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Abstract 

Transcendent-a meal prep company 

By 

Celia Briffaut 

Transcendent is a meal prep company, established in Montréal Canada. North America, 

especially the US, is the biggest consumer of meal kits and meal preps, which is an everyday 

growing industry in Canada. 

Canadians' lifestyle has them eat unhealthily; indeed the long workdays with 30 minutes lunch 

break influence them in buying pricy food outside and order unhealthy food for diner to the 

detriment of their body's nutritional needs.  

Meal prep is a solution for both lunch breaks and dinners, designed for people who wish to lose 

weight, gain muscle, or simply reach a higher happiness level and self-satisfaction through 

nutrition, as it has been proven that healthy food is 7 times more impactful on people's happiness 

than sweet and fat food. We plan to expand our activity to superfood products (powder et cetera) 

through e-commerce as it is in line with our vision: helping people live a happier life by 

optimizing their health to allow them to reach their higher state of mind. 

We rely on social media to acquire notoriety as well as partnerships within the fitness industry 

and networking events. 

 

Keywords: healthy, nutrition, meal prep, superfood 
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1. Motivation 

This business project has been motivated by the idea to develop an additional stream of 

revenues that would have the ability to become a principal stream of revenues if it is successful. 

In addition, we wanted to build a business that can help people. In a society where most people 

eat poorly because of a lack of knowledge, time or energy and thus miss their potential to be 

happier and healthier, we want to help people live better. We love to cook and educate ourselves 

on food and the benefits that food can have for health. Through our social media, people, who 

saw that healthy food could be attractive and looked delicious, showed interest and even 

requested to make it available for them. So the idea came from requests. There is nothing better 

than a business that does greater good and is in line with your vision. We performed some 

market researches to know if these markets had the potential to make a profitable business.  

1.1. Market research Meal prep industry 

We observed the growth of ready meal industry and meal kits industry as the meal prep one is 

yet too small and does not have enough data to allow us to elaborate a proper research.  

 

A research on “Global ready meal” industry by Akhila Prasannan (2017), a research analyst for 

Allied Market Research at the time published on Alliedmarketresearch.com valued the said 

market at $72,257 million in 2016 and forecasted a 10.6% compound annual growth rate 

between 2017 and 2023. The reasons of this growth are explained by the convenience of these 

products, especially for students and working population as observed and the time saving and 

being considered as cost-efficient alternatives to junk food. However, the ready meal industry 

is vast and given the increase in health awareness and the negative perception linked to these 

products, the market growth could be restricted as time goes by. 
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A research on “fresh food meal kits” by Jan Conway (2020), a research analyst for Statista 

published on Statista.com valued the previous market in the U.S. industry at $4.65 billion, or a 

300% growth between 2016 and 2017 and forecasted that the market would double by 2022. 

The research analyst gave some interesting information about this industry in North America 

that 25% of adults had purchased a meal delivery subscription and among them, 70% continued 

to subscribe. Between 2017 and 2018, an additional 3.8 million households purchased meal kits. 

These meal kits occupy some important customer niches such as organic, veggie-centric, keto 

(low carbohydrates) or even farm-to-table meal preps.    

These two researches showed us that both industries (which are the ones that correspond the 

most to healthy meal prep industry) are significantly growing. Customers’ concerns are cost-

efficiency, time saving and health which we can all regroup in meal preps. Indeed, the limitation 

of ready meal industry is the health benefits as it is mostly processed food. With meal kits, you 

receive your ingredients and a recipe. People can find recipes online for free, in addition with 

meal kits you still have to cook the ingredients. It is possible that not everyone sees this service 

as worthy as what it costs. 

Figure 1: Expected fresh kit meal market value 
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1.2. Market research on the Superfood industry 

The concept of superfood relies on the fact that what we eat is at the origin of our health and 

well-being. Basically, the food we eat is, to some extent, responsible for the disease we contract. 

This awareness encourages people to choose the most beneficial aliments in order to stay in 

great condition. Superfoods are known to have an impact on weight loss, brain health, skin care, 

immunity boost and most importantly gut health. The demand in superfood has increased 

alongside people’s health awareness. Superfood doesn’t limit itself to fruits and vegetables. It 

includes grains, cereals and spices for which the demand has recently increased. Indeed, health 

awareness is the first driver of superfoods success. 

 

A superfood market analysis by Technavio (2020), available on technavio.com, shows that 

North Americans (Canada and U.S.A. mostly) are the biggest demanders for superfood. The 

analysis estimates the year over year growth rate for 2020 at 15.95% and the compound annual 

growth rate from 2020 to 2024 at 17%; moreover 33% of this growth is expected in North 

America. On the one hand, superfood has an impact on physical health; on the other hand it has 

one on mental health and well-being as well. These are the main drivers for superfood growth. 

Consumers are more and more rejecting conventional medicines because they have become 

aware of the side effects and are replacing them by superfoods.  

 

As superfood is not a very known nor trendy concept in Taiwan, I will talk a little more about 

it, so you can have an idea of what is really superfood and its benefits. From beverages to 

cosmetics, passing by food, this increasing health-consciousness associated with consumer 

willingness to experiment allowed the development of superfoods into uncommon sectors, 

allowing many products to benefit from the inclusion of superfood ingredients. For example, 
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most cosmetics are made of synthetic materials that are responsible for side effects. Superfoods 

can give the same benefits, such as skin youth, or bright skin and more without the side effects; 

this is the reason why consumers are now looking for natural beauty and personal care products. 

