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[bookmark: _Toc130226487]IntroductionBMSW6102 Developing Innovation and Creativity for the Workplace

Dr Olu Adegbite
Tian Currie 2010067

Innovation is a motivating force in all fields of human activity, from technology and science to business and the arts. It involves the creation of concepts, products, and services by delivering easier, less expensive, or more convenient solutions to the current problems and significant changes in our economy and culture are being driven by technological innovation (Schwab and Davis, 2018). 
To address the growing problem of food waste and provide a forum for sharing extra food with those in need, this project plan is for our food waste and sharing app, WasteNot. The application will make use of cutting-edge technology to build a safe and effective platform for use by low-income families.
[bookmark: _Toc129733689][bookmark: _Toc130199715][bookmark: _Toc130224394][bookmark: _Toc130224838][bookmark: _Toc130226488]Why is it needed? 
Food poverty affects 8.4 million people in the UK, and the country is the leading contributor to food waste, producing approximately 9.5 million tonnes of waste each year (Managed and Philoxenides, 2022). According to the Independent Food Aid Network (2022), the need for food banks has increased by 95% since Autumn 2021 due to rising living costs which highlights a main driver for the need for WasteNot.
Consumers now use mobile phone apps for a variety of activities, with 91% of users downloading apps from the Google Play Store and 96% of users downloading apps from the Apple App Store (Heywood, 2022). Developing applications for mobile devices allows for convenience and accessibility while on the go. Another advantage is that the app can provide users with real-time updates on food availability or the expiration of food products that they already own.
The app aims to solve the problem with food waste and promote sustainability, this works both for the consumer as food is offered at discounted prices, but also the business as they can make a profit of food that would otherwise go to waste. Not only is the app scalable, as it can be replicated in other countries, but it can also be replicated in other markets. 
According to studies, low-income families, particularly those with young children, frequently struggle to consume enough food to reach the recommended nutrient levels .
Therefore, WasteNot will ensure that low-income families will receive wholesome meals because they frequently struggle to consume the appropriate quantity of nourishment (Loopstra et al., 2015). WasteNot allows families to track their intake to ensure meal plans include the relevant nutrients. Overall, WasteNot can assist low-income families in maintaining their financial stability and overall well-being. WasteNot will help to relieve the stress of trying to feed a family on a limited or reduced income by providing meals within their budget and assisting in becoming more efficient when planning meals, thereby reducing food waste.
[bookmark: _Toc130199716][bookmark: _Toc130224395]Market research will be conducted to ensure that WasteNot meets the demands and preferences of the target audience. This allows for the formation of partnerships with local manufacturers and suppliers for items that users want to see featured and recipes that they want to see on the app.
[bookmark: _Toc130224839][bookmark: _Toc130226489]Why WasteNot App?
[bookmark: _Toc130213460][bookmark: _Toc130213557]Mobile apps have become popular because they allow people to access goods and services at any time and from any location (Lee and Lee, 2019). With the HW use of mobile applications, WasteNot would concentrate on developing a mobile app using Amazon Web Services (AWS) because of the flexibility and features provided to suit WasteNot's development, the benefits of this can be seen below in Figure 1. 
[bookmark: _Toc130215932][bookmark: _Toc130226309]Figure 1 – Benefits of AWS
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[bookmark: _Toc130215933][bookmark: _Toc130226310]Figure 2 - How WasteNot Works

