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See you next year…I hope

Many Canadians will recognize the image above as an aerial shot of the Canadian National 

Exhibition, or as we locals call it 'The Ex'. Sadly, for only the second time in 142 years, 'The Ex' 

will not take place this year. It will suffer the fate of many of our industry's beloved trade 

shows. And while several of these shows have put on terrific virtual alternatives, they are just not 

the same as face to face conventions. I do hope that we will be able to see each other during the 

2021 Trade Show season, and maybe even bump into each other at 'The Ex' next year.

The one good thing about a monthly newsletter is it is always virtual, so even in these times 

dominated by COVID-19 cancellations, the Execulytics newsletter can continue uninterrupted. Our 

exclusive Produce Moneyball feature predicts September costs for some of your late summer 

best sellers. We continue our review of consumer attitudes on locally grown produce in That's 

what she (and he) said. Lastly in Store Tours we get back into the stores to look at conditions as 

the pandemic continues.

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

featured service is our Canadian Benchmark Services. If your organization is looking to better 

understand how your product category shows up on Canada's retail shelves or how Canadian 

consumers feel about your product or even complete Canadian taste test studies, 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/
http://execulytics.ca/canadian-benchmark/


Produce Moneyball

This month, Produce Moneyball will review costs during the time 

when Summer turns to Fall. We will review three items that tend to 

become more important during this time of year. September still has 

its fair share of warm weather, but in some areas a sudden cool snap 

may prompt you to reach for your favorite comfort fruit, maybe even 

one our three focus items.

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

we will predict the weekly FOB costs of 12x6 oz. Blackberries, 12x1 

Pint Grape Tomatoes and 90 count Bartlett Pears for September of 

this year. If after reviewing these predictions you feel inclined to 

make a comment, 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.



12x6 oz. Blackberries
Blackberries have long languished as the fourth favorite in a four berry contest. But lately, 

blackberries have been on a bit of a rally. Tastier varieties have undoubtedly been the catalyst. 

As demand increased, supply increases more than made up. I make a pretty mean blackberry 

jam. If you are interested, I have a small amount to spare, I could send you a jar.

It's not difficult to see the steady decline in costs over the last ten years. The downward 

sloping line demonstrates a 6.32% average annual deflation over that time period. Where 

September costs at the beginning of the last decade were in the twenties, they eventually fell 

to the teens and now test single digits. Our predictions are basically for a $10 FOB flatline for 

the month.



12x1 pint Grape Tomatoes
Grape tomatoes have been a popular snacking tomato for quite a few years. Despite that, their 

popularity continues to increase each year. Like blackberries, supply continues to meet the 

demand. Really, what's not to like about grape tomatoes? They're versatile, healthy and 

enjoyed by people of all ages. I don't have grape tomato jam, but I do have a lot of admiration 

for the little tomato.

This cost chart looks eerily similar to the blackberry chart we just reviewed. Costs start the 

last decade peaking north of $20 FOB with a steep downward sloping trendline. The 8.42% 

average annual deflation ensures costs decline quicker than even the blackberries did. In 2020, 

we are predicting the costs in September will begin just above $7 FOB and decline dipping 

below $6.



90 count Bartlett Pears

In my mind Bartlett Pears are the quintessential Autumn fruit. I know a lot of people that love 

to eat a juicy pear. You know the kind where you take a bite and the juice runs down your arm? 

I actually prefer my pears hard and crisp, like an apple. I know this puts me in the minority, but 

hey, to each their own.

Bartlett pears have traded with significantly less volatility over the last ten years than either 

blackberries or grape tomatoes. The average annual inflation of 2.81% has closely mirrored the 

1-2% inflation experienced in the economy. Our prediction is for costs to be a hair above $25 

all month.

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 blackberries, grape tomatoes and 
bartlett pears and drop me a line to compare actuals vs. projections.

Produce 
Almanac

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


That's what she (and he) said

In June, we began the 

process of determining 

baseline consumer attitudes 

towards local produce in a 

pre-pandemic time period. 

In the last two segments of 

That's what she (and he) 

said we studied both how 

consumers define local and 

their preferences towards 

purchasing locally produced 

fruits and vegetables. This 

month we will review 

consumer propensity to pay 

a premium for local produce. 