More and more people make their own cosmetics themselves, such as hair mask, body lotion 

or lip moisturizer, using superfood ingredients such as coconut oil, avocado, honey, shea or 

even eggs. There also is an increasing demand for plant botanicals or extracts owing to the 

positive impacts they have on general heath. The market is in a growth stage and holds promise 

for growth. 
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2. Transcendent 

2.1. Our vision 

At Transcendent we believe that food is a way to nourish body, mind and soul. A study published 

in January 2017 in BMC Medicine, conducted by epidemiologist Felice Jacka of Deakin 

University, showed that unprocessed diets higher in plant foods, healthy forms of protein and 

fats are consistently associated with better mental health outcomes. 

 

In this study, among 67 subjects with depression, some were receiving psychotherapy, some 

were taking antidepressants, and some were doing both. These people were separated in 2 

groups: one was given nutritional counseling while the other one was given one on one social 

support (social activities with people who know how to help people in depression). After 12 

weeks the group that changed diet felt significantly happier than the group that received 

additional companionship. The gut is really the driver of health, so keeping fiber intake high 

through the consumption of plant foods is very important. 

 

Another study from University of Konstanz in Germany drew similar conclusions, finding that 

consuming vegetables led to a higher level of happiness over time than sugar or unhealthy food 

induces in the moment. In a study with 14 different food categories, eating vegetables 

“contributed to the largest share to eating happiness” measured over 8 days. And on average, 

sweets only provided “induced eating happiness” in comparison to an overall healthy diet. 

Findings support the notion that fruits and vegetables consumption has beneficial effects on 

different indicators of well-being, such as happiness or general life satisfaction. Thus, we 

believe that food can help every individual reach its higher state of both health and happiness. 
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2.2. Our brand 

The company’s name-Transcendent- has been chosen as our goal is to help people go beyond 

their limits and surpass themselves because of their nutrition. Our mission is to deliver 

individuals in big Montreal area with healthy, complete meal preps that will help them save 

time, improve their nutrition, and reach higher level of life satisfaction and happiness in addition 

to improve their health on the long term. 

 

Many foods called superfood have been proven to have amazing nutritional benefits, including 

cancer and heart disease prevention or even skin youth. Our ingredients will be selected 

according to their health and nutrition benefits, as well as sourcing/growing methods, 

privileging plant-based food. 

 

In addition to meal prep, we will offer superfood powder as well for people who want to sprinkle 

an extra dose of vitamins and antioxidants to their tea, juice, smoothie or dish. These will be 

available online for worldwide shipping. 

 

2.3. Our logo 

We design our logo, packaging and palette of colors for the different channels and media based 

on customer targeting strategy. As said previously, the market analysis allowed us to find that 

the people who are concerned about maintaining a healthy lifestyle, have weight loss objectives 

or are fitness customers. 
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The logo represents a blooming silhouette, aspiring to go higher; this silhouette can be confused 

with the tree of life, a symbol of positive energy, radiant future, good health and long life. We 

chose pink and green for the logo. The color pink connotes love of oneself, harmony, happiness 

and inner peace. The color green connotes growth, hope, health and energy. All the symbols 

and connotation of the logo aim to attract our target customers and better represent the values 

of our brand, Transcendent. 

 

We designed a content chart to make sure that our customers will be able to recognize us and 

our content in less than a second. This chart sets: 4 templates, our slogan in a hashtag 

“#ReachYourHighestState”, the website “TranscendentNow.com”, a small version of the logo 

used as a paraph, 3 polices, and 4 colors chosen according to their connotations (green, blue, 

yellow, pink). 

 

Figure 2: Transcendent logo 
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3. Products 

3.1. Superfood powder 

Transcendent’s panel of superfood powder will 

be composed of 3 blends suitable for keto, 

vegan, Gluten-free and dairy-free diet. The 

products are made of non-genetically modified 

organic ingredients, and they are not tested on 

animals. The format of each product will be 200 

grams (corresponding to 40 portions).  

 

3.1.1. Theta 

The first product is called Theta. The brain works on different frequencies or waves. The theta 

wave is an optimal mental state that can be reached through meditation. With Theta, we are 

offering a minutely selected mix of organic certified Superfoods, specially designed to optimize 

your mind and brain functions, therefore contributing to your health enhancement. Made of 

Matcha, Maca and Barley grass, it has a delicious nice fresh flavor that will guide you through 

the process of reaching your highest state. 

 

3.1.2. Valence 

The second product is called Valence. Among all electrons, the ones most charged in energy are 

valence electrons. With Valence, we are offering a minutely selected mix of organic certified 

Superfood, specially designed to provide you with the energy you need throughout the day, 

therefore contributing to your health enhancement. Made of Acai, Guarana and Banana, it has 

Figure 3: Superfood powder use example 
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a delicious sweet and fruity flavor that will guide you through the process of reaching your 

highest state. 

 

3.1.3. Resplendent 

The third product is called Resplendent. The resplendent quetzal, national bird of Guatemala 

was recognized for the beauty of its feathering. With Resplendent, we are procuring a minutely 

selected mix of organic certified Superfood, specially designed to nourish your skin from the 

inside out, therefore contributing to your health enhancement. Made of Chia Seeds, Acerola and 

Blueberry, it has a nice fruity flavor that will guide you through the process of reaching your 

highest state. 

 

3.2. Meal prep 

Nowadays, the quality of what we eat is a topic of uncertainty. In addition, it is the source of an 

increase in disease and health issues. Thus, it is important for us to provide our customers with 

qualitative food. We will offer a different menu 

every week, according to the seasonal products 

offer. To avoid boredom, all our supplies will be 

organic. The orders will be placed during the 

week and the deliveries will take place on 

Sundays.  

 

Every week we will offer a choice of 4 different dishes to start for an easier management. 

