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2. Project Abstract 
 

This project delves into the issue of food waste, with a par=cular focus on the 
overlooked problem of spice and seasoning waste. Spices and seasonings, while not 
perishable like dairy products, degrade over =me, losing their flavor and potency. This 
project discusses how this issue contributes to the massive food waste problem in the 
United States, where nearly 40% of all food is wasted. The project proposes a solu=on in 
the form of MiniMixes, single serve seasoning modules designed to reduce food waste, 
enhance convenience, and encourage home cooking, par=cularly for single individuals. 
The project aims to explore the viability of MiniMixes, focusing on a primary target 
market of consumers of any age looking to increase convenience and flavor in their 
meals. This project outlines a comprehensive plan, from market research to branding, e-
commerce launch, product defini=on, and sustainability goals. The project also 
highlights the importance of ethical sourcing, collabora=ons, and the alignment of 
MiniMixes with contemporary consumer demands for sustainable and health-conscious 
choices. 

 
3. Project Descrip=on  

 
The spice rack can be the graveyard of flavor. The place where dried herbs and spices go 
to die. While they don’t go bad, per se in the sense that milk spoils, they do lose their 
potency over =me. Think of whole seasonings as an apple. When you cut an apple in 
half, it immediately starts to degrade. Oxygen starts to turn the flesh brown, and the 
sharp aromas and flavors slowly escape out into the world. Oxygen does the same thing 
to spices, dilu=ng them un=l they exist as only a shadow of their former, exci=ng selves. 
The longer spices exist, the less flavorful they are. You wouldn’t eat a cut apple that had 
been siQng out for two years, so why would you eat your seasonings in this manner? 
 
While you may be tempted to go running to your spice cabinet, to dump out every 
expired seasoning inside, you may feel bad contribu=ng to the annual 119 billion pounds 
of food waste produced from the United States. Shockingly, nearly 40% of all food in 
America is wasted. Purchasing seasonings in bulk only for them to go bad and get 
thrown away, greatly adds to this problem. Over the past few decades, serving and 
container sizes in the United States ballooned. Many food retailers offer such large 
containers of seasoning that they cannot possibly be used before losing potency. While 
there has been an effort from sustainably minded consumers to package their own 
seasonings at home, this is simply too much of a =me and resource waste for the 
majority of consumers.  
 
Speaking of a =me and resource waste, COVID and rising restaurant prices over the 
recent years have led people to cook at home more oYen. Larger quan==es can be an 
issue for solo cooks. The majority of food products are packaged for a family of four, 
causing a serious issue in reducing food waste in homes of one. Over 90% of Americans 
cook a meal at home at least once a week, with 60% of Americans cooking at home 
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more than 5 days a week. Mothers spend an average of 68 minutes per day on meal 
prepara=on. However, many people who live or spend =me alone don’t cook for 
themselves. They hate it, or they think it isn’t worth it, or they don’t know how. But 
cooking at home has sta=s=cally proven it is worth it, for physical, emo=onal, and 
mental health benefits. Increasing convenience serves as a powerful inspira=on for 
individuals to embrace home cooking more frequently and enjoy the rewards of a well-
prepared meal.  
 
Now, let’s talk about the spice cabinet itself. A simple google search on organizing spice 
cabinets pulls up endless ar=cles on how to save space and easily loca=ng your spices 
within the cabinet. For individuals who live in small apartments, with small kitchens, it is 
oYen difficult to maximize storage space. Spice jars are typically all different shapes and 
sizes, making it difficult to fit them together appropriately. With the average kitchen 
cabinet size being 34”x24”x24” and the average seasoning container being 2” in 
diameter and 5” tall, it is easy to imagine how these cabinets easily become jumbled.  
 
MiniMixes are specifically designed to reduce food waste and increase cabinet space 
while encouraging single individuals to cook at home more oYen. The unique delivery of 
spices in single-serve packaging allows for longer-term storage while serving as 
inspira=on for meals.  

 
4. Project Intent  

 
This project will explore the viability of MiniMixes by tes=ng consumer interest in single 
serve seasoning packets among my target audience of individuals of any age looking to 
increase convenience and flavor in their meals. Reducing food waste and cooking are 
two topics I am passionate about and enjoy spending =me researching and exploring. 
The goal of my work from a consumer point of view is to create another op=on for 
seasoning sizes which will lead to increased awareness of food waste, seasoning 
consump=on, and increase cooking paferns. 

 
Over the course of this quarter, I will develop and execute a branding, marke=ng, and 
communica=ons strategy, launch an e-commerce site, test viability based on sales, 
traffic, and engagement on social media, as well as gain a deeper understanding of my 
customer base. Throughout the course of the project, I will interview customers within 
my target market and examine the social media profiles of followers on social media to 
befer understand their needs, wants, and interest in MiniMixes.  
 
This project will be funded out of pocket. An=cipated costs include procurement of 
seasonings, development of packets, packing of seasoning packets, website fees, social 
media management plagorm costs, photography, and marke=ng material expenses. As I 
do not intend to ship MiniMixes ini=ally, I will not have to worry about shipping costs. A 
recent cost that has emerged is distributor costs, such as farmers marker vendor fees, 
and percentages paid to local distributors. Another recent cost that has emerged is 



 5 

licensing and cer=ficates to legally sell a food product. I had to get a food handler’s 
cer=ficate, which cost $15.00. I may have to get a Cofage Food License, depending on 
where I decide to sell MiniMixes, which costs $100.00 annually.  Another cost to keep in 
mind is general Business License cost and Business Insurance costs. Business Insurance is 
crucial, especially for businesses selling consumable products, as it provides protec=on 
against poten=al risks such as product liability, ensuring financial security and peace of 
mind in the event of unexpected challenges or legal issues related to the products 
offered.  
 
I plan to move forward with MiniMixes aYer this project. I will pivot and tweak offerings 
based on the lessons learned from this project. I expect to register as a Limited Liability 
Corpora=on with a focus on gaining B-Corp status. To afain B-Corp cer=fica=on, 
MiniMixes will have to undergo a comprehensive assessment and meet specific criteria 
set by B Lab, the non-profit organiza=on that oversees the B-Corp cer=fica=on process. 
The general steps include comple=ng and receiving the minimum score on the B-Impact 
Assessment, provide suppor=ng documenta=on and legal verifica=on, sign a Declara=on 
of Interdependence, and an assessment review and verifica=on by B Lab. Once 
MiniMixes is B-Corp cer=fied, I will have to recer=fy every three years to ensure 
MiniMixes con=nues to meet the evolving standards of social and environmental 
performance set by B Lab.  

 
The goal of this project is to create a more sustainable way to season food. This will 
make it easier for my target audience to cook for themselves. Ul=mately, this will lead to 
healthier and more sustainable lives for my consumers. On a larger scale, MiniMixes will 
reduce food waste and provide a befer op=on for my target audience. 
 
MiniMixes mission is to enhance culinary experiences by offering single-serve seasoning 
op=ons that empower individuals to enjoy convenient, waste-minimized, and flavorful 
cooking, ul=mately crea=ng a more organized and environmentally friendly kitchen. 
MiniMixes vision is to be the leading provider of single-serve seasonings, seQng the 
standard for freshness, variety, and convenience in seasoning while reducing food waste 
and promo=ng responsible consump=on. We aim to inspire and enable our customers to 
savor each meal with confidence, knowing they are making a posi=ve impact on their 
lives and the environment. MiniMixes core values are quality, convenience, 
sustainability, diversity, and responsibility. MiniMixes has a deep passion for food and its 
ability to bring people together. We aim to share our love for cooking and seasoning 
with our customers, encouraging them to savor every bite.  

 
The first step of the process for my final project is to develop market research and 
branding through target audience iden=fica=on and profile development, brand 
development, and compe=tor analysis. The next step is to perform research on popular 
seasoning blends and meals and create a menu of MiniMixes seasoning blends. Then, 
packaging prototypes and designs will be developed while research is performed on 
packaging op=ons. Once the menu and packaging have been selected, the e-commerce 
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site will be developed and launched to include domain name purchase and hos=ng, e-
commerce plagorm research and selec=on, and website design and content crea=on. 
Finally, the last steps of my final project will be to build a social media presence and 
communicate with local, Savannah-based, small distributors in order to receive lefers of 
intent to distribute or allow for distribu=on. Subsequent steps will involve implemen=ng 
MiniMixes marke=ng and sales strategies, driving traffic to the e-commerce site, and 
measuring the success of efforts through sales, traffic, and social media engagement.  
 
