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2021 not done yet. Unfinished business remains

Here we stand again, at the end of another 
year. There are many questions yet to be 
answered as we close out 2021. Not the 
least of which is: Did this year unfold as 
expected? But also important: Will the 
industry's buyers be able to supply the 
quantities needed to satisfy Holiday 
demand? And: Will inflationary pressures 
necessitate customer compromises on the 
typical Holiday celebrations?

While we will find the answers to these questions and many more in the coming 
weeks, we should take a brief moment to reflect on the first eleven months of 
2021. It wasn't always easy, but once again the industry pulled together and 
delivered. So congratulations for being a part of it. 2022, will certainly be another 
year full of unique challenges to be met and one I hope will see the end of COVID! I 
wish you all a fruitful end to the year and all the best in 2022. We'll see you on the 
other side.

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/2021/12/Execulytics-Monthly-Newsletter-December.pdf
https://twitter.com/intent/tweet?text=Execulytics+Monthly+Newsletter+-+November+2021&url=https://execulytics.ca/wp-content/uploads/2021/12/Execulytics-Monthly-Newsletter-December.pdf


This Month’s Features

Produce Moneyball

88 ct. Organic Gala Apples

12x1 pt. Organic Grape 
Tomatoes

8x1 lb. Organic Strawberries

That's what she (and 
he) said

Meet the ‘Born Again 
Health Enthusiasts’. It 
could be the best 
introduction of the year.

Store Tours

Holiday merchandising 
takes centre stage. And 
not a moment too soon.

Featured Service

Execulytics Newsletter

If you are reading this newsletter, then obviously 

you already have an avenue to receive it. Perhaps 

you are on our mailing list or maybe you retrieve it 

from our website. Either way you're getting it and 

we thank you for reading it. It could also be that 

you know people in the produce industry who are 

not receiving this newsletter. This December, we are embarking on a membership drive, so to 

speak. We would like to increase our distribution to a broader audience of produce 

professionals. If you know people in the industry, why not coax them to sign up. In December, 

to help in the fight against hunger, we will be donating $5 to a local charity for each new 

produce professional signing on to our mailing list. Not only will you be contributing to the 

fight against hunger you will also be helping to keep a colleague better informed on the 

markets, customers and stores that make up the produce industry. Just forward them this 

LINK and we'll take care of the rest.

https://execulytics.ca/newsletter-signup/
https://execulytics.ca/newsletter-signup/


If our watermelon smashing Produce Moneyball mascot is wearing a Santa hat, that 

can only mean one thing. We are about to predict the FOB costs for products after 

the big Holiday timeframe. Yeah, that's the way it works. When the rest of the world 

has got their eyes on the festivities at hand, us produce prognosticators have our 

eyes on a prize yet to come. 

Produce Moneyball has you covered for January of 2022. Hard to believe it is that 

time already. Where has the year gone? While Produce Moneyball can't answer that 

question, it can try to answer questions pertaining to the future costs of 88 count 

Organic Gala Apples, 12 x 1 Pint Organic Grape Tomatoes and 8 x 1 lb. Organic 

Strawberries. Did you notice the theme? When talking about January and New Year's 

resolutions, maybe organic produce is something people will resolve to buy more of. 

Nevertheless, this month is all about organics at Produce Moneyball, but that 

doesn't change anything regarding the nature of cost predictions. Although we 

continue to use costing from the last decade and our own proprietary algorithm, 

unpredictable market events can play havoc, even on organics, therefore use them in 

conjunction with all other market intelligence at your disposal.

Produce Moneyball

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


88 count Organic Gala Apples
If "An apple a day keeps the Doctor away", what does an organic apple do? While it may not 

have any special powers, you can be certain that it will at least keep the Doctor away as 

well as a conventional apple. And if you value the clean growing practices, you may not 

mind the 31% historical FOB cost premium that organic 88 count gala apples command over 

conventional during January. Incidentally that is by far lower than the rest of the products 

this month. 

It's hard not to notice the uncharacteristic spike in 2016. Even factoring this spike, organic 

88 count gala apples have been on a downward cost trajectory, averaging 2.1% annual 

deflation. If you look closely, you'll also see a COVID spike last year. Produce Moneyball 

predicts another year of inflationary pressures with FOB costs just above $32 for all of 

January.



