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SUGAR

Sugar is a carbohydrate that the body breaks down
into glucose. This glucose enters the bloodstream and
is absorbed by the body and muscles as a source of
energy. There are several types of sugar and sugar
alternatives, but regardless of the type, they all break
down in the same way.
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3 Participants in high-intensity cardio activities
- ' for extended periods deplete their energy
.~ . levels significantly. They represent a market
of individuals who need to consume higher
amounts of sugar while avoiding digestive
issues. Their bodies may require up to...
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. tln 1999, GU Energy Labs set out to
revolutionize endurance sports by producing
the first energy gel pack. Dr. Bill Vaughan
initially aimed to help his ultra-running
daughter compete in increasingly longer trail
races by solving the challenge of consuming
key nutrients while running without causing
stomach issues. Finding solutions for athletes
of all kinds has been a part of their history
and remains a driving force in their mission to
revolutionize sports.

GU ENERGY
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ome beginnings, GU Energy
wered athletes to push the
f both sport and their bodies.
, they have developed a line of
oducts designed to help athletes perform
better by providing fast-absorbing energy
through a blend of simple and complex
carbohydrates.
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Audience Profile

AUDIENCE
SNAPSHOT

25

Defining and developing the audience of GU
Energy Labs starts with immersing oneself
in the community. This research explores the
culture of GU and endurance sports, from
5K brewery runs to 50-mile ultramarathons.
Through this research, one thing became
clear: regardless of the scale of an athlete’s
practice, we all form GU’s unofficial team.
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Our Team
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At its core, GU strives to reach athletes who
are unafraid to stand out and forge their own
paths. Strategy and sheer grit are their tools for
success. This team pursues their aspirations
through dedicated practice, aligning with
brands and products that resonate with their
ambitions. Embracing an athlete-off-duty
aesthetic, they value functional yet stylish
workout gear, believing that high performance
and great style go hand in hand.




Trends

MILLENIAL
MARATHONIX

Several news outlets have reported an increase
in marathon and half-marathon participation.
Psychologists attribute this trend to emotional
factors such as midlife reassessment,
challenge-seeking, the pursuit of meaningful
accomplishments, community engagement,
evolving life priorities, and self-discovery.

Modern millennials are more likely to be single
than previous generations and tend to have
greater disposable income. These factors create
an environment where millennials are motivated
to push their limits and conquer endurance
challenges like the marathon. Strava, a platform

with over 100 million users across 160 countries,

has reported that more than 22% of users log
at least one race per year. Among them, 26% of
millennials participate in an endurance race.

Overall, millennials are a core audience for
GU, as they seek to surround themselves with
ambitious individuals and invest their time in
a community that uplifts and encourages one
another to reach their goals.
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Trends

The rise of elevated activewear is
transforming how athletes and fithess
enthusiasts approach their wardrobes,
seamlessly blending performance and

style. This movement prioritizes high-
quality, technically advanced fabrics that
provide comfort, durability, and functionality
while also featuring sleek, fashionable
designs suitable for everyday wear. Brands
are creating activewear that transitions
effortlessly from workouts to casual
outings, allowing athletes to wear their gear
on the street without sacrificing style. Thése
pieces often showcase sophisticated cuts,
attractive color palettes, and thoughtful \% &
details, making them versatile for variousi
settings. As a result, activewear has evolved
into a staple of modern fashion, reflecting

an active lifestyle and a commitment to

both fitness and aesthetics. Consumers are
fully embracing the athlete-off-duty lifestyle,
proudly incorporating their fitness passions
into their everyday fashion choices.

GU’s audience expresses their passion
through both performance and produ
only do they strive to perform.a

but their choice of gea '

reflects their persona
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Audience Profile

ON-TRAIL
RESEARCH

35

Although | was already an active runner in the
community, this rebrand transformed every
run into a case study. | covered nearly 900
miles, carefully strategizing and analyzing how
to position GU for growth and success in the
coming years.



