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Executive summary

Stor’s small-scale, food system 
innovation is designed to 
improve access to healthy and 
affordable food by expanding 
healthy food offerings and 
serving as a visible, reliable 
neighborhood access point.
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Small-scale food system innovation
Executive summary

Stor
Stor is a produce storage enterprise that provides convenient access to affordable and fresh produce 
and groceries.

Vision
Healthy food at a low-cost, made more accessible for everyone.

Mission
We believe that small-scale, food system innovation can have a huge impact. We want to 
expand healthy food offerings by creating convenient, reliable access points for healthy food in 
neighborhoods and communities. Instead of trying to replace grocery stores or local markets, we see 
an opportunity to support them and fill in the gaps caused by time and geographic limitations.

Stor’s mission is to improve access to affordable healthy food by creating secure and convenient 
spaces to store and access fresh produce and groceries. 

By doing so we will:
• Improve connections to healthy food
• Reduce food waste
• Decrease food insecurity
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Objectives
Organizational
• Become an innovation leader in food access and food waste reduction.
• Cultivate strong relationships with produce companies, farmers, local bodegas, food access 

organizations and college campus commercial services.
• Become vendor-of-choice for both producers and consumers, by maintaining quality and safety 

of units, and emphasizing social impact.

Economic
• Secure 4,800 users by the end of year one.
• Facilitate the delivery of 200,000 pounds of produce and groceries in the Bay Area by year 1.
• Surpass $6 million in annual revenue by year 5

Social and environmental
• Donate 200,000 pounds of produce and groceries to families in the Bay Area by the end of 

year one.
• Increase access to affordable food for 100,000 people living in food inaccessible neighborhoods 

in the Bay Area by year three.
• Divert at least 1 million pounds of food from landfill by year five.
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Leadership team
Stor’s team is a diverse group of multidisciplinary designers passionate about solving real problems in 
meaningful ways.

• Adam Cote, Creative and User Experience Lead
• Justin Paul, Fabrication and Production Lead
• Riley Moynes, Operations and Finance Lead
• Lindsay McComb, Content and Strategy Lead

Advisors
Stor’s advisory team includes experts in ventures, health, produce, vending and social 
entrepreneurship.

Business and strategy
• Brandt Williams, Partner, Zoo Labs
• Dan Sevall, CFO for Military.com, Fastweb, Education.org and Monster Communities

Health and nutrition
• Ezequiel Galarce, Clinician, Rally Health

Food and vending
• Dylan Bondy, Outreach Coordinator, Imperfect Produce
• Franzi Sessler, Founder, Wunderfood
• Richard Hassim Founder and CEO, Swyft Vending
• Tony Gui, Founder, Wunderfood
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The food landscape
Farm-to-table agriculture
In 2015, more than 167,000 US farms sold 
some or all of their products directly to retail 
outlets such as restaurants, grocery stores, 
schools, hospitals, or other businesses that in 
turn sold to consumers. 

As demand for local and organic produce has 
grown in the past five years, so have other ideas 
for connecting farmers to customers. 

Food waste
The United States spends over $218 billion 
per year growing, processing and transporting 
food that is never eaten. More than 52 million 
tons of food are sent to landfills each year. 
Food recovery can increase by 1.8 billion meals 
annually, nearly doubling the amount of meals 
rescued and diverting 1.1 million tons of waste.

A report by WRI and Waste Recycling 
Action Plan (WRAP) found that for every 
“$1 a company invested in food loss and waste 
reduction—through training programs, providing 
equipment like scales to quantify food, and 
improving storage and packaging—they received 
a $14 return on investment.” 
 
Food and grocery delivery
Consumers are becoming increasingly 
comfortable with online grocery ordering and 
delivery, while at the same time still expect some 
in-person shopping interactions.

Online grocery shopping is expected to be a 
$100 billion market by 2025, and currently 
about 30% of people regularly shop online and 
get 25% of their groceries there. By 2025 it’s 
expected to jump to about 72% of all shoppers.

Smart vending machines
High-tech “smart” vending machines are now 
filling the gap in niche goods or services and 
allow customers to order or purchase over the 
web or a smartphone app, and then interact with 
the machines at their convenience. Consumer 
interest in healthy vending machines is growing, 
while vending machine technology becomes 
more Internet-connected. There’s incredible 
opportunity for us at the intersection of food 
waste, food delivery, vending machines and 
farm-to-table agriculture. 

Market opportunity
Food waste and imperfect produce
In the United States there is $15 billion of 
uncaptured economic opportunity caused by 
food waste on farms. This waste is categorized 
as imperfect, surplus, unharvested and rejected. 
And of this waste, approximately 70% of the 
food can be used for consumption, representing 
$10.5 billion in potential sales. 

Secondary resellers and food delivery services
Despite a perception that it’s is an overcrowded 
space, venture capitals are optimistic about food 
startups. Morgan Stanley predicts the market 
will be worth $210 billion a year.
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Food technology
The “2016 AgTech Investing Report” from 
AgFunder shows that $3.23 billion went into 
food tech venture capital funding last year, 
focusing on innovation and scalable business 
models, including:
• Online ordering platforms 
• Meal kit delivery 
• Prepared food delivery 
• Grocery delivery, including farm-to-table 

and grocery subscriptions
• “Next-generation” food development 
• 

Corporate strategy
Stor is a smart storage system designed to 
keep groceries fresh and secure. Its modular 
design allows for expansion and customization, 
depending on the needs of the space. It exists as 
a secure and convenient access point between 
food suppliers and customers who value 
affordable healthy food. 

Stor is launching on university campuses to test 
the model and capture existing food delivery 
customers. Imperfect Produce will partner with 
Stor for our pilot program at UC Berkeley. Stor 
is building an MVP version of the refrigerated 
locker system and working with partners to meet 
the needs of different stakeholders. 

Stor offers:
Fresh and secure technology
Stor’s refrigerated locker system securely holds 

food deliveries at optimal storage temperatures 
for 48 hours.

Flexible pricing
Allows customers to pay based on delivery, with 
location-specific discounts and subsidies for 
customers utilizing food assistance services.

Seamless add-on ordering
Customers can order from their food delivery 
service or CSA of choice, and select the nearest 
Stor locker for pick-up, by utilizing Stor website 
integration.

Online/offline interface
Customers can order online, or order food 
directly from a Stor kiosk.

Social impact
Stor is dedicated to improving access to 
affordable healthy food offerings and is 
committed to supporting food-insecure 
neighborhoods and families through partnerships 
with food and nutrition organizations.

Financial overview
Stor will require investment to build and sustain 
the product and team, and expects to gain 
profitability by year three, reaching $5 million 
in revenue. Our revenue is obtained by charging 
buyers a transaction fee ranging from $2.50 
to $4.00, depending on financial need and 
location.
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Company overview

Stor is a produce storage 
enterprise that provides 

convenient access to 
affordable and fresh 

produce and groceries.
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Vision
Low-cost, healthy food, made more accessible 
for everyone.

Mission
We believe that small-scale, food system 
innovation can have a huge impact. We want 
to expand healthy food offerings by creating 
convenient, reliable access points for healthy 
food in neighborhoods and communities. 

Instead of trying to replace grocery stores or 
local markets, we instead see an opportunity to 
support them and fill in the gaps caused by time 
and geographic limitations. 

Stor’s mission is to improve access to affordable 
healthy food by creating secure and convenient 
spaces to store and access fresh produce and 
groceries. 

By doing so we will:
• Improve connections to healthy food
• Reduce food waste
• Decrease food insecurity

Stor is dedicated to removing the barriers  
to affordable, healthy food offerings and 
is committed to supporting food-insecure 
neighborhoods and families through  
partnerships with food and nutrition 
organizations.

