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It’s February, that means groundhogs and Valentines

I'm not sure about you, but 
here it seemed like January 
was all about snow and cold 
and shoveling.  Although that 
sounds pretty much par for the 
course, it's still not something 
to relish. The annual spring 
prognosticator on the other 
hand, along with a dose of 
Valentines love sounds a whole 
lot better. 

For us produce types, this time of year is the unofficial start to strawberry 
season. Of course prime time is still a couple of months away, but the Valentine's 
Day ad cycle brings a small window of opportunity to give the new season a bit of 
a test run. If you happen to live on the Eastern side of the continent, this time 
period represents Florida's time in the spot light. All that said, this month, seems 
like as good as any to focus on strawberries. If you're interested in the fast 
moving, hot selling, crowd drawing fruit, then as soon as you finish celebrating 
this year's Lunar New Year, you'll find this edition is for you.

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/2022/02/Execulytics-Monthly-Newsletter-February.pdf
https://twitter.com/intent/tweet?text=Execulytics+Monthly+Newsletter+-+November+2021&url=https://execulytics.ca/wp-content/uploads/2022/02/Execulytics-Monthly-Newsletter-February.pdf


This Month’s Features

Produce Moneyball

8x1lb. FLA Strawberries

8x1lb. CALI Strawberries

8x1lb. Organic Strawberries

That's what she (and he) 
said

Everything you needed to know 
about strawberry consumers but 
were afraid to ask

Store Tours

Some strawberries, 
some Lunar New Year, 
plus a little more.

Featured Product

The 4th Edition Produce Almanac

What do you get when you take 102 produce 

commodities plus 48 organic fruits and vegetables 

and 18 freight lanes across 260 weeks analyzed over 

16 million data points? You get one heck of a 

competitive advantage, that's what! 

After weeks of waiting, the 4th Edition of the ever-

popular Produce Almanac is now available. And the 

not so well kept secret is this year's edition includes 

freight rate histories. With logistics costs being one of THE hot button issues for 2021, the 

Produce Almanac has responded by including weekly rate histories spanning five years for big 

US market destinations on loads originating in California, Texas and Florida. The Produce 

Moneyball algorithm then determines 52 weekly projections for each of the eighteen focus 

freight lanes.

It goes without saying this is the biggest, most comprehensive review of the produce markets 

ever assembled. Simply click on the image above to order your copy and book your 

competitive advantage. 

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


As mentioned off the top, this month, Produce Moneyball is going to focus on all 

things strawberry. We won't be looking at the Valentine's Day buy as that will soon 

be a distant memory. Instead we will look at the March time frame. Interesting 

things happen with Strawberries at this time during the year. The Florida season hits 

a peak and then quickly drops off while the California growing areas ramp up with 

larger volumes. That makes for interesting decisions for those buyers that partake in 

a Florida strawberry. The key decision is when to move all volumes back West. Other 

decisions come into play too, such as when to turn up the taps on organics as they 

begin to ramp up with the increasing volumes out of California.

Lots of decisions to make when planning one of the produce department's fastest 

moving items as it approaches peak season. And Produce Moneyball is all over it. 

Keep reading to see what's up with Florida and California 1 lb. strawberries as well 

as Organic 1 lb. strawberries. Like all Produce Moneyball features, our algorithm 

crunches costs over a ten year period resulting in a pretty accurate set of predictions 

in a normal year. The good thing about normal years is they normally happen. But 

sometimes they don't, so just be sure to use other sources of information in 

conjunction with Produce Moneyball when making decisions.

Produce Moneyball

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


8x1 lb. Florida Strawberries
The Florida strawberry season is a fun time. Things seem to happen so fast, particularly 

after Valentine's Day. Demand goes into a lull while volumes take off and before you know 

it it's done. But before it's finished you can have some pretty low costs. And while it's 

happening it's hard not to think about strawberry shortcake. A Florida delicacy during 

strawberry season.

