
JOHN MURINYEA Concept, Editorial Case Study ZARURA CREATIVE DECEMBER 2025 VERSION 1.0



©2025 Zarura Creative. All rights reserved.

Project Disclaimer & Fair Use Notice.

This document presents a speculative brand identity concept for Chicken Inn, a quick-service restaurant 
brand owned by Simbisa Brands Limited. The strategy, frameworks, concepts, and visual directions 
presented are developed solely for illustrative and educational purposes, demonstrating the application 
of the Zarura Brand Operating System (BOS). 

This is an independent, unsolicited project and is not affiliated with, commissioned by, authorised by, or 
endorsed by Chicken Inn, Simbisa Brands Limited, or any of their subsidiaries or affiliates. The views and 
proposals expressed herein do not represent the official strategy, policy, or position of these 
organisations. 

All trademarks, brand names, and visual assets referenced — including “Chicken Inn” and “Simbisa 
Brands” — are the property of their respective owners and are used under the principle of nominative 
fair use for the purposes of analysis, critique, and commentary.

The text and original designs presented in this document are protected by copyright. No part of this 
original content may be reproduced, distributed, or transmitted in any form or by any means, including 
photocopying, recording, or other electronic or mechanical methods, without the prior written 
permission of the copyright holder. 

Some images included in this document are attributed to their respective creators and are not owned by 
Zarura Creative. The use of these images is for illustrative and comparative purposes only.
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This project represents a meticulous process of research, strategy, design, and refinement, ensuring 
that every element resonates with the market's values and aspirations. 

This case study is the fourth in a series of four concept projects designed to showcase the power and 
versatility of our Zarura Brand Operating System (BOS). Each study tackles a distinct strategic 
challenge: 

1. Symbols of Hope – Reframing a national identity from its heritage to its horizon. 
2. Eat n’ Lick – Building emotional velocity in a competitive fast-food market. 
3. Omari – Aligning institutional credibility with challenger ambition. 
4. Chicken Inn – Modernising a national icon to defend its dominance. 

We hope this work sparks meaningful dialogue and demonstrates what is possible when deep 
strategic thinking meets bold creativity.

from the Creators
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Stewardship at 
Scale

This work begins from a position of respect. 

Chicken Inn is not a brand in search of relevance. It is one of the most recognisable and culturally 
embedded food brands in Zimbabwe. A fixture of everyday life, family ritual, and national familiarity. 

Its success is not theoretical. It is operational, emotional, and sustained over decades. 

Which is precisely why this challenge exists. 

When a brand reaches this level of saturation, the role of its visual identity changes. The logo is no longer 
responsible for introducing the brand or explaining what it is. Instead, it becomes a matter of stewardship 
— ensuring that what has been built can endure, scale, and remain coherent across an ever-expanding 
set of environments.

Introduction 5

This project is not about novelty or disruption. 
It is about responsibility at scale.
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Part I: 
Brand Discovery

Through its parent company, Simbisa Brands, Chicken Inn anchors one of Africa’s most extensive quick-
service restaurant networks. With operations across Zimbabwe, Kenya, Zambia, Ghana, Mauritius, and 
Namibia, the brand does not simply participate in these markets; in many of them, it sets the reference 
point. 

Within a portfolio that includes franchises for global players such as Nando’s, Steers, and Pizza Inn, 
Chicken Inn occupies a different role. While international brands like KFC operate in the region, Chicken 
Inn retains a distinctly home-grown authority — sustained not by novelty, but by familiarity, reach, and 
cultural proximity that foreign competitors rarely achieve at scale. 

The strategic implication is clear. 
This level of dominance fundamentally alters the design brief. The task is not to generate awareness or 
sharpen differentiation for a challenger brand. It is to steward a category leader whose presence is 
already embedded in daily life. 

Any evolution of the identity must therefore contend with significant operational gravity. Change here is 
not confined to screens or campaigns; it is a physical, systemic shift — unfolding across hundreds of 
high-traffic locations and millions of consumer interactions each day.

Discovery

Who is Chicken Inn?
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Part I: 
Brand Discovery

Chicken Inn occupies a rare position in the market. 

Across generations, the brand has accumulated an enormous reserve of emotional meaning: childhood 
associations, family meals, late-night stops, everyday convenience. This familiarity is reinforced by sheer 
ubiquity. By frequency, recency, and reach. 

From a brand standpoint, this is an extraordinary advantage. 

But it also introduces a quiet risk: when recognition is absolute, form matters more than messaging. The 
visual identity must operate less as an attention-grabbing device and more as a stable vessel — capable 
of holding meaning without distorting it. 

At this stage of maturity, the question is no longer “Does the brand stand out?” 

The question becomes “Can the identity hold what the brand has become?”