Values
Interconnectedness:  
We cultivate meaningful networks of access, 
connecting producers and consumers.

Wellness:  
We foster health and wellbeing and create 
opportunities for people to access healthy 
choices

Diversity:  
We celebrate the diversity of the communities 
and cultures of our customers and partners.

Sustainability:  
We develop systems and processes for 
sustainability in our business and the 
environment.

Security:  
We design products that are reliable —both in 
performance and in securing accessibility.
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Corporate Strategy
Stor is a social enterprise and will become a benefit corporation to ensure ongoing 
accountability, transparency, and performance aligned with having a positive 
impact on society and the environment.

Stor is driven by the opportunity to generate benefits for all stakeholders, 
including investors, customers, producers, and communities.

Objectives
Organizational
• Become an innovation leader in food access and food waste reduction.
• Cultivate strong relationships with produce companies, farmers, local bodegas, 

food access organizations and college campus commercial services.
• Become vendor-of-choice for both producers and consumers, by maintaining 

quality and safety of units, and emphasizing social impact.

Economic
• Secure 4,800 users by the end of year one.
• Facilitate the delivery of 200,000 pounds of produce and groceries in the Bay 

Area by year one
• Surpass $6 million in annual revenue by year five.

Social and environmental
• Donate 200,000 pounds of produce and groceries to families in the Bay Area 

by the end of year one.
• Increase access to affordable food for 100,000 people living in food 

inaccessible neighborhoods in the Bay Area by year three.
• Divert at least 1 million pounds of food from landfill by year five.
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Leadership team

Stor’s team is a diverse group 
of multidisciplinary designers 
passionate about solving real 
problems in meaningful ways. 

We have experience in 
entrepreneurship, nonprofit 
organizations, education and 
corporate branding. We want 

to make a difference while also 
making sure we’re profitable and 

sustainable as a company.
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Adam 
Côté
Creative & User 
Experience Lead

Operating at the intersection of business and design, Adam Côté is a problem 
solver who possesses a passion for solutions that promote positive change and 
move beyond profit. Adam utilizes design thinking methodologies to navigate 
uncertainty, develop actionable insights, and harness opportunity to create 
valuable impact. 

Before he began the MBA in Design Strategy program at California College of 
the Arts, Adam was a Designer and Strategist at WD Partners, an award-winning 
customer experience expert for global retail and consumer goods brands. During 
his time spent at WD Partners, he collaborated with a cross-functional team to 
develop retail experiences that fulfilled both client and user needs for brands 
including 7-eleven, BevMo!, Taco Bell and Smoothie King.
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Justin 
Paul
Fabrication & 
Production Lead

Justin is an Industrial Designer who enjoys any opportunities for social innovation 
through products. He has created product concepts for Honda, functioning 
prototypes for home goods solutions, and physical therapy tools. He served as a 
guest speaker at an IDSA chapter conference at the University of Houston, and 
designed an interactive exhibit at the California Academy of Sciences.

Pursuing his MBA in Design Strategy at the California College of the Arts has 
improved his research, analysis and business innovation skills. Furthermore, Justin 
hopes to facilitate groundbreaking solutions to today’s most prevalent issues. A 
native of Baton Rouge, Louisiana, currently living in the San Francisco Bay area, 
Justin is passionate about EdTech, community outreach, transportation, and 
consumer goods.
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Riley  
Moynes
Operations & 
Finance Lead

Riley is a filmmaker turned design strategist, Riley Moynes has been working on 
large teams for most of his young career. Riley thrives in leadership roles - having 
produced/directed television for ESPN, CBC, ABC, as well as commercial clients 
such as DuPont chemical and Farm Credit Canada.

Riley’s passion lies in documentary production where he has worked on 
documentaries focusing on homelessness. Prior to starting his MBA in design 
strategy at the California College of the Arts, Riley started a solar energy 
company capitalizing on the Canadian government’s sustainability strategy. In his 
spare time, Riley enjoys cooking, documentaries, and spending time with friends 
and family.
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Lindsay 
McComb
Content & 
Strategy Lead

Lindsay is a writer and designer with a background in Technical Journalism and 
International Relations, currently pursuing her MBA in Design Strategy at 
California College of the Arts. She is interested in the connections between 
culture, technology, storytelling, and design. 

Her work in content strategy takes on many forms, ranging from the highly 
tactical (writing and organizing copy on a website) to the highly strategic 
(facilitating design thinking workshops to discover creative solutions). Lindsay has 
worked with clients in the technology, education, and nonprofit sectors, including 
Girls Who Code, Wu Yee Children’s Services and Soulpancake, helping them 
develop content and branding strategies that are both marketable and mission-
driven.
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Advisors
Stor’s advisory team includes experts in startup 
strategy, health, produce, vending and social 
entrepreneurship.

Business and strategy
• Brandt Williams, Partner, Zoo Labs
• Dan Sevall, CFO for Military.com, Fastweb, 

Education.org and Monster Communities

Health and nutrition
• Ezequiel Galarce, Clinician, Rally Health

Food and vending
• Dylan Bondy, Outreach Coordinator, 

Imperfect Produce
• Franzi Sessler, Founder, Wunderfood
• Richard Hassim Founder and CEO, Swyft 

Vending
• Tony Gui, Founder, Wunderfood

Strategic partners
Stor has developed partnerships with food 
producers and mission-aligned organizations who 
are passionate about improving access to healthy 
food and decreasing food waste.

Current partners:
• Imperfect Produce
• University of California Berkeley
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Landscape

“Food provides a unique analytical and 
experiential nexus, drawing together 

and crystallizing many urgent, 
complicated problems facing society.”

- From “Practice and Place in Remaking the Food System,”  
Remaking the North American Food System

 

19



Food distribution
According to a 2015 report by US Census 
of Agriculture, US farmers sold $8.7 billion 
fresh edible agricultural products directly to 
consumers. 

However, farms are increasingly using 
intermediary services to sell to restaurants, 
grocery stores and other distributors. A small 
but growing number of farms and ranches are 
pursuing new ways to market their products and 
connect to their communities. 

More than 167,000 US farms sold some or all 
of their products directly to retail outlets such as 
restaurants, grocery stores, schools, hospitals, or 
other businesses that in turn sold to consumers.
As demand for local and organic produce has 
grown in the past five years, so have other ideas 
for connecting farmers to customers. 

Increasingly, “food hubs” and secondary resellers 
are serving as intermediary services for farms 
to sell to restaurants, farmer’s markets, grocery 
stores and other distributors. 

These food hubs provide customers with more 
direct connection to farmers while at the same 
time solving logistical and distribution problems 
for the farms. 

Widening distribution and raising visibility for 
local produce not only benefits local agriculture 
in the long term, it also serves to improve access 
to fresh foods in a variety of communities.

Food waste
Strategic reasons for reducing food loss and 
waste include environmental sustainability, 
stakeholder relationships,and ethical 
responsibility. 

There is a solid business case for reducing food 
waste: waste is drain of money and resources. 
The United States spends over $218 billion per 
year growing, processing and transporting food 
that is never eaten. More than 52 million tons 
of food are sent to landfills each year. On farms 
alone, more than 10 million tons of food are 
never harvested and never eaten.

A report by WRI and Waste Recycling 
Action Plan (WRAP) found that for every 
“$1 a company invested in food loss and 
waste reduction—through training programs, 
providing equipment like scales to quantify 
food, and improving storage and packaging—
they received a $14 return on investment.” 
Reducing food waste makes sense economically, 
environmentally, and socially.

