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New cards to make any day special
Introducing Brighten Someone’s Day, an innovative collection of summer cards designed to spread 

happiness, celebrate close friendships and make people laugh, any time, for any reason.  

One more way Carlton Cards brings the perfect cards to your stores.

For an up close view, contact Carlton Cards at 1-800-663-2273

        11:56 AM
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It probably didn’t come as much of a shock to any-
one in the grocery industry that Sobeys decided to
close down up to 50 stores, the majority of them in
Western Canada. Indeed, this is what consolidation is
all about: serve the same size market with less capi-
tal investment making existing stores more profitable.
Sobeys has claimed that these stores were under-

performing locations and as part of its efforts to real-
ize $300 million in annual savings from the acquisi-
tion of Safeway it only made sense to close them
down. When Sobeys was earlier forced by the Competition Bureau to divest some of
the newly acquired stores there were others who eagerly stepped into the breach to
snap the locations up — for Co-Op it provided an opportunity to enter markets it did
not have a significant presence in before. The Northwest Co. just finalized the pur-
chase of the only Price Chopper location in Winnipeg.
But will anyone now be interested in taking over what were underperforming loca-

tions? With the acquisition of Safeway, which made Sobeys the preeminent player in
the West, can we expect to see further developments with new players coming into
the market? 
It has been rumored for years that Metro, who probably has the best balance sheet

in the industry at the moment, would like to get into the West, establishing itself as
more of a national player. But, like Loblaw, who probably has the best real-estate
footprint in the West, Metro will not settle on poor locations. And, if it does decide
to make a move here, it will not do so in a piecemeal fashion.
Thus far, however, Sobeys has said it will close down the stores instead of selling

them. The company said, in fact, that its planned closures will remove 1.5 million
square feet from the national grocery store market.  But something still has to be
done about the real-estate. The most likely scenario is that these locations may pro-
vide an opportunity for an independent grocer or an ethnic chain to expand; other-
wise they will simply be shuttered.

Frank Yeo,
Publisher & Editor

Continued Shake-up
in Western Market

publisher’s perspective

Robin Bradley

Associate Publisher &
National Account Manager

rbradley@mercurypublications.ca

Melanie Bayluk

Western Account 
Manager

mbayluk@mercurypublications.ca
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Mark Ayer Re-joins Kraft
Tim Berman, vice-president of sales, has 
announced that Mark Ayer will be re-joining Kraft
Canada effective August 18, 2014.   

He will be taking on the position of vice-president of field sales,
leading the customer and retail business teams.   Mark started his
career at Kraft and held a series of successive positions before join-
ing Procter and Gamble, where his most recent role was vice-presi-
dent of sales.   

Organic Meadow 
Celebrates 25 Years of
Building the Organic
Dairy Category

Organic Meadow, Canada’s oldest organ-
ic dairy co-operative and leading organic
dairy brand, is celebrating its 25th
anniversary in 2014.

Organic Meadow began in 1989, when a
group of six farmers gathered around a
kitchen table in
Durham, Ontario,
with a vision of
building a sus-
tainable system
to make whole-
some food acces-
sible to Canadians.  The system would be dif-
ferent than others before — it would start at
the farm gate.

Today, that small farmer’s co-operative,
under its brand name Organic Meadow, has
grown to become a leader in the organic
dairy category, offering more than 90
organic products at grocery stores across
the country, including organic milk, cream,
cheese, yogurt, butter, eggs and ice cream.  

“For 25 years we’ve done things the
right way,” says Don Rees, CEO, Organic
Meadow.  “It started with building the raw
milk supply, then creating an iconic brand
and finally taking the leap into manufac-
turing by building our own plant.”  

As the category evolved, Organic Mead-
ow has prospered through focusing on
growing the organic category from the
farm gate level.  Today, its farms supply
over 80 per cent of all organic milk in
Ontario, with its family farms producing
over 20 million litres of milk every year.

Quality Foods Joins United Grocers Inc.
Quality Goods, based in Vancouver Island,

B.C., has joined United Grocers Inc. (UGI).
“The announcement of this new member in
addition to our other members confirms the

determination of the UGI board members to continue to grow and we are confident that
the future will offer us other opportunities to have additional members,” says Denis Gen-
dron, UGI president.
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api(+) Designs New Walmart Concept,
Walmart To Go

api(+), a leader in retail archi-
tecture and design located in
Tampa, Florida,  has rolled out
its prototype design for Wal-
mart To Go. The concept is Wal-
mart’s first small format conve-
nience store and is now open in
Bentonville, Arkansas.

Unlike traditional convenience stores, Walmart To Go offers a mix
of traditional grocery items and fresh prepared foods along with
popular convenience store products.

“We are proud to continue to be a resource to Walmart for origi-
nal thinking and fresh design ideas,” said Juan Romero, AIA, NCARB

president and CEO of  api(+).
Founded in 1990, Architecture-

Plus International, Inc.,  api(+),  is
an award-winning multi-discipli-
nary design firm focused on
improving retail performance
through design. The firm offers
branding strategy, architecture,
interior design, graphics, and
environmental signage design. 

In North America, Keurig is King: 
The Rest of the World is Nescafé Territory

Keurig Green Mountain, the company behind  the popular single-
cup coffee machines and pods, is having  a pretty excellent year.
It  passed a billion dollars in sales in its second financial quarter, up
10 per cent from the same period last year.

The company’s impressive  performance highlights the dominance
of its  single-cup coffee products in  North American. It is the biggest
coffee brand in North America by value, accounting for 18.4 per cent
of the retail market
with its own branded
coffee pods. It also
sold 1.8 million brew-
ing machines during
the quarter.

In the rest of the
world, Nestlé’s Nescafé
instant  coffee  leads
the market, even
though many of
those regions drink
more fresh coffee
than instant. Nescafé
is just so dominant in the instant category that its sales are higher
than other individual brands.

Don’t expect world domination from Keurig any time soon.  The
company barely has any presence outside of North America, and has
plenty of work on its hands as it prepares  to release a new line of
machines and capsules, as well as a machine that makes cold car-
bonated drinks.  Keurig’s U.S. rise comes  despite concerns that the
pods are environmentally wasteful.

The company already partners with many of its competitors in cof-
fee, brands such as  Starbucks, Dunkin’ Donuts, and Peet’s — who all
make customized pods for Keurig’s machines. (Keurig also just made
a deal with J.M.  Smucker, which owns Folgers.) So Keurig ends up
benefiting from other coffee companies’ branding.

Taste the Difference that Makes a Difference
Since the Newman’s Own brand

launched, Paul Newman and New-
man’s Own Foundation have given
over $400 million to charity. This sum-
mer, the company is offering special
couponing to encourage consumers to
try out their brand of barbecue sauces
with all profits going to charity. The

product line uses the finest ingredients, no preservatives, artificial flavours or colours.



Polybags, rigid 
containers featuring 
labelling capabilities,
folding cartons and paper 
products, we’ve got the 
packaging you need.

We’ve got 
You Covered!
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Bakery On Main Holds Groundbreaking
Bakery On Main’s Founder and President Michael Smulders was

recently joined by state and local officials to commence ground-
breaking on a new 111,000 square foot commercial baking facility in
East Hartford CT.  

The expansion is in response to the overwhelming consumer
demand for Bakery On Main products, and the need for a larger
gluten free commercial production facility  to meet that demand. The
Dennis Group provided
architectural and engi-
neering services for
the $10 million renova-
tion project, and con-
struction management
services are being pro-
vided by Winstanley
Construction Manage-
ment Group.  When com-
plete, the new dedicated
gluten free and  non-GMO facility will have state-of-the-art quality
and hygienic production,  SQF 3 Global Food Safety Certification  in
addition to being Kosher OU Parve, Non-GMO Project Verified  and
GFCO Certified Gluten Free. 

Greenpeace Supermarket Report:  
Canadian Consumers Want Their Oceans Protected

Greenpeace Canada’s latest report ranking Canada’s big retailers on
seafood sustainability urges the retail giants to take the next step and
support the creation of oceans sanctuaries. A poll included in this years’

report showed a majority of Canadians
want marine reserves created. 

“Canada’s big supermarket chains
are making progress on their sus-

tainable seafood commitments, but they can play a bigger role in pro-
tecting our oceans,” says Sarah King, Greenpeace Canada oceans
campaign coordinator. “Some retailers have expressed support for
broader conservation initiatives, but none of them have fully acted
on it. A good place to start is a strong commitment not to source
from proposed or existing ocean sanctuaries.” 

The 2014 report, entitled Protecting Our Oceans is Everyone’s
Business: Ranking Supermarkets on Seafood Sustainability finds
Canada Safeway, acquired by
Sobeys in 2013, at the top of the
ranking with a green rating. In
addition to the company transi-
tioning to sustainable options on
big sellers like canned tuna and
net-pen farmed salmon, it also
committed not to source from
the proposed high seas ocean
sanctuaries in the Western and Central Pacific ocean — where most
tuna is caught — and to avoid fish caught in the proposed Ross Sea
ocean sanctuary. 

Loblaw is second, also receiving a green rating and is the most
advanced on policy implementation. Metro is third and has
expressed support for the creation of marine reserves in a new pol-
icy edition, as did Walmart Canada in its latest policy, placing fifth.

Kwon Joins CFIG
Thomas Barlow, president and chief executive officer of the Canadian Fed-

eration of Independent Grocers (CFIG) has announced that effective July
15th, 2014 Nancy Kwon joined CFIG as director of marketing and communi-
cations.Kwon has more than 15 years experience as an award-winning jour-
nalist, having worked globally in both Europe and Asia. She was the trilin-
gual, globetrotting editor-in-chief of three international global travel retail
magazines covering Asia, Middle East/Africa and the Americas before joining Canadian Grocer in
2006.  Kwon holds a Masters in English Literature from the Université de Rennes II France, an Honours
B.A. from the University of Toronto and a Bachelor of Journalism from Ryerson University.

Sartori Receives
“Best of Class” at
World Championship
Cheese Contest

Sartori Cheese received two “Best of
Class” awards at this year’s World Cham-
pionship Cheese Contest held in Madi-
son, WI.  The competition was host to
over 2,600 entries from a total of 22
countries.  Sartori’s Extra-Aged Asiago
was named “Best Asiago” while SarVec-
chio Parmesan received a “Best of Class”
in the shredded cheese open class.

Two years ago at this biennial com-
petition, Sartori’s Extra-Aged Asiago
took home a “Best of Class” in the
Open Class Hard Cheeses and Sartori’s
SarVecchio Parmesan received a “Best
of Class” in the shredded class, making
it the best shredded cheese in the
world four years running. “This compe-
tition is very technical.  The judges look
for up to 50 defects in a cheese and
judge in tenths of a point up to 100
points.  Their standards of quality are
set high,” states R&D Vice-President,
Pat Mugan.  

Sartori is no stranger to setting high
quality standards.  On a daily basis,
they are working with their dairy
patron farmers to produce the highest
quality rBST free milk.  These high
standards of quality milk are crucial to
the making of high quality cheese.
“The incredibly high quality milk pro-
vided by our patron farms is a vital first
step in making great cheese.  When out
visiting with the farms, you can see
these patron producers have a true
love for the land and their animals.
They know that the milk they are pro-
viding to Sartori is helping to make
award-winning cheese and they’re
proud of that,” states third generation
Owner and CEO, Jim Sartori.  

Sartori’s Extra-Aged Asiago and
SarVecchio Parmesan cheeses are
hand-crafted in Antigo, Wisconsin.
Each cheese wheel is carefully handled
by Sartori’s team members.  “We have
high quality standards not just at the
farm, but also at our cheese-making
facilities.  It’s important for us to follow
through with a level of quality that we
are proud of.  If we all continue with
high quality standards, we’ll see the
results, such as a ‘Best of Class’ win at
one of the most prestigious cheese
competitions in the United States,”
states Sartori.

Sartori received one additional
award for their Merlot BellaVitano®, a
second place finish right behind their
SarVecchio Parmesan in the shredded
cheese open class. 

Correction Notice
In the last issue of Western Grocer, the article entitled “B.C. Food

and Beverage Industry Aligns Through Gap Analysis” by Andrew
Raphael of Myers Norris Penny was in fact co-authored with Nico
Human former CEO of the B.C. Food Processors Association. We
apologize for the error.

•   Model MINI-32 Mixer-Grinder
•   Hopper Capacity - 65 lb. (30kg.)
•   Accepts Standard Lug Loads
•   Hopper and Bowl Assembly easily Removable
•   Other Options Available

ALWAYS AVAILABLE - 

www.birosaw.com

   
   
   
   
   

   

   
   
   
   
   

   

   
   
   
   
   

   

   
   
   
   
   

   

   
   
   
   
   

   

   
   
   
   
   

   

   
   
   
   
   

   

   
   
   
   
   

   

Perogies Top List
The recent Nanos Research Foodie Nation Survey found that Canadians

love their perogies, particularly in the Prairies (63.4 per cent) and Atlantic
Canada (42.3 per cent).  Perogies were the closest thing to what they con-
sidered Canadian cuisine, coming out first, largely driven by Canadians living
in the Prairies.  Perogies were the clear choice when it came to the “food
chosen as being as much a part of Canadian cuisine as traditional dishes like
poutine and tourtiére,” with 39 per cent of Canadians picking them.



It’s exceptional because the fair will
be celebrating its 50th anniversary.
In 1964, the first SIAL event was

launched, within the CNIT at Paris La
Défense. At that time SIAL had already
decided to position itself as the food
crossroads of the world, with a special
focus on innovation. Twenty-six countries
were represented in this first edition.
From the moment SIAL established its

primary position in the rankings, the
number of international exhibitors and
visitors has not stopped increasing edi-
tion after edition. The
importance of innovation
has also grown in impor-
tance, turning the SIAL into
a privileged observatory of
new food products.
2014 will also be an

exceptional year due to the
record participation expect-
ed: more than 6,000 exhibitors and
150,000 visitors from 200 countries. The
food world will most definitely have a
meeting point in Paris!
Not only that. Nine months before

opening its doors, 90 per cent of the
exhibition surface has already been
booked! “This clearly shows that a pro-
fessional fair for professional people,
conceived for business and aimed at busi-
ness, has firmly established itself, even

when the economy is less favourable
than previous years,” said Nicolas Trente-
saux, SIAL group director.
In addition, SIAL 2014 will offer some-

thing new as it expands to embrace new
horizons. The integration of Equipment,
Technology and Services sectors will further
consolidate SIAL in the food sector: from
the factory to marketing of the product.

Visitor Numbers at 
SIAL Paris 2014
The 2014 edition of SIAL is expecting

150,000 visitors. Nearly two
out of three visitors will come
from abroad. And 200 coun-
tries will be represented in
total. More than the half of its
visitors will come from trade
and distribution, a quarter
from the agribusiness indus-
try, 18 per cent from catering

facilities and four per cent from services. 

