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Summer is close at hand. Are you prepared?

Time to flip your calendar. Flip it to 
the season of volume. More so 
than Christmas season, the 
summer drives produce volume 
like no other time on the calendar. 
One of the reasons for such 
significant volume is the frequent 
gatherings of friends and family. 
During the season of long 
weekends, the freezer primarily 
becomes an appliance to store ice

for your favourite summertime bevvies. During these gatherings fresh foods in 
general and produce in particular take starring roles and along with that comes 
the sales and volume of prime season. If you want to have a successful year, it is 
imperative that you have a successful summer.

Read on to get some insights into the summer months. You might just find a 
nugget or two helping drive your success this summer.

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/2022/05/Execulytics-Monthly-Newsletter-May.pdf
https://twitter.com/intent/tweet?text=Execulytics+Monthly+Newsletter+-+May+2022&url=https://execulytics.ca/wp-content/uploads/2022/05/Execulytics-Monthly-Newsletter-May.pdf


This Month’s Features

Produce Moneyball

9 count Cantaloupe

Medium Eggplant

48/50 size 2-layer Yellow 
Nectarines

That's what she (and he) 
said
New grape varieties each 
boasting flavourful tastes are 
available for consumers. Time to 
check in with them.

Store Tours

In our tours this month, 
we see more evidence of 
assortments remaining 
abundant in the wake of 
COVID.

Featured Service

A digital platform for B2B fresh 

produce commerce

Plenty has changed in the produce business since I became a part of it. New products have 

been introduced, new packaging has been invented and new ways to go to market have

been developed. Despite the many innovations over the years, the process of buying and 

selling continues to be a frustrating one. Gathering information from suppliers or customers 

can be tedious with the multitude of available communicate methods. Consentio changes all 

that.

Consentio is a slick, digital platform that streamlines the offer, making it easy for customers to 

purchase and even easier for suppliers to go to market to sell their produce. Using digital 

storefronts and multiple ways to accept orders, current users say Consentio can increase 

revenues and decrease administrative costs. You could call Consentio the ‘Amazon for the 

produce industry’. Click the logo for more information or contact me to set up a free, no 

obligation trial of the system. If Consentio has the potential to increase sales and lower costs, 

it’s worth taking a look.

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


Every once in a while, particularly after attending a trade show when a whole new 

group of newsletter subscribers join our mailing list, I like to re-introduce the 

concept of Produce Moneyball. In this monthly feature we deep dive the history of 

three items that are important to the month we are about to enter. To do this, we 

first polish off our dusty archives and retrieve the weekly costs for each of the last 

ten years during the month in question, this edition we are looking at costs for the 

month of June. Next, comes a whole lot of behind-the-scenes number crunching. 

This number crunching eventually results in an equation telling us the long-term 

direction of the costs. Once we take into account seasonality, the last step is to 

punch in some future dates and like magic, out spits a week-by-week prediction for 

this year's FOB costs. I've heard people compare it to wizardry, but I like to refer to it 

as predictive analytics. 

This month, Produce Moneyball reviews 9 count Cantaloupes,  Medium sized 

Eggplant and 48/50 size Yellow Nectarines. By the way, now is the time to get those 

picnic baskets out of storage, outdoor eating is back on the docket. But before we 

get too excited about predicting the costs of our favourite picnic basket products it 

is important to remember that Produce Moneyball uses the proprietary method 

described above to predict the future costs of products. However, in a sea of 

predictability, strange occurrences sometimes happen. Be sure to use other sources 

of information in conjunction with Produce Moneyball when making decisions.

Produce Moneyball

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


9 Count Cantaloupe
Watermelons often get the lion's share of the love when it comes to iconic, family sized 

summer fruits. But cantaloupes should not be left out of the conversation. Cantaloupes 

have a lot going for them. Sweet tasting, they feed a lot of people and despite the seeds, 

they're actually less messy and easier to transport. As much as I love watermelons, 

cantaloupes deserve to be in the conversation.

While the fruit itself leaves you with a sweet taste, the cost volatility can give you quite a 

bitter sensation. Summer cantaloupes are one of those fruits that can jump 300% from one 

year to the next while averaging 3.9% inflation per year. Not for the faint of heart to say the 

least. Good thing you have Produce Moneyball on your side. Predictions are for FOB costs 

to be on the high side of average in the low teens all month.



