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Executive summary

Executive summary

FreshNest is an operating meal-kit subscription business, not a concept on paper. The founder has six
weeks of paid-customer evidence from a 120-household Austin pilot, 68 percent six-week retention, a
$94 average order value, and two non-binding supermarket letters of intent, and is now asking whether
that evidence justifies expanding into two new metros within 90 days on a sub-$50,000 budget while
raising $750,000 in pre-seed capital. Our verdict is a conditional yes: the core offer is validated in one
market and matched to a real, recurring parental pain point, but the expansion plan carries enough
unresolved budget, regulatory, and channel risk that it should not proceed on its current timeline
without closing several specific gaps first.

Key findings:

¢ Product-market fit signal is real but thin. 68 percent six-week retention and a $94 AOV are
genuine paid-customer results, and they land squarely inside a large, growing meal-kit category
where families with children are the dominant buyer segment. But the data covers only six weeks in
one metro, and lifetime-value math ($574 per household) is built on extrapolating that single cohort
forward at a constant churn rate, an assumption the research itself flags as unproven.

¢ The differentiated offer is credible but not yet proven distinctive. The child-tested recipe
guarantee and one-tap swap plausibly close a real gap that HelloFresh, Home Chef, Factor, and
Blue Apron leave open, but the claim that FreshNest's swap is meaningfully faster or better than
competitors' has not been tested against their actual apps, and the "child-tested" marketing claim
currently has no documented protocol behind it.

¢ The launch budget has almost no margin for error. Estimated one-time expansion costs are
$48,792 against a $50,000 cap, leaving roughly $1,200 of headroom. A single underestimated
permit fee or vendor quote could stop the launch before a box ships in either new metro.

¢ The go-to-market plan leans heavily on an unconfirmed asset. The two supermarket letters of
intent are treated as the primary acquisition channel, but neither store overlap with the target
metros, pricing, nor revenue share has been confirmed, and letters of intent are non-binding.

¢ Regulatory and tax exposure is unresolved and could physically block the 90-day timeline.
Entity type, food facility classification, sales tax treatment of the meal kit bundle, and auto-renewal
disclosure compliance are all open items across the three states involved, and several carry high-
impact consequences (fines, forced re-registration, or a blocked launch) if discovered late.

Headline recommendation: treat this as a real, evidence-backed expansion opportunity, but sequence
it. Before committing new-metro fulfillment spending or presenting updated lifetime-value figures to
pre-seed investors, close the retention, retail-partner, and budget-adequacy gaps identified below. The
underlying business is strong enough to justify continued investment of founder time and a modest
amount of capital in validation, but not yet strong enough to justify the full two-metro buildout as
currently scoped.

Biggest open risks and assumptions: retention beyond six weeks is unverified and the entire financial
model depends on it; the supermarket letters of intent may not overlap with the chosen expansion
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metros or convert to signed volume; the $48,792 budget assumes every cost estimate is accurate with
no room for overage; food facility classification and sales tax treatment in new states are undetermined
and could delay or block shipping; and customer acquisition cost outside Austin's founder-driven pilot
channels is entirely unproven.
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About this research

This report consolidates validation research across market and demand, customer, competition, the
offer, revenue and costs, regulation, go-to-market, and financial projections. It was prepared with Al-
assisted research grounded in public sources as of August 6, 2026.

How to read it. Points are drawn from the research and are labeled as facts, assumptions, or
hypotheses where the distinction matters. Each section lists the sources it draws on. Figures that look
ahead are projections, not guarantees.

Scope. This report supports your own validation and decision-making. It does not replace primary
customer conversations, qualified legal or tax advice, or your own judgment.
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1. Business brief

1.1 Founder Strengths

Skills: Assumption: the founder has demonstrated operational and sales capability by launching
and running a paid pilot with 120 households and by negotiating letters of intent with two
supermarket chains, which suggests hands-on operations skill and enough commercial credibility to
close retail partnerships.

Experience: Assumption: running a six-week, 120-household paid pilot in a single metro before
seeking outside capital points to prior experience in either food service, subscription consumer
products, or operations management, though the founder's specific professional background has
not been documented.

Networks: The founder has an active relationship with at least two supermarket chains that have
signed co-branded box letters of intent, and access to investors willing to evaluate a $750,000 pre-
seed round.

Capital and corporate assets: The business already has a functioning Austin pilot with paying
customers, six weeks of retention data, and a fulfilment operation capable of producing weekly
boxes, which are real assets beyond the stated cash budget.

Geographic advantages: The pilot is based in Austin, Texas, which gives the founder a proven home
market and logistics baseline before expanding to two more U.S. metro areas.

Operational advantages: Having 68 percent six-week retention and a $94 average order value
already in hand means the founder is optimizing an existing operation rather than starting from zero,
which is a meaningfully stronger position than most first-time founders have at this stage.

1.2 Customer Focus

Primary customer segment: Busy, dual-income or single-parent households in U.S. metro areas with
at least one child at home, who want home-cooked family dinners but lack time to plan, shop, or
prep meals during the week.

Secondary segments: Households recruited through the co-branded supermarket boxes, who may
first encounter FreshNest inside a retail partner's store or loyalty program rather than through direct-
to-consumer marketing.

Buyer: The parent who manages the household food budget and meal planning, typically the person
who signs up for and pays the subscription.

User: The whole family, since the meals are cooked and eaten together, but recipes are explicitly
child-tested, meaning children's food preferences influence renewal decisions even though they are
not the paying customer.

Decision maker: The subscribing parent, usually after evaluating the plan against the time and
mental effort saved compared to grocery shopping and meal planning.

Budget owner: The same subscribing parent, drawing from household discretionary or grocery
spend.
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e Urgency level: Moderate to high. Meal planning fatigue is a recurring weekly pain rather than a one-
time event, and the 68 percent six-week retention suggests the product is solving a problem that
resurfaces often enough to justify a standing subscription rather than a one-off purchase.

Business type note: The founder has stated this is a business-to-consumer business. This brief
models it accordingly, meaning the relevant comparables are consumer subscription products
competing for discretionary household spend, not a B2B or marketplace model.

1.3 Problem Statement

Busy parents want to put a healthy, home-cooked dinner on the table most nights of the week, but
they do not have the time or mental bandwidth to plan a menu, shop for the right ingredients, and
cook something their children will actually eat, so they default to takeout, frozen food, or repeating
the same few easy meals.

1.4 Business Idea

e Description: FreshNest is a weekly subscription meal-kit service for families. Each week,
subscribers receive a box of pre-portioned, child-tested recipe ingredients that scale to the size of
the household and can be cooked in about 30 minutes, with a menu they can change with a single
tap if a recipe does not fit their week.

e Target geography: United States, starting with three metro areas.

e First customer jurisdiction: Austin, Texas, where the founder has run a paid pilot since March 2026.

e Operating jurisdictions: United States (all fulfilment, marketing, and customer contracts are
expected to be U.S.-based; no international operations are in scope at this stage).

e Product or service category: Direct-to-consumer, physical-goods subscription (weekly meal kit),
with an emerging co-branded retail extension through supermarket partners.

e Phase 1 (MVP) scope: Expand the proven Austin pilot model, weekly subscription boxes with child-
tested recipes, portion scaling by household size, and one-tap menu swaps, into two additional
metro areas within the 90-day delivery window, using the existing recipe and fulfilment playbook
rather than building new systems from scratch.

e Phase 2 scope (deferred): Launch of the co-branded boxes with the two supermarket chains under
signed letters of intent, and the build-out of a second fulfiiment site to support the additional metro
areas and retail volume, both funded from the pre-seed raise rather than the initial launch budget.

1.5 Constraints and User-Provided Facts

e Existing entities, accounts, partnerships: A running paid pilot with 120 households in Austin since
March 2026; two supermarket chains have signed letters of intent for a co-branded box [founder-
provided, names not yet documented].

e Approvals on file: None confirmed yet for food handling, labeling, or the supermarket co-branding
agreements; these should be treated as open items rather than assumed to be in place.
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e Budget: Under $50,000 to launch the expansion into the next two metro areas, separate from the
$750,000 pre-seed being raised to fund a second fulfiiment site and the recipe team.

e Timeline: First deliveries in the new metro areas within 90 days.

o Other constraints: Assumption: the $50,000 launch budget is intended to cover incremental go-to-
market and light operational costs in the two new metros, not new fulfilment infrastructure, since a
second fulfilment site is explicitly scoped to the pre-seed raise. This distinction should be confirmed
with the founder, since a mismatch between a sub-$50,000 budget and a two-metro physical
expansion with 30-minute-fresh ingredient logistics is a real execution risk.

1.6 Success Criteria

¢ Pilot success: The expansion into each new metro area should be treated as successful if it reaches
at least 100 paying households within the first eight weeks of launch, sustains six-week retention at
or above the Austin benchmark of 68 percent, and holds gross margin and average order value in
line with the Austin pilot's $94 AOV, with no more than a low single-digit percentage of orders
generating a refund or quality complaint. Meeting these thresholds would justify moving from pilot
to a fully scaled operation in that metro.

e Scale success: Expansion to a fourth metro area, or launch of the co-branded supermarket box,
should be justified once at least two of the three initial metro areas independently clear the pilot
thresholds above for two consecutive months, and once unit economics at the household level
(contribution margin per box after ingredients, packaging, and last-mile delivery) are positive without
subsidy from the pre-seed raise.

Open Questions

1. What are the exact per-box food, packaging, and last-mile delivery costs in the Austin pilot today,
so gross margin and the $50,000 launch budget's sufficiency for two new metros can be checked
this week?

2. Which two metro areas are being targeted next, and has a fulfilment or co-packing partner already
been identified in each, since ingredient freshness and 30-minute-recipe promises depend on local
logistics?

3. What are the names, signed terms, and expected launch timing of the two supermarket chain letters
of intent, so the co-branded box can be sequenced correctly against the direct-to-consumer
expansion?

4. Of the 120 Austin pilot households, what share came from paid acquisition versus referral or organic
signup, and what was the blended customer acquisition cost, so a realistic acquisition budget can
be set for the two new metros within the $50,000 constraint?
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2. Market & demand

2.1 This is a consumer subscription business, and the market data below is
scoped accordingly

FreshNest is a direct-to-consumer weekly subscription box, so the right yardsticks are
consumer meal-kit brands and household discretionary spend, not enterprise or marketplace
benchmarks. The founder's brief describes pre-portioned boxes sold directly to households on a
recurring weekly cycle, which matches the stated business-to-consumer classification for this analysis.
That means the comparables used throughout this section, and later in pricing and unit-economics
work, are consumer subscription meal-kit companies such as the ones named in the market reports
below, not B2B software or two-sided marketplace models.

2.2 The global meal kit category is large and growing fast, though estimates
disagree on exact size

Meal kit delivery is a real and expanding category by every research estimate available, but the
size and growth rate vary a lot depending on which report you read, so any single number
should be treated as a rough range rather than a precise figure. One report values the global
market at $22.8 billion in 2024, growing to $67.4 billion by 2034 at a 14.5 percent annual rate [6]. A
second report starts from a higher base, $29.47 billion in 2025, and projects growth to $128.75 billion
by 2034 at a 17.80 percent annual rate [4]. A third report cites an even faster 18.88 percent growth rate
from 2021 to 2024, reaching $65.67 billion by 2031 [1]. Separately, industry-association data cited in
one report puts total meal kit subscribers above 28 million [1].

Exhibit 2.1: Forecast annual growth rate (CAGR) for the global meal kit delivery market, by
research report and forecast period
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Forecast CAGR by market research report (percent)
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Forecast CAGR (percent)

Report 1 (2021-2024) Report 4 (2025-2034) Report 6 (2025-2034)

Exhibit 2.2: Global meal kit delivery market size by research report, base year to forecast year
(USD billions)

Report Base year Base year size Forecastyear Forecastyear size CAGR

Report 6 [6] 2024 $22.8B 2034 $67.4B 14.5%

Report 4 [4] 2025 $29.47B 2034 $128.75B 17.80%

Report 1 [1] notstated not stated 2031 $65.67B 18.88% (2021-2024 period)

The three reports do not agree on methodology, base year, or forecast horizon, which is why the
figures in Exhibit 2.2 span such a wide range. Assumption: none of the three reports break out a
United States-only market size in the material reviewed; all figures above are global. FreshNest's near-
term addressable market, three U.S. metro areas, is a small slice of any of these totals and has not
been sized directly from the available sources.

2.3 Family households with children are the largest single buyer group in
the category, matching FreshNest's target Who

The data confirms that families with children, not singles or couples, make up the biggest share
of meal kit buyers, which lines up directly with FreshNest's chosen beachhead customer. One
report finds the household segment holds roughly 81 percent share of the market, that families with
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children account for about 46 percent of household subscriptions, and that nearly 63 percent of
subscribers order meal kits specifically for family dinners [5]. The same report finds mobile applications
generate close to 77 percent of residential purchases and that digital grocery shopping has passed 74
percent adoption among online shoppers [5], which together point to where a busy parent is already
looking: on a phone, inside a grocery or delivery app, rather than through a desktop search or a print
catalog.

Exhibit 2.3: Family and digital-channel share of the meal kit market (percent of category or
purchases, 2025-2026 estimates)

Family and digital-channel share of the meal kit market (percent)

Share of market or purchases (percent)

0 10 20 30 40 5 e0 FO OB 90

Household segment share of market

Households with children share of subscriptions

Subscribers who buy for family dinners

Mobile app share of purchases

Online shoppers buying groceries digitally

Recommendation: given how concentrated purchases are in mobile apps and digital grocery,
prioritize mobile-first signup flows and grocery-adjacent placement (including the two supermarket
letters of intent already in hand) over channels like print or desktop search advertising.

2.4 The stated reasons people buy meal Kkits closely match the pain
FreshNest is built to solve

Consumers say they buy meal kits to save time, cut food waste, and shop less often, which is
the same fatigue FreshNest's founder identified as the core problem for busy parents. In the
same industry survey data, more than 68 percent of consumers say they prefer meal solutions that
reduce preparation time, about 61 percent of subscribers say they value pre-portioned ingredients
because it cuts household food waste, and 43 percent of families say they choose meal kits
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specifically to shop for groceries less often [5]. The same source links subscription flexibility (the ability
to skip or change a week) to a 24 percent improvement in retention, and links recipe personalization to
a 21 percent increase in repeat purchases [5]. This is a direct match to FreshNest's one-tap menu
swap feature, which is a flexibility and personalization mechanism in the same category the data says
drives retention.

Exhibit 2.4: Reasons consumers give for buying meal kits, and measured effects of flexibility and
personalization (percent)

Reasons consumers give for buying meal kits (percent)

Percent
0 5 10 15 20 25 30 35 40 45 50 55 &0 65 ¥

Prefer meal solutions that save prep time

Value pre-portioned ingredients to cut waste

Choose meal kits to shop for groceries less often

Retention gain from subscription flexibility

Repeat-purchase gain from recipe personalization

Assumption: the 24 percent retention gain and 21 percent repeat-purchase gain reported in [5] are
industry-wide correlations tied to flexibility and personalization features in general, not a measurement
of FreshNest's specific one-tap swap feature. Treat the read-across to FreshNest as a reasonable
hypothesis, not a proven result.

2.5 Purchase frequency in the category is close to what FreshNest's pilot
already delivers

Most meal kit subscribers order several meals a week rather than a single occasional box, and
FreshNest's own pilot pricing sits in a believable range next to that pattern. Industry data shows
the several-meals-per-week segment held the largest share, 41.9 percent, of the market in 2025, and
that the average subscriber orders three to four meals per week [4]. FreshNest's Austin pilot has run

since March with 120 paying households, a $94 average order value, and 68 percent weekly retention
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after six weeks, all founder-reported figures from that pilot rather than industry sources. Assumption:
the exact number of meals included in a standard FreshNest weekly box was not specified in the
founder brief; it is assumed to sit near the category norm of three to four meals per week, and this
should be confirmed rather than inferred.

2.6 The category has real cost and margin pressure, so growth numbers
alone should not be read as easy money

Fast category growth has not protected established players from rising costs, and a new entrant
should expect the same pressure rather than assume smooth economics. Coverage of the sector
notes that after a strong early period during the pandemic, meal kit companies faced "seasonal
demand, rising inflation, and high operational and marketing costs" [3], with Blue Apron and HelloFresh
both announcing layoffs and Blue Apron receiving a delisting notice from the New York Stock
Exchange in December 2022 [3]. Separately, high customer acquisition cost is listed as a named pitfall
for the category as a whole [6]. This is a caution against treating the market-size growth in Exhibit 2.1
as a guarantee of easy customer acquisition or margin; it also underscores why FreshNest's already-
proven 68 percent six-week retention and existing supermarket distribution relationships are more
valuable than the market size headline number on its own.

2.7 The available research does not measure local search or social demand
directly, which leaves a gap to close before spending on paid acquisition

None of the sources reviewed contain search-volume, social-media, or metro-level demand data
for meal kits in Austin or the two planned expansion metros, so local demand outside the
existing pilot is currently an assumption, not a fact. The market reports cited throughout this
section are global or U.S.-inclusive industry aggregates; they do not break out interest by city, and no
forum, review-site, or search-trend evidence was supplied for this analysis. Recommendation: before
committing paid acquisition budget in the two new metros, pull local search-interest data (for example
Google Trends for "meal kit delivery" or similar terms) for each target metro and compare it against
Austin's pre-launch interest level, if that baseline exists, to sanity-check demand ahead of spend.

Open Questions

1. What is the confirmed meal count and serving size per FreshNest weekly box (for example three
meals for a four-person household), and how does that compare to the category norm of three to
four meals per week found in the market data?

2. What are the specific terms of the two supermarket letters of intent (revenue share, co-branding
scope, in-store placement, timeline to signed agreement), since retail distribution is a faster and
cheaper channel than paid digital acquisition if it converts?

3. Can you pull local search-interest or social-mention data for "meal kit" or "meal delivery" style terms
in the two target expansion metros this week, so we can compare relative demand against Austin
before committing acquisition budget?

4. Has the Austin pilot tracked retention beyond six weeks (for example at 12 weeks or 6 months), and
if so, what is that number, since the category has known retention and cost pressure that could
affect longer-term numbers?
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Sources

1. Meal Kit Delivery Market Report 2025-2029 | Competitive Analysis of HelloFresh, Blue Apron,
Marley Spoon, Gobble, Daily Harvest, Sunbasket, Fresh N Lean, Home Chef, Hungryroot, Purple
Carrot

. Meal-Kit Delivery Services Statistics and Facts (2026)

. Competition heats up among meal kit companies like Blue ...

. Meal Kit Delivery Services Market Trends, Size & Share, 2034

. Meal Kit Delivery Services Market Size, Trend | Forecast Report [2035]
. Meal Kit Delivery Services Market Size, Growth Report 2034
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https://finance.yahoo.com/news/meal-kit-delivery-market-report-141200972.html
https://finance.yahoo.com/news/meal-kit-delivery-market-report-141200972.html
https://finance.yahoo.com/news/meal-kit-delivery-market-report-141200972.html
https://scoop.market.us/meal-kit-delivery-services-statistics
https://secondmeasure.com/datapoints/meal-kit-competitors-blue-apron-nyse-aprn-hellofresh-customer-retention-market-share
https://www.marketdataforecast.com/market-reports/meal-kit-delivery-services-market
https://www.industryresearch.biz/market-reports/meal-kit-delivery-services-market-119887
https://www.gminsights.com/industry-analysis/meal-kit-delivery-services-market

3. Customer research

3.1 Target Customer Hypotheses

Segment Problem Urgency Current Budget Signal Evidence
Alternative

Dual-income or Cannot find the High, Takeout $94 average Pilot retention of 68

single parents in  time or mental recurring apps, frozen order value percent after six

metro areas, at energy to plan a nightly dinners, already being weeks shows

least one child weekly menu, shop repeating the  paid weekly in repeat willingness

at home, both for it, and cook same 4-5 the Austin pilot to pay

work full time something the kids easy meals (founder data)

will actually eat

Households Same planning and = Moderate, Regular Unproven; likely Grocery shopping
reached through  prep fatigue, but same grocery run price-sensitive habits and loyalty-
the two discovered through  recurring plus takeout since they did not  program exposure
supermarket co-  a store they already  pain but on busy seek out a noted as the entry
branded boxes shop at rather than  lower initial nights premium point for this group
(letters of intent by searching for a intent to subscription on

signed) meal kit seek out a their own

subscription

Parents of picky  Buys a kit, cooks it, High but Cooking a Willing to pay a Reviewers note
or young eaters and the child narrower separate "kid = premium for kits some services build
who abandon refuses to eat it, than the meal" verified to work swap and
standard meal wasting the money  general (chicken with children, substitution options
kits because a and the effort planning nuggets, similar to specifically to
child will not eat fatigue pasta) services handle "even the
the recipe alongside marketed pickiest eaters at
the adult specifically for the table" [1]
meal kids

3.2 What Customers Are Buying

Customers are not buying a box of ingredients. They are buying back their evening and their peace of
mind at the dinner table. Review evidence from a leading competitor states that 91% of customers feel
healthier with a HelloFresh subscription , that 93% of customers feel less stressed at dinner time , and
that 98% of customers save time on meals . Those three outcomes, feeling healthier, feeling less
stressed, and saving time, are the actual purchase, not the recipe cards or the ingredients themselves.

A separate source frames the same trade explicitly: meal kits are bought to remove the planning
burden, but the value only holds if the cooking itself is not the obstacle, since meal kits from services
like HelloFresh or Blue Apron address the planning problem by sending ingredients and recipes, but
they still require 30 to 45 minutes of active cooking, which does not solve the exhaustion issue . This
tells us FreshNest's 30-minute promise is competing on the same axis as every other kit in the
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category, and the real differentiation has to come from something else, most likely the child-tested
angle and the one-tap swap, since those map to jobs competitors have not fully solved.

Family-specific buyers are also buying a way to feed everyone from one order rather than cooking
twice. Home Chef markets a distinct "Family Plan" specifically because the Family Plan offers easy-to-
make, cost-effective meals with family-friendly flavors, sold in increments of four servings , confirming
that "feeds the whole household without extra work" is a purchase in its own right, separate from the
individual meal-kit experience.

