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EVERYDAY DEMAND DRIVES A STRONG SECOND-WEEK OF JULY
The week ending July 12 was the first of eight non-holiday
weeks until Labor Day. While everyday demand had been
experiencing some erosion in the year-over-year sales gains,
many states re-instated social distancing measures with
the number of COVID-19 cases rising around the country.
In some cases, this includes closing in-restaurant dining
altogether once more. In others, dine-in capacity restrictions
have been sharpened. Overall, IRI’s latest weekly survey
noted that 67% of Americans believe the COVID-19 crisis will
last 7 months or more — a notable uptick from earlier results
where the majority felt the pandemic would end swiftly. All
of this resulted in retail food sales increasing 10.7% versus
year ago during the second week of July, a point higher
than the last non-holiday week in late June. The pandemic
continues to greatly affect sales in the dairy, bakery and deli
departments. Dairy sales have been trending well ahead of
2019 and continue to do so. Results for deli and bakery are
still mixed, but have been trending on a path to recovery as
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retailers are finding solutions to replace closed self-serve and
bulk departments. 210 Analytics analyzed the IRI weekly sales
findings, made possible by IDDBA.
Various market developments resulted in improved sales
growth for many departments during the second week of
July versus year ago, including total store (+10.7%), total
center store (+12.9%) and the fresh perimeter (+12.0%). The
meat and seafood departments had a very strong week, but
produce came in on average and despite improvements, deli
and bakery pulled down the average. Dairy results remained
strong with a 13% gain for the third week in a row.
“Everyday demand remains a bit of a rollercoaster ride with
the virus having much of the control as to how market forces
develop,” said Jeremy Johnson, VP of Education for IDDBA.
“The reclosing or reduction in capacity of restaurants in
several states along with rising concern over the virus has
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consumers flock back
to grocery stores once
more. But at the same
time, consumers tell
us meal planning and
scratch cooking is
becoming much harder
after four months of
quarantine cuisine. We
have a big opportunity
to solve not only the
dinner dilemma but all
meal occasions with
varied and convenient
meal solutions involving
dairy, deli and bakery.”
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Dairy - A Sales
Powerhouse
“Dairy sales are settling into a very nice sales pattern, about
13% above last year’s levels,” said Abrielle BackhAUS, Research
Coordinator with IDDBA. “All areas within dairy generated
gains, led by whipped toppings, cream cheese and natural
cheese. Just these three items alone demonstrate the variety
of usage occasions that are driving the strong dairy sales. The
more we can help consumers integrate all the various dairy
items into their day, the stronger our sales prospects for the
next few months.”
Natural cheese is the largest dairy category with sales of
$287 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 +27.1%, albeit off a small base.
While eight areas had double-digit dollar gains during the
second week of July, 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 and processed cheese. Mild
levels of inflation are seen in other areas, such as margarine
and natural cheese.
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
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frozen foods or fresh meat. Overall, the number of dairy
items per store selling was off by 2.0% during the second
week of July. However, there are several harder-hit areas,
including margarine that is off 17.6% in average assortment. 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.
Some examples of areas where assortment is much narrower
are:
• Margarine/spreads: -17.6%
• Cream cheese: -9.9%
• Processed cheese: -4.5%
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Deli — Continued Mixed Results
Pandemic sales patterns in the deli department have been
different from most departments from the very start. Sales
during the March stock-up 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. All this coupled with consumers not commuting, children
at home and cancelled evening activities caused a change in
demand and sales throughout the pandemic. “While the deli
department was off to a
very different start than the
rest of the store, sales are
certainly trending in the
right direction,” said Angela
Bozo, Education Director
with IDDBA. “Deli meat
had a strong non-holiday
performance at +9.2%,
deli cheese gains jumped
back into the double-digits
compared to the same
week in 2019 and deli
prepared regained some of
its lost ground.”

Deli Meat
Sales gains for random weight,
non-UPC deli meat increased
to +9.2%, which was well ahead
of the 4.1% increase for prepackaged lunch meat from
the refrigerated area. Price
inflation drove higher dollar than
volume gains for both, however,
packaged lunchmeat lost
ground in pound sales by -3.9%.
Retailers across the country are
re-opening deli meat and cheese
counters, often with plexiglass
shields much like those seen
at checkout. Some shoppers
actually started favoring grab-
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and-go that increased sales by 39.2% this week. Others point to
wanting a variety of package sizes in grab-and-go cases given
different household sizes, budgets and desire for purchase a
variety of cuts/types.
During the week ending July 12, pre-packaged UPC lunch
meat increased 4.1% in dollars but lost ground in volume. In
dollar sales, non-UPC random weight is the bigger category at
$132 million in weekly sales versus $123 million for packaged
lunchmeat. However, in volume, UPC lunch meat is much
bigger at 24 million per week versus 16 million in non-UPC
sliced to order.
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Deli Cheese

• Desserts: -10.4%

After two weeks in single digits, random weight deli cheese
dollar gains bounced back to +11.0%. Even so, fixed weight
cheese, despite being more than six times the size, had
even higher gains, at +17.7%. 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 flat, sliced cheese packaged for grab-and-go, but still
non-UPC, was up 50.6%. The latter, however, represents about
one-third of sales.

