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Go ahead, tell them...and see what happens

This month in Produce Trendspotting we uncover the secrets hidden within the romaine lettuce
markets. As usual, we start with Produce Moneyball where we review recent volume and costing
histories revealing April cost predictions not found in any other publication. Then we learn all
about what makes the core romaine consumer tick in The Produce Trendsetter. Lastly, we finish
our journey of discovery with a What's in Store recap of the comings and goings within the
romaine marketplace.

While it's true romaine lettuce is a veritable giant in the world of produce, often anchoring a
store's wet case and securing a prime spot in household refrigerators, there are other important
things happening in the industry. For example, last week the U.S. FDA implemented restrictions on
use of the word "Healthy" on many food products including those with added sugars or elevated
levels of sodium or saturated fats; while encouraging it's use on products with high nutritional
value including fresh fruits and vegetables. While there is pushback from packaged foods
manufacturers, it makes me wonder if restricting use of the word "Healthy" and more broadly
applying it on fresh produce will have a positive impact on consumption. Meanwhile, Canada
already effectively regulates nutritional labelling on packaged foods but does not encourage
specific messaging on fresh produce. All this begs the question, would explicitly reminding people
of the nutritional value of fresh fruits and vegetables increase consumption?

| 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 whether 2025 will be
dominated by discussions about tariffs.
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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.

If fresh fruit and vegetable suppliers
explicitly communicated the nutritional
value of their products on its package
or sticker, would consumption increase

across the population?

SELECT ONE

Mo, it wouldn't cause significant
behavioural change.

Yes, people need to be reminded
that eating fruits and vegetables
are a good thing.


https://wss.pollfish.com/link/a1f8b5c3-e0dd-4701-8121-548483f03b27
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Who can recall exactly what they were doing last romaine lettuce season? For me, | was...well it
was in the middle of, or was it the end of...wait a second, when is romaine lettuce season? It is a
little bit hard to recognize, given the 52-week a year nature of romaine. That said, if we look at the
weekly volume index chart below, late winter, extending into early spring is the time when the
largest volume is shipped across North America. Simply put, romaine volume peaks in April and
continues to lose volume until December when volumes move back into peak timeframe. In other
words, we are currently in peak romaine season.

Weekly volume index 2019-2024
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Romaine volume has been on a virtual rollercoaster for the last half-dozen years as shown on the
following page. A lot has happened over that time. The most significant drop came in 2020
following multiple food-safety related issues over the preceding several years. Then the pandemic
induced cooking-at-home trend took hold generating a rebound that was halted by the
inflationary years before experiencing a rebound in 2024. Phew, that's a lot to take in. While
understanding the volume history is important, costing will round out the romaine story. For that,
we rely upon the predictive powers of Produce Moneyball.
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Sometimes the data can be interpreted in different ways, even for a data machine like Produce
Moneyball. When reviewing romaine costing something sticks out like a sore thumb. Or is that a finger
and a thumb making a 'L' on Produce Moneyball's forehead? Either way, 2017, a year when romaine
food-safety concerns reared its ugly head, saw FOB costs hit $50 for a carton of 24. An extraordinary
event by any standard. This one season greatly impacted the annual inflation rate, driving it to an
average of 3.3% deflation. If you are fine with that readout, then you can expect costs to hover around
$19 FOB throughout April, represented by the red line. However, if like Produce Moneyball you believe
that no one year should have that much influence, then you might see the significant upward trend in
prices post-2017, generally caused by the post-pandemic inflation. Taking only the last 7 years into
account, we see inflation of 14%. The yellow line, represents our true prediction. Produce Moneyball
predicts costs to be slightly lower than last year but remain at approximately $24 FOB for the month.

