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I see London, I see France … I see singing underpants
Only Carlton Cards brings the best greeting card innovation to your shoppers. Our latest 

entertaining invention is a hilarious collection of singing undies, with dancing googley eyes 

and short, funny (and punny) messages – appropriately named Brief Wishes™. To bring the best 

innovation to your card departments, contact Carlton Cards at 1-800-663-2273.
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Where no card program has gone before ... we just went there.
The justWink line is unlike anything you or your shoppers have seen. It’s funny, sassy, sophisticated, and smart. 

But more than anything, it’s a whole new experience and attitude for your card department. It’s one more way 

we give your greeting card department the largest variety, the most elegant designs, and the biggest laughs.

To see all of our new products and our entire portfolio, contact Carlton Cards at 1-800-663-2273.
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Spring is now upon us and in the consumer products
industry, just as with the seasons, it is time for rebirth
and renewal — at least as far as new product introduc-
tions go and new marketing initiatives. And what bet-
ter venue than Grocery Showcase West, the annual
trade show and convention hosted by the Canadian
Federation of Independent Grocers (CFIG).
New this year at GSW is a guided store tour with

Harold Lloyd, a renowned retail expert who can take
your understanding to a whole new level. Billed as a
pre-show highlight, this is only open to CFIG members
but would be well worth the time spent for anyone interested in upgrading their store.
The tour takes place Saturday, April 13th at 9:00 a.m. Also, be sure not to miss the open-
ing night reception starting at 6:30 Saturday night at the Fairmont Pacific Rim Hotel.
The conference gets underway Sunday morning with a celebratory brunch where

attendees can meet the new CFIG president and CEO. From 11:00 to 12:00 p.m. a
keynote presentation will be given by Dr. Lowell Catlett, Regent’s professor/dean and
chief administrative officer at New Mexico State University’s College of Agricultural,
Consumer and Environmental Sciences. Catlett will address current trends in food and
agriculture and what it means for business.
The trade show gets underway from 12:00 to 5:00 p.m. and later that afternoon the

Top 10 Most Innovative Products awards — based on ballots cast by attendees — will
be announced. This year the organizers have planned a special Food and Drink Festi-
val for Sunday evening commencing at 7:00 p.m.
On Monday, the day will kick off once again with Harold Lloyd recapping the tour and

the lessons learned. From 9:15 to 10:00 a.m., Dr. Jim Brandle, CEO of Vineland Research
and Innovation Centre, will review current research driving innovation and what oppor-
tunities this presents to the independent grocery sector. This is followed by a panel dis-
cussion between four CFIG members: Mike Lovsin,Frseon Markets, Darrell Jones, Overwait-
ea, Ishkander Ahmed, Choice Markets, Ken Schley, Quality Foods and moderated by John
Scott. This is sure to be a very informative presentation not to be missed.
The final session of the trade show takes place Monday afternoon.
Don’t miss this great once-a-year opportunity to meet colleagues, network and find

out about all the new products and ideas
that are making a difference today!

Frank Yeo,
Publisher & Editor

Spring… at Last!

publisher’s perspective

Robin Bradley

Associate Publisher &
National Account Manager

robin@mercury.mb.ca

Melanie Bayluk

Western Account Manager

melanie@mercury.mb.ca
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100 Per Cent High LinerWild Caught Products to
be Certified as Sustainable in 2013

High Liner Foods has committed to sourcing 100 per cent of its wild caught seafood from
certified sustainable or responsible fisheries and 100 per cent of its aquaculture seafood

from certified sustainable or responsible sources by the
end of 2013.

As of today, 60 per cent of wild caught High Liner
products by sales volume are already certified by the
world’s leading certification organization for wild caught
seafood, the Marine Stewardship Council (MSC). These
products feature the MSC ecolabel.   The introduction of

MSC-certified products follows the landmark partnership between High Liner and MSC in
May 2012 to support the mutual goal of sustainable fisheries.

New Performance
Water, Aquahydrate
Launches

Entertainment powerhouse Sean
Combs and actor/producer Mark
Wahlberg have announced a joint
venture with Southern California-
based fitness and wellness water
brand, AQUAhydrate.  Combs and
Wahlberg will oversee business
strategy along with
CEO John Cochran, for-
merly president of Fiji
Water.  Together they
will help drive the
AQUAhydrate vision and
be instrumental in
helping secure retail
partnerships for the
water brand.

Already voted BevNET’s
Best of 2012 award for
Best Product Revamp,
AQUAhydrate is a high performance
water without the sugar and calo-
ries found in traditional sports
drinks or vitamin enhanced bever-
ages. The product’s combination of
performance-grade electrolytes
and a higher pH level of 9+ has
caught the attention of elite ath-
letes, active health-conscious con-
sumers, and celebrities looking to
perform at the top of their game, in
every aspect of their lives.   
Contact Les Aliments Unique Food for
further information: 1-866-343-4973
www.uniquefoodscanada.ca

Guelph Organic Conference Generates Buzz
The dust has settled following “What’s The Buzz?”, the 32nd Annu-

al Guelph Organic Conference.
“The buzz was good because it was such a friendly show,” says Con-

ference Manager Tomas Nimmo, in deference to the 2013 theme. “Every-
one that attended, from those seeing organic products for the first time
up to the key sector activists, all walked the same floor. They were all
looking for the same thing —  new organ-
ic products and lots of information.”

While first-time attendees were realiz-
ing the depth and breadth of resources
at the weekend event, the efforts of
some outstanding
and long-time advo-
cates —  from pro-

ducers and processors to educators, volun-
teers and retailers —  were recognized at the
Organic Council of Ontario’s Organic Awards.
Most notable were the Lifetime Achievement
Awards presented to Dave Reibling and
Lawrence Andres, both pioneers in Canada’s
organic movement.

“Based on the Expo crowds that worked
the halls of Guleph University Centre, it looked like a record attendance,” adds Nimmo.
Though the numbers so far are an educated estimate, there is no doubt the energy created
by this assembly of like-minded enthusiasts will help fuel another year of growth for the
organic sector.

Cascades Tissue Group Receives Green Seal GS-1 Re-Certification

Cascades Tissue Group has achieved Green Seal Standard, GS-1 re-certification of Sanitary Paper Products
for its entire line of Cascades® and North River® away-from-home towel and tissue products. In September
2011, Green Seal made major revisions to its GS-1 standard. The standard was first established more than
20 years ago for products such as bathroom tissue, facial tissue, paper towels, napkins, wipes and place-
mats. Overall, it sets the environmental, health, and social requirements for sanitary paper products and
comprehensively addresses environmental life-cycle issues spanning raw materials, manufacturing, pack-
aging and product use and performance. 

With this latest development, Cascades now possesses the largest offering of Green Seal-certified towel and
tissue products throughout North America today. The re-certification encompasses 114 branded products, all
made from 100 per cent recycled fibre.

Rechargeable USB Lighter
Briquet USB rechargeable

© 2012 Ignite Lighters Inc. All rights reserved. Ignite Lighters, Ignite logo are trademarks of Ignite Lighters Inc. © Ignite Lighters Inc., 2012. Tous droits réservés. Le symbole Ignite est une marque de commerce de Ignite Lighters Inc. Edmonton, Alberta, Canada, T6R 2V4

www.ignitelighters.com
1-866-720-7771
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Bakery Congress
Returns to Vancouver

Bakery Congress 2013 May 5 & 6th  is the bak-
ing industry marketplace, where all segments of
the Western Canada’s baking industry come
together to see, touch and taste the latest and
greatest baking products and services. The
event is held in Vancouver once every four years
and will showcase manufacturers, wholesalers
and suppliers of baking  ingredients, decorations;
semi-finished and finished products, frozen and

par baked goods, baking and packaging equip-
ment, supplies and the latest technology.

Among this year’s show features will be a part-
nership between instructors and students at Van-
couver Community College and Vancouver Island
University who will be conducting demonstrations
in the specially-built bakery on the trade show
floor.   Bakery Congress 2013 will also be welcom-
ing Mr. Craig Ponsford as a special guest presen-
ter.   Craig is a past chair of the Bread Bakers Guild
of America and previous winner of the Coupe du
Monde de la Boulangerie in Paris.

Sunday, May 5     10am – 11am
Supporting Product Development for/with Dairy
Presented by Canadian Dairy Commission 
Leaders in the Science of Yeast “Vital By Tradition”
Presented by Lesaffre Yeast 
Using Sprouted Grains in Your Bakery Products
Presented by Everspring Farms 
O-tentic – Create Your Own Signature Bread
Presented by Puratos Canada 
New Non-Hydrogenated Roll In Shortening and Margarines
for Croissant, Danish & Puff Pastry 
Presented by Richardson Oilseed 
Pura Agave In Baking 
Presented by Pura Foods Ltd.

Monday, May 6    10am – 11am
Satin Ice Rollable Cake Icing
Presented by Satin Fine Foods 
Tamper Evident Packaging Solutions for 2013! 
Presented by Innoseal Systems 
Bunge Oils - Pioneers in Non Hydrogenated Solutions
Presented by Bunge Oils 
Introducing Fondant DecoShapes! Exclusively from DecoPac 
Presented by DecoPac Inc. 
Carbon Removal Made Easy – the Spectank System
Presented by Commercial Kitchen Systems Ltd. 
Satin Cake Mixes – More Delight in Every Bite 
Presented by Puratos Canada.

For more information on exhibiting and attending the
event please call 1-888-674-2253 / 905-405-0288
or  www.baking.ca

John Coughlan
CEO & President of Transcold
Distribution Acquires Coast
Mountain Dairy

John Coughlan CEO & president of
TransCold Distribution., has acquired
Coast Mountain Dairy., an ice cream
manufacturing plant located in Chilli-
wack, British Columbia.

The acquisition further strengthens
John’s competitive position in the ice
cream business and is a perfect comple-
ment to TransCold’s existing distribution
portfolio of strong brands like Magnum,
Popsicle, Klondike, Ben & Jerry’s, Brey-
ers, Chapman’s and Sara’s Old Fash-
ioned Ice Cream.

“It is with great pride that we bring
the two businesses together and it is our
strong belief that we together will be
able to further develop and build on the
skills, expertise and knowledge of Coast
Mountain and Sara’s Ice Cream staff,”
says Melissa Leung, vice-president of
TransCold Distribution.

“Together we will further strength-
en our positions in ice cream
& frozen distribution,
as well as serve our
consumers and cus-
tomers with an even
more complete offer-
ing. Coast Mountain
Dairy brings a strong
portfolio of locally pro-
duced iconic brands and a wide
range of ice cream products which will be
a perfect fit,” says John Coughlan CEO &
president of TransCold Distribution

Under the leadership of John
Coughlan, Coast Mountain Dairy will
continue its operations as before with
further focus on co-packing for other
companies, as well as its brands and
new innovations.

Coast Mountain Dairy employs around
30 employees with a modern production
facility in Chilliwack, British Columbia.
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Calgary Co-op Rises to the Top with New Bakery Director
Calgary Co-op, has appointed Valerie Joslin, 
Bakery Operations Director.

“Valerie brings over 30 years of experience in the bakery
industry throughout Western Canada,” says Jeff Ambrose, vice-
president, operations and merchandising. “Her proven track
record in operations, sales, merchandising and strong knowledge
of the food industry confirms Valerie will be a valuable asset to
not only our bakery division, but Calgary Co-op as a whole.”

“The retail landscape in Calgary is changing. Calgary Co-op
has a fresh insight on what our customers want. We provide an
exceptional shopping experience, excellent customer service
and offer the highest quality products at competitive prices,”
says Joslin. “We are launching innovative bakery programs, offering fresh new products
and continuing to develop and build loyal relationships with our members and the com-
munity. It’s an exciting time at Calgary Co-op and I am honoured to be a part of it.”

Organika – Cooking with Coconut
Join Organika and Kathy Smart, a best-selling author, chef and multi-award winning

nutritionist, at CHFA West and Grocery Showcase West to hear about their award-win-
ning coconut product line and new recipes from Kathy Smart’s gluten free

cookbook  Live the Smart Way. 
Attend the Wisdom of the Coconut

Seminar hosted by Kathy Smart and
Organika on April 12 at 1:15 p.m., room
#206. Follow this at the CHFA West Cook-
ing Stage on April 13 at 1:00 p.m. to learn
how Kathy Smart cooks with coconut!

From 2:00 - 4:00 p.m. on Sunday, April 14th, Kathy will share the benefits of organic
virgin coconut oil. Pick up your copy of Live the Smart Way at Organika’s Booth #1509 and
have it signed by Kathy Smart, known as Canada’s leading gluten-free expert.

Edward Kennedy, CEO, North West Company Receives Award

Macdonald Youth Services has announced that Edward Kennedy is the recipient of the The Sir Hugh John Mac-
donald Memorial Award, presented annually to an individual or individuals who demonstrate values of respect
and fairness and practical assistance towards youth.  Edward Kennedy unselfishly dedicates his time and efforts
to benefit the community and countless charitable organizations, boards, councils and advisory groups in Win-
nipeg.   With a long-standing interest in social policy issues, Mr. Kennedy has worked in volunteer leadership roles
within the United Way of Winnipeg, the Conference Board of Canada, and the Business Council of Manitoba,
where he initiated a highly successful Aboriginal Bursary Program.

WWW.WESTERNGROCER.COM 9

Food Pro West Promises Exciting Lineup
Food Pro West, western Canada’s premier

event for the food processing sector, will take
place June 12th and 13th at the Delta Burnaby
Hotel and Conference Centre. This is the single
best opportunity to share ideas and learn about
what’s new in technology. Organizers of the
event, the BCFPA, have promised an exciting line-
up of speakers and networking opportunities. 

In conjunction with Food Pro West, the annual
B.C. Food Processing Awards will be presented at the Gala Awards dinner on June 13th.
There are a total of seven awards given, in various categories, with three finalists for
each. Nominations are still open. Go to www.foodprowest.ca to find out more.

Carl Buddig & Company Names New Canadian Sales Manager
Carl Buddig & Company has appointed Marlon Villanueva, of Mississauga, Ontario, as

the company’s new Canadian sales manager. Villanueva will report to John Vigna, vice-
president of sales, and he will oversee sales, marketing and brand management for the
company’s Buddig and Old Wisconsin product lines in Canada. He replaces Robert Luce,
who is retiring after 25 years. During his lengthy career with Buddig, Luce is credited with
expanding the company’s national distribution network.