On-Trail Research

FUEL ROUNDUP 37

7 Gu Roctane Gels

4 Gu Classic Gels

2 liters of Gu Caffinated
electrolyte beverage

2 Stinger Waffles

4 Stinger Chews

2 Huma Gels

1 Maurten Gels

1 Glukos Gels

1 CIiff Bar

2 Uncrustables

3,110 g. of carbs for 1 1hrs 40 min

As part of my product research, | competed in a
50-mile ultramarathon, putting GU and several
other endurance nutrition brands to the test. GU
overwhelmingly became my brand of choice for
this event.

Although | primarily packed alternative brands,
when Gl issues began to arise, | found myself
reaching for GU products at every aid station,
ultimately leaving behind what | had initially
brought. Since this was a GU-sponsored event,
| relied on several GU products for caffeine,
essential carbohydrates, and sugar.

Larger and flatter gels, like Glukos, were more
packable. However, GU proved to be the most
convenient to consume while running on the
trail. Overall, dealing with detached gel packet
corners became cumbersome, especially when
energy was running low or the terrain was
technical. GU gels remained my primary source
of nutrition from mile 5 to mile 45.



TRAIL CULTURE -
& FASHION

EVERYONE RUNS FOR THEMSELVES

| had the unique experience of engaging in
hours of conversation without eye contact.
With no context of appearance or age, the
only thing | shared with these runners was
the fact that we found ourselves on the same
mile at the same time. These conversations
were not only deeply personal, but they

also existed without the concern of being
perceived. There was no service, no phones,
no cameras—just raw, unfiltered connection.
This community encourages you to come as
you are, dress as you like, and do what works
for you, even if it’s a bit unconventional.

AN EVENT FOR ALL AGES

The age range for this event spanned from 24
to 69, resulting in an average age of 34 and

a median age of 46. While the nature of the
event primarily caters to participants in their
30s and 40s, it remains welcoming to anyone
ready to take on the challenge.




On-Trail Research
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SOCIAL EVENT

Over 100 people attend this event weekly on

Thursday evenings at a brewery. At least 1/3

of participants indulge in post-run drinks, hot
dog, and socializing.

HIGHLY COMPETITIVE & SUPPORTIVE

Just because it’s a social run does not make it
easy. People are always pushing the pace and
at the conclusion of my run | was asked by
several people “how did you do?”

CURATED AESTHETIC

Each event they host has designated
photographers and they have a small

team of designers for merchandise and
social. Conscious selection of people and
photography chosen. Dressing your best can
get you featured.

YOUNG ADULTS

This event was for 21+ participatns. The
crowd appeared to be mid 20s to mid 30s.



Audience Profile

INTERVIEWS
INSIGHTS

Based on insights from current trends and
on-trail research, | selected individuals

to interview in order to gain a deeper
understanding of endurance athletes. My
interviewees represented a diverse range
of personas, from elite ultramarathoners to
dedicated 5K runners.
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Interviews
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ABOUT

Age 32
Income 70K
Married with a dog

ATTRIBUTES

A creative mind with a competitive side. Hillary began trail running
at 25 and built her career from the bottom up. She is a runner
sponsored by Arc’teryx and has traveled the world climbing tall
mountains and running far. She is a successful freelance creative that
can do it all!

MOTIVATIONS

She aspires to encourage people to get outside their comfort zone.
She is also a strong advocate for women in ultra running and this
theme is reflected through her work.

CORE NEEDS

She cares for the environment and aligns herself with brands and
events that share her values in conserving and appreciating nature.
She also appreciates a playful and high spirited energy

PAIN POINTS

Dishonest companies. There has recently been a “scandal” brought
to light about spring energy gels lying about the nutrition in each gel.
For this reason, She is thinking about swapping brands.



Interviews

ABOUT

Age 24
Income 65-70K
Single

ATTRIBUTES

DAYAN

Alex is always in the know. She chases the latest trends and next
upcoming brands and always leaves the house in style. She is
outgoing yet takes a step back to meditate and think more deeply
about her emotions.

MOTIVATIONS

She just recently graduated college and is ready to make her way in
the world. She aspires to take each step in life with intention and find
meaningful moments thorughout her day.

