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STRONG HOLIDAY WEEK CLOSES OUT THE SUMMER FOR DELI, DAIRY AND BAKERY
The Labor Day holiday week sales are on the books and
they are strong for departments across the store. The holiday
performance numbers were further boosted by going up
against an everyday demand week in 2019, with Labor Day
falling later in the month than it did last year. 210 Analytics
analyzed the IRI weekly sales findings, made possible by
IDDBA, to help understand how dairy, deli and bakery sales
are developing throughout the pandemic.
Sales in fresh, center store, frozen and non-foods were
strong, driven by holiday demand that boosted many areas
back into double-digit gains over year ago levels. Total store
sales were 10.2% over last year’s levels and center store
sales improved 11.6% over the same week year ago. The
fresh perimeter bounced back strongly after a down week,
with strong performances for meat, seafood and produce.
This boosted total perimeter sales to 11.6% over year ago
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levels. Deli prepared foods and fresh (non-UPC) bakery sales
remained down, but did improve markedly over everyday
demand weeks. In turn, these random-weight items pulled
down the overall sales performance deli department, though
total baked goods had a strong week, up 8.5% in dollars
during the week ending September 6.
“Labor Day is always a big grocery holiday and this year did
not disappoint,” said Jeremy Johnson, VP of Education for
IDDBA. “This positive momentum for the grocery industry
going into the fall is a fundamentally different picture than
what we had been seeing these last few years. Importantly,
many departments drove sales gains by engaging more
buyers, securing more product trips and increased spending
per trip. The big question for the fall and beyond becomes
how we can continue to engage at these levels.”
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Dairy
Natural cheese and milk
were the two dominant
players in the dairy
department during the last
week of August, generating
around $290 million in
weekly sales. While natural
cheese gained 12.7% over
last year’s levels, milk
dropped to the high single
digits, at +8.2%. The highest
percentage gain this week
was recorded by whipped
toppings, at +15.8%, albeit
off a small base.
“The 2019 Labor Day effect
was definitely felt in the
dairy department,” said
Abrielle Backhaus, Research
Coordinator with IDDBA. “Three
areas remained in double-digit
growth territory despite going
up against the holiday in last
year’s sales results. Cheese has
been a pandemic powerhouse
throughout and this crowns the
25th week of double digit increases for natural cheese. Cream/
creamers and whipped toppings continued to see doubledigit gains with many coffee breaks having moved to at-home.
With people continuing to work from home, this incremental
occasion remained an opportunity for dairy, even during the
tough week.”
Growth percentages differ whether looking at dollars versus
volume. With the exception of butter and yogurt, dollar gains
trended ahead of volume gains for the week ending September
9 versus year ago. This tends to point to inflation, at least
on a per-ounce basis, though the volume/dollar gaps are
significantly smaller than they have been. In addition to keeping
an eye on inflation levels in weeks to come, developments
in single-serve versus larger containers will be an area of
interest with more than half of parents expecting their children
to partake in virtual education only during the first half of the
2020-2021 school year, according to IRI shopper research.

September 15, 2020

SKUs have been reduced some for dairy.
Overall, the number of dairy items per store
selling was down by 1.7% during the week
of September 6 versus the same week in
2019. This is much better than some of the
other departments, including frozen and
meat that have seen continued reductions
in assortment throughout the pandemic

Deli — Continued Mixed Results
The strong Labor Day performance paid
off in healthy gains for deli meat, deli
cheese and deli prepared. “While Labor Day has the biggest
impact on meat, bakery and produce, the deli department
also benefited from a strong holiday week,” said Angela Bozo,
Education Director with IDDBA. “While still down compared
with prior-year levels, prepared foods reached -16%, likely
with shoppers mixing and matching grilling staples with some
holiday trays and sides as convenient solutions. Others may
have outsourced the grilling to the grocery store altogether,
with many offering items such as barbecued ribs.”

Deli Meat
Random weight deli meat sales accomplished a nice doubledigit gain during the 2020 Labor Day week, for total sales of
$134 million. As such, deli meat was about $10 million larger
than pre-packaged, UPC lunchmeat that grew 7.2% for total
sales of $124 million. The deli also had stronger volume gains
than pre-packaged meats, at 6.2% versus -0.9%.
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In volume, UPC lunch meat is much bigger at 23 million pounds
versus 16 million in non-UPC sliced-to-order for the week
ending September 6.

