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I. About Whipstitch Capital
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Select previous Whipstitch clients

Whipstitch Capital is a unique, industry -centric, proven investment bank solely 
focused on the consumer sector ς ƛǘΩǎ ǿƘŀǘ ǿŜ ƭƻǾŜ ŀƴŘ ŀƭƭ ǿŜ Řƻ
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Shortcuts to success do not exist. You are 
unique. You deserve a personalized approach

We operate as ONE TEAM. No silos. No 
quotas. We get the job done at the right time 
for you. Our team knows what matters

We know the buyers, the investors, the 
ƳŀǊƪŜǘΣ ǘƘŜ ŘŀǘŀΦ ²Ŝ ƪƴƻǿ Ƙƻǿ ǘƻ ǎŜƭƭΧΦ 

And we take our craft seriously because
your success is our success... 

To Us, Itõs Personal 

We are creating what 

the investment 

banking model 

should look like 

We love what we do

We help companies at their most pivotal moments

CƻǊ ǳǎΣ ǘƘƛǎ ƛǎƴΩǘ ŀ ƧƻōΣ ƛǘΩǎ ŀ ǇǊƛǾƛƭŜƎŜ

And we take that responsibility seriously

Like you, we are founders, innovators and creators

²Ŝ ƪƴƻǿ ǿƘŀǘ ƛǘΩǎ ƭƛƪŜ ǘƻ ƘŀǾŜ ƛǘ ŀƭƭ ƻƴ ǘƘŜ ƭƛƴŜ

We operate with a clear focus: Close the right deal,
at the time, for you

5
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We have grown to become the largest, independently -owned investment bank in 
the U.S., solely focused on the consumer sector

Category -Leading Clients

Whipstitch represents category -leaders, 
innovators, and top -quality teams

Consumer Experts

We only do consumer. Nothing else

Large, Experienced Team

Highly specialized team led by industry 
veterans Nick McCoy and Mike Burgmaier

Best-in-Class Advisors

Financial advisory on M&A and institutional 
private placements

Highly Skilled

100+ years collective consumer investment 
banking experience; 170+ transactions closed

Boston HQ

Coverage across the U.S; clients and buyers 
from all over the world

6
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Our acquirer and 

investor connections 

run deep and span 

20+ years

Investors and 

acquirers look to us

 for industry insights 

and opportunities

Super

Connected

Every process

is highly customized 

to meet your needs 

and goals

There are no 

templates or 

cookie cutters

Highly specialized 

in consumer and 

consumer -related 

industries

Our team knows 

the industry 

inside and out

It is all we do

Develop relationships 

early and work with 

brands over 

many years

No quarterly quotas; 

we work to get the 

best deal done at the 

right time for you

100% founder 

owned and led

Committed to 

long -term 

growth of firm

We know what 

having everything 

on the line feels like

Customized

Approach

100% 

Consumer 

Focused

Long-Term

Philosophy
We Own

Whipstitch

We are different: Founder -owned and led, laser -focused on consumer, know 
virtually everyone, and provide a customized approach to each processes

7
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Select prior transactions

Whipstitch bankers represent companies across various consumer sectors 

Food

Pet

Beverage

Manufacturing

Beauty & 
personal care

Service 
providers

From everyday staples to premium, better -for-you and 
next -generation brands ð we are experts

With the humanization of pets, the pet vertical has only 
scratched the surface of its growth opportunity

An explosive category ð no bank in the US has played 
a larger role than Whipstitch over the last ten years

Supply -chain control has become critical, leading to a 
strong interest in private label and co -man

An exciting category: acquirers looking for innovative 
offerings ð our first deal here was industry leading

Service providers offering specialized services to 
consumer / related companies remain attractive

8
Note: Includes transactions completed by Whipstitch deal team members while at prior firms 



Century Gothic

Headers: Size 14
Body: Size 12

[tbu]

Century Gothic

Headers: Size 14
Body: Size 12

[tbu]

The Whipstitch Weekly recaps the latest consumer deals across all consumer 
sectors for more than 15,000 people ς we do the work for you

Click to Subscribe!

