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DAIRY, DELI AND BAKERY TRENDS HOLD THREE MONTHS INTO THE PANDEMIC
The first week of June marks three months of pandemicaffected grocery shopping patterns. Following an initial
wave of trips and spending at unprecedented levels in mid
March, grocery shopping settled into a period of fewer trips,
but much larger baskets. As the country is starting to open
back up, some of the trip and channel patterns are starting
to normalize, but grocery sales remain highly elevated. The
pandemic has greatly affected sales in the dairy, bakery and
deli departments. Dairy sales have been strong throughout.
In bakery, sales for UPC/packaged items have been strong,
but in-store bakery (non-UPC) continued to struggle. The
performance within the deli department continued to be
mixed as well. Deli cheese tracked far ahead of last year,
deli meat was up slightly but deli prepared remained down
in large part due to the closure or limited offerings of selfservice areas as well as a change in eating patterns. Even
after 13 weeks of the pandemic’s onset in the US, about half
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of Americans are still reporting eating 91-100% of their meals
prepared in the home according to an IRI survey of primary
grocery shoppers. 210 Analytics analyzed the IRI weekly sales
findings, made possible by IDDBA.
Total store sales, including the fresh perimeter, saw its lowest
gain since April 19 (going up against Easter 2019), at +9.8%.
Food-related categories fared better, with center-store
edibles, frozen and fresh exceeding total store gains. In fresh,
meat and poultry continued to see gains in the mid to high
teens, whereas the deli and fresh bakery (random weight)
departments remained down versus year ago. Dairy had
another strong week, with sales up 15.6%.
“The slow march to normalcy continued during the first
week of June, but sales remained well above last year’s
baseline for most departments,” said Jeremy Johnson, VP of
Education for IDDBA. “June starts off with continued strength
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for dairy, bakery holds in the mid single
digits and deli sales continue to make a
comeback week after week. As summer
sales patterns are in full swing, but holiday
celebrations will still look very different,
it is important for all these departments
to be high on the consumer radar with
relevant and value-focused offers.”

Dairy - A Sales Powerhouse
Dairy sales gains have been double-digits
over the comparable week in 2019 for 13
weeks on end. Gains for the week ending
June 7 were +15.6%. “Each week we see
a bit of erosion in the year-over-year
sales gains and our first look at June was
no exception,” said Abrielle Backhaus,
Research Coordinator with IDDBA. “But for
dairy to still be at +15.6% three months into
the pandemic, signals a very strong performance that is rooted
in gains for every area within dairy. Throughout the pandemic,
we have seen consumers revert to familiar, more conservative
food choices and dairy is a strong example of just that.”
Natural cheese had the highest increase in absolute dollars,
with year-over-year sales up $56 million, followed by eggs that
sold an additional $27 million and milk, with an additional $21
million. “It is important to keep in mind that summer vacation
has started in many states,” said Backhaus. “This means sales
patterns for items, such as milk, from here on out go up against
kids being out of school in prior years as well, which provides a
different backdrop than the past few months when schools and
colleges were closed due to the pandemic.”
The imbalance in supply and demand continued to drive
volume/dollar growth gaps during the first week of June.
The much higher dollar sales increases versus volume gains
are indicative of inflation for areas such as eggs, milk and
processed cheese. In other areas, volume is tracking ahead of
dollars, signaling deflation, including margarine/spreads, butter
and whipped toppings.
IRI’s measure reflecting assortment variety indeed shows some
declines across subcategories during the week of June 7
versus the same week last year. “Overall, the number of dairy
items per store selling is off by about 2% or 30 items compared
with the same week in 2019,” said Jonna Parker, Team Lead
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Fresh with IRI. “In many instances, this is a combination with
strong consumer demand that drove out of stocks, but also
reduced assortment due to SKU rationalization decisions to
optimize productivity. This means fewer items have to step
up to sell as much or more to meet or beat last year’s results.
Take yogurt, for instance, an item where flavor variety matters a
great deal, but items were off by as much as 5% mid April and
2.3% going into June. Then there are items like cream cheese
and margarine that are hit even harder. At the same time,
SKU rationalization may be one of these areas where retailers
and manufacturers will take a close look to see if pandemictime decisions warrant a longer-term look as sales begin to
normalize.”
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Some examples of areas where assortment is much narrower
are:
•
•
•
•
•

