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Appendix A: Business Model Canvas and Value Proposition Canvas 

Figure 1: Business Model Canvas 

 

Figure 2: Value Proposition Canvas 
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Figure 3: VPC as part of BMC 
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Appendix B: Superfood Market Research 

Figure 4: Superfood Consumption  

 

Figure 5: Google Search growth of food trends since 2011 
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Table 1: Superfood Product Segments 

Exotic Superfoods 

 Local 

Superfoods 

 
Superfood 

powder 

 

Superfood 

Smoothies 

 

Smoothie 

Bowl 

 

Juice Pads 

 

Superfood 

Meals 

 

Superfood 

Recipes  

 

Online 

shops 

selling one 

powder 

type or a 

wide range 

of 

superfood 

powder 

under their 

own brand 

or as an 

affiliate.  

 

This trend 

started 

from green 

smoothies, 

including a 

lot of 

vegetables 

instead of 

fruits only.  

 

Using 

frozen 

foods 

with 

superfood 

powder 

and 

superfood 

topping.  

 

With the 

frozen 

structure, 

they can be 

easily stored 

and used in a 

mixer to get 

the right 

texture.  

 

Superfood 

snacks and 

“bowls” has 

been taken on 

to “Buddha 

Bowls” or 

“Abundance 

Bowls” that 

include a 

balance of 

proteins, 

carbohydrates, 

healthy fats, 

and vegetables  

Bloggers, 

Instagram 

or Pinterest 

consists of 

tons of 

pictures of 

#Superfood 

Bowls 

#Acai 

Bowls 

 

Cheap, fresh 

and clean 

alternative to 

imported 

superfoods 

Advantages: 

grow in local 

countryside, 

can be eaten 

fresh instead 

of as powder, 

concentrate, 

pills, are 

cheap, directly 

purchased 

 

 

Table 2: Food Type and Value Trend 

Food Type Food Values 

Food with Function 

Superfoods 

healing and preventing 

Eco 

Food Safety 

Sustainability 

Artifical public Enemy 

Clean eating 

Spiritual Food 

Good & Healthy 

Fast Good 

Free Froms 

Transparency 

Origin  

Ingredients 

 Urgetreide Cooking to Share 

Alternatives Diets Slow Coffee 

Diet by DNA The new Classic 

Smart food New Snacks 

 Regionality 
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Figure 6: Mapping Superfood Competitors:  time to meal vs channel  

PDF File Link: https://drive.google.com/open?id=0B9GXu57F4Sh8eS1hYkIwY0ltYlk  

 

 

 

https://drive.google.com/open?id=0B9GXu57F4Sh8eS1hYkIwY0ltYlk
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Figure 7: Mapping FoodTech Competitors:  convenience vs food type  

PDF File Link: https://drive.google.com/open?id=0B9GXu57F4Sh8eS1hYkIwY0ltYlk  

 

 

 

https://drive.google.com/open?id=0B9GXu57F4Sh8eS1hYkIwY0ltYlk
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Appendix C Business Models for Idea  

Table 3: Ranking of Business Models 

Exel File: BM Evaluation Criteria 

Link: 

https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8VHJ4UWdsZzdNOFk/view?usp=s

haring  

 

 

Figure 8: Value Proposition Canvas filled by Interviewee. 

  

 

https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8VHJ4UWdsZzdNOFk/view?usp=sharing
https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8VHJ4UWdsZzdNOFk/view?usp=sharing


39 

 

Appendix D Survey and Interview Results 

Google Survey Link: 

https://docs.google.com/a/novasbe.pt/forms/d/1O1tzFzWG6ePC1M3S4_vczTQRK_8JKzf4of6W

78EUkEE/edit?usp=sharing 

 

 

 

https://docs.google.com/a/novasbe.pt/forms/d/1O1tzFzWG6ePC1M3S4_vczTQRK_8JKzf4of6W78EUkEE/edit?usp=sharing
https://docs.google.com/a/novasbe.pt/forms/d/1O1tzFzWG6ePC1M3S4_vczTQRK_8JKzf4of6W78EUkEE/edit?usp=sharing
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Interview Questions and Summarized Responses (N=10) for Customer Validation  
 

