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OVERVIEW
What is Blah Blah Hot Pot?



Challenge: Hot pot is an Asian communal dining experience gaining popularity across America, but
restaurants offer few resources to help customers navigate it. Those trying hot pot for the first time can
find it overwhelming and intimidating. 

Solution: Blah Blah Hot Pot is the solution to the hot pot learning curve. Its purpose is to make Korean hot
pot accessible to more people through a guided, educational customer experience.

Mission: be the best communal dining experience by emphasizing cooking education.

Vision: make cooking accessible to all people, and bring the world together through food.

CHALLENGE & SOLUTION

Overview 2



Age: 25-35
Gender: mainly women
Income: $50,000+
Location: Salt Lake City, Utah - the county’s youngest city
Pain Point 1: wanting to socialize and get out of the house more - they want a reason to leave home
Pain Point 2: wanting to try new food experiences, like hot pot, but they don’t know where to start
because it’s almost too customizable
73% of Gen Z and Millennials prioritize experiences over goods
Top reasons Americans like eating out: atmosphere (66%) and socializing (52%)

Blah Blah is for people who are social, adventurous, travellers, or concerned about social media-
worthy outings.

TARGET AUDIENCE

Overview 3
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BRANDING
What does Blah Blah look and sound like?



Relatable and connected
with the Gen Z/Millennial
target audience.

Out there and unafraid to
connect with people.

Clear instructions and a
direct voice in hot pot
education messaging.

CONVERSATIONAL BOLD SIMPLE

5

BRAND VOICE

Branding

Blah Blah is for social, outgoing people who want to try new experiences,
so the brand voice matches this target audience and their personalities.



6Branding

Capturing Blah Blah in one icon required lots of
brainstorming and sketching.LOGO ITERATIONS



Main Logo Alt. Logo 1 Alt. Logo 2



Speech bubble
to represent the

highly social
target audience

Handwritten
font to mimic
traditional
Korean brush
calligraphy



COLORS
To determine a color palette, I created a
moodboard of different restaurants that
matched the theme and energy I envisioned.
I pictured a dark restaurant lit by neon lights
with a karaoke booth and bar.

These 4 colors capture the essence of Blah
Blah - fun and bold. 

Branding 9

DEEP OCEAN
#120a35

BLAH BLAH BLUE
#4b7ea9

SEOUL MATE
#d8bddb

HOT (POT) PINK
#b53467

STEAM CLOUD
#ffffff



TYPOGRAPHY
These fonts are bold and highly readable -
appropriate for a tablet menu.

Branding 10

BALOO
Headers and titles

Body copy



ICONS
Icons are used for the menu and uniform.
The icon style is simple, clear, and easy to
recognize - matching the brand voice.

Branding 11



PATTERNS

Branding 12

Traditional Korean art and architecture use lots of patterns and motifs. My patterns
have similar shapes and are used on multiple items in the restaurant.
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RESTAURANT
EXPERIENCE

How does Blah Blah operate and accomplish its goals?



EXPERIENCE LIST
To address the hot pot learning curve, the
restaurant experience needs to be
considered first. Each step of the customer
experience, from entering to exiting, was
considered and detailed.

For new customers, waiters will offer to do a
short hot pot demonstration. This includes
cooking meats or vegetables and letting the
customer try the food to see if they like it.
This furthers the goal of cooking education.

Restaurant Experience 14



MENU RESEARCH

Restaurant Experience 15

I researched hot pot menus, blogs, and online forums to find
the most popular ingredients and their average cooking times.



MENU
A tablet menu creates the smoothest
customer experience - no need to flag
down a waiter during this all-you-can-eat
dining experience.

But what if someone doesn’t know what to
order? The Chef Favorites page has six
pre-portioned ingredient combinations.

Overall, this menu design lets customers
focus on the hot pot experience rather than
getting stuck on the food.

Restaurant Experience 16



MENU

Restaurant Experience 17

Simple navigation
sidebar

Adds item to cart

Starts a timer
that flashes
when finished
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RESTAURANT DESIGN

Restaurant Experience 19

Blah Blah is for social people, so the
environment needed to be exciting and
engaging. This restaurant features a bar
and karaoke booth to encourage building
connections. Bright neon lights remind us of
Seoul, South Korea, at night.



RESTAURANT DESIGN
To bring the whole restaurant experience
together, I created two in-store branded
designs: chopstick covers and a uniform. 

The back of the t-shirt has the Blah Blah
motto: “it’s good for the Seoul.” Between
the good food and atmosphere, Blah Blah
considers the customers’ social and
physical needs. 

Restaurant Experience 20
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APPENDIX
Curious to see some extra work that

didn’t make it to the final?



RESEARCH

Appendix 22

To better understand Korean culture, the target audience, and hot pot, I conducted
thorough research before creating any visuals.



MOODBOARDS
Too aggressive

Appendix 23

I went through many rounds of visual exploration before creating a
style that felt “just right” for the target audience and brand voice.

Too predictable Too bright Too light Just right!



COLOR PALETTES
The visual identity for Blah Blah went
through many iterations, and so did the
color palette. I wanted a saturated color
palette that had warm and cool tones.
These were the variations I went through to
pick the final color palette.

Appendix 24



RECIPE CARDS TO MENU
Originally, I imagined that the menu would
be a series of recipe cards and infographics
that included ingredient cook times and
suggested combinations. However, this
could be an overwhelming amount of
papers and would require customers to flag
down a waiter when they needed more.

These are my inspirations and sketches
before changing to a tablet menu.

Appendix 25



SHOWCASE
At the end of this project, I was able to
present my work at a showcase. I decorated
a table with my deliverables and paper fans.

During this showcase, I presented my project
multiple times. I tailored my presentation to
each person based on their knowledge of
hot pot.

Appendix 26
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LET’S CONNECT
Hi, my name is Leah Anderson! I am passionate about design,
communication, and creating experiences through event planning
and strategic planning. 

I graduated with a bachelor's in public relations and visual
communication, and I’m ready to take on new projects. If you
have a campaign or project that needs strategic communication,
through visuals or words, let’s connect! You can reach me through
LinkedIn or my email: andersonleahc@gmail.com.

Scan to connect
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