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Meal kit industry was valued at $5 billion in 2017
Forecasts predict the industry will reach $10 billion by 2020

Interest is fueled by:
• Value
• Convenience 
• Time savings

19% of adults who cook have used a meal kit service, 
30% more are interested in trying it

MEAL KIT INDUSTRY



MEAL KIT INDUSTRY

Actual usage is highest 
for 25 – 44 year olds

Interest is highest 
among 18 – 24 year 

olds

Interest and Usage

Meal kit interest peaks 
for $75K - $99.9K 

earners

Data from Mintel





“SAY HELLO TO EASY HOME COOKING”

One of the more well known meal delivery kit services with a variety 
of 15 new recipes created each week.

Pricing begins at $8.75

Pros
•Excellent packaging
•Free shipping
•Variety of recipes
•“Fit option” with less than 650 calories

Cons
•Not all ingredients are organic
•Long delivery time window

Brand Perception
•Most well known
•International presence and high social interaction through 
celebrity sponsors



Instagram–308k followers
•90 posts per month
•Cooked meals #hellofreshpics
•#HelloFreshPets raise awareness

Facebook–1.8M followers
•45 posts per month
•News, recipes, advertising and cooking videos

Twitter–30.8k followers
•95 posts per month
•Recipes Dinner2Lunch campaign

“SAY HELLO TO EASY HOME COOKING”



“We are changing the food system by partnering with 
farmers to raise the highest-quality ingredients, by 
creating a distribution system that delivers ingredients 
at a better value, and by investing in the things that 
matter most—our environment and our communities.”

“We’re developing better standards 
for higher quality ingredients”

Cons
•Difficult to cancel 
subscription
•Dietary restriction 
options are limited

Pros
•Great taste
•Fresh ingredients (locally 
sourced)
•“market” tab within website to 
buy cooking utensils

Pricing begins at $8.74



Instagram–313k followers
•23-27 posts per month
•Cooked meals & short advertisement clips #blueapron

Facebook–2M followers
•24 posts per month
•News, advertising, recipes & asking customer questions

Twitter–59.7k followers
•95 posts per month
•Company news & recipes

Pinterest–49k followers 
•Recipes & tips

Collaborating with 
different famous chefs

“We’re developing better standards 
for higher quality ingredients”



Plated is a meal kit service that prides themselves on 
quality providing foods with no added hormones, fresh 
food, and organic sourced ingredients.

Pros
•Flexibility with delivery 
“skips”
•20 dinner menus per week
•Any combo of recipes in 2-4 
servings
•Antibiotic free meats

Cons
•Can be expensive
•Excess packaging

Pricing begins at $11.95

“Dinner is better with Plated”.



Instagram–111k followers
•52 posts per month
•Cooked meals #platedpics

Facebook–280k followers
•105 posts per month
•Recipes & tips

Twitter–22.1k followers
•162 posts per month
•Recipes & advertising

Pinterest–17k followers 
•Recipes & tips

“Dinner is better with Plated”.



The meal kit industry is fast-growing and has many competitors. 
Individuals aged 25-44 with higher incomes are most likely to be 

users of meal kits.

Bottom Line



BRAND



HISTORY OF “ ONE 
LOVE”

“HEALTHY COOKING MADE EASY”

Founded in 2014 by Adam Zbar and Head Chef Justine Kelly, 
former corporate chef de cuisine at San Francisco's James Beard 
Award-winning Slanted Door restaurant

10 Recipe categories: Gluten-free, Paleo, Vegan, and more

Classic meal plan: 3 meals per week, 18 choices, $11.99 per portion

Family meal plan: 2, 3, or 4 meals per week, 6 choices, $10.99 per 
portion

Weekly delivery:  Pause or cancel at any time



HISTORY OF “ ONE 
LOVE”

VALUES

FLAVORCLEAN SUSTAINABLE

99% organic produce

Seasonal ingredients

Responsibly sourced

Inspired and easy recipes

More choice

Dietician approved

Farm-to-table

Recyclable packaging

Charitable giving



Instagram–147k followers
•50-60 posts per month
•Cooked meals #morethanamealkit

Facebook–252.6k followers
•45 posts per month
•Blogs of tips and recipes 

Twitter–3.7k followers
•1-3 posts per month
•Company news & introducing new products

Pinterest–4k followers
•Recipes & tips

“Healthy Cooking Made Easy”.