3.3 Why Customers Buy

Parents buy to escape a specific, recurring moment of dread at the end of the workday, and they
buy now when that moment is about to repeat itself for the umpteenth time this month. The
clearest description of the motivation comes from a source describing the exact scene FreshNest is
selling relief from: it is 6:15 PM, you just walked in the door after a full workday, the kids are hungry,
homework has not started, and the ingredients you bought Sunday are still sitting in the fridge, half of
them probably questionable at this point, and the familiar question hangs in the air: "What's for
dinner?" That single moment, repeated several times a week, is the emotional trigger behind the
purchase decision, not a one-time need.

Decision fatigue itself, separate from the cooking, is called out directly in kid-focused meal delivery
reviews: many parents suffer from decision fatigue after managing the schedules of multiple family
members throughout the week and fielding a wide range of questions, especially with young children in
the family , and sometimes the last thing you want to do is weed through a database of hundreds of
meals to decide what to have for dinner that week . This is direct evidence that a curated, pre-decided
menu with an easy swap (rather than an open-ended catalog to browse) is closer to what tired parents
actually want, which supports FreshNest's one-tap swap design over a browse-everything model.

Health guilt is a secondary but real motivator. One source ties consistent family dinners to measurable
outcomes, noting that research shows family meals three or more times weekly reduce childhood
obesity risk by 12 percent and increase healthy eating by 24 percent, regardless of whether the meal
was cooked from scratch . That gives a parent a self-justifying reason to keep paying for the
subscription even in a week when they are tempted to cancel and order takeout instead.

Not every household considers the value proposition compelling, and that skepticism is itself useful
signal. A discussion thread pushes back on the core time-savings claim, arguing that meal kits mean
you are not planning those meals, are not making a shopping list for what is needed for those meals,
and are not shopping for those , but for a household with an already-efficient shopping routine, the
savings can feel marginal. This is a real objection from a subset of the market and should shape
messaging: FreshNest's pitch works best for parents who feel the planning and decision burden
acutely, not for parents who have already streamlined their grocery routine and see meal kits mainly as
an ingredient-delivery convenience.
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3.4 W3 Framework: Who / What / Why, per Who, with Motivation,
Triggers, Ability

3.4.1 Who #1 (BEACHHEAD), The dual-income parent stuck at the 6:15pm dinner
wall

WHO (narrow): A parent in a dual-income household, at least one child at home between roughly
ages 4 and 12, both adults working full time outside the home or on demanding schedules, living in
a mid-size to large U.S. metro, already comfortable ordering groceries or food online, household
income sufficient to spend on a premium weekly food subscription without treating it as an
occasional splurge.

WHAT they're buying: A settled answer to "what's for dinner" for the week, delivered before the
daily scramble starts, so they do not have to decide, plan, or shop on a busy weekday evening.

WHY: They care because the alternative, the daily 6:15pm scramble described above, produces
stress, guilt about feeding their kids poorly, and wasted food and money on ingredients bought with
intentions that did not survive the week [4]. They measure success by whether dinner happens
without a fight, whether the kids eat it, and whether they felt less frazzled that evening. Customers
on a comparable service report feeling healthier and less stressed at dinner time as the measurable
payoff.

MOTIVATION (consider): The recurring dread of decision fatigue described in kid-focused reviews
[3], combined with guilt about relying on takeout or frozen food too often, makes this parent open to
trying a subscription in the first place.

TRIGGERS (buy now): A new work schedule change, the start of a school year, a health scare or
New Year's resolution around family eating, or simply reaching a breaking point after several bad
weeknight dinners in a row. Hypothesis: a supermarket co-branded box placed near checkout,
timed to a moment the shopper is already frustrated about what to cook that week, could act as a
strong trigger, but this has not yet been tested outside letters of intent.

OUR ABILITY: Proven in Austin: 120 paying households, $94 average order value, and 68 percent
weekly retention after six weeks are real, founder-reported results from an operating pilot, not
projections. What is not yet proven is whether the same fulfillment and recipe playbook holds up in
two new metros with different produce suppliers, delivery distances, and demographics. Honest
limit: the pilot has not run long enough to confirm 12-month retention, and expansion introduces
new fulfillment risk the Austin numbers do not yet cover.

3.4.2 Who #2, The supermarket co-branded shopper

WHO: A grocery shopper at one of the two partner supermarket chains, likely already enrolled in
that chain's loyalty program, who has not actively searched for a meal-kit subscription but shops for
the family regularly at that store.

WHAT they're buying: A lower-friction way to try a meal-kit style dinner solution without leaving
their usual grocery routine or committing to an unfamiliar direct-to-consumer brand.

WHY: They care about convenience within a routine they already trust, and they measure value by
whether the co-branded box saves them a specific extra shopping trip or decision that week, more
than by brand loyalty to FreshNest itself.
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e MOTIVATION: Familiarity and trust in the retail partner lowers the barrier to trying something new,
compared to a cold digital ad for an unfamiliar direct-to-consumer subscription.

e TRIGGERS: In-store or loyalty-app promotion timed to a shopping trip, a discount tied to the co-
branded launch, or a specific occasion (back-to-school, a holiday week) the retailer chooses to
promote around.

e OUR ABILITY: Two letters of intent are signed, which is a real, founder-reported commercial fact,
but the specific terms (revenue share, in-store placement, co-branding scope) are not yet
confirmed, and no co-branded households have been served yet. Assumption: this channel's
retention and average order value will likely differ from the direct-to-consumer Austin pilot and
should not be assumed to match it until tested.

3.5 The Fire-on-the-Head Problem

The fire is the nightly "what's for dinner" scramble that repeats itself even when the parent had
every intention of planning ahead, and it is felt most acutely by the dual-income beachhead
parent. The clearest description of this moment is the walk-in-the-door scene where the kids are
hungry, homework has not started, the ingredients bought days earlier are already questionable, and
the same tired question hangs in the air . It is not a single bad dayj; it is a problem that resurfaces
multiple times a week, which is why a standing subscription, rather than a one-off purchase, is the right
shape of solution.

The bad water they grab today is takeout apps, frozen dinners pulled from the freezer with no real
plan, and cooking the same four or five "safe" meals on repeat because deciding something new feels
like too much effort on top of an already full day, consistent with the decision fatigue pattern described
in reviews of kid-focused meal services [3].

Candidate pain Acuteness Trigger Uniquely ours to solve? Verdict
frequency

Nightly "what's Very high Multiple Partially; every meal kit competitor addresses This is the fire

for dinner" times per planning, but few pair it with a one-tap swap

decision fatigue week built for speed of decision

Picky eater High for a Weekly Somewhat; child-tested recipes are a specific Secondary

conflict at the subset of answer, but not every household has this acute pain, supports

table parents a version of the problem the fire

Grocery shopping  Moderate Weekly No; some shoppers report their existing routine Not the fire,

trip time and is already efficient and do not see meal kits as weak

effort saving this time [2] differentiator

Health and Moderate Ongoing, No; broadly shared across the category and not ~ Supporting

nutrition guilt not acute something FreshNest solves uniquely motivator, not
the fire

Can we put it out? (ability): Yes, with honest limits. The Austin pilot's 68 percent six-week retention
and $94 average order value are real evidence that a meaningful share of parents keep paying once
they experience the product, which suggests the core mechanism (pre-portioned, scaled, swappable,
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child-tested meals) does put the fire out for the households it has already served. What is not proven is
whether the same fix works at the same strength for brand-new households recruited through the
supermarket channel, who did not opt in with the same intent, and whether it holds for households like
the one described in the Hacker News discussion who already have an efficient shopping habit and
may not perceive the same relief [2]. Recommendation: treat the Austin result as validated for the
beachhead Who and treat the supermarket channel and any household with an already-efficient
grocery routine as an open hypothesis, not a proven fit.

Focus decision: Every piece of product messaging, the app's swap flow, and the website homepage
should lead with ending the nightly "what's for dinner" scramble, using the one-tap swap as the
concrete mechanism that removes the decision, not a list of ingredients or a recipe count. Child-tested
recipes become the supporting reason existing meal kits fail busy parents, since a competitor's kit that
the kids refuse to eat recreates the exact stress the parent was trying to avoid.

3.6 Willingness To Pay

The Austin pilot's $94 average order value sits within, and likely above, the range competitors
already charge per serving, which is an early signal that this segment will pay a premium for a
solution built specifically around family use, though the exact per-serving comparison depends
on a box size that is not yet confirmed.

Competitor pricing shows a wide spread depending on positioning. Home Chef advertises dinners
starting as low as $7.99, priced per serving , Green Chef's family-oriented kits start at $12.99 per
serving with $11 shipping , and the budget end of the category is represented by Every Plate, where
meals start at just $1.99 per serving, making it a fit for a family on a firm grocery budget or with many
mouths to feed .

Exhibit 3.1: Starting per-serving prices for three competitor meal kit services (US dollars, as
tested in the sources reviewed).
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Starting per-serving price by competitor (USD)

Price per serving (USD)

0 1 4 ] ] 10 12

Every Plate

Home Chef

Green Chef

Assumption: if FreshNest's box contains roughly 3 meals for a household of 4 (12 servings, in line with
the category norm of 3 to 4 meals per week), the $94 average order value implies a per-serving price
near the top of the range shown in Exhibit 3.1, closer to Green Chef's $12.99 than to the budget end.
This has not been confirmed against FreshNest's actual meal count and should be checked before

being used in pricing decisions for the two new metros.

Hypothesis: households recruited through the supermarket co-branded channel will show a lower
willingness to pay than the direct-to-consumer Austin pilot, since they were not actively seeking a
premium subscription, and pricing or portion size may need to be tested separately for that channel

before scaling it.
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3.7 Validation Plan

Method Sample Size Owner Status
Parent interviews in the two new expansion metros, focused on the 15 households Founder Not started
nightly dinner-decision moment and current workarounds per metro (30

total)
Retention and average order value tracking for the first cohort of First 50 co- Founder/ Pending
supermarket co-branded households, compared against the Austin ~ branded ops lead LOI
baseline households finalization
Pricing sensitivity check against the per-serving benchmarks in Existing Austin Founder Not started
Exhibit 3.1, once the confirmed meal count per box is known pilot base
Short survey to Austin pilot cancellers on why they stopped, to All Austin Founder Not started
separate "did not solve the fire" from "price" or "logistics" reasons cancellations to

date

Open Questions
1. How many meals and servings are actually included in one FreshNest weekly box, and how does
the real per-serving price compare to the $7.99 to $12.99 range shown in Exhibit 3.1?

2. What do the two supermarket letters of intent say about revenue share, in-store placement, and
who owns the customer relationship, since this determines whether Who #2 behaves like a
FreshNest customer or a retailer customer?

3. Of the roughly 32 percent of Austin households who did not stay past six weeks, how many left
because the product did not solve the dinner-decision problem versus price, delivery timing, or a
recipe their kids would not eat?

4. Has any Austin household been recruited who already had an efficient grocery routine similar to the
skeptical pattern described in online discussion, and if so, did their retention differ from the rest of
the pilot?

Sources

1. The Best Meal Kit Delivery Services Out of More Than 30 Tested

2. | feel like the real problem with meal-in-a-box delivery services is that they a... | Hacker News
3. The Best Kids Meal Delivery Services, Tested & Reviewed

4. How to Feed Your Family Healthy Meals Without Cooking

5. Home Chef: Meal Delivery Service - Fresh Weekly Meal Kit Delivery

6. HelloFresh® Meal Kits | Free Breakfast for Life + 10 Free Meals
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https://www.cnet.com/health/nutrition/best-meal-kit-delivery-service
https://news.ycombinator.com/item?id=14647825
https://www.foodandwine.com/best-kids-meal-delivery-services-11738828
https://www.cleaneatzkitchen.com/a/blog/ultimate-guide-to-family-friendly-meal-delivery
https://www.homechef.com/
https://www.hellofresh.com/

4. Competitors

4.1 Direct Competitors

**HelloFresh, Home Chef, Factor, and Blue Apron already deliver the core FreshNest promise of pre-

portioned, family-friendly dinners with app-based menu control, so these four set the quality floor
FreshNest must clear on day one, not the

Sources

1. 6 Best Meal Delivery Services for Families (2026)

. Meal kit subscription services and opportunities to improve ...

. Home Chef: Meal Delivery Service - Fresh Weekly Meal Kit Delivery
. The Best Meal Kit Delivery Services Out of More Than 30 Tested

. The 8 Best Meal Delivery Services of 2026: Tested and Approved

o 00~ WOWDN

. My Cranky 5-Year-Old Helped Me Figure Out the Best Meal Delivery Services for Families (2026) |
Bon Appétit
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https://fortune.com/article/best-meal-delivery-services-for-families
https://pmc.ncbi.nlm.nih.gov/articles/PMC10664410
https://www.homechef.com/
https://www.cnet.com/health/nutrition/best-meal-kit-delivery-service
https://fortune.com/article/best-meal-delivery-services
https://www.bonappetit.com/story/best-meal-delivery-services-families
https://www.bonappetit.com/story/best-meal-delivery-services-families

5. Differentiated offer

5.1 Matching the category floor before trying to beat it

FreshNest cannot win on pre-portioned ingredients, a roughly 30-minute cook time, an app for
managing the weekly menu, or portions that scale to household size, because HelloFresh, Home
Chef, Factor, and Blue Apron already deliver all four as standard. These are the entry ticket, not
the differentiator.

Earlier competitor research in this project confirmed that the four direct competitors already match
FreshNest's core mechanics: pre-measured ingredients, recipes designed for about 30 minutes of
active cooking, and app-based control over the weekly box. Home Chef goes further and already
offers a dedicated Family Plan with family-friendly flavors in four-serving increments, which is direct
evidence that "feeds the whole household without cooking twice" is already a solved problem for at
least one competitor, not a gap FreshNest can claim as new. Any FreshNest offer that stops at these
four items is a copy, not a differentiated offer, and a founder should assume customers will treat it as
interchangeable with the incumbents on price and convenience alone.

Exhibit 5.1: Table-stakes features FreshNest must match at launch, and where the competitive
benchmark comes from.

Feature

Pre-portioned
ingredients per
recipe

Recipes cookable in
about 30 minutes

Portions that scale
to household size

App or web control
of the weekly menu

Why it is required

Removes the shopping and measuring
step, the baseline promise of every meal kit

Matches the time budget of a working
parent on a weeknight

Feeds the whole family from one box
without doubling recipes

Lets the subscriber manage what arrives
without a phone call

Competitive benchmark

Standard across all four direct competitors
identified in prior research

Standard across all four direct competitors

Already offered as a named plan tier (Home

Chef Family Plan, four-serving increments)

Standard across all four direct competitors

5.2 The gap competitors leave open: no one guarantees the recipe survives
contact with a child

FreshNest's first real differentiator is a stated, testable promise that HelloFresh, Home Chef,

Factor, and Blue Apron do not make: that a recipe has already been checked against real

children before it ships, with a fallback if it fails anyway.

Customer research already documented a segment of parents whose meal-kit subscriptions fail not

because the box arrives late or the ingredients are wrong, but because a child refuses the recipe on the

plate. Today those parents grab the same "bad water" every household with a picky eater grabs: they

cook a second, separate kids' meal (nuggets, pasta) alongside the box they already paid for, which
quietly doubles their evening workload and erodes the reason they subscribed in the first place.

Competitor family plans address serving size, not taste risk. None of the four direct competitors

FreshNest - Sample

Page 22 of 104

This document is a starting point built from your research. It is not legal, tax, or financial advice. Consult a qualified professional before acting on it.



publishes a child-testing process or a remedy for a recipe a child will not eat, which leaves this specific
failure mode open for FreshNest to own.

Recommendation: Make the child-tested claim concrete and falsifiable rather than a marketing
adjective. State how a recipe qualifies (for example, tested with a panel of children before it is added to
rotation) and back it with a stated fallback if a recipe fails with a subscriber's own child, such as an
automatic credit or a free one-tap swap to a backup recipe for that same week. A vague "kid-
approved" label without a mechanism behind it is indistinguishable from what competitors already
imply in their marketing, and would not clear the bar this offer needs to clear.

5.3 The second gap: too many choices puts the planning burden right back
on the parent

FreshNest's second differentiator is a small, pre-decided menu with a true one-tap swap,
replacing the large browse-everything catalog that turns "no more planning" back into "yet
another decision."

Customer research already established that the emotional trigger for this buyer is a repeated end-of-
day moment of dread, not a one-time need, and that many parents specifically do not want to weed
through a long list of options to decide what the family eats that week. A large recipe catalog, of the
kind meal-kit reviewers describe at the incumbents, reintroduces the exact browsing and choosing
FreshNest is meant to remove. A short, curated default menu with a single tap to swap a recipe out
(rather than a full catalog search) matches what this buyer is actually paying to avoid.

Hypothesis: Competitor apps require more taps and more browsing to change a weekly recipe than
FreshNest's one-tap swap. This has not been directly verified against competitor apps in this project
and should be tested with a hands-on walkthrough before it is used as a marketing claim; it is added to
the validation plan.

5.4 A smaller, related gap: family size should not require choosing a
different plan

Where a competitor makes a household scale up by switching to a separate "family" plan tier,
FreshNest's offer should let any subscriber scale portions within their existing plan in one tap,
so growing a household never means re-subscribing to something new.

Home Chef's Family Plan already proves that competitors treat family-size portions as a distinct
product line rather than a setting inside one subscription. That is a real convenience for competitors,
but it also creates friction: a subscriber whose household grows, or who is cooking for visiting relatives
one week, has to change plans rather than adjust a slider. This is a lighter-weight fix than the two gaps
above, more a parity-plus improvement than a fire the customer is actively suffering from, so it belongs
in the offer as a supporting feature rather than the headline claim.

5.5 Defining the minimum differentiated offer

The minimum differentiated offer is the table-stakes bundle in Exhibit 5.1, plus a stated child-
approval guarantee with a fallback, plus a small curated menu with a genuine one-tap swap,
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plus portion scaling that lives inside one plan instead of a separate tier. Anything beyond this is a
fast-follow, not a launch requirement.

Exhibit 5.2: The two weaknesses FreshNest fixes, the workaround customers use today, and the
fix that closes the gap.

Weakness in the current What the customer does today FreshNest fix

market ("bad water")

No competitor guarantees a Cooks a separate kids' meal Recipes tested against real children before

recipe will work for a child alongside the box, doubling the rotation, with a credit or free swap if a recipe
work fails at home

Large recipe catalogs put the Scrolls or skips the week entirely A short, pre-decided weekly menu with a
planning decision back on the  rather than choosing from many genuine one-tap swap instead of open
parent options browsing

This bundle is not a guess built from scratch. The founder's Austin pilot, running this general model
since March, already shows 68 percent weekly retention after six weeks and a $94 average order
value, which is evidence that some version of this offer converts a trial subscriber into a repeat one. It
is an assumption, not yet a proven fact, that the child-testing and one-tap-swap elements specifically
are what is driving that retention rather than price, recipe quality, or Austin-specific factors; that link
should be confirmed with subscriber feedback before it is used as the core investor or marketing claim.
The two supermarket letters of intent for a co-branded box are a separate, useful signal: retail partners
are willing to put their name on this bundle before it has been proven outside Austin, which suggests
the offer clears at least a retail partner's bar for differentiation, though the specific product spec
required by each letter of intent has not yet been confirmed in this research.

Recommendation: Launch the two new metros with the exact same three-part offer validated in
Austin (table stakes, child-approval guarantee, one-tap curated swap) rather than adding new features
for the expansion. Adding scope before the child-approval guarantee and the curated-swap flow are
built, tested, and reflected in the website and box messaging risks diluting the one gap this business
can credibly claim to own first.

Open Questions

1. In the Austin pilot's cancellation data, what share of the households that lapsed cited "my child
wouldn't eat it" or a similar reason, so the size of the picky-eater problem can be confirmed rather
than assumed from general reviews?

2. Do either of the two supermarket letters of intent specify recipe count, serving sizes, or a child-
testing requirement for the co-branded box, and if so, does that spec match or conflict with the
minimum differentiated offer above?

3. Can someone on the team walk through the HelloFresh, Home Chef, Factor, and Blue Apron apps
this week and record the number of recipes shown per week and the number of taps required to
swap one, so the "curated versus browse-everything" claim is based on direct observation rather
than secondhand reviews?
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4. What price will the two supermarket co-branded boxes carry relative to the $94 Austin average
order value, since a materially different retail price point may require a separate version of this offer
rather than the same SKU used in Austin?
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6. Revenue model

6.1 Revenue Formula Goal

Identify the revenue formula that can produce the highest practical growth rate for FreshNest while
remaining profitable, operationally feasible inside the founder's fulfillment capacity, legally compliant as
a food-adjacent subscription business, tax-aware across three launch metros, and scalable toward the
three-metro, second-fulfillment-site plan the pre-seed round is meant to fund.

6.2 Core Revenue Formula

The 60-month projection work has now confirmed the winner: Formula A, the direct-to-
consumer weekly subscription. This section adopts that result exactly, replacing the provisional
pick and placeholder numbers used earlier in this research with the confirmed formula, label,
and figures. FreshNest earns money one weekly box at a time, so the formula that governs the
business is built from the household that keeps showing up for a box, not a generic customer-times-
spend identity.

Weekly Recurring Revenue = Active Subscribing Households x Weekly Fulfillment Rate x
Average Order Value per Box

Household Lifetime Value = Average Order Value per Box x Contribution Margin % x Expected
Active Weeks (set by the weekly cohort retention rate)

Weekly Fulfillment Rate is the share of active households that actually receive a box in a given week
rather than using the one-tap swap to skip. Expected Active Weeks is governed by the weekly
retention curve, not a monthly or annual one, because the box, the recipe swap, and the churn
decision all happen on a weekly cycle. This is built from founder-stated pilot data: 120 paid Austin
households, 68 percent still active after six weeks, and a $94 average order value.

Change from the earlier draft of this section: the prior version of this document already named
Formula A as its provisional pick, so the winning formula itself does not change. What changes is that
every supporting number is now the confirmed figure from the financial projections rather than a
placeholder: the month-one break-even household count moves from an illustrative ~97 to the
confirmed 90, and the break-even outcome, cash need, and five-year cumulative net below are now
stated as confirmed figures rather than sanity-check estimates.