Previously, Villanueva successfully managed a portfolio of brands in successive manage-
ment positions with leading natural and specialty food distributor Tree of Life Canada. 
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Mustard Seed Receives $87,000 Gift
from Thrifty Foods Customers

Thrifty Foods Community Relations Manager Vivian
Chenard joined Mustard Seed Food Bank Director Brent
Palmer at the Thrifty Foods warehouse in North Saanich
recently to prepare a record-breaking grocery order for local
families in need. The order follows a successful finish to the
Thrifty Foods six-week Food for Families fundraiser that ran
from mid-November to just after New Year’s Day.

“Through Food for Families, our staff and customers in all
29 stores raised a record $274,817 — including over $87,000

for the Mustard Seed Food Bank here in Victoria,” says Thrifty Foods General Manager Jim
Dores. “The program has provided for those in need in our community and we commend
those who donated, for their selfless act in providing the gift of fresh food for families dur-
ing the holiday season.” At the warehouse visit, staff from the Mustard Seed picked up
fresh root vegetables, as well as pantry staples such as sugar, peanut butter and dried
pasta. The grocery order included 800 lbs. of potatoes, 200 lbs. of onions and 600 lbs. of
carrots — much more than your average trip to the local produce department – a supply
that will fill shelves for one and a half weeks at the food bank.

Cavendish Farms
Expands to Western Canada

Cavendish Farms has concluded an
agreement to buy the assets of Maple
Leaf Potatoes, the frozen potato busi-
ness of Maple Leaf Foods Inc., including
a 142,000 sq. ft. processing facility in
Lethbridge, Alberta. 

Cavendish Farms will continue to pro-
duce and market all products formerly
offered by Maple Leaf Potatoes in
the near term and will seek to retain
all existing customer relationships.
The Lethbridge
plant currently
produces a vari-
ety of high-quali-
ty products, in-
cluding frozen french fries and other
specialty potato products.   

The Lethbridge plant is strategically
located in close proximity to Southern
Alberta’s prime agricultural region,
renowned for its high yields of quality
potatoes ideal for french fry produc-
tion.    The plant operates to the highest
quality and safety standards and has
been HACCP-certified since 2001.

FCPC Leads the 
Conversation on 
Extended Producer
Responsibility

Food & Consumer Products of Canada
(FCPC) members, as well as representatives
from retail, restaurant and foodservice, gov-
ernment, provincial stewardship organiza-
tions, and packaging manufacturers, con-
vened at the Mississauga Convention Cen-
tre to engage in a lively and informative dis-
cussion about packaging Extended Produc-
er Responsibility (EPR) and harmonization. 

While perspectives on what harmoniza-
tion really means and what is realistically
achievable varied between the debaters, all
agreed that some level of harmonization
would be a benefit to businesses, govern-
ments and consumers alike.

“The aim of FCPC’s debate was to
have an informed, fair dialogue to better
understand the issues surrounding harmo-
nization,” said FCPC’s Vice-President of

e nv i ro n m e n t a l
sustainability poli-
cy, Rachel Kagan.
According to the
results of the votes
cast before and
after the debate,
the dialogue was
effective. Sixteen

per cent of attendees were undecided on
whether or not they supported EPR har-
monization before the debate began and
only four per cent were still undecided
when the debate ended. Support among
attendees for EPR harmonization grew
from 79 to 94 per cent. 

Guy McGuffin, former vice-president of
sustainable packaging at Wal-Mart Canada
alongside John Coyne, vice president of
legal & external affairs for Unilever Canada
and chair of Stewardship Ontario, argued
convincingly for the pro side. 

On the other side, challenging the viabili-
ty of the resolution, Vincent Sferrazza,
director of Solid Waste Policy & Planning for
the City of Toronto and David Crump,
account director with Hill+Knowlton Strate-
gies and formerly the waste management
branch director with the Ontario Ministry of
the Environment, helped illuminate some
of the critical factors which hamper the
development of a nationally harmonized
approach for packaging. 

A cross-section of issues were discussed
and will be captured in FCPC’s white paper,
which will be published in the spring. But
two issues of significant debate were the
role and effectiveness of municipalities
under EPR and the role of the federal gov-
ernment in EPR.

McCormick Canada’s 
Billy Bee Honey Brand Gets Refreshed

The Billy Bee brand is being refreshed for 2013
with a fresh look, new bee bottle, fun new
recipes, and interactive website.

To help Canadians explore the wonderful culinary world of
honey beyond tea and toast, peel-back labels with appetizing
recipes have been added to the top-selling beehive bottles.  The
recipes can also be found on the new website, www.billybee.ca
and include Billy’s Sweet Apple Sauce, Honey BBQ Pork Tender-
loin, and Honey Toasted Ravioli, among many others. 

Give your customers an irresistible 
reason to come back again and again...

...give them the Canadian freshness and 
naturalness of Foothills Creamery products.

You simply can’t beat the taste!
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Online Registration
Now Open for
SIAL Canada and
SET Canada 2013

After a record edition in 2012
in Montreal, SIAL Canada is
back in Toronto to establish a
new record. More than 90 per
cent of the exhibitor space for
2013 is already sold!

Don’t miss your chance to
meet with over 700 exhibitors
from 40 different countries and
register now.

Discover a  world-c lass
panorama of food and bever-
age products for retail and
foodservice and take part in the
most important industry event

of the year in North America.
By registering online, you will

enjoy a special rate on the badge
giving access to the three days of
the show. Until April 29th, 2013
entry to the show is available at
$50 CAD, a 30 per cent discount
off the regular price!

For more information, please con-

tact us at info@sialcanada.com

Concord National to Represent Byblos
Concord National has been chosen to represent Byblos Bakery
for Western Canada grocery, mass and food service channels.

Founded in 1975, Byblos Bakery is a well-established leader in the ethnic
bread category and is the No.1 brand of Pita bread in Western Canada.   They
also manufacture Naan bread, bagels, Baklava and tortilla wraps in both brand-
ed and private label format.   Working with registered dieticians, Byblos is also
well known for their “For Pita’s Sake” program which brings education to chil-
dren on the healthy, nutritious benefits that pita bread offers.   This program is
now over 25 years old and keeps getting bigger and better every year.

2012 Tork Report Finds Growing Concerns in Business & Consumer Attitudes Towards Sustainability & Hygiene

SCA, the makers of the  Tork®  brand of away-from-home paper products, has released the 2012 Tork Report, titled  The Sustainabili-
ty Gap, which highlights areas where companies have made progress in improving sustainability goals but also identifies trends that

have taken a step backward. The survey was conducted online by Harris Interactive among 1,015 U.S. and
555 Canadian business professionals and 2,114 U.S. adults age 18 and over.

In 2012, 64 per cent of Canadian and U.S. companies said they had (or were putting) a sustainability plan
in place. Furthermore, 31 per cent of U.S firms and 30 per cent of Canadian firms say their sustainability
plans are having a positive impact on the bottom line.  

While most companies have acknowledged sustainability as a necessary part of doing business, “most
have not thrown their full weight behind the effort,” writes sustainability expert and Tork Green Hygiene Council member Josh Radoff.
In his call to action for companies to push further, he notes “We’ve approached the end of Corporate Sustainability 1.0, where the low-
hanging fruit has been picked, and the basic levels of expectations have been met.  Thus, there is a large gap between the status quo
and the next level of achievement — the effort to dig down to the core of a company’s social and environmental impact.”

Fresh St. Market – A New Kind of Food Store 
Officialy Opens in West Vancouver
New grocer Fresh St. Market has opened in West Vancouver with a variety
of new food concepts new to British Columbia.

Fresh St. Market’s food station floor showcases locally-sourced foods, local farms, Ocean Wise
seafood, organic and sustainable products and exclusive purveyors of cheese, cakes, olives and
more — at affordable prices.

“We are so excited to unveil the first-ever Fresh St. Market offering one-of-a-kind products and
services to the community and residents of the North Shore,” says Mark McCurdy, Fresh St. Market
spokesperson. “Our goal was to create a food store that was truly `fresh’ in the industry with the
dynamism of public markets. We want our customers to feel at home here, with fresh hot coffee and
hot bread trolleys, and staff who are personable with passion for food and the knowledge of where
our foods come from.”

The Fresh St. Market team has been testing and tasting for months, not only to find exclusive
foods but also foods at affordable prices so that customers can enjoy rare food experiences.

Additional rare food finds customers can experience at Fresh St. Market include a first to Cana-
da, The Fresh Olive Company from the UK; a blend of coffee made specifically for Fresh St. Mar-
ket, Granville Island Coffee’s new “Lions Gate” blend and a chilli pepper station with colourful
International varieties including the ghost chilli — one of the hottest pepper in the world.

“It was crucial for us to introduce a new food store concept that would be both exhilarating while
affordable,” explains McCurdy. “We have taken a great deal of time to research and plan the Fresh
St. Market experience. This includes a hiring practice and program for our staff, unique to us.”

“Fresh St. customers will find our staff to be warm and personable with great enthusiasm for
food and the opportunities and recipes new foods can create,” said McCurdy.

 

 Get off the bench and into 
the game by practicing with other Foodie All-Stars in the 
world of dairy, deli, bakery, and foodservice.  Tryouts are 
open for buyers, merchandisers, marketers, brokers, and 
distributors looking to join the best team in the business for 
new products, new knowledge, and new actionable ideas. 

  Your ticket gets you the best 
seat in the house to learn from other top performers. 
You can attend all three days of educational sessions to 
gain new perspectives and knowledge from the best 
players inside and outside the industry.  Headliners 
will speak on trends, marketing, consumer 
behavior, growth opportunities, leadership, lifestyle 
trends, and customer loyalty.

 Become the MVP by learning 
a new playbook, exchanging winning tips and ideas, and 
networking with over 8,700 of your new teammates.  New 
trends and products can be found on the 1,600-booth Expo 
Floor, in the Show & Sell Merchandising Center, or at the 
other industry Special Events including the WMMB Party.

 It’s the totally new 
10,000 square-foot merchandising idea center where 

you’ll experience the creativity and imagination of 
retail merchandisers in a real store setting.  See, taste, 
and experience new ideas in layout, displays, case 
sets, signage, and themed-selling.  A value-added 
bonus is your very own Idea & Photo CD for putting 
great ideas into action.

Register Now  Educational Seminars  Show Planner  Hotels  Exhibits  Show & Sell Center 
 

Ready, Set, Eat!

The No-Spin Zone

Lessons from 
The Apple Store

Turn Strengths Into 
Competitive Advantage

Grand Slam  
Deli-Bakery Ideas

TV Food Shows  
and Their Impact

The Gunslinger

Socialnomics

Food: Seeing 
20-20 in 2020

Growth Opportunities  
in Fresh Food
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market
update

market update

Upcoming EVENTS

April 14-15, 2013

GSW (Grocery
Showcase West)
Trade Show
Vancouver, BC
More info to come 
at a later date

April 15-17, 2013

NFRA Executive
Conference
Tempe Mission Palms Hotel
& Conference Center
Tempe, AZ, U.S.A
For more info:
www.NRFAweb.org

April 30 - 
May 2, 2013

SIAL Canada
Direct Energy Centre
Toronto, Ontario
For more info: 
www.sialcanada.com

May 5-6, 2013

Bakery Congress

PNE – Forum Buliding 
Vancouver, BC
For more info:
www.baking.ca

June 2-4, 2013

Dairy-Deli-Bake 2013

Orange County 
Convention Center
Orlando, Florida, U.S.A
For more info:
www.iddba.org

October 
19-22, 2013

National Frozen &
Refrigerated Foods
Convention

Hilton San Diego Bayfront
San Diego, CA, U.S.A
For more info:
www.NRFAweb.org

UPCOMING EVENT

SIAL Canada (Salon International de l’Alimentation) is making its triumphant return to

Toronto from April 30 to May 2, 2013 at the Direct Energy Centre. The 2012 instalment in Mon-

treal saw huge gains in attendance with 14,000 professional attendees from over 60 countries

and nearly 700 exhibitors spanning a space of over 175,000 square feet. 

In its inaugural year in Toronto in 2011, SIAL drew higher than expected crowds and

wowed them with the highest quality vendors and exhibitors. This year proves to be even

more exceptional for everyone involved in the North American food industry. 

Like Italy in 2011, Morocco will be the Country of Honour in 2013. 

“It is a great honour for us to host Morocco as Country of Honour this year. For this second

edition in Toronto, we will have a Moroccan participation unprecedented. This significant repre-

sentation appears in the continuity of discussions between Canada and Morocco to find a Free

Trade Agreement. SIAL Canada will showcase their fantastic expertise in food and culinary

cooking”, says Xavier Poncin, executive director of SIAL Canada. 

As with previous years, SET (Salon National des Equipements et Technologies en Alimen-

tation / Equipment and technology in food exhibition) will return to showcase the brightest

and most innovative in the industry. 

Four Exclusive Events All in One
SIAL Canada and SET Canada have introduced many contests and demonstrations that will help

promote and showcase the cutting-edge exhibitors at the shows. The contests are as follows: 
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IDDBA’s Dairy-Deli-Bake 2013 Program Announced

The International Dairy-Deli-Bakery Association™ (IDDBA) has announced
the speaker lineup for Dairy-Deli-Bake 2013. The event will be held June 2-4 in
Orlando, FL at the Orange County Convention Center. This year’s speakers
include: Bill O’Reilly, Brett Favre, Alton Brown, Jim Gaffigan, Marcus Bucking-
ham, Lowell Catlett, Carmine Gallo, Erik Qualman, Harold Lloyd, Voni Woods,
Jack Li, and Carol Christison.

SUNDAY, June 2, 2013
8:00-8:30 a.m. Jack Li, Filling the Gap:  Opportunities in Fresh Food
8:30-9:10 a.m. Harold Lloyd, Grand Slam Deli-Bakery Ideas
9:10-10:00 a.m. Alton Brown, Feasting on Foodies: TV Food Shows and Their Impact    
10:00-10:20 a.m. Coffee Break
10:20-11:10 a.m. Lowell Catlett, Food: Seeing 20-20 in 2020
11:10-12:00 noon Erik Qualman, SOCIALNOMICS: How Social Media Transforms the 

Way We Live and Do Business

MONDAY, June 3, 2013
8:00-8:15 a.m. Voni Woods, You Are What You Eat, So Be DELICIOUS!
8:15-9:15 a.m. Carol Christison, All-Star Food Trends
9:15-10:00 a.m. Bill O’Reilly, The No-Spin Zone
10:00-10:20 a.m. Coffee Break
10:20-11:10 a.m. Marcus Buckingham, Stand Out – Turn Hidden Strengths into a Competitive Advantage
11:10-12:00 noon Jim Gaffigan, Ready, Set, Eat!

