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Long term Changes



Eating healthy is more important 

Environmental health is more important 

Online shopping will continue to grow 

Home-cooked meals will continue 

Snacks continue to replace meal occasions 

Consumers’ approach to “brands” is evolving 

Meat consumption is rising, but shoppers want “ethical and sustainable”

options 

People losing trust in the industrial food system

permanent changes in consumer 

approach to food



High cost of Cheap food





Who do you 

trust

with your 

health?



Elements of 

Eating

well



SPINS® Data Portal: 

A New Resource Available 

Through NAAF



A national retail food data mining service that focuses on the health &

wellness (natural) channel as well as conventional.  

SPINS tracks the performance of individual categories and brands in the

retail environment.  

Information can help Tribal food projects determine brand positioning,

current sales landscape and other information.  

Let’s take a look….

What is Spins?



Natural Enhanced Channel



Conventional Channel



▪Brands

▪Time Frame

▪Dollars

▪Units

▪Changes in Dollars & Units

▪Average Shelf Price

▪Total Points of Distribution

▪Regional Penetration

▪…& More

▪Body Care

▪Frozen

▪Refrigerated

▪Grocery

▪Herbs and Homeopathic

▪Pet

▪Produce

▪Vitamins & Supplements

categories Measures

Let’s use jerky as an example…



Small penetration in Natural
 

Natural products less than

3%
 

$1.6 billion in total sale

Category Profiler: Sales of Jerky& Meat Snacks ytd 

Higher penetration in Natural

Natural products a higher %

Smaller category 



Category Profiler: Sales change of Jerky& Meat Snacks Ytd

The highest Natural product

growth is in conventional 

Natural Products growing

Meat snacks growing, too

Natural Products declining

YTD Sales growing



Category Profiler: % Sales Change YTD



Jerky Category Profiler



Jerky Category Profiler cont.



41 SKUS 

$16.6 million sales YTD 

3.9% growth, 2yr. CAGR* 

Distributed in 77.3% of natural

stores surveyed 

Distributed in 48.3% of

conventional stores surveyed

Brand Profile – 

Brand A Natural Jerky

*CAGR = Compound Annual Growth Rate



Brand Profile – Brand A cont.



Meat Snack Category Profiler 



meat snack Category Profiler cont.



NAAF Resources
Quarterly Market Updates 

Email reports 

Webinars 

Market Research 

Funding for Feasibility

and Business

Development
 

https://nativeamericanagriculturefund.org/wp-content/uploads/2020/10/NAAF_NativeFoodEcon_Spread.pdf


Thank you!

Any questions?



Contact information

Next webinar: December 9, 2021

de.carter@comcast.net

Quarterly Webinars

Dave Carter


