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Forward-Looking Statements Disclaimer

Cautionary “Safe Harbor” Statement Under the Private Securities Litigation Reform Act of 1995: This presentation and the accompanying oral presentation contain “forward-looking” statements 
that are based on Laird Superfood, Inc.’s (the “Company”, “Laird Superfood” or “LSF”) current expectations or forecasts of future events and are not guarantees of future performance. Forward-
looking statements include all statements other than statements of historical fact contained in this presentation, including information or predictions concerning the Company’s future financial 
performance, plans and objectives, competitive position, market trends, succession planning, product pipeline, and potential growth and market opportunities. In some cases, you can identify 
forward-looking statements by words such as “intends,” “estimates,” “predicts,” “potential,” “continues,” “target,” “sustain,” “anticipates,” “plans,” “expects,” “believes,” “should,” “could,” 
“may,” “will,” “would,” “seeks” or the negative of these terms or other comparable terminology. Forward-looking statements involve risks and uncertainties, which may cause the Company’s 
actual results, performance or achievements to be materially different from those expressed or implied by forward-looking statements. Key factors that could cause actual results to be different 
than expected or anticipated include, but are not limited to: the Company’s limited operating history and ability to become profitable; the Company’s reliance on third parties for raw materials 
and production of some of the Company’s products, including liquid creamer products; the Company’s ability to manage its growth and scale its manufacturing and processing capabilities and 
requirements effectively; the Company’s future capital needs; the Company’s ability to retain and grow its customer base; the Company’s reliance on independent distributors for a substantial 
portion of its sales; the Company’s ability to evaluate and measure its business, prospects and performance metrics; the Company’s ability to compete and succeed in a highly competitive and 
evolving industry; the health of the premium organic and natural food industry as a whole; risks related to the Company’s intellectual property rights and developing a strong brand; the 
Company’s reliance on Laird Hamilton and Gabby Reece and other key employees, including key employees without long tenure with the Company; regulatory risks; the risk of substantial dilution 
from future issuances of equity securities of the Company; and other factors discussed in our reports filed with the Securities and Exchange Commission, including our Annual Report on Form 10-K 
for the year ended December 31, 2023, and subsequent Quarterly Report(s) on Form 10-Q.

In light of these risks, uncertainties and assumptions, you are cautioned not to place undue reliance on forward-looking statements, which are inherently unreliable and speak only as of the date 
of this presentation. The Company cannot guarantee that the future results, performance, or events and circumstances described in the forward-looking statements will be achieved or occur. 
The Company undertakes no obligation, and the Company expressly disclaims any obligation, to update or alter any forward-looking statements for any reason after the date of this presentation, 
whether as a result of new information, future events or otherwise, except as required by law. In addition, statements including phrases such as “we believe” and similar statements reflect the 
Company’s beliefs and opinions on the relevant subject. These statements are based upon information available to the Company as of the date of this presentation, and while the Company 
believes such information forms a reasonable basis for such statements, such information may be limited or incomplete, and such statements should not be read to indicate that the Company 
has conducted an exhaustive inquiry into, or review of, all potentially available relevant information. 

Third-Party Information: This presentation also contains estimates, projections and other statistical data made by independent parties and by the Company relating to market size and growth and 
other data about the Company’s industry and its business. These data involve a number of assumptions and limitations, and you are cautioned not to give undue weight to such data. The 
Company has not independently verified the accuracy and completeness of the information obtained by third parties included in this presentation, and expressly disclaims any responsibility for 
the accuracy, completeness or fairness of any such third-party information.
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Gabby ReeceLaird Hamilton

• The Gabby Reece Show podcast host

• Best-selling author

• Former professional volleyball player

• First woman athlete to design a signature 
shoe with Nike

• LSF ingredient advisor – holds us true to 
our guardrails and innovation design

• Big Wave Surfer and pioneer of action water sports

• Innovator

• Author

• Fitness and nutrition expert

• LSF innovation leader – defines our mission and 
ingredient discovery

Laird Superfood was founded by two athletes and built to be a 
nutrition powerhouse to fuel their activities and life
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Laird Superfood Strategic “Plan on a Page”

Grow our core business
• Expand distribution & improve 

merchandising
• Grow awareness and trial
• Optimize marketing efficiency

Innovate in Superfoods
• Expand existing product lines
• Execute packaging innovation
• Expand to new categories

Improve LSF Supply Chain
• Ensure capacity and flexibility
• Reduce operational costs
• Ensure product quality

Build critical capabilities and improve our work processes
• Hire/train/retain critical employees to elevate business performance
• Continue to simplify work processes and IT infrastructure

Improve our P+L and accelerate the path to profitability
• Optimize pricing and leverage scale to improve Gross Margin to a sustainable 40% 
• Execute annual zero overhead growth or better
• Pursue consolidation opportunities within/adjacent to our core portfolio

1 2 3

4

5
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LSF executive team with extensive experience

