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Elite nutrition, bottled.
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Huel

How a UK brand turned meal replacement into a global
business.
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01 - THE STORY

HOW HUEL GOT HERE.

Huel was founded in 2015 by Julian Hearn, a UK entrepreneur who had previously built
and sold a discount-code site. The original product was a powdered meal replacement.

The opportunity was not a better Soylent but a nutritionally complete everyday meal for
people who ran out of time. Huel was pitched as the pragmatic answer to the question
every busy professional asks around 2:30pm.

The brand grew without a retail footprint for most of its first decade. Direct-to-
consumer, subscription-led, content-marketing heavy. Nearly every growth channel was
earned or owned until scale justified paid expansion.

In March 2026, Danone acquired Huel for a reported €1 billion (£865 million), roughly

double the company's December 2022 valuation. Founder Julian Hearn reportedly
netted around £400 million at exit.

"Utility outlasts aspiration."
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02 - THE TIMELINE

KEY MILESTONES.

A GRWTH MODE BRAND BREAKDOWN - 2026

o [ ® ® L [
2015 2017 2018 2021 2024 2026

Julian Hearn launches Huel in the
UK

Format expansion beyond
powder

Beachhead in direct-to-

consumer

New category inside meal
replacement

70% of UK supermarkets stocked

Every milestone above is a compounding bet. The brands that last are the ones where each phase sets up the next. Huel is a case

study in sequencing.

GRWTH MODE

HUEL -

BRAND GROWTH BREAKDOWN

Acquired by Danone

Reported €1B, ~£400M founder
payout
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03 - BY THE NUMBERS

THE GROWTH IN NUMBERS.

€1B $335M 4M+ 100+

Danone acquisition value (2026) Revenue TTM July 2025 Customers globally Countries reached

25K+ 22% 50% 30%

Physical retail locations YoY revenue growth 2024-25 UK share of revenue US share of revenue

Figures drawn from public reporting.
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04 - GROWTH TRAJECTORY

REVENUE TRAJECTORY (USD)
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2019 2020 2021 2022 2023 2024 2025
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The curve matters more than any single number. The shape tells the strategic story: where the brand accelerated, where it compounded, and where the next
investment moment sat.
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05 - ICP ANALYSIS

WHO ACTUALLY BUYS.

The Huel buyer is a professional, usually 25-45, who missed breakfast three times this
week and skipped lunch at least once. The product sells as a solution to behaviour, not
as a lifestyle upgrade.

Huel is bought by people who do not want to think about food. That preference removes
the brand from diet culture comparisons and puts it next to convenience-store choices
in the customer's head.

OPERATOR PROFILE

Aged 25-44, majority male in the UK and US, skews urban and professional. High time
pressure, mid-to-high income, usually single or without kids at home. Motivated by
convenience and consistency more than performance.

WHAT THEY WANT WHAT THEY FEAR
- To stop thinking about what to eat at work X Being judged for drinking a powder at the
desk
= A nutritionally complete option that is not a
compromise X Buying something that goes off before
they use it
- Predictable, shippable food with honest
nutrition labels X Subscribing into a plan that is hard to
manage
- A subscription that can be paused without
a phone call X Weight-loss framing they did not sign up
for
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06 - AUDIENCE SPLIT

THE AUDIENCE, SPLIT.

25-34 38%
35-44 - 29%
18-24 ] 18%
45+ . 15%

Huel skews slightly older than its gym-adjacent competitors. The 35-44 segment is the most valuable and most retained. That
demographic justifies higher AOVs and longer subscription windows.
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07 - BRAND POSITIONING

"The nutritionally complete meal that
happens when the other options fail."

That positioning forces everything below it to be rigorous. The ingredient list is visible. The nutritional breakdown is the product page.

Huel sits in a category it effectively created in the UK. It is not a diet product. It is not a shake. It is a complete meal in a format the customer can carry.

Practical Transparent

Formulation is the hero. Ingredient panels are the creative.

Complete

Nutritionally complete meals, not supplements. Designed for the day you actually have, not the day you

planned.

GRWTH MODE HUEL - BRAND GROWTH BREAKDOWN 09 /] 16



GRWTH MODE

08 - COMPETITOR COMPARISON

HOW THEY DIFFER.