Exhibitors at SIAL 
Paris 2014
More than 90 per cent of the surface is

already booked!
To help visitors plan their time and to

optimize professional networking, SIAL
2014 will once again be organized in 20
sectors, with a new sector: Equipment &
Technology. 

SHOW REVIEW
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Upcoming EVENTS

Sept. 11-14, 2014

CFHA East
Metro Toronto Convention 
Centre,  South 
Toronto, ON
For more info: info@chfa.ca

Sept. 29-30, 2014

Grocery 
Innovation Canada
Metro Toronto Convention Centre
Toronto, Ontario
For more info: 
www.groceryinnovations.com

October 11-14, 2014

National Frozen &
Refrigerated Foods
Convention
Orlando World Center Marriott
Orlando, Florida, U.S.A.
For more info:
www.nfraweb.org

October 19-23, 2014

SIAL Paris
Paris Nord, Villepinte, France
For more info: 
www.sialparis.com

March 24-25, 2015

Anuga FoodTec
Koelnmesse Fairgrounds
Cologne, Germany
www.anugafoodtec.com

April 13-14, 2015

Grocery 
Showcase West
Vancouver Convention Centre
Vancouver, BC
For more info: www.cfig.ca

market
update

Happy Days Dairies Ltd. Announces Distribution
Agreement with UNFI Canada, Grocery West

Happy Days Dairies Ltd. has announced a new distribu-
tion agreement with UNFI Canada, Grocery West.  UNFI
Canada, Grocery West has listed Happy Days complete
product line. “Our new distribution partnership expands
access to Happy Days complete natural goat dairy and

organic cow dairy product lines across Western Canada. We are very excited to now offer
availability through UNFI Canada, Grocery West for our top quality milk, cheese, kefir, yogurt
and ice cream dairy products!” said Kelsie Black, marketing director at Happy Days Dairies. 

Joia All Natural Soda Wins 2014 sofi Award
Joia All Natural Soda has won the 2014 sofi Award for Outstanding

Cold Beverage from the Specialty Food Association.  A sofi is the top
honour in the $88.3 billion specialty food industry. “sofi” stands for
Specialty Outstanding Food Innovation.

The Orange Jasmine & Nutmeg variety was one of 125 finalists
selected by a national panel of specialty food professionals from a
record-setting 2,737 entries across 32 awards categories including
Outstanding Cold Beverage. 

“We are excited to win the sofi for our Orange Jasmine & Nutmeg
variety,” says Bob Safford, CEO and founder of Joia All Natural
Soda. “It’s a personal favourite of mine and at only 60 calories a
bottle and nothing artificial it’s a great alternative versus other

sparkling beverages. We’re gratified that the judges agree!”

Food Processing Companies Honoured by the
BC Food Processors Association

Olympic Dairy received the BC Food Processors Hall of Fame Award at the FoodProWest
2014 Awards Gala on Thursday, June 12th, 2014. Elizabeth Crudgington of Quest Outreach
received the Leadership Award and Ideon Packaging received the BCFPA Member of the Year
Award, whilst the Rising Star Award was won by Andrew Tait of Tait Labs, and the Innovation
Award went to Yves Potvin of Garden Protein. Earth Renu was awarded the Sustainability
Award.  The Product of the Year Award was shared: Gold to Northern Divine/Target Marine,
Silver to Vij’s Inspired Indian Cuisine and Bronze to Left Coast Naturals.

Leadership Award: The Leadership Award recognizes an Industry leader that provides business
leadership and inspiration, makes a positive
contribution to the community, practises
mentorship, environmental sustainability and
is a role model. Elizabeth Crudgington of
Quest Outreach received the award.

The awards were presented at FoodProWest, the premier annual gathering of BC food
processors.  The event included a buyers’ day and conference, followed by the awards gala.
During the event, attendees networked and browsed the trade shows with over 60 exhibitors.

“We are delighted with the fabulous work of all nominees, finalists and recipients of our
awards,” said Dave Eto, BCFPA president and chair of the board. “They all are worthy and
totally inspirational.  We are delighted that we could honour them in this way.”

“This is the sixth year of FoodProWest,” added Nico Human, BCFPA CEO. “We are very
happy to see the event continue to grow. It is also a fundraiser: Proceeds of the event are used
to leverage funding for industry projects that will benefit the entire industry. The event there-
fore not only celebrates the industry and brings its participants together, it also raises funds
for the betterment of the industry as a whole.

“We are already working on FoodProWest 2015,” Human added. “The provisional date is
June 11-13, 2015.   Please pencil the dates in immediately!”

Focus Countries
Focus on Canadian participation 
at SIAL Paris in 2012: 

• 21th largest exhibiting country in terms 
of surface

• 85 Canadian exhibitors
• 16th largest visitor country, with more than 
1,868 visitors

• The most important product sectors:
- Meat
- Dairy Products

• List of the largest pavilion organizers 
- Canadian Food Exporters Association
– Food Beverage Canada
- Groupe Export Agroalimentaire 
Québec Canada 

- Alberta Agriculture and Rural Development
- Saskatchewan Trade and Exporter 
Partnership

- Canada Pork International

Among the SIAL Hot
Spots of 2014

50 years!
In 2014, SIAL will celebrate its 50th

anniversary. A unique anniversary that
will be properly celebrated, with enter-
tainment in the halls, the presence of 50
top international chefs doing their shop-
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ping at SIAL, and a Light & Sound Show on
the SIAL esplanade on Monday 20 October,
from 5 p.m. to 8:30 p.m. The perfect
moment to meet the SIAL community!

SIAL Innovation
SIAL confirms its trend-watching role

and its vocation for revealing innovations
at SIAL Innovation. A vocation that is
reinforced in 2014. On the one hand, in
conjunction with TNS Sofres, SIAL unveils
a large worldwide study to identify
emerging trends in terms of food behav-
iour. On the other hand, the world’s best
innovations will be displayed at the fair.
This will be the best occasion to bring
visitors a unique outlook on innovation.

La Cuisine by SIAL
In 2014, catering will once again have

its place at SIAL. La Cuisine by SIAL will be
an authentic crossroads for catering profes-
sionals, with entertainment, show cooking,
photo exhibitions, etc. all sponsored by
three star chef Christian Le Squer. On 20
October, as part of its 50th anniversary cel-
ebrations, SIAL will welcome 50 chefs from
around the world. They will visit the fair
(looking for new providers!) and will take
part in show cooking events.

World Tour by SIAL
World Tour by SIAL is a window to the

world of consumption. The aim of this
space is to decode conso-retail trends in
the varied and sizeable food markets on
the planet: new distribution concepts,
market evolution, etc. In short the max-
imum amount of added value essential to
conquer new markets.

SIAL TV
SIAL TV demonstrates our desire to

convert the fair into a meeting place for
knowledge, experience, food news,
debates, etc. SIAL TV Studio, with its live
broadcasts, will be an undoubted hot
spot for the 2014 edition. Don´t miss it!
In this context, and in collaboration

with Sopexa, let´s meet on 20 October
from 10 a.m. to 12:30 p.m. on the SIAL
TV Studio for « Foodies 2.0 »  The occa-
sion to decode the social-web trends with
the key actors and to guide companies in
their 2.0 communication. 

Le Marché by SIAL
In 2014, SIAL puts special focus on the

fruit & vegetables trade with Le Marché
by SIAL. Two reasons explain this special
honour. Firstly, the sector has made a
huge effort to adapt its products to con-
sumer expectations. Secondly, SIAL ben-
efits from the savoir-faire! Fruit & veg-
etables are a product area where retailers
are making considerable efforts to offer a
unique service. And this trend can only
increase in the coming years.

Focus France 
SIAL is not only a worldwide meeting

place for the food sector. It is also a great
shop window for French agribusiness.
This year France will again be the largest
exhibitor country, with more than 1,000
companies and 19 per cent of the exhibi-
tion surface. So SIAL turns into the
biggest French marketplace! On this
occasion, SIAL has signed a privileged
partnership with French retailers, whose
buyers will be present at the fair.

SIAL 2014 in Three Ideas

360° food vision
SIAL networks encompass the whole sec-

tor!  From the factory to consumption, all
professions are represented: equipment,
gross production, transformation, prepara-
tion, market launch (retail, catering, com-
munities, etc.)  The SIAL Group network
brings 360 º vision to the food industry and
represents a real springboard for exports. 

Trend watching & innovation
SIAL is of huge global importance, and

through the work of the SIAL Group net-
work, provides a reliable and accurate
picture of emerging trends in the world’s
principal markets! 

Much more than square metres!
SIAL network fairs are more than just

exhibition square metres. The SIAL net-
work is also the biggest food community
in the world. It offers the definitive net-
working platform for the sector, and all
the fun of the fair! During SIAL Paris, you
can discover many original and innovative
places in this food-loving capital with the
help of the SIAL OFF programme!  ●

Innovation: Which
Trends in 2014?
First lesson: global innovation

does not exist! It is, in fact, one of
the specificities of the agribusi-
ness industry: to adapt to conti-
nental, national and even occa-
sionally regional expectations, as
specified as they are. 
Nevertheless, within this frame-

work, some key trends are
detectable, as they imply the pres-
ence of innovation in every conti-
nent. The biggest trend? Time and
time again « pleasure ». In 2013,
according to the XTC consulting
firm (SIAL partner), 55 per cent of
companies innovate on the food
« pleasure » axis. In 2011, before
the SIAL fair, they represented
52.5  per cent. 
The observatory for innovation

that will be presented in this
context during the next SIAL in
Paris, will even allow for the
regionalisation of trends struc-
turing innovation. 

What are the innovation 
drivers in the major regions
of the world? 

North America: the « variety of
the senses » is the most important
trend in innovation in 2013, fol-
lowed by functionality and safety.

Latin America: the ranking of
trends in Latin America is the
same as in North America, with a
strong ranking for sensory variety
(new tastes, perfumes, etc.). Latin
America has the strongest Slim-fit
trend in the world.

Asia: Variety of Senses trends are
strongest in Asia, representing nearly
50 per cent of innovative products.

Europe: Offering pleasure « prêt à
manger ». We notice that many
innovations have been adapting to
new nomad behaviours, while
maintaining the varied and
sophisticated traits that character-
ize « food models » in most Euro-
pean countries.

Middle East/Maghreb: more
westernised innovation. The
Middle East and Maghreb area
typically offers pleasure, health
and convenience. 

Press Contacts:
Expo Canada Julie LESONGEUR  jlesongeur@expocanadafrance.com
International Press  SIAL GROUP  celine.princet@comexposium.com
France Press  VFC Relations Publics  accueil@vfcrp.fr
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When summer hits, moms around the country breathe a
collective sigh of relief — “ah, two months of not having to
pack lunches.” But, now that September is just around the cor-

ner it’s time to think about what to put in that brown paper bag (or metal
tin, or bento box, whatever the case may be). Back to school snacks and
lunches are no easy task. Items have to be portable, easy to open and con-
sume, nutritious, stick with school guidelines (peanut-free, nut-free, even in
some cases egg-free), be budget friendly, and to top it all off, be something
kids will eat. Creating back to school displays with the right product mix can
help ease parent packing woes and make September a little more stress-free.
More and more parenting magazines, blogs, and government organizations are

touting the benefits of packing a child’s lunch versus letting them eat from the
cafeteria, which in many cases serves high-fat, high-sodium, sugar-laden options.
At the top of the nutritional list are fruits and vegetables - all of which can be
cut into fun shapes, stored in small containers, and served with a side of dip to
keep kids happy. (Merchandising tip — create a display of small, BPA-free con-
tainers, cookie cutters, and wooden skewers in the produce section.)

BACK TO SCHOOL

By Carly Peters
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Aside from tasting great any time of
year, watermelon is also extremely
healthy and a terrific hydrator, especially
during hot summer days that stay into
early fall. Technically a vegetable in the
same family as cucumbers, pumpkins and
squash, watermelon is high in potassium,
vitamin C, the anti-oxidant Lycopene, and
the amino acid Citrullne, which appears to
have a very beneficial impact on your car-
diovascular system, states Gordon Hunt,
director of marketing & communications
for the National Watermelon Promotion
Board, an USDA authorized Research and

Promotion Board established at the
request of the growers and handlers of the
U.S. watermelon industry.
“Utilizing value, versatility, and health

messages in your store will help stimu-
late sales of watermelons. The better you
know your product, such as your types of
watermelon and year-round availability,
the better your customers will feel
inclined to purchase watermelon,” he
says, adding the National Watermelon
Promotion Board offers store-level train-
ing, free material for in-store promotion,
and a retail kit with consumer research
and watermelon facts.
Making fruit fun and easy to consume

is good for both kids and parents. Mater-
ne Canada brings to Western Canada the
largest assortment of healthy snacks in
pouches thru its flagship brands GoGo
squeeZ, an all-natural applesauce which
comes in eight flavours, including the
newest Apple Grape and Apple Pear. 

“Our brands are aligned with our con-
sumers’ very active lifestyles. They are
looking for a product that is healthy and
nutritious but are not willing to compro-
mise on taste,” states Pierre-Marc Lafor-
est, vice-president of sales & marketing
for Materne Canada, who also points to
their three flavours of the new innova-
tion Puddin’ squeeZ, a pudding on the go
rich in milk. “The products themselves
are a natural fit for back to school. Both
GoGo squeeZ and Puddin’ squeeZ make
great lunch box snacks. We encourage
the banners to cross-promote our two
brands for a greater product offering for
families seeking lunch box ideas.”

Spread it Thick
Reducing refined sugar intake is cer-

tainly a concern for parents, and honey
is a great alternative to the white stuff.
“In the past few years, there have been

small increases in consumption that has
likely been driven by consumers seeking
healthier sweetener alternatives. In 2013,
we saw a four per cent increase in honey
consumption,” states Shannon Bowden,
brand manager for Bee Maid Honey Limit-
ed, which offers a variety of honey prod-
ucts in both liquid and creamed formats,
including Li’l Honeys individual packets.
“[If retailers are putting] together a dis-
play featuring items for lunch boxes, mer-
chandising Li’l Honeys, cracker snack
packs, cereal bars, apple sauces, and any
other individual-sized portions together
makes it easy for busy moms to stock up
on items for snacks, lunch boxes etc.”

Watermelon is extremely healthy and 
a terrific hydrator.

Honey is a great alternative to sugar.
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first entry into the peanut-free category is
Nature Valley Lunchbox Peanut Free, avail-
able in Chocolate Chip and Berry, both
which feature no artificial flavours, or
colours, and boast eight grams of whole
grains and two grams of protein per bar.
“This is an important category and we

haven’t been able to participate in the
past. With Nature Valley Lunchbox Peanut
Free we are able to break into the catego-
ry where we see a great growth opportu-
nity,” states Catherine Jackson of General
Mills Canada, adding the box will feature
a large peanut-free decal for easy identifi-
cation. “Customers that were devoted to
the Nature Valley brand can now have a

great option to take to school, or after
school activities.”
She adds under another new offering

of the popular brand is Nature Valley
Breakfast squares, while Fibre 1 is adding
lemon chocolate chip to their lineup. 

