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Trends in Retail 

Meat Price Trends 

Over the past two years, COVID-19 has put a spotlight on 

our food system and concerns over food inflation has risen. 

Canada’s Food Price Report (2021) argues that the 

uncertainty that accompanied the pandemic in previous 

years will remain and will continue to disrupt the agri-food 

supply chain. The pandemic has directly impacted 

stakeholders across the agri-food supply chain – from farm 

gate to the end consumer. For example, the pandemic 

caused “border and facility closures, shifted consumer 

demand from food service to food retail and created 

unemployment and underemployment” while enhanced 

safety procedure called for “modifications in production, 

manufacturing, distribution and retailing practices”.1 

In regards to meat prices, Canada’s Food Price Report 

(2021) concluded that for meat, specifically, the increase in 

price outpaced the 2019 forecast. Table 1 describes the 

2020 food price results for meat and other categories. As 

shown below, three categories – bakery, dairy, and meat – 

experienced price increases that outpaced the anticipated 

increase for 2020. Overall, meat prices, as a category, 

increased the most.  

TABLE 1. 2020 FOOD PRICE RESULTS  

(Percentage) 

Categories Anticipated 

increase for 2020 

Results (Oct.’19 

to Sep. ’20) 

Bakery 0% to 2% 2.2% 

Dairy 1% to 3% 3.1% 

Fruits 1.5% to 3.5% 1.8% 

Meat 4% to 6% 6.1% 

Other 0% to 2% 1.8% 

Restaurants 2% to 4% 2.1% 

Seafood  2% to 4% 2.6% 

Vegetables 2% to 4% 2.4% 

Total food 

categories forecast 

2% to 4% 2.7% 

 Source: Canada’s Food Price Report (2021) 

In 2021, Statistics Canada reports that prices for groceries 

have risen and Canadians paid 2.2 per cent more for 

groceries this year.2 Table 2 describes the annual change in 

the Consumer Price Index (CPI) for select grocery items. 

Across Canada, price for many staple items has risen over 

the past year this includes: eggs (+6.3 per cent), bacon 

                                                           
1 CANADA’S FOOD PRICE REPORT 2021 

2 Statistics Canada. Consumer Price Index: Annual review, 2021 

(+12.5 per cent) and fresh fruit (+2.6 per cent). In 2020, meat 

prices rose 4.5 per cent which was largely attributed to 

COVID-19-induced plant closures. In 2021, for meat 

products specifically, Canadians paid 4.3 per cent more.  

TABLE 2. YEAR-OVER-YEAR CHANGE IN CONSUMER PRICE 

INDEX (CPI) FOR SELECTED FOOD ITEMS, 2020/2021 

(annual average % change) 

Selected items 2020 2021 

Fresh or frozen beef 6.5% 3.1% 

Fresh or frozen pork 4.8% 2.9% 

Fresh or frozen chicken 3.2% 5.5% 

Ham and bacon 2.7% 10.1% 

Dairy products 2.5% 2.8% 

Eggs 7.6% 6.3% 

Bakery products 1.3% 0.7% 

Fresh fruit 0.5% 2.6% 

Fresh vegetables 3% -2.6% 

Other food products and non-

alcoholic beverages 

1.1% 3% 

Source: Statistics Canada 

According to Statistics Canada, the monthly retail price of 

round steak increased from $17.66/kg in December 2020 to 

$19.66/kg in December 2021 – marking an 11.3 per cent 

price increase. Over the same period of time, a number of 

other meat products experienced a price increase: prime rib 

roasts (+13.7 per cent), stewing beef (+17.3 per cent), 

ground beef (+9.4 per cent), pork chops (+8.9 per cent) and 

chicken (+3.0 per cent). 

