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CONTINUED STRENGTH FOR DAIRY, MIXED RESULTS FOR BAKERY AND DELI
The week of March 29 marked the third week of social
distancing measures due to COVID-19. At this point, most
states had issued some type of executive order relative to
social and business activities, including limiting restaurants
to takeout or delivery, shelter-in-place guidelines and
limiting business activity to essential industries only. Many
grocery stores enacted measures of their own, including
limited opening hours, purchase maximums, metered entry
to limit the number of customers in store and the closing of
service departments. Since early March, grocery stores have
experienced unprecedented demand, along with shifting
buying patterns. 210 Analytics
analyzed the IRI weekly findings,
made possible by IDDBA.
During the last week of March,
total store sales increased a little
over 14% versus the comparable
week in 2019. Non-edible sales
are somewhat normalizing after
the surge the first week of March,
but food sales remained elevated.
Center store edibles increased just
shy of 25% the week of March 29
and the fresh perimeter advanced
11.8% versus the comparable week
in 2019. The fresh department
performance was driven by another
very strong week in meat, whereas
sales growth in produce fell back
down to the high single digits.
“Week three of COVID-19 impact
on grocery patterns shows a slow
return to more typical levels for
some departments whereas others
continued to see highly elevated
demand,” said Jeremy Johnson,
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VP of Education for IDDBA. “Consumers are adopting shortterm behaviors during the pandemic that in some cases
will become permanent, including the transition to online
ordering, and the purchasing of new brands and food items.
Consumers will emerge from COVID-19 in a new economic
reality, which is likely to change grocery decisions even
further. We will continue to track purchasing trends in the
dairy, deli and bakery departments to try and get a handle on
what may be that new normal.”
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Dairy
Dairy had two very strong weeks
and sales remained elevated
the last week of March, at 22.2%
higher than the comparable
week in 2019. “Dairy is one of
the departments that continued
to see very strong demand
driven by the increase in athome meal occasions,” said
Abrielle Backhaus, Research
Coordinator with IDDBA.
“Growth would likely have been
even higher if it wasn’t for stockouts and purchase restrictions
for items such as eggs and milk.”

Shoppers expressed both
understanding and some
frustration with the shortages
of dairy items in their stores,
according to comments left on
the Retail Feedback Group’s
Constant Customer Feedback
(CCF) program. “I understand
the issues we are all facing at
this time. Most of the out-ofstock items are from people
hoarding them. I hope your
policy is to limit those items
as you did with milk in dairy
department,” noted one
shopper. Eggs, in particular, prompted frequent customer
feedback, with one shopper commenting, “I know these are
challenging times, but we usually buy the three dozen egg
carton deal and now we can only purchase one carton, which
does not feed my household. Can you limit it to the three dozen
deal per household rather than one egg carton?”
Butter and eggs had the highest sales growth during the last
week of March versus the comparable week in 2019, with
natural cheese having the highest increase in absolute dollars.
Cheese generated an additional $71 million in sales versus the
same week in 2019, followed by eggs that sold an additional
$39 million.
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Deli — Continued Mixed Results
During the last week of March, the deli department
experienced year-over-year sales increases for cheese and
meat, but deep declines for deli-prepared as many stores had
closed or limited operations of made-to-order counters, selfserve buffets, salad bars and hot bars.

Deli Meat
Random weight deli meat sales increased 6.6% in dollars over
the week of March 29, with volume sales up 2.3%. Deli meat
sales peaked two weeks prior, at +40.5%.
Over the past few weeks, many retailers have closed cut-
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to-order counters and instead are providing pre-packaged
inventory for easy grab-and-go. Shoppers commented on the
importance of package size variety when going that route,
given different household sizes and budgets. A shopper
submitted the following feedback on CCF, “On my last visit
I noticed the deli department was closed and they had prepackaged deli cheese and meat because of the coronavirus.
My question is why all the deli packages were over or just at
one pound. Some of us can’t afford a pound, which is why I go
to the deli department to get my meats and cheese.” Others
commented on the limited selection of pre-cut packages
and asked for more variety. “Very disappointed to find deli
closed,” noted a shopper on the CCF system. “I understand the
precautions but would recommend a wider variety of pre-sliced
meats and cheese be available.”
Shoppers also took to purchasing more packaged luncheon
meat, that saw significant increases in both dollars and volume
during the last week of March.

