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Who Would Have Thought? 2021 Meat Sales Equal 2020 Records 
By: Anne-Marie Roerink, President, 210 Analytics LLC 

 
 

The fourth quarter of 2021 was disrupted by high levels of COVID-19 cases, high inflation and continued supply 
chain disruption. “Americans are very aware of the price increases, with 43% perceiving prices to be a little higher 
and 48% perceiving them to be much higher,” said Jonna Parker, Team Lead for IRI Fresh, citing the December 
wave of IRI’s primary shopper survey. “Among those who are aware, 94% are concerned about it. Among those 
who are aware, 94% are concerned. “And meat is top of mind”, cited Parker. “Beef and pork, produce and 
chicken/turkey lead the list of items where most people have noticed inflation. In response to inflationary pressure 
around the store, 45% look for sales specials more often. Others look to make changes, such as buying more 
private brand (21%) or visiting different stores (13%). About one-third of shoppers have not (yet) made any 
changes due to price increases. The combined effect of inflation, out-of-stocks and the latest COVID-19 wave 
resulted in continued changes as it related to choices in food purchasing and consumption.” IRI and 210 Analytics 
have teamed up since March 2020 to document the ever-changing marketplace and its impact on the meat 
department. The monthly meat and poultry analysis is made possible by Marriner Marketing.  
 
Meals continued to be home-centric in December. According to the IRI primary shopper survey, the share of 
meals prepared at home 
remains at 80%.  
 
The share of in-store 
versus online trips to buy 
groceries gained a little in 
December (86%) versus 
its November levels (83%) 
— perhaps related to 
holiday shopping.  
 
During the early months of 
the pandemic, as many as 
20% of trips were online. 
This dropped to a low of 
11% in July of 2021.  
 
Yet online shopping 
remains a complementary 
trip for most consumers. In December 2021, only 3% of survey respondents believe they will buy all their 
groceries online in the next month. This compares to 69% who believe they will buy everything in store, leaving 
28% who will just purchase some items online. This signals a likely continuation of mixed format shopping for 
2022 for the majority of people and an important opportunity for meat and poultry to close the engagement gap 
with center store items in online baskets. “Convenience for regular purchases is the main motivator of those who 
mix online and in-store. That needs to include meat and poultry – with options and ease online,” cited Parker.  
 

Inflation 
The consumer price index increased 6.8% for the 12 months ending November 2021, its highest since June 1982, 
according to the Bureau of Labor Statistics. IRI-measured price per unit for all food and beverages in multi-outlet 
stores, including supermarkets, club, mass, super-center, drug, military, and other retail food stores, also shows 
that prices continued to rise over and above their elevated 2020 levels. In December 2021, the average price per 
unit was up 8.3% versus December 2020 across all food and beverages. For the total year, prices increased 
5.3% — pulled down by much milder inflation in the second quarter.  

 
Average price/unit vs, YA Q1 21 Q2 21 Q3 21 Q4 21 2021 CY Dec 21 

Total food and beverages +5.5% +2.7% +5.0% +8.0% +5.3% +8.3% 

 
Source: IRI, Integrated Fresh Total US, MULO 
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http://www.marriner.com/?utm_source=newbiz&utm_medium=email&utm_campaign=JuneMeatReport
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The average price per pound in the meat department, both fixed and random weight, stood at $4.19 in December, 
up 14.1% versus last year. Inflation is a little more mild when regarding the entire year, with an average price per 
pound of $4.05, up 7.0%, across fixed and random weight and across all cuts. Fresh meat has experienced 
above-average inflation, particularly in recent months. December inflation was 14.3% for fresh meat and 13.3% 
for processed. 
 

Price inflation (price/volume) 
Price/volume 

 
Change vs. 2020 Change vs. 2019 

Total meat (FW and RW) December 2021 $4.19 +14.1% +20.2% 
Total meat 2021 $4.05 +7.0% +14.9% 

Fresh meat December 2021 $4.16 +14.3% +20.3% 
 Fresh meat 2021 $3.89 +7.1% +16.2% 

Processed meat December  $4.23 +13.3% +20.2% 
 Processed meat 2021 $4.43 +6.6% +12.1% 

Source: IRI, Integrated Fresh, Total US, MULO 

 
 

On the fresh meat side, beef and pork had the highest year-on-year inflation in 2021. Fresh exotic, which includes 
bison, had the lowest inflation, at +2.6%, but has a higher price per pound starting point than most other proteins. 
In processed meats, bacon had the highest inflation in 2021, at +11.8%.  
 

