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Abstract 

FoodEd is a gamified culinary education platform that is designed to reconnect users 
with their own cultural “food roots” and to give them the opportunity to experience foods 
from other cultures. By combining “Ingredient Quests,” mini-games, interactive 360° 
virtual market tours and step-by-step cooking guides that are based on discovered and 
chosen ingredients, FoodEd transforms exhaustive meal preparation into an immersive 
but casual learning experience. It is a Multi-Sided Platform that connects families cook-
ing at home with schools teaching social studies and home economics and leverages 
local grocers as key partners. It uses micro-transactions to remove time limits and to 
add content packs for the user which provides a sustainable source of income. 

 

 

 



 

  



 

 



 

Customer Segments 

I decided to target four segments: The Time-Strapped (Single) Parents (as detailed in 
the empathy map) prioritize health but have decision fatigue, anxiety about wasted 
resources and time constraints. The Educated Cultural Explorers are wealthier par-
ents/individuals who view food as “cultural literacy” and actively want to support local 
businesses while teaching their children. The K-12 Educators are teachers looking for 
interactive and standard-aligned options to replace old and static textbooks as well as 
expensive field trips. The Specialty (Cultural) Grocery Partners are business owners 
who need to bridge the “knowledge gap” to sell ingredients and foods to “non-native” 
cooks. 

Value Proposition 

FoodEd provides value to every segment with the “Gain Creator/Pain Reliever” frame-
work used in the empathy maps. For single parents, I provide a Pain Reliever by re-
moving decision fatigue via gamification. For educators, I offer a Gain Creator by bring-
ing 360 field trips into the classroom. For grocers, I offer Accessibility by connecting 
motivated buyers directly to their specialty inventory via pop-ups. 

Channels 

To generate Awareness, I use targeted social media ads and In-Store QR Codes that 
are placed on partners’ grocery items (e.g., scanning a bag of cumin launches a “Spice 
Quest” and adds the ingredient to the In-App Ingredient List). In the Evaluation phase, 
the Free-to-Use Base App acts as a trial, allowing users to play limited daily mini-
games and visit markets without payment. As soon as users are engaged, the Pur-
chase phase is facilitated through microtransactions for points and content unlocks. 
For the B2B segment, I provide direct licensing sales at EdTech conferences. Finally, 
in the After-Sales phase, automated in-app support and community forums improve 
the experience for users and partners. 

Customer Relationships 

I maintain relationships through a mix of automated services and community participa-
tion. For parents, we use “Energy & Point Mechanics”. Users have limited points & play 
time per 24 hours, creating a retention loop where they return daily as energy refills. 
For the “Educated Explorer,” I encourage communities to share their learning progress, 
experiences and recipes as a means for co-creation. For schools, I offer dedicated 
personal assistance for curriculum integration. 

Revenue Streams 

FoodEd utilizes “Free-to-Use” microtransaction models rather than subscriptions, 
aligning with mobile gaming trends. It provides Asset Sales to the consumer who pur-
chases “Point Packs” (Small: 99¢/100pts; Large: $9.99/1000pts) to speed up progress. 
This acts as a one-time transaction revenue stream. Users can also purchase “Content 
Unlocks” ($2.99) to access new Virtual Markets and ingredients. Grocers provide 
Sponsorship and pay an advertising fee to be featured as the “Recommended Retailer” 



for selected ingredients. For schools, I provide Licensing. They pay an annual fee 
($10/student/year) for the unlocked educational version. 

Key Resources 

I require four categories of resources. Intellectual: The proprietary “Content Library” of 
recipes and gamification algorithms. Human: Developers for app mechanics and ped-
agogical experts. Physical: Servers for VR streaming. Financial: Initial seed funding 
(MEITE) to cover development costs. 

Key Activities 

Success depends on Platform Development to make sure the “economy” (points & 
energy) is balanced and engaging. Content Production activities focus on filming 360° 
market tours. Problem Solving is critical for my B2B segment with mapping content to 
state standards. 

Key Partnerships 

I leverage Strategic Alliances with museums to verify content authenticity. Buyer-Sup-
plier Relationships with ethnic grocers are central to my sponsorship model in which I 
drive customers to them and they fund me. Joint Ventures with VR studios allow me to 
acquire high-end production capabilities without purchasing expensive equipment. 

Cost Structure 

FoodEd follows a Value-Driven structure. It focuses on value creation rather than cost 
minimization. Fixed Costs include the primary burn rate of Human Capital 
($20,000/mo.) and Content Production ($8,000/mo.). Variable Costs consist of Server 
Hosting ($1,500/mo.) which scale linearly with user growth due to 4K 360° video band-
width requirements. 

 

  



Estimated Monthly Burn Rate at launch 

Cost Category Type Monthly Es-
timate Rationale / Industry Benchmark 

App Development 
Team Fixed $20,000 1 Lead Unity Dev & 1 Web Dev 

Content Produc-
tion Fixed $8,000 Production of 2 “Market Tours” per 

month (Filming, Editing, Travel) 
Server & VR Host-
ing 

Varia-
ble $1,500 Hosting for 4K 360° video streaming 

Marketing & UA Varia-
ble $5,000 Social Ads & Store QR Code printing 

Software Li-
censes/Admin Fixed $500 Unity Pro Licenses, Adobe Cloud, Le-

gal 
Contingency 
Buffer 

Varia-
ble $3,000 10% buffer for unforeseen cost 

TOTAL 
MONTHLY 

                        $38,000 

 

Open Challenges 

The biggest challenge is the Cross-Side Network Effect, a phenomenon where the 
value for one user group depends on the presence of the other. Partners will only pay 
sponsorship fees if there is a big enough user base. However, users will only value the 
recommended retailer features if there are enough local grocers onboarded. To over-
come this, the venture must launch in a hyper-local market to build sufficient density 
on both sides simultaneously. 

  



Supplemental Materials (DT 1 to 6) 

A) Wicked Problem

 

 

B) Original Empathy Map 

 



C) Brainstorming 

 

 

D) Prototype Storyboards 

 

 