AL EX
CORTEZ

MARKETING, PASSIONATE NEW RUNNER

ROSEN

LAWYER, HOBBY MARATHONNER

ABOUT
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Age 54
Married with a dog

ATTRIBUTES

Hard work pays offl! Dayan has spent a lifetime setting high goals
for himself and working hard to find success. He is overwhelmingly
optomistic and seeks to find the positives or opportunities to learn in
every setback.

MOTIVATIONS

He thrives around other passionate indivuduals and appreciates the
training just as much as race day.

CORE NEEDS

He aims to find and share meaningful moments in every day life.



Audience Profile

CASE
STUDIES
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When examining my case studies, | focused
on how the design has crafted the culture of
the brand, community, and sport. There is a
sense of practicality and style. These brands
aim to be setting the trends and setting the
stage for the future of their industry.



Case Study 1

MAAP

MAAP, a leading cycling apparel company, is
revolutionizing the industry by transforming
cycling gear into a curated, premium
experience. Their packaging design reflects
this ethos, offering sleek, high-quality
presentations that enhance the brand’s
luxurious appeal. By emphasizing meticulous
detail and user experience, MAAP creates a
sense of exclusivity and sophistication. This
approach not only elevates the product itself
but also makes the entire consumer journey
feel bespoke and thoughtfully designed.

While MAAP embodies luxury and exclusivity,
it also fosters a brand identity that meets
cyclists wherever they are in their journey.
Whether leading the pack or riding at the
back, cyclists find a sense of community

and belonging through MAAP. The brand’s
inclusive ethos ensures that every rider,
regardless of skill level, feels valued and part
of a larger cycling family. This dual focus on
high-end quality and community connection
sets MAAP apart in the cycling world.

51
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Case Study 2

The Salomon S/Lab x Courtney Dauwal
collaboration on a dental hygiene syste
for trail runners is an unconventional yet
playful innovation presented with a refin
touch. This unique kit, co-designed wit
trail-running legend Courtney Dauwalterz=%
includes the S/Lab Ultra Spark Vest equipg
with a carbon toothbrush, nutritional o
toothpaste, a rinsing flask, and a retractaiol
Boa-floss. Beyond the lighthearted idea
of clean teeth fueling performance, the
team focused on reducing gear weight
and enhancing the toothpaste’s nutritional
value. By incorporating carbohydrates and e
electrolytes, the toothpaste not only cleans -
but also provides an energy boost, seamlessly

blending practicality with performance \
enhancement. This collaboration underscores

S/Lab’s commitment to innovation, merging
functionality with elite performance sta

Salomon’s S/Lab is renowned for its
cutting-edge approach to gear design,
constantly pushing the boundaries of at
performance. This specialized extension 0
Salomon is dedicated to developing high-
performance equipment tailored to the precise
needs of elite athletes. The dental hygiene kit
serves as a testament to S/Lab’s dedication to
addressing even the most nuanced needs of
athletes, ensuring they have the tools to excel
in every aspect of their sport.
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Case Study 3

UIP

Each QUIP toothbrush comes in a travel-
ready case that doubles as a stand, offering
convenience for both home use and on-the-
go care. The minimalist packaging design
reflects the brand’s commitment to simplicity
and elegance, reducing unnecessary waste
while enhancing the overall user experience.
Additionally, QUIP’s subscription service
ensures the timely delivery of replacement
brush heads and toothpaste, encouraging
consistent dental care. This thoughtful
approach to packaging and product design
has set a new standard in the dental hygiene
industry, seamlessly blending practicality with
modern, clean aesthetics.
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Past

Humble and Wholesome Beginnings

GU Energy Labs was born from a
father’s unwavering dedication to his
daughter, a passionate athlete striving
to reach her peak potential. Determined
to optimize her performance and
recovery, he meticulously crafted energy
products that were both effective and
wholesome. This humble yet heartfelt
beginning embodies GU’s enduring
commitment to athletes everywhere,
ensuring their bodies are fueled with
the best nutrition to achieve excellence
in their sport. Today, this legacy of care
and precision continues to drive GU
Energy Labs, inspiring athletes to push
their limits and pursue their goals with
confidence.

