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'Normal' is the word for Summer 2021

Regardless of where you live, you 
have likely experienced a quickening 
pace for the reopening of society. 
And as we inch our way back to 
normal it's natural to envision what 
summer is like again. Visiting family 
and friends, attending picnics and 
cookouts and BBQ's on the beach. 
All sorts of happy thoughts run 
through the mind. After over a year 
cooped up and with last year's

summer being only a strange and distant memory, we look forward to a summer 
like the ones we had before. Before the pandemic, before the lockdowns. 

Like our Newsletter? Share it, we don’t mind, really.

https://execulytics.ca/
https://www.linkedin.com/shareArticle?mini=true&url=https://execulytics.ca/wp-content/uploads/2021/07/Execulytics-Monthly-Newsletter-July.pdf
https://twitter.com/intent/tweet?text=Execulytics+Monthly+Newsletter+-+July+2021&url=https://execulytics.ca/wp-content/uploads/2021/07/Execulytics-Monthly-Newsletter-July.pdf


This Month’s Features

Produce Moneyball

60/64 size Nectarines

175 count Limes

12 x ½ pint Raspberries

That's what she (and 
he) said

As local descends on our 
markets, now's a good 
time to ask consumers 
about it.

Store Tours

Lots of local at Longos 
and Walmart. Plus plenty 
of melons and how 
about plant based?

It's summer, who's got time for team training, right? 

While that might be true, that doesn't mean you 

should be putting off skill enhancement forever. 

That's where the Retail 101 seminar can be a great 

investment. 

The seminar covers retail objectives, negotiating 

situations, merchandising and operations. Packed 

with real examples of the retail world and an

interactive experience that brings the learnings to life.  And new for this year, it is available 

virtually. Whether summer is a good time to train or it's better to put off until the fall, the 

Retail 101 seminar is a great introduction to the world of retail. Click the picture above to 

find out more. 

https://execulytics.ca/retail-101/
https://execulytics.ca/retail-101/
https://execulytics.ca/retail-101/


Ahhh, normal. But let's not get ahead of ourselves. We are still in a pandemic, but 

those downward sloping trendlines and seven day averages sure do scream 

optimism. If we really are on the cusp of normal and we're in for a summer long 

party, we had better be prepared. What better way to prepare than by getting a leg 

up on the costs of key seasonal items. Keep reading, it may be the most important 

piece of intelligence you get all summer.

This month, Produce Moneyball envisions us sitting outside preparing our plate at a 

summer cookout. And if you're anything like us, when you prepare a plate at a 

summer cookout, you're probably thinking "I wonder what these produce items 

cost". To that end, we will review 60/64 size nectarines, 175 count limes and 12 x ½ 

pint raspberries. You know the drill, we took ten years worth of Augusts, added a 

few things, took some derivatives and square roots and developed a four-week cost 

prediction. Just remember that although Produce Moneyball uses a reliable 

algorithm to make predictions, forecasting the future is not for the faint of heart. 

Make sure you use Produce Moneyball in conjunction with other forms of 

intelligence at your disposal. 

Produce Moneyball

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


60/64 size Nectarines
Do you like your nectarines hard with a bit of pushback? Or soft, causing the juices to run 

down your arm while eating? No matter how you like to eat this iconic summer fruit, it 

remains one of the treats of summer. In my household we get a steady stream of 

nectarines all summer, half the family can't stand the fuzz associated with peaches. 

Whatever your reasons, they're hard not to love.

Can you say volatility? Nectarines seem to go through multi year upswings, followed by 

multi year troughs. Through it all there is a pretty significant underlying inflationary trend 

of 4.3% annually driving this year's predicted costs. Produce Moneyball predicts FOB costs 

to hover around $20 all August with slight week over week increases.



175 count Limes
If nectarines can be described with the word volatility, limes can be described with the 

word versatility. Whether squeezed over grilled fish, a key ingredient in salsas or guacs or 

as a topper for your favourite summer bevvy, you cannot deny the importance of limes 

during the summer. I also tend to think that limes can be a bellwether product in a produce 

department. Good limes, good department.

It's pretty clear that lime costs rise throughout August. It's happened practically every year, 

except the wonky pandemic influenced 2020, which incidentally is the driving force behind 

a wicked inflation rate of 9.2%, that and pretty significant increases in demand. With that in 

mind, Produce Moneyball predicts FOB costs in the high teens to start, with costs 

dramatically increasing as the month progresses.



