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Well, Spring is almost in the air and since there still isn't a whole lot of pleasure travel 
going on right now, it may just be up to us to bring a little bit of the tropics home, instead 
of visiting the home of the tropics. I cannot lie, I would much rather be soaking up the sun 
somewhere in the Caribbean right about now, but if the only option is to live vicariously 
through the foods I eat, then I guess that will have to be consolation enough. I'm sure I'm 
not the only one. If that's the case, what better time than now to take a deeper look into 
the tropical category and the people that enjoy it.

Once again, we'll dive into this topic with our three monthly features. We start with the 
mysterious and exclusive Produce Moneyball. This month we will predict the future costs 
of key tropical fruits. Next, in That's what she (and he) said we look closely at the 
typical mango consumer to determine some of their produce purchasing habits. Finally 
in Store Tours we focus on the merchandising tactics used to sell and in some cases 
introduce new customers to the wonderful world of tropical fruit.

I hope you enjoy this month's edition of the Execulytics Newsletter, perhaps it will be the 
escape you are looking for during the last days of winter. And when you finish the 
newsletter, if you are looking for more produce related reading material, why not check 
out our signature product this month, the Produce Almanac. Our updated third edition has 
all the stats, commentaries and predictions to keep even the most connected produce 
professional glued to the pages. If you're interested, find out more HERE.

Springtime…already?

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


Produce Moneyball

To get into that tropical feeling, hopefully replacing the 
urge to actually be somewhere tropical, this month Produce 
Moneyball will look at some of the foods you might be eating 
while spending time in the tropics. I know, I know, pretty 
lousy consolation, but it's what we have for the time being. 
And if it gives you a bit of intelligence that your 
competitors do not have, well then we're all the better for 
it.

This month, using historical costs from the last ten years we 
will predict the weekly FOB costs of 16 count Ataulfo 
Mangoes, 9 count Solo/Sunrise Papayas and 6 count 
Pineapples for April of this year. I feel pretty confident 
that if you were to make a tropical fruit platter to 
celebrate the beginning of Spring, one or more of these 
delectable fruits will be on it. If you read something that 
you think could strike up a fascinating conversation about 
the future, drop me a line, I'd love to discuss it with 
you. Just remember to use Produce Moneyball in 
conjunction with all other sources of intelligence you have at 
your disposal.

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


16 count Ataulfo Mangoes
There are several products that in my mind signal the coming of Spring. Asparagus and 

Strawberries being the most obvious, but Ataulfo Mangoes are another one of those products. 

It's a little bit like the groundhog in that way.  The fact that is a sweet and tasty reminder of 

a day on a tropical beach somewhere doesn't hurt. Particularly when you're cooped up during a 

pandemic.

Pretty simple here. Not too volatile with costs ranging mostly between $5 and $7 FOB over last 

ten years for this four week stretch. There is some deflation of 1.5% annually. And when you 

factor in natural inflation across the economy over this time, we actually see Ataulfo mangoes 

getting more affordable in real terms. We predict costs at five and change for the whole 

month. Not a bad place to be. 



9 Count Solo/Sunrise Papaya
When you think about it a solo/sunrise papaya is like an Ataulfo mango in many ways. For one, 

they are both tropical fruits. Plus they are similar in size and color. But really, that's where the 

similarities end. Most people I know who consider themselves a connoisseur of papayas will tell 

you they have a unique flavor all of their own. This spring, be sure to remind the many 

customers who will try papayas for the first time of this fact.

I said the similarities end with size and color, but looking at the cost over the last ten years, 

they trade in similar patterns. Solo/sunrise papayas have traded in a narrow range and 

experienced annual deflation of 1.3%. But do remember that the inflation of the broader 

economy increases the impact of deflation. Put it all together and we get a prediction of 

between $10 and $11 FOB for April. 



6 count Pineapples
Ahh...the noble pineapple. Does it get any more tropical than this majestic fruit? They have the 

look, the taste and the feel of the tropics. They also happen to be one of the more important 

products in the produce department.  Especially once you factor in all the value added 

pineapples sold.

Pineapples were extremely stable in the first half of the last decade, but then became 

somewhat more volatile. Not lettuce volatile, mind you, but definitely volatile as far as tropical 

fruits are concerned. There was slight deflation of 0.3% annually. You can expect more of the 

same this April with FOB costs around $9 or a little lower.

The 2021 Produce Almanac is now available. If  you are a fan of 
Produce Moneyball and want to  see more data, visualizations, 
predictions and a whole lot about what makes this industry tick, click 
the button and read what others have said. Also learn more about the 
features and see a  preview of the new edition.

Produce 
Almanac

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


That's what she (and he) said

Have you ever wondered how 
mango consumers differ from 
the general population? I bet if 
you are a buyer or seller of 
mangoes you have. Recently, we 
asked the Execulytics consumer 
panel if they had purchased 
certain fruits or vegetables 
over the last several months. 
Guess what? 28% said yes to 
mangoes.