12x1 pint Organic Grape Tomatoes
Grape tomatoes are one of the staples of the organic category. You'd be hard pressed to 

find a retailer with even a basic organic assortment that does not include grape tomatoes. 

That despite a 77% FOB cost premium during the last three Januarys for organic pints over 

conventional. 

A volatile category that is subject to wild year over year cost swings. Through all the noise a 

1.3% average annual inflation rate mimics the economy at large during this timeframe. With 

many factors at play including current inflationary pressures in the industry, Produce 

Moneyball predicts a lower cost than 2021, but not a crash like in other post-spike years. 

Expect costs around $20 FOB and declining during January.



8x1 lb. Organic Strawberries
Strawberries are another staple of organic assortments. That is in part because prime time 

for organic strawberries feature very low organic premiums. However we are not talking 

about prime time, we are talking about January, about as far from prime time as it gets, 

and the historic premium calculates to 108%. But people still want organic strawberries. 

And what the people want, the people get, so best know the deets.

First, the good news. Organic strawberry deflation averages 2.9% in January. Compare that 

to the inflation experienced in most produce categories. More volume coming on stream n 

Florida and Mexico makes lower costs possible. Now the bad news Produce Moneyball 

predicts an FOB cost that begins the month in the high $20's but declines all quarter. Still 

pricey but it is getting better.



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 and get a 
free gift.

Produce Almanac

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


Once the presents have been handed out, 

the meals have been eaten and the 

champagne has been uncorked, many 

consumers across our landscape will turn 

their attention to New Year's resolutions. 

While some will choose something 

generic like 'lose weight' or behavioral 

like 'exercise more', others will get 

specific with their purchasing habits and 

decide to 'buy healthier foods'. That's 

good news for us who work in the 

produce industry. Better news would be 

if we had a way to get to know these 

'born again health enthusiasts'. That’s 

where That's what she (and he) said 

comes in.

That’s what she (and he) said

In our recent survey of 5,000 grocery shopping Canadians, we asked consumers 

what fruit and vegetable products they have tried for the first time in the last five 

years. Those who opted to try a 'superfood' from the produce department have 

been isolated and placed in a group called 'born again health enthusiasts'. The 

superfoods we selected for inclusion are avocados, berries, pomegranates, 

mushrooms, dark leafy greens and sweet potatoes. Over 10% of the population fall 

into this group. Knowing who they are could be important. Not only will they spend 

proportionately more in the produce department, many of them will also be early 

adoptors and strong influencers in their communities. Get on their good sides and 

they could open the door to a larger portion of the consumer market. Read on to 

hear more about this influential group of consumers.

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


Why Born Again Health Enthusiasts?

Simply put, this engaged group of produce consumers, spend approximately $4 more per 

person per week on groceries than the average consumer. In other words they are putting 

one or two more products in their baskets each and every week. Plus there is a good 

chance that the extra product or two will include a fruit or vegetable, given they consume 

almost one and a half more produce servings per week. Like I said, a group you'll want to 

get to know better. 



To build a customer profile for the 'Born Again Health Enthusiasts' we indexed them on a 

variety of demographic measures. We see from the chart above that age is not a 

significant determining factor for affiliation in the group. That said, 20-34 year-olds, the 

age group most commonly associated with the millennial generation, are over-

represented. Meanwhile, from the visualizations below we see both females and those in 

the $80K - $160K income bracket, are also over-represented in our exclusive 'Born Again 

Health Enthusiast' club. We can start to paint the picture of who this potential produce 

influencer is. It is important to note that the data does not suggest that the younger you 

are or the higher your income make you a better candidate for this group, instead it is very 

specific on this one demographic, the upper middle income, female, millennial.



