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Our Brand

The original Tiger Balm was established in 1918 by the Aw

family who were Chinese Herbalists in Ragoon, Burma. Today,

Tiger Balm is manufactured and distributed by Singaporean
company Haw Par Healthcare in over 100 countries.

With its long enduring history, Tiger Balm has existed as a
household essential in many Asian families, making it an
iconic product. However, due to the changing of trends and
preferences, the market has shiffed and Tiger Balm has been
branded as “old-fashioned”, sitting at the bottom shelf in
pharmacies and stores.

This new rebrand of Tiger Balm aims to transform this
culturally rich product into something completely different
and desirable whilst still maintaining its traditional essence.

INTRODUCTION
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The Rebrand
The House of Hu

Introducing House of Hu, a luxury rebrand of Tiger Balm.

At House of Hu, it emphasizes the apothecary origins of

the original brand by reimagining tradition through the lens
of modern luxury, crafting a harmonious fusion of heritage
and sophistication. Utilizing the brand’s long and trusted
history, House of Hu will extend the product lines into

beauty and personal care. From the original ointment to
shampoo, incense and even teas, everything will highlight the
importance of high quality herbs and ingredients, native to
Asia.

From being sold at local or retail pharmacies, House of Hu
products will be sold exclusively in branded stores only.
Stores also provide services such as customizing ointments,

INTRODUCTION

5



mmmmmmmmmmmmmmm

ADd1vdlS dNvdd i



Brand Values

The House of Hu

Wisdom

Heritage

Heritage stands as our foundation, honoring the rich legacy
of Asian traditions and the timeless wisdom they honor.
With a commitment to honesty, we uphold transparency

in all aspects of our craft, ensuring that every interaction
with our brand is built on trust like the way it has been for
the last 100 years. Each product we create is a testament
to our reverence for heritage, drawing inspiration from
centuries-old practices while infusing them with a modern
sensibility. At House of Hu, we cherish the wisdom of the
past, embrace the integrity of the present, and strive to earn
your trust with every exquisite offering.

BRAND STRATEGY
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Brand Tone

The House of Hu

TRADITIONAL

NOSTALGIC

PLAYFUL

DETAILED

Brand tone shifts from that traditional and nostalgic feel
that Tiger Balm has always been known for to create a
brand new tone that it can be recognized with, elegant and
modern while still keeping with a little bit of tradition and
nostalgia. The goal is quiet luxury, an elevated brand that
has the history and wisdom accumulated over the decades,

MODERN

FUTURISTIC

ELEGANT

MINIMAL

BRAND STRATEGY
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Positioning

The House of Hu

Target Market

The new target audience of House of Hu enters
a higher spending, that are sophisticated and
have an appreciation for clean and trusted
beauty and personal care products. The
demographic remains open to various ages and
genders. The aim is to bring interest back to old
customers and retain current ones.

Pricing

Prices across House of Hu's products enter the
higher end luxury band with prices ranging

from 45 USD to products going up to 260 USD.

The prices are driven up from the sourcing of
the highest quality of ingredients and newest
skincare technology.

BRAND STRATEGY

Q



mmmmmmmmmmmmmmmmm

NOIS3A OO0 il



Brandmark

11 .-
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Inspired by the grided layouts of traditional apothecary packagin,
the logo looked at the strokes of the Chinese character &, Hu
and experimented with the ways they could fit into a structured
grid.

The brandmark is geometic and modern but remains the slight
essence of tradition and culture within the contruction of it.

The Chinese character &, Hu is written in old
style calligraphy and manipulated to resemble a
stone stamp. This stamp serves as a secondary
logo that is used to add uniqueness and
authenticty.

LOGO DESIGN
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Brandmark Scaling

The logo’s clean and geometric structure allows it to
be able to scale up and down drastically. The line work
of the logo also permits it o be flexible to the format
and frame it lives in, whether it is physical or digital

application

LOGO DESIGN
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Brandmark Strefching

When scaling the adjusting the brandmark, make sure
to stretch the individual lines in the original vector and
not as a rasterized image.

When scaling the size of the logo, adjust the width of
the strokes so that it matches the original size.

Correct Incorrect

LOGO DESIGN
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Logo Lockup

The House of Hu | weraren

Since 1918 j Tagline

The House of Hu

Since 1918

The tagline of the logo is ‘since 1918, bringing forward and
highlighting the history and heritage of the brand.