By using the process above in Figure 2, the platform generates "food shopping" lists based on users weekly budget, preferences, and dietary needs. Food is purchased in bulk from manufacturers or suppliers to provide customers with a lower price. Users earn 1 points for every £1 spent and other actions, and every 500 points can be exchanged for a bonus. The platform allows users to enter the expiration dates of the products they own, and it will automatically update with items that have been sent out to maintain inventory and include these in the preparation of meals.
The Customer Hub section allows for user interaction such as sharing recipes, ideas, and reviews, which fosters collaboration. The Marketplace / Swap Shop allows users to gift items that would otherwise go to waste. 
Users who sign up during the first month of operation will receive a monetary discount on their first order, as well as two hundred bonus points.
[bookmark: _Toc130224396][bookmark: _Toc130224840][bookmark: _Toc130226490]Website
Although the main platform will be app based, a website will be created offering the exact same service. This allows users to gain access to the platform without the need for a smartphone. 
[bookmark: _Toc130199718][bookmark: _Toc130224397][bookmark: _Toc130224841][bookmark: _Toc130226491]Target Audience
[bookmark: _Toc130213462]WhasteNot will be initially aimed at low-income families that might have limited income for access to fresh and healthy food options or those referrals made from agencies who assist these families; however, the plan is for WasteNot to become more widely available. WasteNot seeks to bridge the gap between food waste and food poverty in the UK by turning excess food into feeding the hungry. Forty-two percent of people of people are spending less on their food items (Office for National Statistics, 2022) and there have been 10 areas that have been identified as the most deprived areas within the UK. These areas which can be seen in the figure 1 below, will be where WasteNot will focus initially. 
[bookmark: _Toc130215934][bookmark: _Toc130226311]Figure 3 - Deprived Areas UK
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(Ministry of Housing, Communities and Local Government, 2019)
[bookmark: _Toc129733692][bookmark: _Toc130199719][bookmark: _Toc130224398][bookmark: _Toc130224842][bookmark: _Toc130226492]Value Chain 
[bookmark: _Toc129733693]WasteNot aims to create an innovative solution to food waste. To fully understand how this will benefit users, the Porters Value Chain Model Analysis (Porter, 1985) which can be seen in the figure below is beneficial to identify areas that will add value to the end user as well as areas where competitive advantage can be gained while improving the chances of long-term success.
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[bookmark: _Toc130215935][bookmark: _Toc130226312]Figure 4 - WasteNot Value Chain
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[bookmark: _Toc129733701][bookmark: _Toc130199731][bookmark: _Toc130224399][bookmark: _Toc130224843][bookmark: _Toc130226493]Competitors
[bookmark: _Toc129733702]Whilst there are no direct competitors offering the exact service, there are alternative sustainability apps on the market that aim to reduce food waste and/or provide meals to suit individuals’ budgets. 
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[bookmark: _Toc129733706][bookmark: _Toc130199732][bookmark: _Toc130224400][bookmark: _Toc130224844][bookmark: _Toc130226494]Value Proposition 
To differentiate WasteNot for low-income families and its value proposition from competitors, it is critical to understand the difficulties and needs of this specific user group. The value proposition and ways in which WasteNot will differentiate itself from others on the market are critical indicators and momentum in the business's success and growth (Lanning, 1998), these include: 
[bookmark: _Toc129733707][bookmark: _Toc130199733][bookmark: _Toc130224401][bookmark: _Toc130224845][bookmark: _Toc130226495]Affordability 
By making food more affordable for low-income families compared to competitors, WasteNot aims to focus on affordability. Recipes are adjusted to each user's budget, considering both food items they can buy via the app and food they already have at home. Families are searching for affordable methods for managing their food budgets and eliminate food waste due to food poverty being on the rise. (www.local.gov.uk, 2023).
[bookmark: _Toc129733708][bookmark: _Toc130199734][bookmark: _Toc130224402][bookmark: _Toc130224846][bookmark: _Toc130226496]User-Friendly
WasteNot App will be built using the AWS platform and the website will use HTML, JavaScript, and CSS to provide a clean and simple platform. Users will be able to enter food items into inventory by manually entering the data, scanning barcodes, taking pictures, or selecting from pre-defined lists that are updated on a regular basis based on user inputs. While the primary application will be a mobile web app accessible via any smartphone, users will be able to access the platform via any device that can access a web page. WasteNot hopes to increase the likelihood of success and market share of the target demographic by developing a user-friendly app that is accessible by all. The app will also feature a user-hub and swap shop allowing users to gift items they no longer have any use for. 