The ul=mate goal of the work I will do for my final project is to create all necessary 
founda=ons for MiniMixes. My secondary goal is to receive my first purchase of 
MiniMixes through a local, Savannah-based, distributor. While I may not see revenue 
during the dura=on of the final project, I will obtain lefers of intent sta=ng the intent to 
distribute or allow for distribu=on of MiniMixes.  

 
I know that the skills I have learned throughout my =me at SCAD as both an 
Undergraduate and Graduate student will help me to lead MiniMixes and create las=ng 
change in the food waste and sustainability industries. Ul=mately, this final course will 
lead me to discover if my idea will be successful, needs to pivot, or needs to be 
forgofen. 

 
5. Project Jus=fica=on  
 

a. Literature Review  
 

Throughout the dura=on of my research process and proving MiniMixes is a viable 
business, I reviewed many sources including theories, lectures, case studies, other 
businesses, and how current seasoning companies are packaging their products. 
Addi=onally, I have talked to many poten=al customers and users regarding spice usage, 
cabinet space, and cooking habits to afain both primary and secondary research. 
Through my research, I uncovered several insights that are cri=cal in shaping MiniMixes.  
 
The most important insight that demands MiniMixes afen=on in today’s business 
landscape is the consumer desire to support and purchase from sustainable and ethical 
companies. This shiY in consumer preferences highlights a growing awareness of the 
historical issues that have plagued many industries, including the spice trade. For 
centuries, the spice trade was known for unethical prac=ces, including colonial 
exploita=on, unfair labor condi=ons, and environmental degrada=on. These historical 
problems cast a shadow on the way spices and seasonings have been sourced, 
processed, and distributed. The modern consumer, increasingly informed and socially 
conscious, favors businesses that uphold ethical standards, priori=ze sustainability, and 
ensure fair labor prac=ces. The demand for transparency in the supply chain, fair 
treatment of workers, and eco-friendly packaging is a sign that MiniMixes must not only 
meet the demands for quality but also strive to create a posi=ve impact. 
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A second, very important insight that came from my research was the importance of 
collabora=ons and partnerships. Collabora=ons and partnerships have emerged as 
powerful strategies to leverage MiniMixes strengths and broaden its reach. Many 
successful seasoning companies have demonstrated the poten=al of such alliances. 
Trader Joe’s has collaborated with various seasoning and sauce producers to create 
unique and exclusive products, resul=ng in a diverse range of high-quality and affordable 
seasonings. Urban Accents, a specialty seasoning company, has partnered with meal kit 
delivery services like HelloFresh and Blue Apron to provide their unique spice blends to 
customers. These collabora=ons offer the benefit of cross-promo=on and the ability to 
tap into complementary exper=se, ul=mately crea=ng a win-win scenario for both 
par=es. Collabora=ons with meal kit services, eco-conscious food brands, or cooking 
influencers can help amplify MiniMixes’ brand impact and spread across a broader 
audience, sharing the vision of reducing food waste and promo=ng mindful cooking 
prac=ces. 

 
b. Market Opportunity & Proposed Solu=on  

 
The problems addressed in the project descrip=on sec=on of my work plan above are 
the primary problems MiniMixes is seQng out to solve. MiniMixes is a sustainable and 
convenient solu=on uniquely capable of addressing the industry-specific problems 
referenced above. It will be built to be fully compliant with FDA regula=ons and health 
standards. MiniMixes is specifically designed to reduce food waste and simplify cooking 
while promo=ng environmental responsibility and healthier consump=on habits.  

 
There are several dis=nct user categories that will purchase MiniMixes. These users are 
single individuals, travelers and campers, eco-conscious consumers, kitchen novices, and 
gourmet retailers. To befer document and understand these users’ needs and further 
jus=fy MiniMixes, I conducted interviews with several people from each user category 
and made as-is and to-be journey maps represen=ng before and aYer using MiniMixes. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
--- remainder of page le\ blank inten?onally --- 
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c. Value Proposi=on Canvas 

 
 
 

d. 7S Framework 
 

Strategy: 
- MiniMixes’ strategy is to develop a diverse range of single-serve, eco-friendly 

seasoning products with compostable and minimal packaging waste. This 
strategy includes crea=ng seasoning blends and packs, designing sustainable 
compostable packaging, and exploring innova=ve sourcing methods like organic 
and locally sourced ingredients.  

Structure: 
- MiniMixes has adopted a linear structure during idea=on, which will expand to a 

matrix structure during opera=on, expanding parallel with business growth.  
Systems: 

- The product development process includes stages for research, idea=on, tes=ng, 
quality control, and sustainable sourcing checks. Systems for ingredient 
traceability and packaging waste reduc=on are important to integrate to ensure.  
future product sustainability and transparency. 

Shared Values: 
- MiniMixes fosters a deep commitment to environmental responsibility 

demonstrated through waste and space reduc=on, sustainable and ethical 
ingredient sourcing, and promo=on of eco-conscious prac=ces both internally 
and externally. 

Skills: 
- MiniMixes currently only employs me, Izzy Miller. My skills include 

communica=on, graphic design, package design, adver=sing and branding, social 
media management, business design and development, business wri=ng and 
copywri=ng, and overall visual and business design. As the team expands, 
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MiniMixes intends to hire food science experts, eco-friendly packaging design 
experts, sustainability experts, and supply chain management. These skills are 
cri=cal to not only geQng MiniMixes off the ground, but ensuring MiniMixes’ 
development aligns with company goals. 

Style: 
- The leadership style at MiniMixes is currently characterized by authorita=ve 

decision-making. As the team expands, the leadership style will transi=on to 
collabora=ve decision-making between high-level employees. Leaders will 
encourage team members to contribute ideas for sustainable product innova=on, 
crea=ng an open and innova=ve work environment. 

Staff: 
- MiniMixes intends to hire a diverse team, including individuals with exper=se in 

sustainability, eco-conscious prac=ces, and culinary arts. This diversity will ensure 
that that a wide range of perspec=ves and skills contribute to the company’s 
success. 

 
 

e. PESTLEE Analysis 
 

Poli=cal Factors: 
- Regula=ons and Compliance: MiniMixes must adhere to government regula=ons 

related to food produc=on, labeling, and safety standards. Changes in these 
regula=ons can impact the business’s opera=ons and produc=on processes. 

- Trade Agreements: Interna=onal trade agreements can affect the availability and 
cost of sourcing sustainable ingredients from other countries. 

- Taxa=on: Tax policies, including tariffs and import/export du=es, can impact the 
cost structure of MiniMixes. 

Economic Factors: 
- Economic Trends: Economic stability, infla=on rates, and consumer spending 

paferns can affect MiniMixes pricing and demand for its eco-friendly seasonings. 
- Currency Exchange Rates: As a business sourcing ingredient globally, fluctua=ons 

in exchange rates can impact produc=on costs. 
Social Factors: 

- Consumer Preferences: MiniMixes’ focus on eco-friendly sustainability aligns with 
the growing consumer demand for sustainable and environmentally responsible 
products. 

- Health and Wellness Trends: The emphasis on healthy ea=ng and clean-label 
products can be an opportunity for MiniMixes. 

- Cultural Factors: Understanding cultural preferences and regional tastes is 
essen=al for product development and market entry. 

Technological Factors: 
- Technological Advancements: MiniMixes should stay updated on technology 

trends in food produc=on, including sustainable packaging, manufacturing 
processes, and e-commerce solu=ons. 
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- Data Security: As an e-commerce business, safeguarding customer and business 
data and ensuring secure online transac=ons is crucial. 

Legal Factors: 
- Intellectual Property: Protec=ng unique seasoning blends and packaging designs 

through patents and trademarks is essen=al. 
- Labeling Regula=ons: Compliance with food labeling laws, especially related to 

organic or eco-friendly claims, is crucial. 
Environmental Factors: 

- Sustainability Ini=a=ves: MiniMixes’ commitment to eco-friendly sustainability 
aligns with global environmental ini=a=ves and consumer expecta=ons. 

- Climate Change: The impact of climate change on ingredient sourcing and supply 
chain disrup=ons should be considered. 

Ethical Factors: 
- Ethical Sourcing: MiniMixes’ focus on sustainability should extend to ethical 

ingredient sourcing, ensuring fair labor prac=ces and environmental 
responsibility. 

- Corporate Social Responsibility (CSR): Engaging in CSR ac=vi=es, such as 
community involvement and waste reduc=on efforts, can enhance the company’s 
image and reputa=on. 

