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Methodology

• Economic numbers sourced through a myriad of resources as stated on the slides

• Retail statistics sourced from NielsenIQ’s “US Shopping Insights” presentation 
delivered in July of 2022

• Produce, fruit, and apple data provided by NielsenIQ
• Dates are August 29th, 2021 through July 30th, 2022
• Volume = Equivalent pounds as provided by NielsenIQ
• pp = percentage points
• YoY = Year over Year



State of Economy



Consumer Price Index -

Food

+10.4%

Unemployment

3.6%
-2.3pp YoY

U.S. GDP

Q2 2022: -0.9%
Q1 2022: -1.6%

U.S. Gasoline Prices

$4.56
+45% YoY

GDP Declines for 2nd Quarter; Prices are up; Unemployment is 
down

The Conference Board Consumer Confidence Index; U.S. Department of Labor, Bureau of Labor Statistics, Total Non Farm Employment – Seasonally Adjusted;
U.S. Department of Commerce, Bureau of Economic Analysis, National Income & Product Accounts; 
U.S. Energy Information Administration – Monthly U.S. Regular All Formulations Retail Gasoline Prices (Dollars per Gallon) – prices include all taxes; 
U.S. Department of Commerce BEA, Real Gross Domestic Product (GDP): Table 5. Annual Percent Change from preceding year, Table 1. Quarterly Percent Change from preceding period;
Economic Projections of Federal Reserve Board Members & Federal Reserve Bank Presidents; *Central tendency excludes the three highest & three lowest projections for each variable in each year; 
Nielsen Consumer LLC, Retail Measurement Services, Total U.S. xAOC (UPC-coded + random-weight/Non-UPC) + Total US Convenience (UPC-coded), trends versus year ago

U.S. National Home Price 

Index

+18% YoY



Consumer reactions the last time…

Jun/Jul
2005

Jun/Jul
2006 Jun 2007 Jun 2008 Jun/Jul

2009
Jun/Jul
2010 Apr 2011

Avg Gas Price $2.22 $2.93 $3.06 $4.05 $2.58 $2.73 $3.80
Eating out less 31% 39% 38% 52% 52% 46% 45%
Buying less expensive grocery brands 17% 22% 19% 35% 34% 30% 31%
Combining trips 61% 68% 68% 78% 71% 63% 67%
Using more coupons 20% 24% 21% 32% 38% 38% 36%
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GAS PRICE 

IMPACT

% of households responding 

to impact gas prices had on 

driving & spending habits

When gas prices last went over $4.00/gallon the number of consumers curbing their spending at 
the grocery store jumped almost double from the year previous

Sources:  Nielsen Gas Impact Homescan Survey; U.S. Energy Information Administration, Weekly U.S. Regular All Formulations Retail Gas Prices ($ per Gallon)

Buying less expensive grocery brands
19%  35%

Eating out less
38%  52%



The comparison shopper

68% usually or always comparison 
shop for their produce

Another 20% sometimes 
comparison shop

2% don’t buy fresh produce

When buying fresh produce, how often do you compare 
prices and/or brands/types before making a purchase?

Source:  Category Partners Online Consumer Survey, Organic and Comparison Shoppers, Sep 20216



State of Retail



U.S. Retail dollar sales outpace inflation

Apr-20, -15.6%

May-20, 13.0%
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Dollar Sales Dollar Sales % Change vs. Month Ago

2020

Jun +8.6%

Jul +2.9%

Aug +0.6%

Sep +1.8%

Oct -0.3%

Nov -1.1%

Dec -0.7%

2021

Jan +6.0%

Feb -1.5%

Mar +9.7%

Apr -0.5%

May -0.1%

Jun +1.6%

Jul 0.0%

Aug +1.2%

Sep +1.0%

Oct +1.5%

Nov +0.5%

Dec -1.4%

2022

Jan +1.6%

Feb +1.7%

Mar +2.0%

Apr +0.5%

May +0.6%

Jun +1.0%

U.S. Retail Trade & Food Services, ex Auto – seasonally adjusted

The Great Recession (Dec 2007-Jun 2009); COVID-19 Pandemic (mid-March 2020 to present)