Click to Subscribe!

Á Weekly transaction recaps goes to more than 15,000 
industry professionals

Á Covers food and beverage, health and wellness, retail, 
pet, personal care/beauty and other consumer

Á Shared extensively within strategic acquirers and 
private equity firms

Á Constant interaction with buyer/ investor universe ð 
Whipstitch is the knowledge leader in consumer M&A

Á Non -traditional buyers and investors see the newsletter 
and regularly ask to participate in our processes

Dedicated, internal team produces 
easy -to -read, weekly deals update

9

https://www.whipstitchcapital.com/newsletter/
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Select deals led by Whipstitch bankers

10* Includes transactions completed by bankers while at other firms

Multiple 
Investors

10
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II. Capital Markets 
Recap & Overview
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Despite the K -ǎƘŀǇŜŘ ŜŎƻƴƻƳȅΩǎ ƎǊƻǿƛƴƎ ŜŎƻƴƻƳƛŎ ŘƛǾƛŘŜΣ ŎƻƴǎǳƳŜǊǎ ƻŦ ŀƭƭ 
income segments are increasing their consumption of natural products
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Top 1% Bottom 50%

Assets of the top 1% continue to climb while the bottom 50% declines

Share of assets by wealth percentile group

1. The Federal Reserve, Distribution of Household Wealth, Share of Assets
2. Trilens, Spins All Outlet Panel, Total US ð All Outlets,Natural  Positioning Group, L52WE 1/25/2026 

Units per buyer per year ð natural products 2

121

159

206

130

167

220

137

179

232

Lower

(<$30k 1P + $5k per add`l

Person)

Middle

($30-70k 1P + $5k per

add`l Person)

Upper

 (>=$70k 1P + $30k all

others )

2YAGO YAGO Current

+13.3%

+12.7%

+12.4%

Lower- and middle -income consumers are increasing 

purchases of natural products faster than high -income

12
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M&A volume has stabilized and transaction size is growing

13

Consumer M&A volume stabilized

ÁM&A activity rose  in 2021 after the initial shock of COVID -19, maintaining strong momentum throughout the year

Á In 2022 and 2023, M&A activity declined  due to macroeconomic challenges

Á2025 data indicates continued stability , with activity tracking closely to 2024 levels

Consumer M&A activity continues steady pace into 2026 1

1. S&P Global Market Intelligence, Reported M&A Deal Value, Consumer Discretionary + Consumer Staples, U.S. and 
Canada, As of 1/31/26
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Two -year CPG stock performance
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-30% +17%-27% -22%

+30% +0%

-16% -5% +26%

-12%

+22%

-34% -33%

+32%-7%

-31%

1. S&P Market Intelligence

RM please update 

from CapIQ  

(reference source in 

bottom left) 
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Post-Covid

3.8%
avg 

growth

3.4%
avg 

growth

2.8%
avg 

growth

2.2%
avg 

growth

Real GDP 
growth rate Early 90õs Recession Great Recession

5.6%
avg 

growth

2.2%
avg 

growth

Unemployment Rate

Economic growth and labor markets continue to be resilient

15

Economic stimulus drove inflation and demand

1. BEA

Covid Era

GDP growth 
moderating 
towards long 
term trends as 
pandemic 
distortions 
fade
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Recent consumer M&A highlights

DateTargetBuyer Buyer DateTarget Buyer Target Date Buyer DateTarget

16

Jul 2025

Jul 2025

USK

Capital
Jan 2026

Jan 2026

Dec 2025

Jan 2026

Jan 2026

Feb 2026

Jul 2025

Jun 2025

Feb 2025

May 2025

May 2025

Apr 2025

Feb 2025

Mar 2025Jun 2025

Jun 2025

Jan 2026

Nov 2025

Nov 2025

Oct 2025

Oct 2025

Sep 2025

May 2025

May 2025

Dec 2025 Aug 2025

Feb 2025Dec 2025

Jul 2025

Aug 2025
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Recent consumer private placements