 
 

f. Sales Funnel 
 

Awareness: 
- Target Audience: In this stage, MiniMixes aims to create awareness of its brand 

and mission among its target audience. This audience includes environmentally 
conscious consumers, foodies, and eco-conscious retailers. 

- Marke=ng Ac=vi=es: MiniMixes can u=lize content marke=ng, email blast, the 
website, social media, and eco-friendly forums to share its mission, eco-friendly 
values, and upcoming product launches. Content can include blog posts about 
sustainability, eco-friendly packaging, and waste reduc=on =ps. Blog posts about 
sustainability prac=ces and cooking videos u=lizing MiniMixes seasoning blends 
are projected to be the most popular content. 

- Key Metrics: Track website visits, social media engagement, growth of email 
subscriber list, and growth of product purchases.  

Interest: 
- Target Audience: In this stage, MiniMixes seeks to capture the interest of 

poten=al customers who resonate with its sustainability mission. 
- Marke=ng Ac=vi=es: Share informa=ve content about the benefits of using eco-

friendly seasonings, share stories of the company’s eco-conscious journey, and 
provide sneak peeks of upcoming products. Encourage sign-ups for newslefers 
and offer exclusive eco-friendly =ps. 

- Key Metrics: Monitor the click-through rate on email campaigns, the number of 
engaged social media followers, and the number of newslefer subscribers. 
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Considera=on: 
- Target Audience: In this phase, MiniMixes aims to convert the interested 

audience into poten=al buyers by showcasing the unique features of its eco-
friendly seasonings. 

- Marke=ng Ac=vi=es: Provide detailed product informa=on, share customer 
tes=monials, and offer limited-=me promo=ons or exclusive pre-orders to 
encourage commitment. 

- Key Metrics: Monitor the number of product inquiries, pre-orders, and 
conversion rates from interested leads to poten=al customers. 

Intent: 
- Target Audience: Here, MiniMixes focuses on those who have shown a clear 

intent to purchase. 
- Marke=ng Ac=vi=es: Provide incen=ves like bundles and discounts for new 

customers and make eco-friendly and sustainable aspects of the product clearly 
labeled and easily accessible to poten=al customers. 

- Key Metrics: Track the number of incomplete versus complete purchases. 
Purchase: 

- Target Audience: At this stage, MiniMixes successfully converts poten=al 
customers into actual buyers. 

- Marke=ng Ac=vi=es: Provide smooth and secure purchasing experiences, offer 
mul=ple payment op=ons, and ensure transparent policies. 

- Key Metrics: Track the number of completed purchases and monitor customer 
feedback post-purchase. 

Post-Purchase: 
- Target Audience: Exis=ng customers are the focus here, and MiniMixes aims to 

retain their loyalty and turn them into advocates for the brand. 
- Marke=ng Ac=vi=es: Implement a loyalty program, encourage customer reviews, 

and offer incen=ves for referrals. Con=nuously engage customers with 
sustainability updates and new product launches. 

- Key Metrics: Monitor customer reten=on rates, the number of review and 
referrals, and repeat purchase rates.  
 

 
g. Archetypes   

 
Single Individual Archetype: 
 
1. Young Professionals 

a. Age 25 – 35 
b. Focused on career advancement and personal growth. 
c. Frustra=ons: Food waste, lack of convenience, and limited space 
d. Goals: Health and wellness, Savings and financial security, Sustainability 

2. Empty Nesters 
a. Age 50 – 65 
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b. Experiencing a change in living arrangements as children leave home. 
c. Frustra=ons: Loneliness and food waste 
d. Goals: Savings and financial security, Efficiency and convenience 

3. Re=rees 
a. Age 65+ 
b. Enjoying newfound freedom and flexibility 
c. Frustra=ons: Food waste, lack of convenience, and loneliness 
d. Goals: Social engagement, health and wellness 

 
Traveler/Camper Archetype: 
 
1. Young Adventures  

a. Age 18 – 35 
b. Diverse income levels; Budget travelers to disposable income 
c. Frustra=ons: Limited space, flavorless meals 
d. Goals: Adventure and explora=on, sustainability 

2. Working Professionals 
a. Age 25 – 55 
b. Moderate to high income; Invest in quality and eco-friendly products. 
c. Frustra=ons: Environmental impact, flavorless meals 
d. Goals: Social connec=ons, Sustainability 

3. Re=rees 
a. Age 55+ 
b. Financial stability and savings for leisure and quality 
c. Frustra=ons: Flavorless meals 
d. Goals: Compact and lightweight gear, healthy and wholesome meals 

 
Eco-Conscious Consumer Archetype: 
 
1. Young Environmentalists  

a. Age 18 – 35 
b. Entry-level to mid-range incomes; priori=ze sustainable products and 

experiences. 
c. Frustra=ons: Environmental Impact, Greenwashing  
d. Goals: Minimizing Environmental impact  

2. Working Professionals 
a. Age 25 – 55 
b. Moderate to high income; Invest in sustainable and eco-friendly products. 
c. Frustra=ons: Lack of sustainable op=ons 
d. Goals: Suppor=ng sustainable prac=ces 

3. Eco-Focused Re=rees 
a. Age 55+ 
b. Financial stability and savings for leisure and quality; Dedicated to 

environmentally responsible living. 
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c. Frustra=ons: Environmental Impact 
d. Goals: Healthy living, Advocacy and educa=on 

 
Kitchen Novice Archetype: 
 
1. Young Adults  

a. Age 18 – 35 
b. Just star=ng to navigate the kitchen and learn to cook. 
c. Frustra=ons: Lack of culinary skills 
d. Goals: Cooking confidence, explora=on and crea=vity 

2. Working Professionals 
a. Age 25 – 55 
b. Limited cooking experience due to busy work schedules 
c. Frustra=ons: Overwhelming recipes 
d. Goals: Quick, easy, and healthy meals 

3. Re=rees 
a. Age 55+ 
b. Re=rees that have not previously focused on cooking are now exploring 

during free =me. 
c. Frustra=ons: Waste of ingredients 
d. Goals: Waste reduc=on 

 
Gourmet Retailer Archetype: 
 
1. Typically, specialty food stores or online marketplaces that focus on providing high 

quality, unique, and gourmet food products to customers. Includes gourmet shops, 
upscale grocery stores, and e-commerce plagorms. 

2. Gourmet retailers oYen have significant purchasing power due to premium product 
offerings and typically target affluent customers willing to pay a premium for 
gourmet and sustainable products. 

3. Frustra=ons 
a. Sourcing Challenges 
b. Limited Variety 
c. Compliance and Cer=fica=on 

4. Goals 
a. Expecta=onal Product Selec=on 
b. Sustainability Focus 
c. Unique Culinary Offerings 
d. Customer Sa=sfac=on 

 
 
 
 
--- remainder of page le\ blank inten?onally --- 
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h. Customer Profiles 
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i. Influencer Map 
 

Primary Influencers:  
1. Eco-Food Bloggers 

a. Food bloggers with a strong focus on eco-friendly and sustainable 
cooking. 

b. May endorse MiniMixes as an eco-conscious choice for seasoning. 
2. Nutri=on Experts 

a. Registered die==ans or nutri=onists who emphasize sustainable and 
healthy ea=ng. 

b. They can validate the nutri=onal value and sustainability of MiniMixes’ 
products. 

3. Zero-Waste Advocates 
a. Influen=al figures promo=ng a zero-waste lifestyle. 
b. They can highlight how MiniMixes contributes to reducing food waste. 

Secondary Influencers: 
1. Health Influencers 

a. Chefs, home cooks, and culinary experts who can showcase crea=ve 
recipes using MiniMixes’ seasonings and discuss benefits of the product. 

b. They can inspire usage ideas. 
2. Sustainability Enthusiasts 

a. Environmental ac=vists and sustainability advocates. 
b. They can emphasize the importance of choosing eco-friendly seasonings. 

3. Healthy Living Bloggers 
a. Bloggers focusing on overall well-being, including healthy ea=ng. 
b. They can integrate MiniMixes into health-conscious meal plans. 

4. Eco-Conscious Outdoor Adventure Influencers 
a. Adventurers and hikers promo=ng eco-friendly prac=ces. 
b. Showcasing MiniMixes as sustainable seasonings for outdoor enthusiasts. 

Ter?ary Influencers: 
1. Social Media Foodies 

a. Social media users with a significant following who post about food. 
b. They can introduce MiniMixes to a broader audience. 