12 x ½ pint Raspberries
Both strawberries and blueberries frequently grace these pages, particularly in the 

summer. Both products have interesting seasonalities that make them fun to talk about. 

Amidst all this fun, it is easy to forget about the other favourite berry, the raspberry. I for 

one know many people who consider raspberries their top choice in berries. We'd better 

know something about them.

Quite an interesting cost history, definitely in line with the intrigue of the other berries. 

First stability, then a sharp decline in 2017 followed by a three year march upward. The ups 

and downs yield an average inflation rate of 1.9%. At Produce Moneyball, we're not buying 

into all the volatility. FOB costs are predicted to remain in the mid teens for the month of 

August bottoming out below $16.



If Produce Moneyball is your thing, 
you'll love the 2021 Produce Almanac. 
Jammed with historic and predicted 
costs, organic premiums, retail prices 
plus other stats related to the produce 
markets. Click the button below to 
read feedback from past readers, learn 
about more features and see a sample 
of the 2021 edition.

Produce Almanac

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


This month we pick up where 

we left off in June, revealing 

relevant details about the 

Canadian consumer derived 

from our nationwide survey 

into opinions and produce 

purchase habits. This time we 

dig into the customer mindset 

around local produce. 

The timing could not be better 

as we embark on another local 

season across our many 

geographies. As the very idea 

of locally sourced food 

becomes a bigger topic with

That’s what she (and he) said

each new season, it makes sense to take stock of how customers are feeling 

about local produce.

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


Post-pandemic: Normal? Or new Normal?

One of the big questions on the minds of industry watchers from all walks is will consumers 

emerge from the pandemic a changed group, or will they pick up where they left off in early 

2020? Remember that early on in the pandemic we saw a consumer movement towards more 

local fruits and vegetables. The thinking was that as unknown contaminants were entering our 

communities, food grown close to home would act as a security counterbalance to the virus. 

What about now? Now that anticipation builds for the end of the pandemic. We asked our 

panel how their likelihood to purchase local fruits and vegetables has changed since before the 

pandemic.

From the chart below, we see that one-third of the population expects their propensity to 

purchase local to go back to where it was pre-pandemic. But for those who anticipate a 

behaviour change, those more likely to purchase local outnumber those less likely five to one. 



Where does that leave us?

It's pretty clear that the pandemic has been a catalyst for the local movement. Of course local 

has been gaining steam for quite a number of years, still, the pandemic has been a boost. So 

where do Canadians stand now? We asked our panel to rate their purchase intentions with 

respect to local fruit and vegetables. A few interesting points emerge. For one, local has a 98% 

penetration amongst Canadians, while nearly two-thirds prefer local produce over imported in 

all scenarios and an astonishing one in five will only purchase fruits and vegetables that are 

grown in their local area. Want more good news for local growers? That number grows to one 

in four for Canadians aged 18-34.

Positive buying intentions and increased likelihood to purchase says nothing about how much 

consumers are willing to pay for local produce. There are two schools of thought on this 

subject. One school is pure economics suggesting that as demand increases, consumers should 

be willing to pay a higher price. The other school of thought is more behavioural suggesting 

consumers expect lower costs due to simpler logistics to be reflected in lower prices. While it 

may be true that overall costs are lower for some local commodities relative to their imported 

counterparts, I know many growers who produce primarily for their local area who would 

disagree with that notion. 



Nevertheless, our panel seems to 

mostly agree with the second school 

of thought. Over 70% expect to pay 

the same or less for local produce, 

while there are decreasing numbers of 

people willing to pay each escalating 

premium as seen above.

The bottom line: While we've always known that Canadian consumers love 

locally grown fruits and vegetables, this research points to an increased affinity. 

It appears as if the COVID-19 pandemic has had a lasting effect on Canadian 

purchasing habits regarding local. Essentially, the growth trajectory has been 

given a pandemic boost. Furthermore, the pandemic appears to have impacted 

propensity to purchase without impacting willingness to pay a premium.

While more good news for local growers, age has an impact as younger 

consumers are more willing to pay a premium than older consumers as seen on 

the right. That bodes well for the future of local programs.



If the Execulytics consumer panel can help your 

organization accomplish your customer goals, click on the 

button to get started.

Harness the power of consumer intelligence

Get Started Today

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


If things are normal out in our communities, then lets hope the 

stores can support the normalcy. The only way to find out is to 

check it out. That's why we go on store tours every month.