TUESDAY, June 4, 2013
8:00-9:00 a.m. Carmine Gallo, Lessons from the Apple Store: People, Communication, Design
9:00-10:00 a.m. Brett Favre, The Gunslinger
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Country Grocer Campaign Makes Dreams Come
True for Island Children

Country Grocer stores raised an astonishing $10,640 to support Vancouver Island children with
life-threatening conditions through the sale of ‘dream bouquets’, paper T-shirts and island-grown
Christmas between November 18, 2012 and December 15, 2012. All funds raised as part of this cam-

paign will go to the help Vancouver Island and Salt spring
Island children achieve their dreams. 

“Dreams come in all shapes and sizes. A child’s dream
may be a trip to Disneyland or to meet their favourite
celebrity; while for their parents, the dream may simply
be to spend time with their child as they undergo medical
treatment or to make life more comfortable when they
come home,” said Help Fill a Dream Executive Director
Craig Smith. “We would like to thank Country Grocer, its
employees, its customers and especially its suppliers,
Eurosa and Wintergreen Tree Farm, who all have gener-
ously supported this campaign.” 

Established in 1984, Country Grocer is a proud 100 per
cent Vancouver Island and Salt Spring Island company

with seven stores and more than 600 employees. It is one of the Islands’ most cherished grocery
companies with a strong set of values and principles. 

Help Fill a Dream provides hope, help and happiness for Vancouver Island and the Gulf Islands chil-
dren with life-threatening conditions. The foundation fulfils dreams, improves quality of life and assists
families with care and financial support. Since 1986, Help Fill A Dream has fulfilled 1,971 dreams. 



SIAL, a subsidiary of Comexposium Group

SIAL CANADA  
IN TORONTO 

Make your

Food
Connections 

in North America.

April 30 to May 2, 2013 
Direct Energy Centre

sialcanada.com
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SIAL Innovation
The SIAL Innovation is a contest that rec-

ognizes the year’s best new products and
showcases the trends in the global food
industry. Products are chosen by an indepen-
dent jury of industry experts and chaired by
XTC World Innovation. This year’s competi-
tion is shaping up to be a highly competitive
one, with many registrants already vying for
top spot. In 2012, Citadelle’s “Maple Pearls”
took home top prize in Montreal. 

Olive d’Or
Olive d’Or, the most respected interna-

tional extra-virgin olive oil competition
based in North America, returns for its 8th

edition. Seeking to promote quality and
craftsmanship, the contest attracts more
than 150 oils from 15 different countries, all
of which are the best of the best. In 2012
the winner for light body olive oil was Otto-
bratico from Italy, medium, San Pietro from
Chile and heavy, Rinón de la Subbética
Alamoda from Spain. 

La Cuisine by SIAL
Featuring corporate chefs from all over

the world, La Cuisine by SIAL is a friendly
competition not to be missed. Chefs in the
contest are given a basket of mystery
ingredients and asked to create the best
dishes they are capable of, using all of the

items. With demonstrations running the
course of the show, La Cuisine is truly a
foodies’ dream — real live action, real
excitement, and the best talent. 

Coffee Cup by SIAL
Last year’s sophomore year of the Cof-

fee Cup by SIAL really solidified the compe-
titions reputation as one of the leaders in
coffee judging worldwide. The highest hon-
ours in the Certified Category went to
Kaloko’s Mountain Thunder Coffee from
Hawaii and to Paname Finca Hartmann’s
Mocassin Jo Coffee from Panama, in the
Regular Category. This year’s top-secret
panel of judges will be announced in the
upcoming weeks and will make sure to
impress coffee drinkers worldwide. 

Themed Paths Light the Way
Created to encourage efficiency when

touring the show, the themed pathways are
once again returning to SIAL Canada 2013.
Some of the paths include gluten-free,
foodservice, private brands, kosher, fair-
trade and halal. Last year saw the introduc-
tion of two new paths, convenience stores
and independent retailers. This year’s show
will include two new paths as well; stay
tuned for more information. 

Another Successful Year!
With a record-breaking year in Montreal

in 2012, the SIAL Canada show surpassed
all set out goals and had more attendees
than ever! Nearly 700 exhibitors from 45
countries and almost 14,000 professionals
attended the record-breaking edition in
2012. The Director of SIAL Canada, Xavier
Poncin exclaims 

“We’re thrilled to be back in Toronto for
our sophomore year. SIAL Canada’s first
year in Toronto was a huge success with
nearly 12, 500 visitors and based on our
predictions we’ll see that increase to
14,000 this year. Toronto really is the cen-
tre of Canadian business and therefore the
perfect fit for our show.” 

About SIAL Canada
SIAL Canada is a professional food show

that is a part of the international SIAL net-
work, which is made up of five different
shows on four continents (France, Canada,
Argentina, China and the United Arab Emi-
rates) with a total of 7,500 exhibitors and
220,000 visitors from more than 200
countries. The show is an exceptional plat-
form to keep abreast of the market’s busi-
ness potential, while building bonds
between professionals. Founded in 2001, it
is a partnership between the Association
des détaillants en alimentation du Québec
(A.D.A.Q.), the Agri-Food Export Group
Quebec-Canada and Eposium. �

For more information, visit 
www.sialcanada.com. Follow SIAL 
Canada on twitter and facebook 
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ON OUR COVER

By Frank Yeo

A Fork in the Road Well Taken
Ask almost anyone in the grocery industry who best exemplifies the values, 
determination and business savvy of the independent grocery sector in the
West and invariably one name comes up: Freson Bros.

The reason for this is simple. Owned by the Lovsin family for over 58 years, Freson Bros. has moved from a
single location to now operating a chain of 15 stores in Alberta, each with their own respective place in the
community and built on a family integrity that others could only aspire towards. This has been recognized
over and over again from receiving the top CFIG awards to Frank Lovsin receiving the Order of Canada. 

(left to right) Doug Lovsin, Vice-President Operations, Frank Lovsin C.M. - Board Chair, Mike Lovsin, President,
Ken Lovsin, Vice-President I.T., Dan Lovsin, Vice-President and Kerry Waldo, Store Manager.

Freson Bros. opens state-of-the-art store in Stony Plain.
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Unique to the industry, nine
of the store managers are
actually managing partners. 
The Lovsin’s newest ven-

ture is a state-of-the-art
store in Stony Plain that
could only be described as a

masterpiece of design and merchandising.
According to John Scott, president of the CFIG, “The Lovsin

family has a very unique knack of developing each store as a
true complement to the community. Their understanding of the
nuances and civic pride in each instance is respectfully reflect-
ed in their offering which results in an almost immediate bond
with their consumers.  Having, in my years in Alberta, lived in
Stony Plain and reviewed the renderings for the new store I sus-
pect the community is going to be delighted by this outstand-
ing example of Alberta entrepreneurship. However as an indus-
try we have come to expect nothing less of the Lovsin family.”
The 43,000 sq. ft. store features a glassed-in atrium with

vaulted ceiling as its entrance, creating a sense of spacious
modernity. Upon entering the
store, customers will be greet-
ed by the bustle of a fresh
market and can flow easily
around departments. The cen-
tre of the store has been
reduced in size in favour of
the perimeter, which houses
the fresh departments. “The
first thing customers will see
when entering the store is our
Market Garden full of fresh
produce,” says Doug Lovsin,
emphasizing the importance

WWW.WESTERNGROCER.COM 21

of the fresh market concept to how this store differentiates itself.
Past the Market Garden, the customer will find a section called

Healthy Choice including organics, natural foods
and gluten-free products with shelving arranged
adjacently to set it apart from the centre of the
store. These tie into the deli counter which flows
seamlessly into the meat department and butch-
er shop, where Banj’s red hot smokehouse is
located. Here, products such as bacon, sausage
rings, jerky, pepperoni and jerky snacks are all
made on-site with only top quality Alberta beef
and pork. This department also employs an open
market concept where butchers cut and prepare
meats and product is displayed in a walk-in cool-
er with glass doors to allow customers to fully
view what is available. Following this is the fresh
fish counter where fresh fish and seafood is avail-
able three days a week. Any residual product is
then converted to a smoked product. 
On the other side of the store, prepared

foods are on offer in Freson Bros. Kitchens, an open concept that
integrates with the bakery department to create one large area for
customers to experience a whole new level of service. The area fea-
tures a 70 seat restaurant and a hot kitchen, “our answer to the
dine-in or take-out concept,” says Doug. Beside this are the
Kitchens of the World featuring a daily hot buffet and an 18 ft.
salad bar. In the centre is the Harvest Kitchen, where customers
can both purchase prepared foods or buy the ingredients and even
learn how to prepare them for at home. The signage used reinforces
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History
Originally known as Freson Markets,

the company was founded by Frank
Lovsin and two partners in 1955 as a
butcher shop in Hinton, Alberta. The
name was an amalgam
of the founder’s names:
Frank Resek and his
father Leo Resek and of
course, Frank Lovsin.
Dan Lovsin, Frank’s
youngest brother started
in 1958 and still remains
a senior partner.
Frank’s parents were

Slovenian and Croatian
immigrants who ini-
tially raised their fam-
ily in the coal mining
town of Mountain Park. In an earlier
Western Grocer article, Frank recounted
the day in 1950 when the mine closed
and how the experience was pivotal to
his life.  “We were in a coal mining
town. We didn’t have indoor plumbing
or running water or central heating. We
existed. I was in grade 10. I came home
from school and there were ladies in
our kitchen crying. I thought our dad
had been killed. That day, I grew up. I
was 16 years old.”
Frank says his parents used their small

savings to buy a home in Edson. He
recalls the day his brothers had been
given $20.00 to buy coal for the family-
which amounted to a small fortune in
those days — but lost the money. “To be
so vulnerable,” Frank laments,
adding that he vowed never to
be that susceptible again. 
The Lovsins kept expanding

with the second store opening
in Peace River in 1962 followed
shortly after with the Fairview
store. Frank moved from being
a store manager to overseeing
the entire operation from an
administrative perspective,
freeing him to continue
expanding the business.
Since 1965, Lovsin has been

involved in everything from
Rotary Club of Peace River to
Toastmasters, the Chamber of Commerce,
Alberta Energy, the Alberta’s Premier’s
Council, Fairview College and minor
hockey. His awards include Peace River
Citizen of the Year, Alberta Small Busi-
ness of the Year, the Queen Elizabeth
Golden Jubilee Medal, and the Alberta

Lieutenant Governor’s Silver Medal. In
December of 2008, he received the most
prestigious award one can receive: the
Order of Canada…”for his contribution as
a volunteer, philanthropist and entrepre-
neur who has served as a vocal advocate
for his community in regional and
provincial affairs.”

New Store, New
Directions
While Freson Bros. had been

a family business from the out-
set, Frank’s children soon became involved
and helped to expand the business even fur-
ther. Today, Mike Lovsin acts as president of
the company, Doug Lovsin is vice-president,
operations, and Ken Lovsin is vice-presi-
dent, information technology. They are
joined on the management team by Shawn
Gavigan vice-president of finance, Frank
Fajardo, director, human resources, Dave
Beblow, manager, IT, Jory Weed, director,
store planning, Rob Gustafson, director,
meat and Tracey Meyaard, director, bakery.
Frank remains as chairman of the board.

(Right) Tracy Meyaard,
Bakery Director for all of
Freson Bros. locations.

(Below) Amar Khawas,
Grocery Manager.

The new store in Stony Plain is a masterpiece of design and merchandising.

(Above) Ron Dirks, Product
Manager and Kerry Waldo,
Store Manager.
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these unique merchandising concepts with mes-
sages such as ‘Try It Before You Buy It’, ‘Ideas to
Impress’ or ‘Learn to Create Your Own’. 
Unique features are the adjacencies or shelving

units that run perpendicular to the store centre,
which house the take-home ingredients. “We took
these typically centre of the store items and put
them in a series of adjacencies in the fresh depart-
ment,” says Doug. There is a full scratch bakery,
for example, but all baking ingredients and com-

plimentary accessories are placed in this area as well. “This cre-
ates unique cross-merchandising opportunities.”
The refrigeration and display cases chosen were the latest

in environmental efficiency from Hussmann. Richard Lees,
Hussmann’s representative in Western Canada, took the exec-
utive team from Freson Bros. on a tour of the Hussmann facil-
ity in Chino, California to help determine the best options.
“California was chosen because they are usually at the fore-
front of innovative ideas in supermarket merchandising and
equipment. Over two days we visited many stores in the Los
Angeles area and discussed with the store managers the rea-
soning behind certain merchandising concepts. We also spent
some time in the Chino show room looking at cases and fitting
them into the store layout. Things we had seen over the two
days helped confirm the design or make changes to accommo-

date things we had seen,” says Lees.
“The most striking thing our design group in

Chino picked up was the passion from the Lovsin
family for the grocery business. They were inter-
ested in every aspect of the store design.”

The store represents a significant evolution for Freson Bros.
According to Frank Lovsin, his children “have taken the baton
and run with it.” It is one of their largest of their stores and, for
the first time, they have embraced foodservice in a very signifi-
cant way. “I don’t even know if I would call it a grocery store,”
says Doug. “It can best be described as a fresh market, with
everything you would expect in such a venue. With this store we
feel we addressed the needs of today’s and tomorrow’s consumer.”
Doug attributes a lot of their success to their involvement with

the CFIG, where he currently sits on the board. “We have created
great relationships which have enabled us to access the best minds
in the industry from colleagues to our Associate Member Council.”
Certainly, it was the best minds that created this unique store con-
cept and it is one that will help to define Freson Bros. future direc-
tion. As Frank Lovsin says, it is a “fork in the road well taken.” ●

(Above) A Healthy Choice section features organics,
natural foods and gluten-free products.

(Far left) Danny Leblanc, Meat Manager.

(Left) Georgia Northcott, Deli Manager and Kelli 
Harris, Cold Kitchen Supervisor.