Better Bars
The bar format is one of the easiest

products to pack into a lunch kit or pop
into a bag for on-the-go snacks. But
most customers these days aren’t look-

ing for the old granola bar that con-
tains the same sugar content of a
chocolate bar. Rather, they want clean,
easy to pronounce ingredients that
offer energy for their day.
SunRype’s newest wellness bar product

is Okanagan Energy, an energy bar that is
fuelled with pea protein, ginseng, and
green tea extract.  
“The ingredient list on these bars is

very clean — made with ingredients you
can understand and feel good about eat-
ing — and with none of the stimulants
that a lot of energy products have inside

— so you get a safe and natural energy
boost,” states Barb Grant, group market-
ing manager, beverage, Sun-Rype Prod-
ucts Ltd. “What makes this product real-
ly unique is that we use pea protein,
which is a plant-based protein that is
easy to digest and doesn’t have any of
the allergen issues that are often associ-
ated with other forms of protein com-
monly found in energy bars.
Another new area of innovation for Sun-

Rype is what Grant calls “enhanced nutri-
tion,” which is all about “eating for health.”  

A Little Less Nutty
The fact is that most public places,

whether it be a school, community cen-
tre, or even office, now have nut-free
policies. For families who live on PB&J
this can be tricky once the school year
starts if they are not familiar with nut-
free spread alternatives. Luckily, this is
an ever growing category.
This category has been slowly gaining

momentum over the last five to 10
years,” states Juli Tubby of SunButter®,
which offers several varieties of their
sunflower seed spread including creamy,
crunchy, no-stir, unsweetened, and
organic. “According to statistics reported
by Anaphylaxis Canada, two in 100 chil-
dren are affected by peanut allergies.
This means that these individuals and
families need alternatives to peanut but-
ter that taste good and they need prod-
ucts they can trust: and not only families
with allergies, but also those who send
their kids to schools and other events
where peanuts and/or tree nuts are not
allowed. These customers will shop where
they can easily find these products.”
The company’s SunButter® Original

No-Stir On-the-Go Pouch Box became

available this year, making it an easy
packable option for lunches. The 10 1.1
oz. pouches can be sold as a unit (box) or
individually and are perfect for kids’
lunches or a quick snack at the office.
Some of Western Canadian’s favourite

snacks are going no nuts. General Mills’

continued on page 22

Lunchbox Peanut 
Free bars from General Mills are 
available in Chocolate Chip and Berry.

Nourishing minds come from sustained energy.
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Be the Bee
Bee Maid offers a variety of eye-catching pre-packs for purchase that make it easy for the
retailer to merchandise honey out of the normal section. These pre-packs simply require the
box to be unpacked – then it’s ready to sell. Retailers should remember that honey is perfect
for merchandising year round. Use it in baking displays for holiday baking. For spring time,
honey is the perfect food for when people are getting more active and competing in outdoor
sports. Summer time, honey is the ideal ingredient for barbecue sauces, salad dressings, and
drinks like lemonade and sangria. 

- Shannon Bowden, brand manager for Bee Maid Honey Limited

Go Not so Nuts
The back to school period is a great time to offer families lunch and snack options. Demos,
recipes, cooking classes — anything that can help them with lunch and snack ideas for their
kids with products that can be purchased in-store — are a great idea. Again, being sensitive to
allergy issues is important. We are happy to provide sample pouches of SunButter® to offer to
customers as well as coupons and also postcards containing product information. We are also
happy to provide gift baskets with promotional items and product to stores for customer
appreciation events. 

- Juli Tubby of SunButter®

Fly SoLo
Display and give out educational materials about SoLo to make the customer aware of the low
GI benefits of the bar, and also conduct passive sampling to the customers in their stores. We
know that once the customer tastes Solo, they wish to buy the product. If the retailer is inter-
ested in placing SoLo in an additional secondary location, we recommend SoLo be placed in
their gluten free section as it is certified gluten free by the Canadian Celiac Association, and
their impulse section by the check-out as SoLo is often purchased as a healthy grab-and-go
alternative to chocolate bars. 

- Saul Katz, president and CEO of SoLo GI

Sun in Your Eyes
There is a big opportunity to capitalize on the impulse shopper who is looking for a quick
snack on the go. SunRype offers a range of pre-packs that make it easy to display and mer-
chandise snack products, and these include messaging which reinforces that SunRype is a
healthy option for back to school. These displayers also help to remind Mom to stock up when
she is in the store. Bringing together multiple back to school products in shared displays
makes it easy for consumers to stock up on everything they need at once. Offer various point
of sale materials such as base wrap, display ready pallets, pre-packed shippers, danglers and
header cards.

- Barb Grant, group marketing manager, Beverage, Sun-Rype Products Ltd

It’s Actually a Vegetable
Large displays ALWAYS attract shoppers’ attention and move more product. When combined
with exciting new recipes available on our watermelon app, and priced per pound to highlight
its value, the product will fly out of the store.  We offer a wide range of promotional materials
for retailers on our website www.watermelon.org.  These can be ordered online and will be
shipped directly to the store. In the U.S. the real live Watermelon Queen right there in the store
always results in sales increases in the 100 to 300 per cent range. 

- Gordon Hunt, director of marketing & communications for the National Watermelon Promotion Board

Merchandising Tips
The right products and the right displays can make back to

school an easier time for retailers and consumers.
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Ocean’s SnacKits™ still come in the delicious, nutritious � avours you know and love, but we’ve 
added two new gluten free options – perfect for any member of your family.
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“The FruitActiv brand includes a vari-
ety of bars and juices, so it’s all about
providing consumers with different ways
to enjoy great taste with extra healthy
benefits,” she explains. 
Each of the products has a special

ingredient in them that delivers against
a specific health benefit.  For example,
Immuniboost bars that contain Wellmune
WGP, an ingredient that is proven to
boost the immune system; Happy Heart
bars contain oat beta-glucan which helps
to reduce cholesterol levels; Super Antiox

juice delivers antioxidants, while Stay
Strong has calcium and vitamin D, and
Bright Eyes contains lutein which helps
nourish the eyes.
Nourishing minds comes from sus-

tained energy, and SoLo Energy Bars are
at the forefront of the low and slow
release carb movement.
“SoLo Energy Bars are great for school

kids because they are gluten free and
provide healthy energy without spiking
blood sugars. This gives kids sustained
energy and concentration to be their

very best in school,” states Saul Katz,
president and CEO of SoLo GI, adding new
flavours this fall will include Dark Choco-
late Almond, Mocha Fudge, and Apple
Cinnamon with Quinoa. “Retailers can
display SoLo in their end aisle sections
and at the cash register to expose SoLo
to parents shopping for healthy lunch
box solutions. SoLo can also be tagged
on shelf with a gluten free tag.” 

Punch of Protein
For parents and kids on the go it’s

often hard to get the daily protein need-

ed to keep stomachs full and
energy strong. A display of easy, portable
options such as natural meat, cracker
and cheese packs, or fish options are
quick item for parents to pop into a bag.
For any time of the year, but particu-

larly back to school season, Ocean Fish-
eries have several product offerings that
are perfect for lunches and snacks —
Ocean’s SnacKits, Ocean’s FAD Free
Flavoured Tuna, and Ocean’s Salads
which are all ready to eat. 
“These are solutions for those who

have no time to prepare their meals
daily,” explains Hannes Koller, of Ocean
Fisheries, adding the SnacKits now
include two gluten free options. “Our
SnacKits are the perfect convenient and
healthy snack for people on the go.”
Back to school is a stressful time for

parents looking to pack healthy, yet
tasty lunches. Retailers that carry the
right products, and produce easy to use
merchandising displays can make Sep-
tember a little easier. ●

Ocean’s SnacKits are all
ready to eat and perfect
for people on the go look-
ing for a healthy snack.
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Someone once asked me what was the best
time to post on twitter and facebook.  My ini-
tial answer would have been, “Whenever you

can and as often as you can — just keep it fresh and
interesting.”  But then, I thought a bit more about the
question and realized that engaging your audience on
social media is no longer just about posting content.
It’s also about timing.  So I did some research into
this and what I found was quite enlightening.
Let’s assume that the average person would most

likely have at least two-three social media profiles.
LinkedIn for business networking; facebook for per-
sonal and social networking. Maybe twitter for news-
feeds and/or quick updates. Some might even have
Instagram and/or Pinterest for social sharing of photos. Google+
for those who have organized their social contacts into circles.
Let’s not forget all the various blogs that people may subscribe
to like tumblr, Wordpress, Blogger, etc. With all of these
types of social medial vehicles to choose from, trying to
decide which one to post your content to can get quite
confusing.  However, if one were to analyze the metrics
from all of these types of platforms, one might see a
pattern of peak times and peak days where one would
be able to optimize audience engagement.
I came across a number of online sources of data that

were able to pool together the best and worst times and
days to post on social media.  The interpretation of these
social analytics varied slightly between each source, but
the general results did reveal some interesting information.  

facebook: 
Best Days to Post: Monday – Friday
Best Times to Post: 6a.m. – 8a.m. and 2p.m. to 5p.m.
Most Shares: 9a.m. – 12p.m.
Best Click Thru: 1p.m. – 5p.m.
Peak Day/Time: Thursday - 9a.m. – 12p.m. 

Most people do not check their facebook feeds during work
hours.  Over 80 per cent of mobile users will check their phones
early in the morning and mid to late afternoon.  Photos gener-
ate higher engagement with 53 per cent more likes and 104 per
cent more comments.  The average facebook visit is 11 minutes.  

twitter:
Best Days to Post: Friday - Sunday
Best Times to Post: 1p.m. – 3p.m.
Most Shares: 10a.m. – 12p.m.
Best Click Thru: 3p.m. – 5p.m.
Peak Day/Time: Fridays - 2p.m. – 3p.m.

SOCIAL MEDIA By Ken Kwong

Twitter engagement goes up 30 per cent on weekends versus
weekdays.  Short tweets under 100 characters receive the most
engagement. Two hashtags (#) on tweets get best results.
Retweets (RT) most likely happen when asked. Tweets with images
gain 36 per cent more clicks, 31 per cent more visits, 41 per cent
more RT, 48 per cent more favourites and 55 per cent more leads.

LinkedIn:
Best Days to Post: Tuesday – Thursday 
Best Times to Post: 7a.m. – 9a.m. and 5p.m. –6p.m.
Most Shares: 10a.m. and 2p.m.
Best Click Thru: 1p.m. – 2p.m.
Peak Day/Time: Tuesday – 10a.m. – 12p.m.

LinkedIn is most used before and right after work hours.
Tuesday and Thursday typically receive the most social medial
traffic from business people.  Forty-one per cent of visits are
from a mobile device.  

Following is a summary of what I found along with some fun facts:
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Though CETA — the Comprehensive
Trade and Investment Agreement, the
proposed Canada-European Union

free trade agreement — is still being hag-
gled over, the cheese and dairy industry is
taking very seriously the effect greater
access to European cheese is expected to
have on the industry in Canada.
But agreements of this scale don’t

come easily or quickly and as Philip
Neale, from Tree of Life, points out, it is
not a done deal yet.
“An agreement has been reached in

principle, but it still has to be ratified by
all 28 E.U. countries and all Canadian
provinces,” he says. “The latest informed
opinion is that it could be late 2016
before ratification. Also bear in mind that
there is considerable opposition to this
agreement in both Canada and Europe.”
Considerable opposition, indeed, par-

ticularly from organizations representing
the industry.
“Since the CETA announcement was

made, the dairy industry — farmers,
cheesemakers, and other processors — is
quite concerned with the additional

17,700 tonnes of cheese coming in from
Europe and increasing competition,” says
Sandra Da Silva, assistant director of
external communications for the Dairy
Farmers of Canada (DFC), noting that
unlike the E.U. dairy industry, the Cana-
dian dairy industry is not subsidized.
That concern is shared by the Dairy

Processors of Canada (DPC). Last January,
in a letter to federal ministers, the DPC
describes the new quotas as an “unprece-
dented breach in Canada’s cheese import
regime” that will have a “significant
impact” on the sector and “could be par-
ticularly injurious to cheese manufactur-
ers” unless the allocation of those
imports are managed by dairy processors. 
In a second letter last April, the DPC

included an impact analysis. Among the
issues listed, the DPC stated that the new
imports will raise imported cheese con-
sumption to almost 10 per cent — more
than double what it is in other markets
like the U.S. Moreover, the DPC says con-
sumption of cheese in Canada is flat,
with 2012 total cheese consumption per
capita declining to its lowest level since

2003. Exports of Canadian dairy products
are also declining, and expanding
exports is viewed as “unrealistic.” 
Overall, a dire picture with the DPC

concluding that the new import quota
must be structured to mitigate damage.
One way to mitigate damage is to ease

the new imports in gradually over a 10
year period and in an orderly fashion,
something Da Silva says the DFC has been
insisting the government ensures.
“This would help to prevent major impacts

on Canadian cheesemakers and their busi-
nesses, particularly artisanal cheesemakers
— which is more possible under a scenario
where 17,700 tonnes more come in from
one year to the next,” she says.

What Does 17,000 Tonnes
of Cheese Mean in the
Canadian Market?
“If and when it all happens, imports of

specialty cheese from the E.U. will be
approximately double the amount current-
ly, meaning that there will be an increase
in the brands and products available for
the Canadian consumer,” says Neale.

A free trade 
agreement with 
Europe means big 
changes in the 
cheese aisle.

Re-thinking 

Cheese

CHEESE By Carolyn Camilleri

Ken is the vice-president of sales and marketing for New Age Marketing & Brand Management Inc,, (NAM&BMI) a national broker-
age company specializing in brand management of natural and organic CPG brands and products in all channels and markets in
Canada. His opinions expressed in this column are solely his own and do not necessarily represent those of this publication. 
Ken can be contacted via email (ken@newagemarketing.com), twitter (@kenkwong) or linkedin.

If you are interested in being featured in the social media segment of Western Grocer, 
please have your social media-marketing department contact Ken for an interview.

Pinterest:
Best Days to Post: Saturday - Sunday
Best Times to Post: 2p.m. – 4p.m.  and 8 p.m. – 11 p.m.
Most Shares: 3p.m. and 8p.m.
Best Click Thru: 8p.m. – 10p.m.
Peak Day/Time: Saturday  - 8p.m.

Pinterest tend to appeal to DIY type personalities.  The average
visit is 16 minutes — longer than any other social media site.  Fifty-
five per cent of Pinterest users have engaged with retailers and
brands via Pinterest (compared to only 48 per cent thru facebook). 

