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THESIS STATEMENT
This paper offers an innovative approach to
eating healthy on a strict budget. The mobile
health and food application industries are
saturated with a variety of services such as food
delivery, recipe directory, coupons, and diet
structure. However, until now, there has not
been an application that addresses each of the
above-mentioned services at once. This paper
provides a proposal for a mobile application
in which consumers can shop thrifty and conveniently and eat healthy. The mission of this
application is to promote healthier living and
limiting food waste through helping those on a
limited budget, to access healthy foods through
an integrated database of daily and weekly sales
at grocery stores.
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ABSTRACT
EconoEats is a web-based and mobile application
consumer can use to access local sales for healthy
and healthy-alternative foods. By creating a
web-based and mobile application that can
help educate consumers about the financial and
medical benefits of shopping and eating wisely,
can allow anyone to live an affordable and healthy
lifestyle. If you ask someone why they choose to
eat at a fast food chain, one of the first answers
you normally hear is because of how affordable it
is—but it seems that the budget-friendly appeal
of fast food is fading just as fast, according to
new data presented by Bloomberg (Krstic, 2018).
Dollar menus may seem like they’re better for the
budget today. But consumers end up paying for it
later in the form of health-related issues.
In addition to the influence of cost, time also
contributes to this ongoing dilemma for people.
On an average day in 2014, Americans age 18
and overspent 37 minutes in food preparation
and cleanup (Hamrick, 2016). As for factors
contributing to planetary effects, wasted food is
the single largest occupant in municipal
landfills, where instead, this food could be used
to nourish and feed the people in real need.
Food waste results in the depletion of several
other resources such as manual labor, water and
energy resources that were used to manufacture
the food. By eliminating food, EconoEats aims
to not only assist in the proper use of resources
but will also help to uplift the triple bottom line;
people, planet, and profit.
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INTRODUCTION & OVERVIEW
EconoEats is a web-based and mobile
application consumer can use to access local
sales for healthy and healthy-alternative foods.
Additionally, they can simplify their shopping
and cooking duties by using easy-to-assemble
recipes that utilize the latest and healthiest
deals at nearby grocery stores and markets. This
provides consumers the opportunity to take
advantage of eating healthy without it breaking
the bank. This kind of service allows customers
to upload the real-time inventory of their home
pantry. This can further simplify the process
of shopping while saving money and avoiding
waste.
Additionally, by incorporating a function in the
mobile application that can keep a record of
your disease/ailment (say thyroid) and reminds/
provides you with daily routines (say what
exercise to do, how much water to drink, etc.).
Also, upon scanning a particular food item the
app will tell you which item will be beneficial
in your disease (say, green leafy veggies, etc...)
and will also tell you which food items will be
harmful for you (i.e. soya). It could track down
the best deals for you according to your body
and health type, which makes the filtering
process easy in terms of
buying food for people.
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Moreover, the EconoEats mobile application
would store all the customer’s information
(like SNAP or WIC account), acting as a bridge
between customers, and their healthy and
affordable lifestyle. Customers would also be
notified by the alerts and promotions from
nearby grocery stores. To sum it up, creating
a web-based and mobile application that will
help and educate consumers with financial
and medical difficulties to have an affordable
healthy lifestyle.

Understanding the Dilemma
of Healthy Eating
Dietary guidelines for health promotion in the
United States (U.S.) recommend a consumption
pattern based largely on grains, fruit, and
vegetables, with smaller amounts of meat
and dairy foods, and even smaller amounts of
foods high in fat and sugar (Nestle, 2000). Such
diets are demonstrably health-promoting but
following them raises ethical issues related to
the role of nutritionists in advising the public
about healthful dietary choices as well as to the
role of the food industry in food production and
marketing (Nestle, 2000).

I. Money
— The Cost of Eating Healthy
Harvard School of Public Health (HSPH)
researchers conducted a meta-analysis of
twenty-seven existing studies from 10 highincome countries that included price data
for individual foods and for healthier vs. less
healthy diets. Researchers found that healthier
diet patterns, for example, diets rich in fruits,
vegetables, fish, and nuts, cost significantly more
than unhealthy diets (for example, those rich
in processed foods, meats, and refined grains).
On average, a day’s worth of the healthiest diet
patterns cost about $1.50 more per day than the
least healthy ones (Griffin, 2018).
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In another study, consumers were asked to
choose the healthier of two similar chicken wraps.
When the “Roasted Chicken Wrap” was priced
at $8.95 versus a “Chicken Balsamic Wrap” for
$6.95, people chose roasted over balsamic.
But when the prices were flipped, so were the
choices. That is, people were actively choosing
the more expensive option because they believed
it was healthier (Kelly L. Haws, 2017).
— SNAP, EBT & Food Stamps
The Supplemental Nutrition Assistance Program
(SNAP) is the largest federal nutrition assistance
program. SNAP provides benefits to eligible lowincome individuals and families via an Electronic
Benefits Transfer card. This card can be used
like a debit card to purchase eligible food in
authorized retail food stores(agriculture, n.d.).
To be eligible for SNAP, most households must
meet certain bank balance limits. A household
with an elderly (over sixty years of age), or
disabled household member may have a higher
bank balance limit. SNAP Income Eligibility Limit
for household size of four is $2,092 net monthly
income (agriculture, n.d.).

— Fast Food Isn’t That Cheap
If you ask someone why they choose to eat at
a fast food chain, one of the first answers you
normally hear is because of how affordable it
is—but it seems that the budget-friendly appeal
of fast food is fading just as fast, according
to new data presented by Bloomberg (Krstic,
2018). Bloomberg notes that McDonald’s, once
infamous among consumers for their vast Dollar
Menu, recently introduced $6 meals that include
a small burger, fries, soda, and a fried pie—but if
you choose regular menu entrées, like chicken
tenders or a burger with bacon the total can end
up being twice that, or more (Krstic, 2018).
In any case, it’s clear that fast food chains
are losing ground with customers who can’t
justify their habits anymore—visits to fastfood restaurants have been declining overall,
according to Bloomberg. Deals like Wendy’s
“4 for $4” are a way for these restaurants get
customers in the door, where they’ll end up
spending money elsewhere on other menu
items. But does the payment come later, in the
form of chronic diseases like diabetes and heart
disease, and in the costs related to managing
those conditions? (Sodoma, 2018).
A Health Promotion Perspectives medical journal
review of articles published between 1990 and
2014 found “further evidence warning us against
the irreparable effects of fast food consumption
on public health, especially the increasing global
burden of obesity and cardiovascular diseases.”
(Sodoma, 2018).
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II. Education

— Rise in Obesity and Related Diseases

— What is healthy food?