20



Grocery and delivery
Consumers are becoming increasingly 
comfortable with online grocery ordering and 
delivery, while at the same time still expect some 
in-person shopping interactions.

Online grocery shopping is expected to be a 
$100 billion market by 2025, and currently 
about 30% of people regularly shop online and 
get 25% of their groceries there. By 2025 it’s 
expected to jump to about 72% of all shoppers.

More shoppers are accustomed to buying online, 
including a younger, more mobile generation 
of consumers. More specifically, boutique 
online-only grocery services in recent years 
have proven that the business model can work, 
overcoming logistical and consumer barriers and 
building credibility for the category as a whole. 

However, even as 72% of consumers are doing 
a quarter of their grocery shopping online, that 
means that more than 75% of shopping will still 
be done in-store. To stay relevant, businesses are 
going to have to cater to two different kinds of 
shopping experiences.

Vending technology
Consumer interest in healthy vending machines 
is growing, while vending machine technology 
becomes more Internet-connected.

There were 6,900,000 vending machines in 
the United States, generating $64,350,000 in 
revenue in 2015. Vending machines are likely 
to remain a part (and perhaps a growing part) 
of Americans’ eating habits in the future. High-
tech “smart” vending machines are now filling 
the gap in niche goods or services and allow 
customers to order or purchase over the web or 
a smartphone app, and then interact with the 
machines at their convenience. New vending 
machines are helping to bridge the gap between 
online order and delivery.

The rise in health consciousness in the United 
States has increased the demand for healthy 
food. Ease of availability remains a key factor 
for consumers. As storage technology improves 
and calls for healthy food in vending machines 
increases, a growing number of businesses are 
moving towards vending machines that carry 
healthier food. 
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Market opportunity

There’s incredible opportunity for us 
at the intersection of food waste, food 

delivery, vending machines and  
farm-to-table agriculture. 
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Market opportunity
Food waste and imperfect produce
In the United States there is $15 billion of 
uncaptured economic opportunity caused by 
food waste on farms. This waste is categorized 
as imperfect, surplus, unharvested and rejected. 
And of this waste approximately 70% of the 
food can be used for consumption, representing 
$10.5 billion in potential sales. 

Secondary resellers and food delivery services
Despite a perception that it’s is an overcrowded 
space, venture capitals are optimistic about food 
startups. Morgan Stanley predicts the market 
will be worth $210 billion a year.

Food technology
The “2016 AgTech Investing Report” from 
AgFunder shows that $3.23 billion went into 
food tech venture capital funding last year, 
focusing on innovation and scalable business 
models. 
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$210 B

$15 B

$3.2 B

Food delivery and  
secondary resellers

Food waste reduction 

Food technology and startups
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Food waste and imperfect produce
In the United States there is $15 billion of uncaptured economic opportunity 
caused by food waste on farms. This waste is categorized as imperfect, surplus, 
unharvested and rejected. And of this waste approximately 70% of the food can be 
used for consumption, representing $10.5 billion in potential sales. The remaining 
30% of waste that cannot be used for consumption may still see a viable economic 
opportunity in animal feed, biofuels or compost. With easy access to resources 
— produce from farms in North and Central California, investment from venture 
capital firms in Silicon Valley — the San Francisco Bay Area is becoming a capital 
of food waste reduction.
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Secondary resellers and food delivery
As consumer awareness of food waste grows, so too has the demand for surplus 
and imperfect goods. Capturing some of this $15 billion of economic opportunity 
are secondary resellers who sell discounted groceries sourced from food 
manufacturers and distributors. Many of these secondary resellers are developing 
logistical solutions to accepting and integrate the sale of off-grade produce (short 
shelf life, different size/shape/color), into food business menu planning and product 
lines. Imperfect Produce, for example, sources imperfect produce from local 
farmers in the Bay Area of California and has been growing steadily since 2015. 
It currently delivers approximately 7500 weekly boxes to Bay Area consumers, 
with prices ranging from $10-25 for both standard and organic produce. Imperfect 
Produce has recently received a round of series C funding as it plans to scale and 
expand to new markets like Los Angeles.

Despite a perception that it’s is an overcrowded space, venture capitals are 
optimistic about food startups. Morgan Stanley predicts the market will be worth 
$210 billion a year. However, investment in food startups has been shifting toward 
later stage startups since 2012. Over 30% of 2015 deals were Series C or later, 
up from zero in 2012 and series B+ deals increased from 43% in 2012, to 59% in 
2015, to 75% in 2016 year-to-date.
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Food technology 
The “2016 AgTech Investing Report” from 
AgFunder shows that $3.23 billion went into 
food tech venture capital funding last year, 
focusing on innovation and scalable business 
models. 

The convergence of high tech and agriculture 
has fostered the growth of tech-enabled food 
startups involved with the ordering and delivery 
of food to consumers including:
• Online ordering platforms 
• Meal kit delivery 
• Prepared food delivery 
• Grocery delivery, including farm-to-table 

and grocery subscriptions
• “Next-generation” food development 
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How we got to “Stor”
Our journey

Throughout our research in the food space, we 
heard two things that were barriers to eating 
healthier food: 

• People know that they should eat healthier, 
but they still make poor decisions

• Healthy food is often perceived of as 
inconvenient or inaccessible due to price or 
geographic constraints

We realized quickly that solving the first problem 
is an issue of education. That even when healthy 
produce is more convenient, many Americans 
simply don’t know how to cook with healthier 
choices, or they would continue to chose 
unhealthier options regardless. We believe that 
education will be key in helping people develop 
better relationships with healthy food, and 
hope to partner with and support organizations 
like Mandela Market in West Oakland who are 
already working in that space.

There is incredible opportunity to connect 
customers who want to buy affordable, high-
quality produce, but do not have easy access. 
Some of the problems we heard were that 
high quality produce at supermarkets is too 
expensive, farmer’s markets are only held 
at limited or inconvenient times, and that it 

would be a lot easier if local convenient stores 
could carry more groceries. We also heard that 
grocery deliveries are often too expensive or just 
not secure in apartment buildings. 

In talking with community supported agriculture, 
food hubs, and bodega owners, we learned that 
there are a variety of factors at play. Beyond 
issues of food waste, many farms and CSAs 
are struggling to connect directly to customers 
through farmer’s markets or deliveries due to 
logistical problems like inconvenient schedules 
or pick up locations. 

Food hubs, such as Imperfect Produce, are 
growing at a steady rate and are doing great 
work to source imperfect and surplus produce 
directly from farms, but they struggle to find 
logistical solutions to serve high-density areas 
like university campuses and urban apartment 
buildings.

 At the same time, many convenience store and 
bodega owners have experimented with selling 
fresh produce, but struggle with low margins 
and high spoilage rates. While they’d like to do 
better for their neighborhoods, there has to be a 
compelling reason to give up valuable store space 
for produce.
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Our “ah-ha” moment was while we were visiting 
Imperfect Produce’s Emeryville warehouse. 
We learned that there is a growing demand 
for weekly produce boxes at University of 
California, Berkeley. In the past four months, 
the number of on-campus subscriptions has 
jumped to over 90 per week. 

Students are unable to have them sent to their 
dormitories due to university policies, they can’t 
utilize the on-campus Amazon lockers without 
paying postage or worrying about spoilage, and 
they must pick them up from a specified pick-up 
point by 5 pm on delivery day or their orders will 
be forfeited and donated to food banks. 

UC Berkeley was a perfect microcosm of all 
the issues of affordable produce accessibility: 
location and time constraints. We saw the 
potential to test a temporary storage system 

that would allow companies like Imperfect 
Produce to deliver items for multiple customers, 
and hold the groceries in a temperature-
controlled and secure locker unit until the 
customers are able to pick up their groceries at a 
convenient time and location. 

