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The issue:
Nutrient deficiencies
in active people
Maintaining a healthy diet is challenging for many people. The majority of the population intends to
eat healthily. However, many fail to do so because they feel they lack the time or don’t want to put in
the perceived effort of producing a healthy meal. This results in mass consumption of convenience
foods, that are often low in nutritional value and high in carbohydrates, saturated fats and sugars.
Multiple health problems arise from this consumption pattern, such as obesity, cardiovascular
disease, diabetes and even premature death.

Poor diets create deficiencies
Consumer research shows that a large part of the population
overestimates their vegetable consumption. For instance, the
Dutch average vegetable consumption is 131 grams per day,
whereas the Dutch Nutrition Center recommends a daily intake
of at least 250 grams. As a result of these sub-optimal eating
habits, large parts of the population – including athletes - are
deficient in certain nutrients such as vitamin A. Additionally,
there is a general lack of fiber in most Western diets. This
contributes to poor digestive health and negatively influences
a person’s metabolism.

What is ‘a healthy diet’?
But, what actually constitutes ‘a healthy diet’? The exact
amounts of nutrients such as carbohydrates, proteins, fatty
acids, minerals and vitamins you need, differs from person to
person. If there is anything that nutritional science has taught
us over the last decade, it’s that nutrition is highly personal.
It depends on your gender, your age, your activity level and your
underlying conditions. A sportsman may need a protein-rich
meal, while an outdoor recreationist may want a carbohydrateloaded meal. When it comes to a healthy diet, there is simply no
‘one size fits all’.

Women are not men
Currently, in nutrition policy and standards, the recommended
daily allowance (RDA) for a European woman is taken as the
standard value and also applied to all other demographics.
This is remarkable, as men and children have completely
different nutritional needs than women do.

“I want to eat healthily, but I often do not have the time or
I don’t want to make the effort for meal preparation.”
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The solution:
Personal nutrition for sports
and outdoor enthusiasts
Healthy, fast and personal
Studies show that many people are searching for healthy alternatives to the unhealthy fast
foods they currently eat. Especially active people, who consider their health crucial, are
looking for a solution to quick meals that often contain too much sugar, salt and fat and
not enough vitamins and minerals. Ease of use and nutritious value are both extremely
important to these people. Alternative ‘fast foods’ should not require much time and
effort to prepare and consume. Also, these foods should be providing the consumer
with the nutrients they need, in the amounts required for that specific person.

“I do not have much variety in
my meals. I wish there was a
balanced mix which addresses all
my nutritional needs. ”

Major21: fresh, personalised, nutritious and fast
At Major21 we aim to accommodate all these different needs by offering science-based,
personalised nutrition. We produce healthy shakes, based on a variety of fruits, vegetables,
grains, dairy products, nuts and grains. We use an innovative drying method to process
these foods, keeping virtually all nutrients intact and adjusting the final product to the
specific needs of the consumer. An average dinner plate contains several ingredients,
which contain between 5,000 and 10,000 compounds. We use a large quantity of natural
ingredients in our blends, providing a balanced amount of vegetables and fruits to deliver
the compounds the body actually needs.

Not all nutrients are created equal
For an individual to reach an optimal state of nourishment, both macronutrients and
micronutrients are needed. These should preferably be sourced from fresh food products.
Most products that aim to be ‘healthier fast foods’ focus on the basic macronutrients that
provide energy: carbohydrates, protein and fats. Micronutrients (vitamins, antioxidants,
minerals) are added as a chemical vitamin blend. At Major21 we have extensive knowledge
on both macronutrients and micronutrients. Our products offer all the important nutrients,
in the right proportions. Our shakes are made from real ingredients, not factory-made
chemical ingredients. We carefully work out how these ingredients fit together and
enhance each other.
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The target group:
Health-conscious, discerning, affluent
Active lifestyle
Our customers are sports and outdoor fanatics. People who passionately
adhere to their active lifestyle and who take their fitness levels and their
health seriously. People who don’t want to eat ‘junk’, but also may not
have the time, desire or skills to prepare healthy meals from scratch.
Especially when training, on an outdoor adventure or travelling.

