COVID-19 IMPACT

brought to you by:
Specialist

Anne-Marie Roerink
President
210 Analytics LLC

DAIRY SEES DEEPER SHOPPER ENGAGEMENT; OPPOSITE FOR DELI AND BAKERY
Entering the latter half of August, the very different nature of
this year’s back-to-school season is becoming evident. Wave
17 of the IRI COVID-19 shopper impact survey, conducted
between August 7 and 9, finds a growing number of parents
reporting their school-aged children will be partaking in
virtual education only. “Younger children, ages seven to 12,
have the highest likelihood of online versus in-classroom
education, as reported by 58% of parents,” said Jonna Parker,
Team Lead Fresh for IRI. “An additional 17% of parents with
kids in elementary and middle school report their kids will
follow a hybrid online and in-person format. Among parents
with students ages 13 to 17, 52% reported their children will
partake in virtual education only, with an additional 20%
in hybrid formats. With more than half of children at home
versus in school, this is likely going to change the demand
curve for dairy, deli meat, deli cheese and bakery once more,
particularly for single serve items and other popular lunch box
and snack offerings.”
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There is, however, some indication that the stocking-up
behavior is starting to ease, according to the IRI survey.
Parker added, “Down from 41% in early July, still 34% of
shoppers remain focused on making fewer, larger groceries
trips to minimize in-store visits. And down from 30%, now only
25% are stocking up on pantry staples/essentials more than
usual. These changes go hand-in-hand with concerns over
COVID-19 easing very slightly, with 57% of the population
now being extremely concerned down from a high of 60%.
Earlier drops in new case counts prompted engagement
with foodservice and we may see consumers re-engage
with restaurants in the next few weeks and months as meal
planning and preparation fatigue has set in for many.”
While the extreme spikes of the early weeks have given
away to a steady week-to-week performance, the sales
gains for dollars and volume remain well above 2019 levels
for most departments. 210 Analytics analyzed the IRI weekly
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sales findings, made
possible by IDDBA, to help
understand how dairy,
deli and bakery sales are
developing throughout
the pandemic. The net
effect of the positive and
negative trends resulted in
a total store sales increase
of 9.8% versus year ago
during the week ending
August 23 — virtually
unchanged from the week
prior. Food sales were
stronger than non-food
sales, with a gain of 13.9%
for center-store edibles
(including frozen) and +10.4% for the fresh perimeter. Fresh was
boosted by strong meat and seafood sales. Dollar sales for
non-UPC deli prepared and fresh bakery remained down.
“With seven weeks of just everyday demand driving the sales
performance, I think it is fair to say that we are starting to look
at the new normal,” said Jeremy Johnson, VP of Education for
IDDBA. “While, without a doubt further improvement of new
COVID-19 case count, a strengthening of the economy and a
very different back-to-school season will continue to change
the demand landscape, retail sales appear to be holding at
about 10% above 2019 levels with great consistency. Now the
question becomes how we continue to engage with consumers
to keep the food dollar in retail.”

Dairy - A Sales Powerhouse
“Dairy sales have been around 14% above year-ago levels
for several weeks now,” said Abrielle Backhaus, Research
Coordinator with IDDBA. “That means 24 weeks of doubledigit growth on the books for 2020 and importantly, this was
due to strong shopper metrics all the way around.” According
to IRI household panel data, the small decline in dairy buyers
during the 26-week period ending August 23rd versus the
same period in 2019 was easily offset by higher trip conversion
and spending. Household penetration remained flat, but when
in-store, more consumers purchased dairy items, boosting the
number of dairy trips by 8.2%. Additionally, they spent more per
trip, up an incredible 20.8% and more per buyer, up 11.7%.
Natural cheese generated weekly sales of $296 million. Milk,
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yogurt, and egg sales also totaled more than $100 million
for the week; however, gains for yogurt remained in the
single digits, while milk sales are strengthening. The highest
percentage gain this week was recorded by whipped toppings,
at +24.3%, albeit off a small base. “Nine categories still had
double-digit year-over-year growth the week of August 23,”
said Backhouse. “The strengthening milk sales could be
affected by back-to-school season having started up in some
parts of the country. While that normally means that some of
the dairy dollars move back to foodservice, more milk dollars
are likely to stay in retail this year with so many students
partaking in virtual education only.”
Growth percentages differ whether looking at dollars, units,
or volume. Apart from yogurt, dollar gains trended ahead of
volume gains for the week ending August 23 versus year ago.
This tends to point to inflation, with some significant gaps
for natural cheese, milk, and eggs. A comparison of unit and
volume gains also continues to uncover interesting trends.
Although back-to-school season is gearing up, unit sales for
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yogurt remained down, while
volume gains for yogurt
improved to +3.9% this week.
This points to continued
focus on larger containers.
The same is true for cheese
where volume gains also
trend well ahead of unit
sales. “We will have to keep
a close eye on how dairy
snacking and singleserve items are faring
as many students of
all ages remain home
in virtual learning
environments,” added
Backhaus.
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 down by
2.2% during the week
of August 23 versus
the same week in
2019. However, there
are a few areas that
continue to see a
much narrower
assortment,
margarine at
-10.5%.

Deli — Continued
Mixed Results
In its
second-best
performance
since the onset
of the pandemic,
the total deli
department
sales (including
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cheese, meat and deli prepared) was down just -6.9% from
2019 levels. “Perhaps related to the very different back-toschool landscape, deli cheese and meat had very strong
performances this week, while prepared foods are holding
steady at about 20% below last year’s levels,” said Angela
Bozo, Education Director with IDDBA.

