February Newsletter

Produce Love is in the Air

Well, it's February, and that means Valentine's Day is almost here. I don't know about you, but when
I think of Valentine's Day in produce, I think strawberries. Stem strawberries, chocolate dipped
strawberries, organic strawberries or even just plain 'ole strawberries. I remember as a strawberry buyer
spending many sleepless nights thinking, did I buy enough? Am I going to get all the quantities I bought?
Are the customers going to buy? Of course, rarely was demand ever an issue, supply? Well, that's
another story.
Enough of our trip down memory lane. This is the here and now. It's more important to figure out how
things are going to shake out rather than relive the glory days, if that's what you can call them. This
month in our exclusive Produce Moneyball feature we project weekly costs in the month of March
for three seasonally relevant products. Take a guess at what one of the seasonally relevant products will
be. In That's what she (and he) said we will ask our customers all about how they use strawberries in
their diets. And once again we will review the best of what we saw in Store Tours. Maybe we'll see some
strawberries there too.
I hope you enjoy this month's edition. Feel free to forward to a friend or two who might find this stuff
interesting. By the way, I plan to be in Salinas, California during the first week of March. If your business
operates in the area and are interested in running a Retail 101 seminar or a custom Produce Almanac
inspired category analysis session, drop me a line. I have a couple days open and would be happy to fill
them with you.

Produce Moneyball

Do you consider March the dog days of Winter? Or the start of something new? Perhaps
you are like me and subscribe to the thought that March comes in like a lion and goes out
like a lamb. In that case I would say hope springs eternal, with the operative word being
spring. To that end we will take a look at spring time products using our quickly becoming
famous Produce Moneyball techniques.
Using historical costs from the years 2010 through 2019 we will predict the March
weekly costs for 8 x 1 lb. Strawberries, 1⅑ bushel jumbo Green Peppers and 16 count
Ataulfo Mangoes. Once again though, I do need to remind you that 10 years of weekly
data is great for making accurate projections based on historical trends. And history will
often repeat itself, but sometimes it doesn't and unexpected events can drastically change
the level of supply or demand of a product. In these cases, even Produce Moneyball's
projections can go astray, so use caution. Otherwise they should be pretty accurate.

8 x 1 lb. Strawberries
As mentioned at the top of this newsletter, Valentine’s Day and strawberries go hand in
hand in the produce aisle. In my mind, Valentine’s day is the unofficial start to strawberry
season. I would also consider the month of March to be travelling deeper into the season.
So, it’s natural to question if March is a good month to put strawberries on your cornflakes.

As it turns out, March costs appear to be stable each season. But there is considerable
season to season variability and not an insignificant amount of inflation that clocks in at
about 3.2% annually. Projected to be just a hair above $12 FOB all month, you can tell
your customers they can put strawberries on their cornflakes, but less expensive prices
are probably still in front of them.

1⅑ bushel Jumbo Green Peppers
I just love the versatility of green peppers. It works in so many different applications. And
generally speaking, they are relatively inexpensive. But do green peppers remind you of
sunnier days ahead? It makes me think of salads and grilled vegetables. I guess that
requires sunny days. Let’s test the theory that they are relatively inexpensive.

The theory holds true some years, but other years they look to be a little too hot to handle.
Check out those $50 FOB's in 2010. Thankfully, that was mostly an anomaly and a
primary reason that average deflation is over 6% annually. A more reasonable bet would
be costs in the $15 FOB range with a slight dip at the end of the month.

16 count Ataulfo Mangoes
This tasty yellow mango is the first variety of the season available out of Mexico. Kinda
like the groundhog of produce, a sweet Ataulfo at the start of February can signal an early
spring. Okay, maybe that’s something only in my head. But it’s worth checking out.

Some volatility year over year, but most of the time Ataulfo mangoes trade between $6
and $8 FOB with some downward cost trends, registering about 1.3% deflation annually.
Expect March to begin somewhere between $6 and $7 FOB and then decline throughout
the month.

The NEW 2020 Produce Almanac is now available to
purchase. It was built using the same data as Produce
Moneyball. If you are an information junkie and want to stay
a step ahead, the Produce Almanac should be on your
bookshelf. Click the button to find out more.

Almanac

That's what she (and he) said
Many people I know would count
themselves as one of the millions of
strawberry fans across North America. I'd
be hard pressed to think of a single person
who does not like strawberries. Me,
I mostly put them on my morning cereal.
My kids will have them as an afternoon
snack, while my sister-in-law eats
strawberries as the only after dinner
dessert she ever enjoys.
Strawberries have many uses. But what
are the most popular use occasions for the
beloved fruit? These are the questions we
posed to the Execulytics Consumer Panel
this month.

Strawberries are favored by 85% of consumers

WHEN ASKED, 'RELATIVE TO OTHER FRUITS, HOW WOULD YOU CLASSIFY STRAWBERRIES?'

