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Do we break for summer? Or kick it into high gear?

This month in Produce Trendspotting we look towards a sure sign that summer is on the way.
Cantaloupes thrive in the month of June, making it prime time for a deep dive into the majestic
fruit. For us, that means a thorough Produce Moneyball review of costs and volumes. Followed by
an introduction to the cantaloupe consumer in The Produce Trendsetter. And lastly, we conduct
our store tours with a What's in Store recap.

Cantaloupes may be flying off the shelves this time of year, but they’re far from the only sign that
summer is around the corner. There’s a collective sigh of relief as we leave behind the threat of
one last snowstorm and settle into warmer days—at least for a while. Another clue? The steady
rise in grocery store produce sales, peaking in time for the July long weekends. Last month, I ran a
quick LinkedIn poll on summer produce habits, and the results were eye-opening: a whopping 85%
of respondents said they eat more fruits and vegetables in the summer. (If you’re into these kinds
of insights, make sure to follow me on LinkedIn. My mini produce lifestyle surveys offer a fun
glimpse into the eating habits of a small but interesting corner of the population.)

That poll got me thinking—especially for those of us in the industry. Summer may bring visions of
watermelons, berries, and veggies on the grill, but is it truly the busiest season for everyone?
Maybe not. With vacations and shifting schedules, many teams experience a slowdown as key
players cycle in and out. So, while produce consumption may spike, project timelines might take a
backseat during this time of year.

| want to know what you think, answer this month's poll question and be sure to check back next
month for the results. Also, continue reading this month’s edition all the way to the end, because
there we reveal the results from last month's poll on future business partners in light of the
sudden spike in market uncertainty.
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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.

During the summer months do your

business projects get put on hold?
And if so why?

SELECT ONE

Yes. Projects get put on hold
because the business gets
busier in the summer.

Yes. Projects get put on hold
because the revolving vacation
schedule ensures one or more
key players are always away.

No. Projects move forward in the
summer, no different than at any
other time.


https://wss.pollfish.com/link/b25d81c8-2bd0-40da-b026-b3415f3b81c2
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Very rarely do we see a month when the volumes of a year-round product are so obviously higher
than the rest of the year than what we experience with cantaloupes in June. While the mid spring
through late summertime period brings strong volume throughout, June really shines as the peak
for cantaloupes. They are reminiscent of watermelons, except that watermelons are significantly
more seasonal with a recognizable ramp-up, followed by a steep decline after the July long-
weekends. Cantaloupes are steady all year with a significant spike in June. Very interesting. And
you know what we do around here with interesting products, we consult Produce Moneyball.
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Above we used the word ‘steady’ to describe the weekly volumes for cantaloupes, that’s because
week after week, cantaloupe volumes are high. They get higher around the beginning of May,
spike in June and remain high until the beginning of September. But even in the months before
and after, cantaloupes maintain a steady flow of volume. ‘Steady’ can also be used to describe its
yearly volume progression during our focus month. Except for a decline in the immediate
aftermath of the start of COVID, volumes have been resilient, bouncing back and

remaining... well... steady.
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Steady, despite some noticeable cost volatility. Up and down throughout the last ten years,
averaging 3.85% inflation, the category saw an initial spike following COVID, then an
uncharacteristic drop during the inflationary years. Go figure. Put it all together and you get a
Produce Moneyball prediction of approximately $15 FOB for 9 count cantaloupes to start June
followed by an initial decline and then a jump up to close to $16 to close out the month. The
takeaway? Get your melon baller primed and ready for another big June for cantaloupes.
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The interesting thing about cantaloupes is that they seem to be enjoyed by members of most
demographic groups. Even the least likely group of 20-34-year-old men in the lowest income
bracket are not shying away from cantaloupes. That said, there is a group of more prolific buyers.
Women as young as those in the latter half of the millennial generation and older with a household
income greater than $100,000 per year tend to be the ones most likely to purchase cantaloupes.
Just be careful not to ignore consumers who belong to other demographic groups as the
differences in this case are pretty minor.
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Gender Age
1
male female 20-34  35-49 50-64 65 plus
Income

25%

<S50K S50K-S100K  $100K-$160K >$160K

Now that we know this about the cantaloupe consumer, we can use this information to learn a little bit
more about her. Luckily, that is exactly what around here at the Produce Trendsetter. We ask consumers a
lot of questions and with the wonders of analytics, we get to know the people who are regularly
purchasing certain fruits and vegetables. In this case, cantaloupes.



