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INDEPENDENCE DAY BOOSTED SALES FOR DAIRY, DELI AND BAKERY
Independence Day week is a big one for the grocery
channel every year, and 2020 was no exception. In addition
to the holiday demand, many states re-instated social
distancing measures, which may have increased everyday
demand during the week of July 5th as well. The reopening
of restaurants in the past two months had prompted an
increase in transactions and spending in recent weeks,
but the reversal of in-restaurant dining decisions may drive
consumers back to grocery stores once more. The pandemic
continues to greatly affect sales in the dairy, bakery and deli
departments. Dairy sales have been extremely strong from
the start and remain strong. Results for deli and bakery are
still mixed, but have been trending on a path to recovery as
retailers are finding solutions to replace closed self-serve and
bulk departments. 210 Analytics analyzed the IRI weekly sales
findings, made possible by IDDBA.
Pandemic-affected holidays to date have seen extremely
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strong sales results. While robust, gains for Independence
Day were nothing like those seen for Father’s Day or Mother’s
Day, in large part as it always was a big grocery holiday
— making it much tougher to drive year-over-year gains.
Total store sales, including the fresh perimeter, increased
10.4%. Center-store edibles outpaced total store, at +14.0%.
While historically a fresh-focused holiday, the perimeter
growth came in below center-store and frozen. The average
performance was pulled down by deli, bakery and produce,
while meat was up 17.9%. Dairy results remained strong —
steady against the week prior.
“Independence Day brought another double-digit week for
many departments around the store,” said Jeremy Johnson,
VP of Education for IDDBA. “With July Fourth behind us, we
now have seven of non-holiday weeks until Labor Day. As
states are rolling back the re-opening of restaurants and
businesses alike, we may see renewed engagement with
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grocery driven by
virus fears as well as
economic pressure.
The big difference
will be that this time
consumers have
already been doing
the preparation for
the vast majority
of meals for four
months running.
Time-saving solutions
will play a bigger
role and the dairy,
deli and bakery
departments have
great expertise in
helping consumers mix scratch with convenience items.”

Dairy - A Sales Powerhouse
Holiday or non-holiday weeks, dairy sales gains have been in
the mid teens for a few weeks now. “Dairy seems to be finding
its new rhythm and it is a good one,” said Abrielle Backhaus,
Research Coordinator with IDDBA. “The biggest category
within dairy, natural cheese, still sits about 20% above last
year’s levels all these weeks later. Because of the Fourth of July
week, we did not see the erosion we had been seeing in nonholiday weeks. In total, eight categories had double-digit gains
and that shows the strength of dairy amid the pandemic. Yogurt
also had a strong week, up +7.8%, which was the secondhighest result since the two panic buying weeks.”
Natural cheese is the largest dairy category with sales of
$317 million. Milk and yogurt also boast high weekly sales,
however, their sales gains were in the single digits. The highest
percentage gain this week was recorded by whipped toppings,
at +21.3%.
While eight areas had double-digit dollar gains during
Independence Day week, six had double-digit volume gains —
signaling continued inflation in some areas. The much higher
dollar sales increases versus volume gains are indicative of
inflation for areas such as eggs, cheese and margarine. The
week ending July 5 brought a pandemic-era first in declining
margarine volume, off slightly, at -0.1%.
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Inflation has affected many categories across the store.
Likewise, many are seeing a narrower assortment as
manufacturers focus on optimizing productivity. 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 2.7% during the first week of July,”
said Jonna Parker, Team Lead Fresh for IRI. “However, there are
several harder-hit areas, including margarine that is off 18.1% in
average assortment, which may well be why we’re seeing some
softness in volume sales as fewer items have to drive more
sales. In some cases, less assortment can help shoppers make
faster decisions. In other cases, certain flavors, sizes or brands
can be crucial to customer retention. In the coming months,
category management decisions on line extensions, pack size
varieties, the number of brands carried and other SKU-level
decisions will likely take on a big role.”
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Some examples of areas where assortment is much narrower
are:
• Margarine/spreads: -18.1%
• Cream cheese: -11.7%
• Processed cheese: -6.2%
Source: IRI, Total US, MULO, average weekly items per store selling

