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Problem Statement 

The transition towards a sustainable and circular economy (CE) has been discussed 

significantly over the last decade (Rabbi & Amin, 2024). The most feasible industry to initiate 

this transition is the food industry due to the significant amount of resources consumed by the 

industry and the extensive contribution towards global waste generation (Rabbi & Amin, 2024). 

However, food wastage, scarcity, and environmental deterioration are some of the global 

challenges that impact the food-related system globally (Rabbi & Amin, 2024).  

Currently, traditional restaurants experience challenges due to the negative environmental 

impact created by short restaurant supply chains, industrialized food production, high food miles 

and an extensive amount of food waste (De Boni et al., 2022). There is also a rising unmet 

demand among consumers to have easy access to locally sourced, fresh and responsible dining 

options that are in concurrence with sustainability principles (Yin, 2025; Shin et al., 2017). The 

importance of this issue is not only associated with consumer inclination and expanding 

consumer demand, but also with the more general social and environmental impacts of the food 

industry. Production and post-farm practices (processing and distribution) of the Global food 

system emit greenhouse gases (GHG) and contribute about 26% of the GHG emissions 

worldwide (Hannah, 2019). This shows there is a wide gap between what consumers need when 

it comes to sustainable meals in restaurants, which would necessitate the creation of new 

approaches to the issue (Hannah, 2019). 

Need Fulfillment 

The sustainable food movement has gained significant interest over the past few years 

due to the rise in popularity of organic food and local food movements. The global market size of 

the farm-to-table market has increased from $793.3 billion in the year 2015 to 872.7 billion in 

the year 2020 (Qu et al., 2024; Rubini, 2023). Although the farm-to-table concept dates back to 

the 1970s, within the last decade, a stronger interest in locally produced organic farm-based food 

has been observed (Rubini, 2023). This growth can be attributed to the increasing number of 

consumers becoming aware of the advantages of consuming locally produced fresh food, the 

growing concern about wellness and health, the increasing demand for a more authentic 

relationship with the food and the growing realization of the ecological implications of the 

industrial production of foods. (Rubini, 2023).  
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The farm-to-table segment addresses different consumer needs, such as access to fresh, 

high-quality ingredients, support for local agriculture, transparency in food sourcing and 

reduction in environmental impact through a shortened supply chain (Rabbi & Amin, 2024). 

Local market analysis highlights strength in suburban and urban areas where consumers have 

greater disposable income and environmental awareness (Rubini, 2023). The target demographic 

has a consistent preference for restaurants that provide both value and quality alignment, creating 

of feasible and sustainable competitive advantage for the farm-to-table Business models (Qu et 

al., 2024). 

 

Sources of Solution 

Food systems comprise the entire range of factors and interconnected entities from food 

production, consumption, processing, distribution, to disposal of food products. Sustainable food 

production, which is considered the philosophy of food farming systems, interacts with key 

systems like energy systems, health systems and trade systems and is receiving growing attention 

since the last century (De Boni et al., 2022). Fundamentally, it is rooted in the values that reflect 

an increased level of empowerment and awareness, where short-term viability should be aligned 

with long-term sustainability. The development of EcoHub draws from multiple authoritative 

sources that validate the farm-to-table approach (Hannah, 2019).  

Academic research demonstrates that locally-sourced restaurants reduce transportation 

emissions compared to conventional establishments (Gonzales-Yanac et al., 2023). Industry 

analysis indicates that farm-to-table restaurants maintain higher profit margins due to premium 

pricing capabilities and reduced supply chain volatility (LaPan et al., 2021). Market studies 

highlight the resilience of the farm-to-table segment, showing consistent growth even during 

economic downturns (Rubini, 2023). The concept also incorporates insights from successful case 

studies, including Blue Hill at Stone Barns and Chez Panisse, which demonstrate the viability of 

sustainable restaurant operations that prioritize local sourcing and environmental stewardship 

(Pesci & Brinkley, 2022). 

 

Target Customers 

EcoHub's primary target customer segment consists of environmentally-conscious 

consumers. 
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Segmentation 

Type 

Attributes Details 

Demographic Age 25–45 years old  
Income $75,000+ annual household income  
Education Level Higher education (college degree or above)  
Location Urban or suburban residents 

Psychographic Values & Beliefs Strong interest in sustainability, environmentalism, and social 

responsibility  
Lifestyle Eco-conscious, socially active, health-aware, value-driven  
Personality Traits Ethical, informed, quality-seeking, willing to pay more for 

meaningful experiences 

Behavioral Purchasing Behavior Willing to pay a premium for sustainable, authentic dining 

experiences  
Dining Frequency Dines out 2–3 times per week  
Decision-Making 

Process 

Actively researches sustainability practices; influenced by 

transparency and ethical sourcing.  
Engagement & 

Loyalty 

Follows brands on social media, promotes word-of-mouth, loyal to 

values-aligned businesses 

Secondary customer segments include health-conscious families seeking nutritious dining 

options, food enthusiasts interested in seasonal and locally-sourced cuisine, and corporate groups 

requiring sustainable catering services.  

Customer 

Group 

Demographic Psychographic Behavioral 

Health-

conscious 

families 

Age range 30 to 50, middle 

to high income, urban or 

suburban residents, 

typically working parents. 

Value nutrition and food 

transparency, family-

oriented, and responsible 

lifestyle 

Dine out 1 to 2 times per week, 

prefer healthy and kid-friendly 

meals, research ingredients, and 

show moderate brand loyalty. 

Food 

enthusiasts 

Age range 20 to 40, diverse 

occupations, urban dwellers 

Passionate about culinary 

trends, curious and 

experience-seeking, and 

environmentally aware 

Dine out 2 to 3 times per week, 

seek seasonal and locally sourced 

cuisine, actively post reviews, 

high social media engagement 

Corporate 

groups 

Age range 25 to 55, 

professionals with middle 

to high income, located in 

urban business districts 

Focused on corporate social 

responsibility, value quality 

and brand image 

Use catering services regularly, 

expect reliability and 

professionalism, loyalty tied to 

service quality and ethical values 

 

Value Proposition 

The value proposition of EcoHub is based upon providing an exceptional culinary and 

dining experience while ensuring the development of environmental sustainability and 

maintaining community development. The restaurant will provide fresh and locally sourced 

ingredients from a 50-mile radius to ensure that the ingredients retain nutritional value and flavor 

while supporting the growth and profitability of the regional agricultural sector.  

Competitive analysis will indicate that the traditional restaurants are unable to match the 

environmental benefits and transparency advantages of the farm-to-table model of EcoHub. 

EcoHub differentiates by means of its comprehensive sustainability initiative, like partnerships 
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with local farming entities, zero waste kitchen operations, focus on renewable energy system 

integration and employment of regenerative agriculture.  

The value proposition of the organization also encompasses community impact. EcoHub 

will create economic opportunities for the local farming entities, increase awareness of the 

consumers regarding sustainable food habits and reduce regional food system carbon footprint. 

 

Conclusion 

EcoHub provides a sustainable and unique dining experience that meets the increasing 

consumer demand and supports community development and local agriculture growth. With 

strong partnerships, transparent operations and a clear value proposition, it is positioned to attain 

long-term growth and profitability, economic benefits, and achieve environmental and social 

goals in a competitive market. 
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