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GOING UP AGAINST EASTER 2019, DAIRY REMAINS A POWERHOUSE; DELI AND BAKERY A MIX
Since the onset of coronavirus in the United States, grocery
shopping patterns have been vastly different in terms of
elevated spending, day of the week, day part, product and
brand choices, and online engagement. The week ending
April 19 marked the seventh week of coronavirus-related
shopping patterns. In-home consumption is here to stay for
the foreseeable future and the additional demand continued
to push total food retail sales above prior year levels, despite
going up against the later 2019 Easter sales surge, that fell on
April 21. Since the onset of coronavirus in the US, the results
for the dairy, deli and bakery departments have been mixed.
Dairy has emerged as a sales leader and the week of April
19 was no different. While the packaged baked goods aisle
is doing well, the limited service/assortment and/or shutting
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down of bakery and deli counters across many stores have
had severely negative impact on sales in areas like deli
prepared, bake-to-order cakes and other indulgent bakery
items. 210 Analytics analyzed the IRI weekly sales findings,
made possible by IDDBA.
Total store sales, including the fresh perimeter, gained a little
over 5%, while total edibles excluding fresh were up 10.5%
over the week of April 19 versus year ago. While boosted
by yet another good week for meat, the total perimeter
increased just 1% as sales in deli, seafood and bakery were
down and produce gained just 3.3%. Dairy had another
strong week, with sales up 16.4%.
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“We knew it was going to be
hard to beat prior year Easter
numbers,” Jeremy Johnson, VP
of Education for IDDBA. “While
no longer showing doubledigits, it is encouraging that
the elevated everyday demand
generated continued gains.
Now, we have to challenge
ourselves to provide solutions
to help drive deli and bakery
sales and build impulse sales
in new ways and within a
new reality, including online
ordering, trip pressure and
a desire among shoppers to
minimize time spent in-store.”

Dairy
For dairy, sales gains have been double-digits over the
comparable week in 2019 for six weeks in a row. Gains for the
week ending April 19 were up 16.4%, driven by continued high
interest in milk, cheese, egg, butter and creamers. These same
items have been in high demand ever since the panic buying
week of March 15. “Quarantine baking is a thing, whether as
a way to entertain the kids, enjoy a little indulgence, learn a
new skill or cope with stress during these difficult times,” said
Abrielle Backhaus, Research Coordinator with IDDBA. “For
that matter, ‘insourcing’ altogether is a big quarantine trend, as
consumers are learning to live without their daily coffee runs
and lunch out. This is resulting in more ‘do-it-yourselfers’ in the
kitchen. Profitero noted a spike in the sales of bread machines,
air fryers, coffee machines, mixers, pizza ovens and pressure
cookers. The opportunity for brands and retailers is to closely
align themselves by being a helping hand with recipes, meal
ideas and baking fun using these appliances.”
On the Retail Feedback Group’s Constant Customer Feedback
(CCF) program, many shoppers continued to write in about
limited supply in some dairy categories. Communicating about
shortages remains important, particularly for online orders. One
shopper wrote on CCF, “I ordered a gallon of 2% Lactaid milk
and it wasn’t available. I can’t use regular milk, but surely there
was some kind of Lactaid milk in the store that could have been
substituted.” Backhaus reacted, “Creating positive experiences
for first-time online buyers is extremely important for repeat
business. Alert of substitutions in the current retail climate is
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key as many dairy items continue to run low on supply.”
Butter and eggs continued to have the highest sales growth
during the third week of April versus the comparable week
in 2019, despite going up against Easter 2019 sales. Natural
cheese had the highest increase in absolute dollars, with yearover-year sales up $103 million, followed by eggs that sold an
additional $79 million and milk, with an additional $59 million.

