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Executive summary

Our food system has a huge impact on the environment and is one of the largest contributors to a global
threat: climate change. The meat industry alone accounts for 15% of the greenhouse gas emissions. So,
the solution would be eating less meat and dairy. But although the Dutch eat most meat replacers in
Europe, the annual meat consumption hasn’t declined between 2005 and 2019.

The growing number of vegans and vegetarians in The Netherlands show that it isn’t always willingness to
eat less meat, but often it is habitual behaviour that is hard to disrupt. Teaching and preaching sustainability
is proven to be ineffective, since consumers often filter out information that doesn’t result in short-term
benefits and personal gain. Filtering out information is to reduce the mental load that consists of several
struggles that consumers experience in the cooking process: finding inspiration, sticking to their budget
and eating healthy and varied food. And even if consumers consider sustainability, it almost never has top
priority.

Therefore, a product or service that wants to help consumers choose to consume more sustainably should,
primarily, focus on offering personal value and short-term benefits. In addition, sustainability has to be subtly
incorporated, but never be the main attribute of the product.

Consumers are already looking for help with their struggles in the cooking process, like finding inspiration
Consumers are already looking for help with their struggles in the cooking process, like finding inspiration
and help online and buying products that make cooking simpler and more convenient, like food boxes. But,
research shows that consumers quit their food box subscription, because it is too expensive and they have
no control over the size, quality and price of the vegetables. Furthermore, the recipe and herbs/sauce of the
food box are considered more valuable than the vegetables.

Therefore, the product that is developed in this project is a food box without vegetables. Instead, consumers
receive a recipe, for inspiration and including a shopping list, and a ready-to-use sauce made of natural
herbs and ingredients, which helps them with the most expensive and complicated part of a meal. All recipes
are vegetarian, which nudges sustainable consumption, without compromising on price and convenience.
Vegetables can be purchased in the local supermarket or local market. This increases the physical barrier
compared to regular food boxes, but gives the consumer a lot of flexibility in return.

The focus of the solution is to reduce the mental load for the consumer by making eating less meat easier,
not more complicated. The target group are generation Y and Z, because these generations are already
most sustainable, like cooking and they live online, which make it easier to target them.

Reading guide

This report is written according to the inverted
pyramid model. Meaning that the most
important information, conclusions and solution,
is presented first. There will be references to
following chapters where supporting details and
research is further elaborated. A quick overview
of the report:

Result:
Chapter 1 and 2: Summary of all important
conclusions, followed by the design solution.

Proces:

Chapter 3: Defining the problem statement.
Chapter 4: Design challenges, resulting in a
design solution.

Chapter 5: User test to test the solution.

Additional:

Chapter 6: Suggestions for the next steps for the
solution.

Chapter 7: Additional research

Chapter 8: Appendices

Chapter 9: Sources
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1.1 The why: climate change
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Research 1.1: How sustainable is our food?

R.1.1.11s our diet really a problem?

In March 2020 the world population

was estimated at 7.8 billion people. “22°5°b.”. 105 bill
Experts predict that number to be llon : Lol
almost 10 bilion by 2050. See Figure 160%
1. That requires the overall food — rnsmesen
production to increase with 70%’,
and almost double in developing
countries where the trend of the
growing population is stronger. All
the developments that are required
to achieve this, demand a price, a
high price. Depleted agricultural
land, water shortage, human
exploitation, animal suffering and,
on which we will focus most in this Figlure 1. .World population by 2050. Source:
project, climate change. Altogether, United Nations, Worldometers, June 2019

the human race faces tremendous

challenges the coming decades. With global temperatures rising, oceans
warming, glaciers retreating and extreme natural disasters, like the extreme
fires in Australia and California in recent years, there is compelling evidence
that our climate is changing. But what is the role of food in this context?

7.7 billion

... World population today

Food accounts for 26% of the global greenhouse gas emissions?. See
Figure 2. Only the meat industry accounts for 15% of the global greenhouse
gas emissions. The most important greenhouse gases are carbon dioxide,
methane and water vapour. These gases absorb heat that is emitted from
the earth’s surface, that is heated by sunlight, and is called the greenhouse
effect. This is a natural phenomenon. The greenhouse gases are essential
to keep the average temperature on earth around 15 degrees celsius
instead of -18.% But the amount of greenhouse gases in the atmosphere
are increasing beyond earth’s capacity to keep a natural balance. See
Figure 3. Too much gases will have a negative effect on all life on earth,
temperatures rise and ecosystems get out of balance. In addition, the
oceans have absorbed large amounts of carbon dioxide. With warming

What are the environmental impacts of food and agriculture?

Greenhouse Gases Land Use Freshwater Use Eutrophication Biodiversity
26% of global 50% of global habitable 70% of global 78% of global ocean ~ 94% mammal biomass
greenhouse gas emissions (ice and desert-free) land  freshwater withdrawals & freshwater pollution

(excluding humans)
Wild mammals (6%)

Other sources

22% global
eutrophication

Industry (19%)

&
Households (11%)
Forests, urban area,
shrubs, freshwater
51 million km?
Non-food 50% global habitable land
38.7 billion tonnes CO,eq

74% global emissions Livestock

94% global
mammal biomass

Agriculture (exc. humans)

Agriculture 78% global

eutrophication
70% global
) freshwater withdrawals
Agriculture
51 million km?

50% global habitable land
Food

13.7 billion tonnes CO,eq

% global emissions

Data sources: Pool 18): UN
OurWorldinData.org - Research and data to make prog e

Figure 2. Impact of food and agriculture on the environment. Source: Out World in Data

-+— current level

For millennia,

Figure 3. Carbon dioxide levels over time. Source: NASA.

water temperatures the world’s coral reefs, on which 25 percent of life
depends on, is dying*. And, what maybe not many know, is that all the
oceans provide critical resources that sustain all life on earth®. Over 3 billion
people rely on the ocean as their source of protein and 50% of our oxygen
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is produced by the ocean.

Next to the greenhouse gas emissions it is the use of agricultural land that
has a significant negative impact on the environment. More specific, how
we use agricultural land and how we keep expanding it. In 2019 more than
50% of habitable land was used for agriculture, leaving 37% for forests
and 11% for shrubs, 1% for freshwater and 1% for urban areas. See Figure
2. If we take a closer look at what purpose we use agricultural land we
see that 23% of the land is used for crops, but at the same accounts for
82% of the global calorie supply and 63% of the global protein supply. The
meat industry claims more than 75% of agricultural land, while the return
on calorie and protein supply is way less. See Figure 4. This demonstrates
there is unbalance in the way we use our land. But why is this a threat?
There are several reasons. The majority of the agricultural land as we know
it was once covered with trees, forests and full of life. In 1700 more than
90% of habitable land was covered in forest, shrubs and wild grasslands.
In 2018 that is only 52%, meaning that in a couple centuries more than 4
billion hectares of land have been deforested®. All to supply the demand
for our meat-based diets. According to WWEF this results in the loss of 60%
of our global biodiversity’, which plays a key role in the functioning of our
ecosystems. Deforestation is also a threat because trees and vegetation
produce oxygen, store carbon dioxide (one of those greenhouse gases
that we emit too much) and provide a natural habitat for wildlife that are
part of the biodiversity. And deforestation is still happening today. If we
look at Borneo, also used as an example in the documentary ‘A life on
our planet’” from David Attenborough, we see that almost all forest is lost
in only 50 years. See Figure 5. One of the main drivers are agricultural
purposes for the land, as well as the need for timber and mining charcoal.
Another well known example is the rainforest in Latin America. Rainforest
needs to make place for agricultural land to supply in our demand for
meat, soy and palm oil.

The impact of our food consumption, the meat industry being the largest
contributor, on the environment is evident. And with livestock production
forecasted to double between 2000 and 20508, we need to act now before
it is too late. But how? Experts call for attention to the environmental gains
associated with diets lower in livestock products®. In other words we need

Global land use for food production

Earth’s surface
Land surface
Habitable land

Agricultural land

I _
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Figure 4. Global land use for food production. Source: Out World in Data

Figure 5.

Deforestation of Borneo, with agriculture as main driver. Source: Slideshare education.

to transition from a livestock protein-base to a plant protein-based diet.
Less livestock products, like meat, will claim less of the habitable land and
allows that land to be forestated again. More forest will restore biodiversity,
making the environment more resistant to human impact. In addition, less
livestock will directly decrease the greenhouse gas emissions.

Stehfest et al.(2009)° calculated the effect of changing our diet in four
scenarios until 2050. Three of them are reduction of the consumption
of ruminant meat, all meat or all animal products. The data shows that
reducing ruminant meat consumption would save around 2700 million
hectares of grassland. See Figure 6. That is 2.7 times bigger than the USA
and 675 times the size of The Netherlands. One hectare of trees absorbs
around 6.4 tonnes of carbon dioxide per year. That means that if we would
reforest the area, the trees would be able to annually absorb over 17 billion
tonnes of carbon dioxide. In 2017 the USA emitted around 5.33 billion
metric tons of carbon dioxide. The USA ranks second in world largest CO2
emissions. In addition, this area will allow for thousands of animal species
to live and thrive, restoring part of the 60% of biodiversity we have lossed.
So far all insights concern global impact on the environment. But if we look
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Figure 6. Land use for different diets. NoORM is No Ruminent Meat, NoM is
No Meat, NoAP is No Animal Products.

closer at home, at our food consumption in The Netherlands, the numbers
don’t look promising either. If we consume like the Dutch worldwide,
we need almost two planets'. Europe is only home to 7% of the world
population, but we use 20% of the world’s biocapacity.

Conclusion

The way we consume animal products have proven to contribute to
climate change. Reducing meat consumption, and animal products
in general, is a key solution to this problem. Our planet needs us to

switch to a plant based protein diet, rather soon. But there is a lot
of work to be done to let consumers realise the urge of this issue
and transition towards a more plant based diet. But this also allows
for thriving business opportunities!

11
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R.1.1.2 Is sustainable food an interesting opportunity?

The food market and industry are still predominantly animal-protein driven.
Everyday 1.7 million animals in The Netherlands are slaughtered and their
meat processed’?, also for export. And the average Dutch consumed
77,2 kilograms of meat in 2018, But the food industry is also changing.
Especially in recent years there have been major developments. A lot of
plant based alternatives for dairy and meat, that have the most impact
on the environment and animal well-being, have been introduced in the
market. But who is participating in this transition and how fast is it going?

Large corporations like Mcdonald, Burger King and Subway are introducing
plant based products in their menu. Beyond Meat signed a new contract
to be the supplier of plant based meat for Mcdonald early this year. Burger
King in The Netherlands is working together with the Vegetarian Butcher
for a plant based burger and they expect to sell about 650.000 burgers
annually'. Food boxes have grown in popularity, partly because of the
COVID-19 pandemic that demanded convenience. Companies in this
market, like HelloFresh, Marley Spoon and De Krat, expand their product
range with vegetarian and vegan options and they grow in popularity. Over
half of De Krat’s subscriptions consist of vegetarian boxes. According to
research that De Krat conducted among customers that have a vegetarian
box subscription they found that only 1 out of 5 never eats fish or meat'®.
The others consider themselves as ‘flexitarian’, stating they eat meat less
than twice a week.

