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Consumers struggle to find plant-based snacks 
with a high protein/low sugar ratio that also deliver 
natural ingredients without sacrificing flavor.

Problem

Overly Processed  – Most contain synthetic preservatives, emulsifiers, or artificial sweeteners (Washington Post, 2025).

High in Sugar – Many bars exceed 8g added sugar per serving, often masked with sugar alcohols (Washington Post, 2025).

Poor Taste & Texture – Consumer testing highlights chalky texture and bitterness (Consumer Reports; Food Business News, 2025).

Misleading Protein – Processing & additives reduce actual protein absorption vs. label claims (Health.com, 2024).

Animal-Based Dominance  – 78% of bars are whey/milk-based, leaving limited plant-based alternatives (WellnessPulse, 2024).

https://www.washingtonpost.com/wellness/2025/05/28/healthy-protein-bars/?utm_source=chatgpt.com
https://www.washingtonpost.com/wellness/2025/05/28/healthy-protein-bars/?utm_source=chatgpt.com
https://www.consumerreports.org/cro/magazine/2015/08/the-truth-about-high-protein-snacks/index.htm?utm_source=chatgpt.com
https://www.foodbusinessnews.net/articles/28533-raising-the-bar-meeting-modern-expectations-in-protein-snacks?utm_source=chatgpt.com
https://www.health.com/protein-bars-health-digestibility-study-11762629
https://wellnesspulse.com/research/high-protein-bar-analysis/
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Solution

Clean & Transparent → Minimally processed, plant-
based, gluten-free, dairy-free, soy-free, non-GMO, & 
kosher-certified. 

Fresh & Refrigerated → Higher-quality product with no 
preservatives — lasting up to 3 days on-the-go.

GLP-1 Friendly → High protein-to-sugar ratio and fiber 
content align with the rapid growth in GLP-1 users 
seeking clean snacks.

Portion Control Format → Bite-sized balls enable 
flexible dosing & snacking, unlike oversized bars. 

Better Taste & Texture → Soft, chewy, craveable —  
a fresh snacking experience bars can’t match.

Fun Flavors → Six-flavor lineup that appeals to both 
kids and adults.

Protein-to-Sugar Advantage → 8–10g of plant-
based protein per serving with low sugar — among 
the best protein-to-sugar ratios in the market.

Mission-Driven → Female-founded, born from our 
CEO’s cancer journey. We proudly donate 1% of sales 
to the Breast Cancer Research Foundation (BCRF).

Scott’s Protein Balls deliver what today’s 
consumers demand but can’t find in bars:
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Market Opportunity
TA M

G l o b a l  b e t t e r - fo r -yo u  s n a c ks  m a r ke t

(G r a n d  V i e w Re s e a r c h ,  2 0 2 4) 

(Total Addressable Market)

$100B +
CAGR 
~5.7%

S A M

P r o t e i n  s n a c ks  ( b a r s ,  c o o k i e s ,  c e re a l s)

( E m e r g e n  Re s e a r c h ,  2 0 2 4)

(Serviceable Available Market)

$94B global 
category

SOM

Wit h  na t ion a l  e x pa n s ion ,  S cot t ’s  
ca n  rea l i s t i ca l l y  ca pt ure

w i t h i n  5 – 7  ye a r s  ( ≈ 1 %  o f  U. S .  
re f r i g e ra t e d  p ro t e i n  s n a c ks)

(Serviceable Obtainable Market)

$100M+
share

Consumers trading up to refrigerated, premium 
snacks perceived as higher-quality.


Surge in GLP-1 adoption creating demand for 
low-sugar, protein-dense snacks.


Plant-based retail sales grew 3× faster than total 
food retail sales (2021) — PBFA.