As shown on the graph above, Florida strawberry costs can get pretty low in March. Some 

years the seasonal low almost touches $6.00 FOB. Recent volatility, notably higher costs to 

end the month has created inflation, averaging 3.9% annually. With a 2022 prediction 

starting the month below $10 FOB and increasing to nearly $12.50, it would be advisable to 

get your kicks in early in March. 



8x1 lb. California Strawberries
Florida strawberries, like the song says, are here for a good time, not a long time. 

Therefore, California strawberries must play the staring role in the program. The good 

news story in this tale of two growing regions is that California is not at peak volume yet. 

Nevertheless, there is lots of product and whether you buy for the East or the West, you 

need to know what is happening with California strawberries. 

What goes up, must come down, or in this case the opposite seems to be true. The first 

half of the last decade FOB costs declined, only to be reversed in the back half. Overall 

costs are rising though as the average annual inflation rate is 3.4%. Although our predicted 

costs rise from below $14 to just under $15 FOB as the month progresses, the Florida 

advantage shrinks. Another indication that the end of March is the time to switch.



8x1 lb. Organic Strawberries
Organic strawberries just happen to be one of the jewels of the organic category. Good 

quality, plenty of volume and a manageable premium relative to conventional strawberries 

all make organic a good option. But I'll fill you in on a little secret, it's becoming a better 

option all the time. Soon, it may be the only option. If you read last month's newsletter 

you'll know what I'm talking about.

Interestingly, organic strawberries start March commanding a large premium relative to 

conventional then get more competitive throughout the month. Notable is average annual 

inflation is 2.7%, lower than either Florida or California conventional AND organic is 

predicted to get less expensive, from the low $20's to the high teens FOB during March. 

The end of March signals the time to turn the taps on high. And with lower inflation than 

conventional, that signal is only going to get stronger.



If you like Produce 
Moneyball, you'll love the 
2022 Produce Almanac. 
Jammed with historic and 
predicted costs and freight 
rates, 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 book 
your e-copy.

Produce Almanac

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


Who was it who first said “Strawberries 

make the produce world go round”? If 

you’re thinking about it and have decided 

you’ve never heard anyone say that, then 

you have to wonder why. Anyone who 

has had the pleasure of either buying or 

selling strawberries for a produce 

operation would probably agree; bad 

strawberries means bad business. So it 

would be to many people’s benefit to put 

their best strawberry foot forward. And 

what’s a great way to do that? Over here 

at That’s what she (and he) said, we say, 

“you must get to know the customer 

better”. If you agree with that sentiment 

then you’ve come to the right place.

That’s what she (and he) said

In our survey of 5,000 Canadian grocery shoppers we asked people about the 

types of produce they purchased in the recent past. We isolated those who said 

they purchased strawberries. It will probably come as no surprise that this group 

represents two-thirds of the total population. That stat in and of itself is reason 

alone to get to know this group of strawberry purchasers a whole lot better. Read 

on to learn more about this important group of customers.

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


Who’s Buying Strawberries?

Clearly, the first, most important question 

is 'Who's buying?'. With two-thirds of the 

population raising their hand for this 

question, it stands to reason that the 

answer to the question is 'just about 

everyone'. However, if you look at our 

index graphs to the left and below you 

can see a concentration of people aged

34-49, with more than two people in their household and with an annual income greater 

than $30,000. In other words, families are doing proportionally more of the heavy lifting 

when it comes to consumer strawberry purchasing.

What is important about this group of strawberry purchasing 

consumers is they tend to be better overall produce customers 

than the one-third of the population who told us they are not 

purchasing strawberries. 

By better customers, that simply means they consumer more 

produce on a daily basis. 16% more in fact. While those who say 

they do not purchase strawberries also told us they consume on 

average 2.98 servings of produce per day, the strawberry crowd 

was nearly half a serving more at 3.45 per day.

Regardless of which stat you look at though, it is apparent that 

when it comes to produce consumption, we have a ways to go.



What makes ‘em tick?

These strawberry lovin', produce consuming families, and of course all the rest of the 

strawberry lovin', produce consuming people out there tend to put a greater emphasis 

on certain criteria when choosing their produce. 