Alsothe variety in plant based alternatives the supermarket has grown. Thisis
aninteresting market, because the majority of our society gets their groceries
at the supermarket. Meat replacers are especially popular. According to
IRl Nederland'®, the revenue from meat replacers in supermarkets have
grown over 50% between 2016 and 2018. Also plant based dairy is getting
popular. In 2019 the revenue from plant based dairy in all supermarkets in
The Netherlands surpassed 100 million euros, a milestone according to
market researcher IRl Nederland'’. At the same time, consumers are still
not happy with the variety in the supermarket'®. According to Proveg the

relatively low consumption of plant based products is probably due to the
limited plant based product range in the supermarket and not the lack of
consumer demand.

But not only the bigger companies see opportunities in the limited product
range in the supermarket. The developments in the industry have also
allowed for many startups to grow and excel in the market and establish
a strong brand identity. For instance Beyond Meat, founded in 2009 in
the USA and now worth over 10 billion USD by creating plant based meat
replacers. The Vegetarian Butcher, founded in 2010 in The Netherlands,
had 12 million revenue in 2017 and acquired by Unilever in 2018 for
30 million euros. But there are also countless smaller startups, also in
The Netherlands, that have sustainability as their main driver. Through
innovation they create unique, sustainable food products and services that
go beyond just replacing meat and dairy.

But switching to plant based food is not the only solution to contribute
to a more sustainable food system.There are two other important topics
that concern sustainability. The first one is food waste. See Figure 7. It is
estimated that 30-50% of the food we produce never reaches a human
stomach™. Food waste accounts for 8-10% of the global greenhouse
gas emissions and 1.4 billion hectares, 1,5 times the size of China, of
agricultural land is used for nothing. Food waste is a result of different
factors that also depend on what part of the world the food is produced. In
westernized countries the excessive quality standard is one of the drivers of
food waste. “Major supermarkets, in meeting consumer expectations, will
often reject entire crops of perfectly edible fruit and vegetables at the farm
because they do not meet exacting marketing standards for their physical
characteristics, such as size and appearance”, according Fox et al. (2013)%°.
Again the supermarkets, but also the consumer perception of food, plays
a big role in sustainability. Besides food waste, there is also a social aspect
that contributes to sustainability. This mostly concerns the farmers that
grow our food close to home, but especially those in developing countries
that provide our demand for exotic products like coffee and chocolate.
Supermarkets and giant corporations have such strong positions that they
can demand ridiculous low prices for products, leaving the farmers with
barely enough to sustain themselves and their families. The result is that the
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Figure 7. Costs of food waste. Source: Dieet voor een betere planeet.

farmers don’t have enough capital to invest in their farms, making them more
sustainable and efficient. Food waste and fair prices are additional drivers
for the smaller, innovative food startups that Goodcase wants to work with.
One example is Wakuli, that fights for a better price for the coffee farmer.
They directly buy coffee beans from the farmer and ship it directly to
customers, which benefits the farmer and not the supermarket, see Figure
8

Wakuli Supermarket coffees

The average price Wakuli pags ‘The world coffee price is at about 1,60€ / kg
the farmer is 420€ / kg

~ coffee farmers
. 22%

20% 7 e 4 Figure 8. Price
7 for farmers. Wakuli
"D‘::;:’“‘-' compared to
supermarkets.

Conclusion

Plant based products are going to play a key role in the food
industry and in our diet. Large corporations, retailers and startups,
worldwide and in The Netherlands, are investing in plant based
products to supply the growing consumer demand. Analysts
from the bank UBS predict that the global market for vegetarian
products will be worth 45 billion Euro by 2025, while the Barclays
Bank predicts the market for meat alternatives to be worth 116
billion euros by 2029. Unilever, one of the largest food companies
in the world, has stated that they aim for an annual revenue of 1
billion euros from plant based products in 5 years from now. The
developments are still in an early stage, but this indicates that the
market is growing. In addition, not only changing our diet will make
a sustainability impact, but also fighting against food waste and
social improvements for farmers are sustainability pillars.

13



Only 3,9% of the Dutch
population is vegetarian,
including 1,5% that is

vegan. See chapter 7.1.

1.2 The numbers look great. Oh wait..

The solution? Eating less meat and dairy. The majority of meat is consumed during
dinner, around two thirds. Dinner is also the meal where people put most time and
effort in, see chapter 3.3. For the environment, this means that most impact is to
be gained with focussing on vegetarian dinners.

Good thing the plant based food market and the share of meat replacers is
growing. The global plant based meat market was US$ 5.6 billion in 2020 and is
predicted to reach almost US$ 15 billion in 2027, see chapter R.1.1.2,

The Dutch consume the most meat replacers in Europe. And with 55% of the
Dutch being flexitarian, see chapter 7.1, it looks like we are heading in the right
direction. But meat consumption has not declined in the last few years. From 2005
to 2019 the Dutch consumed more than 75 kg meat per year on average®'. Why
is that?
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Research 1.3: How our brain works in the food context

R.1.3.1 Theory on sustainable consumer behaviour

This chapter will elaborate on the theory of sustainable consumer behaviour
to find out what factors are decisive for consumers to either choose or
avoid sustainable products. In addition, strategies on consumer level that
could help making more sustainable decisions will be elaborated.

Changing behaviour in general is proven to be very complex and difficult.
And because sustainability is not always a popular topic, changing to
more sustainable behaviour is even more difficult. According to Verplanken
(2018), the traditional ways in the last decades of ‘teaching and preaching’
have not resulted in mass population behaviour change. In order to know
best how behaviour can be changed, it is important to know how decisions
are made from a psychological and theoretical perspective.

The behaviour segmentation model

The segmentation model from wil be used as a starting point, see Figure 9.
This model explains the three core elements of decision making, which are
motivation, opportunity and habit. See Figure 10. These elements result in
four behavioural segments. High motivation to act and high opportunity to
act results in a segment with least unsustainable habits. Low motivation
and low opportunity result in most unsustainable habits. Segments A and
D are high either high or low on one of the axis and the other way around
for the other axis. This model clearly shows why sustainable behaviour
is hard to realise. Consumers are either lacking motivation, e.g. they
don’t hold pro-environmental attitudes, or opportunity, e.g. they lack the
financial opportunity or fail to recognize opportunities. The third one is
habit. Consumers are not conscious of habitual choices and are, therefore,
not actively seeking alternatives. It is a misunderstanding that providing
‘correct’ information regarding one the three elements in the model leads
to behavioural change. Providing only information is ineffective and may
only raise awareness on the topic.

High potential
but unwilling

Opportunity to
act

High potential
and willing

INCENTIVIZE

. Rewards
. Fiscal measures
. Mental models

DESIGN CHOICE
ARCHITECTURE

. Legislation
. Infrastructure

Strong
unsustainable habits

Low potential
and unwilling

Figure 9. Segmentation model for sustaianble behaviour.

HIGH

LOW

Weak unsustainable habit
(Potentially) strong
sustainable habits

EMPOWER

. Goal setting
. Commitment
. Community-based

Motivation
to act

SUPPORT

. Feedback
. Habit discontinuity
. Community-based

Low potential
but willing
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Motivation:
Motivation is a key driver of human behaviour and is represented as an intention to act. Intentions are determined by attitudes, social norms
and perceived behavioural control.

Attitude:
People are not following rational decision strategies, only considering the costs and benefits of a product, when they are purchasing
a product. When environmental-related features are considered, they are competing with other attributes. Unless sustainable
arguments are top priority, which is often not true. If people have to choose between many attributes, they tend to reduce the
mental load. That means the amount of information to be considered. That leads to considering only the most important attributes.
That is why sustainability faces a tough challenge in overcoming a social dilemma, choosing between self-interest and longer-
term collective interests and benefits. Furthermore, Verplanken (2018) states that “Sustainability-related values such as preserving
nature, protecting the environment, equality and social justice are characterized by a motivation to prioritize the wellbeing of others
over personal benefits. These values only guide choices and behaviour if they are part of someone’s sense of identity.” This aligns
with the consumer segment that has sustainability in their DNA, according the BSR lifestyle profiles from chapter 7.1.1.

Social Norms:
Behaviour is influenced by social norms, consisting of injunctive and descriptive norms. Injunctive norms concern what most
other people approve or disapprove. Descriptive norms are what most others do. An example to influence sustainable behaviour
would be “ two-thirds of your neighbours source their energy through renewable sources (Verplanken, 2018). Or “your energy
consumption is above average”.

Perceived behavioural control:
The concept of perceived behavioural control consists of self-efficacy, how easy or hard it is to perform the behaviour, and
controllability, the extent to which the performance is up to the actor. Perceived lack of control can prevent a person from
behaving sustainably. But, on the other side, the feeling of being in control can motivate a person and can, therefore, be a driver
for sustainability. An example is that some people think the government or politicians are in control of eating more sustainable,
therefore lacking motivation to eat more sustainable themselves.

Opportunity:
Opportunity is whether a person can act sustainably, not depending on motivation. These can be very practical things, like infrastructure or
financial constraints, but can also be personal skills and knowledge.

Habits:

An automatic response to regularly occurring situations. Furthermore, there are individual habits and habits on a societal level.

Figure 10. Explantation of the segmentation values.

Verplanken (2018) proposes certain intervention strategies for each
segment, that could possibly lead to more sustainable behaviour:

Segment A might be most receptive to incentives. They are unlikely to be
influenced by sustainability arguments. These arguments will be one of the
many attributes to consider, and therefore most likely be excluded in the
decision making process.

Segment B are the people that are behaving most sustainably or are
easily persuaded into making sustainable decisions. But, even sustainable
conscious consumers struggle to align their values with actions. In addition,
this segment can be used to influence other people from other segments.
Goal setting and commitment interventions are typically working best for
this segment.

Segment C consists of people that are hardest to convince, lacking
motivation and opportunity. Changing laws, legislation or infrastructure
work best.

Segment D is motivated to make sustainable decisions, but lacks
opportunity. Interventions are required that support, lower barriers or reveal
opportunities

R.1.3.2 Decisions: drivers and barriers

As stated before, sustainability faces a tough challenge, according to
Verplanken (2018), as a result of people’s attitude: choosing between self-
interest and longer-term collective interests and benefits. This aligns with
cognitive barriers to sustainability, according to Trudel (2018). There are
two psychological systems that work in parallel in any given task:

System 1 makes fast automatic decisions based on familiarity and
associated memory. The decisions are then accepted, rejected or
corrected and lead to habitual behaviour.