2. Cooking Show Hosts 
a. Hosts of cooking shows on TV or online plagorms. 
b. They can demonstrate the use of MiniMixes in cooking. 

3. Packaging Sustainability Advocates 
a. Influencers who specialize in sustainability packaging and eco-friendly 

products. 
b. They can highlight the packaging choices of MiniMixes. 
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j. Stakeholder Map 
 

 
 

k. Ansoff Matrix 
 

Market Penetra=on (Exis=ng Products, Exis=ng Markets) 
- Increase the frequency of customer engagement by launching a loyalty program, 

offering rewards for repeat purchases. 
- Collaborate with retailers to secure prominent shelf space for MiniMixes’ 

products in exis=ng markets. 
- Expand the company’s licensing, allowing an online and cross-state shopping 

experience; Offer subscrip=on op=ons for frequent customers. 
Market Development (Exis=ng Products, New Markets) 

- Target new geographical markets with a strong focus on regions known for their 
eco-conscious consumer base, such as Northern California, Portland, or certain 
European countries. 

- Customize product offerings to cater to the tastes and preferences of different 
regional markets, while maintaining the eco-friendly mission. 

- Form partnerships with interna=onal distributors or retailers to enter foreign 
markets more effec=vely. 

Product Development (New Products, Exis=ng Markets) 
- Introduce a line of organic seasonings, made from sustainably sourced 

ingredients, appealing to health-conscious customers in exis=ng markets. 
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- Develop innova=ve, eco-friendly packaging solu=ons, such as reusable or 
compostable spice containers, reducing plas=c waste. 

- Offer limited-edi=on seasoning blends and collaborate with local ar=sans or chefs 
to create unique, market-specific seasonings. 

Diversifica=on (New Products, New Markets) 
- Venture into eco-friendly kitchen gadgets and utensils, crea=ng a MiniMixes-

branded line of sustainable kitchen accessories. 
- Develop partnerships with environmentally conscious restaurants to supply them 

with MiniMixes, unique seasoning blends and eco-friendly packaging. 
- Launch an online plagorm or mobile app focused on food waste reduc=on =ps, 

recipes, and eco-friendly kitchen prac=ces to a global audience.  
 

 
l. Porter’s Five Forces 

 
Threat of New Entrants 

- Moderate Threat: Fresh ideas allow MiniMixes to emerge compe==vely. 
However, the seasoning industry’s specialized knowledge and sustainable 
ingredient sourcing can pose barriers for newcomers, including MiniMixes. 
MiniMixes can establish a strong brand presence to deter poten=al entrants. 

Bargaining Power of Suppliers 
- Low to Moderate Power: MiniMixes can explore various suppliers and build 

rela=onships that align with our sustainability goals. Suppliers may have 
moderate power, but MiniMixes can s=ll nego=ate favorable terms by focusing 
on sustainability requirements. 

Bargaining Power of Buyers 
- Low Power: MiniMixes has yet to establish a customer base. Buyers have limited 

power as they are not ac=vely seeking single-serving, eco-friendly seasoning 
op=ons. However, as MiniMixes gains brand recogni=on, buyers’ power may 
increase. 

Threat of Subs=tute Products 
- Low Threat: With the unique focus on single-serving, eco-friendly sustainability, 

there may be fewer direct subs=tutes. MiniMixes can use research and 
development phases to develop product differen=ators.  

Rivalry Among Exis=ng Compe=tors 
- High Rivalry: As MiniMixes is not yet opera=onal, it does not face direct 

compe==on in the market. However, there are strong compe=tors that sell full-
size seasoning that pose high rivalry for MiniMixes. 

 
 
 
 
 
--- remainder of page le\ blank inten?onally --- 
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m. Compe=tor Analysis   
 

MiniMixes is facing minimal compe==on entering the single-serve seasoning market. 
There are a few compe=tors, namely OCCO, Just Spices, Lane’s BBQ, and Uncle Wiley’s. 
These compe=tors are explored in more below through detailed descrip=ons, a Blue 
Ocean Canvas, SWOT analysis, and a Compe==on Matrix.  

 
• OCCO 

o Focus heavily on the expira=on date of spices through the use of memes, 
large text, and imagery. Secondary focus on expanding flavor variety without 
having to buy an en=re bofle of a seasoning that may never be used again. 
Ter=ary focus on sustainability and small-scale spice merchants.  

• Just Spices 
o Heavy focus on convenience through spice blends and ease of use. Idea 

originated in 2012 and went to market in 2014. Just started selling products 
in the USA in 2023. Values of pride, passion, courage, entrepreneurship, 
happiness, and family, appearing to have a big focus on comfort and 
community.  

• Lane’s BBQ 
o Only sell seasonings for BBQ “Rubs” which is more a niche market for 

cooking. Well established and has a local business that hosts events.  
• Uncle Wiley’s 

o Focuses heavily on southern style cooking and the nega=ve consequences 
associated through healthy southern style seasonings. Featured on media 
and adver=sements but has an extremely limited product variety.  

 
n. Blue Ocean Canvas  
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o. SWOT Analysis   
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p. Compe=tor Matrix   
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q. Project Design and Branding 
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6. Business Model Canvas   
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Through the development of the MiniMixes business model, there have been several 
innova=ons. The most important fall within the value proposi=on, key partners, and key 
resources building blocks.  
 
Star=ng with value proposi=ons, the primary innova=on is the combina=on of 
convenience, health-consciousness, and eco-friendliness. MiniMixes innovates for 
customers by providing an unparalleled level of convenience, as the single-serve packets 
simplify meal prepara=on while reducing food and packaging waste. MiniMixes offers a 
range of healthy seasonings, harnessing the latest nutri=onal insights and wellness 
trends, delivering a truly innova=ve health-conscious choice. Finally, MiniMixes 
commitment to eco-friendliness aligns with the growing environmental consciousness of 
customers, providing innova=ve solu=ons that minimize waste and our consumers’ 
carbon footprints. By combining these value proposi=ons, MiniMixes creates an 
innovate approach to seasoning that addresses mul=ple aspects of customer lives. 
 
MiniMixes’ eco-friendly single-serve seasoning packet business has fostered innova=ve 
key partnerships with sustainable ingredient suppliers. Instead of merely procuring 
ingredients, MiniMixes collaborates closely with partners to implement eco-conscious 
prac=ces from field to packaging. This innova=on allows MiniMixes to create a more 
direct and transparent supply chain, reducing environmental impact and ensuring ethical 
sourcing. Through these innova=ve partnerships, MiniMixes is at the forefront of 
sustainable ingredient sourcing, seQng new industry standards. 
 
Finally, MiniMixes key resources are inherently innova=ve as we aim to harness cuQng-
edge technology and prac=ces to produce eco-friendly single-serve seasoning packets. 
MiniMixes plans to invest in state-of-the-art produc=on methods that minimize waste, 
reduce energy consump=on, and priori=ze sustainable packaging materials. Addi=onally, 
MiniMixes commitment to research and development keeps us at the forefront of 
culinary trends and health-conscious seasonings. With skilled flavor experts, we innovate 
to craY unique and healthy seasoning blends. Our innova=ve key resources allow our 
company to not only meet but exceed the evolving expecta=ons of our eco-conscious 
consumers. 

 
 
 
 
 
 
 
 
 
 
 
--- remainder of page le\ blank inten?onally --- 
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7. Hypothesis and Test Cards  
 

I have established and plan to test five key hypotheses, which are listed below: 
 
• Eco-Friendly Packaging Impact 

o I hypothesize that offering innova=ve, fully eco-friendly packaging will drive 
sales and customer loyalty.  

• Price Sensi=vity 
o I hypothesize that there is a specific price range that will incite customers to 

purchase MiniMixes.  
• Effect of Sustainability Cer=fica=ons 

o I hypothesize that displaying recognized sustainability cer=fica=ons on 
MiniMixes packaging will boost consumer trust and sales.  

• Variety Preference 
o I hypothesize that consumers are most likely to purchase protein seasoning 

blends, followed by starch blends, ending with vegetable blends.  
• Partnership Impact 

o I hypothesize that collabora=ng with influencers will expand MiniMixes reach 
and boost brand awareness.  
 

To test these hypotheses, I plan to perform one-on-one interviews with poten=al 
customers and users for the most in depth feedback and show videos of the developed 
prototypes. Ideally, users and interviewees would test the prototypes, however in 
person interviews are difficult given the wide variety of loca=ons of poten=al users. 
Hopefully I will manage to land a few in person interviews where the users could test the 
prototype, and these tests paired with the virtual interviews will confirm the majority of 
my hypotheses. The new set of insights from the confirmed hypotheses will be listed 
below. 
 
