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The Problem

e Dogowners have to use many different resources
to care for and train their dog(s)

e Thereisno all-in-one solution.
e Our solutionisto create an all-in-one app for

everything dog-care related, with a variety of fun,
useful, and engaging features.
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Primary Research

Do you have adogright now? Would you consider getting a dog?
57 responses 28 responses

@ Yes

®No @ Yes

@ 1 am getting one ®No




Primary Research

The Problem
Market research How much experience do you have with training dogs? How will/did you train your dog?
, 29 responses 29 responses
Target audience
Strategy @ None @ YouTube videos
Brand promise . Moderate - Help from professional
) dog trainer

Business model @ I'man expert
B di | . In-person training courses

randing Sty - . Dog training app
Scope @ Wingedit
Surface design (@ Didn't train them

Poster

Marketing Video

Summary

Index
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Primary Research

Why or why wouldn'’t you get a dog?

User research

Yes because dogs are cool, a bit no because | have cats. | want a golden retriever though

They're cute and sometimes it gets a bit lonesome on your own, would be nice to have a pet to take care of.
Protection and Company
Cute

Dogs (also called doggos) are an extroverted animal with relatively long lifespans to other pets and great
companions. A lot of owners get an excuse to exercise by walking them and tons of serotonin by having a
friend in their dogs. Also, a perk of getting such a common pet is that there are already tons of resources
online and through friends about what to get, how to take care of them, and where to start looking for
supplies to make your home their home, too.

I’'m a cat person

Dogs are adorable and cute and there are health benefits to actually get one!
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During the global crisis of covid-19 there as been a boom in pet adoption.

" There's been a realization that this is
going to go on for a while", "People will
not be getting on planes to travel, They're
going to plan staycations or driving
vacations that are more amenable to
pets. So they'll adopt now.”

- Madeline Bernstein, President of the Society for the Prevention of Cruelty to
Animals Los Angeles
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With the surge of pet adoptions across the United States, there are many
new dog owners that are likely looking for guidance on how to raise a
puppy or an untrained shelter dog while also learning to balance working
from home.

" There were more people adopting
puppies, and so there were more
people doing house-training ”

— Pam Runquist, Executive Director of the Humane Society
Veterinary Medical Association:



The total U.S. Pet Industry
Expenditures, 2010-2019

($ = Billion)

2010 $48.35 ASPCA:

20M 50.96

2012 5333 Z’?a?lslllon dogs are owned in the United
2013 5572

2014 58 04 Approximately 44% of all households in the

United States have adog

2015 60.28

2016 66.75

2017 69.51 Grand Review Research:

2018 72:56

The global pet industry is expected to reach
2019 75.88(2) up to $202.6 billion by 2025



Market research

- Because the courses are video » There is no way to log how well « Training courses are personalized » When doing training courses you
based they teach by example and your dog did for each training and you can rate your dog's perfor- can skip ahead
some dog owners may learn better session mance for each training session - No online shopping option
this way « Courses are heavily video based - Offers a social component to con- - Can't connect any further with
« Their Pupford app is super easy to so training sessions could take nect dog owners by posting chal- other dog owners
navigate and their website also has longer lenges and commenting
a clean design - Because of the set calender for + One on one connection with per-
each course there is no way to sonal trainers

customize a training schedule + Has a pet newsfeed



N
Market research ‘ﬂ G ood P u p
PUPPR

« Users can work with a personal + Not a lot of extra features « Teaches unorthodox tricks other « Lacks extra features
trainerin real time « Very expensive apps dont offer - More expensive

« Chat feature and video chat with « Subscribers can chat with Sara
trainer in real-time to get their training

- Progress stats available questions answered

« Health and nutrition section « The app offers pet challenges as a

- Personalized for your dogs specific way to engage dog owners.

problem areas + Provides online shopping features



& GoodPup ()

Market research

Competition: Pup Spot:

e Lacksextraneous features

e Quite expensive VS

e Limited social aspect

Affordable

Extra features

Developed social aspect
All-in-one: everything you
need for your dog in one spot



Personas
Kind Karen

+ Toraise a well behaved family dog

+ To be super organized with a full planner
and schedule
Wants to train the puppy fast and effi-
ciently
Wants her kids to help out with training
and taking care of the puppy

Target audience

FRUSTRATIONS & CONCERNS

« Doesn’t know how to manage her time while

BACKGROUND raising a puppy
Age: « Concerned about how the puppy and cats
: will get along

