
IRI Times & Trends:  February 2010

2009 CPG Year in Review:  

A Market Defined by Personalized Shopping Strategies
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Highlights

INSIGHT ACTION

» Consumers continue to exercise 

deliberate and conservative spending 

behavior, driven by prolonged economic 

discord and reinforced by projections of a 

return to inflationary CPG prices

» Continually re-examine price and promotion 

strategies through consumersô new ñlens of 

affordabilityò to ensure alignment with key 

consumer groups, as well as corporate and 

partner goals

» Ensure that pricing strategies are founded 

on ongoing advanced market and consumer 

analytics; carefully test all price change 

strategies before rollout, and frequently 

monitor impact

» Improve affordability with region and store-

specific, highly targeted pricing and 

merchandising strategies across high 

priority categories and segments

» Gas pricesô return to historic norms has 

opened the door for escalating channel 

migration activity; grocers are 

aggressively working to improve their 

price-value reputation to retain and attract 

budget-conscious shopper

» 63 of the top 100 CPG categories 

experienced higher than average price 

increases in 2009, driven by market 

forces and the move to sustainable CPG; 

these factors are forecast to lead to CPG 

prices increases in 2010
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Highlights

INSIGHT ACTION

» Consumers remain focused on saving 

money through at-home, from-scratch 

meal preparation and self-administered 

health and beauty care; categories that 

cater to these behaviors have performed 

well, and are expected to remain strong 

throughout 2010

» Private label share gains cut across 

nearly all CPG departments and are 

illustrative of consumersô recession driven 

ritual changes, including at-home cooking 

and self-care

» Invest to understand collaborative 

opportunities that will provide consumers 

with solutions-based and/or multi-tiered 

CPG solutions across key categories

» Develop multi-pronged and 

complementary promotional programs 

touting highly targeted advertising 

messages of wellness and ñmade at 

home goodnessò to ensure relevance 

among key consumer groups
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The return of inflation and the continuation of market instability will 

likely result in further rounds of belt tightening, driving consumers  to 

brands and banners that cater to a dire need for value and affordability.

Economic Overview

Economic Measure 2008 2009 2010

GDP 2.6% -1.2% 2.6%

Unemployment 5.8% 9.3% 10.6%

Consumer Price Inflation 3.8% -0.4% 1.7%

Retail Sales -0.7% -6.5% 2.4%

Building Permits (millions) 3.58 2.24 3.04

Source:  Moodyôs Economy
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Unit sales slid across CPG channels, but grocers are showing 

resilience.

Industry Performance

CPG Industry Dollar Sales, % Change versus Year Ago

Grocery, Drug Mass (including Wal-Mart) and By Channel

2009 vs 2008

Source:  MarketInsightÊ; 13 weeks ending 11/29/2009  versus same periods prior year
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Grocery

Drug Store

Mass Merchandise

Supercenter

Club

Dollar

Convenience

Specialty

Wal-Mart**

Source:  IRI Consumer NetworkÊ, 52 weeks ended 12/27/2009 and same period prior year

* Across IRI InfoScan® Reviews Categories ** Wal-Mart, including Neighborhood Markets

The grocery channel posted share gains of one-half point, while 

competing channels demonstrated flat-to-negative share performance.

All Outlet CPG* Dollar Share Shifts
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Fresh/Perishable

Frozen

Center Store

Healthcare

Beauty/Personal Care

General Merchandise

Total CPG

-1.9%

-8.3%

-5.1%

-2.2%

-2.4%

-0.2%

0.9%

0.4%

-4.6%

-2.1%

1.2%

1.9%

2.5%

-3.6%

Dollar Sales

Unit Sales

Category and Department 
Growth Trends

Source: IRI MarketInsightÊ, 52 weeks ending 11/29/2009 and same period prior year

Unit sales 

declines cut 

across most 

CPG 

departments; 

fresh/ 

perishable  

was the 

exception, 

boosted by at-

home meal 

behaviors.

Department Level Dollar & Unit Sales, % Change versus Year Ago

Grocery, Drug, Mass (including Walmart)

2009 vs 2008
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Fresh/Perishable

Frozen

Center Store

Healthcare

Beauty/Personal Care

General Merchandise

Total CPG

-1.9%

-8.3%

-5.1%

-2.2%

-2.4%

-0.2%

0.9%

-1.8%

-12.2%

-1.9%

0.5%

-1.2%

-1.1%

-3.6%

Drug Channel Only

Grocery, Drug and

Mass

Category and Department 
Growth Trends

Source: IRI MarketInsightÊ, 52 weeks ending 11/29/2009 and same period prior year

Healthcare 

and beauty/ 

personal care 

departments 

remain a 

stronghold for 

drug channel 

retailers.