6.3 Revenue Model Options

Formula A is now the confirmed primary formula. Formula B (co-branded retail) and Formula C
(add-on upsell) remain documented below as the two alternative formulas that were run through
the same 60-month model and did not win, kept here for completeness and because Formula C
in particular stays viable as a complementary revenue layer on top of Formula A.

Exhibit 6.1: three revenue formulas for FreshNest, compared on formula structure, margin, and
five-year outcome (August 2026).
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Model

A.
Direct-
to-
consum
er
weekly
subscrip
tion
(confirm
ed
winner)

B. Co-
branded
retail/wh
olesale
box (via
superma
rket
LOls)

C. Add-
on
attach
upsell
(dessert
or snack
kits
layered
on the
core
box)

Formula

Active
Househol
ds x
Weekly
Fulfillmen
t Rate x
AQV

Retail
Partner
Box
Volume x
Wholesal
e Price
per Box x
Number
of Partner
Locations

Active
Househol
ds x AOV
x(1+
Attach
Rate x
Add-on
Price /
AQV)

Best Fit

Busy dual-
income or
single-
parent
households
already in
the Austin
pilot and
the next
two launch
metros

Households
who
discover
FreshNest
through an
existing
grocery trip
rather than
searching
for a
subscription

Existing
subscribers
already
paying for
the core
box who
want to add
small extras
without a
separate
order

Growth
Driver

Househ
old
count
and
weekly
retentio
n

Number
of
partner
store
doors
and
boxes
moved
per
door
per
week

Attach
rate on
optional
add-ons

6.4 Growth Driver Analysis

Margin
Profile

38 percent
contribution
margin per
box after
ingredients,
packaging,
and last-mile
delivery

Wholesale
price
assumed at
75 percent of
DTC AOV
($70.50/box),
thinner 36
percent
contribution
per box

Similar
contribution
margin to
core box;
incremental
complexity is
packing and
inventory, not
new
customer
acquisition

Risks

Weekly churn
compounds fast (6.2
percent/week implied);
food cost volatility;
fulfillment capacity
limits in new metros

Two signed LOls, no
confirmed volume or
final pricing; retailer
sales cycles are slow;
needs ten months and
$135,975 in cash to
turn net-positive; five-
year cumulative net of
about $5.4 million,
roughly one-fifth of
Formula A

Attach rate is
unproven; a $12 add-
on at a 35 percent
attach rate needs
about 85 households
to break even in month
one, close to Formula
A's own 90-household
floor

Evidence
Needed

Retention
curve past
week 6;
real
ingredient
-invoice
confirmati
on of the
38
percent
margin

Confirmed
wholesale
price,
minimum
volume
commitm
ent, and
store
count per
LOI

Real
attach-
rate data
from an
add-on
pilot;
increment
al
fulfillment
cost per
add-on
unit

Status

Confir
med

primary
formula

Not
selecte
d; kept
asa
slower,
thinner-
margin
channe
I

Not
selecte
das
primary
; viable
asa
layer
added
to
Formul
aA

Weekly retention and referral-driven household growth still score highest on ease and impact

relative to their operational complexity, and this scoring is consistent with the confirmed

Formula A win, since Formula A's own Base-case projection assumes household count grows

steadily from 120 to 7,000 over five years, a path that depends on exactly these two levers. Each

variable is scored on a 1 to 5 scale, with a composite of (ease x impact) divided by complexity used as

a ranking aid, not a final answer.

FreshNest - Sample

This document is a starting point built from your research. It is not legal, tax, or financial advice. Consult a qualified professional before acting on it.

Page 27 of 104



Exhibit 6.2: composite growth-lever score for six revenue-formula variables (dimensionless
index, computed August 2026).

Composite growth-lever score by revenue-formula variable

Composite score (ease x impact / complexity)
4 6 8 10 12 14 16 18 20

0 2
Retail partner box volume i

Average order value

Add-on attach rate

Active subscribing households

Weekly retention / fulfillment rate

Referral-driven household adds

Referral-driven household adds score highest at 16 because word-of-mouth growth in a parent-to-
parent social circle is historically low-complexity and does not require new fulfillment infrastructure,
though this remains a hypothesis for FreshNest specifically since no referral program exists yet in the
Austin pilot. Weekly retention scores second at 7.5, reflecting that the fallback recipe swap and child-
tested guarantee already built into the differentiated offer are low-complexity levers with high impact
on lifetime value. Retail partner box volume scores lowest at 2, consistent with Formula B's confirmed
underperformance in the projections: real operational complexity (a second sales channel, a different
price point, quality control at arm's length from the core kitchen) against a channel that took ten
months and $135,975 to turn cash-positive.

Exhibit 6.3: growth driver scoring and default values for each formula variable (August 2026).
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Driver /
variable

Active
subscrib
ing
househo
Ids

Average
order
value
(AQV)
per box

Weekly
retentio
n/
fulfillme
nt rate

Referral-
driven
househo
Id adds

Add-on
attach
rate
(upsell
items)

Retail
co-
branded
partner
box
volume

6.5 Primary Growth Lever Recommendation

Definition

Households with a
live, unpaused
FreshNest
subscription

Dollar value of one
household's
weekly box

Share of active
households still
active, and
receiving a box,
week over week

New households
added through
existing subscriber
word of mouth
rather than paid
acquisition

Share of orders
that add an
optional item (for
example a dessert
or snack kit) to the
core box

Boxes moved per
week through the
two supermarket

LOlIs

Default (M1 BE
min)

90 households

(confirmed month-
one break-even
minimum)

$94

~93.8
percent/week
(implied from six-
week data)

Not yet measured

Not yet measured

149 boxes/week
company-wide
(confirmed month-
one break-even
minimum for
Formula B)

se
(-
5)

Co
mpl
exit
y(1-
5)

pac

(-
5)

Evidence

Fact: 120 paying Austin
households as of pilot
start, March 2026;
confirmed break-even
floor of 90 from the 60-
month model

Fact: founder-reported
Austin pilot AOV

Fact: 68 percent
retention at week 6,
founder-reported;
Assumption: constant
weekly rate

Hypothesis: no referral
program exists yet in the
pilot

Hypothesis: no add-on
SKU exists yet in the
pilot; confirmed as
Formula C, not selected
as primary

Fact: two signed LOls;
confirmed as Formula B,
not selected as primary
due to slower break-
even and thinner five-
year return

Status

Confirmed
baseline;
Austin
already
exceeds
the floor

Confirmed

Needs
longer
cohort
data past
week 6

Untested,
needs a
referral test

Untested,
needs an
add-on
pilot

Needs
signed
terms; not
the growth
priority

The confirmed primary lever is weekly retention, because the mechanism to move it is already

built into the product's differentiated offer, does not require new acquisition spend, and is the
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lever that makes Formula A's confirmed break-even and five-year outcome possible. This is no
longer a provisional pick; it is confirmed alongside the Formula A selection.

Exhibit 6.4: recommended primary growth lever and the actions that move it (qualitative
assessment, August 2026).

Field Value

Primar = Weekly retention / fulfillment rate, confirmed alongside Formula A as the winning revenue formula
y lever

(variab

le)

Why Retention scores 7.5 on the composite index, the second highest of the six variables scored, and its
easiest improvement mechanism (the child-tested guarantee and the one-tap fallback swap) is already part of the
+ minimum differentiated offer rather than a feature yet to be built. Formula A's confirmed five-year

highes  cumulative net of $27,133,393 depends on household count compounding month over month, which

t only happens if weekly retention holds near its current 93.8 percent level; a lower retention rate would
impact  shrink that cumulative figure directly.

GTM Lead onboarding messa
action

sto

move

lever
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~. Costs & finance

7.1 Startup Costs

Launching the two new metros within 90 days is estimated to cost about $48,800 in one-time
spend, which fits inside the founder's $50,000 budget only if nothing goes over plan. These are
one-time costs to extend the existing Austin playbook (recipes, portioning, one-tap swap app) into two
additional metros using contracted commercial kitchens rather than owned facilities, since the budget
does not support building new fulfilment sites from scratch. Building an owned second site is explicitly
funded by the separate $750,000 pre-seed round the founder is raising, not by this $50,000 launch
budget, so it is not included below.
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Item

Multi-state foreign
LLC qualification and
registration

Food safety permits
and health
department licensing

Co-packer /
commissary
onboarding fees

Initial packaging and
cold-chain inventory
buffer

Recipe R&D and
expanded child-panel
testing

App and website
updates for multi-
metro logic

Insurance setup

Launch marketing for
two new metros

Legal: subscriber
agreement, terms of
service, privacy policy

Contingency reserve
(about 14% of the
above)

Total startup cost

Description

Register FreshNest to legally operate and collect
payment in the two new launch states

Local health department permits covering food
handling and use of a shared commercial kitchen
in each new metro

One-time setup and integration fee to contract
existing commercial kitchen capacity in each
new metro instead of building owned facilities

Insulated boxes, gel packs, and labels stocked
ahead of the first six weeks of deliveries across
two new metros

Adapt and test additional recipes with a child
panel before they ship in new markets

Add zip-code delivery zones and metro selection
on top of the swap and portion-scaling logic
already built for Austin

First premium payment for general liability and
product liability coverage

Pre-launch waitlist building plus a week-one
acquisition push through local social channels
and community partnerships

Attorney drafting or review of core customer-
facing agreements for multi-state operation

Buffer for underestimated launch costs

Co
st

$80

$1 y
500

$6!
000

$8!
000

$3!
000

$4!
000

$2!
500

$15
,00

$2!
000

$5!
992

Sour
ce

Assu
mpti
on

Assu
mpti
on

Assu
mpti
on

Assu
mpti
on

Assu
mpti
on

Assu
mpti
on

Assu
mpti
on

Assu
mpti
on

Assu
mpti
on

Assu
mpti
on

Status

Planned, required
before shipping in new
metros

Planned, exact fee
depends on county,
needs local verification

Planned, pending

vendor quotes

Planned

Planned

Planned

Planned, required

before shipping

Planned

Planned

Reserved

Assumption: every line above is an estimate, not a vendor-confirmed quote. At $48,792 against a

$50,000 cap, there is only about $1,200 of headroom, so a single missed estimate (for example,

higher-than-expected permit fees in one of the two metros) can push the launch over budget before a

single new-metro box ships.
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7.2 Operating Costs (Variable)

Every box costs roughly $58.28 to make and deliver, which is 62 percent of the $94 average order
value, leaving 38 cents of contribution margin on every dollar of revenue. This split is built to
match the 38 percent contribution margin used earlier in this research, and it breaks that number down
into the ingredient, packaging, delivery, and payment-processing costs a founder actually pays.

Item Description Cost Source Stat
us

Ingredients Pre-portioned recipe ingredients $34.78 per Assumption, sized to match the Ong

(food cost) scaled to household size box (37% of  38% contribution margin used in oing
AQV) prior revenue modeling

Packaging and Insulated box, liner, ice packs, $7.52 per Assumption Ong

cold-chain recipe card box (8% of oing

materials AQV)

Last-mile Courier or regional carrier cost to $13.16 per Assumption, sized against Ong

delivery move the box from the box (14% of  competitor per-box shipping fees of  oing

commissary to the doorstep AQV) roughly $10 to $11 [3][5]

Payment Card-processing fee on the weekly =~ $2.82 per Assumption Ong

processing subscription charge box (3% of oing
AOQV)

Total variable $58.28 (62%

cost per box of AOV)

Home Chef prices its kits starting at $7.99 per serving [1] and Blue Apron's meal kits run $9 to $14 per
serving [6], both broadly consistent with a $94 box covering multiple recipes at family-size portions,
which supports treating $94 as a defensible, market-tested price rather than an outlier. Source [2]
notes typical meal-kit recipes carry a median of 10 to 14 ingredients, which is the kind of ingredient
count the $34.78 food-cost assumption is meant to cover; the exact figure has not been independently
confirmed against FreshNest's actual recipe cards and supplier invoices.

7.3 Operating Costs (Fixed)

Expanding into two new metros adds about $13,900 a month in fixed costs on top of whatever
Austin already spends to run its own operation. These are the costs that do not move with box
volume in the short run: people, software, insurance, and the base retainer for contracted kitchen
capacity in each new metro.
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Item Description Cost Sourc  Stat
e us
Founder / operations draw Modest owner compensation during early $3,000/month Assum  Ong
multi-metro expansion ption oing
Recipe development and Ongoing recipe rotation and testing beyond $2,000/month Assum  Ong
child-panel testing the one-time R&D listed under startup costs ption oing
(contract)
New-metro commissary/co-  Facility access fee for contracted kitchen $6,000/month Assum  Ong
packer base retainers capacity, per new metro ($3,000 x 2 ption oing
metros)
Software and app Subscription platform, app hosting, delivery- ~ $600/month Assum  Ong
hosting/maintenance zone logic ption oing
Insurance premiums Monthly cost of general and product liability $450/month Assum  Ong
coverage ption oing
Bookkeeping and Outsourced monthly bookkeeping $350/month Assum  Ong
accounting ption oing
Customer support (contract)  Part-time support coverage across three $1,200/month Assum  Ong
metros ption oing
Marketing and CRM tools Email and lifecycle platform, referral tracking $300/month Assum  Ong
ption oing
Total incremental fixed $13,900/month

cost, month 1 of
expansion

Assumption: this table only counts the fixed costs added by expanding to two new metros. It assumes
Austin's own baseline facility, staffing, and software costs are already covered by Austin's existing
revenue rather than being subsidized by this $50,000 budget. That assumption has not been confirmed
and is listed as an open question below.

7.4 Unit Economics

A box that sells for $94 leaves $35.72 of contribution margin after ingredients, packaging,
delivery, and payment fees, and that margin has to pay back customer acquisition cost in under
a week for referral and retail channels, and about two and a half weeks for paid social. This
section walks from per-box economics to acquisition cost and payback by channel.
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Component

Average order value (AOV) per
box

Ingredients (food cost) per box

Packaging and cold chain per
box

Last-mile delivery per box

Payment processing per box

Total variable cost per box

Contribution margin per box

Weekly churn rate

Expected active weeks per

household

Household lifetime value
(contribution basis)

Per-Unit Cost /
Revenue

$94.00

$34.78 (37% of
AQV)

$7.52 (8% of AQV)

$13.16 (14% of
AOV)

$2.82 (3% of AOV)

$58.28 (62% of
AOV)

$35.72 (38.0% of
AOV)
6.2%

About 16 weeks

About $574

Source

Founder-reported pilot data

Assumption

Assumption

Assumption, benchmarked to competitor shipping fees
near $10 to $11 [3][5]

Assumption

Calculated

Calculated, matches the 38% margin used in prior
revenue modeling

Derived from the founder-reported 68% six-week
retention

Derived from the weekly churn rate above

Calculated from AOV, contribution margin, and expected
active weeks

Exhibit 7.1: Where each dollar of the $94 box goes, in dollars per box.
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Variable Cost per Box, Dollars
40 4

Dollars per box

Ingredients Packaging Last-Mile Payment Fee Contribution

Customer acquisition cost (CAC) has not been measured by channel in the Austin pilot; the figures
below are assumptions built to stress-test the model, not observed data. Because FreshNest is a
business-to-consumer subscription competing for discretionary household spend, the relevant
comparison is what a household would otherwise pay for a competing box or for groceries and
takeout, not a business buyer's budget cycle.

Channel Assumed Payback period LTV:CAC
CAC (weeks) ratio

Referral (existing-customer incentive) $25 0.7 23.0:1

Retail co-branded partner (supermarket LOI $40 1.1 14.3:1

channel)

Paid social / search $90 2.5 6.4:1

Exhibit 7.2: Assumed customer acquisition cost by channel, in dollars per household.
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Assumed CAC by Channel, Dollars

Dollars per household

0 10 20 30 40 50 60 70 80 90 100

Referral

Retail Co-Branded

Paid Social

Hypothesis: all three CAC figures and the resulting payback periods are unvalidated and should be
tested against real spend once FreshNest runs its first paid channel in a new metro, since the Austin
pilot's 120 households were likely acquired through founder-driven, low-cost channels that may not
repeat at scale.

7.5 Break-Even Estimate

Company-wide, FreshNest needs about 90 weekly active households across all three metros to
cover the $13,900 in new fixed costs; each new metro needs roughly 45 of its own households to
pay for its own facility fee and its share of shared overhead. This is the month-one break-even
calculation required for this section: the minimum number of paying households such that contribution
margin (revenue minus variable cost) covers fixed cost for that month.

The math: monthly contribution per household is $35.72 per box multiplied by about 4.33 billing weeks
per month, or $154.67. Dividing the $13,900 monthly fixed cost by $154.67 gives 89.9, rounded up to
90 households company-wide. Splitting the $13,900 evenly (each new metro's own $3,000 facility fee
plus half of the $7,900 shared overhead, or $6,950 per metro) and dividing by $154.67 gives 44.9,
rounded up to 45 households per new metro.

Austin's 120 paying households already clear the 90-household company-wide threshold by a wide
margin, which is a meaningfully strong starting position: on paper, Austin's existing contribution alone
can fund the incremental overhead of opening two new metros, without either new metro selling a
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single box. That said, this conclusion rests on an unverified assumption, that Austin's own baseline
costs are already covered by Austin's own revenue rather than being propped up by pilot-stage
subsidy, and it should be confirmed before it is used to justify spending against the new-metro budget.

Exhibit 7.3: Break-even households needed versus Austin's current base, in number of weekly
active households.

Households: Current Base vs Break-Even Minimums

140 -
130 -
120 -
110 -
100 -
90 -
80 -
70
60 +
50 -

Weekly active households

40 -
30 4
20 -
10 4
0 -

Existing Austin Households Company-Wide Break-Even Per-Mew-Metro Break-Ew

Recommendation: set 45 subscribing households per new metro as the go/no-go checkpoint for each
launch. If a metro has not reached 45 households within a defined window after its first box ships,
pause further marketing spend in that metro and review pricing, targeting, or fulfilment cost before
continuing.

~7.6 Cash Needs

The realistic 90-day cash need is closer to $61,600 than the $50,000 the founder has budgeted, a
gap of about $11,600 that needs to be closed before both new metros launch at once. The
$48,792 in one-time startup costs only covers launch itself; it does not cover the weeks of operating
deficit that follow, while each new metro ramps from zero households up to its 45-household break-
even point.

Assuming a household base builds gradually rather than all at once, roughly 22 to 23 households on
average during an eight-week ramp in each new metro, the fixed costs for that metro will not yet be
fully covered by contribution margin. That shortfall runs to about $6,400 per metro over eight weeks, or
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about $12,800 across both new metros combined. Added to the $48,792 in startup costs, the honest
total 90-day cash need is about $61,600, roughly $11,600 more than the stated $50,000 budget.

Recommendation: close this gap before committing to a simultaneous two-metro launch. Practical
options include staggering the two metro launches a few weeks apart so the ramp-period deficit is
never carried in both metros at once, trimming the $15,000 launch marketing line until early demand is
proven, or negotiating deferred or waived co-packer onboarding fees in exchange for a longer contract
term. Relying on the $750,000 pre-seed to cover this gap is not recommended for planning purposes,
since that round has not closed and its timing is outside the founder's control.

7.7 Working Capital and Cash Conversion Cycle

FreshNest's subscription model is likely cash-generative rather than cash-hungry, because
subscribers are assumed to pay before ingredients are used, but this has not been confirmed
against actual supplier payment terms. A negative or near-zero cash conversion cycle would mean
the business collects customer cash before it has to pay for the ingredients that customer's box uses,
which reduces the working capital a growing subscription box otherwise needs.

Using standard components: Assumption, days of inventory held (fresh ingredients bought and used
within the weekly cycle) run about 4 days; Assumption, days sales outstanding are 0, since
subscribers are billed at the start of each weekly cycle before the box ships; Assumption, days
payable outstanding run about 7 days if food and packaging suppliers extend short trade credit rather
than requiring cash on delivery. That combination gives a cash conversion cycle of roughly negative 3
days (4 plus 0 minus 7), meaning cash comes in slightly before it has to go out. This is a favorable
structure for a subscription physical-goods business, but it depends entirely on suppliers actually
extending 7-day terms, which has not been verified with Austin's current co-packer or ingredient
suppliers.

7.8 Sensitivity Risks

The two biggest threats to this cost model are retention falling below the 6.2 percent weekly
churn baseline and food or delivery costs running above the assumed 62 percent of revenue,
either of which erodes the contribution margin the entire break-even calculation depends on.
Several of the inputs in this section are assumptions rather than confirmed figures, and the model is
only as reliable as they are.

Food cost volatility is a real risk for any meal-kit operator: produce and protein prices swing with
season and supply conditions, and a few points of ingredient cost inflation directly reduce the 38
percent contribution margin this whole break-even estimate is built on. Retention risk works the same
way from a different direction. Earlier research in this project already modeled how sensitive household
lifetime value is to contribution margin, ranging from about $453 at a 30 percent margin to about $679
at a 45 percent margin around a $574 baseline at 38 percent.

Exhibit 7.4: Household lifetime value under three contribution-margin scenarios, in dollars,
contribution basis.
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Household LTV by Contribution Margin Scenario
700 -
650 -
600 -
550 -
500
450 -
400 -
350 -
300 -
250 -
200 -
150 -

Lifetime value, dollars

100 -
50 -

0 =

30% Margin 38% Margin (Baseline) 45% Margin

Beyond margin, two operational risks are specific to the 90-day, two-metro expansion. First, last-mile
delivery cost is assumed at 14 percent of AOV based on competitor shipping-fee benchmarks [3][5],
but actual courier pricing in two unfamiliar metros could run materially higher or lower depending on
population density and available regional carriers, and this has not been quoted yet. Second, co-
packer or commissary onboarding could slip past the 90-day window if a suitable commercial kitchen
is not already under contract in each target metro, which would push fixed costs (rent-equivalent
retainers, contracted staff time) into months with little or no matching revenue, worsening the cash gap
described above rather than closing it.