2021 Price/lbs Change vs. YA Price/unit Change vs. YA 
  Fresh beef $5.78 +7.9% $9.87 +6.8% 

  Fresh chicken $2.59 +6.2% $5.39 +5.2% 
  Fresh pork $3.06 +7.7% $6.07 +6.7% 

  Fresh turkey $2.27 +3.3% $6.57 +3.9% 
  Fresh lamb $8.92 +8.1% $9.79 +8.7% 
Fresh exotic $7.61 +2.6% $9.91 +2.1% 

Bacon $6.15 +11.8% $6.04 +11.6% 
Packaged lunchmeat $4.92 +3.4% $3.77 +3.1% 

Dinner sausage $3.95 +4.9% $4.24 +3.8% 
Frankfurters $3.08 +1.7% $3.33 +2.9% 

Breakfast sausage $4.12 +7.4% $3.79 +7.8% 
Smoked ham $2.58 +3.3% $7.48 +5.0% 

Processed chicken $5.85 +8.2% $4.64 +7.5% 
 

Source: IRI, Integrated Fresh, Total US, MULO 

 
Meat Sales During 2021  
2021 meat sales were virtually flat against the record 2020 sales. When compared to the pre-pandemic normal of 
2019, sales averaged between 17% and 20% above typical levels.  
 

Meat department — 2021 
 

Dollar  
sales 

Dollar gains  
vs. 2020 

Dollar gains  
vs. 2019 

Total meat department $82.3B -0.2% +18.9% 

Fresh meat $55.0B -0.5% +20.1% 

Processed meat $27.2B +0.4% +16.6% 
 

Source: IRI, Integrated Fresh, Total US, MULO 

 
Importantly, when removing the effect of high inflation, the retail supply chain continues to move more pounds 
through the system when compared to 2019 (+3.5%), even if year-on-year pound sales were down 6.7% in 2020. 
Volume losses were milder for processed meat, at -5.8% and up the most when compared with 2019, at +4.1%. 
 

Meat department — 2021 
 

Volume (lbs) 
sales 

Volume gains  
vs. 2020 

Volume gains  
vs. 2019 

Total meat department 20.3B -6.7% +3.5% 

Fresh meat 14.2B -7.1% +3.3% 

Processed meat 6.1B -5.8% +4.1% 
 

Source: IRI, Integrated Fresh, Total US, MULO 
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In December, volume sales once more exceeded the pre-pandemic normal by 1.9%, whereas dollar sales sat 
22.4% above December 2019 levels. Year-on-year, December dollar sales were up 6.7%, whereas pounds were 
down 6.5%.  
 

 
Source: IRI, Integrated Fresh, MULO 

 
The volume performance varies widely by species. Across fresh and processed meat, lamb was the only one to 
grow pound sales year-on-year in 2020. Lamb also had the highest growth in pound sales when compared to the 
2019 pre-pandemic normal. The only area to lose ground when compare with 2019 pounds were hotdogs.  
 

Volume sales 2021 Change vs. 2020 Change vs. 2019 
  Fresh beef -7.6% +4.1% 

  Fresh chicken -6.2% +3.4% 
  Fresh pork -8.7% +2.2% 

  Fresh turkey -6.4% +0.4% 
  Fresh lamb +1.2% +19.1% 
Fresh exotic -3.6% +18.3% 

Bacon -8.4% +6.2% 
Packaged lunchmeat -3.2% +1.2% 

Dinner sausage -7.7% +4.5% 
Frankfurters -10.6% -3.2% 

Breakfast sausage -9.4% +6.9% 
Smoked ham -7.4% +1.4% 

Processed chicken -0.1% +6.2% 
 

Source: IRI, Integrated Fresh, Total US, MULO 

Week-by-Week December Sales 
Each of the four December weeks gained, but the Christmas week performance (week ending December 26) was 
astounding. Dollar sales increased 17% over 
year ago and 42% over 2019. The dollar gains 
came hand-in-hand with a 1.1% increase in 
volume when compared with 2020 and an 
18.1% increase versus 2019. This underscores 
IRI’s survey findings that Americans were 
ready to celebrate the holidays, much like 
seen for Thanksgiving and Halloween earlier in 
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Dollar growth Volume growth Dollar growth vs. 2019 Volume growth vs. 2019

