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From Viral Creator to Beef Jerky Founder:
Emily Jones Launches ‘For The Boys' to
Reinvent a Category Built for Men

Emily Jones launches For The Boys Beef Jerky,
bringing premium beef jerky to young men with bold
flavor and a community-first brand.

FL, UNITED STATES, July 6, 2026
/EINPresswire.com/ -- Known for building a
massive online audience and establishing herself
as one of the most recognizable creator
personalities in her space, Jones is now shifting
into consumer packaged goods with a product
that feels less like a celebrity endorsement and
more like a calculated market disruption.

The idea came from identifying something simple:
despite beef jerky being one of the most
purchased snacks among men, most brands have
remained stale, corporate, and disconnected from
the younger generation.

“I realized jerky is everywhere, but nobody has
built a brand around the actual culture of the people buying it,” said Jones. “Guys want
something fun, bold, high-quality, and made for them. That's where For The Boys came from.”

Launching with premium cuts and bold flavors including Original, Carne Asada, and Teriyaki, the
company is positioning itself as a challenger brand in a

“ category dominated by legacy players like Jack Link’s and

Slim Jim. But unlike those companies, For The Boys isn't
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The brand is being built natively through social media,
creator partnerships, and community-driven marketing —
a strategy Jones knows well.


http://www.einpresswire.com

Industry analysts have increasingly pointed to creator-led consumer brands as one of the
strongest emerging trends in direct-to-consumer commerce, but few have entered the meat
snack category. Jones believes that creates a major opening.

“Everyone expects creators to launch beauty brands or clothing,” Jones said. “Nobody expects
beef jerky. That's exactly why this works.”

The launch also reflects a broader shift in how modern brands are built: audience-first,
personality-driven, and designed to spread online before they ever hit shelves.

Early interest in For The Boys has been fueled by viral social content, aggressive creator seeding,
and a growing fanbase attracted to the brand’s humor-heavy, nostalgic identity.

With a relaunch featuring new packaging, expanded flavors, and larger bag sizes on the horizon,
Jones says this is only the beginning.

“We're not trying to be another jerky company,” she said. “We're trying to build the jerky brand
this generation actually claims as their own.”

For more information, visit www.fortheboysbeefjerky.com

Emily Jones
For The Boys Beef Jerky
fortheboysbeefjerky@gmail.com
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