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DAIRY, DELI, AND BAKERY GAINS HOLD IN DECEMBER
November and December sales were dominated by the
holidays along with consumers’ shopping changes in
response to the rapidly rising number of new COVID-19 cases
across many states. Some states and cities enacted renewed
shelter-in-place mandates. This resulted in consumers’ trip
frequency falling below last year’s levels, much like it had in
early April. Likewise, e-commerce transactions made a return
to spring levels. Holiday celebrations were vastly different for
Thanksgiving and the December holidays alike. There was
less travel, smaller gatherings and many consumers shopped
much earlier or online to avoid holiday crowds. But, unlike the
spring when similar conditions drove grocery sales double
digits above year ago levels, December grocery spending
was the most subdued it has been since the onset of the
pandemic. December sales for all food-and-beverage-related
items (total edibles) increased +8.1% versus 2019 levels, which
was down from +9.7% in November and +8.5% in October. 210
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Analytics analyzed the IRI sales findings, made possible by
IDDBA, to help understand how dairy, deli and bakery sales
are developing throughout the pandemic.
Two departments that continued to hold in double-digit gains
over year ago were meat and frozen. Dairy sales did improve
a little versus November, but remained in single digits.
December bakery sales (which include all fixed and random
weight baked goods in both the shelf-stable and perimeter
aisles) held around last year’s levels. The comeback of the
deli department stalled, at -2.1% with strength for meat and
cheese, but continued sales pressure in deli prepared.
“With fewer options for dining out, the winter holidays
brought a big boost to grocery retailing,” said Jeremy
Johnson, VP of Education for IDDBA. “But we cannot forget
about the continued elevated everyday demand either. The
food industry has a big opportunity to be a helping hand
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to consumers dealing with economic pressure
and struggling with continued meal planning
and preparation. It is important to pause and
see what lessons we can learn from 2020 sales
patterns, with the fourth quarter results being the
best indicator for what the first quarter of 2021
may look like.”

Milk alone added $1.4 billion in sales in 2020 versus year
ago and natural cheese was the biggest growth engine for
the department with an annual gain of 19.6% and adding $2.0
billion to reach $11.9 billion in annual sales. While yogurt edged
out eggs in total sales, eggs punched above their weight in
growth, adding nearly one billion dollars in sales in 2020.

Growth
percentages
differ whether
looking at dollars,
units or volume.
For the total dairy
aisle, dollars
trended ahead
of units and for
most categories,
dollars also
trended ahead
of volume
increases.

A look at the final month of the year shows continued strength
for natural cheese that remained in double-digit growth territory
despite being the second-largest seller. Others that gained
double-digits in December were cream/creamers and whipped
toppings, though these are much smaller in sales.

A new look at refrigerated desserts shows this is a big area of
growth in dollars, units and volume. On the other hand, newly
added cheese snack kits lost ground in December versus
year ago in all three measures. Many items that heavily relied
on on-the-go properties are struggling with students in virtual

Dairy — 2020 Year-in-Review and December Sales Results
“In 2020, the dairy department grew from being a $54 billion
business to generating more than $61 billion — a $7 billion
increase,” said Abrielle Backhaus, Research Coordinator with
IDDBA. “Milk and natural cheese remained the two sales
powerhouses in December and all year.”
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schooling and many people working from home.

Deli — 2020 Year-in-Review and December Sales Results
Deli cheese leaped forward in 2020 with an
additional $1 billion in sales for total annual sales
of $7.6 billion. Only slightly behind is deli meat
with 2020 annual sales of $7.2 billion, up 9.3%
from 2019. Packaged luncheon meat also grew
9.3% over 2020, but is slightly smaller, at $5.5
billion in annual sales.
“December brought a continued split
performance for the areas within deli,” said
Angela Bozo, Education Director with IDDBA.
“Deli cheese and meat had a very strong
December with sales up nearly 11% for each. On
the other hand, both the deli prepared and deli
entertaining areas struggled.”

Deli Meat
Deli meat sales are very steady in dollars and
volume, with December 2020 gains just above
the 10% mark.
Taking a closer look at deli meat shows that
grab & go (random-weight, but sliced for selfservice) has been the main driver of the deli
meat success in the pandemic months, with
additional success
in pre-sliced options.
December was also
the first month where
sales moved slightly
ahead of the 2019
levels.
In volume, packaged
lunchmeat in the
meat department is
much bigger at 81
million pounds sold
in December 2020
versus 62 million in
deli meat.

Deli Cheese
Deli cheese dollar sales increased 10.9% year-over-year the
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month of December — virtually unchanged from November.
Taking a deeper look into grab & go, pre-sliced and service deli
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cheese shows a similar picture as
seen earlier for deli meat. Grab &
go and pre-sliced sales have both
been very successful in growing
sales. With some retailers still
having the service deli shut down,
sales are trailing 2019, though not
by much. Specialty cheese has
been a big area of growth as well.

