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In 1Q25, grocery shoppers continued to battle stubbornly high prices while seeking convenience and value. Inflation remained a 
challenge for many households, prompting consumers to seek more budget-friendly options, including private label products, and 
fueling the ongoing surge in online grocery shopping, which has allowed shoppers to easily compare prices, browse wider selections, 
and potentially find better deals online. In 1Q25 U.S. private label grocery sales continued to outperform national brands, with dollar 
sales rising approximately 5% and unit sales up 0.9%, compared to just 0.8% growth and a 1.1% decline, for national brands. Private labels 
captured 21.5% of grocery dollar share and 23.7% of unit share, reflecting growing consumer preference for store brands amid ongoing 
inflation. Nearly all U.S. households purchased private label items, with 75% citing good value and 72% viewing them as acceptable 
alternatives to name brands. Retailers responded by expanding their store brand offerings. Kroger is introducing over 900 new items 
this year, and Sprouts increased its private label sales mix to 24%. The trend confirms that store brands have evolved from budget 
substitutes into key strategic growth drivers across the grocery sector. At the same time, e-commerce grocery continued its rapid 
ascent, with monthly online grocery sales often exceeding $9.5 billion. March sales totaled $9.7 billion (up 21% YoY), while April and June 
each reached $9.8 billion (+15% and +27.6% YoY, respectively). Notably, ship-to-home gained strength throughout the quarter and beyond, 
rising almost 33% in June. Kroger, a leader in the online grocery space, reported a 15% jump in digital sales, its 12th consecutive quarter 
of double-digit digital growth reinforcing the notion that consumer habits are shifting toward digital-first grocery shopping. We also 
note that the natural and organic food sector continues to grow faster than the conventional grocery industry, with natural and organic 
grocers experiencing higher growth rates in store visits and sales. However, they still represent a relatively small share of total grocery 
sales (~5%–6%). 

 Comps Sales YoY Sales E-Comm E-Comm Quarter-End 

  (millions) % Change % Growth % of Sales Date 

U.S.       

     Ahold Delhaize (U.S. only) 3.1% $14,652 1.8% 17.9% N/A 3/30/25 

     Albertsons 2.3% $18,800 2.5% 24.0% N/A 2/22/25 

     BJ’s Wholesale Club 3.9% $5,154 4.8% 35.0% 11.0% 5/3/25 

     Costco 8.0% $63,205 8.0% 15.0% 8.0% 5/11/25 

     Grocery Outlet 0.3% $1,126 8.5% N/A N/A 3/29/25 

     Ingles Markets 0.8% $1,331 -2.6% N/A N/A 3/29/25 

     Kroger 3.2% $45,118 -0.3% N/A N/A 5/24/25 

     Natural Grocers 8.9% $336 9.0% N/A N/A 3/31/25 

     Publix Super Markets 4.0% $15,827 5.1% N/A N/A 3/29/25 

     SpartanNash (Retail) 1.6% $2,910 3.7% N/A N/A 4/19/25 

     Sprouts 11.7% $2,236 18.7% 28.0% 15.0% 3/30/25 

     Village Super Markets 1.9% $564 3.2% N/A N/A 4/26/25 

     Weis Markets 1.0% $1,197 1.6% N/A N/A 3/29/25 

Average 3.9%   4.9%      

Canada             

     Loblaw 2.2% C$14,135 4.1% N/A N/A 3/22/25 

     Metro 5.3% C$4,910 5.5% N/A N/A 3/15/25 

     North West Company 3.5% C$641 3.9% N/A N/A 4/30/25 

     Sobeys 2.6% C$7,725 3.1% N/A N/A 2/1/25 

Average 3.4%   4.2%       

Total Average 3.8%   4.7%       

Key Takeaways 

■ Inflation remains a challenge for the consumer 

■ U.S. private label grocery sales continued to outperform national brands 

■ E-commerce continues to gain steam; U.S. online grocery sales totaled $9.8 billion in June  
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2024 Seasonally Adjusted Retail Sales (Monthly % Change Year-Over-Year)  
Source: U.S. Census 

Upcoming Comparative Periods 

  Apr'25 May’25 Jun’25 Jul’24 Aug’24 Sep’24 

Total Retail Sales 4.8% 3.5% 3.9% 3.0% 1.9% 2.0% 

Retail Sales Ex Auto 4.0% 3.7% 3.3% 3.4% 2.2% 2.5% 

Retail Sales Ex Auto and Gas 5.2% 4.7% 4.1% 3.6% 3.2% 4.1% 

By Category:             

Furniture & home furnishings 7.7% 5.9% 4.5% -0.7% -1.0% 2.5% 

Electronics & appliance -0.2% -2.1% -0.2% 3.7% -0.6% -4.9% 

Building materials, garden equip. & supplies 1.9% -0.3% -1.1% 0.3% -0.3% 1.4% 

Food & beverage stores 2.6% 2.3% 2.5% 2.8% 1.6% 2.6% 

Grocery stores 2.8% 2.5% 2.7% 2.8% 1.5% 2.5% 

Health & personal care 8.6% 7.9% 8.3% 6.3% 4.5% 7.1% 

Gasoline stations -7.0% -5.8% -4.4% 1.3% -6.7% -10.7% 

Clothing & clothing accessories 4.3% 3.4% 3.9% 2.8% 0.3% 2.3% 

Sporting goods, hobby, musical 
instrument & book stores 1.3% 0.7% 1.6% -7.1% -3.7% -2.2% 

Footwear -0.9% 0.4% TBD 1.2% -6.5% -7.6% 

General merchandise 2.6% 2.6% 3.2% 2.8% 1.4% 2.6% 

Department stores -3.9% -2.7% -3.6% -4.8% -6.1% -3.4% 

Nonstore retailers 7.9% 7.6% 4.5% 5.8% 6.6% 7.2% 

Food services & drinking places 6.9% 6.2% 6.6% 4.3% 4.2% 4.3% 

For questions or analytical support, please call: 

Michael Infranco - (800) 789-0123, ext. 126 
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Grocery Average Quarterly Comps

For the quarter, comps of all of our U.S.-based monitored 
companies were in positive territory, collectively posting a 3.9% 
gain, up from 3.1% in 4Q24. Laggards within the group included 
Ingles Markets, whose comps advanced 0.8% due to the 
lingering effects of Hurricane Helene; at Grocery Outlet, a 
decrease in average transaction size limited comps growth to 
just 0.3%. The highest achiever among the group this quarter 
was Sprouts, which posted comp improvement of 11.7%, 
surpassing Natural Grocers and Costco, the runners-up among 
the group, who posted comp growth of 8.9% and 8.0%, 
respectively. 
 

In the North, Canadian grocers posted results that were a bit weaker than their peers to the south, with a 3.4% average 

comp gain in the latest quarter. Positively impacting the average was Metro, with comp growth of 5.3%, aided by a 

calendar shift impacting holiday sales. The North West Company was the runner-up among the pack, posting a comp 

gain of 3.5% during the quarter. 

 


