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PROJECT INTRODUCTION

 T h e  o r g a n i c  s n a c h  m a r k e t  i s  g r o w i n g  f a s t e r  t h a n  e v e r ,  

 r e a c h i n g  a  r e c o r d  o f  7 1 . 6  b i l l i o n  d o l l a r s  s a l e s  i n  2 0 2 4 .  

 W h i l e  m o r e  p e o p l e  a r e  c h o o s i n g  o r g a n i c  f o o d s  t o  p r o t e c t

 t h e i r  h e a l t h  ,  m a n y  c o n s u m e r s  f e e l  t h a t  t h e  s n a c k s  

 a v a i l a b l e  t o d a y  d o  n o t  t r u l y  m a t c h  t h e i r  p e r s o n a l  s t y l e s  o r  v a l u e s  .

 .   
T h i s  p r o j e c t  i n v e s t i g a t e s  t h e  n e e d s  o f  h e a l t h  c o n s c i o u s  p r o f f e s i o n a l s

t h r o u g h  a  m i x  o f  g l o b a l  m a r k e t  d a t a  a n d  i n  p e r s o n  i n t e r v i e w s .

T h e  g o a l  i s  t o  d e s i g n  a  n e w  o r h a n i c  s n a c k  b r a n d  t h a t  f e e l s  a u t h e n t i c

h i g h  q u a l i t y ,  a n d  a l l i g n e d  w i t h  t h e  e n e r g y  o f  a  p r o f f e s i o n a l

l i f e s t y l e .  



PROBLEM STATEMENT

C u r r e n t  l o c a l  s n a c k s  p a c k a g i n g  i n  u g a n d a  r e l i e s  h e a v i l y  o n

l o w  g r a d e  p l a s t i c s  a n d  g e n e r i c  p o u c h e s  t h a t  f a i l  t o  r e fl e c t  t h e  

a r t i s i n a l  q u a l i t y  o f  t h e  p r o d u c t s  . T h i s  c r e a t e s  p e r c e p t i o n  g a p  w h e r e

s n a c k s  , w o o d  r o a s t e d  s n a c k s  a r e  v i e w d  a s  s t r e e t  f o o d  r a t h e r  t h a n

p r e m i u m  e x p o r t s .  O r g n i c  r o a s t s  t h e r e f o r e  a d d r e s s e s  t h i s  d i r e c t l y  b y

u t i l i z i n g  h i g h  c o n t r a s t  p a c k a g i n g  t h a t  d i r e c t l y  m e e t s  t h e  a u t h e n t i c i t y

o f  t h e  p r o d u c t  a n d  t h e  c o n s u m e r s .

 



RESEARCH METHODOLOGY.
Methodology:Qualitative Primary Research.

Approach

 I conducted a series of informal, semi strucured iterviews with 10 organic consumers.
and subject matter experts. I used this conversational approach to encourage transparent feeddack 
and uncover layered  behaviors that structured surveys might miss

Research target audience.

Who?
The Legacy keepers  Aged 45+ (Mature adults)
These value the wisdom of their ancestors regarding food preparation 
 and preservation.

Why?

These believe that traditional ways are pure and should be passed down 
 to the next generation.

Health focus : They view organic consumption as a mechanical necessity
 for their long term well being and a way to avoid side effects as they grow older.



The Conscious Elites (Aged 20-35) or Young proffesionals.

Who?

Trendy high end consumers who are part of a community that priotizes environmental sustainability
and animal welfare.

Why?

They are driven by social Signaling and knowlwdge ego . They want to feel Uniuqe and exclusive from
the rest of the world.

Aesthetic focus . They are the primary audience for quiet luxury, Preffering minimalistic designs taht 
align with the person they wish to be or how they want to be percieve



UNDERSTANDING
THE ELITE ORGANIC
CONSUMER.

Iam aiming at creating a brand that
 focuses entirely on people who love
 consuming organic products,

 pshycology behind people who
 consume organic products.

 

The purity motive.

 

Organic consumers believe that organic foods are 100% good for their health 
and their long term well being as they age. They believe organic consumption 

has no side effects and its perfect for their body health and nutrition.
“Nze ssilya bintu bikolele bebivilideko bbi cancer enaku zzino

Key behaviors
packaging considerations

Mood board



Knowledge ego.

of how organic foods are made and how important and healthy they are
 to them.This kind of knowledge makes them feel unique and exclusive 
from the rest of the world without such information.
“Abantu bamala galya buli kyebasanze bajja kwejusa luvanyuma”- Partcipant 4

Social identity.

community that priotizes sustainability and the overall welfare of 

their health, animals and environment presevation.