System 2 makes decisions based on careful considerations of
available information, using cognitive processing. The benefits of
sustainable behaviour are often only achieved years down the road
and therefore require system 2. The challenge of sustainable behaviour
is that it almost always requires system 2 to override system 1, that
requires less effort, less thinking and has more appealing short-
term benefits. Therefore, decreasing effort and reducing personal
sacrifices will help for system 2 to override system 1.

The benefits of sustainable behaviors are psychologically distant, abstract,
uncertain, and difficult for consumers to grasp (Spence, Poortinga, &
Pidgeon, 2012). These cognitive barriers to understanding sustainable
benefits contribute to consumers’ present bias—the tendency to prefer
outcomes that are closer to the present when considering trade-offs
between two outcomes (O’Donoghue & Rabin, 1999). There are two
possible ways to overcome the present bias. The first is to have people
adopt a future focus, making the future more salient in the present or have
consumers process more abstractly and with a future focus. The second
is making consequences less abstract and more tangible (Verplanken,
2018). Forinstance, personal experiences with extreme weather conditions
increases the awareness of climate change.

Self-interest
People are often motivated to behave consistently with their own
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environmental beliefs and to present a positive image of themselves to
others for self-signaling benefits (Bodner & Prelec, 2003; Sun & Trudel,
2017), self-identification benefits (Belk, 1988), status benefits (Griskevicius,
Tybur, & Van den Bergh, 2010), or reputational benefits (e.g., Semmann,
Krambeck, & Milinski, 2005).

Making consumers aware of the potential discrepancy between their
self-standards and actual behavior can motivate sustainable behaviors,
although through an alternative mechanism. That means, avoiding the guilt
associated with self-discrepancy (Higgins, 1987). Behaving consistently
with their self-identity allows individuals to view themselves positively,
however this also works the other way around. It can also lead to self-
defensive behaviours, e.g. denying climate change. (Feygina, Jost, &
Goldsmith, 2010).

R.1.3.3 Behaviour regarding food

Different aspects of sustainable consumer behavior in general have been
elaborated. This chapter will elaborate on the earlier mentioned difficulties
and possible interventions around this topic, in the context of food.

Food behaviour is particularly normative and deeply embedded in cultural
norms, often defined by what it is expected to be in its social context.
So long as basic needs are met, food choices are determined more by
questions of status and identity rather than nutrition and hunger (Dzene
& Yorulmaz, 2011). Food selection and consumption are also habitual
behaviours that will remain generally stable so long as a person does not
experience adverse effects like poisoning or disease (Capaldi, 2006).

According to Munoz et al. (2016) there are several steps in the behavioural
cycle, influenced by a multitude of factors and variables. See Figure 11.
The most interesting steps from this cycle around the topic of food will be
briefly elaborated.

1. Filtering

Consumers protect their brain from overstimulation, by filtering out
most information. This aligns with, stated earlier, that consumers
reduce mental load when choosing between several product

’ EXTERNAL
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Figure 11.  The Behavioural cycle.

attributes. Resulting in leaving out certain attributes that don’t benefit
them instantly on a personal level, like sustainability. That is why
framing the sustainability message the right way is very important to
get through the filter and remain one of the attributes for consumers
to choose from. A message can be gain-framed or loss-framed.
Gain-framed emphasizes the benefits of a behaviour and is directive
and motivational. Loss-framed emphasizes the cost and risks from
engaging in a certain behaviour, pleads to sacrifice and generates

fear.

Effective messages are awe-inspiring, positive, surprising, useful and
gain-framed. Furthermore, “In terms of food consumption, instead
of portraying the cruelty of the livestock industry, which will repel
consumers, messages should portray the harmony and high status
of a vegetarian diet.”

2. Processing

As stated in paragraph 3.3.2, from a psychological perspective our
brain has two systems for making decisions. These systems align with
the terms ‘central processing’ (system 2) and ‘peripheral processing’
(system 1). See Figure 12. System 1 and peripheral processing, quick,
intuitive and driven by emotions, are mostly used in the context of
food. Most consumers are not willing to spend time and resources
thinking about food. They go for easy, attractive and common. Also
frequency of use plays a role, we have to eat everyday. This requires
a lot of mental load if we have to consider sustainability in our food.

There are internal and external factors that play a role in whether
central or peripheral processing will be used. For internal roles it can
be socioeconomic and demographic factors that affect processing.
Gender, age and occupation are of interest. So are young, highly
educated consumers with a high income, positively related to
willingness to adopt innovative products (Wei, 2005). Culture, social
norms and a personal network are external factors.

CENTERED PROCESSING

STRONG ATTITUDE

ARGUMENTS &INTENTIONS

LOGIC >  SLOW&COSTLY >

FILTERED. PERIPHERAL PROCESSING
INFORMATION
sEMg\r:r?@Nss INTUITION & QUICK& WEAK ATTITUDE
& INTENTIONS

Figure 12.  Processing cycle.

3. Experience and habits

What a habit is, is already briefly explained on page 27. But not how certain
behaviour can turn into a new behaviour. When consumers have positive
experiences, they are more likely to repeat the behaviour and, in the long-
term, turn it into a habit. Eating habits are hard to change and dietary
regimes hard to follow. At the same time, habits can be used to protect
desired behaviours from further change or to securely establish long-term
behavioural change (Gardner, 2013).

The quickest way to establish a new habit is to relate the desired new
behaviour with an already established behaviour. With time, these chains
can develop into routines and habits (Duhigg, 2014; Webb et al, 2010). From
an intervention point of view, habit change should focus on establishing
new habits instead of trying to deconstruct existing ones.

Conclusion

Changing behaviour is difficult. Therefore, a good starting point
would be to target consumers that are already motivated and
have high potential (segment B, according to the segmentation
model). Segment A is also an interesting groep because of their
high potential. But for this segment, sustainability will never be
a core driver. Therefore, to increase motivation, it is important
that the sustainability message is gain-framed, since personal
benefit will always be valued more than environmental benefit.
Also, sustainability is competing with other drivers and should
therefore also directly gain personal benefit. The consumer
should be triggered or nudged into central processing, instead of
peripheral processing that lead to unconscious decisions. To form
new, sustainable habits it is important to relate to existing habits.
Therefore, existing habits need to be researched when designing
new product concepts. Segment C is also interesting, although
there are no other barriers than price when it comes to potential.
When potential would mean discovery of Goodcase, this segment
would automatically turn into segment B when these consumers
are found and reached out to.
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1.5 Cooking trend

A trend, that accelerated during the
COVID-19 pandemic, shows that
people are putting more time and effort
into cooking at home. But the urge for
convenient solutions remains. The food
box market has increased significantly.
But the market of unprocessed
vegetables has also increased. This
proves that people don’'t mind the
physical effort of buying and cooking
their own vegetables. But Inspiration
is still one of the key barriers that
almost 50% of consumers experience
according to research, see chapter 4.1.

According to research, 81% of the
younger generations (18-34) say they
like cooking. In general, women cook
more than men. In8 ofthe 10 households
it is the women that take care of dinner. ||

These insights ' will ‘help determine
the ‘target group, which will be further
elaborated‘in chapter 2.1.

2 Solution
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21 A better food box
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A food box adds a lot of value for consumers, because it
reduces the mental and physical load. It seems like the perfect

~and ingredients get conveniently delivered, so a consumer
doesn’t need to buy groceries for dinner anymore. But especially
reducing the physical load, by delivering fresh vegetables and
meat, makes the box expensive and unsustainable. Therefore,
the new food box has a twist: no vegetables and no meat.

By only providing vegetarian recipes and dishes, consumers
get nudged to eat less meat. No meat and vegetables means
— that the box is cheaper than regular food boxes, see chapter
2.4. In addition, the customer gets a lot of flexibility in return.
They can buy the vegetables in places they already visit, like

—thesupermarket or local market, and have control of the quality,

quantity and size. Also, they never have to pay for vegetables

“or ingredients they don’t like. The ready-to-use sauce, made of
natural ingredients and herbs, helps reduce the physical load for
the most complicated attribute of a dish. The next paragraphs
will further explain the value of the food box.

The target group are people that like cooking, need help with the
mental load, inspiration for a dish, but don’t mind the physical
load of buying their own vegetables. Furthermore, the target
group are the younger generations, between 18 and 40 years.
These generations are already most sustainable, see chapter
7.1, they like cooking, see chapter 1.5, are busy and want to
adopt convenient solutions that make their life easier. Last,
they live online, which makes it easier to target them, as will be
“elaborated in chapter 6.3.3 and 7.1.2.



30

2.2 Why a good idea?

According to research, see chapter 4.2.2, the two reasons
that people quit their food box subscription is because
it is too expensive and they don’t like having no control
over the ingredients, like vegetables. Keeping in mind that
people don’t mind the physical load as much as the mental
load, buying your own vegetables will reduce the price of
the concept, because there is no need to deal with the
expensive logistics of shipping vegetables. Furthermore,
people like to pick their own vegetables. Not only can they
see and feel the product, but they also have control over
the quality, size and price.

2.3 Why is it sustainable?

This concept will only provide vegetarian recipes, no
more meat will have the biggest positive impact on the
environment. This way consumers can conveniently cook
meals that are tasty without meat, which will contribute to
changing their meal perception for the better. It is no longer
leaving something out or substituting meat for fake meat,
but inspiring people to cook a tasty meal that is healthy,
quick and affordable. Because the concept focuses on
personal benefits, it will be more likely to be adapted by
consumers that don’t have sustainability as their main
driver, as explained in chapter 1.3.2. Furthermore, not
shipping vegetables is also more sustainable. Vegetables
in food boxes are transported in large cardboard boxes
that contain a lot of air. In addition, most consumers that
live in a city are already close to places that have the
freshest vegetables available. Think about supermarkets
or the local market, that offer larger amounts of products
that have been shipped, often, efficiently to reduce costs.

| have tried HelloFresh and...

“I don’t like that you don’t have control on the ingredients and there is
no room for your own twist. And it is very expensive. What | do like is
that you don’t throw stuff away”

“It is easy and good for inspiration. Although | don’t like the fact that
you need to consume it within 3 days. You lose all your freedom and |
don’t like that, especially because | never plan that far ahead”

“For that price you expect new and innovative recipes, but at some
point the recipes started to look very similar to each other. Also, some
recipes are very easy to make yourself and than you feel a bit stupid”

- insights from 3 of the 10 test users, see chapter 5.4.

2.3 How does it work?

Customers can order the food boxes online. They can order separate products or have a subscription that provides a certain amount of sauces
and recipes per week. This food box concept allows the customer a lot of freedom and creativity on what vegetables to use, therefore, the product
range and recipes will not change every week or month. Instead, for every sauce there will be multiple variations on the recipe, using different sets
of vegetables. The amount of sauces and recipes will slowly extend over time, allowing customers to choose from more sauces and recipes, while
always being able to reorder the sauces they love. This will be further elaborated in chapter 6.