Alberta-specific Meat Price Trends 

Consumer Price Index 

As previously displayed, meat prices across Canada have 

been rising and Alberta-specific meat prices have followed a 

similar trend. Figure 1 shows how prices of all-items, food, 

meat, beef, chicken and pork have trended in Alberta since 

January 2017. As shown, Alberta retail fresh or frozen beef 

prices have increased more than consumer food items and 

more than any other type of meat including pork, chicken 

and processed meat. On a year-over-year basis in February 

2022, the CPI for all- items increased by 4.8 per cent. There 

was also an increase in year-over-year CPI for retail food 

products (+5.7 per cent), retail meat products (+12.4 per 

cent), fresh or frozen pork products (+11.3 per cent), fresh or 

frozen poultry (+9.9 per cent), processed meat (+8.6 per 

cent) and fresh or frozen beef products (+18.5 per cent).  
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FIGURE 1. CONSUMER PRICE INDEX (CPI) FOR ALL-ITEMS, 

 FOOD, MEAT, BEEF, CHICKEN AND PORK, ALBERTA    

Source: Statistics Canada 

Retail Meat Prices for Selected Items 

Figure 2 shows retail price trends in Alberta for selected 

meat cuts – beef striploin, ground beef, chicken breast and 

pork loin. Average monthly retail prices have been 

increasing. In comparison to 2017, Alberta has experienced 

an increase in the average yearly retail price of these 

selected meat cuts. In 2021, the average yearly retail price 

for beef striploin cuts ($25.35/kg) was higher than in 2017 

($22.72/kg). This marked an 11.6 per cent increase in the 

average yearly retail price for beef striploin cuts between 

2017 and 2021. Similar retail price trends were experienced 

for ground beef in Alberta, where 2021 average yearly retail 

prices ($10.15/kg) were higher than prices experienced in 

2017 ($9.42/kg). Between 2017 and 2021, average yearly 

retail prices for ground beef in Alberta increased by 7.7 per 

cent. Average yearly prices for chicken breasts have also 

been increasing in Alberta. Between 2017 and 2021, the 

average yearly retail price of chicken breasts increased by 

5.4 per cent from $13.42/kg in 2017 to $14.15/kg in 2020. In 

Alberta, average yearly retail prices have also been 

increasing for pork loin. However, between 2017 and 2021 

the, average yearly retail price for pork loin only increased by 

1.1 per cent from $9.67/kg in 2017 to $9.78/kg in 2021.  

Factors impacting meat prices 

A number of factors have the potential to impact meat prices. 

Economic fluctuations have the potential to impacts prices.  

 

 

 

Below, supply-side and demand-side factors that impact 

meat prices are discussed in more detail.  

Supply-side factors 

Labour shortages and production challenges due to the 

COVID-19 pandemic continue to impact supply chains 

across the globe – the meat supply chain is no exception to 

this trend. In 2020, labour challenges and shifts in production 

practices to accommodate for COVID-19 safety measures 

had impacted the ability to process livestock at pre-

pandemic capacity. Production has recovered, especially for 

cattle slaughter facilities that have been running at near 

capacity for much of 2021. In terms of general food 

processing, Farm Credit Canada (FCC) states that the 

labour challenges of the food processing industry are now 

‘chronic’. Despite the fact that at the start of 2022, the food 

manufacturing sector employed more than pre-COVID they 

still cannot keep up with demand. FCC reports that unfilled 

orders are trending up 50 per cent year-over-year.3 Higher 

energy and transportation costs also impact the price of 

meat.  

On the animal production side, in the past year below 

average forage conditions and low grain yields have strained 

feed supplies, and increased production costs.   
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FIGURE 2. COMPARING MONTHLY RETAIL PRICES OF 

SELECTED MEAT CUTS IN ALBERTA, 2017 TO 2021 

Source: Statistics Canada 

Demand-side factors  

Over the COVID-19 pandemic, many people experienced a 

decrease in income and as a result we saw a decrease in 

household consumption of meat products. In addition, 

closures of foodservice impacted overall meat consumption. 

Figure 3 shows how consumer demand for chicken and beef 

shifted throughout the pandemic.  

FCC concluded that demand for chicken declined at the start 

of 2020. This may be attributed to job loss, decrease in 

income and foodservice closures. On the other hand, beef 

demand fell a small amount in Q1 2020 but continued to rise 

after the initial decrease. In 2021, chicken demand started to 

increase. FCC states that this increase may be due to the re-

opening of foodservice and a substitution effect as 

consumers purchased chicken rather than more expensive 

red meats.3 

It should be noted that robust exports in 2021 (for beef in 

particular) has also been a factor supporting demand and 

higher prices in the market.  

