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The Air is Thick with Anticipation
I don't know about you, but for me I wait for 
March with more anticipation than any other 
month of the year. I know it often "comes in 
like a lion" but as soon as the the calendar 
switches out of February I start to think "We 
made it through another winter. And sunnier 
skies are around the corner." And with 
sunnier skies, the produce industry comes 
alive. Prime strawberry season, asparagus
season and the much awaited local season are on the horizon. So for you warm 

weather aficionados, buckle up as we wait in anticipation for the end of quarter 
one and make plans to welcome a special time for produce, the spring season.

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/2023/03/Produce-Trendspotting-by-Execulytics-March-Edition.pdf
https://twitter.com/intent/tweet?text=Produce+Trendspotting+by+Execulytics+-+March+2023&url=https://execulytics.ca/wp-content/uploads/2023/03/Produce-Trendspotting-by-Execulytics-March-Edition.pdf


This Month’s Features

Produce Moneyball
Is it time to replace the age-old 
tradition known as the Easter 
Egg Hunt? Read on to find out.

The Produce Trendsetter
Organic product preferences 
may be on the move. Find out 
why we think that.

What’s In Store?
Following up on last month's  
Produce Moneyball, What's in 
Store looks at strawberries.

Featured Service

Project Advisory & Delivery

As an integral part of a successful business, 

you are likely aware that innovation and 

growth are vital ingredients to maintain and 

build upon your competitive advantage. But 

with so much going on in this industry, it is 

easy to put innovation projects on the back 

burner. Maybe there is so much to accomplish with the day-to-day business requirements 

that even developing a starting point is buried deep down your to do list. If this is an 

accurate description of your business, then consider reaching out to Execulytics.

Do you need help with a new process, management structure or education program? Got 

you covered. How about assistance developing new sales or products? Check there too. 

How about  store and product offer design? Give us a call, we might surprise you. At 

Execulytics we have the experience and the partnerships to help you enhance your 

business, however you need it. Click on the picture above to discover more about the 

service and read comments from past customers.

https://execulytics.ca/project-advisory/


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.

Time to plan your Easter Sprout Hunt
If you're thinking 'What the heck is an Easter Sprout Hunt?' You're likely not alone. After all, I just made it 

up now. But first, a little background. I went back and reviewed all our past newsletters and realized that 

I reviewed Brussels sprouts no fewer than three times and each time I declared them to be the produce 

department's Most Improved Vegetable. What points I lost in originality, I made up for in consistency. 

The reason for awarding such a prestigious prize was because my current level of Brussels sprout 

enjoyment far exceeded that of my childhood memories of the same. The assumption being I was not the 

only one.

Sure enough, 

according to the 

chart above 

demonstrating 

Brussels sprouts 

tonnage for the last 

four Aprils, we are 

on an increasing 

trend.

What makes this 

sudden rush to 

Brussels sprouts in 

April even more



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.

interesting, is when you look at these numbers on an 

annual basis and remove these surging April numbers, 

Brussels sprout tonnage is flat over the last three years 

as shown on the right. While April tonnage is up 44% in 

the last two years, tonnage across months excluding 

April is down 5%.

All of this suggests that the Brussels sprouts 

renaissance is more or less an April phenomenon. If you 

want to capitalize on this burgeoning movement one 

thing you can do is replace your traditional Easter Egg 

Hunt with a much more on trend Brussels sprouts hunt. 

The white line in the chart above, representing weekly costing for the last ten Aprils, may look a little 

chaotic, but in actuality what we experienced were three out of the last ten years with very high FOB 

prices, extending into the $40's. Most of the time the April Brussels sprouts market has traded in the $20's 

or below with a slight uptick in two of the last three years. Resulting in, as represented by the red line, a 

cost prediction for 2023 that hovers mostly in the low $20's peaking at right around $24 FOB to finish the 

month. 

Believe me the little 

ones will love it and 

get much needed 

vegetables in their 

diet. 

Of course, the other 

thing you can do is 

tune into Produce 

Moneyball to get 

the inside scoop on 

Brussels sprouts 

during the month of 

April.

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. 

A New Centre of Gravity for Organic Shoppers?
It's not always easy to scope out new trends. it's not as simple as just asking customers pointed 

questions like 'What will you be eating in the next year?' or 'What produce will you be buying more of in 

the coming months?' Instead, it takes a careful review of data, searching for subtle underlying 

movements in behaviour. Sometimes blips in results are just unexplainable departures from established 

behaviours that will return to normal just as fast as they left. Other times, directional changes continue 

to strengthen, signaling a new trend. 