Deli-Prepared
The pandemic prompted a
multi-year growth engine to
change into an area of loss,
with dollars down 9.2% or $1.8
billion. However, some areas
did manage gains in 2020 and
those are interesting points for
consideration in 2021. Holiday meal
solutions were a fast grower, which
includes deli catering rings. And, while
still only a small seller, it points to
consumer demand for a helping hand
during the holidays. Another important
category is sides. “Many consumers
mix and match cooking from scratch
along with convenience focused
solutions and sides emerged as a
strong contender for 2021 success,”
said Jonna Parker, Team Lead Fresh at
IRI.
In December, assortment in deliprepared items remained at an
average of 167.2. Due to retailers
tending to run a wider assortment during November to have
Thanksgiving choices, the percentage difference versus year
ago decreased to -4.9% from being down 6.2%.
The sales results in December remained mixed. However, many
have been on a road to recovery between April and December
and that provides hope for a better 2021. “Retailers are figuring
out what works in pre-packaged and what doesn’t, what
amounts and variety is needed and what meal occasions have
the greatest potential,” said Eric Richard, Industry Relations
Coordinator with IDDBA. “While full recovery may not be on the
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horizon for the first part of 2021, the continued innovation and
retooling will get us closer and closer to the 2019 base line.”

Bakery — 2020 Year-in-Review and December Sales Results
“In total, the bakery department increased 5.2% to $34.2
billion in annual sales. This is $1.7 billion more than bakery
generated in 2019,” said Parker. “Bread and rolls were an area
of strength in 2020, both in the bakery aisle and in the fresh
perimeter. Areas of mixed success were desserts/sweet snacks
and morning bakery. The bakery aisle gained in both areas,
whereas the perimeter bakery lost ground. The perimeter
bakery is more heavily reliant on special occasions and
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holidays.”

Center Store Bakery
Baked goods items found in the “aisle”
or center-store area adjacent but not
included in the perimeter bakery area are
saw continued strength in bread and rolls
in December 2020.
Sales of dessert type
items or sweet snacks
had been tapering
off a little each month
but had a strong
December.
All areas within the
center store bakery,
except for donuts,
recorded gains in the
December year-overyear comparison.

Perimeter Bakery
The perimeter bakery
is significantly smaller
than the bakery
aisle and results
were mixed. As
seen throughout the
pandemic, the more
functional items of
breads and rolls are
mostly trending above
year-ago levels,
though November
and December were
exceptions. Desserts,
sweet snacks and
breakfast items
continued to be
significantly below
2019 sales trends. These results are affected by the closing
down of bulk, self-serve sections as well as the very different
nature of celebrations and gatherings amid the pandemic.
Unlike the center store bakery, the perimeter bakery
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performance by area is much more mixed. Only three areas
reported increases, including breads, croissants and tortillas/
wraps and flatbreads. “2021 dawns with a need to take a
current look at the drivers, needs and demand levers of today’s
consumer. Those changed fundamentally for perimeter bakery
in 2020 and are unlikely to return to pre-virus rates. I’m excited
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to see what consumercentric ideas and creative
new ways retailers and
suppliers will bring in
years to come,” said
Parker.

What’s Next?
Consumer spending
continues to be highly
related to concerns over
both the virus and the
vaccine. The first quarter
of 2021 is therefore likely
to be similar the
fourth quarter of
2020.
The mid-December
shopper survey
by IRI found
that consumers’
expected length of
the health crisis had
shortened slightly
this month since the
vaccine distribution
began, however
the majority of
Americans are
braced for the
health crisis to last
through most of
next year.
• 23% expect four to six more months
• 32% expect seven to 12 more months
• 35% expect the health crisis to last over 12 more months (down
from 42% in November).

Interest in getting the COVID-19 vaccine grew over the past
month, with over half now planning to get it, and more eager
to get it as soon as possible. Still, 22% say they will not get
it and 23% are not sure yet. Increased interest spanned
demographics, with the strongest gains among age 55+ and
Hispanics. Shoppers with lower incomes, those without college
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degrees, and younger Americans showed increases versus last
month, but remain less interested than their counterparts.
Meanwhile, please thank the grocery industry, from farm
to store, for all they do to ensure supply during these
unprecedented times. To learn more abou the new database
hierarchy, contact IDDBA at research@iddba.org or Jonna
Parker at jonna.parker@iriworldwide.com to learn more.
Date ranges: March 3/8-3/29, April 4/5-4/26, May 5/3-5/31, June
6/7-6/28, July 7/5-7/26, August 8/2-8/30, September 9/6-9/27,
October 10/4-10/25, November 11/8-11/29, December 12/6-12/27
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