On top of con=nuing to interview poten=al customers and users and having them 
interact with the various prototypes, I also plan on finishing the site landing page for 
publishing. Once live, I will share the link through various social media outlets to monitor 
interest levels. Through the landing page, poten=al customers and users can sign up to 
receive more informa=on, which will give me a very important benchmark regarding the 
amount of people who will be interested and open opportuni=es to make sales pitches 
and receive lefers of intent.  
 
 
 
 
 
 
 

--- remainder of page le\ blank inten?onally --- 



 28 

 



 29 



 30 



 31 



 32 

 



 33 

8. Relevance to LEAD Program  
 

This project is an exact defini=on of what the Crea=ve Business Leadership program at 
Savannah College of Art and Design is preparing its students to do. I am building a 
crea=ve business from the ground up using crea=ve business prac=ces and have 
iden=fied a genuine problem that exists. Once solved, the solu=on will assist in crea=ng 
a more sustainable and food conscious world. Furthermore, I am using my 
undergraduate degree from SCAD with this venture as well by ac=ng as the lead graphic 
designer and adver=sing/marke=ng manager for MiniMixes, partnering with my 
development team for the easiest and best possible experience for users. 
 
I decided to do this project because I want to inspire more mindful and eco-conscious 
culinary experiences, making a posi=ve impact on both people’s lives and the 
environment. This master’s program has confirmed my passion for leadership and 
provided me with confidence that I can do anything I set my mind to. 

 
Throughout my Graduate degree at SCAD, I have taken the below courses. Each one of 
these courses has taught me something that will contribute to this final project.  
 
- Visual Communica=on and Presenta=on 
- The Human Factor, Design Thinking 
- Finance and Accoun=ng for Crea=ve Industries 
- From Agoras to Digital Markets: Fundamentals of Business Design 
- Game Changers: 10,000 Years of Leadership 
- Methods of Contextual Research 
- Calculated Risk: Quan=ta=ve Insights for Business Innova=on 
- Funding Crea=ve Businesses: Financial Strategies for Sustained Success 
- Design the Future: Entrepreneurship Principles and Prac=ce 
- GOOD 560 Greenbriar Rebranding Project 
- Influencers and Innovators: Characteris=cs of Transforma=ve Leadership 
- Funding Crea=ve Businesses: Financial Strategies for Sustained Success 

 
 

9. Deliverables    
 

The deliverables I plan to pursue for the project are as follows: 
 

- Company Mission, Values, and Goals Statements 
- Brand Guidelines Document 
- Marke=ng and Sales Summary 
- Detailed summary of 3 Distribu=on Categories and Licensing Requirements 
- Execu=ve Summary of Selected Distribu=on Category 
- Pro Forma Cash Flow Statement 
- Pro Forma Balance Sheet 
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- Pro Forma Income Statement 
- Pro Forma Budget 
- Finalized and Launched MiniMixes Landing Page with custom domain name. 
- Site Imagery Database 
- Key Decision Maker Pitch Transcripts and Analysis 
- Key Decision Maker Pitch Presenta=on Deck 
- Lefer(s) of Intent to Distribute  
- Final Project Documenta=on 
- 3+ Digital Models 
- 3+ Physical Prototypes 

 
 

10. SMART Goals    
 

SMART Goal 1 
 
My first SMART Goal is to determine three poten=al distribu=on channels for MiniMixes, 
providing a detailed summary of each distribu=on category along with licensing 
requirements. The purpose of this goal is to assess the feasibility of poten=al distribu=on 
channels for MiniMixes, allowing for informed decision-making and strategic planning. I 
aim to accomplish this goal by the end of the second week of the final project quarter, 
allowing ample =me for communica=on with leaders within the selected distribu=on 
category. 
 
Three objec=ves required to complete this goal are researching poten=al distribu=on 
channels, summarizing key details for each category, and iden=fying licensing 
requirements. Without thorough research, I won’t have sufficient informa=on to assess 
the feasibility of each distribu=on channel. Summarizing key details will help in 
presen=ng a concise overview of each op=on, facilita=ng befer decision-making. 
Iden=fying licensing requirements is crucial to understanding the legal aspects and 
compliance needed for each distribu=on channel.  
 

1. Research poten=al distribu=on channels 
a. Explore online plagorms such as Amazon, Etsy, and specialty food 

marketplaces to understand their suitability for MiniMixes. 
b. Inves=gate partnerships with local grocery stores, health food stores, and 

specialty retailers to assess offline opportuni=es. 
c. Analyze the poten=al of selling at local farmers markets, considering the 

direct-to-consumer model and community engagement. 
2. Summarize key details for each category. 

a. Compile a comprehensive summary of the pros and cons for online 
plagorms, highligh=ng their user base, fees, and market reach. 
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b. Create an overview of the advantages and challenges associated with 
partnering with local stores, considering factors like shelf space and 
customer demographics.  

c. Develop a summary of the benefits and considera=ons related to selling 
at local farmers markets, emphasizing community connec=ons and 
immediate feedback.  

3. Iden=fy licensing requirements. 
a. Inves=gate the legal and regulatory requirements for selling food 

products on online plagorms, ensuring compliance with food safety 
standards. 

b. Research the licensing and permits needed for MiniMixes to be stocked in 
local retail stores, considering regional varia=ons. 

c. Examine any specific licensing or compliance requirements associated 
with selling at local farmers markets, addressing health and safety 
standards.  

 
SMART Goal 2 
 
My second SMART Goal is to launch the MiniMixes website's landing page, which will 
serve as a plagorm to increase awareness about MiniMixes and generate a list of 
interested par=es seeking more informa=on. This launch can poten=ally facilitate 
connec=ons with key decision makers, aligning with SMART goals 4 and 5. I aim to 
achieve this by the end of the third week in the final project quarter, ensuring that the 
site is live with a custom domain name afached. 
 
To complete this goal, three essen=al objec=ves need to be met: crea=ng engaging 
visuals to effec=vely showcase MiniMixes' products and how they address users' needs, 
comple=ng the development work to bring the website to life and make it accessible to 
poten=al customers, and purchasing and connec=ng a custom domain to the website, 
ensuring ease in finding the website. Visuals are crucial for clear communica=on, 
development is the founda=on for website accessibility, and a custom domain important 
to build customer loyalty. 
 

1. Create engaging visuals. 
a. Develop visuals that accurately showcase each brag point of MiniMixes. 
b. CraY a concise and compelling script for a thirty-second adver=sement, 

emphasizing MiniMixes’ brag points. 
c. Source and professionally edit stock footage and prototype videos for 

effec=ve presenta=on. 
2. Complete development 

a. U=lize Wix to upload visuals to the website, posi=oning them 
appropriately next to brag points. 

b. Ensure site responsiveness across various devices (desktop, laptop, tablet, 
and mobile) for a posi=ve and user-friendly experience. 
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c. Conduct a thorough review of SEO elements to op=mize search engine 
visibility. 

3. Purchase and connect custom domain name. 
a. Explore domain name op=ons and purchase a name aligned with the 

brand. 
b. Complete the purchase process with reputable domain host server. 
c. Ensure proper connec=on to the MiniMixes website. 

SMART Goal 3 
 
My third SMART Goal is to craY a minimum of three prototypes designed to elevate the 
effec=veness of my pitches. By the conclusion of the fourth week in the final project 
quarter, I aim to have successfully developed at least three prototypes. 
 
To achieve this goal, three essen=al objec=ves must be met: firstly, planning the target 
audience for our pitches and brainstorming various models that are suitable for these 
presenta=ons. This planning ensures that we are construc=ng models aligned with our 
pitch and MiniMixes' regular use. Secondly, the models need to be physically 
constructed to provide an interac=ve tool for our presenta=ons. Finally, the prototypes 
themselves must be built to deliver a func=oning version that showcases what 
MiniMixes has to offer to ins=tu=ons. 
 

