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For the past 25 years, SPINS has been powering and 
defining the natural products industry.

GOOD FOR
HEALTH

GOOD FOR
ANIMALS

GOOD FOR
PEOPLE

GOOD FOR
PLANET
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SPINS HAS

76+
Exclusive Retail 

Partnerships

REPRESENTING

380+
Ecosystem 

Partners

(excluding brands & retailers)

SPINS clients 
launched over 
100,000+ items 
in the last 
3 years

>$200B
In Sales

SPINS WORKS WITH

1500+ Brands

22%

70%

50%

Brands that work with SPINS grow 
22% faster on average than those 

that don't

7 of top 10 category-leading
brands within the Natural 

Products space

of all U.S.-based brands that have 
been acquired or funded over the last 
24 months*

*per Whipstitch top 60 deals
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We empower the community to interact and transact 
with efficiency, transparency, and trust.

MEDIA &
TECHNOLOGY

BRANDS

INVESTMENT
& VC

INGREDIENT
SUPPLIERS

RETAILERS

MISSION-ALIG NED
PARTNERS

BROKERS &
DISTRIBUTORS

+ MO RE+ MO RE

+ MO RE

SHOPPERS
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Focus on women’s health continues to gain traction
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Hormone-related health products remain key growth opportunity as 
awareness and research catch up

Women’s Sexual Health supplement 
sales and growth, 2019-2027e

Sexual Health 
supplement sales by 

gender, 2024

Source: Nutrition Business Journal 
($mil, customer sales)

Source: Nutrition Business Journal Source: SPINS Total US Natural Expanded Channel + MultiOutlet (powered by Circana), 52 Weeks 
Ending 1.26.2025; SPINS Health Focus attribute
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WH AT’S TRENDING IN W OMEN’S HEALTH?

How are women’s health supplements performing?

Source: SPINS TOTAL US MULO + Natural, TPL Universe , VMS Department, GENDER Attribute, L52 Weeks Ending 12/29/24

Top 5 Dollar Gainers

Category $ Sales $ Chg. vs PY Dollars, % Chg

REPRODUCTIVE SUPPS $77.4M +$8.3M +12%

BEAUTY SUPPS $12.0M +$7.1M +148%

PRE & PROBIOTICS $159.7M +$5.0M +3%

ORGAN SUPPORT SUPPS. $7.2M +$1.7M +30%

CHILDREN SUPPLEMENTS $17.4M +$0.7M +5%

Women’s Health In Retail 2023

2022 2023 2024

$974.2M $970.2M $982.4M

Top 5 Subcategories in terms of Dollar Chg. for VMS – Gender: Woman
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Next Wave of Women’s Sports Nutrition
Women’s Sports Nutrition is underrepresented, and what exists today is primarily for “Weight Loss” and “Fat Burn”; 

in 2025 we expect to see greater diversity and functionality in women’s sports nutrition.

Additional Sources: https://www.ncbi.nlm.nih.gov/pmc/articles/PMC8912470/

Top Functional ProductsHealth Focus (in Women’s)

“Within 1,829 sports nutrition studies, across different supplements, 0-8% of studies investigated 

women exclusively, while 0-2% were designed to compare sex-based responses. Further, the annual 

publication of female-specific studies was ~8 times fewer than male-specific studies.”                                                     

         -NCBI 2022

From pre- to post-workout, women’s sports 
nutrition products are being formulated with 

whole foods and functional ingredients 
related to women’s health

Source: SPINS TOTAL US MULO + Natural , TPL Universe, VMS Department, GENDER  and HEALTH FOCUS Attributes, L52 Weeks Ending 11/5/23

64.3%

21.4%

14.3%

WEIGHT LOSS

ENERGY

OTHER
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Protein Supplement & Meal Replacements

Two-Year Trend Insights

Source: SPINS Natural Channel, Amazon, Convenience & Multi-Outlet (MULO) (Powered by Circana)

Dept: Vitam ins & Supplements, Attribute: Health Focus, 52 Weeks Ending 12/29/24

Sales Volume Growth

$9.0B 
$9.8B 

$0B

$2B

$4B

$6B

$8B

$10B

$12B

YEAR AGO 52 WE 12/29/2024

+9%

Units % Chg, 
YAGO:

+8%
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WH AT’S TRENDING IN W OMEN’S HEALTH?

