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Major Channel Shifts May Impact the Deli, Dairy and Bakery Dollar Spend 
By: Anne-Marie Roerink, President, 210 Analytics LLC 

 
 

The October Marketplace 
The share of meals prepared at-home remained elevated in October, at a consumer-estimated 78.4% of all occasions, 
according to the IRI survey of primary grocery shoppers. Jonna Parker, Team Lead, IRI Fresh, explained that a big 
contributor to more meals being prepared in the home is the lunch occasion. “While down from the 2020 peaks, 47% 
of the active workforce, or 26% of the total population, work from home one or more days a week,” Parker noted.  

• When working from home, these consumers have a range of lunch go-to’s. However, restaurants rarely make it 
into the working-from-home lunch lineup. 

• Describing their working-from-home lunches in the past two weeks, October IRI survey respondents heavily relied 
on eating leftovers (59%), making sandwiches (41%) or grabbing a quick snack, such as yogurt or snack nuts 
(39%). One-third prepared a quick meal and 24% eat a pre-packaged meal, such as a frozen entrée or can of 
soup. An equal 24% of shoppers made salads at home.  

• To the contrary, just 16% of consumers got restaurant takeout or delivery for lunch and an even lower 8% left the 
house to have lunch at a restaurant. “This is an important finding for retail, including deli, bakery and dairy,” Parker 
added. “Encouraging shoppers to think ahead when they come in store to buy tonight’s dinner but also tomorrow’s 
lunch can be a great way to drive an incremental purchase. We have seen this happening successfully with salad 
bars. Once reopened after the peak of the pandemic, we saw salad bar sales come back all the while packaged 
salad sales remained strong as people started buying for the immediate and future occasion. This idea also fuels 
permissibility to buy larger pack sizes as a cost-effective, time-saving solution for multiple meal occasions. 
Likewise, it fuels permissibility for a more premium bread, deli meat, cheese or dairy item, because it is still much 
more cost-effective than purchasing from restaurants.”    

• October survey also saw parents with children between the ages of 6 and 17 are also slightly more likely to pack 
school lunches for their children this year. One-quarter (23%) pack food to bring to school more often than they did 
last year, whereas 15% buy/receive school lunch more often — for a net gain of +8 percentage points versus year 
ago.  

 
In addition to a greater share of lunches having moved to the home, overall restaurant engagement was also down 
from 82% from the fall IRI surveys. In October, 79% of consumers purchased restaurant food, whether eaten on 
premise or ordered for takeout or delivery. Restaurant takeout, and especially delivery, continued to skew toward 
younger consumers. Thinking through their plans for the upcoming month, 24% of IRI survey respondents expect they 
will eat at restaurants less often versus only 4% who believe they will increase their restaurant trips.  
 
Inflation is the major undercurrent for many of the changes in grocery shopping and consumption patterns. 

• The IRI October survey found that 95% of shoppers feel that they are paying more for groceries than last year, 
with eggs topping the list of examples. As a result of the higher prices, 80% of consumers shopped for groceries 
differently, including where and what they purchase. The most popular money-saving measures are looking for 
sales/deals more often (55%), cutting back on non-essentials (45%), looking for coupons (35%) and buying store-
brand items (31%). What constitutes a non-essential item highly depends on the household.  

• 15% included lower-cost retailers and 18% visit multiple stores to get the best deals. This has prompted more trips 
across food and beverage categories, despite the higher gasoline prices. IRI’s Integrated Fresh Household Panel 
found that store trips were up 2.0% in October 2022 versus year ago.  

 
Citing IRI’s Integrated Fresh Household Panel, Parker explained that channel shifting has had a substantial impact on 
the dollar share distribution of fixed and random weight products across all the stores in which consumers shop for 
retail food and beverages. 

• In October, the traditional grocery share dropped to 36.0% of all food and beverage dollars — its lowest share of 
the pandemic period and well below the 38.6% share in 2019. “This is headline news,” Parker said. “Traditional 
grocery stores have always been known for and differentiated on fresh, led by produce and meat. Are consumers 
looking for a shortcut to savings by shopping supercenters and clubs? Is the current environment redefining how 
consumers shop across purchase drivers of price, quality, convenience, assortment and service? These are 
important questions as these patterns started in 2021 when inflation started to accelerate.” 

