
January 2023

Happy New Year! Welcome to 2023
Happy New Year! A new year is a time for 
renewal of sorts. A renewal of commitments, 
including health, family and business. Perhaps 
it means a stronger commitment to 
customers or to a set of processes. A new 
year also offers up an opportunity to switch 
things up, hopefully for the better. And that's 
exactly what we are doing at Execulytics with 
our monthly newsletter.

A few things you'll notice this month is a new name for the newsletter: Produce 
Trendspotting. We spend a lot of time around here predicting future produce 
related events and trying to read the inner working of consumers, it seemed like 
the right time for more descriptive branding. Aside from the new name, you'll also 
see new graphics and tighter content. I hope you like it. Feel free to send me your 
thoughts.

Like our Newsletter? Share it, we don’t mind, really.

Produce Trendspotting

https://execulytics.ca/
https://www.linkedin.com/shareArticle?mini=true&url=https://execulytics.ca/wp-content/uploads/2023/01/Execulytics-Monthly-Newsletter-January.pdf
https://twitter.com/intent/tweet?text=Execulytics+Monthly+Newsletter+-+January+2023&url=https://execulytics.ca/wp-content/uploads/2023/01/Execulytics-Monthly-Newsletter-January.pdf


This Month’s Features

Produce Moneyball
Are watermelons a good 
item in the winter? Keep 
reading to find out.

The Produce Trendsetter
Are New Year’s resolutions 
going the way of the Dodo?

What’s In Store?
Clementines are a true winter 
staple. Check out how Holiday 
pricing stacked up.

Featured Service

Produce DNA
A service FOR PRODUCE companies 

delivered BY a PRODUCE company. 

That says it all about Produce DNA. In this 

industry there are companies that do market 

research, and there are consultancies that 

understand produce. But it is hard to find a 

consultancy that both understands produce and does market research. Produce DNA puts it 

all together. 

Ask yourself three questions:

1. Do you know everything you need to know about the produce marketplace?

2. What could you accomplish if you had superior market intelligence?

3. Does the prospect of knowing more than your competitors make you want to 

investigate further?

If your answers are NO, LOTS and YES, click on the picture above to learn more.

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


Produce Moneyball is our method of taking a deep look at the history of product costs and 

volumes. The thing about produce commodities is they are inherently cyclical. While costs are 

almost entirely determined by the interplay of supply and demand, consistent annual weather 

patterns have ensured at least half of that equation remains stable. Because of this, a deep 

analysis of the past, can enable predictions into the future. 

We could have called this feature Produce Crystal Ball, but instead we called it Produce Moneyball 

as a tribute to the movie Moneyball immortalizing Billy Beane and his use of analytics to drive 

success on the baseball field. With Produce Moneyball, we use analytics to help you drive success 

on a different type of field. Keep reading as each month we attempt to uncover future trends by 

looking at the analytics of the past.

Watermelon, the Perfect Winter Treat?
When I was managing categories, I was always keen to go against the grain, you know, swim 

upstream, march to the beat of a different drum. When I did, I was generally guaranteed that none of 

my competitors would outdo me on my oddball plans, for the most part, I could expect to be alone in 

the market. One such plan was to advertise watermelon in the dead of winter. Crazy right? Who wants 

nature's coolest hydrator in the middle of winter? True to form, no one ever scooped me on price or 

out-advertised me. But as it turns out, enough people wanted wintertime watermelon to make the ad 

both a dollar and tonnage winner. 

Maybe the idea isn't so crazy. The chart on the left 

shows the total number of truckloads of watermelon 

shipped in North America during the first quarter over 

the last four years. The healthy year over year 

increases are telling. Someone (or many someones) 

appear to be catching on. An increase of 20% over four 

years for a mature, stable category is not something to 

ignore. Clearly the idea is getting some support. 



If you like Produce Moneyball, you'll love the Produce 

Almanac Custom Analysis. Whatever costing or volume 

questions you have, whether HISTORIC or PREDICTIVE, 

CONVENTIONAL or ORGANIC, the Produce Almanac has 

the answers. Click the picture to learn how a Produce 

Almanac Custom Analysis could give you the necessary 

insights to drive your business forward.

You're probably thinking that most of the volume occurs at the 

end of this time period, when the weather is beginning to warm 

up. Well, you'd be somewhat right, as demonstrated by total 

truckloads by week between the years 2019 and 2022. 

But there is a blip in the middle of the slow march to greater 

volume brought on by the chance of warmer weather. A time at 

the end of January and beginning of February. That's right, put 

your strawberries back in the cooler because watermelon gets a 

little Valentine's Day bump. 

Now, I don't remember seeing a lot of watermelon ads last 

Valentine’s Day, but I have a sneaking suspicion that someone will 

catch on to this winning secret soon. Maybe it will be this year. 

Maybe it will even be you. Not a bad idea to be prepared for it.

Below, the graph on the left details the costs of 8 count Mini 

Seedless Watermelon for weeks 4-7 over the last ten years. While 

there was some early volatility, it leveled out during the last five

years, hovering around the $14 FOB mark with a very manageable annual inflation rate of just over 1%. 

Stable histories usually means stable futures. Produce Moneyball says you can be comfortable 

expecting a cost in the $14's throughout this Valentine's Day period. 