Department Level Unit Sales, % Change versus Year Ago

Grocery, Drug and Mass (including Walmart) vs Drug Channel Only

2009 vs 2008
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Category and Department 
Growth Trends

Five of the top ten CPG categories experienced flat unit sales trends, 

while results were mixed across other key categories.

Average Price  

Change ** vs YA

Top 10 Categories* Dollar & Unit Sales, % Change versus Year Ago

Grocery, Drug, Mass (including Walmart)

2009 vs 2008

+3.9%

(16.2%)

+7.8%

+0.6%

+3.3%

(5.8%)

+3.3%

+2.6%

+11.1%

+12.7%

+3.1%

Carbonated Beverages

Milk

Salty Snacks

Fresh Bread & Rolls

Beer/Ale/Alcoholic Cider

Natural Cheese

Cold Cereal

Fz Dinners/Entrees

Chocolate Candy

Dog Food

Total CPG

Source: IRI MarketInsightÊ, 52 weeks ending 11/29/2009 and same period prior year. *Among top 100 IRI categories based 

on dollar sales, excludes cigarettes.  **Average price change based on price per volume analysis.
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Category and Department 
Growth Trends

The ranks 

of the top 

growing 

categories 

in 2009 tell 

a story of 

home-

centered 

living.

Average Price 

Change ** vs YA

Top 10 Growth* Categories Unit Sales, % Change versus Year Ago

Grocery, Drug and Mass (including Walmart)

2009 vs 2008

+4.4%

(5.8%)

+0.7%

(1.2%)

+2.4%

+4.1%

+3.9%

(2.0%)

+3.5%

(0.4%)

+3.1%

Vitamins

Natural Cheese

Ice Cream/Sherbert

Fz/ RFG Poultry

Wine

Cosmetics - Eye

Fz Novelties

Creams/Creamers

FZ Seafood

Yogurt

Total CPG

Source: IRI MarketInsightÊ, 52 weeks ending 11/29/2009 and same period prior year. *Among top 100 IRI 

categories based on dollar sales, excludes cigarettes. **Average price change based on price per volume 

analysis.
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Category and Department 
Growth Trends

Healthcare 

department 

sales 

declines 

were 

moderated 

by solid 

gains made 

across key 

self-care 

categories.

Average Price 

Change ** vs YA

Top 10* Healthcare Categories 

Unit Sales % Change versus Year Ago

Grocery, Drug, and Mass (Including Walmart)

2009 vs 2008

+4.4%

+5.4%

+2.1%

+1.8%

+3.9%

+2.1%

+4.4%

(4.7%)

(1.6%)

(1.5%)

+.21%

Vitamins

Cold/Allergy/Sinus Tablets

Internal Analgesics

Gastrointestinal Tablets

First Aid Accessories

Misc Health Remedies

Weight  Ctrl/Nutrition Liq/Pwd

First Aid Treatment

Anti-Smoking Products

Cold/Allergy/Sinus Liquids

Total Healthcare

Source: IRI MarketInsightÊ, 52 weeks ending 11/29/2009 and same period prior year. * Based on dollar 

sales. **Average price change based on price per volume analysis.

-2.2%

-0.5%

3.8%

-4.9%

-1.0%

-7.3%

-4.5%

-0.1%

-1.2%

-5.5%

5.7%
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Category and Department 
Growth Trends

Within beauty 

and personal 

care, high-

end 

innovation is 

driving price 

upward, and 

elevating the 

profile of 

mass market 

beauty and 

personal care 

outlets.

Average Price 

Change ** vs YA

Top 10* Beauty/Personal Care Categories 

Unit Sales % Change versus Year Ago

Grocery, Drug, and Mass (Including Walmart)

2009 vs 2008

+4.7%

+6.3%

+4.0%

+5.6%

+3.5%

+2.9%

+2.0%

+3.0%

+4.2%

+4.1%

+6.2%

Diapers

Skin Care

Soap

Blades

Sanitary Napkins/Tampons

Toothpaste

Toothbrush/Dental Accessories

Shampoo

Deodorant

Cosmetics - Eye

Total Beauty/Personal Care

Source: IRI MarketInsightÊ, 52 weeks ending 11/29/2009 and same period prior year. * Based on dollar 

sales. **Average price change based on price per volume analysis.


