Business Model Canvas

Foodsavour Business Model Canvas

Key Partners Key Activities Value Proposition Customer Relationships Customer Segments
Partner with a single grocery store: Direct Input from the grocery list into the | ‘Mobile platform that keeps a database of | Feedback forms People, aged 20 - 30, living alone
= Whole Foods application. food Inventory and reminds customers
- Nesters Market when thelr foed is nearing expiration’ Automated service Couples with no children
- Pomme’s Gain partnerships with grocery store
chains for input testing. We offer
Grocery Services - Aseamless food inventory input
- Instacart - Food expiration reminders
- Spud.ca - Meal recommendations
Foedsavour saves consumers both time
and money.
Key Resources Channels
Seed Capital Mablle application (105 and Android)
Software Developers Soclal media (Facebook, Twitter,

Instagram and YouTube)
Referrals from satisfied users
In-store grocers

Partners marketing platfarms

Cost Structure Revenue Structure
- Payroll - Software Developer Salaries - Annual service fee from grocer
- Marketing - Social media marketing campalgns - In-App Advertisernents
- Application maintenance costs - Cansumer Data and Trends

Baseline information

Vision and Mission

Household food waste, consisting of thrown out leftovers, expired produce, and discarded
excess food, is one of the most prevalent sources of waste in the food industry. Recent
research from Second Harvest' shows that, 21% of household waste can be avoided,
removing 2.38 million tonnes of waste and saving $1,766 per Canadian household ($10.37
billion total)?. At Foodsavour, it is our goal to tackle this issue and create a healthy planet
where household food waste ceases to exist.

Despite growing awareness around the food waste issue, most individuals will continue with
their current shopping habits. Awareness of the issue itself has not proven to instill
motivation for behaviour change. For many, living an environmentally conscious lifestyle can
be perceived as expensive and a lot of effort. Foodsavour is determined to change these
perceptions by making it easier for families and individuals to live sustainable lifestyles.

Product/Service
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https://secondharvest.ca/wp-content/uploads/2019/01/Avoidable-Crisis-of-Food-Waste-The-Roadmap-by-
Second-Harvest-and-VCMI.pdf
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https://globalnews.ca/news/295224 3/food-waste-5-graphics-that-show-just-how-much-food-we-throw-awa
y/



https://secondharvest.ca/wp-content/uploads/2019/01/Avoidable-Crisis-of-Food-Waste-The-Roadmap-by-Second-Harvest-and-VCMI.pdf
https://secondharvest.ca/wp-content/uploads/2019/01/Avoidable-Crisis-of-Food-Waste-The-Roadmap-by-Second-Harvest-and-VCMI.pdf
https://globalnews.ca/news/2952243/food-waste-5-graphics-that-show-just-how-much-food-we-throw-away/
https://globalnews.ca/news/2952243/food-waste-5-graphics-that-show-just-how-much-food-we-throw-away/

Foodsavour is a lifestyle application that helps people eat sustainably and save money. The
application keeps a database of food inventory, reminds users when food is nearing expiry,
and allocates a dollar value to the amount of food wasted (or saved).

Foodsavour provides value to its users by helping them save time through meal planning
assistance, easy inventory updates, and online grocery shopping options. The application
helps people save money by tracking expiry dates, food waste, and monetary savings.
Additionally, Foodsavour reduces the negative environmental impact of food waste and
allows users to give back to the community by recommending donation options for unused
food

The following is a run-through of how a consumer would use the application:

e While planning to restock their fridge, the user will browse the application for meal
inspiration and meal planning assistance.

e The user can easily add items to their grocery list while browsing.

e Once the list has been created, the application will show the best locations for
shopping and include an online delivery option.

e After purchasing groceries, the user will scan their receipt and the app will update the
user’s food inventory.

e Over time, when food is nearing expiry, the application will notify the user and
suggest recipes for the food, provide ways to prolong the life of the food or
recommend donation options.

Technology/or product Development

Foodsavour’s application wireframes have been created and the application’s features have
been discussed with a network of programming students at SFU. While a business plan
stands, the product itself has not yet been developed.

