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With summer waning, we enter the stretch run

Just like that, it's over. It feels like we just 
got into our comeback summer and now 
we are into the Fall. However, this year 
feels a bit different for some reason. 
After last year's bust of a summer, I get 
the sense that this one will drag on a 
little bit past the end of August. I expect 
people on both sides of the border will 
try to squeeze every last drop out of the 
summer. So don't pack away the 

strawberries and peaches just yet. There will be plenty of time to get into apples 
and oranges in October.

While consumers are off getting their fill of an extended summer, us industry types 
need to be ready for the next phase of the business cycle. Q4 is just around the 
corner and that means the stretch run is about to begin. So buckle up and get 
ready for a wild ride. Just like this summer was unique, this will be the first Q4 in a 
psuedo-post-COVID environment. What comes next is anyone's guess. Keep 
reading to get some valuable insight that may just help you get through a Q4 like 
none we've ever experienced before.

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
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Produce Almanac 2021 Edition

The 2021 Produce Almanac has made the final leap into 

predictive costing analyses. After the tumult of the last 18 

months many of us have been left to answer the important 

question ‘what’s next?’ And if  we learned anything from 

the past, it is just how unpredictable future events can be. The Produce Almanac answers those 

questions. Available exclusively in the 2021 Produce Almanac you will find a predicted cost for 

every commodity for every week and at just pennies per prediction, the 2021 Produce Almanac is 

the most cost-effective predictive tool in the produce industry!  

Flip through the Almanac’s more than 450 pages to see how markets move throughout the year 

or determine the growing regions that produce the lowest cost organic volumes for your 

categories or even when retail prices tend to be at their lowest. This book has a little something 

for anyone who deals in the produce markets and has a whole lot for most of you. Click the 

image above to find out more.

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


The weather is getting cooler, the leaves are turning bright colors and produce sales 

are moving into a different set of favorites. Comfort foods become chic again in the 

Fall. As Thanksgiving season is close at hand, those comfort foods take on an even 

larger role on the weekly shopping list. 

This month, Produce Moneyball dives into some of those Autumn favorites. You'd be 

well served to keep reading, getting a leg up in the all-important start to the calendar 

year's final quarter could be the difference between make or break for some 

organizations. We start this month's edition of Produce Moneyball by getting to the 

heart of 24 count artichoke costing, a definite fall favorite and an easily forgotten 

product in the produce department. Next we crack into what is quickly becoming a 

symbol of the fall harvest, filling fruit bowls across North America with Large Size 

Pomegranates. This month's edition ends with 12 count Cauliflower, a perennial 

favorite with real star power in the produce department. To develop predictions, 

Produce Moneyball uses weekly costing from the last decade and our own 

proprietary algorithm. Unforeseen market events can sneak through our nearly 

impenetrable mathematical shield, therefore use these predictions in conjunction 

with all other market intelligence at your disposal.

Produce Moneyball

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


24 count Artichokes
When it comes to artichokes there are two types of people, those who love artichokes and 

those who have never tried artichokes. Well, maybe not exactly, but it's hard to imagine 

someone not enjoying their sweet, nutty flavor after giving them a try. It's one of the 

aspects of this time of year that makes Autumn worthy of anticipation. 

Two events stand out in the last eight years for Artichoke costing. A COVID spike in 2020 

and a more pronounced spike in 2015 bringing the costs uncharacteristically close to $40 

and is the driving force behind a 5.7% average annual deflation rate. For the month of 

October, Produce Moneyball predicts FOB costs to get back to normal ranging around $15 

and declining all month.



24/26/28 count Pomegranates
For those of you who live south of the border, just a quick reminder that the Canadian 

Thanksgiving is celebrated on the second Monday of October, roughly a month and a half 

before the US Thanksgiving. And although we do not get a four-day weekend or a full day 

of NFL football, we do get pomegranates in the peak of their season. That alone is worth 

giving up a four-day weekend.

The first thing that jumps off this ten-year cost history is the upward trend represented by 

a 3.8% inflation rate. This is a good indication that demand for pomegranates continues to 

rise. There is a good chance I'll demand pomegranates this Thanksgiving and according to 

Produce Moneyball costs will be at a peak, close to $20 FOB for the holiday and then drop 

after that, remaining in the high teens.



12 count Cauliflower
October is a great time of year to eat cauliflower. The weather is turning cooler and 

cauliflower makes a great comfort food with many recipes that warms the belly. And it 

often bottoms out in cost, unless it is peaking in cost. What is it about these California 

vegetables that make them so volatile? I guess in the case of cauliflower in October it has a 

lot to do with the state of the local programs. 

As mentioned above Cauliflower experiences some big ups and downs through October. 

Some years approaching $40 FOB and others in the mid single digits. Costs are rising as 

indicated by the 4.0% inflation rate. Despite COVID, 2020 looked to be a low year forcing a 

Produce Moneyball prediction that begins in the low teens and quickly rising to over $20 

FOB to finish the month.



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 produce market stats. 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/


Organics have been major 

newsmakers for at least the 

last decade. This is in large 

part because annual sales 

growth has marched upwards 

in double digit territory finally 

breaching the ten percent 

penetration range in the 

produce department. It is no 

secret that a new generation 

of shoppers has moved this 

program forward. Now would 

be a good time to take a closer 

look at that shopper. Luckily 

taking a closer look at 

shoppers is what we do best in

That’s what she (and he) said

That's what she (and he) said.