Margarine/spreads: -20.9%
Cream cheese: -15.4%
Processed cheese: -9.1%
Whipped toppings: -5.8%
Butter: -4.5%

Source: IRI, Total US, MULO, average weekly items per store selling

Deli — Continued Mixed Results
Slowly but surely, the deli department is climbing back to
the sales levels of 2019. A first look at June shows the deli
department sales down
12% from the same week
in 2019, which signals a
vast improvement over the
27% loss seen in mid April.
Both deli meat and cheese
continued to do well the
week of June 7, and while
still significantly down,
deli-prepared (random
weight, and some limited
private label UPC) is slow
and steady improvement.
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
remained close the first week
of June.

Deli Meat
Our first look at June shows
continued acceleration in
sales gains for random weight,
non-UPC deli meat from the
week prior, at +6.7%. Price
inflation is driving higher dollar
than volume gains. Patterns
relative to grab-and-go versus
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slice-to-order counter sales remained the same as seen in prior
weeks. While service counter sales made up 68% of deli meat
sales this week, sales were off -6.9%. Sales for service counter
(random-weight) deli meat that has been previously sliced for
grab-and-go, but still sold non-UPC, was up 61.7%.
“Before the pandemic, many retailers were already seeing
success with grab-and-go availability in addition to the cutto-order counter,” said Angela Bozo, Education Director with
IDDBA. “Given that grab-and-go was all that was available for
weeks or months, more shoppers will have gotten used to this
offering and continuing to offer a mix of the two is likely to
prompt satisfied customers and optimized sales once things
normalize.”
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The week of June 7 was the first time that random weight
meat gains exceeded those of UPC/Pre-packaged lunch meat.
Dollars increased 6.7%, which was the highest gain since May
10. On the packaged side, the 6.6% increase for UPC lunch
meat was the lowest since early March and went along with
declines in volume sales.

Deli Cheese
All cheese, whether bulk or packaged, processed or natural,
has been a top seller throughout the pandemic. Random
weight deli cheese dollar gains saw a nice boost over the past
three weeks, which is a positive sign that the demand is there.
Deli cheese sales growth continued to track well ahead of deli
meat. Just like deli meat, the numbers continue to show that
having random weight deli-sliced cheese to go is a win, but
variety in the amount, types and thickness of the slices is key.
Whereas service counter sales were down up 1.6%, cheese
packaged for grab-and-go, but still non-UPC, was up 61.7%.
Grab-and-go reflects about 32% of total random weight deli
cheese.
Packaged (UPC) cheese saw much higher gains than deli
cheese yet again, but growth has eroded a bit from April
onwards by a few percentage points each week. For the
week ending June 7, dollars increased 21.4%. These gains are
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especially meaningful given that packaged cheese sales are
about seven times larger than deli cheese sales.

Deli-Prepared
Since the onset of coronavirus, sales for deli-prepared have
been down as retailers across the country closed or limited
operations and shoppers started to cut back on store trips
following the two panic buying weeks. There have also been
less commuting and fewer out-of-the-home activities, changing
the demand for convenient, ready-to-eat meals. In response,
retailers dialed back assortment. According to the IRI measure
reflecting assortment, the average number of items per store
selling, the assortment narrowed by as much as 22 items from
mid March but recently started to make a comeback. While still
down 20% from normal levels, the average number of items for
the week of June 7 averaged 82, down 20 items from the same
week last year.
Some of the hardest-hit areas included the following:
•
•
•
•
•
•

Trays: -36.1%
Salads: -30.8%
Combo meals: -25.8%
Sandwiches: -21.6%
Desserts: -20.0%
Soups: -13.0%
•
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Sides: -10.5%

Prepackaged Baked Goods Aisle

Source: IRI, Total US, MULO, average weekly items per store selling

Much like UPC luncheon meat and packaged cheese easily
outperforming bulk, packaged baked goods have seen aboveaverage performance as well. All areas within the packaged
baked goods aisle saw sales gains during the week of June 7,
with the exception of bakery snacks. The strongest gains were
achieved by bagels and fresh bread/rolls, with the latter being
the largest category within packaged bakery.