Location: Atlanta, GA
Marital Status: Married

Kids: 3

Occupation: School Principle

+ Does not want to raise the puppy all on her
own, on top of work



Target audience

Personas

Gentle Geta

BACKGROUND

Age: 68

Location: Toronta, CA
Marital Status: Widowed

Kids: 2

Occupation: Retired Nurse

OBJECTIVES & GOALS

Wants to start looking for the perfect
dog match

Wants to learn and become more
knowledgeable on how to properly
take care of dogs

Wants to meet new people she can talk
to who also own dogs

Enjoy retirement and keep herself oc-
cupied with the company of a dog

FRUSTRATIONS & CONCERNS

Worried that she won't be able to keep up
with a younger and energetic dog
Doesn’'t know anyone who can help her
step by step

Worried that she won't be able to get
close with the dog



Target audience

Personas
Busy Bobby

BACKGROUND

Age: 25

Location: Boston, MA

Marital Status: Lives with girlfriend
Kids: None

Occupation: IT Technician

OBJECTIVES & GOALS

+ Wants to be able to bond with his dog
by training himself

«  Wants to be able to create a training
schedule that works around his work

«  Wants to be able to connect with other
dog owners in his area

+ To be able to find all dog information in
one place

FRUSTRATIONS & CONCERNS

« Does not have the time or money to visit
a dog trainer

«  Wants to be able to be present for train-
ing along with his girlfriend

« Has to go to multiple sources when look-
ing for dog and training information



DESIGN CRITERIA

. Nice to have
@ should have
‘ Must have

The Problem
Use

Mar esearc : :
Connect social media accounts
to the app and post training and
challenge results on social

- media
Brand promise Customized
reminders, Playdate/meet-
alarms, and ups for users

settings to connect

Accessible to any generation
and those technologically
challenged

Business u
dingstyle

3

' ur ede

Search bar Engaging ]
to search any features and organized Custo.m.lzable
specific feature training training training
in the app challenges Easy to navigate through schedule schedules
and understand

Clear and
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What users want:

An app that’s easy to navigate

An app that makes training their dog easier and organized

To connect with professional trainers as well as other dog owners
To find the best products for their dog(s)

To share how cute their dog(s) is with others

To bond with their dog(s)

To improve their dog's life mentally and physically

An app that has information on how to get started

What the company wants:

To provide users with quality dog training
To keep users engaged in the app

To create a positive brand experience

To make some profit

Donations from users to animal shelters and other charitable pet organizations
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Brand Promise

A spot for the pup community to come together.

An app for the dog community to connect with dog owners,
get tips and tricks on how to train your dog, track your dog,
buy dog products, and donate to shelters/charities.

Care, Training, and Community
e Quality training programs and trainers
e Bonding activities for you and your pup(s)
e Friendly and helpful Pup Spot Community



Business Model

The Problem
Key Partners Customers
User research

Market research e Investors e  First time dog owners

Target audience e Professional dog trainers e Dog owners looking to connect
Strategy e  Pet organizations/ newsfeeds with professionals and other
Brand promise e  Pet products companies dog owners

e  GPS dog tracker company e Dog owners looking for a digital

Branding style : .
e all in one solution for pet care

Scope

Surface design

Poster

Marketing Video

Revenue
Summary
Index e  Subscription service

e Revenue cut from purchases made through the app




MOOd boa rd Fun, Friendly, and Helpful.
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Branding style




‘pup Sp @f Fun, Friendly, and Helpful.
The Problem
User research Logotype:
Market research | ° Floppy & friendly

Target audience e Inspired by puppy tails/ears
Textures
Strategy -
Brand promise Colors & Textures:
Business model . L
e Redoranges: bright and exciting
sl associated with physical energy.
_ Playful, energetic, and engaging
Surface design
Fesiker e e Blues & Greys: Calm colors to
Marketing Video represent trust and community
Summary Button Example
Index e Patterns of bones, paw prints, and
” treats to express a fun & friendl
® & P Qv g Y

Trairing

space

v

o
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Functions:

° Changing location settings, profile photo, etc.
° Connecting with other users
° Contacting personal trainer for training

° Inviting users and setting up a puppy playdate

° Sharing their dog's progress and pics with other users

° Pet training challenges

° Learning about new pet products and finding answers to
° common pet problems

° Tracking their dog(s) with GPS chip

° Donating to animal shelters and other charitable pet organizations
° Setting up a training schedule and tracking progress

° Setting alarms and reminders for pet care

° Looking through available courses

Features:

Log in/Create Account

Dog questionnaire (dog breed, age, training experience,
address, social media, etc.)