According to the American Heart Association,
one in three U.S. children and teens are now
considered overweight or obese. The longterm consequences of this childhood obesity
epidemic are devastating — the AHA warns that
today’s children may be the first generation in
U.S. history to lead shorter and less healthy
lives than their parents. Obesity is linked to
rising U.S. rates of dozens of chronic illnesses
and conditions, including diabetes, heart
disease and cancer (Health, n.d.).

About 8 of 10 survey respondents said they
have found conflicting information about what
foods to eat and what foods to avoid and more
than half of them said the conflicting information
has them second-guessing the choices they
make, according to the International Food
Information Council Foundation’s annual Food
and Health survey (Promotion, 2019).
The survey involved 1,002 American adults, who
completed it online. Nearly 60% of respondents
ranked being “high in healthy components or
nutrients” as one of the top three factors for a
“healthy” food (Promotion, 2019). Slightly more
than half of respondents ranked “free from
artificial ingredients, preservatives or additives”
among the top three factors, and nearly 50%
ranked “part of an important food group that I
need to build a healthy eating style” among the
top three factors (Howard, 2017).
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Estimates vary, but the annual medical expenses
related to obesity Americans are staggering. One
recent study from Harvard’s School of Public
Health estimates obesity may account for as
much as $190 billion annually or 21% of all U.S.
medical expenses. Per capita, the cost of medical
care for obese patients is estimated to be
somewhere between 36% to 150% higher than
for non-obese patients (Health, n.d.).
Despite the thriving U.S. weight-loss market,
worth $66 billion in 2017, there is no evidence
that diet-related programs will curb obesity.
Numerous studies indicate that diets are not
effective in controlling or reversing weight gain.
In fact, 50 percent of dieters weighed more than
11 pounds over their starting weight five years
after their diet (Seervai, 2018).
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— Special Diet Limitation
FARE (Food Allergy Research and Education)
works on behalf of the millions of Americans
who have food allergy, including all those at risk
for life-threatening anaphylaxis. A food allergy
is a medical condition in which exposure to a
food triggers a harmful immune response. The
symptoms of an allergic reaction to food can
range from mild (itchy mouth, a few hives) to
severe (throat tightening, difficulty breathing).
Anaphylaxis is a serious allergic reaction that is
sudden in onset and can cause death. More than
170 foods have been reported to cause allergic
reactions (Education, n.d.).
Researchers estimate that 32 million Americans
have food allergies, including 5.6 million children
under age 18. That’s one in thirteen children,
or roughly two in every classroom. About 40
percent of children with food allergies are
allergic to more than one food. Every three
minutes, a food allergy reaction sends someone
to the emergency room (Education, n.d.). Food
allergies and intolerances are managed by
avoiding problem food(s) and learning how to
recognize and treat reaction symptoms.
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III. Time
A new study has found that U.S. residents don’t
spend much time cooking and less time, on
average, eating (Martin, 2017). In the Harvard
Business Review, researcher Eddie Yoon shares
data he’s gathered over two decades working as
a consultant for consumer-packaged goods
companies. Early in Yoon’s career, he conducted
a survey that determined that Americans fell into
one of three groups:
— 15% said they love to cook
— 50% said they hate to cook
— 35% are ambivalent about cooking
When Yoon conducted the same survey 15
years later, the percentages had changed. Only
10% of consumers professed a love of cooking,
while 45% said they outright hated it and 45%
were on the fence (Martin, 2017).
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— Lack of Disposable Time
On an average day in 2014, Americans age 18
and overspent 37 minutes in food preparation and
cleanup. However, the average time spent in “meal
prep”—preparing food and beverages, serving
the food, and cleaning up afterwards—varied
considerably among different groups (Hamrick,
2016). Men spent an average of 22 minutes,
whereas women spent 51 minutes. Younger adults
(age 18-24) spent 21 minutes, whereas workingage adults (age 25-64) spent 38 minutes, and
those age 65 or older spent 43 minutes.
Employed individuals spent less time in meal prep
than those not employed, and those in households
without children spent less time than those in
households with children(Hamrick, 2016). The data
used in these findings are from the 2014 Eating
& Health Module (EHM)—a supplement to the
Bureau of Labor Statistics’ American Time Use
Survey (ATUS) (Hamrick, 2016).
— Saving Time with Pre-made recipes
Some benefits of meal prep (Slaman, 2018):
— Can help save money
— Can ultimately save time
— Can help with weight control, as you decide
the ingredients and portions served
— Can contribute to an overall more nutritionally
balanced diet
— Can reduce stress as you avoid last minute
decisions about what to eat, or rushed preparation.
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Pre-made recipes are great at helping you save
time because it takes all of the tedious work of
buying groceries and cooking off of your to-do list.
— Knowing Your Neighborhood
Case study: City of Norwalk
Norwalk is a larger medium-sized coastal city (i.e.
on the ocean, a bay, or inlet) located in the state
of Connecticut. With a population of 89,005
people and 22 constituent neighborhoods,
Norwalk is the sixth largest community in
Connecticut. Norwalk isn’t mainly whiteor blue-collar. Instead, the most prevalent
occupations for people in Norwalk are a mix of
both white- and blue-collar jobs.
The per capita income in Norwalk in 2010 was
$44,888, which is middle income relative to
Connecticut, and wealthy relative to the rest
of the US. This equates to an annual income
of $179,552 for a family of four. However,
Norwalk contains both very wealthy and poor
people as well. 9.2% of individuals are below the
poverty line, which will be the target audience
(NeighborhoodScout, n.d.).
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ELIMINATING FOOD WASTE
Global food waste is an international problem.
The United Nations’ Food and Agriculture
Organization estimates that as much as a third
of all food grown is lost or wasted — about 1.3
billion tons worth almost $3 trillion (Editorial,
2016). Food waste in America has become a
bigger problem than even before. The Food and
Drug Administration (FDA), a federal agency of
the United States Department of Health and
Human Services, estimates 30-40% of food
wastage from the supplied food. This figure,
based on estimates from USDA’s Economic
Research Service of 31 percent food loss at
the retail and consumer levels, corresponded
to approximately 133 billion pounds and $161
billion worth of food in 2010 (FDA, 2019). For
an American family of four, the average value
of discarded produce is nearly $1,600 annually
(Chandler, 2016).
Wasted food is also the single largest occupant
in municipal landfills, whereas this food could
be used to nourish and feed the people in real
need. Food waste also results in waste of several
other resources like human, water and energy
resources that were used to manufacture the
food that is being wasted. Therefore, eliminating
food waste will not only help in proper allocation
of resources but will also help to uplift the triple
bottom line; people, planet, and profit.
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and poured down the drain, even though it
would be considered just fine in most of the
rest.

