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Lean Kitchen Com
pany is one of 

Am
erica's fastest-grow

ing pre-packed 
m

eal franchise. 
 

O
ur m

ission is to save consum
ers tim

e &
 

m
oney by providing fresh and healthy, 
prepared m

eals that are delicious. 
 

It offers chef driven m
eals that are m

ade 
from

 scratch, packed w
ith protein and 

have the nutrition facts &
 ingredients 

listed on the label.
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Problem
s

The situations w
e intend to

address

SAVE O
N

 FO
O

D
 W

ASTE
W

hen com
pared to the cost of buying all the necessary groceries at the

store to do m
eal prep for the w

eek, there's a very thin difference.
H

ow
ever, there's a good percentage of those groceries end up in w

aste
disposal. 

SAVE O
N

 TIM
E

Am
ericans age 18 and over spent 259 m

inutes in food preparation and 
cleanup.

SAVE O
N

 H
EALTH

 C
O

STS
O

n average, adults in the U
S consum

ed 11.3%
 of their total daily calories

from
 fast food.
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Lean Kitchen 
H

ow
 w

e address the problem
s in our target m

arket 

SAVE O
N

 FO
O

D
 W

ASTE
Lean Kitchen service is fully 
cooked, fresh, nutritious and 
healthy m

eals that are pre- 
packed and can be picked up 
at stores or delivered to 
hom

es and w
ork places. 

SAVE O
N

 TIM
E

It's as sim
ple as sim

ple gets: Just 
 pull a delicious m

eal out of 
your fridge or freezer and 
 w

arm
 it up -- no cooking 

required -- and you've got a 
satisfying lunch or dinner ready 
to go

SAVE O
N

 H
EALTH

 
C

O
STS

Lean Kitchen offers chef driven 
m

eals that are m
ade from

 
scratch, packed w

ith protein 
and have the nutrition facts &

 
ingredients listed on the label.
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Lean Kitchen during Recession 
&

 Inflation 

Sales first began to slide at the chains in late 2007 w
hen consum

ers started 
cutting back on sm

all luxuries like eating out after w
atching the housing m

arket 
deteriorate. H

igh gas prices w
ere also taking their toll on w

allets, giving 
consum

ers less cash to use at restaurants.
The casual-dining sector perform

ed the w
orst. U

nlike fast-food chains, w
hich 

offer dollar m
enus and cheap lim

ited tim
e offers, sit-dow

n chains typically 
require diners to pay a tip and charge far m

ore for food. Custom
ers also 

frequently are encouraged to buy pricey add-ons like drinks or desserts.
Fast-food chains offer low

er prices than sit-dow
n restaurants, w

hich fared 
better last 2008 recession.

From
 CBS N

ew
s (source: RECESSIO

N
 TO

O
K A BITE O

F RESTAU
RAN

T SALES)

A
s per U

.S. Census O
ctober 20

22 data report
show

s, food services continuous to be positive
and grow

ing even w
ith current U

.S. inflation.
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A
dvance 

Estim
ates of U

.S. 
Retail and Food 
Services
Advance estim

ates of U
.S. retail and 

food services sales for O
ctober 2022, 

adjusted for seasonal variation and 
holiday and trading-day differences, 
but not for price changes, w

ere $694.5 
billion, up 1.3 percent (±0.5 percent) 
from

 the previous m
onth, and 8.3 

percent (±0.7 percent) above O
ctober 

2021.

CO
N

FIDEN
TIA

L – DO
 N

O
T SHA

RE W
ITHO

U
T W

RITTEN
 CO

N
SEN

T FRO
M

 PIN
PIN

 CO
M

PA
N

Y
 LLC



N
ature of

the Industry
O

verview

FO
O

D
 IS A LARG

E AN
D

 G
RO

W
IN

G
 IN

D
USTRY

Som
etim

es, food is sim
ple; straight from

 the farm
 to our plates. But 

m
ore often, w

hat w
e eat has been crafted by a range of people – grow

n 
by farm

ers, processed by m
anufacturers, sold to grocers, and finally 

cooked by restauranteurs.

FO
O

D
 EC

O
SYSTEM

It is becom
ing m

ore com
plex and m

ore interdependent. This is driven by
consum

ers, w
hose spending on food, and food decisions, are shifting. 

CO
N

FIDEN
TIA

L – DO
 N

O
T SHA

RE W
ITHO

U
T W

RITTEN
 CO

N
SEN

T FRO
M

 PIN
PIN

 CO
M

PA
N

Y
 LLC



Food increases by 6.73%
 YoY (pre-pandem

ic 2019 vs. 
during pandem

ic 2020).

Being healthy and fit is a quick follow
 to food spending 

w
ith 5.93%

 YoY increase.

Food spending is fifth on the priority list of Am
ericans.

Food is a part of every household budget.

N
ature of 

the Industry
The Food Budget
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Fast Food Industry
Fast food is a m

ajor part of the Am
erican diet.