Furthermore, a survey conducted by the Agri-Food Analytics 

Lab at Dalhousie University, in partnership with Angus Reid 

concluded that the “majority of Canadians [are] still strongly 

committed to beef”. 4 When asked how Canadians saw 

themselves pertaining to meat consumption in general, 73 

per cent stated they have no dietary preferences, 7 per cent 

stated they were flexitarian, 3 per cent states they were  

                                                           

3 FCC. Top 5 economic trends for Canadian agriculture and food to 

watch in 2022 

 

 

 

 

vegan, 2 per cent stated they were pescatarian, 2 per cent 

stated they had religious or cultural preferences, 1 per cent 

stated they were lacto-ovo vegetarian, and 1 per cent stated 

they were vegetarian. Survey respondents were also asked 

how often they consume beef as a part of a meal and 65 per 

cent considered themselves regular beef eaters (at least 

once a week). Across Canada, the highest rate of beef 

eaters were reported in Alberta (73 per cent). 

Consumers and meat prices 

Over the past number of months, a variety of 

macroeconomic shocks have resulted in increased food 

inflation rates. Research suggested that two out of five 

Canadians have changed their behaviors in order to save at 

grocery stores.5 In Fall 2021, a survey of more than 10,000 

Canadians concluded the following about food prices, 

perception of prices and strategies to cope with increasing 

prices: 

 86 per cent of Canadian believed food prices were higher 

than six months previously.  

 Generational differences were noted as 93 per cent of 

Boomers, 89 per cent of Gen Xers, 79 per cent of 

Millennials and only 68 per cent of Gen Zs believed prices 

were higher than six months previously.   

In terms of category-specific price trends, Canadians have 

noticed the largest difference in meat prices. Figure 4 

describes Canadian’s perceptions of category-specific price 

increases.  

4 Agri-Food Analytics Lab. Dalhousie University. COVID Beef 

Consumption 

5 Dalhousie University, Agri-Food Analytics Lab. Dal Report Inflation 

(September 2021) 
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FIGURE 3. CONSUMER DEMAND FOR CHICKEN AND BEEF 

Source: FCC 

 

From a Canadian’s perspective, meat prices were thought to 

have increased the most with 51.8 per cent of respondents 

stating that they thought this category increased the most. 

On the other hand, dairy products were thought to have 

increased the least with only 4.0 per cent of respondents 

stating that they thought this category increased the most. 

More specifically, a recent survey on beef consumption 

provides some insight into reasons why Canadians are 

considering reducing beef in their diets. When asked about 

the top influencing factors, consumer reported health 

concerns (49 per cent) and price (49 per cent) as top 

reasons.4  

Purchasing habits have been impacted by increasing prices. 

For example, 49 per cent of Canadians reported that had 

reduced their purchases of meat products in the last six 

months due to higher prices. At a provincial-level, Alberta 

(57 per cent) reported the highest rate of consumers who 

have decided to reduce their meat purchases as a result of 

higher prices.  

“Shrinkflation” 

“Shrinkflation” is defined as “a strategy often used by the 

food industry to sell products with less quantities or volume 

at the same price.”5 Survey results conclude that 73.5 per 

cent of Canadians have noticed a decrease in product size, 

while prices have remained constant or have increased. 

Figure 5 describes how Canadians perceive shrinkflation 

while shopping for food products. For meat products 

specifically, 25.2 per cent of noticed “shrinkflation” within this 

category. This strategy is a response to factors (i.e., labour  

 

                                                           

6 Dalhousie University, Agri-Food Analytics Lab. Shelflation 

 

 

 

shortages, increased input costs) that have increased the 

cost of producing product. 

“Shelflation” 

Many have heard about the impacts of “shrinkflation”’ 

however, over the recent weeks the issue of “shelflation” has 

been a topic of discussion for consumers and retailers alike. 

Shelflation is “when supply chain issues lead to overripe or 

less fresh food products making their way onto store 

shelves”.6 Dalhousie University’s Agri-Food Analytics Lab 

states that “[t]his phenomenon ends up costing more to the 

supply chain and ultimately to the consumer” and “[m]any 

Canadians have started to notice”.  

FIGURE 4. IN YOUR VIEW, WHAT IS THE ONE FOOD 

CATEGORY WHICH HAS INCREASED THE MOST IN THE 

LAST 6 MONTHS? 

 

Source: Dalhousie University, Agri-Food Analytics Lab 
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The Agri-Food Analytics Lab in partnership with Angus Reid 

conducted a survey of over 1,500 Canadians that examined 

shelflation. A total of 63 per cent of Canadians reported that 

they prematurely disposed of food within the last six months. 