Crunch. Go nuts.* Krispy Kernels only uses
 premium-quality U.S. peanuts
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Statistics from the Dairy Farmers of
Canada show that 74 per cent of
Canadians prefer to eat their ice

cream out of a bowl. But really, whether
it’s in a bowl, a cone, or on a stick, ice
cream and frozen novelties continue to
be a top treat. 
In 2011, Dairy Farmers of Canada com-

missioned a four-city survey with IPSOS-
Reid to determine Canadians’ thoughts
on real ice cream versus frozen desserts. 
The ice cream freezer in grocery stores

has become home to an increasing number
of products that are not ice cream at all,
but rather, “frozen desserts.” Unlike real
ice cream, “frozen desserts” are made
mostly with edible vegetable oils that lack
the nutrients naturally found in milk. In
fact, the oils used in ‘“frozen desserts,”
such as palm kernel oil or coconut oil, are
the very same oils consumers are trying to
avoid in their diets. Real ice cream, on the
other hand, is made from wholesome
milk, including ingredients derived from
milk and nothing else. 
The survey findings showed a vast

majority (80 per cent) of Canadians feel
like they are being cheated by companies
that appear to be selling ice cream
when they are not; 86 per cent of
respondents say they can taste the
difference between real ice cream
and frozen dessert and 92 per
cent prefer ice cream made
from milk; a majority of Cana-
dians (77 per cent) believe there is a big
difference between the products, when a
product is labeled ‘ice cream’, and anoth-
er is labeled ‘frozen dessert’; Once people
became aware of the difference between
real ice cream and frozen desserts, the
vast majority (81 per cent) said they
would pay more attention to the type of
product they are buying. 

ICE CREAM By Carly Peters

Courtesy of Shutterstock



“Ultimately, we want consumers to
beware of frozen desserts trying to pass
as real ice cream, and encourage them to
look for the 100% Canadian Milk symbol
on the packaging of real ice cream. Real
ice cream is made from milk. But in
freezer aisles across Canada, frozen
desserts are masquerading as ice cream,”
says Cristine Tessier, assistant director,
marketing and nutrition communications
for the Dairy Farmers of Canada. “Most
manufacturers have simply removed the
words ‘ice cream’ from their packaging
and replaced them with the term ‘frozen
dessert’. Consumers should read labels
and look for the 100% Canadian Milk
symbol. If it doesn’t say ice cream on the
package, it’s not ice cream.
Chapman’s Ice Cream is proud to carry

the 100% Canadian Milk symbol, featur-
ing the blue cow, on their labels, and it
seem to be resonating with consumers.
The company has grown over 15 times in

the West over the
last 10 years, and
has become a
household name.
As 2013 marks
Chapman’s 40th
anniversary, the company is excited to be
launching Chapman’s Sundaes — good
old-fashioned ice cream, made with 100%
Canadian Milk, with lots of toppings. The
six flavours, which come in a clear, one
litre format, include Strawberry Short-
cake, Nutty Caramel, Chocolate Fudge
Brownie, Caramel Chocolate Cup, Crunchy
Peanut Butter and Hokey Pokey.  
The company’s premium ice cream still

sees healthy sales despite the trends
towards healthier products. This is in
part also to people’s understanding of
real ice cream versus frozen dessert.
“Canadians certainly pay more atten-

tion to what they are eating, or reading
on labels. They know the difference,” says
Mary Breedon, sales & marketing manag-
er, Chapman’s Ice Cream, pointing to their
two litre, original ice cream that has 10

per cent butter fat and
still has top sales in the
Canadian market place.
“They want good quality
in their indulgence and

they want good value for their dollar.”
Nestlé Canada has an extended lineup

of Premium Ice Cream, like Real Dairy, to
Super Premium and Indulgent Häagen-
Dazs. The creamy brand is releasing two
new and truly indulgent multipack offer-
ings: Salted Caramel and Chocolate
Peanut Butter.  
“Globally, salted caramel is one of the

hottest flavour trends, while both
caramel and peanut butter remain among
confectionery’s strongest draws. Choco-
late Peanut Butter, in a very short time,
has also become one of the best-selling
Häagen-Dazs packaged skus,” states Eliz-
abeth Frank, vice-president marketing
ice cream, Nestlé Canada, adding keeping
with the strength of the peanut butter
flavour Nestlé is launching Drumstick

Cross-Promotion Potential
The results from an Angus Reid Public Opinion survey, conducted on behalf of Smucker’s,
revealed that Canada’s ideal ice cream sundae is made up of one scoop of chocolate
ice cream and one scoop of vanilla, topped with hot fudge syrup, whipping cream, straw-
berries and sliced banana served in a waffle cone or bowl. Almost everyone likes to top
off their sundae with syrup (89 per cent), while most preferred syrup is hot fudge (38 per
cent) followed by a tie between chocolate and caramel (29 per cent). These findings sug-
gest lots of potential for cross-promotional products with ice cream — from syrups to fruit.
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Chocolate Peanut Butter, while Skinny
Cow joins the game with a Chocolate
Peanut Butter Sandwich.
The premium ice cream category also

continues to produce flavour innova-
tions, which have customers licking their
bowls. Ninettes Ice Cream, launched
March 2012, recently won one of the top
10 new innovative products of the year at
SIAL Show for their unconventional ice
cream. With flavours such as Basil
Lemon, Thyme Lemon Fusion, Ginger-
bread Crunch, Cinnamon Apple Pie, Rasp-
berry Truffle, and Mocha Almond Fudge,
the brands is making waves across West-
ern Canada. All of the original, home-
made flavoured ice creams are made with
real dairy cream, real herbs and spices,
and contain less sugar that some of the
traditional treats.

Not Sacrificing Sweets
Like most categories, ice cream is seeing

an increase in better-for-you options, so  you
can indulge daily without the extra guilt.
“I believe the consumer is looking for

healthy and tasty products more than
ever, and stores have to introduce new
products which carry these positive fac-
tors,” says Maury Garkani from Island
Way Sorbet Canada Team. 
Since sorbet’s introduction to Europe

by Marco Polo, princes and princesses
have indulged in preparing these tanta-

lizing sorbet varieties. Originally made
from pure mountain ice infused with
fruits and milks, sorbet has become
widely known as a refreshing low fat
alternative to other “naughty” desserts.
Island Way Sorbet continues this
ancient tradition by providing a unique
balance between nature, health, and
taste. Each individual sorbet, which
comes in coconut, pineapple, mango-
orange, and lemon, is nestled in natur-
al fruit shells, and contains no preserv-
atives or colorants. 
Keeping in line with a better-for-you

option, Chapman’s Ice Cream
is relaunching their No Sugar
Added/Lactose Free Ice Cream,
as well as the line’s Lil’ Lolly,
Vanilla Cones, Fudge Bar and
Vanilla Sandwich. The brand
redesign features eye-catching
packaging transitioning back
to the traditional “black”
packaging. No Sugar Added will now tie
in with the rest of the Chapman’s prod-
ucts while maintaining its traditional
unique characteristics, and adding a new
one - the Splenda symbol. 
“The Splenda symbol has been added,

which diabetics and dieters quickly rec-
ognize,” states Breedon, adding there’s
also two new flavours Mint Chocolate
Flake and Peanut Butter Crunch.
“Splenda is a preferred artificial sweet-

ener over aspartame. Chapman’s NSA
products have always been made with
Splenda; we are now paying the licens-
ing fee to use the symbol.” 

Handheld Fun
Based on Nielson Data, Chapman’s Ice

Cream also has the No.1 ice cream novelty in
Canada — their vanilla ice cream sandwich.
It is expected that novelties will

remain the key to category growth for ice
cream, with particular emphasis on both
the super premium and kids segments,
states Frank.
“Snacking continues to gain impor-

tance within consumers’ eating habits,
while traditional dessert occasions
decline,” she says. “Furthermore, we see
the timing of snacking occasions chang-
ing, as afternoon snacking is now sur-
passing evening, with consumers viewing
the afternoon occasion with a greater
focus on health, and the evening occa-
sion as a moment for indulgence.”
Nestlé introduced a unique format

called Snacking Cups in 2011.  This
lineup of fun and indulgent single
serve ice cream cups, which span
across four of our favourite brands:
Häagen-Dazs, Nestlé Sundae, Nestlé

Skinny Cow and Del Monte, has been
instrumental in driving incremental
growth in the category by bringing in
new users to ice cream.  This format
has also proven that grocery can be a
vehicle for impulse ice cream purchas-
es, as approximately 20 per cent of
Snacking Cup purchases were made for
immediate consumption.

Novelties are expected to remain the key to category growth for ice cream.

continued on page 32

Island Way Sorbet provides
a unique balance between
nature, health and taste
and contains no preserva-
tives or colorants. 



Second Cup
The success of Nestlé’s Snacking Cups has shown that grocery retailers can 
benefit from impulse ice cream…

and as such could benefit further by merchandising these skus outside of the aisle and in the path of
the consumer, as they would other impulse items such as confectionery or beverages. 

Nestlé Canada

Go Nuts
Cross-promotions are a great way to merchandise peanuts and ice cream. 

Peanuts go great with ice cream — and leftovers make a great snack.  Perhaps a hot fudge sundae
display, or a banana split display might be a fun way to celebrate a treat everyone loves. 

American Peanut Association

Sales Sticker
A lot of stock is sold on promotion, so compare your everyday prices 
to promotional ones. 

If you are selling something at $7.99 every day, but on promotion it’s $4.99, a price more inline with
what people want to pay. Watch your everyday retail and you’ll get people buying every week. 

Chapman’s Ice Cream

Try Before You Buy
The best way to market the ice cream is through demos at the store level.

We have ice cream in one ounce containers of each flavour, and give it out to the consumers. We will
supply the cups, spoons, ice cream, empty containers for the ladies to do the demos. We do this with
every store we list our product with; in a two day demo we can give out 3,000 samples.

Ninettes Ice Cream

Cool Advice
Merchandising tips and other strategies to increase your ice cream sales.
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Getting a Moo-over
Retailers can promote real ice cream with compelling text and eye-catching visuals
and encourage consumers to look for the 100% Canadian Milk symbol. 

Put ice cream products bearing the symbol at eye level and in front. Educate store staff on the 100%
Canadian Milk symbol and encourage them to promote these products. 

Dairy Farmers of Canada



  
  

   
 

   
   

   

   

          

   

             

   

 

                          
                                

For more information, contact Gilles M-Deschênes at Dairy Farmers of Canada
Gilles.deschenes@dfc-plc.ca | 1 800 361-4632

good
reasons100

HERE IS JUST ONE

THERE ARE

Doug Smith
Natural Pastures Cheese Company

Courtenay, British Columbia

100% From Here

“People are happy when they learn that our milk comes from 

a nearby farm. When I put the 100% Canadian Milk symbol 

on my cheese packaging, I guarantee that it is made with milk 

from Canadian farms.”

TO USE THIS SYMBOL

 

                          

32 WWW.WESTERNGROCER.COM

“With that in mind we have renovated
our Snacking Cups case pack to a new
display-ready case, making these small
indulgences easier to merchandise on
shelf and on display.  Display can drive
tremendous incremental sales on this
format, even at regular price, driving
profit and incremental volume for retail-
ers,” explains Frank.
Secondary, single-

serve displays are also
a great way to intro-
duce a new, or not so
familiar brand, such as
Melona Bars, which
come in classic Honey
Dew Melon, Strawberry,
Mango, and Banana.
“We offer retailers

a portable barrel
freezer on wheels
that can be moved out to areas such
as barbecue events for single bar
sales. Singles sales acquire new users;
for example the consumer can try a
bar or sandwich for a loonie versus
paying $6.00 – $7.00 for a multi-pack
on grocer shelves. Once consumers
sample Melona Bars they are hooked

on the great taste profile,” states Jim
MacKelvie, adding the company will
be launching a new flavour in the
bars, and by consumer request, a tub
format for the ice cream category.
Taking new strides in the novelty

category will help keep sales fresh.
Chapman’s Ice Cream is launching

Sport Lollys — 75ml
single stick scientifi-
cally formulated ice
treats that are meant
to replenish and rehy-
drate and are suitable
for all ages and any
sport. Having worked
on the concept for
a few years, the inno-
vative product also
features natural flavour
and colour, is peanut/

nut free, gluten free, kosher and will
include four flavours — Grape Rush,
Wild Berry Blast, Orange Surge and
Lemon Lime Launch.
Even with trends towards better eating,

getting a cold rush from a frozen novelty,
or big bowl of real ice cream seems to still
be on consumers’ grocery lists. ●

Melona Bars come in classic 
Honey Dew Melon, Strawberry, 
Mango and Banana.



WWW.WESTERNGROCER.COM 35

Determining the
Glycemic Impact of Food
Developed by Dr. David Jenkins at the

University of Toronto, the Glycemic Index
is the true scientific measure of how a
“carb-containing food” impacts blood
sugar beyond the traditional and oversim-
plified notion of “simple” or “complex”
carbohydrates. While initially developed
to help people with diabetes, the Glycemic
Index can help consumers make better
food choices.  Understanding the Glycemic
Index and the connection between carbo-
hydrates and insulin is necessary in order
to recognize why selecting snacks with a
lower glycemic response helps to stabilize
blood sugar levels, manage weight and
sustain energy.

