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Knowledge is Power…Knowledge means Sales

Pandemic is still on, for anyone who's asking. The last few months have been, well, unique 
to say the least. Over the spring months I have, like many of you, navigated around 
opportunities that were put on hold while juggling new opportunities that have arisen 
relating to the pandemic. One such opportunity is the need to develop consumer and 
retail data regarding post-COVID-19 realities. Coincidentally, I have had conversations 
with many produce professionals about the need for more and different data analytics in 
our industry. I say different as opposed to better because all data has a place in the 
produce business. What's needed is an enhancement to the current data regimen 
employed by many companies, at least that is what I heard during my many 
conversations. 

New opportunities aside, business continues to roll along and as the economy starts to 
open and the days get longer and hotter, we need to be prepared. In our exclusive 
Produce Moneyball feature, we project costs for the month of July for limes, romaine 
hearts and peaches. In That's what she (and he) said we begin a review of consumer 
attitudes on locally grown produce. Lastly in Store Tours we look at store conditions as 
business slowly gets back to normal, or as the experts say the 'New Normal’.

I hope you enjoy this month's edition of the Execulytics Newsletter. If you happen to 
be involved with one of those companies that believe enhanced access to data is needed, 
I urge you to check out a new Execulytics service called Produce DNA. It is the best way 
acquire lots of consumer and retail data in a very cost effective way. It could be the 
data enhancement you’ve been looking for.

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


Produce Moneyball

This month, Produce Moneyball takes a look at summer 

favorites. The produce buying public is looking to enjoy the 

summer heat and you can bet they will be going on picnics and 

to the lakes & beaches. This is particularly true after being 

cooped up for so long. And although people are ready for 

summertime enjoyment you can expect social distancing 

protocols to be respected. You can also expect summer fruits, 

summer salads and especially summer drinks to be at the top of 

the list of things our customers will be looking to enjoy. 

This month, using historical costs from the years 2010 through 

2019 we will predict the weekly FOB costs of 175 count limes, 

12x3 count romaine hearts and 60/64 size yellow peaches for 

July of this year. I can feel summer's warmth just by thinking 

about it. As always, remember to use Produce Moneyball 

predictions in conjunction with all other pieces of information 

you have at your disposal. 



175 Count Limes
Whenever I see a picture depicting summer type weather, it seems as if limes are always 

involved. I guess there is just something about limes that remind us of good times. It could be 

their versatility, their refreshing tang or maybe it's simply because they look good sitting atop 

a bottle of beer. Whatever it is, this affordable fruit is the ultimate summer favorite.

What we have seen during most years in July is an FOB cost that starts low and gradually 
works its way up throughout the month. We have also witnessed recent inflation that is 
mostly responsible for an average annual rate of 3.8%. For these reasons, we predict a cost 
of just below $10 FOB to start the month, steadily increasing to nearly $13 to close out July.



12x3 count Romaine Hearts
Salads go hand in hand with summer, so much so in fact they have a name for them, 'Summer 
Salads'. Pretty catchy ain't it? If I had a nickel for every time dinner consisted of a steak and 
a salad during the summer months...well let's just say I'd have a lot of rollin' to do. There are 
lots of different salads out there, but a romaine based salad is about as standard as they come.

Another roller coaster of a cost curve. Something that we are used to seeing out of vegetables. 
Last year's cost spike is driving an annual inflation rate of 3.7%. That alone drives our prediction 
up but not to the extent of last year. For 2020 we are predicting costs that begin the month 
just below $19 FOB and dropping throughout the month to settle at just above $15.50.



60/64 size Yellow Peaches
Peaches...the Big Kahuna of stone fruit, AKA soft fruit, AKA summer fruit. You really know 
summer has arrived when peaches become a staple in your fruit basket.

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.

Produce 
Almanac

When I look at this ten year cost history, two things jump out; the pattern of one year 
of high costs, followed by two declining years and the unmistakable upward trend. Average 
annual inflation of 6.4% and the fact we are due for an up year yields a prediction with costs 
hovering just below $20 FOB all month.

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


That's what she (and he) said

Last month, we posed the 

question; 'Will COVID-19 

have a lasting impact on 

consumer produce 

purchasing habits?' We 

reviewed consumer pre-

pandemic attitudes towards 

Organics with the intention 

of comparing those 

attitudes in a post-pandemic 

marketplace. In this 

month's That's what she 

(and he) said segment we 

will begin to look at 

consumer attitudes towards 

locally grown produce. 

These results were 

compiled in early March, 

just as the world was 

coming to grips with 

COVID-19. We will circle 

back in the months that 

follow and look for any 

changing attitudes.



