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garlic 

grapes 

GARLIC SEEMS TO BE A FLAVOR that increases in 

popularity with age. For the third straight year the 

likelihood of a garlic purchase increased as shoppers 

aged, with those over 60 being some of the most likely 

to buy garlic overall.

Following a multi-year trend, the likelihood of a 

purchase increased according to income in Fresh 

Trends 2021.

Ethnic background also plays a big role in garlic 

purchases, with Hispanic shoppers being the most likely 

group overall to buy garlic.  Asian consumers and those 

in the “other”  category were also top garlic purchasers.  

38%
of customers purchased 

garlic within the 

past 12 months

Likelihood of purchase 

based on ethnicity/race

White/Caucasian ........................................36%
Black/African American ...........................32%
Hispanic ............................................ 51% 
Asian ...............................................................48%
Other ...............................................................45% 

Likelihood of purchase based on age*

18-29

30-39

40-49

50-59

60+

*Considering primary household buyers

30%

33%

35%

41%

49%

COLORFUL, PORTABLE AND CONVENIENT,  grapes 

are a top snack food for today’s consumers. They are 

the No. 4 fruit that shoppers purchased last year. 

Eight in 10 grape buyers said they used grapes as a 

snack in the past year. Grapes also make a healthy dessert, 

and 28% of shoppers said they used them  this way.  

Green seedless grapes have been the frontrunner 

for years, and they remain the top variety this year, but 

interest in red seedless grapes has climbed steadily, 

and they’re practically even with green seedless grapes 

in Fresh Trends 2021.  

As a dessert  28%

As a salad  20%

As an appetizer  16%
As a side dish  15%
As an ingredient in a recipe 15%

Ways consumers use grapes

As a snack  80%

55%
of customers purchased 

commodity  within the 

past 12 months

Varieties consumers prefer to purchase 

Green seedless ......60%

Red seedless.................59%

Blue/black seedless ... 28%

Green with seeds ........11%

Red with seeds ............10%

Blue/black with seeds . 7%

No preference ...............8%

Likelihood of purchase based on age*

18-29

30-39

40-49

50-59

60+

*Considering primary household buyers

46%

42%

52%

62%

70%
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Sales 2020 % change from 2019

Pounds sold 78,832,788 11.1%

Retail sales $218,054,730 9.1%

2020 2019

Average retail price per lb. $2.77 $2.82

Dollar share of organic fruit $7.33 $7.53

Organic percent of retail grape sales 2020 6.5%

Source: IRI

OVERVIEW
Organic grapes continued 

their sales growth in 2020. 

Sales rose slightly more than 

9% from 2019, and organic 

purchases now make up 

more than 6% of all grape 

sales. Encourage shoppers to 

consider organic grapes by 

offering several varieties in 

your department.

FRESH TRENDS 2021 
12% of consumers said they 

purchased organic grapes 

exclusively, up from 9% last 

year, while another 14% said 

they bought organic grapes 

at least some of the time.
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Organic monthly shipping point prices 2020

Shipping point prices include all locations, varieties and 

sizes tracked by the USDA.

■ 2019

■ 2020

$32.95 

$17.87 

$20.40 

$28.79 

Organic

COMMON PLUS
Look online at producemarketguide.

com/produce/organic-grapes for a 

list of the most common PLUs. 

Grapes pmg organic 2021
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MARKETING TIPS
Organic grapes are 

popular across all ages and 

demographics. Promote them 

not just as a tasty snack but 

also as an easy side dish on a 

hot summer night. Encourage 

shoppers to think creatively 

by offering ideas for fruit 

skewers that include grapes. 

Cross-promote organic 

grapes with organic cheese 

and wine to appeal to more 

adult palates. Give organic 

grapes a promotional push 

during the back-to-school 

season as they are a tasty 

addition to the lunch box.

DOS AND DON’TS
✔ DO: Give organic grapes 

some space. Studies show 

that larger grape displays can 

encourage shoppers to make 

an impulse purchase.

✘ DON’T: Don’t give shoppers 

the opportunity to cross-

contaminate organic grapes 

with conventional ones. Use 

packaged organic grapes in 

your display and make sure 

the appropriate barriers are 

in place if displaying them 

with conventional grapes.

Make organic grapes a centerpiece of a larger organic fruit display.

demographics. Promote them

also as an easy side dish on a

hot summer night. Encourage

that larger grape displays can

encourage shoppers to make

Make organic grapes a centerpiece of a larger organic fruit display.
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Offer more than one variety of organic grapes and 
showcase them together to create a larger display.

Include a variety of packaging options in your display to meet the needs 
of as many shoppers as possible.

1

2

3

Dynamic Displays
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To read more, 
scan the QR code.
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Grape Listings Premium Organic Suppliers

Nor-Cal Produce
> West Sacramento, CA
2995 Oates Street (95691)

Moving fresh produce – local and global, organic 
and conventional, from source to market, with 
expertise and integrity. We’re building better 
to help you succeed in your community. Better 
Food. Better Future.