Your Team: Strengths and Weaknesses
The Foodsavour team is comprised of three students:

Liah Castillo has a background in marketing and interactive arts and technology. Her work
includes illustration and graphic design. She has experience working with STEMCELL
Technologies, SFU, and most recently, Aunt Leah’s Place. Liah’s expertise and connections
have allowed her to conduct market research, design Foodsavour’s logos and themes, and
create prototype wireframes.

Matt Cooper is a recent BBA graduate with a concentration in finance and entrepreneurship
and innovation. He has experience working with Axis Consulting, Premier Painting Edmonton,
and the Simon Fraser Student Society. With his understanding of the finance space, he has
worked to figure out a sustainable revenue model for the venture. With additional research,
he has also calculated the estimated costs for developing and maintaining the application.

Pheby Yeung is also concentrating in entrepreneurship and innovation. She has gained
entrepreneurial experience from her experience with Enactus SFU as internal coordinator for
SFU Entrepreneur of the Year (SEY) and the program manager for the Jumpstart accelerator
program. Pheby has a background in logistics and operations through her experience as the



director of loqistics for the Business Administration Student Society Gala and the VP logistics
for SFU JDC West.

The team is currently equipped with individuals experienced in marketing, design, finance,
and operations, but is currently lacking a team member experienced in/knowledgeable with
mobile application development and maintenance. While a programmer can be hired, it
would be beneficial for Foodsavour to, at least, have an expert advisor to ensure that the
execution of the application is as planned.

Status of Business Plan

Industry research has been conducted to uncover the sources and causes of household food
waste. Further research into the market was conducted through 35 interviews and additional
market reports. From this information, we created Foodsavour to tackle the challenge of
behavioral change towards household food waste. Over the past few months, we have
created a business plan including key activities, resources, and channels. What remains is the
execution of the business, beginning with the search for grocer partnerships and
hiring/acquiring an application developer. Gaining both a developer and grocer partnership
will allow the venture to move forward with validation and allow the team to seek additional
funding. The funding will cover the programmer’s salaries and upfront costs for registering
an application.

Evaluation information

Market

We have conducted 35 interviews consisting of different target segments and spoken to
experts in food recovery, non-profits, programming, and application development. Additional
industry data and market research have helped us determine that our target market falls
within young adults (20-30 years old)®. These individuals are more likely to create food
waste due to their lack of meal preparation knowledge®. Members of this segment have
recently become independent, moving into their own residences, and learning to prepare
their own food®. Given their age, they generally fall into the millennial generation, which
means that they are generally technology savvy, they spend a decent amount of time on
their phones, and they want to save money.

Distribution

Sales and Marketing
Web Presence and Social Media

To cater to our target segment which includes young adults, we plan to use the social media
platforms YouTube, Facebook, and Instagram. We will create a following and entice more
people to use or download the application through posts that create awareness of the large
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https://www150.statcan.gc.ca/t1/tbl1/en/tv.action?pid=1710000501&pickMembers[0]=1.1&pickMembers[1
1=2.2

4 https://www.sciencedirect.com/science/article/pii/S0195666317311364?via%3Dihub

5 https://www.theglobeandmail.com/news/national/census-2016-statscan/article35861448/
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impact of food waste while spreading word of the financial and environmental benefit of
using Foodsavour. When we obtain a large enough user base, we plan to add success stories
to gain more traction while actively engaging with potential influencers and current partners
within our network to increase our reach.

We also need an impactful website that incurs a lot of traffic. We will have a mutually
beneficial arrangement where we feature organizations who feature us on their site or social
media pages. All this aims to increase our reach and give a wider audience a chance to learn
about Foodsavour and try it.

Offline Promotions

Partner Grocery stores can feature us in their coupon pages as an electronic way to access
these discounts. They can also promote us to their staff and through the reqular subscription
emails they send to their customers.

Affiliated Non-profit organizations can feature or promote our app in social media or
fundraising events which would increase awareness of how FoodSavour helps alleviate
hunger. Ideally, those who are committed to helping this cause will download the app to help
them keep track of foods they can donate.

