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Customer Discovery
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“...1lJun1sN1A9UIV1 (9 Customer Development
ie “perception & MOTIVATION” incl insights, painpoints, etc

UINNI1 Business Development
eg Product/Service Prototype, Product/Service Story...”

eg Early Adopter, Conscious Consumer, Mindful Farmer, Social Mover, etc
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Ethnographic Research
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iGTC Customer |. _ J
Discovery |/GT
Practices

Exploration is based on
ethnographic research
techniques. The goal of
exploration is to collect a lot of
data on potential problem sets
within a given industry or
customer type, and to collect
detailed stories about customer
behavior.

- Trevor Owens

GASTRONOMY
TOURISM
CENTRE

Exploration

Get out
of the
building

Best solvtion

munn Is missed
BB R

Where the Bt

mqgic kappens nunn Refine
Many alternate  from here
so/vtions explored

our _ | |
Comfort o—I|nductive Adductive Deductive—o
Zone. SPEeCIfic O ---=-mmmmmmmme e JENEIIC == === === mmmmmmm e -0 specific
Image credit: Alexej Jordanov Image credit: Trevor Owens
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Service Design
Boot Camp

“N91/A NSOY 1AU”

Scan Screen Store
Find Your
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Service Design
Lab
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Training Modules

The 4 Foundations of Core Courses on Service Innovation Design are
aligned with four types of “Thinking Skills” including Convergent
Thinking, Divergent Thinking, Critical Thinking and Creative Thinking.

Underline the Understand the

changing business needs of potential

landscape for customers and

building innovative Unfold the create value Uncover the new

ideas and prospect of proposition for business model
solutions systematic study products / services ideas and discover

(r of possible, Product-Market-Fit
Contextual robable and User metrics
9|l 2

Analysis preferable futures Analysis

Scenario Business /\/'
Analysis Analysis ““'

Y
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An Integrated
Framework of
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Analysis

User
Analysis

www.mjuigtc.com

' cenario
£J$ inalysis A

BRAND

Business /\/
Q|| 2

#1GTCCoLA

Y
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Core Content

User Research Learning Modes & Learning
Methods Materials Journey
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. A Landscape of User Research Methods
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(Human Centred Design)
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(Customer Desirability)
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iability (Technology Feasibility)
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(Business Viability)
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DESIGNING THE RIGHT THING DESIGNING THINGS RIGHT
Activitiy Discover Define Develop Deliver CUSTOMER DEVELOPM ENT
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Phase Research Ideation

Implementation
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Discovery Validation Creation

Problem Product
Solution Fit Market Fit
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Scale
Organisation
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Scale Execution

Scale
Don't know Do know Proposed Sales & Mar Operation
Funnel(s) Roadmap
Could be Should be -
“ o Designing Designing
Source: Customer Development AEETTLL THE PRODUCT THE EXPERIENCE
by Steve Blank, adapted by Brant Cooper
Question, Unstructured Final brief, Ideas, Answer, S,
Challenge, research HMW- hypothetical product, ) pgysg" PME
Client brief findings Question answers solution <2, Macjo University Source: The Synergy of User Interface & User Experience by Starmark

Word of Mouth
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Personal Needs Past Experience

The Progression of
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We share the effort.
We share the passion.
We share the fun.
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The Essential Framework for
Building Breakthrough Business
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CUSTOMER JOURNEY MAP.
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Service Operation
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Service Quality Scores
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Discover Define Develop Deliver

insight into the problem  the area to focus upon potential solutions solutions that work

Photo Courtesy of Design Council (UK) 2005, Double Diamond Model
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Why it is happening? What will happen?
The capacity to gain an The abillity to predict or
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What matters What matter
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TRANSMIT SUSHI OVER HERE PLEASE.

A prototype will be exhibited at SXSW2018 in order to conduct the world’s first food data transmission. We will create a device to have sushi
that was handmade in Tokyo generated in Austin, Texas in America and present a demonstration. Once we have the technology to transmit
food. dishes can be shared via data and SFNS - Social Food Network Services - will appear. A new era in food awaits.

