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OSCAR is the Al agent that shows brands how
culturally intelligent they are - and what to do about it.
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INTRODUCTION

Ready meals are no longer simply the dinner of last resort.

From premium frozen dishes to nutritionally complete formats, the
category now reflects bigger tensions around time, care, health and
domestic effort. This ranking identifies the ten brands responding
most intelligently: through distinctive behaviour, culturally relevant
ideas and creative potential that reaches beyond product claims.

The figures shown are each brand's standard OSCAR Cultural
Intelligence score, assessing Brand Behaviour, Cultural Traction,
Category Distinctiveness, Creative Bravery and Enduring Impact;
they are not campaign-specific or influencer-marketing scores. COOK
leads by making convenience feel generous and human, while Huel's
uncompromising efficiency gives the category something useful to
argue about.
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THE RANKING 1-3 of 10

NO. 1
/100
CULTURALLY
STRONG

COOK has put humanity into the freezer, combining specialist retail, home-style cues and credible social
commitments to make ready meals feel generous rather than merely efficient. Its responsible business
practices, community contribution and employment opportunities give its warmth real substance, while
timely relevance comes from easing the pressures of feeding, hosting and family life. Yet affection among
families and time-pressed customers has not quite become broad cultural traction. COOK's opportunity

is to champion "care without the performance": challenging the notion that generosity must be laborious,
reclaiming the freezer from food snobbery and speaking more candidly about invisible domestic labour. Less
culinary martyrdom, more meaningful time together.

Read the OSCAR snhapshot

NO. 2
/100
CULTURALLY
STRONG

Huel earns its place among culturally intelligent ready-meal brands by making efficient eating both
distinctive and debatable. Its direct-to-consumer roots, disciplined monochrome identity and bluntly utilitarian
proposition have turned nutritionally complete food into recognisable personal infrastructure for pressured
lives. Crucially, the brand attracts advocacy, scepticism and ridicule-proof that it inspires something more
useful than indifference. Yet its communications often play safer than its founding idea, explaining ingredients
and convenience rather than dramatising the tensions of modern food culture. Huel's opportunity is to
champion nutrition for real life: not replacing meals worth savouring, but rescuing people from those
occasions when lunch becomes another administrative burden.

Read the OSCAR snapshot

. 3

Mindful Chef 56

/100

CULTURALLY
ACTIVE

Mindful Chef earns its place among culturally intelligent ready-meal brands by stretching a coherent
healthy-eating proposition from recipe boxes into prepared meals, with considered sourcing and practical
convenience built in. It is well attuned to Britain's appetite for protein-conscious, ingredient-scrutinised food
that does not consume the evening. Yet it remains more culturally relevant than culturally distinctive: polished
bowls and nutritional reassurance are plentiful currency in this category. Its sharper opportunity is to reject
wellness theatre and become the ally that removes judgement, guilt and food admin from eating well.
"Healthy Without the Headwork" could turn service credibility into a genuinely ownable cultural stance.

Mindful Chef

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/e6b2b598-125e-433a-9063-86ce587b3c19
https://oscar.seven-communications.com/reports/5421fc05-043f-4548-a25b-7faf48588157
https://oscar.seven-communications.com/reports/9735c7a4-8769-4840-9002-6963ed5f211d

THE RANKING 4-6 of 10

FieldGoods 54

FieldGoods earns its place by treating the freezer not as culinary purgatory, but as a tool for better modern
living. Its appetising offer, energetic identity and emphasis on provenance make convenience feel considered
rather than compromised, while its connection between farming, preservation and household waste provides
fertile ground for partnerships and earned storytelling. The brand's challenge is to turn this timely proposition
into genuine cultural traction. Premium ingredients and handsome packaging are fast becoming category
wallpaper. By championing 'care, kept ready' and challenging the snobbery that equates effort with love,
FieldGoods could make frozen food not merely desirable, but quietly intelligent.

FIELPGOODS @

Read the OSCAR snhapshot

STOCKED 54

STOCKED earns attention through a frozen format built for real life: modular blocks that flex around appetite,
circumstance and the increasingly unmatching schedules of modern households. Visually unusual, easy to
demonstrate and inherently customisable, the system gives the brand stronger memory structure than the
category's familiar parade of trays and pouches. Its playful disruption also speaks credibly to time poverty,
solo eating, household budgets and food waste. Yet the blocks currently carry more meaning than the brand
around them. To build genuine cultural traction, STOCKED must turn useful flexibility into shared language,
rituals and stories - making the freezer a symbol of freedom, not forgotten peas.

< Trustpilot

Read the OSCAR snapshot

The Gym Kitchen
ol

The Gym Kitchen earns its place by translating high-protein, everyday-fitness culture into an accessible
supermarket proposition, supported by an authentic founder story and community-minded approach. Its
THE GYM direct name, energetic presentation and inclusive take on nutrition make performance food feel less like the
K{TCUI'IEN preserve of bodybuilding purists. Yet the brand currently benefits from the protein conversation more than

it shapes it: macros, convenience and disciplined progress are increasingly easy for competitors to copy.
Its next opportunity is to challenge wellness culture's joyless perfectionism and redefine strength around
ordinary life, resilience and capability. Protein need not feel like a spreadsheet in a tray.