The Need for a New
Kind of Energy
The explosion of the energy market

(drinks, bars, shots and supplements) is
both symptomatic of the energy crises
and the use of such products exacerbates
its negative implications. While most
meals have a relatively moderate
glycemic response due to combination of
fat, protein and fibre, which mitigates
the glycemic response, the chronic peri-
od can be traced to the between-meal-
gap when consumers are likely to grab a
high GI snack or energy drink in an
attempt to lift their energy level. This
action is counter-productive because
energy levels follow blood sugar levels,
which can spike and crash after these
high GI snacks. Nutrient-void, quick
energy fixes provoke blood sugar and
energy swings, propagating the negative
implications associated with the spike,
crash and crave cycle.
No wonder market researchers have

identified “The Energy Deficit” as the
most serious concern across most demo-
graphics. Consumers often comment, “I
don’t have enough energy to get through
the day” or “my blood sugar crashes
between meals“. Poor blood sugar man-
agement is a likely culprit. Other con-
tributing factors may include stress,
insufficient quality sleep and depression.
Blood glucose spikes following meals

contribute not only to energy crashes,
fat storage and obesity but also can have
direct negative impacts on our health.
“Accumulating scientific evidence indi-
cates that elevated post-meal glucose
spikes are linked with a number of detri-

mental health consequences including
heightened oxidative stress and inflam-
mation, which contribute to cardiovascu-
lar disease. Controlling spikes in blood
glucose can therefore have widespread
health benefits, particularly for individu-
als with obesity and/or diabetes,” says
Dr. Jonathan Little, a researcher at the
University of British Columbia, who stud-
ies blood glucose control. 
Filling the tank with good slow-release

carbohydrates that keep blood sugar in a
narrow range generates obvious benefits
associated with sustained energy for the
mind and body, while avoiding deleterious
effects associated with “on-the-go” high
GI snacks and the extraordinary use of
energy boosters. According to Dr. Little,
“Low GI foods can help limit the metabol-
ic chaos caused by high blood glucose
spikes. Low GI snacks, such as Solo Bar,
are a sensible solution for easily incorpo-
rating low GI foods into a healthy diet.”

Call to Action
Society needs a “call to action” that is

touted by government, health profession-
als and the food industry. We must work
together to “promote a consumer shift to
consider the blood sugar impact, as well
as nutritional content, when making a
selection of a food or beverage.”
It would seem irrational to continue to

do the same thing and expect a different
result. As an industry we must reflect and
ask the ethical question as to why we con-
tinue to fuel these epidemics when we
have the know-how to develop foods that
slow the blood sugar excursion of items we
put into consumer pantries.  Knowing that
certain foods we develop and promote
have a negative impact on consumers is a
wilful, if not negligent, waiver of our
responsibility and inaction amounts to an
acquiescence of the status quo. 
What consumers need are healthy

alternative between-meal-snacks that are
nutrient-dense and low GI, containing a
good amount of high quality protein and
fibre to help them feel satisfied longer.
Increasing consumer awareness of the
difference between good and bad carbo-
hydrates will drive the growth of the
market for these types of products such
as SoLo GI® Bars that are clinically vali-
dated to result in a lower glycemic
response than other leading snacks and
bars, while still providing the great taste
consumers are looking for.   

The Solution!
After 30 years in functional food

research and development, I have come
to the conclusion that a simple, yet fun-
damental shift is needed to address the
interlinked epidemics of obesity, dia-
betes and the human energy deficit.
I developed SoLo GI® Bars as one of

these healthy alternatives to lead a par-
adigm shift, helping consumers to live a
healthier lifestyle. The bars are digested
slowly — enabling a gradual release of
sugar into the blood stream — providing
sustained energy for on-the-go-con-
sumers, and preventing blood sugar
spikes and crashes that lead to cravings
and consequential weight gain.   SoLo
GI® Bars have been tested by Glycemic
Index Laboratories and they are also
gluten-free as validated by the Canadian
Celiac Association.
Understanding the impact food has on

your blood sugar level is only one key to
maintaining optimal health.  However, it
is a key that opens many doors to a
longer, healthier lifestyle and a reduced
strain on the health care system.   Expe-
rience a Eureka moment. Connect the
dots and win a prize — vitality and
health! You may know that carbs are
nature’s preferred source of energy (not
fat or protein). You may know that
insulin is a hormone that people with
diabetes may not be able to produce. But
if you understand the connection
between carbs, blood glucose and insulin,
you will learn how to manage energy,
your weight and prevent disease. ●
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The human energy deficit is a critical
consumer concern across almost all
demographics. New scientific in-

sights link the source of our modern
energy crises to the same survival mech-
anism that is fuelling the interlinked
epidemics of obesity and diabetes (“Dia-
besity”). Understanding this mechanism
is integral to weight management, sus-
tained energy and disease prevention.
There is no greater health concern

today than Diabesity, which places a huge
burden on individual lives and threatens to
bankrupt healthcare systems across the
globe. A culmination of factors is com-
pounding and accelerating the metabolic
chaos that leads to obesity and diabetes.
This article addresses the key drivers behind

these epidemics, the physiological mecha-
nisms that cause them, personal strategies
that you can adopt, and what manufactur-
ers and retailers can do to prevent them.
The term Diabesity was coined by Dr.

Francine Kaufman, a former president of
the American Diabetes Association, to
emphasize the metabolic link and origin of
obesity and type 2 diabetes. In her book of
the same title, Dr. Kaufman explains that
we still carry the “thrifty genes” that
helped our Paleolitihic ancestors survive
the lean times using insulin (the survival
hormone) to store calories as fat in times
of abundance. Ironically, the metabolic
process that evolved to help our Paleolith-
ic ancestors survive is now compromising
our health and driving these epidemics.

Spike, Crash and Crave
A scientific consensus has emerged

that blood sugar management is “key” to
addressing the interlinked epidemics of
obesity, diabetes and the human energy
deficit. High glycemic carbohydrates
drive the “spike, crash and crave” cycle
that continues to fuel these epidemics.
Blood sugar management (controlled
glycemic response) is achieved through
the selection of low GI carbohydrate-
containing foods that give up their ener-
gy more slowly.
The infamous “spike, crash and crave

cycle” is a metabolic process that
helped our Paleolithic ancestors store
fat during the times of abundance to
help them get through the lean times –
like a bear fattening up for the winter.
Fat storage occurs when a spike in
blood sugar provokes the pancreas to
flood the blood stream with insulin.
The crash occurs because the flood of
insulin (an energy storing hormone)
draws “too much” sugar out of our
blood, converting much of it to fat,
causing blood sugar to fall rapidly. In
response, the body craves more food to
raise blood sugar levels, hunting
“stress” hormones are released and the
cycle continues, storing more calories
as fat and taxing the pancreas for more
insulin. Manufactures have unwittingly
corrupted this survival mechanism and
greased the slippery slope through the
use of refined carbohydrates. Manufac-
turers predigest carbohydrates outside
of the body by milling the whole grains
into fine powders and syrups. While
this process helps to glue fat and pro-
tein together for the development of
convenient foods and snacks, these
refined carbohydrates are digested by
the body within two feet of the small
intestine; instead of the 22 feet that
nature provided, thereby elevating
blood sugar prematurely. In today’s
society, our ancient survival mecha-
nism of efficiently storing energy is
contributing to the over-accumulation
of fat, insulin resistance and an inces-
sant demand on the fragile insulin-
making beta cells in the pancreas,
which can lead to metabolic syndrome
and increased risk of type 2 diabetes. 

Diabesity 

HEALTH & WELLNESS By Saul Katz,

Saul Katz, president & CEO of New Era
Nutrition Inc. a pioneer in functional food
research and development

Call to Action
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I
t’s obvious when it comes to POS systems retailers want something simple, but sophisti-
cated enough to guarantee proper scanning, inventory control, and run loyalty programs.
Today’s technology ensures that retailers get the four “s” of POS — system, software,

security, and service  — to make sure not only the systems run smoothly, but so does the
shopping experience.
“POS systems must be reliable and have longevity,” states Dave Nation, vice-president of

sales and marketing, AM/PM. “Developers, manufactures, and resellers conduct extensive
quality assurance testing on solutions as the risk is just too large if due diligence is not per-
formed and defects occur in the retail setting. Further, computer hardware parts must be
standardized and readily available for a long period of time.”
Glenn Deal and Tom Zitelli from Casio’s Electronic Cash Register state that POS systems are

coming full circle from their original platforms.
“At one time the trend in POS was embedded systems. Then it moved to PC-based applica-

tions, which retailers found would crash; there were fans and filters. So now we’re seeing POS
systems move back into an embedded platform.”
Casio is offering resellers the “best of both worlds” in the POS industry with the VX-100,

the first Android-based product to be introduced specifically for the POS industry, which fea-
tures a 10.4-inch, adjustable colour touch screen, an attached high speed thermal printer,
Ethernet port, serial ports and
a built-in swivel 2X20 cus-
tomer display. The VX-100
offers both an “embedded”
application and an open plat-

POS SYSTEMS By Carly Peters

Follow the 
four “S” of 
POS technology:
System, 
Software,
Security and
Service.

Working For You

Courtesy of Shutterstock 
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your terminal physically to the counter; Label or identify
your terminal so that it is obvious that the equipment
belongs to your business; identify and document all of your
existing terminals including the following: make/model, ser-
ial #s, location of labels, and location of terminal; terminals
should be checked on a daily basis and any discrepancies
must be noted and reported; and management must take
reports of tampered terminals seriously and alert the author-
ities. And, of course any tampered PIN Pad must not be used
and must be removed from service.
But, no matter what the system, or software, retailers also

must remember service.
“We firmly believe that grocery retailers need to carefully

evaluate software and hardware solutions AND the provider of
the product,” says Nation.

“Avoid fair weather or
fly by night suppliers. On
the surface it may
appear to be lower cost,
a feature rich software
package or hardware
with off the chart
speeds and feeds. How-
ever, if there is no local
presence to assist when
problems arise, the
retailer will expend more
money and resources for
remedies in the long
term.  Also inquire as to
the mean time between
failure, end-of-life fore-
cast, product and parts
supply for exact models
(especially if a staggered
roll-out), annual licence
fees, fees for upgrades

and support resources and availability of the vendor. Many deal-
ers have decent services, but are only available in select areas
and certain times such as weekdays, 9-5, which does not help a
retailer with issues on a busy Saturday or long weekend.”

In the end, the goal of any retailer should be to provide a sta-
ble POS solution that complements the shopping experience.  If
the consumer is directly or indirectly delayed or frustrated by
the retailer’s use or omission of POS technology, the retailer is
responsible to implement a POS solution that does not interfere
and ultimately remove barriers and encourages more business
between the consumer and the retailer. ●

38 WWW.WESTERNGROCER.COM

form. The embedded application is Casio’s
own powerful application with new fea-
tures. The “open” platform will allow
ISVs (independent software vendor) to
develop and run their Android platform
software on the VX-100. 
This leading edge, state of the art Android

technology on the VX-100 POS terminal pro-
vides resellers the added advantages of reli-
ability (no hard drive, no cooling fan and
running off flash ROM technology), flexibil-
ity (embedded and open platform software

applications) and security (Android provides
a secure software platform).
On the open platform side of the VX-

100, Casio provides a software develop-
ment kit (SDK) to POS software compa-
nies. The open platform side of the VX-
100 allows the terminal to leverage a
variety of software applications to run on
the VX-100, which are designed for a
variety of businesses.

AM/PM is looking forward to the
release of Retalix 10 Store Suite. 
“R10 is extremely exciting for AM/PM

as the exclusive Canadian vendor, and for
retailers, as it is a centralized POS soft-
ware with a common database that
enables multiple touch points for tradi-
tional grocery POS lanes, kiosk, scales,
self-checkout, and most importantly loy-
alty, e-commerce, web and mobile shop-
per/scanning — all utilizing a single
integrated software system. No more
third party interfaces and supplier clut-
ter,” states Nation, adding open software
systems are a common request as it
enables retailers with some level of lever-
age regarding computer hardware equip-
ment pricing and choices.  
Both Casio and AM/PM warn of the

lure of tablet-based docking stations for
POS which has been popular at many
of the tech shows. 
“It’s a consumer product try-

ing to work in a commercial
setting. These systems have
not proven well with the
rigours of commerce,”
states Deal, adding
that the next wave
of technology might
trickle in from the hos-
pitality sector, which is using a
cloud based system that features
one central server.

Safe and Secure
Over the last three years there has

been a significant increase in PIN Pad
thefts. PIN Pad terminals are being
stolen, tampered with, and reinstalled
for the purpose of stealing consumer
banking information. This is commonly
referred to as a “skimming attack” and
leads to identity theft fraud. 
Halo Metrics Inc. provides security

solutions to retailers across Canada. Over
the past five years retail customers have
asked the company for a solution to pro-
tect PIN Pad terminals and POS equip-
ment. Criminals have learned that they
can tamper with PIN Pads to capture
banking information and PIN #s from
shoppers.  As a result Halo Metrics Inc.
now has the widest range of security
options available to protect POS systems
in Canada.  
“New PIN Pad terminals come out from

manufacturers on a regular basis.  For
example the latest security bracket we
have built is for the Ingenico ICT220,”
states Ravinder Sangha, marketing man-
ager, Halo Metrics Inc.
As CHIP and PIN technology becomes

the standard in Canada business owners
must know that it is not foolproof as
criminals will find a way to defeat the
system.  In fact, CHIP and PIN technol-
ogy is not new.  It has existed in Europe
for some time and has been defeated
there as well.
As mobile payment systems become

more and more popular business owners
must remember that security is still
important. Mobile systems seem to have
less physical security and may be more
vulnerable to criminal attack.
“Security standards for POS systems

are developed by the PCI Security Stan-
dards Council.  If busi-
nesses do not follow
these standards they can
be held liable for fraud
that occurs within their

businesses. Part of the stan-
dards includes securing the
hardware portion of your POS

system,” he states.
Sangha adds securing PIN Pad

terminals or POS equipment must
include the following points: Secure

Retailers need to ensure that their POS systems and their consumers’ shopping experience 
both run smoothly.

Halo Metrics offers the widest range of
security options in Canada to protect
POS systems from tampering.

The VX-100 from Casio is the first Android-
based product to be introduced specifically 
for the POS Industry.

AM/PM  knows that POS systems 
must provide retailers with 
reliability and longevity. 

As CHIP and PIN technology becomes the standard in 
Canada business owners must know that it is not fool-
proof as criminals will find a way to defeat the system. 

In fact, CHIP and PIN technology is not new.  It has existed in
Europe for some time and has been defeated there as well.
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twitter + Amex + #hastag 
= $$$
Mid-February, American Express issued a

press release announcing its partnership with
twitter to  “unlock the purchasing power of the
#hashtag” — where card members can now
tweet #hashtags to buy products on twitter.    
American Express customers first need to sync

their credit card account with their twitter
account, then this will enable the customer to
“tweet” specific #hashtags to buy American
Express gift cards or products from Amazon,
Urban Zen and Xbox 360.  All purchase transac-
tions are then verified and confirmed via a tweet
back to the customer from American Express.  
For twitter, this is a new revenue stream to

add to their advertising revenue.  However, for
American Express, this new venture with twit-
ter not only adds to their already existing
“card-sync for discount deals” with facebook,
Foursquare and Xbox Live — but it is American
Express’ first time allowing actual purchases to

be made through a social network.
On a side note, however, this is not the first

time a “tweet-to-pay” concept had been
launched.  A third party developer called
Chirpify launched late 2011 and claims to be
“the social commerce and payment platform”
where users can “buy, sell and pay in-stream on
social media.”  Chirpify is a service for brands
to enable twitter payments for their customers
with credit cards or PayPal.  It also features
built-in peer-to-peer payment and charitable
donation functions.  Check out the website
chirpify.com for more information.