General Diet tasks around diet: 
 

Customer Jobs to be done:  

How do you currently make sure to get all nutrients? 

 restaurants 

 canteen at uni  

 breakfast at home 

 cook at home 

 takeaway 

Where do you go shopping for food? How often? 

 local supermarkets like Rewe 

 tried hello fresh, but its too expensive I liked the food, disadvantage you have to cook  

 at supermarkets, sometimes to organic stores 

 I would like to buy at organic stores, and I do so sometimes, but it is also expensive 

 just go to stores on the way 

 

How often do you cook at home? 

 mostly in the evenings during the week 

 I prepare my food at home every to take it to university 

 I mainly cook 3-4 times a week larger portions for the rest of the days 

What do you try to achieve with your diet? 

 no nothing, sometimes I try to eat healthy but I fail  every second day 

 building up weight, try to be vegetarian  

 be healthy 

 muscle gain 

 get energy for the day 

 strengthen my immunity  

Customer Pains:  

What are the hassles / challenges you experience in your daily diet? 

 time and often I don’t know what to cook, no time and don’t know what to cook and I don’t like 

to cook just for myself 

Do you pay a lot of money? 

 cheaper if you cook for yourself, at an organic store I think meat is expensive  

 its fine, I try to buy better meat and organic but sometimes its too expensive, I would definitely 

buy more if it would be cheaper 

Does it cost you a lot of time? 
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 especially the shopping takes on a lot of time because I have troubles planning meals ahead so I 

just go every day since I walk by the store anyways 

 I just often decide to cook something simple or not cook but just eat a sandwich because yet it 

takes a lot of time that I need for other things 

 it costs time and also I don’t like doing it every day so I often fail to make something healthy  

Customer Gains:  

What quality level do you expect? 

 a high quality is important  

 I think for meat the quality is mostly important to me 

 food with good quality is great but I cannot always afford it, so an affordable healthy meal would 

be great, also you often do not know when eating outside what exactly is in a meal and where 

does the food come from 

What do you enjoy about your current solution? 

 mh I am not sure I enjoy myself cooking, since I don’t use any solution. I mean I am pretty 

flexible and I can decide what I eat every day so I guess that’s good.  

What would make your life easier concerning your diet? 

 I would like to have a personalized nutrition plan and more knowledge about the impact of some 

food/nutritions 

 cheaper organic food 

 Provide me with recipes 

 it's hard to keep track of my marco/micronutrients and my calorie intake 

 Rezepte aus der KptnCook-App sollte es in Portionsgröße a la HelloFresh auch im Supermarkt um 

die Ecke geben - gibts bisher nur in Berlin :( 

 I would like to have someone doing it for me 

 healthy, quick lunch options, vegan, low fat, gluten free, delicious 

 Healthy food delivery 

 

What would you like to change concerning your diet? 

 

 Buy more bio, local, fresh. Eat more balanced 

 eat more vegetables and fruits, cook more often 

 have more time to cook and eat more healthy 

 Eat more regulary, better food 

 buy local more frequently 

 Cook more often with fresh veggies and stop binge eating sweets after a long day 

 Cook more often 

 cook more often, more balanced diet 

 eat more healthy food 

 

Superfoods:  

Do you know what superfoods are? 

 no, yes you mean like Chia seeds? I heard of it from the newspaper and I think they are healthy 

and have all nutrients chia seeds are fake I heard 



42 

 

 yes, I have leinsamen at home 

 yes like Acai powder or Goji right? 

 I eat a lot of nut that I think are superfoods 

 mostly heard of Goji but I think Blueberries are as good 

 

Have you ever eaten a superfood meal/bowl? 