Market research:
demand for nutritious fast food
Market research quickly led us to the sports and outdoor market.
People in this segment expressed the need for a product that specifically
considers what they need nutrition-wise, including micronutrients and
sufficient protein. They are familiar with meal replacement products, are
able to afford them, but want to buy a product that helps them achieve
their sports or outdoor goals. They abhor chemical ingredients and
added sugars. They need something that is right for them. The product
they desire is currently not available. Some existing shakes are made of
natural ingredients, but they generally lack the protein profile needed for
an active lifestyle. Also, omega 3 fatty acids and fibre are mostly lacking
in other meal replacement products. Finally, all other products are not
personalised based on age, height, weight, activity level and goals.
Major 21 will be.

Target market:
Dutch sports and
outdoor enthusiasts
Our intended market segment of sports and outdoor
enthusiasts, is relatively easy to target. This will make
our marketing budget go a longer way. For logistic
reasons we will start in The Netherlands, but we
intend to expand into Europe, soon. Ultimately, clients
can order products that are based on their needs.
They will enter their age, height, weight, activity level
and goals to get to the product that is most suited to
their requirements. We know from our research that
this type of product might also appeal to other types
of people (interested in weight loss, the elderly).
However, the sports and outdoor segments provide
the most ideal marketing opportunities at this time.
Once this turns out to be successful, other customer
groups can easily be targeted as well.
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“Balanced nutrition is
very important to me,
but most of the meal
replacement shakes are full
of additives/maltodextrin.”

The concept:
Fresh, healthy, personal
The goal: optimal nourishment, maximal energy
Our goal is to offer personalised nutrition based on the individual’s needs. This way,
optimal levels of nourishment can be achieved and energy levels can be maximized.
When an individual consumes a personalised diet, this lowers their susceptibility
to disease, improves immune response and shortens recovery time after exercise.
We aim to become Europe’s biggest player in the meal replacement market by
offering science-based, personalised meal shakes that are suitable to active people.
We intend to produce our shakes in an environmentally responsible way.

Based in science
With our partners and food scientists from Wageningen University, Major21 developed
the ideal meal shake blend, based on specific nutrient information from a large variety
of fresh ingredients. These include vegetables, fruits, nuts and seeds. Using personal
characteristics such as height, weight and personal goals, our model creates a personalised recipe for anyone. We use an innovative freeze-drying method to convert fresh,
real and tasty ingredients such as avocado, mint and apple into a long-lasting powder.
This powder contains no less than 98% of the initial vitamins and minerals. Freeze drying
maintains flavours and textures in the blend, adding to the shake’s appeal. By adding
water, a complete and tasty meal replacement can be made in less than a minute.

Balancing ingredients
Finding the right nutrient balance is a puzzle, because ingredients influence each other
when consumed. Careful consideration has to be put into the amounts and combinations
of both micro- and macronutrients. For instance, saturated fats need to be combined with
non-saturated fats in a specific proportion. Omega3 acids in particular, are indispensable.
Our products provide all macronutrients in the right amounts and at the right ratios.
With micronutrients, it is essential to accurately blend all vitamins and minerals in such
a way that they complement each other. For instance, vitamin B2 can only be optimally
absorbed by the body if it is paired with vitamin B6. At Major21 we have the knowledge
to make this work.

200 grams of fruits and vegetables per meal
Thanks to our specialised drying techniques, we can minutely dose the micronutrients
in our final products. Also, our products are high in fibre, which is essential to satiety and
the gut bacteria. Consuming one of our shakes is like eating 200 grams of fresh fruits and
vegetables!

Eco-responsible
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Made from
fresh produce

Free of artificial
No added sugar
vitamins & minerals

Free of GMO

The market:
Predicting growth all over Europe
An attractive market

High intention to buy

The global market for meal replacement products is expected
to reach 22 billion euros by 2025, growing at 6.9% to 8.19%
(CAGR) from 2019 to 2025. Major21 will focus on the Dutch (and
later European) sports and outdoor market. Currently, The
Netherlands has 3.6 million sports and outdoor enthusiasts. In
Europe there are 69.9 million. These numbers are expected to
grow significantly, up to 10% Europe-wide by 2024.