Recommendation: get firm, written quotes for co-packer onboarding fees, last-mile delivery/courier
pricing, and local permit costs in both target metros before committing marketing spend, since three of
the largest and least certain line items in this section (co-packer onboarding, last-mile delivery, and
permits) are still assumptions rather than confirmed vendor numbers.

Open Questions

1. Is the Austin pilot currently profitable on a fully loaded basis (covering its own facility, staff, and
marketing costs), or is it still running at a loss? This determines whether Austin's 120 households
can genuinely help fund the two new metro launches or whether they are already stretched.

2. What actual payment terms does the Austin co-packer or ingredient suppliers use today (cash on
delivery, net-7, net-14)? This directly changes the negative-3-day cash conversion cycle assumed
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above.

3. What has Austin's real customer acquisition cost been by channel (referral, paid social, word of
mouth, any early retail exposure)? This would replace the $25/$40/$90 CAC assumptions with real
numbers before spending marketing dollars in two new metros.

4. Which specific two metros and counties are being targeted for the 90-day expansion? Exact food-
handling permit costs, timelines, and available co-packer capacity vary by jurisdiction and need to
be confirmed with local health departments and kitchen vendors before the startup cost estimates
above can be locked in.

Sources

1. Home Chef: Meal Delivery Service - Fresh Weekly Meal Kit Delivery
2. Meal kit subscription services and opportunities to improve ...

3. We tested over a dozen meal delivery services

4. 6 Best Meal Delivery Services for Families (2026)

5. 2026's Best Meal Delivery Services That Are Worth Your ...

6. The Best Meal Kit Delivery Services Out of More Than 30 Tested
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https://www.homechef.com/
https://pmc.ncbi.nlm.nih.gov/articles/PMC10664410
https://www.nbcnews.com/select/shopping/best-meal-delivery-services-rcna224305
https://fortune.com/article/best-meal-delivery-services-for-families
https://www.bonappetit.com/story/best-meal-delivery-services
https://www.cnet.com/health/nutrition/best-meal-kit-delivery-service

8. Regulatory compliance

8.1 Jurisdictions

FreshNest operates entirely within the United States, with Texas as the proven home base and
two still-to-be-named metro areas next in line, so every compliance obligation below is
domestic and state-by-state rather than international.

Initial market scope: The founder has stated the target market is the United States, starting with
three metro areas, with Austin as the first and two more to follow within the 90-day launch window.
First operating jurisdiction: Texas is the first operating jurisdiction, since the paid pilot and fulfillment
operation have run there since March.

First customer jurisdiction: Austin, Texas is the first customer jurisdiction, where the 120-household
pilot and its 68 percent six-week retention were recorded.

Countries or regions to exclude: All countries outside the United States are excluded. Assumption:
because the founder has described all fulfillment, marketing, and customer contracts as U.S.-based
with no international operations in scope, this section treats cross-border shipping, customs, and
foreign data-transfer rules as out of scope until the founder states otherwise.

8.2 Compliance Areas to Check

The obligations that matter most for a fresh-food subscription business are food safety
permitting, sales tax registration, and subscription-billing disclosure, because these three touch
every box shipped and every card charged. The list below covers every area a food subscription
business should check before shipping into a new metro; each line states what was found and, where
the founder's supplied sources did not cover it, marks the item as an assumption pending verification
with a qualified professional.

e Business registration: FreshNest will need a registered entity (commonly an LLC or corporation)

FreshNest - Sample

formed in Texas, plus foreign qualification to do business in each new state once a physical
fulfillment site or employees are placed there. Assumption: the founder has not confirmed current
entity type or registered agent status, so this is treated as a standing requirement rather than a
confirmed fact.

Licenses and permits: A retail food establishment permit from the relevant city or county health
department is standard for any business that prepares, portions, or packs food for sale, and food
handler certification is typically required for kitchen staff. Fact: general industry guidance confirms
that launching a meal delivery service requires compliance with various permits and certifications,
and that operators must ensure their service meets local food safety regulations and hygiene
standards to operate legally [1]. Assumption: the exact permit names, fees, and inspection
cadence differ by county and have not been verified against a named agency for Austin or the two
future metros.

Tax registration, VAT, sales tax, GST: A state sales and use tax permit is typically required in Texas
and in any new state where FreshNest places a fulfillment site or otherwise creates nexus.
Assumption: whether meal kits qualify for a grocery-style sales tax exemption or are taxed as a
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prepared-food or service product has not been confirmed and should be checked directly with the
relevant state tax authority before pricing is finalized in new metros.

e Consumer protection: Recurring weekly billing puts FreshNest squarely inside subscription and
"negative option" consumer protection rules that require clear disclosure of price, frequency, and an
easy way to cancel. Assumption: the specific disclosure wording, cancellation-flow requirements,
and any state-level auto-renewal notice rules have not been verified against a named regulator and
should be treated as a pending legal review item, not a confirmed requirement.

e Adbvertising and marketing rules: Claims such as "healthy," "child-tested," and "30 minutes" are the
kind of claims consumer protection regulators expect a business to be able to back up with
evidence. Assumption: no specific advertising rule has been sourced for this business; the safe
posture is to keep marketing claims tied to what the pilot data actually shows (retention, order
value, prep time reported by customers) rather than broader health claims.

e Data privacy and security: Collecting household data, children's food preferences, and payment
details for a recurring subscription creates ordinary data privacy obligations (a posted privacy
policy, reasonable security practices, and honoring state-level consumer data rights where
applicable). Assumption: which specific state privacy law thresholds FreshNest crosses (for
example, once customers in additional states are added) has not been verified and should be
reviewed as new metros are chosen.

e Payment processing, KYC, AML, chargebacks, fraud: Recurring card billing is normally routed
through a payment processor that enforces card-network security standards and handles dispute
and chargeback rules on FreshNest's behalf. Assumption: no processor or KYC/AML posture has
been confirmed by the founder; this is written as a standing requirement of doing recurring-card
business, not a sourced fact about FreshNest's current setup.

e Contracts, terms of service, refund policy, warranties: A subscription business normally needs a
terms of service, a privacy policy, and a written refund or credit policy for missed, late, or damaged
deliveries. Recommendation: treat these as must-have documents before any new metro goes live,
since they are the customer-facing evidence of the consumer protection and billing disclosures
above.

e Employment, contractors, payroll, worker classification: Kitchen and packing staff are typically
employees under wage-and-hour law, while last-mile delivery is sometimes run through contracted
couriers. Assumption: the founder has not stated whether Austin fulfillment and delivery staff are
employees or contractors; this classification affects Texas Workforce Commission and federal
payroll obligations and should be confirmed before replicating the model in new states.

e Import, export, customs, sanctions, restricted goods: Not applicable in the ordinary sense, since
sourcing and shipping are domestic only per the founder's stated scope. Interstate shipping of
perishable ingredients still requires attention to cold-chain handling, which is covered under food
safety below rather than customs law.

¢ Industry-specific rules: Two food-specific questions stand out. First, whether FreshNest's fulfillment
sites qualify as retail food establishments (generally covered by local health codes) or as food
manufacturing or processing facilities (which can trigger federal food-facility registration and
preventive-control requirements). Second, if any kit includes raw meat or poultry, whether
repackaging already-inspected product from a supplier creates any additional federal meat and
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poultry inspection obligation. Hypothesis: FreshNest's current Austin operation qualifies for the
retail exemption because it repackages pre-inspected ingredients rather than manufacturing or
further processing them; this has not been confirmed with a regulator and should be added to the
validation plan.

¢ Insurance requirements: A food business handling recurring perishable shipments typically carries
product liability insurance (in case of a foodborne illness or allergen claim), general liability, and
often cargo or spoilage coverage for in-transit product. Assumption: current insurance coverage
has not been stated by the founder and is treated as a gap to close before scaling to new metros.

e |egal agreements and policies required for launch: Terms of service, privacy policy, subscription
and auto-renewal disclosure, refund and credit policy, supplier agreements with food-safety
warranties, and (once the letters of intent convert) formal co-branding and vendor agreements with
the two supermarket chains covering liability, recall responsibility, and use of each partner's brand.

8.3 Compliance Findings

Only one of the four supplied sources speaks directly to regulatory obligations, and it confirms
only the general existence of permitting and food-safety duties rather than naming specific
statutes, so most rows below are marked as assumptions pending direct verification with the
named agency.

Exhibit 8.1: Regulatory and compliance obligations identified for FreshNest's US operations, by
area and current verification status.
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Area

Business
registration

Jurisdiction

Texas, plus each
new state

Food Austin (Travis

permits and  County) and

hygiene each new
metro's health
department

Sales tax Texas and each
new state

Consumer Federal, plus

protection/  each state

subscriptio

n billing

Data Federal, plus

privacy each state where
customers live

Food Federal (potential

facility FDA scope)

classificatio

n

Insurance All operating
states

Worker Texas and each

classificatio = new state

n

Retail co- Texas and

branding partner states

agreements

8.4 Launch Blockers

Requirement

Entity formation and foreign
qualification before operating a
fulfillment site or employing staff
in a new state

Retail food establishment permit
and food handler certification for
kitchen and packing staff

Sales and use tax permit;
taxability of meal kits (grocery
exemption vs. taxable prepared
food) unresolved

Clear disclosure of price, billing
frequency, and an easy
cancellation path for recurring
weekly charges

Posted privacy policy and
reasonable data security for
household, child-preference, and
payment data

Whether fulfillment sites are
treated as retail (local health
code only) or as a registered food
facility (added federal
requirements)

Product liability and
cargo/spoilage coverage for
perishable shipments

Employee vs. contractor status
for kitchen, packing, and delivery
staff

Formal vendor and liability
agreement replacing the current
letters of intent with the two
supermarket chains

Source

Standard business-
formation practice; not
confirmed against
FreshNest's current entity
paperwork

(1]

Not sourced; pending
confirmation with each
state's tax authority

Not sourced; general
subscription-business
practice

Not sourced

Not sourced; flagged as
open question

Not sourced

Not sourced

Founder-provided fact
(LOls signed, terms
pending)

Status

Assumption,
to verify

Fact (general
requirement);
local specifics
unverified

Assumption,
to verify

Assumption,
to verify

Assumption,
to verify

Hypothesis, to
test

Assumption,
to verify

Assumption,
to verify

Fact (LOI
exists); formal
terms pending

None of these items are confirmed dealbreakers today, but each one is capable of stopping

deliveries in a new metro if it is not closed before the 90-day launch window ends, so they
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should be treated as the priority checklist for expansion. The retail food establishment permit and
food handler certification for each new fulfillment or kitchen site must be secured before any box ships
from that location, since operating without one is the most direct way to halt deliveries on inspection.
The open question of whether FreshNest's operation counts as a retail food establishment or a food
manufacturing facility should be resolved before adding a second fulfillment site, because the wrong
classification could require federal registration and added controls that the current 90-day,
sub-$50,000 budget has not accounted for. Sales tax registration in each new state needs to be in
place before the first customer in that state is invoiced, and the checkout flow's cancellation and
billing-disclosure language should be reviewed before scaling weekly auto-charges beyond the pilot's
120 households. Finally, the two supermarket letters of intent are non-binding; converting them to
signed agreements that spell out food-safety and recall liability is a practical blocker to actually
shipping a co-branded box, even though it is a commercial rather than a strictly regulatory step.

8.5 Source Log

Source [1] is a general meal-delivery industry blog post; it confirms, at a high level, that permits,
certifications, and food safety and hygiene compliance are part of launching a meal delivery service,
but it does not name a specific statute, agency, or state, so it is treated as directional rather than
authoritative. Sources [2], [3], and [4] are consumer-facing product comparison and review articles
about meal kit brands (HelloFresh, Home Chef, Blue Apron, and others) and contain no regulatory
content; they were not used in this section. Recommendation: before finalizing pricing, checkout
copy, or the new-metro launch plan, commission a direct check with the Texas Department of State
Health Services (or the relevant county health department), the Texas Comptroller, and a food and
beverage attorney to replace the assumptions above with confirmed, citable requirements.

Open Questions

1. Which two metro areas are being targeted after Austin, since food permit requirements and sales
tax treatment are set at the state and county level and change the entire compliance checklist
above?

2. Has FreshNest's Austin kitchen or fulfillment site ever been visited or classified by a health
inspector as a "retail food establishment," and does any ingredient supplier ship raw meat or poultry
that FreshNest repackages rather than simply boxes as-is?

3. Are the two supermarket co-branding letters of intent expected to convert into signed agreements
before deliveries begin in the new metros, and has either retailer specified who carries recall or
food-safety liability for the co-branded box?

4. Does the current Austin operation use W-2 employees or 1099 contractors for kitchen, packing, and
delivery work, since that answer determines which payroll and worker-classification rules apply as
the team expands into two more states?

Sources

1. Meal Delivery Service for Families: A Smart Solution for Busy Househol — KimEcopak
2. The 8 Best Meal Delivery Services of 2026: Tested and Approved
3. 2026's Best Meal Delivery Services That Are Worth Your ...
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https://www.kimecopak.ca/blogs/f-b-business/meal-delivery-service-for-families
https://fortune.com/article/best-meal-delivery-services
https://www.bonappetit.com/story/best-meal-delivery-services

4. The Best Meal Kit Delivery Services Out of More Than 30 Tested
5. Eighth Circuit voids FTC 'Click to Cancel' rule

6. Clicking All the Right Boxes: FTC Moves to Revive “Click-to-Cancel” Rule Following Eighth Circuit
Vacatur | Crowell & Moring LLP

7. Negative Option Rule | Federal Trade Commission
8. FTC Delays Enforcement of Click-to-Cancel Rule Until July 14, 2025
9. FTC Click-to-Cancel Rule Set to Go Into Effect May 14, 2025, Delayed 60 Days — DP&F

10. “I'm Not Dead Yet”: Is the Demise of the FTC’s Click-to-Cancel Exaggerated? | BCLP - Bryan Cave
Leighton Paisner
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https://www.cnet.com/health/nutrition/best-meal-kit-delivery-service
https://www.consumerfinancemonitor.com/2025/07/23/eighth-circuit-voids-ftc-click-to-cancel-rule/
https://www.crowell.com/en/insights/client-alerts/clicking-all-the-right-boxes-ftc-moves-to-revive-click-to-cancel-rule-following-eighth-circuit-vacatur
https://www.crowell.com/en/insights/client-alerts/clicking-all-the-right-boxes-ftc-moves-to-revive-click-to-cancel-rule-following-eighth-circuit-vacatur
https://www.ftc.gov/legal-library/browse/rules/negative-option-rule
https://www.lw.com/en/insights/ftc-delays-enforcement-of-click-to-cancel-rule-until-july-14-2025
https://www.dpf-law.com/articles/ftc-click-to-cancel-rule-set-to-go-into-effect-may-14-2025-delayed-60-days
https://www.bclplaw.com/en-US/events-insights-news/im-not-dead-yet-is-the-demise-of-the-ftcs-click-to-cancel-exaggerated.html
https://www.bclplaw.com/en-US/events-insights-news/im-not-dead-yet-is-the-demise-of-the-ftcs-click-to-cancel-exaggerated.html

9. Legal requirements

9.1 Jurisdiction and Business Context

¢ Business idea: FreshNest, a weekly meal-kit subscription delivering pre-portioned, child-tested,
family-scaled dinner ingredients to busy parent households, cookable in about 30 minutes, with
one-tap menu swaps.

e Corporate stack: Assumption: given the planned $750,000 pre-seed raise, FreshNest is assumed
to operate (or plans to convert to) a Delaware C-corporation, the structure most pre-seed investors
expect. The founder has not confirmed the current entity type or state of formation; this should be
verified before the raise closes.

¢ First operating jurisdiction: Texas (Austin), where the paid pilot has run since March 2026.

¢ First customer jurisdiction: Austin, Texas.

¢ Primary customer type: Business to consumer. The subscribing parent is both the buyer and the
budget owner, drawing from household grocery or discretionary spend.

e Product or service type: Perishable, physical-goods subscription box (weekly recurring shipment
of raw and prepared food components), with an emerging co-branded retail extension through
supermarket partners.

¢ Sales channel: Direct-to-consumer website and app subscription, plus a developing in-store/co-
branded channel through two supermarket chains that have signed letters of intent.

9.2 Legal Requirements

FreshNest cannot legally pack or ship in a new metro until it holds the same category of food-
business licenses, facility approvals, and disclosures that a restaurant or food-manufacturing
operation needs, because meal kits containing raw meat, dairy, or cut produce fall outside
home-kitchen exemptions in most states. The table below separates what is already sourced from
general food-subscription compliance guidance versus what is a standard legal obligation not covered
in the research sources and therefore flagged for attorney verification rather than stated as settled fact.
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Area Requirement

Business licensing

Food subscription box
businesses require permits and
licenses including registration of
business name, business license,
certificate of occupancy,
foodservice license, employer
identification number, food
handler's permit, and building
health permit

Yes Copies of active licenses and permits
for the Austin facility and each new-

metro fulfillment site

Timing of licensing

Subscription businesses must
secure these permits and
licenses before launching their
business to avoid penalties or
lawsuits

Yes Written confirmation that all listed
permits are active before first
delivery in each new metro

Facility classification (cottage
food vs. commercial)

FreshNest - Sample
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Re Evidence Sourc Sta
quir Needed e tus
ed

for

Lau

nch

1] Assumption:
Austin
coverage
exists from the
pilot; new-
metro licenses
not yet
confirmed

[1] Not started for
new metros

Page 49 of 104



Area

Meal kit components that include
raw meat, dairy, or cut produce
require a home processor permit
or access to a commercial
kitchen, and fall outside many
states' cottage food law
protections that limit sales to
shelf-stable items, baked goods,
or jams

Yes

State-by-state variation

Cottage food laws vary
dramatically by state, with some
states permitting almost anything
and others restricting sales to
shelf-stable items only

Yes

Perishable delivery compliance

Delivery partners must be
equipped to deliver foods, and
perishable food items may
require temperature-controlled
trucks

FreshNest - Sample

Requirement Re
quir
ed
for
Lau
nch

Facility permit confirming 2]
authorization to handle time-and-
temperature-controlled (TCS) foods,

per site

Confirmation of the specific food- [2]
safety rules in each target expansion
state

This document is a starting point built from your research. It is not legal, tax, or financial advice. Consult a qualified professional before acting on it.

Sta
tus

Evidence Sourc
Needed e

Assumption:
Austin site is
already a
licensed
commercial
facility; must
confirm before
opening two
new sites

Not started;
expansion
metros not yet
named
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Area Requirement Re Evidence Sourc Sta

quir Needed e tus
ed
for
Lau
nch
Yes Signed carrier contract specifying [1] Assumption:
cold-chain handling for each metro Austin carrier

already meets
this;
unconfirmed
for new metros

Ingredient and nutrition labeling

Food subscription box products
require compliance with
ingredient disclosure, labeling,
and packing and shipping
regulations for food safety

Yes Label proofs reviewed against federal = [1] Pending legal
and state food-labeling rules, and label
including allergens review

Data privacy compliance

Food subscription businesses
are required to follow data
protection laws such as CCPA to
protect customer data from
unauthorized access

Yes Privacy policy and data-handling [1] Not yet drafted
procedures, with added disclosures if
California customers are served

Optional specialty certification

Food businesses may also
require sustainability certificates,
organic food certificates, or fair
trade certificates depending on
the claims they make

Only if claimed Certificate copies matching any such  [1] Not applicable
marketing claim unless
FreshNest
markets an

organic or fair-
trade claim
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Area

Marketing claim substantiation

Subscription and auto-renewal
disclosure

Interstate business registration

Multi-state employment
compliance

FreshNest - Sample
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Requirement

Assumption: the "child-tested"
recipe claim is an objective
performance claim and, under
general FTC truth-in-advertising
principles, needs a documented
testing protocol and results to avoid
deceptive-advertising exposure. Not
covered in the sourced materials;
verify with counsel.

Assumption: several states (for
example California) impose specific
negative-option and auto-renewal
disclosure and cancellation rules for
recurring subscriptions. Not covered
in the sourced materials; verify with
counsel state by state.

Assumption: operating fulfillment and
billing customers in a new state
typically requires foreign qualification
to transact business and state sales-
tax registration. Not covered in the
sourced materials; verify with
counsel.

Assumption: hiring fulfillment and
recipe-team staff across three metros
creates separate wage, hour, and
workplace-safety obligations per
state. Not covered in the sourced
materials; verify with counsel or an
HR/PEOQ provider.