And what did our extensive series of questioning tell us about our cantaloupe customer? For one,
she is likely to live in Ontario or Quebec. She is also more likely to have positive views regarding
organic and sustainably sourced fruits and vegetables and produce grown in a greenhouse. She is
also more likely to pay a higher price for these products than people who do not identify as a
cantaloupe customer. Some of her favourite products include salad vegetables like romaine and
celery and various greenhouse grown products including cucumbers and peppers. If you have
some cantaloupes to sell and you want to find this shopper, be on the lookout in discount grocery
stores because this is her go to grocery format.
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BOTTOM LINE: Approximately one-fifth of all Canadian consumers are purchasing cantaloupes.
The core cantaloupe consumer is a woman over the age of 35, living in Ontario or Quebec with a
household income of at least $100,000 per year. Her produce habits include a higher likelihood to
purchase organics, sustainably sourced and greenhouse grown produce. Her favourite fruits and
vegetables include those to make a green salad, including those products grown in a greenhouse
and she is most often purchasing these products in a discount grocery store.
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What’s
In Store?

By now you should have an appreciation for the increasing importance of cantaloupes as we enter
the month of June. To refresh your memory, the month of June has historically represented a
volume that is easily one-fifth higher than the next set of most important months, those being the
months surrounding June, namely May, July and August. You have also met the core cantaloupe
consumer and learned that in addition to cantaloupes, she also likes to shop for salad ingredients
and has an affinity towards greenhouse grown produce. Now, we turn out attention to What’s In
Store for cantaloupes. We move past the numbers and see what is happening in-theatre, by
looking at more numbers. What can | say? It’s what we do around here.
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Atlantic Quebec Ontario Waest Conventional Discount Big Box

In The Produce Trendsetter, we learned that our core cantaloupe consumer hails from Ontario or
Quebec and is most likely to be found shopping in a discount grocery store. No big surprise then
that cantaloupes over-index in those same provinces, which incidentally happen to be the
country’s two largest. The Atlantic provinces take a back seat in this analysis, while the Western
provinces fall somewhere in the middle. Also agreeing with the habits of our core consumer,
cantaloupes tend to do better in discount grocery stores, while big box stores lag behind.
Remember for the What'’s In Store feature, the big box group combines mass merchant stores
with club stores. While this analysis gives us good insights into the what, we can speculate on the
why. My money is on the value, in terms of amount of fruit per dollar, that speaks most clearly to
the discount shopper. Plus, cantaloupes tend to appeal to a diverse group of shoppers, like the
diversity of the discount shopper.



Ontario and Quebec discount stores. Got it?> Good information to know, if you can get it. But better
information is how much is needed. And even better information is knowing where the volume is
required. Good thing we have the volume whisperer at our disposal. What makes the volume
whisperer such a vital tool is its ability to pull data out of the ether and turn it into something
useable. In this case the number of cantaloupe truckloads required in each Canadian region to
satisfy retail demand during the
month of June. Its one thing to know
that Canadian demand requires
approximately one-hundred
truckloads per week, another thing
entirely to understand where to
position those loads. According to
the volume whisperer, a good chunk
of the volume is required in Ontario,
needing a total of 187 truckloads
throughout June. The West also
sucks up a lot of the volume,
requiring 126 truckloads, while
Quebec punches above its weight

with total requirements of 108
truckloads. Rounding out the requirements are 20 truckloads in the Atlantic. This number reflects

their lower population and under-index position on the fruit. Just bear in mind, a portion of
product destined for the Atlantic is cross-docked in Ontario.

Atlantic

Quebec

Ontario
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954 76%

Conventional Mass Discount
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To finish off the What’s In Store process, we take a close look at pricing across the country and
between the different grocery formats. What we see are pricing tactics that coincide with
popularity. The lowest prices in the marketplace coincide with the geographies and formats where
cantaloupes index the highest, specifically in Ontario and in discount grocery stores. A closer look
reveals this relationship falls apart after the top indexing area as Quebec is second highest price
and conventional stores are by far the highest despite sporting household penetration indices that
exceed those regions and formats with lower prices. Go figure.




Last Month’s Poll Question

Whether a buyer or seller, a
123% retailer or supplier, given the
Newintt  41% events surrounding the
produce trade in the early part
36% Toeoe  of 2025, how do you anticipate
Existing ¢ your business will move
domestic and forward to either sell product
intiipartners or to procure the product

needed to service customers?

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 you haven't already, follow this link:

Partners All
Domestic

PRODUCE TRENDSPOTTING POLL

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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