


CCATEGORY 1)
Market Leaders

Established brands shaping the competitive landscape

These players have built strong recognition in the Egyptian healthy food market, each with
a distinct positioning and a defined set of strengths and limitations.

Protein Box — Fitness-focused meal delivery with structured plans (keto, high-protein,
weekly subscriptions). Strong in performance nutrition, lacks emotional and lifestyle
appeal.

Diet to Door — Highly personalized meal service targeting weight loss and medical
diets. Strong in customization but complex and not designed for quick daily
consumption.

NutriTribe — Transformation platform combining meal plans with coaching and
community. Strong in engagement but not food-first and requires long-term
commitment.

AntiFat — Results-driven brand with tailored diet programs. Clear promise but
restrictive positioning with a tone that lacks enjoyment and relatability.




CCATEGORY 2)

Emerging Players

Direct competitors entering the healthy food space with fresher concepts, though each still carries notable gaps that leave room in the
market.

Bar N' Jar Go Fit Healthy Food Lychee Egypt

A convenient salad-based concept with Offers healthier versions of comfort food A modern salad bar with strong visual

clear branding and a simple product with a wide variety. However, lacks a strong  branding and trendy appeal. While visually
offering. Strong in clarity but limited in brand identity and clear differentiation in a compelling, it lacks a unique emotional hook
variety and not positioned as a complete crowded market. and feels similar to other healthy concepts.

meal solution.



Competitive Chart

Brand-by-brand comparison across positioning, strengths, and weaknesses

Brand

Protein Box
Diet to Door
NutriTribe
AntiFat

Bar N' Jar

Go Fit Healthy

Lychee Egypt

Positioning
Fitness Meals
Personalized Diet
Transformation
Diet Programs
Salad Bar
Comfort Variety

Trendy Healthy

Strength

Structured plans
High customization
Community-based
Clear results focus
Simple & convenient
Wide variety

Strong visuals

Weakness

Not lifestyle-driven
Complex experience
Not food-first
Restrictive tone
Limited offering
Weak branding

Generic concept



CGAP ANALYSIS)

Key Market Gap

The market is currently divided into two distinct camps — neither of which fully serves the modern Egyptian consumer
looking for balance.

-

Functional Diet
Brands

Strict, performance-
driven, clinical in tone.
Brands like Protein Box,
Diet to Door, AntiFat,
and NutriTribe.

Generic Healthy
Concepts

Salads and low-calorie
meals with weak
identity. Brands like Bar
N' Jar, Go Fit, and
Lychee Egypt.

() No Brand Currently Combines:

« Local Egyptian identity

« Comfort food experience
« Healthy positioning

« Fast & convenient format



CMARKET OPPORTUNITY )

A Growing Market With an Unfilled
Gap

The Egyptian healthy food market is rapidly growing, driven by increasing awareness of
fitness, nutrition, and lifestyle balance. However, most brands focus either on strict diet
programs or generic healthy meals, leaving a clear gap for a concept that blends familiarity,
convenience, and emotional connection.

| |
Diet-Only Brands Generic Healthy
Focused on strict programs, ignoring Salads & low-cal meals with no cultural
lifestyle appeal identity
|
The Gap

Culturally relevant, healthy comfort food —
fast & accessible




CBRAND OPPORTUNITY)

Hebda — 32a) 53234

Position the brand as the bridge between indulgence and discipline. Instead of
forcing users into strict diets, the brand embraces real eating behavior and
reframes it into a smarter, healthier experience.

¢ Not Restriction — Control

The concept is not about cutting out what you love. It's about enjoying it in a balanced, calculated
way.

e Culturally Rooted

Built on a familiar Egyptian expression, the brand speaks the language of its audience from day
one.

¢ Enjoyment First

Freedom within structure — customers enjoy what they love in a smarter, healthier format.

e Fast & Accessible

Convenient enough for daily consumption, without the complexity of personalized diet platforms.



CBRAND IDENTITY )

Turning the Name Into a Strength

The name 324 carries a culturally familiar expression that typically implies randomness or lack of structure. The strategy

redefines it as something intentional, positive, and distinctive — standing out sharply in a market dominated by serious,
restrictive brands.