PROJECT MOVIE

»

* Share
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3/ 777 I [s— E— / “Sushi Teleportation” concept movie
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Source: Sushi Temptation (2018) | Length: 01:20 mins



TOP
PROJECTS
FUTURE
CONTACT

1. Early pixel printer. Experimenting with acrylic cubes. 2. Testing a variety of cube textures. 3. Printing experiment with edible gel cubes.

4. Adjusting the robotic arm’s movements. 5. Colored cube printing experiment. Testing stacking speed. 6. Creating low resolution (5 mm
cubes) 3-D sushi data for printing. 7. Finished Sushi Teleportation stall for exhibiting at SXSW. 8/12. Sushi Teleportation stall robot. 9. Final

adjustments. 10. Edible pixel maguro tuna sushi. 11. Sushi Teleportation stall “noren” curtain.

< BACK



TOP

PROJECTS HOW IT WORKS

FUTURE
CONTACT

1 Digitalization of “food” Build a database of “food”

The process of measuring actual meals from every Build a digital platform with a collection of the

angle and digitize them as data. world’s foods.

2T [X] B. CCclEX>D.

el il s
’

A . _ i _—
Transmit Qnd : 4 The expansion of “food”
generate fOOd Wherever you go in the world you can enjoy your
Develop a Pixel Food Printer that can generate favorite meals whenever you like!

dishes from the Food Base.

< BACK



R/ B
[ ‘

v
!

gNd
_ (\7
>

(el
N
v'

-
.

=
:
~

.

.("
A
(

-

.‘f.-

/
> \
l

—TEIE,

K
§f

[.

(3

57
P1

-t
{0z
Z
<=}
:

A

ALY LA Y

————— -~

—~—

{
]
1%
iy
g
43

O TR B L

——

it

- el
s o

TIPSR B I MR AA T
L )
N

b

75

’7f"?v717

-

i

,._

.
-

~.
.

/T4 0¢84 54T

0




Source: Sushi Singularity (2021) | Length: 01:52 mins



OPENMEALS

Food Singularity

open-meals.com



OPENMEALS

Food Singularity
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OPENMEALS

Food Singularity

HEALTH TEST KITS

open-meals.com
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Nutritional status

xmaklaje mxpa

Sleep quality

s 52828 3

£% 21
’
H
|

» 5 5 8 %3

FooD DESIGN APPLICATION

M

OPENMEALS

Food Singularity

open-meals.com



Beyond the future of sushi.

A world which sees sushi going digital and linked with the net will come about.

Two revolutions are envisioned:

1) Sushi will connect people around the world, and will be produced, edited, and shared
online in the form of "new sushi”.
2) Sushi combined with biometrics will enable hyper-personalization based on biometric and

genomic data.
Sushi will break away from conventional concepts of food and be continually revised and

updated at exponential speed!

Humans know nothing about Sushi!

SUSHI
@ SINGULARITY ’&-ﬁ
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Three high-tech concepts converge to enable the Food Revolution

/ N

01/
Fabrication
Machine

Future kitchens with cutting-edge technologies, such as bespoke 3D printers and artificial light farms. Data

food can be output in any shape or form. Just like computers once did in the past, this huge machine will

eventually be downsized and appear in every home.




02/
Operation
System

Development of the world's first operating system to design food digitally is underway! It will disassemble
the elements that make up dishes and then reconstitute them at the centimeter scale. Nine element-based
algorithms enable food creators around the world to produce, edit, and share food data, creating a stream of

new foods. The design data is recorded in [.cube] format.

