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HEAT. EAT. REPEAT.

~~ Enjoyas part
ﬁﬂ_f\ofa Balanced
Healthy Diet




1 -
Determine

desired Caloric Intake
for the day

2 Choose Waistnot's 1800 kcal
calorie counted a day
lunch and dinner options

479 kcal
Spaghetti Kale Pesto for Lunch

473 kcal
Chicken Korma for Dinner

3 cCalculate calories
you can afford
for remaining intake

Balance for breakfast,
beverages and snacking

freezer plastic cover instructions on sleeve

Remove from Pierce top Follow heating %:/\\Of aEB'Z?aVI;lggzlt&

Healthy Diet
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A growing range of nutritious ready-made meals
with less than 500 calories.

Tesnite do CHive Peita

Packing Options:
Small Box: 16 Meals in a Box / 104 Boxes in a Euro Pallet / 1664 Meals in a Euro Pallet.
Large Box: 32 Meals in a Box / 52 Boxes in a Euro Pallet / 1664 Meals in a Euro Pallet.
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Thai Beef Meatballs & Green Beans with Rice Sweet & Sour Chicken with Rice

Wnphemeal Penne with
Brat Goy Bolognee
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Spaghetti with Kale Pesto Southern Spiced Chicken Fillets with Rice
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Sweet Potato & Pumpkin Massaman Green Coconut Fish Curry
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Creamy Beef Pasta Smoked Macaroni & Cheese

Chicken Korma
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Chicken Masala Beef Biryani

fri ﬂh LY 4
Fuuill with
Tacaata and CHhve Pestn
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Plant Based Korma Plant Based Biryani
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Now introducing

A RANGE OF DELIGHTFUL
FROZEN YOGHURTS

HIIJZEII WGHIIIIT FRIIIEH YOGIIIIIIT FROZEN YOGHIIRT

VANILLA | STRAWBERRY CHOCOLATE
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Wholemeal
Penne

with Beef Soy
Bolognese

Meatballs &
Green Beans
with Rice
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What consumers had to say.”

Concept Likeability.

Mean Score

Likeability

N1. How much did

you like or dislike the
description of the new
product through the
description and the
photos that you saw?

Mean Score

New &
Different

N4. How new and
different do you think
the products you saw
through the photos and
description are?

Mean Score

Believability
of the
Concept

N5. Is the description
of the products you
just read believable?

Mean Score

Relevance

N6. And how well
Waistnot products
meet your needs based
on the description

and photos you saw?
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81%

. ldonot likeitatall

. Neutral

. |liked it very much

+ Not at all new and different

. Neutral

. Very new and different

. Not believable at all

. Neutral

. Very believable

. Does not meet my needs at all

. Neutral

. Meets my needs completely

Intent to Purchase / Consume.

Mean Score

Unpriced
Purchase
Intention

N7. How likely would

you be to buy Waistnot
products, after the
description and photos
of the products you saw?

Mean Score

Priced
Purchase
Intention

N13. How likely would
you be to buy the
specific product of

Waistnot, at the price
of €5.99?

Summary.
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1. Definitely would not purchase
2. Probably would not purchase
. Might or might not purchase

4. Probably would purchase

w

5. Definitely would purchase

1

9%

80% 90% 100%

76%

1. Definitely would not purchase
2. Probably would not purchase
. Might or might not purchase

4. Probably would purchase

w

5. Definitely would purchase

T T T T T

I I
% 10% 20% 30% 40% 50% 60% 70%

12%

I I |
80% 90% 100%

61%

600 respondents on
average rated their
likeability of concept

5,8 over 7

Waistnot concept
scores extremely high
in Differentiation,
Believability and
Relevance to target
consumer

Over 66% of

respondents rated
the Waistnot concept

6 or 7 over 7

Intention to purchase
rated on average

4 on 5 in Unpriced
and 3,80n5in

Priced solicitation

* Greek Market Consumer Research / Ipsos Greece July 2023

Unpriced: 76%
of respondents almost
sure to purchase

Priced: 61% of
respondents almost
sure to purchase

J
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Key research findings.

WAISTNOT

Crowing category
driven mainly by convenience

Consumers demanding innovation
and variety beyond
mainstream ready-meal offerings

Waistnot brand and offering
liked and relevant

Unpriced purchase intention:
76% almost certain to buy product
after evaluating concept

Priced purchase intention:
61% almost certain to buy product
after evaluating concept

Qlaistnot
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Qaistnot

HEAT. EAT. REPEAT.

Manufactured by The Food Factory
BLB009Y, Bulebel Industrial Estate, Zejtun, Malta, EU, ZTN3000

e. info@thefoodfactory.com.mt
t. +356 2567 6500

www.waisthot.eu