[bookmark: _Toc129733709][bookmark: _Toc130199735][bookmark: _Toc130224403][bookmark: _Toc130224847][bookmark: _Toc130226497]Partnerships 
The aim is to partner with food manufacturers and suppliers to gain access to imperfect produce, which is unsellable to the mass market and purchase these items at a reduced cost. This not only benefits the supplier, by reducing food waste which ties into building a sustainable food future (Harvard T.H. Chan, 2017) but also provides healthier options for those on a lower income. 
Where additional support has been highlighted by a user on the app, other partnerships would include local food banks, shelters, and community organisations for signposting to other services and referrals to the app.
[bookmark: _Toc129733710][bookmark: _Toc130199736][bookmark: _Toc130224404][bookmark: _Toc130224848][bookmark: _Toc130226498]Tailored Meal Plans & Recipes 
Where other food apps allow you to shop and chose your food items only, WasteNot will customise recipes based on pending orders, allowing you to pre plan meals, orders which have been delivered, along with food items in inventory. All recipes include ways to bulk food portions for more portions or remove items for reduces sizes by tailoring recipes based on users’ budgets. 
By identifying and addressing each user's specific needs and increasing customer awareness, trust, and loyalty, WasteNot aims to offer a beneficial, easily accessible, and cost-effective solution that helps users save money while reducing food waste.
[bookmark: _Toc129733711][bookmark: _Toc130199737][bookmark: _Toc130224405][bookmark: _Toc130224849][bookmark: _Toc130226499]Sustainability
To ensure that WasteNot is sustainable a combination of following strategies will be implemented to maintain an advantage over competitors: 
[bookmark: _Toc129733712][bookmark: _Toc130199738][bookmark: _Toc130224406][bookmark: _Toc130224850][bookmark: _Toc130226500]Continued Improvement & Expansion
The app will be continually developed based on trends technology and user feedback. With a plan to reach potential users by expanding into regions outside of those that were initially identified as highly deprived to build a larger customer base. Expansion into partnerships with clothing manufactures can help to reduce the risk of dependency and provides a unique and innovative user experience. 
[bookmark: _Toc129733713][bookmark: _Toc130199739][bookmark: _Toc130224407][bookmark: _Toc130224851][bookmark: _Toc130226501]Varied Revenue Streams
Users must pay a £5 delivery fee for orders under £50 to cover costs. Additional revenue streams will be generated by advertising packages sold to manufactures and food suppliers, which range from inclusion in marketing materials to app advertisements.
[bookmark: _Toc129733714][bookmark: _Toc130199740][bookmark: _Toc130224408][bookmark: _Toc130224852][bookmark: _Toc130226502]Brand Identity & Partnerships
WasteNot aims to build a strong brand identity that customers can relate to and trust by recognising and meeting their customers' complex needs. The goal is to attract and retain customers by connecting with the target demographic (Dehdashti and Jafarzadeh Kenari, 2012). To boost credibility, this can be done by collaborating with city councils, community organisations, and local resource groups.
[bookmark: _Toc129733717][bookmark: _Toc130199741][bookmark: _Toc130224409][bookmark: _Toc130224853][bookmark: _Toc130226503]Marketing
[bookmark: _Toc129733718]Effective marketing can change consumers' opinions of a brand, which affects their decision to buy, therefor WasteNot’s ability to stand out and differentiate itself from competitors is dependent on marketing. It is also necessary to generate interest, raise awareness, and educate potential users on how to use the app to access healthier food options on a limited budget, all while reducing food waste overall. WasteNot must be trustworthy and credible for users to download and use the app, which is why a strong marketing campaign is required to promote the app's long-term effectiveness (Dwivedi et al., 2021). All of this helps to achieve the overarching goal of reducing waste and assisting low-income families. Ways in which WasteNot will be marketed are below: 
[bookmark: _Toc130199742][bookmark: _Toc130224410][bookmark: _Toc130224854][bookmark: _Toc130226504]Social Media 
As low-income families use social media more frequently to access and share information and experiences (Hagg, Dahinten, and Currie, 2018), profiles on Facebook, Twitter, and Instagram will be created to reach a larger but more targeted audience. These platforms' advertising can be specifically targeted at low-income demographics and geographic areas. The goal is to build a large community and engage users across these platforms by providing offers, benefits, and assistance, as well as relevant news, with regular organic content to foster a high engagement community, and paid content to drive traffic to both the social platforms and the app.
[bookmark: _Toc130199743][bookmark: _Toc130224411][bookmark: _Toc130224855][bookmark: _Toc130226505]Influencer Marketing 
