
Our 
MISSION

It is our mission at Ugli to reevaluate people's perception of ugly food and its values as a way to change US visual 

food standards. Using an autonomous juicery as a way to maximize the surplus of food waste and target food 

deserts in a coast efficient way. While communicating the beauty of healthy heating and sustainable practice 

throughout the US by bringing human centered design to the food truck experience.
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Contextual 

RESEARCH
To put our findings to the test we took a trip over to a local food 

truck festival in Savannah Georgia. At the festival we were truly 

able to emerge our self in the food truck culture, seeing how our 

research compared to our own experience. From this we put 

together a quantitative survey that provided us with key feedback 

on moving forward. 

Primary Research

FOOD TRUCK 

FESTIVAL 

EXPERIENCE 

Quantitative

RESEARCH
To get to know what is the eating habits and what do they know 

about the food theyôre consuming, we sent out a survey to 30 

people who are our targeted age between 18 to 35 years old. We 

have found that people in food desert are more likely not being 

able of the terms food desert and ugly food.   



Food 

WASTE

ÅRoughly $165 billion of food waste is produced in the US each 

year.

ÅAn estimated 20-40% of fruits and vegetables (in the US) are 

discarded before they reach the supermarket due to appearance 

irregularities.

ÅFood waste now accounts for more than one quarter of the total 

freshwater consumption and Ḑ300 million barrels of oil per year. 

ÅUS per capita food waste has progressively increased by 50% 

since 1974.

ÅRoughly 10% of rich countries greenhouse gas emissions come 

from growing food that is never eaten.

ÅRoughly one-third of the edible parts of food produced for 

human consumption, gets lost or wasted globally, which is about 

1.3 billion ton per year.

m a r k e t  r e s e a r c h

Organization and movement address ugly food

ǒFEEDBACK: environmental organization that campaigns 

to end food waste at every level of the food system

ǒFeeding the 5000

ǒToo good to go (UK)

ǒPackage Free (Brooklyn)

ǒBulk Market (UK)

ǒFood Cowboy (US)

ǒSAVE THE FOOD (US)

ǒLeftoverSwap

ǒMove For Hunger

Ugly 

FOOD



ÅTesla . 2018 

ÅUber 

ÅVolvo . 2020 

ÅGoogle . 2020 

ÅToyota . 2020 

ÅBMW . 2021 

ÅNissan . 2020 

ÅFord . 2021 

ÅGeneral Motors 

ÅAudi 

ÅHonda . 2020

ÅHyundai . 2030

Autonomous 

VEHICLES

m a r k e t  r e s e a r c h

. obesity chart

. food desert chart

l o w m e d i u m h i g h  

Food 

DESERTS

ÅBiased on the charts to the right from the Department of 

Agriculture, Centers for Disease Control we clearly see just how 

hand and hand food deserts and obesity go together. 

ÅThe lack of healthy food options these areas have leaves only 

one other option, fast unhealthy food leading people down a 

dangerous unhealthy path. 



. walk through 

. social environment 

. seating area 

.2 point entry 

. solar energy 

. glass facade 

. natural light 

. simple form 

. foliage 

. transparency 

. lives in only parks 

. lives in park and streets 

. expandable form 

.  

key take away features

Exterior FAVORITES



. walk through 

. open floor plan 

. fridge running along one  

wall 

. focal point around juice 

bottles

. transparent glass on 

street side 

. natural light from above 

. interactive screen 

. amazon go pay system

. transparent storage 

. shelving for ugly food 

. foliage wall 

key take away features

Interior DIRECTION



f o a m  m o c k  u p s

Foam 

MOCK UPS

With our final form direction in mind 

we created a mood board of vehicle 

forms to cross reference. We then 

began doing quick prototyping with 

pink foam to understand our form 

direction in 3D.



ÅHad a total of 21 people 

come to experience the 

space we mocked up.

ÅPositive feedback on our 

concept and overall 

experience. 

ÅLoved the exterior seating 

ÅMixed feelings on the word 

vending machine 

Åpeople loved coming to 

terms with ugly food

Åscreen was a success 

Åredesign of the fridge was 

necessary 

Åpeople were a little 

confused about our 

payment method

ROUND 1 

TAKEAWAYS

f u l l  s c a l e  m o c k  u p  R o u n d  1  +  2

ROUND 2 

TAKEAWAYS

ÅAdding the ceiling was a 

success, showing us our 

measurements were lining 

up.

ÅBeing able to properly 

construct a bench 

solidified it was something 

we would move forward 

with.

ÅInstead of creating one 

shelving system we gave 4 

options to see what 

worked the best.

ÅThe results were very 

beneficial to help further 

the storage design. 

ÅIssues with screen being 

on a small window lead to 

it being moved to the large 

window on the inside. 
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