To be healthy for the customers and for the planet, the sauces, see Figure 13, are made of natural ingredients and are naturally preserved without
unnecessary additives, without using excessive amounts of sugar and salt and without animal products. This will be elaborated in chapter 4.1.1
and 4.2.1. After production the sauces will be frozen to maximize the storage time limit, frozen sauces can be kept for months. Once ordered, the
sauces will be shipped within 1 or 2 working days by mail and, on average, arrive within 24 hours to the customer. At first, the sauces will be shipped
cooled, not exceeding 7 degrees Celsius during shipment. After arrival, the sauces can be kept in the fridge for 6 days to ensure ‘freshness’ and
to nudge consumption. This will be elaborated in chapter 5.

Although this concept has a lot of similarities to existing food boxes, there are also many small differences. Chapter 2.4 will illustrate and elaborate
these differences.

Naturally preserved.

Summary of concept pillars: /7
A clear focus on mental load reduction, providing gg%g;‘&;a' TN

J the most complicated part of the meal and a recipe, N— r' N . | Nfo excessiée arlwtwounts
0 0 0 0 0 - - Of sugar anad sailt.
including easy preparation instructions and a grocery b o voar

diase curry

list.
No animal products. _~
100% plant based. \

— No additives.

No need to deal with expensive logistics of vegetables
that make the product expensive.

Consumers are in charge of the vegetables to secure
the best quality and price they can get.

Can be stored
cooled up to 6 days

after delivery. > Frozen after production.

Maximum impact with eating less meat by offering
vegetarian recipes only.

AN N

Figure 13. Example of a sauce: Indian curry.
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2.4 Scenario

The purpose of this example scenario is to give an overview of how the concepts work and to illustrate the
differences between the new food box and regular food box concepts. HelloFresh, the biggest food box
company in The Netherlands, has been used as an example for a regular food box. Furthermore, the scenario
of the new food box is based on a prediction how it should work, ideally, and some assumptions. How to
develop the product from the test phase to a scenario described on this page, is elaborated in chapter 6.

3. Three meals for three
people per week: €19,96,
including €4,99 delivery*

1. Subscription and
seperate orders

@g 2. Only vegetarian dishes

4. Order sent the next
working day, follow your
e;% package conveniently and

<= 6. Planning: plan meals
1-5 days in advance

X @ X XXX
\ Max. order is
4a. By email you will get a list o . 4 meals
of suggestions for which Ry
vegetables to buy. Take care
of the vegetables and carbs

yourself

5. Choose from a fixed
product range that will
expand over time

accurately with track&trace

?? 0. Order online

people per week: €51,95,
including €4,99 delivery™*

1. Only subscription
4. Choose a specific,

weekly timeslot for
delivery. Convenient
timeslots require an
additional fee

2. Choose meat, a%%
vegetarian or quick
dishes <20 minutes

* see chapter 4.1.5.
** see appendix B.2

RESH 3. Three meals for three @

5. Every week you can

choose from around 25
recipes

<=t G. Planning: plan meals
EEEE 3-8 days in advance

X.. @ X XX XX
/

Changes until 3 days Max. order is
before delivery 5meals

delivery

7. Store all sauces up to 6
days after delivery in the

fridge

=, 8. Cooking time
always <30 minutes

7. Some meals have to be
consumed within 3 days after
delivery, most within 5 days.
Store perishable in fridge

_ 8. Cooking time
up to 50

minutes

Explanation of differences between Goodcase and
HelloFresh:

1. Not only subscriptions allow customers to try out products first
without any strings attached. An economic incentive, like discounts
on the product, can be used to increase subscriptions. Subscriptions
increase the retention rate.

2. Vegetarian meals only to minimize environmental impact.

3. A Goodcase box is €30 cheaper than a Hellofresh box. But that
doesn’t take into account that the Goodcase box doesn’t contain
vegetables. Appendix B.2 elaborates on the net price difference of the
two boxes and additional benefits. The Goodcase box is, within the
given scenario, €12,40 cheaper than Hellofresh.

4. With HelloFresh you are limited to 4 hour time slots that sometimes
require an additional fee. When you order the Goodcase box you receive
it the next day by mail, this makes adjusting your planning easy and the
customer doesn’t need to stay home for the entire time slot.

5. HelloFresh offers a large range of meals that are weekly changing. This
offers customers a maximum variety of dishes. But this also requires a
team of chefs that are constantly creating dishes. Therefore, to start, the
Goodcase box will offer a fixed variety of sauces.

6. The Goodcase box allows customers to be way more flexible. In
portion size and preferences, as described, but also in last-minute
planning changes. You can make adjustments to your box up to one
day before delivery.

7. All sauces can be stored for 6 days after delivery. With HelloFresh
some meals need to be consumed within 3 days. Not even taking into
account vegetables that can perish sooner.

8. With the ready-to-use sauce in the Goodcase box a meal is always
prepared in under 30 minutes.

33



34

2.5 Unique selling points

Chapter 2.4 elaborated on the differences between
the Goodcase box and regular food boxes, like
HelloFresh. Some of these differences are advantages
for the customer, but not all these advantages can be
used as a unique selling point to market the box. For
example, the quick delivery is a good advantage, but
it will not be the main driver for customers to choose
for the Goodcase box. The recipes that customers
can order are important and will contribute to the
retention rate, but it will probably not be the main
driver to try out the new concept. For the success of
the concept itis important to highlight one or two clear
unique selling points that focus on a clear, recurring
customer pain that is experienced in the cooking
process. These USPs are the first thing customers
see on the webpage, for example, and will convince
them to stay and continue reading. Then, other
advantages can be elaborated and explained to help
convince the customer to purchase the product.

Inspiration is the part of the cooking process that
people struggle with most, see chapter 1.3.1. But
inspiration, just as doing groceries and cooking, is
just one part of the process that leads to the desired
outcome: putting a tasty dish on the table that
meets certain expectations and requirements. So, in
order to establish the best unique selling point, the
customer’s desired outcome, pains and expectations
of the cooking result should be taken into account.
Different unique selling points have been established
based on trends and research, see appendix F.

Potential unique selling points

Categories:

Speed:

Health:

(Mental)
convenience:

More vegetables:

Price:

Sustainability:

Pain

Slogan and tagline: Usp

Cook fresh meals in under 20 minutes.
Easy with our natural ready-to-use sauce and easy to
follow recipe. Only add your own vegetables.

The healthiest food box.

Our sauces are made of natural ingredients and without
additives. Only add vegetables for a super healthy and
tasty meal.

Stressed about what to eat every day?
Never again with our food box. We do the stressful >
thinking, you buy vegetables and do the cooking!

Do you want to eat more vegetables?
Vegetables are healthy and we help you to make them
delicious.

The only affordable food box.
Premium quality products, only buy your own vegetables.

I

Eating sustainable, expensive and complicated?
We make it cheap and easy. We send you a recipe and
ready-to-use sauce to cook a delicious, sustainable meal.

2.6 User test

A test with 10 potential customers is conducted, see chapter
5. The test users were sent the sauce to cook a meal
according to the instructions on the recipe card. The goal of
the experiment was to test the feasibility of the concept and to
find what unique selling points are considered valuable. Two
unique selling points were chosen to focus on through the
packaging of the product: (Mental) convenience and price. The
other unique selling points have been subtly incorporated in
the design to find out if customers would value these aspects.
See Figure 14. Because the test users were all vegetarian,
eating more vegetables and eating more sustainable were not
used as USPs.

el gemak, wel betaalbaar.

aan het zoeken bent, dan liever een recept met weinig onbekende ingredienten. Al die
dure kruiden die je maar één keer gebruikt en dan een week later kan weggooien,
zonde! -

De oplossing: een food box. Maar wat dat zo duur maakt is het koelen en vervoeren
van al die groentes, en dat terwijl je misschien vlakbij de lokale (super)markt woont
waar al die groentes liggen. En dan nog super vers ook.

Daarom nu een nieuwe food box. Niét meer aan het einde van de dag gehaast door
kookboeken bladeren, maar wel lekker zelf koken. Kies één van de recepten met
bijoehorende saus, gemaakt van verse, natuurlijke ingredienten. Die krijg je
opgestuurd. Alleen nog even zelf groentes kopen op jouw favoriete plek.

Nieuw. De food box ‘die wél betaalbaar is! @

uct in de koelkast. Na
ontvangst binnen
Eenmaal geopend direct consumeren.

AN Speed: 15 minutes
— [/ cooking time,

to indicate that
preparing this meal
Instructies: is quick and easy.

© 15minuten

Indiase curry korma

met tofu en paddenstoelen X' 3 volwassenen

Wat je krijgt:
Een verse saus die is

1. Even genieten, want je gaat namelik in 15 minuten een lekkere maaltijd op tafel
/ gemaakt van natuurlijke en

zetten. Let's gol
biologische kruiden en 2 Kookiik I —— »
ingredienten. 2. Kook st voor 3 personen volgens de aanwijzingen op de verpakking.
3. Snijd de tofu in blokjes of reepjes en de champignons in stukken. Zet een
\/ koekenpan op hoog vuur. Doe twee eetlepels olie in de pan en leg de tofu erin.
i Bak de tofu aan één kant bruin en keer ze vervolgens om zodat beide kanten
eariivucrzorgt omin 20

+ Olie om mee te bakken

Health: a fresh
sauce made of

+ 300 gram kikkererwten
« 150 gram shitake

paddenstoelen (of kastanje

4. Haal de tofu it de pan en laat uitlekken op keukenpapier. Houdt de pan op het
vuur en draai het vuur iets lager. Doe nu de kikkererwten en de champiogn in
de pan en laat ongeveer 5 minuten bakken. Blif omroeren.

natural, organic champignons) 5. Voeg nu de saus toe. Als de saus kookt draai je het vuur lager en laat je alles 10

. . + 1 blok tofu of vegetarische minuten sudderen. Roer regelmatig door de saus om aanbakken te voorkomen

Ingl’edlents. kipstukjes Is de saus te dik? Voeg dan een beetje water toe tot de saus de gewenste dikte
o R e heeft en roer goed door.

EEEEE 6. Schep de saus in een kom of op een bord en leg de tofu bovenop. Serveer met

rijst en geniet van deze heeriije en gezonde curry!

Indiase curry

De basis van een heérlijke curry zijn aromatische kruiden. De meeste kruiden worden in India al

eeuwen gebruikt voor het maken van deze gerechten. Vloeg daar nog een snufje zout, limoensap,
kokosmelk voor de romige structuur en tomaat voor de frisheid aan toe en je krijgt deze heerlijke,
verse curry. }

Health: Natural
ingredients, no
additives, no added
sugar and a health

/ﬁ amount of salt
added.

€ curry bestaat uit alleen natuurlijke ingrediénten, dus geen toegevoegde e-nummers en
geraffineerde suikers. En een gezonde hoeveelheid zout. Dat is gezond genieten zoals het hoort.
makelijk alvast. 4 L .