Food Waste from

Grocery stores or supermarkets contribute
to 10% of total food wasted in the USA. This
amounts to 43 billion pounds of food thrown
away every year (Hazimihalis, 2018). There are
many reasons for the amount of food wasted by
these grocery stores like overstocking product
displays, and most grocery stores work under
the impression that customers buy more when
the food is fully stocked and displayed. This
overstocking leads to damages the produce
that is being stacked for a very long time.
Selling by dates, is the next primary reason
for stock been thrown away by these grocery
stores. Fearing consumers will either not buy
the food or think the stores are carrying old
products. Most grocery stores pull the items
out of stock several days before the sell-by
date. Often, product packaging gets damaged
through shipping, leading supermarkets to toss
products even though the food hasn’t been
compromised. Grocery stores assume, and
rightfully so, that consumers are not going to
buy a dented box of food if a pristine one is
right next to it (Jacobs, 2014).

Food expiration labels on food, fail to
communicate meaningful information to
consumers, which leads to a huge amount of
food wastage. Harvard Food Law and Policy
Clinic’s survey found that more than a third of
respondents usually or always throw away food
that’s past its date label (Harvey, 2016). Three
different dating systems i.e., best if used by/
before, sell-by and use-by dates are generally
misinterpreted and do not communicate the
correct information. In addition to the amount
of land and water required to produce all the
food that’s never even used, the U.N.’s Food and
Agriculture Organization has estimated that the
carbon footprint associated with wasted food
worldwide each year is more than 3 billion tons of
carbon dioxide equivalent (Harvey, 2016).

EXPIRATION

Lack of federal regulations on date labeling is one
primary reason that leads to confusing labels.
Forty-one states and the District of Columbia
require date labeling on certain food items, nine
states do not, and no two states have the same
law (Farrell, 2017). Lack of standard regulation
leads to more food wastage. For example, let’s
take something as basic as milk. In most of the
states, the “sell by” date for milk is 21 to 24 days
after pasteurization. But in Montana, milk can
no longer be sold 12 days after pasteurization, a
point made in the film “Expired?,” a short film by
Harvard Food Law and Policy Clinic shows milk
being taken off supermarket shelves.
25
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of the country (Expired? Food Waste in America,
FLPC and Racing Horse Production, 2016,
Motion Picture).

Food waste from

It is critical to solve this problem of food waste
from expiration because the food industry
supports these confusing dating systems. As
they end up making more profits as the more
one throws away, the more they’ll need to buy.
Eventually, it gives more money to the food
industry, but lead to a big environment issue and
ends up in landfills.

Bigger is always considered better. The owners of
most cafés, restaurants and supermarkets believe
in this philosophy and sell larger portions of food.
This trend and portion sizes are growing rapidly
resulting in massive amount of food waste while
we eat out. The modern kitchen has adapted
to everything that is vast; 28cm has become a
standard diameter for a dinner plate, which in the
1950s would have been 25cm (Wilson, 2016).
This may seem like simple design aesthetics, but
the relationship between portion size and the
amount of food we eat isn’t as simple as it might
appear. Studies have shown that regardless of
how hungry you are, the more food that’s served,
the more you eat (Georgie, 2018). While that may
seem fairly obvious, the strange thing is that most
people didn’t notice that they were being served
larger and larger portion sizes - which explains
the rapid growth of food sizes over the last 50
years. What’s even weirder is that most people
had the same feelings of fullness or hunger after
having different sized portions and didn’t eat less
at their next meal because of having a bigger
lunch. A study has found that one-fifth of the
entire world’s food is wasted can be attributed
to overeating. The average consumer, including
restaurants tends to purchase and prepare more
food than necessary (Lowy, 2017).

PORTION CONTROL
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One possible solution to control portion sizes
while we eat is suggested by an American
researcher Brian Wansink, who is also the author
of the book Mindless Eating: Why We Eat More
Than We Think. He found that we don’t even
notice when we eat portions that are 20%
smaller. Meanwhile, we tend to like our plates to
be fairly full. By reducing the size of the plate,
you ensure that you don’t overfeed yourself or
the trash bin (Juul, 2017). More importantly,
portion control not only helps in reducing food
wastage but also helps in overcoming one of the
major food-related diseases; obesity.

Food Waste from

UNUSED PRODUCT
Billions of pounds of fruits and vegetables go
to waste every year — about 30 to 40 percent
of the food supply chain in the United States,
according to the Department of Agriculture
(Lieber, 2019). The USDA estimates that
a third of all produce from farmers goes
uneaten, amounting to about $161.6 billion
in waste. Food waste is often described as
a “farm-to-fork” problem. Produce is lost in
fields, warehouses, packaging, distribution,
supermarkets, restaurants and fridges.
Imperfect-looking fruits and vegetables are
being trashed or considered to be unhealthy by
consumers as well as retailers.
Doug Rauch, the former president of the Trader
Joe’s Company, said in an interview, “Grocery
stores routinely trash produce for being the
wrong shape or containing minor blemishes”
(Chandler, 2016). This outlook for aesthetically
appealing produce started from the 1940s when
perfectly packaged consumer goods entered the
market, packaging the perfected shaped fruits
and vegetables. This is the problem only with
the small quantity of imperfect product which
reaches the market, but researchers suggest
that vast amounts of fresh produce grown in the
U.S. are left in the field to rot, fed to livestock or
hauled directly from the field to landfill, because
of unrealistic and unyielding cosmetic standards
(Chandler, 2016).
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PROPOSED SOLUTION
Empathize & Define
I. Mission
Living healthy can be both time-consuming
and expensive. As a result, this can affect
those of lower socioeconomic status, causing
them to resort to purchasing lower nutritional
foods because they are far cheaper. Therefore,
developing a service and resource that can
assist everyone, but specifically lower-income
communities in living a healthier lifestyle, while
reducing the burden of spending the little time
and money they have, can aid in the reduction
of future health issues among consumers. With
our application, consumers can find the best
deals in their area, on the healthiest groceries in
significantly less time.