Again, these results were 

compiled in early March. We 

will ask these same 

questions again once the 

pandemic is behind us to 

determine if COVID-19 has 

altered consumer opinions 

towards local.



Two out of five people expect local to be cheaper

The chart below shows that there is a wide range of opinions when it comes to pricing local 

produce. While over 40% expect local to be less expensive, 30% are willing to pay a 

premium price to get their produce grown closer to home. Remember, this is pre-pandemic. 

The big question is how this split will change once we enter a post-COVID-19 time period. 

The prevailing hypothesis is people will be more interested in locally grown produce for 

reasons associated with familiarity and safety. Therefore more people will be willing to pay 

a premium. It is also interesting to note that 30% either do not expect local to be 

differentiated by price or simply do not care if it is. Whether these groups increase or 

decrease in numbers in the future will also be something to watch.



Affluent consumers more likely to expect local discounts

Somewhat counter-intuitively, consumers in the highest income bracket are more likely to 

expect locally grown produce to cost less. Over half of this group expect discounted local 

produce versus approximately one-third for the two lower income brackets. What is 

interesting to note is that there is no difference in willingness to pay a premium between 

the income brackets. The higher portion expecting a discount in the high income earners is 

offset by a much smaller portion who do not expect origin to impact price. It is possible 

that the higher income group is more knowledgeable about the cost of logistics accounting 

for both differences in relation to the rest of the population. Once again, monitoring 

changes to these opinions post-COVID-19 will be interesting.

Other demographics factor in less

No other demographic factor weighed heavily in determining the population's propensity to 

pay a premium or to expect a discount for local produce. While millennials were slightly 

more willing to pay a premium and baby boomers more likely to expect a discount, neither 

factor's significant rose to the level of income. Gender differences were even less 

significant.



This week we learned more interesting consumer opinions regarding locally grown fruits and 

vegetables and more specifically about people's willingness to pay more for local. These are 

opinions held by consumers prior to major impacts associated with COVID-19. Once this 

pandemic is behind us we will revisit these questions with the panel to determine the long 

term impact of the coronavirus. 

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/


The grocery industry is open and ready for business and 

starting to look a lot like it did pre-pandemic. But if you 

look closely there are some changes in the stores that 

might not have emerged if it weren't for the pandemic.

Store Tours



More plastic covered fresh produce

If you walk the aisles of a produce department in Western Canada, you may be convinced 

that the pandemic never happened. Shelves are stocked, prices are reasonable and ample 

variety is available to satisfy the needs of a diverse shopper. But if you look closer, you 

might begin to see some subtle changes. Pictured above from a Walmart store in Alberta 

are Ataulfo and green cooking mangoes cellophane wrapped and organic ginger packaged in 

a plastic clamshell. Is this a sign of the times? Pre-pandemic stories of plastic reduction 

efforts blanketed the media, while now we are hearing about and seeing a resurgence of 

plastic in produce as a result of the pandemic? Maybe the two trends will mash up to 

hasten the development of economical, environmentally friendly alternative packaging. 

Western Canada



Customer warnings remain

While barriers between fresh produce and 

grocery customers' touchy hands are becoming 

more common, the warnings asking customers 

not to handle the merchandise and to ensure 

fresh fruits and vegetables are washed before 

consumption remain in place. The same Alberta 

Walmart store provides an example. 

Ontario

Local is reaching critical mass

The assortment in Ontario produce departments are becoming more and more local as the 

season matures. This is nothing new as this happens every year around this time. But with 

our attentions sharply attuned to other topics of interest, we may miss the fact that 

Ontario is knee deep into locally grown produce. Pictured below in an Ontario Superstore 

are full displays of 3L Cucumbers and Peaches. Both iconic local Ontario products.



What about assortment variety?

A lot has been said lately about the rationalization of assortment in the grocery store. 

The prevailing viewpoint is consumers will gravitate more towards needs rather than 

wants. The result is the elimination of many luxury items that reside in the top, nearly 

straight end of the hockey stick graph (Pareto Chart). The question that is on many 

people's mind (including mine) is how this change in consumer sentiment will impact 

produce assortments. The answer will most certainly require a deeper analysis, but a 

quick review of the soft fruit category in this Superstore suggests variety is alive and 

well in produce.



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

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