When recommendations come from social media, 71% of people are more likely to buy a product or service (Ewing, 2019). When combined with the rise of influencer marketing, which can be viewed as an evolution of word-of-mouth marketing, one of the most trustworthy and reliable marketing sources (Glucksman, 2017), this can result in a powerful campaign to raise brand awareness and attract more customers. WasteNot will use social media influencers to promote the app and service, as well as provide tutorials on recipe ideas and honest feedback.
[bookmark: _Toc129733719][bookmark: _Toc130199744][bookmark: _Toc130224412][bookmark: _Toc130224856][bookmark: _Toc130226506]Google Ads
Ads will be created using the Google Ads paid search platform to reach families looking for help with food supplies, methods for lowering food costs, or ways to reduce food waste. Using search terms that low-income families might enter search engines, such as "food offers," "reduce food waste," "budget meals," etc. ads may appear in the search results to encourage users to download the app, as targeted mobile advertising is a highly successful method of reaching the target market (Lu, Wu, and Hsiao, 2019).
[bookmark: _Toc129733720][bookmark: _Toc130199745][bookmark: _Toc130224413][bookmark: _Toc130224857][bookmark: _Toc130226507]Printed Literature & Adverts
To reach those who do not use social media, printed literature such as leaflets and posters with information on services provided and how to download the app will be created. These will then be strategically distributed in targeted demographic locations such as local community centres and churches that house food banks, the Citizen Advice Bureau, or other services that address poverty. Advertisements will also appear in local newspapers and on public transportation as these are still considered highly effective when combined with a QR to download the app or direct to the website (Trivedi, Teichert and Hardeck, 2019). 
[bookmark: _Toc129733721][bookmark: _Toc130199746][bookmark: _Toc130224414][bookmark: _Toc130224858][bookmark: _Toc130226508]Word of Mouth
A focus will be placed on establishing personal connections with neighbourhood councils, community organisations, and food banks who can help to build trust, provide information, and recommend the app through word-of-mouth marketing. This has been suggested to be beneficial due to face-to-face communication being more effective at fostering trust and is frequently regarded as more genuine than online (Berger and Iyengar, 2013).
[bookmark: _Toc130199747][bookmark: _Toc130224415][bookmark: _Toc130224859][bookmark: _Toc130226509]Customer Journey 
When using the app, the user will go through three stages of the customer journey. Awareness stage focuses on increasing awareness of the app, its products, and the value it provides to users. Consideration includes providing additional information on the benefits that the user will gain from using the app, features that are included, and reviews and testimonials from previous users, which encourages and builds trust with others. Conversion encourages downloads, the app will use a variety of marketing techniques, such as social media advertising, influencer marketing, and word-of-mouth marketing (Towers and Towers, 2021).
[bookmark: _Toc130199748][bookmark: _Toc130224416][bookmark: _Toc130224860][bookmark: _Toc130226510]Launch 
The success of WasteNot's launch activities depends on their ability to raise awareness, spark interest, and attract users. These actions as seen below in Figure 5 can be taken to launch the app with a solid foundation and a higher likelihood of success. 
[bookmark: _Toc130215936][bookmark: _Toc130226313]Figure 5 - Launch Plan
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[bookmark: _Toc111461684][bookmark: _Toc130224417][bookmark: _Toc130224861][bookmark: _Toc130226511]Consideration of Resources 
Anything needed to perform the tasks listed in the project is referred to as a resource. This can apply to things like cash, people, equipment, and intellectual property among others (Harrin, 2019).
Including marketing costs, staffing costs for freelance drivers, and warehousing expenses, the total monthly budget for establishing WasteNot on AWS is estimated to be £105,560. The figure below which is an estimated monthly budget sheet, includes costs for development, staffing logistics and storage. 
[bookmark: _Toc130226314]Figure 6 - WasteNot Budget Monthly
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[bookmark: _Toc130199749][bookmark: _Toc130224418][bookmark: _Toc130224862][bookmark: _Toc130226512]Conclusion
In conclusion, WasteNot is beneficial and innovative for low-income families by connecting them with suppliers who food surpluses that would often go to waste, whilst also providing ways in which they can save money. By encouraging sustainable food practises, supporting neighbourhood businesses, and making food more accessible and affordable, WasteNot can potentially reduce food waste and food poverty in highly deprived areas. WasteNot has the potential to create a more equitable and sustainable food system that is good for everyone in society.
[bookmark: _Toc130224419][bookmark: _Toc130224863][bookmark: _Toc130226513]References 
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e Pay-as-you-Go services provided by Amazon ensure that you only
pay for resources used