Among these 4 options we wish to offer one low carbohydrates option, one vegetarian option 

and two regular ones. All of our meal preps will be designed in order to facilitate a balanced 

Figure 4: Meal prep example 
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nutrition and encourage customers to eat healthy. In order to raise awareness on what we eat, 

every dish we offer will be displayed with its macro-nutritious data (calories, proteins, fat, 

carbohydrates et cetera). 

 

3.3. Custom made meal preps 

We believe our offer of meal preps might not satisfy all types of demand. For this reason a 

custom-made option will be displayed as well. This option is for people with precise needs, 

customers who follow a particular diet (pescatarian, vegan, salt-free, calorie deficit, athlete et 

cetera) and/or customers who would not like to eat the same dish all week. For various reasons, 

people are sometimes forced to or want to change diet, and we want to make the process easier 

for them. This option will require more time to compute the menus and cook them since it will 

be in small quantities. For these reasons it will be offered for a higher price. 
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4. Marketing channels 

4.1. Shopify 

In order to display the weekly menus to be more organized with the orders and offer an online 

payment option, we will have a website. On this website, we will offer some content which we 

hope will be beneficial for the community we are building, such as recipes, blog posts and tips. 

In addition, the meal preps and superfood will be available for purchase on the website. People 

will be able to make orders on the website and pay as well or just reserve and pay cash if they 

prefer. 

 

We chose Shopify because our business is going to be at small scale due to the fact that we will 

be two users and have only a few products to display. You can find in Appendix 1 the platform 

comparison diagram we made that helped us to select Shopify as the most adapted platform for 

our needs. Besides, some of the products, such as the superfood powder, will be drop shipped 

at the beginning to avoid any inventory costs.  

 

4.2. Instagram 

Among the diverse social media available, we chose Instagram as our principal one. It is a very 

popular one if not the most used social media in North America, so it will allow us to have a 

better visibility in the market. Since this channel allows quick and easy contact, we believe it is 

convenient for the customers who wish to reach out to us, get to know us or ask questions 

regarding the products. This channel is very “visual,” so it will be a good one to display our 

new weekly menus or some recipes for the community. 
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4.3. Facebook fan page 

Our last channel will be Facebook. We will have a Facebook fan page. Indeed, generation X 

and the baby boomers are more present on Facebook. Being present on Facebook allows us to 

reach a higher proportion of the population. We will display content that is similar to 

Instagram’s and link it to our website. Facebook is a great tool to promote a business. 

  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202000538

 

 

13 

5. Social media campaign 

5.1. Context 

We have been growing a social media campaign based on healthy lifestyle to grow a community 

that targets our audience and observes what they are interested in. I have been posting content 

on a daily basis, such as health and nutritional advices, posts revealing the relevant and 

surprising health benefits linked to certain aliments. We interacted with many inhabitants of 

Montreal to be able to determine a target audience and see if there is an interest. We understood 

there was an interest in meal preps. The recipes included smoothie bowls, fancy appetizers, and 

everyday meal preps. The “fancier” recipes were liked, and people found them appealing but 

the meal preps inspiration was the most successful. We interacted with the community through 

surveys, messages we received and comments as well. It helped us understand that the interest 

is there but people lack time, motivation, knowledge or expertise to realize it by themselves and 

these posts gave them some knowledge and guidance but that were not enough for action. 

 

5.2. Actions 

Our set of actions for the social media campaign will be as follow: 

• Interact with Montreal inhabitants as much as possible to gain visibility and notoriety 

within the area through pictures, comments, likes, follow, and messages 

• Engage with our followers to create loyalty through challenges, surveys, and make 

visibility partnerships by supporting other small businesses in Montreal on our page 

• Post useful content for the followers such as recipes, tips, food benefits information 

• When the business starts, we will launch some advertisement to generate traffic, 

curiosity and visibility  
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6. Promotion strategy 

6.1. Customer base strategy 

We create a community, a customer base, ahead of the products’ launch. This aims to build a 

strong relationship with customers and listen to their needs as an opportunity to enlarge our 

activity to other products in the future. We are using social media to create this community. We 

also think about enlarging our influence to Pinterest in the future. Our activity on these 

platforms is to raise awareness on what we eat, what we should eat and why we are raising 

awareness about superfoods and the positive impact they can have on our body, mind and soul. 

Creating a community, building a relationship of trust, becoming for these people a daily 

nutritional guide and raising awareness on health, superfoods and self-development allow us to 

establish a brand image ahead of the products launch and save money on marketing when we 

launch the products. Indeed, this community we build is expected to be our first customers. 

 

6.2. Hungry marketing strategy 

As my partner and I will be both working full-time on weekdays and handle the orders on the 

weekends, our time to satisfy the orders is limited. We will thus use the “hungry marketing 

strategy” to our advantage. In other words, we will offer a limited amount of meal preps every 

week to create an urge for customers to make their orders because scarcity raises the values of 

a product as well as the willingness of potential customers to purchase it. It makes them feel 

privileged to have access to it. In the week of launch we should start with an amount we can 

fulfill such as 50 meal preps. We believe the limit of what we can prepare properly every 

weekend given our target quantity of 100 meal preps.  
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6.3. Loyalty program and trials 

In the first month, we are planning to set loyalty programs to keep the existing customers, 

encourage bigger orders; and set some trial offers to encourage potential customers to try our 

products.  

 

For their first orders, customers are offered 10% off or a superfood powder sample to raises 

their curiosity about our other products. We believe it is a way to increase our conversion rate 

and people’s interest in our brand as well. 

 

For customers who purchase 8 meal preps, the 9th will be given for free. This is a strategy to 

encourage bigger orders. If customers get used to our food and save time by not cooking, it will 

be complicated for them to go back to a cooking routine and sacrifice their free time. 

 

Finally, if a customer recommends us to a friend, he or she will be offered 20% off for his or 

her next order or 1 regular size pack of superfood powder. We believe that this is a good way 

to evaluate customer satisfaction, increase our visibility and grow our customer base. 

