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Are we finally at the beginning of the end?

What do you think? Myself, I've been 
here before. The eternal optimist in me 
thought the summer of 2020 was the 
beginning of the end. Boy, was I wrong! 
Then as the calendar flipped to 2021 and 
vaccines started to flow, I thought surely 
this is the beginning of the end. Wrong 
Again. Clearly I've been burned before, 
so I tread carefully when I think about 
the waning of the fourth phase across

much of North America (but not everywhere in North America). Careful or not, 
surely we must be getting close to the end of this pandemic, right?

Jammed sports stadiums, restaurants at full capacity and a resurgence of the 
discount format (remember in our June Newsletter we declared last season the 
'summer of discount') all point to a return to normalcy. Let's hope this time it 
sticks. I think I speak for most people when I say, enough already, it's time to sell 
fruits and vegetables!

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/2021/11/Execulytics-Monthly-Newsletter-November.pdf
https://twitter.com/intent/tweet?text=Execulytics+Monthly+Newsletter+-+November+2021&url=https://execulytics.ca/wp-content/uploads/2021/11/Execulytics-Monthly-Newsletter-November.pdf


This Month’s Features

Produce Moneyball

12x6oz. Blueberries

11 lb. Green Asparagus

5kg XL/Jbo Red Cherries

That's what she (and 
he) said

Convenience seeking, and 
willing to pay for value 
added produce. They're 
out there. Let's talk.

Store Tours

Take a stroll through the 
stores and see all the 
new and shiny things to 
buy and experience.

Featured Service

Produce Almanac

By now you've likely heard about the Produce 

Almanac. You may have even heard that it is the 

most comprehensive, objective review of the 

produce markets available. But this will be the first 

time you've heard that a fourth edition of the 

popular annual market review will be available this January. And this is your chance to pre-

book your copy. Again in 2022 the Produce Almanac will include sourcing details, organic 

premiums, five-year costing data, retail pricing recaps and our exclusive 2022 weekly cost 

predictions for every commodity.

This year though, everyone pre-booking a copy will 

receive the stylish Execulytics hoodie. Show the 

industry that you 'Use DATA to make sense of the 

PRODUCE BUSINESS' while keeping warm this winter.

Click on either image to book your copy today.

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


We spent the whole year gearing up for this moment. The Holidays bring a unique 

opportunity to end the year on a high note. But before you can revel in a successful 

year end, it must be preceded by a full planning effort. That's where Produce 

Moneyball comes in. 

This month Produce Moneyball dives deep into the predictive arts for a period that 

could determine whether 2021 goes into the books as a success or not. This month 

Produce Moneyball sticks its neck out by predicting 12x6 oz. Blueberries, 11 lb. Green 

Asparagus and 5kg. Extra Large and Jumbo Red Cherries. Having a sneak peak into 

inside information on these key December commodities will cause your competitors 

to turn green with envy, while you bring home some green of another kind, unless 

you live in Canada, in that case the focus of their envy will mean blue, purple, green, 

red and brown for you and maybe a little gold and silver. Just be aware that Produce 

Moneyball, creates envy using weekly costing from the last decade and our own 

proprietary algorithm to create predictions. Unpredictable market events can play 

havoc on even the most sound predictions, therefore use them in conjunction with 

all other market intelligence at your disposal.

Produce Moneyball

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


12x6 oz. Blueberries
For many younger produce professionals, I am sure blueberries at Christmas time has 

practically reached 'must have' status. It wasn't always this way. There was a time not long 

ago, this century even, when blueberries were barely more than a flavor item. A product 

that would be found only at stores known for their extensive assortment. Some time 

between then and now, all that changed. 

What changed was South America and their increased volume triggered by varietal and 

handling advancements enabling massive logistics savings. The chart above clearly shows 

this to be a work in progress during the past decade. The downward FOB cost trajectory 

illustrated by an average annual deflation rate of 6.3% has put blueberries in a different cost 

stratosphere. Produce Moneyball predicts costs in the low teens, even dipping below $10 

FOB to end the month.



11lb. Green Asparagus
An important question to ask around this time of year is "Is asparagus a viable push item 

over the Holiday time period?" It is a good question for those who are tired of pushing 

broccoli and cauliflower. Not that there is anything wrong with broccoli and cauliflower, 

however a little variety would be nice. For buyers and customers alike, a little asparagus 

over the holidays would be welcomed.