e Using the infrastructure provided by AWS ensures the app is always
available

e The AWS platform has contingences in place for increased traffic
demand

¢ WasteNot is protected from threats and potential vulnerabilities
thanks to AWS's robust security

e AWS allows for integration with other data platforms as well as push
notifications for users

¢ Via Amazon CloudFront, AWS offers quick and dependable content
delivery, which can accelerate the distribution of content to users

(Amazon, 2022)
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Tech Development

As part of the development of the WasteNot technology, new features to encourage user engagement, such as social sharing or the use of games, as well as improved algorithms 

for organising and analysing data on food waste, would also be added.

Relationships with food manufactures to 

buy bulk food products which may have a 

short end date, slightly damaged or 

surplus stock which is delivered direct to 

small warehouses owned by WasteNot 

identified low-income areas. he app andT 

internet access are also imperative for 

the customers to utilise the service as 

information feeds into the app to update 

on product availability. Customers will 

also be able input data for food items they 

have available to build meal plans and 

recipes.



Although WasteNot has no effect on the 

final product created by the user, the 

service is still reliant on the application's 

upkeep and profitability because much of 

the service is provided via the app. Alerts 

can be generated, and algorithms based on 

gathered data will be used to provide 

recommendations.

This is an important factor for customer 

satisfaction as the food items need to be 

stored and handled correctly at the 

warehouse and via transportation. Delivery 

drivers will have their own suitable methods 

of transportation, which will save on costs. 

Drivers will also need to have access to a 

smartphone and internet access to access 

the app. Insulated food transportation bags 

will be provided to ensure food is kept at 

correct temperatures. 

To develop a strong brand identity 

using influencers, social media 

advertising will be a major driving 

force behind the launch of the app 

and service. Radio advertisements, 

as well as bus and train 

advertisements in low-income areas. 

This will also be used to communicate 

with existing users. To encourage 

people to download the app, paid 

advertisements will be run through 

Google Ads. To push promotions and 

encourage users to order, offers and 

discounts will also be sent via ush 

notification via the app and email 

shots. The user will not be charged to 

download or sign up, but delivery will 

be charged at a flat rate of £5 for 

orders under £50. Users can add a 

paid delivery subscription of £50 per 

year to receive all free deliveries on 

orders under £10. Users will be given 

a unique referral code and will be able 

to earn £2 for each person they refer.

The service is entirely online, with users and 

drivers receiving ongoing support via LiveChat, 

Chatbot or email, which includes news and 

updates, troubleshooting, and suggestions. To 

maintain a high level of service, the user can rate 

the service after the order has been delivered at 

the end of the interaction. This can include food 

quality, recipe simplicity, and delivery drivers. All 

these ratings will be used to improve the service, 

such as menu options and whether the delivery 

drivers are a good fit for the company.

Procurement

The procurement of stock will be managed at the head office, and once received will be inputted into the stock management system, which allows end users to enter product into 

basket. Products may be limited to specific regions based on their availability, while others will be available to all. IT systems and servers are required to build and maintain the app 

along side data collected. 