In terms of category specific products, produce was reported 

to be thrown away prematurely (43 per cent) followed by 

dairy (31 per cent) and bakery products (27 per cent). Meat 

products were in fourth place with 17 per cent of 

respondents reporting they has prematurely disposed of 

these products within the last six months.  

FIGURE 5. HAVE YOU NOTICED A REDUCTION IN THE 

PRODUCT SIZE/VOLUME/QUANTITY FOR SIMILAR PRICE 

FROM 6 MONTHS AGO IN ANY OF THE FOLLOWING 

CATEGORIES? 

 

Source: Dalhousie University, Agri-Food Analytics Lab 

 
Key Take-Aways 
 
 COVID-19 has put a spotlight on our agri-food supply 

chains and has impacted stakeholders from farm gate 

all the way to the end consumer 

 

 In nearly every grocery category there has been an 

increase in retail prices. In particular, meat products 

have experienced a substantial increase in price.  

 

 A variety of factors may influence the price of meat 

products. On the supply-side, labour shortages and 

production challenges have impacted the ability to 

process livestock and higher input costs have impacted 

the cost of production. On the demand-side, a decrease 

in income and food service closures led to an initial 

decrease in demand. However, as of late there is 

evidence that re-opening of foodservice and a 

substitution effect (i.e., consumers purchased chicken 

rather than more expensive red meats) has impacted 

the industry.  

                                                           

7 Statistics Canada. Food services and drinking places, August 2021 

 

 There is evidence that the demand for meat products 

remains strong as survey results concluded 73 per cent 

of respondents stated they have no dietary preferences 

when it comes to meat consumption. However, 

consumer have noticed increasing prices for food 

including meat products and their purchasing patterns 

reflect this.  

 

 “Shrinkflation” and “shelflation” has impacted products 

across the agri-food value chain. Meat products are no 

exception to these trends. 

 
Data Highlights 
 
This section provides an update on retail and food service 

sales trend data in Alberta.  

Table 3 provides data for retail food and beverage sales in 

Alberta. Retail food and beverage store sales were down two 

per cent in Q3-2021 compared to Q2-2021. Grocery stores 

recorded a three per cent sales decrease. Specialty food 

stores recorded a 14 per cent increase in sales. While beer, 

wine and liquor store sales increased by two per cent.  

Annual Q3 sales were down by three per cent for food and 

beverage stores. Grocery stores reported a four per cent 

reduction in sales in Q3-2021 compared to Q3-2020. Annual 

Q3 sales decreased by six per cent for specialty food stores. 

Though, annual Q3 sales for beer, wine and liquor stores 

increased by two per cent. 

Table 4 provides data for food service and drinking place 

sales in Alberta. Q3-2021 food service and drinking place 

sales increased by 30 per cent from Q2-2021. Reasons for 

this increase in sales may be due to continual easing of 

COVID-19 restrictions and the continual growth in consumer 

confidence. In addition, warmer summer weather increased 

the availability of patio seating and outdoor events.7 All 

categories of food service and drinking places experienced 

an increase in sales from Q2-2021. Special food service 

sales increased by 26 per cent, full-service restaurant sales 

increased by 65 per cent and limited-service eating place 

sales increased by eight per cent. Due to data unreliability 

for drinking places (alcoholic beverages) in July 2021, the 

change in quarterly receipts is unclear.  

In terms of total value, annual quarterly sales for total food 

service and drinking places increased by 19 per cent 

between Q3-2020 and Q3-2021. In Q3-2021, Alberta’s total 

food service and drinking place sale were just over $2.5 

billion which indicates a return to pre-pandemic levels 

experienced in Q3-2019 of just over $2.6 billion.  Special 

food services restaurants, full service restaurants, and 
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limited service eating places recorded significantly higher 

sales with 34 per cent, 26 per cent and 12 per cent 

respectively. Again, due to data unreliability for drinking 

places (alcoholic beverages) in July 2021, the change in Q3 

annual receipts in unclear. 

TABLE 3. RETAIL FOOD AND BEVERAGE SALES IN 

ALBERTA 

(in thousand dollars) 

Source: Statistics Canada 

TABLE 4. FOOD SERVICE AND DRINKING PLACES SALES IN 

ALBERTA 

(in thousand dollars) 

Source: Statistics Canada 

 

 

 