CFO
• Chief Financial Officer 

since July 2022

• CFO at Little Secrets

• Sr. Director of Finance at 
Danone North America

• Sr. Director of Finance
at WhiteWave Foods

Anya Hamill Jared Larkin

CEO | President
• President and CEO 

since January 2022

• EVP/GM at Sovos 
Brands

• SVP of Life Time Fitness

• SVP/GM at WhiteWave 
Foods

• Boston Consulting 
Group

Jason Vieth

VP, Supply Chain
• VP of Supply Chain 

since August 2022

• Director of 
Operations and 
Finance for Picky 
Bars

• President of KIALOA 
Canoe Paddles

VP, Marketing
• VP of Marketing 

since July 2023

• Marketing Director 
for Charlotte’s Web

• Brand Management 
at WhiteWave Foods

• Brand Management 
at Dish Network

Martha Opela

4

SVP, Sales
• SVP of Sales since 

September 2023

• Chief Commercial 
Officer at INW

• VP Market 
Development and 
International at 
WhiteWave Foods

• VP US Sales at Cott 
Beverages

• PepsiCo Company

Gil Arvizu



The Laird Superfood portfolio spans large, attractive categories

$9 billion $28 billion

Total US 
Addressable 

Market 
(TAM)

Plant-Based Coffee 
Creamers

Coffee

$54 billion

Functional Beverages

$2 billion

Protein Bars

Source: Research and Markets "Coffee in the US through 2027: Market Essentials“
Source: fortunebusinessinsights.com/u-s-instant-coffee-market 
Source: Polaris Market Research 2024 “US Protein Bar Market Size”
Source: Fact.MR 2024 “Plant Based Creamer Market by Powder and Liquid”
Source: Mordor Intelligence NA Functional Bev. Market Size and Share 2024"

Instant Lattes

$6 billion
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Net Sales growth continued in Q3, led by E-commerce +42%

*Net Sales, as reported for the periods presented.

3.7

4.4

Q123

4.0

5.9

Q124

$8.1M

$9.9M

+22%
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Net Sales by channel, $M*

3.6

4.1

Q223

3.9

6.1

Q224

$7.7M

$10.0M

+30%

4.3

4.8

Q323

4.9

6.9

Q324

$9.2M

$11.8M

+28%

Wholesale E-commerce



DTC Q3 +10%DTC Q3 +10% Amazon Q3 +133%: Strongest quarter in LSF history!Amazon Q3 +133%: Strongest quarter in LSF history!
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After strong H1, E-commerce Net Sales growth continued in Q3 +42%



Amazon rebounded back to growth after 2023s out-of-stocks

8*Management estimates, not guaranteed. Projections as of November 6, 2024

2024 2025

Amazon Annual Sales
($M)

2022 2023 2024 
projected

-17%

+83%

Gross Sales

Amazon Prime Month Sales
($K)

Amazon Black Friday 
Weekend Sales

($K)

2022 2023 2024 
projected

0%

+74%

Gross Sales

2022 2023 2024

-28%

+171%

July October



Retail momentum continues with double-digit sales growth
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+25%+21%+22%+36%+17%+15%+20%+23%+14%+21%+9%+16%+21%$ % Chg 
‘23 vs. ‘22

+29%+39%+33%+28%+24%+33%+27%+33%+26%+19%$ % Chg 
‘24 vs. ‘23

Retail Sales ($M)

Laird Superfood Total Brand YOY $ Sales (MM) by Quad
Total Marketplace (MULO+NAT+WFM) (Does not include Bars and AO SPINS business*)

Source: SPINS & Nielsen NIQ. 
Categories included: Shelf Stable Coffee, Creams and Creamers
* AO SPINS business / Categories not included: Hydrate, Hot Choc, Matcha, Greens, Reds
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Total US - MULO

Laird Superfood rolling 12-week distribution
(Does not include Bars, Seasonals, Singles and AO SPINS business*)

Total US – Natural Channel
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TDPs grow YoY in both Natural and MULO Channels 
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Marketing continues to improve consumer content and experience

Website 2.0 refresh with
content focus

Making gains in TikTok with 
custom content approach

Continuing personal founder 
engagement and storytelling

>100K 
Followers
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12
Laird Superfood Segmentation Study 2022

Expanding our consumer target with room to grow

Laird and 
Gabby Friends 

and Family

The Heath 
Enthusiast

The Heath 
Curious

The Heath 
Satisfied

2024

• Laird Superfood was founded among the inner circle of 
Laird and Gabby’s friends and family

• Since the rebrand, we have focused on growth among 
Health Enthusiasts

o Believe in the power of superfoods

o In tune with food’s impact on their health

o Deep dive into ingredients and labels

• Future growth exists with the Health Curious

o Interested in superfoods but don’t know much 
about them

o Require more awareness and education

• Long term growth opportunity with Health Satisfied

o Exploring healthy but taste and experience are the 
priority

o Skeptical of fortified foods so later in adoption curve



California remains our strongest state, but now becoming national

13LSF.com DTC Sales L52W ending 11/8/24
SPINS Dollar sales all channels L52W ending 10/6/24

© GeoNames, Microsoft, TomTom
Powered by Bing

DTC Sales Heat Map

© GeoNames, Microsoft, TomTom
Powered by Bing

Retail Sales Heat Map



Growth through innovation and a new marketing campaign
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Q3 2024 Financial Performance



• Net Sales $11.8 million, +28% versus prior year period.

o E-commerce: 58% of total Net Sales, 42% growth driven by Amazon (+133%) and DTC (+10%). 

o Wholesale: 42% of total Net Sales, 13% growth due to Retail (+36%) offset by Club (-22%) timing of orders.