17

Buyer Target Date Buyer Target DateDateTargetBuyer Buyer DateTarget

Feb 2025

Feb 2025

Feb 2025

Feb 2025

Jan 2025

Jan 2025

Jan 2025

Jun 2025

Jun 2025

May 2025

May 2025

May 2025

Apr 2025

Mar 2025

Feb 2025

Sep 2025

Jul 2025

Jun 2025

Jan 2026

Jan 2026

Jan 2026

Jan 2026

Dec 2025

Dec 2025

Nov 2025

Nov 2025 Feb 2025

Oct 2025

Oct 2025

Sep 2025

Sep 2025

Foundership  
Ventures

Nov 2025
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III. ²ƘƛǇǎǘƛǘŎƘ /ŀǇƛǘŀƭΩǎ
Healthy Living Consumer Trends
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²ƘƛǇǎǘƛǘŎƘ /ŀǇƛǘŀƭΩǎ IŜŀƭǘƘȅ [ƛǾƛƴƎ ¢ǊŜƴŘǎ
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1. Alcohol strategics must continue to diversify

2. The four pillars of precision health 

3. Private label continues growing across the store  

4. Fiber on path to become the next protein

5. TikTok emerging as a major ecommerce platform  

6. Convenient healthy options growing across all meal occasions

7. Functional, clean -label beverages set to drive category growth 

8. Producers and consumers show growing interest in regenerative practices

9. Korean beauty (òK-Beautyó) becomes mainstream in the U.S.

10. Kitchen staples transform into a canvas for premiumization

11. Sweet, yet mindful, indulgence continues to gain momentum

Why Stop at 10? Whipstitch Goes to 11
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1. Alcohol strategics must continue to diversify

Alcohol consumption in the US continues to decline post -COVIDé ...prompting strategics to diversify into non -alc  products

Nov 2024

20%

40%

60%

80%

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2021 2022 2023 2024 2025

U.S. drinking rate at new low as alcohol concerns surge

Leading US alcohol strategics seeing share price declines

-60.00%

-40.00%

-20.00%

0.00%

20.00%

YoY Share Price Performance 2

Molson Coors Brown Forman Constellation Brands Boston Beer

Brands to watch

1. Gallup Research
2. Capital IQ as of 1/31/2026

Oct 2024

Jan 2025

20

% of Americans that say they drink alcohol 1

Sept 2024

Feb 2025

DateTargetBuyer

DateTargetInvestor
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2. The four pillars of precision health

Increased consumer 

awareness expected to 

lead to more spending 

on low/no -sugar, 

protein -focused and 

fiber -rich food & 

beverage options

Consumers are actively engaging 

in preventive health tools 1

Indexed to U.S. general population (100) 2

Alternative groups gaining comfort with 

continuous nutrition -monitoring sensors

The global peptide market is poised for explosive growth

14.3%
Projected 

CAGR

Projected peptide market size($M) 1

AB: 

This term appears in our newsletter today and it struck 

me that it could be òpartó of a trendé how we could 

incorporate in some way to impact on VMS, food and 

bev .

precision health

Precision health is a personalized approach to 

healthcare that uses an individual's unique genetic 

makeup, environment, and lifestyle to tailor 

prevention, diagnosis, and treatment, moving beyond 

a one -size-fits-all model to achieve better outcomes 

by understanding each person's specific biology and 

circumstances. It incorporates genetics 

(pharmacogenomics), big data from wearables, 

family history, and lifestyle factors to create 

customized health plans, from managing chronic 

diseases to promoting overall wellness. 

