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PART 1: PROJECT PITCH
In considering how we can use our project to support something within the Athens
community, we chose Designated Dawgs as our client. Designated Dawgs is a student-run
501(c)3 non-profit organization that provides Athens students and individuals with free, safe,
non-judgemental rides home.This organization promotes campus safety and builds a strong
community amongst UGA students. After reviewing some of the digital media Designated
Dawgs currently uses, we saw an excellent opportunity for some refreshed branding on the
social channels and website, as well as an opportunity to make this information more
accessible through the UGA App.

By revamping their website and providing updated branding to their social media channels,
Designated Dawgs can build a bigger presence throughout campus and encourage
students to use their services to stay safe. Their branding currently feels disconnected from
University branding and their website lacks modernity, both features which could be
improved in a refresh.

In addition, Designated Dawgs currently uses the Transloc app to help with ride requests.
This app is also not connected to the University and uses its own platforms that a student
calling a ride may find difficult to navigate. By integrating this feature or further resources on
finding Designated Dawgs around campus into the UGA application Designated Dawgs, the
organization could be successful in achieving their mission.

PART 2: DEFINITION, JUSTIFICATION + EXPLORATORY RESEARCH
Part 1

Designated Dawgs is a student-run 501(c)3 non-profit organization that provides
Athens students and individuals with free, safe, non-judgemental rides home. It
currently uses a website and social media platforms (i.e., Instagram, Twitter) to share
information with UGA students. Our team will be refreshing their branding,
developing a new website, building social media assets, and improving their overall
customer experience from both the passenger and driver side.

Purpose statement: The goal of this project is to change UGA students’ perception
of Designated Dawgs and their service by modernizing their brand and adapting it to
the needs and tastes of users or the service and volunteers alike.

Rideshare apps and services are nothing new. Uber and Lyft have provided mobility
as a service for at least a decade. However, Designated Dawgs is unlike any other
rideshare service as it is entirely student-run and provides rides home,
free-of-charge, to Athens students.

Part 2
After conducting a survey, we found that about 55% of students feel unsafe riding in



rideshare services like Uber or Lyft alone. We also found that 77.3% of students say
cost

factors into their decision to use a rideshare app.

Unfortunately, almost 50% of students had never heard of Designated Dawgs prior to
completing the survey. Hence, their need for better awareness and access to
information that would benefit users of the service and volunteers. Overall, we seek
to further establish Designated Dawgs as a viable transportation alternative by
rebranding two key touch points with potential users. First, our redesigned website
will improve brand awareness by presenting information clearly. Additionally, the
social media assets we develop will improve continuity across platforms for our
client.

Part 3
To begin our research, we started on the Designated Dawgs website and their social
media channels of Instagram, Facebook, and Twitter. Their website outlines the
history of the organization, how to get involved, how to use the service, and how to
make a donation. The right sidebar also includes links to the organization's social
media channels, which frequently cross-post each other and share more information
about the organization's events, members, and campus locations. In both of these
searches, we were looking at the customer experience and the ease of learning
pertinent information to the organization. We found that the website was rather
difficult to navigate and should a student need a ride home through Designated
Dawgs, they would struggle to easily locate this information. We also looked at the
feasibility of using their existing app as a UGA student and how their tutorials are
structured.

In the history section of the website, the organization explains that it started as
inspiration by Carpool, Texas A&M’s student ride service. Looking through their
website and Instagram, their service runs through phone number contact, rather than
through an app like Designated Dawgs. Their website also feels outdated and lacking
in consistent branding, like Designated Dawgs With several Google searches looking
for other Universities with a program like this (schools like the University of Kentucky,
Virginia Tech, and more have a similar service), we found Michigan State University’s
program website, ASMSU Safe Ride, was the friendliest customer experience. This
website is modern, dynamic, and showcases a video tutorial on how to use the very
same app that Designated Dawgs uses for their services. This website provides great
examples for how the wealth of information shared by the Designated Dawgs
program can be displayed in a user friendly and concise way. It also has an
integration into a larger organization’s website, ASMSU, helping us understand how
Designated Dawgs could be integrated.

https://ugadesignateddawgs.com/
https://www.instagram.com/designateddawgs/
https://www.facebook.com/UGADesignatedDawgs/
https://twitter.com/DesignatedDawgs?ref_src=twsrc%5Etfw%7Ctwcamp%5Eembeddedtimeline%7Ctwterm%5Eprofile%3Adesignateddawgs%7Ctwgr%&ref_url=https%3A%2F%2Fugadesignateddawgs.com%2Ftestimonial%2Ftestimonials%2F
https://carpool.tamu.edu/
https://carpool.tamu.edu/
https://www.instagram.com/tamucarpool/?hl=en
https://asmsu.msu.edu/home/services/safe-ride/
https://youtu.be/dTzPbndhpAY
https://asmsu.msu.edu/


For organizations like ASMSU Student Ride, Northwestern, and their branding is also
connected to their respective university, making the organization more identifiable to
students.