Re
quir
ed
for
Lau
nch

Yes

Yes

Yes

Yes

Evidence
Needed

Written child-
testing
protocol and
per-recipe test
records

Terms of
service and
checkout flow
reviewed
against each
state's auto-
renewal law

Certificate of
authority or
equivalent
registration per
new state

Payroll and HR
setup
confirmed for
each hiring
state

Sourc

Not
sourc
ed;
attorn
ey
verific
ation
neede
d

Not
sourc
ed;
attorn
ey
verific
ation
neede
d

Not
sourc
ed;
attorn
ey
verific
ation
neede
d

Not
sourc
ed;
attorn
ey
verific
ation
neede
d

Sta
tus

Not
doc
um
ent
ed

Not
dra
fte

Not
star
ted

Not
star
ted
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9.3 Required Agreements

Before FreshNest can take a paying customer in a new metro or open the co-branded retail
channel, it needs a working set of customer-facing, supplier-facing, and partner-facing
agreements, several of which exist for the Austin pilot but have not been confirmed as ready for

expansion.
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Agreeme
nt

Subscript
ion terms
of service

Privacy
policy

Food
allergen
and
ingredient
disclosur
e

Cold-
chain
delivery/c
arrier
agreemen
t

Facility
lease or
shared-
kitchen
agreemen
t

Ingredien
t supplier
agreemen
ts

Co-
branded
retail
partnersh
ip
agreemen
t

FreshNest - Sample

Purpose

Sets billing terms,
cancellation rights,
liability limits, and
dispute process for the
weekly box

Discloses data
collection, use, and
CCPA-type rights

Limits liability for
allergic reactions and
discloses any shared-
facility cross-contact
risk

Defines temperature-
controlled handling
obligations and liability
for spoiled shipments

Secures licensed
commercial kitchen and
fulfillment space

Secures sourcing terms
and food-safety
warranties from vendors

Converts the two
supermarket letters of
intent into binding terms
covering branding,
exclusivity, revenue
share, and liability

Timing Required for
Launch

Before Yes

first

signup in

each new

metro

Before Yes

launch

Before Yes

launch

Before Yes

opening

each new

metro

Before Yes

launch in

each new

metro

Before Yes

launch in

each new

metro

Before Required for

the co- the retail

branded channel, not

box goes  for the core

to market = subscription

launch

Counterp
arties

Subscribe
r

Subscribe
r

Subscribe
r

Last-mile
delivery or
logistics
partner

Landlord
or
commissa
ry/shared-
kitchen
operator

Food
distributor
s and
suppliers

Two
supermark
et chains
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Drafting
Approach

Attorney-
drafted,
adapted
from the
existing
Austin pilot
version

Attorney-
drafted

Attorney-
drafted
disclaimer
attached to
packaging
and website

Negotiated
commercial
contract

Standard
commercial
lease,
reviewed by
counsel

Negotiated

supply
agreements

Attorney-
negotiated
definitive
agreement

Status

Assumption:
exists for
Austin; needs
review for new-
state auto-
renewal rules

Needs update
to cover
expansion-state
customers

Not yet drafted

Pending per
new metro

Pending for the
two new metros

Pending for
new-metro
supply chains

Letters of intent
signed;
definitive
agreements not
yet drafted
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Agreeme
nt

Confident
iality
agreemen
t with
retail
partners

Employee
and
contracto
r
agreemen
ts

Pre-seed
investme
nt
documen
ts

Purpose

Protects recipe IP and
negotiation terms while
the co-branded deal is

finalized

Defines employment

terms, confidentiality,
and IP assignment for
fulfillment and recipe-

team hires

Documents the
$750,000 pre-seed raise
(instrument, cap table,

investor rights)

Timing

Ongoing
during
negotiati
on

Before
hiring in
each new
metro

Before
closing
the round

9.4 Attorney Review Needs

Required for
Launch

Yes, if not
already in
place

Yes

Required for
fundraising,
not for the
base
subscription
launch

Counterp
arties

Two
supermark
et chains

Employee
s and
contractor
S

Pre-seed
investors

Drafting
Approach

Attorney
template

Attorney
template

Attorney-
drafted,
standard
SAFE or
priced-round
documents

Status

Assumption:
likely already
used before the
letters of intent
were signed;
confirm

Pending, tied to
hiring funded by
the pre-seed
round

In progress per
founder timeline

The highest-value use of legal counsel right now is confirming multi-state food licensing and

subscription-billing rules before the 90-day expansion deadline, alongside finalizing the two

supermarket agreements and the pre-seed paperwork.
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Topic

Multi-state food
safety and business
licensing

Auto-renewal and
subscription billing
compliance

Co-branded retail
agreement
negotiation

Pre-seed
fundraising
documents

Marketing claim
substantiation for
"child-tested"

Food allergen
liability and labeling
review

Multi-state
employment setup

Why It Matters

Each new metro likely requires its own business license, health
permit, and food-handler credentials, and cottage-food exemptions
do not cover raw meat, dairy, or cut produce

State-level negative-option and cancellation-disclosure laws vary and
directly affect the checkout and billing flow used to sign up new
customers

Converting the two supermarket letters of intent into binding
contracts carries IP, exclusivity, and liability stakes for a channel the
founder is counting on for growth

The $750,000 round needs a securities-compliant instrument, proper
cap table treatment, and entity confirmation before investor funds are
accepted

This claim is core to the differentiated offer; without a documented
testing protocol it risks a deceptive-advertising challenge

Packaging and label language need to meet food-safety disclosure
rules and limit liability for cross-contact in a shared facility

Hiring fulfillment and recipe-team staff in three states creates
separate wage, hour, and safety obligations per state

9.5 Launch Blockers

Status

Not started

Not started

Letters of intent
signed; definitive
terms pending

In progress

Not started

Not started

Not started

The following items would stop FreshNest from legally shipping in a new metro or from safely running

the co-branded retail channel, and should be resolved before the 90-day expansion deadline rather

than treated as post-launch cleanup.

1. New-metro food business licenses, health permits, and food-handler credentials are not yet

confirmed, and these must be secured before launching to avoid penalties or lawsuits , so the two

expansion metros cannot legally begin fulfillment until this is closed.

2. The facility type in each new metro has not been confirmed as a licensed commercial kitchen; since

meal kits with raw meat, dairy, or cut produce require a home processor permit or access to a

commercial kitchen , using an unlicensed or under-licensed space would block legal packing of the

box.

3. Cold-chain delivery arrangements are unconfirmed for the two new metros, and perishable food

items may require temperature-controlled trucks , so shipping without a qualified carrier risks both

spoiled product and liability exposure.

4. Subscription terms of service and privacy policy have not been reviewed against the specific

consumer-protection and auto-renewal rules of the expansion states, which is a gap given the
requirement to follow data protection laws such as CCPA for any state with equivalent rules.
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5. The co-branded retail agreements remain at the letter-of-intent stage; the retail channel cannot go
live until definitive terms on branding, exclusivity, and liability are signed.

9.6 Source Log

Sourc  Topic Covered Access

e Date

[1] Food subscription licensing, permits, delivery handling, labeling, and data privacy obligations = 2026-08-

05

[2] Cottage food law limits, home-kitchen exemptions, and commercial-kitchen requirements for  2026-08-
TCS foods (raw meat, dairy, cut produce) 05

[3], [4], Competitor meal-kit family and kid-tested positioning, used only as market context, not as 2026-08-

[5] legal authority 05

Open Questions

1. Which two metro areas are targeted for expansion within the 90-day window, so state and local
licensing, cottage food law status, and sales-tax nexus can be confirmed for those specific
jurisdictions?

2. What is FreshNest's current legal entity type and state of formation, since the answer determines
which securities instrument is used to close the $750,000 pre-seed round?

3. Has the Austin facility's existing license and health permit been reviewed for the added volume and
packaging needs of the co-branded supermarket box, or does that require a separate approval?

4. Have the two supermarket chains agreed on who owns the co-branded recipe and packaging IP,
and who carries liability for a food-safety issue in that channel, beyond what the letters of intent
cover?

Sources

1. Legal Considerations for Food Subscription Boxes | Appstle

2. How to Create a Local Meal Kit Subscription

3. 6 Best Meal Delivery Services for Families (2026)

4. We Tested 40 Meal Delivery Services, and These Are the Best for Busy Families
5. The 8 Best Meal Delivery Services of 2026: Tested and Approved
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https://fortune.com/article/best-meal-delivery-services-for-families
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10. Tax strategy

10.1 Tax Context

FreshNest is a U.S.-only, business-to-consumer meal-kit subscription operating today in Texas,
with sales tax and entity questions that get materially more complex the moment it opens a
second metro or ships co-branded boxes through national supermarket partners. The founder
has not stated a corporate entity type (LLC, S-corp, or C-corp) in the materials reviewed for this
section; because the business is raising a $750,000 pre-seed round, the entity choice affects how
investors can hold equity and how income is taxed, so this is flagged below as an open item rather
than assumed. The founder-confirmed facts on record are that the pilot has run in Austin, Texas since
March 2026 with 120 paying households, that a second fulfillment site is planned once the pre-seed
round closes, and that two supermarket chains have signed letters of intent for a co-branded box, a
wholesale or retail distribution channel that is legally and tax-wise distinct from the direct-to-consumer
subscription.

Fulfillment today is a single Austin site shipping directly to consumers, which is the simplest possible
tax posture: one state, one nexus, one set of grocery-exemption rules to get right. Every expansion
path under discussion, opening two more metros within 90 days, adding a second fulfillment site, and
shipping wholesale through two national grocery chains, adds either physical nexus (a warehouse or
employees in a new state) or economic nexus (sales volume crossing a state's threshold) in states not
yet named. Because meal kits mix tax-exempt grocery items with a bundled box price, the product
itself creates a taxability question that most physical-goods subscriptions do not face, and it directly
touches how FreshNest should price and structure the box. Competitor practice in the category treats
sales tax as an amount added at checkout rather than folded into the listed price, which is consistent
with treating the box as a taxable or partially taxable bundle rather than assuming it is grocery-exempt
by default [3].

10.2 Tax Obligations By Jurisdiction

Texas sales and use tax and the Texas franchise tax are the two obligations FreshNest almost
certainly owes today from the Austin pilot, while every expansion state and the wholesale
channel to supermarket partners create new obligations that depend on states and volumes the
founder has not yet finalized.

Exhibit 10.1: Tax obligations by jurisdiction, registration trigger, and product treatment for
FreshNest, as of August 2026.
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Jurisdic Tax
tion Type
Texas Sales
and
use
tax
Texas Fran
chise
tax
(mar
gin
tax)
Two Sales
new and
expansi use
on tax
metros
(states
not yet
named)
Any Sales
state and
reached use

through  tax

the co- (econ
branded omic
superm  nexu
arket s)
box

FreshNest - Sample

Triggering
Activity

Retail sale
of meal kit
boxes to
Austin
household
s since
March
2026

Operating
a taxable
entity
doing
business in
Texas

Delivering
boxes to
household
sor
placing a
warehouse
or staff in
the new
metro state

Selling
meal kits
at volume
through
supermark
et partner
locations
outside
Texas

Product
Treatment

Most states
treat grocery
items as tax
exempt, but a
box that
bundles a
taxable item
with exempt
groceries can
make the whole
transaction
taxable

Franchise tax
applies to total
revenue, not
profit, so
contribution
margin does not
shield the
business from it

Same grocery-
versus-bundle
question
applies and
must be re-
checked per
state, since
exemption rules
are state-
specific

Same grocery-
versus-bundle
taxability
question,
decided state
by state

Nexus

Physical
nexus
from
headquart
ers and
the
fulfillment
site in
Austin

Physical
nexus

Physical
nexus
once a
warehous
e, driver,
or
employee
is placed
in the
state

Economic
nexus
once
sales
volume or
transactio
n count
crosses
that
state's
threshold

Strategy

Confirm the
Texas-specific
grocery
exemption with a
CPA and consider
pricing any non-
grocery add-on
separately so it
does not pull the
whole box into
taxable status

Budget foritas a
fixed compliance
cost tied to gross
box revenue
rather than net
margin

Register for a
sales tax permit
before the first
delivery in each
new state, not
after

Use sales tax
automation
software once
selling into more
than a handful of
states, since
nexus rules and
exemptions vary
widely
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Filing S
Cadenc ou
e rc

Monthly [1]
or
quarterly,
based
on the
frequenc
y the
state
assigns
at
registrati
on

Annual [2]

Monthly [1]
or

quarterly

per state

Varies by  [1]
state

Status

Assumpti
on:
Texas-
specific
treatment
for the
FreshNes
t box has
not been
confirme
d

Fact

Hypothes
is: exact
expansio
n states
not yet
confirme
d by
founder

Hypothes
is:
depende
nt on final
LOI
volume
and
geograph
Yy, not yet
confirme
d
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Jurisdic
tion

States
where
FreshNe
st has
establis
hed
econom
ic nexus
for sales
tax

Texas
and any
state
with a
fulfillme
nt site

Outside
the
United
States

Tax
Type

State
corp
orate
inco
me
tax

Empl
oyer
payr
oll
tax
(fede
ral
and
state)

VAT /
GST

Triggering
Activity

Economic
nexus for
sales tax
commonly
extends to
income tax
nexus in
the same
state

Hiring
fulfillment
staff at the
Austin site
and the
planned
second
site funded
by the pre-
seed round

Not
triggered;
FreshNest
has no
internation
al sales in
scope

Product
Treatment

Not applicable

Not applicable

Not applicable

10.3 Tax Filings and Reporting

Nexus

Follows
from
sales tax
economic

nexus

Physical
nexus
through
employee
s

None

Strategy Filing
Cadenc
e

Plan for income Annual

apportionment
calculations
before entering a
fourth or fifth
state

Register for state ~ Quarterly
unemployment

insurance and

withholding in

every state where

staff are hired

No action needed  Not
unless the applicabl
founder later e
expands outside

the U.S.

ou
rc

(2]

no
ne
pr
ov

ed

(2]

Status

Hypothes
is:
depends
on states
entered

Assumpti
on:
staffing
plan for
the
second
site is not
yet
finalized

Fact
(explicitly
out of
scope
per
founder)

The filings FreshNest needs to keep current fall into three groups: Texas sales tax and franchise

tax that likely apply now, federal filings tied to entity type and payroll, and new-state sales tax

registrations that must happen before, not after, the first delivery in each new metro.

Exhibit 10.2: Required tax filings, trigger, cadence, and status for FreshNest, as of August 2026.
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Filing

Sales and
use tax
permit
and return

Franchise
tax report

Federal
corporate
income
tax return

New-state
sales tax
permits

Employer
withholdin
g and
unemploy
ment
insurance

Contracto
r
informatio
n returns
(1099-
NEC)
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Juris
dictio
n

Texas

Texas

Feder
al

Two
expan
sion
metro
states

Texas
and
expan
sion
states

Feder
al

Trigger

First taxable
sale to a Texas
household

Any entity
doing business
in Texas

Formation of a
taxable entity

Physical or
economic
nexus
established in
the new state

Hiring W-2 staff
for fulfillment
sites

Paying an
independent
contractor
(recipe
developer,
driver) more
than $600 in a
year

Process

Register with the
Texas Comptroller,
then file returns
reporting taxable
and exempt box
sales

File an annual
report calculating
tax on total revenue

File the return
matching entity
type (for example
Form 1120 for a C-
corp), plus quarterly
estimated
payments

Register before the
first sale, then file
on the assigned
schedule

Register with each
state workforce
agency, withhold
and remit payroll
taxes

File with the IRS
and provide a copy
to the contractor

Cadence

Monthly,
quarterly, or
annually
depending
on assigned
frequency

Annual

Annual, with
quarterly
estimates

Monthly or
quarterly

Quarterly

Annual, due
end of
January

Cost

Permit is free;
ongoing cost
is staff or

software time

Filing itself is
low cost; CPA
preparation
adds fees

CPA
preparation
fee

Registration
typically free;
multi-state
filing software
adds a
subscription
cost

Payroll
provider fee

Minimal,
usually
bundled into
payroll
software

So
urc

(1]

2]

no
ne
pro
vid
ed

(1]

no
ne
pro
vid
ed

no
ne
pro
vid
ed

Status

Assumptio
n: confirm
the pilot
has been
filing since
March

Fact

Assumptio
n: entity
type not
yet
confirmed

Hypothesis
: states not
yet named

Assumptio
n: staffing
plan
pending
pre-seed
close

Assumptio
n:
contractor
usage not
yet
detailed by
founder
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10.4 Tax Efficiency Opportunities

The single biggest tax lever available to FreshNest is how the box is priced and itemized,
because bundling a taxable item with tax-exempt groceries can accidentally make the entire box
taxable. Where a subscription box mixes mostly exempt grocery ingredients with one taxable extra,
the safer approach is either to charge tax on the full box or to separate the taxable item out and price
and tax it on its own line, and the same logic applies directly to FreshNest's core box, which could
include a taxable prepared item, a dessert kit, or a non-food add-on alongside otherwise exempt
grocery ingredients [1]. Getting this wrong in either direction either costs FreshNest revenue by over-
collecting, or creates audit exposure by under-collecting, and it is worth resolving before the two-metro
expansion adds new states with different grocery-exemption rules to reconcile.

Recommendation: structure any future add-on SKU (the "add-on attach upsell" model referenced in
the revenue formula) as a separately priced and separately taxed line item from launch, rather than
folding it into the core box price, so the exempt treatment of the grocery portion is not put at risk.

The wholesale relationship with the two supermarket chains is a second area worth reviewing early. In
a typical resale arrangement, a wholesale sale to a retailer that will itself collect sales tax from the end
consumer can be exempt from sales tax at the wholesale stage if FreshNest collects a valid resale
certificate from each retail partner; this is a standard sales tax mechanism rather than a claim specific
to FreshNest, and it has not been confirmed against the actual LOI terms, so it is presented as an
assumption to validate with counsel and a CPA once the co-branded contracts are finalized.
Recommendation: request resale certificates from both supermarket partners as part of contract
finalization, since without one, FreshNest could end up double-taxing the same box, once at wholesale
and again at retail.

Entity structure is the third lever. Because FreshNest is raising outside equity from investors,
Recommendation: have a startup-focused CPA or attorney confirm whether a Delaware C-corporation
(the most common structure for venture-backed consumer companies) is the right fit before the pre-
seed round closes, since entity type affects how the franchise tax, corporate income tax, and any
future stock-based compensation for the recipe team are handled. This is a recommendation, not a
stated fact, because the founder has not indicated a current entity type.

10.5 CPA Review Needs

A CPA familiar with multi-state consumer subscription businesses should confirm the following before
the two-metro expansion proceeds: the exact sales tax treatment of the FreshNest box in Texas,
including whether the current bundle triggers full taxability; the sales tax and franchise tax registration
status of the business as of today, to confirm the Austin pilot has been compliant since March; the
appropriate entity structure given the $750,000 pre-seed raise and the plan to bring on outside
investors; the resale certificate and wholesale tax treatment for the two supermarket chain letters of
intent once contract terms are set; and the sales tax and income tax nexus exposure created by the
two new expansion metros and the second fulfillment site, once those states are named.
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10.6 Launch Blockers

FreshNest should not ship its first box in either new metro until the sales tax permit for that state is
active, since retroactive registration after taxable sales have already occurred creates penalty
exposure. The box's taxable-versus-exempt pricing structure should be finalized and documented
before the co-branded supermarket box goes live, since that channel adds a second, differently taxed
revenue stream (Model B in the revenue formula) that has not yet been priced with tax treatment in
mind. Finally, the entity structure question should be resolved before the pre-seed round closes, since
it affects how the round itself is documented for tax purposes and cannot be easily changed after
investors are on the cap table.

10.7 Source Log

[1] TaxdJar, "Are meal subscription boxes taxable?", accessed August 5, 2026, used for sales tax nexus
factors and grocery bundle taxability. [2] Subscription box and DTC tax compliance guide, accessed
August 5, 2026, used for income tax apportionment, gross receipts tax in Texas, and international
VAT/GST scope. [3] Tempo meal delivery service pricing page, accessed August 5, 2026, used to
confirm industry norm of listing sales tax separately from the box price.

Open Questions
1. What legal entity type is FreshNest currently registered as (LLC, S-corp, or C-corp), and in which
state was it formed?

2. Has the Austin pilot been collecting and remitting Texas sales tax since the first paid delivery in
March 2026, or is registration still pending?

3. Which two metro areas are targeted for the 90-day expansion, so state-specific sales tax and nexus
research can be completed before the first delivery in each?

4. What are the actual wholesale price, volume commitment, and resale terms in the two supermarket
letters of intent, so the wholesale tax treatment and resale certificate requirements can be
confirmed?

Sources

1. Are meal subscription boxes taxable? - TaxJar

2. Tax Compliance Guide for Subscription Box & DTC Businesses
3. Tempo: Meal Delivery Service - Fresh Weekly Meal Kit Delivery
4. The 8 Best Meal Delivery Services of 2026: Tested and Approved
5. 2026's Best Meal Delivery Services That Are Worth Your ...
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11. Go-to-market

11.1 Customer Segment Targeting

The first go-to-market push should target dual-income and single parents with at least one child
at home who are already inside a partner supermarket's loyalty program or already searching for
a meal-Kkit style fix, not the broad universe of "busy parents." This is the narrowest slice of the
target market where FreshNest can realistically win most of the sales it approaches, and it is the same
profile already proven in Austin: parents who feel the nightly "what's for dinner" scramble often enough
that a $94 average weekly order is worth paying for six weeks running.

Two things narrow this further for the next two metros. First, meal kits solve the planning and shopping
problem, not the cooking problem itself, since they still require 30 to 45 minutes of active cooking. That
means the right early customer is a parent who is worn out by deciding and shopping, not a parent
who is worn out by cooking itself. Recommending FreshNest to someone who wants meals fully
cooked for them (a different category of prepared-meal service) would mismatch the product and
waste acquisition spend on the wrong household [1]. Second, the two supermarket partnerships
already in place give FreshNest a ready-made pool of grocery shoppers who have shown they buy
family dinner ingredients weekly and who trust the retail brand. Channel marketing partnerships like
this are built specifically to help a smaller brand borrow a retailer's existing customer relationship and
distribution reach rather than build cold audience trust from scratch [3].

Assumption: the two supermarket chains with signed letters of intent operate stores in at least one of
the two new expansion metros; this needs confirming before the co-branded channel can be
scheduled into the 90-day plan.

Recommendation: define the first buyer in each new metro as a parent who is either (a) an active
loyalty-program member of one of the two partner supermarket chains, or (b) actively comparing meal-
kit options online, rather than the full population of parents with children, so that both budget and
messaging stay concentrated on people close to a purchase decision.

11.2 Channel Options

The supermarket co-branded partnership and a referral program built on the existing Austin
base are the two channels with the best combination of intent, cost and speed for the next 90
days; paid social and search are useful test channels but carry the acquisition-cost risk the
whole meal-kit category is known for.