1. Plan model crea=on 
a. Using the list of poten=al customers, brainstorm at least 3 poten=al 

models that can be used in pitches. 
b. Weighing =me and ease of crea=on, select the best models for a 

minimum of three pitches. 
c. Document logic behind model selec=on 

2. Build models. 
a. Use Adobe 3D soYware to build models. 

3. Build prototypes. 
a. Research key facts that can be used as info cards and hotspots for the 

models built. 
b. Use Adobe 3D soYware to take models to life-sized prototypes. 
c. Document prototype journey 

 
SMART Goal 4 

 
My fourth SMART Goal is to pitch MiniMixes to a minimum of three key decision makers 
This will raise customer awareness around MiniMixes and help me gain more trac=on 
among customers. I am specifically men=oning key decision makers because they have 
the power to influence crucial business decisions. I can measure this goal by keeping 
track of the number of key decision makers I have talked to. I aim to achieve this by the 
end of the sixth week of the final project quarter. 
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Three objec=ves required to complete this goal are finding a minimum of 3 key decision 
makers to pitch to, crea=ng a compelling sales pitch to use, and conduc=ng the pitches. 
Without finding the key decision makers, I will be unable to pitch to them. Without a 
well-craYed sales pitch, my conversa=on with the key decision makers would be 
primarily informa=onal and likely would not result in a lefer of intent. Finally, without 
performing the sales pitches, there is no chance of securing a lefer of intent or 
advancing to the next steps with the key decision maker. 
 

4. Finding key network decision makers 
a. Network on social media using LinkedIn and Facebook groups to find key 

decision makers or people who can put me in contact with key decision 
makers. 

b. U=lize exis=ng network of to access key decision makers. 
c. Cold call and email “gatekeepers” who can put me in contact with 

decision makers. 
5. Create a sales pitch. 

a. Complete sales pitch should be a list of talking points in order as well as a 
deck for presenta=on. 

b. Highlight problems users are facing. 
c. Discuss the ways the users are facing these problems. 
d. Introduce MiniMixes, highligh=ng preliminary problems and discussing 

specific features. 
e. Describe MiniMixes value proposi=on. 
f. Show prototype video OR pull up prototype (in-person pitches) 
g. Discuss associated costs. 

6. Perform a sales pitch. 
a. Book pitch sessions with key decision makers within MiniMixes target 

market 
b. Give pitches to various key decision makers within MiniMixes target 

market. 
 
SMART Goal 5 
 
The objec=ve of my final SMART Goal is to secure a minimum of one lefer of intent from 
leaders within the selected distribu=on category. This achievement is crucial as it will 
validate our product's trac=on and offer concrete evidence of customer interest to our 
stakeholders. Since MiniMixes are not yet available for direct sale due to product 
development, this lefer of intent will serve as tangible proof of purchase intent. To track 
progress, I will monitor the number of received lefers of intent, aiming to reach this 
goal by the end of the seventh week of the final project quarter. 
 
Three essen=al objec=ves are integral to realizing this goal: conduc=ng effec=ve sales 
pitches tailored to leaders in the chosen distribu=on category, diligent follow-up with 
the prospects pitched, and playing the role of a customer service representa=ve to 
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nurture poten=al rela=onships. The comple=on of sales pitches is essen=al to generate 
lefers of intent, as they inform poten=al customers of our existence, services, and the 
value we provide. Subsequent to the pitch, following up with prospects is vital to ini=ate 
long-term rela=onships and be an accessible point of contact for inquiries and further 
assistance. Addi=onally, ac=ng as a customer service representa=ve post-pitch is crucial 
in building a strong rapport and crea=ng a sense of belonging for poten=al customers. 
This approach will posi=on MiniMixes as a responsive and amicable company, making 
decision makers feel more at ease when considering doing business with us. 
 

1. Complete sales pitch 
a. Book pitch sessions with key decision makers within MiniMixes target 

market 
b. Give pitches to various key decision makers within MiniMixes target 

market. 
2. Follow up aYer pitch. 

a. Leave pitch by giving contact informa=on to the poten=al customer. 
b. Follow up with an email sent to the email address of the poten=al 

customer. 
c. Be polite and make customer feel as though MiniMixes is there to help 

solve their issues. 
d. Leave an open line of communica=on. 

3. Act as customer service representa=ve 
a. Reply promptly to any ques=ons or form of communica=on with poten=al 

customer. 
b. Maintain an open line of communica=on. 
c. Be polite and make customer feel as though MiniMixes is there to help 

solve their issues. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
--- remainder of page le\ blank inten?onally --- 



 39 

11. Project Evalua=on Metrics  
 

SMART Goal 1 Evalua?on Criteria: To assess the achievement of this SMART Goal, I will 
be tasked with the comple=on of research and documenta=on for MiniMixes’ poten=al 
distribu=on channels, outlining the feasibility of each iden=fied category. Evalua=on will 
be based on the progress made, measured by the comple=on percentage of each 
objec=ve by the specified end date. The goal will be considered accomplished once I 
have submifed the final documenta=on for review. 
 
I will evaluate the comple=on of this SMART goal with the following KPIs: 
 

  Student Success 
Scale: MiniMixes 

  

KPI Poor (0-4) Below Average 
(5-6) 

Above Average 
(7-8) 

Excellent (9-10 

Research on 
Distribu=on 
Channels 

Less than 50% of 
the research on 
distribu=on 
channels is 
completed by 
the end of Week 
2; No 
connec=on to 
MiniMixes’ 
requirements 

Between 50% - 
75% of the 
research on 
distribu=on 
channels is 
completed by 
the end of Week 
2; Slight 
connec=on to 
MiniMixes’ 
requirements 

Research on 
distribu=on 
channels is 
completed by 
the end of Week 
2; Moderate 
connec=on to 
MiniMixes’ 
requirements 

Research on 
distribu=on 
channels is 
completed by 
the end of Week 
2; Strong 
correla=on 
between 
research and 
MiniMixes’ 
requirements 

Summary of Key 
Details for Each 
Category 

Less than 50% of 
the key details 
for each 
category are 
summarized by 
the end of Week 
2; No clear 
connec=on to 
feasibility 
considera=ons 

Between 50% - 
75% of the key 
details for each 
category are 
summarized by 
the end of Week 
2; Slight 
connec=on to 
feasibility 
considera=ons 

Key details for 
each category 
are summarized 
by the end of 
Week 2; 
Moderate 
connec=on to 
feasibility 
considera=ons 

Key details for 
each category 
are summarized 
by the end of 
Week 2; Strong 
correla=on 
between 
summaries and 
feasibility 
considera=ons 

Iden=fica=on of 
Licensing 
Requirements 

Less than 50% of 
requirements 
are iden=fied by 
the end of Week 
2; No clear 
connec=on to 
MiniMixes’ legal 
compliance 

50% - 75% of 
requirements 
are iden=fied by 
the end of Week 
2; Slight 
connec=on to 
MiniMixes’ legal 
compliance 

Requirements 
are iden=fied by 
the end of Week 
2; Moderate 
connec=on to 
MiniMixes’ legal 
compliance 

Requirements 
are iden=fied by 
the end of Week 
2; Strong 
correla=on to 
MiniMixes’ legal 
compliance 



 40 

SMART Goal 2 Evalua?on criteria: To assess the afainment of this SMART goal, I must 
successfully launch the MiniMixes website’s landing page with a custom domain name, 
fostering increased awareness and genera=ng a list of interested par=es within the 
specified =meframe. Progress will be evaluated based on the comple=on of three crucial 
objec=ves, and the goal will be considered achieved once all elements are in place.  
 
I will evaluate the comple=on of this SMART goal with the following KPIs: 

 
  Student Success 

Scale: MiniMixes 
  

KPI Poor (0-4) Below Average 
(5-6) 

Above Average 
(7-8) 

Excellent (9-10) 

Engaging Visuals Engaging Visuals 
are incomplete 
or do not 
effec=vely 
showcase 
MiniMixes’ brag 
points by the 
end of Week 3 

Visuals are 
par=ally 
complete with 
some 
showcasing of 
brag points by 
the end of Week 
3.  

Visuals are 
complete, 
accurately 
showcasing each 
brag point of 
MiniMixes by 
the end of Week 
3.  

Visuals are 
complete, and 
compelling, with 
a concise script 
and edited stock 
footage, 
enhancing 
MiniMixes’ 
appeal.  

Development 
Comple=on 

Development 
work is 
incomplete, and 
the website is 
not accessible or 
live with a 
custom domain 
by the end of 
Week 3. 

Par=al 
development is 
accomplished, 
but the website 
is not fully 
accessible, and 
the custom 
domain is not 
connected by 
the end of Week 
3. 

Development is 
complete, and 
the website is 
live, ensuring 
accessibility to 
poten=al 
customers by 
the end of Week 
3.  