II. Vision
Recent studies have shown a rise in obesity
among adults and youth over the last decade,
with the number of obese adults reaching 40%
and youth at approximately 25%. Some
of this can be attributed to misinformation about
what is in fact healthy. With our application,
we can better educate consumers on healthy
living, in addition to providing them a way to
do it more time and cost efficient. Since this
application/service is initially targeted for lower
income communities, it is important to have the
GPS feature of markets within walking or short
commute distance from work or home. Some
families only have one car, which can make it
30
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inconvenient when on a tight schedule, not
mention a tight budget. Nearly, 80% of American
adults have a smartphone (Sun, 2018), and 75%
of U.S. households have an income of less than
$75,000. While also taking into account that an
average 30% of household income goes towards
housing, many families in our target market
are forced to search for deals. In fact, over
85% of all U.S. households look for deals when
shopping (Huang, 2015). This provides a distinct
opportunity for our application to secure a
market share of both rebate and health markets.

III. Objectives
A web-based and mobile application consumer
can use to access local sales for healthy and
healthy-alternative foods. Additionally, they can
simplify their shopping and cooking duties by
using easy-to-assemble recipes that utilize the
latest and healthiest deals at nearby grocery
stores and markets. This provides consumers
the opportunity to take advantage of eating
healthy without it breaking the bank. This kind
of service allows customers to upload the realtime inventory of their home pantry. This can
further simplify the process of shopping while
saving money and avoiding waste. A mobile app
which could keep a record of your disease (i.e.
thyroid), allergy, or intolerance, and will also tell
you which food items will be harmful for you (i.e.
soya). It could track down the best deals for you
according to your body and health type, which
makes the filtering process easy in terms of
buying food for people.
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IV. Leadership and Organizational
Strategy
Our food system is facing many challenges. We
must adapt our food systems to sustainably feed
almost 10 billion people by 2050 in a world with
shifting climate and environmental pressures. In
addition, we need to reduce the rising number of
undernourished people (an estimated 821 million
people in recent years) and confront the significant
issue of more than 30% of food production being
lost or wasted (Ligt, 2019). One of the key steps
for new leaders in the food and beverage industry
is to adapt to food systems thinking. Most
professionals were hired for their knowledge in a
specific area. Now, to become next-gen leaders,
they will need to think about the whole food
production system and how all decisions made
in this system, from sourcing and production to
supply chain and retail sale, affect people and the
environment.
Often times, the idea of leadership is understood
as just managing people: observing a team and
making sure each person is doing their job. This
is management and not a true definition of
leadership. To be a leader means you have a vision
and can paint a clear picture of what you see to
others. Leaders build relationships with people
who help turn a vision into reality. Leaders aren’t
afraid to change the status quo and take risks if
those risks will help the long-term plan. Leaders
help their team achieve more than any individual
on the team thought possible. Leaders have many
qualities. First, they have ideas that should be
heard. However, in order for those ideas to see
33

the light of day, professionals must know how
to communicate so their opinions and thoughts
are considered (Suster, 2019). Knowing how
to package a vision and communicate it more
effectively are critical to leadership development.
Second, leaders desire to have a meaningful
impact in the world. To be able to effect change,
seeing the bigger picture and understanding the
interdependencies throughout the food system
is paramount. As part of this, they want and need
to help other people be heard to move the vision
and plan forward. They will need the skills to
foster collaboration and innovation within their
teams and across disciplines to help everyone
succeed in making the changes needed in the
food system. Third, although leaders want to
grow their companies, they also want to grow
personally. When a vision is created and steps
taken to pave the way for that vision to come
to fruition, a journey begins. Leaders know that
any journey embarked upon is a life-changing
experience, and they welcome that new stage.
Finally, it is important to note that leaders can
be found in more places than the corner office.
Leaders are not just CEOs but come in varying
roles and titles. Developing people’s leadership
potential, style and goals for whatever capacity
they work in is a critical part of leadership
building. Leaders exist within every team,
department and work group across a business.
Finding them, to grow and foster their potential,
is the challenge.
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At EconoEats, the founders and developers of this
service believe in taking the initiative to make the
world a better and more sustainable environment.
However, we believe it is important to start small
and not attempt to “boil the ocean”. By addressing
local issues in our surrounding communities first
will present us with answers in how to navigate
forward before attempting to grow further.
Each of us bring unique backgrounds to the
business, but we all agree in being involved in the
implementation process and leading by example.
This is not just at the business level, but in our
personal lives as well. We believe in shopping
healthy and thrifty, while minimizing waste. It is
apparent that not everyone is knowledgeable,
nor able to engage in this practice. This is why we
have launched this concept because anyone who
wishes to live healthy without breaking the bank
should be able to do so.

V. Growth Strategy
The development of EconoEats is currently in the
planning stage. We have developed wireframe
concepts of the user interface to be implemented
in the front-end development. Throughout the
next several months, the plan is to acquire funding
via small business and education grants, small
business investors, and small business loans if
needed to secure $100,000 for six months of
operating expenses (Appendix 3.1) that include:
incubator space rent, payroll, legal, logo, insurance,
technology equipment, and office supplies.
Employees are to include a software programmer
for front and back-end application development as
a marketing specialist to engage manufacturers
35

and retail markets and grocers to enroll in the
EconoEats program. In the next few months,
continued research into which communities
to target first, as well as which grocers would
be interested in partnering with EconoEats.
Additionally, while the market research is being
conducted, research and recruiting for potential
software engineers and marketing specialists will
also commence in order to develop wireframes
for the mobile application as well schedule a date
for a beta test release with the identified target
market to get further feedback on the experience
and viability of the application.
— Feasibility Case Study: Stop & Shop
Grocer subscriptions were based on case sample
of The City of Norwalk. Population of ~85,000
people that make up ~35,000 households. 28%
of the households have children under the age
of 18 years of age, and over 8% of the total
population is under the poverty line. Being that
these are the two primary markets for our application, these will be the potential customers
we will consider from a conservative approach.
Additionally, Stop ‘n’ Shop (S&S) is the grocer we
used to estimate my subscription rate. There are
414 stores, and the average revenue generated is just over $3,000,000 per month per store.
This is important because the average family in
the United States makes 1.6 trips a week to the
grocery store and the most conservative spender
with a family of four spends ~$150. We averaged
28% of 35,000 and 8% of 85,000 which results in
a sum of 8,300 customers per store, per month.
We multiplied the number of trips per month
36