Scott’s competes 
at the intersection 
of these high-
growth segments.$88B$5.9B

Plant-based 
snacks

Low-sugar 
snacks

Refrigerated 
snacks

$18B
T a i l w i n d s

Initial distribution focus:

Northeast U.S.
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Product

Plant Based Protein Packed Soy Free Low/No Added Sugar Dairy Free Proud Partner of BCRF Gluten Free Nut Free Options Non-GMO Female Owned
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Business Model

~40% ~50-58% $0.80

Retail Direct-to-Consumer (DTC) Private label

(ShopRite, King Kullen, Citarella, 
WH Smith airports). Target rollout 
(Jan. 2026, nationwide May 2026)

Amazon + Shopify website, strong 
repeat purchase (23% of orders from 
existing customers, AOV $55+).

Oakberry partnership + select 
corporate wellness programs.

Positioned for significant profitability with scale.

COMING SOON!
locations 

today

200+
REPEAT 

PURCHASE

23%
pts margin 

improvement

30-40+2026 MArgin 2026 MArgin COGS per 2-pack

– $0.85
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Go-To-Market Strategy

1 3
2

Retail Expansion Brand Awareness & 
Customer Acquisition

Digital Growth

Distributor partnerships (Rainforest + others).


Target rollout: 80-100 stores Jan. 2026 → nationwide May 2026.


Ongoing conversations with additional big-box retailers.
Merchandising & in-store displays in key retailers.


Aggressive sampling strategy (airports, gyms, expos, retail events).


Sampling programs in NYC/Long Island drive in-store trial  
& conversion.

Partnered with Digital Agency for Amazon + DTC  
(SEO, paid digital, email).


Current spend: $4K–$6K/month →  
CAC ROI of $1 = $3–$4 revenue.


Targeted campaigns leveraging GLP-1  
friendly positioning.

4 Community & Loyalty
Leveraging reviews/social proof to drive subscription + repeat 
DTC orders (23% repeat rate).


Exploring influencer & ambassador programs to accelerate 
word-of-mouth adoption
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Revenue Growth

Retail Expansion

Customer Loyalty

Media/PR Wins

$215K revenue in 2024 (+100% YoY).


$200K YTD 2025 (through Q3) revenue 
to date.


Forecasting 300%+ growth with funding 
and new co-packer margins.

200+ retail locations across NY/NJ (ShopRite, 
King Kullen, Citarella, WH Smith airports).

95% store retention;* added 150 stores in 75 
days with Rainforest Distribution.

Target rollout confirmed Jan. 2026 (80-100 
stores), nationwide May 2026.

Customers love our taste!


Customers love our mission!


23% repeat online orders, $56+ AOV.


Strong affinity from clean ingredients + 
portion control format.

Featured on Good Morning America 
& Good Day NY → viral sales bump 
(1,000+ orders in 36 hours).


Ongoing PR: 76 live press links, 1.4M+ 
media impressions.

Traction
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*For stores where we were initially launched with 8-12 week trial.
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Media 

& PR

“...not only did I really 
love them, but my whole 
family was stealing them! 
I put them in the freezer 
and when I wanted a 
snack, there was nothing 
left in the bag.”

– Rosanna Scotto

F e a t u r e d  i n

L E A R N  M O R E
L E A R N  M O R E

L E A R N  M O R E
L E A R N  M O R E L E A R N  M O R E

T e l e v i s i o n

P R I N T

L E A R N  M O R E

O N L I N E

https://drive.google.com/drive/folders/1VX-YTpeq_g0VDqBie2QW1KfPeU42TgFO
https://drive.google.com/drive/folders/1VX-YTpeq_g0VDqBie2QW1KfPeU42TgFO
https://www.foxnews.com/food-drink/snack-food-created-cancer-crisis-labor-love-husband-wife
https://drive.google.com/drive/folders/1VX-YTpeq_g0VDqBie2QW1KfPeU42TgFO
https://drive.google.com/drive/folders/1VX-YTpeq_g0VDqBie2QW1KfPeU42TgFO
https://chrome-extension://efaidnbmnnnibpcajpcglclefindmkaj/https://drive.usercontent.google.com/download?id=19JORDkidEIAqwEBP5HAaK4YbNIILambd&authuser=0&acrobatPromotionSource=gdrive_chrome-grid
https://drive.google.com/drive/folders/1VX-YTpeq_g0VDqBie2QW1KfPeU42TgFO