We saw an opportunity to connect people in 
high-density areas who want access to affordable 
produce, and food hubs and CSAs who have low-
cost, local, and imperfect produce by creating an 
intermediary transaction space that’s convenient 
and secure for both suppliers and consumers.

We identified three key areas we could serve 
with our temperature-controlled food storage 
system:

• College campuses
• Convenience stores/bodegas 
• Urban, high-density housing

“Hunter’s Point / Bayview, East 
Oakland, and most college campuses 
would benefit from a locker system for 
our deliveries.”  
 
- Dylan, Imperfect Produce
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Personas

Primary and secondary research has 
led us to a broader understanding 
of our food system and how we 

might design creative solutions for 
different customer groups — solving 

both from a business to business 
perspective and for end users.
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College  
Students
Irene, 
UC Berkeley

“I’m trying to eat healthy, but it’s not easy.  
My schedule is so crazy and inconsistent.”

Profile:
• International student studying finance
• Lives on campus, and the dorms don’t allow for the delivery of produce
• Has a meal plan, but would prefer to be able to cook and snack on better food
• Started ordering a small weekly box from Imperfect Produce after seeing their 

display at Sproul Plaza
• Usually doesn’t have any issues with making the weekly pick up, but forgot once 

and her box got donated
• Worries that when her schedule changes next year, she’ll have limited time to 

pick up her box

Needs: Time flexibility, secure storage, healthy food for a good price
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Urban 
Dwellers
Andres,  
Oakland resident

“I’d like to get groceries delivered, but I hate the 
idea of them sitting out all day in the lobby of 
my building. I just don’t trust it.”

Profile:
• Moved to Oakland four years ago and lives in an 18-unit apartment
• Commutes to San Francisco during the week
• Frequently orders household items from Amazon
• Gets food delivered 1-2x a week
• Worries that sometimes his packages “disappear” or carriers can’t get in the 

building
• Sets up deliveries to be sent to nearby convenience store occasionally for peace 

of mind

Needs: Peace of mind, convenience, “set it and get it” delivery
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Convenience 
Stores
Thao,
Wah Fay Grocery

“Space is tight, but if there is a real benefit, we’ll 
find a way to make it work.”
Profile:
• Family owned business in East Oakland
• <10 employees
• Most sales at Wah Fay come from liquor, lotto tickets
• Community and connections is important - front counter display is decorated 

with local lottery/scratcher winners
• Started selling produce in 2015, would love to sell through more produce - fruit 

sells a little bit better
• Serves as pick up point for UPS and FedEx deliveries

Needs: Community support, tangible benefits, integration into existing store space
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CSAs and 
Food hubs 
Holly,
Imperfect Produce

“A smart fridge system could change 
everything, for sure.”
Profile:
• Bay Area “food hub” that sources and sells imperfect or surplus produce
• Passionate about reducing food waste and reaching more customers 

throughout California
• Moving beyond early start-up phase and beginning to mature operationally
• Sees logistics as a potential barrier to substantial scaling
• Open to exploring creative solutions to connect more customers to Imperfect, 

but has been burned by bad partnerships

Needs: Optimized deliveries, sustainable growth, reliable intermediaries
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Product and service

Stor exists as a secure and  
convenient access point between 
produce suppliers and customers 

who value affordable healthy food.
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This is Stor 
Problem
Currently, channels for healthy, affordable food are limited by constraints of time 
and location. 

Positioning
Stor exists as a secure and convenient access point between produce suppliers 
(CSAs and food hubs) and customers who value affordable healthy food. In doing 
so it delivers harmony, justice, security and community. 

Stor does this through strategically located temperature-controlled storage units 
that serve as a convenient and secure intermediary transaction space for both 
suppliers and consumers.
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Smart storage
Stor is a smart storage system designed to keep groceries fresh and secure. Its 
modular design allows for expansion and customization, depending on the needs of 
the space. 

Stor’s compartments are independently temperature-regulated, and temperature 
control can be shut off for packages that don’t need refrigeration. Stor’s smart 
compartments can sense the size of the package, when it was delivered and if/when 
it was removed. All compartment doors are self-closing and self-locking.

How Stor works:
Customers get an order notification from whatever food delivery service they’re 
using and will receive an email with a Stor QR code and order number. The 
customers go to their nearest Stor at their convenience. They scan their code or 
input the number. Stor’s display screen will tell them what compartment their 
order is in, and automatically pops open the door. Customers can easily retrieve 
the item.

If customers forget to pick up their package, they will receive email notification(s) 
from the locker system. If they fail to pick up their order within 48 hours, the item 
will be put on sale (future in-unit purchase feature) or donated to a food access 
organization.

Future features:
• In-unit purchases, allowing customers to buy discounted boxes or unique items
• Discounted transactions for CalFresh/EBT participants
• Compartment selection at checkout, allowing customers to select their 

preferred unit
• Improved accessibility features, including assistance for visually impaired users
• Comprehensive app, with features such as package tracking and in-app 

transactions 
• Digital display board for sponsored advertising or educational content
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Scenario: Improved logistics
Current system:
Food and grocery delivery companies struggle with the logistics to deliver to high-
density areas due to constraints of storage, building access, and security.

Stor:
Food and grocery suppliers can deliver multiple orders for food to Stor units 
closest to customers. The food stays fresh and secure until customers are able to 
retrieve it at their convenience.

» » »
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Scenario: Convenient access points
Current system:
Customers want affordable fresh produce delivered to their apartment complex, 
but it’s either too expensive to be worth it on a regular basis or the delivery 
companies leave the boxes in areas where they are subject to theft or spoilage.

Stor:
Customers place their order through their produce or grocery delivery service of 
choice and select delivery location to the nearest Stor unit. Using their Stor access 
code, they can pick up their order at a convenient time, confident that their food is 
kept fresh and secure.

» » »

40



Scenario: Nontraditional accessibility
Current system:
Families who need food assistance can only visit food banks and pantries during 
limited business hours and week days. This causes undue burden for people with 
nontraditional working hours, disabilities and mobility issues.

Stor:
Families who need food assistance can register at a partnering food bank, and will 
receive an access code for a food package that meets their needs at a Stor unit 
of their choice. Families can pick up their food in a dignified, convenient way. 
Alternatively, if the family uses EBT, they can purchase a reduced-price produce 
box (if available) directly from the unit, using their EBT card.

» » »
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Cultivating sustainable food access
Social impact 

We want to expand healthy food offerings by 
creating convenient, reliable access points 
for healthy food in all neighborhoods and 
communities. We believe in cultivating a 
sustainable food access model by providing more 
families with the opportunity to access fresh, 
affordable produce in food-insecure areas.

Not only will we donate produce for each box 
that we sell, but we are also offering consistent 
discounted produce to food-insecure families 
using supplemental nutrition programs such as 
CalFresh or WIC. 

We will offer discounted produce so that our 
customers in communities who want more 
affordable healthy food can stretch their budget 
and increase their purchasing power.

We envision produce pickup sites at public 
schools or community centers where families 
with children attending the schools and others 
from the community can purchase our fresh, 
produce at a discounted price.

Strategic partnerships will be key for Stor as we 
seek to scale and deliver value.

Food education organizations
Partnering with food education organizations 
like Mandela Marketplace will help us address 
the educational challenges of healthy eating, 
as well as improve accessibility in food desert 
neighborhoods like West Oakland.

Food banks
Food banks, food pantries and food donation 
programs, such as the Alameda Food Bank and 
SF-Marin Food Bank are an integral part of our 
service helping connect those in need of food 
support outside of traditional hours, helping to 
address both food insecurity and food waste.