Development is 
complete and 
op=mized for 
various devices, 
ensuring a 
posi=ve and 
user-friendly 
experience, with 
the custom 
domain 
successfully 
connected. 

Custom Domain 
Purchase and 
Connec=on 

No progress is 
made towards 
purchasing or 
connec=ng a 
custom domain 
by the end of 
Week 3.  

Some progress is 
made towards 
exploring 
domain name 
op=ons, but the 
purchase 
process is 
incomplete by 
the end of Week 
3.  

A custom 
domain is 
purchased and 
in alignment 
with the brand 
by the end of 
Week 3. 

The purchased 
custom domain 
is not only 
aligned with the 
brand but also 
successfully 
connected to 
the MiniMixes 
website by the 
end of Week 3.  
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SMART Goal 3 Evalua?on criteria: To assess the afainment of this SMART goal, I will 
strive to develop a minimum of three prototypes by the end of the fourth week in the 
final project quarter, enhancing the efficacy of my pitches. Progress will be assessed 
based on the comple=on of three fundamental objec=ves, and the goal will be deemed 
achieved when all three prototypes are successfully constructed. 
 
I will evaluate the comple=on of this SMART goal with the following KPIs: 
 

  Student Success 
Scale: MiniMixes 

  

KPI Poor (0-4) Below Average 
(5-6) 

Above Average 
(7-8) 

Excellent (9-10) 

Models Planned No planning is 
done for model 
crea=on, and no 
poten=al models 
are 
brainstormed by 
the end of Week 
4.  

Some planning is 
conducted for 
model crea=on, 
and some 
poten=al models 
are 
brainstormed by 
the end of Week 
4.  

Planning is 
thorough, with 1 
or 2 poten=al 
models 
brainstormed, 
and a clear 
ra=onale 
documented by 
the end of Week 
4.  

Planning is 
comprehensive, 
and strategic, 
with three or 
more poten=al 
models 
brainstormed, 
and a well-
documented 
ra=onale 
provided by the 
end of Week 4.  

Models Built No models are 
constructed 
using Adobe 3D 
soYware by the 
end of Week 4.  

Some progress is 
made towards 
model 
construc=on 
using Adobe 3D 
soYware by the 
end of Week 4. 

1 or 2 models 
are successfully 
built using 
Adobe 3D 
soYware by the 
end of Week 4. 

Three or more 
models are built 
and refined to 
effec=vely 
showcase 
MiniMixes’ 
features by the 
end of Week 4. 

Prototypes 
Developed 

No progress is 
made toward 
building life-
sized prototypes 
using Adobe 3D 
soYware by the 
end of Week 4. 

Some progress is 
made towards 
building life-
sized 
prototypes, with 
at least one 
prototype under 
development by 
the end of Week 
4. 

1 or 2 
prototypes are 
successfully 
developed as 
life-sized 
func=oning 
versions, 
showcasing 
MiniMixes’ 
offerings by the 
end of Week 4. 

Three or more 
prototypes 
developed, and 
serve as 
impacgul tools 
for 
presenta=ons, 
effec=vely 
highligh=ng 
MiniMixes’ 
features by the 
end of Week 4.  
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SMART Goal 4 Evalua?on Criteria: To evaluate the achievement of this SMART goal, I 
will concentrate on presen=ng MiniMixes to a minimum of three key decision makers by 
the end of the sixth week of the final project quarter. Evalua=on will be based on the 
successful comple=on of three key objec=ves: finding at least three key decision makers 
to pitch to, crea=ng an impacgul sales pitch, and conduc=ng the pitches. Progress will be 
measured by the number of completed pitch sessions and the engagement of key 
decision makers. The goal will be considered achieved when I have successfully pitched 
to a minimum of three key decision makers.  
 
I will evaluate the comple=on of this SMART goal with the following KPIs: 

 
  Student Success 

Scale: MiniMixes 
  

KPI Poor (0-4) Below Average 
(5-6) 

Above Average 
(7-8) 

Excellent (9-10) 

Key Decision 
Makers 
Iden=fied 

No key decision 
makers are 
iden=fied, and 
less than two 
poten=al 
contacts are 
explored by the 
end of Week 6. 

Some effort is 
made to iden=fy 
key decision 
makers, with 
one poten=al 
contact explored 
by the end of 
Week 5. 

Two key decision 
makers are 
successfully 
iden=fied by the 
end of Week 6. 

Three or more 
key decision 
makers are 
iden=fied and 
chosen to align 
with MiniMixes’ 
target market, 
by the end of 
Week 6. 

Sales Pitch 
Created 

No sales pitch is 
developed, and 
no progress is 
made towards 
crea=ng a 
compelling 
presenta=on by 
the end of Week 
6. 

An ini=al sales 
pitch is craYed, 
covering basic 
talking points, 
but lacks depth 
and impact by 
the end of Week 
6. 

Comprehensive 
sales pitch is 
created, 
featuring a list of 
talking points, a 
presenta=on 
deck, + strategic 
highlights of 
value props by 
the end of Week 
6. 

Sales pitch 
meets the 
criteria and 
includes an 
engaging 
prototype video 
or 
demonstra=on, 
by the end of 
Week 6. 

Pitch Sessions 
Conducted 

No pitch 
sessions occur, 
and there is no 
interac=on with 
key decision 
makers by the 
end of Week 6. 

1 pitch session 
occurs, but the 
engagement 
level is minimal 
by the end of 
Week 6. 

2 pitch sessions 
are successfully 
conducted, with 
moderate 
engagement 
from key 
decision makers 
by the end of 
Week 6. 

3 or more pitch 
sessions are 
conducted, with 
a high level of 
engagement 
from key 
decision makers, 
by the end of 
Week 6. 
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SMART Goal 5 Evalua?on criteria: To assess the achievement of this SMART goal, I will 
focus on securing a minimum of one lefer of intent from leaders within the selected 
distribu=on category by the end of the seventh week of the final project. Evalua=on will 
be based on the successful comple=on of three key objec=ves: conduc=ng effec=ve sales 
pitches tailored to leaders in the chosen distribu=on category, diligent follow-up with 
the prospects pitched, and playing the role of a customer service representa=ve to 
nurture poten=al rela=onships. Progress will be measured by the number of secured 
lefers of intent and the engagement of key decision makers. The goal will be considered 
achieved when I have successfully obtained a minimum of one lefer of intent. 
 
I will evaluate the comple=on of this SMART goal with the following KPIs: 

 
  Student Success 

Scale: MiniMixes 
  

KPI Poor (0-4) Below Average 
(5-6) 

Above Average 
(7-8) 

Excellent (9-10) 

Lefers of Intent No effort has 
been made to 
garner lefers of 
intent by the 
end of Week 7. 

Some effort has 
been made to 
garner lefers of 
intent by the 
end of Week 7. 

Significant effort 
has been made 
to garner lefers 
of intent by the 
end of Week 7. 

At least 1 lefer 
of intent has 
been secured, 
and significant 
effort has been 
made to garner 
lefers by the 
end of Week 7.  

Sales Pitch 
Created 

No sales pitch is 
developed, and 
no progress is 
made towards 
crea=ng a 
compelling 
presenta=on by 
the end of Week 
7. 

An ini=al sales 
pitch is craYed, 
covering basic 
talking points, 
but lacks depth 
and impact by 
the end of Week 
7. 

Comprehensive 
sales pitch is 
created, 
featuring a list of 
talking points, a 
presenta=on 
deck, + strategic 
highlights of 
value props by 
the end of Week 
6. 

Sales pitch 
meets the 
criteria and 
includes an 
engaging 
prototype video 
or 
demonstra=on, 
by the end of 
Week 6. 

Pitch Sessions 
Conducted 

No pitch 
sessions occur, 
and there is no 
interac=on with 
key decision 
makers by the 
end of Week 7. 

1 pitch session 
occurs, but the 
engagement 
level is minimal 
by the end of 
Week 6. 

2 pitch sessions 
are successfully 
conducted, with 
moderate 
engagement 
from key 
decision makers 
by the end of 
Week 6. 

3 or more pitch 
sessions are 
conducted, with 
a high level of 
engagement 
from key 
decision makers, 
by the end of 
Week 6. 
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12. Milestones 

  
Milestones Date Due Audience Deliverables Purpose 
Determine 3 
poten=al 
distribu=on 
channel 
categories and 
their licensing 
requirements. 

Week 2 Review 
Commifee and 
Project Manager 
- Self 

Detailed 
summary of 3 
distribu=on 
categories and 
licensing 
requirements. 