Qualitative research among sports and outdoor
enthusiasts returned high interest in a personalised
all-natural meal replacement shake. We used web
analysis, interviews and a survey for our research. A
whopping 41% of respondents immediately expressed
their intention to buy our product. A further 41% of
respondents claimed they were interested, but needed
more information.

The competition has a
different take
We identified all direct competitors to Major21. Each delivers a
meal replacement, but some of these brands have a different
purpose (i.e. weight loss). Most competitors use a combination
of natural and chemical ingredients. Some products contain
high amounts of sugar and/or low amounts of protein. Most are
based on wheat, proteins and chemical vitamin mixes. Only two
competitors use all-natural ingredients, but they don’t include
as many vegetables and as much fibre as Major 21 does. Also,
the production process is different, leading to different tastes
and textures. No other company offers personalised shakes.

Unique Selling Points
Major21 offers meal replacement shakes with three unique
selling points:
•

An all-natural, clean ingredient list. No artificial vitamin
supplements are added, all nutrients are derived from
fresh food products. Our freeze drying technique guarantees that 98% of the fresh quality, taste and texture is
preserved.

•

Both macro- and micronutrients are included, in balanced
recipes, making sure the nutrients enhance each other.

•

We offer a personalised product, that fits the individual’s
need, achieving optimal levels of nourishment.

Our fourth USP is under development. Currently no competitors strive for the same level of eco-responsibility as we do.
We intend to use solar energy and compostable packaging,
for instance. The sustainable practices we aim for, will also cut
production costs.
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Targeting the Dutch market first
We believe we can obtain 10% of the market within the coming
five years, with a 2% annual growth. During the first two years
we will focus on the Dutch market. We will start with a limited
number of recipes, for reasons of production costs.
Dutch market

Dutch outdoor and sports market
Intention to buy personal shake
(41%)
Obtainable market per year
(2% of intention to buy)
Obtainable orders (including
rebuys, each order = 5 meals)

3.6
million people
1.47
million people
30,000
people
267,000
orders

Expanding into Europe
Once we are up and running in The Netherlands, we intend to
expand into Europe. The German, French and Spanish outdoor
and sports markets in particular, offer great opportunities.
European market

Western Europe outdoor
and sports market
Intention to buy personal shake
(41%)
Obtainable early orders
(early adopters & rebuys)

69.9
million people
28.6
million people
221,000
orders
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The model:
Branding personal food choices
Strategy
Our strategy is to focus on developing innovative products and services by anticipating the latest trends and
developments in the target market. We aim to become one of the pioneer companies in personalised nutrition by
constantly being at the forefront of product development. Customer opinion will be crucial to further improvement
and innovation. Besides, we aim for implementation of sustainable practices, such as using Class 2 food products.
Sustainable practices can improve life on earth and reduce production costs at the same time, creating a win-win
situation.

“Most supermarkets require vegetables to be of a certain size,
shape and condition in order to sell them. These are labelled as
Class 1 products. Many vegetables and fruits cannot meet these
requirements but contain the same nutrients. Often, these
vegetables are wasted. We are seeking possibilities to use these
Class 2 food products as partial input for our shakes.”
Moving towards personalised products
As our production capacity is currently limited, we will have to move towards complete personalisation of our
shakes step by step. We will start by creating shakes in a number of categories, based on specifics such as weight,
height and goals of the consumer. A customer can enter these specifics into a form in our webshop, and they will
be advised on the best product for their needs. Our production is currently outsourced, which results in a relatively
high cost price. We want to shift to our own (mass) production as soon as investments allow. This will significantly
reduce the cost price, increase profits and ensure high quality.

Research and innovation
With the help of our partners, such as Wageningen University, we will continue to do research on healthy nutrition.
As we receive more data, it will become easier to determine exactly what an individual needs. Ultimately we will
be able to sell 100% personalised meal replacement shakes. A specific area of research is protein. Most essential
proteins are already included in our products, but science is still working on some others. We would like to further
investigate this matter in order to optimise our products. Research and innovation is at the heart of our continued
product development.