1_Nutrition
2_Flavors
3_Texture

4 Fragrance
5_Temperature
6_3D Shape

7 _Ingredients
8_Colors

9 _Fabrication
Method

PRINTING ™™

bt
Mis
LN

Scattering
Analysis

SFNS_ Social "Food” Network Service Light Scattering Analysis [Patented]

A Asoital nlattnem far nmnannla amatnAd 2ha wranld ¢4 chavwa fAand A simitcnnsa Isoohet onattavnins toarnhnitiana ram ha 11o0ad ¢ amaloss




Health
Identification

Hyper-personalization will become common for future foods. Based on DNA, urine, and intestinal tests, people

will each have individual health IDs. This identity is analyzed and nutritional matching is performed to

match nourishment needs with biometrics, thus the person is automatically provided with the optimal diet.

HEALTH ID

Health Test Kits

When restaurant reservations are made, test kits such as
*Genes," "Enterobacteriaceae,” and "Nutritional status" are
sent, and health IDs are issued with data on finely tuned

constitution and undernourishment.

* T P v

Health Data Analysis / Health ID
Interface for comprehensively analyzing wvarious health
data. Cooking ingredients are optimized, nutrients are

formulated, and instructions are sent to the FFM.
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Beyond the future of sushi.

A world which sees sushi going digital and linked with the net will come about.

Two revolutions are envisioned:

1) Sushi will connect people around the world, and will be produced, edited, and shared
online in the form of "new sushi”.
2) Sushi combined with biometrics will enable hyper-personalization based on biometric and

genomic data.
Sushi will break away from conventional concepts of food and be continually revised and

updated at exponential speed!

Humans know nothing about Sushi!
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TOP
PROJECTS

CONTACT

#Birth of the Social Food Network Service[SFNS]

#A World Without Hunger

#Passing on/Preserving Traditional Dishes Forever #Popularizing Food as Art

#Sharing Homemade Food

#Food Provision Infrastructure for Disaster Stricken Areas

#Transmitting Food into Outer Space

#Generate Food from Cooking Shows at Home
#Ultimate Healthy Food for Athletes
#Data-based Food Vending Machines Spread Throughout Japan

#Web Restaurants Open



op #Ultimate Healthy Food for Athletes
PROJECTS #Data-based Food Vending Machines Spread Throughout Japan

#Web Restaurants Open

#Remote Food Research and Development
#Flavor Data Turned into an App
#Meal Sales on Memory Cards #Ultimate Personalized Medical Diet

#Provision of World Cuisine at International Events

ruture- 2 100
CONTACT




FIINENERIE BLORREESEITWKDTHES5H%
OPENMEALS B #IEICE X 3. BROKXR100EFHE AR,




GLOBAL WELLNESS
INSTITUTE ™

EMPOWERING WELLNESS WORLDWIDE
GLOBAL WELLNESS
SUMMIT

10 2 '" _ _
s L) - & ey Y
8 a - \ '0 ) /e ’«
| , GLOBAL WELLNESS TRENDS REPORT

@

2020

Experts identify 10 future wellness trends:
From the focus shifting from sleep to true
circadian health, aging getting a cool
rebrand, a surge in fertility and mental

wellness technology and the rise of
wellness music and the wellness sabbatical.

Source: Global Wellness Institute (2020)

#HMJUIGTC WWw.mjuigtc.com #IGTGCGCoLA
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GLOBAL WELLNESS
INSTITUTE"™

| EMPOWERING WELLNESS WORLDWIDE

THE FUTUE
OF WELLNESS

Experts identify 10 future wellness trends:
From the focus shifting from sleep to true
circadian health, aging getting a cool
rebrand, a surge in fertility and mental
wellness technology and the rise of
wellness music and the wellness sabbatical.

