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MY ROLE
Company and competitor analysis - Customer survey support - Unboxing oo 1 ——
4559-95409 556 g- 6380 —
540 g- 6159 838g-7169

615 g- 6909

research - Customer journey mapping - Packaging content concepts -
Iterative design

METHODS & TOOLS

Desk research - Survey analysis - Competitor review - Packaging content
ideation - Weekly feedback

elisamariabertucci@gmail.com
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Research and design process

before

during after

Satisfaction along the current order flow

Strengths Weaknesses

Eco-friendly reusable box,
sturdy build, clear
branding at first sight.

Generic opening, no
personal touch, a missed
chance for a ‘wow’
moment.

Threats

Competitors raising the
unboxing bar; packaging
that may look wasteful.

Opportunities

Easy-open packaging,
useful extras (scoop,
sample), a handwritten
note, brand story.

Brand analysis and interviews

During a two-month internship at a pet-food start-up in
Antwerp, | explored how packaging and post-purchase
touchpoints could make ordering more memorable.

How might Gutsy make the first unboxing feel personal and
reassuring, and keep that feeling with every repeat order?

After a brand analysis, a survey asked loyal customers about
their unboxing.
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User flow

First study of the new-order flow

Sketching the pack
and what goes in it
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First studies

| mapped what customers receive from the first order to
repeat orders and subscriptions, and worked on content for
clarity, surprise and continuity:

« A clear welcome for the first order

Feeding advice based on the pet’s details

Small gifts and useful printed content

Loyalty rewards that never feel repetitive

Budget for unboxing - new/single buy costumers

Tier Spendbox

‘‘‘‘‘‘‘‘ st order: €4.00

3rd order: €150
4ths standard: €060
Miestone (every Sth): €3.00

uuuuuuuuu

the profit on each bag should be of at least 50%

> BUDGET OF EACH BOX for unboxing (NEW COSTUMERS/
SINGLE PURCHASES)

istpuchase  2ndpurchase  3/dth

purchase

Sth purchase 10th purchase Every 5 orders, after

the 10th purchase.

250eur 060 eur Seur Jeur

bl flamingo. Thank you

828150 eur

Sample bag Subscription
030 eur sheet letter
(simpified

version) 020

deal
020 eur A8
feeding Biling detals

guide(option 010 010 eur
a0) 030 eur

New treat
propeesl ot 070 eur

Biling details
o010 Biling details
o010

39/540eur
(depending on
L gadget)

For first purchase gadget:

g B e prouctsppte | Fiamiogo Pt Procucts
A To coNTACT
°

Costs for new customers

Iterations and costs

Weekly feedback sessions with my tutor helped me refine
the concept. The final output: content proposals for the
package and a journey map showing what customers
receive, when, and why each touchpoint matters.

The founders needed to know what prints and gifts would
cost, so | built them a cost template.

elisamariabertucci@gmail.com



Final designs

Thank-you letter
+ brochures

Graphic design

Four principles guided the illustrations and graphics:
« Be transparent with the customer

e Show how bold the product is

» Stay flexible for the upcoming brand guidelines
o Honestly good and well informed
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First-order feeding guide

joi
 highly cigestible prot

osty.
'DAILY PORTION GUIDE BY SIZE AND WEIGHT

1-2
“ 50g-80g

8-10 1B5g-160g

270g-320g
320g-3859

259-280g

DIET TRANSITION TRACKER

stop toward bett

Dogs name start date

type of food starting weight

1-2 3-4 5-6 DAG7

25% GUTSY 50 % GUTSY 75 % GUTSY 100% GUTSY

869

WEIGHT KG) rams per o grams per doy P X0 E1rm) o
0 - 30g-50g
o s0g-84g
4-5 80g-Tog = s4g-m3g
6-8 M0g-135g - n3g-1g

280g-331g
sag-a70g

grams per day grams por day

3659-4559

Thank-you letter:

3859-4709

4559-540g a70g-556 g
s40g-6i5g 55696389
6159-600g 638g-76g

being open about the idea

This is why you chose gutsy G'rutsy

| 1T STARTED WITH ONE SIMPLE QUESTION. |

They used a university project to

*What is actually
in the bowl, and
where does it
come from?”

The start J

Achilles and Jack met at Ghent Univer-
sity and questioned the mystery
behind dog food ingredients while
feeding their dog Otis.

mission.

Thank-you letter:

combine eco-friendly sourcing and
ingredient transparency into a single built on visible sourcing.

After winning UGent's Expedition DO! program,
they launched Gutsy as a commercial start-up

2023...today

2020 202
( Development \ Brand mission

Partnering with UGent veterinary experts, they for-  Gutsy established itself as a leader in
quality,

racipes. lored nutrition, supplements, and
holistic pet care.

being open about the ingredients

This is why you chose gutsy

WHAT'S IN THE KIBBLE

Proteins (chicken fish or insects)

Veggies (Carrots, Broccoli)

Fruits(blue berries, apples)

Carbs (sweet potatoes)

Oils and fats

The goods

Gutsy

A lively office

When the internship ended, so did my daily petting
sessions with Olaf, the office dog. The best part was
working closely with the founders: bold, passionate
people who taught me a lot about treating customers well
and making smart marketing moves.

elisamariabertucci@gmail.com