• Health/specialty grocery stores (see below for definitions) also dropped to their lowest level, at 2.0%.  

• The main beneficiaries of channel share shifting Mass/Supercenter that rose to 22.1% of total sales.  
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• The Club channel has also gained 1.3 points in food/beverage share since 2019, reaching a high of 12.1%.  

• Further, online food/beverage sales have close to tripled, now holding 3.4% share of the omnichannel view.  

 
Channel share food and beverages 2019 2020 2021 Latest 52 weeks October 2022 
Traditional grocery (food) 38.6% 38.9% 37.4% 36.7% 36.0% 
Mass & Supercenter 21.5% 20.2% 20.7% 21.4% 22.1% 
Club 10.8% 11.4% 11.7% 11.9% 12.1% 
Discount grocery 6.7% 6.6% 6.3% 6.3% 6.0% 
Specialty stores 3.7% 3.2% 3.6% 3.8% 3.8% 
Health and specialty 2.8% 2.4% 2.4% 2.2% 2.0% 
Internet (pure e-commerce) 1.2% 2.2% 2.9% 3.1% 3.4% 

                                                                                                                                                                                                                                        

Source: IRI Integrated Fresh All Outlets Household Panel. Not shown are dollar, drug, liquor and all other channels. The club channel includes 

retailers such as Costco, Sam’s and BJs. Mass/supercenters are big box retailers such as Walmart and Target. Discount grocery  includes limited 
assortment stores such as ALDI and Lidl. Specialty stores are farmers markets, butchers, bodegas, delis or other small-format food markets, Health 
and specialty grocers reflects retailers who carry many aisles but focus on a specific specialty (like Trader Joe’s) or health (such as Sprouts or 

Whole Foods) messaging. Online includes a variety of channels including orders for pickup or delivery- excluding in-store/brick-and-mortar 
shopping. 

  
When regarding fresh departments only, the shifts follow the same patterns: a new low share for traditional grocery 
and elevated shares for mass/supercenter, club, dollar and online channels.  
 
Channel share fresh departments 2019 2020 2021 Latest 52 weeks October 2022 
Traditional grocery (food) 35.9% 36.3% 34.5% 33.9% 33.2% 
Mass & Supercenter 25.6% 23.8% 24.6% 25.1% 25.7% 
Club 11.8% 12.2% 12.7% 12.9% 13.2% 
Discount grocery 5.8% 5.8% 5.4% 5.4% 5.2% 
Dollar stores 2.4% 2.5% 2.4% 2.4% 2.6% 
Health and specialty 2.0% 1.8% 1.9% 1.8% 1.5% 
Internet 1.6% 3.0% 3.6% 3.8% 4.1% 

                                                                                                                                                                                                                                        

Source: IRI Integrated Fresh All Outlets Household Panel. Fresh includes refrigerated/dairy, produce, meat, deli, bakery and seafood. 

 
“This is headline news indeed,” Heather Prach, IDDBA’s Director of Education noted. “Traditional grocery’s share of 
fresh food dollars has eroded 2.7 percentage points since 2019. That means billions of dollars have shifted to new 
stores and channels over the past few years. With continued pressure on the supply chain, it is all about being 
distributed in the most effective way for manufacturers, whereas retailers are ultra-focused on trips, spend per trip and 
household penetration while addressing the significant reduction of purchasing power for most Americans. A greater 
tendency to cherry pick deals in addition to simply shifting the entire grocery basket can have substantial impact on the 
deli, dairy and bakery departments’ performance.”  
 
In this continued disrupted environment, IRI, 210 Analytics and IDDBA are committed to bringing the latest trends and 
analysis relative to the deli, dairy and bakery departments. 
  

Inflation Insights 
The price per unit across all foods and beverages in the IRI-measured multi-outlet stores, including supermarkets, club, 
mass, supercenter, drug and military, increased +13.7% in October 2022 (the five weeks ending 10/30/2022) versus the 
same month in 2021. October inflation was +17.0% in the center of the store (grocery) and +11.2% for perishables. 
Compared with October 2019, prices across all foods and beverages were up +28.8% — prompting a significant 
reduction of purchasing power for most Americans.  
 