Discovery

Defined by Total Familiarity
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Part I: 
Brand Discovery

Chicken Inn performs like a market titan — operationally dominant, culturally present, and commercially 
resilient. Yet its visual identity is still anchored in an earlier role: that of an illustrative artefact. 

The current mark is rich in character and narrative detail. But that detail introduces structural limitations: 
• It relies on fine line-work and internal complexity 
• It is heavily dependent on colour and context 
• Its silhouette weakens at both small and large scales 

As a result, the logo increasingly competes with the brand system around it: packaging, environments, 
campaigns, rather than anchoring them. 

This creates a growing dissonance between: 
• Performance equity: how powerful the brand is in the real world 
• Visual equity: how effectively that power is expressed and contained visually 

The brand has outgrown the form that represents it. 

This is not a failure of taste or craft. 
It is a structural mismatch between scale and symbol.

Discovery

Performance vs Visual Equity
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Part II: 
Identity Strategy
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Chicken Inn’s existing identity is not weak. It is simply of a different era. 

The current mark functions as an illustrative artefact — a visual object designed to describe the brand 
rather than contain it. It tells a story, presents character, and signals familiarity through detail and 
narrative cues. For decades, this approach served the brand well, particularly during phases of growth 
where explanation and personality were essential. 

However, artefacts carry inherent limitations at scale. They rely on line work, illustration detail, and 
compositional balance that deteriorate when reduced, reproduced rapidly, or removed from ideal 
conditions. As Chicken Inn expanded across platforms, environments, and production contexts, these 
limitations became systemic rather than cosmetic. 

In brands of this magnitude, identity must move beyond depiction.

Identity Strategy

The Challenge with Artefacts
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Part II: 
Identity Strategy

Leaders do not need to explain who they are. They need to be 
recognised instantly, remembered effortlessly, and deployed 
without friction.
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Identity Strategy

Samples of current identity
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Part II: 
Identity Strategy

The current logo increasingly competes 
with the brand system around it: 
packaging, environments, campaigns, 
rather than anchoring them.
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Mascots are powerful tools for entry into culture. They humanise, entertain, and create emotional 
access. But they are rarely the final form of enduring brands. 

As brands mature, the role of identity shifts. Recognition gives way to recall. Familiarity replaces novelty.  
What once needed to introduce itself must now stand as a quiet constant. 

Many of the world’s most enduring brands followed this trajectory — moving from literal representation 
toward abstraction and symbolism. Not to erase heritage, but to future-proof it. 

For Chicken Inn, the rooster is not discarded. It is distilled. 

The strategic shift is not away from character, but away from dependency on illustration as the primary 
carrier of meaning.

Identity Strategy

When Brands Outgrow Their 
Mascots

13

Part II: 
Identity Strategy

The brand has reached a stage where it no longer needs a 
mascot to speak on its behalf.
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Abstraction is often mistaken for creative minimalism. In reality, it is a privilege earned through 
performance.

Identity Strategy

Performance Created the Right 
to Abstract

14

Part II: 
Identity Strategy

Chicken Inn’s scale, frequency, and 
market saturation fundamentally alter 
the risk profile of identity change.

The brand is already deeply encoded in public memory. It does not rely on visual complexity to be 
recognised. Recognition is automatic. 

This level of familiarity allows the identity to shift from explanation to trigger. Rather than telling 
consumers what they are seeing, the mark simply needs to prompt recall. 

Few brands can operate at this level. Chicken Inn can. 

Its ubiquity across daily routines, physical locations, and cultural moments gives it the rare ability to 
introduce a simplified symbol and allow repetition to do the work of association.
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Identity Strategy

Heuristics, Geometry, and the 
Brain
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Part II: 
Identity Strategy

Human perception is optimised for speed, not detail. 

Basic geometric forms are recognised faster, retained longer, and recalled more reliably than complex 
illustrations. Circles, in particular, communicate unity, continuity, and completeness. All qualities that 
align closely with Chicken Inn’s role as a universal, family-oriented brand. 

By distilling the identity into primal shapes, the mark leverages cognitive heuristics rather than fighting 
them. The eye recognises the form before the mind consciously processes it. Meaning follows 
automatically. 

This is not a stylistic decision. It is a neurological one. 

In high-noise environments, whether digital feeds or busy urban streets — clarity outperforms 
decoration every time.
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Identity Strategy

Digital Failure
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Part II: 
Identity Strategy

The limitations of the previous identity are not confined to fabrication or signage. They are equally 
present on screens. 

At small scales, the complexity of the illustrative mark collapses. Details blur, scripts lose legibility, and 
the logo becomes indistinct when reduced to a favicon, social avatars, thumbnails, or app icons. 
In a digital-first world, an identity must perform at 16 pixels as confidently as it does on a storefront. 