Schools and community organizations
Schools and community organizations represent 
both a partner and potential distribution channel 
for families and neighborhoods, helping to 
improve healthy food access and decrease food 
insecurity.
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Key Partners: 
Food delivery and technology

• Imperfect Produce
• GoodEggs
• Cerplus

 
CSAs

• Farm2Market
 
Schools 

• UC Berkeley
 
Organizations

• Mandela Marketplace
• CalFresh

 
Convenience stores

Cost Structure:
Locker development
 
Maintenance
 
CSA partnership fees
 
SG&A
 
Delivery fees

Key Activities: 
Identify optimum  
channels
 
Delivery logistics

Key Resources: 
Locker units
 
Partnerships
 
Sales consultants
 
Strategists

Business Model 
Canvas
Stor’s value lies in expanding the accessibility 
to healthy food choices for everyone — both 
for food/grocery delivery companies struggling 
with logistics and customers who want to get 
affordable produce at a convenient time and 
place. 

Stor cultivates a sustainable food access model 
by reducing food waste and decreasing food-
insecurity.
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Channels: 
Universities
 
Convenience stores
 
High-density housing

Cost Structure:
Locker development
 
Maintenance
 
CSA partnership fees
 
SG&A
 
Delivery fees

Revenue Streams: 
Sign up fees
 
Box sale

• Units
• No-shows
• Storage fees

Value Proposition: 
Security
 
Accessibility
 
Affordable produce
 
Social impact

Customer Segments: 
College Students
 
Urban dwellers

• High-density housing 
• Food insecure families

 

Key Activities: 
Identify optimum  
channels
 
Delivery logistics

Customer Relationships: 
Healthy food facilitators to food 
delivery suppliers and customers

Key Resources: 
Locker units
 
Partnerships
 
Sales consultants
 
Strategists
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Competitive analysis
Stor’s strategically located 

temperature-controlled storage 
 units serve as a convenient and 

secure intermediary transaction space 
for both suppliers and consumers.
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Stor is a logistical service company that caters to 
e-commerce user needs of package security, subsistence, 
and convenience while expanding the distribution plans 
of e-commerce businesses.

One package delivery service that both shoppers and retailers 
can depend on to deliver all online purchases in 1-hour 
delivery windows, seven days a week. Easy-to-use, smart 
phone-based platform that transforms how online purchases 
are delivered. And last but not least, delivery folks with smiles 
that customers know by name.

AmazonFresh offers grocery items for sale, as well as a 
subset of items from the main Amazon.com storefront. 
Items ordered through AmazonFresh are available for 
home delivery on the same day or the next day, depending 
on the time of the order and the availability of trucks.

FreshDirect specializes in farm-to-table logistics that 
ensure your food is fresh by shortening the supply chain in 
between producers and consumers.

Fresh produce delivery service promising fair prices 
and convenient delivery times. Allows users to shop for 
their favorite brands, at their own leisure, even with 
opportunities for discount prices through additional 
coupons. Peapod’s proprietary Stay Fresh delivery system 
maintains products at their optimum temperature from the 
farm all the way to a customer’s front door.

Competitive landscape
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Competitive advantages
Stor offers competitive advantages, distinct from other food-tech and vending 
companies, as outlined in the competitive landscape. Much of the competition’s 
services are focused on either package storage or food delivery, but not both. The 
most direct competitor is Peapod, which allows customers to order groceries and 
pick them up from grocery store locations. Peapod is currently only in markets in 
the eastern United States. Given that Peapod is not yet available in California, we 
are confident that Stor is entering the market at the right time.

Stor’s competitive advantages include:

Fresh and secure technology
Stor’s refrigerated locker system securely holds food deliveries at optimal storage 
produce temperatures (between 36 and 40 degrees Fahrenheit) for 48 hours.

Flexible pricing
Allows customers to pay based on delivery, with location-specific discounts and 
subsidies for customers utilizing food assistance services.

Seamless add-on ordering
Customers can order from their food delivery service or CSA of choice, and select 
the nearest Stor locker for pick-up, by utilizing the Stor website integration.

Online/offline interface
Customers can order online, or order food directly from a Stor kiosk.

Social impact
Stor is dedicated to improving access to affordable healthy food offerings and 
is committed to supporting food-insecure neighborhoods and families through 
partnerships with food and nutrition organizations.
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SWOT analysis
The following SWOT (strengths, weaknesses, 
opportunities, and threats) analysis summarizes 
the current risks and opportunities facing Stor. 
Stor’s strengths are designed to take advantage 
of opportunities while de-risking strategies 
safeguard against weaknesses and threats.
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• Storage, security and 24-hour convenience 
through modular, refrigerated storage units 

• Users can sign up for service or purchase 
produce directly from these units

• Personal connection with partners
• Position as logistical service company that 

caters to e-commerce user needs
• Digital and physical touchpoints

• Large potential market
• Small amount of competition
• Strategic partnerships with existing retail 

vending suppliers and nonprofit organizations
• Growing social need 
• Decrease food insecurity and reduce food 

waste at a grassroots level

• Physical product is heavily location and 
partner-dependent

• Entering an unsaturated market with a service 
that has little differentiation

• Inability to differentiate enough to capture 
market share

• Potentially easily replicable service
• Technological issues
• Lack of interest from customers or partners
• Funding issues
• Logistical challenges

Strengths

Opportunities

Weaknesses

Threats
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Porter’s five forces analysis
Porter’s five forces analysis is a framework for analyzing 
the level of competition within an industry and business 
strategy development by looking at the threat of new 
entrants, power of suppliers, power of buyers, the threat 
of substitutes and rivalry among existing competitors.

50



Rivalry: 
Competitors like Doorman, Instacart, and 
AmazonFresh offer convenience of grocery 
shopping through online shopping and 
deliveries to your doorstep. Online grocery 
shopping is a growing industry with only 
a few key players involved. This makes for 
high competition, as customers have can 
easily switch to a competitor’s offering. 
Doorman offers a one-hour window of 
your choice. AmazonFresh makes ordering 
your favorite products from your favorite 
brands easier than any other store.

Bargaining power 
of suppliers: 
As a logistics company, Stor has no cost of 
goods sold. It offers convenience, security 
and sustenance for consumer produce. 
Because we do not source the produce, 
our company depends heavily on strategic 
partnerships. In the event that CSAs and 
other healthy food producers decided to 
do business elsewhere, Stor would lose a 
key component to its value proposition.

Bargaining power 
of customers: 
Buyer power is low due to the growing 
number of online grocery shoppers. It is not 
impossible to gain new customers in this 
space, and much of what Stor offers exists 
in different formats on the market today.

Threat of new entrants: 
Entering the industry can be difficult. The 
need for storage, logistic solutions and 
security is appealing, but the system must 
be robust to handle both the goods and 
services allotted to customers. 

Without well-recognized brands on board, 
and access to inputs, new entries into the 
industry will have hurdles to jump, making 
the power of this force less significant.

Threat of substitutes: 
With high barriers to entry, this force holds 
great weight as we need to have answers 
for the concerns about conventional 
shopping solutions. The few players in this 
industry long for the selling proposition that 
makes them different, and helps capture 
the remaining billions of dollars in new 
customer revenues. Stor intends to establish 
hard-to-reach partnerships to delivier a 
unique and valuable support to businesses 
looking to expand their customer base 
towards those with a physical location. 
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Implementation

Stor will build a MVP version of our 
storage locker and online platform 

and complete transactions between 
Imperfect Produce and customers at 

University of California, Berkeley. 
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Go-to-market 
strategy
Imperfect Produce is partnering with us for 
our pilot program. Given the size of Imperfect 
Produce’s current operations, we will be able to 
understand their needs and the needs of their 
current customers. We will begin with current 
Imperfect Produce customers in a test location: 
University of California, Berkeley. 