(1.6 x 4 = 6.4) by the averaged spent ($150) by
the conservative average amount of potential
customers (8,300). This provides a possible
revenue of $7,968,000. That means S&S is only
generating 38% of the possible average revenue.
And that is if all of it was coming from the average
8,600 customers in the target market. Essentially,
this should provide S&S with the motivation to
bring in more of the possible revenue, some of
which could be reached with this use. To make
this an attractive initial offer, we thought it would
be appropriate to charge a negligible amount
for the following subscriptions, plus 25% of any
revenue generated from purchases through this
application after the initial $10,000 subscription
fee (See Appendix 3.2)

VI. Social Impact Strategy
Many initiatives begin with entrepreneurs,
volunteers, and philanthropists trying to help
people, the planet, while at the same time
attempt to generate a profit or at least enough to
continue the cause. Whether these individuals or
organizations have an effect on a local or global
market, the goal is to create a social impact. A
social impact is commonly defined as the effect of
an activity on the social fabric of the community
and well-being of the individuals and families.
Essentially, whoever decides to create such an
impact, seeks a positive change from the mission,
product, or service they choose to implement.
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Instead of simply chasing monetary gain,
individuals who set their sights on social impact
wish to create something that goes beyond
the personal level. However, how does one
determine if their process is having the desired
impact? How can supporters, benefactors,
investors, consumers, and citizens sift through the
various social causes and decide which are most
relevant and important to them? After all, there
are so many, and they continue to pop-up every
day. How does one discover and hypothesize
solutions to everyday problems and social issues?
What actions must one take in order to create
something worthwhile for their target audience?
This is where the design thinking process proves
to be effective by taking a community’s needs
into account and empathizing with their current
situation, in order to create or update a product,
service, or social initiative that can have such an
impact. (Acumen, 2019).
With our neighborhood health application
EconoEats, we can have an impact on a local and
larger scales, by focusing individuals’ households
and their surrounding community. In order for
us to have the desired social impact, substantial
research is required on the target communities,
including potential consumers and business we
aim to involve. That being said, the execution
and delivery of the product must be done
properly in order to have this desired impact. We
have observed similar causes and applications
sit idle or fizzle out because of poor execution,
which can be attributed to lack of interaction
with the local community. Our mission is to
engage and educate our target consumers in
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order for them to realize the relative ease of
participating in our cause.

VII. Exit Strategy
The realistic exit strategy for EconoEats founders
and investors is the eventual purchase of
the company by a larger corporation such as
Maplebear Inc. who owns the grocery delivery
service Instacart or another grocery service
such as Peapod. Both of these companies make
the most sense since they involve the grocery
delivery service which can complement the
recipe generation and maximum cost-savings of
EconoEats. If the company is to be purchased,
consulting and employment opportunities would
be negotiated for current employees and founder,
in order to further the EconoEats mission of
providing a healthy and cost-efficient way for
everyone to eat and live healthy. Based on our
projected business plan, if EconoEats is able
to breakeven by the fifteen month mark, and
continue to maintain the steady revenue, through
grocery store partnerships and sales commission
through products marketed and bought through
the EconoEats application, it reasonable to
expect a buy-out of 3 times the annual projected
income. This can be adjusted if gross margins
increase.
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Ideation & Prototype
The design thinking process builds on empathy
to facilitate detailed understanding of the nature
of a problem to generate the most significant
insights and can help in generating the most
effective solutions. This paper has various
stages of empathy and real problems have been
discussed in the paper. Lack of proper food
management system leads to food wastage
which can be used to serve millions of people.
Our mobile application bridges the gap between
retailers and consumers on strict budget.

I. Mobile Application
The mobile application will display daily deals
on the homepage, where can the customers can
browse through and choose their best deals.
Further the app will move into weekly offers,
where customers can choose a 3-day package
meal or customize their packages (See Appendix
3.3). There is “shop by item” section which will
enable customers to search for individual items.
The customers will be given two options of
taking the deals/products to next step “add to
cart” or “save deal.” For other customers, the app
will provide two options “pay now” or “pick-up.”
Pay now option will lead to a payment portal
and reserve for pick options is both the cases
will notify the stores to reserve the stock for
pick-up. The reservation data will be noted for all
the customers and if not, customers do not pick
up their orders, some kind of restrictions will be
applied to their account.
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II. Development and Specifications

Testing & Implementation

Due to the focus on targeting local sales to
alleviate commuting hassles, there will be an
integrated GPS feature of markets within walking
or short commute distance from work or home.
Initial application development will be done
through Accelerator (HTML5) or Appcelerator
(Javascript) due to its flexibility in being used on
all devices and mobile-web interface capability.

I. Business Initiatives

III. Branding
The round shape of the food plate has inspired
the logo. The essential culinary i.e., a spoon and
a fork, outlines the plate with the brand name
in a running style font called SignPainter. The
cart is created with the same font enhancing our
fast speed of services. The name of the brand is
EconoEats, meaning economical, healthy meals
for people in need. The cart attached to our
brand name depicts the importance of shopping
healthy with local grocery stores.

By partnering with local markets and larger
chain grocery stores as subscribers for
promotion of their stores, target consumers can
use this application free of charge. Additionally,
health-related commercials and product ads
can be featured in the application for products
being promoted on sales that particular week,
or other products designated by manufacturer
sponsors. Finally, there will be an available
incentive plan/program, which would involve
gaining access to a more diverse range of
recipes based on what ingredients are in a
consumers’ inventory and what is on sale at the
local grocery store when the consumer uses the
EconoEats application (See Appendix 3.4).
EconoEats has the goal of providing a
comprehensive experience in shopping smart
and eating healthy through a mobile application.
To help the business accomplish this goal, our
marketing strategy will pursue the following
initiatives in 2019:
— Initiative 1
Description: Over the next twelve months, we
will be working on developing partnerships with
local markets and larger chain grocery stores to
be subscribers for promotion of their stores so
that target consumers can use this application
free of charge.
Goal: To raise awareness of our purpose in large
communities in Fairfield County, Connecticut (i.e.
Bridgeport, Norwalk, and Stamford).
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Metrics: To gain access to 6-10 large grocers
such as ShopRite/Grade-A, Walmart, Stop &
Shop in Fairfield County, through promotion of
the application in local flyers and postings
within the stores.

II. Consumer Personas

— Initiative 2
Description: Invest in social media advertising to
increase brand visibility.
Goal of initiative: Increase our application/
website’s SEO rank on Google through online
advertising on platforms such as Facebook and
Grocer websites.
Metrics: 50 website hits and 10 application
downloads per week.