LOGO DESIGN
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The House of Hu

Since 1918

The House of Hu

Since 1918

The House of flu
Since 1958, ik bbb
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LOGO DESIGN
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Colour Palette
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The colour palette is kept simple with black, white, and a sage
green being the primary colours that are used in the texts
and packaging. The beige is to add that warmth and rawness
back into the palette. With the red acting as an accent colour
from the secondary logo stamp
>
=
—
pd
]
Q
-
<
-]
<2)
>

17



Colour Palette Tints

CMYK 43%, 25%, 61%, 2% CMYK 0%, 0%, 0%, 0% 67%, 90%
RGB 153, 164, 121 RGB 255, 255, 255 RGBO, 0,0
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Typography

WORDMARK TYPEFACE

Athelas sou

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdetghijklmnopqrstuvwxyz

1234567890!%.,

PRIMARY TYPEFACE

Satoshi Varia

ol[S

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijkimno
12345678%90!7.,

SECONDARY TYPEFACE

Scandia Lin

Oqrstuvwxyz

e

ABCDEFGHIJKLMNOPQRSTU-

VWXY/

abcdefghijklmnopqgrstuvwxyz

125456789017,

VISUAL IDENTITY
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House of Hu

Tiger Balm Rebrand

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Lacus vel facilisis volutpat est velit egestas
dui id. Semper feugiat nibh sed pulvinar. Lobortis feugiat
vivamus at augue eget arcu dictum varius duis. Magna
etiam tempor orci eu lobortis elementum. Amet porttitor
eget dolor morbi. Vestibulum mattis ullamcorper velit sed
ullamcorper morbi tincidunt ornare massa. Ultricies lacus
sed turpis tincidunt id aliquet risus feugiat in. In massa
tempor nec feugiat nisl pretium fusce id velit. Fermentum
odio eu feugiat pretium nibh ipsum consequat. Sapien et
ligula ullamcorper malesuada proin libero nunc consequat.
Nis| purus in mollis nunc sed id semper. Integer feugiat
scelerisque varius morbi enim nunc faucibus. Suspendisse
sed nisi lacus sed viverra tellus in. Dictumst quisque sagittis
purus sit amet.

CONTENTS
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Imagery

The iconic leaping tiger in the original Tiger Balm
has not shifted from being part of the trademark
logo to being carefully integrated into the brand’s
visuals through this ink print of the back of a tiger,
This is to create a less obvious association without
being too bold and straightforward.

CONTENTS
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Imagery

The rest of the texture or illustrations
used on the packaging and
throughout some applications

are sumi-e/ Chinese ink painting
inspired style of botanicals, such as
the ingredients that are used within
specific products.

CONTENTS
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Photography and Texture

Photographs focus on capturing the beauty of Asian landscapes and
texture of ingredients that are core to the products.

CONTENTS
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The other side of the photographs are ones that
capture the melancholia and loss of apothecary
practices,

CONTENTS
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Square Box
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l
‘ The House of Hu

‘ Original Tiger Balm

The design for the square box packaging is used for
products such as the original tiger balm ointment
(the jar still remains hexagonal), cosmetic cream jars
and similar products. The logo is fit fo the faces of
the box to act as a grid for the texts. The packaging
is bilingual with one side in English and the other is
Chinese.

Square box sizes are (H x W x L):
Ointment 2.5 x 2.5 x 2.5 inches
Face Cream 3.5 x 3.5 x 3.5 inches
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Vertical Box

The House of Hu

Herbal Shampoo

Massage info wet hair, lather, and rinse thoroughly. Follow with
your favorite condifioner for best results. Suitable for daly use
on all hair types.

Sodium Laureth Sulfate, Ammonium Laureth
9 e water, Aloe

X Lotus seed exiract, Jast

Sodium Cocoamphoacetate, Coco-Betain ocamide MIPA,

PEG-7 Glyceryl Cocoate. PEG-40 Hydrogenated Casfor Oil.

Phenoxyethanol, Sea Salf (Maris Sal),

Protein, Melaleuca Alternifolia (Tea Tr

Piperita (Peppermint) Oil, Magnesium Nitrs si

Nitrate, Eucalyptus Globulus Leaf Oil, Potassium Sorbate, Diso-

dium EDTA, Methylchloroisothiazolinone. Magnesium Chloride,

Methylisothiazolinone. Linalool, D-Limonene

The House of Hu

Herbal Shampoo
The design for the vertical box packaging is a good
demonstration of the flexibility of the logo, where
is can stretch and adapt to the form it is on. The
lines of the logo can extend to create a guideline
grid for the informational text. The vertical box is
for products such as the shampoos, shower gels,
lotions, efc.

Ingredients

Vertical box sizes are (H x W x L):
Shampoo and Conditioner 8 x 4.5 x 4.5 inches
Shower Gel and Body Lotion 8 x 3.5 x 3.5 inches

PACKAGING
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Packaging Box Variations

The packaging boxes have variations depending
on the product it holds, Aside for the prints with
the brands illustrations, there are embossed
packaging boxes.

The House of Hu

Herbal Shampoo

PACKAGING
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Cosmetic Jars

The jars for the products are glass and
the design are printed onto them. Most
of the information about the product are
on the packaging boxes with only the
essential information printed on the jars
for space.