Source: Global Wellness Institute (2020)

¥ #MJUIGTC
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FOCUS SHIFTS FROM

SLEEP TO TRUE

CIRCADIAN HEALTH
By Beth McGroarty

Potn6

AGING REBRANDED:

Positively Cool
By Rina Raphael

B2 2

J-WELLNESS
By Peter Eadon-Clarke

IETen

MENTAL WELLNESS
AND TECHNOLOGY:

Rethinking the
Relationship
By Rina Raphael

Pp. 36

ENERGY MEDICINE

GETS SERIOUS
By Beth McGroarty et al

D

O W oW N O

ORGANIZED RELIGION

JUMPS INTO WELLNESS
By Rina Raphael

Pe. 52

THE WELLNESS

SABBATICAL
By Susie Ellis et al

Re s 8

THE FERTILITY
BOOM
By Rina Raphael

Pgl 66

WELLNESS
MUSIC
By Beth McGroarty

P o 270

IN WELLNESS WE TRUST:
The Science Behind

the Industry

By Richard Panek

#1GTCCoLA

The Global Wellness Summit
directions in health and welln
No other forecast is based on
including economists, acaden
corporations from all related |
unigue input makes for a pow

The GWS team executes tren:
profound respect for evidenc
demographic, cultural and so
result: the GWS being the firs
on to become explosive, mult
wellness architecture and des
sleep; sexual wellness; “dying

Wellness used to be comprise
spa industries) but now every
concept is remaking whole in
real estate. Look for this to or
to outpace the world’s GDP g

Beth McGroarty

VP, Research & Forecasting
Global Wellness Summit
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INSTITUTE "™

EMPOWERING WELLNESS WORLDWIDE

THE FUTUE ' ‘
OF WELLNESS %7 FUTUREof | ¥ o

/‘. GLOBAL WELLNESS
\

Wellness has gone on to become a trillion-
dollar market. Taking the global pandemic,
polarizing politics, racial injustice, and a
growing mental wellness crisis into : e
consideration, the Global Wellness Summit
team has come up with 9 wellness trends

for 2021, including wellness architecture, OB/
regenerative travel and medical wellness
convergence

Source: Global Wellness Institute (2021)

n#MJUIGTC www.mjuigtc.com #IGTGCGCoLA
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INSTITUTE ™ 7

EMPOWERING WELLNESS WORLDWIDE

/‘. GLOBAL WELLNESS
\

1. A new convergence

THE FUTUE il | GRS

2. Strengthening the

Trends immune system
2021 3. A glreat “un-tabooing”:
wellness gets real about
sex, money, and death

Nature, nature, nature

Wellness has gone on to become a trillion-
dollar market. Taking the global pandemic,
polarizing politics, racial injustice, and a “Home” wellness

growing mental wellness crisis into

consideration, the Global Wellness Summit Beauty: from

team has come up with 9 wellness trends antimicrobial products to
for 2021, including wellness architecture, at-home beauty
regenerative travel and medical wellness
convergence

Ot =

Source: Global Wellness Institute (2021)

¥ #MJUIGTC www.miuigte. com #IGTCCoLA
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European Bank

for Reconstruction and Development

0

Ahead of World Food Day, we’re premiering
a new documentary film, Food for the
Future (#Food4theFuture). It documents the
world’s current food revolution.

Global agriculture generates as much
greenhouse gas as the worldwide transport
sector. Sustainable food production is
therefore not a luxury but a necessity for
our common future.

Source: European Bank for Reconstruction and Development (2017), [4:40 mins

#MJUIGTC

www.mjuigtc.com



FOOD-TRENDS

Food Report 2029

Food-Trend-Map 2021

Die neue Feod-Trend-Map 2021 dient
als Grundlage, um Orizrticrung urd
cinen Uberblick zu den zahlreichen
Food-Trends zu schattan, Hertr s ine
die Treacs nach Clustarn g'?'bl}nCQlf..
fOr die dhnliche funktionale Markmale
2utralfen. Das Foac-Trend-Glossar ab
S.18 pietet eine Analyse der Kriser -
resilienz der siebanr Cluster urd zahl-