Most Consider Provincially grown to be Local

While over three out of five Canadians would call fruits and vegetables grown 
within their province 'local', two out of five say something different. Here's a 
fun activity, perfect for today's stay at home orders, find two family members, 
if they both consider product grown in-province to be local, then chances 
are YOU want your local produce to be grown within 100 km of where you buy it. 
Okay, just kidding, but 28% of people is significant. Two questions come to mind. 
Are consumer views on local shifting due to COVID-19? And in a post-pandemic 
world, will consumers consider local produce 'safer' relative to how close it is 
grown closer to home, meaning will people in the 'Province' camp move to 
the '100 km' camp? Or will they look to expand their definition of local so as to 
steer clear from produce grown even further away, moving people into 
the 'Country' camp. Both important questions that can be answered once we are 
living in a post-pandemic world.



Not all ages have the same view

…is income level the real determining factor?

As the chart below demonstrates, there is a disparity between age groups in 
their views on the '100 km diet'. This data does not pin down a reason for such 
a disparity. One hypothesis could be that the more likely you are to be in the 
labour market, the more lenient you are on your definition of local. As many 
millennials are still working towards their education and many seniors are 
already retired, the hypothesis fits the data. If this is in fact the case, it will 
be interesting to see if this relationship between participating in the labour 
force and requiring produce grown close to home becomes more or less 
pronounced post COVID-19, particularly in the early months while the 
unemployment rate remains high.

More compelling than age group is the relationship between income level and 
propensity to be in the '100 km' camp. It clearly shows that lower income 
earners favour a nearer definition for local. Could this be a function of life 
stage, just like age group is? Or does it have something to do with the amount of 
discretionary funds available for food and closer is perceived to be less 
expensive? Finally, does this change once the 'New Normal' is upon us.



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

This month's panel discussion yielded some interesting results regarding the 
definition of local produce. We saw that most people consider fruits and 
vegetables grown in their province to be local, but we also saw subsets of the 
population using a much narrower definition. Interestingly, this analysis 
uncovered as many questions as it answered. That is sometimes the case with 
consumer research. As we learn more about the customer and peel back layers 
of the onion, we discover nuances that require a deeper look.

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


Store Tours

Although stay at home orders still rule most days, a little 
flexibility has allowed a slightly more complete overview of 
the market. And what we see are marketplaces getting 
better every day, but the effects of the pandemic are 
being felt.



Arizona
Displays are full with options aplenty

It’s not difficult to find 
what you are looking for in 
this Arizona Walmart 
store. I particularly like 
the neat and orderly look 
of the packaged salad 
offering pictured above. 
It is very simple for 
shoppers to find their 
favorite salad product in 
this 5-deck unit. Finding 
the product is the first 
step towards getting that 
product into the shopping 
cart.

In the bottom picture you 
can see the telltale signs 
of summer with Walmart's 
signature bin displayer, 
this time 
featuring peaches and 
corn. A reminder that 
despite the unique 
circumstances, the 
calendar is still pointing 
towards summertime.



Western Canada
Back in business…for the most part

Above and below, it is easy 
to see that shelves are 
stocked and pallets are 
dropped, giving customers 
a shopping experience 
reminiscent of the pre-
pandemic days (remember 
those?). Pictured above 
is an Alberta based Costco 
warehouse. In the picture 
you can see the pallets are 
stacked almost as high as 
the shopper on the left 
hand side of the picture. 
Meanwhile, the 
Superstore pictured 
below, also in Alberta, is 
stacking product several 
layers high, with no visible 
holes in the entire 
panoramic view of the 
produce department. In a 
world full of abnormalities 
right now, it appears as if 
life in an Alberta grocery 
store offers a slice or 
normal.



Not so fast

From afar, it appears mostly normal in 
Alberta grocery stores, but upon closer 
inspection, shoppers can see the impact left 
by COVID-19. The sign below the bananas at 
Superstore says"Dear Customers: Please 
only handle or touch the produce you are 
purchasing and ensure it is washed before 
consuming. Thank you for understanding.”

Meanwhile, pictured below at Costco is clear 
messaging reminding people not to crowd 
their enclosed cooler space and to maintain 
social distancing. The customer to the left 
is respecting their wishes while wearing a 
mask.



Ontario
Product is plentiful in Ontario too

A quick walk around produce 
departments in Ontario and 
one would quickly notice that 
menu planning can be just like 
it was before all this started. 
Full displays, full assortment 
and prices that are not 
altogether different than 
what customers are used to. 
Above you can see a large 
display of watermelon at 
Longos, while Sobeys greets 
customers with the display on 
the top left. Walmart's 
center block is likewise full 
of product.



But bountiful displays isn't the 
only story line in Ontario. All 
this great operational work in 
the stores is playing out in 
front of a backdrop of safety. 
Safety is becoming a business 
imperative and it is playing out 
in many ways. Above a 
staggered lineup enforces social 
distancing outside a Walmart 
and on the top left Sobeys 
promotes the same with signage 
inside the store. Meanwhile 
Longos is encouraging safety in 
the home with a conspicuously 
large display of white vinegar in 
the middle of 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

info@execulytics.ca

mailto:info@execulytics.ca
http://execulytics.ca/newsletter-signup/
https://twitter.com/execulytics
https://www.linkedin.com/company/execulytics
mailto:info@execulytics.ca