Now that we know who the 'Born Again Health Enthusiasts' are, it would be beneficial to 

understand their motivations, or just as important what demotivates them. Just like the 

demographic indices, we can review consumer opinions in the same manner. In the bar 

graph below we can see how our new healthy friends compare to the broader population 

regarding roadblocks to increased produce purchases. For example, the 'Born Again 

Health Enthusiasts' over-index on citing store quality as a roadblock. Likewise a lack of 

local produce, high prices and a lack of access to fresh produce are all roadblocks 

considered more impactful by this group. On the flipside, a fear of not liking their produce 

purchase and a lack of preparation skill are less likely to be deterrents for this highly 

engaged group of consumers. Knowing what stops a purchase (and what does not stop a 

purchase) is valuable information, particularly in a discussion with a group of consumers in 

a prime position to influence a broader audience. 

Okay…good to know, now what do we do?

THE BOTTOM LINE: Upper-middle income, millennial females index high in our group 

dubbed 'Born Again Health Enthusiasts'. This valuable consumer block spends more on 

groceries and consumes more produce than average consumers. Our data suggests that 

providing lots of locally grown options, while ensuring a high quality offer would be a 

good way to attract them to your store or product. And since this group does not appear 

to be concerned about an inability to prepare new products or even if they will like 

something new, ensuring trial for these potential produce influencers could pay long term 

dividends.

Roadblocks to 
Increased Produce 
Purchases



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/


Bring out the tinsel and get geared up for a big finish. That's what 

December is all about. One more month to make it all happen.  Is 

it happening this month? Keep reading to find out.

Store Tours



Ontario

Holiday merchandising is back in fashion

One just has to look at the calendar to expect something different in the stores. And this 

month the stores didn't disappoint. In the above pics from a Longos store, traditional Holiday 

products are offered to customers looking for something different. Whether pistachios, 

chestnuts or persimmons, this store has their clientele covered.



Likewise, the Superstore pictured below is offering their customers some end of year treats 

to celebrate the Holidays and begin the planning stages to ring in the New Year. Skid drops of 

clementines are almost as telling a sign of Christmas as a brightly decorated tree. Bins full of 

nuts, medjool dates and pomegranates are also great at sending a message of feasting and 

celebration. 



Western Canada

Holiday merchandising Western style

Love the power aisle concept in this Saskatchewan FreshCo store. it's a great way to 

interrupt the customer's shop, prompting them to put one or two or maybe even three 

additional products in their cart. Headlined with pistachios the power aisle is followed by 

other key Holiday products. You can see the Western influence in the picture on the top right 

with the display of Moroccan clementines dwarfed by the much larger display of Chinese 

mandarins. Also great to see the floral department sharing top billing with a full rack of 

Poinsettias getting into the action. 



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

Wishing you and your families a wonderful Holiday Season,

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

2022 Consumer 
Trends

Mintel outlines what 
consumers want and 
why—today and in the 
future

New shopping 
option in Edmonton

The Grocery People rolls 
out new hybrid model

Ugly Fruit pioneer 
expands to total offer

Misfits Market is 
becoming a full-service 
online grocer

Swedish Unattended

A Swedish startup's tech-
enabled approach to rural 
grocery shopping

mailto:info@execulytics.ca
https://execulytics.ca/newsletter-signup/
https://twitter.com/execulytics
https://www.linkedin.com/company/execulytics
mailto:info@execulytics.ca
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https://www.grocerydive.com/news/aisles-abroad-a-swedish-startups-tech-enabled-approach-to-rural-grocery-s/609019/?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202021-11-03%20Grocery%20Dive%20%5Bissue:37776%5D&utm_term=Grocery%20Dive
https://canadiangrocer.com/three-global-consumer-trends-2022-report?utm_source=omeda&utm_medium=email&utm_campaign=NL_CanadianGrocer_REG&utm_keyword=&oly_enc_id=1249D1852812A5U
https://canadiangrocer.com/grocery-people-rolls-out-hybrid-model-new-edmonton-flagship?utm_source=omeda&utm_medium=email&utm_campaign=NL_CanadianGrocer_REG&utm_keyword=&oly_enc_id=1249D1852812A5U
https://www.grocerydive.com/news/misfits-market-is-becoming-a-full-service-online-grocer/609869/?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202021-11-11%20Grocery%20Dive%20%5Bissue:37969%5D&utm_term=Grocery%20Dive
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