Re-use Food

Circular Food

Nachhaltigkeit

Zero Waste

Local Food

Urban Farming

Glokal

Brutal Lokal

Ethic Food

Fuszion Food Ethno Food

Seasanal Food
raicher Trands sow @ ainen Ausblink

Fair Food Hybrid Food
auf ikre kinftige Sedsutung. l't e t - IR — Transparency Meet Food
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. True Food //'.I.. 2 ¢ FOOd Pair’ing
- o S F— e == //f Clean Food Nature Food
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| f
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MLLLAs K Health 1 W J A \\ Plar‘l:t Ezsed Flexitarier | Ess-thetik
e = ']
\ ‘2‘ Spiritual Food J /{ Female Connoisseurs
Infinite Food 3 S
g
? % B AGAAAASASASS aas s s u s 2
; : Kiichenchefs
. o Forced Nutri § Veganmania _»~
b, o — - "‘:dlth F;;;.:,dl g ~
" Real Omnivores
Cell Cultured
s Beyond Food Food
?
% A MAAmAsdiliasassads el
g intutabbuinindciubbedudh kbbbt
6

Source: Future Food Studio, 202 |
[ https://onlineshop.zukunftsinstrtut.de/shop/fo
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A Singapore Edition v

CNA Insider CNA Lifestyle

g My News Feed

Singapore Asia World Commentary Business Sport

FOOD IN OURTIME

Cooking is Andre Chiang's life purpose, but
he is hungry for more. He embarks on a
culinary exploration, across 4 continents
and 8 countries, to seek a deeper meaning
of food and unearth the forces that shape
how we eat, in this 3-part series.

Source: Channel News Asia (2020)

#MJUIGTC www.mjuigtc.com

FoodInO 1m
Ep 1: Nature
Chef Andre Chiang embraces Nature at it's wildest, travelling to

Oymyakon in Russia where temperatures plunge to minus 50 degree
Celcius.

FoodInO [1m
Ep 3: Legacy

With an average of -50 degrees Celsius in winter, frostbite can set upon an
unprotected face in mere seconds. Andre discovers how the Yakut people

Food In Our Tim
Ep 2: Heritage

Max Food is history on a plate. It tells the stories of who we are, and where
we've been. Andre meets storytellers who are preserving and ...

m Bookmarks

Climate Change

(] Watch TV 8 cNA93BLive

News Clips VOD Podcasts

o
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What happens when you ask a professor in
psychology, a famous Instagrammer, a
scientist or a food waste activist the same
questions that we usually reserve for
traditional chefs? Tasteology, our new
documentary provides all the answers.
Watch the trailer below.

Source: AEG UK (2015)

#MJUIGTC

TASTEOLOGY

Tasteology is a documentary that deconstructs taste from a new point of view. We've looked at the science and the experience, not just the flavours and ingredients. Through our five episodes you can be inspired t«
Take Taste Further in the kitchen and beyond it.

OO

Chill episode Heat episode

SOURCE: DISCOVER REAL TASTE

Eating delicious food is a tactile experience. Creating our own food empowers us to take control over what we put into our bodies and shows respect for
the ingredients’ true taste. Mark Schatzker, food author, calls this “the power of flavour” - an alternative to artificial flavouring that helps us really
appreciate every mouthful we eat. Discover more in the full-length episode below.

' FRTT
‘JJIE

www.mjuigtc.com

#IGTCCoLA

Y



TASTEOLOGY

Tasteology is a documentary that deconstructs taste from a new point of view. We've looked at the science and the experience, not just the flavours and ingredients. Through our five episodes you can be inspired to
Take Taste Further in the kitchen and beyond it.

SN0 X >

Source episode Chill episode Heat episode Experience episode Bonus episode

SOURCE: DISCOVER REAL TASTE

Eating delicious food is a tactile experience. Creating our own food empowers us to take control over what we put into our bodies and shows respect for
the ingredients’ true taste. Mark Schatzker, food author, calls this “the power of flavour” - an alternative to artificial flavouring that helps us really
appreciate every mouthful we eat. Discover more in the full-length episode below.