 

As our offer is limited, these programs and trials will shrink our revenues and profits; thus we 

hope to offer them for a limited period, such as 6 months for example. Once the demand has 

increased to a point where we can refuse many orders and we have a loyal customer base, we 

will stop offering trials and loyalty discount to optimize our revenues and profit. 
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6.4. Partnership 

We have some contacts in Montreal within the fitness industry.  

One of them is a 2-year start-up of online and physical workout and nutrition coaching. We plan 

to advertise our meal plans through them and make their customers benefit our trial offers as 

well. There is also a possibility to create a plan for their customers in collaboration with them 

that would include the fitness programs or coaching sessions and our meal plans. 

 

Our second contact is a CrossFit center. We can advertise Transcendent plans through the 

structure by displaying posters within the center. It will allow their customers to see us and if 

there is an interest, they will visit our website to get more information about what we offer. 
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7. Strategy 

7.1. Competitors analysis 

The meal prep industry is a growing market in North America. In the past few years many 

companies offering meal prep have been appearing. We have studied some of our future 

competitors which are operating in the city of Montréal. Please refer to Appendix 2 for our 

competitors’ analysis data. 

 

Some of our competitors specialize in vegan meal preps, but all of them offer vegetarian options. 

In terms of social media campaign and interaction, it seems that the bigger is their audience the 

less engaged is the company. The social media seems more like a vitrine for menu display than 

a tool to grow their customer base. However, some like Prep labs work on maintaining a good 

social media interaction and campaign. According to what we observed, this is one of the 

actions that help them increase their quantity of orders. Based on the information we found, 

only a couple of them offer environment-friendly packaging at the moment. We notice that the 

competitors who launched their business before 2016 have a more stable menu, sometimes a 

larger offer or even on-site option. It seems that the business model of this sector has evolved 

into a less costly activity that focuses more on the quality of the products (healthier, fresher, 

seasonal) than the service (on site, larger and constant choice, more flexibility) with the 

newcomers.  
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7.2. SWOT Analysis 
Table 1: SWOT Analysis 

STRENGTH WEAKNESSES 

• Qualitative products: organic 

vegetables and plant-fed meat 

• Loyalty program & trials to increase 

conversion rate 

• Weekly menu offer that includes many 

diet options 

• Website to facilitate orders 

• Partnerships for better visibility 

• Product diversification through 

superfood (higher gross margin) 

• Blog aspect, strong social engagement 

thus stronger customer loyalty 

• Time saving product for the customer 

• No customer target limitation thanks to 

fair prices 

• Environment friendly packaging: 

recyclable 

• Risk-free: we have few to no cost 

• Lack of flexibility: no on-site option, a 

unique delivery day for the week; 

focusing on seasonal products also limit 

our menus possibilities in some ways 

• Limitation in our offer: no gluten free 

option, no snacks 

• Unknown: we are new on the market, 

we have no reputation nor positive 

reviews yet 

• Revenue limit: with our limited time, 

our revenue suffers of a limitation as 

well as we can’t offer more than we can 

make 

• Competitors base: we have solid and 

well-established competitors 

• Easy: People can do it on their own, it 

mostly requires organization 

 

OPPORTUNITIES THREATS 

• More serious health consequences due 

to quality nutrition: incite people to be 

• Market nature: it is an easy-entry 

market, anybody can do it or get in 
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more careful with the quality and origin 

of their food  

• Deterioration of general public 

products quality (such as meat fed with 

chemicals): incite people to be more 

careful and aware of their food  

• General growing awareness for what 

we eat and health importance 

• Canadian “lazy” culture: people don’t 

cook much, they order a lot, 

• Studies prove healthy food to be a 

major factor in happiness or to fight 

depression and anxiety 

• Inflation, in the covid-19 context, many 

countries have noticed an inflation on 

their necessary groceries, that could 

impact our profitability and force us to 

raise our prices as well (potential 

customer loss) 

 

 

This analysis helped us to evaluate ourselves and the credibility of our business and question 

ourselves on our weaknesses. We were able to turn some of our weaknesses into strengths, such 

as the limitation of our revenues and the lack of flexibility in the choice of our raw materials. 

Indeed, not being able to fulfill a certain number of orders becomes an asset by using the 

“hungry marketing strategy.” We make our products look more interesting and selective. 

Regarding the raw material offer limitation, given that it is linked to our engagement in trying 

to be more sustainable and avoid as much as possible to have a negative impact on the planet, 

it also forces us to renew our menus quite often and thus attract our customers’ curiosity with a 

different offer.  
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7.3. Competitive advantage 

Since people care more and more about companies’ impacts on the environment, both our 

environment-friendly packaging and engagement to only use seasonal raw materials are a 

significant competitive advantage over our competitors. Our hungry marketing strategy creates 

a true feeling of selectivity in our products that our competitors cannot have, rendering us a 

scarcity competitive advantage. 

 

We focus on building a community, engage with our followers and provide great and useful 

content to them whereas most businesses only do what is profitable to them. We believe that 

we have to provide is first to build some feeling of trust and relationship with our future 

customers. This relationship and community we are building is another competitive advantage 

that most of our competitors do not have. The quality of our raw materials and finished products 

is vital for the credibility and efficiency of our business. This is something we really have to 

maintain as it is a competitive advantage to provide people with food that is tasty and good for 

their health, and they will feel the differences.  