Stor will build an MVP version of our storage 
locker and online platform and complete storage 
transactions between Imperfect Produce and 
customers at UC Berkeley. 

Imperfect Produce currently serves .31% 
of the student population at UC Berkeley 
(approximately 90 of the 29,310 undergraduate 
students), and we foresee capturing this same 
amount, if not more at other California college 
campuses.

We will engage in ongoing research, including 
collecting customer feedback, data from Stor 
kiosk transactions (both existing users and new-
user sign ups), and feedback from Imperfect 
Produce. 

We will continue improving the MVP, in order to 
better serve our customers and partners.

Next, we will onboard other universities and 
colleges throughout California, convenience 
store owners, and high-density housing units in 
order to test viability in different neighborhoods. 
We will start in areas most densely served by 
Imperfect Produce, as well as areas they are 
concentrating on for expansion. We expect to 
connect with other food delivery companies by 
the end of year one.

Within one year, we expect to be serving over 
3,000 college and university students and 
1,500 customers through convenience stores 
per month. 

In alignment with our status as a benefit 
corporation, we will work closely with food 
access organizations beginning in year one to 
donate unsold and “no-show” boxes and setting 
up discounts for EBT users. We expect to begin 
testing our units as a supplemental access point 
for food banks, food pantries, and community 
centers.

We will scale and grow the business and expect 
to see $5 million in revenue by year five. Our 
vision for growth and execution plan is outlined 
in the 5-year growth and development plan.
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Year 1 Year 2 Year 3 Year 4 Year 5

Product
• Design MVP
• Test on campuses 

Social impact 
testing

• New campus 
units

• Launch with 
bodega owners

• Stor mobile and 
desktop

• Launch with 
high-density 
housing

• Grow units
• Stor V2

• Scale units
• Stor V3

• Scale units
• Continuous 

improvement

Customers

• Launch with 
Imperfect 
Produce

• Onboard 
partners

• Grow customers

• Grow customers
• Grow partners

• Scale customers
• Scale partners

• Scale customers
• Scale partners

• Scale customers
• Scale partners

Engagement
• Direct 

relationship 
building

• Designing to fit 
needs

• Customer service 
and customer 
connections

• Incentivizing 
long-term 
customers

• Customer 
growth and 
retention 
building 
strategies

Key barriers • Stealth mode • Customer 
adoption/
retention

• Customer 
adoption/
retention

• Scaling and 
growth

• Competition

• Scaling and 
growth

• Expansion into 
new markets

• Competition

De-risking • Testing and 
iteration

• Testing
• Ethnographic 

research

• Customer 
interviews

• Developing 
partnerships in 
high-density 
areas

• Sales/ customer 
pipeline • Testing in new 

markets

Media strategy • Stealth mode

• Word-of-mouth
• Community 

engagement

• Social media
• Targeted content
• Email newsletter

• Blogging
• Social media 

community
• Events

• Major news 
outlets

• Thought 
leadership

People plan • Founding team • Development
• Operations

• Sales
• Product
• Customer service

• HR
• Legal
• Design

• Operations team
• Sales team
• Product team
• Customer service 

team
• Design team
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A brand built on flexibility
Brand and marketing

It’s not always possible to deliver 
at home, so Stor is the next best 
thing. Stor is about convenience 
along your schedule. You can 
pick up your order where and 
when you need to. It’s not about 
pampering, it’s about removing 
barriers.

Brand
Stor’s mission is to improve 
access to affordable healthy 
food by creating secure and 
convenient spaces to store 
and access fresh produce and 
groceries. 

Stor is not a replacement for 
grocery stores or markets, but 
a complement or support, and 
Stor’s simple brand voice is 
designed to reflect that. 

Stor is positive, warm, and 
accessible. The brand designed 
to be flexible and full of 
optimism —both for B2B and 
B2C interactions. 

Stor is about cutting down 
waste and making food more 
available for everyone. 

Supporting Stor means 
supporting more options for 
fresh food for everyone.

Stor’s logo is simple but 
colorful, flexible, and modular. 
Its color palette options are 
designed to easily complement 
food partners, and its sans-serif 
typeface was chosen for clarity 
and readability. 

Marketing strategy
Stor’s platform, both online 
and offline, serves as the 
primary channel for engaging 
customers. 

By partnering with food 
delivery companies and CSAs, 
Stor will be able to directly 
reach new customers through 
Stor’s website integration 
features. 

Stor’s website will also offer 
sign-up services and will serve 
as a portal for ordering from 
partner companies.

To build buzz beyond existing 
food delivery customers, Stor 
will target farmer’s markets, 
food festivals, and other food-
related events to connect with 
people who might be interested 
in innovative ways to improve 
food delivery, and to support 
Stor’s mission of food system 
innovation. 

We will develop targeted 
content for food and lifestyle 
related websites, as well as work 
with partner organizations to 
offer family-friendly nutrition 
and cooking content.

As we gather more information 
and feedback on Stor users, 
we will continue to iterate and 
improve marketing to our core 
customers.
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Logo

One color logo
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Black
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Brandon 
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Type
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CMYK 32 73 52 0

CMYK 32 73 52 0

CMYK 32 73 52 0

CMYK 0 37 36 0

CMYK 32 73 52 0

CMYK 0 46 50 0

CMYK 32 73 52 0

CMYK 32 73 52 0

Color
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CMYK 9 77 29 0

CMYK 13 84 64 0

CMYK 7 5 5 0 CMYK 40 41 38 2

CMYK 32 73 52 0 CMYK 32 73 52 0

Support color
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Financials

Stor’s rollout plan utilizes three 
key channels that address 

increasingly ambiguous 
venues that offer substantial 
increases in potential yields.
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Financial outlook
Stor is positioned for steady growth, due to a few key factors:

• We are entering a large and growing industry.
• We have identified both a need and a desire for Stor’s product.
• We are launching with partners and their existing customers.

Stor will require investment to build and sustain our product and team. We will 
begin year one at a deficit, but once we are able to facilitate transactions, we 
expect to generate revenue and gain profitability by year three.

By year three we expect to see almost $5 million in sales, with 5% growth 
through year 10.

Investor ask
We anticipate scaling at a steady pace in the next three years, and in order to best 
position ourselves to Stor’s growth and development, we are seeking $500,000 in 
seed funding.

The funding will be used to cover our startup, operational and marketing costs for 
the first year.

We are looking for investors who are passionate about Stor’s mission of small-
scale food-system innovation. We are especially interested in investors who bring 
expertise in food, technology, and social impact.
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Growth assumptions
To serve the community at large, one of our key activities will be identifying 
locations with scarce healthy food amenities, hence most ripe with opportunity. 
Our rollout plan utilizes three key channels where we address increasingly 
ambiguous venues that offer substantial increases in potential yields.

College campuses host a very focused demographic that offers the greatest 
opportunity to launch our service and gain traction.

Expected  market capture: 0.31% 

Convenience stores address a more diverse customer base that can exist in upper, 
middle and lower income communities.

Expected  market capture: 1.00%

High-density housing such as apartment complexes and neighborhoods, help our 
service penetrate communities of greatest diversity in order to serve the largest 
amount of our available market.

