
February 2023

Love is in the Air
Welcome to February! February is a special 
month during the year, that is aside from 
being the only month with less than 30 days. 
During February we experience groundhog 
day, Valentine's Day, Mardi Gras culminating 
with Fat Tuesday which, in most years falls in 
February. On top of that, while January is pre-
occupied with turning over new leaves and 
short-term improvement plans, the true
direction of the New Year begins to take on a more concrete form only in February. 
So take heed of what happens over the next few weeks, it could be a sign of what 
2023 will bring us in the world of produce over the next ten months. 

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/2023/02/Execulytics-Monthly-Newsletter-February.pdf
https://twitter.com/intent/tweet?text=Execulytics+Monthly+Newsletter+-+February+2023&url=https://execulytics.ca/wp-content/uploads/2023/02/Execulytics-Monthly-Newsletter-February.pdf


This Month’s Features

Produce Moneyball
Is a new peak strawberry 
season emerging? See where 
the markets are headed in the 
increasingly important winter 
season.

The Produce Trendsetter
What's new for 2023? Check 
out the scientific methods we 
use for predicting trends in 
2023.

What’s In Store?
Last month we looked at 
changing watermelon volumes 
in Produce Moneyball, this 
month we look closer at What's 
in Store for them.

Featured Service

Consumer Research
Have you ever wondered, 'What does the 

customer think?' Maybe you have, but that is 

often likely followed up with 'Who has the 

time to complete consumer research?' and 

'Consumer research is probably too 

expensive.' Neither of those sentiments

have to be true. At Execulytics we are constantly asking customers their views on produce 

related topics that interest us. We can just as easily ask the panel for their views that could 

drive your business forward. For example: 'Do customers understand the benefits of your 

product?' Or 'Are your marketing efforts reaching the intended audience? And are they 

resonating?' Or 'What product attributes interest customers the most?' If these questions 

have been keeping you up at night, click on the picture above to see how you can piggyback 

off our customer outreach quickly and inexpensively. Ask one question, two, three, ten, 

whatever you need to answer the burning questions in your business. Plus get the expert 

analysis that has become the hallmark of Execulytics. 

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


Produce Moneyball is our method of taking a deep look at product histories. 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 ensure at least half of 

that equation remains stable. The result is a deep analysis of the past, can enable predictions into 

the future. Each month we uncover future trends by looking at the analytics of the past.

There's a New Strawberry King in Town
Reminiscing about my days as a strawberry buyer, I think about the run up to the all-important spring 

ads. During this frantic time, securing enough volume was vital, so too was ensuring product was 

booked at aggressive enough prices, lest I get beaten by a competitor in the ultra competitive 

strawberry battles. This game played out for several months, it was go, go, go until the calendar 

changed to summer and the heavy lifting was turned over to the watermelon buyer. Between spring 

seasons, I would review the results of the prime strawberry season just completed, make a few low-

level promotional 

plans for the rest of 

the year, think a 

little about 

Valentine’s Day and 

then get back into 

spring strawberry 

planning again. This 

is the way it went 

year after year. But 

now things are a bit 

different, a new 

quarter is flexing its 

strawberry muscle.



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.

In the chart on the previous page, we see quarterly North American strawberry tonnage during two 

snapshots in time. The first snapshot is in 2017 and the second, five years later in 2022. A couple things 

jump out of this chart. For one, strawberry tonnage grew by 342,000 tons over these five years, that’s 

no small number. But more impressively, nearly half of that growth came from the year’s first quarter. 

A period, that not so long ago was of secondary importance to the strawberry category. At this rate, 

Q1 could represent primary strawberry season by 2027. Talk about a real changing of the guard.

Whether 2027 really marks the year peak strawberry season shifts to the winter remains to be seen. 

But what is not in doubt is the increasing importance of wintertime to the strawberry category. There 

is no better time to turn to Produce Moneyball than during transformational change of the type being 

experienced in the strawberry category.

The red line represents the Produce Moneyball prediction for March 2023. If this time period will soon 

represent peak strawberry season, better get your intel early. Expect costs right around $10 FOB to 

start the month, then fluctuate up about a buck or two as the month comes to an end. And don’t be 

surprised if this year you feel prime time coming a little earlier than it used to.

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. 

When Does a Trend Become Intelligence?
Each year I look forward to the barrage of trend predictions that infiltrate my inbox. Just about everyone, or so it 

seems, wants to join the hit parade by putting their slant on consumer behaviour in the foreseeable future. 

Some of my favourites this year include 'zero-waste cooking', 'reducatarianism' and 'climate-conscious foods'. No 

doubt the words sound trendy, and I'll add well-intentioned, but it leaves me wondering, "what the heck do I do 

with these trends?" Should retailers set up 'climate-conscious foods' sections? Do importers and wholesalers source 

a lineup of 'zero-waste cooking' products? I suppose growers can begin to grow 'reducatarianism' fruits and 

vegetables. All kidding aside, the point is, I like my trends to be a little more concrete, you know something you can 

really sink your teeth into and have a roadmap on how to capitalize on them.