GPS tracker map (option to order the tracker)

Profile page with Instagram link, accomplishments, photos
and videos

Settings page (add co-owner, notifications, add dog,

manage subscription)

Social feed with challenge announcements and user stories
and content upload

User profiles with friends and playdate requests

Inbox messages (trainer chatbox and messages from users)
Training schedule, progress, optional and upcoming courses page
Clicker sound

Dog walking tracker and history

Reminders and alarms

Explore page with search bar (general dog information)

Pet newsletter

Pet product shopping page (search bar with filter and reviews)

Donation page
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Scope

Communication & Connection

Social Feed

Inbox page
Friend chat & Trainer chat

Social feed page
Content upload
User profiles
Playdate requests
Social media link
Social challenges

Settings & Adjustments

@

Profile

Profile page

Edit profile

Settings page

Subscription managements

Dog Training & Learning

©

Explore

Training

Pet product store

Article newsfeed

Animal Shelters & charities
Search bars

Schedule & reminders
Clicker sound

Dog walk tracker

GPS tracker map

Training courses

Training progress tracking
Dog trainer bios



Log in Screen

Surface design

Would you like a tour of
the app?

+ Access o exclusive discounts



Surface design

Profile Page

2 12 2 12
Folowers Folowing Folowers  Folowing

Cotten e
et e i
S e o

Create a Post

Add Story

Notifications

Add/Remove dog

Add co-owner

Manage subscription

Log out

FINDSTER

Closer to you

The GPS Pet Tracker Freeof
Monthly Fees, with 2477
Remote Vet Care

The next generation of Pet
Tracking Devices

Simply atach t o your pescollar and track thele
Iocaion and activiyonvour phone s e
Wit oy sbscripnon

Findser help you keep your pesce of mind by

offerng the most complete and rellable st of
festures out o i pet locators avllable today!




Surface design

Social & Inbox Page

Post your et in their
Halloween costume
with the hashtag
#halloweenchallenge.

Trainer

Friends

Post your et in their
Halloween costume
with the hashtag
shalloweenchallenge

Trainer
hailey76
Sar
goodboysteve
Ohayt

oS

. peterboy23
" R

Friends

@' tim38765
Suret 1 ik another good brand or
“

:v ) rereoocboy

W) o
<

y lazykasey
i

= general_oglethorpe.

@




Training Page

@

B4 Schedule

@ Reminders ‘

Potty Reminder ®

- Start Walk
Interval One time
Sunday, November 1
~
¢ 10115

Recommended @

New Pup

W Walks 4week course

PY— -«

1@ Reminders

November
Recommended

Walking History
New Pup —_—

4week course

Feed Frankie

oct26-Nov1
() Feed Frankie

Time
- Add Reminder

Repeat

nllIlII

Connnect with Trainer

W

Surface design
@© Quizzes

New Pup Sit and Stay

& Games & Exercises

Video Tutorial
Lessons

New Pup

How did Frankie do?
Aok

Introduce Clicker
Complete:

Training Programs KAk

Written Tutorial
Introduce Crate ritten Tutorial

Compete o

g

et 0 By the time you have drawn the treat over your dog's.

h hawi head, just above his eye level, he may have
ep his eyes on ‘automatically backed up into a sit to keep his eyes on
Lesson 4 it it. If s, issue a yes! and reward him.
Sit and Stay didnit s .

I he didn' sit, you can assist him into a it by
practicing this skilon leash and gently pullng itin a
diagonal upward-bac

e d hwil help fagonal upward-backward direction, which wil help.
Lay Down Mark Complete

—_—

Basics

Iweek course

Leave It




Explore Page

Q Donations

Surface design

nalintentionally performs a behavior

out a desired cor
hey are






http://www.youtube.com/watch?v=zu51TtSrBUQ

Poster

Poster

Pup Spst’

Puppy care just
got way easier.

The essential app for dog owners everywhere.

Dog training +

We have all the resources you need to make your training plan
asuccess. With a slew of comprehensible training courses for
various needs and access to our many professional animal
trainers, we have all the tools you need for success.

Pet products %

With partnerships with several pet product retailers,
our store has everything you would need to take care
of your pup.