Expected  market capture: 0.10%

We will target universities, neighborhoods with a high percentage of existing 
CSA customers, and residents using CSAs in high-density areas. Year one will 
be focused primarily on developing customers on university campuses. We see 
campuses as an ideal location to test with existing CSA customers, as well as 
onboard other early adopters. With the learning gained from our campus locations, 
we plan to roll out Stor locations in neighborhoods with a high number of residents 
who use food/grocery delivery and CSAs, utilizing existing infrastructure at 
convenience stores and bodegas. We expect to roll out custom Stor units for 
high-density housing starting in year three. We will launch Stor units for use in 
food insecure neighborhoods by year three, in conjunction with food banks, food 
pantries, and other community organizations.
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Revenue structure
Stor’s revenue structure is based on a fixed rate transaction fee on the customer 
side. We are assuming transaction fees for customers ranging from $2.50 to 
$4.00. We also assume a small percentage of revenue generated from “No-
Show” sales, in which we sell unclaimed produce boxes for $5.00, as well as a small 
number of “general” sales which will be $4.00.

Our cost structure comprises of a mixed pricing model that incurs different 
charges based on the segment that a particular unit will serve. A blend of high, 
middle, and low or subsidized pick-ups, the sale of “no-shows” (boxes which were 
previously purchased, yet ultimately sold discounted on a first-come basis, when 
the recipient fails to pick up the order within the allotted time), the general sale 
of produce made available to passers-by such as commuters and unsubscribed 
residents and a portion of produce unable to be sold that will be composted.

The assumed percentage spread would be 20% from large orders, 40% from 
medium orders, 10% from small orders or subsidized, with 10% from no-shows, 
10% in general sales, and 10% regarded as waste. These numbers were selected 
based on data gained during customer interviews.

Subsidized orders would include customers picking up from schools, community 
centers, and other organizations, as well as users enrolled in nutrition assistance 
programs, such as SNAP, WIC and CalFresh.

Other assumptions
• Tax rate: 40%
• Cost of capital: 10%
• Average salary per employee: $80,000
• Number of undergrad students at UC Berkeley: 29,000
• Total number of convenience stores in California in 2016: 154,535
• Daily revenue mix for general population - 1% of California convenience stores 

- 24 compartments per store - 70% capacity every day (7 days/week)
• Percent of Californians living in high-density housing: 17.21%
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Growth projections
Total $ R&A/

discounts Net sales COGS GM $ SG&A O.I. $ O.I. % Growth

2017 317,750 3,178 314,572 - 314,572 731,170 -416,598 -131.11%

2018 965,805 9,660 956,145 - 956,145 1,120,345 -164,200 -17.00%

2019 4,829,027 48,298 4,780,729 - 4,780,729 3,477,588 1,303,141 26.99%

2020 5,070,478 50,705 5,019,774 - 5,019,774 2,379,912 2,639,861 52.06% 5.00%

2021 5,324,002 53,240 5,270,762 - 5,270,762 2,548,748 2,722,014 51.13% 5.00%

2022 5,590,202 55,902 5,534,300 - 5,534,300 2,733,753 2,800,547 50.10% 5.00%

2023 5,869,712 58,697 5,811,015 - 5,811,015 2,947,585 2,863,430 48.78% 5.00%

2024 6,163,198 61,632 6,101,566 - 6,101,566 3,197,241 2,904,325 47.12% 5.00%

2025 6,471,358 64,714 6,406,644 - 6,406,644 3,494,889 2,911,755 44.99% 5.00%

2026 6,794,926 67,949 6,726,977 - 6,726,977 3,878,909 2,848,067 41.91% 5.00%

10-Year 
Total 47,396,460 473,975 46,922,485 - 46,922,485 26,510,141 20,412,344 43.07%
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Cumulative active users in the first market year

Month 1 2 3 4 5 6 7 8 9 10 11 12

University Students 100  200 400 600 1,000 1,000 1,500  2,000 2,400  2,800 3,100 3,300 

Convenience Store 
Customers  -  -  -  -  -  -  -  - 300  600 900 1,500 

HD housing  -  -  -  -  -  -  -  - - - - -

Monthly Cum. 
Totals 100 200 400 600 1,000 1,000 1,500 2,000 2,700 3,400 4,000 4,800 

Market segment Median  
household income Age range Total 

available market

User Group 1 University students
in California $35,000 18-35 486,090

User Group 2
California residents 
(purchasing through 
CSAs)

$61,000 18 - 64 38,800,000

User Group 3
California residents 
(using CSAs and living 
in high density housing)

$63,000 18-75 8,924,000

User forecast

User demographics
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Year 0 Year  1 Year 2 Year 3 Year 4 Year 5

Investment Expense (384,940)

Operating Income (416,598) (164,200)  1,303,141  2,639,861  2,722,014 

Depreciation (MACRS)  8,640  13,824  8,294  4,977  4,977 

Taxable Income (425,238) (178,024)  1,294,847  2,634,885  2,717,037 

Earnings Before Interest and Taxes 
(EBIT) (425,238) (178,024)  1,294,847  2,634,885  2,717,037 

Provision for tax  170,095  71,210 (517,939) (1,053,954) (1,086,815)

Net Operating Profit After Tax 
(NOPAT) (255,143) (106,814)  776,908  1,580,931  1,630,222 

Add Back Depreciation  8,640  13,824  8,294  4,977  4,977 

Operating Cash Flow (384,940) (246,503) (92,990)  785,202  1,585,908  1,635,199 

Return of Net Operating Working 
Capital  0  0  0  0  0 

Net Salvage Value  0  0  0  0  0 

Total Termination Cash Flows  0  0  0  0  0 

Net Cash Flow (384,940) (246,503) (92,990)  785,202  1,585,908  1,635,199 

Cumulative Cash Flow (384,940) (631,443) (724,433)  60,769  1,646,677  3,281,876 

Payback

Payback: 2.92 years
Net Present Value (NPV), Year 5: 2,002,575
Net Present Value (NPV), Year 10: $6,045,960
Internal Rate of Return (IRR), Year 5: 61.1%
Internal Rate of Return (IRR), Year 10: 74.2%
Cost of Capital: 10.0%
Tax Rate: 40.0%
Return on Investment (ROI): 56.6%
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Weighted-average cost
Weighted 
Average

Product name or SKU# P1 P2 P3 P4 P5 P6

Product description Schools High 
PUs

Middle 
PUs

Low 
PUs

No-Show 
Sales

Regular 
Sales

All
products

Unit price ($)  2.50  4.00  3.00  2.50  5.00  4.00  3.22 

Returns & allowances/
discounts  0.0250  0.0400  0.0300  0.0250  0.0500  0.0400  0.0322 

Net sales  2.4750  3.9600  2.9700  2.4750  4.9500  3.9600  3.1872 

COGS - - - - - - -

Total COGS - - - - - - -

Gross margin  2.4750  3.9600  2.9700  2.4750  4.9500  3.9600  3.1872 

Gross margin as  
% of net sales 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%

Units  33,000  15,000  25,000  7,700  9,000  9,000  98,700 
Total revenue  82,500  60,000  75,000  19,250  45,000  36,000  317,750 
Returns & allowances/
discounts  825  600  750  193  450  360  3,178 

Net sales  81,675  59,400  74,250  19,057  44,550  35,640  314,572 

COGS - - - - - - -

Total COGS - - - - - - -

Gross margin  81,675  59,400  74,250  19,057  44,550  35,640  314,572 

Gross margin  
as % of net sales 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
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Salaries and wages