“*Note: All these Channels will implement the App Store and Google Play to download the
application into their device

Alliances

Once the Foodsavour is launched and the app is established, we plan to partner with local
grocery stores such as Nester’s Market®, Choices’, and Buy Low Foods®. Once we establish
these partnerships, we will ally with larger chains such as Save-On Foods®, and Pricesmart'.
Eventually we plan to connect with the Canada-based groups governing these grocery
chains which includes: Jim Pattison Group", Overwaitea Food Group', and Loblaw
Companies®™. We will branch out of the lower mainland and focus on stores in Central and
Eastern Canada through Metro', and Sobeys'™.

Innovation Ecosystem Diagram ¢

8 http://www.nestersmarket.com/

7 https://www.choicesmarkets.com/

8 http://www.buy-lowfoods.com/

® https://www.saveonfoods.com/

10 https://www.pricesmartfoods.ca/select-your-store ?destination=node
" https://www.jimpattison.com/

12 hitps://www.owfg.com/

'3 hitps://www.loblaws.ca/

4 https://www.metro.ca/en

'S https://www.sobeys.com/en/

16 https://www.statista.com/topics/2874/supermarkets-and-grocery-stores-in-canada/
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Overcoming Barriers to Entry

Competition

A major barrier to entry is other products and software that aims to reduce food waste. We
can overcome this by focusing on our value proposition and meeting the specific needs of
our market. This is explained in more detail in the competition section below.

Discoverability

We plan to focus on marketing outside the App Store and Google Play Store. Reaching out
through partnered grocery stores, social media and affiliated non-profit organizations will
help our users find us based on their need to shop and save money.

Competition

Competitive Matrix
YELLOW - Other Applications =~ ORANGE - Other Need Based Products

O DE O ee d D ggeE pPE 3 00d
Foodsavour ES YES ES YES
cozl YES NO YES NO
Mealime YES NO YES NO
Meal Boxes NO NO YES NO
Smart Fridges NO YES NO NO
Ovie Smaraterware NO YES NO NO
Winnow Solutions NO NO NO YES

Current Competition and Threats: Applications, Needs Based Products, and Status Quo
Other applications in our competitive space include mobile software that optimizes grocery
shopping, meal planning, and finances. The major competitors include: Mealime'’ - a meal

7 https://www.mealime.com/



https://www.mealime.com/

planning app, COZI'"® - a family planning platform, and Mint' - a financing app. They all excel

at their purposes and are very popular. However, both Mealime and COZI fail at helping
people who cannot stick to meal plans, which is an effective way to prevent food waste to
begin with. On the other hand, Mint, exclusively handles finances with no relation to food.

Other than apps there are other products that aim to reduce food waste. Smart fridges
consists of durable, high-tech components that track food expiry and are distributed by
renowned brands such as Samsung and LG*°?, but they rely too much on manual entry for
an average price of $3,000%. Ovie Smarterware’s trackers claims to be more effective, but it
relies on owning an Alexa unit along with spending $300?%. On the other hand, Winnow
Solutions is the only smart garbage can that tracks food waste cost and is associated with
large firms such as IKEA and Hilton**. However, these products are targeted towards
restaurant owners and are extremely expensive for our target segment.

The strongest contender is status quo which would be our target segment’s current way of
life. This involves regularly buying convenience by throwing food away rather than adopting
a system to keep everything organized. The threat for this would be the fact that people are
reluctant to change.

Competitive Advantage

Our competitive advantage compared to other apps and status quo stems from our way of
motivating change while benefitting society. The win-win of saving money, reducing food
waste, and giving to those in need gives advantages to all while providing the convenience
of having all the necessary features to reduce food waste in one place. The convenience of
addressing all these needs in one place makes Foodsavour superior to other apps.

FoodSavour is also designed with everyday life in mind. The app is simple, easy to use, and
requires little manual entry after a user specifies his or her preferences, which is an
advantage compared to Smart Fridges. Best of all, the app is free for all users, which is a
major advantage compared to Ovie and Winnow Solutions.

Non-Adoption

Users

When users are not using the mobile app, this can mean two things: they do not know about
Foodsavour or our app is not functioning effectively. To address the issue of discoverability,
we will assess our current marketing and social media performance and create a strategy
with better trajectory. As for app effectiveness, interviews can be done to find the reason of
non-adoption, and we will implement their preferences through user testing.