While the entire panel told us taste was paramount, the strawberry group was more 

emphatic about it. In fact, 22% more emphatic than the non-strawberry group as 76% 

cited taste as a purchase influencer compared to only 62% from those 'others'. 

Likewise, product quality, seasonality and brand recognition were all more important 

to those buying strawberries than they were to those not buying strawberries. Take 

note, for brand recognition, the ability to influence was low for both groups, but the 

fact that it resonates more with strawberry purchasers can provide a glimmer of hope 

for brand marketers. 

THE BOTTOM LINE: Two-thirds of the population report purchasing strawberries, making 

them one of the most frequently purchased products in the produce department. 

Strawberry customers are more likely to be aged 35-49, living in a household of three or 

more people and have an income greater than $30K per year. Taste, quality, seasonality 

and to a lesser degree brand recognition are all more influential in their purchase decisions 

than they are to the people not buying strawberries. 



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/


Lots going on in the stores last month. It wasn't all about 

strawberries, although that will just continue to ramp up. The 

Lunar New Year displays and great consumer messaging caught 

our eye this month.

Store Tours



Ontario

Lunar New Year descends on the stores

With February 1st being Lunar New Year, many stores were dressed up to celebrate and 

offered many culturally inspired, fruit and vegetable favourites. Pictured above in a Real 

Canadian Superstore you can see their characteristic bin display units at the store's entrance 

featuring white pummelo, fuji apples, nappa cabbage and yellow dragon fruit. Some of 

those prices make you want to ask 'what inflation?'

Pictured on the left at a 

Walmart Supercenter in 

their front block of bin 

displayers supporting 

The Year of the Tiger

are brimming displays 

of pomegranates and

ginger root. Another 

example of where 

assortment lives on in 

the produce 

departments in our 

marketplace.



Need to speak to customers? Say it with signage!

When walking through this Ontario Zehrs store, customers are spoken to throughout their 

shopping trip with a unique signage package. Examples of the signs are above and show 

several positive produce consumption reinforcement messages. The signs include offers to 

taste before you buy, one that stands behind the product's flavour and one even offers to get 

the kids involved (I can remember when the offer to a kid was a cookie). While I'm certain the 

signage package was created with important commercial objectives in mind, it is good to see 

key industry objectives such as increasing consumption is at the heart of these messages.

Meanwhile dinner time is a top priority in this same store conjuring more images of what 

many families still consider the primary meal. Advising customers that they are 'Bringing More 

to the Table' and first asking 'What's for Dinner’ and then providing real options in the way of 

entrees and salads focuses the purpose of their shop. It also gives a good avenue for cross 

merchandising and impulse purchasing. A real win/win for the customer and store!



This whole issue has been about strawberries. So “where are the strawberries?” you ask. 

SInce strawberries are one of the most sought after products, they were not hard to find. 

They were also dominating some prime real estate in the stores. Getting ready for 

Valentine's Day and queuing up Spring!

Where’s the Strawberries?

Walmart Supercenter 

double layer stand alone 

unit with 1 lb. strawberries 

paired with blueberries.

Real Canadian Superstore 

prime end cap with both 

layers featuring 2 lb. 

strawberries.



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

2022 Consumer 
Trends

NielsenIQ’s details 
grocery shopping trends 
to watch for in 2022.

Groceries in 15 mins? 
Really?

Delivery startup Tiggy
expanding in Canada.

Just a day at the office

Could vertical farming be 
a solution for vacant 
office or retail space?

Empty shelves to be 
expected

Grocery Shelves in Canada 
are Alright Despite the 
Fearful Narrative: Sylvain 
Charlebois

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/nielseniqs-4-consumer-trends-act-now
https://retail-insider.com/retail-insider/2022/01/15-minute-grocery-delivery-startup-tiggy-rapidly-expanding-into-new-markets-in-canada-interview/
https://renx.ca/could-vertical-farming-be-a-solution-for-vacant-office-or-retail-space/
https://retail-insider.com/retail-insider/2022/01/grocery-shelves-in-canada-are-alright-despite-the-fearful-narrative-sylvain-charlebois/
https://canadiangrocer.com/nielseniqs-4-consumer-trends-act-now
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