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The signs of Autumn are all around

With the world shutting down in March and record heat across many parts of North America, it 

seems like summer has lasted much longer than normal this year. Personally, I have heard from 

more than a few people who are looking forward to the Fall. Whether it's the colors of the 

season, the brisk air or just an opportunity to get back into a normal, yet still pandemic influenced 

routine, many people are anxiously awaiting the changing of the season. 

Although the seasons may be changing, the Execulytics monthly newsletter remains constant. Our 

exclusive Produce Moneyball feature predicts October costs for some of the Fall time's most 

iconic favorites. In That's what she (and he) said we take a break from our pre-pandemic 

benchmarking to look at attitudes towards Halloween during the pandemic. Lastly in Store Tours 

we get back into the stores to look at what's new with an eye towards changes (or lack thereof) 

triggered by COVID-19.

I hope you enjoy this month's edition of the Execulytics Newsletter. This month, our Execulytics 

featured service is Produce DNA. If your organization is looking to better understand the 

Canadian consumer and retail market place, check out this service at the link above. It may be the 

best thing you do all year to enhance your Canadian sales. 

http://execulytics.ca/canadian-benchmark/


Produce Moneyball

This month, Produce Moneyball will review costs for some cooler 

weather items. These are the types of fresh produce items that you 

might like to nibble on while snuggled by the fire. Well, not exactly, 

but they are definitely items that are indicative of the Autumn and 

the changing weather.

This month, using historical costs from the years 2010 through 2019 

we will predict the weekly FOB costs of 88 count Gala Apples, 24 

count Artichokes and 24 count Pomegranates for October of this 

year. If you read these predictions and you think 'NO WAY' or 

maybe 'YES WAY', feel free to reach out, I'm always happy to 

discuss numbers. But remember predicting future costs is risky 

business, use Produce Moneyball at your own peril and be sure to 

combine it with other pieces of intelligence you have at your disposal.



88 Count Gala Apples
When I think of gala apples, I think they are the model of consistency. Always there when I 

need them, usually where I need them and at the price I need them to be.  Kind of like an old 

friend. And when the weather turns cool and I start to think about Thanksgiving, I think apples. 

Apple cider, apple pie and yes, fresh gala apples or what we like to call them in Canada, Royal 

Gala apples.

Look how straight that inflation line is. It actually represents an annual inflation rate of 0.02%, 

in other words, nothing. Although some years did see some highs and lows, by and large costing 

is stable hovering around $26 FOB. Makes sense then that our projections have costs at $26 

and change all month.



24 Count Artichokes
Artichokes are a bit of an acquired taste, but they do make a mean dip. If you are a big fan you 

might even be familiar with pickled artichokes. No matter the use, they do make for a nice 

cooler weather change from the ordinary. 

Three things jump out on this 6-year cost history. First, is the big spike in 2015 which looks to 

be an anomaly. Second is a fairly steep downward sloping trend line which represents annual 

deflation of 5.6%, which is accentuated by the anomalous 2015. Finally, I see a fairly stable, 

yet overall declining cost in the low to mid teens FOB. Hence our October projections are 

pegged in the low to mid teens.



24 Count Wonderful Pomegranates

Remember when pomegranates were considered an exotic specialty item? That was quite a few years 

ago, but now, they are highly sought after and a definite symbol of the Fall and a sign that the Holidays 

are just around the corner. It's hard to talk about the Holidays so early, but I'm just saying.

A little bit of up and down throughout the last ten years. The upward slope represents 1.9% 

inflation annually, similar to the economy. If you take the highs and you take the lows, you get a 

projection that begins the month in the $35 range and consistently drops into the high $20's 

by the end of October.

The 2020 Produce Almanac is the place to go to see the costing data 
used to build these models. Click on the button to find out more. Also, 
feel free to monitor the costs of gala apples, artichokes and 
pomegrantes and drop me a line to compare actuals vs. projections.

Produce 
Almanac

http://execulytics.ca/produce-almanac/


That's what she (and he) said

For the last several months 

we have been reviewing 

baseline consumer data 

generated using the 

Execulytics consumer panel. 

The purpose was to 

determine pre-COVID 

consumer habits and 

opinions. This is important 

work that will continue in 

October. This month we 

look at consumer attitudes 

towards Halloween, while in 

the middle of the pandemic. 