61
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GU Energy Labs offers a comprehensive lin e* 1

products designed to help athletes reach thei
full potential, catering specifically to the unic
demands of endurance sports. Whether yq
sprinting short distances or tackling long- .
distance events, GU vides SCIGﬂtIfIC&"YE
mulated nutrition togsustain energy, enhanc
performance, and su rt recovery. Their &

range of gels, chews, and drinks ensures that

hietes have the optimal fuel to power throu
challenge, helping them achieve peak
mance in both tral g and competitic



Present

GU products are highly effective, but

they only get athletes halfway there.
Functionally, they are unmatched in the
market, offering the largest variety of
products and a strong, dedicated customer
base.

However, what GU lacks is visual energy.
The brand does not fully embody the
ambition and passion of its customer base.
Currently, GU engages its most dedicated
customers only after they have purchased,
consumed, and tested the product.

How can GU engage and onboard
customers from the shelf?

In what ways can GU’s visual language
reflect the energy of its audience?

How can GU go the extra mile and inspire
its customers to do the same?

By addressing these questions, GU has
the opportunity to create a more dynamic,
engaging, and inspiring brand experience
that connects with athletes from the very
first interaction.

WE RE
HALFEVWAY
THERE
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Future

GO THE
=X TRA MILE

GU as a brand is ready to go the extra

mile so its audience can do the same. The
products are proven to work, but they need
to capture an athlete’s interest at a glance.

Visually, GU should embody the aspirations
of its athletes—whether they are extreme
Ironman competitors or conquering a 5K.
When athletes are on course with GU, they
should feel powerful and unstoppable.
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ANY [IME |
ANYWHERE

ANY PERSON
ANY =VENT

GU’s customers are a team—individuals

of varying abilities, sports, locations, and
goals—united under an empowering brand. It
is essential to craft an identity that resonates
with a diverse range of active people and
athletic events. The true mission of GU Energy
Labs is to empower athletes to achieve their
goals through a high-quality, accessible, and
efficient product line.
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Packaging Audit
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ANALYSIS & OPPORTUNITIES
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GU'’s packaging system is functional yet
conventional. Its design closely mirrors that of
competitors, making it difficult to stand out.
How can GU revolutionize sports nutrition by
enhancing the functionality of its packaging?
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Retail Assesment 79
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Gu Energy Labs is prominently featured in
specialty sports and active lifestyle stores,
establishing itself as one of the leading brands
in these retail environments. Despite its
substantial presence, the current packaging
lacks visual distinction from competitors in
terms of form, color, and logo design.
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Functional Considerations

When designing for athletes, it is crucial

to consider the practical application of Gu
products during physical activity. In re-
designing the packaging, it is imperative
that the product remains optimal for various
uses and sports. | have meticulously
evaluated the following options.

81
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Phase 1

EXPORATIONS

85

MODEL 1

Large rounded edge for optomal pocket compatibility

Flat and compact package and maximum internal capacity
Optomal space for PDP and branding

Visually simple and cound have difficulty displaying on shelf

MODEL 2

A unique silohuette with a minor compromise to volume
Clear “pour” direction to disperse product

Angular with rounded edges to be resistant to
abraision with athletic fabrics

MODEL 3

Simple form and maximal volume
Grip pattern on the front to aid in removal from pockets
Rounded edges to be resistant to abraision



Phase 2
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EXPORATIONS

ANALYSIS

Each paper form development started with

a round base. From there | creased, cut,
layered, and folded areas to make intresting
and unexpected forms. Several of these have
experimental dispensing mechanisms such
as dispensing from the bottom or swiping of
an outer lever.