\.A-—.‘_—b'"




Source episode Chill episode Heat episode Experience episode Bonus episode
Al fgEc
b ,
THERE IS SOMETHING SPECIAL ABOUT INGREDIENTS, THE
RAW MATERIAL
Hisato Nakahigashi
Foraging trendsetter & Restaurant Owner
B
™.

ANSWERING YOUR BODY'S
NEEDS

The way ingredients are sourced affects the way we nourish our bodies.
Author Mark Schatzer believes our body naturally devolops an appetite
for the foods and nutrients it needs to be healthy, but that artificial
flavourings are getting in the way. This can be reversed by focusing on
high-quality ingredients and being mindful as your appetite guides you to
consume according to your body's needs.




BNCERRON

Chill episode Heat episode Experience episode Bonus episode About Tasteology

¢¢

OUR EYES GIVE US ALL THE INFORMATION WE NEED
ABOUT A FOOD

Jozef Youssef

Kitchen Theory Project

TASTE: A FIVE-SENSE
| EXPERIENCE

Our visual senses provide up to 28% of our taste experience. This is a
theory Instagram chef Jacques la Merde takes to the extreme. Serving up
exquisite tasting plates - in fact made from gas station ingredients - to
her thousands of followers, she demonstrates how visual techniques
affect our perception of food.




< X =

Chill episode Heat episode Experience episode Bonus episode About Tasteology

.
7
Satchiko & Hisato Nakahigashi Mark Schatzker Tristram Stuart
Foraging trendsetters and chefs from Kyoto, Author of The Dorito Effect, a book covering A Brighton based author who wants to reduce
BETEL N artificial flavouring and America’s health the environmental impact of food waste.
crisis.
Culinary Misfits Hervé This Catalina Vélez
Berlin-based duo who actively seek out and Professor of experimental psychology at One of the world's most influential Latin-
use the "ugly" produce most would throw Oxford whose research focusses on the eating American chefs and huge advocate for

away. experience. cooking with steam.
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Chill episode Heat episode Experience episode Bonus episode About Tasteology

Charles Spence Jozef Youssef Jacques la Merde

Professor of experimental psychology at Creative Director and Chef Patron of the A.K.A. Christine Flynn, famous chef and
Oxford whose research focusses on the eating gastronomic project Kitchen Theory he runs popular Instagrammer with over 125k
experience. with Charles Spence. followers.

DISCOVER MORE WITH AEG




%\, Free installation [ Free delivery® (%) Free returns within 14 days* [EP Peace of mind from AEG 9 Find a Retailer Login

Appliances Spare Parts & Accessories Promotions Explore Support Q @

EXPLORE TASTE

Great food is about more than just the final result. It's about the thrill of creating something exceptional. AEG empowers you to cook with flair and without fear. Our appliances are full of the latest technology, so you can cook on
the edge of what's possible.
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COURTESY: NEAL HAYNES
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Mango Sphere

Cocktail Ice Sphere Transparent Ravioli Aperol Gel & Paper

Source: Molecular Recipes
[ http://www.molecularrecipes.com ]



ETHNIC MARKER in Food
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Pick the leaves off the remaining coriander
sprigs. Serve the curry sprinkled with the
.. coriander leaves and the chopped red chill,
~and some

©-D&Js cooking twi$k

Source: [|] Thai Green Curry, 2016 [2] Daily Mail, 2008 by Jamie Oliver
[ https://youtu.be/wno _qUBO02IM | 4:36 mins |



ETHNIC MAR

KER in Fooc

[1] GREEN = PASTEL GREEN
[2] SWEET = ECONOMIC STATUS

(3] COCONUT = CULTURAL ASSIMILATION
[4] LIME = INVENTION OF CULTURE

[5] JAMIE = REPRODUCTION OF CULTURE
6] ...// etc

Source: [|] Thai Green Curry, 2016 [2] Daily Mail, 2008 by Jamie Oliver
[ https://youtu.be/wno_qUBO02IM | 4:36 mins ]



THAILAND MRS

INNOVATION

trOug N “ManSuKUY... )
3 Sasusssu (tradition) fudud
TRADITION? AD udanssu (innovation)

yovIiJodu...”

