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This month we peek ahead to 2026 with a look under the hood at spinach, the leafy powerhouse that 
manages to be both humble and heroic in the produce aisle. Whether tossed in a smoothie, stirred 
into a soup, or starring in a salad, it’s the green shoppers keep coming back to, especially with New 
Year resolutions in full swing and health at the top of everyone’s list. Produce Moneyball dives into 
what’s really driving demand for this versatile green, while The Produce Trendsetter breaks down 
who’s who in the spinach aisle. Finally, What’s in Store brings us to retail floors where crisp, well-
stocked displays turn casual browsers into committed buyers.

The year in produce was one of contrasts: shoppers reached deeper into their baskets, embracing 
more fruits and vegetables even as affordability remained a concern. Rising prices nudged many 
toward smart substitutions, private-label options, and seasonal steals, but the desire for fresh, 
flavourful produce never wavered. Amid international trade jitters, there was a renewed romance with 
all things local; farmers’ markets, domestic growers, and produce grown close to home captured 
attention as consumers sought to make a statement with their fruits and veggies. And throughout it 
all, the obsession with health continued to expand, with vitamins, antioxidants, and functional 
benefits driving choices as much as taste or convenience. In 2025, produce wasn’t just a grocery 
department. it was a statement of priorities, values, and wellness.

But what do you think? Was 2025 a year like no other in produce? Or does every year bring a level of 
intrigue that matches the tumult of the last twelve months? Be sure to answer our poll question this 
month and let us know.

Lastly, after 75 editions of Produce Trendspotting, we’re moving our newsletter to a new format. Look 
for it on LinkedIn and SUBSCRIBE. Our new publication will take a deeper look at the issues 
confronting produce consumers in North America and abroad. Using our own proprietary research and 
public sources, we’ll stake our ground in this important industry. Stay tuned.
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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.
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There are several heroes of the New Year. These fruits and vegetables tend to be closely tied to 
their healthy eating acumen. You know the ones, those that pair well with baked fish or is a primary 
ingredient in a quinoa salad or breakfast smoothie or even enjoyed all on its own as its goodness is 
scooped out with a single use serrated edge spoon. Yes, several heroes indeed populate the diets 
of health seeking people across our marketplace. This month we are going to focus on the 
vegetable that arguably was the impetus for the term “Green Goodness”. The same vegetable that 
has a legacy of promoting strength and vitality across modern forms of media for nearly a century. 
Popeye, the Sailor Man would be happy to hear that we are devoting an entire newsletter to his 
one true love; spinach. 

It’s no secret why we are focusing on spinach. All one has to do is review our handy weekly 
volume index chart to see that the year’s first quarter is the time to get spinach. While the chart 
above does not include locally produced spinach that is sold in local markets, it is plain to see that 
cold weather months coincide with high spinach volume and the New Year kicks off a peak for the 
leaf that puts the green in leafy greens.  

The chart on the next page shows us a familiar pattern, one that we have seen with many 
products and this time we see how 2025 played into the narrative. We see volumes edged up 
during the early part of the COVID-19 pandemic and continued to drive higher volumes 
throughout the pandemic until hitting the brick wall we now refer to as generational inflation. 

                             



While 2024 saw spinach stage a small volume comeback, it sputtered in 2025, perhaps as a threat 

of a trade war between the U.S. and Canada loomed large. Below we see a choppy cost curve 

with costs fluctuating within years, ranging between roughly $15 FOB and $25 FOB for 24 count 

bunch spinach, generally moving higher as the month wore on. In the aftermath of the pandemic, 

we started to see cost fluctuation occurring over multiple years, trading still within the same 

range.  But interestingly, no wall of inflation, in fact, the 10-year average is a rather pedestrian 

1.2%. Around here we take all this inside information to our Predictor in Chief, Produce Moneyball. 

And the prediction? Expect costs to remain in the low $20’s FOB this January with a small 

tendency upward throughout the month. 
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An enduring image burnt onto my brain is one of an odd-looking fellow with massive forearms 
squeezing a can of spinach, forcing the limp pasteurized blob of green into his mouth. This of 
course was followed by Popeye opening a second can, this time of whoop-ass (can I say that 
here?). Any way, we’ve come a long way from spinach being the purview of middle-aged, casually 
employed men, if it ever was that in real life. No, today, in the real-world, spinach appeals to a 
much different crowd than as portrayed by Popeye, the sailor man.

And by different, I mean a younger woman, at least younger than the age of 50, living in a 
household with a triple digit income. Good to know, what else can we say about this person, other

Gender Age

Income



than to say they purchase more than their fair share of spinach? Would it surprise you that she is 
over one-third more intent on purchasing organic produce than those who are not buying spinach? 
And less inclined to purchased either packaged or value-added produce? That’s right, slim chance 
you’ll see her exchanging her spinach salad for a shot of green-goodness straight from the can. 