Fridge Fresh


Serving Size (g)


Calories


Protein (g)


Protein / Gram 


Sugar (g)


Sugar Alcohol


Nut-free options


Plant-based


Dairy-free


Portion Controlled


Non-GMO


Artificial Ingredients


Seed Oils


Gums
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Competitive Analysis
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Reviews of Current Offerings
People are fed up w i t h  current offer ings



L o r i  L e v i n e

C E O  &  C o - F o u n d e r

CPA and breast cancer survivor; 

launched Scott’s Protein Balls during the 

pandemic and scaled to 300+ stores.

S c o t t  L e v i n e

C o - F o u n d e r  &  C F O

30+ years as CFO in AdTech/Digital; 

supported multiple exits ($120M+, $300M)

Our Team
Leadership

S c o t t ’ s  p r o t e i n  b a l l s s c o t t s p r o t e i n b a l l s . c o m



R i c a rdo  Cord e ro

C EO ,  R i c a r d o  F o o d  G r o u p  
manufac tur ing/co-pack ing

Pat r i c k  S imon e

Cu l i na ry  Deve lopmen t  Group  

Produc t  Deve lopmen t

Dav i d  K i r s h e n b aum

F i n a n c i a l  A d v i s o r

C PG / B F U  Fo c u s

Marcy  K i r s h e n b aum

Nu t r i t i o n i s t


E n h a n c e  N u t r i t i o n  L LC

Dav i d  M e lt z e r

Me d i a  E x e c u t i v e

b r a n d  s t r a t e g y

C r a i g  S i eg e l

E n t r e p r e n e u r / C o a c h


C L S

J ay  &  B a r b a r a  
B amb e rg e r


S amp l i n g  E x p e r t s

Our Team
Advisors & Strategic Partners

S c o t t ’ s  p r o t e i n  b a l l s s c o t t s p r o t e i n b a l l s . c o m

https://www.linkedin.com/in/ricardo-cordero-832a19a4/
https://www.linkedin.com/in/patrick-simone-30062115b/
https://www.linkedin.com/in/davidlkirshenbaum/
https://www.linkedin.com/in/enhancenutrition/
https://www.linkedin.com/in/davidmeltzer2/
https://www.linkedin.com/in/craig-landon-siegel/
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Key Takeaways
Driving Growth  
& Profitability
Our Path to Success

Digital marketing and new distribution 
are set to drive 1.5X revenue in 2025, 
14X in 2026 and 2.5X in 2027.


Cash flow breakeven expected by late 
2026 as larger production runs boost 
profitability.


Early losses were strategic; raising 
funds to scale production and hit 
profitability.


DTC targeted gross margins: 50%-58%, 
Retail gross margins: 40%. 


First private label launched, growing to 
20 stores by year-end.


Kosher products and private labels 
offer major growth potential.


Broker support expected to drive 
significant new store count.

+500% +500%
Revenue* Profit

2023 2024 2025 2026 2027

($12M)

($11M)

($10M)

($9M)

($8M)

($7M)

($6M)

($5M)

($4M)

($3M)

($2M)

($1M)

($0)

($1M)
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The Ask
Use of Funds

Production/Working Capital (50%)

Sales & Marketing (35%)

G&A (15%)

Seed Round
$380K Pre-Seed Raise  
$1.5M SEED Round

C O M P L E T E

N O W  O P E N

R A I S E D

18% of target ($275K–$1.5M)

POST MONEY (if full round)

$5.5M (Pre-money $4.0M)

$1.5M target$275K SAFE committed

50% production/ 
working capital

L ower COGS by 30%

Reduce packaging 
costs by 30%

Reformulation + R&D

35% sales &  
marketing

Samplin g

Merchandising + Events

Amazon + Digital 
Marketing

15% General & 
Administrative

Ops Manage r

Legal + Finance 
Support

Web Dev
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Milestones & Roadmap
N E A R - T e r m

L o n g e r - T e r m

M i d - T e r m

(2026–2027)

(2025–2026)
Jan. 2026: 


Transition to new turnkey co-packer (+30–40 pts margin improvement).

