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With normalized inflation, will new habits stick?

Persimmons - the mysterious gem of the produce aisle, equal parts sweet, silky and stubbornly seasonal.
What more can be said about this treasure that hasn’t left shoppers scratching their heads and saying,
“Wait, how do | eat this again?” Well, Produce Moneyball is peeling back the layers with a look at what’s
really driving demand and as any savvy merchandiser knows, timing is everything when it comes to this
orange enigma. Then The Produce Trendsetter is serving up the latest on who'’s buying persimmons, why
they’re buying them, and what’s making them tick. Finally, What’s in Store takes us to the front lines of
retail, where displays are as fleeting as the season itself.

After four intense years of price volatility, inflation is finally entering a steadier phase. The era of double-
digit price hikes appears to be behind us, replaced by a more manageable pace of change. For the produce
industry, this shift offers a rare moment to pause, recalibrate, and reflect. The recent stretch has tested
every part of the value chain, from growers grappling with skyrocketing input costs to retailers working
tirelessly to maintain consumer trust while protecting razor-thin margins.

Throughout this period, producers and marketers had to adapt quickly. Smaller pack sizes, targeted
promotions, and cost-driven procurement strategies became essential tools to keep products moving.
Consumers, too, adjusted their habits. Many switched stores, changed their eating patterns, and became
more purposeful in their search for deals. These shifts were not just reactive; they were strategic
responses to a challenging economic landscape.

Now, with the Consumer Price Index cooling, the big question is whether these behaviors will persist. Will
shoppers return to their pre-inflation habits? Is the conventional grocery sector poised for a rebound? Or
have we entered a new phase in consumer behavior one shaped by the lessons of the recent past and
likely to endure?

We want to hear your thoughts. Take a moment to answer this month’s poll question. Responses are
anonymous and helps us better understand the evolving dynamics of this wonderfully complex industry.
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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.

Now that inflation has cooled to more

manageable levels will new habits of

the last four years persist or revert to
pre-inflation habits?

SELECT CONE

Persist in the medium term

Revert to pre-inflation habits
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Generally speaking, we like to put seasonally appropriate items through the rigors of Produce
Moneyball, but rarely do we put purely seasonal items. This is because purely seasonal items have
very short shoulder seasons and their time in the sun does is not always static. Such is the case with
persimmons. Although there were a few holes in the focus timeframe, Produce Moneyball was able
to navigate them and provide us with a clear snapshot, with a few alterations. For one, our focus
timeframe does not conform to our normal monthly analysis. For persimmons we are looking at
weeks 47-50; a little bit of November and a little bit of December. Why? Because this is the time
when they peak and it is always more interesting to review a product during its peak.

Weekly volume index 2015-2024
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The other interesting thing about persimmons is how volatile they are. A down season from a
single producer or an annual ad not repeated by a large retailer can make a big difference. If we
look at the yearly volume chart for weeks 47-50 on the next page, we can deduce that the volume
sweet spot is somewhere in the seventy-five to eighty truckload range. So then what the heck
happened between 2020 and 2022. Oh, wait, | think | know. If | pull out my notes from that time in
my life | will see that the COVID pandemic brought out all the prognosticators calling for the death
of specialty assortment in the produce department (for the record | was not one of them). But
that doesn’t exactly explain the significant growth in 2020. For that we must call Produce
Moneyball to provide us with answers.



Volume in truckloads weeks 47-50
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The chart below displaying the FOB cost for cartons of Hachiya persimmons demonstrates the
gentle upswing in costs between 2015 and 2020. This was followed by a jump in 2021 and a bigger
jump in 2022 before starting to decline again, however at a higher cost than during the glory days
before COVID. What does this all mean, well according to the Produce Moneyball’s mythical
interpreters, persimmons are having a bit of a moment. This moment started because COVID
encouraged people to try new exotic foods but the dramatically rising costs chased these new
customers away. Not to be deterred for long though, these customers came back with only a
small bit of encouragement. Expect increasing demand again this year as costs continue to hover
around $20 FOB.
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Persimmons aren’t a fruit most Canadians reach for every week, but they have a loyal following
that’s easy to profile. Only 1in 33 households buy them, leaning towards men shoppers. Age skews
younger: 20-34-year-olds are the most likely buyers, and income plays a bigger role than age, with
penetration rising significantly in households earning over $150K per year.