 

 I never tried but looks very healthy and filling 

 looks like a lot of work to cut everything and many things you need 

 I would really like to try it, the fruit bowl looks like a smoothie to eat 

 not sure, I think some places have like a healthy salad bowl or so but I am not sure of superfoods 

 yes I always prepare meals like this its what I use to eat for the diet I follow. Because I have 

problems with my stomach I am only eating these specific foods so I feel better during the day  

 For me these are exactly the foods I can eat, it’s a diet I follow called FODMAP, I just recently 

discovered but when I do it its really great because I don’t always have the stomach troubles 

anymore.  

 

Appendix E Mixtbowls MVPs 

Figure 9: Personalized Nutrition App Mockup 
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Figure 10: Facebook Page: www.facebook.com/Mixtbowls  

 

 

Figure 11: Mixtbowls App Mockup  

 

 

 

 

 

http://www.facebook.com/Mixtbowls
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Figure 12: Landing Page 

Link: www.mixtbowls.com  

 

http://www.mixtbowls.com/
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Figure 13: Facebook Posts  
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Figure 14: Mixtbowls Explain Video  

Link: https://www.facebook.com/pg/Mixtbowls/videos/?ref=page_internal 

Google Drive Link: 

https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8VVFtQ1ZwLUVLUms/view?usp=

sharing   

 

 

Appendix F Mixtbowls Ad Campaign 

Figure 15: Campaign Setting and Results with AdEspresso 

 

https://www.facebook.com/pg/Mixtbowls/videos/?ref=page_internal
https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8VVFtQ1ZwLUVLUms/view?usp=sharing
https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8VVFtQ1ZwLUVLUms/view?usp=sharing
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Appendix G IBS and FODMAP  

Figure 16: List of low- and high-FODMAP Foods  
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Table 4: FODMAP Survey Results 

Link to Survey Results: 

https://docs.google.com/a/novasbe.pt/forms/d/1O_ey7KOUTGpwDk9tEhAQrXU2z7AobT27QG

nj9IcJkVw/edit?usp=sharing  

Criteria Choice Answers 

(N=27) 

Challenges 

too much effort 

sticking to diet 

14 

10 

lack of knowlegde 4 

no out of home solution 19 

Needs 

knowhow 7 

planing meals 18 

stick to diet 12 

Offering 

low-fodmap ingredient 

delivery 8 

recipe plan 13 

ready to eat meals 14 

Features 

Planning 6 

Transparency 17 

Variety 16 

Convenience 10 

Quality 10 

 

 

 

 

 

 

 

 

https://docs.google.com/a/novasbe.pt/forms/d/1O_ey7KOUTGpwDk9tEhAQrXU2z7AobT27QGnj9IcJkVw/edit?usp=sharing
https://docs.google.com/a/novasbe.pt/forms/d/1O_ey7KOUTGpwDk9tEhAQrXU2z7AobT27QGnj9IcJkVw/edit?usp=sharing
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Appendix H: NAMI MVPs 

Figure 17: NAMI Facebook Page 

Link: https://www.facebook.com/Nami-Foods-1023490077779437/  

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.facebook.com/Nami-Foods-1023490077779437/
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Figure 18: NAMI Landing Page 

Link: http://www.nami-foods.com/  

 

http://www.nami-foods.com/
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Figure 19: NAMI Explain Video 

Google Drive Link: 

https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8d0RzeDByZXJGY00/view?usp=sh

aring  

 

 

https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8d0RzeDByZXJGY00/view?usp=sharing
https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8d0RzeDByZXJGY00/view?usp=sharing


53 

 

Figure 20: NAMI App Mockup  
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Appendix I NAMI Facebook Campaign  

Table 5: Facebook Ad Results 

Ad Set 

“Reach” Results Impressions Reach 

Cost per 

Results 

Amount 

Spent 

(EUR) Clicks  

Page 

Engagement 

Overall 

Results 10085 10085 8618 1.487357 15 13 8 

IBS Ad 6194 6194 5732 1.488537 9.22 10 7 

Fodmap 

Ad 3891 3891 3632 1.485479 5.78 3 1 

        

 

Ad Set “Clicks” Clicks Reach Cost per Results 

Overall Results 36 164352 1.66 

FODMAP Ad 18 138304 1.66 

IBS Ad 18 137087 1.66 

 

