
CASE STUDY: Honeybrains
How we transformed Honeybrains from a literal health concept into a craveable, energy-first brand in a saturated market.
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The Real Problem
Honeybrains had a great idea. But a tough name. And an even tougher story to decode...

Underneath it all was a deeper issue: the brand had become preachy. It was lecturing New Yorkers on health when all they wanted was a damn good lunch they could feel good about.
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What We Did
1. We reframed the strategy around food, not function.
2. We replaced health jargon with human language.
3. We rebuilt the brand identity from the inside out.
4. We redesigned the in-store experience.
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The Result
- A bold brand relaunch anchored in food, flavor, and functional joy
- A scalable platform for new store openings in Tribeca and the Upper West Side
- A visual and verbal identity that matches the energy of the food
- A renewed connection with customers who want to feel full—not just in stomach, but in spirit
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Why It Matters
There’s no shortage of health-forward fast casual in NYC. But most are indistinguishable...

Honeybrains now stands apart. It’s not trying to prove it’s healthy. It’s showing people what feeling good actually looks and tastes like. It’s smart, flavorful, and built for how we live today.

This is what brand can do when it actually makes people feel something.
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