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Whipstitch Capital – A Bank Solely Focused on the Healthy Living 
Market

• Participate in over 15 food and healthy/active living industry events/year

• Industry Leadership: Oversee events such as all day financing seminars, networking 
events and oversee an online investor group

• Burgmaier & McCoy have led over 40 completed transactions over the past six years

• Visit us at www.whipstitchcapital.com

Whipstitch [hwip-stitch]
Noun. The stitch that passes over an edge, in joining, finishing, or gathering.

• Launched by Industry Banking Veterans Nick 
McCoy and Michael Burgmaier in October 
2015 

• Focused exclusively on innovative consumer 
companies

• Financial Advisory on M&A and institutional 
private placements
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 All we do is consumer; 
90%+ food, beverage 
and supplements

 We know how to talk 
about your company 
and sell it – no learning 
curve

Whipstitch Differentiation: A Focused, Experienced Partner

Focus You Get the Top Experience

 Over twenty years of 
investment banking 
experience

 Top-quality materials

 High-touch, high-
quality process

 We don’t hand off to 
junior staff and go 
away – we work with 
you on materials, make 
calls and make the deal 
happen

 100% Credibility with 
investors and acquirers

We Are Not the Typical Banker, Nor Do We Want to Be

Won’t Tell You What You Want to Hear; We Tell You the Truth

Our M.O.: Under-promise and Over-Deliver – Ask Our Former Clients…
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Unstoppable Growth in Natural, Organic and Healthy (No Longer 
a Trend – Just Reality)

• Growth in the natural, organic and healthy living CPG market is unstoppable
• Consumers demanding healthier products that deliver nutrition and functionality, provide 

fewer calories, contain clean labels, use minimal ingredients and that are GMO-free 
• Consumer demand for organically produced goods continues to show double-digit growth 

and expected to grow 14% per year through 20181

• Organic products are now available in nearly 20,000 natural food stores and nearly three 
out of four conventional grocery stores2

• Organic sales account for over four percent of total U.S. food sales2

1. Food Navigator 2. USDA, Kantar Retail IQ
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The Capital Markets in the Healthy & Active-Living Consumer 
Segments Continues to be Strong

• Exits
– Large strategics feeling the pain more than ever and recognizing the need to act
– Strategics willing to invest in or acquire smaller-sized opportunities 
– Strategics active with making investments – sometimes not disclosed

• Valuation Drivers Behind Capital Market Success Remain Consistent
– What matters the most: Sell-through, gross margins and brand extensibility

• Exit and private placement markets 
for health and wellness continue to 
gain strength

• Investment capital continues to 
abound, yet never easy to secure

– Capital available at all stages 
– Many types of capital available: 

Angels; Family Offices; Silicon Valley; 
VC/PE; corporate venture capital

– New funds consistently appearing –
attempting to “fill the capital holes”

– PE continues to look for platform 
deals (e.g. Skinny Pop)

Nutrition, health and wellness industry sees 
record upswing in transactions in 2015
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Recent Food & Beverage M&A Highlights

Acquirer Target Date

Oct 2015

Sep 2015

Sep 2015

Nov 2015

Nov 2015

Oct 2015

Sep 2015

Sep 2015

Aug 2015

June 2015

May 2015

May 2015

Nov 2015

Jan 2016

Dec 2015

Jan 2016

Dec 2015

Dec 2015

Feb 2016

Acquirer Target DateAcquirer Target Date
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Recent Food and Beverage Private Placements

Oct 2015

July 2015

June 2015

Sept 2015

June 2015Angel 
Investors

Dec 2015

Dec 2015Undisclosed Aug 2015

Oct 2015

Nov 2015

Jan 2016

Jan 2016

Nov 2015

Nov 2015

Oct 2015

Feb 2016

Investor Target Date

Feb 2016

Mar 2016

Mar 2016

Mar 2016

Feb 2016Single 
Investor

Jan 2016Undisclosed

Jan 2016

Jan 2016

May 2015

July 2015

July 2015

Investor Target Date Investor Target Date
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“This Goes to 11”: Whipstitch’s Top Healthy Living Trends