We also looked at the app interfaces for Uber, Lyft, and the Transloc app to better
understand the processes that these apps take to provide customers with safe rides
home. Specifically, the Transloc app already links to the UGA student accounts,
making it easier to add to the UGA app already used by most students rather than
creating an entirely new one.

Overall, by creating a more consistent branding, website experience, and Transloc
app access, Designated Dawgs could better serve the UGA student community and
widen its campus awareness.

Part 4
Designated Dawgs is a student-run 501(c)3 non-profit organization that provides
Athens students and individuals with free, safe, non-judgemental rides home.
Originally called WatchDawgs, Designated Dawgs has served the UGA community
for over 20 years, long before the emergence of rideshare services. This organization
is still student-led, with a board of 18 members with various roles and responsibilities.
Partnering with other campus organizations to find drivers, Designated Dawgs
maintains a large campus footprint.

Part 5
The main product for our capstone project will be a new website for Designated
Dawgs. In addition to creating a new website, we will also create brand guidelines,
social media content, and other digital assets such as video tutorials and high-quality
photos.

During the client intake meeting, Taylor and Alexis mentioned how Designated
Dawgs currently uses WordPress to host their website. However, they mentioned
how they did not like using WordPress since they found the interface confusing to
navigate. As a result, they are hoping to switch to a more user-friendly hosting site, so
they can easily update the website in the future.

The platform we will use to create Designated Dawgs’ new website is Squarespace.
One of our main goals is to create a site that we can pass on to the Designated
Dawgs team to easily update and make changes to the site as needed after the
completion of our capstone. Squarespace would be the best option to create the
website since its interface is cleaner and easier to understand and thus more
user-friendly than WordPress. Squarespace is a drag-and-drop website, so users
new to website building will easily be able to work on the site without knowing how
to code. Maintenance and updates are also managed by Squarespace, so the

https://asmsu.msu.edu/home/services/safe-ride/
https://www.northwestern.edu/saferide/index.html
https://play.google.com/store/apps/details?id=com.ubercab&hl=en_US&gl=US
https://www.lyft.com/
https://transloc.com/app/
https://ugadesignateddawgs.com/


Designated Dawgs team would not have to worry about that. Squarespace also has a
mobile app that allows users to edit their site from their phones.

However, the Designated Dawgs team also mentioned they like how inexpensive
WordPress is to use each year. If we are unable to use Squarespace due to cost, we
will use WordPress. To make WordPress more user-friendly for the Designated
Dawgs team, we will find a theme that is simple and easy to use.

Part 6
Website Features

● Homepage
○ Short introduction to Designated Dawgs Organization
○ Mission Statement
○ Information about Transloc app
○ Links to other pages of site

● About
○ Explain Designated Dawgs organization in depth
○ “Meet the Staff” section

■ Headshots of Board of Directors with their names and position
● Video Tutorials

○ Explain how to use Transloc app to Designated Dawgs users
○ Explain the process of Designated Dawgs (where to find them

Downtown, using the app, how the ride goes)
● Testimonials

○ Testimonials from real students who have used the service
■ Work as a way for Designated Dawgs users to see opinions of

the service from their peers
● How to be a Volunteer

○ Link to volunteer form; Explain requirements to be a volunteer
● Rider Information

○ Explain the process of how a ride goes (written steps instead of video)
○ Explain requirements to be a rider

● Sponsorships
○ List current sponsors and how to donate

● Contact
○ Social media links, Email, Contact form

■ Allows users to easily find Designated Dawgs online

Brand Guidelines
● New Logo, Color Palette, Typography, etc.