IN THE PRESS

“The recipes emphasize nutrient-rich, high-fiber foods such as grains, fruits and 
vegetables, as research has suggested that dietary fiber can be helpful in managing 
glucose.”

- Whole Foods Magazine

“I was able to try foods and experiment with spices that I’d never used before.”
“I really liked that the meals didn’t take that long to prepare and offered some pretty 
interesting cuisines from around the world.”

- Reader’s Digest

“If you’re a health-conscious person who wants to eat right and doesn’t have that 
much time to grocery shop or meal prep, the Sun Basket meal delivery service is the 
right fit for you.”

- Forbes Magazine



MARKET SHARE

*data from recode.net

● Blue Apron’s market share declined 
17% last September to 40%

● Sun Basket has capitalized on this 
and has gained 4% since then

● Sun Basket also secured $58M in a 
fundraising campaign, valuing the 
company at $508M

● Sun Basket’s growing niche in the 
market has garnered success in an 
industry currently marked by 
saturation and investor skepticism



Sun Basket offers easy, convenient meal kits that provide organic 
and fresh produce, clean and sustainable ingredients, and a large 

variety of creative recipes.

Bottom Line



CONSUMER



CONSUMER TRENDS

52% of consumers aged 18–34 prefer “evolving value drivers”: 
wellness, transparency, social impact, and experience

66% of millennials say they’re willing to pay more for 
sustainable products

83% percent of Millennial consumers report more cooking at 
home and fewer restaurant visits

63% percent of Millennials say they want to cook more. 

What they’re saying



CONSUMER TRENDS

75% of millennials own a smartphone

90% of millennials use some form of social media

90% percent of millenials use digital coupons

How they’re saying it



CONSUMER TRENDS

HEALTHY

“

PERSONALIZATION
63% of Millennials are willing to share personal data in exchange 

for a personalized shopping experience online or in store

Millennials feel that cooking is healthier and 54% 
have cut back in foods high in solid fats

EASY
55% of millennials say convenience is a 

top driver when buying food

TRANSPARENCY
When a brand offers complete transparency, 94% of millennial survey 

respondents are likely to be loyal to that brand

What they’re wanting



“We enjoy cooking as well as working out together 
to spend quality time after a long day of work, it’s 
a great team effort! We take turns who cooks and 

who does dishes. We like to plan our meals in 
advance on Sunday and also choose a new movie 

to see for our Friday night date each week!” 

Age(s) 27 & 28

Job Speech Pathologist & Realtor

Income 60K & 80K

Location OKC, OK

Family Recently Married

  Personality Homebodies

Diet Clean and Healthy

GOALS

• Dedicate enough time to each other
• Workout every other day
• Cook healthy dinners at least 3  times a week
• Clean  their kitchen clean every night before bed
• Balance their relationship as a couple with their other friends
• Buy a house and start  family within the next couple of years

FEARS, CHALLENGES AND PROBLEMS

• Finding food at restaurants that’s healthy and aligns with their 
preferences

• Finding creative, tasty recipes that don’t take hours to make
• Hate cleaning up each night after dinner
• Resist the temptation to get take out when life gets busy

SOLUTION

• Sun Basket will provide them with  a large variety of 
recipes

• The ingredients are healthy and align with their food 
preferences

• They can use the time to cook as a way to spend time 
together

DECISION MAKING

• Often make decisions together
• Specific allotted time for each other
• Get recipe recommendations from parents and trendy 

recipe bloggers
• Look at how much time the recipe will take and cost
• Choose recipes that they both like together

Young Professionals

Committed
Homebodies

Trendy

Health Conscious

Meet Sam & Delaney



Sam and Delaney’s 
Journey

First Contact Research Ordering Experiencing Post-Experience

Doing Sam is scrolling through 
Instagram when he sees an Ad 
pop up for Sun Basket.

He texts his wife, Delaney, to 
see if she’s ever heard of it. She 
thinks that she heard a spotify 
ad about it while driving home 
from work and wants to look 
into it when they get home.

They visit Sun Basket’s website 
and read about the recipes they 
offer.

Decides to try Sun Basket 
because it has lots of recipes to 
mix and match that seem to be 
healthy.