Å Consumers will continue to have more and 

more  real -time health -related information from 

wearables, continuous glucose monitors and 

other sources. As more people focus on 

longevity, both the positive and negative 

impacts of certain beverages on health will 

influence the market. Look for continued 

growth from low/no -sugar, protein -focused and 

fiber -rich beverages. From MB/NM Bev Insights

o CJC-1295: growth hormone, 

anti -aging

o Ipamorelin : hormone 

stimulation

o Sermorelin  &  hexarelin : growth 

hormone release

o BPC-157: tendon & ligament 

repair

o TB-500: muscle & soft tissue 

repair

o Collagen : structural support

36%
of U.S. adults use a 
health wearable

62%
of wearable users 
have worn their 

device for >1 year

Integrated health

òHow you show upó

1
Long-term resilience

òHealthspan 2.0ó

Functional inputs

òNutrition & supplementsó

Continuous measurement

òOptimizationó

Goal: Weight control, physical & 
mental health, skin vitality

Tools: GLP-1s, skin & beauty 
supplementation

$117

$260

2024 2030

14.3%
Projected 

CAGR

Projected peptide market size ($M) 2

Goal: Metabolic optimization, heal 
faster, extend healthspan

Tools: Metabolic peptides, 
targeted hormonal optimization

Goal: Data -driven health tracking, 
comprehensive information

Tools: Wearable health -tech, 
increased telehealth adoption

Goal: Nutritional consistency, body 
system optimization

Tools: Clean ingredient F&B, 
performance nutrition VMS

-2%

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

2019 2021 2023 2025 2027 2029

Anti-Diabetes Drug

Growth

Total Pharmaceuticals

Growth

Pharmaceutical drug growth 1

Protein supplements

+10.2% growth

Hydration & electrolyte

+28.4% growth

Creatine

+71.6% growth

Performance nutrition

+21.4% growth

Sales % growth (YAGO) 4Indexed to U.S. general population (100) 3

Peptide therapies are outpacing 

traditional pharmaceuticals

Personalized health tracking accelerating demand across functional food, VMS, and alternative health

2 3 4

1. Statista ð HMO US Pharmaceuticals Outlook, 2025 
2. Grand View Research, 2025
3. Consumer Survey Data, NIQ, December 2025
4. SPINS, TPL, Vitamins & Supplements, 52 weeks ending 12/28/2025
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3. Private label continues growing across the store

Demand for private label is 

increasing across the entire store

Consumers seek value 

as grocery costs continue to increase
Store brands are functioning like 

branded products

Å òOne of every 
four food and 
non -food 
grocery 
products 
purchased 
throughout the 
U.S. during the 
year carried the 
storeõs name or 
one of its 
proprietary 
brands.ó 
(PLMAõs 2025 
Private Label 
Report)

Å ò90% of 
shoppers say 
theyõll continue 
to buy private 
label in the 
future.ó (PLMAõs 
2025 Private 
Label Report)

1 of every 4 
grocery products 
purchased in the 
U.S. carried the 
storeõs name or 

one of its 
proprietary brands 3

82%

4.7%

8.0%

4.1%

3.0%
2.6%

2021 2022 2023 2024 2025

CPI, Food at Home, YoY Price Change, Annual 1 

1. FRED, Consumer Price Index for All Urban Consumers: Food at Home in U.S. City Average, Average Percent Change from Year Ago, Seasonally Adjusted
2. First Insight, The Quiet Takeover of Private Label, 2026
3. PLMA 2026 Private Label Report
4. Spins, TPL, Grocery + Refrigerated + Frozen, 2YAGO vs 52 WE 12/28/25

Quality parity

84% of shoppers trust the quality of store -

brand products more or the same as 

national brands 2

Retailer trust

The stronger the consumerõs trust in the 

retailer, the stronger the private label 

product perception; The halo effect drives 

growth (think Trader Joeõs and Costco)