Average price/unit vs. YA Q1 21 Q2 21 Q3 21 Q4 21 Q1 22  Q2 22 Q3 22 Oct 22 

Total food and beverages +5.5% +2.7% +5.0% +8.0% +9.9% +11.9% +14.0% +13.7% 
  

Source: IRI, Integrated Fresh, Total US, MULO, average price per unit and % gain versus YA  

 
Dairy and bakery had above-average inflation, whereas deli was slightly below in October 2022 versus October 2021 
average. Total dairy prices increased 23.4%, with a continued big impact by eggs.  
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Average price/unit 
vs. YA 

Q1 21 Q2 21 Q3 21 Q4 21 2021 Q1 22 Q2 22 Q3 22 Oct 22 Vs. YA 

Total dairy +3.7% -0.9% +3.6% +4.4% +2.7% +12.7% +17.1% +21.2% $3.64 +23.4% 

Total deli +2.1% +3.8% +4.3% +7.2% +4.4% +9.9% +11.5% +13.2% $5.94 +12.3% 

Total bakery +9.0% +3.6% +4.1% +7.8% +6.2% +8.8% +12.6% +15.9% $3.56 +15.6% 

 
Source: IRI, Integrated Fresh Total US, MULO 
 

 

Perishables Performance 
The smallest of the fresh departments, seafood, continued to experience substantial dollar and unit pressure in 
October 2022. The unit performance for the other areas improved notably versus September but remained down year-
on-year across the board.  
 

October 2022 $  
sales 

Change 
vs. YA 

Change 
vs. 2YA 

Change 
vs. 3YA 

Unit  
sales 

Change 
vs. YA 

Change 
vs. 2YA 

Change 
vs. 3YA 

Bakery $4.0B +13.7% +22.0% +29.2% 1.1M -1.7% -1.5% -4.3% 
Deli $4.3B +7.6% +20.5% +24.5% 724M -4.2% +0.6% +2.3% 
Meat $8.1B +2.5% +10.3% +25.9% 1.3B -2.4% -7.1% -0.7% 
Produce $6.8B +2.5% +7.1% +19.6% 2.6B -2.7% -5.5% +4.2% 
Refrigerated $8.3B +18.1% +20.3% +33.3% 2.3B -3.1% -5.6% -0.8% 
Seafood $570M -3.4% -2.9% +26.4% 64M -7.3% -17.9% +2.1% 

 

Source: IRI Integrated Fresh, Total U.S., MULO, fixed and random weight items combined into department views 

 

 
Dairy Sales  
Dairy represents the bulk of sales in the total refrigerated department. The five October 2022 weeks generated $7.0 
billion in dairy sales. While dollars were up more than +20%, units were down between -2% and -3%. “We continue to 
see the interplay between managing the total shopping spend in the light of high inflation versus the love for dairy and 
the important role it plays across all meal occasions,” said Prach “Eggs are a powerful example. In October, prices 
were up 61.5% versus last year’s October; yet, units are not off by much. I also think we have to give credit to the 
tremendous innovation in dairy that is tying into many of the mega trends we highlighted at What’s In-Store Live, from 
plant-based integration, health and wellbeing, personalization, convenience and premiumization. It is this focus on 
innovation that is keeping the dairy aisle strong.”  
 
Milk was the biggest seller, surpassing the $1.6 billion mark. Eggs moved back into the top three sellers.  
 