ABO
UT 37%

 O
F US AD

ULTS 
C

O
N

SUM
ED

 FAST FO
O

D
 

O
N

 AN
Y G

IVEN
 D

AY
"O

n any given day in the U
nited 

States, an estim
ated 36.6%

 or 
approxim

ately 84.8 m
illion 

adults consum
e fast food," said 

Cheryl Fryar, first author of the 
report and a health statistician 
at the CD

C.

H
EALTH

 RISK
S O

N
 

FAST FO
O

D
 

C
O

N
SUM

PTIO
N

Fast foods tend to be high in 
calories, fat, salt and sugar, 
w

hich -- w
hen consum

ed in 
excess -- can be associated w

ith 
 obesity, high blood pressure, 
 Type 2 diabetes and heart 
disease, am

ong other health 
risks.

W
H

O
 EATS TH

E M
O

ST 
AN

D
 LEAST FAST FO

O
D

31.7%
 of low

er-incom
e, 36.4%

 of 
m

iddle-incom
e and 42%

 of 
higher-incom

e adults said they 
had eaten fast food.

44.9%
 of adults ages 20 to 39 

said that they consum
ed fast 

food on a given day, com
pared 

w
ith 37.7%

 of adults 40 to 59, 
and 24.1%

 of adults 60 and 
older.
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Research
Triangle
Park
O

ne of the m
ost prom

inent 
high-tech research and 
developm

ent centers in the 
U

nited States. 

LARG
EST RESEARC

H
 PARK

The park is hom
e to 250+ businesses, 

ranging from
 Fortune 100 m

ultinational 
R&

D
 operations to entrepreneurial- 

driven start-ups.

M
AJO

R UN
IVERSITIES

H
om

e to 3 m
ajor research 

universities: N
C State U

niversity, 
D

uke U
niversity, and U

niversity of 
N

orth Carolina.
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Dem
ographics

Parkside Tow
n Com

m
ons

1st Lean Kitchen store

$141,264.92 or 35%
above the national U

.S.
average
Average H

ousehold Incom
e w

ithin 5-M
ile radius 

of Parkside Tow
n Com

m
ons

$5,736.0
8 or 34%

 above
the national U

.S. average
Average Spent on Food Aw

ay from
 H

om
e w

ithin 
5-M

ile radius of Parkside Tow
n Com

m
ons 
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N
ovem

ber 20
21

Paid and signed a m
ulti-unit franchise 

agreem
ent w

ith Lean Kitchen Com
pany

February 20
22

Incorporated in N
C and Partnered w

ith 
CBRE-Raleigh to be its com

m
ercial 

realtor

Decem
ber 20

22
Target date to secure a lease agreem

ent 
w

ith Kite Realty for Lean Kitchen 1st 
store in N

orth Carolina 

M
arch 20

23
Target Launch D

ate

Lean Kitchen  -
Research
Triangle Park
Tim

eline
A sim

ple tim
eline show

s our journey
tow

ards opening our first store in our
dream

 location. 
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Com
parison

M
atrix

This w
ill show

 our sales
projection against the actual
sales of the top producing
franchises. 

O
ur forecast is m

uch low
er than

the Top 1 and Top 3 stores even
if our target m

arket is m
uch

bigger than theirs. W
e w

ant to
rem

ain conservative w
ith our

projections. 
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Direct 
Com

petitors

Clean Eatz 

LYFE Kitchen 

Luna’s Living Kitchen 

H
ello Fresh

Indirect 
Com

petitors

Blue Apron

H
ungryroot
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Com
petitive 

A
dvantages
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Lots of Savings
W

e save you tim
e from

 planning your m
eals and,

cooking and prepping for the w
eek. 

Real Food
W

e add no artificial preservatives, flavors, or 
colors from

 artificial sources to our foods. W
e also 

do not add sugar to any of our dishes.

Chef Prepared
D

etail is given to every aspect of creating your
m

eal from
 the preparation of ingredients to

containing the final product.

Custom
er Healthy Proof

Custom
ers w

ho have purchased w
eekly and

m
onthly m

eal plans had seen the healthy result to
their bodies like losing w

eight and renew
ed

energy.
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Future 
Roadm

ap
Lean Kitchen - Research Triangle Park

RAISE FUN
D

IN
G

 AT M
AIN

VEST
N

ovem
ber 2022

FIN
ISH

 AN
D

 O
PEN

 1ST STO
RE 

AT C
ARY 

Q
1 2023

PAY O
UT FO

R IN
VESTO

RS
End of each quarter betw

een 2023 and
2025

RETURN
 O

F IN
VESTM

EN
T TO

 
IN

VESTO
RS

D
ecem

ber 31, 2025
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CaryN
C@

leankitchenco.com

Contact U
s
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N
ote: Please N

O
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m
ercial electronic 

m
essages (i.e. m

arketing em
ails). 