Meat department Dollar sales 
Dollar gains 

vs. 2020 
Dollar gains 

vs. 2019 

December 2021 $6.928B +6.7% +22.4% 

w.e. 12/5/2021 $1.470B +4.1% +19.0% 

w.e. 12/12/2021 $1.617B +3.8% +20.9% 

w.e. 12/19/2021 $1.805B +1.2% +9.3% 

w.e. 12/26/2021 $2.034B +17.0% +42.0% 

Source: IRI, Integrated Fresh, Total US, MULO 
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the year. Sales during the week before the holiday also increased significantly, particularly keeping in mind that 
this was the biggest week during the 2020 season.  
 

Assortment 
After many months of reduced assortment in 2020, the number of items in the meat department trended up in the 
second quarter of 2021 only to come back down in recent months. Items per store were down 1.5% in the fourth 
quarter and 2.0% in December. When accounting for the entire year, assortment was in slightly better shape in 
2021, with the average number of items per store up 1.1%. 
 

     Average meat department items per store selling for … 

 Q1 20 Q2 20 Q3 20 Q4 20 Q1 21 Q2  21 Q3 21 Q4 21 Dec 21 2021 

Total meat 560 517 529 546 545 551.7 540.7 536.9 536.0 543.4 

Change -1.3% -9.0% -5.8% -3.7% -2.8% +6.6% +2.2% -1.5% 2.0% +1.1% 
 

Source: IRI, Integrated Fresh, Total US, MULO, average items per store selling 

 
Fresh Meat by Protein  
The overall gain in fresh meat sales was supported by beef, chicken, pork, lamb and exotics. After a strong start 
to the winter holiday season, turkey dollar sales slightly behind their December 2020 levels, but still well ahead of 
the 2019 levels.    

 
   $ sales gains versus comparable period year ago 

 
Q1 ‘20 Q2 ‘20 Q3 ‘20 Q4 ‘20 Q1 ‘21 Q2 ‘21 Q3 ‘21 Q4 ‘21 Dec ‘21 

Dec vs 
‘20 

Dec vs 
‘19 

Total fresh meat +16.9% +32.0% +18.0% +15.9% +0.6% -10.9% +2.8% +6.2% $4.5B +6.3% +23.7% 

  Fresh beef +18.0% +35.7% +22.6% +18.6% +2.2% -10.7% +1.9% +6.4% $2.6B +6.7% +26.9% 
  Fresh chicken +13.9% +23.0% +10.5% +13.4% -1.0% -9.6% +4.1% +6.6% $1.0B +7.7% +23.7% 

  Fresh pork +16.5% +33.6% +13.9% +12.3% -2.3% -14.6% +5.0% +7.4% $532M +6.2% +17.0% 
  Fresh turkey +17.2% +30.4% +9.1% +9.5% -6.8% -17.3% +0.7% +3.3% $233M -0.3% +6.4% 

  Fresh lamb +9.4% +25.3% +30.5% +33.6% +23.4% +1.6% +5.8% +10% $54M +7.6% +46.3% 

Fresh exotic +18.6% +47.6% +24.4% +23.2% +4.1% -12.7% +4.0% +1.1% $13M -5.0% +17.2% 

Veal +0.5% +16.6% +15.2% +12.5% +5.4% -2.7% -2.2% -7.2% $5M -8.7% +4.9% 
 

Source: IRI, Integrated Fresh, MULO 

 
Processed Meat  
Processed meat dollars grew over and above the 2020 and 2019 sales levels, with contributions by all but 
smoked ham. While relatively small in size, processed chicken, including nuggets and fully-cooked chicken 
strips/pieces grew aggressively throughout the year, including the fourth quarter.  
 

