitive food industry.



How

Strategy 
When

Where
279 Hampton St, Hampton VIC 3188

After conducting market research, we collectively chose Hampton as their deli shop’s 
location. While top competitors such as Hugo’s Deli, Nicos, Saul’s, and Piccolo Panini Bar 
are located in the north and eastern suburbs, there are few in the south, particularly 
in Bayside, where there is still a demand for such a product. The shop is located at 279 
Hampton St, near the station and the beach. The storefront wraps around a corner and 
has lovely street seating areas perfect for socialising and Instagram snaps. The location 
is prime and accessible for customers from other suburbs, with plenty of public transport 
available, and is located in the heart of Bayside. The clientele aligns perfectly with the 
target market while also serving a gap in the Bayside market, indicating a higher 
possibility of success.

The strategy will be put into action coming up to when the deli shop opens in mid-August. 
Collectively, August was chosen due to some of our potential customers being away during 
June and July, and the ones who remain may experience FOMO (fear of missing out) due to 
all the European pictures on social media. This will create a desire for a taste of Italy and 
make it the perfect time to launch. The strategy will help Oli’s during the first quarter 
after opening, and approaching the second quarter, we will collect consumer data and 
analyse social analytics to see what works and what doesn’t. This will help us adjust 
the strategy to serve the business better and ensure its success.

7.
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8.
Who

As Highlighted within the brief the target audience for Oli’s deli shop are individuals aged 20-30 in Melbourne, regardless of gender, who 
appreciate exceptional-quality food and are willing to invest in the taste of Italy. Primarily, we aim to captivate the younger 
demographic, particularly those between 20 and 25, who are immersed in current TikTok trends surrounding sandwich culture and 
European travel experiences. Oli’s positions itself as an on-trend destination, catering to the social lifestyles of young adults while 
offering an authentic taste of Italy, thus providing a unique and sociable dining experience. With this said the branding strategy is aimed 
at such proving a higher success rate as the strategy is tailored to such. 

Furthermore, Oli’s taps into the widespread sentiment of vacation deprivation among Australians, with approximately 65% of the 
population yearning for a taste of Europe. By bringing the essence of European cuisine to Melbourne, Oli’s aims to satisfy the wanderlust 
of its clientele, providing a culinary escape that transports them to the streets of Sicily with each bite.

In addition to the primary target audience, Oli’s extends its appeal to individuals aged 25-30 who possess a refined palate and a 
preference for fresh, quality produce. This demographic appreciates the authenticity and craftsmanship behind Italian cuisine, making 
Oli’s the perfect destination for those seeking a satisfying yet time-efficient meal option. With its commitment to genuine service and 
meticulously prepared dishes, Oli’s aims to cater to the culinary desires of this segment while providing a convenient solution for their 
dining needs.
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