Category

Target

Tone

Retention

Distribution

GRWTH MODE

Complete meal

Busy professional

Engineering

Subscription-first

D2C + 25K retail

Shake or bar

Gym-goer

Wellness

Transactional

Mostly retail

HUEL -

BRAND GROWTH BREAKDOWN

A GRWTH MODE BRAND BREAKDOWN .- 2026
WHAT MAKES THEM DIFFERENT
- N 7 ™~
Nutritional completeness as a category Subscription economics applied to a
of one. food, not a supplement.
N N
UK foothold then global expansion A product-led growth loop, not an
without diluting the brand. influencer-led one.
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09 - CONTENT STRATEGY

SYSTEM.

cases.

marker.

WHAT WORKS

4+ Macronutrient breakdowns as visual
content

4 Professional UGC in real settings

4 Hot & Savoury recipe variations from
customers

4+ Longform YouTube reviews and explainers

4 Email with product updates, not just
promos

GRWTH MODE HUEL - BRAND GROWTH BREAKDOWN

PLATFORMS & CONTENT

Huel's content strategy is unusual for the DTC era. The brand's most-viewed content is
not a creator skit. It is an engineering-style explainer about macros and real-world use

On social the brand leans on user-generated content more than scripted posts. The
brand reshares with minor editorial framing. That turns a commodity into an identity

WHAT DOESN'T

% Lifestyle aspirational shots detached from
use

% Celebrity-only endorsements
% Weight-loss positioning
% Generic discount-code creator campaigns

% Diet culture framing
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10 - CONTENT PILLARS

PILLARS & PLATFORMS.

CONTENT PILLARS PLATFORMS
Nutrition Use cases YOUTUBE INSTAGRAM
Visible formulation Office, travel, home e UEE remssts o [Eumeies
Recipes Progress EMAIL TIKTOK
Community variations Real customers, not models el HEdeies By inliedie e
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11 - FUNNEL & GROWTH

HOW THEY ACQUIRE
CUSTOMERS.

01 02 03 04

AWARENESS INTEREST CONSIDERATION PURCHASE

Search + UGC + YouTube explainers Product pages that read like technical Starter bundles + free shaker Subscribe-and-save default
docs

Huel treats the product page as the primary creative asset. That shifts the acquisition game from 'convince' to 'qualify.' The customers who buy are pre-
sorted into likely subscribers.
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12 - RETENTION

HOW THEY KEEP
. CUSTOMERS.

Retention at Huel is product-led. Customers stay because the product fits a behaviour
they want to keep. The subscribe-and-save system reinforces that without relying on
heavy save flows.

Flexibility is the second layer. Swap, skip, or pause a delivery inside the account. That
choice reduces the emotional cost of remaining subscribed.

Spotting Huel on a supermarket shelf while travelling is a quiet proof of legitimacy.
H&E_ — Customers renew partly because the brand feels ubiquitous, not just direct.
R T —
& 2 a8 A
“.\ KEY RETENTION METRIC
_ 4M+ customers across 100+ countries
. .

Multi-year retention driven by product flexibility, subscription pause mechanics, and
- a product that fits a lifestyle rather than a diet phase.
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13 - KEY LESSONS

TAKEAWAYS YOU CAN APPLY
TODAY.

01

03

05

07

GRWTH MODE HUEL -

Build a category, not a product.
Huel did not sell a meal replacement. It invented the 'complete meal' frame that allowed
the entire business to grow.

Boring pages convert.

Honest ingredient panels convert the customers you want. Stylised marketing attracts
churners.

International is a product decision.
Huel exported to 100+ countries because the product works the same everywhere.

Exit multiples track retention.
Danone did not buy a pretty brand. It bought predictable subscriber behaviour.

02

04

06

BRAND GROWTH BREAKDOWN

A GRWTH MODE BRAND BREAKDOWN - 2026

Subscription is a product strategy.
If customers do not want to subscribe, the product has failed. Fix the product.

Retail validates. DTC builds.

Use retail to tell the brand story after DTC has already made the customer care.

Utility compounds.
A product that fits the day the customer actually has will outlast a product that fits the
life they wish they had.
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THE NEXT MOVE

WANT US TOBUILD THIS FOR YOUR
BRAND?

“wost roruLan
The Creator Brand Growth Playbook Custom Growth Blueprint

10 chapters. 30 hooks. 70 subject lines. 14 templates. Everything you need to build a A complete growth strategy built specifically for your brand. Your ICP, content, funnel,
brand that converts. email, ads, and a 90-day action plan.
INSTANT DELIVERY - ONE-TIME PAYMENT ONE-TIME PAYMENT - 5-7 DAY DELIVERY
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https://buy.stripe.com/00wcN580200U3R45b3bII0f
https://buy.stripe.com/4gMaEXfsu7tmcnAcDvbII0e