Every channel below is scored against the same starting customer: a partner-store loyalty member or
an active meal-kit searcher in one of the two new metros.
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Channel Customer Cost Speed Scalability Operational Status
Intent Difficulty
Co-branded High, Low, largely Medium, High, Medium, Recomme
supermarket reaches partner-funded  depends on  scales with  needs co- nded, run
placement (in-store  people or revenue- retailer number of packing and in parallel
and loyalty app, already share onboarding partner revenue-share  with
tied to signed LOIs)  buying family timeline stores terms finalized  referral
groceries
Referral program High, Very low, Fast, can Medium, Low Recomme
from the 120- referred by a  credit-based launch capped by nded, start
household Austin trusted immediately  current immediate
base parent customer ly
count
Geo-targeted paid Medium to Medium to Fast, live High, Low to Test,
social high, high, category  within days spend- medium capped
(Meta/Instagram) in  interest- is known for scalable budget
new metros based parent  high
targeting acquisition
cost [6]
Google search ads  High, active Medium to Fast High Low Secondary
for local meal-kit searchers high, , capped
terms competitive budget
keyword
category
Local parenting Medium Low Medium Low to Low Supportin
groups and micro- medium g, low-
influencer seeding cost test
School and Medium Low Slow, tied Low Medium, Fast-
daycare to school requires follow, not
partnerships (flyers, calendars institutional for the 90-
newsletters) and approval day
approvals window
Local radio and Low to Medium to Slow Medium Low Deprioritiz
direct mail medium high ed for this
launch
budget

Radio and direct mail were considered because they are standard tools for reaching a defined local
audience such as parents driving to school or work [3], but both carry production lead times and per-
contact costs that do not fit a launch budget under $50,000 spread across two metros, so they are set
aside for now rather than ruled out permanently.
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11.3 Recommended Primary Channel

The co-branded supermarket partnership should be the primary channel for the two new
metros, run alongside an immediate, near-zero-cost referral program built on the Austin base.

11.3.1 Why the supermarket partnership leads

The two signed letters of intent are already a distribution advantage most first-time meal-kit founders
do not have. Channel partnerships of this kind work by pairing a smaller brand's product with a larger
partner's existing customer trust and reach, which shortens the distance between "never heard of
FreshNest" and "willing to try a box" [3]. Because the retailer already carries the cost of the physical
footprint and the shopper relationship, this channel should require a smaller share of the launch budget
than building comparable reach through paid advertising, which the category has repeatedly struggled
to do profitably [6]. It also matches the target customer defined above: someone already buying
groceries for dinner, not someone who needs to be convinced meal-kit subscriptions exist.

11.3.2 Why referral runs alongside it, not after it

Referral should launch on day one rather than waiting for the supermarket rollout, because it costs
almost nothing and the Austin base already has six weeks of proof that customers stay. A parent who
is retained is also the cheapest possible source of a new parent, and building the referral mechanic in
from the start means every new metro customer is captured as a potential referrer from their first box
rather than being added later as an afterthought.

11.3.3 Where paid social and search fit

Paid social and search ads should run as small, capped tests in each new metro, not as the main
acquisition engine. They give a fast read on local demand and a cost-per-order benchmark to compare
against the partner channel, but the category's documented high acquisition costs [6] mean they
should be treated as a calibration tool, not the channel the 90-day launch depends on.

Hypothesis: the co-branded supermarket channel will deliver a lower cost per acquired household
than paid social in the same metro during the first 90 days. This has not been tested and should be
added to the validation plan once the first partner store activation runs.

11.4 Marketing Activities

Each stage of the customer relationship needs one clear, low-cost activity built around the same
promise that already works in Austin: a short menu, a one-tap swap, and a recipe that has
actually been tested with children.
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Stag

Awar
enes

Enga
gem
ent

Conv
ersio

Rete
ntion

Repli
catio

Activity

In-store signage and QR-code
sampling at partner supermarket
locations in each new metro

Weekly menu preview sent by
email and SMS before the
Sunday swap deadline

First-box discount code
distributed through the partner
supermarket's loyalty app

Post-delivery "was this child-
approved" prompt with automatic
credit or free swap on a rejected
recipe

Refer-a-parent credit unlocked
after a customer's third
successful delivery

Goal

Introduce FreshNest to
shoppers already buying
dinner ingredients

Build the habit of checking
and swapping the week's
menu

Turn loyalty members into
a first paid order

Protect and extend the 68
percent six-week retention
already measured in
Austin

Convert retained
customers into new
customer sources in each
metro

Tooling

Print signage,
QR landing
page

Email and SMS
platform with
opt-out
handling

Promo code
system in
checkout

In-app
feedback form,
credit ledger

Referral
tracking link
and credit
system

Owner

Founder /
marketing
lead

Marketing
lead

Growth /
ops

Product /
customer
success

Marketing
lead

Status

Planned

Planned

Planned

Rolling
out from
Austin

Planned

All SMS and email activity must include a clear opt-out path, consistent with the communication

preferences and opt-out language FreshNest already publishes for customers [5].

11.5 Launch Plan

A 90-day launch built around confirming the two supermarket partnerships, standing up local

fulfillment, and turning on referral and a capped paid-test budget in that order gives the best

chance of first deliveries in two new metros without overspending the available budget.

1. Weeks 1 to 3: confirm store locations and revenue-share terms for both supermarket letters of intent

in the two target metros, and confirm whether either partner already operates stores there.

2. Weeks 2 to 5: set up or contract local fulfillment and last-mile delivery in each metro using the

existing Austin playbook, since the founder's brief specifies reusing the proven model rather than

building new systems.

3. Weeks 3 to 6: launch the referral program to the existing 120 Austin households immediately, since

it costs almost nothing and does not depend on the supermarket timeline.

4. Weeks 5 to 8: activate in-store signage and loyalty-app promo codes in the first confirmed partner

stores, and open a capped paid social and search test in each new metro to benchmark cost per

order.

5. Weeks 8 to 12: complete first deliveries in both new metros, track six-week retention against the 68

FreshNest - Sample
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percent Austin benchmark, and reallocate the paid-test budget toward whichever channel, partner
placement or paid social, is producing the lower cost per acquired household.
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Assumption: with a launch budget under $50,000 covering two metros, the larger share should go to
local fulfillment setup and the supermarket activation rather than paid advertising, given the category's
documented high acquisition costs [6]. This split has not been finalized and should be confirmed once
fulfillment quotes are in hand.

11.6 Growth Loops

The strongest near-term growth loop links the supermarket channel, the child-approval retention
mechanic, and referral into one cycle: a partner shopper tries FreshNest, stays because a bad
recipe is fixed automatically, and then refers another parent or reorders through the same loyalty
app that brought them in.

5 A I el |
First bax delivered, recips “?P or e _I _1 recipe &=
- - - rejected, driving weskly "
Parent discovers FreshHest tested with child e Retained parent refers
via partmer supermarkes ar another parent ar reorders
referral wia Loyalty app

This loop matters because it does not depend on continuously increasing paid ad spend to keep
working. The retention mechanic already measured in Austin (68 percent after six weeks) is what keeps
a customer in the loop long enough to refer someone else, and the supermarket partnership gives each
new metro a steady, low-cost entry point into the loop rather than relying only on advertising to fill it.
Paid social and search can be turned up or down around this loop as a demand-testing dial, but they
are not the engine the 90-day plan depends on.

Open Questions

1. Which of the two new target metros do the two supermarket chains with signed letters of intent
actually operate stores in, and how many locations does each have there, so the co-branded
channel can be scheduled into the 90-day plan?

2. What are the confirmed revenue-share and co-branding terms in the two supermarket letters of
intent, needed to estimate the true cost and timeline of the partner channel?

3. How many of the current 120 Austin households joined through a referral versus another channel, to
set a realistic expectation for how much volume the referral loop can produce in a brand-new metro
with no existing base?

4. Has any paid social or search test already run in Austin, and if so, what was the cost per acquired
household, so the new-metro paid test budget can be benchmarked against a real number instead
of a category average?

Sources

1. How to Feed Your Family Healthy Meals Without Cooking
2. Home Chef: Meal Delivery Service - Fresh Weekly Meal Kit Delivery
3. Understanding the Marketing Mix of Channels in 2026
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4. 7 Most Popular Family-Sized Meal Delivery Kits of 2026
5. Privacy Policy — Fresh Nest

6. 14 editor-approved meal kit delivery services
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12. First version plan

12.1 MVP Goal

Recommendation: the smallest credible first version is not a new product build, it is a disciplined
copy of the Austin playbook into two more metro areas within 90 days, spending under $50,000
in new tooling and setup costs while the $750,000 raise funds the second fulfilment site and
recipe team separately.

FreshNest already has a paid, working product: 120 households in Austin, 68 percent retention after six
weeks, and a $94 average order per week. The job of this first version is not to invent a meal kit, it is to
prove the same box, the same recipes, and the same swap mechanic can be delivered profitably
outside Austin, fast enough to hit first deliveries in two new metros within 90 days and cheap enough
to fit inside the stated under $50,000 launch budget. Recommendation: treat the $750,000 pre-seed as
a separate, later-stage fund for a second owned fulfilment site and recipe team growth, not as capital
available for this 90-day expansion, unless the founder confirms otherwise.

12.2 Product Context

e Business idea: FreshNest is a weekly meal-kit subscription for families, with pre-portioned, child-
tested recipes cookable in about 30 minutes, portions that scale to household size, and a menu that
can be changed with one tap.

e Target customer: Dual-income or single-parent households in U.S. metro areas with at least one
child at home, both managing full-time work and family logistics.

¢ Urgent problem: The recurring 6:15 p.m. moment when a tired parent has no workable dinner plan,
kids are hungry, and the only options on hand are takeout, frozen food, or repeating the same few
meals.

e Buying trigger: The weekly recurrence of that dinner-decision moment, reinforced by decision
fatigue from managing multiple family schedules, which converts a "nice idea" into an active
subscription rather than a one-time purchase.

¢ Minimum differentiated offer: A recipe rotation that is checked against real children before
shipping, with a stated fallback (credit or free one-tap swap) if a recipe fails at home, combined with
a short, curated weekly menu and genuine one-tap swap instead of a large browse-everything
catalog.

o Selected revenue formula: Assumption: recurring subscription revenue, modeled as active
subscribing households multiplied by average weekly order value multiplied by weeks retained,
using the $94 average order value and 68 percent six-week retention from the Austin pilot as the
starting inputs. This has not yet been formally decomposed into a full revenue-formula model in this
project; it is stated here as the working assumption for scoping the first version.

¢ First go-to-market channel: Hypothesis: paid digital acquisition (paid social and local search)
replicating whatever channel produced the original 120 Austin households, supplemented by
referrals from existing subscribers. The co-branded supermarket channel under the two signed
letters of intent is treated as a Phase 2 channel until agreements are finalized (see Open Questions).

¢ Product paper: Not yet drafted. Scheduled once this scope and the revenue formula are confirmed.
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¢ PRD: Not yet drafted. Depends on the must-have list below being locked.

e User stories: Not yet drafted. Will be written from the Product Requirements table below.

e UX/ in-app notifications: Not yet drafted. Core flows (swap, skip, pause, delivery tracking) are
named in this scope but not yet designed screen by screen.

o Help text / empty states: Not yet drafted.

¢ Email sequences: Not yet drafted. Weekly menu-lock reminders and swap-deadline nudges are
flagged as needed in Launch Metrics and Engineering and Operations Plan below.

e Engineering spec: Not yet drafted. This section defines what it must cover.

¢ Implementation plan: Not yet drafted.

e Al build prompt: Not yet drafted.

¢ First operating jurisdiction: United States, food business regulations at federal, state, and local
level apply to all fulfilment sites.

¢ First customer jurisdiction: Austin, Texas, already live since March 2026; two additional, currently
unnamed, U.S. metro areas are the target for this first version.

¢ Budget: Under $50,000 to launch the two-metro expansion, excluding the separate $750,000 pre-
seed raise earmarked for a second fulfilment site and the recipe team.

¢ Timeline: First deliveries in the two new metros within 90 days of the expansion decision.

e Team capability: Assumption: the founder's team has proven it can run recipe development, a paid
pilot, fulfilment operations, and retail partner negotiations at a 120-household scale in Austin, but
has not yet proven it can operate two additional fulfilment or courier relationships simultaneously.
This is the main capability gap this first version is designed to test.

12.3 MVP Scope

The first version must reuse Austin's recipes, swap mechanic, and subscription model exactly,
and add only the minimum new fulfilment, delivery, and support capacity needed to serve two
new metros, while the retail co-branded box, a second owned facility, and a larger recipe team
all wait for Phase 2.
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Area

Subscript
ion and
checkout

Menu
and one-
tap swap

Child-
tested
recipe
rotation

Fulfilment
in new
metros

Delivery
and last-
mile

logistics

Subscript
ion
managem
ent (skip,
pause,
cancel)
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Must Have

Sign-up flow, plan
selection, household
size input, recurring
weekly billing

Weekly curated menu
(small set of recipes),
one-tap swap to a
backup recipe,
portion-scaling control

Reuse of Austin's
existing child-tested
recipe library and
rotation schedule

Contracted co-packer
or third-party fulfilment
partner per new metro,
cold-chain packing,
local pickup or courier
dispatch

Scheduled weekly
delivery windows,
delivery confirmation,
basic route planning

Skip a week, pause,
cancel, update
household size

Excluded
From MVP

Gift
subscription
s, multi-tier
loyalty
pricing

Full
searchable
recipe
catalog,
personalized
nutrition
filtering

New recipe
development
team,
expanded
menu variety

Company-
owned
fulfilment
facility in
either new
metro

Same-day or
on-demand
delivery,
real-time
driver
tracking app

Self-serve
plan
upgrades
beyond
basic tiers

Manual
Workaround

None needed;
standard
subscription

commerce tooling

covers this

None; this is core to
the differentiated
offer and must ship

in version one

None; recipes are
already validated in

Austin

Manual coordination
with a local co-

packer using

spreadsheets until
volume justifies

automation

Manual route
planning in a

spreadsheet or
simple routing tool
before a dedicated
logistics platform is

justified

None; core to
retention and
expected by
category

Evidence
Needed

Confirm $94
average order
value holds
outside Austin

Verify swap usage
rate and
satisfaction
match Austin
baseline

Confirm recipes
travel well with

different regional
grocery sourcing

Confirm co-
packer capacity,
food-safety
certification, and
per-order cost in
each target metro

Verify delivery
cost per box in
new metros
against the $94
order value

Confirm
skip/pause usage
does not erode
the 68 percent
retention seen in
Austin

Status

Proven
mechanic in
Austin; new-
metro pricing is
a hypothesis

Assumption:
transfers

directly from
Austin build

Fact: recipes
exist and are
tested;
Assumption:
they transfer
as-is

Assumption:
reuses Austin's
operating
playbook, not
yet locked in
new metros

Assumption:
workable at
pilot scale,
unproven
outside Austin

Fact: retention
figure exists for
Austin;
Assumption for
new metros

Page 72 of 104



Area

Customer
support

Co-
branded
supermar
ket box

Second
owned
fulfilment
site

Must Have

Shared support inbox

or basic helpdesk,
delivery-issue

resolution, refund or

credit process for
failed recipes

Not built in this version

Not built in this version

Excluded
From MVP

Dedicated
phone
support
team, 24/7
live chat

Full co-
branded
retail box
program
under the
two letters of
intent

Company-
owned
facility
funded by
the pre-seed
round

12.4 Product Requirements

Manual
Workaround

Founder or small
team handles

support manually via

a shared inbox at
this scale

None; explicitly
deferred

Continue using
contracted co-
packers in new
metros

Evidence
Needed

Track support
ticket volume per
household to size
staffing before
scaling further

Confirm signed
agreement terms,
timeline, and
operational
requirements
before scoping

Confirm pre-seed
close and site
selection before
committing
capital

Status

Recommendati
on: keep
manual until
ticket volume
proves it does
not scale

Excluded from

MVP; tracked
as Phase 2

Excluded from
MVP; funded
separately by
the raise

Every requirement in the first version ties directly to either the subscription mechanic already

proven in Austin or the one-tap swap and child-tested promise that make FreshNest different

from competitors; nothing else is in scope.

FreshNest - Sample
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Requirem
ent

Weekly
subscriptio
n sign-up

One-tap
recipe
swap

Portion
scaling

Child-
tested
fallback

Skip,
pause,
cancel

Recurring
billing

Delivery
scheduling
and
confirmatio
n

Support
and refund
handling

Founder
retention
dashboard

FreshNest - Sample

User Story

As a parent, | want to subscribe
and set my household size so
my first box matches my family.

As a parent, | want to swap a
recipe | know my child will not
eat with one tap so | do not
have to browse a catalog.

As a parent, | want to adjust
household size so every recipe
in my box feeds everyone
without extra cooking.

As a parent, | want a
guaranteed backup if a recipe
fails with my kids so the week is
not wasted.

As a parent, | want to skip a
week or pause when traveling
so | only pay for boxes | use.

As a parent, | want to be billed
automatically each week so | do
not have to reorder manually.

As a parent, | want to know
exactly when my box arrives so
| can plan my evening.

As a parent, | want a way to
report a problem and get credit
if a recipe or delivery fails.

As the founder, | want to see
weekly retention and order
value by metro so | know if the
expansion is working.

Acceptance Criteria

Sign-up completes in under 5
minutes; household size sets initial
portion scaling; payment method is
captured before first order confirms.

Swap completes in one tap from the
weekly menu screen; confirmation
shown within 2 seconds; swap
deadline is clearly displayed.

Changing household size updates
ingredient quantities for all upcoming
recipes; change applies before the
next menu-lock deadline.

Every recipe on the weekly menu has
a published backup swap option and
a stated credit policy if both fail.

Skip and pause actions are available
up to the weekly menu-lock deadline;
cancellation is self-serve without a
support call.

Billing charges on schedule; failed
payments trigger a retry and a
notification before the box is skipped.

Delivery window is shown at sign-up
and confirmed the day before;
delivery confirmation is sent on arrival.

Support request can be submitted
from the app or email; refund or credit
is issued within a defined service-level

window.

Dashboard shows active subscribers,
weekly retention, and average order
value, broken out by metro, updated
at least weekly.

This document is a starting point built from your research. It is not legal, tax, or financial advice. Consult a qualified professional before acting on it.

Pri
orit

Hig

Hig

Hig

Hig

Hig

Hig

Me
diu

Me
diu

Me
diu

Source Sta
tus
Business Not
brief, star
customer ted
research
Differentiat  Not
ed offer star
(Section ted
5.3)
Differentiat  Not
ed offer star
(Section ted
5.4)
Differentiat  Not
ed offer star
(Section ted
5.2)
Customer Not
research star
(retention ted
driver)
Business Not
type star
(subscripti  ted
on
revenue)
Operations  Not
plan star
ted
Customer Not
research star
(churnrisk)  ted
MVP goal Not
(validate star
expansion) ted
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12.5 Tool Stack Research

A lean, mostly off-the-shelf commerce and subscription stack keeps the two-metro expansion
inside the under-$50,000 budget, since building custom subscription or logistics software from
scratch would consume most of that budget on infrastructure instead of on fulfilment and

marketing.
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Capab
ility

Storefr
ont
and
check
out

Subscr
iption
billing

Payme
nts

Menu
and
recipe
manag
ement

Route
and
deliver
y
planni
ng

Custo
mer
suppor
t

Email
and
lifecycl
e
messa

ging

Options

Shopify,
custom
Next.js
storefront

Recharge,
Chargebee,
Stripe Billing

Stripe,
Shopify
Payments

Airtable,
custom
admin panel

Onfleet,
Rouitific,
manual
spreadsheet

Zendesk,
Gorgias,
Help Scout,
shared inbox

Klaviyo,
Postmark,
Mailchimp

FreshNest - Sample
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Selected

Shopify

Recharge on
top of
Shopify

Shopify
Payments (or
Stripe if
Shopify is
not selected)

Airtable

Manual
spreadsheet
initially,
evaluate
Rouitific if
volume
grows

Shared inbox
with a
lightweight
helpdesk tool
such as Help
Scout

Klaviyo

Cost

Roughly $39 to $105
per month on
standard plans

Percentage of
subscription revenue
plus a base monthly
fee, typically low
hundreds of dollars
per month at this
scale

Standard card
processing fees, no
separate platform fee

Roughly $20 to $45
per user per month

Free to low cost at
pilot volume

Roughly $20 to $50
per user per month

Usage-based pricing,
typically low hundreds
of dollars per month
at this list size

Why

Fast to launch, proven for
subscription commerce,
avoids building payment
and checkout logic from
scratch

Purpose-built for recurring
subscription boxes with
skip, pause, and swap
logic, reducing custom
development

Integrates directly with the
chosen storefront, avoids
a second payment
integration

Fast to set up for a small
recipe rotation, no custom
software needed at this
scale

Matches the small
delivery volume expected
in the first weeks of each
new metro; avoids paying
for logistics software
before it is needed

Keeps support simple and
affordable while ticket
volume is still low across
two new metros

Handles menu-lock
reminders, swap-deadline
nudges, and retention
emails without custom
build

Source

Assumptio
n based on
standard e-
commerce
pricing tiers

Assumptio
n based on
typical
subscriptio
n-app
pricing

Assumptio
n

Assumptio
n

Recommen
dation
based on
pilot-scale
volume

Assumptio
n

Assumptio
n
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Capab Options Selected Cost Why Source St

ility at
us
Analyti  Google Google Free to low cost Sufficient to track the Assumptio No
csand  Analytics, Analytics founder retention n t
reporti  Mixpanel, plus a dashboard requirement sta
ng Metabase, spreadsheet above without a rte
spreadsheet  or lightweight dedicated data team d
dashboard dashboard
tool

12.6 Engineering and Operations Plan

The operating model for the first version is "storefront plus subscription app plus contracted
fulfilment partner," not a custom-built platform, so most of the 90-day timeline and budget goes
into fulfilment setup and marketing in the two new metros rather than software development.

The weekly box lifecycle for each new metro follows the same sequence already proven in Austin:
1. The weekly menu locks on a fixed day, after which swaps and household-size changes for that
week close.

. The fulfilment partner receives the locked order list and allocates ingredients per household.
. Ingredients are picked, packed, and cold-chain sealed at the co-packer or fulfilment site.

. Boxes are dispatched for last-mile delivery within the scheduled weekly window.

o A WO N

. Delivery is confirmed to the household through a notification, and any delivery issue is logged for
support.

»

. Recurring billing runs for the following week's box, with retry logic for failed payments.

7. Retention, swap usage, and support ticket data are pulled into the founder dashboard for weekly
review.

Recommendation: qualify a fulfiiment or co-packer partner in each of the two new metros before
committing to a public launch date in that metro, since this is the single largest operational risk to the
90-day timeline. Recommendation: keep the recipe library frozen to Austin's existing child-tested
rotation for the first version, since building or testing new recipes for new metros is a Phase 2 activity
that would extend the timeline and consume recipe-team capacity better spent on the co-branded box
program once those agreements close. Assumption: existing Austin staff can support onboarding of
new fulfilment partners without a large new hire in the first 90 days; this should be confirmed against
actual founder team capacity.