Again, like blueberries, we see a downward FOB cost trend for asparagus. However, it is 

not as dramatic with an average annual deflation rate of 2.8%. Although remember, add the 

2.8% deflation to the inflation experienced in the broader economy and it takes on a 

greater importance. Produce Moneyball predicts a cost in the mid teens to start December 

and increasing to just under $20 to finish the month. Does that cost make it work as a push 

item?



5kg. Extra Large and Jumbo Red Cherries
Cherries are the one item that can induce the largest emotional response from growers, 

distributors, buyers and customers alike. Add in an important period like the Christmas 

holidays and cherries can reduce even the most stoic into a wreck. Questions like "Will 

there be enough volume?", "Will arrivals be up to standard? and "Will the cost be too much 

to handle?" are all-consuming.

All knowledge is good knowledge. And the knowledge displayed above and below is hard 

to swallow. An average annual inflation rate of 2.1%, while modest, represents an increasing 

FOB cost for cherries that make it a difficult product to manage over the holidays. Produce 

Moneyball predicts an FOB cost that begins the month in the mid $40's and dropping to 

just below $40 to end the month. Retail prices may be high, but if you like cherries, they're 

worth the price.



If you like Produce 
Moneyball, you'll love the 
soon to be released 2022 
Produce Almanac. Jammed 
with historic and predicted 
costs, organic premiums, 
retail prices plus other 
produce market stats. Click 
the button to see feedback 
from past readers, learn 
about all the features and 
see a sample of the new 
edition. You can also pre-
book your copy.

Produce Almanac

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


This month in That's what she 

(and he) said we take a look at 

the value added produce 

customer. We're talking about 

the people who told us they 

are at least sometimes likely 

to purchase value-added 

produce AND they are willing 

to pay a premium for it AND

they consider convenience as 

a positive attribute of value 

added. In other words, the 

'IDEAL' value added produce 

customer. If you are thinking 

that this demographic is cut 

too finely to get enough of a

That’s what she (and he) said

sample size for any meaningful insights, be reminded that for That's what she 

(and he) said we surveyed 5,000 Canadian grocery shoppers and an impressive 951 

respondents fall into this demographic. That's right, 19% of the Canadian grocery 

shopping public fall into the demographic of the 'IDEAL' value added produce 

customer. 

So let us take a look at what appeals to this segment of the population. With a 

sample size of 951 people, we can have a high level of confidence in what they are 

telling us. And if we want to sell value added produce, it is best that we listen to 

what they have to say.

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


Just Knowing is Half the Battle

Just who is the 'IDEAL' value added 

produce customer? Knowing who is 

buying is helpful in knowing how to 

market to them. To get to know the value 

added produce customer better we 

completed an indexing analysis on various 

demographic groupings. We were 

interested to learn how various 

demographics are represented in our 

focus group of value added produce 

customers. A demographic group with an 

index of 100 means it is fairly represented 

in the focus group. An index over 100

means they are over-represented and therefore more inclined to purchase value added 

produce, while under 100, means an under-representation and a lower inclination. 

In the accompanying graphs above and below we see females have an index of 104 and 

males an index 93. This means females are slightly over-represented in our focus group. 

Said another way there are a higher percentage of females in the value added produce 

group than in our survey population of Canadian grocery shoppers. Likewise, younger age 

groups are over-represented as are Canadians with higher annual incomes. Putting all this 

together we can paint a picture of the 'IDEAL' value added produce customer. In this 

case a younger, affluent female.



Popularity increases as you move West across Canada

Another interesting element of the 'IDEAL' value added produce customer is that they 

appear to be concentrated in the Western provinces. The Atlantic region is least 

enthusiastic about value added produce generating provincial indices amongst the 

lowest across the country. Moving westward, the provinces become more value added 

friendly but we do not run into an over-represented province until Manitoba. Likewise, 

all Western provinces are over-represented with Manitoba being the most friendly with 

an index of 130. 



So, we know who they are and where to find them. Now What?

The logical next step is to try to figure out this important group of customers. 

Important pieces of information might include knowing why the shop where they shop, 

why they buy what they buy and what stops them from buying more produce. If you 

know this information about them, you might just get the right insight to either get 

them to buy the value added product you produce or shop in your store that sells it.

added produce.

