

















ily log on and use the site, the content is geared towards New Yorkers. The local
aspect of the site will garner more feelings of community. Limiting the project to
the New York City area will also encourage deeper and richer development of the
content - such as neighborhood or green market specifc EatLists.

Promotion

Because EatList NYC targets an intersection of demographics - foodies & tech-
savvy young creatives, promotion should be approached in several different ways.
One direction is to promote an online service to foodies who do little more than use
the internet to browse for recipes. The best way to reach these people is through
traditional media, such print. Gourmet & Bon Appétit, food & lifestyle magazines
are excellent vehicles for reaching this demographic. Another approach would be
to draw the attention of tech-savvy people who enjoy cooking, but need a way to
simplify the process. Garnering attention through popular feed sites, such as Digg.
com or Lifehacker.com would be the best way to promote EatList NYC.
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