This month in The Produce Trendsetter we look for year over year household penetration changes 

amongst consumers who prefer organic produce. To be clear we didn't ask organic shoppers what

organic produce they are buying. 

Instead, we isolated organic 

shoppers and observed their 

household penetrations. And 

considering most organic shoppers 

do not buy exclusively organic 

produce, we observed 

penetrations for all produce, 

conventional and organic looking 

for changes from one year ago. 

The results might just give us a 

clue into future organic produce 

trends. The chart to the right 

shows us that 24% more Canadian, 



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.

THE BOTTOM LINE: Cultural and economic changes are altering the way we live, eat and shop. Our research shows 

subtle changes in the types of produce organic shoppers are buying. While bananas appear to be a growing trend 

amongst all shoppers, those who make a living selling organics should not shy away from avocados and 

blackberries. For retailers, offering organic avocados and adjusting your organic berry set, replacing a row or two of 

strawberries or raspberries with a row or two of blackberries looks to be sound merchandising advice. 

organic preferring shoppers purchased bananas in the last three months compared to the same type of 

customer during the same period last year. If you are an avid reader of The Produce Trendsetter, you may 

recall last month we predicted a trend towards greater total banana consumption based on changes 

throughout 2022. Well, that trend looks to be playing out in 2023, at least with those who prefer organic 

produce. Likewise, Avocados are up 19% in household penetration, a pretty big uptick for a category that 

has seen meteoric growth in the last decade or so. Something interesting is also stirring in the berry patch. 

Strawberry household penetration is down a whopping 37%, while raspberries are down 25%. Some of that 

slack appears to be getting picked up by blackberries. Again, this is amongst only those who prefer 

organic produce. 

Things really get interesting when we look at Canadian shoppers who either prefer conventional produce 

or are not set on conventional or organic. If we look at the same household penetration differences with 

this group, a different story emerges. As seen below, while all the penetrations move in the same 

direction, the changes are much less dramatic. In fact, with the exception of bananas (and again, I draw

your attention to last month's trend prediction on bananas) the rest would be hard pressed to be called 

significant. In other words, the avocado and berry penetration changes appear to be an organic-shopper 
phenomenon. The burning 

question that will be 

answered in time is: 'Are

these results just 

unexplainable departures 

from established behaviours 

that will return to normal or 

are these directional changes 

signaling a new trend?' My 

bias would be to err on the 

side of new trends. I would 

prefer to try something 

different and be wrong than 

sit on the sidelines of a new 

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?'

Last month, we discussed the tonnage 

growth of strawberries during the first 

quarter of the year. We even speculated that 

Q1 could represent the most important 

quarter for strawberries as early as the year 

2027. 

Be sure to check back with us four years from 

now to see if that speculation becomes a 

reality. In the meantime, let's take a look at

pricing for strawberries across the country to see where the centre of value resides.

The heatmap below visualizes the average price for a 1 lb. container of strawberries based on 

numerous retail outlets across Canada. Redder shades indicate lower prices, while greener 

shades indicate higher prices. In what is becoming a common occurrence, we see that Quebec 

and Ontario are selling strawberries lower than the rest of the country, with the Prairies 

sporting the highest average retail price. 

If Q1 really does end up being the most important time for strawberries, you can bet that, in 

Canada anyway, it will be the populous provinces of Ontario and Quebec that drives the switch.

March? The Peak of Strawberry Season?



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.

1 lb. Strawberries 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

Straight Talk from 
GCFP

Global Coalition of Fresh 
Produce says 'urgent' 
measures needed to 
safeguard supply of fruits 
and vegetables

Generation Next 
Thinking

Canada's food industry has 
an appetite for innovation 
and technology is taking 
over the dinner table

Canada Needs Real 
Discount Grocers

This may surprise some 
Canadians, but we don’t 
really have a true discount 
grocer.

CDC: Small children 
aren't eating 
vegetables

Our children aren’t getting 
the nutrition they need —
from fresh produce or 
otherwise.

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/global-coalition-fresh-produce-says-urgent-measures-needed-safeguard-supply-fruits-and-vegetables
https://canadiangrocer.com/generation-next-thinking-canadas-food-industry-has-appetite-innovation
https://retail-insider.com/retail-insider/2023/02/canada-needs-discount-grocer-stores-real-ones-op-ed/
https://www.thepacker.com/opinion/cdc-small-children-arent-eating-vegetables-me-no-kidding
https://canadiangrocer.com/global-coalition-fresh-produce-says-urgent-measures-needed-safeguard-supply-fruits-and-vegetables
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