The concept of associating a value to a tweet
was developed even as early as 2010 when Pay-
with-a-Tweet was launched as a way to “sell

your products for the price of a tweet.”
Although there wasn’t any monetary transac-
tion with their concept, it was the associated
value from exposure of the brand on twitter.
You can find more information on the website
paywithatweet.com.

The facebook Card
Just when you are trying to purge your wal-

let and eliminate the excess plastic you carry
around, on January 31, facebook announced it
was introducing the “facebook Card, a New Type
of Gift Card.” On the press release, it says that
people can now give (gift) their friends a card
with actual real spendable dollars ($$$) in the
real world — with specific retailers.  
How it works is that you select a gift for one

of your friends from the “Gift Card & Digital”
category on the facebook website, choose a
value and complete your purchase.  Your friend
will be notified instantly about your gift and
will receive a facebook Card in the mail in a few

days.  Once your friend receives the card, they
can go and use the card at the retailer you’ve
chosen for the amount you’ve gifted.  
The facebook Card is re-usable.  Once you’ve

received a facebook Card, all future gifts will be
automatically associated with the card.  Also, the
card can hold multiple gift balances with multiple
retailers.  For example, the gift balances of a card
may have $100 at Target, $50 at Olive Garden and
$8.25 at Jamba Juice.  You will also be able to
view your gift balances from your account set-
tings on facebook from your phone or desktop.  
For now, the facebook Card is slowly being

rolled out only in the U.S. market.  Future
expansions into Canada and rest of the world to
be announced later in the year. ●

E-Commerce
in Social Media

SOCIAL MEDIA By Ken Kwong

NEW DEVELOPMENTS
IN SOCIAL MEDIA

Vine, twitter’s New App
If a tweet is 140 characters and a
picture is worth a thousand words, a
six-second video could potentially be
a journal. On January 26, twitter
announced its new video-sharing app
called “Vine”.  The media outlets and
tech presses instantly fell in love with
this exciting app.  Some have even
called it the “Instagram” of video.  In
short, it allows you to create a short
video (six seconds) that uploads fast
and seamlessly into the twitter-
sphere.  Followers can view and
enjoy your  “video” tweet.  What is
amazing is the surprising amount of
story-telling one can cram into a six
second clip.  The app is fast and easy
to use.  Corporate brands are already
finding creative marketing uses for
sharing teasers of new commercials
and launching new products. Perfect
for the millennial generation known
for short attention spans.  

facebook Friend 
Finding App
facebook Places was a somewhat lame
attempt to kill off Foursquare.  Howev-
er, in developing news, facebook has
announced it is working on a new
stand-alone location–based app that
will incorporate the ability for your
friends to see where you are without
requiring additional input.  Apple’s Find
My Friend app and Google’s Latitude
app are similar in function, but require
you to build your friend list from
scratch and they must be on the same
platform.  Potential uses for this will
extend to businesses being able to
direct market deals to people (who
already like them on facebook) when
they are within the proximity of the
business and share this information on
their facebook feed at the same time.

Ken is a CPG 
professional 
with 20+ years 
of experience
covering 
Canadian, 
U.S. and Asian
markets.  
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
(kenkwong@outlook.com), 
Twitter (@kenkwong) or linkedin.

So far, 2013 is shaping up to be an interesting year of commerce in social

media.  Already within the first quarter, we have seen announcements on

e-commerce developments from the two major social media platforms.
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Efficient assortment is the most important tactic in cat-
egory management — without the product being list-
ed at the retailer, it’s never going to make it to the

shelf, and will never sell!  When you think of efficient
assortment, you may think about the tactical side of the
process — the one that is typically completed by the cate-
gory management or category development team.  It includes
the analytics, data and even “push of the button” tools to
help make item level recommendations (particularly behind
new product launches).  As a retailer, you may complete your
assortment analysis and recommendations internally, or you
may use a “vendor advisor” or “category captaincy” role in a
collaborative arrangement with your vendor partners.
Assortment needs to be more than a tactical set of steps to
analyze data to make assortment decisions!  The opportuni-
ty for retailers is to develop internal assortment and shelv-
ing strategies, principles and processes that start “at the
top”, and then filter through the organization in an aligned
approach, all the way to store level implementation.
This starts with the development of overall corporate

assortment and shelving strategies via senior management.
First, the importance of categories (based on category roles)
needs to be defined in the overall retailer strategy — includ-
ing the corresponding resources, data and analytics associat-
ed with each role.  In net, not all categories should be treat-
ed the same, and by tiering them and assigning roles (based
on factors like contribution to volume, profit, knowledge and
collaboration), it creates guidelines about the level of work
completed across the organization based on the tier.  This is
important strategic work for retailers to complete, not just
for assortment, but for all category management work.  
Once they have defined the category roles, retailers need

to define the range of items they will carry (or the depth of
their item level assortment within a category).  

Here are some examples of overall assortment
strategies for retailers:

Broad Assortment: i.e. stock as many items as possible;
offer unique and different products.

Limited Assortment: i.e. stock as few items as possible;
usually tied with a value proposition. 

Market Coverage Objective: i.e. have a target coverage
objective, focusing only on the top items in the category.

Private Label: i.e. limited national brand presence, with a
focus on Private Label.

Large Size Strategy: i.e. majority of brands and segments
represented through large sizes only.

First to Market: i.e. focus on “speed to market” for all new
product launches.

These strategies typi-
cally tie in with differ-
ent formats or banners
for the retailer, as well
as to the category role
assignments, and are
directly related to the target consumer that they are trying
to attract.  For example, a supermarket assortment strate-
gy may be to be the food authority in the market, offering
the best selection, with a strong focus on the premium or
“high end” range of products.  A hard discount format has
a limited selection of national brands, with an emphasis on
value, and a “No Name” private label focus.  What strategies
are associated with your retail environment, related to
product assortment?
From here, principles and guidelines can be established,

from which all assortment and shelving projects will be
completed.  I’ve included a few examples that may be rele-
vant for the supermarket retailer with a focus on the pre-
mium range of products mentioned above.

• To provide increased selection and share in 
our premium segments and less in our value 
segments (e.g. Higher share of items in premium
segments on national brands, with primary focus
on private label assortment in value segment).  

• To provide the right amount of choice for our
target consumer based on their needs within a
category (e.g. Complete market coverage analy-
sis at a segment level to find the right balance
between mix and coverage, with lower market
coverage requirements on value segment).  

• To increase distribution on high potential items
(e.g. Ensure strong distribution on most impor-
tant skus across stores and regions).

• To delist “poor performing” suppliers (e.g. 
Discontinuing the entire brand — particularly if
there is no differentiation between its offerings
and a stronger performing brand, resulting in less
vendors to manage, a shift in volume to better
performing suppliers, and increased warehouse
space available for higher performing items).

• To consider important regional skus in Canada
that need to be maintained within specific
regions (e.g. Eliminate unnecessary regional vari-
ation, but retain what is essential to consumers.
Examples include maple syrup in Quebec, canola
oil in Western Canada).  

CATEGORY MANAGEMENT By Sue Nicholls

Efficient Assortment:
Are You Being Strategic?
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Industry consolidation, food safety regulations, import
competition, trade access, labour shortages, fuel and
ingredient price volatility are just some of the challenges

facing businesses in the agri-food industry. In today’s com-
plex, interrelated marketplace making informed decisions is
critical to staying competitive and avoiding liabilities. Too
often, short-term tactics are mistaken for strategy. The dif-
ference is that strategy is based on informed decisions and
can be accomplished through business diagnostics.
Now is the time to diagnose problems and assess the over-

all health and viability of your business. Designed to help
you strategically assess your company’s strengths and weak-
nesses by identifying issues affecting measurable perfor-
mance indicators, business diagnostics can systematically
help you decide which changes you need to make and when.

The Process
Using business diagnostics, you can identify the root cause

of inefficiencies and determine what projects have the high-
est potential for significant return, which allows you to
develop a priority sequence. The typical business diagnostic
begins with a detailed look at your company’s profile and
your markets. A customized project plan is then developed to
guide you through the remainder of the process.

A full analysis of your core business processes 
determines areas in which you are out of balance, 
such as: business strategy;

• products and services;
• organizational structure;
• human resources;
• organizational culture;
• finances;
• technology; and
• customer relations.

Once you understand what the issues are in each of these
areas and what’s driving them, you can identify potential
solutions. Business diagnostics also allows you to determine
the probability of success for each solution and calculate the
payout. With this valuable information you can weigh the
cost and benefit of a solution against the current financial
status of your business and how that course of action will fit
into an overall strategy.

Responsive Diagnostics
Responsive diagnostics is a diagnostic strategy that focus-

es on what is important to your company during its specific
stage of development. It includes:

1. Start-Ups: 
Starting off on the right foot:
• Develop a business plan;
• Determine financing needs and opportunities; and
• Implement business processes.

2. Growth Enterprises: 
Ensuring growth is strategic:
• Structure cash flow;
• Increase capacity;
• Create an organizational structure;
• Adjust processes; and
• Manage information
• Technology.

3. Mature Businesses:
Why has growth slowed down?
• Review strengths and weaknesses;
• Explore R&D opportunities;
• Develop growth strategies; and
• Research potential markets.

4. Challenged Businesses: 
Businesses with outdated product lines experienc-
ing declining sales need to diagnose their issues
quickly in order to:
• Improve operational efficiency;
• Analyze market and product opportunities;
• Attract and retain employees;
• Structure cash flow; and
• Manage new technology.

Food manufacturers are facing rapid, volatile, interrelated
issues that require an objective examination and a second
opinion. Look back on what has happened to your business
in the last five years. If you had spent resources on business
diagnostics five years ago, do you think you would have
avoided mistakes and saved money? Strategically focusing
your efforts on what is most important at the right time will
help you see through the fog of uncertainty. ●

COMMENTARY By Andrew Raphael

Clear the Strategic Fog 
with Business Diagnostics

To find out what MNP can do for you, contact Andrew Raphael, Director of Food and Ag Manufacturing at
Andrew.Raphael@mnp.ca or call 1.877.688.8408.
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Is tea on the verge of experiencing a
renaissance of the magnitude coffee
enjoyed several decades ago? According

to proprietary research conducted last year
by The NPD Group on behalf of the Tea
Association of Canada, tea is the second
most favoured beverage on par with cof-
fee, holding a 16 per cent market
share following water (34 per cent).
The research reveals that 45 per

cent of adult Canadians age 18 - 64
drink at least one cup of tea week-
ly, of which 13 per cent are heavy
drinkers (eight or more cups per
week). Black tea (45 per cent) and
flavoured black tea (12 per cent)
make up the majority of tea con-
sumed, and green tea captures one
quarter of total tea consumption (20
per cent green, five per cent flavoured
green). Moreover, 70 per cent of tea
drinkers consider health benefits important. 
Not surprisingly, Tea Association Presi-

dent Louise Roberge is thrilled by these
findings, and she thinks the growth of
tea shops — the leaf lover’s answer to
Starbucks — could increase tea sales in
grocery stores: “These shops may directly
benefit retailers, because the more the
patrons become accustomed to ordering
different teas, the more they’ll expect a
large variety to be available on grocery
store shelves.”
Troy Dewinetz, grocery merchan-

dising manager for Buy-Low Foods
LP, says that for his company,
“Tea kept pace with coffee in
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A succinct assortment process is the last important assort-
ment requirement for retailers to create.  This process should
be supported by different functions within the retailer, includ-
ing category management, supply chain and the planogram
teams — and ultimately owned by the category management
team.  There are usually several detailed processes associated

with assortment including listing products
(innovation and new item opportunities),
delisting products (including “do not order”
and clearout plans), and the impact of
assortment on planograms (assortment and
shelving processes need to be closely integrated).  These process-
es include key inputs for assortment (including measures,
reports, internal feedback, external involvement) and how deci-
sions are made and by whom.  The processes go all the way to
store level execution — implementation at the shelf is the most

important part of the processes, and is where many plans fail.
By setting up your organization with the strategies, guide-

lines, and processes related to these critical tactics, you are
setting up your organization for assortment and shelving
success.  Folks will be working on the right pieces of the busi-
ness, much rework will be eliminated, and decision making

becomes so much easier.  These
strategies, guidelines and processes
need to be understood across the
retail organization, and should be
shared with trusted vendor part-
ners.  Collaborating with trusted
partners ensures that they will be

able to create the best assortment and shelving recommenda-
tions for the retailer.  The final requirement that needs to be
in place is for the retailer to provide the “how to’s” to their
organization via an effective and sustainable Efficient Assort-
ment/Category Management training program. ●

TEA By Robin BrunetCATEGORY MANAGEMENT

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.

By setting up your organization with the strategies, guidelines,
and processes related to these critical tactics, you are setting up
your organization for assortment and shelving success. 

These strategies, guidelines and processes need to be understood across the
retail organization, and should be shared with trusted vendor partners.
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terms of sales growth for the first time in
years in 2012, with tea rising by 11 per
cent and coffee by 12 per cent.”
For manufacturers such as TRANS-

HERBe Inc., there is no downside to tea
consumption in 2013. “Of the 19 million
kilos of tea Canada imports yearly, every-
thing seems to be popular,” says Roch
Cyr, director, national sales & marketing.
“Specialty tea and green tea are the most
coveted in Canada.”
Dorothy Arnold, vice-president, mar-

keting for Stash Tea Company, agrees
that specialty tea “is where the growth
is. Herbal teas continue to grow with
consumers that want to limit their caf-
feine intake. Flavoured green teas have
provided many more options for the con-

sumer to get health benefits; and herbal
teas continue to see growth with the use
of super fruits such as acai, yumberry
and pomegranate.”
Tebbie Chuchla, senior brand manager

for Celestial Seasonings, says research
conducted by her company has deter-

mined that vertical
brand blocking with
horizontal segment
blocking “provides the
consumer with the
most organized way in
which to shop the tea
category and find what
they’re looking for.”
As for del ivery

methods, the big
trend is using tea
pods in coffee makers.
Buy-Low’s Dewinetz
credits pods for the
surge in tea sales
in his stores,  and
Roberge points out
that although bags
account for 70 per
cent of the market
and pods only five per
cent, “Pods are cap-

turing the public’s attention due to
their convenience. The notion of tea
pods being processed in coffee markers
horrifies tea sommeliers, but who
cares? Any trend that sparks an inter-
est in tea is good.”  