 

Finally, our product diversification with superfood is an additional competitive advantage in 

that it can help us grow our gross margin considerably and help us stand out from the 

competitors too. 
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8. Entry 

8.1. Customer segment 

8.1.1. Meal preps 

• Students 

Students ,who do not have cooking knowledge and want to avoid eating junk food, would 

like to have a comfortable lifestyle. When people get into universities, they usually gain 

weight because their nutritional habits deteriorate and less or no time is allocated to physical 

exercises. There is a concept for that in North America, it is called “the freshman 15”, which 

means that student usually gain 15 pounds during the freshman year. 

 

• Working professionals 

Getting into professional life, as we gain responsibilities or work long hours, the pressure 

accumulated over the day results in a mental fatigue. Once they get home, they are reluctant 

to focus on cooking a healthy meal. They will either cook something quick only to stop 

hunger or order junk food which will maintain body fatigue instead of providing your body 

with the necessary energy to be efficient for the next day.  

 

• Occasional 

People who enjoy taking their time to cook but when going through a very busy week would 

rather pay for already made healthy meal preps than sacrifice their diet. 
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• Fitness people 

Some people have a physical objective (weight loss, muscle gain or body toning). It has 

been proven that food is more than twice times more impactful than physical activities on 

our body shape. In particular, people who wish to reach a certain body objective place a 

high importance in their plate content. 

 

8.1.2. Superfood 

• Devotee of health 

They are motivated to live longer and inculcate healthy habits to their children. They see 

food as a way to nourish their body and mind and thus they favor authentic and pure 

ingredients over processed ones. They exercise daily to feel good. They are devoted to make 

health a priority and did not feel like a concession to them. 

 

• Moderate motivated 

They want to feel and look good and see food as enjoyment, thus preferring colorful and 

flavorful meals. They exercise for weight maintenance and stress relief. They have the 

intention to change habits but are still trying to find a balance in their lifestyle while 

integrating healthier habits. 

  

8.2. Pricing strategy 

Our pricing strategy will use both competitive-based pricing and temporary discount pricing. 

We will offer different discount options when launching the activities to reach an acceptable 

volume of sales and compete with competitors. However, as soon as we have our customer base, 
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we will go back to our discount-free prices, which are themselves within the same range than 

our competitors’ prices.  

 

In the long term, we do not wish to differentiate ourselves from our competitors through pricing, 

but through quality. However, if the quality of our products becomes pricy, we will have to 

adapt our prices and maybe get into a true differentiation pricing strategy if there is a customer 

base for it. 
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9. Product development 

9.1. CBD oil 

The real name of CBD oil is actually cannabidiol oil, 

which is a derived product of cannabis. Unlike what 

most people must think, Cannabidiol doesn't cause any 

intoxication. Cannabidiol is free of THC. 

(tetrahydrocannabinol) that is the substance causing 

intoxication; thus using cannabidiol will not make you 

positive if you take a drug test nor feel any drug effect. This substance cannot be used to feel 

drugged. CBD is safe. If you use it on its own and do not mix it with any medication or drug, it 

cannot negatively impact your health. As you must know, in some North American states, 

cannabis is prescribed by doctors to relieve sick people of pain. Extracting the CBD from 

cannabis allows consumers to enjoy the benefits of cannabis without the intoxication effect. 

 

The health benefits of CBD are so numerous that it is now being used in many cosmetics to 

help your skin look rested and relaxed after an intense week. We are interested in CBD in the 

case of a product development for our second year because it is highly beneficial. In addition, 

we know that in many countries like Taiwan, it cannot be successful because of its origin. Indeed, 

in Canada, the use of cannabis has been legalized which makes the use of CBD oil more 

attractive in people's mind.  

 

CBD oil is known to reduce stress and anxiety, improve sleep, reduce pains of many kinds, such 

as muscle or joint pains, depression, heart disease; it also boosts hair growth. We plan on selling 

Figure 5: CBD oil example 
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CBD in its original shape only, which is oil. Our unique product will be offered in drop shipping 

as well, which avoids inventory costs and also allows us to be very competitive in terms of 

pricing. CBD's health benefits make it a good product to join our offer and we believe it is in 

line with our vision as well. 

 

You can apply directly on the concerned zone. For example, if you suffer from back pain, you 

can get your back massaged with CBD oil; if you are looking to boost your hair growth, you 

should massage your scalp with the CBD oil. CBD oil can also be put directly in the food or 

snacks if you wish to consume it discretely. 

 

9.2. Market research 

A research made by Data Bridge Market Research, published in April 2020, available at 

globenewswire.com, forecasts CBD oil market growth at 31.90% from 2020 to 2027 globally. 

The drivers of this growth are mostly medical reasons, the increase in likelihood of mental 

disorders (such as anxiety and depression) but also the progressing legalization in the farming 

and utilization of hemp which undemonized CBD products. 

 

CBD oil is also seen as an alternative to many medications used on kids, teenagers and adults 

to enhance focus. These medications are commonly used in competitive environments, but they 

have heavy side effects like depression, anxiety and fatigue; e.g., Adderall (you can find a 

frightening documentary on this topic on Netflix called “Take your pills”). CBD oil is seen as 

an effective and healthier alternative to these medications which are being more and more 

demonized because of their side effects. Most importantly, CBD oil is not addictive. 
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10. Financial analysis 

In order to determine the feasibility and profitability of our business, we computed the 

forecasted income statements, cash flows and net present value of Transcendent for 3 years. We 

did not find useful information to determine the balance sheet as we do not plan to accept 

account receivables. We are not purchasing any equipment, so we will not have the depreciation 

expense either. 

 

10.1. Optimistic scenario 

Our first scenario is going to display optimistic sales and external conditions. 