Moral satisfaction.
psychologically, those pirchasing organic products get an internal 
satisfaction gained from doing something right . This makes the consumer 
feel like a hero forexample,  they are the reasons why a cultural practice 
still exists , nature is still presrved etc.

Better taste and quality.



Cultural Preservation
.Some consumers believe that their ancestors had  better ways, knowladge 

and pure understanding of how things are preserved and prepared. This 
therefore encourages them to keep the culture alive and pass on to the 
next generations
“Olowwoza lwaki bajajja ffe baawangala nyo, baalya nga emmere nga eli
ku original”-Participant 1

Accesibility and Affordability.
In some communities, organic foods and suppliments are easy to get and 
cheaper than inorganic products. This encorages more consumption of
organic products.

Satisfaction in the Preparation Process.
Some organic directly involve in the process and production of the organic
product. This makes them love and treasure the product more as they have 
directly invested and earned the product.
Inaddition , some believe the production process of a bought organic 
product is highly pure ,clean and healthy therefore this makes them
pay higher prices for them and treasure them

Formality
Some usually take it simply because their parents or people in their circle
take them so they are familiar with the process
“Maama waffe yatugana okulya ebinyebwa ebinyige nokufumbisa obukutiya
emmere - paricipant 9”



.

Dinstiction.

Luxurious consumers love being separate and unique they don’t 
like common things.

Social signaling.

High end consumers use high end products as a non verbal way to 
communicate success and social status to others.

Scarcity and exclusivity.

They are attracted to things that are rare ,things such as limited
 edition where a few have them which makes the owner feel like
 they are part of the elite group.

HOW ELITE
CONSMERS INTERACT

WITH BRANDS 



Quiet luxury.
They prefer brands without shouting or attention seeking . They prefer
minimalisric and quiet designs that are only noticed by fellow high end
consumers.

Self expression.
They prefer to purchase brands that allign with one’s ideal self and values.
Therefore they buy items that represent the person they wish to be or how 
they want to be percieved.

High price equal to high quality therefore they prefer purchasing 
products with high quality.They attach the status symbol of the product
to its price.

Hedonic motivation.
 This is the drive to experience pleasure and 
emotional satisfaction through consumption. They feel associated with

of the product, the hand feel of the material, visual beauty of the product etc.

TRUE 
LUXURY IS

QUIET



GLOBAL TRENDS OF ORGANIC CONSUMPTION FOR 2024-2025.

R e c o r d  M a r k e t   g r o w t h .

T h e  g l o b a l  o r g a n i c  m a r k e t  r e a c h e d  a n  a l l  t i m e  h i g h .  w i t h  r e t a i l  s a l e s  h e a t i n g  a p p r o x i m a t e l y  

1 4 5  b i l l i o n  p o u n d s  i n  2 0 2 4 .  I n  t h e  u n i t e d  s t a t e s ,  O r g a n i c  s a l e s  g r e w  b y  5 . 2 %  i n  2 0 2 4 .

T h e  h e a l t h  fi r s t  p i v o t  ( p r o  s e l f )  h a s  g l o b a l l y  p v e r t a k e n  t h e  a l t r u i s t i c  m o t i v a t i o n s  w h i c h  p r i m a r i l y

 f o c u s e d  o n  o n  e n v i r o n m e n t a l  p r o t e c t i o n .

G e n e r a t i o n a l  d o m i n a n c e  

.

M e l l a n i a l s  a n d  G e n  z  a r e  n o w  t h e  c o r e  e n g i n e s  o f  t h e  m a r k e t  a s  c o m m i t t e d  o r  n e w  a d o p t e r s  o f  o r g a n i c

p r o d u c t s  a n d  m o r e  w i l l i n g  t o  p a y  f o r  n o n  t o x i c  s t a n d a r d s  r e g u a r d l e s s  o f  t h e i r  i n c o m e .

T h e  s n a c k i n g  s u r g e .

T h e  g l o b a l  o r g a n i c  s n a c k s  m a r k e t  w a s  v a l u e d  a t  $ 1 4 . 5  b i l l i o n  b y  2 0 3 4  .  T h i s  i s  d r i v e n  b y  p r o f f e s i o n a l  

l i f e s t y l e  a n d  a  r i s i n g  d e m a n d  f o r  b e n e fi c i a l  s n a c k s  t h a t  p r o v i d e  n u t r i e n t s .  



