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What could you do with an extra $40 billion?

This month in Produce Trendspotting, we dive into one of the year’s biggest seasonal stars. You
guessed it—cherries. As always, you—our savvy, produce-loving insider—can expect a Produce
Moneyball breakdown of where the cherry market’s been and where it’s heading. Then we introduce
you to the cherry’s biggest fan in The Produce Trendsetter. And finally, buckle up as we zip across the
Canadian cherry scene in our What’s in Store spotlight.

Now, while we all wear our produce professional hats at work, we also play another important role at
home: the everyday produce eater. And I’'m going to stick my neck out and say those of us in this
industry probably eat more fruits and vegetables than the average person. Fair? I'm betting we get in
two extra servings per day compared to non-produce folks. Ever wonder why that is?

Is it because we’re tuned into seasonality and end up getting the best-tasting stuff at just the right
time? Do we just know how to cook and pair produce better than your average grocery shopper? Or is
it simply that we get how powerful fresh produce is when it comes to our health and well-being?
Honestly, | think it’s all three.

But | want to hear from you. If you could snap your fingers and make everyone across Canada and the

U.S. suddenly smarter about one thing when it comes to fruits and veggies—just one—what would it
be?

Here’s why it matters: if we could convince the population to meet us halfway and eat just one extra
serving of produce per day, it would mean a $40 billion boost for our industry. That’s right—one
serving, forty billion dollars. It’s just as simple as that.

Be sure to read to the end to check out the results of last month’s survey and check back in one
month’s time to see how this one turns out.
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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 you could snap your fingers and
make everyone across Canada and
the U.S. suddenly smarter about one
thing when it comes to fruits and
vegetables—what would it be?

SELECT ONE

A better handle on seasonality so
they could choose better tasting,
peak season produce.

More knowledge on how to prepare
fruits and vegetables for optimum
enjoyment.

More specific knowledge on the
health aspects of fruits and
vegetables.


https://wss.pollfish.com/link/d6be756c-b0e4-433c-9f02-3f180ac9613b
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I highlighted cherries as one of the most significant seasonal products of the year, a claim
supported by two undeniable facts. Firstly, from an objective standpoint, the period beginning with
the July holiday buying weeks marks a unique four-week surge in cherry sales. Remarkably, during
this brief timeframe, which constitutes less than 8% of the year, 42% of total sales are generated
(considering the two weeks before and after, this figure rises to 71%). On a more subjective note,
cherries rank as the top produce ad item when looking at incremental sales, indicating that
consumers eagerly await their arrival at this time of year. As you may have gathered, this leads us to

Produce Moneyball.

Weekly volume index 2019-2024
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It is not hard to look at this volume graph and immediately see when the spike occurs. While there
is a ramp up to our focus timeframe and a ramp down too, the fact remains, if your business is not
prepared for these four weeks, you can say goodbye to the year’s cherry success. Or the fatalist in
me might say be prepared or introduce success to your competitors. But we’re not going to think
like that here at Produce Moneyball. This is where we get prepared for things like this, so if you
are in the cherry business and you are reading this edition of Produce Moneyball, no need to
worry because you are covered.



Volume 000’s tons weeks 26-29

i 4 4

2018 2019 2020 2021 2022 2023 2024

Throughout this period, volumes notably declined, starting even before the pandemic and then
sharply decreased in the inflationary years that ensued. Recently, however, cherry volumes have
shown signs of recovery, gradually approaching pre-COVID levels, though there is still a ways to
go. FOB costs have fluctuated for 18 Ib. 10 and 10%: row red cherries, with average annual inflation
remaining modest at around 2%. While Produce Moneyball forecasts an initial cost in the mid-$40s
FOB, decreasing to just above $40 by the end of this period, there is a considerable chance that
prices could plummet, possibly during weeks 30 or 31, but it may also occur earlier in week 29.
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The
Produce

Trendsetter

Who doesn’t love cherries? While they are hotly demanded, they don’t quite reach half of
Canadians. But during their time to shine cherries are the 8t most demanded fruit in the produce
department, a cool 5 spot improvement from its annual rank. A testament to its seasonality.
Women are more likely to purchase cherries, which is common across produce. While higher
income consumers are also more likely to put cherries in their carts. But an interesting
observation; while cherries generally drop in popularity with younger consumers, the youngest
group has seen aresurgence, suggesting that cherries might be experiencing a sort of renaissance.
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Gender Age
male female 20-34 35-49 50-64 65 plus
Income Let’s recap. What have
we learned so far?
Females with higher
household incomes
are more likely to
0
32% 425 demand cherries. AND
older consumers also
tend to choose
cherries. BUT the
<S50K S50K-S100K  S100K-$160K >$160K l

youngest age group
may be responsible for an emerging surge in cherry demand. Something we’ll need to keep an eye
on. Another thing to keep an eye on; the current cherry consumer. What else drives their purchase
decisions and what else is making it into their grocery baskets?