&, Ingrediénten: 1

Tomaat,'kokosmeik, Iimoen.sap, knoflook,
gember, kurkuma, garam masala, komijn,
koriander, chili, venkelzaad, zout

-

E

Voedingswaarde per persoon:

Ene;gie: 580KJ / 140kcal, vetten: 8,2gr,
Koolhydraten: 12,8 gram waarvan suikers -

6,67gr, eiwit: 2,5gr, 1,1 gram

Figure 14. The design of the product wrap and recipe card, containing different unique selling points.

§

@ Lactosevrij @ Gluteﬁvrij
- (©) 100% plantaardig’  §)' '/ Licht pittig

Health/sustainability:
Only organic ingredients

dose of salt for an adult and how the added

amount of salt is low.
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2.7 Results and insights

Qualitative feedback sessions with the participants have been
conducted to learn more about their context and what they struggle
with most when cooking and how they experienced the product. The
theory behind the feedback sessions is elaborated in chapter 7.3 and
all results in appendix D.

The most important insights about the product:

Almost all participants adjusted the recipe and gave it their own
twist, based on their preferences and groceries they already had.
See Figure 15. The majority also mentioned they liked the freedom
to make their own adjustments.

The majority mentioned that they really liked how quick and easy
the recipe was.

Nobody mentioned they valued organic ingredients.

No additives have a positive association with ‘fresh’ and healthy.
The minority actively tried to cook without, but the majority was
not actively avoiding them, although not being a fan.

A few specifically mentioned they liked the fact you can store it
for 6 days.

Consumers gave a price indication for the product in a range from
€2 to €5.

700 grams of sauce is a lot for 3 adults.

The most important insights about the context:

Buying groceries and cooking takes more time than inspiration,
although some participants face the inspiration struggle regularly.
Dinner needs to be healthy, containing enough (fresh) vegetables
and protein.

The majority doesn’t use fresh herbs.

The majority cooks often, but doesn’t like cooking more than 30
minutes, except for special occasions.

Opinions about HelloFresh: Too expensive, too repetitive, losing
freedom and creativity, hard to get rid of subscription and no

control on ingredients. One participant was actively using HelloFresh
and wouldn’t want anything different. It’s either hate it or love it.

The most important insights about the feasibility:

e [tis possible to make an MVP and make a sauce of natural ingredients
that is naturally preserved.

e Products that were shipped cooled, below 7 degrees Celsius, also
arrived cooled.

e All shipped products arrived within 24 hours to the customer, one
exception of 25 hours.

e Cooling, wrapping and shipping only one sauce doesn’t make sense,
regarding the use of material and shipping costs.

twist.

2.8 Marketing

Based on the feedback of the first test users, a new marketing
strategy can be created that emphasizes on certain unique selling
points. A website landing page is created to demonstrate how
these different layers are displayed. See Figure 17.

There are always multiple layers of unique selling points throughout
a website that speak to the audience. Who the target group is will
be elaborated in chapter 3.1.

The first layer: convincing 10 seconds

The first 10 seconds are crucial for a visitor to understand what you
are selling and why it is valuable for them. This can be achieved
with a clear headline, additional information in a tagline and a clear
visual, like a hero banner, of your unique offer. Information should
be useful, unique and ultra-specific. It is also important to speak
the visitor’s language and feel their pain. Furthermore, it needs to
stand out from the competition. See Figure 18.

Based on the feedback, the test users valued a healthy dinner
and quick preparation, under 30 minutes, the most. This is also
the goal that customers are trying to achieve. What they actually
buy, the customer’s pain, is inspiration and (mental) convenience
to achieve that goal. This will determine how the message in the
first layer will be constructed, see Figure 16 for an example.

example headine: 1 NE qUiICkest and healthiest food box
Always put a delicious meal on the table in under 30 minutes in just a few simple steps.

Example tagline:

The second layer: flexibility and price

Flexibility alone doesn’t put a healthy dinner on the table. But once the customer
is convinced by the headline and tagline, flexibility can play an important role
in why the customer wants to try out the product. Flexibility comes from the
possibility to store the sauce for 6 days after delivery and the flexibility that
comes from buying your own vegetables: easy to adjust portion sizes, make
last-minute changes and only buy good quality vegetables. Furthermore, buying
your own vegetables is economically compensated, drastically reducing the
price of the box compared to other boxes. See the scenario in chapter 2.4.

Third layer: the product range

Of course, taste is important, if not the most important. If the product doesn’t
taste good customers won'’t return. It is also important to explain in this layer
that the recipes are not weekly changing, but that the product range expands
over time. Last, the price. The products are cheap compared to other food
boxes and the sauces all have fixed prices.

Fourth layer: explain healthy

Later on, it can be explained that all recipes are vegetarian for environmental
reasons. Furthermore, it can be explained that eating a lot of vegetables is
healthy and combined with the natural ready-to-use sauce the complete meal
is free of additives and contains a healthy amount of salt.

The word food box helps the customer understand the
concept. With the growing popularity of food boxe it
has become a familiar term.

/>

Full of vegetables and free of additives.

Figure 16. Headlineandtaglineexamples
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The first layer that is crucial
to communicate the

most important usp and
customer value, containing
a clear visual of the
concept, headline, tagline

De snelste én
gezondste maaltijdb!)x

Altijd een heerlijke, gezonde maaltijd op tafel
binnen 30 minuten. Simpel te volgen instructies,
vol verse groentes en zonder onnodige
toevoegingen.

The ‘how it works’ steps give
a simple overview of how
the concept works and what
customers can expect.

and call-to-action.
\

The second layer explains the
twist of the concept: buying your
own vegetables. And why that is
valuable for the customer. It gives
them flexibility and control and it
makes the box affordable.

Hoe het werkt:

1. Kies en bestel jouw 2. Binnen tviee dagen 3. Koop zelf de groentes. 4. Volg de simpele stappen

favoriete gerechten. Nooit  ontvang je this het recept ~ Geen zorgen, we helpenje  van het recept en kook een

meer stress over wat je met verse saus gemaakt  om de lekkerste verse maaltid in minder

moet gaan! van natuurlijke combinaties te maken. dan 30 minutent
ingrediénten.

Je eigen groentes kopen?
Flexibel en goedkoop!

Eigenlijk best gek dat er zoveel maaltijdboxen groentes
Verslepen terwill de verse groentes bil jouin de buurt of op
de lokale markt voor het grijpen liggen. En ook nog voor
eenmaoie prijs. Door zelf de groentes te kopen s onze
maaltijdbox wél betaalbaar en ben jij lexibel. Je hebt
zelf controle over de versheid en kwal in de groentes
die je eet en de portiegroottes pas je

Ik wil het proberen

De keuze is reuze

We hebben een vast assortiment van ruim 30 gerechten. Zo is gezond en gevarieerd eten wel erg makkelij
Ook kun je elk gerecht je eigen twist geven door andere combinaties groentes te gebruiken. Uiteraard
komen er regelmatig gerechten bij. Hieronder de populairste:

Figure 17. Up-to-date website www.meetgoodcase.nl/foodbox

Blije klanten

Ik kook graag gezond en me veel verse

Ik bedenk altijd pas laat wat ik wil eten en
d:
een kip zonder kop in de supermarkt
ent. Ik vind de Goodcase box ideaal,
bt de sauzen snel in huis en gaat met
juidelijk doel boodschappen doen.
Super makkeljk!

t de stress er soms in als je als

een gedoe. De sauzen en recept
Goodcase box zijn voor mij de perfecte
basis om groentes lekker klaar te maken.

Henk-Jan
Arianne

Vers, gezond enmakkelijk

Gezond etenlastig? Onze sauzen worden gemaakt van
alleen verse en natuurlijke kruiden, specerijen en
, Zonder e-nummers en met een normale
. Jij voegt alleen nog verse groentes en
bijvoorbeeld pasta, rist of noodles toe, waardoor je dus.
maximaal gezond eet. »

Gezond, maar ook makkelijk. Want die saus zeff maken kost
niet alleen veel tj je hebt ook een hoop kruiden en
specerijen nodig die je zelf na één keer koken misschien
weg moet goolen. Zonde! Bespaar je de tid en moeits met
onze box.

Ik wil het!

Altijd een vaste prijs!

Vind jij het vervelend dat al die andere maaltijdboxen alleen betaalbaar worden als je er de
hele week van eet? Bij ons betaal je altijd een vaste prils per gerecht. Lekker flexibel!

Met abonnement
Minimaaltweo gorechten per weckjo kunt
wakelS o asonherment passeren o S1ppe

Zonder abonnement
Voor alle sauzen:

2 personen: €4,99 Voor alle sauzen:

2 personen: €3,99

3 personen: €6,99

‘_/7

The third layer: food needs to be
tasty. But how do you convince
customers of taste without them
being able to touch, smell or
taste it? Sight. Although sight

is not actually part of taste, it
has a huge influence on the
perception of food. That is why
visuals play a key role in digital
food concepts. The pictures of
the meals need to be mouth-
watering.

How other customers review
your product or service is
important in the world of
e-commerce. The opinion of
another real customer makes a

br;

and trustworthy.

The fourth layer: explain what
healthy means. In this section
it will be explained that the
sauces are made of natueral
ingredients, without additives
and with a healthy amount

of sugar and salt. When only
adding fresh vegetables, a
customer can put a fresh,
healthy meal on the table using
the sauces in the food box.

There have been several call-to-actions
to get visitors to take the next step:
choosing meals for in their first box. In
that process they will also learn about
the price. But for customers that are
looking for an economic incentive, there
is also a price section on the main page.
This part emphasizes that you are not
obligated to order large quantities, this
will lower the barrier for starters.

HelloFresh is the largest food box company. They are also the only ones not

mentioning ‘food box’ on their hero banner, probably because most people
7 are familiar with the name already. Their USP’s are they save the customer

time, stress and money. Furthermore, they mention the price per portion.

Bespaar geld

Kies nu elke week uit meer dan 25 recepten vanaf slechts
4,17 € per portie

Marley Spoon is also one of the larger companies. Their

unique selling point is taste and the most amount of recipes

per week. They also explain the concept of delivering the box —
with ingredients to customer’s doorsteps. \\\

DE
MAALTIJDBOX
DIE BETER
SMAAKT

Kies uit minstens 30 recepten per
week en wij bezorgen de verse
ingrediénten bij jou thuis.

Y,

& Inloggen

Onzegerechten ~ Aanmelden

SUPELKINUVIIETUE K

PPROBEER NU MET €45,- KORTING

\> The Familiebox has more USP’s on product level compared
to the other three, like 200 grams of vegetables and being
child friendly. They are also the only ones that have a clear

demographic focus: families.

Conclusion: All other food box concepts deliver all ingredients to customers.
So, the twist with buying your own vegetables is unique. Furthermore, there is
no concept that focuses on the combination of speed and health.

Figure 18.

De meest
betaalbare
maaltijdbox

Vanaf €2,95 per persoon -

simpel, betaalbaar en snel
koken voor iedereen!

Start nu

</

Dinnerly is a concept from the USA. They have a clear focus
on price, being the most affordable box and the lowest
‘starting from’ price.