During our last round of consumer research, we asked the panel about their 

purchase intentions on a variety of different produce categories, we then isolated 

the panelists who had a high purchase intent for organic produce. This gave us a 

peak inside the organic consumer. Who are they and what do they want out of 

their produce? If you think the answers to these questions is something that 

might interest you, read on.

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


Are younger generations really driving Organics?

There have been lots of information available to suggest that millennials first and then followed 

by generation Z have a greater propensity to demand organic fruits and vegetables. Our most 

recent round of consumer research provides us with a good opportunity to test that theory. In 

our recent survey we asked Canadians to provide their purchase intent for organic produce. 

Respondents could choose between: 'only purchase organic', 'always prefer organic', 

'sometimes prefer organic', 'indifferent 

to organic' and 'never purchase organic'. 

Those who answered in the top two 

boxes 'only' and 'always prefer' are over 

one-quarter more likely to be aged 18-34 

than the full panel of consumers, while 

those who are most positive on organics 

by answering 'only' are over 50% more 

likely to be in the surveys youngest 

demographic.

What else can be said about organic customers?

This may be of interest to produce 

suppliers, and maybe even a greater 

interest to retailers. Organic consumers 

eat more fruits and vegetables - full 

stop. While that may not be so surprising 

in and of itself, the implications could be 

extremely important for a produce 

business. Particularly if that business was 

sitting on the fence with respect to 

enhanced organic programming. 

Demonstrated on the right are the daily 

consumption numbers of the full panel 

alongside consumers in escalating degrees of organic preference. If you like the idea of one or 

even two more products in the shopping cart, satisfying the organic consumer could be a great 

first step. They have the consumption numbers to back that strategy up.



So that's all it takes? Satisfy the organic consumer 

and open the door to one or two more items in the 

cart? It may not be all that simple...but it can't hurt. 

In addition to some of the obvious tactics like 

ensuring a relevant assortment and retail prices 

that represent value to an organic consumer, there 

are other attributes this consumer segment favors 

in their produce items as seen in the visualizations 

to the right. 

Looking again at consumers who either purchase 

only organic produce or always prefer it, they are 

32% more likely to have the same positive 

intentions when it comes to purchasing local 

produce than the full panel. Likewise, this organic 

loving consumer is 36% more likely to prefer 

packaged produce and 63% more likely to prefer 

value-added produce.

Perhaps it is because organic consumers are 

inclined to purchase quick grab packaged produce 

and convenient value-added products that they are 

also inclined to consume more produce. 

Regardless of the why, it may be smart to just do. 

It could mean an extra product, or two.

The bottom line: Consumers who favor organics tend to be younger than the 

average consumer. More importantly, they consume more fruits and 

vegetables every day. Satisfying the needs of organic consumers could be the 

key to unlocking extra sales. In addition to building a superior organic offer; 

local, packaged and value-added produce also appeal to organic consumers 

and may bring more of these lucrative customers into a produce business.

Satisfying the Organic Consumer



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/


Summer may be hanging on from a consumer activity 

perspective, but the stores are more inclined to operate the way 

the calendar tells them. Queue the fall merchandising.

Store Tours



I've heard it before many times, there is just something about Autumn merchandising that is 

so rewarding. Maybe it's the brisk morning temperatures or the brightly colored fall 

merchandise, whatever it is, there is something satisfying about either building or shopping 

the late summer displays leading into the fall. As you can see from the photos below, Longos 

got it right.

Ontario

Summer turns to Fall, the best time to be a merchant

Sheppard peppers are definitely a sign of the changing seasons. In the picture above left, they 

are proudly displayed on an endcap. If you look closely, you will also see local artichokes in 

the display above the peppers. A very rare and short lived treat in Ontario.

Like Sheppard peppers, Fall Mums are a sign of the season and for a little reminder that 

summer fruits make great Autumn pies, customers are greeted with a large 6-block display of 

local produce fronted by blueberries and for those so inclined, some pre-made pastries 

loaded with blueberries. As my daughter would say 'scrumpy, umpy, umptious', or was that 

Julius Caesar? 



Are those endcaps trying to tell me something?

The first endcap pictured above left is clearly suggesting to passers by to try their hand at 

some home made Mexican delicacies. Just in case there are a few people who aren't quite 

putting it all together, a rack of tortilla chips are displayed on the left wing of the endcap. Nice 

use of suggestive selling and cross merchandising. 

The top endcap on the right is a little harder to piece together, but suddenly I'm in the mood 

for potato and bean salad accompanied by some grilled veggies. And bottom right is every 

product you need for an organic tropical fruit plate. How convenient to have it showcased 

front and center like that.



Growing up in an Italian household in Southern Ontario I learned the two signs that 

summer was coming to an end and school was just around the corner. The opening 

of the Canadian National Exhibition in Toronto and the boxes of tomatoes for 

sauce and peppers for grilling sitting in the garage. Sadly the CNE was cancelled for 

the second straight year. Thankfully Sobeys is ensuring the other tradition is alive 

and well with full cases of roma tomatoes and grilling peppers proudly displayed. I 

particularly like how the basil is cross merchandised with the tomatoes.

More Telling than the CNE



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

Smaller stores on the 
way

Some retailers look to 
open smaller stores with a 
focus on fresh.

The plant based 
lifestyle

Jackfruit could be the 
new trendy meat 
alternative for the BBQ.

COVID fears create 
retail worker shortages  

Fear of exposure to 
unvaccinated keeping 
workers away.

Bracing for food 
inflation

Pandemic to cause largest 
increase in grocery prices in 
Canadian history

mailto:info@execulytics.ca
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