Just like my anecdotal evidence suggested, most people love strawberries. 85% of our
panelists listed strawberries as either their favorite or one of their favorite fruits. And in
total, 99% classify themselves as willing strawberry consumers. At the top I said 100%, so
99% is not so bad. Still, it gets me thinking, who are these one percenters who claim to
not like strawberries? I'll give you a hint...they're not women. These guys have no idea
what they're missing. The big question for this survey though is, when are people eating
strawberries? Knowing the answer to this question could unlock ideas into how to better
market this customer favorite.

Most common strawberry occasions

What strikes me as most interesting in these results is the frequency of use during lunch
and dinner. Using strawberries on cereal or in a morning smoothie or as a mid-day or lateevening snack are familiar scenarios for me. But to see 25% being used as components in
major meal occasions was a little surprising. It tells me that strawberries are extending
their usage occasions to non-traditional day-parts. I always say 'your best to bet with a
trend', so if strawberries during meal time is increasing in popularity, positioning
strawberries as a lunch or dinner accompaniment might be the best way to grow
incremental sales of this increasingly versatile fruit.

It is good to know why customers are buying strawberries, but is also good to know why
they are not. So we asked the panel for reasons why they would leave the grocery store
without strawberries in their carts.

Surprise, surprise! Poor quality, availability and price. There are times during the year
where price is an unavoidable roadblock. But the rest of the reasons why customers do
not buy strawberries are within our power to resolve. Now that we know that customers
are looking to enjoy strawberries during breakfast, lunch AND dinner, plus various times
throughout the day as a snack, we can be sure to have good quality strawberries available
for them to purchase. Although I sarcastically suggested there were no surprises, I am a
little surprised that so many people cited quality as a roadblock to purchase. The silver
lining in all this is increases in strawberry sales is within our grasp.

Store Tours

Another month and once again there are no shortages of interesting merchandising
on display in North American produce departments. Take a dive into our store tours
section and see what we see in prominent US and Canadian grocery stores.

Ontario

Another local season has descended upon Ontario
If I didn't know better, I'd think I pulled out a write up from my summer archives. But here
we are in February and Zehrs is promoting local produce. And not just a little bit of local
produce either, but 165 growers of local Ontario produce including the bin of apples seen
above on the left. And, did I promise you strawberries? Well, how about Ontario
Greenhouse grown strawberries? The sign, again in a Zehrs store, is boasting "Locally
grown year round. Grown in a field or a greenhouse we've got fresh strawberries all
year."

Mind you, this is still February, believe it or not there are other places to get produce aside
from Ontario. Above we see Longo's selling Australian mangoes, Sobeys is sporting a
smart display of Egyptian pomegranates and Walmart is offering up a 1 lb. bag of
Kumquats from China. The Australian mango...to die for. However, for $10 bucks a mango
it better be good, and it delivered.

Arizona

I like what I'm seeing in this Sprouts Market out of the state of Arizona. Product looks fresh
and appealing, but so too do the merchandising vehicles used to display the product. The
picture above shows how Sprouts proudly displays some big ticket fruit items in a center
block within the department. They are sharply arranged in neat, attractive, uniform boxes
preprinted with the Sprouts tagline 'Farm Fresh'. When I see neat and organized in a
produce department, I think clean, when I think clean, I think fresh. If someone is going
to take the time to keep displays orderly,
they probably also take the time to keep it
clean and fresh. It may not always be true,
but that is the association I make. I
assume others do as well. I also like the
offshelf display units in the picture to the
left. The steel tub full of corn and the barrel
for Jalapeno peppers. They are interesting
units that are sure to catch my attention
forcing me to take a second look.
Although, I'd give higher marks if
Jalapenos were actually in the barrel.

Western Canada

A simple trick to generate incremental sales...
...disrupt the shopper's clear path through the department. It's pretty straight forward. Put
product displays in the customer's way and force them to look at fruits and vegetables.
The nice thing about produce is it normally sells itself, as long as the customer sees it.
This Safeway store in Edmonton has nailed the concept. The top picture shows a large
display of onions, very much a staple item, but still one that could be forgotten. Chances
are you won't forget if you run into this display. The picture to the left shows a full display
of tropical fruits. Unlike the onions, not only might they be forgotten, they
make it on far fewer weekly lists. If most
shoppers don't see them, they'll never buy
them. On the other hand, one look at those
vibrant colors with the sweet smell of the
tropics tempting your senses and they
might just make it into your cart. That's
how disrupting the shop can generate
incremental sales. Way to go Safeway!

Texas

Texas Customers Know Produce
This HEB store in Texas makes sure its
customers are kept well informed.
Amongst other signs throughout the store,
customers are made aware of the number
of local growers, fruit and vegetable
nutritional information, a reminder to wash
your fresh produce and tips to maintain
freshness. That's a great way to
encourage consumption! Another way is to
push seasonal products like this citrus
display to the right. I think I might grab me
an orange.

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
884 Hemlock Drive, Milton
Canada

info@execulytics.ca

