


BrandBio

Shallalat Al-Rabie is a distinguished hospitality brand that embodies the essence of tradition and culinary heritage. With a focus on providing
authentic experiences, it specializes in crafting classic and traditional dishes that celebrate the rich flavors of the region. From its inception,

Shallalat Al-Rabie has been committed to creating a harmonious blend of nostalgia, exceptional cuisine, and warm hospitality for its guests.

Overview

Shallalat Al-Rabie is a renowned traditional restaurant located in Qatif, KSA. It is known for its commitment to preserving culinary traditions and
offering a delightful taste of classic and traditional dishes. The restaurant is nestled in a spacious area adorned with captivating artificial

waterfalls, creating a serene ambiance that sets the stage for an unforgettable dining experience.

The expansive premises of Shallalat Al-Rabie include a variety of halls and natural gardens, providing guests with ample space to relax and
enjoy their meals. Whether it‘s a family gathering, a special occasion, or simply a desire to savor authentic flavors, Shallalat Al-Rabie offers a

tranquil oasis where guests can immerse themselves in the beauty of nature while indulging in traditional cuisine.

Located in Qatif, KSA, Shallalat Al-Rabie is a destination that captures the essence of cultural heritage and culinary excellence. With its
commitment to spaciousness, warm hospitality, and an authentic dining experience, Shallalat Al-Rabie invites guests to embark on a journey

that celebrates tradition and the flavors of the region.






Brand Strategy Shallalat Al-Rabie 2024

- Brand Core

BRAND PURPOSE

preserve and celebrate the rich culinary heritage of our region. We are dedicated to provid-
ing an authentic and memorable dining experience that allows our guests to connect with
tradition, indulge in classic dishes, and create lasting memories.

BRAND VISION

To be the top choice for individuals seeking an authentic dining experience in popular and
tourist restaurants. We strive to be recognized as the ultimate destination for traditional
popular dishes, offering a serene environment with artificial waterfalls and natural gardens.

BRAND MISION

Our mission is to provide diverse popular dining experiences and tourist spaces that show-
case the authentic flavors and cultural heritage of our region. We are committed to offering
a range of traditional dishes in a popular setting, catering to both local individuals and tour-
ists visiting the area.
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Brand Differentiation

BRAND POSITIONING

Shallalat Al-Rabie is the largest popular restaurant and leisure destination in the region, catering
to individuals, families, and groups who seek popular restaurants and retreats. With spacious re-
laxation areas and a diverse menu, it stands out among its competitors.

Shallalat Al-Rabie offers a place for self-indulgence, relaxation, and comfort, while ensuring
high-quality food. It provides an enjoyable and convenient experience, combining entertainment
and authentic culinary delights.

POINT OF DIFFERENCE (PODs)

= Spacious area & providing ample space for individuals, families.
= Diverse range of dishes, and a focus on authentic popular cuisine.
= Providing a comfortable dining experience for its guests.

TARGET AUDIENCE R

* Men and women who are employees or business professionals seeking

pOpU'EI‘ and spacious dining options Story: Ahmed is a married man with three children living in the East-

ern Province, specifically in Al-Qatif, in his own house with his

family. He works as a mechanical engineer at Rabie Company and

* Individuals aged 20 to 60 years who struggle to find wide-ranging

aims to develop his skills and climb the ladder of promotions. Ahmed
popular restaurants with ample relaxation spaces.

is someone who enjoys constantly going out to entertain his family
but prefers not to visit more than one place in a single day. He wakes
= Guests and families residing in the Eastern Province of Saudi Arabia, up early and goes to bed early, demonstrating a commitment to his

particularly in Al-Qatif and tourists visiting the region. responsibilities. He is a kind and polite person.
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Brand Personality

BRAND ATTRIBUTES

POPULAR

RELIABILITY

ADVENTUROUS
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BRAND ARCHETYPES

Je

TR

N N7, "EY Ny
F 7 N M8 WN

E INNOC

Youthful, emotional, and
character. They believe in the power
of a good influence and seek to leave
her own special impact through her
interactions.
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ER

Ambitious, independent, and ad-
venturous. They enjoy experiment-
ing and see it as a means to achieve
her successes.
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Display Typeface Body Text Typeface

Adobe Arabic ’)K‘ Harmattan

Get ready for an unforgettable journey
and immerse yourself in the flavors of
our delicious cuisine.
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The logo of "Springwater Falls" is built on Arabic calligraphy,
with the word "C_¥M_&%" meaning "waterfalls" in English. Its
design is inspired by the smooth flow of waterfalls, symbolizing

the feelings of enjoyment, passion, and exploration that the
place offers as a restaurant and resort simultaneously.
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