Deli — Continued Mixed Results
For week ending April 19, deli cheese (random-weight) came
in ahead of the comparable week in 2019, despite this being
Easter week last year. Deli meat (random weight) eked out a
small gain, but there were continued deep declines for deliprepared (random-weight and some private label UPC). Service
counters and self-serve areas continued to be closed across
many retailers, or have shifted to an expanded grab-and-go
assortment. Deli cheese and meat sales jumped by doubledigits, and deli prepared very quickly started to flatten out and
decline in subsequent weeks.

Deli Meat
Random-weight deli meat sales were slightly negative Easter
week, but recovered to +0.8% over the comparable week
in 2019. “Whereas the fresh meat department continued to
be the leader in perimeter sales with another double-digit
gains week, random weight deli meat sales have been a bit
challenged these past few weeks,” said Jonna Parker, Team
Lead Fresh for IRI. “But the same pattern that we have been
observing remained true for the week ending April 19 as well.
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Stores providing grab-and-go meat and
cheese options did see growth. While
service counter sales made up 68% of
deli meat sales this week, sales were
down 13.4%. Sales for service counter
deli meat that has been pre-sliced for
grab-and-go, but still sold non-UPC,
was up 61.4%. These are very similar to
the numbers we saw last week and this
is a key takeaway for retailers who are
not yet providing this service.”
Parker did point out that package
size variety is key due to budgets,
household size or the desire to
purchase a number of different items,
and shoppers agree. One shopper on
the CCF system wrote, “STOP making
all pre-sliced lunch meat 3/4 lbs. You
are aware there are many different
family situations and one size does not
fit all, right? That is too much for me
and becomes wasteful. I get that it was
probably decided as a ‘happy medium,’
but it wouldn’t kill you to provide a few
options?” Another shopper agreed,
“1/2lb meats and 1/4lb cheese would be
better served, this store serves a lot of
single seniors I would purchase these in
smaller amounts.”
Meanwhile, pre-packaged, UPC refrigerated luncheon meats
continued to outperform random weight deli meat, with dollars
up 14.2% and an increase for volume sales as well.

Deli Cheese
Random weight deli cheese sales increased 5.2% over the
week ending April 19, with a slightly lower gains in volume.
“Just like seen in deli meat, packaged cheese increased
significantly more, at 22.1%,” said Angela Bozo, Education
Director with IDDBA. “That is a lot lower than the gains we
had been seeing over these past few weeks, but we have to
keep in mind the Easter 2019 impact. Additionally, we’re seeing
the positive impact of pre-slicing deli cheese for grab-and-go
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availability. Whereas service counter sales was down 10.4%,
cheese packaged for grab-and-go, but still non-UPC, was up
73.3%. It is important to keep in mind this is a smaller share
of total random weight deli cheese (32%), but it remains an
important takeaway to help drive sales.” With the total sales of
fixed weight cheese being more than seven times bigger than
random weight deli cheese, the much higher increase signals
significantly higher absolute dollar gains.

Deli-Prepared
Sales remain a struggle for deli-prepared. In part, because
many stores have closed service counters and self-serve
areas for a variety of reasons from staffing to CDC guidelines
to shopper concern. Historically, deli-prepared has also not
been well represented or easy to order online. As shoppers
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increasingly try to
reduce the number
of trips to the store,
as well as making
more meals at
home, deli-prepared
food sales were
down 43.2%. Sales
were off for all
offerings and meal
occasions, whether
breakfast items,
combo meals, trays
or deli pizza.
“Deli-prepared
remained a hardhit area,” said
Eric Richard,
Industry Relations
Coordinator with
IDDBA. “At the same time, the soup aisle and frozen meals
continued to increase double-digits. Making sure that deliprepared offerings, whether pre-packaged or made-to-order,
are on the radar is crucial and now more than ever. As is, we
know that consumers who are out of time or not in the mood
to cook often choose restaurants over deli-prepared. Remind
online shoppers about rotisserie chicken for tonight’s dinner
or a holiday meal solution for mother’s day in two weeks to
recapture the spotlight.”