Tea has never been more popular.
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Rick Fiamelli, vice-president, tea divi-
sion, of Mother Parkers Tea & Coffee,
notes that “even our Higgins & Burke
brand, which we distribute only to spe-
cialty stores in the grocery sector, offers
flavours in pod form.” 
Although loose tea accounts for 19 per

cent of the total tea market, Cyr ques-
tions whether it will grow much further,

“because it’s
more time-con-
suming to prepare loose tea.” A
happy compromise between loose and
bagged tea is the pyramid bag, which
currently accounts for only four per cent
of the market but seems to be capturing
the consumer’s imagination much the
way pods are. “It’s the easy way to enjoy

a gourmet experience, and you can watch
the ingredients in the pyramid open up
when submerged in water,” says Cyr.
For her part, Roberge believes the time

has never been more appropriate for
retailers to go full-out in promoting tea.

“Not so much individual
brands as the tea experi-
ence in general,” she
says. “Where do the dif-
ferent types of teas come
from? Why do they taste
differently from one
another? Who are the
main tea growers and pro-
ducers? All these market-
ing tactics have been used
with tremendous effect to
promote coffee, so why not
tea? Especially given its
universal reputation as a
healthy beverage.”
The message is clear:

whether the blend is traditional or
herbal, and whether the delivery method
is bagged or loose, tea has never been
more popular. And as was the case with
coffee, the way it’s marketed is limited
only by the retailer’s imagination.       ●

New Products

Block by Brand
Dorothy Arnold recommends
that Stash Tea’s new Black
Forest and Red Velvet blends
be grouped by segment -
such as green, black and
herbal – in order to increase
sales: “This can be segmented
even further: for herbal teas you can
group fruit teas together and comfort teas together, such
as Peppermint and Chamomile.”

Celestial Advice
Tim King, Celestial Seasonings’
director of sales for Western
Canada, says retailers of his
brand “should experiment with
multiple purchase offers: buy two
or even three for one price, to
help consumers experiment
across many flavour offerings

and hopefully find another family favourite — while
increasing the shopping basket on a profitable category.”

Holiday Strategy
Tim King says holidays are a key
time frame for the tea category,

therefore retail-
ers should pro-
mote Celestial
Seasonings’ Sugar Plum Spice and
Gingerbread Spice limited-time
flavours “via incremental tea displays.
These special flavours and packs make

unique gifts, and we find that consumers are adding, not
substituting, their favourite flavours.” 

Maximum Exposure
Roch Cyr says TRANS-HERBe’s new Winter Collection,
available from
September to
May, should be
displayed on
“two end aisle
shelves and in
a floor display
bin for maxi-
mum exposure. Store sampling is also a good way to
introduce consumers to this specialty collection.”

Segregate for Attention
Rick Fiamelli says that any tea enjoy-
ing a healthy growth curve, including
his company’s Higgins & Burke
brand, “should be singled out and
segregated from the other brands
and displayed in off-shelf shippers,
which we provide. We find this
method of merchandising to be just
that more impactful.”  
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Category Snapshot
The fastest growing beverage category in 2012 was

energy drinks, where unit volumes were up nearly 19
per cent in the United States. Red Bull and Monster
each soared an additional $1 billion in sales last year,
with Red Bull selling about five billion cans per year. 
Smoothies are booming in foodservice, says NPD

Group Industry Analyst Joel Gregoire — and what’s
hot in foodservice almost always trickles down to at-
home options. “The smoothie has a health halo
because of its fruit content,” says Gregoire. He notes
that while iced coffees bring the adults through the
drive-thru, the smoothies give them something to
offer to their children that they can feel good about.
“We do see smoothies translating from out-of-home
to in-home,” says Gregoire. “In the grocery aisle
you’re seeing certain manufacturers with ready-to-
drink smoothie products you don’t even need a
blender for.” With our society’s growing awareness
about the risks and causes of obesity, consumers are
trading old-school drinks (think pop) for newer
versions with a perceived health advantage — like
fruit and vegetable smoothies. 

COLD BEVERAGES By Alex Van Tol

When warm weather arrives, your shoppers are on the 
hunt for the newest — and coolest — beverage options. 
In this issue, Western Grocer gives you the rundown of 
what consumers are asking for in cold beverages, how to
catch their attention — and where your profits lie.
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Instead, consumer demand in cold
beverages is beginning to mirror that for
handheld electronics: more functionality
in one small package. There’s a keen
interest in figuring out how best to use
non-sugar sweeteners, with stevia clear-
ly out ahead of the pack. Numerous man-
ufacturers are innovating around this
naturally-sourced sweetener, as it satis-
fies consumers’ growing demand for nat-
ural, healthy and tasty.
People increasingly want products with

functional benefits, too, such as added
minerals, vitamins, caffeine, antioxi-
dants, probiotics and fibre. Interestingly,
beverage manufacturers don’t use call-
outs as frequently as food manufacturers,
observes Gregoire. While food items have

for years prominently displayed call-outs
like low in saturated fats, heart healthy
or low in sodium, it’s less common on
beverage containers (with the exception
of caffeine-free, which has been around
for decades). That’s changing, though,
with the steadily growing competition in
the field of functional beverages. The
addition of probiotics, plant sterols, vit-
amins and minerals is making the field
more interesting, and is allowing con-
sumers to shop according to their health
needs. “Not only are you buying differ-
ent flavours, but you’re also saying,
What’s more of a health concern for me?
Should I increase my fibre intake or add
antioxidants?” says Gregoire.

Drinks That do Stuff
The popularity of functional beverages

has soared in recent years, as consumers
seek to make their calories do double-
duty. Especially attractive are drinks that
include probiotics — and they’re not just
limited to the dairy category anymore,
either. While kefir and yogurt products
have long been carriers of probiotics,
now there are options like soy kefir,

which, in addition to probiotics,

also packs powerful yeasts and other
helpful bacteria. In the last few years,
probiotics have made their way into soy
milks and even vegetable and fruit
juices. In fact, the second fastest grow-
ing cold beverage category in the U.S. in
2011 and 2012 — after energy drinks —
is fruit and vegetable juice.
Kombucha is an ancient Asian drink

made from green or black tea fermented
with probiotic microorganisms. Like
other probiotic drinks, Kombucha has
been associated with improved digestion
and immune function, antioxidant pro-
tection, and lowering toxins and choles-
terol. At Peppers Foods in Saanich, B.C.,
Grocery Manager Don Way says the store’s
two brands of kombucha water, as well as
other specialty functional beverages, are
flying off the shelves. 
And of course, the energy booster drinks

are leaving smoking trails in their wake.
Offering among other ingredients a powerful
mix of caffeine and taurine (a naturally
occurring amino acid), energy drinks
promise to boost productivity and focus
while stimulating the metabolism. (That’s for
the consumer. For the retailer, they promise
to boost profits, offering a tidy margin.)

Just Water, Please
The market for plain old water is still

healthy, although it has taken a hit in
recent years by bottled-water bans in

various municipalities. Offering refillable
water containers is a clean way to side-
step any bad optics left from selling sin-
gle-serve bottles, and leaves a good
chunk of change in your pocket, too. “As
cities get worse, the water gets worse,”
says Don Gibson, owner and president of
Precision Water Systems. “People are
more conscious about what they’re drink-

As the weather warms up consumers will be looking for a cold beverage to cool themselves down.

Vegetable and fruit juices 
are the second fastest growing
category for cold beverages in
the United States.

Although the water 
market is still healthy 
it has taken a hit 
in recent years.
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changing,” says Gregoire, noting how
major soft drink companies are now look-
ing for ways to diversify their portfolios
into alternatives that the public perceives
as healthier. “Soft drinks are not a grow-
ing category.” 
Wising up to these shifting tastes, the

old guard are offering new teasers. Diet
Coke Plus is fortified with minerals and
vitamins, while Gatorade has spread its
functional, rebranded variety of beverages
across a wide array of subcategories. In
fact, the boundaries between beverage cat-
egories are becoming increasingly blurred
as many new products cross over between
juice, dairy and carbonated beverages.

Merchandising to 
Max Your Sales
Summer is of course the best time to

sell cold drinks. Get a jump on the sea-
son with eye-catching displays in the
water aisle, in the front of the store and
around your store perimeter. These are
great for driving trials and getting new
stuff out in front of your customers. Con-
sider loading cold drinks into iced bins

near the checkout; place attractive end
caps near the tills; and be sure to keep
your coolers at the front loaded. Seize
the opportunity to use available shippers
to create beverage displays tied to sea-
sonally relevant themes such as barbecue
or beach gatherings. 
Smaller items like water additives and

flavourings are best merchandised on
bins, PDQs and clip strips in the water
aisle. Because the bottles are small in
size, big displays bring presence to the
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ing. And everybody has their own view
on drinking water.” Selling five, three or
one-gallon bottles of water in your store
pleases those who don’t want to drink
from the tap but who don’t want the nui-
sance of plugging gigantic drums of
water onto their home dispensers.
With their added functionality, the

new vitamin waters add a two-for-one
hit and are another popular choice for
thirsty consumers. “There’s been a huge
increase in the vitamin water,” says Way
of Peppers’ cold beverage sales. With
eye-catching colours, attractive packag-

ing and promises of “endurance” and
“focus”, it’s easy to see why consumers
believe they’re adding a nutritional
boost to their day. Other functional
waters are popping up offering natural-
ly-sourced minerals like lithia, magne-
sium and potassium, and are being mar-
keted in a number of powerful ways,
including claims to reversing the effects
of today’s acidic diets with their alka-
line natures, slowing neural degenera-
tion and even, according to one study,
reducing the amount of violent crime
within a trial population.

Good Old Soda Pop
Sales of carbonated sugary beverages

are down, and it’s hard to see them
regaining steam, especially with
the media storm about sugary drinks
and obesity. While
Coca-Cola is still
the No.1 non-alco-
holic beverage choice
with food, “Pop has
definitely slowed
down over the last
five or so years,”
says Way. “People
are becoming more
health conscious.”
Even diet sodas

have been shown in
recent studies to be
linked to obesity due to the artificial
sweeteners’ mimicry of real sugar in the
body’s response. “Consumer tastes are

continued on page 94

Pepper Foods in Saanwich, B.C knows 
that it’s important to keep cold beverages 
in a location that makes it easy for the 
consumer to find. 

Coca Cola 
will be available 
in their iconic glass
bottles this summer.



Lithia Leads the Way
A naturally functional water from an ancient spring in B.C. has been turning heads — and possibly
building brains. Launched in 2012 in its home base of Vancouver, Happy Water is currently expand-
ing its listing base to Western Canada. A 100 per cent blend of spring and pure lithia water from Hal-
cyon Hot Springs, Happy Water is rolling out with events and promotional partners like Lululemon and
Vancouver’s Olio Festival. Lithia water has a long and glittery history as a biological super-additive:
studies have shown it to activate the growth of new brain cells, slow the progression of ALS, and
reduce suicide rates and depression among the general population.

Fast-Tracking Fruit…and Functionality
Happy Planet leads the way in fresh, organic juice, having launched the first organic coconut water
to combine the natural hydrating benefits of fresh coconut water with mango puree in a large 1.89L
family size carton. It appeals to your health shoppers, as it’s low in calories, with no artificial colours,
flavours or preservatives. This spring, Happy Planet will unveil a fresh, bold, happier look to its all-nat-
ural lemonades and smoothies ranges. Both product lines will take on a new logo and cooler design
over the next few months — look for phase one near the end of April. Phase two reinvents the line —
all the way down to the recipes, flavours and bottle design — and should hit store shelves over the
next few months. An exciting consumer promotion (but hush-hush at press time) will also be unveiled
within the next 12 months.

Your Six Most Profitable Square Feet
Installing a water dispenser is as good as a golden goose. “For a grocer, it’s an awesome opportu-
nity to put a system in place to make more money per square foot than anything else in their store,”
says Don Gibson, owner and president of Precision Water Systems. “They can get a thousand dollars
per square foot.” For a machine that takes up six or eight feet, it’s not a bad proposition. And it only
takes your store traffic to make a system profitable, especially with the buy-a-bottle-get-three-fills-free
launch program. With all-stainless equipment that doesn’t wear out, Gibson says some of his systems
are still working twenty years later. “We make and service everything in Canada,” he says. Systems
can be upgraded to grow as your operation — and profit — grows. 

Harking Back to the Good Old Days
Loaded with heritage and history, A&W Root Beer hits the sweet spot of nostalgia with its new pack-
aging featuring pop-art renderings of car hops and heritage familiar to Baby Boomers across the
country. (Interestingly, research shows younger generations also recognize and appreciate the drive-
in era, making it a powerful marketing hook that spans generations.) Show off the 12-can A&W Root
Beer cartons and two-litre bottles to their best advantage, so consumers can see the attractive pack-
aging, or mix it up in a display with other Coca-Cola products (Coca-Cola bottles for A&W). This fall,
in conjunction with all Canada Dry products and C Plus Orange, A&W Root Beer offers an on-pack
$3.00 off the next purchase of a Dr. Oetker Casa di Mama pizza.

Refreshing Merchandise that is sure to fly off the shelves.

