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2025's Defining story

This month in Produce Trendspotting we take Asparagus through the rigors of our three signature
market research modules. Starting with Produce Moneyball, we review recent volume and costing
histories culminating in cost predictions for the month of March. We continue with a deep dive on the
traits and habits of the core Asparagus consumer in The Produce Trendsetter. Finally, we finish our
monthly research journey with a What's in Store recap of the Asparagus market square.

While discovering all the interesting asparagus ins and outs, other interesting tidbits came to light. One
thing that caught my eye is that asparagus appears to be a microcosm of the produce universe. Following
broader trends during the tumultuous period immediately after the pandemic, asparagus tonnage, and
one would expect consumption too, re-entered growth mode as costs stabilized and even began to
decline in 2024. Increasing asparagus consumption was more so the responsibility of men across Canada
as household penetration amongst women remained comparatively flat. Consumption induced tonnage
gains, driven by increasing penetration by male shoppers in the face of stabilizing prices could be called the
defining story of 2024.

It got me thinking, "what will be 2025's defining story?" The story of the day is tariffs. As of writing, the
planned 25% tariff on all Canadian, non-energy related goods, scheduled to go into effect from the U.S.
today (February 4th) has been given a 30-day reprieve. Ditto for the planned tariffs on Mexican goods and
the threatened response of tariffs on U.S. goods from both countries. As mentioned, this is the story of
the day but will it be the defining story of 20252 Will this just be a blip on the radar? Will this week’s
resolutions be the final solution? Or are this week’s events just the start of a year full of tariff threats and
escalating concessions?

I want to know what you think, answer this month's poll question and be sure to check back next month
for the results. And while we're on the topic, keep reading because at the end of the newsletter, we'll
reveal the results from last month's poll regarding your company's New Year's Resolutions.
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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.

With the most recent threat of tariffs
between the U.S., Canada and Mexico
averted, will this be the last we hear of

tariffs in 2025, or is this just the
beginning of a year long discussion
about tariffs?

SELECT ONE

This Is the last we'll hear of It

Buckle up, this Is just the
beginning.


https://wss.pollfish.com/link/211c98c4-034d-49a5-af61-945e11345cbb
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2% @ Moneyball

Even before | cut my teeth in the produce industry, Asparagus was always associated with
springtime. | suppose that is primarily because way back when, before asparagus was truly a 52
week a year program (do you believe there was a time when asparagus wasn't available all year?),
the mighty vegetable, with a powerful flavour punch, started to make an appearance in our
market right around the time we were getting fed up with winter. And it really hit its stride on our
Easter dinner table. To this day, asparagus remains a big reminder that spring is on the way,

demonstrating its springtime dominance with the black bars on the weekly volume index chart
below.
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What is becoming an all-too-familiar storyline, asparagus volume during its peak season has taken
arecognizable journey. By that | mean significant growth at the start of the pandemic in 2020,
stop me if you've heard this before, followed by sustained strength until the start of once-in-a-
lifetime inflation that persisted for a couple of years before rebounding last year. While the
soundtrack on volume is starting to sound like a broken record, we need to layer costing insights
to complete the asparagus symphony. Thank goodness we have the Produce Conductor, the
Maestro of Predict-ability, otherwise known as Produce Moneyball.
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Someone could look at the graph on the left and conclude that asparagus is highly volatile year to
year with highs approaching mid $20s FOB and lows in the single digits. While that's true to some
extent, if we look at the graph on the right that details each year as a separate strand, we see
FOB costs that for most years straddles $15 FOB and the difference lies within the four week in-
season volatility. Interestingly, some seasons start low and increase while some do the reverse.
The recent inflationary years did see average costs higher, while dropping throughout the month
and the latest rebound year started low and increased. All the while, asparagus experienced
averaged deflation of 3.3% over this ten-year period. Put it all together and Produce Moneyball
gives a moderating prediction with a cost that hovers around $11-$12 FOB for 11 Ib. cartons of
standard asparagus during the month of March. Not a whole lot unlike the pandemic years of
2020 and 2021.
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Do you asparagus? | asparagus, but then again, | could say that about most vegetables. Now, just
about everything | say in this monthly publication is rooted in a deep analysis of the research
completed at Execulytics, but this next statement comes straight from my gut. Asparagus seems
to be the most significant love it or hate it vegetable residing in the produce department. There
are many exotic or multicultural vegetables that most people don't acquire a taste for while a
small percentage of consumers can't live without, for me, rapini falls into that category. But
asparagus is loved by a significant portion of the population while simultaneously being shunned
by a seemingly large counter-culture of asparagus disparaging Canadians. But again, this is just my
gut feel, not something that has been verified by data.
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In The Produce Trendsetter, we only deal in data verified by our research. And that research tells
us one-quarter of the Canadian grocery shopping public is purchasing asparagus. It's no surprise
that household penetration is 16% higher in the second quarter than during the rest of the year,
validating my lifelong view that asparagus is a springtime vegetable. But just who is this consumer
buying this sometimes loved vegetable? In this month's introduction, it was stated that men are
responsible for the growth, let's test that statement. Year over year household penetration grew



by 4.8% in 2024, not a bad number, and while both men and women contributed to that growth,
men outstripped women by 71% in asparagus penetration growth. That said, women still hold a
slight lead in overall penetration. Additionally, asparagus consumers are 32% more likely to be over
the age of 49 and 44% more likely have an annual family income of greater than $100K. They are
also more likely to live in Ontario and less likely in the Atlantic. Asparagus lovers also love broccoli,
mushrooms and romaine lettuce.