Deli Cheese
Random weight deli cheese sales increased 16% over the
week ending March 29, with a slightly lower gain in volume.
Packaged cheese in the refrigerated aisle increased even
more, at 32.7%.
“Whether deli cheese or pre-packaged, cheese sales have
skyrocketed as a result of many additional
snacks, breakfasts, lunches and dinners at home,” said Angela
Bozo, Education Director with IDDBA. “The above-average
increase in both packaged luncheon meats and packaged
cheese is a sign of increased demand, but also shoppers
looking to speed up their store visits as well as deli service
counters having been closed. Providing alternate options, such
as pre-sliced varieties or taking online orders for pickup may
help consumers finding solutions.”

Deli-Prepared
As even more grocery retailers closed deli-prepared options,
the total deli-prepared category decreased a little over 37%
versus the same week last year. Sales were off for virtually all
offerings and meal occasions, whether breakfast items, combo
meals, trays or deli pizza. “Whereas the week prior refrigerated
packaged deli options helped offset the declines in deliprepared, the final week of March saw declines in that area
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as well,” said Eric Richard, Industry Relations Coordinator with
IDDBA. “We continue to see retailers employ creative solutions,
such as selling packaged meals from local restaurants and
reducing the offering to the most popular sellers to streamline
operations.”

Bakery
Bakery saw more dollars shift from the in-store bakery to the
aisle. Total bakery increased 6.9% in sales during the week of
March 29 versus the comparable week in 2019 — boosted by
an increase in sales in the bakery and cookie/cracker aisle.
Some retailers have limited service counter offerings, hours or
even having closed the in-store
bakery altogether.

Bakery Aisle
School and office closures are
driving more at-home breakfast,
coffee break and lunch occasions,
which drove significant jumps in
sales in the bakery aisle. IRI data
shows big jumps in the more
functional bakery aisle items, such
as bread, rolls and buns. More
indulgent bakery aisle items such
as snacks, pies and cakes were off
compared with last year.
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Cookies and Crackers
Other baked goods, including cookies and crackers, saw big
increases as well, likely driven by the combination of pantry
stocking and increased everyday needs. Sales of crackers
started to gear up at the onset of the coronavirus-related
measures, at +9.1% over the week ending March 8. Sales
continued to be highly elevated the week ending March 29, at
+11.7%. Cookies went from seeing some sales pressure early
in March to a 13.5% increase for the week ending March 29
versus the comparable week in 2019. “It is clear that shoppers
are looking for a little indulgence, a little reward or a little smile
during these unprecedented times as well,” said Jonna Parker,
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Team Lead Fresh, for IRI. “We’re seeing sales pop in many
categories such as chocolate, wine and cookies as consumers
are settling in to the new realities of life in quarantine. As sales
will start to normalize somewhat in these next few weeks,
reminding shoppers of buying a little indulgence will help keep
sales at elevated levels.”

In-Store Bakery
As many retailers have closed or reduced their in-store bakery
offering, sales for the in-store bakery were off by more than
20% versus those during the same week last year. Cakes,
donuts and cookies saw significant declines, whereas the
second larger seller, breads, did increase substantially, as did
other functional items.

Conclusions
What’s next? The subsequent week, the first week of April,
saw 47 states with some type of executive order governing
social and business activities, with only Missouri, South
Dakota and Nebraska not having issued stay-at-home orders.
Stock-up shopping is likely to taper further as pantries and
freezers are full, consumers are settling into to new realities of
social distancing and are confident there will be ample food.
Increased everyday demand is likely to continue while social
distancing measures are in effect. Shoppers are preparing
more home-cooked meals across all meal occasions, from
breakfast to dinner. Additionally, students of all ages are home
from school, evening activities are cancelled and shoppers
emphasize healthful meals. At the same time, economic
pressure is building. Amid the largest weekly spikes in
unemployment numbers, financially vulnerable consumers
are extremely concerned about COVID-19 and its health
and economic impacts. Their grocery patterns are likely to

April 7, 2020

be influenced by money-saving measures, not unlike those
seen during the height of the recession, such as buying
private brands, smaller packages/amounts and seeking out
promotions. All this is likely to result in a new baseline driven
by higher everyday demand. The unknown is how high this
demand lies above the old normal. Shopping patterns will also
likely remain very different in number, size, day of the week,
day part and online ordering trends. IRI and IDDBA plan to
further explore Dairy, Deli and Bakery in the era of COVID-19 in
an upcoming webinar on May 13, 2020. Visit www.iddba.org for
more details.
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.