Figure 21: Campaign Objectives and Marketing Funnel  

(Balasz Balay, Marketing Expert at Facebook, 2016)  
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Figure 22: Facebook Ad Demographics 

  

Appendix J: Business Model Considerations 

Table 6: Customer Segmentation 

Customer 

Segment 

Characteristics 

People affected by IBS 

The FODMAP Starter The Experienced 

FODMAPer 
Background Never heard of 

FODMAP 

Heard of FODMAP 

before 

Needs Knowledge on Diet, 

Trustworthy Information, 

Starter Support, Delicious 

& Enjoyable meals 

Starter Support, 

Delicious & Enjoyable 

meals 

Relief Symptoms, 

Convenient Service, Meal 

Innovations & Choices, 

Balanced life 

Demographics Age Groups: 18-24, 25-34 Age Groups: 18-24, 25-

34 

Age:25-34, 35-44 

Geographic Germany, usually in cities 

with universities 

Germany, usually in 

cities with universities 

Germany, usually in cities 

with developed urban 

society where food 

delivery is common 

Interests Sports, Entertainment, 

Travel 

Sports, Entertainment, 

Travel 

Career, Family 

Psychographics Looking for information, 

resources on blogs, FB 

groups, experienced 

fodmapers  

Looking for 

information, resources 

on blogs, FB groups, 

experienced fodmapers  

Sharing their problems in 

communities, have tried of 

different solutions and 

look for inspiration and 

new findings 

Behavioral socially connected, but 

need to find right groups 

to be understood. 

Unsure on food 

consumption, still 

experimenting what they 

cannot eat well and look 

for help in diets, wellness, 

alternative medicine 

socially connected, but 

need to find right groups 

to be understood. 

Unsure on food 

consumption, still 

experimenting what they 

cannot eat well and look 

for help in diets, 

wellness, alternative 

medicine 

Socially connect with IBS 

peers, know which foods 

they cannot eat, but have a 

hard time sticking to diet 

strictly.  
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Table 7: Customer Targeting Board 

Targeting Board 

 The FODMAP Starter The 

experienced 

FODMAPer 
Requirements Never heard of 

FODMAP 

Heard of 

FODMAP 

before 

Measurable xxx xx xxx 

Substantial xxx xx x 

Accessible xxx xxx xx 

Actionable xxx xx x 

Responsive xxx xx x 

 

Appendix K Service Design  

Figure 23: PSO Triangle  

 

Figure 24: Service Design Principles Frei 
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Table 8: Service Design Criteria - Startup Analysis  

Exel File: Startup Service Design Analysis 

Link: 

https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8N3YwMTgwUE85Nkk/view?usp=

sharing  

Service Design Offering and Focus 

 

Service Design Funding Mechanism 

 

Service Design Employee and Customer Management 

 

https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8N3YwMTgwUE85Nkk/view?usp=sharing
https://drive.google.com/a/novasbe.pt/file/d/0B9GXu57F4Sh8N3YwMTgwUE85Nkk/view?usp=sharing
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Table 9: Customer Segment and NAMI Solution Design 

 

VPC Customer Jobs, Pains, Gains NAMI Solution 

Priorities Jobs Pains Gains Service 

Excellence 

Offering 

Description 

1 

Planning, 

shopping and 

preparing 

meals 

Food Choice: 

what  to eat 

vs. what is 

good for one 

Food 

Transparency 

Transparen

cy 

Meal Guides on 

ingredients, nutrition 

2 
Sticking to 

the diet 

Time 

consuming 

Meal Variety 

 

Variety A weekly changing menu 

3 
Knowing 

which foods 

are ok 

Sticking to 

the diet 

Convenience Convenienc

e 

Delivery of ready-to-heat 

meals, giving flexibility in 

eating schedule 

4 
 Lack of 

knowledge 

Food Quality Planning Weekly Meal Plan 

Creator, curation and add 

on of meals 

5   Meal Planning   

 

 

 

 

 

 