Tel 916-373-0830
FAX 916-436-5566
Tel 916-373-0830
FAX 916-436-5566
TJ Crouch, Director Regional Produce
Tel 800-899-5944 
tcrouch@unfi .com
Todd Achondo, Mgr. Business Development
Tel 916-373-0830 
tachondo@unfi .com
Debra Cederlof, Mgr. Floral 
Tel 916-373-0830 
dcederlof@unfi .com
Tim Saylor, Account Manager
Tel 916-373-0830 
tsaylor@unfi .com
Dave Manus, Category Manager
Tel 916-373-0830 
dmanus@unfi .com
George Buck, Category Manager
Tel 916-373-0830 
gbuck@unfi .com
Broker | Wholesaler
Organic Commodities Featured:
Apples, Asparagus, Bananas, Carrots, Corn, Grapes, 
Herbs, Leaf Lettuce, Mushrooms, Onions, Pears, Potatoes, 
Squash, Strawberries, Tomatoes
PMG PIN #112080

Progressive Produce LLC
> Los Angeles, CA
5790 Peachtree St (90040)

Servicing customers since 1967, Progressive 
Produce is a grower, packer, shipper currently 
operating out of multiple facilities throughout the 
United States and Mexico. Since our first bag of 
potatoes packed in Los Angeles over 50 years 
ago, Progressive Produce has grown to become 
a single source and global supplier organic and 
conventional asparagus, potatoes, onions, sweet 
onions, yams, citrus, chili peppers. In 2017 we 
merged with our long-time partner Keystone 
Fruit Marketing. This merger added additional 
talent, growers, customers and categories 
like peaches, apples and watermelons to 
Progressive’s portfolio. Always striving for 
innovation, Progressive Produce takes pride in 
seeking new ways to be socially responsible 
and sustainable by operating and managing the 
business to best serve its customers and the 
environment. We have proven to be sustainable 
for over 50 years due to our relentless pursuit of 
excellence, respect for our team & customers, 
plus our energy, attitude and passion towards 
innovation and knowledge of fresh produce.
Progressive Produce – Great People, Great 
Company, Great Future.

Tel 323-890-8100
FAX 323-890-8113
sales@progressiveproduce.com
www.progressiveproduce.com
Jamie Simon, Director, Sales & Business Development
Tel 323-890-8100
(cell 323-829-0570)
jamie@progressiveproduce.com
ML Davies, Director of Sales, Organic Produce
Tel 323-890-8121

(cell 541-514-9909)
ml@progressiveproduce.com
Cory Stahl, Vice President, Sales
Tel 323-890-8100
(cell 310-938-6273)
cory@progressiveproduce.com
Jordan Barta, Sales Manager
Tel 323-890-8100
(cell 949-933-3293)
jordanb@progressiveproduce.com
Gael Vazquez, Grower Relations Manager
Tel 509-787-4303
(cell 323-854-2024)
gael@progressiveproduce.com
Sean Barganski, Sales Manager
Tel 323-890-8100
(cell 323-695-9504)
sean@progressiveproduce.com
Jonah Reardon, Sales Manager
Tel 323-890-8100
(cell 559-772-9251)
jonah@progressiveproduce.com
Steve Long, Sales Manager
Tel 509-787-4303
(cell 509-293-2559)
steve@progressiveproduce.com
Christine Toy, Sales Manager
Tel 323-890-8100
(cell 559-731-1412)
christine@progressiveproduce.com
Veronica Rodarte, Commodity Manager – Chili & 
Specialty Citrus
Tel 323-890-8100
(cell 818-429-8615)
veronica@progressiveproduce.com
Grower | Shipper | Wholesaler
Organic Commodities Featured:
Potatoes, Onions, Sweet Potatoes, Citrus, Asparagus, 
Grapes, Herbs
PMG PIN #110997

HANDLING
> Temperature: 30-32°F (-1-0°C)

> Relative humidity: 90-95%

> Mist: no

> Typical shelf life: 56 to 180 

days

> Odor producer. Grapes 

fumigated with sulfur dioxide 

will produce odors that may 

be absorbed by other fruits 

and vegetables. Do not store 

or transport fumigated grapes 

with other fruits and vegetables.

> Odor sensitive. Grapes will 

absorb odors produced by 

leeks and green onions.

Moderately sensitive to 

freezing injury. Although 

frozen grapes are a good 

snack, freezing is a poor 

method of storage.

> White or green grapes will 

have a yellow cast or straw 

color with a touch of amber at 

their taste peak. Red varieties 

are best when red coloring 

predominates all or most of the 

berries. Darker varieties should 

be free of a green tinge.

> Minimize shatter by 

unfastening the lug’s lid. Hold 

the lid on top while turning 

the lug upside down. Carefully 

remove the lug. If lined, the 

grapes will stay in place. 

Remove the liner and the 

grapes will fall free.

Grapes pmg organic 2021
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