Regionally, Ontario leads the country, followed closely by Quebec. Atlantic and Western markets
trail, though devoted fans exist everywhere. Shopping patterns reveal intentionality. Persimmon
buyers aren’t grabbing fruit on a whim, they plan their trips and often pair persimmons with other
flavour-forward choices like figs, eggplant and mangoes.
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Gender Age
male female 20-34 35-49 50-64 65 plus

Income
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Seasonality matters, too. The Hachiya variety, in particular, must be fully ripe before it delivers its
signature sweet, custardy texture. That acquired taste makes persimmons an experience, not a
commodity. For many, including me, they’re part memory, part ritual, an autumnal signal that
something rare and indulgent has returned to shelves.

These shoppers are adventurous, quality-focused, and motivated by flavour with a strong pull
towards tradition. While persimmons may never rival apples or bananas in reach, they occupy a
unique niche: seasonal exclusivity, cultural connection, and a shopper profile defined by intention
and taste.

One ripe persimmon, perfectly soft, tells the story better than any statistic. With persimmons,
patience isn’t just a virtue, it’s the flavour.

BOTTOM LINE: This seasonal, niche category is enjoyed by a small, often traditionally motivated
sliver of the population. That said, it is a must have during the Holidays. The core persimmon
consumer is a young man with a high household income. Those hailing from Ontario are more
likely to pick up a persimmon in their favourite club store, along with a fig, an eggplant and a
mango.
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What’s
In Store?

Patience isn’t just a virtue, it’s the flavour. At first, that might sound strange. How can a fruit taste
like patience? What does patience even taste like? Well... like a perfectly ripe persimmon, maybe.

Step back from the literal and it starts to make sense. According to Produce Moneyball,
persimmons have an incredibly narrow window of availability, almost nothing until late October,
so waiting for them tests your patience. The Produce Trendsetter highlights a small, devoted
demographic, meaning waiting for the right customers requires patience, too. And the ultimate
test? Waiting for that precise moment when a Hachiya persimmon is perfectly soft and ready to
eat.

Okay, let’s get to brass tacks. That’s exactly what we do at What’s In Store. We already know the
when and the who. What we focus on here is the how, how to connect with these seasonal,
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selective consumers, how to understand their tastes, and how to make persimmons more than
just a fleeting purchase. Patience isn’t just part of the story, it’s the strategy, the experience, and
yes, the flavour itself. We heard earlier that Ontario was persimmon central in Canada and the
above chart tells us by what margin and we see Ontario at a 118 index. And while Quebec and the
West aren’t too far behind, the Atlantic provinces have plenty of developing to do if they want to
compete on persimmons. And big box stores dominate the retail scene as these large format
grocery stores have a one-third advantage over the more traditional conventional and discount
stores. Isn’t that weird? The traditional customer is shopping for their seasonal fruit at a non-
traditional format store. Go figure!



Something here worth remembering. While just slightly over 3 of every 100 households are buying
persimmons, the tight seasonal window and the almost cult-like following translates to some brisk
business when it is persimmons’ time to shine. How brisk? Only the Volume Whisperer can answer
that question.

The Volume Whisperer can speak to the numbers. | am not referring to the “corporate speak”
term for reporting on the numbers, | am talking about communicating with the numbers in some
sort of meta-physical way and translating it back
to us in a format we can understand, such as
Atlantic g total required truckloads. Okay just kidding,
there is nothing mystical about the Volume
Whisperer, unless you consider crunching
Quebec millions of data points every month to calculate

truckload volume “mystical”.

Ontario — This month, according to the Volume Whisperer,
total requirements are:
_ « Atlantic Canada: 3 truckloads
(o}
puss 3 * Quebec: 20 truckloads

* Ontario: 50 truckloads

* Western Canada: 30 truckloads

One-hundred and three total truckloads this December. To answer the question from the
beginning - that’s how brisk.

149%
105%

56%

Conventional Mass Discount
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While scanning the landscape for persimmon pricing something interesting emerges. The most
popular place to purchase persimmons, that being Ontario, is also the place to buy the most
expensive persimmons during our price audit. To add a further wrinkle, the place where
persimmons are least popular, the Atlantic, is selling the least expensive persimmons. That is what
is called a demand driven market. Things start to look a little more traditional when reviewing
prices by format. Discount is serving up a very low price, while the conventional format sits highest
in the market. And Mass, somewhere in the middle. Like | said, very traditional.




Last Month’s Poll Question

During the calendar's fourth
quarter (encompassing
Thanksgiving, Christmas
and New Year's Eve) does
your business experience a

.
10% sales boost or a sales

Decline decline?

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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