Google+:
Best Days to Post: Monday - Friday
Best Times to Post: 9a.m. – 11a.m.
Most Shares: 10a.m. – 12p.m.
Best Click Thru: 10a.m. and 2p.m.
Peak Day/Time: Wednesday 9a.m.

As Google+ is quite personalized, users should analyze their
own analytics to determine optimum times for engagement with
their personal audience. The fastest growing demographic is 45
– 55 year olds, business professionals.

Blogs:
Best Days to Post: Monday, Friday, and Saturday
Best Times to Post: 11a.m.
Most Shares: 6p.m. – 8p.m.
Best Click Thru: 7p.m.
Peak Day/Time: Friday – 7p.m.

Blogs perform best when made on a regular and consistent
schedule.  One per week on same day and time gets best results.
Blogs depends on subscribers, so cater your content to your
audience or specific demographics.  Post links to your blog on
other social media sites to gain interest and subscribers. The
average blog visit is 14 minutes.  ●

Sources:  http://socialmediatoday.com   http://blogs.constantcontact.com   http://www.bitrebels.com   http://www.digitaltrends.com   
http://brandongaille.com  http:/ visual.ly  http://blog.hubspot.com  http://www.addthis.com



In other words, more competition,
which, according to the DPC, Canada’s
dairy processing industry is not compet-
itively positioned to face. In particular,
the DPC points to cost advantages of E.U.
imports making Canadian cheddars and
mozzarellas vulnerable to displacement. 
“The key factor for the future will be to

grow the market enough to make sure that

our Canadian cheesemakers continue to
meet the current demand for Canadian fine
cheeses and remain a healthy sector,” says
Da Silva. “Canada has a wide variety of
great Canadian cheese and dedicated
cheesemakers across the country who
deserve the chance to grow their business.

We will continue to support them to do so.”
Donat Koller, founder of Happy Days

Goat Dairy, isn’t worried about CETA and
the potential increase in competition. He
says the demand for his products has
taken off over the past 10 years due to a
number of reasons, including a surge in
people with an intolerance for cow’s
milk, cultural preferences, and the
growth of connoisseur cheese market. 
“I always look at the positive side and I

don’t see any reason to worry at all
because the majority of our consumers are
very conscious about what’s going on,” he
says, explaining that consumers are
health-conscious, interested in product
origin, and supportive of local products.
“They are not going to buy French goat

cheese over ours just because it is maybe
a little cheaper, definitely not, so I actu-
ally think that the free trade agreement
will give us the opportunity to empha-
size more that we are local.” 
Consumer interest and support for Cana-

dian producers is something Da Silva points
to as a way to strengthen the industry.
“Retailers and their customers have

continued to develop interest in Canadi-
an cheese,” she says. “DFC continues to
support retailers to discover great Cana-
dian cheese produced by cheesemakers
throughout Canada. Those retailers that
continue to expand on this tract will
enjoy increased interest from consumers
resulting in increased purchases in the
deli department.”  ●

Expert Cheese Tips
Be Informative
Philip Neale from Tree of Life recom-
mends using information cards with
origin, uses, and nutrition info and
allow customers to taste the prod-
uct. New products from Tree of Life
include: Wookey Hole Cave-Aged
Farmhouse Cheddar, an award-win-
ning cheese that can only be manu-
factured in the counties Dorset,
Devon, Somerset, and Cornwall; and
Wexford Mature Irish Cheddar, an
award-winning cheddar made from
free-range Fresian cow’s milk from
Ireland’s “Sunny Southeast.”

Sample Savvy
“The best in-store promotions for
Sartori would be sampling,” says Sue
Merckx, marketing director. Two new
products are Sartori Reserve Chai
BellaVitano® and Sartori Family
Heirloom 18 Month BellaVitano®
cheese. Cross-merchandising tips
include pairing cheese with pasta
and sauce, produce, wine, beer, and
tea. “It’s also a great idea to have a
small identification card by each
cheese displayed describing flavour
notes, type of milk, origin, company,
and aging of the cheese.”

Go Local
For Happy Days Goat Dairy, being
local is a marketable strength. Donat
Koller recommends shelf danglers
and product information that pro-
mote local products, as well as
recipes, serving suggestions, and
health information. Organic cow’s
milk and kefir have been added to
their line of goat milk, cheese, and
yogurt. “It is the same idea of pro-
ducing local and being environmen-
tally friendly and animal welfare and
knowing what’s in the food,” says
Koller. “Every grocery store as much
as they need to have goat products
in there, they should be adding
organic as well.”

Authentically Italian
Bosa Foods has recently launched
Italissima, a line of four cheeses
made with 100 per cent Canadian
milk cheese and an authentically Ital-
ian flavour: traditional and smoked
Provolone, fresh mozzarella; all-nat-
ural mascarpone, and Smoked Aged
White Cheddar. Suggested serving
and usage tips and recipes — for
example Tiramisu with Italissima
Mascarpone, fresh mozzarella on
pizza and with olives and marinated
vegetables — help generate con-
sumer interest. 
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The coconut is unique food. It offers
milk, oil and flesh — all of which
are either high in fibre, vitamins

and/or minerals. It provides health ben-
efits beyond its nutritional content.

“People see the results. Their skin is
clearer, hair is shinier and they have
more energy,” says Anne Joseph, a young
Filipino-Canadian entrepreneur based in
Toronto, who started CocoVie Naturals, a
line of fair trade, coconut-based organic
products sourced from the Philippines.
“Our customers are very aware, they care
about their health, and that’s why
coconut products appeal to them.”
It’s no wonder coconut products are

flying off of shelves. “I’ve seen dramatic
growth in the last two years,” says Food

Distributor, Randy Sihota of Nationwide
Natural Foods, who distribute a host of
coconut products including oils, vinegar,
seasoning, flour, juices and milk.

The Purest Liquid
“Coconut water is the fastest growing

beverage category and is eating into
sports drinks and water sales,” states
John Craig, COO of jax coco, a premium
coconut water which is housed in a glass
bottle, designed by Stella McCartney’s
husband Alasdhair Willis, to showcase
the brand’s purity. “Globally it’s estimat-
ed to be an $800 million market, and in
Canada represents from two-four per cent
of that but with a rapid growth rate.” 
Jonny Forsyth, Global Drinks Analyst

at Mintel, attributes this growth to its
health benefits. “Coconut water contains
naturally high levels of electrolytes,
including potassium, calcium and magne-
sium, which have made it popular as a

sports drink for natural foods consumers.
Coconut water is doing particularly well
in the U.S. because both sports recovery
drinks and vitamin-enhanced waters are
well-established. Sales of the product
have also being helped by its rapid take-
up among celebrities and high-profile
investments from beverage companies.” 
Indeed, consumers can now find a mul-

titude of coconut water brands such as
O.N.E, Beyond, Grace, Cocos-Pure, Blue
Monkey, and others on-shelf, and Craig
predicts more will be coming soon.
Coca-Cola Canada, for example began

national distribution of ZICO premium
coconut water beverages in April 2013.
ZICO Original NFC is 100 per cent coconut
water, has no added sugar or fat, and is
cholesterol-free, gluten-free, lactose-
free, and dairy-free, while ZICO Choco-
late, and Latte are 85 per cent coconut
water and contain cane sugar.
The leader in coconut water sales is

Grace, holding close to 28 per cent of the
market. Lucky Lankage of Grace Kennedy
says that while the market is still growing
at exponential rates, its growth rate has

North Americans have caught on to the benefits 
of coconut products in a big way.

COCONUT By Britt Burnham
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Retail Category Managers have evolved significant-
ly over the past 30 years, ever since their titles
changed from “Buyers” to “Category Managers”.  

• For most retail organizations, buying used to
be done by vendor instead of by category — in
fact, there are still some retailers in North America
who continue to purchase by vendor.

• Data — particularly retailer point of sale
data and inventory data — is available at a
much more finite level.  For many retailers, data is
also being sold to retailers’ vendor partners as a
means of empowering them to make more strategic
recommendations for their brands.

• Technology has advanced — rather than having
to go to five different systems to look at your busi-
ness (by store, inventory levels, point of sale, ware-
house shipments), many organizations have moved
to more streamlined systems that allow them to look
across multiple data sources much more easily.

So there have been many advance-
ments, but still, many retailers are
struggling as they pursue a more
strategic, category management
approach in their business.
There’s an important piece of

category management that tends
to be missing (or at least parts of
it are) for many retailers.  This
relates to the retailer’s strategic
side of category management,
including specific strategies that
are well articulated, and commu-
nicated appropriately to their
organization.  Without well-artic-
ulated strategies, category man-

agement success is limited, and a category manager’s
role is much more difficult.  
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actually slowed from 2012 when it hit a 70 per cent increase in
that year alone. For the last year, says Lankage, growth has been
around 49 per cent, from 5.1 million litres to 7.7 million litres.
Grace Kennedy, he says, has the No.1 brand of coconut water

on the market by volume and dollar sales as measured by Neil-
son. “We were the first product in the Canadian market and
there is a lot of authenticity with the brand.” The company has
deep roots in the Caribbean, with its head office in Jamaica, and
sells a variety of coconut products. 
A fast growing market has enticed a lot of players into the game

but Lankage predicts a shake-up in the years to come as the cate-
gory matures. “There has definitely been a proliferation of brands

because of the relatively low barrier to entry. Many products are
not even 100 per cent coconut water. As the consumer becomes
more aware of the distinctions, many of these brands will fall off.”
Grace will be introducing an organic version of its popular

brand in the coming months and offers its products in a variety
of formats from tetra paks and cans to bottles. 

Coconut Oil Sales Heat Up
While coconut water has begun to level off, Lankage says

coconut oil has been posting its best numbers yet. “Coconut oil
has grown by 78 per cent in the last year and shows little sign
of slowing down”.

Coconut oil is of particular interest to scientists because of its
health benefits, including cardio and neuro-protective, antioxi-
dant, and antimicrobial properties.
Nationwide Natural Foods, says Sihota, have seen their sales

of coconut oil skyrocket. “We’re distributing double the amount
of coconut oil as olive oil.” The oil commonly used in cooking
and frying, offers health benefits over other cooking oils. 
“It’s healthier oil with good fat content,” says Paul Gill, founder

of Naked Coconuts, a new Vancouver-based company that manu-
factures coconut-based food products, including an organic oil. “It
also has good smoke points, higher than olive oil, for example, so
you can cook it without it becoming carcinogenic.” 
Mintel has found that coconut oil product launches grew 780 per

cent between 2008 and 2012. But not all coconut oils are created
equal. “I would suggest suppliers taste test,” says Robert Gaffney,
president of Omega Nutrition, who notes 17 years ago Omega was
the first company to bring out coconut oil. Taste depends on the
farmers, trees and manufacturing process, he adds. 
Lankage says it is important for consumers to understand the

differences between coconut oils with the best quality being
cold-pressed virgin coconut oil. Grace already has an organic
version of its coconut oil on the market. 

Hot on Coconut Oil’s Heels:
Palm Sugar
Coconut palm sugar is also increasing in

popularity. Mintel research shows that
although it is still a niche product, coconut
palm sugar product launches rose 320 per
cent from 2008 to 2012. 
“Attention is centred on the

nutritional benefits of coconut
palm sugar, namely its low
glycemic index (GI),” says Laura
Jones, Global Food Science Analyst
at Mintel. “Moreover, it has a natural
image, as it is unrefined, free from chem-
ical bleaching and has no preservatives, hence the natural
positioning. The recent attention around coconut palm sugar
has also led to more gourmet-positioned products being
launched, such as Wholesome Sweeteners Organic Coconut
Palm Sugar in Canada, Levy Madagascar Single Estate Dark
Chocolate, Finland, and Kulau Gourmet Organic Orange
Coconut Sugar in the Netherlands.” 

Is the Coconut a Fad or Does It 
Have a Future?
The owners of CocoVie Naturals and Naked Coconuts agree:

sales are constantly improving and there are more products to
introduce to the market. “We’ve only been in business for three
years and our growth has been exponential,” says Joseph.
“We’ve grown 200 per cent in the last year and we’re in 200
stores across Canada as well as selling through our online store.” 
Naked Coconut’s Gill believes there is much more market to be

had, “We spoke to 100 people and the majority didn’t use
coconut products so we gave them some and many of these pre-
vious non-users are now users.” His point: we haven’t seen the
tip of the iceberg in coconut products. For the majority of North
Americans, awareness is increasing, and now the key is to take
the opportunity and introduce them to new products. ●

CATEGORY MANAGEMENT By Sue Nicholls, CMKG

A Well-defined Retailer Strategy

I’ve worked with many retail organizations — both
large and small — and articulating and formally “officiat-
ing” their overall strategies usually proves to be a
daunting but liberating experience.  The retailer’s senior
leadership team needs to lead this initiative.  

The strategy needs to include considerations for each of
the following at a topline/corporate level:

The services offered — things to include:
hours/locations/customer service/additional 
services/return policies

The target consumer — things to include:
loyal customer groups/demographics by retail store
cluster/overall target demographic groups by banner
or cluster — this is such a huge area of opportunity,
and one that is neglected by most retailers, even with
all of the emphasis on the consumer and shopper.

Targeted competition — things to include: 
key competition by banner and/or region based
on similar target consumers — not every retail
store that sells similar merchandise in their stores
is necessarily your competition — you need to be
more strategic and specific in defining your
largest competitive threats.

Overall product assortment strategies
things to include: 
what categories does the retailer carry in their
stores AND what is the range of items that they will
generally offer in their stores  (example: strategies:
large size strategy, premium segment strategy, 
private label / store brand strategy)

Product placement/merchandising strategies 
— things to include:
store layout/category adjacencies/category layouts
(example strategies: vertical/horizontal blocking;
private label placement strategies; consumer-
focused strategies using decision trees)

Pricing strategies — things to include: competi-
tion/guardrails/regional considerations (examples: 
cheapest price/premium price/hot priced features
(high-low)/everyday low price (EDLP)/price
matching/private label pricing thresholds versus
national brands)

Promotion strategies — things to include: 
Marketing strategies (brand, retail, flyer programs,
event marketing; promotion or flyer program
strategies (flyers, in-store specials) (examples: 
# of flyers, frequency, ad scheduling processes, 
ad allocation, private label promotion strategies)

Private label/store brand strategies
— things to include: overall strategies for each
different brand/target consumers by brand/price
tier & quality for each brand (example strategy:
NoName brand will be the value brand for each
category it competes in, it will never be adver-
tised, and will always be the lowest priced product
per eq. vol. in every category it is available in).