Sales strategy
Our research indicates that social media promotion, combined with collaborations with influencers (personalities
and companies), is our best initial strategy. We will seek to collaborate with both influencers and companies in
the sports- and outdoor world. We will approach famous sports people, high-profile gyms, and magazines such
as Runnersworld or Bycycling. Their opinion of our products will be crucial to creating name recognition and
positively influencing consumer opinion. Initially, our products will be sold online through our webshop and
via wholesalers like Bol.com. In the future, we aim to add offline sales at gyms, sports stores, outdoor shops
and even supermarkets.
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The team:
Who we are
Our core team consists of four shareholders. We all work with passion and
dedication on developing fresh, healthy, personalized nutrition and bringing
it to market. We aim to innovate every step of the way and operate in a way
that’s environmentally sustainable.

Jordi Bekker, MSc.

Maurits Bruin, MSc.

Floor Sluijter, MSc.

Bachrum Lubis, MSc.

Jordi was educated in biology,
nutrition, and human and
animal health.

Maurits was educated and
trained in technical business
engineering and in innovation,
management and life sciences.

Floor was educated in management, economics and
consumer sciences.

Bachrum was trained in
financial management
and food technology and
innovation.

He specializes in psychological
processes and the absorption
processes of food particles.

His expertise can be mainly
found in business, innovation,
product development,
logistics, production and
management.

Specialized in consumer
science, she is responsible for
marketing and crafting market
campaigns.

He has experience as a banker
and is responsible for the
financial policy of Major21.

Additional support to the core team comes from part-time
team members with expertise in food technology, including
certification, requirements and quality management;
digital marketing; optimization; modelling;
and business management.
We currently have a vacancy in
our core team for a nutritionist.

Major21 - 21st Century Science Based Personal Nutrition
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The investment
what we offer

“Investing in Major21
will result in a positive
NPV of EUR 1.434.490
and 48% of IRR”

Expected costs and benefits
Depending on cost price, the projected costs and benefits for the European market are as follows:

Cost production target (2025)

> 1000 units

> 10.000 units

> 150.000 units

€ 15.16

€ 14.65

€ 13.50

€5

€ 4.50

€ 3.50

€ 4.01

€ 3.50

€ 2.35

Price p / order (= 5 meals)

€ 25

€ 22.50

€ 17.50

Costs p / order (= 5 meals)

€ 20.01

€ 17.50

€ 11.75

Total costs
Sales price p / meal
Costs p / meal
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Operational Expenses
The operational expenditure includes the five-person team and rented office space.
OPEX mainly consists of overhead and salary costs with an adjustment of 10% every year.
2020

2021

2022

2023

2024

2025

Opex

107500

265000

236500

310150

286165

314782

Overhead

17500

35000

38500

42350

46585

51244

HRM Regular

90000

180000

198000

217800

239580

263538

10%

10%

HRM Seasonal

50000

50000

Increasing

10%

10%

Capital investments
The capital expenditure includes the purchase of freeze drying equipment, transportation, materials and equipment costs. We aim to expand to six European countries within the next five years. The CAPEX will be allocated for
building and improvement, machinery and equipment, vehicles, and furniture and fixtures in all six locations:

Capex
Building and improvement

50000

50000

100000

100000

Machinery and equipment

50000

50000

100000

100000

Vehicles

28000

28000

56000

56000

Furnitures & Fixtures

50000
-17800

-30600

-56200

Accumulated Depreciation

-17800

-17800

Financial projection
The financial model shows that investing in Major21 will, within five years, result in a positive NPV (EUR 1.434.490)
and 48% of IRR. Although there is a potential market of about 67.6 million people in Western Europe, we will focus
on the six biggest markets (UK, Germany, France, Spain, Italy, and the Netherlands) during the first five years. We’re
aiming at a 5 % market share within this period (2021-2025). This will be achieved by acquiring new sales and keeping 14% of our existing customers (rebuy).
With a € 600.000
Investment
Cash-Ending Balance

2020

2021

2022

2023

2024

2025

364.500

101.350

40.730

177.944

559.274

1.334.196

Investment opportunity’s
There are a number of possibilities for investors. Convertible loans are a
possibility, as is capital investments by business angels. We are looking
for expertise, network and capital to be able to scale our business. At the
same time we will also start a crowd-funding campaign to attract smaller
investors. Please contact us directly to discuss the possibilities.
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