From Random From Messy From Guilt

- Calculated Mix - Controlled Flexibility - Smart Enjoyment

"A smarter way to enjoy the food you already love."







(OPPORTUNITY)

Market Opportunity

Egypt Healthy Food Market

A fast-growing market driven by rising health awareness, lifestyle shifts, and
demand for convenient, nutritious meals — with a clear gap for localized
Egyptian options.

~$8B market size (2024) with ~10% CAGR expected through 2033

Rising demand for healthy, convenient meals driven by fitness & lifestyle

awareness

Gap: No healthy, localized Egyptian food that is convenient and calorie-
transparent

Primary Segment: Gym-goers & young professionals (Zamalek)
Secondary Segment: Busy employees & health-conscious individuals




Customer Profile

Our ideal customer is active, busy, and health-aware — living or working in Zamalek, aged 20-40, and looking for clean meals that fit
their lifestyle without sacrificing taste or convenience.

=

Ideal Customer Persona Pain Points Motivations
Age 20-40 - Zamalek & nearby areas - No time to cook - Limited healthy Egyptian  Stay fit & lose weight - Eat clean without
Active, busy, health-aware lifestyle - Gym-  meal options - Unclear calorie counts in sacrificing taste - Quick, convenient, guilt-

goers and young professionals. regular restaurant meals. free meals delivered to the door.



(POSITIONING)

Value Proposition & Messaging

Core Messaging Framework

Key
Primary Benefit Differentiation

Eat what you.love, Egyptian meals
but healthier reimagined, healthy
Koshari

Calorie
Transparency

— clear calories

Call to Action

Order Smart. Eat
Clean.

What Makes Us
Different?

Healthy Egyptian food with a twist —
& + Jem + mals Localized meals
(like Koshari) reimagined in calorie-
transparent, convenient, guilt-free
portions.



CCHANNELS)
Sales & Distribution Channels

A delivery-first model anchored in Zamalek, supported by on-ground activations, corporate partnerships, and loyalty programs to
drive volume and repeat orders.

Delivery-First Model On-Ground Activations

Core channel — fast, convenient home and
office delivery focused on the Zamalek area.

Gym & club partnerships in Zamalek to
reach fitness-focused customers directly at
their workout locations.

Repeat Customer Programs Corporate Subscriptions

Loyalty rewards and retention initiatives to
maximize lifetime value and encourage
consistent reorders.

Monthly meal bundles and subscription
plans targeting busy employees and
corporate wellness programs.




LAUNCH

Marketing Launch Plan

60% storytelling: 20% UGC:
brand customer stories &

transformation

Tactical Marketing Mix

Content Strategy

60% Storytelling - 20% UGC - 20%
Branding (offers & product
highlights)

gyms

Content Formats

Reels (main driver) - Al-supported
food visuals - Light social content &
memes

Paid Activation
Geo-targeted ads

in Zamalek

Events & PR

PR launch event - Gym
collaborations - UGC seeding
activations

Scale

PR event, reels &
Al visuals

Digital Advertising

Geo-targeted ads (Zamalek) -
Conversion-focused campaigns



KPIs — First 6 Months

Clear, measurable targets across two quarters to track awareness, conversions,
and order volume — enabling data-driven optimization from day one.

100K-200K  5-8%

Q1Reach Target Engagement Rate
Social reach goal for awareness Target engagement rate during Q1
building phase campaign
Q1 Daily Orders Q2 Daily Orders

Daily order volume target in Quarter 1 Scaled daily order target with 30-40%
repeat rate




CACTION PLAN)

Next Steps & Financial Offer

¢ Finalize Go-To-Market Strategy

Complete full GTM plan, expand content & campaigns, optimize based on performance data.

e Build Partnerships Pipeline

Activate gym collaborations, corporate accounts, and on-ground partnerships in Zamalek.

e Content Plan — 3 Batches

Batch 1 (Month 1-2) - Batch 2 (Month 3-4) - Batch 3 (Month 5-6) - Up to 12 posts per batch, reels-
focused production.

e Monitor & Optimize

Track KPIs, gather customer feedback, and iterate on messaging and tactics based on market
response.