The Opportunity 
to Become More 
Strategic in Your
Retail Business 1

2

3

4

5

6

7

8Sue Nicholls is 
the founder of 
“Category 
Management 
Knowledge Group”

Coconuts provide health benefits
beyond their nutritional content.
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Finica Food Specialties Limited was the big winner at the annual Canadian
Grand Prix New Product Awards, held June 4th in Toronto.   The company
earned two awards for its Zerto Fresh Mozzarella Pre-Sliced – best Dairy Prod-

uct category, and the coveted All-Canadian Award for the highest-scoring overall
Canadian product in the competition.
The awards, presented by Retail Council of Canada (RCC), were handed out at a

gala as part of RCC’s annual STORE conference.  The Grand Prix program honours
the top new food, non-food and private label products across 24 categories, and
includes five special awards.
Diane J.Brisebois, RCC’s president and CEO, says the Grand Prix is special because

it looks at varied pillars of success. Judges evaluate uniqueness and innovation,
product characteristics, presentation and packaging, and overall consumer value,
and also factor in consumer acceptance (the household penetration rate).
“These qualities underscore what’s at the heart of the grocery industry

— a commitment to create products that reflect and shape consumer
preferences and trends,” says Brisebois.  “Each winner is a testament
to the dedication and ingenuity of product development, design
and brand management teams. Their goods continue to inspire
and delight consumers.”

Consider the retailer strategy to be
an umbrella that drives all the different
components of the category manage-
ment process (including the data,
analysis and decisions being made).
Once created, these overarching strate-
gies create the rules and principles
which guide decisions made internally,
as well as externally, to ensure a con-
sistent approach to the business.  
Once the above pieces are defined,

it’s important to define the relative

importance of each category to the
retailer’s total business.  This can be
done through assigning some type of
category role assignment (the most tra-
ditional method is destination, routine,
convenience/impulse, seasonal).  This
is primarily based on category size and
importance of the category to their
most loyal consumers.  
Finally, once roles are assigned, the

retailer can define principles around
each of the tactics for each role that are

a subset of the strategies described for
each of the tactics above.  For example,
destination categories may have a large
product assortment offering, price
matching on top-selling skus, weekly
promotions with two front-page ads per
month, strong displays to support
aggressive promotions and avoid out of
stocks, and planograms that ensure
that there is enough product on top
selling skus to avoid out of stocks.
If you are a retail category manager,

imagine how much easier some of the
decision-making in your role would be
if you understood from a corporate
retail perspective all of the informa-
tion covered above.  The intent with
the retailer strategies is to give a con-
sistent decision-making process across
all of the most important things that a
retailer is trying to accomplish.  These
guidelines and principles allow the
organization to make more choiceful
decisions that also give a consistent
message to consumers who are shop-
ping in the store.
If your strategies are old and no

longer relevant, or you really haven’t
properly defined your strategies with
much specificity, you have a huge
opportunity that can really have pro-
found effects for your organization.
The opportunity is a) to define and
formalize strategies across the key
“buckets” captured above (typically
defined by senior management, but
hopefully with category manager
input) (this may require some process
rework or development work); b) to
communicate these strategies broadly
across your organization, and ensure
that everyone understands them; c) to
maintain these strategies and not let
them get obsolete; and d) to define
what pieces to communicate to trusted
vendor partners.  If you follow these
steps, you will enable your entire
retail organization to make more
strategic and aligned decisions in the
work that they do, ultimately driving
your overall retail business results.   ●

Sue Nicholls is the founder of “Category Management
Knowledge Group”, an online, accredited category
management training company.  
She can be reached at sue@cmkg.org.
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S. C. JOHNSON AND SON, LIMITED
Glade® Wax Melts

JOHNSON & JOHNSON INC.
POLYSPORIN® ECZEMA ESSENTIALS™ 

Daily Moisturizing Cream
JARDEN BRANDED CONSUMABLES
First Alert® ATOM™ Smoke Alarm

DARE FOODS LIMITED
Boulangerie Grissol® Sweet Thins™ 

A & V 2000 INC.
NuTerra™ Granola 

GARDEN PROTEIN INTERNATIONAL
gardein™ 

HAPPY PLANET FOODS, INC.
Happy Planet™ Fresh Soup

UNILEVER CANADA
Fruttare™ Frozen Fruit Bars

CLEARWATER SEAFOODS
Clearwater® Scallops & Sauce 

FINICA FOOD SPECIALTIES LIMITED
Zerto Fresh Mozzarella Pre-Sliced  

TREE OF LIFE CANADA ULC
Green & Black’s Organic Chocolate

B&G FOODS, INC.
CrockPot® Seasoning Mixes 

A. LASSONDE INC.
DEL MONTE WORLD 

SMUCKER FOODS OF CANADA CORP.
Robin Hood® Nutri Flour Blend™

PREMIERE MOISSON
Mini pastries 189 Harwood 
by Première Moisson
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Zerto Fresh Mozzarella Pre-Sliced is
made with nothing but pure, fresh milk.
Finica promotes the creamy texture and
mild flavour as much softer than mass-
produced mozzarella.  Jury members
touted the cheese for its delicate taste,
sleek packaging, and convenient ready-
to-use format.

Two other products each took home two
awards. Beneful Baked Delights Dog
Snacks from Nestlé Purina Petcare won in
the Pet Needs category, and earned a spe-
cial award for innovation and originality.   
The other multiple winner was güd

shampoo and conditioner from Burt’s
Bees, part of The Clorox Company of

Canada Ltd., which captured Grand Prix
awards for Personal Care and for Innova-
tive Packaging.  Clorox took a third
award in Paper, Plastic & Foil for Glad
Indoor Easy-Tie Kitchen Catchers with
Odour Guard & Febreze Freshness.  
That tied Clorox with Metro Brands, which

won three awards for their Irresistibles pri-
vate label line: Beverages for Irresistibles Life
Smart Smoothie; Confectionery, Snack &
Dessert for Irresistibles Mini Sorbet Bars, and
Prepared Food & Entrees for Irresistibles
Gluten Free Frozen Meal.
The only other company to win multi-

ple Grand Prix Awards was Sobeys Inc.,
which grabbed private label awards in
the Dairy, Eggs, Meat & Seafood category
for Sensations Stuffed Burger, and in the
Non-Food category for Debi Lilly Fluted
Petite Vase.
In the night’s two other special award

categories, Dempster’s Garden Vegetable
Bread from Canada Bread Company,
Limited won for Consumer Acceptance.
T-Fall® OptiGrill™ from Groupe SEB — an
indoor grill with built-in technology that
senses the thickness of food and indi-
cates the level of cooking — won the
special award for Healthy Innovation.
This was the 21st edition of the Cana-

dian Grand Prix New Product Awards,
which was open to manufacturers and
distributors for products introduced dur-
ing the 2013 calendar year.  
The 32-member Grand Prix jury includ-

ed consumers, students, media, distribu-
tors and award sponsors.  Marcus Von
Albrecht, a B.C. chef and president of
Mava Foods, served as chair.  The jury
evaluated the food and private label
products in March at Montreal’s Institut
de tourisme et d’hôtellerie du Québec,
and assessed the non-food products at
home over six weeks.
Among the award presenters at the

gala were representatives from sponsors
CHEP Canada, Crossmark Canada, the
Dairy Farmers of Canada, and Interac.
Grand Prix winners and finalists can

use the Grand Prix Awards logo on their
packaging for the next two years.  Brise-
bois says the awards not only salute
deserving products and companies, but
create role models for the industry.
“I salute all of our finalists and winners

for their product imagination and catego-
ry leadership,” says Brisebois.  “These
awards are a way to recognize the compa-
nies responsible, and encourage others to
blaze their own path of inventiveness.” ●

The Canadian Grand Prix New Product Awards™
recognize food, non-food and private label categories, 

24 categories in all from dairy to personal care. 

Winners Food 
Bakery Baking Needs Beverages Condiment & Sauces

Dairy ProductsConfectionery Deli, Egg, Meat 
& Seafood

Dessert Frozen or Refrigerated
Prepared Food & Entrees

SnackShelf Stable Prepared
Food & Entrees

Fruits, Vegetables
and Produce

Winners
Non-Food

Health CareGeneral 
Merchandise

Household 
Products

Paper, Plastic
& Foil

THE CLOROX COMPANY OF CANADA, LTD.
Glad® Indoor Easy-Tie® Kitchen Catchers® Bags

with Odour Guard® & febreze freshness

“These awards are a way to recognize the 
companies responsible, and encourage others 
to blaze their own path of inventiveness.”



Winners
Special Awards

Consumer 
Acceptance

All-Canadian Innovation 
and Originality

Innovative Packaging Healthy Innovation

FINICA FOOD SPECIALTIES LIMITED
Zerto Fresh Mozzarella Pre-Sliced

CANADA BREAD COMPANY, LIMITED
Dempster’s Garden Vegetable Bread

NESTLÉ PURINA PETCARE
Beneful Baked Delights Dog Snacks

THE CLOROX COMPANY OF CANADA LTD.
güd from Burt’s Bees

GROUPE SEB
T-Fall® OptiGrill™

METRO BRANDS
Irresistibles Gluten Free Frozen Meal

SOBEYS INC.
Debi Lilly Fluted Petite Vase

THE CLOROX COMPANY OF CANADA, LTD.
güd™ from Burt’s Bees®

40 WWW.WESTERNGROCER.COM

Pet Needs

Winners
Private Label 

Condiments & SaucesBeverages

Prepared Food 
& Entrees

Confectionery,
Snack & Dessert

Dairy, Eggs, Meat 
& Seafood

Non-Food

Personal Care

NESTLÉ PURINA PETCARE
Beneful® Baked Delights™ Dog Snacks

METRO BRANDS
Irresistibles Life Smart Smoothie.

LONGO’S
Longo’s White Balsamic Vinegar

METRO BRANDS
Irresistibles Mini Sorbet Bars

SOBEYS INC.
Sensations Stuffed Burger

About Retail Council of Canada (RCC)
Retail Council of Canada (www.retailcouncil.org), founded in 1963, is a not-for-profit, industry-funded association.  RCC represents more than

45,000 store fronts of all retail formats across Canada, including department, grocery, independent merchants, regional and national specialty
chains, and online merchants. As the Voice of Retail in Canada, RCC speaks for an industry that touches the daily lives of Canadians in every
corner of the country — by providing jobs and career opportunities, and by investing in communities.  

RCC’s Grocery Division was established in 2011, and represents Canada’s largest grocery retailers, encompassing more than 90 per cent of all
grocery sales. It is a source of information, advice and expertise on all matters affecting food retail, including food safety and recall, labelling,
nutrition, health and wellness, product packaging, supply chain issues and environmental stewardship. 
For further information:  Colin Asuncion, Retail Council of Canada  416-467-3782 casuncion@retailcouncil.org 
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confectionery category with the launch
of the Skinny Cow brand which includes
many different varieties, most recent
being Dark Chocolate Clusters.
“Chocolate remains a very emotional pur-

chase that is based on a specific consumer
need,” states, Greg Coles, category sales
development leader - bars, Nestlé Canada.
“While consumer trends exist toward premi-
umization, healthier inclusions, and conve-
nience, most formats within chocolate
remain strong and have a different role
based on the consumers need state.”
According to Nielsen Market Track

West All Channels L52W ending May 3rd
2014, the fastest growing formats in the
West are tablets (+16 per cent), and shar-
ing pieces (+six per cent), however single
bars continue to be the most important
and largest format accounting for 30 per
cent of all everyday chocolate sales while
growing at +four per cent.
In 2013 Nestlé introduced a full range of

tablets under the AERO and ROLO brands,
and most recently added two new flavours
to this range — Strawberry and Caramel.
They have also continued to innovate

with their single bar ranges by launching
KIT KAT Chunky Peanut Butter and AERO
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Even the strictest of diets needs some-
thing sweet. Today’s confections
answer that call with formats, func-

tions, and flavours to suit everyone’s taste. 
“Consumers still enjoy indulgences, but

they are making better choices around
those indulgences (better quality, better
ingredients, better environment story),”
states Kristi Mehr, senior director of sales &
retail operations, Cococo Chocolatiers,
which owns the Chocolaterie Bernard Calle-
baut brand, sold in 34 retail stores in Cana-
da and the U.S., and are launching Good
Clean Fun bars in the fall. “We are often
told by our consumers that in an effort to
eat healthier, they actually enjoy our prod-
ucts in small doses with high frequency.”
The company’s new Good Clean Fun prod-

ucts targets these trends — food forward

combinations of flavours that are quite
unique, customers learning more about
where their chocolate comes from (Good
Clean Fun is Rainforest Alliance Certified),
smaller serving sizes, and caloric intake
(each bar is under 130 calories).  
Lisa Zdunich, director business develop-

ment & marketing services for Tree of Life
Canada, A KeHE Company echoes the health
sentiment.
“There continues to be a trend towards

healthier treats — whether organic, gluten
free, or just free from preservatives and arti-
ficial colours. In chocolate, dark continues
to perform well, especially products with
cocoa contents over 70 per cent,” she states,
adding they are proud to represent Green &
Black’s Organic Chocolate in Canada.
Nestlé continues to innovate within the

CONFECTIONERY

Strips and
Clips

Merchandising tips 
for confection.
Prime Position
Chocolate is like real estate; the
most important factor determin-
ing success is location, location,
location. The other thing we have
noticed is that some retailers still
prioritize unit velocity over revenue
or profit. Varying the lens may
change how you weigh your list-
ing and promotional decisions. 

- Matt Schnarr, founder and managing
partner, AWAKE Chocolate

Butting In
The most effective strategies are
to place confectionery in a vari-
ety of interruption points in the
store, using dedicated displays,
clip strips, peg bags for the
candy aisle. Our branded display
creates a destination that encour-
ages shoppers to linger and dis-
cover something new. 

- Ana Mallea, international business man-
ager, Jelly Belly Candy Company

Size Matters
The smaller size, standout pack-
aging, and lower price point
make the Good Clean Fun bars a
perfect impulse item for till sales.
We are also working on a multi-
pack of the bars based on inter-
est from some retailers. 

- Kristi Mehr, senior director of sales &
retail operations, Cococo Chocolatiers

Get Outside
Outside of the traditional confec-
tionery set. The use of floor dis-
plays allows retailers to display
products in other areas of the
store that may appeal to the tar-
get consumers — wine areas, flo-
ral areas, cosmetic areas etc. 

- Lisa Zdunich, director, business development
& marketing services, Tree of Life Canada, 
A KeHE Company

Excuse Me
Given that chocolate is so highly
impulsive and is not on their shop-
ping list, anywhere you have a
point of purchase you should have
chocolate available to the shopper.
As mentioned, multiple points of
interruption are key to success. 

- Greg Coles, category sales 
development leader - Bars, Nestlé Canada

Raising the 
(Chocolate) Bar
Customers still love their sweets, just in smaller
sizes and with higher quality ingredients.