 

10.1.1. Income statements forecast 

Table 2: Income statement 3 years forecasts 

Income statement Year 1 Year 2 Year 3 

Sales  46,833.21   66,547.20   69,309.60  

Meal preps  36,763.65   40,110.00   34,860.00  

Superfood  2,569.56   3,112.20   4,149.60  

Custom  7,500.00   16,575.00   22,500.00  

CBD Oil   6,750.00   7,800.00  

COGS  19,156.00   24,684.50   26,946.00  

Meal preps  15,246.00   16,800.00   14,700.00  

Superfood  621.00   702.00   936.00  

Custom  3,289.00   7,182.50   9,750.00  

CBD Oil   1,350.00   1,560.00  
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Gross profit  27,677.21   41,862.70   42,363.60  

Operating expenses  2,433.88   2,083.88   1933.88  

Electricity, gas, water  80.00   80.00   80.00  

Car gas for deliveries 1,000.00 1,000.00 1,000.00 

Website 373.88 373.88 373.88 

Marketing promotion 480.00 480.00 480.00 

Packaging designs 500.00 150.00 0 

Income before provision for income taxes  26,243.33   40,778.82   41,429.72  

Provision for income taxes  7,024.98   9,982.08   10,396.44  

Net income  18,218.35   29,796.74   30,033.28 

 

Our estimates show an encouraging income. We estimate a gross profit between 59% and 

62.9%. From year 2 to year 3, we plan on selling a bigger proportion of custom meals and 

reducing the regular meal prep as they take similar time to prepare but do not make as much 

profit. We used higher costs possible for custom meals (high protein, high meat proportion). 

However, it can cost a lot less for weight loss or vegetarian type of custom meal that requires 

less expensive raw materials, leading us to expect a higher gross profit. Also, we believe 

the taxation would be less strict on new small businesses but in the doubt. In this case, we 

applied the state and national taxes to avoid overestimating our profitability and net income. 

The electricity, gas and water are included in the rent amount, as we use it for our personal 

needs as well, so we applied half of its fixed amount to the expenses. 
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10.1.2. Cash flows forecast 

Table 3: Cash flows 3 years forecast 

Cash Flows  Year 1 Year 2 Year 3 

Beginning cash 0  218.35   1,215.09  

Net income  18,218.35   29,796.74   30,033.28  

Payroll   18,000.00   28,800.00   28,800.00  

Net Cash Flow  218.35   1,215.09   2,448.37 

 

The objective of this business is to provide additional revenue and explore its profitability 

without putting ourselves in a risky position. This is the reason why we are doing it part-

time. If the demand is promising, we will explore the possibility to do it full-time. As our 

company does not require any big expense such as research and development, equipment, 

building etc., there is no need to keep a lot of cash available.  

 

We set our salaries according to the available income and keep some cash available in case 

we plan any small equipment purchases, such as bigger pots, additional cooker or blender, 

which do not require a significant budget. Based on the cash flow forecasts, we would earn 

$750 CAD monthly in the first year, $1200 CAD monthly in the second and third year. We 

believe the profits are attractive enough given the time allocated to this business. 

 

These estimates are approximate. In this scheme we put the previous year cash flow into 

the next year cash, we think it could be used to improve the website features if necessary or 

upgrade our working tools if we realize that it is a necessary action to save time and be more 

efficient in our activity. 
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10.1.3. NPV analysis 

Table 4: Net present value  

Initial investment -514.00 

CF1  218.35  

CF2  1,215.09  

CF3  2,448.37  

Net present value $1,916.95 

 

Finally, we computed the net present value, using a 15% interest rate, to estimate the 

profitability of our project and judge its feasibility. We understand that the results can seem a 

little arbitrary as we set the salaries ourselves, giving us power over the size of the cash flows. 

However, the cash flows after subtracting the salaries look pretty encouraging. The initial 

investment represents the costs of packaging designs and the purchase of the domain name for 

the website. The net present value ends up positive, so it seems that our project would be 

sustainable.  

 

10.2. Second scenario 

The second scenario is going to display less favorable external conditions and sales. 

 

10.2.1. Income statements forecast 
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Table 5 : Income statement 3 years forecasts 

Income statement Year 1 Year 2 Year 3 

Sales 27,010.00 33,364.80 26,918.10 

Mealpreps 24,531.15 24,360.00 8,610.00 

Superfood 2,569.56 2,074.80 758.10 

Custom -90.00 3,750,00 3,750.00 

CBD Oil  3,180,00 13,800.00 

COGS 10,956.00 15,803,00 10,306.00 

Mealpreps 10,353.00 13,125,00 5,250.00 

Superfood 603.00 468,00 171.00 

Custom - 2,210,00 2,125.00 

CBD Oil  636,00 2,760.00 

Gross profit 16,054.00 17,561,80 16,612.10 

Operating expenses 2,433.88 2,083,88 1,933.88 

Electricity, gaz, water 80.00 80.00 80.00 

Car gas for deliveries 1,000.00 1,000.00 1,000.00 

Website 373.88 373.88 373.88 

Marketing promotion 480.00 480.00 480.00 

Packaging designs 500.00 150.00 0 

Income before provision for income 

taxes 
13,620.12 15,477.92 14,678.22 

Provision for income taxes 4,051.50 5,004.72 4,037.72 

Net income 9,568.62 10,473.20 10,640.51 
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In this second scenario, we introduced quite some obstacles that could be met along the way. In 

year 1, the sales didn’t meet our expectations, the customized meal preps especially didn’t 

seduce much customers. In year 2, it took time to the CBD oil to generate revenue, and the 

superfood powder is still not selling as much as expected. As a result, we stopped selling 

Superfood powder in year 3. During this year, we face an inflation on raw materials which 

considerable reduce our margin. In addition, the meal preps sales are falling. 

The net income is not satisfying, we fear that the income generated is not worth the time spent 

on the business. 