$ Sales vs. YA 
2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 

 
Q1 22 Q2 22 Q3 22 Oct 22 $ vs YA 

Units 
vs YA 

Dairy 0% +13% 0% -9% 0% +1% +5% +14% +18% $7.0B +20.3% -2.5% 

Milk +1% +10% -1% -6% 0% +1% +6% +14% +13% $1.6B +10.8% -3.1% 

Natural cheese +2% +20% +2% -12% -2% -2% -% +5% +9% $1.2M +10.2% -0.3% 

Eggs -10% +18% -2% -18% +2% +5% +13% +43% +52% $978M +58.5% -1.9% 

Yogurt -1% +4% -2% +5% +5% +7% +7% +9% +13% $855M +13.5% -7.7% 

Butter/margarine +1% +17% -7% -25% -7% -3% +3% +19% +27% $612M +37.8% +1.5% 

Cream/creamers +8% +15% +7% -3% +4% +3% +7% +11% +16% $573M +19.6% 0.0% 

Cream cheese +4% +18% +9% -8% -1% 0% +3% +16% +23% $255M +34.7% +3.8% 

Processed 
cheese 

-3% +16% -6% -14% -3% -3% +1% +8% +11% $243M +11.6% -2.6% 

Whipped toppings +9% +22% +17% -9% -2% +1% +2% +11% +22% $168M +28.9% +3.2% 

Sour cream 0% +14% +1% -17% -4% +3% +5% +15% +19% $154M +20.5% +1.0% 

Cottage cheese -3% +5% -4% -9% -5% -3% +3% +8% +17% $113M +16.1% -2.9% 

Desserts +5% +10% +7% +18% 13% +14% +11% +6% +6% $106M +6.0% -8.9% 

Cheese snack kits +5% -13% -12% +12% -4% -3% +17% -1% +4% $32M +10.9% +1.6% 

Dairy alternative 
cheese 

+5% +30% -5% -17% -3% -11% -8% -7% -3% $10M -4.7% -9.0% 

             

Source: IRI, Total US, Integrated Fresh, MULO, % growth versus year ago 
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Deli Sales 
“The different areas within deli are all 
experiencing the same patterns,” Parker 
pointed out. “Year-on-year, dollar gains 
are impressive, but they are fully 
inflation-boosted. That said, while the deli 
delivers more premium cheese, meat 
and meals, the gap between dollars and 
units is not at all out of line with other 
areas of the store. This underscores the 
finding that there is still room for premium and convenience-focused solutions hand-in-hand with value-driven 
decisions.”  
 
Deli Meat  
Deli meat sales (combined fixed and random weight) totaled $803 million in the five October weeks. While this was 
certainly an increase in dollars versus year ago, the growth was fully inflation boosted. On the volume side, deli meat 
sales in October were down -7.3% year-on-year, plus sales fell behind the 2019 levels by -2.8%.  
 

Total Deli Meat (FW/RW)  Sales vs. YA 

 2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22 Oct 22 vs 2021 vs 2019 
Dollars +2% +11% +7% +7% +2% +6% +7% +7% +10% $803M +7.5% +27.2% 
Volume +0% +6% +3% +3% -2% -3% -5% -7% -7% 74M -7.3% -2.8% 

 
For the first time, grab & go deli meat experienced a year-over-year pound decline. Grab & go has been very popular 
for years, including pre-pandemic with triple and double-digit growth for several years. Service deli sales remained the 
biggest seller, at $470 million, however, pounds were down -17.7% when compared to last year.  
 

Total Deli Meat 
(FW/RW) $ 

  Sales vs. YA 

 
2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22 Oct 22 

$ vs 
YA 

lbs vs 
YA 

Grab & go +24% +56% +39% +8% +12% +16% +22% +21% +25% $254M +19.5% -0.5% 
Pre-sliced +6% +20% +14% +5% +5% +13% +6% +4% +6% $79M +3.4% -2.1% 
Service -2% -1% -4% +7% -2% +1% +1% +1% +4% $470M +2.6% -17.7% 

 

Source: IRI, Total US, MULO, Integrated Fresh % growth versus year ago, Deli Pre-Sliced Meat includes known deli products based on IRI’s 
Integrated Fresh research process powered in cooperation with IDDBA. 

 
The down demand in deli meat does not appear to have resulted in an upswing in pre-packaged lunchmeat. Packaged 
lunchmeat, usually cheaper on a per-pound basis, had robust dollar growth, at +14.0%, but a 7.3% decline in pound 
sales. When compared to the pre-pandemic 2019 levels, pounds were down -6.4% in October — reflecting deeper 
declines than seen in September and August.  
 

Packaged lunchmeat   Sales vs. YA 

 2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22 Oct 22 vs 2021 vs 2019 

Dollars -1% +10% -5% -5% +4% +6% +12% +18% +15% $629M +14.0% +29.1% 
Volume -2% +4% -10% -5% +3% -1% -2% -2% -7% 101M -7.3% -6.4% 

 

Source: IRI, Total US, MULO, Integrated Fresh % growth versus year ago, Deli Pre-Sliced Meat includes known deli products based on IRI’s 
Integrated Fresh research process powered in cooperation with IDDBA. 