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/f0472fe1-401a-4699-baae-557433d3665a
https://oscar.seven-communications.com/reports/867a5dd8-f4eb-45d5-ad4f-ac1fdc471c76
https://oscar.seven-communications.com/reports/f908eeb4-3989-4b3e-ba72-157c3412a2c2

THE RANKING 7-9 of 10

Charlie Bigham's 50

Charlie Bigham's earns its place by recasting the ready meal as a sociable indulgence rather than a
solitary compromise. Its founder-led identity, generous visual language, wooden trays and meals for two
bring unusual humanity and coherence to a category prone to plastic and borrowed restaurant cues. Yet its
strongest distinction remains physical, not ideological: it is more recognisable in the fridge than influential in
the national imagination. The opportunity is to champion the properly shared night in, using a warmer, more
opinionated voice to challenge convenience guilt and joyless domestic perfection. The tray is distinctive; now
the worldview needs to be just as difficult to discard.

Charlie Bighams

Read the OSCAR snhapshot

NO. 8
Foodhak
43

FOODHAK brings an unusually coherent idea to ready meals, translating Ayurvedic-inspired nourishment
into convenient, plant-based formats for modern life. Its collision of inherited wisdom and contemporary
optimisation gives it greater cultural potential than the category's familiar blend of protein, plants and
premium packaging. Crucially, the brand could offer relief from wellness as unpaid administration, making
care feel practical rather than punitive. Yet it remains more culturally promising than culturally embedded, with
limited evidence that its ideas have travelled beyond specialist wellness audiences. To become a genuine
cultural force, FOODHAK must make its principles transparent, its food sensorially irresistible and its creative
world less meditative beige, more vivid humanity.

Read the OSCAR snapshot

NO. 9
byRuby
46

byRuby earns attention in this ranking by bringing female-founded culinary authority, premium lifestyle cues
and an editorially attractive identity to a category still shedding its compromise-laden past. Its chef-led
approach makes frozen food feel considered rather than apologetic, neatly matching modern pressures
around time, waste and fragmented household routines. Yet tastefulness risks becoming category wallpaper:
quality ingredients, domestic warmth and polished food photography are now premium ready-meal
conventions, not cultural claims. byRuby's sharper opportunity is to champion the freezer as an instrument
of foresight and care, taking on scratch-cooking guilt with wit - because nobody gets a medal for chopping
onions while exhausted.

Read the OSCAR snapshot
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https://oscar.seven-communications.com/reports/7d379d06-2fd3-4290-b595-5711677019c7
https://oscar.seven-communications.com/reports/209df590-3473-46fa-8cb4-c610446d6429
https://oscar.seven-communications.com/reports/9b9d6989-13e0-48e4-abed-5014d315eb20

THE RANKING 10-10 of 10

Prep Kitchen 46

Prep Kitchen brings credible cultural traction within fithess and performance communities, turning goal-led

nutrition into useful infrastructure for busy lives. Its proposition is clear and timely: meals, macros and

Prep Kitchen plans that ease the pressure of eating well when discipline is in short supply. Yet the brand's cultural
intelligence remains more concentrated than expansive. Familiar optimisation codes and polished aspiration

risk blending into a crowded category. Its sharper opportunity is to redefine performance around everyday

resilience - missed workouts, overrun meetings, parenthood and imperfect weeks - with greater humanity,

humour and candour. In short, less wellness administration, more relief when life inevitably ignores the plan.

Read the OSCAR snhapshot
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https://oscar.seven-communications.com/reports/9a223ff7-d1fe-430d-8506-9348079bd747

THE FINAL WORD

The ranking reveals a category rich in relevance but still short of genuine
cultural leadership. COOK and Huel lead because their operating ideas
extend beyond the meal itself: one reframes frozen food as care, the other
makes efficient nutrition unmistakably distinctive. Further down, FieldGoods
and STOCKED bring welcome invention to the freezer, while Mindful Chef,

The Gym Kitchen and Prep Kitchen tap into contemporary health pressures
without yet owning the conversation. Across the list, the opportunity is
strikingly consistent. These brands must stop treating convenience as an
apology and start expressing a sharper belief about modern life. Better
ingredients earn purchase; memorable cultural ideas earn influence.

How OSCAR scores Cultural Intelligence

Each masterbrand is assessed across Brand Behaviour, Cultural Traction, Category Distinctiveness, Creative Bravery and
Enduring Impact. Each dimension contributes up to 20 points to the overall score. The list theme determines which brands
are considered and how the editorial story is framed; the ranking uses OSCAR's standard Cultural Intelligence score.

Turn your score into a plan with Seven Communications.
380”‘) Start with the evidence, then decide what your brand should do next.
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Talk to Seven Run an OSCAR analysis
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