


RESEARCH



We mostly participate in only farmers

markets. The market is always changing. 

There is not really a whole lot of consistency 

in the produce, the numbers, and the vendors. 

The majority of the communication within the 

farming community is face-to-face at these 

events. It would be really beneficial to have a 

different platform that’s easy to learn and use.

         R&M Bischoping Farms

“

”



BEHAVIOR CHANGE THEORY
Our Peers Provide Answers

One of the most common ways for our minds to save work is by 

looking at what others around us are doing. If we cannot make the 

decision for ourselves we judge the situation by three categories:

1 2 3Social Proof Expertise Commonality
Whether or not people 
seem to like it.

Whether “experts” 
agree with it.

Whether or not many 
peers have conformed 
to this idea.



RESEARCH METHOD
Support the Conscious Decision

This behavior change strategy focuses on helping the user think 

about the action, and take the necessary steps (consciously) to 

make it happen. Our services will provide opportunities for our users 

and visitors to consciously discover other options than shopping 

from large scale food distribution companies. 



We have made some sales based on our 

instagram account and through personally 

contacting many restaurants. But, there have 

not been many repeats even though the chefs 

have raved about our produce! It's difficult to 

make these relationships more solid and to 

form new ones when we are small and have 

little man-power to make it happen. At this 

point we have dropped off samples to 15-20 

restaurants, but only 2 have purchased 

despite chefs saying we have the best 

mushrooms they've found.

         Little Sprout Farms

“

”



INSIGHTS

 
Farming is a lot of long 
hours and physical 
labor for little profit.

Consistency is an issue.

A majority within the 
farming community wish 
there was a connection 
service to build stronger, 
more solid relationships 
with each other as well 
as other small, local 
businesses.



In order for small, local farms to be profitable enough for a 
comfortable lifestyle, they need to have the opportunity to sell 
their produce in bulk.

Our goal is to provide an opportunity for small, local farmers to 
connect with small businesses, organizations, and other 
consumers who are interested in mass purchasing options. We 
will accomplish this goal through both a digital connection 
service and a local-farm sourced restaurant that will highlight 
the benefits of the program. 



BRANDING





TEAM DIGITAL
Mike Burpoe
Sarah Ingerick
Melissa Ruppel



STRENGTHS
Builds new relationships
Strengthens old relationships
Centralized resource
Responsive, user-friendly
Unified brand/style

WEAKNESSES
Requires a lot of maintenance
Time management
Similar to Facebook
Less tech-savvy users

 

OPPORTUNITIES
In-person interactions/events
Promotions/Marketing

THREATS
Farmer’s Web
Headwater Food Hub
Foodlink



PERSONAS



Charlotte Harris
Harris Farms

“I’d love to continue pursuing my passion for 
agriculture, but I honestly have no idea how to 
grow my business.”

Charlotte has been a small, local farmer for almost ten 
years. When she started her family, she discovered the 
major concerns with the current food distribution 
system. She believed that she wanted her family to eat 
naturally grown, good quality food, she had to start 
growing it herself. 

In order to make enough for her family to live 
comfortably, she has to keep her full-time job outside 
of the farming community. Since she does not spend as 
much time farming as she wishes she could, she does 
not have many good connections within the farming 
community. She especially struggles with finding 
consumers who are willing to her produce in bulk. 

Behaviors
● Uses Technology 

Regularly

● Busy Schedule

Motivations
● Family
● Career
● Healthy Lifestyle
● Profit

Desires
● Increase in small 

farming profitability.

● Push for smaller, local 
farms.

● Better connection tools 
for the farming 
community.

Age: 32

Occupation: Small 
farmer, full-time web 
developer





Jim Hulbert
Genesee Bakery

“My customers deserve the best and I know the 
small farms in my community can give it to them.”

Jim has managed his own restaurant for decades. He is 
very loyal to his town and community members. He will 
do anything to help other businesses in the area, 
including the small, local farms. He is always looking 
for farms to connect with and purchase produce from. 
Everytime he uses local produce, his customers can 
taste a real difference.

Jim is concerned with the ingredients he puts in his 
dishes. He wants only the best for his customers, which 
is exactly he has been pushing to find more 
connections with local farms. He does not have a lot of 
time to go out and talk to these farmers, and he also 
finds doing extensive Google searches to be an 
inconvenience. 

