November Newsletter

It's November, can't you just feel it?

What's that supposed to mean? Is that some sort of a joke? Can't you just feel it?
Feel what? It sounds like some cheesy highway billboard advertising a local casino or
internet clickbait tempting you to see what's on the other side of the link. But
perhaps you can feel it and maybe the 'it' is the lethargy caused by the cold weather
months setting in. Or the anticipation of the holiday season upon us. Maybe it's just
the fear that you're not ready for the holidays. Either way, November is no joke.
It's two months until the end of the year. Time to kick it into high gear. There is
produce to sell and year end financial targets to hit.
In this edition of the Execulytics newsletter we will again view the current month
through three important lenses. The first lenses are the produce markets
themselves through the use of our exclusive feature Produce Moneyball. Then we'll
ask the most important people in our industry, the customers, for their thoughts in
our section called That's what she (and he) said. And finally, we'll take a tour
through the art galleries of our industry, otherwise known as the stores in Store
Tours.
I hope you enjoy this month's edition and feel free to forward to a friend or two who
might find this stuff interesting.

Produce Moneyball

You know what's pretty cool about the November edition of Produce Moneyball?
We predict product costs over the holidays. Think of it like when old man Biff
brought the Grays Sports Almanac back to young Biff in Back to the Future II.
Except that we're talking produce, not horse racing. But save for that one
slight difference, this is practically identical. Okay, this may not change your
life and allow you to own your city, but it could give you some pretty decent
insights into the holiday produce selling season.
In this edition, using historical trends we will predict the December costs for 18
count bunch broccoli, 12x1 pint grape tomatoes and 95 count lemons. Remember
historical trends can yield accurate projections but it will never predict
unexpected events that drastically change the level of supply or demand of a
product. If lawmakers decided to put an end to the practice of senseless lemon
squeezing, we would not pick that up here. So, use these predictions in
conjunction with other pieces of information to make an informed decision.

18 count bunched Broccoli
According to a recent Execulytics consumer survey, more people claim broccoli as
their favorite vegetable than any other. With increased holiday importance heaped
on like melted better, or better yet, my personal fave, a little Parmigiano, it wouldn't
hurt to tap into inside information. The chart below details average weekly FOB
costs in December from 2009 to 2018.

Not for the faint of heart. The chart reminds me of the New York City (or Toronto)
skyline. The red line shows the direction and velocity of cost trends over the period.
We see costs trend upwards with average inflation of 4.75% annually. I spoke of
inside information, well, it can be found below. We predict costs just below $15 FOB
to start December with declines to finish the year.

12x1 Pint Grape Tomatoes
Grape tomatoes have always reminded me of Christmas. It could just be because they
are red and they look like little Christmas ornaments. Nevertheless, they are big
sellers over the holidays. What's a fantastic way to take advantage of a big seller?
Know more about it than your competitors.

Again, the chart above details the average weekly costs for the last ten Decembers.
we see another upward sloping trend line, indicating average inflation of slightly more
than 5%. Below, we predict that costs will begin high at around $13 FOB for
Christmas and drop after the holidays, approaching $10 FOB. A useful bit of
information that we'll just call our little secret.

95 count Lemons
Lemons, the versatile fruit with a million uses, especially over the holidays. Are
customers more inclined to bake with lemons? Or cook with them? Squeeze the juice
into beverages? Or use wedges as glass toppers? Enjoy the tangy flesh? Or zest the
rind? Perhaps these are questions for a future Execulytics survey. What's not in
question though is the upward trend on costs.

Whatever customers use them for, they must use a lot, judging by the consistently
increasing costs. The steep trend line indicates nearly 10% average annual inflation
and holiday costs well into the $30's. Which is precisely where we are predicting
FOB costs to be this December. We predict costs that range between $32 and $34
FOB and rising throughout December.

If you like Produce Moneyball, you might also like the 2020
Produce Almanac, the most comprehensive, objective analysis
of the produce markets available. Click the button to find out
more.

PRODUCE
ALMANAC

That's what she (and he) said
It is extremely important to be where
the customers are. And recently, slowly
but surely, customers are changing
where they buy their fruits and
vegetables. We used to say 'everyone
wants to be a produce buyer'. But
with demand moving to alternative
channels coupled with all the benefits of
selling fresh produce, including strong
profitability and significant foot traffic,
it may be more appropriate to
say 'everyone wants to be a produce
seller'. We put that theory to the test
by asking the Execulytics consumer
panel where they shop for produce.

Grocery stores no longer enjoy a monopoly on
produce sales

WHEN ASKED WHAT PERCENT OF YOUR PRODUCE PURCHASES ARE MADE AT EACH OF THESE
TYPES OF BUSINESSES, THE RESPONSE WAS AN ANSWER GREATER THAN ZERO.