Deli — Continued Mixed Results
Deli sales patterns have been different from most departments
throughout the pandemic. To start, the sales peaks during
the panic buying weeks
were not quite as high as
those seen in areas like
meat, frozen or center
store as shoppers were
in a stock-up mindset.
Second, as deli counters
and self-serve hot/cold
counters closed, sales
were pulled into negative
territory while total store
soared above last year’s
levels. However, lately,
while many departments
are seeing some weekover-week erosion in
gains, the deli department is climbing
back. “Independence Day week showed
continued recover for deli,” said Angela
Bozo, Education Director with IDDBA.
“Deli meat sales trended up versus the
prior week, deli cheese sales remained
stable and deli prepared regained
some of its lost ground.” Deli prepared
collapsed as quarantines began, retailers
closed self-serve areas and shoppers
minimized trips to the store. Retailers
around the country are experimenting
with packaged versus bulk items and/
or re-opening some of the cases with
employee assistance. By and large,
however, salad bars, olive bars and hot/
cold food buffets remain closed.

Deli Meat
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The Fourth of July week saw a big boost in deli meat sales
versus the prior non-holiday week. Sales gains for random
weight, non-UPC deli meat increased to +9.7%, which was well
below the 13.9% increase for pre-packaged lunch meat from
the refrigerated area. Price inflation drove higher dollar than
volume gains for both, however, packaged lunchmeat only
had a small volume gain of +0.4%. Increasingly, retailers are
re-opening deli meat and cheese counters, much to the joy
of some shoppers who missed cut-to-order. While providing
grab-and-go packages of sliced deli meat has been trending
well, at +51% versus the same week year ago, shoppers point
to wanting a variety of package sizes given different household

COVID-19 IMPACT
sizes, budgets and desire for variety of cuts/types.
During the week of July 5, pre-packaged UPC lunch meat
increased 13.9% in dollars and 0.4% in volume.

Deli Cheese
Random weight deli cheese dollar gains had a bit of an off
performance during the week ending June 28, with dollar gains
of 8.4%, the lowest since the week ending April 19, when sales
went up against the Easter 2019 sales bump. Just like deli
meat, the numbers continue to show that having grab-and-go
availability in random weight cheese is a win, but variety in
the amount, types and thickness of the slices is key. Whereas
service counter sales were down 2%, sliced cheese packaged
for grab-and-go, but still non-UPC, was up 45.5%.
Packaged (UPC) cheese saw much higher gains than deli
cheese yet again, at 17.9% for total weekly sales of $344 million.
However, this was the lowest gain since the week of March 8,
at the onset of the pandemic. Compared with $53 million in
weekly sales for non-UPC cheese, packaged cheese sales are
about seven times larger and yet, growth is higher.

Deli-Prepared
In moving from extensive salad and hot bars to pre-packaged,
UPC offerings, the number of deli-prepared items saw a steep
reduction during the pandemic. At its lowest point, the average
number of items per
store selling stood
at 77 from its normal
assortment of about 100
items. “We have come
a long way in rebuilding
assortment in deli
prepared offerings,” said
Eric Richard, Industry
Relations Coordinator
with IDDBA. “In May, we
had 23% fewer items
versus year ago and now
we are down about 15%
on average. The move
to pre-packaged items
has allowed us to bring
shopper favorites back,
albeit a bit differently.
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With restaurant foodservice once more having to dial back
seating capacity in many states, consumers will be looking
for convenient solutions after four months of mostly homecooking.”
These are the areas where assortment narrowed most during
the week of July 5 versus year ago:
•
•
•
•
•
•

Combo meals: -32.8%
Salads: -27.1%
Trays: -20.6%
Sandwiches: -15.9%
Soups: -12.2%
Desserts: -8.0%

Deli-prepared food sales continued to recover from March and
April when sales were down more than 40% versus last year’s
levels. During the holiday week, sales for deli-prepared items
were down 19%, but sales of refrigerated meals (fixed weight)
continue to improve, now up 12.7% versus the same week
last year. “Consumers have been preparing way more meals
than normal and are getting tired of both meal planning and
cooking every meal from scratch,” said Richard. “And that is
one of our biggest opportunities during these next few months.
Deli prepared, in all its forms, can uniquely bring the kind of
convenience consumers crave to combine with items made
from scratch.”
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Bakery -- Fresh bakery experienced a slight drop

earlier.