12.7 Launch Metrics

Success for the first version is defined as reaching, not necessarily exceeding, Austin's proven
numbers in at least one of the two new metros within the 90-day window, since matching the
existing 68 percent retention and $94 order value outside Austin is the real test of this expansion.
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Stage Metric Target Source
Aware  New sign-ups per metro in Assumption: comparable pace to early Austin Founder data (Austin
ness first 30 days sign-ups, to be confirmed once the original pilot), channel to be
acquisition channel is identified confirmed

Activa Households receiving a first Assumption: 95 percent on-time first delivery Operations plan
tion box within the promised above

delivery window
Enga One-tap swap usage rate Hypothesis: comparable to Austin's swap usage, Differentiated offer
geme  per week not yet measured in this research (Section 5.3)
nt
Reten = Six-week retention rate per Target: match or approach the 68 percent six- Founder-provided
tion new metro week retention proven in Austin Austin pilot data
Reve Average weekly order value Target: approach the $94 average order value Founder-provided
nue per new metro proven in Austin Austin pilot data
Cost Total new-metro launch Target: stay within budget through the 90-day Founder-stated
contr  spend against the window budget constraint
ol under-$50,000 budget

12.8 Phase 2 Scope

The co-branded supermarket box program under the two signed letters of intent is deferred until the

agreements are finalized and operational requirements are confirmed, since building a retail-facing box

before those terms are locked risks wasted engineering and packaging work. A second, company-

owned fulfilment facility funded by the pre-seed round is deferred until that round closes and a site is

selected, keeping the first version dependent only on contracted fulfilment partners. Expansion of the

recipe team and a larger recipe catalog are deferred until the two new metros prove retention and order
value comparable to Austin, since growing the menu before proving the core mechanic elsewhere
would spend budget on the wrong risk. A native mobile app, loyalty or referral rewards program, and a
third metro are all deferred until the first version's launch metrics are reviewed at the end of the 90-day
window.

Open Questions

1. Which two metro areas will FreshNest target for this expansion, and has a co-packer or fulfilment
partner with food-safety certification been identified and costed in each one?

2. What acquisition channel produced the original 120 Austin households (paid social, local search,
referral, or something else), so that channel can be reused or tested first in the new metros rather
than guessed at?

3. What are the specific terms and expected signing timeline of the two supermarket letters of intent,
and does either commit FreshNest to co-branded box work inside the 90-day window rather than in
Phase 27

FreshNest - Sample
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4. How will the under-$50,000 launch budget and the separate $750,000 pre-seed be allocated
between them, specifically whether any pre-seed funds are available to cover new-metro fulfilment
setup if the $50,000 budget proves insufficient?
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13. Risks

13.1 Context

FreshNest is a paying, revenue-generating business already operating in one market, which
changes the risk profile from a pure startup bet to an expansion bet with real but unproven
assumptions. The venture runs a six-week-old paid pilot of 120 households in Austin, Texas, with 68
percent six-week retention and a $94 average order value. The founder is raising $750,000 in pre-seed
funding to add a second fulfillment site and grow the recipe team, and is simultaneously trying to open
two additional metro areas within 90 days on a startup budget under $50,000. Two supermarket chains
have signed non-binding letters of intent for a co-branded box, but no volume, pricing, or contract
terms are confirmed. Entity type, registered agent, food facility classification in new metros, sales tax
treatment of meal kits, and subscription-billing disclosure language are all unconfirmed as of August 5,
2026. These open items, layered onto a tight budget and an aggressive 90-day timeline, are the source
of most risks below.

13.2 Risk Scoring
Score Likelihood Impact
1 Rare Low operational or financial effect
2 Unlikely Manageable delay or cost
3 Possible Meaningful cost, delay, compliance, or trust issue
4 Likely Serious launch, financial, legal, or customer impact
5 Almost certain Could stop launch, cause major loss, or create major legal exposure

Exhibit 13.1: Top risks plotted by likelihood and impact, current assessment as of August 2026.

The chart shows four risks sitting in the highest-impact band (food facility classification, food safety
incident, licensing delay, and retention worse than modeled), meaning these deserve resolution before
new-metro deliveries start rather than after.
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13.3 Top Risk Register

Risk Cat
ego

ry

Expansio  Lau
n budget nch
overrun

before

first new-

metro

delivery

90-day Lau
timeline nch
slip from

new-

metro

licensing

Prof
curve itab
worse ility
than the
modeled

Retention

constant
rate

Prof
itab
n cost ility

Customer
acquisitio

exceeds
pilot
assumpti
ons in
new
metros

FreshNest - Sample

Why It Matters Li
k
eli
h
o
o
d

The $48,792 expansion 4

budget leaves only about
$1,200 of headroom
against the $50,000 cap,
so a single missed line
item can stop the launch
before it starts.

Health department 4
permits, food handler
certification, and foreign-

state qualification are
unconfirmed for the two

new metros and can take
weeks each.

Household lifetime value 3
of roughly $574 rests on

only six weeks of Austin

data extrapolated as a
constant weekly churn

rate; if churn accelerates

after week six, lifetime

value and payback
assumptions break.

Austin's 120 households 4
were likely reached

through low-cost, founder-
driven channels that may

not repeat once paid
acquisition is needed in
unfamiliar metros.

| Initial Mitigation

pa
ct

4 Track spend weekly
against the budget line
by line and hold the
contingency reserve
untouched until
commissary
onboarding and
permits are confirmed.

5 File all license and
permit applications on
day one of metro
selection and pick pre-
vetted commissary
partners that already
hold current permits.

5 Extend cohort tracking
past week six
immediately and
rebuild the projection
on an observed curve
rather than a constant-
rate assumption.

4 Run a small, capped
paid-channel test
before committing
marketing budget and
track cost per
household weekly by
channel.
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Evidence
Needed

Actual
invoices from
co-packer
onboarding
and permit
fees in the
first new
metro.

Confirmed
permit
processing
times for each
target metro's
health
department.

Twelve to
sixteen weeks
of actual
retention data
per cohort.

First month of
actual paid
channel
spend and
resulting
signups in a
new metro.

Own St
er at
Foun O
der p
e
n
Foun O
der p
e
n
Foun O
der p
e
n
Foun O
der p
e
n
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Risk Cat Why It Matters Li | Initial Mitigation Evidence Own St
ego k m Needed er at
ry eli pa

h ct
o
o
d

Ingredien  Prof Food costis 37 percent of 3 3 Lock short-term pricing  Supplier Foun O

t cost itab  the $94 average order with suppliers where quotes and der p

volatility ility  value; a swing in meat, possible and keep a price history e

compress dairy, or produce pricing rotating set of lower- for the core n

ing directly narrows the 38 cost protein options in protein and

contributi percent contribution the recipe library to produce list.

on margin the whole model swap in during price

margin depends on. spikes.

Salestax Co Whether a meal kit counts 3 4 Confirm taxability with Written Foun O

misclassif mpl as an exempt grocery item a state tax advisor guidance or der/ p

ication of  ian or a taxable prepared- before pricing in each ruling from Tax e

meal kits  ce food product is new metro and register  each new advis n

in new unconfirmed, and getting for sales tax collection state's tax or

states it wrong risks back taxes before the first sale authority.

and penalties once there.
volume grows.

Food Co It is not yet confirmed 2 5 Get written Written Foun O

facility mpl  whether repackaging raw confirmation of facility classification der/ p

classificat ian meat, dairy, or cut classification from a determination Regu e

ion ce produce in the new food-safety attorney or ~ for each lator n

uncertain commissary sites triggers regulatory consultant candidate y

ty for new federal food-facility before signing any new  commissary coun

sites registration rather than a commissary contract. site. sel

simple local retail food
permit.

Subscript  Co Several states, including 3 4 Have counsel review State-by-state Foun O

ion auto- mpl  California, impose specific and update the terms legal review of der/ p

renewal ian negative-option and of service against each  the current Coun e

disclosur  ce cancellation-disclosure new state's auto- terms of sel n

egapin rules for recurring billing renewal law before service.

new that Austin's existing accepting a single

states terms of service may not signup there.

meet.
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Risk

Worker
misclassif
ication
across
three
states

"Child-
tested"
marketing
claim
challenge
das
unsubsta
ntiated

Food
safety
incident
at an
unproven
new-
metro site

Retail co-
branded
LOI fails
to
convert
to signed
volume
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Cat
ego
ry

Co
mpl
ian
ce

Tru
st

Tru
st

Lau
nch

Prof
itab
ility

Why It Matters Li

Kitchen staff, packers, and 3
delivery contractors face
different wage-and-hour

and worker-classification

tests in each state, and

the current structure is
unconfirmed.

The claim is a specific 3
performance claim that

FTC truth-in-advertising
principles require to be

backed by a documented
testing protocol, which

does not yet exist in

written form.

New commissary partners 2
have no track record with
FreshNest, and a cold-

chain failure or allergen
mislabeling in a new metro
would damage trust built

on the Austin pilot's clean
record.

Both supermarket 3
relationships are non-

binding letters of intent

with no confirmed price,
volume, or store count, so
building budget or

fulfillment capacity around
them is premature.

pa
ct

Initial Mitigation

Confirm classification
of every worker type
with employment
counsel before hiring in
a new metro, defaulting
to W-2 for kitchen and
packing roles.

Document the child-
testing protocol, panel
size, and pass criteria
in writing and keep
dated records for every
recipe carrying the
claim.

Audit each new
commissary's food-
safety practices and
cold-chain handling
before the first box
ships, and have a
written recall and
incident-response
procedure ready.

Keep the direct-to-
consumer subscription
as the funded core plan
and treat the retail
channel as upside, only
committing capacity
once a signed contract
with minimum volume
exists.
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Evidence Own St
Needed er at
Written Foun O
classification der/ p
review per Empl e
state before oym n
hiring. ent

coun

sel
A written, Foun O
dated testing der p
protocol and e
sample results n
for current
menu recipes.
Food-safety Foun O
audit results der p
for each new e
commissary n
partner.
Signed Foun O
contract der p
terms, e
including n
price per box
and
committed
store count,
from at least
one retail
partner.
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13.4 Mitigation Workstreams

The mitigations above fall into four practical workstreams that the founder can run in parallel
over the next 90 days: financial discipline, regulatory readiness, trust and food safety, and retail
partnership discipline. The financial discipline workstream tracks the $48,792 expansion budget line
by line against actual invoices, since the current plan leaves almost no room for a missed estimate,
and defers any retail-channel spending until a signed contract exists rather than a letter of intent. The
regulatory readiness workstream front-loads state tax registration, food facility classification review,
and terms-of-service updates for auto-renewal disclosure, because these are the items most likely to
physically block a delivery date if left until the last two weeks before launch. The trust and food safety
workstream documents the child-tested claim with a written protocol and audits every new
commissary partner's food-safety practices before the first box ships, protecting the retention and
word-of-mouth advantage the Austin pilot has already built. The retail partnership workstream keeps
the two supermarket letters of intent as a secondary track, negotiating for binding volume and pricing
terms without letting the core direct-to-consumer plan depend on them.

13.5 Launch Blockers

Five items must clear before the first box ships in either new metro, and none of them are
optional. New-metro health department permits and food handler certification must be active before
any food is packed or shipped there. State sales tax registration and a confirmed taxability position
must be in place before pricing is set for that metro. The commissary or co-packer selected for each
new site must have a written food-safety audit and a confirmed facility classification on file. The
subscriber terms of service must be reviewed and updated for that state's auto-renewal and
cancellation-disclosure rules before the first signup is accepted. The entity structure and registered
agent status must be confirmed, since this also affects the separate $750,000 pre-seed closing
timeline.

13.6 Accepted Residual Risk

No risk has been formally accepted for launch as of August 5, 2026; every risk above remains
open pending mitigation or founder sign-off. The table below will be populated once the founder
makes an explicit, dated decision to proceed despite an unresolved item, along with the written
justification for doing so.

Risk Justification Acceptance Date Acceptor

None accepted to date  Not applicable, all open risks are still in mitigation ~ Not applicable Not applicable

Open Questions

1. Which two metro areas are being targeted for expansion, since permit timelines, cottage food rules,
and commissary availability differ enough by city that the answer changes the critical path for
launch?

2. Has a food-safety attorney or regulatory consultant confirmed whether the new commissary sites
need only a local retail food permit or full federal food-facility registration, given that the kits
repackage raw meat, dairy, or cut produce?
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3. What is the current entity type, state of formation, and registered agent status, since this needs to
be locked down before the $750,000 pre-seed round can close?

4. Can retention be tracked past week six for the existing 120 Austin households this month, so the

lifetime-value model can move from an assumed constant churn rate to an observed curve before
that assumption is used to justify new-metro spending?
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14. Financial projections

14.1 Setting the Frame for These Numbers

This section tests three ways FreshNest could make money against sixty months of real math,
and picks Formula A, the direct-to-consumer subscription, as the model to build the business
plan around, because it breaks even the fastest, needs the least cash, and produces the
strongest five-year result once the numbers are risk-adjusted for what is proven versus
assumed. Every figure below comes from a month-by-month simulation built in this research session,
not from a rule of thumb. All dollar figures are nominal (not inflation-adjusted) and use the $94 average
order value, the 38 percent contribution margin, and the $13,900 monthly fixed-cost baseline
established for the two-metro expansion, plus the founder-provided pilot facts: 120 paying Austin
households, 68 percent six-week retention, and a $48,792 launch budget.

Exhibit 14.1: The projection standards applied to every scenario in this section.

Standard Requirement

Horizon 5 years

Granularity Monthly (60 periods)

Default scenario Month-1 Break-Even Minimums
Other scenarios Base, Downside, Upside

14.2 Inputs and Assumptions

The model rests on eleven inputs, four of them measured facts from the Austin pilot and the rest
reasoned assumptions that should be checked against real vendor and campaign data within
the first two quarters of expansion. The pilot facts (AQV, retention, contribution margin, launch
budget) come directly from prior research in this project. The growth, cost-scaling, and channel-mix
figures are this analyst's working assumptions, built to be internally consistent with those facts, and
are flagged as such below.

Exhibit 14.2: Inputs feeding the five-year projection, with source and confidence.
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Input Value Default Source Confidence
(Month-1
BE min)?
Average order $94.00 per box Yes Austin pilot fact High
value (AQV)
Weekly 93.8% Yes Derived from 68% six-week  Medium (single
household retention (pilot fact) 6-week cohort)
retention
Monthly 75.72% (24.28% monthly Yes Calculated from weekly Medium
retention churn) retention compounded over
(derived) 4.345 weeks
Contribution 38% ($35.72) Yes Founder cost breakdown High
margin per box
Startup/launch  $48,792 one-time Yes Founder cost breakdown High
cost
Base fixed $13,900 per month (2 new Yes Founder cost breakdown High
operating cost metros)
Blended $54 per household (40% No (Base Assumption, weighted from Low,
customer referral $25, 20% retail $40, only) founder CAC-by-channel unvalidated mix
acquisition cost  40% paid $90) estimates
Wholesale (co-  $70.50 (75% of DTC AQV) No Revenue-model estimate Low, no signed
branded) box pricing yet
price
Wholesale $25.38 (36%) No Assumption: DTC variable Low, not vendor-
contribution cost minus last-mile delivery  confirmed
per box
Add-on attach 35% attach, $12 price, $6 No Revenue-model hypothesis Low, unproven,
rate and assumed cost add to validation
economics plan
Fulfillment ~2,500 households before a No Assumption, tied to Low

capacity per
metro/site

new site is needed

$750,000 pre-seed funding
a second site

Assumption: the $13,900 fixed-cost base is treated as the company's entire incremental monthly
overhead; Austin's own baseline costs are assumed already covered by Austin's existing revenue,
consistent with the founder's cost notes. As the household base grows, this model scales fixed cost
with both new-metro count and a household-based support cost (about $1.20 per household per
month), so fixed cost is not held flat at $13,900 once the business grows past the two-metro base.
This scaling rule is itself an assumption and should be checked against real hiring and facility costs.
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14.3 Month-One Break-Even Minimum Analysis

Formula A needs about 90 subscribing households, Formula C needs about 85 (because the
add-on adds a little extra margin per household), and Formula B needs about 149 wholesale
boxes a week company-wide, before month-one revenue covers month-one cost. These
thresholds become the Default scenario for each formula. Formula A's number matters most in
practice: Austin already has 120 paying households, which sits comfortably above its 90-household
floor before a single new metro household is added.

Exhibit 14.3: Minimum scale needed for revenue to cover cost in the first operating month, by

formula.
Formula Variable Minim  Month Mont Brea Notes
um -1 h-1 k-
value revenu cost even
e ?
A: DTC Active 90 $36,75 $35,5 Yes Austin's existing 120 households already clear
subscript  households 9 98 (+$1,  this floor
ion 160)
C:DTC + Active 85 $36,26 $35,6 Yes Extra $500/month packing-complexity cost is
add-on households 8 02 (+$66  included; without it the threshold would be
upsell (with 35% 6) lower
attach)
B: Co- Boxes sold 149 $45,64 $456  Yes Requires stores to be live and shipping at full
branded per week, 2 11 (+$31  assumed volume from month 1, which the
retail company- ) signed letters of intent do not yet guarantee
wide

Assumption: Formula B's minimum assumes retail shelf placement is already live and generating
volume in month 1. In reality, retail sales cycles from signed letter of intent to shelf placement typically
run several months, so this threshold is a mathematical floor, not an operational plan; the Base case for
Formula B below models the realistic delay instead.

14.4 Comparable Projections By Revenue Formula

Run out over five years, Formula A and Formula C both turn cash-positive from month one and
generate well over $27 million in cumulative net by year five, while Formula B does not turn net-
positive until month ten and produces roughly one-fifth as much value over the same period.
Each candidate was modeled at its own Default (break-even minimum, held flat) and Base (realistic
growth) case. The numbers below are the actual model output, not estimates.

14.4.1 Formula A: Direct-to-consumer subscription

Formula A is cash-flow positive from month one at both its minimum scale and its realistic
growth path, and reaches $27.1 million in cumulative net by year five under the Base case. At the
Default minimum (90 households, no paid growth), the business essentially breaks even every month,
generating only $20,826 in total profit over five years, which confirms this is a subsistence floor, not a
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growth plan. Under Base assumptions (household count growing from Austin's 120 to an estimated
7,000 across an expanding set of metros by year five, funded partly by the pre-seed round), monthly
revenue grows from about $73,000 in month one to roughly $2.86 million by month sixty.

Exhibit 14.4: Formula A five-year performance, Base case (selected months).

Month Active households Monthly revenue Monthly net income Cumulative cash
1 179 $73,214 $10,133 -$38,659

12 (Yr 1) 1,200 $490,116 $150,733 $854,866

24 (Yr 2) 2,500 $1,021,075 $333,468 $3,736,410

36 (Yr 3) 4,000 $1,633,720 $541,591 $8,988,903

48 (Yr 4) 5,500 $2,246,365 $750,323 $16,797,030

60 (Yr 5) 7,000 $2,859,010 $961,858 $27,133,393

Formula A's break-even month is month 1 and its cash needed to reach break-even is $48,792, the
launch budget itself, because Austin's starting base of 120 households already sits above the 90-
household floor.

14.4.2 Formula B: Co-branded retail wholesale

Formula B is the slowest and most expensive of the three candidates to reach break-even,
needing $135,975 in cash and ten months before it turns net-positive, and it produces only $5.4
million in cumulative net by year five even before accounting for the risk that the two letters of
intent do not convert on schedule. The model assumes the first chain goes live with five stores in
month four, a second chain adds five more by month eight, and the store count and per-store volume
ramp gradually to 75 stores moving 25 boxes a week each by year five, a level of retail scale that is
currently unconfirmed by either partner.

Exhibit 14.5: Formula B five-year performance, Base case (selected months).

Month Store count Boxes/store/week  Monthly revenue = Monthly netincome  Cumulative cash

12(Yr1) 20 14 $85,770 $14,477 -$111,104
24 (Yr2) 40 20 $245,058 $71,821 $376,652
36 (Yr3) 55 23 $387,498 $123,099 $1,548,560
48 (Yr4) 65 25 $497,774 $162,799 $3,273,935
60 (Yr5) 75 25 $574,355 $190,368 $5,402,801

The wholesale channel's per-box contribution ($25.38, 36%) is thinner than the direct channel's
($35.72, 38%) because the co-branded box is priced at an assumed 75 percent of the direct AOV to
leave the retailer margin, while ingredient and packaging cost stay similar. The three months of zero-
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revenue burn before the first store goes live, on top of the same $48,792 launch spend, is what pushes
Formula B's cash need well above Formula A's.

14.4.3 Formula C: Direct-to-consumer subscription with add-on upsell

Formula C tracks Formula A almost exactly, since it uses the same household base, but the
optional dessert or snack add-on lifts five-year cumulative net from $27.1 million to $28.9 million,
an improvement of about 3 percent that depends entirely on an attach rate that has never been
tested with a real customer. Because the add-on shares the same fulfillment engine, its break-even
month and cash needed are identical to Formula A's.

Exhibit 14.6: Formula C five-year performance, Base case (selected months).

Month Active households Monthly net income Cumulative cash
12 (Yr 1) 1,200 $161,183 $920,118

24 (Yr2) 2,500 $355,779 $3,995,588

36 (Yr 3) 4,000 $577,589 $9,598,416

48 (Yr 4) 5,500 $800,008 $17,923,162

60 (Yr 5) 7,000 $1,025,229 $28,941,430

Applying a 50 percent confidence discount to the add-on revenue only (to reflect that the 35 percent
attach rate is an unvalidated hypothesis, not a measured result) brings Formula C's five-year
cumulative net down to $28,022,411, still marginally ahead of Formula A but by a much smaller margin
than the raw numbers suggest.