Year 1 Year 2 Year 3 Year 4 Year 5

Web Master/
Designer 80,000.00 80,000.00 80,000.00 88,000.00 96,800.00

Research and 
Development 
Manager

80,000.00 90,000.00 90,000.00 99,000.00 108,900.00

Operations 
Manager 50,000.00 60,000.00 60,000.00 66,000.00 72,600.00

Customer Service 45,000.00 50,000.00 50,000.00 55,000.00 60,500.00

Sales Manager 70,000.00 80,000.00 80,000.00 88,000.00 96,800.00

Product Manager 65,000.00 70,000.00 70,000.00 77,000.00 84,700.00

ED 0 0 90,000.00 99,000.00 108,900.00

VP Ops 0 0 90,000.00 99,000.00 108,900.00

VP Product 0 0 90,000.00 99,000.00 108,900.00

Payroll Taxes 0 0 0 0 0

Payroll Service Fee 0 0 0 0 0

Total 390,000.00 430,000.00 700,000.00 770,000.00 847,000.00
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Year 0/ 1 Year 2 Year 3 Year 4 Year 5

Cost to produce machines 108,000  222,000  1,323,000  84,000  87,000 

Stipend (monthly) 75,600  231,000  1,157,100  1,215,900  1,276,800 

Intranet and Internet set up 7,800  4,800  4,800  4,800  4,800 

Marketing/advertising 16,000  15,000  20,000  20,000  20,000 

Travel/meetings 12,000  15,000  15,000  15,000  15,000 

Market research 12,000  12,000  12,000  4,000  4,000 

Computers/office equipment 17,000  12,000  5,000  5,000  5,000 

Public relations 2,000  2,500  2,625  2,756  2,894 

Rent 5,000  6,000  6,000  6,000  8,400 

General liability insurance 1,300  1,300  1,300  1,300  1,300 

Employee benefits 100,110  91,590  149,100  164,010  180,411 

Board of directors  -   3,000  5,400  9,720  17,496 

Collateral materials 3,500  2,100  2,205  2,315  2,431 

External resources 57,300  20,055  21,058  22,111  23,216 

R&D product development 150,000  50,000  50,000  50,000  50,000 

Equity and/or debt financing 75,000  -   -   -   -  

Other SG&A 3,500  2,000  3,000  3,000  3,000 

Subtotal 646,110  690,345  2,777,588  1,609,912  1,701,748 

Wages and salaries 470,000  430,000  700,000  770,000  847,000 

Total Estimated SG&A Expenses 1,116,110  1,120,345  3,477,588  2,379,912  2,548,748 

SG&A

External resources include: accounting services, 
legal services, graphic design and delivery fees.
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Year 0 Year 1 Year 2 Year 3 Year 4 Year 5

Net Sales (Gross 
Sales less Returns)  $ -  $ 314,572  $ 956,145  $ 4,780,729  $ 5,019,774  $ 5,270,762 

Other Income  $ -  $ -  $ -  $ -  $ -  $ - 

Cost of Goods or 
Direct Expense  $ -  $ -  $ -  $ -  $ -  $ - 

Selling, General 
& Administrative 
Expenses

 $ -  $ 731,170  $ 1,120,345  $ 3,477,588  $ 2,379,912  $ 2,548,748 

Investment 
Expense  $ 384,940  $ -  $ -  $ -  $ -  $ - 

Ongoing Costs  $ -  $ -  $ -  $ -  $ -  $ - 

Other 
Extraordinary 
Costs

 $ -  $ -  $ -  $ -  $ -  $ - 

Net Contribution 
(Operating 
Income)

 $ (384,940)  $ (416,598)  $ (164,200)  $ 1,303,141  $ 2,639,861  $ 2,722,014 

Cumulative Net 
Contribution  $ (384,940)  $ (801,538)  $ (965,738)  $ 337,403  $ 2,977,265  $ 5,699,279 

Discounted Net 
Contribution (see 
WACC below)

 $ (384,940)  $ (378,725)  $ (135,702)  $ 979,069  $ 1,803,061  $ 1,690,157 

Cumulative 
discounted cash 
flow

 $ (384,940)  $ (763,665)  $ (899,368)  $ 79,701  $ 1,882,762  $ 3,572,919 

Total Expense  $ (384,940)  $ (731,170)  $ (1,120,345)  $ (3,477,588)  $ (2,379,912)  $ (2,548,748)

Weighted average cost of capital (WACC) : 1.10

Total expense

70



--

Appendix

“It changed our eating habits. 
. . . We eat better with more 

variety. We eat things we 
never would have before like 
squash and kale that are very 

nutritious. We shop a lot less.”
- Excerpt from an interview with a family that got weekly CSA deliveries in 
Remaking the North American Food System

71



Details on benefit corporations
Benefit corporations are a type of for-profit corporate entity, that allows for-profit entities to 
pursue social and environmental goals along with the traditional objective of maximizing profits. 
Their focus includes “positive impact on society, workers, the community and the environment in 
addition to profit as its legally defined goals.” Benefit corporations differ from C corporations in 
purpose, accountability, and transparency, but not in taxation.

Created by the Corporate Flexibility Act of 2011, the California Benefit Corporation is a 
corporate form specifically designed for social enterprises to pursue both for-profit and non-
profit objectives. Benefit corporations expand the obligations of boards, requiring them to 
consider environmental and social factors, as well as the financial interests of shareholders. They 
are currently recognized a corporate form in the District of Columbia and in 30 states, including 
California.

Benefit corporations differ from traditional corporations in three major ways:

Purpose:  A benefit corporation must have a purpose of creating a general public benefit, which 
is defined as having a material positive impact on society and the environment, taken as a whole, 
from the business and operations of a benefit corporation.

Accountability:  When making decisions, members of the board of directors and officers are 
required to consider the effects of their decisions on shareholders, workers, suppliers, customers, 
the community and society at large, the local and global environment, and the short and long-
term interests of the corporation.

Transparency: A benefit corporation is required to annually report on its environmental and 
social performance using independent third-party standards
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Grocery delivery/food hubs
• Good Eggs
• Blue Apron
• Farm Fresh To You
• Local Harvest

CSAs
• Farm2Market
• Blue Egg Farm
• Cloverfield Farm
• Full Belly Farm
• Happy Acre Farm
• Phat Beets Produce
• Prather Ranch Meat Co
• Shattuck Gardens CSA

Schools
• California College of the Arts
• California South Bay University
• California State University, East Bay
• Golden Gate University
• Mills College
• Palo Alto University
• San Francisco State University
• Stanford University
• University of California, Davis
• University of California, San Francisco

Food education
• Center for Urban Education about 

Sustainable Agriculture (CUESA)
• Healthy Corners
• Mandela Marketplace

Food banks and food security
• Alameda County Food Bank
• AmpleHarvest
• CalFresh
• Copia
• Ecology Center’s Farmers’ Market  

EBT Program
• Second Harvest Food Bank
• SF-Marin Food Bank
• West Oakland Food Pantry
• Women, Infants and Children (WIC)
• Zero Percent

Community organizations
• Boys & Girls Club
• Forage Kitchen
• Project Open Hand
• San Francisco Bay Area Planning and 

Urban Research Association (SPUR)
• St. Vincent de Paul Society of San 

Francisco
• YMCA

Venture capital
• Coca-Cola Venture
• Gastro Ventures
• Google Ventures
• General Mills’ 301 Inc
• Kellogg’s eighteen94 Capital
• Maveron
• Khosla Ventures
• Pejmanmar Ventures
• Unilever Ventures

Potential partners
Mutually beneficial strategic partnerships will be key for Stor as we seek to scale and deliver 
value. Future potential partnerships we will pursue are:
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Food. Security. Convenience.
Stor is the easy way to keep your grocery 
orders fresh and within reach. With our 
refrigerated storage compartments, you 
can pick up your grocery orders when it’s 

convenient for you

Pick it up and pay it forward.
Stor is committed to providing affordable 

produce to all families no matter their 
situation. We’re creating partnerships with 

food and nutrition organizations throughout 
the Bay Area to improve access to inexpensive 

healthy food.