ANALYSIS

Phase 3
Creating clay forms allowed for the
exploration of more angular forms. This phase
became more sculptural. | explored how this

EXPORATIONS
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ENDURANCE
NUTRITION

Functional, sculptural, organic, yet
calculated—a packaging system that is
simple in essence yet bold enough to capture
attention. This product line embodies a brand
that is cultivating its own culture. GU is not
only a product that delivers results; it unites
athletes of all backgrounds and abilities.

WIT H
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MATERIALS
OVERVIEW
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Gu Energy Labs is committed to constructing
products with materials that are sustainable
for the environment and that can be recycled
or re-filled without sacraficing durability.
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Sulapac is a plastic alternative for hard packaged
products that house water-soluble goods. This
includes our BCAA capsules and drink tabs.

Aluminum has insulated qualities and is
resistant to abraison which is ideal for the
signle use energy gel.

Tyvek paper, frequently utilized for race

bibs and outdoor maps, is esteemed for its
remarkable durability and resistance to water
and tearing. This high-density polyethylene
material is both lightweight and flexible,
rendering it ideal for applications that demand
strength and resilience. The unique properties
of Tyvek allow it to endure harsh environmental
conditions, ensuring both longevity and
reliability. Furthermore, Tyvek is recyclable,
enhancing its sustainability and mitigating its
environmental impact.
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Logo Audit

Pentagon has
no significance

logotype is bold, legible, easy

to read, fits awkwardly inside its
container and does not give much
context to what kind of product the
brand is for,

navy blue increases legibility of
logotype but, has no significance
gets lost when

applied to colored

backgrounds

ANALYSIS & OPPORTUNITIES

109

GU Energy Labs has created an endurance
nutrution vocabulary around their name. It’s
not uncommon for a runner to ask “What’s
your favorite gu” or biker to take a “gu break.
With this customer awareness the goal is to
To ensure when they are shopping for “gu,”
they choose Gu. Adjustments can be made to
the logomark that commands attention.






DIRECTION 1.1

DIRECTION 2.1

DIRECTION 3.1

DIRECTION 4.1

=

DIRECTION 1.2

DIRECTION 2.2

DIRECTION 3.2

DIRECTION 5.1

LOGO IDEATION PHASE 2

113

In phase two of my logo development
process, | digitized and refined several
concepts originating from the initial phase
one sketches. The objective was to transcend
the conventional boundaries of the Gu brand,
focusing on the themes of racing, movement,
time, and competition.






DIRECTION 1.1

DIRECTION 1.3

DIRECTION 2.2

DIRECTION 2.4

DIRECTION 1.2

DIRECTION 2.1

DIRECTION 2.3

DIRECTION 2.5

LOGO IDEATION PHASE 3

117

In phase three, | honed in on two logo
directions. The first direction is expressive
and bold. Through iterations, | explore the
texture of gu within the wordmark. The
second approach refrences time. Gu products
are designed to be consumed on a schedule
for optimal nutrition benefits during activity.



UPDATED LOGO

119

The updated logo is simple and striking.

| maintained the bold logotype from the
orginal logo but crafted a form with a taller
profile. The strikethrough alludes to time, as
Gu products are designed to be taken on a
schedule with exercise. Furthermore, the logo
has been freed from its orginal bounding box
to allow it to expand beuond its boundaries
both figuratively and literally.



Identity Process 121

D | ‘ 2 E ‘ ‘ N Graphic development took place in serveral
phasees. These include collage, black and

white explorations, and color.



GRAPHIC INSPIRATION

Gu Energy Labs’ redefined identity focuses
on optimizing athletic performance and
unlocking potential from within. To embody
this vision, | am exploring a visual strategy
that is textural and tactile, ensuring instant
recognizability and a refined simplicity

that stands out from the more visually
overwhelming designs of competitors.

123
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Based off of standouts from the collaged
graphic explorations, | explored how these
could manifest in the drink tabs packaging. |
chose to explore in black, white, and grey to
experiment with contrast and various logos.
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COLORS

Lemon

Lightning

Pantone:

122C

Asphalt

Pantone:

419C

Strawberry

Pantone:

515C

Kiwi

Mango The use of a vibrant yellow invigorates the Gu

Pantone: identity, creating a friendly and eye-catching

7746 C appeal. The primary colors are used sparingly
to avoid overwhelming the main display
panel, thereby drawing attention to essential
nutritional information. This clarity is crucial

Bluh for consumers. Additionally, color variations

ueberry in the smaller, portable product line indicate
Pantone: different flavors.