It's all well and good to know the core demographics of the cherry consumer, but do we really
know who they are? | mean, really know? | can’t speak about what we knew in the past but with
the help of The Produce Trendsetter | can say we now have a better understanding of the core
cherry consumer. With a quick review a few juicy details emerge. For example, cherry consumers
are more likely to support sustainably sourced and organic brands and prefer their fruits and
veggies to be unadulterated by packaging or value-adds like pre-cut, pre-washed or pre-seasoned.
If you happen to run into the typical cherry consumer at a discount grocery store, their favourite
format, peekin their cart. There is a good chance you’ll find quite an assortment of fruits including
watermelon, peaches and strawberries. If you find yourself entertaining a cherry consumer, you
can’t go wrong with a loaded fruit salad for dessert.

BOTTOM LINE: Two-fifths of Canadians are buying cherries during this important time of year. A
typical cherry consumer is a higher income woman and while younger age groups are less
enthused, the youngest regular grocery shoppers are choosing cherries more frequently than
those just a bit older. Cherry consumers are more likely to choose a discount store and enjoy a
wide variety of fruits, specifically watermelon, peaches and strawberries.
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What’s
In Store?

So far, we’ve learned a lot about cherries. While many of us industry types, I’m sure, are aware of
the importance of cherries in the summertime, perhaps not everyone knew just how big the July
holiday peak was. Well, Produce Moneyball demonstrated that point along with showing us that
cherry volumes are on the rebound and to expect FOB costs for 10-10% row red cherries to be in
the low to mid-forties for the month of July. In The Produce Trendsetter, we learned that high
income women, both seniors and those under 35 are more apt to demand cherries and they’d be
shopping in discount stores for their cherries, along with watermelon, peaches and strawberries.
Great stuff. Getting into the lab and diving into the intricacies of categories is education and the
resulting information could be lucrative in the hands of the right people. It is important too though
to combine the theoretical with the practical. And that’s what we do here in What’s In Store.
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Atlantic Quebec Ontario  West Conventional Discount  Big Box

The first thing we concern ourselves with around here is where people are shopping for cherries.
In The Produce Trendsetter we were told cherry shoppers favour discount stores and in What’s In
Store, we learn the extent to which cherry buyers curry favour with this format. And the answer is
quite a lot. Discount stores index at 119%, meaning discounters are nearly 20% more likely to attract
cherry buyers than the market at large. When compared to other formats, discount grocery stores are
one-quarter more likely than conventional stores and one-third more likely than big box stores to be
favourite among cherry aficionados.

Across Canada, Quebec exhibits a large over-performance, while Ontario is also positioned quite well
in the cherry game. Both are well ahead of the left and right ends of the country. Quebec, for example
is more than 50% more likely than the West and 75% more likely than the Atlantic to house
consumers who are actively buying cherries.



Ontario and Quebec discount stores? Sure, that's useful info—if you can get it. But what’s even
more valuable is knowing how much volume is needed. And better still> Knowing where that

volume needs to go.

That’s where the Volume Whisperer comes in. This powerful tool doesn’t just collect data—it
transforms it into actionable insight. In this case, it reveals how many truckloads of cherries are
needed in each Canadian region to meet retail
demand throughout July. We already know
Canadian demand hovers around 150 truckloads
per week in July. But knowing where to send those
truckloads is what sets smart planning apart.

Atlantic

Quebec
According to the Volume Whisperer:
* Ontario leads with 253 truckloads

Ontario *  Western Canada follows with 187

truckloads, even though the West under-
indexes on cherry demand.

West 187

¢ Quebec punches above its weight with
150 truckloads required.

* Atlantic Canada wraps things up with 28 truckloads, reflecting its smaller population and lower
consumption—but note, some of that volume is cross-docked through Ontario.

Insight like this turns guesswork into strategy—and helps get cherries where they’ll fly off the shelves.
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To finish off this overview of the cherry category we take a close look at pricing across the country
and between retail formats. If you recall, household penetration peaked in Quebec and within the
discount format. Surprise, surprise, this is also where you find the lowest prices. Meanwhile, the
Atlantic provinces and Ontario are selling cherries for the highest price per pound, while the West
falls in the middle. It is notable that cherries are both expensive and popular in Ontario. The same
can be said, albeit to a much lesser degree in the conventional format. While pricing is highest
here, again no surprise to anyone, popularity sits ahead of big box, but well behind discount.



Last Month’s Poll Question

()
o During the summer

Yes - it gets

busy months, do your
19% y Oy

Yes - business projects get

133 Sy put on hold? And if so,

No —it’s business Why?
As usual

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:

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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