Store Tours



The signs of summer are abound in this Ontario Walmart store. Complete with the many local 

products and off-shelf displays with signage calling out the fact that the products were 

sourced locally. The first picture shows a multi table display in the most visible section of the 

department. Hundreds of foot steps pass this display each day presenting an opportunity for 

someone new to see the 'Canadian Grown' and 'Local' bin wrap signage. The next picture is 

of a wing display with the same 'Canadian Grown' signage. Finally, the third picture shows 

both iceberg and romaine lettuce from Quebec. It's not summer until Quebec lettuce is on 

display, incidentally, many Ontario customers would consider Quebec lettuce to be local or 

the next best thing.

Ontario

Local descends across the produce department



While walking through the Walmart produce department in search of local merchandising, 

this section caught my eye. This category has gone by many names over the years. I 

remember calling the category 'Meat Alternatives' or simply 'Vegetarian'. More and more I 

am seeing the term 'Plant Based' to describe soy based meat substitutes. It will be 

interesting to see if the category, that has been a mainstay in grocery stores for decades, 

gets traction with a new generation of consumers by associating their products with this 

new trendy term.



In Ontario, it's when you can find both local strawberries and local asparagus in the stores. 

And this Longo's stores is making us certain that it is local season. Top quality, big displays and 

plenty of positive messaging. Just what we need as we emerge from the pandemic. 

You know we are in local season when...



While a good melon goes a long way at any time of year, there is something about the 

summer that just calls out for them. And I'm not sure what came first, the chicken or the egg? 

Or in this case the summertime melon variety or the demand for melon variety in the 

summertime. Either way, Longo's has the right idea. An eight table block, with eight unique 

varieties of melons. I'd challenge anyone to name all eight. The one that caught my eye is 

pictured in the upper right hand block. I actually bought one, it's called the Picasso melon. I 

hope I got a good one. Does anyone know how to pick a good Picasso melon? 

Anyway, you got one out of eight as a freebie. Name the other seven and post it on LinkedIn to 

receive a complimentary sampler of our recent consumer research report.

Oh, yeah...don't forget about cut melons. Longos does a good job on that too. Pictured 

bottom right in an endcap. Great way to capture extra, profitable sales.

Melons mean summertime too



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

Heard around the watercooler
Some of the articles we read last month that we couldn't wait to share with you

Metro Spotlight on 
local

Metro is bringing the 
stories behind local 
products to life with a 
new summer campaign.

Regenerative 
Agriculture needs 
more action

McCain Foods is making 
it a priority. 

Shake up in Aisle 21 

Brookings Institute 
details four trends 
impacting the grocery 
sector post-COVID

$4B for supply chains 

For the 'Build Back Better' 
initiative, the USDA plans to 
invest $4B for 
improvements.

mailto:info@execulytics.ca
https://execulytics.ca/newsletter-signup/
https://twitter.com/execulytics
https://www.linkedin.com/company/execulytics
mailto:info@execulytics.ca
https://canadiangrocer.com/metro-spotlights-local-supplier
https://canadiangrocer.com/regenerative-agriculture-needs-be-more-lip-service?utm_source=omeda&utm_medium=email&utm_campaign=NL_CanadianGrocer_REG&utm_keyword=&oly_enc_id=1249D1852812A5U
https://brookfieldinstitute.ca/wp-content/uploads/BIIE-Pathways-food-report-FINAL-2.pdf
https://www.grocerydive.com/news/USDA-invest-4B-strengthen-food-supply-chain/601765/?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202021-06-14%20Grocery%20Dive%20%5Bissue:34842%5D&utm_term=Grocery%20Dive
https://www.grocerydive.com/news/supermarkets-are-in-for-the-fight-of-their-lives/599435/?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202021-05-03%20Grocery%20Dive%20%5Bissue:33995%5D&utm_term=Grocery%20Dive
https://www.grocerydive.com/news/despite-e-commerce-momentum-in-store-shopping-reigns-supreme-survey-finds/599513/?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202021-05-06%20Grocery%20Dive%20%5Bissue:34086%5D&utm_term=Grocery%20Dive
https://www.grocerydive.com/news/10-minute-grocery-delivery-is-coming-to-the-us/600695/?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202021-05-24%20Grocery%20Dive%20%5Bissue:34431%5D&utm_term=Grocery%20Dive
https://canadiangrocer.com/towering-opportunity?utm_source=omeda&utm_medium=email&utm_campaign=NL_CanadianGrocer_REG&utm_keyword=&oly_enc_id=1249D1852812A5U