1. Listen to What the (Millennial) Flower People Say – The Seismic 
Shift in What and How We Consume 

2. The Hurt is On: The Slow, Long-Term Decline of Legacy Brands

3. Large CPG’s React: Invest, Acquire, Incubate & Reformulate

4. The Sugar Problem; Alternatives & Low-Sugar Leaders 
Emerge 

5. Food Delivery Grows, Raises Lots of Cash; Traffic Jams Ahead?

6. Clean Labels: Reading, Comprehension and Words Matter

7. The Gut Instinct is Real: Probiotics, the Microbiome and Health

8. Cool the Flames: Fighting Inflammation with Food

9. Let’s Process This…A Natural Way

10. Dropping the Diet and Changing the Lifestyle

11. The Long Tail of Food Arrives – Get What You Want, When You 
Want It
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1. Listen to What the (Millennial) Flower People Say – The 
Seismic Shift in What and How We Consume 

• Consumer preferences are driving a sea change in the packaged food industry towards 
healthier better for you options 

• “For consumers today, packaged goods conjure up the image of foods stripped of their 
nutrition and loaded with sugar” - NYT, 11/15

• 42 percent of millennial consumers, ages 20 to 37, don’t trust large food companies, 
compared with 18 percent of non-millennial consumers who feel that way – Mintel 

61%

48%

47%

46%

Larger 
Snacks

Indulgent 
Snacks

Snacking When 
Bored

Snacking as a 
Reward

Less Often

How Snacking Behavior Has Changed Over 
the Past 5 Years1

64%

61%

53%

28%

Fresh Fruits & 
Vegetables

More Often

Healthier 
Choices

Smaller Snacks

Exploring New 
Foods & Beverages

Strong Growth in Desire for Fresh / 
Less Processed Foods1

19%
17%

13%
11%

28%
26% 25% 25%

That are
minimally
processed

That contain
only ingredients

I recognize

That are locally
grown or
produced

With the
shortest list of

ingredients

2007 2013

Shopping behavior – I look for foods and beverages…
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2. The Hurt is On: The Slow, Long-Term Decline of Legacy
Brands

• The top 25 US Food and Beverage Companies have lost $18 billion in 
market share since 2009 and $4 billion last year alone1

• Small and emerging brands are stealing market share because they 
are winning at innovation, have appealing brands, are social media 
savvy, and have a better awareness and ability to take advantage of 
market opportunities2

• Big food manufacturers are also sitting on outdated assets optimized 
to produce a small number of products at huge volumes, at a time 
when consumers are shunning ‘mass produced’ goods in favor of 
personalized, artisanal and local products2

“We understand that 
increasing numbers of 
consumers are seeking 
authentic, genuine 
food experiences, and 
we know that they are 
skeptical of the ability 
of large, long-
established food 
companies to deliver 
them.”

1. Fortune 2. Food Navigator 3. Business Inside 12/15; 4. New York Times

5%

Former “Staple” Categories in Free Fall?

Percent category per capita decline from 2009 
to 20143, 4

25% 45% Denise Morrison 
– Campbell Soup 

CEOCEREAL SODA ORANGE JUICE
• Gluten?
• Sugar?