Deli Meat
Sales for random weight, non-UPC, deli meat increased +12.9%
versus the same week year ago. That was about two points
higher than the week prior, with additional strength in prepackaged lunch meat from the refrigerated area. Price inflation
drove higher dollar than volume gains for both; however,
packaged lunchmeat posted an increase in volume gains for
the first time since late July.
In dollar sales, non-UPC random weight is the bigger category
at $134 million in weekly sales versus $124 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.

Deli Cheese
Random weight deli cheese dollar gains increased both
week-over-week and year-over-year the week of August 23
versus year ago. Both random weight and packaged cheese
had a strong week, up +11.5% and +18.7% versus year ago,
respectively. Fixed
weight cheese
sales reached $354
million for the week
of August 23.
Volume gains for
fixed weight cheese
leaped ahead this
week, from 8.7% to
13.5% week-overweek, whereas
volume gains for deli
cheese remained
unchanged at +5.1%.

Deli-Prepared
“It appears the
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steady comeback of assortment in deli-prepared items has
reached a plateau until self-serve buffets are able to open
back up,” said Eric Richard, Industry Relations Coordinator
with IDDBA. “The average number of items per store
remained down about 12% versus year ago levels the third
week of August. At the same time, restaurant transactions
are continuing to climb back and it is important for retail
foodservice to recapture the share of mind when consumers
decide not to cook dinner.”
Richard is referring to engagement levels with retail
foodservice throughout the pandemic that show a drop in
several of the key metrics. “Shoppers’ focus on minimizing
in-store trips has had big impact on retail foodservice,” said
Richard. “To start, household penetration for total deli is down
1.1% versus year ago levels over the 26 weeks that end August
23 versus that same time period in 2019. Next, the number of
trips is down 16.6%, which is a big hit for sales as foodservice
thrives in an environment with many, small trips, particularly in
urban areas. That led to a big drop in the spend per buyer, off
13.4% versus year ago. The one positive is that when shoppers
are engaging with retail foodservice, they are spending a little
more than they were year ago, at +4.1%.
Sales gains for refrigerated, fixed-weight meals improved to
+12.7%. This is far above any of the areas within deli prepared
as consumers are looking to mix and match scratch items with
some convenience-focused items. Recovery of random weight
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deli-prepared items is stalling out at -20% below last year’s
levels.

the store, but in the case of baked goods, it appears to have
affected spending more so than sparking frequency.”

A closer look at refrigerated, fixed-weight meals shows strength
across all offerings, with the exception of lunch items, that
includes pre-packaged meat/cheese/cracker kits. Pasta and
side dishes have the highest year-over-year growth, at +25.1%
and +20.1%, respectively.

Prepackaged Baked Goods Aisle

Bakery
Like many of the other departments across the store, the three
areas within baked goods saw sales gains at very similar levels
as the past few weeks. UPC-coded baked goods, often in the
bakery aisle, continued to see the highest gains, followed
by packaged, UPC-coded cookies and crackers. Non-UPC,
random weight bakery, often referred to as the in-store bakery
or fresh bakery, continued to be
about 5% below regular levels as
some of the self-serve bulk areas
remain closed.
When combining all areas, fresh
and packaged bakery improved
sales 7.5% over last year’s levels.
“The combined look at all baked
goods shows a mixed shopper
metric performance throughout
the pandemic,” said Parker. “There
is a slight decline in household
penetration and
also the number
of bakery trips.
However,
shoppers more
than offset the
lack of trips by
spending more
when they
do engage.
Spend per
trip is up 8.7%.
The pandemic
boosted
shopper
engagement in
many areas of
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Total packaged baked goods increased 11.2% for weekly sales
of $478 million. Most areas within bakery improved versus the
week prior and gains for English muffins jumped back in line as
well.

Cookies and Crackers
Aisle cookies and crackers in UPC/fixed weight packages
saw some recovery from their lowest gain since the onset
of the pandemic last week. “America continues to bake,
with baking aisle ingredients still up 21.9% over last year’s
levels,” said Parker. “Additionally, cookies and cracker
sales are also impacted by the lack of gatherings, evening
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and sports activities, in-office and in-school celebrations.
Strengthening growth trends; however, show the need for
on-hand indulgences and crackers snacks are still important to
consumers.” Total weekly sales were $305 million.

In-Store Bakery
While still not caught up with
2019 sales levels, the in-store
bakery did have four items
posting positive growth the
week of August 23 versus
2019. Cakes, cookies, bread
and croissants all had slight or
moderate gains over the same
week year ago. That pushed
total random weight baked
goods sales to just 4.9% below
its year ago levels. Donuts and
rolls, often merchandised as a bulk item in the fresh bakery,
continued to be down in double digits.

What’s Next?
The week of August 23rd was the next to last in a series of
eight weeks where everyday demand is the driver of the sales
performance. Restaurant transactions continue to recover but
remain below last year’s levels. Both consumer concern and
economic pressure remain high, but stable for the moment.
Aided by the effect of virtual schooling, dairy, deli meat, deli
cheese and bakery sales are likely to hold well above 2019
levels for the foreseeable future.
210 Analytics, IRI and IDDBA will provide sales updates
every week through Labor Day, then switch to a monthly
schedule. 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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