Design gap .  

A e s t h e n t c  m i s m a t c h .  P r o f f e s i o n a l s  f e e l  a  d i s c o n n e c t  w i t h  a  h i g h  q u a l i t y  f o o d  t h a t  i s  s o l d  i n

p l a s t i c  h e a v y  o r  p o o r l y  d e s i g n e d  p a c k a g i n g .

Energy gap. 

T h e r e  i s  a  n e e d  f o r  s n a c k s  t h s t  r e fl e c t  q u i e t  l u x u r y  p r o d u c t s  t h a t  a r e  m i n i m a l i s t i c  a n f  f e e l  h o n e s t  t o  t h e  t o u c h .

T r u s t  a n d  a n d  m a t e r i a l .  W h i l e  7 0 %  o f  t h e  c o n s u m e r s  w a n t  s u s t a i n a b l e  p a c k a g i n g  ,  t h e  c u r r e n t  o p t i o n s  f e e l  

l o w  q u a l i t y  w h i c h  m a k e s  t h e  u s e r  t r u s t  t h e  b r a n d  l e s s .



KEY BEHAVIOR.
Healthy.

Love transparecy and knowladge.
Uniqueness and superiority.

Simplicity.
Very cautious.

Sense of control.

Packaging 
considerations.

Unique.
Transparent section to see the actual snacks.
Sealed to experiece the unboxing of the product.
Story telling or source of the brand and product.
High quality materials.
Textured material.
Minimalistic design
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T Y P O G R A P Y

COR M O R A N T  G A R A M O N D

A BCD E F GH I J K LMNO PQRS T U VWXY Z

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

a b c d e f g h i j k l m n o p q r s t u v w x y z

ABCDEFGH I J K LMNOPQRS TUVWXYZ

A B C D E F G H I J K L M N O P Q R S T U V W X Y Z

a b cd e f g h i j k lmn opq r s t u vwx y z

MONTS ERAT

1 2 3 4 5 6 7 8 9 0 1 2 3 4 5 6 78 9 0

For main logo For taglines



BRAND MISSION

O u r  m i s s i o n  i s  t o  t r a n s f o r m  t r a d i t i o n a l  U g a n d a n  s n a c k s  a n d  f o o d s  i n t o  a  m o d e r n  l u x u r y  e x p e r i e n c e .



T o  e l e v a t e  t h e  p e r c e p t i o n  o f  t r a d i t i o n a l  g a n d a n  s n a c k s  b y  m e r g i n g  a r t i s i n a l  w o o d  r o a t i n g  

w i t h  s o p h i s c a t e d  c l a s s  d e s i g n s  .  T h i s  e l e v a t e s  l o c a l  o r g a n i c  i n g r e d i e n t s  i n t o  l u x u r y  e x p e r i e n c e  

t h a t  c o m m a n d  r e s p e c t  a n d  v a l u e .

T o  e x e c u t e  h i g h  f e d e l i t y  p r o t o t y p e  u s i n g  a c c e s s i b b l e  i n d u s t r i a l  t e c h n i q u e s  l i k e  e n g r a v i n g

, d e g i t a l  p r i n t i n g  a n d  e x p l o r i n g  d i f f e r e n t  t e c h n i q u e s  a n d  m a t e r i a l s .

T o  a d d r e s s  t h e  g r o w i n g  c o n s u m e r  d e m a n d  f o r  v i s u a l  h o n e s t y  a n d  s u s t a i n a b i l i t y

i n  t h e  o r g a n i c  f o o d  s e c t o r  b y  u s i n g  t r a n s p a r e n t  r e u s a b l e  g l a s s  

OBJECTIVES



Organic roasts 
seed profile

The nutty 
jackfruit
seeds 

Velvet 
earthy pepitas
seeds

Crispy
sunflower
seeds

Crunchy cowpeas
seeds

silk 
simsim
seeds



SAMPLED MATERIALS

Ppper pouch Air tight paper tube

Associated with cheapness.
Oil bleeding from the plantains.
Paper is breathable.
Opaque.

Associated with highly 
processed snacks like pringles.
Blind buy.
Oil bleeding over time

MATERIALS



Pet polythene 
terephthalate

Borosilicate glass.

(PET)