At The Produce Trendsetter, we have a very simple technique for determining burgeoning trends. We look at 

growing or shrinking household penetrations for groups of related items. Significant changes in those penetrations 

could signal a change in shopping habits. These aren't 'best guesses' based on what's on the evening news, these 

are directional changes in behaviour backed up by science.

The first graph on the left details the percent of Canadian grocery shoppers who purchased one or more of 

bananas, carrots or potatoes throughout 2022, broken out by quarter. As demonstrated in the graph, the 

household penetration is on an increasing trend (although Q3 

was an outlier). As these items provide more food, dollar for 

dollar, than just about any product in the produce 

department, the increasing penetration acts as a harbinger for 

our first trend: Still Full...on a Budget. Simply put, while 

inflation persists, consumers will be looking for lower cost 

food in the produce department. To satisfy Canadian food 

needs in these tight monetary times, whether retailer, 

producer or reseller be sure to be fully stocked with items that 

provide lots of calories per dollar, plus increased assortments



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.

and larger investments on price and promotions won’t hurt 

either.

The second trend is a little tougher to manage because it 

speaks to declining demand for specialty produce. During the 

pandemic, we speculated that different cultural foods, 

specifically East Asian, South Asian and Italian vegetables 

thrived because consumers could not get their fix in 

restaurants, rather they defaulted to cooking them in their

THE BOTTOM LINE: Subtle changes in the way consumers shop for groceries is an ongoing process. Closely watching 

those changes can uncover new consumer trends. For the balance of the year watch for consumers to be Still 

Full...on a Budget, to ensure Restaurant Foods are Enjoyed in Restaurants and to be Running away from Romaine.

homes. In a post-pandemic world, they appear to have  shifted the other way.

In the chart above we see the downward trend of household penetrations for products like Okra and other South 

Asian inspired vegetables, Chinese vegetables like bok choy and nappa and Italian vegetables like rapini and 

artichokes, amongst others. Therefore, our second trend for 2023 is: Restaurant Foods are Enjoyed in Restaurants. 

The best way to handle this trend is to take up a defensive position. You'll want to ensure you don't scare loyal 

customers away with poor quality. If you sell to a retailer, maybe consider set orders to maintain freshness. If you 

are a retailer; cull, cull and cull some more. Keep it fresh and redeploy store labour away from bananas, carrots and 

potatoes. They'll sell themselves. Specialty veg categories will need a little more TLC.

The two graphs below show household penetrations for lettuce products. Romaine on the left and other lettuces, 

excluding romaine on the right, including iceberg, leaf and endive/escarole. As demonstrated, other lettuces 

increased in household penetration in 2022, while romaine penetration shrank. 

Many underlying variables could be causing this shift to romaine alternatives including cost and food safety concerns, 

but the fact remains, our third trend for 2023 is: Running away from Romaine. As shoppers will increasingly be looking 

to avoid romaine, be sure to offer lettuce alternatives including the traditional versions of the aforementioned 

varieties plus non-traditional types including greenhouse grown and vertically farmed. Those on the production end 

may consider investments in these areas to capitalize on this growing trend.

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?'

For those of you who read Produce 

Trendspotting last month, you may have been 

thinking to yourself, 'What's he talking about? 

Watermelon in February.' I did describe it as 

an 'Oddball Plan' to advertise watermelon in 

one of the coldest months of the year, but I 

also said it was a good tonnage and dollar 

driver, even in February. Judging by the ads 

across the country in the first week of the 

month, I'm clearly not the only one, although, 

it does appear to still be a bit of a rarity. 

For those of you ply your trade in the

watermelon arts see on the next page for our national pricing heat map for mini seedless 

watermelon. As before, hotter provincial price averages (lower) are represented by 

progressively redder shades, while higher provincial prices are progressively greener. 

Something interesting happens with watermelon pricing across the country. It looks like 

Ontario is the epicenter and the further you move away from Ontario; watermelon pricing gets 

progressively more expensive

Watermelons in February?



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.

Mini Seedless Watermelon Heat Map (per unit)

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

Code of Conduct 
coming

Committee hopeful 
grocery code of conduct 
will be in place by end of 
year

Grocery Experiences 
Ranked

Longo's tops retailer 
ranking for best in-store 
experience in Ontario: 
Leger

Who's in the Mood for 
e-Commerce?

What consumer behaviours 
might shape the grocery 
industry in 2023?

Organics 
Trustworthiness gets 
Shot in the Arm

USDA published a final rule 
to strengthen oversight on 
products that can bear the 
“USDA Organic” seal

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/grocery-code-of-conduct-update-january-2023
https://canadiangrocer.com/longos-tops-retailer-ranking-best-store-experience-ontario-leger
https://canadiangrocer.com/what-consumer-behaviours-might-shape-grocery-industry-2023
https://www.fooddive.com/news/usda-organic-program-strengthened-rule/640726/
https://canadiangrocer.com/grocery-code-of-conduct-update-january-2023
https://canadiangrocer.com/longos-tops-retailer-ranking-best-store-experience-ontario-leger
https://canadiangrocer.com/what-consumer-behaviours-might-shape-grocery-industry-2023
https://www.fooddive.com/news/usda-organic-program-strengthened-rule/640726/
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