Sees that there is a current 
discount offer going on.

Signs up for 3 meals 
delivered weekly starting the 
next week

Brings their delivery box inside
Unpacks the ingredients and 
reviews the recipe instructions
Delaney begins to meal prep 
and cook while Sam sets the 
table and cleans up after she 
finishes each dish
Listening  to Spotify and drinking 
wine  while cooking
Meal is ready 40  minutes later
Sam finishes the remaining 
kitchen clean up

Posts the picture of their meal 
that they made on their shared 
food instagram

Tells their friends and family 
about their awesome 
experience

Chooses their meals for their 
next week

Thinking “I wonder what kind of healthy 
recipes Sun Basket offers. 
There’s so much hype around 
meal kit services right now and 
half of them don’t live up to 
their claims.

“Sun-Basket seems to fit our 
healthy lifestyle. Maybe we 
should give it a try”

“It could be a good way to make 
sure we’re cooking and eating 
healthy during the week”

“We’re curious to see if this 
service is actually worth it”

“It’s really nice that we get a 
discount, so why not”

”We’re impressed with the 
number of healthy recipes to 
choose from”

“The packaging is really 
organized and the recipe is easy 
to follow”
“It’s neat that the recipe tells us 
how to include our kids. That 
could be fun for the future”
“We’re really impressed by the 
freshness of the ingredients and 
the final meal turnout”

”We can’t wait to get our meals 
next week”
“This is an awesome way to 
cook and spend time together”
“It definitely aligns with our 
healthy lifestyle”
“We should make this a part of 
our weekly routine”

Channels Sponsored Instagram Ad Sun Basket Website Sun Basket Website In their kitchen Instagram
Sun Basket Website

Sam and Delaney’s 
Feelings 



“I love keeping to a good routine and being 
organized. I start each day with yoga before 
work and end each day with a glass of wine. 
Health is very important to me, and because 
of my food allergies, I find more comfort in 

cooking my own food at home.”

Age 25

Job Accountant

Income 70K

Location Austin, TX

Family Single

  
Personality Workaholic

Diet Gluten-free
(Celiac disease)

GOALS

• Work her way up the corporate ladder
• Maintain an active lifestyle 
• Balance her work and social life
• Leave time for herself at the end of each day

FEARS, CHALLENGES AND PROBLEMS

• Finding food at restaurants that’s safe for her to eat
• Finding recipes she likes
• Finding affordable gluten-free foods
• Worries about having a severe allergic reaction in public

SOLUTION

• By ordering from Sun Basket, Emily received meals 
that she knows she can eat at a reasonable price.

• Sun Basket offers her the opportunity to experience 
the wonders of cooking 

• Allows her to relax and have time for herself doing 
something she enjoys

DECISION MAKING

• Money-conscious but willing to pay more for goods and 
services she prefers

• Wants to make healthy choices
• Likes having a lot of options when purchasing
• Willing to pay for experiences, not just products

Young Professional

Creative Cook
Recipe Blogger

Motivated

Workout Guru

Meet Emily



Emily’s Journey First Contact Research Ordering Experiencing Post-Experience

Doing Emily is listening to one of 
her favorite podcasts when 
she hears an ad for Sun 
Basket.

She goes online and 
compares the prices and 
features of different meal kits 
to see if subscribing would be 
worth it. 

She checks out the Sun 
Basket’s website and their 
social media to see what 
people are saying about 
them.

Emily selects Sun Basket 
because it caters most to her 
dietary needs and has the 
most variety of gluten-free 
recipes

She sets up her order to be 
delivered the following week.

The Sun Basket order arrives 
and Emily is eager to try it. 
She loves how organized the 
packaging is and how clear 
the instructions are.

The meal was delicious and 
easy to make, and she ended 
up having leftovers for 
another 2 meals. 

She also used the wine 
pairing recommendation that 
came with the recipe.

Emily continues ordering 
from Sun Basket, getting 3 
meals a week. She tells her 
other gluten-free friends 
about it, and shares photos of 
her food online.

Thinking “Having a meal kit service 
that provides me with 
gluten-free meals would be 
so much more convenient 
than shopping and cooking 
for myself, maybe I should try 
it.”

“Sun Basket seems to be the 
only meal kit that has an 
actual gluten-free plan.”