• Gross Margin 43%, marking four consecutive quarters of Gross Margin >/= 40% and demonstrating sustained 

improvement in trade spend, procurement and manufacturing. 

• Net Loss of $0.2 million, narrowed by $2.5 million versus prior year period due to Gross Margin expansion and 

reduced Marketing and G&A spend. 

• Cash add of $0.4 million in Q3 and $0.5 million for first three quarters of 2024.

• YTD performance significantly improved versus prior year period on all key metrics: Net Sales $31.7M, +27%;
GM 41.7%, +15.3pts; Net Loss $1.4M, better by $8.9M.

Financial highlights: Q3 Net Sales +28% and Gross Margin of 43%
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Q323

Financial results

$5.3MOPEX

$9.2MNet Sales

31.0%Gross Margin 

Net Sales $11.8M

Gross Margin 43.0%

Q324

($0.2M)Net Income/ (Loss)

$5.6MOPEX

($2.7M)Net Income/ (Loss)

+$0.3M (better)

+$2.6M

+1,199 bp

+$2.5M

YoY change
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Q3 Gross Margin of 43% is among best in class in Food

Q122 Q222 Q322 Q422 Q123 Q223 Q323 Q423 Q124 Q224 Q324

21% 18%
23%

-5%

23% 24%
31%

40% 40% 42% 43%

+12 points

• Unlike many peers, LSF Gross Margin includes a reduction for Distribution costs (i.e., is a “Landed Gross Margin”).

• Improvement vs 2023 driven by trade rate reduction, supply chain cost savings initiatives such as strategic shift to 
direct procurement of key raw materials and transition to a new manufacturer for liquid creamer. 

• Q324 Gross margin is the fourth consecutive quarter at or above our 40% target.

Gross Margin as % of Net Sales

18

%, of Net Sales



-$14.1

-$4.9
-$5.7

-$15.5

-$4.1 -$3.5
-$2.7

$0.1

-$1.0
-$0.2 -$0.2

Q122 Q222 Q322 Q422 Q123 Q223 Q323 Q423 Q124 Q224 Q324

+$2.5M

$, Millions

Net Income/(Loss)

Net Loss continues to approach breakeven
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Net Sales +28% due to:
• Wholesale +13%

- Retail +36%
- Club (22%) due to 

timing of orders
• E-commerce +42%

- DTC +10%
- Amazon +133%

Gross Margin of 43%, +12 points 
versus prior year driven by:

• Trade efficiencies 

• COGS improvements such as 
ingredient sourcing

Net Loss improved by $2.5 
million due to:

• Expanded Gross Margin 

• Lower operating 
expenses

27%

19%
-2.7

-0.2

Q323 Q324

+2.5

Net Income/(Loss), $M

$2.8

$5.1

Q323 Q324

+78%

Gross Profit, $M

$9.2
$11.8

Q323 Q324

+28%

Net Sales, $M

Q324 Results
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Retail

E-commerce

46%

24%

18%

11%
1%

42%

58%

Q324 Sales Mix

Coffee Creamers
Coffee, Tea, and Hot Chocolate Products
Hydration and Beverage Enhancing Supplements
Harvest Snacks and Other Food Items
Other

Wholesale
E-commerce

Gross Sales by Product Line Net Sales by Channel
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-$4.3

-$2.7
-$3.5 -$3.2

-$5.9

-$1.3

-$3.2

$0.3

-$0.4

$0.5 $0.4

Q122 Q222 Q322 Q422 Q123 Q223 Q323 Q423 Q124 Q224 Q324

$, Millions

Total Cash Add/(Burn)
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Dec 31 2023 Dec 31 2024
forecast*

$7.7
$8.5

+$0.8M

LSF projected cash balance ($M)

Cash balance projected to be $8.5M at year end*

*Management estimates, not guaranteed. Projections as of November 6, 2024. 23



Full Year 2024 and 2025 Outlook*

Net Sales:
$43 – $44M

(+26 to 29%)

Gross Margin:
41 – 42%

(+11 to 12 pts)

24

*Management estimates, not guaranteed. Projections as of November 6, 2024.
** Adjusted EBITDA defined as net income (loss), adjusted to exclude: (1) interest expense and other (income) loss, (2) income tax (benefit) expense, (3) depreciation and 
amortization expenses, (4) stock-based compensation

Net Sales:
+20% to 25%

Gross Margin:
High 30s

Adj. EBITDA**:
Positive

2024 2025