Although mass merchants and club stores have been growing in popularity for years,
other alternative channels including specialty food, drug stores and convenience
stores are beginning to take a larger chunk of the produce dollar. While there are no
significant gender differences with respect to shopping at specialty and drug, men
are 2½ times more likely to purchase at least a portion of their produce at a
convenience store. Over 1 in 5 men in total claimed some percentage of produce
purchases at a C-store.

Young shoppers driving switch to
alternative channels
Not surprisingly, the move towards alternative
channels has been driven largely by millennials aged 2034. Everything we have learned about millennials in the
last half decade helps to explain these shopping
choices. Greater urbanization, increased single person
households and lower propensity to own a car are all
lifestyles that lend themselves to smaller, more
frequent purchases. The questions are will younger
millennials who are just now entering the market
extend these trends and will older millennials move
back to the burbs and develop more traditional
shopping habits? Time will tell, then we have to figure
out what new shopping trends Gen Z will bring us.

By understanding what people want out of produce, perhaps we can gain some insights
into where they will shop to satisfy their needs. From the chart on the previous page
we see a significant portion of the youngest shoppers asking for produce that is more
sustainable and more organic. Could it be that a portion of millennials are getting more
of the produce they want from the smaller, specialized shopping experiences offered
by specialty, drug and C stores? A deeper analysis would be required to answer that
question, but two things we know from this data; millennials are more likely to prefer
these alternate channels and they are more likely to demand a more socially minded
produce prouct.

Harness the power of consumer intelligence
If the Execulytics Consumer Panel can help your organization accomplish your customer
goals click on the button to learn more.

Find out more

Store Tours

It's never a slow day in produce. There is plenty going on and no shortage of
interesting things to see in the produce departments around Canada and the US.
If we look closely enough, we may see some trends emerging.

California

Pears, pears, everywhere
There are a lot of organic pears in this California Whole Foods store. The picture
demonstrates a bigger move into varietal merchandising. It's a phenomenon you can
see at more stores and in more categories including apples, citrus, grapes, plus
others. And this might be a little subjective, but a lot of the newer varieties for
these classic categories are so tasty! If you look closely, you can see seven pear
varieties in this picture. Respond back with all seven varieties and I'll send you the
results of a recent Execulytics Consumer Panel survey.

The C-Store Opportunity
I've heard a picture says a thousand
words and this picture of an AM/PM
Convenience store in California is saying
a lot. For starters, I count eleven pieces
of fruit in this picture, accounting for
the store's entire fresh produce
offering. Obviously they have a ways to
go before being considered the go to
store for the produce buying public. On
the other hand, every purchase of
bananas, apples and oranges at this nontraditional produce retailer, is a
purchase not being made at a grocery
store. Lastly, with close to 200,000
convenience stores in the US and
Canada and a produce offer that
has nowhere to go but up, suppliers
looking for their next big opportunity
may be looking more closely at the Cstore opportunity.

Western Canada
Christmas merchandising
descends on the stores
It's definitely that time of year again.
And what is typical for stores in
western Canada is to offer Chinese
Mandarins for the holidays. It's also
typical to go large. You can see in this
Alberta Safeway store, a pallet drop of
9 lb. mandarins for $5.99. Lots of fruit
for not a lot of money!

Quebec

...meanwhile in Quebec
A good question may be what is seasonal
anymore? With snow in the immediate
forecast we are met with summertime
favorites. Including a massive endcap of
local strawberries in this Metro Plus
store. Not a bad price either for a 1
liter basket. On the left we see an
Adonis store displaying not only local
strawberries, but another summer
staple, watermelon and not just a small
amount either. Quebec is ready for
Christmas and anything else you want to
throw at them.

Ontario

Meal Kits - In or Out?
While the food industry grapples with
the right format and delivery platforms
for meal kits, the produce business has
grabbed the bull by the horns. Pictured
above, an Ontario Longo's store
packages their private label vegetable
mixes appropriately named 'Meal Kit'.
While on the left, Sobeys displays an
assortment of traditional bagged salads
complimented by vegetable stir fry
mixes and salad bowls designed as a full
meal replacement. Hey, food industry.
Need some advice? Call the produce
department.

If there are elements of this newsletter that you think could become a custom
service for your organization, drop me a line, I am available to discuss your business
needs. Feel free to forward this email to your colleagues and encourage them to
subscribe by sending their name and email address to info@execulytics.ca or by
signing up at our website execulytics.ca
Sincerely,
Managing Partner

Mike Mauti

Execulytics Consulting
Execulytics is a consulting company catering to the produce
supply and retail industries. Our signature products include
the Retail 101 Seminar, Canadian Benchmark Services and
the Produce Almanac. Visit execulytics.ca to discover what
Execulytics can do for you.
info@execulytics.ca
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