7542 C



PRIMARY

SECONDARY

LEGAL

GRANTHA SANGAM MN BOLD

ABCDEFGHIJKLMNOPQURSTU
VWXYZ20123456789

Denim Wd Regular

AaBbCcDdEeFfGgHhliJjKKkLIMmMNNOoPp
QQqUrRrSsTtUuVVWwXxYyZz0123456789

Avenir Next Condensed, Regular

AaBbCcDdEeFfGgHhliJjKkLI MmNnOoPp
QqUrRrSsTtUuVvWwXxYyZz0123456789

Avenir Next Condensed, Demi Bold

AaBbCcDdEeFfGgHhliJjKkLI MmNnOoPp
QqUrRrSsTtUuVvWwXxYyZz0123456789
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Identity Process

PRODUCT
APPLICATIONS
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Nutrition Facts: Servings:
18, Serv. Size: 1 tablet
(4.79), Amount per serving
Calories 10, Total Fat Og

Nutrition Facts: Servings:
18, Serv. Size: 1 tablet
(4.7g), Amount per serving:
Calories 10, Total Fat Og

1 8 Nutrition Facts: Servings: =
18, Serv. Size: 1 tablet

(4.79), Amount per serving

18

318

Ad43g3nTg

o) [

= m

- = Calories 10, Total Fat O 16
(0% DV), Sodium 320mg =2 (0% DV), Sodium 320mg o (0% DV), Sodium 320m% 02
(14% DV), Total Carb. 3g > (14% DV), Total Carb. 3 Z (14% DV), Total Carb. 3g
(1% DV), Total Sugars 1g,1g (1% D), Total Sugars 1g,1g — (1% DV), Total Sugars 19,19
Added Sugars (2% DV) + z Added Sugars (2% DV) = Added Sugars (2% DV) +
Protein 0g, Potassium [ Protein 0g, Potassium Protein 0g, Potassium
55mg (0% DV) o 55mg (0% DV) m

55mg (0% DV)
INGREDIENTS: CITRIC ACID, DEXTROS,
SODIUM BICARBONATE, SODIUM

CARBONATE, NATURALFLAVOR,

POTASSIUM BICARBONATE, STEVIA LEAF
XTRACT SAFFLOWER OIL, CANE SUGRR,
RIBOFLAVIN A5 COLOR)

INGREDIENTS: CITRIC ACID, DEXTROSE,
SODIUM BICARBONATE, SODIUM

ACT, SAFFLOWER OIL, C
RIBOFLAVIN (AS COLOR).

sav
saVv.
sav

8 S g
& B :
s 2 T ow H §Q st
gg% ER QOB 8_3; g%% 832
+39 > BER &3 x &B3g 439 > 538
3 3 238 ] & 23% g& 3 fotS
g & 8 338 g 2 a32 & @ 2 a3%
T o G & szs 59% 4358 O o @ & Ezs
2588 =] +3g Segs a5 =
(o3 o 882 e 8 Rt (o3 o 882
3 c 3 5 5 €
5 3 s
3 | CHOICE, 3 mmrs/ﬂ
Trusted by sport Trusted by sport
NET WT. 2.00z (569) B NET WT. 2.00z (569) il il NET WT. 2.00z (56g)
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LEMON LIME
ENERGY GEL

100 Calories
1425mg Amino Acids
125mg Sodium
35mg Caffeine

NET WT. 1.1 0z (32g)

Ou.

KIWI MANGO
ENERGY GEL

100 Calories
1425mg Amino Acids
125mg Sodium
35mg Caffeine

NET WT. 1.1 0z (32g)

Ou.

BLUEBERRY
ENERGY GEL

100 Calories
1425mg Amino Acids
125mg Sodium
35mg Caffeine

NET WT. 1.1 0z (32g)

[ pd

JuU.