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

$54.00
$48.00

$42.00

$36.00

$30.00

$24.00 @— —@- m
$18.00

$12.00 U

$6.00




The
Produce

Trendsetter @'

Romaine is one of those products that | feel if | ask someone "do you like” that person would answer
based on the knowledge of a recent purchase. Everyone eats romaine, no? Maybe that's generally true if
you include ordering a Caesar salad at a restaurant or visiting friends or family and being served a
romaine-based garden salad. But our records show that only just over one-third of Canadians are buying
romaine at the grocery store. If we really want to understand the romaine story, then we need to get to

know this one-third of Canadians who are shopping for it.
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We're talking about the core romaine consumer and what makes her tick. Notice | said 'her’, that
was on purpose. Women are 30% more likely than men to put romaine in their shopping carts.
While it might seem like too much of a generalization to say women prefer salad more so than
men, that is what we do here at The Produce Trendsetter, we generalize so we can better
understand the core consumer for each product. What else do we know about our romaine buying
consumer? Well, she tends to be in the 50-64-year-old age group. A group we like to call 'empty
nesters'. This is because this group often have older children that have moved out of the house.
Not always, but it's a good generalization, there's that word again. And for the record, the 65 plus
crowd holds there own, too. She also tends to be in the upper-middle income bracket. While
shopping the produce counters at her favourite discount store, she is likely to have peppers, celery
and cucumbers in her basket beside her head (or bag) of romaine.
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BOTTOM LINE: Thirty-six percent of Canadians are reaching for romaine lettuce in their stores. The
crunchy lettuce product appeals to an upper-middle income woman who is in the empty nest
stage of her life. She prefers to shop at discount grocer stores and has plenty of salad fixings in her
grocery cart, notably peppers, celery and cucumbers.
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What’s
In Store?

We finish off our review of romaine lettuce with a peak under the hood. If you were to liken
romaine lettuce to a car, you might consider understanding general costing and volumes to
inspecting the shape or body of the car. And knowing the people that walk out of their grocery
store with a head of romaine in hand is like knowing what gas to put in the car. But without
knowing the engine it is hard to put it all together. What’s In Store? allows us to peak under the
hood at the engine that drives romaine across Canada. Again, the purpose of this section is to
understand how important, how big and how affordable romaine lettuce is inside each of
Canada’s four geographical regions and within the different grocery store formats. So get your
motor running and let’s head out on the highway.

Atlantic Quebec Ontario West Conventional Discount Big Box

Not surprisingly, romaine demand is fairly uniform across the country. There is slight slippage in
Atlantic Canada, sporting an index of 85%. In this part of Canada iceberg reigns supreme as the
lettuce of choice. Compensating for the lower Atlantic demand are the population centres of
Quebec and Ontario where we see a small favouritism for romaine, indexing just above 100%, while
the West registers just a hair behind.



As we saw in The Produce Trendsetter, discount stores tend to punch above their weight, indexing
at 114% for romaine household penetration amongst their shoppers. This could be for a variety of
reasons. Perhaps one is they have a lower household penetration of packaged salads. The discount
over-index is balanced off by the big box players whose customers under-index at 91%, incidentally,
the big box formats over-index on packaged salads, albeit only slightly. Meanwhile the conventional
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grocery stores in the marketplace only
slightly over-index. Customers of
conventional grocery stores are 1%
more likely than the general
population to bring home romaine
lettuce. This score puts them right in
the middle between the two
competing grocery formats.

Given the similar popularity across the
country, we see truckload volumes
play out by closely mirroring
population rates, with a slightly lower
portion of the 900 plus truckloads
making it to the Atlantic provinces.
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Finally, we get to pricing. Back to our automobile analogy, pricing is like the motor oil that lubricates
the engine, allowing it to run smoothly. And in our marketplace, Ontario appears to use the highest
grade motor oil, sporting the lowest prices in the country, while the rest of the country is higher,
particularly in Newfoundland, where extra transportation costs have an impact. But like the retail
formats, where highest and lowest prices are separated by only seven index points, the differences
from East to West, outside of Newfoundland are minimal.



Last Month’s Poll Question

> With the most recent threat
8% of tariffs between the U.S,,
faSt we Canada and Mexico
averted, will this be the last

we hear of tariffs in 2025,

hear of it

092% or is this just the beginning
More to come of a year !ong discussion
about tariffs?

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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