• Mostly 
replaced 
by water

• Sugar?
• Sense of 

“not fresh?”
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3. Large CPG’s React: Invest, Acquire, Incubate & Reformulate

Acquisitions/ 
Investments

Incubators/ 
Internal VC Reformulation

Announced formation 
of Acre Venture 
Partners, a $125mm 
fund - 2/16

10/15 – shift from 
building to investing in 
brands 

• Yoplait original cuts sugar by 25% -
2/15

• Commits to eliminating artificial 
flavors and colors in cereal – 6/15

• Cheerios go GMO free – 1/14

• New product development 
requirements for Americas Simple 
Meals and Beverages division: no 
more artificial flavors or colors; no 
added preservatives and no MSG

• Smaller cans introduced in 2015
• Coca Cola Life sweetened with 

stevia rolled out in US 
Investor in First 
Beverage Ventures
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4. The Sugar Problem; Alternatives & Low-Sugar Leaders 
Emerge

Sugar…Really Not So Good for Us
• One in 10 people get a 25% or more of 

their calories from added sugar1

• The FDA now recommends that people 
limit added sugar to no more than 10% of 
daily calories 

• Research suggests a high-sugar diet may 
have metabolic effects, separate from 
weight gain, that promote chronic disease 
by causing inflammation, insulin resistance 
and hypertension

1. Harvard Health Publications; New York Times

KIND To reduce added sugar across 
Fruit & Nut line

Nestle commits to reducing children’s 
breakfast cereal to 9g or less

Unilever developing lower-sugar Lipton 
teas with sugar alternatives

PepsiCo pledges to reduce added sugar 
by 25% by 2020

The Solution Begins Trends
Less sugar and sugar alternatives like stevia 
and monk fruit continue to grow in popularity

Low-Sugar Leaders Emerge

0%
5%

10%
15%
20%
25%
30%
35%

1997 2000 2003 2006 2009 2012 Jan -
Sep
2015

Prevalence of adult obesity and 
diagnosed diabetes in the United States1

Obesity Diabetes
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5. Food Delivery Grows, Raises Lots of Cash; Traffic Jams
Ahead?

• One source counts 88 companies in the US offering some form of e-food delivery - either 
meal kits, meal delivery, food e-commerce, online grocery shopping, or online1

• Expect consolidation in 2016 and beyond as winning and losing delivery models emerge
• But the growth is real: Average annual growth of online CPG spending has topped 15% 

since 2010. Between 2013 and the end of 2018, the Internet will account for about 50% 
of industry growth, or $28bn2
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Record Funding for On-
Demand Food Tech in 

2015 ($bn)4

152%

1. Rosenheim Advisors 2. Food Navigator 3. AgFunder 4. CB Insights
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6. Clean Labels: Reading, Comprehension and Words Matter 

Consumers demanding more from labels
• Consumers looking for “clean and clear 

labeling” and “free-from” foods 
• Desire for minimal ingredients; “real food”, 

simplicity, fewer/no artificial additives
• Want transparency with GMOs and added sugar

Nutrition Facts Overhaul (2015 FDA Proposal)
• Serving sizes to more accurately reflect what 

people actually consume in a “serving”
• Calories/serving increased prominence
• “Added Sugars” new to the label

1. Abel Uribe / Chicago Tribune; 2. Packaged Facts

GMOs in Focus: US retail sales 
of non-GMO foods and 
beverages projected to 
increase at nearly a 13% 
CAGR in the next five years; 
could represent 30% of the 
market with a value of $264bn 
in 20172

• Mars to remove artificial colors across 
portfolio over the next five years1

“Our consumers are the boss, and we 
hear them. If it’s the right thing to do 
for them, it’s the right thing to do for 
Mars.”

- Grant F. Reid, president and chief 
executive officer of Mars, Inc.

• Kraft: Iconic Macaroni & Cheese will no 
longer contain synthetic colors1

• General Mills: Trix cereal will no longer 
be made with artificial colors and will 
instead use natural ingredients1Old & New from Pillsbury

• Pillsbury's new baking 
mix line, Purely 
Simple, contains no 
artificial colors, 
preservatives or 
added flavors 

• The ingredients listed 
on the label of an 
existing type of 
Pillsbury cake mix  is 
much longer1

New “Purely 
Simple” Brand 

Older 
“Legacy Brand”

Big Food Listens and Begins to Act
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7. The Gut Instinct is Real: Probiotics, the Microbiome and
Health