Week

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


An innovation with fleeting customer support is called a fad. But once a fad's customer support 

becomes sustainable over a longer period, it becomes a trend. And while anyone can develop an 

innovative new product or selling method, only the customer can determine a trend. In our 

feature called The Produce Trendsetter, we analyze hundreds of questions answered by tens of 

thousands of customers in our attempt to uncover the next produce trend. 

Are New Year's Resolutions going the way of the Dodo?

We asked our panel recently if they were 

planning on setting New Year's 

resolutions. Our gut told us this was a 

trend from an earlier generation that was 

dying a slow death. Then we saw the 

numbers and our suspicions were 

confirmed. A mere three out of ten people 

are planning on making a betterment pact 

with themselves to ring in 2023. 

It seems like this age-old tradition is fading 

away, remaining relevant only with those 

who remember a simpler, earlier time 

when self improvement came from good 

old fashioned will power and sheer 

determination and not from Fitbits and 

YouTube influencers. 



Harness the power of consumer intelligence

If custom Execulytics consumer research can help your 

organization understand your customer better, enabling a more 

competitive market position, click on the picture to get started.

I know what you're thinking...I cherry picked some data and 

used it to legitimize my pre-conceived notion that New Year's 

resolutions are favoured by an older generation. Well, in my 

defense, I...I...okay, I have no defense because that is 

precisely what I did. But at least I corrected my blunder 

before going to press.

Once I dug in a little deeper, I realized that New Year's 

resolutions are not appealing to an older generation, in fact 

the exact opposite. And they are appealing to an 

increasingly younger generation at an alarming rate.

The interesting thing about something that increasingly 

appeals to younger and younger consumers: that something

gets stronger as the purchasing power of emerging 

consumers replace that of declining consumer groups.  

It sounds like a trend towards New Year's resolutions may be 

on the rise. And that's not even the best part. For those who 

said 'YES' to the resolution two-thirds plan to include 

produce. And just like the resolution itself, a younger crowd 

is looking for a produce revolution within their New Year's 

resolution.

THE BOTTOM LINE: There appears to be a trend towards more people making New Year's resolutions, 

and they include fruits and vegetables more times than they do not. This trend towards produce 

related resolutions is being driven by a younger demographic, meaning it could stick with us for a 

while.

Why rely on your Gut when you have Data?

https://execulytics.ca/omnibus-research-quarterly/


Planning, strategizing and determining near term tactics is all fine and good in the office. But it's in 

the grocery store where the rubber hits the road. How are new trends shopped? How are pricing 

strategies being executed across the country? How is product being presented to customers? If 

you want to understand the heartbeat of the industry you must ask 'What's In Store?'

I cannot think of a single product in the 

produce department that is more 

synonymous with cold weather than 

clementines. It's hard to picture a Holiday 

scene without a box of clementines on the 

kitchen counter. But is this sentiment felt 

equally across the country?

A good way to answer that question is to 

review retail pricing across the country during 

the week before Christmas. As there are 

different product formats sold across Canada,

the graphic on the next page uses the average price per pound across multiple retail 

establishments in each province. A redder shade depicts a lower average price while greener 

means a higher price. 

The populous provinces in Central Canada clearly offer the lowest prices with Quebec being the 

lowest overall, while clementines are more expensive in both Western and Eastern Canada. All 

provinces in the West in particular, are more than twice the price of Central Canada and most of 

Atlantic Canada too. If you like Clementines, you are best to stay East. But if you sell clementines, 

the West market may offer more untapped potential. 

Clementines, A True Winter Staple



Who can't Benefit from a little more Retail 

Intelligence?

All the tactics, all the strategies and each one of the 4 P's detailed 

across the country. You'll know so much about the retail landscape 

in Canada, you'll wonder how you ever got your job done before. 

Click the picture to improve your retail intelligence, just one of the 

options associated with our Produce DNA services.

Clementine Retail Price Heatmap (equivalized to $/Lb.) 

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


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

Watermelons? In the 
Winter?

New 'Wintermelon' 
toolkit launches to 
support watermelon 
year-round

Reinventing Packaged 
Salads

Retail sales are solid, but 
growth is set to explode as 
flavorful kits reign 
supreme.

Shopping Japanese 
Style

Living in Japan, grocery 
shopping is a far superior 
experience.

Top food stories of 
2022

Ukraine, inflation, shortages 
and more food stories that 
made headlines in 2022

mailto:info@execulytics.ca
https://execulytics.ca/newsletter-signup/
https://twitter.com/execulytics
https://www.linkedin.com/company/execulytics
mailto:info@execulytics.ca
https://www.thepacker.com/news/produce-crops/new-wintermelon-toolkit-launches-support-watermelon-year-round
https://www.producebusiness.com/reinventing-packaged-salads/
https://www.insider.com/grocery-shopping-in-japan-versus-us-biggest-differences-photos
https://canadiangrocer.com/ukraine-inflation-shortages-and-more-food-stories-made-headlines-2022
https://www.thepacker.com/news/produce-crops/new-wintermelon-toolkit-launches-support-watermelon-year-round
https://www.producebusiness.com/reinventing-packaged-salads/
https://www.insider.com/grocery-shopping-in-japan-versus-us-biggest-differences-photos
https://canadiangrocer.com/ukraine-inflation-shortages-and-more-food-stories-made-headlines-2022
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