Bakery
Going up against Easter 2019 sales, bakery had a significant
down week. Easter typically sees a significant bump in both
indulgent and functional items as consumers celebrate with
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family and friends. Packaged baked goods the “bread aisle”
and packaged cookies and crackers continue to sit comfortably
above last year’s sales but did come down somewhat, likely
under the influence of 2019 Easter sales as well.

Prepackaged Baked Goods Aisle
Sales continues to be mixed when regarding the more
functional packaged bakery versus ones more indulgent
in nature. Fresh bread, rolls and bagels continued to see
significant double digit increases during the week of April
19, whereas bakery snacks, muffins, pastries and cakes were
off or flat versus the same week in 2019. Out-of-stocks and
SKU rationalization continued to affect sales in the packaged
baked goods aisle. A shopper on CCF reported, “I wanted the
Pepperidge Farm sprouted grain bread, I haven’t been able to
buy it in almost 1.5 months. What is happening?”

Cookies and Crackers
Other baked goods, including packaged cookies and crackers
in UPC/fixed weight packages, continued to track well ahead of
2019, despite going up against Easter 2019. Following the stock
up weeks in mid March, both cookies and crackers tracked
about 10% ahead of the comparable week in late March and
early April, but have dropped to single digits the third week of
April. Sales may be affected by America’s baking craze, with
baking aisle sales continuing to be highly elevated, up 28.6%
over the comparable week in 2019.

In-Store Bakery
As many retailers have closed or reduced their in-store bakery
offering, sales for the in-store bakery (non-UPC, random-weight
items, no UPC items) were off by more than 32% versus those
during the same week last year. Very similar to patterns in
the packaged baked goods aisle, functional items did better
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than indulgent items. The in-store
bakery has an opportunity to
delight shoppers with grab-andgo items, especially in smaller
package sizes.

What’s Next?
As April draws to a close, there
is still great uncertainty about
the state-by-state decisions on
“re-opening” the country. Some
states began lifting their executive
orders for non-essential businesses
whereas others have indefinite
shelter-in-place mandates. Only
South Dakota remains free of
statewide government restrictions that require businesses to
close. The reopening of restaurants in some states may provide
an indicator of consumers’ mental readiness and economic
ability to re-engage with foodservice. For the foreseeable
future, it is likely that grocery retailing will continue to capture
an above-average share of the food dollar. Next week’s sales
results will reflect a regular week in both calendar years and
may provide some indication of how far the new baseline will
lie above the old normal. In addition to many consumption
occasions having shifted to at-home, more than 26 million
Americans have filed for unemployment in the last four weeks
and economic pressure typically translates into more meal
preparation at home.
Important changes this week include USDA Supplemental
Nutrition Assistance Program (SNAP) program recipients will
receive a temporary 40% increase in monthly benefits to
provide relief from the pandemic-related economic slowdown.
The boost lets families obtaining less than their maximum
benefit get the greatest amount per their household size for
as long as two months. Additionally, USDA
approved Florida and Idaho’s requests to
participate in SNAP Online. SNAP Online
is now available in Alabama, Iowa, New
York, Oregon, Washington, and Nebraska.
California and Arizona’s requests to
expedite the implementation of online
purchasing were approved on April 2.
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210 Analytics, IRI and IDDBA will provide sales updates every
week. Meanwhile, please thank the grocery industry, from
farm to store, for all they do to ensure supply during these
unprecedented times.

Lessons from Overseas
Overseas sales patterns can help shed some light on what
may lie ahead. After very similar weeks of stockpiling as seen
in the US, most countries seem to have shifted to continued
elevated purchasing levels for total edibles, with mixed
engagement with fresh (meat, produce, bakery, etc.). For food,
the everyday baseline for the week ending April 12 (Easter
week) trended about 20% above the comparable week in
2019 for all countries. Non-edible sales have mostly leveled off
and declined for some. Frozen food continues to see aboveaverage gains in all countries, but Spain.