High Protein

Consumers, with increasingly more women are looking for high protein label claims

Source: SPINS Natural Channel, Amazon, MULO, Convenience  (powered by Circana)

52 Weeks Ending 12.29.24

Whey Protein Powder is driving the most sales & growth

SOURCE MARKET SHARE YOY GROWTH

Whey 39% +10%

Collagen 24% +0%

Plant 17% +0%

Animal 4% -12%

Blend (Animal & Plant) 3% -3%

#1

Social Media Trending: 30-30-3
30 grams of Protein, 30 grams of Fiber, 3 Probiotic Foods
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Creatine

Two-Year Trend Insights

Source: SPINS Natural Channel, Amazon, MULO, Convenience  (powered by Circana)

52 Weeks Ending 12.29.24

Sales Volume Growth

$310M 

$378M 

$0M

$50M

$100M

$150M

$200M

$250M

$300M

$350M

$400M

YEAR AGO 52 WE 12/29/2024

+22%

Units % Chg, 
YAGO:

+35%
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Focus on women’s health continues to gain traction

Source: Youtube
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Less Generic, More Case-Specific

Teen Adult

MatureMother

PR ODUCT S 
TO WATCH

Could we expect to see 

more products released 

catering to this 

demographic?

As the global menopause 

market grows, look for 

more innovation 

in the category, including 

symptom specific 

products.

Top 5 brands dominate 

in share. Expect more 

niche brands to emerge 

and continue driving 

growth.

From PCOS Support to 

"cycle syncing*", 

expect to see brands 

focusing on these key 

use cases to capture 

white space in adult 

women’s health.

Post-natal

$16.9B

$23.1B

2023 2027 2030

Projected Sales of 
Menopause Products

5.37% 
CAGR

Pre-natal

70.4%

29.6%

TOP 5 BRANDS

ALL OTHER

*Cycle syncing is coined and trademarked by Alisa Vitti
Additional Sources: https://elara.care/cycle-syncing/cycle-syncing-how-to-work-with-your-cycle/

https://www.grandviewresearch.com/industry-analysis/menopause-market?utm_source=prnewswire&utm_medium=referral&utm_campaign=hc_14-june-21&utm_term=menopause_market&utm_content=rd

PR ODUCT S 
TO WATCH

PR ODUCT S 
TO WATCH

PR ODUCT S 
TO WATCH

Source: SPINS TOTAL US MULO + Natural , TPL Universe, VMS Department, AGE, GENDER, and FUNCTIONAL INGREDIENT Attributes, L52 Weeks Ending 12/29/24

https://elara.care/cycle-syncing/cycle-syncing-how-to-work-with-your-cycle/
https://www.grandviewresearch.com/industry-analysis/menopause-market?utm_source=prnewswire&utm_medium=referral&utm_campaign=hc_14-june-21&utm_term=menopause_market&utm_content=rd
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WH AT’S TRENDING IN W OMEN’S HEALTH?

DTC Brands will move to retail, causing surge

Top DTC-Native Brands

DTC brands moving into retail could inject growth 
into a slightly down category

Women’s Health In Retail + = Category Growth

2022 2023 2024

$974.2M $970.2M $982.4M

Successful DTC to Retail Brands

Many of the top growing Women’s 

Health brands are currently selling DTC. 

A few of these brands, like Bloom and 

Hers, have entered retail successfully, 

paving the way for more DTC brands to 

grow in brick and mortar.

“In every category, more and more brands 

are getting their foot in the door and taking 

a once digital brand into a retail space. For 

eCommerce brands, moving between 

digital storefronts and physical retail 

shelves seems logical.”

-BankNotes by #Paid, 2022

Source: SPINS TOTAL US MULO + Natural, TPL Universe , VMS Department, GENDER Attribute, L52 Weeks Ending 12/29/24
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Women’s Health: Why has it taken so long?

Source: SPINS Natural Channel, Amazon, MULO, Convenience  (powered by Circana)

52 Weeks Ending 12.29.24

Women historically have been 

underrepresented in clinical research due 

to “complicated hormonal fluctuations.” 

Only since 1993 have women been 

required as clinical trial participants.

Considering the history of 

underrepresentation, women’s health 

clinical trials being grossly underfunded 

compared to “men’s health” studies is not 

surprising.

Lack of knowledge on women’s health has 

led to questions around how to even study 

the subject. This has caused the medical 

community to rely on unscientific 

stereotypes, such as “women should take 

half the dose of men due to being on 

average smaller.”

Under-Represented Under-Funded (Poorly) Understood
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WH AT’S TRENDING IN W OMEN’S HEALTH?

Putting the Women Back in Women’s Health
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Thank You!

For  m ore information,  
contact echan@spins.com
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