 

10.2.2. Cash flows forecast 

 
Table 6 : Cash flows 3 years forecast 

Cash flows Year 1 Year 2 Year 3 

Beginning cash 0 1,168.62  841.82  

Net income 9,568.62  10,473.20  10,640.51  

Payroll  8,400.00  10,800.00  10,800.00  

Net cash flow 1,168.62  841.82  682.32  

 

In this second scenario, the payroll is divided by more than 2. We only make 350 CAD$ monthly 

in year 1, and 450 CAD$ monthly each on year 2 and 3. On an hour-salary basis, this is 

significantly less than what we make with our regular job. Knowing that we sacrifice our free 

time for this project, I’m afraid the reward is far from sufficient. 
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10.2.3. NPV analysis 

 

Table 7 : Net present value 

Initial investment -514 

CF1  1168,62 

CF2  841,82  

CF3  682,325 

Net present value $1380,32 

 

Finally, using the cash flows previously calculated for this second scenario we end up with 

a positive net present value. Therefore, if we computed the cash flows with the salaries that 

would have satisfied us, we would obtain the following net present value. 

 

Table 8 : Net present value 2 

Initial investment -514 

CF1  -7,231.38 

CF2  -18,358.18  

CF3  -34,117.67 

Net present value - $37,492.61 

 

In this version, the Cash flows have been calculated with salaries of respectively $700, $900 

and $1100 for year 1, 2 and 3. There was an increase each year because I took into account the 

fact that we will value more and more our week-end, thus the reward as to stay in line with this 

principle. 
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11. Sustainability 

As an enterprise we have a responsibility to have the lower footprint possible and do our best 

to be as sustainable as possible.  

To satisfy these goals we engage to: 

• Only use biodegradable or recyclable packaging to pack our meal preps 

• Collaborate with local suppliers only to have the lowest carbon print possible 

• Sort our waste, which is a very uncommon practice in Canada 
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12. Operations 

We will automate our orders system to avoid additional work. Customers will be able to place 

orders for their meal preps online; the offered quantity will be limited to suit our capabilities. 

Payments will be made on the website directly as we do not take accounts receivables. However, 

customers will be able to pay in cash at delivery if they want to but will still have to put their 

credit card number to avoid any surprise. Every Monday we will publish the menu on the 

website and social media with a tag on it redirecting you to the website if you click. 

 

Customers must create an account, specifying their address with preferred time for the delivery, 

a phone number to contact them if necessary and their allergies for prevention. If nobody is 

there to pick up the order or answer the phone, the delivery will be rescheduled. This is the 

reason we did not choose to deliver through Uber eats or Door dash due to the fact that they 

have very flexible conditions which do not guarantee 100% that the customer will receive its 

order and we will be the ones blamed for it. 
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12.1. Schedule 

12.1.1.  Meal prep 

 
Figure 6: Meal prep schedule of operations 

 

Regarding custom meal preps, an agreement on the menu offered will have to be made and 

payment should be received before Thursday 6 pm for a delivery on the following Sunday. 

 

12.1.2.  Superfood 

 
Figure 7: Superfood schedule of operations 
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12.2. Suppliers 

We chose our suppliers according to their engagement towards the quality of the products they 

offer and their ability to deliver products at our door quickly. 

• Costco 

They only work with suppliers who comply with their standards of regulations such as 

antibiotic free and hormone free meat. In addition they only sell cage-free and antibiotic-

free eggs. 

 

• Terra Bella 

They specialize in organic, fresh and natural fruits and vegetable with at your door quick 

delivery. Their goal is to make organic possible for everyone. They also try their best to be 

transparent and fair with their pricing. 

 

• Adonis 

They offer tasty spices, dairy, and a very large choice of starchy food (chickpeas, lentils, 

rice, pasta et cetera) at a fair price with at your door delivery as well. 
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13. Team 

Transcendent has a small team of two co-founders. We are planning to handle everything 

ourselves from the strategy to the cooking, passing by the social media. We are both 

committed to this project that aligns with our vision and goals. 

 

Célia Briffaut - Founder 

I am a 22 years old student completing both a master's in finance from IESEG School of 

Management and an international master's in business administration at NCCU. I have done 

a couple internships in retail and financial control. I have accepted an offer to start in audit 

at KPMG in October. I have always been interested in entrepreneurship since I was a kid 

and started businesses very young, I like my autonomy and independence, but I believe 

learning from those who know best is the wisest decision before getting in your own 

business. I grew up in France, started living on my own at 17, and I did a year abroad in the 

United states at 19. I am a multi-tasker; I hate wasting time, but I am detail oriented. I am 

hard worker, creative, and attentive. 

 

Ismaila Fall - Co-founder 

He is 23 years old, completed a Bachelor of Science in Economics at the University of 

Montreal. He is actually working full time as a coffee specialist at Nespresso (which belongs 

to Nestle group). He previously worked in business development which taught him 

perseverance. He has some expertise in entrepreneurship and has been involved in some 

successful projects in the previous years. He has been living in Canada for the last 5 years, 

which gives him a better overview of the market than me. He is involved in the fitness 
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industry as an online coach and has an athlete history. He is very analytic, goal oriented, 

and focused. In addition to be a hard worker, he has got great professional communication, 

diplomacy and is a great team worker.  

 

I believe we have complementary qualities to push this project to reach its full potential; we 

have worked together on other projects successfully such as the realization of an e-commerce 

website for home workout accessories. We share a common vision which makes communication 

and decisions easier.   

 

We would like to build our own carriers and get as much experience as possible from our 

respective employers before jumping into any full-time entrepreneurial activity. Financial 

stability is our priority and we know that this is not really something to expect when you get 

into entrepreneurship. 
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14. Conclusion 

Given the market researches, we believe the potential of our business is significant enough to 

pursue the project analysis. In the case of a start-up, the financials are not necessarily 

representatives of what the company is going to look like when there is no existing historical 

data. The business is new. Thus, it can only tell about our credibility about if we overestimate 

our success or not. I believe the estimations are reasonable and still deliver an acceptable reward.  