The same simplification that improves physical production also strengthens digital presence. Screen and 
street are no longer separate arenas — they are part of the same continuous system.

ht tps ://chickeninn.co.zw

Chicken Inn

Search in emails

Inbox

Chicken Inn
Subject line
Lorem ipsum dolor sit amet, contra...

10 Mar

Excepteur Sipt
Fwd: Lorem ipsum dolor sit
Consectet elit, sed do eiusmod temp...

09 Mar
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Part III: 
Visual Identity
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At this stage of maturity, a brand mark no longer needs to describe the business. It needs to hold it. 

The proposed Chicken Inn symbol is deliberately reductive. It removes narrative detail in favour of form, 
trading illustration for containment. Rather than telling consumers how to feel, the mark functions as a 
vessel — open, stable, and capable of absorbing decades of meaning already associated with the brand. 

This shift reflects a change in role. The identity no longer performs as decoration or storytelling device. It 
becomes a carrier of memory, ritual, and emotional familiarity built through repeated experience. 

The geometry is intentional. Built from primal shapes, the symbol is immediately legible and cognitively 
efficient. Its simplicity allows it to recede when necessary, giving space to photography, typography, and 
system-led expression — while still anchoring the brand with confidence.

Visual Identity

From Decoration to Vessel
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It takes a great deal of brand confidence to stand behind a 
circle and three triangles. Only a titan like Chicken Inn can 
afford that level of restraint.

Part III: 
Visual Identity



©2025 Zarura CreativeChicken Inn | From Illustration to Symbol An Editorial Case Study

Visual Identity

Part III: 
Visual Identity
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Geometry, Construction, and 
Intent

The symbol is constructed to ensure consistency, balance, and reproducibility across every scale and 
medium. 

Each element is resolved to its simplest functional form. There are no decorative lines, gradients, or 
illustrative details that compromise clarity. This discipline allows the mark to remain intact when reduced 
to the smallest digital favicon or expanded into architectural-scale applications.
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The Chicken Inn symbol is designed to operate as infrastructure, not ornament. 

Its form allows it to function reliably across: 
• Digital environments, where clarity at small sizes is critical 
• High-volume packaging, where print conditions are imperfect 
• Environmental signage, where distance and speed affect recognition 
• Dimensional and sculptural executions, where form replaces ink 

By reducing complexity at the core, the identity gains resilience. 

The mark performs equally well as a flat graphic, a cut vinyl decal, an embossed surface, or a three-
dimensional object.

The Mark as Infrastructure
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This infrastructural approach ensures longevity. The identity 
is not locked to a single execution style, era, or production 
method.

Part III: 
Visual Identity

Visual Identity
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Visual Identity

Part III: 
Visual Identity
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Primary and Solid Marks: 
Contextual Intelligence

Primary (Stroked) Mark Solid Mark

The system employs two primary 
expressions of the symbol, each 
optimised for specific environmental 
conditions. 

Global brands routinely deploy multiple 
logo expressions to ensure legibility, 
contrast, and performance across 
environments. 

The governing principle is simple: the 
clearest version always takes 
precedence.
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Visual Identity

Part III: 
Visual Identity
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Primary (Stroked) Mark

The stroked version functions as the 
primary mark in light-background 
applications. 

The outer stroke provides separation 
and contrast, allowing the symbol to sit 
confidently on varied substrates such 
as packaging, stickers, merchandise, 
and collateral where background control 
is limited.
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Visual Identity

Part III: 
Visual Identity
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Solid Mark

The solid version is reserved for dark or 
visually dense backgrounds, as well as 
for dimensional, sculptural, and signage 
applications. 

In these contexts, removing the stroke 
preserves clarity and avoids visual 
muddiness at small scales.

Visual Identity
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Visual Identity

Part III: 
Visual Identity
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Dimensional Expression

The simplicity of the form demonstrates 
its symbolic strength — easily rendered 
in 3D for greater emotional expression. 

The simplified mark signals a brand that 
is modern, transparent, and self-
assured.
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Digital Versatility And Agility

27

In an ever-increasing digital-first economy, brand equity is built through distinctive brand assets that can 
be owned and protected. 

The new geometric bird is a high-functioning icon that can instantly be recognised, even without the 
text.

ht tps ://chickeninn.co.zw

Chicken Inn

Search in emails

Inbox

Chicken Inn
Subject line
Lorem ipsum dolor sit amet, contra...

10 Mar

Excepteur Sipt
Fwd: Lorem ipsum dolor sit
Consectet elit, sed do eiusmod temp...

09 Mar

Part III: 
Visual Identity

Visual Identity
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Visual Identity

Part III: 
Visual Identity
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The Wordmark Refined

Current New
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Visual Identity

Part III: 
Visual Identity
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The Wordmark Refined
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A brand strategy is only as strong as its execution. 