BOTTOM LINE: While it is true that men closed the gap on women in 2024, women are still more
likely to purchase asparagus. The typical asparagus consumer is best described as middle age, with
an upper middle income or greater residing in Ontario. If you happen to be entertaining someone
who fits this profile, you can't go wrong with a broccoli and mushroom stir-fry and a Caesar salad
to go alongside a side dish of asparagus.
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What’s
In Store?

Before we leave asparagus behind, we’re going to finish off our monthly analysis with a review of
What’s In Store?, simply put, we’ll try and gauge some important elements of the asparagus trade
across Canada. If you read last month’s Produce Trendspotting, you’ll recall that in this section, we
aim to understand how important, how big and how affordable asparagus is inside each of
Canada’s four geographical regions and within the different grocery store formats. So strap in as
we go on a whistle-stop tour across Canada, learning where asparagus is hot and where it’s not.

.

Atlantic Quebec Ontario West Conventional Discount Big Box

The first destination on our whistle-stop tour is Atlantic Canada. The truth is, we’d get a lot of long
faces when we step off the train because Atlantic Canada has the lowest asparagus household
penetration in the country, indexing at a mere 71%. This means that the portion of Atlantic’ers
purchasing asparagus is 71% of what Canada’s asparagus purchasing population represents.
Moving Westward, we’d find more asparagus friends in Quebec and eventually get to Ontario
where asparagus popularity hits a pinnacle, indexing at 113%. After that, we hit a wall in the West
where asparagus penetration looks more like Atlantic Canada than it does Ontario.

No matter where you are in Canada, the place to shop for asparagus looks to be conventional
stores, indexing at 112%. This means Canadians who shop at conventional stores are more apt to
have asparagus in their carts. Discount stores are not far behind, but big box stores lag by a
significant margin.



Okay, question for all you readers who happen to be in the asparagus business. Where can you
position your asparagus to get the most bang for your buck? That is assuming volume translates to
bang for your buck, sometimes the opposite is true. I'll give you two hints. Number one, Ontario is
the most populous region in Canada. Number two, Ontario has the highest asparagus household
penetration in Canada. I'll give you a few seconds to think about that. While you’re thinking about
it, did you know that asparagus importance goes all
Atlantic ﬂ

the way back to ancient Egypt? Tomb drawings of
various fruits and vegetables, including asparagus
Quebec shoyv up in the. varlous.Egyptlal-ﬁ artifacts. Back to the
topic at hand, if you said Ontario would be the top
. _ choice for asparagus positioning, you’d be right.
Ontario
s
Meanwhile the West and Quebec are close in volume,
while the small population and demand for asparagus
in the Atlantic provinces make it a little more difficult to move significant quantities. Fear not
though, most retailers have a way to get asparagus from their distribution centres in Ontario to

According to the chart on the left, over 40% of
asparagus volume is required in Ontario, measured by

satisfy the demand from the Atlantic provinces, increasing the overall importance of Ontario when

it comes to positioning asparagus loads in Canada.

total truckloads required for the month of March.
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{—— More Expensive Less

Switching gears, we look at pricing along our whistle stop tour. And along the way, some325-gram
interesting happens. Asparagus tends to be less expensive in the regions where it is least popular.
Said another way, if you happen to live in an area, say for example Ontario or Quebec, where
asparagus customers are abundant, pricing has been generally higher in the recent past. Looking at
retail formats, conventional stores are most expensive, indexing at 129%, but pound for pound,
discount is higher priced than mass merchant stores. | mention "pound for pound" higher because
this analysis equivalizes the weights of different product formats. In Canada, it is typical for
conventional and mass merchant retailers to sell asparagus by the pound, while discount retailers
often sell a fixed weight 325-gram bunch. So while discount retailers may be competitive with mass
merchants when reviewing price points, mass merchants come out ahead when equivalizing sizes.




Last Month’s Poll Question

In 2025 does your place
of employ have a set of
initiatives that you
could classify as New
Year's Resolutions?

Check back to this spot every month to see the results of last month's Produce Trendspotting
survey. Be sure to answer this month's question.

If there are elements of this newsletter that you think could become a custom service for your
organization, drop me a line, | 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
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