○ Refreshed look to tie the organization to university
○ New logo to increase recognition (establish that it is a rideshare

service)



■ Current logo seems like it’s for real estate/housing
● Explain how to update site to Designated Dawgs executive board team (for

after capstone project is complete)
● Imagery

○ High quality photos of Designated Dawgs team in action
○ Show DD users how the process works through photos

Social Media Content
● Templates for graphics, sample social media posts

○ gives Designated Dawgs exec board idea on how to post on social
media

PART 3: COMPETITIVE ADVANTAGE REPORT (CAR)
1. Market Justification

Designated Dawgs exists with the purpose of providing safe rides home for
University of Georgia students. These rides are primarily provided to students who
are intoxicated in the downtown Athens area, ensuring that they are able to get to
their final destination of the evening. The services provided by Designated Dawgs are
incredibly valuable to the safety and well-being of University of Georgia students.

In order to communicate the high value of these services, Designated Dawgs needs
an updated digital presence that provides clear and well-organized communications.
Currently, their branding, website, and social media channels do not feel cohesive or
aligned with their connection to the University of Georgia. While other products like
Lyft or Uber, there are costs associated, unsureness around safety, and oftentimes
long waiting periods to receive a ride. Designated Dawgs is able to eliminate all these
struggles and need a way to communicate their competitive advantage to users. Our
product will communicate safety, efficiency, and no-cost ridesharing through
updated website design and organization, refreshed branding, and updated social
media guidelines. With a better digital experience with Designated Dawgs for users,
they will be able to increase brand awareness amongst UGA students, better proving
their mission and being the top rideshare choice for students over Uber or Lyft.

2. Consumer Research
Our Target Audience is University of Georgia students. They are the only consumers
eligible for using the Designated Dawgs program and must verify their connection to
the University when signing up. These students share the following demographic
information:

● Age: 18-24
● Gender: 57.7 % female and 42.3% male
● Education: 18% graduate students, 82% undergraduate
● Race: 68.6% white, 10.6% asian, 7.5% black, 6.4% hispanic, 4.1% multi ethnic
● Location: All are located in Athens, Georgia, living both on and off campus

https://www.collegefactual.com/colleges/university-of-georgia/student-life/diversity/#overview


● Wants: A way to get home safely from a night downtown that won’t break the
bank and will keep them safe

● Needs: To get home safely and unharmed so that they may continue their
education at UGA

3. User Personas
Persona #1 (Volunteer): Alexa Tan is a 21-year-old senior at UGA who lives off campus.
She has been volunteering with Designated Dawgs for two years. She believes that
everyone should feel safe and comfortable when going home using a rideshare app.
For Alexa, comfort is a priority. Her goal is to provide safe rides home to students
which is why she joined Designated Dawgs. For this to happen, the Designated
Dawgs team needs a reliable app that will be easy for students to use.

Persona #2 (User): Jenna Brinks is an 18-year-old freshman at UGA living on campus.
She says that if she could go out every night of the week, she would. Unfortunately,
Ubers and Lyfts are too risky and expensive after 1 a.m., so she can’t do that. When
she goes out on Thursdays and Fridays, she plans to have a ride secured so there’s
nothing to worry about. She’s always hoping to have a good time while going out with
friends. For this to happen, she needs to secure a safe and affordable ride home.

4. Product Comparison:
There are 2 products that currently exist that are in the same category as Designated
Dawgs, Uber and Lyft. These rideshare apps are commonly used by University of
Georgia students as ways to get home safely from downtown. Through the University
of Georgia’s partnership with Lyft, students are able to receive 50% off their Lyft ride,
up to $5 off their ride, 4 times per month. This option is successful in providing
students with an inexpensive ride share option home, however the discount is not
always a significant price drop enough to truly aid students. It always causes an
over-saturation for Lyfts, causing long wait times. Uber is successful in the same
ways, but struggles in the cost equation for students.

Students find out about the Lyft discounts through the Lyft app and are reminded of
the services Uber and Lyft provides through app notifications. Their websites and
social channels are less frequently populated with content, as they are large
organizations that serve in thousands of locations. Designated Dawgs is able to
communicate with students through different channels than these companies and on
channels that are more frequently monitored by students. As well, the updated
branding refresh will feel more connected to the University of Georgia, allowing
students to feel comfortable using a local service, compared to the massive scale of
Lyft or Uber. By focusing on the UGA connection, developing useful tutorials on their
services, and building a stronger social presence, Designated Dawgs can stand out
from these competitors and serve their mission.