Elsa:
Elsa is 36 years old single mother. She works
as a receptionist for a local small-medium
business (SMB) for a living, and spends her free
time taking care of her 3 primary school aged
children. Ultimately, Elsa wants to limit how
much money she is spending on food without
compromising on food quality, in addition to
limiting the time spent shopping.

— Initiative 3
Description: Provide nutrition lectures at local
community centers and school visits as a way
to promote the purpose of the application to
live healthy and save money while doing it.
Goal of initiative: Educate and increase
visibility with target markets in low-income
communities.
Metrics: Accomplish a combined thirty
educational and promotional lectures in the
identified communities within the first twelve
months of operation.

Mark:
Mark is a 55-year-old, recently diagnosed type-II
diabetic. He works as a security guard at a local
school and weekends at the shopping mall for a
living. He spends his free time with his wife and
dog. Ultimately, Mark wants to eat as closely to
his previous diet as possible while being diligent
with his new health diagnosis. He often does not
have a lot of time after work to shop and resorts
to fast food because it is also cheaper. He wants
to find healthier alternatives that also will not
break the bank.

Within our target market(s), we have identified
the following buyer personas to represent our
ideal customers:
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III. Marketing Channels

V. Competitive Analysis

The following websites and social media
channels will be used for educating our
customers, generating leads, and developing
brand awareness, with these short-term goals:
EconoEats.com
Purpose of channel: Brand awareness and full
description of product.
Metrics: 500 unique page views per month.
Facebook
Purpose of channel: Advertising/Brand
awareness
Metrics: 100 clicks to main site per month.
Instagram
Purpose of channel: Advertising/Brand
awareness
Metrics: 400 clicks to main site per month.

Our application has the goal of providing a
comprehensive experience in shopping smart
and eating healthy through a mobile application.
To help the business accomplish this goal, it
is important to properly identify existing and
potential competitors of the same industry or
similar product or service. Based on research
conducted of the mobile health and grocery
shopping industries, “[t]he global mobile health
(mHealth) app market is projected to be valued
at US$28.320 billion in the year 2018 and is
expected to reach US$102.35 billion by 2023”
(Wood, 2017). Additionally, Forbes Magazine
reported that in a 2018 study by eMarketer,
“grocery app usage among Americans will grow
in the future from 18 million in 2018 to 30.4
million in 2022.” (Bandoim, 2018). In 2017, there
was 325,000 mHealth apps available in either
iOS or Android. This does not even account for
the mobile grocery app market in which 54% of
grocers have or are in the process of developing
mobile shopping applications. This is based on a
“February 2018 survey by the Food Marketing
Institute (FMI) and The Hartman Group, 72% of
US grocery buyers interact with grocery retailers
in some digital form.” (Garcia, 2018). Although the
market seems to be saturated, there is obvious
room for growth and opportunity by correctly
identifying the needs of your target market and
providing them with a seamless experience.

IV. Promotion
There will be an initial free offering of the
application as mentioned previously. Additionally,
we plan to offer an initial promotion to the first
1000 registered accounts to be used at their first
purchase. Other promotional campaigns include:
— Community information sessions about healthy
eating, cost savings, and time conservation.
— Educational outreach to local school systems,
providing information to students to bring home
to their parents.
— Offer promotional sample packages to
local schools, as well as pop-up stand at local
grocery stores to showcase the purpose and
use of the service.
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By emulating and combining the functionality
of well-known mobile applications such as
Ibotta, Epicurious, SideChef, and Instacart, our
application allows consumers to save money and
live healthy all in one place. Consumers also find
cost as well as convenience extremely attractive
especially those with busy schedules and big
families. This application will be free for any user
due to the subscription of grocers, manufacturers,
and other sponsors.

— Instacart and Peapod
Instacart and Peapod are store-to-door grocery
delivery services, which allow consumers to
order their groceries online and have them
delivered at a designated time. Sometimes there
are promotion customers. Our application is
competitive because of the integrated sales/
coupon offerings, as well as the menu offerings.
We do see Instacart as a possible partner in
potentially offering a delivery function.

— Ibotta
The Ibotta rebate mobile application, which has
hundreds of merchants across dozens of markets,
whose sole goal is to gain a finder’s fee for each
purchase made once a barcode has been scanned
and receipt has been uploaded. In 2016, Ibotta
was reviewed by SavingFreak.com as the top
grocery coupon application. However, it does not
offer the unique service that EconoEats would by
having everything setup for customers to save
time as well as money.

— Health-Based Apps
Health and fitness apps are becoming increasingly
refined, and healthcare organizations are figuring
how to embrace their use by patients. The IMS
Institute for Healthcare Informatics set the total
number of mobile health apps at 165,000—given
the rate of growth at the time, that number is
closer to 200,000 now. Approximately two-thirds
of applications are related to health and fitness.
The most popular health apps like MyFitnessPal,
Headspace, Fooducate, Lifesum, Jefit, etc., focus
on areas like tracking exercise routines, food
intake, motivating users, sharing tips, do’s and
don’ts, suggestions for best food items that help
in losing weight. But none of these health apps
connects users directly to grocery shopping,
taking into consideration their health(allergies and
intolerances), and lifestyle. Our idea is to develop
an app which filters the shopping list according to
the health benefits of the users and provide them
with the best reasonable price.

— Epicurious, Tasty, and SideChef
Health food and recipe related applications
such as Epicurious, Tasty, and SideChef also
have market influence, especially in regard to
integrated shopping list capability and filter
for specific diets. However, our application
distinguishes itself from all others in that it joins
several of these features to assist time and
budget-minded consumers in eating healthy,
none of which has been explored until now.
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— Food Stamps, WIC, SNAP
Mobile applications for food stamps are becoming
popular as they help low-income people to keep
track of money spent through food stamps, SNAP
and WIC. Apps like Fresh EBT offer customers’
opportunity to save money with digital coupons
which they have to add manually to their
account. The app is limited to locating grocery
stores, and farmers markets nearby that accept
SNAP benefits program and food stamps. The
user doesn’t have the flexibility to change the
preferences of the app according to their own
needs. If the user has some medical difficult (like
lactose intolerant), they don’t have the feature to
filter out the right products for themselves. Also,
the app is limited to locating the grocery store,
and not linked to the store in any way. Our idea
is to develop an app which links directly to the
grocery store, provides healthy food alternatives
according to user’s need and directly apply the
saving coupons which sometimes go unnoticed
by the user.
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VI. Strengths
The mobile application connects consumers
directly to retailers, which is beneficial for
reducing food wastage that is trashed by
supermarkets. It provides an accessible platform
for retailers to offer deals and simultaneously
a platform for lower-income groups to access
the deals and make the most out of their
available finances while maintaining their health.
Every food provides a different nutrient to our
body nourishment, which might or might not
be suitable for our disease. But, EconoEats
application filters the result based on the
customer’s disease/ailment and then provides the
healthiest food deals.