  $ sales gains versus comparable period year ago 

 Q1 ‘20 Q2 ‘20 Q3 ‘20 Q4 ‘20 Q1 ‘21 Q2 ‘21 Q3 ‘21 Q4 ‘21 Dec ‘21 
Dec vs 

‘20 
Dec vs 

‘19 

Processed meat +16.6% +22.5% +13.0% +12.8% +0.3% -7.1% +2.6% +6.2% $2.4B +7.4% +20.0% 
Bacon +13.9% +33.0% +17.8% +19.0% +7.5% -8.9% +4.4% +7.5 $556M +8.3% +27.9% 

Packaged 
lunchmeat 

+13.3% +11.4% +5.4% +9.8% -5.1% -4.4% +3.8% +6.3% $434M +9.5% +21.9% 

Dinner sausage +21.6% +32.2% +15.9% +13.8% -3.2% -13.4% -0.4% +6.1% $364M +8.8% +21.6% 
Smoked ham +32.7% 30.7+% +17.1% +3.8% +1.3% -23.7% -3.8% +4.8% $320M -2.4% +0.7% 

Breakfast sausage +14.3% +35.8% +20.0% +13.6% +2.3% -15.0% +0.4% +1.9% $202M +5.2% +17.8% 
Frankfurters +24.0% +22.5% +15.8% +17.1% -9.9% -14.6% -8.2% -0.8% $161M +2.6% +17.0% 

Processed chicken +16.7% +14.2% +11.2% +16.8% +5.8% +8.4% +15.0% +13.8% $45M +16.5% +36.5% 
 

Source: IRI, Integrated Fresh, Total US, MULO 

 
 



 

 

Need more information? 

www.IRIworldwide.com                   210 Analytics 
Headquarters:   +1.312.726.1221   aroerink@210analytics.com 

© 2022 210 Analytics LLC and  

Information Resources, Inc. (IRI) 

Grinds — Over $13 billion in 2021 sales  
Grinds were one of the biggest stories in 2020 and continued to do well in 2021. While unable to meet the 
massive 2020 spikes, ground beef generated $11.3 billion in 2021 — nearly 86% of all grind dollars. While much 
smaller, ground chicken and pork managed year-over-year increases in sales as consumers are exploring 
different ground options.  
 

Grinds 2021 
Dollar  
sales 

Dollar gains vs. 
2020 

Dollar gains vs.  
2019 

Ground beef $11.3B -4.6% +15.4% 
Ground turkey $1.5B -4.3% +11.4% 

Ground chicken $224M +2.8% +27.7% 
Ground pork $179M +1.4% +21.5% 
Ground lamb $42M -1.8% +23.9% 
Ground veal $12M -9.2% +14.7% 

 

Source: IRI, Integrated Fresh, Total US, MULO 

 
 
What’s Next?  
Marketplace disruption is likely to continue in the first quarter of 2022 at a minimum.  

• In December 2021, 38% of shoppers encountered issues with availability of items they had planned to 
purchase. The highest out-of-stocks were reported for toilet paper, canned goods and milk. In the meat 
department, 6% reported not being able to find poultry and 5% encountered out-of-stocks on meats.  

• In response to not being able to buy what they came for, 34% of shoppers spent their money elsewhere and 
26% ended up not purchasing the planned item at all — underscoring the significant impact of out-of-stocks 
on sales.  
- 34% went to a different store and another 7% went online and bought it from another store. 
- 26% forewent the purchase. 
- 24% bought a different brand or variety. 
- 19% returned to the store later. 

• 22% of shoppers stocked up on certain items out of concern that they may not be available next time they 
shop. 

• 18% stocked up on certain items for other reasons, including rapidly rising inflation. 
 

The latest COVID-19 wave has not resulted in the same levels of concern as those early in the pandemic.  

• 33% is extremely concerned — a ratio that was double as high during the early months. 

• Despite the arrival of the Omicron variant, 73% are not any more or less worried; 27% are more worried and 
7% are less worried. 

 
Eighty percent of consumers bought from restaurants in December 2021 — a few points down from prior months. 
Engagement is driven by takeout and delivery: 

• 54% of primary shoppers have gotten takeout and 20% have ordered home delivery. 

• 49% have dined inside at a restaurant and 10% have eaten outdoors at a restaurant. 
 
The next performance report in the IRI, 210 Analytics and Marriner Marketing series will be released mid-
February to cover the January sales trends.  
 
Please thank the entire meat and poultry industry, from farm to store, for all they do. 
  
Date ranges:  
2019: 52 weeks ending 12/28/2019 
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 
December 2021: 4 weeks ending 12/26/2021 
 

http://www.marriner.com/?utm_source=newbiz&utm_medium=email&utm_campaign=JuneMeatReport