Specifically, we looked at 

how people will be 

celebrating and if social 

distancing will impact their 

ghoulish festivities. A more 

important question for us 

'industry' types, is 'Who 

will be buying a pumpkin this 

year?', we look at that too. 



No change for half, the other half, well...

When asked about their Halloween plans this year, precisely half of those surveyed will 

either make traditional plans, including purchasing decorations and handing out candy OR 

they have not participated in Halloween in recent years and 2020 will be no different. In 

other words, for half of the panel, Halloween 2020 will be business as usual. The 

interesting part of the question shows up on the bottom half of the pie chart below. One-

third of the panel suggested they will have a watered down version of Halloween by either 

foregoing candy altogether, or by handing out candy in a socially distant way. Meanwhile 

12% are saying 'I'm out, entirely', and 5% are sitting on the fence and waiting for more 

info. Looking at individual demographics, men and women answered similarly and there are 

few surprises between the age groups. 20-34 year olds are most likely to decorate with no 

candy, 35-64 year olds are most likely to have a traditional Halloween, while seniors are 

most likely to be past the stage of celebrating Halloween.



But what about the Pumpkins?

According to the survey responses, Halloween might look a little bit different on the 

streets this year but for those in the pumpkin business, sales outlooks are a bit rosier than 

they might look for the candy manufacturers. Approximately three out of five respondents 

are expecting to purchase a pumpkin, with 5% non-committed. That compares to 78% that 

would have purchased a pumpkin last year. Although that is a big year over year drop-off, 

it's not as bad as the 54% who do not expect to purchase candy this year. There could be 

some good sales on candy come November 1st.

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 about our expanded capabilities.

Find out more

http://execulytics.ca/canadian-benchmark/


We were back in the stores this month and we saw a lot 

of what we expected, lots of local. We also saw a few 

new things around town. What we were hard pressed to 

find, a lasting pandemic impact. Maybe we just missed 

it.

Store Tours



Taking local to a whole other level

You've heard the standard of 50 miles from a product's place of sale to be considered 

local? Well how about 50 feet from the cashier? That's exactly what this BC Safeway 

store is sporting. This product is grown on site in a controlled environment, mini vertical 

farm. You can see a selection of herbs and plenty of positive messaging regarding 

freshness and the benefit of being farm-grown on site. Will this concept stick? Only time 

will tell, but it certainly checks a lot of the boxes that have been accentuated by the 

pandemic. We'll check back in a year to see if it has grown from where it is today or 

proven to be a passing fad. 

Western Canada



Ontario

Expanding local into new categories

Cut vegetables have long been a staple in produce departments across North America, 

but as can be seen in the picture below from an Ontario Walmart store, cut vegetables 

are going local. Not only are they local, they are proudly displaying the Foodland Ontario 

label telling customers of its local origins. This demonstrates a great way to satisfy two 

dominant consumer trends...convenience and local.

Who's talking SKU rationalization?
There has been plenty of talk about how the COVID-19 pandemic has put downward 

pressure on assortment. The thought is people will not be so concerned about purchasing 

a wide variety of goods, but rather will be more concerned with getting enough staples to 

feed their families. We have been watching for evidence of SKU rationalization in the 

stores, and we will continue to keep an eye on assortment. The picture below from 

Walmart shows four different brands of Kombucha. It doesn't exactly paint a picture of 

SKU rationalization, perhaps more like the opposite. 



Getting back to business

Still in Walmart, we found a display proudly 

offering a 100% Satisfaction Guarantee with a 

promise to refund a customer's money if not 

satisfied. There was a time during the pandemic 

when returns in many stores were not accepted. 

Not sure if that impacted the Walmart 

Satisfaction Guarantee. Nevertheless, it is 

being honoured today in Ontario. 

Local, local, everywhere

As we toured around stores this month, unsurprisingly given the time of year, local 

product was out in full force. Pictured below in a Longos store shows signage over top a 

local display of assorted products suggesting close to home is close to perfect. A few 

aisles over and we find a waterfall display of two local favorites backed with wooden 

bushels, the international symbol for locally harvested produce.



...and now for something completely different

Every once in a while we come across something different. Something that we do not see 

in every store. On the left, again in Longos, we see a great example of this. We see a 

fully stocked banana tree loaded with Fair Trade bananas. The overhead signage reads 

'These bananas build communities'. And the display size shows they are not shy to jump 

into this feel good category.



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
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