“This is at least worth a shot, 
I can always cancel if I don’t 
like it. I’ll see how good the 
food is. I hope it’s worth the 
money.”

“The food was SO good, I 
can’t wait to try the next one. 
It wasn’t cheap, but it seems 
worth the money.”

“I’m absolutely going to 
continue using Sun Basket, 
there’s so many more meals 
to try plus I can get a discount 
if I refer a friend!”

Channels Sun Basket ad on “This 
American Life” Podcast

Sun Basket website, “Top 10 
Meal Kit Reviews”, Facebook

Sun Basket website Sun Basket Meal Word of mouth, Sun Basket 
website, Facebook

Emily’s Feelings 



Millennials aged 18-34 are digital savvy and seek personalized, easy, 
and healthy meals when cooking at home. Knowing about the 

ingredients that go into their meal makes them feel healthy and at ease. 

Bottom Line



CREATIVE BRIEF



As the meal kit industry continues to grow at a rapid rate, consumers are having trouble 

differentiating between competing meal kit services and their product offerings. Most competitors, 

including Hello Fresh, Blue Apron, and Plated, emphasize convenience, high quality ingredients, 

or both, making it easy to get lost in the mix. As a result, Sun Basket needs to set itself apart from 

its competitors and remain relevant with consumers by highlighting that their personalized 

offerings are catered to fit the customers’ lifestyle.

BUSINESS CHALLENGE

BUSINESS OBJECTIVE

To increase consumers’ awareness of the brand’s unique offering as a personalized meal kit 

service thereby growing Sun Basket’s customer pool by 40% within 1 year.



○ Young millennial couples aged 25-35 with a combined income of $90-140K. They enjoy cooking together and have a 
steady weekly routine. 

■ Insight: They prefer a variety of convenient recipes, high quality ingredients, and personalization. Cooking at 
home in particular makes them feel like they’re saving money and making healthy lifestyle choices because they 
know what’s going into their meal. Their least favorite part of cooking is having to shop for ingredients at the store.

TARGET AUDIENCE

Secondary: “Conscious Cooks”

○ Young working millennials aged 25-35 who have dietary restrictions, such as food allergies or specific diets, and may 
have a busy schedule. Income of $50-70K.

■ Insight: Their preferences align with the primary market, the main differentiator being the motivator behind cooking. 
They prefer cooking for themselves because they know that their food is safe to eat and meets their dietary and 
lifestyle choices. Though they may not have as high of income as the primary target, they’re willing to pay more for 
the convenience of not having to find food that fits their dietary needs, since such foods and recipes can be difficult 
to find in stores. 

Primary: “Culinary Couples”



○ Think: “Cooking with Sun Basket is a fun way to spend time together that fits into our healthy lifestyle all 
while helping us save money and avoid going to the grocery store”

○ Feel: “We feel healthy and accomplished when we cook with Sun Basket”
○ Do: Make Sun Basket a part of our weekly routine and lifestyle for years to come.

WHAT THEY SHOULD THINK/FEEL/DO

○ Think: “Cooking with Sun Basket conveniently fits into my gluten free lifestyle because I don’t have to go 
out of my way to find food and recipes I can eat”

○ Feel: “I feel more relaxed, secure, and safe because I know what’s going into my food”
○ Do: Make Sun Basket part of their lifestyle while recommending the service to other individuals who share 

the same dietary struggle.

Primary: “Culinary Couples”

Secondary: “Conscious Cooks”



From gluten-free to quick and easy recipes, Sun Basket is here to meet your needs and 
preferences. It’s more than just cooking a meal; It’s living a lifestyle. 

MAIN TAKEAWAY

REASON TO BELIEVE

● 10 different recipe categories to fit every need and preference: gluten free, vegan, quick 
and easy, and more

● Up to 18 different recipes to choose from per week
● Certified organic produce, antibiotic and hormone free meats, and sustainably sourced 

seafood
● Easy ordering process that allows you to pause or cancel your subscription at any time



WAYS TO COMMUNICATE THE MESSAGE
● Social Media and Internet

○ Paid Social
○ Influencers
○ Digital recommendations

● Mobile
● Sales Promotion
● Streaming Services

KEY PERFORMANCE INDICATORS

● Market Share
● Sales growth
● Brand Image Evaluations
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