Medium size Eggplant
This may be the first time eggplant has been featured in Produce Moneyball. After all, 

eggplant isn't exactly an 'A-Lister'  in the produce department. That said, eggplant is a key 

ingredient in some pretty important food. I'm thinking Baba Ghanouj and Eggplant 

Parmigiana. In the summer though, I simply like it grilled with zucchini and peppers and 

tossed in garlic and olive oil. Perfection. 

Is it just me or does this ten-year cost line look a little like a heart rate monitor? If it were, 

I'd have a tough time explaining the red flat line. In this case it represents a minuscule 0.2% 

average annual inflation. Produce Moneyball says hold out until the end of the month as 

FOB costs are expected to dip into the single digits by the end of June.



48/50 size 2-layer Yellow Nectarines
The debate rages on between peaches and nectarines. Based on  volume and recent 

consumer research peaches still have the upper hand. Perhaps it's the fuzz sensitive that 

keep nectarines in the running. Nevertheless, nectarines continue to be an important 

product to discuss. After all, grilled nectos are just as good as grilled peaches any day. And 

the large, 2-layer place packed version is perfect for the barbecue. 

Another picture of volatility. If it wasn't for 2019 dragging down the average, we could 

easily say that the last five years have been unequivocally more expensive. As it is, average 

annual inflation stands at a very regular 2.5%. Taking it all in, Produce Moneyball predicts 

FOB costs to be in line with last year. Starting in the high $20's and declining to the mid 

$20's to end the month.



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 this year’s 
edition. You can also book 
your e-copy.

Produce Almanac

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


Grapes are interesting. While still a 

formidable category in the produce 

department, penetrations are declining 

and consumer preferences are moving 

towards easier snacking items like 

berries. New, more flavourful varieties in 

the berry patch have undoubtedly been a 

catalyst in their rise to super-stardom. But 

where does that leave grapes?  

Stroll through a local grocery store and 

one can find many different varieties 

many with fanciful names and some 

conjuring up images of sugary sweetness 

to tempt discerning taste buds.

One can hardly go wrong with offering

That’s what she (and he) said

customers new flavourful varieties, even if they carry with them premium price 

tags, right? But just to be sure, we should check with the customers, they'll give us 

the straight goods. This month That's what she (and he) said does just that. We 

checked in with 6,000 Canadian grocery shoppers (including 3,180 grape 

customers) over the last nine months. In this edition we'll review who these grape 

customers are and try to better understand their views on things in the world of 

produce.

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


Want to hear a NOT so well guarded secret?
Products that appeal to a demographic that is growing in purchasing power will 

probably grow its produce penetration, while those that appeal to a demographic that 

is shrinking in purchasing power will probably lose its produce penetration. Not exactly 

a mind blowing bit of insight. The real nugget in all of this is knowing which products 

appeal to who. 

The above graph shows the age index for grapes. A number above 100% indicates that the 

demographic is over-represented in the focus population, while a number below 100% 

indicates under-representation. In this case, we can see those who reportedly purchased 

grapes in the three months preceding their survey is over-represented by people over 50 

years old and under-represented by people under 50 years old. Not a good news story 

based on the aforementioned non-mind blowing statement above.

In contrast on the next page, each major berry is over-represented by people under 50 

years old. A good sign for people in the berry business, particularly as young customers 

begin to spend more of their own money in the grocery store. 



Flavour! The go-to solution for invigorating many a produce category. On some level, 

just about every category is on the hunt for more flavourful products. And it's a pretty 

good solution; if you can get the customer to pay a premium for more flavourful

products. And that leads us to the multi-million-dollar question. Will grape customers 

pay a premium for more flavourful grapes?

The first important question to ask is 'How price sensitive are grape customers?' It is a 

good bet that people who are feeling the pinch of the recent surge in produce pricing is 

likely to be price sensitive. In our most recent survey of 1,000 grocery shoppers, 

customers told us whether they have noticed an increase in certain produce products. 

As shown on the next page on the left, grape customers are more likely to have noticed 

an increase in fruit prices relative to those who have not purchased grapes.