Hero banners with different USP’s of 4 large food box companies
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3

Kick=off

problem finding

3.1 Introduction

At first, a food box solving the problem described in chapter 2 sounds
obvious and straightforward. Especially with so many different food box
concepts out there already, it feels like ‘yet another one’. Nevertheless,
this solution, with the unique twist of buying your own vegetables and only
vegetarian meals, is the result of extensive desk-research, experiments,
user tests and several, interactive brainstorm sessions with potential
customers.

In short, sustainability is becoming a familiar term in society. But that doesn’t
mean that consumers act more sustainable, because they are either not
willing or they don’t know how to. In addition, sustainability is never the
only, and often not the most important, attribute that consumers consider
when purchasing a product. Therefore, to stimulate sustainable behaviour,
the product or service needs to offer attributes, features or incentives that
are more valuable to customers than those of existing, non-sustainable,
products and services out there.

But how do you offer value to

a customer? You take away

3 their pain  and, preferably,

/ cheaper, better or faster than

the competition. Therefore, this

project started with one simple

i question: What are the pains

that consumers experience in

their everyday life when it comes
to food consumption?

3.2 sustainable behaviour

Changing consumer behaviour in general is a complicated subject. Now,
changing consumer behaviour for the better, more sustainable, is even
more complicated. Because for many consumers, sustainability is still
a vague term and is often associated with expensive and complicated.
The main reason why changing behaviour is difficult, is that our behaviour
is mainly dictated by habits. Habits are doing things without thinking or
making a conscious decision, and therefore hard to disrupt. Unless we
have an unpleasant experience, there is no reason to actively look for
alternatives. There is no reason to change. That is the problem we face
when it comes to food consumption.

Why habits are so difficult to disrupt can be explained by how our brain works
and how we process information, the behavioral cycle. According to Munoz
et al. (2016) there are several steps in the behavioural cycle, influenced
by a multitude of factors and variables, that result in a habit. See Figure
19. The most important steps
are filtering and processing
information.  With filtering,
consumers protect their bran & .
from overstimulation by filtering ~ “ 0 T TG
out most information. That is
why ‘preaching and teaching’
often has no effect, we filter
out information we don’t deem

BEHAVIOURAL
important. Then processing. CYCLE
Our brain uses two systems to
process information and make
a decision: central processing,
using arguments and logic,
and peripheral processing,
which is quick, intuitive and
driven by emotions. The latter
is mostly used in the context of  Figure 19.  behavioralcycle

EEEEEEEE
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food. Most consumers are not willing to spend time and resources thinking
about food. They go for easy, attractive and common. Also frequency of
use plays a role, we have to eat everyday. This requires a lot of mental load
if we have to consider sustainability in our food. More habitual behaviour
research is elaborated in chapter R.1.3.

Insight: The quickest way to establish a new habit is to relate the desired new
behaviour with an already established behaviour. That is why it is important
for the new product or service to tap into an existing food habit that is,
preferably, often recurring. Because the more consumers experience their
pain, the more they are looking for a solution.

According to the segmentation model of Verplanken (2018), the lack
of motivation and opportunity also play a role in sustainable consumer
behaviour. First the lack of opportunity. These can be practical things, like
infrastructure, financial constraints, skills and knowledge. Then, the lack
of motivation. Motivation is determined by, among others, attitude. Attitude
towards product attributes. When there are many product attributes to
consider, consumers tend to filter out information, like described earlier.
This means that if environmental-related features are considered, they are
competing with other attributes. Unless sustainable arguments are top
priority, which is often not true.

Insight: To increase consumer motivation to act more sustainable, the core
attributes of the product or service should offer personal gain. Sustainability
should be a nice ‘extra’ attribute that doesn’t make the product more
expensive or complicated. To increase opportunity, the infrastructure to buy
the product or service should be easy. Ideally, the product is sustainable
without consumer’s realizing it, because then their negative association
of sustainability being expensive and complicated could influence their
decision.

FINDING THE RIGHT
PROBLEM

FINDING THE RIGHT
SOLUTION

ALTERNATIVES

Divergence Convergence Divergence Convergence

TIME

Figure 20. Design Thinking method.

3.3 Brainstorm sessions

For this whole project, the classical Design Thinking method?® has been
used, see Figure 20. For the first three parts, four interactive brainstorm
sessions have been conducted using different brainstorm techniques and
the online brainstorm tool ‘Miro’. All reseach and results are elaborated in
chapter R.3 and appendix E.

The first two brainstorm sessions focussed on empathizing with the
consumer. What sustainability in the context of food means for them,
what they (don’t) know and what they struggle with. This resulted in three
problems and design directions:

1. Problem: Outside the house we often go to the same places
for food, like the same restaurants or bars, and don’t really
want to look for better alternatives (remember, habits die hard).
Direction: How to inspire consumers to consume more sustainable
outside the house?

2. Problem: Grocery shopping is also a habit. We not only go to the
same grocery stores, but inside the stores it’s also habits that drive

our actions. We buy the same stuff, because we know where it is.
Direction: How to inspire consumers to buy more sustainable
products in places they already visit, like the supermarket.

3. Problem: We as consumers are stuck in our perception of what
dinner must be. We keep eating meat, because a meal without
meat feels unfulfilling. And again, we are not actively looking to
change this habitual behaviour.

Direction: Change the dinner perception of consumers and
teach them how to cook food without meat.

Another insight was that consumers put most time and effort in preparing
dinner, compared to breakfast and lunch. For breakfast and lunch we often
don’t mind eating the same food for a longer time.

The second two brainstorm sessions focussed on finding which of the
three design directions were most relevant and contained more recurring
consumer pains that could potentially be solved. The result was that
consumers put most time and effort in inspiration for what to eat and buying
groceries, cooking came last. More specifically, having to think about what
you are going to eat was the most recurring problem that consumers
encountered. Reasons were that questions recurred everyday, consumers
don’t want to think about it after a long day of work, there is so much to
choose from and the many attributes that consumers need to consider,
like price, taste, health, convenience and sustainability. So, consumers are
stuck in inspiration and need help. Looking at the three design directions,
the third one looks like the perfect direction to combine with this problem.
People look for inspiration and need help and at the same time, they are
stuck in their perception of dinner. When they are offered inspiration that
contains nudges to change their perception of dinner, too much meat, it is
a win-win.

There are two ways that people solve this problem already. They use
internet websites to look for recipes and they use food boxes and similar
concepts. Because there are already so many recipes on the internet, it
is hard to really stand out. There are also different food box concepts out
there, but there is less competition than in the recipe market. And keeping
in mind the insights from paragraph 3.2, a product or service can really tap

into an existing behaviour, like cooking, and can offer product attributes
that make cooking easier and more convenient. Like reducing the mental
load and helping people to cook.

The last part focussed on brainstorming what consumers valued most
of a ‘food box’ from supermarkets like Albert Heijn. See Figure 21. What
people valued most was the mental convenience, recipe and price. People
don’t like the small portions, limited storage capacity (2-3 days), paying for
something in the package you don’t like and limited variety of products.
All these things are coming back to limitation and flexibility. Furthermore,
people valued the mix of herbs the most, followed by the recipe and
last the vegetables. That is where the idea of a food box without meat
and without vegetables came to life. A concept that offers attributes for
personal gain and contains the parts of the food box that customers value
most, offering freedom and flexibility.

Betaalbaar  kopen ziter +Gemak
lz;'::" Inspiratie tach bij
S S —_—
proberen nieuws —  —————+Inspiratie————
= —
weinig
makkalifk  pagenken mentaal gemak, waar we naar op zoekzwjn.‘\
"garantie” rfcef;, it Erms \
van ZRErD) o enken eeseder \ \
smaak — e wooe |
T e Meest waardevol | |
f e
/ 4" o -
[ -
/" / / minder \
iienswage Kruiden thuis Kruiden N
- gt s inspiratie Jl
— kauiden st iger  belangrijkst
S omeekopen e/
Fl=m ‘\\‘ ’/‘
== e Y
X

Door de groente ben je beperkt in keuze en vrijheid wanneer

Figure 21.  What customers value in a ‘verspakket’ from Albert Heijn. Snippet from Miro.
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Research chapter 3

Four different brainstorm sessions have been conducted with 16
participants. This paragraph will elaborate the theory, the process and the
results of these brainstorm sessions. The complete brainstorm results in
Miro can be found in appendix E.

R.3.1The proces

The original plan was to complete the entire cycle of finding the right
problem and the right solution in a single brainstorm session:

Create context for the starting point.

Problem finding (phase 1).

Choose a problem (phase 2).

Problem understanding.

How Can We? (phase 3).

Generating ideas, using the 6-3-5 brainstorm technique (phase 3).
Choosing the best ideas (phase 4).

N~ WD~

Then conduct the same session twice, to have more ideas as output. But it
turned out that it is quite hard to create depth in a brainstorm session with
limited time and too many different phases. Therefore, the results of the
first brainstorm were a lot of abstract, divergent ideas. The new approach,
see Figure 22, was to use the different defined problems from the first
sessions, phase 1, as the starting point for new brainstorm sessions.

The brainstorm sessions have been put together with the help of Alex
Klootwijk. Alex is the co-founder of Slijpstof, a company that helps
businesses to solve problems by facilitating online brainstorms. The first
insight from him was to use the online tool Miro and the second insight
was to create the important first step for the brainstorm: create context.
It is important that all participants have the same starting point, within
the same context. When the session would have started with a problem
straight away, all participants would have created their own context and,
therefore, it would have been hard to create depth in the brainstorm.

The first brainstorm sessions were really helpful to get experience with
facilitating online sessions and a lot of insights have been gained that were
used to kickstart the last two sessions.

FINDING THE RIGHT FINDING THE RIGHT

PROBLEM SOLUTION

Original approach:

New approach:

e

. phase 1 phase 2

L

First brainstorms Last brainstorms

Figure 22. Original and new approach, based on Figure 20.

45



46

R.3.2 Idea directions

The result of the first two brainstorm sessions are a combination of different
‘how can we’ questions, that dive deeper into the earlier defined problems
that consumers experience when, potentially, consuming sustainable.

These ‘how can we’ questions have been used to create three different
design directions, see Figure 23. These three directions are already very
concrete, compared to the abstract question that was used to start the first
brainstorms. These design directions have been established between the
first and last two sessions, without help of any participants. See appendix
E for the entire brainstorm result.

van eerste twee
brainstorms)

Hoe kunnen we?

Consumptie
buitenshuis

hoe kunnen we
Zorgen voor een ”::""'"""

rengen i
qeer divers aanbod  we e meize ung
hoe kunnen we e Pt ate

— buitenshuis
mensen in contact inspiratie
brengen met

Duurzaam

HKW het onderscheid
alternatieven, 0P tussenduurzaamen  Hoe kunnen
plekken waar ze al  niet duurzaam maken we
komen? ‘duurzaamheid
hip/leuk
maken?