Source: U.S. Census Bureau, Advance Monthly Sales for Retail & Food Services, 44Y72: Retail Trade and Food Services, ex Auto: U.S. Total, 

Seasonally Adjusted Sales - Monthly Percent Change and Monthly Dollars; *not seasonally adjusted

U.S. Retail Dollars
+12.3% YoY

U.S. Grocery Dollars
+8.3% YoY

Consumer Price Index 

Food

+10.4%



E-Commerce will continue to grow… modestly

“68 million households 
went online to buy 

groceries, a 3% gain 
versus last year”



Dollar Stores only channel to show considerable short-term gains in 
store openings

Convenienc

e

Drug

Stores

Dollar

Stores

Supermarke

ts

Supercente

rs

Mass

Merchandis

ers

Warehouse

Clubs

2005 140,655 38,513 18,579 31,599 2,462 4,578 1,067

2019 152,720 41,127 33,185 33,919 4,423 2,542 1,354

2020 150,274 41,000 34,215 33,362 4,426 2,540 1,366

2021 148,026 40,402 35,501 33,223 4,427 2,553 1,383

Long-

Term +7,371 +1,889 +16,922 +1,624 +1,965 -2,025 +316

Short-

Term -2,248 -598 +1,286 -139 +1 +13 +17

Source: Nielsen Consumer LLC, TDLinx, U.S. counts are for open stores during month of December; NRA report



State of Produce, 
Fruit & Apples



Performance at Retail

12

Total U.S.

Dollars YoY
• Produce Dept: +6.9%
• Fresh Fruit: +10.0%
• Apple Category: +8.3%

Volume (lbs) YoY
• Produce Dept: -1.4%
• Fresh Fruit: -0.7%
• Apple Category: -1.0%

• Price per Lb % Chg YoY
• Produce Dept: +8.4%
• Fresh Fruit: +10.7%
• Apple Category: +9.4%

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022



Apples top dollar driver in fruit

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022



Category Roll up – “Classes”

14

• Foundation—Gala, Reds, Goldens, 
Granny, Fuji, Pinks

• Traditional—Primarily regional apples 
with long customer loyalty

• Branded—20+ niche, branded 
varieties

• Honeycrisp
• Omitted remaining (less than 1%)



Branded Class – single class to post gains in volume

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022

Total U.S.

Classes



Red Delicious makes a rebound

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022

Foundation 
Varieties

Total U.S.



Cosmic Crisp posts 3rd largest share of volume

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022

Total U.S.

Branded 
Varieties



3 varieties in Traditional posted volume gains

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022

Total U.S.

Traditional 
Varieties



Retailer 
Comparison



National Retailer priced the lowest more due to assortment 
than actual sales price

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022



Specialized Grocer heavy in organics and in bulk

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022



Specialized Grocer heavy in Honeycrisp

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022



National retailer shifted to Reds to combat inflation

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022

% of Total 
Foundation 
Volume



Foundation varieties all are below $2.00/lb

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022

Foundation 
Varieties

Conventional 
Only



No two retailers are alike when it comes to branded apples

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022

% of Total 
Branded 
Volume



Pricing on Branded varieties vary considerably

Source:  NielsenIQ Syndicated data August 29th, 2021 through July 30th, 2022

Branded Varieties by Price/Lb – Conventional OnlyBranded 
Varieties

Conventional 
Only



Implications

27

• Shorter crop in 
Washington will most 
likely keep prices high

• Emergence of new, 
alternative channels

• Potential for a continued 
shift to less expensive 
snacking fruit

• Cosmic Crisp increases in 
supply will continue to 
disrupt



Implications

28

• Price is very important to the consumer
• E-Commerce along with digital in-store 

shopping will continue to push change in the 
assortment at retail

• Branded “share”/varietal battles will 
intensify…fueled by Cosmic Crisp – but we 
can’t forget about Foundation varieties!

• Be careful of “greedflation”



Why be optimistic?

29

• The largest dollar category in fruit
• No real substitute for apple dollars
• Varietal innovation creates 

consumer/retailer interest 
• Quality/eating experience better 

than ever
• No two retailers are alike, know 

your category dynamics



Thank you!

Tom Barnes
tom@categorypartners.com

208.656.3169

mailto:Tom@categorypartners.com