5. Competitor Research
Product Name: Uber

Description: A tech company that connects the physical and digital worlds to
help make movement happen at the tap of a button

Producer/Distributor: Uber Technologies, Inc.

Target Market: Men and women between the ages of 16 to 34 who either do
not have their own car, need to travel outside their city of residence or don’t
want to drive at a certain time

Marketing Strategies: Integrates print and media advertising, sales
promotions, events and experiences, public relations, and word of mouth have
been essential for Uber

Popularity: 118 million people used Uber in 2021, an increase of 26% on 2020
figures and 6% on 2019 figures

Current Reported Revenue: $8.1 billion or 111%

Product Price: Free to download app, but average cost for a 20-minute Uber
ride can cost between $11 and $54 depending on your city and type of Uber
you choose

Recent Specials or Discounts: Uber will often offer a first ride discount or an
Uber promo for first riders, occasional discounts for members, adn sometimes
offer limited-time sales for holidays or events.

Keywords/Search Terms: Uber, ride, driver, safety

Appearance, Design, Features: Uber’s official colors are black and white, with
a custom typeface called “Uber Move” that is supposed to echo similar sans
serif fonts used for transportation signage around the world. Design went from
a rideshare company to a platform for global mobility; from a Silicon Valley
perspective to a global outlook; from growth-focused to people-focused

Distribution Methods: Entirely driven through Uber mobile application

Review of Recent User Reviews : Has a current rating of 4.6 out of 5 stars on
the App Store. Most reviews were mostly on the lower end of the rating scale

Age, Rate of Growth: Founded in March 2009, Uber generated $17.4 billion
revenue in 2021, a 56% increase year-on-year and better than its 2019 figures

Product Name: Lyft

https://www.uber.com/us/en/about/
https://www.businessofapps.com/data/uber-statistics/
https://investor.uber.com/news-events/news/press-release-details/2022/Uber-Announces-Results-for-Second-Quarter-2022/default.aspx
https://ride-share.com/how-much-does-a-20-minute-uber-cost/
https://www.forbes.com/coupons/uber.com/
https://www.wolffolins.com/case-study/uber
https://www.consumeraffairs.com/travel/uber.html
https://www.businessofapps.com/data/uber-statistics/


Description: Digital product that offers mobility as a service, ride-hailing,
vehicles for hire, motorized scooters, a bicycle-sharing system, rental cars,
and food delivery in the United States and select cities in Canada.

Producer/Distributor: Lyft, Inc

Target Market: Men and women under the age of 34 living in both suburban
and urban areas.

Marketing Strategies: Relaxed and friendly approach, heavy focus on digital
advertising and brand partnerships

Popularity: 375.5 Million rides provided per year, more popular than Uber with
younger customers

Current Reported Revenue: $990 Million

Product Price: Free to download app, but average cost to use is $12.75 per
ride

Recent Specials or Discounts: UGA students receive 4 Lyft passes per month
that total 50% off a ride, up to $5, so there is a discount provided consistently
to our target audience from this brand. Other discounts include during holiday
periods or times of brand partnership, where discount codes may be used.

Keywords/Search Terms: Rideshare, lyft, ride home, safety

Appearance, Design, Features: Uses a hot pink as its primary color with sans
serif typography. App uses GPS tracking to help riders find their ride home,
track their vehicle and get details on their driver, leaving the option to leave
tips and reviews post ride.

Distribution Methods: Entirely driven through Lyft mobile application

Review of Recent User Reviews :

Age, Rate of Growth: Founded in June 2012, lyft has increased 35.8% since
2020 and is continuing to grow.

https://www.lyft.com/
https://www.marketingdive.com/news/study-lyft-picks-up-more-younger-customers-than-uber/523855/
https://investor.lyft.com/news-and-events/news/news-details/2022/Lyft-Announces-Second-Quarter-Results/default.aspx#:~:text=Lyft%20reported%20Q2%20revenue%20of,percent%20quarter%2Dover%2Dquarter.
https://www.ridester.com/lyft-cost/
https://news.uga.edu/uga-announces-nightly-rideshare-program-for-students/#:~:text=The%20University%20of%20Georgia%20is,years%20to%20enhance%20campus%20safety.
https://www.macrotrends.net/stocks/charts/LYFT/lyft/revenue#:~:text=Lyft%20annual%20revenue%20for%202021,a%2067.67%25%20increase%20from%202018.