Community &

We love bringing people together. On Pup Spot, you can post
your favorite shots with your pup, connect with other dog
owners, join challenges, and more.
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http://www.youtube.com/watch?v=DEgyUwp0IaU

Summary

The pet care industry, especially dog care and training, is massive.

There is no app that contains all of the tools needed to properly raise a
puppy.

We strove to create an app that encompassed all of the needs of dog
owners.

Through user testing and several iterations of prototypes, we created
Pup Spot: the all-in-one spot for dog owners.

On Pup Spot, a dog owners are able to buy pet care products, train
their pup, connect with other dog owners, read informational pet care
articles, and more.






User Flow Chart

Dog Training App
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Card sorting exercise

Basic Feature Key Feature

Extraneous Feature

Liz
Product Shopping Login/Account Creation
Trainer Chat GPS Tracking
Newsfeed/letter Co-ownership
Co-ownership Pet Care Schedule
Training Schedule Reminders

Training Courses

Hai
Login/Account Creation
Social Feed
Training Schedule

Pet Care Schedule
Reminders




Index

Stage of Journey

Activities

Feelings and
needs

Improvements

Kind Karen's Journey Map
Current State

Creates an account

Enters email &
password and fills
out dog question-
naire.

Selects the monthly
subscription and
enters payment
information.

Declines to order
the GPS tracker.

1
1
1
|
1
1
1

Not sure if she should
subscribe right away

Sets up profile

Selects 'Edit Profile’
and adds a photo of
her dog as well as a
bio for the profile
page.

Selects 'Settings'
and adds her
daughteras a

co-owner. @

©

Glad she could add
her daughter to
the account

« More information about
the free trial and what the

subscription gets you

Explores the Training page

Explores the 'Train-
ing’ page and the
different options.

Selects ‘Reminders
and Alarms' and
reads the recom-
mended potty
reminders based on
her puppy's age.

N

Appreciates the advice
since she doesn't know
how to potty train yet

Looks at her train-
ing schedule that
was automatically
setup.

Selects ‘Connect
with trainer'.

Scrolls through
available trainers’

bio and selects a Sm,
trainer.

—

Looks at the auto-
matic inbox mes-
sage from trainer.

Changes scheduled
training times to
later in the day

Doesn't like the auto-
matic schedule.
would rather it be
fully customizable

Excited to connect
with a professional and
glad she could pick her

own trainer

+Inbox message
notifcations need
to be easy to see
for user

automatic

Starts a course

Looks at the course
she's been set to
based on the ques-
tionnaire she filled

out.

Selects ‘Start
Course’ and follows
the written instruc-
tions instead of the
video course.

Appreciates the
different learning
options

*Schedule could be fully
customizable and not

Browses through

social feed

Selects 'Social Feed'

and friend requests
suggested users in
her area.

Scrolls through
other users profiles
and looks at their
achievements,
photos, and videos.

O

Decides to post a
photo of her puppy
to his profile.

Loves seeing other
user’s content on the
app and connecting

with people in her area

Looks for a way
to post content

Goes back to Profile
page and looks for a
way to post content.

?

Decides to look for
the option on the
Social Feed page.

Goes to the Social
Feed page and taps
the '+' symbol at the
top of the page and
selects "post pho-
to/video".

Selects her favorite
photo of her puppy
and posts it.

confused about how
to post a photo to
her profile

+Need a clearer way
to post content

Discovers the
Explore page

Selects 'Newsletter
and scrolls through
the different articles
about pet care.

Exits ‘Newsletter
and selects ‘Dona-
tions'.

Scrolls through the
different charities to
donate to and de-
cides to donate to a
charity later.

Exits ‘Donations’
and selects ‘Shop".

®

Curious about the
information in the
newsletter articles

Shops for
pet products

Scrolls through the
different categories
and remembers she
needs to buy dog
food.

Taps the ‘Nutrition’
category and uses
the search bar to
find the brand she
likes then adds it to
her cart

Checks out, enters
payment informa-
tion, and places her

order. y—
©

Likes that she can
search for anything
she needs

There should be a search
bar in the newsletter page

to read about specific

information



Index

Stage of Journey

Activities

Feelings and
needs

Improvements

Busy Bobby’s Journey Map

Current State

Creates an account

Fills out profile
information.

Adds his pet dog
Oskar to the app
using the dog ques-
tionnaire.

Sees option for dog
tracking collar but
decides to purchase
it later.