Premium positioning

Shoppers expect store brands to match or 

beat national brands on flavor, design, and 

experience; Successful store brands are 

creating destination products consumers 

seek out

Innovation

With access to deep shopper data, store 

brands are acting like innovators, using 

retailer insights to launch fast, on -trend 

products and shrink the time gap between 

trend and shelf

Private label grew as a percent 

of category in 52 out of 63 

categories across Grocery, 

Refrigerated, and Frozen 

departments

Drivers Result

$1,023 $1,036 $1,046

$262 $274 $283

2023 2024 2025

Store Brand

National Brand

+1.2% +1.0%

+4.7% +3.3%

Annual sales ($B) 3

Private label grew 
as a percent of 

category in 82% of 
categories across 

the Grocery, 
Refrigerated, and 

Frozen depts 4
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4. Fiber on path to become the next protein Å High fiber products overindexing  in SKU innovation 

(Innovation Index = % of new item $ / % of existing 

item $)

Å Colorectal cancer rates increasing in young 

people, low fiber diet increases the risk (Cancer 

Research Institute, 2025, 

https://www.cancerresearch.org/blog/colorectal -

cancer -awareness -month)

High-fiber SKUs capturing a

disproportionate share of new item dollars

2%

8%

37%

53%

3%

19%

46%

31%

6g to 9g 3g to 5g 0.5g to 2g <0.5g

% of Existing Item $ % of New Item $

1. American Society for Nutrition
2. Cancer Research Institute 
3. The Bluebird Group
4. SPINS 52 weeks ending 12/28/2025

Brands to watch

Structural and regulatory forces

elevating fiberõs relevance

Public health trends are elevating fiberõs relevance

Colorectal cancer incidence among adults under 50 has increased 
~50% since the mid -1990s, with low -fiber diets consistently cited as a 
key risk factor 2 

Regulatory labeling tailwinds

FDA nutrition facts label changes driving the visibility of dietary fiber

A structural fiber intake gap persists in the U.S. diet

Only ~5% of Americans meet daily fiber intake recommendations 1

Fiber Innovation 4

Fiber momentum is accelerating, with 33% revenue growth on 

Amazon and social media interest surpassing mushrooms
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Amazon Fiber Revenue Mushroom Views Fiber Views

Fiber Amazon Revenue & Social Interest 3
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Why brands love TikTok Shop:

5. TikTok emerging as a major ecommerce platform

16 24

144

300

360

TikTok

Shop (US)

Temu Amazon Walmart Target

1. The Bluebird Group

Lower selling fees than major ecommerce 
channels like Amazon, improving margins and 
reducing customer acquisition costs

Built-in access to massive, highly engaged 
audiences, giving small and emerging brands 
instant reach and brand awareness

Frictionless impulse purchasing through in -app 
videos: Entertainment and commerce blend into 
a simple tap -to -buy experience

Collaboration with creators and influencers, 
enabling brands to reach targeted communities 
and build authenticity through trusted voices

Algorithm -driven discovery that surfaces products 
to users based on interests and behavior, not just 

search intent

Ability to ride trends by leveraging hashtags, 
sounds, and effects to create viral content

TikTok Shop reached $10B 

In revenue in just 16 monthsé

Number of months to reach $10B in revenue 1

TikTok Shop is on track 
to deliver $20B in 
revenue in 2026 1

70

55

15

9
5

TikTok

Shop (US)

Amazon Walmart Temu Target

éand has the most active users 

among ecommerce platforms

Active daily users (MM) 1

72% of TikTok users are 
aged 35 and under 1
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6. Convenient healthy options growing across all meal occasions

Brands to watchConsumers prioritizing easy to prepare, innovative and better -for-you options
Breakfast