Deli Cheese
Random weight deli cheese dollar gains increased 11.3% yearover-year the week of September 6, which was slightly higher
than the July and August averages. Packaged cheese had
stronger gains once more, up +18.7% in dollars and +5.1% in
volume. Fixed weight cheese sales reached $370 million for the
week of September 6,
2020.
After falling behind
2019 levels the prior
week, volume gains
rebounded nicely for
both deli, randomweight cheese and
fixed weight cheese.

Deli-Prepared
Assortment in deliprepared items
remained unchanged
at around 87 average
items per store
throughout most
of July and August.
Retailers
invested in
assortment
during the
holiday
week and
the average
number of
items per
store jumped
to 90 — its
highest levels
since the end
of March. It
is likely that
assortment
will drop back
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down for everyday demand weeks until salad, olive, hot and
cold food bars reopen.
During the holiday week, the results for prepared food sales
improved slightly, including for the one positive area, being
fixed weight refrigerated meals. Generally speaking, sales
improved about two to three percentage points in most areas,
with the exception of trays that did see a strong improvement
over August levels (albeit it still down from 2019 sales levels).
A closer look at refrigerated, fixed-weight meals shows strength
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across all offerings, with the exception of lunch items, that
includes pre-packaged meat/cheese/cracker kits. Eric Richard,
Industry Relations Coordinator with IDDBA, SAID, “The idea of
combining scratch with convenience-focused items appears
to be popular, with
refrigerated side
dishes up 23.4% over
year-ago levels.”

Bakery
Bakery was one of the
more affected areas
of the store last week
as the off-holiday
timing pulled down
the results. During
the week ending
September 6, Labor
Day brought robust
increases for all baked
good areas, including
functional areas such
as buns and rolls
and indulgent items,
including cookies,
cakes and cupcakes.
Packaged, UPC-coded
cookies and crackers
recovered from their
negative 5% last week
to +5% this week.
Non-UPC, random
weight bakery, often
referred to as the instore bakery or fresh
bakery, did not quite
make it to 2019 levels,
but got close at -1.3%.

Prepackaged Baked
Goods Aisle
Total packaged baked
goods increased a
11.4% for weekly sales
of $498 million. “All
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areas in the baked goods aisle increased in the year-overyear comparison,” said Parker. “While doughnuts in the fresh
bakery are still down as many retailers keep self-serve areas
closed, it is clear that consumers have not lost their appetite for
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doughnuts but moved their dollar to
the bakery aisle. Breakfasts are now
happening at home, and not on the go.
Labor Day drove strong sales in bread
and rolls, well above July and August
levels and bagels and English muffins
continue to track well above 2019
sales levels also.”

Cookies and Crackers
Much like bread and rolls, packaged
cookies and crackers saw a big swing
in the sales results between the weeks
ending August 30 versus August
23rd, due to the earlier 2019 Labor
Day effect. Cookies and cracker
sales rebounded the week ending
September 6, but remained into the
low single digits. This may be an area
affected by the very different backto-school landscape this year, due to
the effects of virtual versus in-person
schooling.

In-Store Bakery
Labor Day week delivered strong
results for some areas of baked
goods, though not quite making it
to 2019 sales levels. Cakes, bread
and croissants gained versus year
ago levels, whereas doughnuts remained down close to -30%.
Cookies, breakfast items and rolls also remained down year
over year, which is remarkable as 2019 was not a holiday week.
That pushed total random weight baked goods sales to -1.3%
below its year ago levels.

What’s Next?
This report is the last in the weekly series IRI, 210 Analytics and
IDDBA have produced since the week of March 15, after which
the report series will continue on a monthly basis.
Excluding weeks that were affected by the 2019 or 2020
holiday demand, everyday demand is normalizing at around:
• 15% above year ago levels for dairy
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• Around 10% above 2019 sales for deli cheese and meat
The number of new COVID-19 cases appears to be leveling off
and consumer concern along with it. Restaurant transactions
continue to come back a little at a time, but remain below yearago levels. Aided by the effect of virtual schooling and workingfrom-home, dairy, deli meat and cheese sales are likely to hold
well above 2019 levels for many weeks to come, whereas fresh
bakery and deli prepared continue to work on their comeback.