Orange as permanent items for 2014, as
well as Mack Toffee Single which Coles
states is a great fit to the Western Cana-
da market where the Mackintosh brand is
highly relevant.
In order for the chocolate category to

continue to move forward function is
something worth paying attention to.
“Historically the chocolate category

had has a lot of repetition. Do we really
need the ninth flavour of peanut butter
in a different shape,” questions Matt
Schnarr, founder and managing partner,
AWAKE Chocolate, which comes in two
flavours of bars, each containing a cup of
coffee worth of caffeine, and a bag for-
mat, where each individual piece con-
tains 1/2 a cup worth. “Many categories
haves sourced from a third dimension in
terms of function to grow their category
and profitability.”

Candy Land
But, when it comes to candy, function

is very limited other than offering a
sweet treat, says Ryan Storey of Huer
Foods Inc. which oversees brands such as
Huer Salt Water Taffy (#1 Selling Brand
in Canada), natural gummy products,

Wine Gums, JuJubes, and Branded
Licorice from Dr. Pepper, Crush, and
Hawaiian Punch.  
“Whereas nutritional bars and bever-

age have been marketing a ‘purpose,’ this
has not been seen in the pure sweets sec-
tion,” he states. “Quality flavours and
texture are key in driving new products
and winning consumers for repeat pur-
chases. Each year there are more flavours
available many of which can now be nat-
ural or organic.”
Another trend for the confectionery

industry is in smaller/mini-sized products
says Ana Mallea, international business
manager, Jelly Belly Candy Company.
“Portion control and moderation are

key drivers of meeting the consumer
needs. For Jelly Belly we offer a range of
single serving packaging, 100 calories
and fun sizes for consumers to afford a
little indulgence while on the go,” she
says, adding Jelly Belly currently is
launching Clip Strips pre-loaded with the
Jelly Belly Disney Collection bags. 
A little pack of jelly beans, or a premi-

um piece of chocolate is still a part of
Western Canadian’s diets — even the
health-conscious ones.  ●

By Carly Peters
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For much of the past decade there has been a great
deal of discussion and action around sustainabili-
ty within our industry.  Many market-leading retail-

ers and manufacturers have been working on initiatives
to improve their operations and product offerings while
addressing key environmental, social and financial
components of sustainability.  
At this point, much of the low-hanging fruit has been

addressed.  You’ve focused on reducing your energy and
water consumption.  Perhaps you’ve optimized your
delivery routes.  And you might have even deployed sus-
tainable sourcing practices and supplier policies.  But
now what?  How do you dig deeper to achieve the more
difficult challenges of creating a more sustainable operation?
At Kruger Product, we’re nearing the end of Sustainability

2015, our first sustainable development program.  Launched
in 2010, the initiative identifies nine specific targets to
improve our environmental footprint.  From reducing our
energy and water consumption to increasing the number of
third-party certified products and shifting more of our trans-
portation to rail, we’ve been focused on finding tangible
results.  And we’ve accomplished much.  But we know we’ve
still got a long way to go, and even then, there is no real end
to sustainability.  So we, too, are thinking about what’s next
for us along this journey.
What has become clearer is

that the next phase of our
sustainable journey gets a
whole lot tougher.  And we
need to be focused on those
initiatives where we can truly
have impact. We’re beginning
to formulate some initial
thoughts beyond 2015 when the program ends and we’re
thinking more about the role collaboration can have within
our industry and the enhanced benefits it can produce.
Collaboration is an often-discussed concept that can be

very difficult to achieve.  But it is imperative if we really
want to increase the impact and rate of change required to
make meaningful differences.  This collaboration may be
between a manufacturer and a retailer or perhaps an indus-
try association of retailers or manufacturers.  It may include
interested third-parties such as non-governmental organiza-
tions or even the government itself.  But learning to work
more closely together to solve hard problems is crucial.
One opportunity for collaboration between retailers and

manufacturers is to help consumers find sustainable prod-
ucts easier.  Many studies show
that what Canadians intend to buy
and what they actually buy are
very different.  Increasingly con-
sumers are looking to retailers to
make these decisions for them,
expecting that when they make

their purchases at retail locations, the products offered are
from responsible sources and manufactured in a responsible
manner.  Working together on creating more sustainable
products, identifying the products more clearly in-store
through point-of-sale and creating focused merchandising
events are important potential opportunities.  
Kruger Products’ Purex EnviroCare, SpongeTowels Enviro-

Care and Scotties EniroCare are all products made from 100

per cent recycled fibres and are Forest Stewardship Council®
(FSC®)-certified by Rainforest Alliance as well as endorsed
by Earth Day Canada.  And we make these products while
managing to reduce our energy consumption by 12.4 per
cent and greenhouse gas emissions by 24.1 per cent since
2009 at our Canadian plants. 
Collaboration around responsible sourcing utilizing qualified

third-party organizations such as Rainforest Alliance, Marine
Stewardship Council and Forest Stewardship Council is anoth-
er opportunity across a variety of categories including coffee,
tea, cocoa, seafood, as well as palm oil and forestry products. 
Provincial stewardship programs allow for collaboration

between NGOs, governments, retailers and manufacturers as
well as industry organizations such as FCPC and RCC.
Logistics is another area for potential collaboration to improve

efficiency while reducing costs and environmental impacts.
As we all work to make our companies more sustainable, we

don’t have to do it alone.  Turning to our supply chain, our
customer and other third-parties can spark the process and
create a more impactful result faster.  Best wishes as your
organization continues along its own sustainable journey.  ●

Moving the Sustainability
Agenda Forward, Together

SUSTAINABILITY By Steven Sage
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By Steven Sage, vice-president sustainability & innovation, Kruger Products, L.P.
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Areport on grocery shopping trends published in the Nielsen Company web-
site on January 30 of this year notes that while consumers are more
engaged with food than ever, they have less time for planning and

preparing home-cooked meals. Therefore, they are increasingly opting for con-
venience meals — but not necessarily TV dinners.
`Convenience, It’s What’s For Dinner Tonight’ postulates that the growing hunger

for convenience often drives retailers into direct competition with foodservice.
Leveraging the deli is one solution; also, in recognition that assembling but not
fully preparing meals is a trend amongst consumers, the report states that “These
shoppers gravitate toward meals with premade or value-added elements, and this
need can be leveraged across the entire store.” The growth of pre-made meal ele-
ments is impressive: for example, fully-cooked beef and pork outpaced their fresh
counterparts’ dollar and volume growth during 2013, and dollar and volume sales
for fully-cooked beef patties increased 89 and 77 per cent, respectively.
Convenience food manufacturers are well aware of these trends. “Today’s con-

sumers have very busy lives and their schedules don’t appear to be getting easier,”
says Ruiz Food Products Inc. President and Chief Executive Officer Rachel Cullen.

CONVENIENCE MEALS By Robin Brunet

Courtesy of Shutterstock 
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“As a result, they are looking more and
more towards products that offer conve-
nience without sacrificing quality and
taste. They also want choices in the
foods they enjoy: textures, flavours,
spices, even heat levels.”
Mike Thurstan, national sales manager

for Inovata Foods Corp., says, “About 85
per cent of home replacement meals are
grab and go, and HMR versus centre of the
store is growing, with good margins to be
had. The great thing about providing prod-
ucts in this category is that with a little
effort they can be far healthier than food-
service alternatives, and consumers appre-

ciate that. For example, our products far
exceed the 2016 guidelines for sodium con-
tent. We have very clean decks with easy to
understand ingredients, and that alone
encourages shoppers to fill their baskets.”
The convenience category has evolved

to the point where some manufacturers
are able to take advantage of sub-trends.
Yves Potvin, founder and president of
Garden Protein International Inc., is the
millionaire pioneer of meat-replacement
products. His extensive line of Gardein
(i.e.: garden and protein) meals not only
cater to time-starved consumers but also
to health-conscious individuals.

Gardein is a sustainable protein brand
made from non-GMO soy and wheat,
ancient grains and vegetable. A propri-
etary extrusion process delivers real meat
taste and texture, but with no cholesterol
and less fat and calories than traditional
proteins. “Our target are `flexetarians’,
the huge middle segment of consumers
who eat traditional protein but are also
amenable to having vegetarian dishes on
a regular basis,” says Potvin. “Gardein
caters nicely to this group, and because
our sliders come with buns and our chick-
en-style meals with pre-packed sauce, we

continued on page 52

For consumers convenience must 
now equal quality.



Make it Complete
Inovata Foods’ lasagnas are freshly manufactured, cooked and cooled automatically using the
finest ingredients and traditional techniques. 

“Cross-merchandising with other items in a grocery is a great way to present 
our foods as a complete meal,” says Thurstan.

Meatless Merchandising
Garden Protein International’s Gardein Mandarin Orange Crispy Chick’n with sauce pack con-
tains zero cholesterol and trans fat and is ready to eat in eight minutes. 

“Put our items in the `healthy for you’ section of the freezer aisles instead of the
meat aisles in order to draw shoppers’ attention,” says Yves Potvin.

Taste Test
Gardein Crispy Chick’n Sliders with buns from Garden Protein are ideal snacks that require
only two minutes of cooking. 

“Our on-going goal is to show shoppers how delicious our meatless solutions 
are, so properly-staged demos are an ideal way to draw attention 
to these products,” says Potvin.

Fresh Pairings
The wraps from Indianlife are made from organic flour, non-GMO canola oil and authentic Indi-
an spices combined with fresh vegetables and `superfoods.’ 

“Due to their limited shelf life, these wraps must be merchandised 
in coolers,” says Rakesh Raniga. “Pairing with other fresh items in the 
deli is an ideal attention-getter.” 

Off The Shelf
The popularity of Inovata Foods’ Shepard’s Pies are due to their natural ingredients and a 
sodium content that is less than half used in restaurant pies. 

Mike Thurstan says his products “should be cooked and left on shelves for 
no longer than two hours to ensure freshness.”

Product Showcase
Convenient meal ideas for consumers looking for 

pre-made or value-added elements. 
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chase,” he says. “Just a decade ago, wraps,
which are amongst our best-selling items,
would have been considered strictly ethnic,
even though they are also a convenience
meal and most definitely healthy.”
Flushed with mainstream success, Indi-

anlife is capitalizing on another popular
trend. “We cater to the local movement in
that our grains are sourced from the
Prairies, and other ingredients for our meals
come from B.C.’s Fraser Valley,” says Raniga.  
Ruiz Food Products has been supplying

quality convenience foods for 50 years,
and the El Monterey Family Pack Burrito

line the company first introduced to the
market decades ago is still one of its
most popular choice amongst consumers
— because it’s perfect for a quick on-
the-go snack or as a centre plate item
with fresh fruit or salad.
Offering Mexican food with great

taste, quality and value means using
authentic Mexican spices, quality vegeta-
bles and meats in all Ruiz products. “We
also make our own tortillas in our on-site
bakery,” says Cullen.
The Nielsen story on convenience offers

a variety of tips on how to engage the con-
venience shopper: “Try to change with
consumers’ shifting consumption patterns:
move the focus from winning stock-up
trips to winning meal occasions, whether
it’s cook from scratch, semi-homemade or
fully prepared. In-store merchandising by
eating occasion can help frame the shopper
mindset by offering total meal solutions.”
Other tips include ensuring that prod-

ucts should be conveniently located to
satisfy short-on-time shoppers, with
front of the store displays being the most
obvious solution.
But whatever the merchandising

strategies that are chosen, one thing is
certain: convenience must now equal
quality, otherwise shoppers will take
their business elsewhere.  ●
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When was the last time you
bought a salty snack? Re-
search tells me it was with-

in the last 30 days. And, let’s be
honest, you’ve purchased more than
one. I’d also be willing to bet you
would say at least one of those
snacks was a healthy choice, and
maybe also a salty one.
Recent Mintel research showed

more than 90 per cent of us pur-
chase salty snacks every month, and
most of us purchase multiple kinds.
But what was most surprising was
the finding of a subset of salty
snackers: health-conscious salty
snackers. “Within the population of
these self-professed frequent salty
snackers, there is a cadre of 14.2
million healthy salty snackers,

whose
favourite
snack is a
salty snack and
who also claim that
they usually only snack
on healthy foods. These
frequent salty snackers exer-
cise often, seek out healthy-ingredi-
ent foods of all kinds and do not see
a conflict between craving salty
snacks and pursuing a healthy snack-
ing diet. (Research and Markets:
Salty Snacks in the U.S., Mintel.)
How are manufacturers dealing

with this demand for healthy, but
still tasty and salty, snack options?
And what should you be taking into
consideration when stocking your

shelves? We asked around the indus-
try and found out. 

Salty, Healthy Snacks
Mintel found 64 per cent of con-

sumers who reduced their consumption
did so because products in the category
are unhealthy. Mintel states to stay
viable in the marketplace, manufacturers
will require continued product innova-
tion, including the development of
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attract the shoppers who don’t want to
cook from scratch but assemble instead.”
Some retailers believe health is an even

bigger driver of the convenience move-
ment than lack of time. “And the deli has
evolved into the place where convenience
shoppers go for their healthy items,” says
Louis Campbell, assistant manager for
Stong’s Market in Vancouver. “We’re a
small store, but we sell 250 roasted chick-
ens daily; that, along with a week’s worth
of salad with kale and ancient grains is a
typical purchase.”
Campbell says it’s not a mystery why

retailers can easily provide health and con-
venience to their customers: “An awful lot
of prep goes into making healthy meals,
perhaps even more so than standard
meals. Who has the time for that, except
the people behind the deli counter?” 
As far as Rakesh Raniga, founder and

CEO of Indianlife Food Corporation, is con-
cerned, the convenience category is bene-
fiting enormously from the increasingly
blurred lines between convenience, healthy
and ethnic. “All these categories are thriv-
ing because there are no more boundaries
with regards to what people want to pur-

SALTY SNACKS By Britt Burnham

Courtesy of Shutterstock 
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example, “We plan to grow the number
of exotic vegetable chips we offer in
the next six to twelve months.”

Nuts
“All types of nuts are growing in

sales,” says Jalbert, of Aliments Krispy
Kernels, “Whether they are mixed, salt-

ed, unsalted or flavoured, the nuts are
doing pretty well.
Spicy is still very trendy, such as wasabi,

jalapeno, habanero, sriracha, paprika
flavours — found in chips but also nuts.”
Jalbert adds that Technomic research
showed 50 per cent of consumers are will-
ing to try spicy and intense flavours. 

