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Readers of this newsletter will know that every couple of years or so we change its layout. We do this at 
Execulytics because we are on a constant pursuit to find the most relevant content. We want to present 
information that not only makes you think a little deeper about the quips and quirks of the produce industry but 
also to ignite a desire to know more about what makes your categories tick. By presenting a series of analytic 
shorts, we hope you might see how increased intelligence can enhance your business. 

The new Produce Trendspotting takes a single category and gives it the Produce Moneyball, Produce Trendsetter 
and the revamped What's In Store treatments. This is what we call the triple crown of produce intelligence. We 
review the market, the consumer and the marketplace offering a holistic view of the category. A single read of 
Produce Trendspotting and suddenly you'll be the hit of the party (or trade show). This month we dive into a post 
New Year’s staple; grapefruit. 

In addition to our product deep dives, we'll also engage our readers with a conversation on topical issues in 
produce. Sometimes the issues will be hard hitting, other times, whimsical. Given we're at the start of a new year, 
this month we'll look at New Year's resolutions, not from the perspective of individual betterment pacts, but more 
from the perspective of your business resolutions. At Execulytics, we have a few.

Our first resolution is to be more social. This doesn't mean we plan to go to more parties or connect more often at 
bars for post-trade show drinks (although it might), it means talk to more people about the great things going on 
at Execulytics in 2025. The truth is, we have tools to help navigate the Canadian produce industry and we need to 
let more people know about it. Closely related to becoming more social, our second resolution is to become more 
active on the social networks, which is another great way to spread the word about all the things going on around 
here. Finally, our third resolution, become more involved in the industry and be a part of the solution for some of 
the issues facing the world of produce.

That's us. What about you? Each month, you'll have your opportunity to weigh in on the conversation by 
answering our poll question. Whether your opinion aligns with ours or not is unimportant. Diversity of ideas is 
what makes this industry great and at Execulytics we want to hear your ideas.
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Execulytics Monthly Poll
Click on the image below to answer this 
month's poll question.
Results will be published in next month's 
Produce Trendspotting.

https://wss.pollfish.com/link/14072add-723a-419c-ae48-94a467bd0af7


When I think of the concept of getting back to healthier eating in the New Year, something we 
used to call a 'Diet Resolution', the product that immediately comes to mind is grapefruit. I know 
what you're thinking, "my mother used to eat a lot of grapefruit." While grapefruit does feel a bit 
like citrus of a bygone era, as you can see from the black bars in the chart below, there continues 
to be a definite diet resolution bump in the New Year. One that quickly wanes as the year 
progresses. So, if there ever was a time of year to jump on board, now is that time.

Interestingly, grapefruit has taken a familiar volume journey throughout the years across North 

America during the early calendar weeks. In the chart on the next page we see a characteristic 

pandemic bump in 2020, but let's pause here for a second. The generally accepted date for the 

start of the pandemic, from a consumer perspective, was March 13, 2020. A full three weeks after 

the end of our weekly analysis in 2020. One hypothesis could be that while the pandemic had not 

yet officially begun, the concepts of healthier (read: safer) eating could have already taken hold 

by the start of 2020. Continuing the journey, we see a pullback in 2021 followed by the volume 

falling off a cliff in the subsequent inflationary years. Finally, a welcome rebound in 2024, 

suggesting that the importance of early year grapefruit is not dead on arrival just yet. It's for these 

moments that we call upon the predictive powers of Produce Moneyball.



For those of you new to Produce Moneyball, it is the name we gave to our proprietary algorithm 

that predicts fruit and vegetable costs. Just like the Oakland A's used predictive analytics to give 

them an on-field advantage, as depicted in the movie Moneyball, Produce Moneyball gives 

produce professionals a marketplace advantage using similar techniques. Taking a closer look at 

48-count red grapefruit costs over the last ten Februarys, depicted by the white line below, we 

see a significant pandemic bump taking hold in 2021 which accelerated in 2022, reaching a peak 

above $27 FOB before relaxing somewhat in 2023 and stabilizing in 2024. While all occurring at 

once, this significant jump drove compounded annual inflation to above 12% during this time 

frame. Based on these trends, Produce Moneyball predicts FOB costs to start the month of 

February at approximately $23.50 FOB and fluctuating less than $1 up or down all month.