Plekken waar je
al komt voor

Hoe kunnen we boodschappen

- Hoe kunnen duurzaamheid
we plantaardig we plantaardig

eten gewoon ERen net 20
maken? lekker laten tradities

HKW
plantaardige
makkelijker
maken?

Af van bestaanden
maaltijd concepten,
voor meer (duurzame)
inspiratie en variatie.

Figure 23.  From ‘How can we’ to design directions.

R.3.3 Finding the right problem and solution

The goal of the last two brainstorm sessions is to converge to one design
direction, with help of the participants. That will finalise the ‘finding the right
problem’ phase of the design thinking method. To converge to one design
direction, the brainstorm focussed on finding out where consumers have
to put most time and effort in. This led to the design direction that could,
potentially, offer most value and personal gain to consumers’ lives. See
Appendix E.4.

In the next step, the participants brainstormed how they already solved
the problem in their lives right now and how they would make that process
more sustainable. One of the results of what they already used to make
their life easier was food boxes from the supermarket and from companies
like HelloFresh. That is why in the last part of the brainstorm focussed on
the pros and cons of these food boxes. When the participants were asked
to list the attributes from a food box from most valuable to least valuable, it
turned out that all participants valued the vegetables the least. See Figure
24.

1 Recept

soms liever zelf minder
kruiden maken kruiden thuis betaalbaar

5 euiden = mosit.
groente kan je Kruiden it stermal |
ook los kopen srote verpakking wilen

kapen

Deperie —

Figure 24. Vegetables are always listed as third, which means least valued.

Design
challenges
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Customers are stuck in the perception of what dinner needs to consist of:
too much meat. At the same time they need help with inspiration, hence
the enormous amount of inspiration websites and the growing food box
market. Therefore, the best product or service offers inspiration, changes
the perception of dinner and offers attributes that gain personal benefits
for the customer, like (mental) convenience, affordability, saving time and
taste. This is elaborated in chapter 1.

This product service is a food box, but without meat and without vegetables.
This is elaborated in chapter 2. There is a clear problem that the product
is solving. That means that the problem-solution fit is there. The last step
is the product-market fit: being in a market with a product that can satisfy
that market. See Figure 25.

But how do you design a product with the right product-market fit? To
answer that question, the design process has been cut up in smaller parts
that are called the design challenges. These different design challenges will
result in answers for specific sub-problems and, altogether, define the right
product-market fit. The design challanges are:

¢ Market: What is the best target group for this product and how to
position the product in the market?

¢ Product and distribution: \WWhat value can be added on product
level and service level that makes this concept stand out from
competition? And how will the production determine the distribution
options?

Figure 25. Product-market fit definition.

®

Product Market

The value you The people that care
creafe about this value

Distribution

The way you reach
the market

Product-market fit is a state where you are creating
value (product) for a sufficient number of customers
that care about that value (market) withan effective
means of getting it into their hands (distribution).>

4.1 Market

The goal of this challenge is to find the best target group and define a
beachhead market. A beachhead market is a smaller market that consists
of customers that are most willing to adapt the new product. This market
can help you to improve the product and kickstart the expansion to a
larger market. The next step is to find clear drivers and barriers from the
target group and translate those to unique selling points that speak to the
customers. Last, a concise growth plan will be elaborated.

For this challenge, five of the seven steps to build a consumer brand from
Justin Mares?® will be used as a guideline:
1. Find a small, fast growing trend.
2. Use Direct To Consumer to generate customer feedback. Find out
how they like the:
* Product
e Positioning
* Pricing
¢ Branding
Focus on communities (1-2) and make an amazing product
People buy function, benefits they can’t get elsewhere: USP’s (Unique
Selling Points). Focus on 1-2 USP’s
5. Premium is okay. Also good to focus on with beachhead market,
later lower prices for mass market

o

411 Trends

There are several trends that are interesting for the development of the
food box, these are elaborated in appendix F:

Demographic:

e There is a developing urge for smaller food packages and quick
preparation of food, because of the growing number of one person
households. From 2.2 million in 2000 to almost 3.1 million in 2020. And
not only in the elderly age category, but also in the age 24-34. In that

last age category, there is also a peak in households without kids.

Social-cultural:

e On average we are getting older before we start having kids. That
explains the peak from the demographic trend. The people in their late
20s are focusing on their careers. That is why this group is looking for
fast and flexible eating options. Fast is defined as 20-25 minutes.

¢ More plant based food for several reasons: health, animal well being
and sustainability

* Back to basics: no additives, origin of products, locally produced and
more organic

¢ Since the COVID-19 pandemic, consumers had more spare time to
spend and were looking for activities to do. Cooking became very
popular again, but the urge for convenience remained and inspiration
is still the largest barrier for consumers, see Figure 26. That is why food
boxes became very popular. But also unprocessed vegetables became
more popular. This indicates that consumers don’t mind the physical
effort of cooking as much as the mental effort.

Economic
* Hybrid consumer: more groceries at discounters, but more bio, organic
and responsible unique products.

A food box provides solutions where consumers are looking: quick, flexible
and not too much thinking. Consumers don’t mind putting a little physical
effort in cooking. Furthermore, the packaging and portions of a food box
can easily be tailored to smaller households. Last, the new food box
concept is the perfect example to speak to the hybrid consumer trend.
The premium service and product offers an unique experience, while the
vegetables can be bought as cheap as possible at discounters.

On product level it is easy to tap into the back-to-the-basics trend. No
additives, healthy and organic. How valuable these attributes are for
consumers and if they want to pay for them needs to be tested, see
chapter 5.
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SINDS DE CORONAUITBRAAK HEBEEM MENSEN ALLE
TUD VOOR FYSIEKE INSPANNING, MAAR BEHOEFTE
AAN MENTALE VERLICHTING BLUFT

CMOEWERKTE

RAAITUD- GROENTEN

PakEETTER -
0,8% 4

VS
49% VAN
RESPONMDENTEM
e NOEMT INSPIRATIE
e EEWERKTE DE GROQTSTE

GROENTEN
EANT-EM-ELAR

S AATIRS .~ UITDAGING BIJ
-1,2% +4,9% HET KOKEN SINDS
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Figure 26. The growth of food boxes during the pandemic due to the urge for low mental effort
and normal physical effort. For 49% inspiration is still the largest barrier. Source: FSIN

Consumenten zoeken mentaal gemak: een oplossing voor hun gejaagde leven

Figure 27. The five elements for mental convenience: saving time, simplifying, reducing effort,
reducing stress and making health accessible.
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4.1.2 Direct To Consumer (D2C)

The Direct To Consumer strategy is a trend in the market, see appendix
A. It is the best way to get feedback from customers, because as a brand
you don’t depend on other companies to display or promote your product
and you are in direct contact with the customer. In addition, it is possible
to offer a unique, enhanced customer experience.

On the other side, D2C (Direct To Consumer) is harder to scale. The CAC
(Customer Acquisiton Costs) are high, because you need to find every
customer yourself, and it is harder to retain them. Therefore, it is a good
strategy to start with and improve the product and service together with
the customers.

4.1.3 Communities

It is important to focus on a strong community when launching a product.
A community is a group of people that have a characteristic in common.
When a product speaks to that characteristic that binds the community, it
will speak to almost the entire group of customers.

The goal of the food box is to be more attractive than existing food box
concepts. But, because there are no recipes containing meat, it would
not make sense to target die-hard meat eaters that don’t want to give
meat up. The best target group are people that would consider not eating
meat, for either health, animal well-being and environmental reasons, or
people already not eating meat, like vegans and vegetarians. These are
the ‘green consumers’, people that (want to) act sustainable. Within this
group, there are two sub categories: dark green and light green. Dark
green consumers have sustainability as a core value, embedded in their
consumer DNA, with a focus on organic and local. Light green consumers
are more curious. They are interested in new products and services that
are (more) sustainable, but on the contrary, it shouldbt be more expensive,
complicated or time consuming. In addition, they shop in regular grocery
stores, while dark green consumers tend to visit organic grocery stores

more often. For the new food box concept, the best target group is light
green consumers, because in general they are more willing to adapt new
products and services and for them the service attributes, like price and
fast shipping, are more valuable. See Figure 28.

Within the light green consumer target group, there are people that
already don’t eat meat, like vegans and vegetarians, and people that are
consciously consuming less meat, flexitarians. Only 3.9% of the Dutch are
vegan and vegetarians, although this number is rapidly increasing. 55%
of the Dutch call themselves a flexitarian. This is elaborated in chapter
7.1.1. Both groups have different drivers, barriers and needs. Because
vegetarians and vegans are a much stronger community, often driven by
animal well-being, and much smaller it is easier to focus on that community
first. It is a stronger community, because their characteristic they have in
common is clearly defined: not eating meat. On the other hand, flexitarian
is a broad definition, it can differ from eating meat twice a week to not
eating meat twice a week. How the flexitarian community will be used to
grow and scale the concepts is elaborated in chapter 4.1.6.

The number of vegans, vegetarians and flexitarians is growing. It is mostly
the younger generations, generations Y and Z, that are changing their diet
and are willing to try and adapt new products and services to help them
behave more sustainable. This is also an interesting target group, because
these younger generations spend most money on food, compared to other
generations, and are most sensitive to convenience and price. Especially
the labels ‘natural’ and ‘fresh’ scores well. Furthermore, millennials, which
are called the burn-out generation, will value the mental convenience
attribute of the food box concept. The Direct To Consumer trend will best
work for these younger generations, because they live and breathe online.
They are used to learn about new products online and ordering products
and services over the internet is daily business. This is more elaborated in
chapter 7.1.2.
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Figure 28. Beachhead market, further elaborated in chapter 7.1.
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4.1.4 People buy function

People often don’t buy a product because it is pretty. They buy a product
that gives them a benefit they can’t get somewhere else. Or a benefit that
is better or cheaper than they get somewnhere else. The benefit a customer
gets needs to be translated into a Unique Selling Point (USP). One or two
strong USPs communicate and explain the benefits of the concept to
customers and help to position the product in the market.

The concept is purposely marketed as a food box, a service, rather than
just a sauce (product) with a recipe. This is elaborated in chapter 4.2.
The word food box is not associated with single use and, therefore, will
motivate consumers to use the product more often. Furthermore, choosing
to market the solution as a service determines that the main USPs will
focus on the service level. Rather than promoting the attributes on product
level, like natural ingredients and the origin.

At first, the concept is focused on mental load reduction and will take
away the customer pain of the lack of inspiration. But, inspiration is not a
function. It is a tool. Therefore, the benefits that customers pay for should
be aimed at the goals that the customer tries to achieve in the kitchen:
putting a meal on the table. There are many different product attributes
that can be translated into an USP and help to stand out from competition.
Based on the trends in chapter 4.1.1, consumers are looking for healthy
options, like natural, no additives and organic. Furthermore, there is a
strong urge for quick and flexible options. Of course taste and price are
also important benefits, although these benefits will become more relevant
when the customer is already attracted to your concept.