Thinks the GPS tracker
is a good idea

Sees the subscrip- Adds a profile pic to

tion option and Oskar’s bio and
Declines to subcribe  links his puppy's
right away. instagram to the
profile.
Checks out GPS

tracker map and
decides to pur-

chase it. y_

Is slightly annoyed that

the app has asked him

to purchase two things
already

Appreciates the profile
customization options

-Consider offering the option
to order a GPS tracker after
creating an accout

Sets up profile

Sees co-owner
option but cannot
use it due to not
having the sub-
scription.

Upset because he does
not have access to the
co-owner option

-Consider allowing
co-owner option
without subscription

Searches for friends

that he knows has Browses through

the app but can't different training

find them. courses and and
selects the rec-

Sees at a notifca- comended course
tion that his video @ for his puppy Oskar.
already got 2 likes.

Completes the first
activity.

Likes the various
Loves tr;e social F’“f:;:‘oef"c‘i‘:;;::he training courses offered
aspect of the aj
P PP integration for free and that they

have a video option

+Allow users to see their friends that
are on the app in their contacts, or
invite them through the app

Goes through social feed Explores the Training page
Clicks the ‘+" atthe  Follows a couple Opens up the ‘Train-  Exits ‘Training
top of the screen users thatare sug-  ing’ page and looks  courses’ and taps
and posts a video of gested in his area. at the different fea-  on 'Reminders and
Oskar playing. tures. Alarms'.

Sets a reminder to
feed Oskar later.

[n\]

)
Opens his automatic
schedule and
changes it to work

with his work
schedule.

Loves being able to
customize his schedule
and reminders

Tries to connect
with trainer

Selects ‘Connect
with trainer".

Closes out the tab
telling him that he
has to subscribe in
order to connect
with a professional
trainer.

Thinks about sub-
scribing since he
really wants a pro-
fessional to help
him.

Alittle annoyed that he
has to subscribe but
understands why

Discovers the
Explore page

Opens up the
‘Explore’ page and
looks at the differ-
ent features.

C)

Selects ‘Newsletter’
and uses the search
bar to read about
potty training a
puppy.

Appreciates the
helpful information



Current State

enters her payment

Stage of Journey Creates an account
Selects ‘Create an
account’and enters  option when asked
her information. to subscribe and
Fills out dog ques- information.
tionnaire.
Sees option for dog
T tracking collar but
Activities c

doesn’t purchase it.

[

Index

Feelings and
needs

Consfused about the
GPS tracker and
doesn’t know enough
about it

+Consider explaining more about
the tracker and offering a link to
read more about it

Improvements

Selects the free trial

Happy she gets to try
the app before fully
committing to it

Sets up profile

Taps ‘Edit Profile’

and uploads a pic-
ture of her dog for
the profile picture.

Loves customizing
her profile

Gentle Greta’'s Journey Map

Browses through the Explore page

Thinks about what Selects ‘Newsletter’ Taps the arrow at Taps on the ‘Train- Scrolls through the
do look at next. and scrolls through  the top of the ing’ page and looks different trainers

the different cate-  screen and goes at the differentfea-  and looks at their
9 gories. back to the Explore  tures. profiles.
page.
o Uses the search bar
Looks at the differ-  to find information

ent page icons at about potty train-
the bottom of the

ing.
screen @
Taps on the ‘Ex-

plore’ page and
looks at the differ-

ent features. @

Selects a trainer and
receives automatic
message from them.

—

Selects ‘Donations’ o
and scrolls through
different charities. Sees ‘Connect with
trainer’ and taps
Donates to alocal button.

charity in her area.

©

Happy she has an easy

Overwhelmed with  Appreciates the option Confused and dossnt  Happy the message
the amount of features  to search for any VEDHELDE from her trainer told
> difference forherlocal ~ know where to start
on the app advice she needs. her where to start

animal shelter

~There should be an option to take
a tour of the app to explain all the
different features/ how to navigate
through it

~There needs to be a clearer way
for how to get started with training

Explores the Training page

Tries to connect
with other users

Selects ‘Reminders’ Taps on the ‘Social
and Alarms’ and sets  Feed’ page and
reminders basedon  follows suggested
the recommenda- people in her area.
tions provided.

@
Closes ‘Reminders’
and Alarms’ and

looks at her sched-
uled courses.

Scrolls through
other users profiles
and looks at their
achievements,
photos, and videos.

v

Appreciates the
recommendations
when setting a
schedule.

Loves the social aspect
of the app and being
able to connect with

other dog owners
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