The House of HU
Original Tiger Balm
S

[&

The House of Hu NG

Original Tiger Balm

PACKAGING
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Posters

Brand Statement

"At House of Hu, we reim

tradition through the lens of modern
luxury, crafting a harmonious fusion of
heritage and sophistication. Inspired by
the timeless wisdom of ancient apothe-
caries, our artisanal creations seamless-
ly blend botanical richness with con-
temporary elegance. From soothing
balms to sumptuous body care essen-
tials, each House of Hu product is a
testament to our dedication to purity,
quality, and the artistry of natural ingre-
dients. With a reverence for culture and
a commitment to excellence, we invite
you to indulge in the sensory journey of
House of Hu, where tradition meets
opulence.”

Advertisement posters have both the
primary and secondary logos, whilst
incorporating the brands imagery. English
versions of the advertisements, the text is
landscape.

ADVERTISEMENTS
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Posters
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will be layed out more vertically and also
uses both the primary and secondary

logos.
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Business Cards

ADVERTISEMENTS
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Business Cards

Business cards come in the 2 colours, green and beige from
the colour palette.

The text on the cards comprise of name, position, e-mail,
number, store location and store number.

ADVERTISEMENTS
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Desktop Website

About-—Ingfedients __ Products v == e | Customiz

100 Years of History

Natural Formulation

Store Locator

Landing and home page is vertical scroll with
thumbnails for the different sections of the
website (our story, ingredients, and products).

Footer banner at the bottom of page includes
other services and information that is not
included in the menu bar.

DIGITAL MEDIA
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Desktop Website

= ’
|'Ii' About  Ingrediens  Products O

OUR STORY

HERITAGE

Login

Customize

Cart

This page describes the mission statement of
the company and the history of House of Hu
and Tiger Balm. It highlights the core values

and foundation of the products.

DIGITAL MEDIA
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Desktop Website

Camphor

KEY INGREDIENTS

Menthol

Capsicum Extract

The ingredients page is dedicated to informing
users of the importance of the contents and
sourcing of ingredients used to make House of
Hu’s products- this section is significant fo the
rebrand.

It first describes the key ingredients from the
original tiger balm that is reccuring throughout
the other products and then moves to talk about
the sources of these different plants and flowers
from around Asia.

DIGITAL MEDIA
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Desktop Website

CATEGORIES

BEST SELLING

The product catalog sections all the products
into different catagories (body, skincare,
ointments, home and teas). Under each
catagory are the different types of products.

By default the catalog features the best
selling products at the top for users to view
before catagorizing by types.

DIGITAL MEDIA

39



Social Media

houseofhu #

234 229K 156
Posts Followers Following
House of Hu

All of Tiger Balm's wisdom and heritage, but elevated.

' j’k‘._‘-""'a Followed by aesopskincare, sulwhasoo.official
¥a’? and 100 others

Follow

Message Subscribe Contact

Apothecary Stores Colle ns  Ingredients Formulation

il 4

houseofhu # Q

234 221K 156
Posts Followers Following
House of Hu

All of Tiger Balm's wisdom and heritage, but elevated.

l{'\‘\ Followed by aesopskincare, sulwhasoo.official
Y&’ and100 others

\' Follow

Message Subscribe Contact

Apothecary Stores Collections  Ingredients ~ Formulation

il 4

The Instagram page of House of Hu follows a similar visual to the website,
with posts intfroducing users to the different ingredients of the products
and different store designs that the brand has. It sets a mood and
atmosphere that is appropriate to the brand image.

DIGITAL MEDIA
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Social Media

The Houseof Hit

Since 1918

Logo visuals using photographs of store designs, can
be used as social media posts and advertisements.

DIGITAL MEDIA
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Visuals

Store interior by Jade
Simple Design at
https://yinjispace.com/
article/Jade-Simple-
Design-THE-ONE-
Vintage-Luxury-Store.
html

A huge aspect of Tiger Balm’s rebrand is the shift from its
products being sold at pharmacies and retailers to having
its own individual stores where products are sold exclusively
in-store.

The store interiors are heavily influenced by Chinese
apothecaries where the origin of the brand came from,
with a lot of grids and columns in the design and product
displays.

STORE DESIGN
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Visuals

Example of possible wall text in-store.

Store interior by Jade Simple
Design at https://yinjispace.com/
article/Jade-Simple-Design-THE-
ONE-Vintage-Luxury-Store.html

STORE DESIGN
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SERVICES

Store interior by AT DESIGN at https:/www.archdaily.com/916684/boundless-
xixi-tea-room-at-design

Having its products sold in-store allows the brand

to make the shopping of its products an elevated
experience too. In-store also offers special services
such as accupunctures, massages, customization or tea
ceremonies using the brand products.

STORE DESIGN

45



A brand guide book for House of Hu, the
luxury rebrand of Tiger Balm.

Designed by Lulu Zhang