VII. Weaknesses
Analyzing the weaknesses of business allows
top management to determine what they need
to improve. Weaknesses hurt profitability and, if
not controlled, may cause a company to go out
of business. The most critical aspect of managing
EconoEats application is filtering the product
search results in the fast-paced growing markets.
Taking into consideration multiple variations
and modifications of a product over time should
be recorded in the application data while
continuously matching the people (with diseases/
alignments) to the new or evolved products.
Managing recipes according to the changing
eating trends and evolving ingredients is also a
challenge that has to be managed carefully.
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VIII. Opportunities
Opportunities are the possibilities a company has
for increasing profits or improving performance.
An opportunity could be something as simple
as releasing a new product or targeting a new
type of customer. EconoEats application can
make use of various opportunities to improve
the performance of the application for its
stakeholders; retailers, and customers. Some
opportunities identified could be grocery delivery
service, which lets people with disabilities, or
older people take advantage of ordering from
the mobile app and getting home delivery.
Furthermore, the app could provide rewards/
shopping points, which give an incentive to
people to use the app more often. EconoEats
can also collaborate with local fresh grown
produce farmers and act as a platform for farmers
to sell their fresh produce through the app.
This collaboration will not only provide quality
products but will also promote local businesses.

Finally, an opportunity EconoEats plans to pursue
is a partnership with WeightWatchers. We believe
our mission at EconoEats aligns with that of
WeightWatchers of eating healthy. We see this
as a marketing opportunity to reach another
target audience, as our primary is lower-income
families. With additional exposure, the chances of
generating additional users will increase.

IX. Threats
Threats are the external factors that usually
cannot be controlled. One of the major threats
will be price control. In this competitive market,
EconoEats needs to keep an eye on the price
points of what other discounted retailers are
offering and make sure that the quality and prices
are competitive enough for the customers who
are on a strict budget.

The EconoEats application will have the ability
to filter product search faster with multiple
variations and modifications of the product over
time. It will sync the health information of the
consumer of their most recent visit, displaying
the most current recipe menu applicable to the
consumers profile. EconoEats will also have
videos from professional chefs to personal
cooking videos about current eating trends, while
using the desired ingredients of the user.
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OPERATIONS MANAGEMENT
Organization and Personnel
One to two computer programmers, one
Marketing Specialist and one Nutritionist will
work to promote the business and engage
potential grocery partners, as well as schedule
promotional health talks with local communities
and schools. We will need the Marketing
Specialists to plan and execute promotional
health talks with local communities, engage
potential grocery partners, and schools.
The first six months of operation will be crucial
to develop, promote, test, and release the
application, as well as the website. This will
determine the feasibility past the six-month
point. Depending on the success of testing and
response from consumer use and grocers’
support will determine whether there is a
future for the business.
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Facilities and Equipment

Legal

Facility needs are modest. We will only
require a small office space but can also work
remotely if necessary or in a small business
incubator. Equipment needed will be computers
for personnel, with additional expenses for
programming software for the application.
Additional funds will be needed for promotional
cards and flyers for local businesses and families.

We will require trademarks for the EconoEats
name and logo, as and perhaps utility patent for
the mobile application itself. This is important
to prepare for due to the significant cost in
applying and keeping a patent. Additional legal
assistance will be required as we negotiate
partnerships with local grocery stores and other
potential partners or investors.

Privacy
The EconoEats app will collect private
information from the users, and thus will
comply with the Health Insurance Portability
and Accountability Act (HIPAA) Privacy Rule,
a federal privacy law that sets a baseline of
protection for certain individually identifiable
health information. There are some federal and
state privacy laws (e.g., 42 CFR Part 2, Title
10) that require health care providers to obtain
patients’ written consent before they disclose
their health information to other people and
organizations, even for treatment. Many of
these privacy laws protect information that
is related to health conditions considered
“sensitive” by most people (Services, 2018).
It is EconoEats policy to provide a secure and
individualized experience for each consumer, as
such it will not sell, nor store information longer
than each consumer is a registered customer.
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FINANCIAL ANALYSIS
The figures presented in the operating budget,
balance sheet, income statement, and cash
flow statements are realistic estimates, some
of which are contingent on geographic region.
This includes potential rent and cost of utilities,
while others are based on researched quotes.
EconoEats will require a start-up operating
cost of ~$100,000 for the first six months,
with ~$10,000 of this total being a one-time
cost. That being said, recurring operating costs
per year will be in the range of $185,000. This
includes the salaries of two full-time employees
and office space, which accounts for nearly 70%
of the operating budget.

Budget
In regard to the balance sheet, income
statement, and cash flow statements, we made
the following assumptions and projections that
may require clarity (See Appendix 3.1):
— Founders startup investment: $30,000
— Cash from Innovation Grants: $40,000
— Accounts Receivable: Grocer subscriptions
were based on case sample of the City
of Norwalk, as mentioned previously.
Additionally, to make this an attractive initial
offer, we thought it would be appropriate to
charge a negligible amount for the following
subscriptions, and 25% of any revenue
generated from purchases through the
EconoEats application after the initial $10,000
subscription fee.
— $10,000 per annual grocer subscription.
— $1,200 per month for grocer subscription
($12,000 annual).
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— Salary including Taxes & Benefits (two fulltime employees including Marketing Specialist
and Mobile Application/Software Developer):
$150,000. Salaries were evaluated based on
average startup salary ranges.
— Other Liabilities: $9,000 in the balance sheet
represents the commitment of rent for six
months of office.
Although the sample grocery store was S&S,
the goal is to partner with at least six markets
in the first year of operation. After showing
the effectiveness of the EconoEats application,
we have a realistic goal to grow to twelve
stores in the area. As reported in the previously
mentioned competitive analysis, in regard to the
mobile health and grocery shopping industries,
“[t]he global mobile health (mHealth) app market
is projected to be valued at US$28.320 billion
in the year 2018 and is expected to reach
US$102.35 billion by 2023” (Wood, 2017).
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Additionally, Forbes Magazine reported that in
a 2018 study by eMarketer, “grocery app usage
among Americans will grow in the future from
18 million in 2018 to 30.4 million in 2022.”
(Bandoim, 2018). This, along with the large
market at stake in our case sample, provides a
great opportunity for EconoEats to help people
save time, save money, and eat healthy, along
with stimulating the local economy. Over the
course of 2019, given the cash allotted to
the Marketing team, we expect to invest in
the following items to ensure we meet the
objectives outlined in this marketing plan (See
Appendix 5.1).
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Pricing
Local supermarkets will be charged an annual
($10,000) or monthly ($1,200) subscription
fee to have their market and associated sales
promoted in healthy recipe kit ideas that will
allow those on SNAP, WIC, or EBT to purchase
groceries seamlessly on the application.
Additionally, there will also be ads of sponsors
and manufacturers to pitch new products in
which EconoEats would get a commission for
those ads that lead to purchase. We plan to
make this application free for users. It is also
possible to make it free upon initial release, and
then pursue a modest membership fee with
increased recipe options and delivery once the
application picks up steam.