 

 
Deli Cheese 
Deli cheese inflation remained much lower than deli meat, at +9.2% versus year ago — well below the total food and 
beverage average. This resulted in a relatively small gap between dollars and volume, certainly when compared to deli 
meat. Additionally, deli cheese pounds were more than +7% ahead of their 2019 levels.   
 
 

October 2022  
Dollar  
sales 

Dollar gains 
vs. 2021 

Dollar gains 
vs. 2019 

Price per 
unit vs. YA 

Department deli $4.3B +7.6% +24.5% +12.3% 
Deli cheese $743M +6.8% +25.9% +9.5% 
Deli entertaining $442M +5.2% +21.6% +12.4% 
Deli meat $803M +7.5% +27.2% +16.0% 
Deli prepared $2.3B +8.3% +23.7% +12.0% 

Source: IRI, Total US, Integrated Fresh, MULO, % growth vs YA 
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Total Deli Cheese 
(FW/RW) $ 

   Sales vs. YA 

 2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22 Oct 22 vs YA  vs 2019 
Dollars +2% +17% +10% -2% +0% +3% -0.4% +2.1% +5% $743M +6.8% +25.9% 
Volume +0% +13% +6% -6% -2% -1% -4.0% -3.3% -4% 87M -2.2% +7.1% 

 
Specialty cheese was easily the biggest seller in October, at $460 million. Grab & go sliced cheese sales surpassed 
service sliced sales on strong growth, at +10.0% versus -0.4%, respectively.   
 

 
Source: IRI, Total US, MULO, Integrated Fresh  

 
 

Deli Prepared and Deli Entertaining  

“Inflation is affecting deli prepared and deli entertaining just like it is in the rest of the store,” said Parker. “Restaurant 
food inflation has been well below that of retail; however, the starting points are very different as well — still making 
retail deli the more cost-effective solution. During times when consumers are looking for convenience hand-in-hand 
with savings, the comparison to restaurant spending is an important angle.” 
 
Deli entertaining sales totaled $442 million in October. Deli-prepared sales were much higher, at $2.3 billion. A look at 
the performance of each of the areas under deli-prepared and deli-entertaining shows just how complex the world is. 
While some areas are experiencing unit growth, such as trays, side dishes, soups & chilis, pizza and combination 
meals, others are down by double-digits, including breakfast.  
 
Deli Prepared    Sales vs. YA 

 2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22 Oct 22 $ vs 
YA 

Units 
vs YA 

Deli 
entertaining 

+5% +5% +2% +9% +7% +13% +10% +5% +7%  $442M +5.2% -6.3% 

Dips and 
sauces 

+7% +10% +4% +1% +2% +6% +8% +6% +8% $228M +4.4% -6.5% 

Spreads -0% +3% -8% -2% -1% +6% -1% -10% -3% $87M -1.7% -10.0% 
Trays +5% -19% +1% +96% +47% +65% +35% +21% +22% $79M +15.4% +7.0% 

             
Deli prepared +5% -7% +1% +32% +21% +20% +15% +12% +9% $2.3B +8.3% -3.3% 
Entrees +8% -4% +13% +52% +37% +33% +25% +18% +11% $569M +8.0% -0.4% 
Prepared meats +3% -7% -5% +17% +10% +14% +9% +12% +14% $472M +12.6% -3.6% 
Salads +3% -7% +1% +30% +18% +23% +15% +11% +9% $373M +5.6% -6.2% 
Sandwiches +4% -9% +5% +52% +24% +23% +17% +11% +8% $322M +9.2% -3.8% 
Appetizers +6% -14% -10% +20% +10% +12% +8% +6% +1% $176M -0.6% -4.5% 
Side dishes -1% +10% +6% +9% +8% +5% +4% +3% +3% $140M +10.5% +2.6% 
Soups & chili +11% -13% -6% +37% +41% +31% +31% +26% +8% $112M +13.1% +2.2% 
Pizza +6% -9% -10% +21% +12% +6% +7% +9% +17% $78M +17.4% +1.9% 
Breakfast +32% +11% +11% +24% +19% +6% +0% -3% -8% $39M -4.7% -17.4% 
Combo meals +2% -42% -35% +99% +81% +12% +23% +30% +14% $20M +8.0% +2.0% 
Desserts +% +% -3% +78% +39% +18% +10% +1% -7% $9M -4.9% -15.8% 
 