Probiotics Go Mainstream and Global
• Probiotic foods in the U.S. were a nearly $7 

billion industry in 2013 and projected to 
jump to nearly $10 billion by 20181

• The probiotics supplements market ($1.2 
billion in 2013) expected to almost double 
in size by 20181

• The global probiotics market is poised to 
grow to $96 billion by 20201

• Kombucha market predicted to grow 
25%/year through 20202

Gut Health: Key to Overall Health?
• 70 percent of the body’s innate 

immunity is residing in the gut

Leading Brands and Products

1. Transparency Market Research in Food Business News; 2. MarketsandMarkets in Food Navigator 

• Probiotics believed to 
increase the lifespan of cells 
that line the intestinal wall, 
related to improving the 
function and protective 
responses of the intestinal 
lining, including inflammation 
issues within the GI tract
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8. Cool the Flames: Fighting Inflammation with Food

• Research has shown that chronic inflammation has been linked to cancer, heart disease, 
diabetes, arthritis, depression, and Alzheimers1

• But inflammation now recognized as manageable through diet and lifestyle modifications
• As more consumers searching for ways to proactively improve health, look for continued 

growth in anti-inflammatory related products2

• Consumers recognizing the importance of foods with anti-inflammatory properties

1. Harvard Health Publications Harvard Medical School 2. SPINS

Foods That Can Light it Up

• Refined carbohydrates
• Fried foods
• Soda / sugar-sweetened beverages
• Red meat and processed meat
• Margarine, shortening, and lard

• Tomatoes
• Turmeric
• Green Leafy Vegetables
• Olive Oil
• Nuts
• Fatty Fish
• Fruits
• Mulberry

Inflammation-Fighting Foods

Brands with Anti-Inflammatory 
Ingredient Products
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9. Let’s Process This…A Natural Way

Consumers are increasingly aware of the health benefits of fermented and sprouted foods 
and newer technologies such as high-pressure processing, ionization and others as an 
alternative to using preservatives

 Fermented foods produced 
or preserved by the action 
of microorganisms

 Sprouting foods may make 
it easier for the body to 
absorb nutrients 

Fermentation / 
Sprouting

High-Pressure 
Processing Ionization/Other

 Natural technology that 
creates a better, more 
functional product

 A cold-pasteurization 
technique that better 
maintains food’s 
nutritional properties
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• From summer 2014 to 2015, Lean Cuisine's 
frozen meal sales dropped from around 
$700 to about $600 million (~15%) 2

• Weight Watchers, Medifast and Jenny Craig 
have also seen revenues wither over the 
past few years 2

• Sales of diet pills have dropped 20% 2

10. Dropping the Diet and Changing the Lifestyle

Dieting is not a fashionable word these days. [Consumers] equate the word diet with 
deprivation, and they know deprivation doesn't work 

– Susan Roberts, Professor of Nutrition and Psychiatry at Tufts University

“Consumers are ditching the diet mentality in favor of healthy, balanced lifestyles”1

Whatever You Do…Do Not Call it a Diet!2

6% 77% 61%
 People who view 

themselves as dieters
 Say most diets are not 

that healthy
 Say that diet products 

are not as healthy as 
they claim to be

1. NPD Group; 2. Mintel – October 2015 

Diet Products: Out

• Weight loss: Still important to most people
• Good nutrition and "healthy eating“ define 
how to achieve weight loss through food

• Today: A more holistic health and wellness 
approach

• People seeking items with minimal processing 
and no artificial ingredients

Nutrition and Minimal Processing: In
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11. The Long Tail of Food Arrives – Get What You Want, 
When You Want It

It is Time to Coin a Phrase: “The Long Tail of Food”
• For #11 (our “One Louder”), we will attempt to coin a new phrase – “The Long Tail of Food”
• OK, if you google the phrase it exists….but the numbers are small…and in our definition, 

coining has not yet occurred – perhaps preachy and cheeky, but so be it…

What Is the Long Tail of Food?
• With nearly endless delivery options, growth in labeling transparency, increased awareness of 

the health-food connection, the desire for functionality (addicted to coffee?), consumers can 
now get virtually any type of product they want, when they want it, delivered

• In our view, the age of endless brand extensions for legacy brands is over – and the era of 
The Long Tail of Food is here

• Whipstitch’s Burgmaier started talking about The Long Tail of Food in early 2015 - he’s never 
heard anyone else say it before or since… perhaps we are going to 11 to see if anybody 
actually reads what we write?