“Consumption of snack peanuts in the
U.S. grew 2.7 per cent in 2013 over 2012,
and we know that exports of U.S.
peanuts to Canada also grew more than
nine per cent for the same time period,”
says Stephanie Grunenfelder of the
American Peanut Council. “Consumption is
growing most likely due to greater aware-

ness of nutritional benefits. Peanuts, even
salted, are not a high sodium food.
Peanuts have almost the same nutri-
tional profile as all the other nuts,
including almonds and pistachios, mak-
ing them a choice consumers can feel
good about, and they have more protein
than any other nut.”
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natural and better-for-you lines. What are
consumers concerned about?
Fat content has been an issue for

years, but the recent hot-button health
issue in the snack category is sodium.
“There is an increased awareness of mon-
itoring sodium intake by consumers,”
says Kirk Homenick, president of Natu-
rally Homegrown Foods, the company
that produces Hardbite chips, based in
Maple Ridge, British Columbia  
Renée-Maude Jalbert, marketing direc-

tor at the Canadian company Aliments
Krispy Kernels, agrees. “Retailers should
allow space for lower sodium or unsalted
products because there is a growing
demand for such products.” She adds
that while healthy options, like unsalted
nuts, sell well and should have space on
the shelf, there continues to be demand
for the tasty, saltier treats. “The No.1 cri-
teria for consumers when buying salty
snacks is taste; consumers do not want to
compromise on taste — so there should
be room on the shelves for both.”
Homenick also points to non-GMO,

preservative-and-additive-free, and trans-
fat-free as factors consumers care about,
and increasingly so. 

Stores can help consumers find healthy
options by advertising the healthy
option snacks by tagging the product
label on the shelves. 

Popcorn Reborn
You can’t stop the pop — gourmet pop-

corn continues to make a hug impression on

the category. “We are far from the pink pop-
corn we used to eat when we were kids,”
says Jalbert. “Sweet and salty and premium
products dominate the category now.” 
The Agricultural Marketing Research

Center in the U.S. states that “For near-
ly 20 years starting in 1970, popcorn
sales increased two to eight per cent

annually.” They also found microwave
popcorn made up 72 per cent of the pop-
corn market sales by 1999.

Chips
Potato chips have long been the top-

seller in the salty snack category and
remain No.1, with Pepsi-Co brands con-

tinuing to dominate the market
(Mintel, Salty Snacks Report, 2013),
but make room for chips made from
other vegetable sources. Raw food,
kale, bean-based and vegetable chips
are experiencing strong growth
(Mintel, Salty Snack Report, 2013).
Homenick’s Hardbite Chips are an

Merchandising Tips
It’s not enough to offer a variety of

types of snacks — you need variety
within the categories. “It is all about giv-
ing the consumer choice,” says Home-
nick. “We recommend stores carry four to
six flavours of our items.” Research
shows he is right — consumers want
choice, and choice within choice. 
Homenick also points out, “This

allows for complementary promotions
for the retailer.” He adds that building
secondary displays are essential for
running effective promotions. “Whether
it is a case stack, end cap displays or
pallet displays — placing these in front
of store or close to complementary
items, such as beverages, is a great way
to grow incremental sales.” 
Promotion is synonymous with sale,

and research shows price is crucial for
selling salty snacks. “The importance of
product price among salty snacks con-
sumers is a reason for the success of store
brands in the category,” says Beth
Bloom, food and drink analyst at Mintel.
“Some 86 per cent of salty snacks con-
sumers say price is an important factor in
their purchase decisions.” ●
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Lighting can make or break a shopper’s
experience. Too much will override
the senses; too little will undermine

them. Finding the right balance is para-
mount to providing a pleasant and engag-
ing shopping experience that will embrace
your products with greater visual appeal.
“A study done at Oklahoma State Univer-

sity found that about 85 per cent of the
information we receive is through our eyes
so engaging the shopper’s senses is key,”
states Christine VanLeeuwen, associate prod-
uct manager, LED, Hussmann Corporation. 
Amerlux, LLC, Vice-President of Marketing

and Product Management Bill Plageman also
emphasizes the importance of providing the
right lighting, “When customers walk into a
store, they typically walk into the produce
area first,” he explains. “They need to feel the

love at first sight. If the reds of the apples
and the tomatoes, greens of the avocados and
limes, and the yellow of the peppers and
lemons don’t look fresh enough to want to
touch, squeeze or smell, you not only lose a
sale but very possibly, a customer. Whites
need to be white and colours vibrant and bold
on produce and packaging in order to attract
and instil a feeling in the consumer that this
store is clean and the products are fresh.”

Lighting the Way
So what types of lighting will fit the

bill? VanLeeuwen suggests that there
are three lighting opportunities within
food retail stores: ambient lighting,
which is the traditional overhead light-
ing; accent lighting, which highlights
specific areas within the selling area;

and refrigerated case lighting.
“Today, LED can do it all,” says Plage-

man. “It can bring excitement back to
the aisles by delivering sparkle, colour
and clarity to packaging in the aisle and
great colour to produce, meat and fish,
bakery and floral. Available in a wide
range of lumen packages, kelvin temper-
atures (warm to cool tones) in accent,
task or general lighting applications.”
When it comes to in-case lighting for

refrigerated display cases, in particular,
VanLeeuwen says that there are two impor-
tant factors that should be considered. 
“One is uniformity of light across a defined

space, which is determined by the optical
design of the particular LED product,” she
states, adding the retailers should ensure
that the illumination is equal across all

STORE DESIGN: LIGHTING & FLOORING

By Melanie Franner

Courtesy of Shutterstock 
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product displayed, without
dark spaces or spottiness. “The
second factor is colour vibrancy,
which relates to how the LED
light can enhance the colour of
the packaging or product dis-
play, as well as minimizing
glare and reflection on the
product. It is worth mentioning
that the right overhead solu-
tion, including dimmable con-
trols, can significantly reduce
energy usage across the store,
plus reduce glare and improve
impact on the display.”

VanLeeuwen emphasizes that LEDs themselves have changed
over time, with the introduction of many new variants for differ-
ent applications.   “The conversation at retail needs to be bigger
than energy, which is only one part of the store,” she says. “While
most LED products for cases may be similar in energy usage, the
performance of those fixtures in application varies considerably.”

Floored by the Possibilities
Proper lighting is one way that retailers can better promote

their product. Flooring is another way in terms of how it can
affect shoppers’ experiences and their perception of cleanliness. 
“Floors that are safe, clean, durable, esthetically pleasing and

easy to maintain are best suited for grocer stores,” states Paul
Sullivan, territory sales manager, Western Canada, Performance

Hussmann advises retailers to con-
sider two important factors: uni-
formity of light and colour vibran-
cy when choosing in-case lighting.

Flooring, BASF Corporation and Fergus Kilmartin of BC-based Sur-
face Renewal Systems Ltd., a specialty flooring contractor and a
master installer for the performance flooring division of BASF.
According to the two flooring experts, the requirements for retail

flooring have changed over time, most notably as they relate to the
speed of completing projects and the desired esthetic options.
“Increasingly, businesses are extending operational hours to cater

to customer needs,” they state. “This requires flooring products that
cure quicker to minimize or eliminate operation disruptions during
a narrower window of downtime. Similarly, new construction project
timelines are increasingly pressed to allow the businesses to open
and generate revenue faster.”
Another consideration, they

add, is a product that allows flex-
ibility in colours, textures and
patterns — which can ultimate-
ly affect the customer experience
and the business brand.
Flooring is very important

to grocery retailers,” states
Steve Drake, senior project
manager at Loblaws Inc. “The
two big reasons are for clean-
liness and food safety.”
Loblaws’ Real Canadian

Superstore recently installed the BASF flooring system in its
Richmond, B.C. location. Drake chose to go with BASF’s Master-
Top SRS flooring system, which can cure in less than an hour. 
“In some ways, it is a lot like epoxy,” explains Drake. “But the

curing time is a lot less, which is what we needed when we did
the renovations on the Richmond store. Timing was important.”
The store received its new flooring system in the fall of 2013.
“It seems to be holding up very well,” states Drake. “I think

the management feels it is working out well. I haven’t heard any
negative feedback about it.”
According to BASF’s Sullivan and Surface Renewal Systems’ Kil-

martin, the MasterTop SRS floors are specifically designed to reduce
the maintenance required to keep the floors clean and safe, as they
keep spills on the surface and prevent them from penetrating the
system. They also don’t need to be waxed or stripped.
“Some of the key criteria that owners and managers should

consider before purchasing a new flooring system include life-
cycle costs, maintenance costs, esthetic needs, and last but not
least, safety,” concludes the two men.  ●

MasterTop  SRS floors from BASF
are specifically designed to reduce
the maintenance required to keep
them clean and safe.
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Alberta’s food industry
produces a diverse bounty
of foods, from beef, to

grains. It’s a vibrant industry,
offering opportunities for food
processors and producers alike.
“There is a lot of migration — a lot

of new people are moving here,” says
Ken Gossen, executive director of Alber-
ta Agriculture and Rural Development’s
Food and Bio-Processing Division, which is
responsible for the Food Processing Devel-
opment Centre in Leduc. “With that, it’s
both an opportunity and a challenge,
because you’ve got a growing, dynamic
industry and the desire for new companies
and a lot of new entrepreneurship. There

is opportunity, but you have to find your
niche and make sure you’re competitive.” 
For example, retailers are looking for

local producers and processors who can
provide a particular local flavour. “That is
a major trend we see driving a lot of
things,” Gossen says, noting that con-

sumers want to know where and how
their food is produced. 
Another area of opportunity is in eth-

nic foods, thanks to new in-migration.
“There are a lot of new start-up companies
coming in that are trying to meet the
flavours and foods that people are com-
fortable with.” There is also a sustainabil-
ity factor, with consumers looking for
quality products that are also sustainable. 
There are currently 456 food process-

ing companies in Alberta. Manufacturing
sales for Alberta’s food and beverage pro-
cessing industry totalled a record $12.5
billion in 2013, according to Alberta
Agriculture and Rural Development. Food
and beverage was Alberta’s second largest
manufacturing industry last year, taking
in more than 27 per cent of provincial
manufacturing sales. 
Meat and poultry processing saw sales

totalling $5.7 billion, amounting to 49

per cent of total food processing sales
last year. A total of 183 new value-added
products were developed and introduced
to market with assistance from Agricul-
ture and Rural Development in the past
year. Also in the past year, 129 existing
Alberta value-added products were intro-
duced to new domestic markets. 
New food processing companies that

have recently graduated from the Leduc
facility include Siwin Foods, providing
ready-to-eat, quick-cooking meal solu-
tions. Siwin Foods recently built a manu-
facturing facility in southeast Edmonton.
And Étuvé Foods, a gourmet sous-vide
company, has moved into a facility in north
Edmonton. These are just a couple of exam-
ples of new companies that have started up
across the province, Gossen says.
Alberta’s food processing industry “is

dynamic, but it is not without its chal-
lenges,” he adds, noting that the main chal-

PROVINCIAL FOCUS: ALBERTA By Jacqueline Louie

Courtesy of Shutterstock

AB Agriculture and Rural Development helped
develop and introduce 183 new value-added
products to market in the past year.
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Until recently, edible oil was the unsung hero of the kitchen, used
for frying or as a bland base for vinaigrettes. And purely in terms
of numbers, utilitarian usage still characterizes the category over-

all: according to the online statistics portal Statista, North American edi-
ble oil consumption in 2013 was led overwhelmingly by soybean oil at
8,369 metric tons, followed by canola at 1,973 metric tons, palm oil
at 1,353, coconut oil at 522, olive oil at 304, cottonseed at
207, sunflower seed oil at 177, and peanut at 105. 
But as The Huffington Post Canada reported last

December, people are beginning to step away
from popular standards like olive oil “and get-
ting their hands dirty with oil flavours like
avocado, hazelnut and sesame seed. Even
mixologists are getting into the groove with
oil-enhanced cocktails.”
With such intense interest comes a rapid

dissemination of knowledge. With regards to
olive oil, Troy Dewinetz, general manager –
marketing & merchandising for Buy-Low
Foods, says, “Customers are getting to know the
difference between the types, origin and the har-
vests and what’s important to them. As they become
more educated, the price is no longer the determining
factor in their decision-making process; this enables us to
increase our category profitability.”
But this means grocers have to step up their game.  “Category man-

agers must be educated so that listing decisions ensure all areas of dif-
ferentiation are represented in the listing mix,” says Dewinetz. “Also, oil
— particularly olive oil — can be difficult to cross-merchandise, as the
logical place to do so is mostly with refrigerated products, but due to its
freezing point the oil will actually turn white. Although this colour
change doesn’t affect the product, it’s unattractive to the customer.”
Tony Luongo, president of Concord National - Pacific Division and Concord

Sales Ltd., believes a huge chunk of consumers still require guidance when
purchasing products in the category. “Olive oil may be worth $300 million in
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lenge in Alberta is labour. Marketing also continues to be a challenge. 
Because of the consolidated retail sector, this is a highly com-

petitive industry, and even though a company might be small,
“you have to be very competitive,” Gossen says, stressing that
companies must be resilient in order to survive. 
“You have to be creative. You have to look for either technol-

ogy or cost reductions, or you have to find some other ways of
being competitive.”  
Companies must ensure they can service both the local and

domestic market. There is also tremendous opportunity to ser-
vice the international market, according to Gossen, who would
like to see more processed foods coming out of Alberta.
Alberta is well-positioned to service both the domestic and

international marketplace, thanks to its small population and the
fact that it’s a large producer of commodity agricultural products,

OILS

By Robin Brunet

The Foothills Creamery in Calgary 
has been producing quality products since 1969.

Gossen says. “There is going to be a growing international demand
for food, and I think Alberta is positioned well to service that.” 
The province’s food processing industry continues to be innova-

tive, according to Marilynn Boehm, president of the Alberta Food
Processors Association (AFPA). Food processing companies are
responding to changing consumer tastes in a variety of areas. There
is a trend to natural, organic and specialty foods for a healthy
lifestyle; local foods; and ready meals as a meal replacement.  
“I think there is a lot of opportunity, but margins are tight,

competition is tight and in Alberta we do have a labour short-
age,” Boehm says, noting that recent changes to the Temporary
Foreign Worker Program will make it more difficult for some of
the larger processing establishments to attract labour.
“One of the biggest challenges is the availability of labour,

both skilled and semi-skilled. That is because of the large oil and
gas sector in Alberta that tends to pay higher wages and draw
the workforce out. Wages in the food processing sector have
increased quite substantially in the last few years, but it’s very
difficult for processing establishments with such low margins to
pay as much as oil and gas does.” 
Alberta Agriculture and the AFPA have worked closely with

the industry to improve recruitment and retention practices, she
notes. Additionally, more companies are turning to plant
automation programs, which can automate their facilities and
lessen their need for labour.
On the retail side, more than 2,200 stores sell food in Alber-

ta, according to Alberta Agriculture and Rural Development. In
2013, sales for food and beverage stores increased by 2.8 per
cent to $13.7 billion. 
Sales for grocery stores rose from the previous year, to $10.9

billion; sales for specialty food stores was $518 million; and for
beer, wine and liquor stores, $2.3 billion. At foodservices and
drinking establishments, receipts totalled $8.2 billion. 
“The market is still vibrant,” says Darcy Peters, Alberta Agri-

culture and Rural Development retail domestic markets manager,
Processing Industry and Workforce Development. 
With so many people moving into the province, he notes,

retailers are adding new grocery stores in new areas and neigh-
bourhoods throughout Alberta.
The retail sector as a whole has gone through a number of

changes with Sobeys’ acquisition of Safeway Canada last year.
This past June, Sobeys announced the closure of approximately
50 locations across the country, 25 of them in Western Canada,
including seven stores in Alberta. ●

Courtesy of Shutterstock
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Prodotti Dal Sole is a line of premium products, most of which 
are organic, all-natural, and health-conscious options, perfect for 

those seeking high-quality and healthy culinary choices.

