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“Grandmother's Dishes” – Packed Hometown Food 
Platform Marketing Plan Research 

Tsu-yeh Fan1 I-Chi Cheng2 Hsing-Tung Hsu3 Sin-Che Huang4 

1234Department of Commerce Technology and Management, Chihlee University of Technology 

Abstract 

The food safety crisis has caused public anxiety about eating in restaurants or take-out food 

in past few years. The Grandmother's Dishes” platform designed in this study uses vacuum 

packaging and cryogenic refrigerating technologies to make it easy for consumers to eat local 

cuisines all over Taiwan. These vacuum packed food packages are offered in different portions 

so consumers can purchase suitable portion according to their needs to avoid waste. The 

ingredients of the food packages have gone through proper preparing and vacuuming packaging 

processes so the food is able to preserve its original delicious taste and the cooking time is 

minimum. This allows consumers to be able to not only enjoy the local cuisine conveniently, but 

also meet the environmental protection needs. 

Keywords: food safety, local cuisine, vacuum technology, cryogenic refrigeration, business 

model 

 