If you're like me, you might think you have a pretty good idea of who is buying and therefore 
consuming grapefruit on a regular basis. For me, this large piece of citrus fruit conjures up images 
of my mother sitting at the breakfast table, serrated edge spoon in hand ready to dive into her half 
grapefruit, which is strategically placed right next to her cup of instant coffee. This image has 
endured for decades despite knowing about the negative interactions grapefruit has with various 
drugs frequently taken by people of advanced ages. 

However, in the Produce Trendsetter, we don't deal in decades old perceptions that can often 

lead to misconceptions, we deal in hard, cold facts. And the fact is, when it comes to grapefruit, 

the modern core consumer is not a post 50-year-old, woman. This consumer is a whole lot



younger and not even a woman. Talk about shattering a misconception! We asked over ten-

thousand Canadians last year about their fruit and vegetable purchase behaviours and 1,500 of 

them told us they purchase grapefruit. This group of grapefruit aficionados were 23% more likely to 

be male than the general population, 25% more likely to be under the age of 50 and most 

surprisingly, more than twice as likely to have a household annual income above $150K. 

Who knew? A few other interesting points about grapefruit consumers. They are more heavily 

concentrated in Quebec but more difficult to find in the Atlantic provinces. Collectively, they may 

be more motivated by social issues as their intent to purchase sustainably sourced, organically 

grown and local produce are high compared to the general population. They are also much more 

likely to pay a premium price for these products. If you are in the grocery store and happen to run 

into someone looking over the grapefruit display, take a peak in their cart. There's a good chance 

you'll find mangoes, lemons and pineapples in their carts as well. 



By far the biggest change to the Produce Trendspotting Newsletter is in this section; 'What's In 
Store'. To give a full picture of a product or category, we need to provide relevant intelligence 
about the goings on within the market square. Here we will focus our efforts on two broad market 
classifications; geography and retail format. And we will explain the marketplace by answering 
three important questions; how important, how big and how affordable. 

For importance, we focus on household penetration index based on the purchase behaviour from 
our extensive consumer panel. Any region or format that has an index above 100% indicates 
overperformance compared to the market, with higher scores revealing greater overperformance. 
Likewise, an index under 100% indicates underperformance. For this analysis we use the traditional 
regional breakout of Atlantic, Quebec, Ontario and the West and retail the formats measured are 
conventional, discount and big box which combines the mass and club formats. 

With respect to grapefruit, this month's focus category, we can see that consumers from Quebec 
are far more inclined to purchase this product, while Atlantic consumers are much less inclined. 
We touched upon this exact occurrence when we described the consumer in the Produce 
Trendsetter. We also see that big box stores have an advantage, mostly at the expense of 
discount stores. 



While it is good to know where in Canada customers are more likely to buy grapefruit and 
understand the stores they shop at to get them, it is also important to size the prize and get a 
general idea on physical product positioning to give yourself the best chance of success in this vast 
country. After all it's not that simple (or quick) to get product situated in Toronto out to stores 
operating in Vancouver.

The chart on the left details total expected truckload 
requirements for Canadian retail in February. 
Ordinarily, one would expect Ontario to dominate, 
based on population, followed by the West. In the 
case of grapefruit, we see significant truckload needs 
in Quebec, despite having a little more than half the 
Ontario population. This is because of the large 
household penetration in Quebec. Splitting volume 
almost equally between the three big regions is not a 
bad strategy.

Lastly, to get our full view of the Canadian marketplace, we review prices across the country and 
across formats. Pricing is displayed using a heatmap to understand relative pricing highs and lows. It 
is useful to remember that while price indices are shown, they are made up of prices for a single unit 
of red grapefruit. Discount retailers will generally sell a smaller grapefruit than the other formats. 
So, while pricing per unit may seem advantageous, overall value may be different, depending on 
your view on grapefruit sizing. 

Something predictable happened on the way to the grapefruit market. Quebec, the region where 
you're most likely to find grapefruit consumers were selling them for the lowest price across the 
country, while the Atlantic, the least likely region are priced highest in the country. Meanwhile the 
West is also priced high, while Ontario runs a close second behind Quebec. As for format pricing, 
things also shake out as we would expect. Conventional is priced highest and discount lowest, with 
mass in between. Just remember the comment regarding fruit sizing.



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,

Execulytics Managing Partner

Mike Mauti

Keep your eyes on this spot
Next month, we'll reveal the results of 

this month's Execulytics monthly poll. 

Are you in the majority? Or the minority. 

Find out next month.
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