Inbound Logistics Operations Outbound Logistics Marketing & Sales Services

WasteNot – Value Chain Analysis

Firm Infrastructure

To provide information on food supplies, WasteNot app will be created to collaborate with other companies. The infrastructure for the app will include the hardware and software 

required to support data processing, storage, and transmission and will be created using the Amazon Web Services Cloud (Amazon Web Services, Inc., n.d.). Servers, databases, 

cloud infrastructure, and network connectivity are also included. Finance and legal teams will also be required to ensure compliance. 

HR Management

Human resources comprise of recruitment and selection, training, and rewards, as well as personnel and performance management. To allow for flexibility, all delivery drivers will 

work on a contract rather than a continuous basis, and they will be able to submit availability and request shifts via the app. Full-time employees will include a data analytics team, 

marketers, and developers, as well as a senior management team. 

Margin
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FoodCloud

Charities and businesses in the UK and
Ireland collaborate to provide surplus
food to those in need. Companies post
surplus products to the "marketplace,"
where charities can browse and apply
for the items; if chosen, they must
arrange collection (FoodCloud, 2016).
To use this platform, users must
already be in contact with the charity
or community group, so the general
public cannot use it without a referral.
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Users subscribe on a monthly basis and
select a meal plan based on their
dietary preferences and budget, and
food kits containing recipes and
ingredients are delivered directly to
HELLO their door. The company donates
FRESH excess food to charities, but this is not
easily accessible to general subscribers
(HelloFresh, 2022). Although the app
can save money for those with larger
families, the individual prices of meals
can be quite high.
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Partners with restaurants and cafes to
offer surplus food to customers at a
discounted rate via the mobile app
whilst encouraging businesses to think
more sustainably in their operations by
reducing single use items and supports
locally sourcing ingredients. However,
whilst this app is available in the UK it
Kq rma is currently only in operation in London
and users are again limited to food
options based on restaurants
availability (@YourKarmaApp, n.d.).
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Too Good To Go

Partnering with local shops, caterers,
and restaurants to offer surplus food
waste to users at a low cost. Whilst
there may be some indication as to
what the user will be buying, there is no
guarantee as to what will be in the bag
(www.toogoodtogo.com, n.d.). Whilst
the app is available to all, it is limited to
users needing to collect the products
and there is no guarantee on what
products will be available.
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Market Research

In order to design capabilities and features that 

meet expectations, it is necessary to analyse the 

target market in order to understand their needs.

Development

App to be developed with features identified in 

market research, allowing for user testing and 

identifying areas for improvement.

Marketing

Create a marketing strategy that focuses on 

potential users and stakeholders to increase app 

awareness via social media, influencers, and 

other marketing channels.

Community Building

Creating a community of users and stakeholders 

who are enthusiastic about the app's objective 

can assist drive interest, feedback, and word-of-

mouth advertising.

Create Partnerships 

Collaborate with restaurants, food organisations, 

and other relevant stakeholders to market the 

app and provide more options for food sharing, 

waste reduction, and cost savings.

Optimise 

To ensure the app satisfies users' needs and 

expectations, it should be tested and improved 

on a regular basis for features, functionality, and 

user experience.

Launch Plan
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Type Cost

Web & database servers EC2 instances (2 t2.micro 

instances)

£20

Traffic distribution Elastic Load Balancer (ELB) £10

Database Management Amazon RDS (Relational 

Database Service)

£20

User product inventory upload (S3) £5

DNS Management  £5

Total £60

Software developer x 2 (3 month contract) £20,000

Maintenace retainer  £400

Total £24,000

Marketing

Paid Advertising inc Social Media £2,000

Influecners  £1,500

Content creation and updates £1,500

£5,000

10 x self employed drivers (PT, 20 hours per week)  £8,000

Insurances £1,000

Outsource Legal  & Financing £2,500

Total £11,500

10 x 1000 sq ft warehouses  £50,000

Utilities £5,000

Warehouse maintanance £10,000

Total £65,000

Total montlhy costs £105,560

WasteNot Monthly Launch Budget

Logistics

Staffing 

App Development

AWS Infrastructure
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