 

What is the most important for us is to lower the risk in order to make this business model 

possible and sustainable. 

 

We plan to start the business in January that is usually a time when people want to lose weight, 

change their nutrition habits and recover from end or year holidays feasts. 
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Appendices 

Appendix 1: Platform comparison 

Platform WIX WooCommerce Weebly BigCommerce Shopify 

Plan eCommerce Starter Pro Standard Basic Shopify 

Pricing $17/month $12.95/month $12/month $29.95/month $29/month 

Free trial Yes N/A Yes Yes Yes 

Business scale Startups Small Business Small 

Business 
Medium 

Business 
Large 

Enterprise 
Ease of use ***** ** ***** **** **** 
Choice and 

flexibility of 

design 

***** ***** ***** ***** ***** 

Multi-

language 
**** ***** ** ** ***** 

SEO **** ***** **** **** **** 
Basic 

Functions 
**** ***** ***** ***** ***** 

Easy payment **** *** *** **** ***** 
Total Score 4.6/5 4.4/5 4.5/5 4.6/5 4.7/5 

 
 PROS CONS 
Wix -No technical skills required 

-Low risk 
-Versatile 

-Only meant for small websites 
-Lack of live support 

WooCommerce -Best eCommerce Add-on for WP 
-Full control 
-Many handy features included 
-Multilingual store possible 

-WordPress experience required 
-Hidden costs 
-Manual updates required 
-Support 

Weebly -Unmatched ease of use -Limited design flexibility 

https://www.websitetooltester.com/en/reviews/wix-review/
https://www.websitetooltester.com/en/reviews/weebly-review/
https://www.websitetooltester.com/en/reviews/bigcommerce/
https://www.websitetooltester.com/en/reviews/shopify/
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-Responsive themes 
-App center 
-Team management 
-Membership areas 

-Multilingual support 

BigCommerce -Many options and features 
-Suitable for big projects 
-Give store credit to customers 

-Not easy to use 
-No multilingual features 
-Limited free templates 

Shopify -Easy to use 
-Modern-looking designs 
-Many payment methods 
-Packed with useful apps 

-SEO shortcomings 
-No refund 
-Extra transaction fee 

 
Appendix 2: Competitors’ analysis data 

 Plante 

cuisine 
Sublime 

créations 
Pep labs Fresh MTL Hulk meal 

Creation date 2019 2016 2019 2014 2015 
Description  Homemade, 

fresh, 

convenient  

Healthy, 

fresh, 

innovative  

 Quality, 

healthy, fair  

Diet Vegan only Home made  Healthy Fresh Vegetarian 
Website Yes Yes No Yes Yes 
Have a place  No Yes No Yes No 
Followers on 

Instagram 
61 1700 414 3000 13100 

Social media 

engagement 
Poor Good Good Poor Poor 

Trials and 

loyalty reward 
1st trial 

offer –10$ 

off 

No No 5-20% discount for 

bulk order  

Refer a friend 10$ off 

for both   

10% on 20 

and more 

order  

Collaboration

s 
  Fitness 

centers 
Gold gym  No 

Menu change Weekly Weekly Weekly Fix Fix 
Additional 

option 
 Sandwiches 

and frozen 

Snacks Customization 

possible 
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meals  
Offer Vegan only Low carbs, 

meat free, 

regular 

Gluten 

free, 

vegan, 

fish, 

snacks, 

low carbs  

Catering option 17 dishes 

total: keto, 

plant based, 

vegan  

Pricing 1 for 10$  
5 for 46$  
7 for 58$ 

family 3p 33$   
Keto &1p 13$  
Kid 6$  
Get fit 5-8$  

1p 10 to 

12$  
snacks 3-

5$ 

1p 10-12$  10.47$ for all 

the meals 

Delivery 

frequency 
 Each Sunday Each 

Sunday 
3 days for deliveries  

Sustainability    Recyclable 

packaging 
Biodegradabl

e packaging 

 

 

 


	1. Motivation
	1.1. Market research Meal prep industry
	1.2. Market research on the Superfood industry

	2. Transcendent
	2.1. Our vision
	2.2. Our brand
	2.3. Our logo

	3. Products
	3.1. Superfood powder
	3.1.1. Theta
	3.1.2. Valence
	3.1.3. Resplendent

	3.2. Meal prep
	3.3. Custom made meal preps

	4. Marketing channels
	4.1. Shopify
	4.2. Instagram
	4.3. Facebook fan page

	5. Social media campaign
	5.1. Context
	5.2. Actions

	6. Promotion strategy
	6.1. Customer base strategy
	6.2. Hungry marketing strategy
	6.3. Loyalty program and trials
	6.4. Partnership

	7. Strategy
	7.1. Competitors analysis
	7.2. SWOT Analysis
	7.3. Competitive advantage

	8. Entry
	8.1. Customer segment
	8.1.1. Meal preps
	8.1.2. Superfood

	8.2. Pricing strategy

	9. Product development
	9.1. CBD oil
	9.2. Market research

	10. Financial analysis
	10.1. Optimistic scenario
	10.1.1. Income statements forecast
	10.1.2. Cash flows forecast
	10.1.3. NPV analysis

	10.2. Second scenario
	10.2.1. Income statements forecast
	10.2.2. Cash flows forecast
	10.2.3. NPV analysis


	11. Sustainability
	12. Operations
	12.1. Schedule
	12.1.1.  Meal prep
	12.1.2.  Superfood

	12.2. Suppliers

	13. Team
	14. Conclusion
	References
	Appendices