Now that you can spot the core spinach consumer and you know a bit about her purchase and 
consumption habits, the next question is where can you find her? If you are thinking Western 
Canada, you’d be partially correct. Spinach is biggest in British Columbia, but not so big in the rest 
of the West. Ontario also purchases more than their fair share of spinach. If you happen to be in 
these parts and you make your way into a club store, find someone with spinach in their cart, it is 
very possible that they might also be purchasing peppers, garlic and sweet potatoes to go 
alongside their favourite leafy green.

BOTTOM LINE: Just under one-third of Canadians are making spinach a part of their menu 

planning. Topping the list of Canadians making this choice are women under the age of 50 with a 

household income of a least $100K per year. It is more common to find spinach consumers in 

British Columbia or Ontario, shopping for peppers, garlic and sweet potatoes in a club store. 

They’ll also be looking for organic produce and would prefer it loose and unadulterated, at least 

more so than the general population.



We’ve come a long way since we were squeezing our spinach fix out of an aluminum can. For one 
we have Produce Moneyball to tell us to expect a January cost in the low $20’s FOB for 24 pack 
bunch spinach, which incidentally, is not far off from where it’s traded for the better part of 10 
years. Second, we have The Produce Trendsetter to introduce us to the youngish, middle to upper 
income woman with a penchant for organics who just happens to be the core spinach consumer. 
All great information if spinach makes up a large part of your life. But we need to go further,  
simply knowing the history and the socio-economic traits of spinach customers does not give us 
the full picture. We need  hat’s I  St r  to round it all out, to give us the full view, if you will. 
Because it is in store where the product is displayed and where the youngish, middle to upper 
income woman can purchase it.

What is often the case is; what we hear about the core consumer in The Produce Trendsetter, we 
see play out here in the stores.  Makes sense, right? If the core consumer lives in Ontario, naturally, 
we’d expect household purchases to max out in Ontario grocery stores. True to form, that’s what 
we see in this analysis. Ontario stores are 7% more likely to be selling spinach to their consumers or 
said another way; they sell spinach to 7% more consumers per capita than Canada in its entirety. If 
you recall, we also said household penetration of spinach maxes out in BC, but the rest of the 
West lags and here we see the West holding its own, but overall, underperforming Ontario. Also, 
big box stores have the slight advantage over both discount and conventional stores, however to 
the naked eye, that would be hard to notice. The crowds surrounding the spinach display would 
be pretty much the same in any retail format.



You may have heard this before, but I’ll say it again. While it is good to understand who is buying 
and where they are buying it, the real gold lies in how much volume is required to satisfy the needs 
of the people buying in the areas they are buying it. Simply put, the size of the prize is important 
information. 

Where do we turn when we want to size the prize? The Volume Whisperer, that’s where! This
month we get to see exactly where to position 
spinach volumes, in terms of total truckloads 
required for January across the country to 
maximize the spinach opportunity. If you happen 
to be in the business of positioning spinach 
volumes across Canada, I suggest you read this 
carefully. 

In January total regional requirements, according 
to the Volume Whisperer:

• Atlantic: 7 truckloads

• Quebec: 30 truckloads

• Ontario: 58 truckloads

• West: 44 truckloads

Price, it’s the most important element of the entire buy and sell process, at least it has been for the 
last half decade. To round out our analysis of spinach, we need to review the pricing of spinach 
across the country and across formats. According to our Canadian heatmap, it looks like Ontario is 
the place to go for lower priced spinach and unsurprisingly, discount stores are a good chunk less 
expensive than either conventional or mass stores. Meanwhile the Province of Quebec and 
conventional grocery stores is where spinach is priced the highest. You have the info, now use it 
however you see fit.

For those of you keeping track, that’s 139 total truckloads, or roughly 35 per week. For information (or 
trivia) junkies, those numbers break down further to five trucks per day, five pallets per hour or five 
cases per minute. That’s a lot of spinach…and maybe too much information.



Thank you for reading this version of the Execulytics newsletter over the last seven years. I look 

forward to your engagement in the new format. If you would like to subscribe send your name 

and email address to info@execulytics.ca or by signing up at our website execulytics.ca

Have a wonderful Holiday season and a prosperous start to 2026,

Execulytics Managing Partner

Mike Mauti

Last M  th’s P    Q  st   

Now that inflation has 

cooled to more manageable 

levels will new habits of the 

last four years persist or 

revert to pre-inflation 

habits?
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79%
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medium 
term

21%
Revert back

Be sure to answer this month's question, if you haven't already, follow this link: 

PRODUCE TRENDSPOTTING POLL
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