Health and speed are the functions that will be focused on at first, this is
explained in chapter 2.8.

4.1.5 Premium is okay

The use of natural ingredients and no additives is valuable and something
where customers want to pay extra for. Furthermore, the product is
conveniently delivered to your doorstep. Therefore, the food box is
competing with other food boxes. But the customer still needs to buy their
own vegetables, therefore the concept needs to be cheaper than food
boxes that deliver the complete meal.

But, because the concept offers premium service and a premium
product, the sauce, it can be more expensive than similar products in the
supermarket. A good price range per sauce, 3 servings, would be around
€5-7. Based on customer feedback and price comparison between food
boxes and supermarket prices, elaborated in appendix B. Later, the price
can be reduced to make it more competitive when entering a larger market.

4.1.6 Growth plan

There are several stages in growing a startup, but only the last one has
to do with scaling. The first stages are all about testing and validating the
product in order to find the right Problem-Solution fit, Product-Market fit
and Channel-Product fit. See Figure 29.

The key element in validating a product, often based on research and
assumptions, is customer feedback. Building and testing a MVP, a minimal
viable product, and testing it with real, potential customers is very valuable.
Furthermore, it is important to first focus on a small niche market, solving
a clear, and hopefully often recurring customer pain. In chapter 5 the user
test to validate the defined customer pain will be elaborated. Only until
after the product is tested, validated and improved, it is time to scale.

The beachhead market for the food box, defined in chapter 4.1.3, will
be used to test and validate if vegetarians and vegans that want to cook
a healthy meal in under 30 minutes, but lack inspiration and don’t want
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Figure 29. The five growth stages for a startup. Source: medium.com

to think about it too much, are looking for this service. Focus on a
strong community and smaller market is important, because it makes
identifying and finding potential customers easier. It is much easier to
target vegans and vegetarians, because of the clear characteristics,
than people that eat less meat. But, although the amount of vegetarians
and vegans is growing, there are still many more flexitarians. Almost
700.000 against almost 10.000.000, respectively, see chapter 7.1.1.
Therefore, the food box can be developed and validated with the
vega(n) community, but it will only be possible to scale when flexitarians
will be targeted too. See Figure 30 for the growth plan.

Figure 30. Growth strategy

100% - Dutch market

55% - Flexitarians

3,9% - Vega(n)s

Phase 1 Phase 2 Phase 3

—>  Growth

] =

—> Time

Phase 1: Create more recipes and test on taste. Validate the convenience of the
concept using the D2C channel. Validate the main USPs, healthy and quick, with
the beachhead market. Also focus on one city, this will be elaborated in chapter 6.

Phase 2: The concept is successfully developed and improved, based on customer
feedback. The beachhead market is a success and is now saturated. Start finding
traction in the flexitarian market and start the process of validating USPs again. At
the same time, start exploring new distribution channels. Also, create even more
recipes.

Phase 3: When phase is successful, start scaling within the flexitarian market,
using different distribution channels.
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4.2 Product and distribution

The concept is purposely marketed as a food box, as elaborated in
chapter 4.1.4. The reason for this is to maximize mental load reduction.
The customer doesn’t just pay for a sauce and a recipe, but they save
time and stress because they don’t have to think about what is healthy. In
addition, they pay for the convenience and guarantee that they can cook a
healthy meal in under 30 minutes. These are the elements of mental load
reduction, see Figure 27 .

But, to justify the premium price for the product, it also needs to offer
enough value to the customer. Value where the customer wants to pay
extra for and that makes the product stand out from competition. On one
hand there is competition from the ready-to use sauces in the supermarket
and on the other hand, there is competition from existing food boxes that
offer the complete meals to the customer’s doorstep.

So, how can the concept stand out on product level and how on service
level?

4.2.1 Product level

Products from Albert Heijn have been used as an example. There are two
categories: the dry herb mixed and the ready-to-use sauces, see Figure
31.

Within the dry category there are different levels. The cheap ones (1),
varying from €1,20 to €2, only contain dry herbs. These mixes contain
a lot of salt, sugar and additives and the customer still needs to buy all
the other ingredients. Furthermore, they are not always vegetarian and
never organic. The other level is the more elaborated herb mixed (4), that
sometimes contains dried products, like raisins and rice. The price varies
between €3 to €4,50. They still contain added salt, sugar and additives,

although much less than the cheaper ones. Also, no organic options.
Then there are the ready-to-use sauces (2 & 3). These are more convenient,
because these sauces don’t require preparation time. But these sauces
contain a lot of added sugar, salt and additives.

The sauce in the food box can stand out on different product attributes.
Offering organic options and natural preservation, not adding an excessive
amount of sugar and salt and no additives. This can be achieved by making
‘fresh’ sauces, this will be elaborated in chapter 5. The dried herb mixes
and ready-to-use sauces of the supermarket don’t need to be refrigerated,
because they are processed and packaged under certain circumstances
in an industrial environment. Making a fresh sauce that needs to be
refrigerated will result in a shorter due date, but will increase the customer’s
perception of how healthy the product is, as elaborated in chapter 4.2.3. A
more extensive product comparison is elaborated in appendix B.
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Figure 31. Example products from Albert Heijn

4.2.2 Service level

HelloFresh has been used as an example food box to see how the service
of the new food box concept can stand out, and compete, with existing
food boxes.

Overall, the logistics of shipping all ingredients, like HelloFresh does, is:

e Expensive: think about packaging, storing and shipping all the meat
and vegetables in cooled circumstances.

e [abour intensive: Creating all the new recipes every week and filling
and shipping the boxes with their own delivery cars.

e Complicated: with so many stakeholders and different, fresh ingredients
there is so much that can go wrong.

Not shipping meat and vegetables and not changing all the recipes every
week will make the new food box concept a lot cheaper and logistically less
complicated. Furthermore, when researching the service of HelloFresh and
going through the customer journey, several points have been detected
where the Goodcase box can exceed:

1. The amount;

The more portions per week, the cheaper the service is. If you order a box
for two people for 3 meals a week, a customer is charged €41. Almost
€6 per meal per person. When ordering 5 meals for 6 people, a customer
is charged €120, which is ‘only’ €3,83 per meal per person. See Figure
32. The ratio difference is probably due to the labour costs. The time to fill
and deliver a box for 1 or 2 persons is probably not much lower than filling
and shipping a box for 6 people. Furthermore, there is a trend, elaborated
in chapter 3.1.1, that one person households are increasing and there is
an urge for smaller food packages. The sauces from the Goodcase box
are easy to be packaged in smaller portions, without taking extra effort.
Therefore, this concept can really score well for smaller households, since
the price is in ratio more attractive than HelloFresh.

2. No meat:
Something where a lot of vegetarians are getting frustrated about is that

the price remains the same when taking out the most expensive ingredient:
meat. The same for HelloFresh. A vegetarian box has the same price as
a regular box with meat. See Figure 33. This won’t nudge sustainable
behaviour either. The Goodcase box won’t have this frustration, since all
sauces are vegetarian.

3. Delivery:

As elaborated in chapter 1, when ordering a HelloFresh food box, a
customer is obligated to plan ahead and is stuck to certain delivery time
slots. For the most convenient time slots a customer will be charged extra,
see Figure 34. With the Goodcase box, the sauces will arrive within 24
hours after ordering. This will allow a lot more room for last minute changes
and is easier to plan ahead.

4. Flexibility:

Once the HelloFresh is ordered, a customer is stuck to the portion sizes
and can’t make last-minute changes, when one more person wants to
join for dinner for example. With the sauces from the Goodcase box a
customer can easily adjust portions sizes by adding more vegetables, for
example, and be more flexible to last-minute changes.

Research shows, see Figure 35, that customers quit their HelloFresh
subscription because it is too expensive and they would like to pick their
vegetables themselves. The customer has no control over the size, quality
and origin of the ingredients.

5. Due date:

Most of the meals from the HelloFresh box need to be consumed within
3-5 days. This is because of the due date of the meat and because the
vegetables are perishable. The sauce from the Goodcase box can be kept
in the fridge for 6 days, giving more freedom. This is elaborated in the
scenario in chapter 2.4.
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Figure 32. Price comparison HelloFresh
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Figure 33. Price comparison HelloFresh
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Figure 34. Delivery time slots

retention rate of 70% after twelve months, indicating that after a year 70% of customers is
still subscribed to their service | HelloFresh only retains 15% of its customers afler a year
(Trip, 2018). This gives reason to have a look at the factors that attract consumers (o online
subscription meal kits and the differences in perception compared to offline meal kits, since
these gain in popularity (Distrifood, 2018).

A lot of applied research has been conducted by market research agencies into the

drivers and barriers of hath anline cuhserintion and offline meal kite (e o Tirost Van der Wal
& Baas, 2015) Commonly found drivers are convenience, variation and inspiration.
Established barriers are the fact that people prefer to pick their groceries themselves, them

not [Iking the dishes available, the obligalion of having 10 subscribe 1or a service m (e case
of online subscription meal kits or 'lhuw::u:r, little academic research has been

conducted within the specific field of both online subscrintion or offline meal kits (e.e. Hertz

Figure 35. Why HelloFresh customers quit their subscription?.

4.2.3 Distribution

With the help of the founder of Freggies, a plant based entrepreneur, the
following steps have been identified in order to the food box to be a success
on product level:

e Taste. Taste is briefly mentioned throughout the report, but it is the most
important product attribute for the food box to be successful. When a
product is not tasty, it doesn’t matter how easy, affordable or convenient
it is. Therefore, the sauce and recipe are top priority.

e Usage and distribution. How will the product be delivered, used and
produced?

e Packaging. Not all sauces look attractive, therefore the packaging needs
to look good and at the same time communicate the ‘freshness’ of the
sauce it contains.

Taste

It is best to start with kitchens that make use of herbs and sauces and where
meat is not the focus. This concerns the more exotic kitchens, think about
food from Asia, the Middle East and South-America. The first recipe for the
user test was a vegan Indian Curry. The Indian kitchen was the most tasty
kitchen according to a poll in a vegan and vegetarian Facebook group. This
is further elaborated in chapter 5.2.

Usage and distribution.
Fast shipping and delivery is a crucial factor, on service level, for the success

of the concept. It starts with the user scenario, because the user scenario
determines how the product is produced. How the product is produced
determines how the product needs to be shipped.

The product is either delivered frozen, fresh or ambient (room temperature).
Frozen would make the logistics complicated and expensive. Ambient is
difficult to achieve with natural ingredients and no additives and without
industrial equipment. Fresh is the best option. Fresh means that the due
date is around a week, when preserved naturally, and it needs to be
shipped and stored under 7 degrees Celsius. Cooled delivery must be
feasible and the limited due date can also nudge consumption, consumers
feel obligated to eat it. The production method, natural preservation and
cooled delivery will be elaborated in chapter 7.2.

Packaging

Because of the preservation technique used to produce the sauce, the
sauce for the user test was packed in transparent plastic. To communicate
that the sauce was fresh and made o