Why Does the Long Tail Matter and What Does it Mean?
• It matters because markets can exist for virtually any food product now
• And the routes to market and channels are more numerous than ever

– Supermarket; Big Box; C-Store; Table-top; Lifestyle; Delivery; Omnichannel…enough said
• And the “Prime Effect” is real; if I want it, ten seconds on my Amazon app delivers it free in 

two days…the work is gone…
• The result? Opportunities for Healthy Living CPG products abound now more than ever

– Authenticity; Benefits; Ingredients; Words; Transparency; Health – all matter
– People will pay more for what they want
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Other Important Trends Worth Noting

• Bone Broth – tasty and will be huge
• Fat is good….actually….
• Grass-fed dairy, beef, cheese and 

milk….a different, it’s better-for-you food
• Plant-based everything: Snacks, protein, 

drinks, meat-alternatives
• Socially-networked exercise
• Meat bars and meat snack
• Social Mission Brands
• Cold-brewed coffee
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SPINSscan Natural 
Channel

• $7.1 Billion in UPC Sales

• +8.5% Overall Channel 
Growth

SPINSscan Specialty 
Gourmet Channel

• $6.7 Billion in UPC Sales

• +7.4% Overall Channel 
Dollar Growth

SPINSscan 
Conventional 
Multi Outlet

• $548 Billion in UPC Sales

• +2.6% Overall Channel 
Dollar Growth

Through SPINS, we study product sales performance 
across emerging and traditional retail channels

Source: SPINSscan Natural and Specialty Gourmet
(proprietary), Conventional Multi Outlet (powered by IRI),
52 weeks ending 12/27/2015. UPC coded items only.

Excl. OTC Meds, Other, Alcohol,

Focus of this document
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NATURAL PRODUCTS SALES 
($B)

TOP 10 CATEGORIES

Natural products have reached over $39 billion and 
have grown 26% since 2013
Total U.S. MULO Retail Dollar Sales
52 Weeks Ending 12/27/15

Source: Conventional Multi Outlet (powered by IRI),
52 weeks ending 12/27/2015. NPI UPC coded items only.

+12.2% +12.6%+11.8%

$ GROWTH
(%)

Excludes Alcohol, Other and OTC depts.

PACKAGED FRESH PRODUCE 8.6%

YOGURT & KEFIR 8.0%
EGGS 28.5%
CHIPS PRETZELS SNACKS 11.8%

MILK 7.2%
REFRIGERATED JUICES & FUNCTIONAL 
BEVERAGES

17.2%

VITAMINS & MINERALS 9.2%
REFRIGERATED NON-DAIRY BEVERAGES 7.8%
ENERGY BARS & GELS 16.2%

PET FOOD & PET CARE 20.7%
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Natural & Specialty products are growing strongly, 
while Conventional products are nearly flat

Source: SPINSscan Conventional Multi Outlet (powered by IRI),
52 weeks ending 12/27/2015. UPC coded items only.

Natural Products 
(NPI)

Specialty Products 
(SPL) Conventional Products 

$39.1 +12.6% $51.6 +6.0% $457.7 +0.7%

$ Sales
($b) $ % Chg $ Sales

($b) $ % Chg $ Sales
($b) $ % Chg

SPINS recognizes and defines how brands are 
positioned towards natural in the marketplace.  
Because the term is not regulated, SPINS 
brand positioning is critical to understanding 
buying behavior and identifying growth 
opportunities in the health and wellness sector.