ANUWAT CHURYEN (2010)



Food Innovation

//
TEST
VS |
TASTE s
// -

ANUWAT CHURYEN (2010)



Food Innovation

//
PHYSIOLOGY

of taste

VS
PHILOSOPHY

of taste

//

ANUWAT CHURYEN (2010)
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M How to support a
i M | Better Life Foundation:
[

Purchase tokens from Save On Meats at 43 West Hastings for $3.50 each.
Tokens can be distributed to vulnerable or marginalized individuals, and
redeemed for a free sandwich at the diner.

Join a Greasy Spoon Diner’s monthly fundraising event, proceeds from
which directly support A Better Life Foundation’'s meal programs.

Gather your friends or co-workers at Plenty of Plates. Conducted in the
commissary Ritchen of Save On Meats, large groups can prepare a three-

1

In VamOuver d Chef taC —-1*,, ¥ L course restaurant-style meal for 75 food insecure people (women and their
h()melessness W|Fh h()'t 18 B | children living at a shelter, for instance).

/

Source: Mark Brand, 2020
[ http://www.markbrandinc.com/about/ ]



FOOD SECURITY

When we're hungry and haven't been eating quality food, it
directly affects our ability to think clearly and maintain our
health. MBI supports neighbours and community with food
security through theTOKEN PROGRAM and MEAL PROGRAM
based out of Save On Meats located at 43 West Hastings in the
heart of the Downtown Eastside.

4

2.2253MILLION

MEALS SERVED SINCE 2012




4,894 110,784 7 /%



“Building relationships “The Save On Meats “Save On Meats has been
with new clientsisa tokens are a great tool for extremely generous in
delicate process at us to build relationships providing us with food
Connections Clinic. The on the street, diffusing tokens for over a year.
tokens donated to us tense situations and They are available to
often act as the first motivating people to get clients in the resource
bridge between our up and get down to Save centre when using the
outreach staff and those On Meats for a space and utilizing our
we serve because Save sandwich!” many services...
On Meats is a common Community
place where everyone . organizations such as the
feels safe, comfortable & J HoFkIey, Misslon VWHC benefit from
and welcome.” Possible business programs such
as yours by bridging the
Justin Van Westen l;/é')l %S |BOL'\&I sl i £ L
’ social awareness. Thank
Vancouv.er Coa§tgl Health you a million times
Connections Clinic e o
Vancouver /"
CENEILEEI o Anitasmith

aly Vancouver Women's
Health Collective

WNHC

Source: Mark Brand, 2020
[ http://www.markbrandinc.com/about/ ]



Meals go to women and children fleeing violence, street-
entrenched youth, and folks on assisted living. Meals are
shipped to our partnered community organizations by Shift
Delivery Cooperative. When providing these meals, we are
constantly striving to come up with interesting, new ways to
make delicious, healthy food on a limited budget. Often this
means partnering with other community organizations to
source low-cost, local produce. Our meals cost $3.50 to prep,
cook and deliver to residents. The cost of meals are subsidized

by donations to A Better Life Foundation.

3250

VANCOUVERITES FED
HIGH-QUALITY MEALS
365-DAYS PER YEAR

239,161

MEALS SERVED TO
WOMEN & CHILDREN
FLEEING VIOLENCE,

STREET-ENTRENCHED

YOUTH, AND FOLKS ON
ASSISTED LIVING IN 2019

/4%

OF YOUR DONATION
GOES DIRECTLY TO
PROVIDING FOOD

SECURITY







The Starbucks Experiences
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The Starbucks Experiences
mood - attitude - behaviour




Servicescape Concept
ambient condition
space, function
signs, symbols, artefacts