Source: IRI, Total US, MULO, Integrated Fresh, % increase versus same period year ago, deli prepared foods including both fixed and random 
weight, includes known deli products based on IRI’s Integrated Fresh research process powered in cooperation with IDDBA 

 

  

Total Deli Cheese (FW/RW)   Sales vs. YA 

 2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22 Oct 22 $ vs 
YA 

Pounds 
vs YA 

Specialty +2% +19% +14% -2% +0% +4% -0.7% +2.1% +6% $460M +7.8% -1.6% 
Grab & go +8% +30% +15% -6% +3% +4% +5.0% +6.6% +10% $120M +10.0% +0.7% 
Service -2% +1% -6% +1% -3% -6% -7.1% -5.0% -1% $111M -0.4% -9.1% 
Pre-sliced -6% +16% +3% -5% +2% +7% +4.9% +6.8% +8% $44M +6.7% +1.0% 
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Bakery 

Bakery sales did well in the third quarter 
of 2022, especially center-store or aisle 
bakery. Sales in center-store bakery 
exceeded year ago levels by nearly 14% 
while in-store bakery increased sales by 
9% over the third quarter of 2021. Both  
areas of the store saw inflation in line with total food and beverages.  
 
Each of the September weeks increased in dollars but sales ranged from $782 million to $809 million during the first 
week of the month, which was the holiday week. Year-on-year unit sales improved to within one point of year-ago 
levels in late September. 
 

Center Store Bakery 

Baked goods items found in the “aisle” or center-store area adjacent to the fresh bakery, increased dollar sales by 
+12.0% in October 2022 versus year ago. Overall unit sales were off by -2.0%, with some areas up, others down. 
Snack cakes had a very strong October, with dollar and unit growth. Other areas with year-on-year unit growth were 
bagels, donuts, cookies and cakes.  
  

Center store baked 
goods 

   Current sales vs YA 

 2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22 Oct 22 $ vs YA Units 
vs YA 

Breads -0% +10% -4% -9% +0% +2% +9% +11% +14% $970M +12.0% -2.0% 
Buns & rolls +2% +17% +4% -6% -0% +4% +7% +6% +14% $439M +12.1% -5.6% 
Snack cakes +3% +9% +2% -1% +7% +10% +14% +14% +17% $155M +27.6% +3.1% 
Bagels/bialys +4% +23% +14% -5% +5% +7% +12% +15% +18% $146M +17.4% +5.1% 
Donuts +0% +14% +5% -3% -0% +9% +19% +15% +15% $136M +23.9% +4.0% 
Muffins -13% +13% +11% +22% +16% +26% +20% +19% +22% $95M +17.7% -1.3% 
Cookies +3% +8% -9% -5% +4% +3% +28% +27% +26% $87M +35.9% +12.7% 
English muffins -2% +15% +5% -13% -1% +0% +5% +7% +6% $81M +5.9% -4.3% 
Pastry/Danish/ 
coffee cakes 

+3% +6% +2% +4% +11% +11% +13% +7% +2% $63M +12.6% -4.0% 

Brownies/bars -1% +10% +3% +7% +19% +6% +13% +5% +12% $48M +18.8% -1.2% 
Cakes +0% +11% +4% +1% +14% +12% +29% +23% +19% $45M +28.2% +5.9% 
Pies -3% +15% -1% +0% -1% -0% -6% -15% -4% $27M +1.2% -24.9% 
Wraps/flatbreads -1% +14% +4% +6% -4% +1% -1% +1% +5% $22M +3.1% -11.0% 
Croissants -20% +13% +16% +34% +25% +15% +23% +12% -4% $8M -11.1% -24.8% 

 
Source: IRI, Total US Integrated Fresh, MULO 

 
Perimeter Bakery (including both fixed and random weight) 
Cakes dominated October 2022 sales. At $515 million, cake sales exceeded combined sales for the number two and 
three sellers, cookies and pastries. While overall aisle unit sales were down, the majority of baked goods gained in unit 
sales over the past year. Growth was led by specialty desserts and muffins.  
 