Determine 
feasibility of 
poten=al 
distribu=on 
categories. 

Launch the 
MiniMixes 
Website’s 
Landing Page 

Week 3 MiniMixes’ 
audience 

Live Landing 
page with 
Domain 
Purchase 

Establish an 
online presence 
for MiniMixes 
and start 
building an 
interested 
audience. 

Completed 
development of 
physical 
prototypes 

Week 4 MiniMixes’ 
audience and 
Selected 
Distribu=on 
Category 

3 Physical 
Prototypes 

Create tangible 
tools for 
presenta=ons 
and pitches. 

Plan and 
Conduct 
Effec=ve Sales 
Pitches to 
Leaders of 
Selected 
Distribu=on 
Category 

Week 6 Review 
Commifee and 
Selected 
Distribu=on 
Category 
Leaders 

Presenta=on 
Slides and 
Recordings or 
notes from 
pitches to 
leaders of 
Distribu=on 
category 

Engage with 
leaders of 
distribu=on 
category and 
introduce 
MiniMixes 

Secure a 
Minimum of 
One Lefer of 
Intent to 
Distribute from 
Leaders of 
Selected 
Distribu=on 
Category 

Week 7 Review 
Commifee 

1+ Lefers of 
Intent 

Obtain tangible 
proof of leader 
interest and 
product trac=on. 
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13. Project Challenges   
 

As with any startup with deadlines, there are many challenges that can occur in the 
prepara=on to launch MiniMixes. Foreseen obstacles are listed below: 

 
1. Sourcing Eco-Friendly Packaging 

a. Sourcing eco-friendly packaging materials for MiniMixes can present 
several hurdles. One primary concern is the reliability of suppliers. Eco-
friendly materials may not be as widely available as conven=onal 
packaging op=ons, which can lead to delays in procurement. Addi=onally, 
the cost of eco-friendly packaging is oYen higher, which places strain on 
the project budget. 

b. To address these challenges, conduc=ng thorough research is essen=al. I 
will look for reputable suppliers who specialize in eco-friendly materials 
and have a track record of consistent delivery. Nego=a=ng long-term 
contracts can help secure a stable supply chain and poten=ally reduce 
costs. I will consider the possibility of working with local manufacturers or 
small-scale eco-friendly packaging companies. By building strong 
partnerships and diversifying my supplier network, I can mi=gate the risks 
associated with sourcing eco-friendly packaging. 

2. Distribu=on and Logis=cs 
a. Ensuring efficient distribu=on and logis=cs for MiniMixes is crucial, as any 

setbacks can lead to delayed deliveries, increased shipping costs, and 
poten=al damage or loss of orders during transit. Managing the logis=cs 
of shipping a sensi=ve product like MiniMixes requires careful planning 
and execu=on. 

b. To tackle this challenge effec=vely, I will collaborate with a reliable 
logis=cs provider with exper=se in handling sensi=ve products. 
Partnership with an experienced company can ensure that the 
distribu=on process is streamlined and op=mized. Implemen=ng robust 
tracking systems will allow me to monitor the progress of shipments in 
real-=me, offering transparency. Providing customers with mul=ple 
shipping op=ons allows customers to choose shipping methods within 
their budget and =meline. Op=mizing the packaging design to ensure 
MiniMixes product is adequately protected during transporta=on is 
crucial. 

3. Scaling Up 
a. Scaling up the produc=on and distribu=on of MiniMixes can present a 

variety of poten=al setbacks. As demand increases, there may be 
resource constraints, impac=ng product quality and customer service. 
Rapid expansion could result in decreased product consistency, and 
subsequently, customer sa=sfac=on. 

b. To address this challenge, I will priori=ze maintaining the quality of 
MiniMixes and the overall customer experience. I will invest in addi=onal 
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produc=on facili=es and personnel to accommodate increased demand 
along with a robust training program to ensure that new staff members 
uphold the same quality standards that make MiniMixes successful. I will 
develop and enforce strict quality control measures to monitor the 
produc=on process closely and monitor customer feedback and review to 
iden=fy any issues or areas for improvement, taking immediate ac=on to 
address concerns. By focusing on quality and the customer experience 
during scaling, MiniMixes can grow successfully while maintaining high 
standards.  

 
 

14. Project Future and Con=nuity   
 

The work I am comple=ng in this final project lays the essen=al founda=on required for 
launching MiniMixes as a company. This isn’t a one-=me effort, but part of my long-term 
vision to make MiniMixes available for purchase na=onwide, contribu=ng to addressing 
America’s food waste problem. 
 
Upon comple=on of my final project, I will have theore=cally covered all aspects of 
MiniMixes within my control, seQng the stage for launch, opera=on, and growth. 
However, some elements remain beyond my direct control. I will remain ac=vely 
involved in these processes. As the current President and CEO of MiniMixes, my 
aspira=on is to see the company grow to a point where it becomes a full-=me 
commitment.  
 
This project is just the beginning for MiniMixes. The goal is to establish a brand that 
draws customers back for more through unique value proposi=ons and customer 
rela=onships. Ideally, I aim to build a sustainable business that allows for expansion 
while remaining environmentally conscious and focusing on obtaining B-Corp 
Cer=fica=on. Unless the launch and market viability tests prove excep=onally successful, 
I intend to balance MiniMixes as a side venture alongside other career pursuits or 
addi=onal business endeavors. 
 
This project presents a unique opportunity to create a brand from incep=on to frui=on, 
serving as a valuable porgolio piece. It showcases my proficiency in conceiving a 
concept, formula=ng a marke=ng strategy from the group up, execu=ng a successful 
launch, and demonstra=ng a profound understanding of overall business design. My 
objec=ve is to showcase my capability to stay on the cuQng edge of innova=ve concepts, 
cul=vate a dedicated following, and deliver a seamless, effec=ve business model.  

 
 
 
 
--- remainder of page le\ blank inten?onally --- 
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15. Conclusion 
 

This project presents an excep=onal opportunity to assess the feasibility of a business 
that deeply resonates with me and that I envision having a future. Devo=ng =me to 
scru=nize my business model allows me to gain invaluable insights without incurring 
significant financial risks. It’s a chance to determine if the model is viable, if adjustments 
are needed, or if alterna=ve concepts need to be considered. 
 
As I embark on my final project within the Crea=ve Business Leadership program, I am 
building upon the groundwork I have laid for MiniMixes. This involves crea=ng 
awareness for the product. The culmina=on of my work in this project, including well-
defined marke=ng and sales strategies and the collec=on of lefers of intent from 
prospec=ve customers, enhances the appeal of MiniMixes to poten=al investors. It 
validates that while it’s s=ll in its conceptual stage, with the right financial support, 
MiniMixes has the poten=al to evolve into a viable business endeavor. 
 
Thank you for taking the =me to review my proposed work plan for MiniMixes and my 
final project. If there are any ques=ons, I can be reached through email at 
imgraphicdesign00@gmail.com . I look forward to con=nuing conversa=ons regarding 
MiniMixes. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

mailto:imgraphicdesign00@gmail.com


 48 

16. Afachment A: Ganf Chart 
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18. Afachment C: Final Project Documenta=on 

 
Final Project Deliverables 
 

• Execu=ve Summary 
• Title Page 
• Table of Contents 
• Company Mission, Values, and Goals Statements 
• Brand Guidelines Document 
• Marke=ng and Sales Summary 

a. Execu=ve Summary 
b. Target Audience Summary 
c. Value Proposi=ons and Unique Selling Proposi=on 
d. Pricing and Posi=oning Summary 
e. Distribu=on Plan 
f. Marke=ng Materials 
g. Digital Marke=ng Strategy 
h. Partnership Summary 
i. Reten=on Strategy 
j. Revenue Goals and Sales Objec=ves 
k. Challenges and Obstacles 
l. Target Audience Interview Results 
m. Target Audience Survey Results 

• Detailed summary of 3 Distribu=on Categories and Licensing Requirements 
• Execu=ve Summary of Selected Distribu=on Category 
• Pro Forma Cash Flow Statement 
• Pro Forma Balance Sheet 
• Pro Forma Income Statement 
• Pro Forma Budget 
• Finalized and Launched MiniMixes Landing Page with custom domain name. 
• Site Imagery Database 
• Key Decision Maker Pitch Transcripts and Analysis 
• Key Decision Maker Pitch Presenta=on Deck 
• Lefer(s) of Intent to Distribute  
• Final Project Documenta=on 
• 3+ Digital Models 
• 3+ Physical Prototypes 