When it comes to choosing grocery stores, value added produce customers say it's all 

about assortment and service. The dials above show how much more likely they are to 

cite these factors when choosing their grocery stores. And it's not just produce 

assortment either. It turns out grocery assortment is an even bigger determining factor. 

I suspect that has as more to do with the vast amount of choice in the grocery 

department than it does about a lack of concern for produce assortment. 



But when it comes to deciding to purchase a 

produce item, taste comes out on top. While 

this is true for the broader population as well, 

this group is 13% more likely to cite taste as a 

reason to purchase a produce item. Shelf life 

and ease of preparation are factors that 

provide even more separation from the 

general population, as seen on the dials from 

the previous page.

Finally, when asked for the main roadblocks to 

increased fruit and vegetables purchases, the 

answers were highly predictable. Shelf life, 

store quality and the risk of not liking a 

particular item all popped higher when 

compared to the general population, as 

demonstrated by the dials to the right.

The bottom line: Value added produce 

customers tend to be younger and more 

affluent. They are valuable customers because 

of their expected longevity due to their age 

and their expected high grocery bills given 

their affluence. This group, slightly more likely 

to be female seems to know what they want 

when shopping for food. They want a wide 

assortment of good quality product with 

someone there to provide good service AND 

they want produce to TASTE GOOD. 



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/


Big times are ahead of us to finish off the year. The stores are 

gearing up and by the looks of things, this is a great time of year 

to see some new things during our store tours.

Store Tours



Ontario

While we’re talking about value added

Value added experiences can be found outside of the produce department too. Customers of 

this Ontario Sobeys store is greeted with a Manifesto of sorts that offers great fresh food 

while being healthy to your schedule, your life, the planet and your pocket book. Then it goes 

one step further by guaranteeing satisfaction while committing to the local community. Some 

lofty standards to live up to for sure!



The value add continues below with the introduction of smart cart technology. 

Customers can scan their products, tally their purchases and pay right at the cart. 

What sets this technology apart from similar alternatives is it has a built in scale 

that can handle weighted produce items. These carts will definitely save customer 

time and potentially money as it can keep a running tally reducing over-spend.



Are we still talking about reduced assortment?

Every once in a while I hear somebody declare that assortment is suffering. It started out at 

the beginning of the pandemic with the idea that COVID would require a simplification of 

supply chains bringing fewer new items to market. More recently we heard of logistics 

disruptions that would essentially have the same affect. I for one haven't seen it, and I've 

mentioned that many times in this very spot. Above are some more examples, this time in an 

Ontario Zehrs store.

The first picture on the left shows no fewer than five named varieties of grapes. I'm not 

talking red or green grapes, I'm talking Sweet Carnival, Sable, Muscat Beauty, Pristine and

Sweet Celebration. Not a bad assortment, a grape variety to satisfy a wide diversity of tastes. 

On the top right we see vegetable innovation in the way of Florentino or sweet baby 

cauliflower, while bottom right is an assortment of microgreens grown using vertical farming 

methods. The Takeaway: Innovation is alive and well in produce at Zehrs. 



So we agree, right? If the Zehrs pictures didn't convince anyone that innovation is a 

living breathing thing in the produce departments across the industry, perhaps the 

pictures of Lucy Rose and Lucy Glo apples from Chelan Fresh and available at 

Longos will move you further down that line of thinking. As you can see from the 

pictures of the cut portions, they are red inside, as advertised. Personally, I liked 

the flavor of the Lucy Glo better. If you've tried them let me know which one you 

liked better.

Now that we got that sorted out



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

Grocery stores safe

Guelph University studies 
grocery store surfaces for 
COVID and finds risks are 
low.

Aisle 24 expanding 

Self-serve, cashier-less 
retailer to open more 
Canadian locations.

Whole Foods 2022 
Trends

Plenty of produce based 
trends showing up in 2022 
according to Whole Foods.

Groceries in 15 
minutes?

Uber and Carrefour launch 
instant grocery delivery in 
Paris
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https://retail-insider.com/retail-insider/2021/10/automated-cashierless-grocery-store-concept-aisle-24-launches-aggressive-cross-canada-store-expansion/
https://www.wholefoodsmarket.com/trends/top-food-trends-2022
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