The final phase is applying the new identity consistently across multiple touchpoints — crafting a 
unified, immersive brand world. 

The Chicken Inn identity is designed for flexibility and scalability, making it instantly recognisable.

Part IV: 
Applications

31

Bringing the Brand to Life

Applications

This cohesive application ensures Chicken Inn’s presence is 
clear, confident, and compelling wherever customers 
encounter it.
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Addressing Key Questions: 
Our Strategic Approach
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Addressing Key 
Questions

Our Strategic Approach

This proposal anticipates scrutiny. That is appropriate. 

When a brand is as culturally embedded as Chicken Inn, reactions to change are rarely neutral. They 
are emotional, personal, and often framed as aesthetic disagreement. The role of strategy here is not 
to dismiss those reactions, but to separate attachment from performance. 

The aim of this work is not to provoke change for its own sake. It is to align Chicken Inn’s visual identity 
with the scale, confidence, and permanence it has already earned. 

In doing so, the brand is not becoming something new. 

It is becoming more itself.

What follows are the central questions this proposal raises — 
and the principles guiding our responses.



©2025 Zarura CreativeChicken Inn | From Illustration to Symbol An Editorial Case Study

Challenge: 
“Why change something everyone already recognises?”

45

Our Strategic Approach

Our Response: 
Recognition is not the problem. Performance is. 

The previous identity achieved near-universal familiarity, but it does so with increasing 
technical friction. As the brand expands across more screens, formats, and physical 
environments, that friction compounds. 

This redesign does not attempt to rebuild recognition. It leverages existing recognition 
and improves how efficiently the brand can operate everywhere it appears.

Addressing Key 
Questions

Addressing Key Questions



©2025 Zarura CreativeChicken Inn | From Illustration to Symbol An Editorial Case Study

Challenge: 
“Does simplification remove the soul of the brand?”

46

Our Strategic Approach

Our Response: 
Only if soul is mistaken for detail. 

Chicken Inn’s emotional equity does not live in line work or illustration. It lives in 
memory, routine, taste, and shared experience accumulated over decades. A symbolic 
identity does not erase this history — it creates space for it to be projected. 

The shift from illustration to symbol is not a loss of character. It is a transfer of meaning 
from decoration to experience. 

Maturity in branding is not defined by how many lines you can draw, but by how much 
you can strip away while remaining unmistakable.

Addressing Key 
Questions

Addressing Key Questions
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Challenge: 
“Is this too radical for a mass-market brand?”

47

Our Strategic Approach

Our Response: 
Radical change is risky for unfamiliar brands. It is less so for ubiquitous ones. 

Chicken Inn benefits from extraordinary frequency and recency. Consumers encounter 
the brand repeatedly, across multiple contexts, often within the same week. This 
repetition accelerates association and reduces the cognitive cost of transition. 

In this context, simplification is not a gamble. It is a strategic advantage.

Addressing Key 
Questions

Addressing Key Questions
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Challenge: 
“Why does the system include multiple logo expressions?”
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Our Strategic Approach

Our Response: 
Global brands deploy different logo expressions to preserve clarity across light, dark, 
flat, dimensional, and uncontrolled contexts. The guiding principle is not consistency of 
form at all costs, but consistency of recognition. 

The stroked and solid versions of the mark are not alternatives. They are tools — 
deployed intelligently to ensure the symbol performs with equal confidence 
everywhere it appears.

Addressing Key 
Questions

Addressing Key Questions
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Challenge: 
“What happens to heritage?”
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Our Strategic Approach

Our Response: 
Heritage is not lost. It is carried forward. 

This proposal does not discard the brand’s past. It distils it into a form capable of 
enduring future demands. 

The move from artefact to symbol is not an erasure of history, but a commitment to its 
longevity.

Addressing Key 
Questions

Addressing Key Questions
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john@zarura.co.zw
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John Murinye 
Principal Consultant 
Zarura Creative

This work was never about novelty. It was about responsibility. 

Chicken Inn occupies a rare position in the market. Not as a challenger seeking attention, 
but as an institution woven into daily life. Brands of this stature are not redesigned to be 
noticed. They are refined to endure. 

The shift from illustration to symbol is not an abandonment of history, nor an attempt to 
modernise for relevance. It is an act of stewardship — ensuring that what has already been 
earned can continue to perform under new conditions, across new platforms, and for 
future generations. 

The proposed identity does less, by design. In doing so, it creates more room for meaning, 
memory, and experience to accumulate. It allows the brand to remain familiar without 
being fixed, confident without being loud. 

In the end, this is not a new Chicken Inn. It is Chicken Inn, clarified. 

Stewardship. 
Not Reinvention.

The Conclusion

Conclusion

mailto:john@zarura.co.zw
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