Because health and wellness consumers 
also gravitate towards a number of 
products out- side of the NPI, SPINS has 
defined and codes for specialty and 
health & wellness products. 

Traditional mainstream brands and items. 

Total U.S. Retail Dollar Sales – Conventional Multi Outlet Channel
52 Weeks Ending 12/27/15

Excludes Alcohol, Other and OTC depts.
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Conventional Channel
(MULO)

$ Sales
($MM) $ % Chg $ Growth

($MM)
% 

Contrib.

Natural
Products $39,115 12.6% $4,384 42%

Specialty
Products $51,652 6.0% $2,906 28%

Conventional& 
functional 
Products

$457,694 1.6% $3,159 30%

TOTAL
UNIVERSE $548,461 1.9% $10,449 100%

In fact, Natural & Specialty products are driving nearly 70% 
of absolute dollar growth

• While Conventional products 
represent ~83% of sales, they 
represent only 30% of growth

• Significant focus on Natural 
and Specialty products

Total U.S. Retail Dollar Sales – Conventional Multi outlet Channel 
52 Weeks Ending 12/27/15

Source: SPINSscan Conventional Multi Outlet (powered by IRI),
52 weeks ending 12/27/2015. UPC coded items only.

Excludes Alcohol, Other and OTC depts.
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38%

17%

73%

63%

27%

29%

87%

37%

42%

37%

27%

37%

12%

28%

13%

63%

28%

25%

83%

62%

43%

30%

6%

3%

5%

13%

4%

12%

30%

67%

7%

12%

1%

6%

11%

3%

70%

33%

9%

82%

96%

89%

76%

93%

83%

83%

Conventional channel retailers are shifting to natural in 
every department

GROCERY $236.2 1.8%

GENERAL MERCHANDISE $83.9 2.1%

FROZEN $77.4 1.1%

REFRIGERATED $74.2 2.3%

BODY CARE $40.6 1.9%

PRODUCE - PACKAGED $24.3 3.5%
VITAMINS & 
SUPPLEMENTS $10.5 2.8%

HERBS & HOMEOPATHIC $1.3 14.1%

TOTAL $548.5 1.9%

Dept Sales ($B) 2015 Sales Mix % of $ Growth

Conventional ProductsSpecialty ProductsNatural Products

$ % Chg

Source: SPINSscan Conventional Multi Outlet (powered by IRI),
52 weeks ending 12/27/15 UPC coded items only.

Total U.S. Retail Dollar Sales  & % Growth – Conventional Multi-Outlet Channel
52 Weeks Ending 12/27/15

Excludes Alcohol, Other and OTC depts.
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Note: Unit Velocity calculated as Unit Sales / TDP

This growth is being driven by distribution, as Natural 
products are replacing Conventional products on shelf

Source: SPINSscan Conventional Multi Outlet (powered by IRI),
52 weeks ending 12/27/2015. UPC coded items only.

Total U.S. NPI Retail Dollar Sales % Growth Decomposition–Conventional Multi Outlet Channel 
52 Weeks Ending 12/27/15

Excludes Alcohol, Other and OTC depts.

+12.6
%

+3.2%

+9.2%

+10.4
%

-
1.1%

Dollar growth

Avg. Retail
Price Change

Unit Growth

TDP Point 
Growth

Velocity Change
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Natural Standard
Marketed and sold in Natural retailers. 
Meets the strictest quality standards 
demanded by core natural consumers.

Specialty Natural
Marketed as artisan, premium quality, 
imported/regional or ethnic/cultural.
Quality standards similar to a Natural Standard 
brand.

Naturally Perceived
Targets shoppers looking for an ‘entry point’ to 
make better purchasing decisions. Broader 
distribution across various retail channels.

Conventional Natural
Developed by traditional CPG brands 
but has added value such as organic content, fair 
trade, or allergy free.