Snack

Dinner

Dessert

1. Deloitte
2. National Association of Convenience Stores (NACS)
3. The Bluebird Group, NIQ

52%
of consumers value 

convenience more now than in 

the past 1

75%
of shoppers lean towards 

healthier selections than in 

previous years 2

66%
of consumers are interested in 

nutritious grab -and -go options 2

Instant, upgraded. Brands transforming a once -
basic category into craveable, better -for-you 

solutions for on -the -go that consumers love

26

Better -for-you products claiming a larger share of 

many convenience -focused categories

$88

$44

$13

$10

$4

-$39

-$22

-$58

-$106

-$222

FRUIT SNACKS

SHELF STABLE PASTA AND NOODLES

HOT CEREAL

FROZEN COMPLETE MEAL

SALTY SNACKS VARIETY PACK

BETTER FOR OTHER

Category Revenue Change ð BFY vs Traditional (millions) L52W3
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2.7%

7.2%

Not functional Functional

7. Functional, clean -label beverages driving category growth

Å Relevant deal: Copra 

Å Consumer clean label lifestyle are moving from food to food 

+ beverage 

Å Electrolyte, mineral, premium hydration consumer focus

Å Desire to access premium functional hydration 

without artificial colors, additives, etc. found in 

traditional sports drinks

Å Other functional beverage segments are seeing massive 

growth (functional prebiotic soda, kombucha, premium 

water + alternatives)

Å Protein beverages ð less of a new trend, but creative 

developments

Å Combining protein with energy sources is now 

mainstream (Starbucks, Dunkin offering protein 

coffee)

Å Consumer lifestyle + convenience  RTD protein 

beverages pop

75%
of shoppers lean towards 

healthier selections than 

in previous years 2

66%
of consumers are 

interested in nutritious 

grab -and -go options 2

Brands to watch

Beverage Subcategory Sales % 

Growth 1

Beverage subcategory YoY sales % growth 1

As the broader beverage TAM grows ~4% 
annually, functional beverages are 

expanding at 2.7x the pace  of traditional 
beverage categories

2.7x

49%
of functional beverage sales 

belong to the energy category 1

Mental clarity

Prebiotic + 
gut health

Clean energy

Functions: Brands to watch:

Functional & supplemental energy Clean active hydration

Sports & Rehydration 

Drinks

-1% +17%
Coconut & Plant Water 

(RF + SS)

2Y Sales 
CAGR 1

Functional beverages outpacing growth 

of traditional beverages

2Y Sales 
CAGR 1

Modern functional soda

+4%
Regular + Diet 

Traditional Soda

+51%
Modern Soda

2Y Sales 
CAGR 1

Social & mood beverages

-1%
Alcohol 

(all categories)

+34%
Functional Social 

Beverages 2

27

Clean energy drinks own the functional beverage category while other better -for-you 

beverages experience rapid growth compared to incumbent categories

Brands to watch

1. SPINS, TPL, All Relevant Beverage Subcategories, 52WE 1/25/26
2. SPINS, TPL, Select Functional Social Beverage grouping, 52WE 1/25/26
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30%

43%

72%

82%

101%

4% 3% 3%

11%

1%

Sweeteners Creams Milk Yogurt Shelf-Stable Tea

Regenerative

Non-Regenerative

8. Producers and consumers show growing interest in regenerative practices

Å Interest in and demand for products that claim regenerative qualities is growing

Å Ahead, we expect the industry to align on a definition of òRegenerative Agricultureó and we 

expect the trend to show up in a growing number of categories

Å Obvious in meat and dairy (animal protein) and expect to see it going forward in other 

categories (grains, beans ð breads, dips, pastas, etc)

Å SPINS tag for Regen Ag ð can show growth rates by category for Regen Ag vs Organic vs 

Conventional

Å McDonaldõs plans $200 million investment to promote regenerative practices on US cattle 

ranches

Å Applegate Farms, LLC Beats 2025 Regenerative Goal, Transitions All Beef Hot Dogs to 100% 

Certified Regenerative Beef

Å USDA unveils $700M pilot program to boost regenerative agriculture, enhance soil health

Å Brand of Focus: Pitaya Foods, Forward Farms, Alecõs Ice Cream, Anytime Spritz, Simpli, 

