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Eleven months down and one to go. I've heard it said many times; the most important
month in the produce business, is the month you're in. That takes on a bit of a deeper
meaning when the month you're in is December. This ain't my first rodeo, | understand
that for many of you facing down the barrel of year-end targets, chances are you are very

close to hitting them. Which also means you are likely pretty close to missing them.

If you're looking to get a leg up on your competitors, maybe a review of customers,
markets and categories might be an advantage for you to grab hold of. As luck would have
it, the Execulytics Newsletter looks at those three aspects of the produce business. In
keeping with a Christmas theme, this month's newsletter will review things with the help of

the Ghosts of Christmas Past, Present and Future.

The Ghost of Christmas Past checks in with our customers in That's what she (and he)

said. The Ghost of Christmas Present visits retail locations in Store Tours. And our final
visitor, the Ghost of Christmas Future checks out product cost predictions in Produce

Moneyball.

I hope this edition of the Execulytics Newsletter can play a small role in helping you
achieve success. If you know of anyone who might find this information useful, please

forward across to them.



That's what she (and he) said

The Holidays are undoubtedly important.
Its a great time to sell lots of fruit and
veggies. This is true if you are in retail or
on the supplier side of things. But when
the big ball drops on Times Square,
success for this year will already have
been decided. Determining which side of
the ledger you fall, is whether or not you

heard the call of your customers.

Questions worth asking focus on
whether the previous eleven months are
a good indication of what Christmas will
hold. The Ghost of Christmas Past asked

our consumer panel those questions.

When asked about where they shop, almost half of all
customers said they make changes during the Holidays
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Diving deeper into this data will help you understand what sort of changes to expect to the customer

dynamic over the holidays.
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Age Group

What holiday experience are

change where they shop? Millennials looking for?

Younger consumers are more likely to
shop at different stores over the holidays.

Older customers tend to stay put.

Variety is important, but it's not the only
thing. Over 1 in 5 Millennials are looking

for lower prices over the holidays.

When asked about the products they buy, six out of seven customers
said they are looking for something different over the Holida ys
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Now that we know, we can use this information to our advantage. If you are a retailer, you would be
well served to carry your full assortment, now is not the time to worry about shrinking out of slow
moving items. This will benefit existing customers who are looking for different products and it will
benefit new customers looking for a different experience. Remember to put your best foot forward as
you want new customers to become regular customers. Likewise, if you are a supplier, you would be
well served to ensure all your retail customers, large and small know your full product lineup. As they
are all preparing to welcome new customers into their stores, now may be the time to get your
product on their shelves. What might not have appealed to them in the first eleven months may

make sense now that we are in December.

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



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

Store Tours

The Ghost of Christmas Present has been busy travelling across the continent capturing
key December merchandising in US and Canadian stores. Read on to see what's

happening for this key selling time period.



Michigan

Citrus takes center stage

In this Michigan Kroger store, citrus is a
hero category. That in and of itself, is not
out of the ordinary. After all, we are
entering winter and what better way to
ward off the sniffles than with a regular
dose of citrus fruits? What makes this
display special, is the over and above
effort to show the internal flesh of the
individual varieties. In my experience,
customers are more likely to purchase
when they see what citrus fruits look like
on the inside. Maybe a good theory to test

in a future Execulytics survey.



Everyday

,,s Low Price

Everything's bigger in Texas

This Walmart store is getting into the
Holiday spirit by ensuring key Christmas
favorites are hung by the produce
department with care. And in Texas, care
means big. Back to back Y2 pallets of
pomegranates is just one of many bin drop
displays in this store. Meanwhile an
endcap chock full of Halo branded
mandarins greet customers in a prime
spot. Notably, while the store is using
attention grabbing placement to sell

product, neither price point is grabbing my

attention.



California

Hispanic merchandising is alive and well in this Rancho San Miguel store

Check out this massive off-shelf
display of avocados and roma
tomatoes. Come to think of it, | think
| will have some guac and salsa this

Christmas.

Coming from this part of the
continent, a display of white onions
this large, is rare. So too is selling
them in 3lb. bags. Could be an
opportunity!

| don't mind if | do try one

I look at this display, at Rancho San Miguel
again, and | think to myself, '"How many people
went shopping with no intention of
purchasing Nature's Sweet brand tomatoes,
but ended up buying some anyway?' It's
impossible to tell based solely on this picture, but
I am willing to bet a lot more than what otherwise
would have. Here's a challenge for any amateur
produce sleuths out there. Find and share
insights into the effectiveness of this off-shelf
rack and | will send you an Execulytics exclusive
report on organic produce consumer purchase
habits and perceptions. And for those in a
sleuthy mood, check out the sign in the top left
corner of the picture. It lists nutrition facts for
various fruits. Pretty good attempt at growing

consumption. Good on ya, Rancho San Miguel.