Exhibit 14.7: Five-year cumulative net income by revenue formula, Base case, in millions of
dollars (raw model output, not risk-adjusted).
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5-Year Cumulative Net by Revenue Formula, Base Case ($ millions)

5-year cumulative net, & millions

o2 4 & 8 10 12 14 16 18 20 22 24 26 28 30

Formula A: DTC subscription

Farmula B: Retail wholesale

Farmula C: DTC plus add-on

14.5 Selection Rationale

Formula A wins the head-to-head comparison and is confirmed as the primary revenue formula,
but only after Formula C came close enough to force a real decision: the two are separated by a
3 percent gap in raw five-year value, and that gap depends on an add-on attach rate FreshNest
has never tested, so the proven mechanism gets the primary role. Formula B is ruled out as the
core formula on every criterion: it breaks even latest, needs the most cash, and delivers the least five-
year value, even before its retail-specific risk is priced in.

Exhibit 14.8: Head-to-head comparison of the three candidate formulas, Base case.
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Formu Break- Cash 5-year 5-year cumulative net (risk- Feasibility

la even needed cumulati adjusted)
month  to break ve net
even (raw)

A:DTC 1 $48,792 $27,133,3  $27,133,393 (no discount; High: 120 live paying

subscri 93 mechanism proven in Austin pilot) households, six weeks of real

ption retention data

C:DTC 1 $48,792 $28,941,4  $28,022,411 (50% confidence on Medium: same core

plus 30 unproven 35% attach rate) mechanism as A, plus an

add-on untested upsell and added
packing complexity

B: 10 $135,975 $5,402,80 $2,188,755 (50% confidence on Low: two signed letters of

Retail 1 LOI-to-volume conversion; break- intent, but no confirmed

wholes even pushes to month 13, cash store count, volume, or price

ale need to $174,598)

Ranking by the agreed order (soonest break-even, then lowest cash need, then risk-adjusted five-year
net, then feasibility): Formula A and Formula C tie on the first two criteria. On risk-adjusted five-year
net, Formula C is nominally ahead by about $889,000, less than one month of its own year-five
revenue. On feasibility, Formula A is unambiguously stronger: it is the exact model already running in
Austin with real households, real retention, and a real average order value, while Formula C's edge
exists only on paper until an attach-rate test is run. Recommendation: build the financial plan, the pre-
seed narrative, and the go-to-market motion around Formula A as the primary revenue formula. Treat
the add-on upsell (Formula C's mechanics) as a fast-follow enhancement to layer onto Formula A once
a live attach-rate test replaces the 35 percent assumption with a measured number. Keep pursuing the
two retail letters of intent as a secondary, parallel channel, since Formula B still adds over $5 million in
Base-case value by year five, but do not size the pre-seed use of funds or the break-even story on it.

Exhibit 14.9: Cash needed to reach break-even by formula, Base case, in thousands of dollars.
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Cash Needed to Reach Break-Even by Formula ($ thousands)

cash needed, $ thousands

0 20 40 60 80 100 120 140

Formula A: DTC subscription

Farmula B: Retail wholesale

Farmula C: DTC plus add-on

14.6 Comprehensive Projection (Selected Formula)

Formula A is cash-flow positive in month one under every case modeled, including Downside, so
the $48,792 launch budget is also the full cash need to reach break-even in all four scenarios;
what changes across scenarios is not whether FreshNest survives month one, but how much it
is worth by year five, ranging from essentially flat in Default to $43.4 million in cumulative net in
Upside. All four cases share the same $94 AOV unless stated otherwise, the same $48,792 startup
cost, and the same fixed-cost scaling rule; they differ in weekly retention, blended CAC, AQV, and the
pace of household growth.

14.6.1 Default: Month-1 Break-Even Minimums (60 months)

Held flat at the 90-household minimum with no paid growth spending, FreshNest essentially
breaks even every month and finishes five years with only $20,826 in cumulative profit,
confirming this is a survival floor rather than a business plan. This is the scenario a founder should
picture if new-metro acquisition stalls entirely: the business does not fail, but it also does not grow or
repay the pre-seed round.

Exhibit 14.10: Monthly net income across all four scenarios, selected months.
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Month
;

12 (Yr 1)
24 (Yr 2)
36 (Yr 3)
48 (Yr 4)

60 (Yr 5)

14.6.2 Base Case (60 months)

Default
$1,160
$1,160
$1,160
$1,160
$1,160

$1,160

Base
$10,133
$150,733
$333,468
$541,591
$750,323

$961,858

Downside
$2,582
$58,897
$122,772
$197,181
$269,030

$343,788

Upside
$15,286
$234,360
$516,863
$862,620
$1,209,730

$1,559,541

Growing from Austin's 120 households to an estimated 7,000 across an expanding set of metros

by year five, at current pilot retention and a $54 blended acquisition cost, Base case produces

$27.1 million in cumulative net over five years and never dips below the initial $48,792 in cash.

This is the scenario this section recommends founders plan around, since it uses the pilot's own

measured retention and AQV rather than an improved or degraded assumption.

14.6.3 Downside Case (60 months)

If weekly retention slips to 92 percent, acquisition cost rises to $70 a household, AOV is
discounted to $88, and growth runs at roughly half the Base pace, FreshNest still breaks even in
month one and still needs no more cash than the $48,792 launch budget, but five-year

cumulative net falls to $9.9 million, about a third of the Base result. Downside does not threaten

survival in this model; it mainly compresses the size of the prize.

Exhibit 14.11: Cumulative cash across all four scenarios, selected months.

Month
;

12 (Yr 1)
24 (Yr 2)
36 (Yr 3)
48 (Yr 4)

60 (Yr 5)

Default
-$47,632
-$34,868
-$20,945
-$7,021
$6,903

$20,826

Base
-$38,659
$854,866
$3,736,410
$8,988,903
$16,797,030

$27,133,393

14.6.4 Upside Case (60 months)

Downside
-$46,210
$318,331
$1,409,510
$3,340,338
$6,164,724

$9,866,186

Upside
-$33,506
$1,345,313
$5,808,907
$14,112,209
$26,634,597

$43,350,042

If the one-tap swap and child-tested guarantee lift weekly retention to 95.5 percent, referral-
driven acquisition brings blended CAC down to $45, AOV holds near $97, and growth runs about
40 percent faster than Base, cumulative net reaches $43.4 million by year five, over half again
the Base result, while the cash needed to get there is still just the $48,792 launch budget. Upside
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is not a different plan from Base; it is Base with the primary growth lever (retention) and the secondary
lever (referral-driven CAC) both performing as the revenue model hypothesized they could.

Exhibit 14.12: Five-year cumulative net for Formula A by scenario, in millions of dollars.

5-Year Cumulative Net, Formula A, by Scenario ($ millions)

5-year cumulative net, $ millions
] 5 10 15 0 15 30 15 40 45

Downside

Default (break-even min)

Base

Upside

Assumption and caveat: by year five, Base case implies a net margin of roughly 34 percent on revenue,
well above the 3 to 9 percent net margins typical of full-service and fast-casual food service once
labor, rent, and overhead are counted [3][5]. FreshNest's margin structure is closer to a packaged-
goods subscription than a restaurant, since it carries no dine-in labor or real estate, but a 34 percent
net margin at scale should be treated as optimistic rather than assured. Hypothesis: fixed cost and
marketing spend will need to grow faster than this model assumes as the household base moves well
past the two-metro baseline, and this should be re-tested once twelve months of multi-metro data
exist. The distinction between contribution margin (what is left after ingredients, packaging, and
delivery) and net margin (what is left after every cost including growth spending) matters here:
FreshNest's 38 percent figure is a contribution margin [1][2], not a guaranteed bottom line.

14.6.5 Sensitivity Analysis

Because Base case already starts above the break-even floor (120 households versus a 90-
household minimum), the break-even month and cash need barely move when retention,
acquisition cost, or growth speed change within realistic ranges; only a steep price cut is strong
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enough to delay break-even and raise the cash need. Average order value and the pace of

household growth are the two variables that move the five-year outcome the most.

Exhibit 14.13: Sensitivity of break-even timing, cash needed, and five-year net to key variables,

low and high values against the Base case.

Variable

Weekly retention
Weekly retention
Weekly retention
Blended CAC
Blended CAC
Blended CAC
Average order value
Average order value
Average order value

Household growth
pace

Household growth
pace

Household growth
pace

Test value

90.0% (low)
93.8% (Base)
97.0% (high)
$30 (low)
$54 (Base)
$110 (high)
$80 (low)
$94 (Base)
$110 (high)

0.5x plan, 3,500 by Yr 5
(low)

1.0x plan, 7,000 by Yr 5
(Base)

1.5x plan, 10,500 by Yr 5
(high)

Break-even
month

1

Cash
needed

$48,792
$48,792
$48,792
$48,792
$48,792
$48,792
$49,563
$48,792
$48,792

$48,792

$48,792

$48,792

5-year cumulative
net

$25,824,954
$27,133,393
$28,381,741
$28,432,164
$27,133,393
$24,102,925
$14,879,807
$27,133,393
$41,137,491

$13,206,074

$27,133,393

$41,047,904

Exhibit 14.14: Five-year cumulative net by average order value assumption, in millions of dollars,

the most consequential single variable tested.
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5-Year Cumulative Net by AOV Assumption ($ millions)
45

40 -
154

30 -

5-year cumulative net, 5 millions

580 588 $94 (base)

5110

A 15 percent price cut to $80 (roughly the level needed to compete on price with a discount-focused
rival) is the only tested change that pushes break-even from month one to month two and raises the
cash need from $48,792 to $49,563. Every other variable tested changes the size of the five-year
outcome without threatening the timing of break-even, because Austin's starting household count
already clears the minimum floor before any new growth is added.

14.7 Cash Needs and Break-Even

Under every scenario built for Formula A, the cash needed to reach break-even equals the
$48,792 launch budget itself, since Austin's existing 120 households already sit above the
roughly 90-household floor required for month-one revenue to cover month-one cost. This is a
materially lower funding risk than a typical new meal-kit launch faces, because FreshNest is not
starting a new customer base from zero; it is extending a base that already clears its own break-even
bar.

Exhibit 14.15: Break-even month and cash needed, Formula A, summarized across all four
cases.
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Case Break-even month  Cash needed to break even 5-year cumulative net

Default (break-even minimums) 1 $48,792 $20,826
Base 1 $48,792 $27,133,393
Downside 1 $48,792 $9,866,186
Upside 1 $48,792 $43,350,042

Recommendation: size the pre-seed round's operating runway assumption around the Base case, not
the Upside case, since Upside depends on the retention and referral levers performing exactly as
hypothesized. Recommendation: track actual month-one and month-two cash against this $48,792
figure closely during the first new-metro launch, since the AOV sensitivity result shows that a price cut
of more than about 10 percent is the most likely way this otherwise resilient break-even picture could

slip.

Open Questions

1. Can the Austin retention curve be extended past week six this month, so the 93.8 percent weekly
retention figure (and the 75.7 percent monthly figure derived from it) can be replaced with a real
multi-month curve before it is used in investor materials?

2. What store count, weekly box volume per store, and wholesale price will each of the two
supermarket chains commit to in writing, and by what date, so Formula B's 149-box-per-week
threshold and its months-four and months-eight launch dates in this model can be checked against
real contract terms?

3. Would the founder run a two-to-four-week add-on upsell test with a subset of the 120 Austin
households this month, to replace the 35 percent attach-rate assumption behind Formula C with a
measured number?

4. What would a second commercial kitchen or co-packer relationship actually cost per month at
roughly 2,500 households of volume, so the fixed-cost scaling assumption used to project year-
three-through-five overhead can be checked against a real vendor quote before the $750,000 pre-
seed use-of-funds plan is finalized?

Sources

1. What is a Good Profit Margin? Key Benchmarks to Track | Slash

2. Industry Benchmarks of Gross, Net and Operating Profit ...

3. Profit Margin Benchmarks by Industry (2026)

4. Profit Margins by Industry: 2026 Benchmarks | Holdings

5. Profit Margin Benchmarks by Industry: Complete 2026 Guide for Business Owners
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https://www.slash.com/blog/what-is-a-good-profit-margin
https://www.venasolutions.com/blog/average-profit-margin-by-industry
https://www.themargincalculator.com/margins-by-industry
https://getholdings.com/resources/blog/profit-margins-by-industry-benchmarks
https://www.crestmontcapital.com/blog/profit-margin-benchmarks-by-industry

15. Validation plan

15.1 What is already proven, and what is still assumed

FreshNest has real evidence behind the core concept, but the two-metro expansion rests on
assumptions that have not been tested outside Austin and must be closed before the $750,000
pre-seed raise and the 90-day launch commitment go further. The founder has six weeks of paid-
customer data from Austin: 120 households, 68 percent retention after six weeks, and a $94 average
weekly order value [as stated by the founder]. That is a genuine signal that the product solves a real,
recurring problem for at least one metro's worth of customers. What is not yet proven is whether that
same retention curve holds past six weeks, whether the two supermarket letters of intent turn into
paying channel partnerships in the specific metros FreshNest is entering, whether new customers
outside Austin will pay $94 a week, and whether the child-tested and one-tap swap claims actually
change behavior the way the differentiated-offer research hypothesizes. The validation plan below
closes those gaps in the order that protects the budget and the timeline, cheapest and most decision-
critical items first.

15.2 Extending the retention curve past six weeks is the first gate, because
the pre-seed pitch and the unit economics both depend on it

Every financial projection and lifetime-value figure in this plan currently rests on only six weeks
of Austin data extrapolated forward, so the single highest-priority validation step is to keep
tracking the existing 120 households for another 6 to 10 weeks before treating 68 percent as a
stable number. The risk register already flags this as an open, high-impact risk: household lifetime
value calculations assume a constant weekly churn rate drawn from a six-week window, and if churn
accelerates after week six, both the payback period and the investor pitch built on it break [prior risk
register]. This step costs nothing beyond continuing to run the existing pilot and log the data.

Recommendation: hold off on presenting a lifetime-value figure to investors or using it to size the new-
metro budget until at least 12 weeks of Austin cohort data exist, and rebuild the projection on the
observed curve rather than the constant-rate assumption once that data comes in.

15.3 Confirming the supermarket letters of intent are real, priced, and in
the right metros is the second gate, because the go-to-market plan is built
around them

The two supermarket co-branded partnerships are currently non-binding letters of intent with no
confirmed volume, pricing, or store overlap with the two candidate expansion metros, and the
go-to-market plan treats this channel as the primary one, so this must be confirmed before any
metro-specific spend is committed. Assumption: the go-to-market research assumed the two
partner chains operate stores in at least one of the two new metros, but this has not been confirmed
[prior go-to-market research, flagged as an assumption]. If the retailers' stores are not in the chosen
metros, the "low-cost, high-intent" channel advantage the plan is built on disappears.

Recommendation: this week, get each retail partner to confirm in writing which stores and metros the
co-branded box would launch in, what revenue share or co-pack terms apply, and a realistic timeline
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for shelf or loyalty-app placement. Treat any metro without a confirmed retail partner store as a metro
that must rely on paid acquisition and referral alone, and re-check the acquisition-cost assumptions in
that case.

15.4 Testing the child-tested and one-tap swap claims with real parents
closes the biggest hypothesis in the differentiated offer

The claim that FreshNest's child-tested fallback and one-tap swap are meaningfully better than
competitors' menu-change process has not been directly verified against a competitor's app,
and this should be tested before it becomes the lead message in marketing and on the website.
The differentiated-offer research already labeled this a hypothesis: that competitor apps require more
taps and more browsing to change a weekly recipe than FreshNest's one-tap swap [prior
differentiated-offer research, flagged as a hypothesis]. Validating it is cheap: a hands-on walkthrough
of HelloFresh, Home Chef, Factor, and Blue Apron's swap flow, timed and screenshotted, compared
against FreshNest's own flow.

Recommendation: pair the competitor walkthrough with five to eight short interviews with current
Austin subscribers who have a child at home, asking specifically what happens in their house when a
shipped recipe fails with their kids, and whether they know about or have used the fallback swap. If
most parents do not know the fallback exists, the product or onboarding needs to surface it more
clearly before it can be the headline claim.

15.5 Running a paid pre-sales test in each new metro before building
fulfillment there protects the launch budget

Before committing meaningful dollars to fulfillment setup in either new metro, FreshNest should
run a paid pre-sales or deposit test to confirm that parents outside Austin will actually pay the
$94 average order value, since Austin's customer base may have been reached through founder
relationships that will not repeat in an unfamiliar metro. This mirrors a standard pre-launch
practice: a landing page describing the box, the child-tested promise, and the price, with a small
deposit or first-box prepayment required to join a launch waitlist. A meaningful signup rate at that price
point, before a single fulfillment contract is signed, is stronger evidence than survey interest.

Hypothesis: parents in the two new metros will convert to a paid waitlist at a rate comparable to what
an equivalent Austin campaign would have produced, once adjusted for the smaller pool of founder-
driven trust; this has not been tested and should be added to the validation plan.

Recommendation: cap this test at a small, defined ad and landing-page budget per metro, set a
minimum signup threshold before greenlighting the full fulfillment buildout in that metro, and treat any
metro that misses the threshold as a signal to pause and re-diagnose rather than launch on schedule
regardless.

15.6 Confirming permit and licensing lead times in both metros protects the
90-day timeline

Health department permits, food handler certification, and any foreign-state business
qualification needed in the two new metros are currently unconfirmed, and the risk register
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already flags this as a likely source of a 90-day timeline slip. Recommendation: file all permit and

licensing applications on day one of metro selection, and prioritize commissary or co-packer partners

who already hold current permits in that metro, since starting from a partner with existing licensing

removes weeks from the critical path.

15.7 A capped paid-acquisition test should run before the full marketing
budget is committed to either metro

Because Austin's 120 households were likely reached through low-cost, founder-driven channels
that will not repeat automatically in an unfamiliar metro, FreshNest should run a small, capped

paid social and search test in each new metro to measure real cost per signup before

committing the rest of the under-$50,000 launch budget to that channel mix. This directly tests the

assumption underlying the go-to-market plan's channel comparison, which flagged paid social and

search as "medium to high" cost with category-wide acquisition-cost risk [prior go-to-market

research].

Exhibit 15.1: Validation gates in priority order, with the evidence each gate produces and what

unblocks once it passes.

Or Validation step

de

r

1 Extend Austin retention
tracking past week six

2 Confirm supermarket LOI
terms and store overlap with
target metros

3 Competitor swap-flow
walkthrough and parent
interviews on child-tested
fallback

4 Paid pre-sales or deposit test
in each new metro

5 Confirm permit and licensing

lead time for both metros

6 Capped paid-acquisition test
per metro

Evidence gate (pass
condition)

12 to 16 weeks of cohort
retention data collected and
reviewed

Written confirmation of stores,
metros, pricing, and revenue
share from both retailers

Documented tap counts across
four competitors; 5 to 8 parent
interviews completed

Minimum signup threshold
reached at the $94 price point
before fulfillment spend

Written permit timeline and
commissary partner licensing
status confirmed

Actual cost per signup
measured against the budget's
assumed acquisition cost

Prima

owner

Found
er

Found
er

Found
er

Found
er

Found
er

Found
er

Blocks until passed

Lifetime-value figures in
investor materials and budget
sizing

Co-branded channel as the
primary go-to-market motion

Using the child-tested and
one-tap swap claim as the
lead marketing message

Committing fulfillment
buildout dollars in that metro

Scheduling first deliveries
against the 90-day date

Scaling the paid social and
search budget beyond the
initial cap

Exhibit 15.2: What is confirmed today versus what each gate is meant to replace with real

evidence.
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Assumption currently in use Source of the assumption What the matching gate replaces it

with
68 percent retention holds indefinitely at =~ Six weeks of Austin pilot Observed 12 to 16 week retention curve
a constant weekly rate data (Gate 1)
Both supermarket chains have stores in ~ Go-to-market plan Written store list and terms from each
the two new metros assumption, unconfirmed retailer (Gate 2)
FreshNest's swap flow is meaningfully Differentiated-offer Timed competitor walkthrough and
faster than competitors' hypothesis, unconfirmed parent interview data (Gate 3)
New-metro customers will pay $94 like Extrapolation from Austin Paid pre-sales signup rate at that price
Austin customers did pilot (Gate 4)

Only after Gates 1 and 2 pass should the founder present updated lifetime-value and channel figures to
pre-seed investors, since both numbers currently in circulation are extrapolations rather than confirmed
results.

Open Questions

1. Can you pull the exact number of stores each of the two supermarket chains operates in the two
metros you are considering for expansion, and get written confirmation of pricing or revenue-share
terms this week?

2. Which two metros are you actually choosing, so permit and licensing timelines and pre-sales
landing pages can be built for the real target cities rather than placeholders?

3. Are you willing to hold new-metro fulfillment spending until each metro clears a minimum pre-sales
signup threshold, and if so, what threshold would you consider a real go signal versus a weak one?

4. Can you commit to logging Austin cohort retention weekly through at least week twelve, and share
that data before finalizing the lifetime-value figure used in investor materials?
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Conclusions and next steps

Overall verdict: FreshNest's Austin pilot provides genuine evidence of product-market fit for a narrow,
well-defined customer, but the two-metro expansion as currently scoped is proceeding on several

unverified assumptions that should be resolved before capital and the 90-day clock are fully
committed.

Recommended next actions:

1. Extend Austin cohort retention tracking to at least 12 weeks before using lifetime-value figures in
investor materials or new-metro budget decisions.

2. Obtain written confirmation from both supermarket partners on store locations in the target metros,
pricing, and revenue share before building the go-to-market plan around that channel.

3. Run a capped, paid pre-sales or deposit test in each candidate metro to confirm parents will pay
near the $94 price point before committing fulfillment dollars.

4. File all permit, licensing, and sales-tax registration applications in the two target metros immediately
upon metro selection, and get written classification guidance on facility type from regulatory
counsel.

5. Document the child-tested recipe testing protocol in writing and benchmark the one-tap swap
against competitor apps directly, before using either claim as the lead marketing message.

FreshNest - Sample Page 103 of 104
This document is a starting point built from your research. It is not legal, tax, or financial advice. Consult a qualified professional before acting on it.



Important notice

This report was prepared with LaunchValid to support your own validation and decision-making. It is
informational only and is not legal, tax, financial, or investment advice. Verify facts and consult qualified
professionals before making decisions.

Confidential, prepared for FreshNest sample owner.
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