Alexandre Family Farm

Å ROC tag plus another claim drives higher growth than that other claim in isolation

Google search trends, òRegenerative Farming ó3

0

100

Jan-20 Jan-25

Google search trends, òRegenerative Food ó2

Brands to watch

Substantial public and private sector investments indicate 

growing optimism behind regenerative practices

McDonaldõs commits $200m to òpromote and 
accelerate regenerative grazing 
practiceséspanning four million acres ó2

0
2

5
2

0
2

4 General Mills announces 600,000+ acres 
enrolled in regenerative programs, with a goal 
of one million acres by 2030

USDA announces $700m program to help 
farmers adopt regenerative practices2

0
2

5
Consumer interest in regenerative products on the rise, 

particularly in agriculture -adjacent categories

1. SPINS, L52 Weeks thru 12/28/25, Natural, MULO, C -Store. òRegenerativeó label based on item/product names.
2. Google Analytics

Two-year dollar sales CAGR, by category and type 1

2
0

2
5 Applegate beats goal by transitioning beef hot 

dogs to 100% certified regenerative beef
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K-Beauty moving beyond niche trend status

$0.9

$1.5

$2.0

2023A 2024A 2025P

+71%

+37%

K-Beauty US Sales ($B) | Percent YoY Change 1 

Sephora x Olive Young partnership expands K -Beauty global 2

Sephora and Olive Young teaming up to bring the best of K -Beauty 

straight to Sephora stores and online, blending trend -savvy curation with 

global reach 

Combining Sephoraõs ~80M loyal customers with Olive Youngõs trends-

driven curation expertise will drive more traffic, higher basket sizes, and 

stronger category leadership

Consumers will get access to extremely sought -after brands ð both in 

store and online 

Brands will gain visibility and easier access into markets that were 

previously hard to reach 

Brands to watch

29

1. NielsenIQ  Panel on Demand Omni shopper, Total K -Beauty, Total U.S., L52 WE 08/09/2025 
2. Publicly available information
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10. Kitchen staples upgrading across the pantry

Next -gen brands reigniting growth in mature kitchen staples                      

through clean labels and targeted innovation

1. SPINS, MULO + Natural + C-Store, 52WE 12/28/25 ðNext -Generation brands categorized as brands founded or launched in retail after 2000
2. The Bluebird Group, Revenue and Traffic growth by Category on Amazon.com ð Grocery (L12M ð YoY; Desktop, App, & Mobile Devices)
3. The Bluebird Group, Canned Fish Amazon Revenue & Fishwife Social Views - (L24M; Desktop, App, & Mobile Devices)

Pantry staples capture outsized Amazon growth as 

emerging brands disrupt legacy categories

-2%

4%
0%

4%

-3%
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-3%

9%10%
13%

16% 17%
21%

24%

38%

62%
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SS Dressing SS Spices &

Seasonings

SS Pasta

Sauce

SS Coffee

Beans

SS Cereal SS & RF

Mayonnaise

SS Culinary

Oil Spray

SS Culinary

Oil Olive

Incumbent Next-gen

Two-year $ sales category by subcategory

Bottled Beverages, 

Water & Drink Mixes

Coffee

Snack 

Foods Cooking 

& Baking

Candy & 

Chocolate

Tea

Breads & 

Bakery

Canned, Jarred & 

Packaged Foods

Herbs, Spices 

& Seasonings

Breakfast 

Cereal

20%

25%

30%

35%

40%

45%

5% 10% 15% 20% 25% 30% 35% 40%
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Revenue Change

Pantry Staples Other Packaged Foods

A brand bringing new life into a category 
lifts the entire categoryõs revenue ð                      
Fishwife went viral for the first time in Jan 
2024 ð since then Canned Fish as a 
category has seen 50% YoY growth 3

30

Amazon revenue and traffic growth L12M

Brands to watch