STRA WBERRY

ENERGY GEL

100 Calories
1425mg Amino Acids
125mg Sodium
35mg Caffeine

NET WT. 1.1 0z (329)
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PROTEIN RECOVERY
VANILLA BEAN
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GUENERGY.COM
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PROTEIN RECOVERY
VANILLA BEAN

20g protein
30g carbohydrate
230mg sodium

NET WT. 32.80Z (2.5LB) 930g

=
(é)]

s3uinies

GUENERGY.COM ~ \

el

8oz 2x

OUR RECOVERY FORMULA

Mix two scoops into 8 ounces of water. Shake well and consume within 30 min after
activity. Created to promote recovery from demanding physical activity, our Protein
Recovery Drink Mix includes the primary ingredients essential to facilitate recovery:
20g of high-quality whey protein , fast-acting carbohydrates, and sodium.

Nutrition Facts

PROTEIN Servings 10 per container
Serv. Size: 2 scoops (61g)
Helps promote muscle ——
tissue, repair, and recovery Amount per Serving
Calories 230
v

Total Fat 0g (0%)

4 CARBOHYDRATES Cholesterol 20mg (7%)

Total Carb. 30g (11%)
Repleneshes glycogen Total Sugars 30g

levels to restore energy 309 Added Sugars (60%)
Protein0g

0 ELECTROLYTES Calcium 100mg (8%)
b Maintains fluid balance Iron Omg (0%)

and aid in rehydration Potassium 100mg (2%)
Magnesium 20mg (4%)

Mol ignfiant sutce fst at, ans
cholerstera, fbr,vtamin O, calcum, end ron.

%0V =% Daly Value

ey INGREDIENTS: DEXTROSE, WHEY
roRMED- PROTEIN HYDROLYSATE, WHEY
| CHOICE, ( }f) PROTEIN, ISOLATE, LGLUTAMINE, SEA
ol SALT, NATURAL FLAVOR

Trusted by sport TERRACYCLE COTAINS MILK.

DISTRIBUTED BY: GU ETNERGY LABS, 1-800-400-1995, BERKELEY, CA 94710 I |'| I |
© U Energy Labs. Allight d,6Unisa s 1 ] &
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™

60 OTHER INGREDIENTS: CAPSULE Supplement Facts
(HYPROMELLOSE), CELLULOSE, SILICON SenSize 2 Capsiles
BCAA CAPSU LES Eéox\lgfjMAGNE’SIUM,ST[ARAE[(VEG[TABLE Senings Por Container
o URCE], PYRIDOXINE, HYDROCHLORIDE “Amount per Serving (XDV']
(VITAMIN B6), RIBOFL B12),
HOW TO USE MUSCLE REPAIR Q CYANOCOBALAMIN (VITAMIN B12) Celories 5 __
<. Riboflavin (Vitamin B2) Smg (38%)
Take 2-4 Capsules before activity and 2 _ » = T o EROM IIPORTED Vitamin B6 1mg (59%)
capsules per hour of acticity to help 1500mg Amino Acids »
mental clarity. Following actvity take 2-4
capsules to promote muscle repair.

AMINO ACIDS

@ B-VITAMINS
Amplifies performance W Maintains focus and LI'%OOA;EHA'
and recovery. = cogpnitive function.

e

Trusted by sport

itamin B12 3mcg (125%)
Roctaine Amino Acid 1500mg *
Blend (L-Leucine,
LValine, Lisoluecine)

“Dalyvlue not esablished

(@)

DISTRIBUTED BY:
GU ENERGY LABS
BERKELEY, CA 94710
1-800-400-1995
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W. FEEDBACK

PROS

Strong before and after impact
Audience was very reactive during pitch
Engaging packaging form

Attractive color choices

Working Prototypes

Product set-up

CONS
Confusing heirarchy of drink tabs PDP

Need to refocus when presentation elicits
audience reaction

Needs photography of objects in action
Refine presentation typography and poster

Refine added product accessories
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