Not only can we use this 
information to build our model 
mango consumer, but we can 
also use it to understand key 
purchase habits and opinions on 
topics such as organics, plastic 
packaging or local produce. You 
might be surprised by that last 
one.

Read on to learn more about 
your typical mango customer.



Who's Buying Mangoes?

Have you ever thought about who is actually buying certain products? It's an important 

question to ask. Whether you are a mango supplier or someone who sells mangoes to the end 

consumer, knowing the characteristics of the people eating them is valuable information. By 

comparing mango consumers to non-mango consumers we can learn a little bit about them. For 

example, people from our panel who have purchased mangoes in the last three months are 8% 

more likely to be female than the people who have not purchased mangoes in the last three 

months. Likewise they are 41% more likely to be under 35 years old. 

So what if there are more young women eating mangoes than there are older men? What 

difference does it make as long as someone is eating them right? I'm not so sure about that. 

If we peel back a few more layers of this particular onion, we can continue to build the 

representative mango consumer. We can see below that this mango consumer is 82% more 

likely to have a family income above $160K and is 58% more likely to be living in a household 

with their spouse and children. The bottom line is this: the model mango consumer is an 

affluent millennial mom. If you are in the business of selling mangoes, you'd have a hard time 

convincing me that you are better off without this information than you are with it. What you 

do with it and how you message your customers, well, we'll just leave that to the marketing 

gurus. 



What else do we know about mango consumers?

For one, organics are more important to mango consumers than they are to 

non-mango consumers. From the chart below we see that 79% of mango 

consumers will always or sometimes make organics their first choice when 

purchasing fruit and vegetables. The non-mango crowd is less enthusiastic 

with only 63% saying they always or sometimes choose organics first.



Although the findings on organics may not be so surprising, the pro-mango 

team's thoughts on local is perhaps a little less predictable. While the 

difference is slight and within the margin of error, just the fact that a 

group of consumers who regularly purchase a tropical fruit is as concerned 

or more so about local produce is a little counterintuitive. Nevertheless, 

mango consumers care about local, good to know.



So mango consumers like organics and they like local, but when it comes to 

packaging, they are a little less committed. 37% are telling us packaging 

does not factor into their purchase decision versus only 27% from the 

non-mango purchasing community. In other words this group is more 

accepting of bulk produce than are consumers who are not fans of this 

tropical treat.



The bottom line: We know more about mango consumers than we did before. 

Although we can assume that mango purchases come from all walks of life, 

affluent, millennial moms are a good bet for mango marketers. We also see 

mango consumers to subscribe to some habits that can be described as ethical 

consumption, namely organic, local and reduced packaging. 

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


If you can't get to the tropics, then you are just going 

to have to bring the tropics to you. At least that's the 

approach we took. This month we went into the stores 

looking for great tropical escapes. Read on to see if we 

found any.

Store Tours



As we went about our business looking for tropical merchandising we ran into this 

attractive run at an Ontario Longo's store. You can almost feel the warming effect of the 

colorful ataulfo mangoes, jumbo papayas and red mangoes. Plus, for good measure 

pomegranates and kiwi to add to the exotic feel of this display. This merchandising plan 

has created a tropical fruit destination within the store. A good way to get customers in 

the mood to purchase tropical fruit.

Ontario
Like a drop of golden sun

You must not forget the pineapple though. 

This display of cored pineapple was away 

from the tropical destination in the same 

Longo's store. Instead it was closer to the 

front entrance to ensure it was noticed by 

as many customers as possible. A key tactic 

to ensure impulse sales. And as far as 

impulse sales go, there are few better 

products than cored pineapple. A difficult 

to manage customer favorite, made easy. 

You can't go wrong.



In an Ontario Sobeys store we see more destination merchandising. Pictured above 

is an inline run featuring ataulfo and red mangoes complimented by wrapped 

coconuts and pink pitahaya, otherwise known as dragon fruit. Again, we see this 

store using the drawing abilities of tropical fruit to create a destination within the 

department. Below we see the same idea, but this time on an endcap. Combining 

mangoes and pineapple to make it more interesting for the customer. 

More tropicals, more destinations



It's no doubt that creating a tropical destination within the produce department is 

a great way to get customers to focus on these high value fruits, but it is not the 

only way to merchandise. Pictured below in a Metro store is a different 

merchandising tactic. Here we see displays spread out across the department 

featuring different tropical products. Going from left to right we see ataulfo 

mangoes displayed over top of pineapples. Then a separate display of red mangoes 

and another display of jumbo papayas intermingling with melons. This tactic spreads 

the tropical fruit across a broader real estate giving customers more opportunities 

to see the fruit. Whether creating a destination or more a treasure hunt, either 

tactic can drive sales, just as long as the fruit being sold is good quality and in the 

optimum level of ripeness. 

How about spreading the love a little?



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
Toronto, Ontario, Canada

info@execulytics.ca
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