Behaviors
● Moderately Uses 

Technology
● Supportive of his 

Community
● Best Business Practices

Motivations
● Community
● Good Quality Service
● Profit

Desires
● Making connections 

easier

● Support other 
community businesses 

● Make buying local, small 
farm produce more 
cost-efficient 

Age: 48

Occupation: Small local 
bakery owner





DIGITAL 
ASSETS











TEAM RESTAURANT
Jennifer Dami
Voltaire Hardy
Austen Langley



SEASONAL
INFO



Local Seasonal Eating + Cooking
Out of season

● Shipped from around the world to get to you 

● Usually picked before the peak of their flavor 

● More expensive 

● More people need to be paid



Local Seasonal Eating + Cooking
Local/seasonal

● You know where it comes from 

● Fruits and vegetables haven't lost their flavor or health benefits 

● Community connections 

● Supporting local farmers and businesses

● Chance for experimentation 

● Highlight the best parts of that season’s available stock



SWOT
ANALYSIS



STRENGTHS
Freshly sourced ingredients
Open all season
Seasonal Menu
On site greenhouse
Farm partnerships

WEAKNESSES
Limited menu
Limited interior space

 

OPPORTUNITIES
Community outreach
Menu expansion
Growing farm to table market

THREATS
Rustic Table
Table Green Cafe
Blue Hill



PERSONAS



Jason Toddson   
Super Dad
“I want only the best for my family, I want them to 
be happy and eat healthy. I make sure that the 
meals I cook are made with fresh ingredients from 
the local farmers market.”

Jason is a stay at home Dad of two boys ages 4 and 6. 
He wants to ensure that his boys stay happy and 
healthy. He frequently visits local farmers markets and 
buys the majority of his groceries from there. When he 
is not at home being super Dad he is busy volunteering 
at his children's schools. He is dissatisfied with the food 
his kids receive at school and avidly campaigns to the 
school board to find more healthier options and 
alternatives.

He would hope through a service that schools could 
become connected with local farms to help create 
more healthier options, not only his kids but the rest of 
the kids in the school.

Behaviors
● Volunteers at school
● Shops at  Farmers 

markets

Motivations
● Learn about food
● Keep his family healthy

Frustrations
● Low-nutrition in schools
● Changing schools 

perception

Age: 26

Occupation: Stay at 
home Dad



Charlotte Harris
The Small Farmer

“I’d love to continue pursuing my passion for 
agriculture, but I honestly have no idea how to 
grow my business.”

Charlotte has been a small, local farmer for almost ten 
years. When she started her family, she discovered the 
major concerns with the current food distribution 
system. She believed that she wanted her family to eat 
naturally grown, good quality food, she had to start 
growing it herself. 

In order to make enough for her family to live 
comfortably, she has to keep her full-time job outside 
of the farming community. Since she does not spend as 
much time farming as she wishes she could, she does 
not have many good connections within the farming 
community. She especially struggles with finding 
consumers who are willing to her produce in bulk. 

Behaviors
● Uses Technology 

Regularly

● Busy Schedule

Motivations
● Family
● Career
● Healthy Lifestyle
● Profit

Desires
● Increase in small 

farming profitability.

● Push for smaller, local 
farms.

● Better connection tools 
for the farming 
community.

Age: 32

Occupation: Small 
farmer, full-time web 
developer



Lee Matthews  
The Chef

“The perception of food is changing for the better. 
It only makes sense that great food is made with 
great ingredients.”

Lee runs a small local restaurant downtown. He is 
passionate about food, but also had a skill for business 
and thus took the leap and became an entrepreneur. 
Lee so far has found success with his small restaurant.

He is interested in the growing farm to table movement 
and is trying to find an easier way to locate locally 
sourced ingredients so he can expand his menu. 
Having a service that could connect his business to 
small farms would be of great interest to Lee.

Behaviors
● Workhorse
● Visits Farmers markets

Motivations
● Use fresh ingredients
● Expand his menu

Frustrations
● Finding local ingredients

Age: 47

Occupation: Chef



USER
FLOWS



SIT-DOWN



TAKE-OUT



INTERIOR
CONCEPT



● Inspired by Greenhouse Cafe’s layout
● Keep focus on local ingredients
● Don’t adhere to a typical ‘restaurant experience’
● Be as transparent as possible 

○ Reveal all recipes and make ingredients easily available 
● Inspire people to connect with the online service 
● Educate through experience 

○ Do what an online service cannot

Goals 

● Online Recipe Book
● Pick-Your-Own Section
● Wall Posters
● To-Go Packaging
● Server Uniforms
● Table Decoration

Components



Trend Board



Space Analysis



Direction



CAD Mockups



Layout



INTERIOR
ASSETS

























Uniforms



THANK YOU