The industry's Grape Expectations



You may see where I am going with this. All I can say is 'Don't shoot the messenger'. 

We have seen that grapes appeal to an older demographic, which is likely responsible 

for it's decline in penetration in the produce department. And we just saw evidence 

that grape consumers are more price sensitive than non-grape consumers. The final 

chart, above right, shows that the sub-population of those willing to pay a premium for 

new flavourful varieties skews overwhelmingly young. 

If grape customers are more price sensitive and are over-represented by older 

demographics, will the development of expensive, flavourful varieties that tend to 

appeal to a younger, less price sensitive consumer be the right strategy for grape 

growers? Maybe this is why the grape category's slide down the penetration pole has 

yet to be halted. Perhaps new, less expensive, nutrient rich varieties would be more 

successful in rejuvenating the category. 

THE BOTTOM LINE:  Grapes have seen new introductions of flavourful varieties in an 

attempt to halt the category's decline in recent years. A consumer review shows that 

grape customers are older and more price sensitive than the general market. Flavourful

products, on the other hand, appeal to a younger, less price averse crowd. Perhaps a 

rethink into less expensive varieties with superfruit type nutritional claims would be 

more successful in reversing recent grape trends.



If custom Execulytics consumer research 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/


Throughout the pandemic the idea of reduced assortments has 

remained a topic of conversation. However, evidence of it has 

been hard to come by. In our store tours this month, we see more 

evidence of assortments remaining abundant in the wake of 

COVID.

Store Tours



Ontario

Did someone say something about Grapes?

In our That's what she (and he) said feature above we discussed the ins and outs of the grape 

customer. As part of the analysis, we suggested that grape varieties are becoming more 

prevalent in the marketplace. Our store tours this month made for a great opportunity to test 

that theory. Above you can see the typical reg/green/black offer that is prevalent in many 

grocery stores. But if you keep looking, it is not hard to find a different set of products that 

don't fit into the generic offer identified only by their colour. Instead one can find, as pictured 

below, grape products with names like 'Pink Muscat', 'Cotton Candy' and 'Autumn Crisp'. I'm 

sure you could look harder and find even more fanciful varieties. 



Citrus is a Global Category like none other

One thing that stood out to me in the stores this month is the worldly nature of citrus 

sourcing. It's no surprise that fruit comes from northern and southern hemispheres and from 

sources in North American and abroad, but I do not think I have seen so many sources in the 

stores at one time. Pictured above are some examples. And not an exhaustive list by any 

means. Starting from the left are navel oranges from Spain, California and Morocco.

Grapefruit can also be 

worldly, pictured on the 

far left is grapefruit from 

Florida and on the near 

left is product from 

Turkey.

And no surprise, clementines also get in the act, pictured below from the left are 

clementines from Morocco, Israel and Spain.



Quebec

Can you spot the subtle differences?

smaller and product on display a bit less plentiful. 

There were other differences too. Pictured above in an IGA Extra, one can see that in-store 

prepared value added fruit and vegetables are a priority. Nestled behind a counter is a group 

of produce butchers preparing recipe starters, meal replacements and other value added 

vegetables, while pictured above right is a neatly organized shelf of cut fruit with many 

options for fruit salads and trays plus a variety of cubed, cored, sliced and halved fruits. All 

displayed very efficiently.

Pictured below is a smart display of potato varieties merchandised by primary use and a fun 

hanging display of bananas. I left this store thinking smart, fun, full and efficient. 

A stroll through a Quebec 

grocery store is a little 

different than an Ontario 

store. The one element 

that seemed immediately 

apparent are things are 

just a little bit tighter in 

Quebec. Aisles are a bit 

narrower, displays a bit



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

Inflation at tipping 
point?

Experts say some 
consumers will start to 
change their shopping 
habits due to inflation.

Future leading 
Grocery Retailers

Winners in the future of 
grocery will focus on the 
first mile, not the last.

Has COVID changed 
the Food Industry?

New data concerning the 
Canadian food market 
suggests yes.

Navigating the in-store 
experience post-COVID

To woo customers, grocers 
will need to ensure stores 
are more relevant and 
experiential
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