+12%

$17.6b

+17.3%

+9%

$11.6b

$4.9b

+19.7%

$4.9b

Total U.S. NPI  Retail Dollar Sales  & % Growth – Conventional Multi Outlet Channel 
52 Weeks Ending 12/27/15

Source: SPINSscan Conventional Multi Outlet (powered by IRI),
52 weeks ending 12/27/2015. UPC coded items only.

Not all natural products are the same - based on 
consumer & customer perceptions, there are 4 different 
types

Excludes Alcohol, Other and OTC depts.
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Natural standard & Naturally perceived (includes 
organic private label) represent a majority of sales

Source: SPINSscan Natural and Specialty Gourmet (proprietary),
Conventional Multi Outlet (powered by IRI),
52 weeks ending 12/27/2015. UPC coded items only.

Total U.S.  NPI Retail Dollar Sales – Combined Channel
52 weeks ending 12/27/15 

Excludes Alcohol, Other and OTC depts.
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Categories91

468

60+

7

625

24

Energy Bars, Non Dairy Beverages, Meat Alternatives, Homeopathy, Herbal Formulas…

Subcategories
Pre/Probiotics, Medicinal Teas, Cheese & Alternatives, Yogurt & Kefir, Functional Drinks & Kombucha…

Attributes
Functional Ingredient, Gluten-free, Functional, Vegan, Hormone Free, Raw Positioned…

Certifications
Non GMO Project, NOP Organic, Fair Trade USA, B Corporation, Whole Grain Council… 

Health Concerns
Blood Sugar Support, Bone, Joint, Cardiovascular, Immune, Digestive, Prenatal, Weight…

Ingredients
Chia, Fish Oil, Fiber, Plant Sterols, Vitamin D, Probiotics, DHA Products, Protein, Glucosamine… 

Through SPINS, we also study the major product trends 
driving natural product growth

SPINS industry-leading product library for health & wellness trends
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TREND WATCH: PALEO

Sales of products that are Paleo positioned grew 82% to reach $23 million across retail channels 
last year.

79.9%

84.8%

86.0%

82.2%

Paleo Dollar Share of Total Channel Paleo Dollar Growth by Channel
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TREND WATCH: SPROUTED

Sales of products featuring Sprouted  label claims grew 13% to reach $237 million across retail 
channels last year.

5.5%

16.3%

17.2%

13.2%

Sprouted Dollar Share of Total Channel Sprouted Dollar Growth by Channel
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TREND WATCH: ANCIENT GRAINS

Sales of products featuring Made with Ancient Grains labels grew 37% to reach $222 million 
across retail channels last year.

5.5%

33.5%

45.9%

37.4%

Ancient Grains Dollar Share of Total Channel Ancient Grains Dollar Growth by Channel



 Whipstitch Capital Overview

 Healthy Living Industry Overview and Deal Update / 
Whipstitch’s Top 11 Healthy Living Consumer Trends

 SPINS Market Update: Produced for 
Whipstitch’s Industry Analysis
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Selected Food and Beverage M&A

Source: Cap IQ, Whipstich Capital
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Selected Food and Beverage M&A (Continued)

Source: Cap IQ, Whipstich Capital
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Selected Food and Beverage M&A (Continued)

Source: Cap IQ, Whipstich Capital
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Food and Beverage Private Placements

Source: Cap IQ, Whipstich Capital
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Food and Beverage Private Placements (Continued)

Source: Cap IQ, Whipstich Capital
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Food and Beverage Private Placements (Continued)

Source: Cap IQ, Whipstich Capital
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Food and Beverage Private Placements (Continued)

Source: Cap IQ, Whipstich Capital
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Food and Beverage Private Placements (Continued)

Source: Cap IQ, Whipstich Capital
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For More Information, Contact Nick or Mike

Nick McCoy
Managing Director
Whipstitch Capital
508-251-8205
nick@wstitch.com

Mike Burgmaier
Managing Director
Whipstitch Capital
508-251-5702
mike@wstitch.com
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