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TWENTY WEEKS OF DOUBLE-DIGIT GAINS IN DAIRY; MIXED SUCCESS FOR BAKERY/DELI
More than four months after the big spikes in grocery sales
at the start of the pandemic, CPG sales continue to track well
ahead of the 2019 baseline. According to the latest IRI survey
of primary grocery shoppers, 56% were extremely concerned
about COVID-19. This is the highest share since the first week
of May. Additionally, more than one-third of Americans said
they were more concerned now than they were last week,
driven by residents of California (49%), Texas (46%) and
Florida (42%). This heightened concern is further delaying
the recovery of foodservice sales, but also negatively
affected the comeback of deli prepared and fresh bakery
sales. Additionally, many shoppers are dealing with financial
pressure. In IRI’s survey this past week, 30% of primary
grocery shoppers say their financial situation is a little or a lot
worse off than it was a year ago.
States and school districts are applying mixed systems
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of pushing back the starting date or are offering virtual
education and hybrid virtual and face-to-face education
models, which all impact year-over-year dairy, deli and bakery
retail sales as many more school-aged children and teens will
remain at home. In the IRI shopper survey this week, a third of
parents said they do not know yet if and when their children
will be in school in the fall. Fewer than one in five expect to
have their child/children back at the school for a full schedule
as of the late July survey. Almost half of parents who usually
have a daycare/childcare provider for a child under six
continue to say they will wait at least four more weeks to
resume care based on last week’s survey.
210 Analytics analyzed the IRI weekly sales findings, made
possible by IDDBA to help understand how dairy, deli and
bakery sales are developing throughout the pandemic.
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The net effect of
elevated consumer
demand in food
retailing was a crossstore sales increase of
12.8% versus year ago
during the week ending
July 26. Food sales
were stronger than
non-food sales, with a
gain of 16.7% for centerstore edibles (including
frozen) and +12.1% for
the fresh perimeter.
This includes strong
sales for deli meat and
cheese, baked goods
and dairy that all had
double digit increases. Results for deli and fresh, non-UPC
bakery backslid somewhat, as shopper concern about COID-19
increased.
“Economic pressure and virus concerns are keeping the
majority of food dollars in the retail channel,” said Jeremy
Johnson, VP of Education for IDDBA. “There is renewed focus
on minimizing store visits and funneling all purchases for the
week into that one store trip, with a big uptick for traditional
grocery. Where dairy and other departments benefit from
this pandemic shopping behavior, success in deli prepared is
closely aligned with more frequent trips. Bakery, with its higher
reliance on special occasion and impulse, is also negatively
impacted by rising virus concerns.”

Dairy - A Sales Powerhouse
“Dairy sales reached their twentieth week of double-digit sales
increases since the onset of the pandemic in March,” said
Abrielle Backhaus, Research Coordinator with IDDBA. “All areas
within dairy grew sales versus the same week year ago and, for
most, gains were very similar as those seen in the prior week.
Gains in natural cheese, the largest of all categories, but still
growing 21.3% versus the same week last year are particularly
impressive. Combining the popularity of cheese with meal
ideas for breakfast, lunch and dinner, and snacks throughout
the day, is a near automatic win in today’s environment.”
Natural cheese generated weekly sales of $290 million.
Milk, yogurt and egg sales also totaled more than $100
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million for the week; however, gains for milk and yogurt
remained in the single digits. The highest percentage gain this
week was recorded by whipped toppings, at +25.2%, albeit off
a small base. Unit gains for total dairy were up 7.1%.
Nine areas had double-digit dollar growth during the last
full week of July, six had double-digit unit sales gains and
seven double-digit volume gains. Only eggs continued to see
significantly higher dollar gains than volume gains, indicative of
inflation. Mild levels of inflation are seen in other areas, such as
cheese and margarine.
In some areas, volume gains were higher than unit gains, such
as eggs, sour cream, yogurt, and whipped toppings. Typically,
this means that consumers shifted to larger pack sizes versus
year ago. “The clearest example is yogurt that is selling fewer
units than the same week year ago, but both dollars and
volume are up around 5% versus 2019,” said Backhaus. “This
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means shoppers bought larger containers versus the individual
portions often used as breakfast or lunch on the go. As back-toschool season is a bit up in the air in many places, we will have
to see how this impacts items like yogurt in weeks to come.”

increase for pre-packaged lunch meat from the refrigerated
area. Price inflation drove higher dollar than volume gains for
both; however, packaged lunchmeat had much lower volume
gains, at +1.4%.

SKUs have been reduced some for dairy, but nothing like areas
such as frozen foods or fresh meat. Overall, the number of
dairy items per store selling was off by 2.8% during the week
of July 26 versus the same week in 2019. However, there are
a few areas that continue to see a much narrower assortment,
margarine at -19.4%.