Father’s Day week pushed all baked goods items back in
positive territory, but the pattern did not hold for the fresh
bakery during the last week of June, nor Independence Day
week. However, taking Father’s Day out of the equation
shows continued recovery within the in-store bakery as stores
adapt to the new shopping patterns. Retailers have started
to package bulk items like donuts and rolls and many have
adapted larger pack sizes of cupcakes and sheet cakes to
create items for smaller gatherings to address the new normal.
Packaged items had a good Independence Day sales week,
up 10.2% for packaged cookies and crackers and 6.5% for the
baked goods aisle.

In-Store Bakery
While cake sales leaped forward starting Father’s Day and
even had positive growth the final week of July, it was cookies
that completed their comeback this week. After being down
double-digits during April, cookies increased dollar sales by
2% versus the same week last year during Independence
Day week. Retailers are adjusting for the smaller, at home
celebrations, recognizing Americans’ desire to still celebrate
major milestones but within smaller groups. This will be a trend
we expect to see throughout the year. Donuts and rolls, often
merchandised as a bulk item in the fresh bakery, continued to
be down in double digits.

Prepackaged Baked Goods Aisle
Independence Day is a strong holiday for baked goods every
year, making it a much harder bar to beat. This is likely why
the gains for the baked goods aisle are not as high as those
seen in other areas. Total packaged baked goods increased
6.5%. The only two areas
to remain in double-digit
territory were bagels and
English muffins, though both
are smaller sellers compared
with fresh bread and rolls.

Cookies and Crackers
Aisle cookies and crackers
in UPC/fixed weight
packages saw a big jump
during Independence
week, much like the 2020
holidays before it.
Cookie sales have
been strong despite
America’s baking
craze. Sales for the
baking ingredients
aisle were up 20.6%
over the week of
July, with high gains
for other ingredients,
such as eggs, butter
and milk also, as seen
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As COVID-19 related shopping patterns started to develop in
mid-March, retailers dialed back on assortment in the in-store
bakery. The average number of items per store selling declined
by as much as 21 items at the end of March. After an increase
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in items throughout June, the week
of July 5 saw assortment 9.8% below
normal levels, with an average of 98
items per store. Bagels, that have been
trending extremely well in dollar sales,
are up 18.3% in the average number of
items per store selling.
Some of the hardest-hit areas included
the following:
• Donuts: -36.9%
• Trays: -21.3%
• Rolls: -14.9%
Source: IRI, Total US, MULO, average weekly
items per store selling

What’s Next?
Wave 14 of the IRI shopper surveys shows that consumer
concern over COVID-19 is rebounding as cases rise around the
country. Thirty-eight percent now say they are more concerned
than they were last week and 41% of Americans are bracing for
longer duration, expecting the health crisis to last at least 12
more months. Given the rising concern and the rolling back of
restaurant re-openings, restaurant transactions and sales may
plateau, while consumers once more flock to supermarkets. It is
likely that dollar gains at retail will sit above the 2019 baseline
for the foreseeable future.
Making meal planning easy remains one of the biggest
opportunities for the deli, dairy and bakery supply chains as
consumers prepare an average of 84% of meals at home,
according to IRI’s weekly survey. Consumers, who were initially
taking to preparing more scratch meals, are running out of meal
ideas and craving variety. Pre-pandemic, it was exactly this
meal fatigue that drove consumers to visit restaurants and buy
meal kits instead of cooking at home. Additionally, the lunch
opportunity is big as 38% of those who will be working next
month expect to be working from home five days per week.
This is compared to 15% doing so pre-pandemic.
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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