Product 
Showcase
Oils offer enormous
growth potential

Resist Categorization

Bertolli 100% Extra Virgin Olive
Oil Spray from
Deoleo Canada is
propellant-free,
contains no
chemicals or
additives, and is
full of flavour.
“Technically this
is categorized as
a cooking spray,
but we think
cross merchan-
dising is the best
way to draw
attention to the product,”
says JJ Glazer. “Put it in fresh pro-
duce or even the bakery depart-
ment.”

Naturally Delicious

Mountainview
Farming’s Cold
Pressed Canola Oil is
made from 100 per
cent pure Canadian
Canola seed with no
preservatives or
chemicals used in the
processing. Walter
Hofer urges retailers
to use signage in
order to emphasize
his oil’s great taste. “It
has a distinct nutty

flavour,” he says. “That, combined
with our all-natural production
processes should be highlighted.”
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sales, and there are more brands than ever
on the market, but if people don’t know
how to properly select the right product for
the appropriate use, they won’t buy,” he
says, adding that the tactic of reducing
price does nothing to encourage sales.
However, Luongo thinks the average

consumer at least understands that when
it comes to oil, you get what you pay for.
“I envision a time not far off when peo-
ple take the same care and attention pur-
chasing oil as they do wine,” he says.
“That means the market for higher-end
products will continue to expand.”

The health craze, of course, will help
along that expansion. “This is why I pre-
dict that organic olive oil, which current-
ly represents just two per cent of the
overall category, will grow considerably,”
says JJ Glazer, marketing director for
Deoleo Canada Ltd. Indeed, health con-
cerns are the main reason for the recent
popularity of heretofore obscure oils such
as grape seed and even rice bran.
But Walter Hofer, manager of Moun-

tainview Farming in Strathmore, Alberta,
warns that producers can’t afford to rest

more products on page 66

continued on page 66
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on their laurels. “Oils won’t sell them-
selves just because they’re top quality,”
he says. “We didn’t do a good job market-
ing our top-quality cold-press Canola oil
when it was first introduced a year ago,
and the result was it took a long time for
momentum to build and for people to
discover how terrific our product really
is. It’s easy to disappear in this category
if you’re not careful, because the compe-
tition is fierce.” 
As more specialty and health oils enter

the market and as consumers become
even more oil savvy, Dewinetz says gro-

cers “need to ensure the oil category is
taking full advantage of the opportunity
to move customers into the more prof-
itable skus in our mix. The days of sell-
ing only Crisco and Mazola at a cheap
price are long gone.”
Few products offer the enormous

growth potential of oil. By staying
abreast of consumers’ specific health
concerns and tastes, and by resisting the
urge to overstock with so-called `bargain’
oils at the expense of premium brands,
grocers can turn an already white-hot
category into a true powerhouse.        ●

High-end Pairing

Available from
Concord National,
Filippo Berio’s
GRAN CRU range
of extra virgin olive
oil consists of
Toscano PGI
(strong aroma and
ripe, fruity taste);
Monti Iblei Valtel-
laro P.D.O. (full-
bodied, intense fla-
vor); and Duano –
Basso Tavoliere P.D.O. (tangy, woody,
aromatic and intense). Tony Luongo
says, “These high-end oils should be
displayed in the produce and bakery
departments and matched with
other high-end products.” 

Taste Advantage
Colavita Extra Virgin

Olive Oil Unfiltered
Novello from Falesca
Importing Ltd. is an
early harvest product
with a distinct green
tint and potent flavour.
Falesca manager Tania
Gallina says retailers
should consider setting
up demos for Novello.
“That way, consumers

are lured by the taste and learn
what uses it has in the kitchen. “

Gourmet Intentions

Colavita Extra Virgin
Olive Oil Fruttato from
Falesca Importing has, as
the name implies, an
extra fruity bouquet. In
addition to staging
demos, Tania Gallina says
Fruttato “can be paired
with good balsamic in
order to impart the mes-
sage that this is a
gourmet product rather
than a cooking oil.”
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in the bag
inthe
bag What’s new & improved in the grocery aisle

Unforgettably Delicious!
New from the gluten-free kitchen of XO Baking comes four new delicious baking mixes; Blondie, Bis-

cuit and Scone, All Purpose Muffin Mix and Pie Crust! These All Natural baking mixes are Certified
Gluten-Free, Rice Free, Certified Kosher and are made without preservatives, artificial flavours or
colours! Bring the most delicious gluten-free baking right to home!

Contact your local Tree of Life Canada representative for more information.

New Organic Quinoa Instant Powder
Organika is the first in Canada to launch this awesome organic superfood, Organic Quinoa  Instant Powder, at CHFA

West 2014. Already voted TOP 10 Innovative product at Grocery Showcase West 2014, it has been featured on CHCH
TV and City TV and is already a hit for vegans and non-vegetarians looking for a plant-based clean protein. Organi-
ka’s Quinoa Powder has met consumers’ health concerns head on with quality and purity.   Organika’s Organic Quinoa
powder preserves the taste and nutrition of this most sacred grain of the Andes. 

New from LBE Seasonings
To bring out the best in meals try LBE’s seasonings that can be used to sauté or marinate.

Use in salad dressings or to baste grilled and roasted meats and delicious veggies. The sea-
sonings are easy to use and a smart choice of flavour without the added calories. The packag-
ing seals in the full potential of spices and brings out the best from singular meals to enter-
taining for a large party. Sprinkle a little love on your food with the company’s twelve intensi-
fied global blends. Their new line includes recipes and great merchandising. 

For further information contact 604-371-2222.  info@lbemporium.com

La Panzanella: Sharing Life, Love and Food!
Made with all natural ingredients, La Panzanella Multigrain Mini Croccantini crackers are a hearty

alternative snack. These crackers are a great accompaniment to cheeses and spreads, and are an excel-
lent snack any time of day. No matter how you enjoy them, Multigrain Mini Croccantini crackers are low
in fat and are made with no sugar added; contain no trans fats, vegetarian, vegan and Kosher Parve.

Contact your local Tree of Life Canada representative for more information.

Re-launch of Ocean’s SnacKits: 
Now with Gluten Free Options!

Ocean’s SnacKits have always been a popular snack amongst health-conscious
consumers. It has now been made even better! Aside from the new and attractive packag-
ing design, which will grab consumers’ attention on shelf, there are now gluten free options
that come with rice crackers. Two of the five flavours offered are gluten free. Now you can
cater to the different tastes and needs of consumers. Healthy, convenient, and delicious, Ocean’s
SnacKits are the perfect meal solution for people on the go. 

Urban Mac & Cheese Balls
Urban Mac & Cheese Balls, creamy macaroni and cheese rolled in a crispy crust, are the ultimate hand-

held comfort food.  Available in Canadian Cheddar and Bacon & Cheddar, the product is shipped frozen and
ready in 15 minutes in the oven.  Made in Canada, trans-fat free, and BPA free and recyclable packaging, it
is supported by generous, direct to retailer promotional and demo funds. 

Contact Moccia & Urbani Foods info@mufoods.ca or 778-355-9339.

New from Vita Coco
To celebrate the brand’s 10th anniversary, Vita Coco coconut water brings together two of summer’s most popular

drinks — fresh coconut water and homemade lemonade — to create “Vita Coco Lemonade.” 
With the introduction of its new lemonade flavour, made with Vita Coco’s popular unflavoured coconut water, natural

lemon puree and a touch of natural fruit sugar, Vita Coco has balanced the citrus fruit’s classic tartness and created a
nutrient-dense, thirst-quenching drink one can enjoy during and long after the dog days of summer. 

Elevate Me Launches New Line of Bars Including 
Two New Vegan Bars

Prosnack Natural Foods Inc., makers of Elevate Me fruit and nut energy bars and high protein
instant oatmeal in a cup, launched a new line of energy bars called “Elevate Me Perk”. With five new
flavours — Carrot Cake, Banana Split, Vanilla Chai Latte, Greek Yogurt Parfait and Pina Colada – two
of which are vegan, the new line continues the Elevate Me tradition of simple ingredients but with

new additions such as chia seeds, quinoa, and spinach. Alan Maddox, president of Prosnack, comment-
ed “We are very excited about our new line. They are a smaller bar than our original, made with many
of the same quality ingredients, but we wanted to create a bar with some of the new superfood seeds
— chia and quinoa.” He went on to say, “the bars — with five unique flavours — are gluten free, non-GMO,

Kosher, high in fibre, a source of iron and potassium, and taste great!”

Gogo SqueeZ Introducing Two New Flavours
Number one in the snack pouch category, GoGo squeeZ adds two new flavours to its

applesauce lineup, now offering the largest assortment of any brand on the market.
Gluten free, with no artificial flavours or preservatives and with only 60 calories per
pouch, GoGo squeeZ snacks are recognized for their great nutritional value, but also
because they are fun and convenient. Now with a choice of eight flavours, they’re sure
to please parents seeking variety in lunch boxes and hoping to introduce new fruits to
their children.  Materne  continues to prove itself an innovator with the recent launch of  Puddin’ SqueeZ,  available in chocolate, vanil-
la and now butterscotch!

New Frozen Coconut Dairy-Free Frozen Dessert
Idea! Worldwide Foods has introduced a Frozen Coconut dessert that is vegan dairy/lactose-free, gluten-free,

peanut-free and soy-free. Made with fair-trade, organic, raw coconut milk with 100 per cent raw agave syrup and
a touch of Canadian sea salt, it is healthy ice cream for everyone! Indulge in Classic Coconut, Mixed Berry, Choco-
late, Chocolate Mint, Lemon Meringue and Orange Cream, now available in 473ml pints and 105ml to-go cups! 

For more information, visit  frozencoco.ca.

A Better Way to Eat Everything!
La Tortilla Factory, the leading specialty baker of premium wraps and tortillas is introducing

four new unique blends of corn and wheat flour tortillas. La Tortilla Factory’s innovative products
have set in motion a national shift in eating habits by continuously creating healthier, more
flavourful premium products, setting numerous industry standards along the way, and transform-
ing the simple tortilla into an icon of good living. Be sure to try all four Hand Made Style varieties;

White Corn Grande, White Corn, Green Chile and Flour. These authentic tortillas
offer a fresh-from-the-kitchen flavour with a soft and flexible texture! 

Contact your local Tree of Life Canada representative for more information.

Introducing a New Life of Snacks to the 
Love Child Organics’ Family

Toodle O’s Love Child Organics’ multigrain O’s are made from rice, buckwheat, ama-
ranth and millet, and are designed to melt-in-the-mouth. Fortified with iron but with
no added sugars, this healthy snack encourages your baby to self-feed. Available in
two flavours: Apple or Banana.  Pat-A-Cakes are delicious mini rice cakes made with
puffed whole grain brown rice and gently flavoured with fruits and vegetables.   Avail-
able in three flavours: Apple & Cinnamon, Apple & Raspberry or Carrot & Pumpkin.

Fruity Chomps are a delicious all-natural gluten-free snack made with the goodness of quinoa and amaranth but without added sugars (not
even fruit concentrate).  Finally, a fruit bar parents can feel good about. Available in two flavours: Apricot or Banana.
www.lovechildorganics.com
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Bob’s Red Mill Introduces Organic Steel Cut Oats
Oats are a notoriously healthy breakfast choice, being high in soluble fibre and protein. They are also incredi-

bly versatile. Steel cut oats can be used to make risotto, pilaf, dumplings, arancini and more!
Organic Steel Cut Oats are simply whole oat groats that have been cut into neat little pieces on a steel buhr

mill. High protein, whole grain organic oats that have been lightly toasted are used to create hearty steel cut oats.
Also known as Irish oats or pinhead oats, steel cut oats create a chewy, full-bodied hot cereal.

Welcome to the World of The Real Bubbly!
Rotkäppchen De-alcoholised Sparkling Wines are a fresh and fruity alternative for all those who love

sparkling wine but want low alcohol levels (0.4 per cent). These premium quality European wines are de-alco-
holised in a very careful fashion to preserve the typical fine, fruity and full-bodied Rotkäppchen taste, and are
available in two varieties – White and Rosé.

The Real Bubbly by Rotkäppchen made its debut in the major grocery chains across Ontario in 2013 and
has been a major success story since!

For more information contact brand representative Sparkling Olive Inc. directly at 416-400-8405 or
clients@sparklingolive.com

CocoVie Naturals — Decadent Coconut Spreads
Made from a traditional, homemade recipe, CocoVie’s Decadent Coconut Spread is the guilt-

free treat for all seasons! All ingredients are pure, clean, vegan and 100 per cent natural from the
coconuts of the Southeast Pacific. Made from coconut oil and coconut milk sweetened with
coconut sugar, CocoVie’s decadent coconut  spread is  a great alternative treat for diabetics and
people on paleo and low-carb regime. Safe to bring it to school for kid’s snacks as it is also nut-
free!   The product comes in six sweet flavours (coconut, vanilla, chocolate, pineapple, mango,
guava) and two savoury flavours (chilli and ginger).

Contact:  info@cocovienaturals.com  website:  www.cocovienaturals.com

Rice Select — Bringing Worlds of Flavour to Your Table
More than 35 years ago, RiceSelect introduced Texmati, the first basmati rice to be success-

fully grown in America, and still the most popular because of its unsurpassed flavour and
aroma. Today, Rice Select offers a wide variety of delicious rice and other dishes, all inspired by
cuisines from across the world.  Delicious and nutritious, Rice Select’s family of rice blends are
flavourful and satisfying for the entire family.  RiceSelect is easy to prepare, all natural, colour-
ful and great tasting. What more could you want from a rice? Tree of Life brings five new blends
to the table; Royal Blends Flaxseed, Royal Blend Red Quinoa, Royal Blend Chia, Arborio with

Jalapeno and Arborio with Mushrooms.  Contact your local Tree of Life Canada representative for more information.
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When searching for business solutions it’s important to have a partner that can give you options that fit your 
specific needs. For 34 years CHEP has provided our customers with innovative platform choices to help customize 

their supply chain. From our performance-proven Stringer and Block Pallets to our display-ready Half Pallet, 
CHEP is the only Canadian pallet provider that offers all three options.

CHEP CANADA CAN

CHEP     CAN!CAN YOUR PALLET PROVIDER DO THAT ?
3 FLEXIBLE PALLET OPTIONS.

STRINGER HALF BLOCK

To learn how CHEP can help you, visit www.chep.com

            

                                                                                                                                                                                                             