Capital Sought and Use
of Proceeds
Recurring operating costs per year will be
~$185,000. This includes the salaries of two
full-time employees and office space, which
accounts for nearly 70% of the operating
budget. The salaries including taxes and benefits
(two full-time employees including Marketing
Specialist and Mobile Application/Software
Developer): $150,000. Salaries were evaluated
based on average startup salary ranges; $85,000
being allocated for the Software Developer;
$65,000 for the Marketing Specialist. The latter
position can be renegotiated after the initial
start-up period, or cut, with responsibilities being
assumed by the founder to reduce expenses.
EconoEats will be seeking funding from a few
different sources, including an initial investment
from the founders of $30,000. Additionally,
EconoEats expects to receive funding through
multiple Innovation Grants, such as from CTNext
in an amount ranging from $20,000-$40,000.
Supplemental funding to cover the remaining
first eighteen months of operating costs of
approximately $200,000-$220,000 ($270,000
less the ~$50,000-$70,000 of initially funding)
will be from SBA-guaranteed loans with an
approximate interest rate of 10.25%. The
estimate of securing funding for the first
eighteen months of operation is based on the
break-even point being around the fifteenmonth point, if the projection of securing twelve
annual-based grocer partnerships is achieved.
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The business will immediately begin paying off
any loans once all operating expenses have been
paid-off. When the company breaks-even (target
for fifteen-month mark), the founders’ initial
investment will be paid through profits, unless
indicated to reinvest back into the business.

Risk Factors
Investing in EconoEats is inherently risky due to
the mobile software application industry being
flooded with different variations and one-offs
that could possibly be adjusted to provide a
similar service. There is also high risk due to the
unprofitability of the industry based on saturation.
Potential investors should carefully consider
the following risks, including those listed in this
business plan.
Technology Risks
— Based on how long it takes to develop the
software and receive feedback on beta tests, the
full application may not be ready for launch at the
six-month mark, therefore risking not reaching
revenue benchmarks to sustain operations past
the funded eighteen-month period.
— EconoEats may not be able to secure a patent
in time before launch, thereby risking being
duplicated.
Market Risks
— The target market may be slow to adopt the
EconoEats application/program and may require
additional outreach and education in order to
understand how the product or service benefits
them in their daily lives.
— Even though the target market is low-income
consumers, the customer is actually larger chain
grocery stores, such as Stop & Shop and ShopRite. If the customer takes an extended amount
of time between the first pitch and actual
adoption of the product, EconoEats might run out
of operating capital.
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Competition Risks
— Seeing how Peapod is a partner of Stop &
Shop, they may not choose to partner with
EconoEats and subsequently implement this
feature in their pre-existing application.
— Similar to the above risk and market risks,
EconoEats could be waited-out by potential
customers, making way for competitors to utilize
the concept.
Management Risks
— EconoEats plans to add a chef/nutritionist to
the staff to develop unique weekly recipes but
will not pursue this until sufficient revenue can
support it.
— The development of the application is
overwhelmingly dependent on the software
engineer creating the front and back-end
features. If we were to lose this individual, there
will need to be a sufficient knowledge transfer in
effect, in order to continue progress.
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Financial Risks
— Based on the conservative projections and
overestimating some of the costs, it will take
about fifteen months for your company to break
even and become self-sustaining. This has been
noted in this business plan and could potentially
take up to eighteen months. If this were to
happen, an evaluation of continued viability and
growth will need to be conducted and presented
to potential investors.
Legal Risks
— As noted in the technology risks section,
EconoEats may not be able to secure a patent
in time before launch, thereby risking being
duplicated. However, it is planned to have a
patent application submitted prior to release to
prevent this from happening.
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CONCLUSION
Throughout the development of this business
proposal, we have used the Design Thinking
process to guide us in order to identify a realworld problem that needs addressing. The
information presented in this proposal shows
the need for a service that allows anyone, but
especially those of low-income status to have
the opportunity to shop smart and eat healthy
without sacrificing additional money and time.
We have shown that it is not always cheaper to
eat fast-food based on a per-meal basis, nor is
it less time-consuming if one accounts for each
day spent at the drive-thru vice one shopping
trip per week. Based on our research, we have
identified this problem and believe there is
a market-gap for our proposed application.
There are many applications in the health food
industry, as well as that of grocery shopping.
However, none of these applications have been
able to identify all attributes we have concluded
to be the contributing factors for individuals and
families to choose fast food over healthy food.
The purpose clear and the presence is needed.
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In Design Management it is important to keep
in mind the triple bottom-line of people, profit,
and planet. We believe we have provided a
path to success with these principles in mind.
As a non-profit, it is important for us to focus
on the people and planet, and the profit should
follow accordingly. EconoEats targets those of
low-income status while also targeting the fact
that there is so much food wastage from fresh
produce at local supermarkets. The problem
is many people associate healthy eating with
high price, just as they associated find recipes
and shopping for them as time-consuming.
With EconoEats, we have addressed both, with
the only expense coming from local grocers,
which is conservative given potential revenue
opportunity by limiting food wastage. It is time
we show that eating healthy does not have to
break the bank or take an entire afternoon. And
it is time to reduce the amount of food we waste
by not knowing what is out there, and how easy
it is to get it.
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APPENDIX
I. 3.1 Budget Analysis (6 month)
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II. 3.2 City of Norwalk Case Analysis
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