Deli-prepared food sales were down 25.9% — an improvement
since April and gaining back a little each week. At the same
time, sales continued to be off for all offerings and meal
occasions, whether breakfast items, combo meals, trays or deli
pizza. “Deli prepared is making a slow but steady comeback,”
said Eric Richard, Industry Relations Coordinator with IDDBA.
“Retailers are finding solutions to bring time-saving items in
ways that work for consumers, avoiding self-serve options
and kiosks. Some retailers have started to remove salad and
olive bars, others have reopened them as employee-served
bars with minor alterations and others are repurposing buffetstyle hot or cold bars into
packaged food buffets with a
variety of items and sizes.”
Pizza and appetizers are
two areas that have seen
significant recovery since
mid-March.

Bakery -- More Mixed Results
Going into June, bakery
remained a mixed success.
All packaged items, whether
cookies, crackers or baked
goods typically found in the
bread aisle were still well
above prior year levels.
However, in-store bakery,
with a much greater reliance
on holidays and celebrations,
continued to see down sales
year over year. Much like
its deli counterpart, gains in
packaged items are seeing
a slow but steady erosion of
about one point each week,
whereas in–store bakery is
gaining back sales ground
each week.
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Cookies and Crackers
Aisle cookies and crackers in UPC/fixed-weight packages
also experienced a small drop versus prior-week sales gains,
however sales remained up compared with year ago. Keeping
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in mind that America’s baking
craze is continuing to drive
highly elevated levels for the
baking ingredients aisle, up
28% over the week of June 7,
packaged cookies held their
own, at +5%.

In-Store Bakery
Much like deli meat, cheese
and prepared offerings, instore bakery sales continued
to be affected by closed or
reduced operations. In particular, this affects sales such as rolls
and donuts that are available in self-serve cases. Sales for the
in-store bakery (non-UPC, random-weight items) were off by
12% early June versus the same week last year, marking yet
another week of improvement. The only two items tracking in
positive territory were bread and croissants.
As COVID-19 related shopping patterns started to develop
in mid-March, retailers dialed back on assortment in the instore bakery. The average number of items per store selling
declined by as much as 21 items from mid March. While still
down 13% from normal levels, the average number of items
for the week of June 7 averaged 93, down 14 items from the
same week last year. “Pre-packaged, grab-and-go is definitely
a good solution to replace lost bulk bakery sales as well,” said
Parker. “However, the same types of variations are needed
that shoppers ask for week after week in deli meat and cheese
to be successful. Meaning, offer a variety of package sizes to
meet the needs of both smaller and larger households, budgets
and to meet the desire for multiple types of donuts, rolls or
cookies.”
Some of the hardest-hit areas included the following:
•
•
•
•

Donuts: -39.0%
Trays: -34.7%
Rolls: -16.5%
Desserts: -12.5%

Source: IRI, Total US, MULO, average weekly items per store selling

What’s Next?
As restaurants continue to open up, competition for the food
dollar will heat up further. This will likely continue to cause

June 16, 2020

small week-to-week erosions in the gains achieved across
dairy, meat, cheese and packaged baked goods. While not all
consumers will be ready to re-engage with in-restaurant dining
socially or economically, IRI surveys do show a growing fatigue
with consumers’ quarantine cuisine. This presents an important
opportunity for retailers and manufacturers to be a helping
hand, particularly with convenient deli-prepared solutions.
Additionally, many states have officially started summer
vacation, though fewer consumers are traveling. For instance,
looking ahead to the Fourth of July, about half of consumers
expect to stay home this year instead of venturing out or
attending/hosting a party. Given the continued elevated
everyday demand along with higher grocery holiday-related
demand, it is likely that demand for groceries will continue to
track well above 2019 levels for the foreseeable future.
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.