Onboarding with major big-box retailer (Target, initial DC rollout → nationwide).


May 2026: 

Potential private label launch with major big-box (1,500+ doors).

Expanded sampling media & PR activations to support retail growth.

(2027–2028)
Explore new product formats  
(DIY kit, shelf-stable opportunities).

Target profitability late 2026, scaling 
toward $12M+ revenue by 2027.

Functional line launch (mushroom extract SKUs).

Expansion to 1,000+ retail doors nationwide.

Grow private label partnerships (corporate wellness, QSR).

Broaden distribution into airports, gyms, and hospitality 
channels nationwide.



Become a part of our family 
as we continue to grow!

T H A N K  Y O U  F O R  Y O U R  C O N S I D E R A T I O N !

C o n f i d e n t i a l

We are happy to provide interested parties 
with samples in advance of any conversations

L o r i  L e v i n e

lori@scottsproteinballs.com

516-448-3789

S c o t t  L e v i n e

scott@scottsproteinballs.com

917-767-2618



Lori Levine, CEO, Co-Founder

C o n f i d e n t i a l

Appendix
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A Note from Lori

Lori

Hi there!

I’m Lori, Co-Founder and CEO of Scott’s Protein Balls. My story began in 2017 when, after a breast 
cancer diagnosis, I committed to a cleaner lifestyle but couldn’t find a tasty, healthy snack that 
wasn’t full of sugar or processed ingredients. In honor of that journey, we partner with and donate 
1% of all sales to BCRF — the Breast Cancer Research Foundation. My husband, Scott, created our 
protein balls—fresh, plant-based, and free from gluten, dairy, and soy—and they became a hit with 
friends and family.



What started as a homegrown idea turned into a business. After launching during the pandemic, 
we quickly grew to 15 stores and, after a Good Morning America feature, in 2021 generated over 
1,000 sales in 36 hours, I decided to dive in. Today, we’ve got a solid online business and our 
products have been sold in over 300 stores.



We’re not just about donations or missions; we’re about delivering a genuinely great Better for You 
product that people love. Our customer loyalty and growth show it!



Thanks for hearing our story!



Warmly, 



Lori
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Product Roadmap
We’re launching a new line of functional protein balls for all aspects 
of your day, in partnership with a mushroom extract provider.


+

Focus + Energy
L i o n ’ s  M a n e C o r d y c e p s

+

Calm + Sleep
R e i s h i M a i t a k e
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The Balls
F l a v o r s

Stays fresh for 
up to 3 days on 

the go!
Peanut Butter Cacao

Cinnamon Almond Butter

Chocolate Peanut Latter

N u t - B u t t e r  F l a v o r s

Functional Protein Balls

Protein Ball Kit

Protein Powder

R & D : P r o d u c t  
E x t e n s i o n s

Brownie Batter

Confetti

Mint Chocolate Chip

N u t - F r e e / N o  S u g a r  
A d d e d  F l a v o r s

Red Velvet

Pumpkin Spice

Peppermint Bark

L i m i t e d  E d i t i o n  
( S e a s o n a l  F l a v o r s )  

C O N V E N I E N C E

Ball shape allows for 
portion control; no 
need to eat all at once
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Cleaner protein preference Healthier snack choices Prioritize Taste & nutritionPlant-based CAGR

100%

80%

60%

40%

20%

0

C o n s u m e r  S n a c k i n g  T r e n d s

The Shift in  
Consumer Demand

Refrigerated Snacks Market Plant-Based Food and Beverages Market Size & Outlook, 2023-2031 Snacking Market Report 2025 (Global Edition)

https://www.futuremarketinsights.com/reports/refrigerated-snacks-market
https://straitsresearch.com/report/plant-based-food-and-beverages-market?utm_source=chatgpt.com
https://Snacking Market Report 2025 (Global Edition)