Deli prepared food sales continued to recover from March and
April when sales were down more than 40% versus last year’s
levels. The two holiday weeks (Father’s Day and Independence
Day) excepted, non-holiday weeks have been on a steady
path of improvement for the deli. During the latest non-holiday
week in late June, deli prepared sales were down -22.5%
versus -20.3% during the second week of July- a 2 percentage
point improvement. Importantly, sales of refrigerated meals
(fixed-weight) continue to improve, now up 14.4% versus the
same week last year. “This is a very important indicator that
consumers are returning to some sense of normalcy in their
meal preparation,” said Jonna Parker, Team Lead Fresh for
IRI. “For years, consumers have been mixing semi- and fullyprepared items with scratch for their home-cooked meals.
During the initial months of the pandemic, scratch cooking was
more prevalent, as was baking. In a way, these were forms
of entertainment during the shelter-in-place phase. However,
four months in, consumers are clearly starting to crave more
convenience again as evidenced by gains in refrigerated meals
as well as items like bagged salad.”

Packaged (UPC) cheese gained 17.7% versus year ago for total
weekly sales of $346 million.

Deli-Prepared
As retailers shuttered self-serve buffets and salad bars, the
number of deli prepared items saw a steep reduction. 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 13 items below normal levels as retailers
are bringing items in pre-packaged format. “Consumers
are looking for some help in the kitchen after months of
scratch cooking,” said
Eric Richard, Industry
Relations Coordinator
with IDDBA. “Prepackaged deli-prepared
offerings provide a great
deal of value, variety
and convenience and
consumers are reengaging a little more
each week.”
These are the areas
where assortment
narrowed most during
the week of July 12
versus year ago:
•
•
•
•
•

Combo meals: -36.9%
Salads: -23.9%
Trays: -23.5%
Sandwiches: -14.9%
Soups: -11.2%
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A closer look at refrigerated, fixed-weight meals shows strength
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across all offerings. Pasta and side dishes have the highest
year-over-year growth, at +35.9% and +18.6%, respectively.
Lunches, which includes pre-packaged meat/cheese/cracker
kits, have the lowest gains at 4.1%. This is likely closely related
to many more consumers working from home during the
pandemic. According to IRI’s 6/28 survey of primary shoppers,
38% of eligible workers expect to work from home all five
days a week in the next month, compared with only 5% who
exclusively worked from home pre-pandemic. This massive
shift will continue to impact demand for prepared lunches as
well as on-the-go breakfasts
and snacks.

Bakery -- Fresh bakery
experienced a slight drop
Father’s Day week
excepted, fresh, non-UPC,
bakery has been on a
steady march back into
positive territory for weeks.
Packaged baked goods
and packaged cookies and
crackers have had higher
sales than year ago since
the start of the pandemic,
but non-UPC items were a
different story. More reliant
on special occasions and
holidays, as well as affected
by the closing of bulk cases,
fresh bakery sales dropped as
far as 32% below 2019 levels
in April. 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. A few stores
have reopened the self-serve
donut, rolls, bagels and other
areas.

Prepackaged Baked Goods Aisle
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Total packaged baked goods increased 8.4%. Only two areas
remained in double-digit territory, which were bagels and
English muffins, though both are smaller sellers compared with
fresh bread and rolls that gained 9.7% versus the same week in
2019.

Cookies and Crackers
Aisle cookies and crackers in UPC/fixed weight packages saw
a big jump during Independence week, much like the 2020
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holidays before it. Everyday demand
does boost sales past last year’s levels,
but not to the extent seen during the
holiday weeks.

In-Store Bakery
Four areas in the fresh bakery saw
sales gains, including cakes, cookies,
bread and croissants. After being down
double-digits during April, cookies
and cakes have completed their
turnaround with a +5.0% and +2.8%
dollar increase versus the same week
in 2019. Retailers are adjusting for the
smaller, at-home events, 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.
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
in items throughout June, the week of July 12 saw assortment
-7.8% below normal levels, with an average of 97 items per
store. Bagels, that have been trending extremely well in dollar
sales, are up 17.8% in the average number of items per store
selling.
Some areas with a much smaller assortment than normal are
the following:
• Donuts: -40.3%
• Trays: -19.8%
• Rolls: -13.9%
Source: IRI, Total US, MULO, average weekly items per store selling

What’s Next?
This was the first of a stretch of eight non-holiday weeks
until Labor Day, which falls late on September 7, this year.
Coronavirus cases are mounting around the country. While
everyday sales gains had been experiencing a one to two point
erosion every week since the end of April, rising COVID-19
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concerns along with the closing of restaurants and businesses
appears to be driving renewed trips and sales for food retail.
Many large retailers have announced face mask mandates
for customers at all their stores, including Walmart, Publix,
Albertsons, CVS and Walgreens and some re-instated metered
entry if shopper volume exceeded in-store capacity limits.
Given the rising concern, rising cases and economic pressure,
grocery sales will likely continue to track well ahead of the
2019 baseline for weeks to come. “The question over the next
several weeks will be how can dairy, delis and bakeries pivot
to embrace the new normal of consumer shopping patterns.
Once thought to be short-lived, the concept of a year-long
crisis is now disrupting what, how and why consumers buy and
limiting time spent in the store. Foods from our departments
are in demand, but a need to re-invent what is offered and how
consumers buy it is here. Store that change the most rapidly,
centered at what their shoppers want, stand to win both during
the pandemic and beyond,” said Parker.
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.