Perimeter bakery    Current sales vs YA 
 2019 2020 Q1 21 Q2 21 Q3 21 Q4 21 Q1 22 Q2 22 Q3 22 Oct 22 $ vs YA Units 

vs YA 
 Cakes +3% -3% +7% +24% +14% +16% +9% +5% +4% $515M +7.4% -6.0% 
 Cookies +6% -3% +2% +22% +16% +19% +13% +18% +14% $246M +11.9% -3.7% 
 Pastry/Danish/ 
 coffee cakes 

+8% +3% +9% +18% +16% +14% +10% +7% +5% $153M +7.7% -5.6% 

 Breads +3% +7% +1% +2% +2% -0% +1% +4% +9% $145M +14.2% -2.8% 
 Muffins +5% -1% +3% +20% +21% +21% +19% +21% +21% $121M +24.4% +2.0% 
 Donuts +2% -18% -11% +31% +15% +15% +17% +19% +27% $118M +30.6% +11.0% 
 Pies +2% -1% +7% +13% +2% +5% +3% +13% -5% $100M +1.9% -21.3% 
 Buns & rolls +2% -3% -6% +10% +11% +9% +9% +10% +13% $94M +17.5% +3.5% 
 Croissants +26% +14% +15% +24% +19% +21% +21% +13% +19% $59M +22.3% +4.8% 

October 2022 
Dollar  
sales 

$ vs. 2021 Units  
vs. 2021 

Price per 
unit vs. YA 

Bakery department $4.0B +13.7% -1.7% +15.6% 
Aisle bakery $2.3B +14.8% -2.2% +17.3% 
Fresh bakery $1.7B +12.2% -0.9% +13.2% 



 

 

Need more information? 
www.IRIworldwide.com                  210 Analytics 

freshfoods@IRIworldwide.com  aroerink@210analytics.com 
© 2022 210 Analytics and 

Information Resources, Inc. 

(IRI) 

 Brownies/bars +7% +2% +15% +27% +19% +2% -5% +9% +5% $36M +5.8% -8.7% 
 Wraps/flatbreads +4% +10% +7% +8% +8% +9% +10% +13% +9% $30M +14.8% +0.2% 
 Bagels/bialys +6% -9% -12% +14% +19% +18% +20% +24% +16% $29M +16.2% +1.8% 
 Specialty 
desserts 

+8% -30% -18% +37% +26% +27% +13% +12% +2% $12M +7.8% +13.6% 

 

Source: IRI, Total US Integrated Fresh, MULO, % growth versus year ago includes fixed and random weight baked goods known to be commonly 

found in the perimeter bakery area based on IRI’s Integrated Fresh research process powered in cooperation with IDDBA.  

 
What’s Next?  
The holiday season is around the corner and consumers are split between being excited to have something to 
celebrate and pulling back on spending given the reduction in purchasing power. 
 
In the October IRI shopper survey, when thinking about Thanksgiving, 32% feel the same as last year, 20% look 
forward to having something to celebrate after a stressful year, 17% are worried about being able to afford the type of 
celebration they usually have because of inflation and 5% do not plan to celebrate at all. Among celebrants, hosting or 
attending a meal with extended family or friends is the most popular plan (35%), followed by preparing a special meal 
for the household (31%).  
 
The numbers of Christmas, New Year’s, etc. are similar, with dinner plans for the household or an extended group 
being the most common way to celebrate.  
 
The next report in the IRI, 210 Analytics and IDDBA performance series will be released mid-December covering the 
November sales trends. Please recognize and thank the entire food supply chain for all they do to keep supply flowing.  
 
 
Date ranges:  
2019: 52 weeks ending 12/28/2019 
2020: 52 weeks ending 12/27/2020 
Q1 2021: 13 weeks ending 3/28/2021 
Q2 2021: 13 weeks ending 6/27/2021 
Q3 2021: 13 weeks ending 9/26/2021 
Q4 2021: 13 weeks ending 12/26/2021 
Q1 2022: 13 weeks ending 3/27/2022 
Q2 2022: 13 weeks ending 6/26/2022 
Q3 2022: 13 weeks ending 9/25/2022 
September 2022: 4 weeks ending 9/25/2022 
October 2022: 5 weeks ending 10/30/2022 