18 hitps://www.cozi.com/
9 hitps://www.mint.com/
20 https://www.lifewire.com/best-smart-fridges-4159454

21 https://www.lifewire.com/smart-refrigerator-4158327
22

https://www.bestbuy.ca/en-ca/product/lg-36-27-5-cu-ft-french-door-refrigerator-with-water-ice-dispenser-If
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2 https://www.winnowsolutions.com/
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Grocery Partners

If grocery stores are unwilling to market themselves and make their promos available
through our app. We plan to evaluate the situation with a mentor or expert who is
knowledgeable of the industry and further informing ourselves through interviews with the
grocery stores’ management or decision makers to see what obstacles exist and if we are
addressing their needs.

Finance & Operations

We plan to have three sources of revenue. The first source will be a fee that we receive from
a grocer for exclusive rights to Foodsavour. The grocer will get insight into consumer
consumption patterns and habits. They will also be able to promote sales that they are
having and receive other benefits from being the exclusive partner. We expect that we will
be able to generate $1.00 per year per user. The second source of revenue will be through
in-app advertisements. We plan on showing a combination of banner and video
advertisements to our users. Based on the assumption that each user will view
approximately 625 ads per year with a 1.5% click through rate and $1.00 cost per click, we
will be able to generate approximately $10.00 in annual revenue per user®>. Our final source
of revenue will be through the sale of consumer data and consumption patterns. According
to Investopedia, this data is worth approximately $0.25 per user per year.?

We have attached a timeline which identifies some milestones that we would like to reach
over the next couple of years. They are separated by product, business and financial
milestones.
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Some notable milestones are to hire a developer and start developing the application in Q4
of 2019, launch the application by Q3 of 2020, have 1 000 users by Q1 of 2021 and raise
Series A funding in Q1 of 2021.

2 hitps://monetizepros.com/cpm-rate-guide/mobile/
% hitps://www.investopedia.com/tech/how-much-can-facebook-potentially-make-selling-your-data/
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At this point, our team has neither raised capital nor invested any of our own money into
Foodsavour. We are seeking $50 000 which would go towards hiring a programmer to
develop our application for both the iOS and Android platforms. If we are unable to raise
funds from an Angel Investor, we plan to connect with family and friends to see if anyone is
interested in investing.

Based on our forecasts, we believe that we will operate at a $88,500 loss in year 1, a
$38,000 loss in year 2 and become profitable in year 3. It will be important that we raise
capital and build a float so that we can sustain our expected losses in the first couple of
years. We anticipate that Foodsavour will become profitable in year 3 at which point we will
operate at a $310 000 surplus.

The most significant financial assumptions we have made is that our monthly active users
will grow from 1 000 in the first year to 10 000 in the second and 50 00O in the third. We
also assumed that we will be able to build both applications for approximately $50,000 and
that we can secure an exclusive rights dealer with a grocer that will pay us approximately
$1.00 per user, per year.

The most significant risks that we face are revenue risk from relying on a single partner, risks
surrounding hiring and maintaining a developer and capital issues in the future. To mitigate
the revenue risk, we plan to identify a list of grocers that we would be willing to work with. If
we lose our initial partnership, we can move down the list and work with other companies
whose values align with ours. In terms of hiring a developer, it will be important for us to
build a relationship with an external mentor that we trust. Hopefully, the mentor will be able
to quide us in the right direction in terms of which developer to hire. Our final risk is capital
issues. Because we anticipate to operate at a loss in the first couple of years, it will be
important that we have enough capital to sustain these losses and not be forced into
bankruptcy. We plan to be constantly network with Angel investors and building relationships
with individuals who may be interested in investing.



Appendix A - Forecasted Income Statement

Income Statement 2020 2021 2022

Monthly Active Users 1,000 10 000 50,000
Grocer Revenue $1 000 $10 000 $50 000
Advertisement Revenue | $10,000.00| $100,000.00 | $500,000.00
Data Revenue $250.00 $2,000.00 $10,000.00
Total Revenue $11,500.00 | $112,000.00| $560,000.00
Operating Expenses $100,000.00| $150,000.00| $250,000.00
Operating Profit / Loss |-$88,500.00 | -$38,000.00 | $310,000.00