In dollar sales, non-UPC random weight is the bigger category
at $133 million in weekly sales versus $121 million for packaged
lunchmeat. However, in volume, UPC lunch meat is much
bigger at 23 million per week versus 16 million in non-UPC
sliced to order.

Deli — Continued Mixed Results
The continued strength
in food retail overall was
also true for deli meat
and cheese sales that
kept sales gains steady
versus the prior week. Deli
prepared sales continue
to be impacted by closed
self-serve areas with prepackaged and employeeserved solutions offsetting
only some of the sales
lost. Where deli-prepared
sales had been making a
comeback since mid April,
the change versus year ago backslide
a bit this week amid renewed concern
over COVID-19.
“Cheese, whether natural or
processed, deli or packaged, remained
a big consumer favorite at the end
of July,” said Angela Bozo, Education
Director with IDDBA. “Both deli meat
and cheese continue to sit around
10% above last year’s levels, further
boosted by strong sales in their
pre-packaged counterparts in the
refrigerated areas.”

Deli Meat
Sales for random weight, non-UPC deli
meat increased +11.2% versus the same
week year ago, ahead of the 8.4%
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Deli Cheese
Random weight deli cheese dollar gains accelerated from the
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Both volume and dollar gains for fixed weight cheese were
the highest seen since the end of May, Father’s Day week
excepted.

IRI. “This is a clear indicator that consumers are looking for
convenience-focused items, including sides, entrees and pasta
solutions after more than four months of preparing nearly all
meals at home. But also, that shelf life is important. With the
upswing in the number of COVID-19 cases around the country,
pantry loading is making a comeback. More than half of
shoppers (54%) aim to buy enough food for their households to
last them two to four weeks, according to the latest IRI shopper
survey.

Deli-Prepared

Bakery

Deli prepared assortment took a big hit when retailers had to
close self-serve buffets and salad bars. At its lowest point, the
average number of items per store selling stood at 77 from its
normal assortment of about 100 items. This week, assortment
was 14 items below normal levels as retailers are bringing
items in pre-packaged format. “Retailers are carefully weighing
assortment versus demand, including the usage occasion,”
said Eric Richard, Industry Relations Coordinator with IDDBA.
“Items that favored in-store consumption, lunch occasions and
celebrations have not made quite the comeback as some of
the other items. Examples are trays and combination meals.”

Mixed results for baked goods continued during the final full
week of July. Packaged baked good sales remained strong.
However, the rising concern has halted progress in the fresh
non-UPC bakery much like deli prepared.

week prior, at +12.1% versus the same week year ago. Even so,
fixed weight cheese, despite being more than six times the
size, had even higher gains, at +20.7%. Sales reached $348
million for the week of July 26 and volume sales improved
significantly as well, at +16%.

These are the areas where assortment narrowed most during
the week of July 26 versus year ago:
•
•
•
•
•
•

Combo meals: -32.2%
Salads: -22.7%
Trays: -24.7%
Sandwiches: -13.4%
Soups: -11.7%
Desserts: -9.4%

Deli prepared food sales had staged
quite the comeback from March and
April when sales were down more
than 40% versus last year’s levels.
However, the rising concern over
COVID-19 halted this recovery across
virtually all areas. The only area that
continued to see growth success
were refrigerated, pre-packaged
meals. “Sales of refrigerated,
UPC packaged meals continue to
strengthen each week, now up 15.2%
versus the same week last year,” said
Jonna Parker, Team Lead Fresh for
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Prepackaged Baked Goods Aisle
Total packaged baked goods increased 9.2% for weekly sales
of $472 million. Most areas within bakery backslid a little from
the week prior, with only fresh bread/rolls, bagels and English
muffins remaining in double-digits.

Cookies and Crackers
Total packaged baked goods increased 9.2% for weekly sales
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of $472 million. Most areas within
bakery backslid a little from the week
prior, with only fresh bread/rolls, bagels
and English muffins remaining in
double-digits.

In-Store Bakery
Four areas in the fresh, non-UPC
bakery saw sales gains, including
cakes, cookies, bread and croissants.
Donuts and rolls, often merchandised
as a bulk item in the fresh bakery,
continued to be down in double digits.
The average number of items per store
selling declined by as much
as 21 items at the end of
March, but is back up to 97
the last full week of July.
Cookies (+16.5%), bagels
(+15.8%) and pretzels
(+20.6%) are the only three
areas with wider assortment
versus year ago. Some
areas with a much smaller
assortment than normal are
the following:
• Donuts: -42.4%
• Trays: -21.4%
• Rolls: -14.1%

What’s Next?
Coronavirus cases are mounting around
the country and there appears to be a close
relationship to food dollars moving back to the
retail channel.
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
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