Nailing the Trend Toward Customization
In 2012, Kraft’s on-the-go flavouring, MiO, exceeded internal growth targets by 350 per cent and grew
the category by double digits. Meaning “mine” in Italian, this little bottle lets consumers customize
and control the amount of flavour they add to their water. Portable and easy to carry, MiO capital-
izes on the growing trend of customization, especially with the millenials, who look for change. In 2013,
Kraft will launch the electrolyte-rich MiO Sport (two skus) and MiO Flavours (two skus as well: Cherry
Blackberry and Lemonade). Crystal Light Liquid will launch in 2013, as well, in Strawberry Lemonbabe,
Mango Passionate, Iced Tease Me and Blueberry Razz. Position MiO and Crystal Light Liquid skus at
eye level and incremental to your current assortment. Both MiO and Crystal Light Liquid launches will
be supported with exciting marketing campaigns in 2013. 
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RETAIL COLLABORATION By Jeff Doucette

Jeff Doucette is the founder of “Field Agent Canada” an iPhone-driven audit service that is revolutionizing how retail audits 
and mystery shops are completed in Canada. He can be reached at jeff.doucette@fieldagent.net 
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Our industry is flushing away millions of
dollars of profit each year. Why do we do this
to ourselves?
Just how competitive do you need to be on price? 
For most, whether you are a retailer or a

supplier, the answer is VERY.
In fact, retailers and suppliers are so

obsessed about price that over half of the retail
audits that Field Agent does for our customers
involve checking on retail prices.
So what drives this obsession with price?
I think that the simple answer is fear. 

Fear is a great motivator and keeps us on our toes in
both our business and personal lives. However, our
industry has an unhealthy fear of not being the most

competitive player on price, right down to the penny.
Ironically, the Government of Canada’s recent elimination

of the penny has been a very interesting experiment in
human psychology around prices. Despite some confusion as
to what was happening in the first few days, rounding up
and rounding down transactions has not led to riots in the
streets. I also suspect that the few retailers who have said
they will round down every transaction are simply throwing
money out the window now that the early PR has dried up.
In many cases, the fear of not price matching is truly

unfounded. If price were truly the most important factor in
driving purchase decisions, Wal-Mart would have 100 per
cent market share wherever they compete. No company can

match their buying power and competing on pricing alone
would result in bankruptcy (yours, not theirs). 
As an industry we need to be focused on value instead of

price. This is the true driver of which stores shoppers choose
to frequent and which items they put in their baskets.
Value is also your road to improved margins and giving

your business some overall P&L relief. But how do you drive
value for your customers? 
While admittedly based on instinct versus empirical evi-

dence I think that each of the following value drivers should
add at least two per cent of margin to your business and help
strengthen your relationship with your target shoppers.
Environment — does your store excite the shopper’s

senses like a Disneyland for foodies or is your merchandis-
ing inspired by a quiet law library? Discounters have prod-
ucts on shelves while high margin retailers make shopping

an event that shoppers anticipate and love. Being stuck in
the middle is very dangerous.
Staff — are the people that work for you true ambas-

sadors of your store brand because they love working for
you, or are they working for you waiting for something bet-
ter to come along? Shoppers know the difference and will
pay more for the former. 
Assortment — does your store offer something different

that they can’t get at the big box store? If the answer is no,
you are going to be price shopped to death. If the answer
is yes, and those unique products are sought-after by your
shoppers these products can be your path-to-profit.
Proximity — have you seen the price of gas lately? Dri-

ving across town to save $1.00 on laundry detergent is not

exactly a logical choice these days. Consumer habits are
changing. People drive less, live in condos downtown and
want to buy local. Your store can be part of that local solu-
tion and by default, the green choice in your neighbourhood.
If you want to play the pricing game, stop spending on

the above elements and invest in prices and be religious
about driving out costs.
If the above elements are an important part of your busi-

ness, set your margin gap versus the big box operator, accept
that the cherry pickers will stray away and invest your
efforts in leading edge store design, staff training, finding
great new products from around the world and listening to
the needs and wants of the shoppers in your neighbourhood.
You will be tempted to go back to price. You should still

keep a close eye on your competitors. However, stay the course
and set your destination to greater store profitability.      ●
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brands and drive impact in-store. 
Add new products to encourage

impulse sales, but allocate appropriate
shelf space to the core skus that repre-
sent the majority of your beverage sales.
Make sure you’re well-stocked on those
top-selling skus, too: nothing is more
irritating for a hurried host than to dis-
cover the shelf empty of the brand they
need, especially just hours before the fam-
ily reunion is set to begin. Ask your reps
for innovative cold and warm solutions to
hold more inventory during the hot sea-
son, especially at the checkout lanes. Use
available POS to position new products in
front of consumers’ eyes, and consider
adding secondary displays adjacent to the
gondola or the regis-
ter to improve the
visibility of new or
high-ring products.
You can even

bring live demos into
the store, or estab-
lish a fun booth
where customers can
try new things as
well as old favourites.
“Put up a float booth
with one of the ice
cream brands carried
by your store,” sug-
gests Mary Roberts,
director of beverages
for A&W. Roberts
notes this brings
benefits to at least
two suppliers. “So
many times people
don’t think to make
a root beer float for
themselves, or they
haven’t had one in
years. It really is a
wonderful treat.”
Those old favourites
— like Coke in the iconic glass bottles,
available in six-packs this summer —
often prove to be strong sellers, especial-
ly when bundled into a display that elic-
its feelings of nostalgia.
And finally, keep your cold beverages

in a location that makes them easy to
find. At Peppers Foods, the entire wall
behind the tills is filled end-to-end with
cold drinks so that when it’s their turn to
pay, customers can nip over and grab
whatever they’ve been eyeing during
their wait in line. ●

Strategic or 
Big Mistake?

MiO allows 
consumers to 
customize 
their water.

Pricing to the Penny



Prairie Harvest,  Canada’s top selling organic
pasta, welcomes beans, barley and popcorn to

their family of popular, great selling lines.

12538 - 126 Street,
Edmonton, Alberta T5L 0X3

Ph: (780) 454-4004
Fax: (780) 452-7238

E-mail: info@phcanadaltd.com

PRAIRIE  HARVEST  CANADA  LTD.

Organic consumers demand value. We demand they also
get quality. Your customers can taste the di�erence!

Prairie Harvest is Canada’s top selling
organic pasta. Our San Zenone brand
of organic corn and rice pastas  –––

manufactured in a dedicated 100% wheat-
free, gluten-free facility ––– are following
suit and �ying o� shelves everywhere.

 Our �ve Prairie Harvest organic pasta
sauces – all secret and delicious blends –
generate amazing turn rates. Try them on 
superb Kamut pastas from Artesian Acres!
Mmmm! Now you can add organic beans,
barley and popcorn to the mix.

 All our popular lines boast excellent
margin points. �ey are all great sellers.
Prairie Harvest is a one-stop shop for
organic pasta, sauces and legumes.
Available now from all major distributors.
Call today.
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ORGANIC FOODS By Robin Brunet

Depending on whom you ask, the popularity of organic food has either been impacted or unaffected by the
recession. Consumers are either more keen on organics than ever or losing interest. And the market has
either been overly saturated or not exploited enough.

The uncertainty about organic foods’ status in Canada is such that some manufacturers are unsure of what
types of new product to develop, and retailers are constantly debating how much more shelf space to allot. But
all that may change in the fall, when the Canada Organic Trade Association releases a comprehensive nation-
al study of the Canadian organic market.

A portion of the study, focusing on an evaluation of organic sales in B.C. with some information on
national sales, will be released in April. “I think the findings will have a huge impact for retailers,”
says COTA Project & Development Manager Shauna MacKinnon. “It’s the first full study of its kind
and the first data on the organic marketplace in Canada since the government regulated the
sector in 2009.”

MacKinnon notes that although the market doubled within two years from 2006 to
2008 and by 2010 was estimated at $2.6 billion, “None of the information on organ-

ic sales has been tracked. There’s a lot of diverse information available, but
none of it has been synthesized — until now.” The new sales data

will include information on total national sales, cate-
gories and channels. Consumer

Courtesy of Shutterstock 
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brand to be a trusted
name in coffee, choco-
late, sugar and other
organic products, CEO
Jennifer Williams dis-
closes that when she
launched a new line of
Camino juices in 2011,
“They were a complete
bust from the get-go.
Ironically, during the
time sales were tanking,
the La Siembra story
was enjoying huge

media exposure, even on national TV. But nothing could help the
juice line, so we reluctantly discontinued it.”
Where did La Siembra go wrong? “We thought the Camino

brand was strong enough to carry us into a new category, but in
reality fruit was a big unknown,” says Williams. “We should have
done lots of pre-marketing, maybe something along the lines of
a year-long campaign on fair trade and how it relates to small
fruit producers.”

Still, the organic juggernaut seems unstoppable. “There’s not
much that doesn’t work,” says Troy Dewinetz, grocery merchan-
dising manager for Buy-Low Foods LP. “We’ve enjoyed double
digit growth of our organic offerings for eight years now, and
last year the growth was 28 per cent.”
Buy-Low charts the growth of organic and natural foods

together, and Dewinetz
notes that “The biggest
growth area is gluten-
free and has been for
the past three years.
Another major growth
area is the beverage cat-
egory, with products
such as almond and
coconut drinks.”
Jim Kavanagh, direc-

tor of marketing – nat-
ural/organic, for Tree of

Life Canada, says organic foods are growing “due to increased
public awareness of their health benefits and not at the expense
of natural foods. And yes, the gluten-free movement is huge.
What makes this growth meaningful is that it’s not merely asso-
ciated with a trend, but more importantly a way of life.”
Kavanagh predicts that organic foods will continue to enjoy

unprecedented growth “partly because increasing attention is
being paid to certain manufacturers’ claims that their products
are natural or organic, when in fact they’re not.” He adds, “With
shoppers’ ability to check the validity of products right in the
store using their smart phones, we’ll see less and less phony
claims being made in the future and more sales of the real deal.”
Even though retailers will have to wait until fall for the full pic-

ture of Canada’s organic food market, they are sure of one thing:
between the demand for gluten-free, produce and pre-packaged
products, the potential for future growth is enormous. ●
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research will provide a deeper understand-
ing of purchasing habits, attitudes towards
organic and origin labels, and the demo-
graphics of key consumer groups. 
MacKinnon, who has been working on

the study since the fall of 2012, won’t go
into detail about what she’s learned.

However, she offers a few tidbits. “British
Columbians and Albertans have a higher
propensity to buy organic than people in
other provinces. In 2006, pre-packaged
organic food accounted for 1.9 per cent
of all food sales in B.C. and .9 per cent in
all of Canada; those figures have
increased, to 1.6 per cent for Canada and
even more for B.C., and pre-packaged
accounts for three-quarters of total
organic sales.”
Organic fruits and vegetables are “by far

the most popular cate-
gories,” according to
MacKinnon. “Meat is the
next most popular cate-
gory but trails way
behind produce. After
that comes dairy.”
MacKinnon thinks the

lack of a comprehensive
review of the organic
food market in Canada is
perfectly understand-
able. “Despite the huge
advances made and its
popularity, in the greater
scheme of things organics is still the new
kid on the block,” she says. 

Arguably the sector
that would be least sur-
prised by MacKinnon’s
findings are organic food
manufacturers. “We were
impacted slightly during
the beginning of the
recession but have since
flourished, and today our
sales are stronger than
ever,” says Jim Grabowski, merchandising
manager for California-based Well-Pict
Berries, which so far this year has added
acreage in two different locations to keep
up with customer demand for its peren-
nial berry products.
Grabowski scoffs at the idea raised by

some analysts that the popularity of the
buy local movement is stealing some of the
thunder from the organic movement. “I’ve
heard that but see absolutely no evidence
of it,” he says. “They’re two different ani-
mals. Plus, buy local’s growth has severe
restrictions due to the limitations of its
product offerings. Whereas for organics,
for every full line of product in supermar-
kets there’s an organic alternative.”
But that doesn’t mean everything

organic is necessarily a hit – not if recent
fallout experienced by the organic/fair
trade food specialist La Siembra is any-
thing to go by. Although the Ottawa-
based co-operative has grown its Camino

The potential for growth in the organics 
category is enormous.

Organic fruits and vegetables are “by far
the most popular categories.
Meat is the next most popular category but trails
way behind produce. After that comes dairy.”
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Seafood has become a hot issue
when it comes to sustainability
and traceability. For both chefs

and consumers it is becoming more and
more important to buy, cook with, and
eat seafood that has been harvested in
a way that is sustainable. According to
Fisheries and Oceans Canada, “sustain-
able fisheries and aquaculture means
the harvesting and farming of fish
stocks in a manner that meets the
needs of the present without compro-
mising the ability of future generations
to meet their own needs.” 
The principles of sustainable develop-

ment maintain that environmental, eco-
nomic and social issues are interconnect-
ed and must be integrated into the deci-
sion making process. Decisions based on
sustainable development help Canadians
achieve a healthy environment, a pros-
perous economy and a vibrant society for
current and future generations. Canada’s
fish and seafood industry is naturally
abundant and in order to keep it that
way it’s becoming obvious to consumers
and retailers that sustainability is the
future of the seafood industry.
Canada’s aquaculture sector contin-

ues to increase in importance. Key
products for the industry include
farmed salmon (Atlantic, coho and chi-
nook), trout, steelhead, Arctic char,
blue mussels, oysters and manila clams,
and new species like halibut and cod
are on the way. Canada has one of the

worlds most valu-
able commercial
fishing industries,
worth more than
CDN $5 billion a

SEAFOOD

By Martha Beach-Yeo

Courtesy of Shutterstock 
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year and providing more than 130,000
jobs to Canadians. It is the economic
mainstay of approximately 1,500 commu-
nities in rural and coastal Canada. To
meet the growing domestic and global
demand for fresh, nutritious and reliable
sources of protein, leaders from across the
seafood industry — retail, foodservice,
processing, harvesting, and trade associa-

tions — work together to promote the
image of Canada’s seafood and enhance
the industry’s ability to compete.
There are a few different organizations

that operate in Canada to help ensure
that sustainable seafood is seen more and
more on the shelves of retailers across the
country. Ocean Wise, a Vancouver Aquar-
ium conservation program, was created to
educate and empower consumers about
the issues surrounding sustainable
seafood. Ocean Wise works directly with
restaurants, markets, foodservices, and
suppliers ensuring that they have the
most current scientific information
regarding seafood and helping them make
ocean-friendly buying decisions. The
Ocean Wise options are highlighted on
menus and display cases with the Ocean
Wise symbol, making it easier for con-
sumers to make environmentally friendly
seafood choices. The Ocean Wise logo
next to a menu or seafood item is an
assurance that the item is a good choice
for keeping ocean life healthy and abun-
dant for generations to come. You can see
this logo more and more in retailers
across the country as seafood sustainabil-
ity is recognized as a bigger issue for
retailers and consumers. 
Canadian retailers have been a little

slower than some of our chefs to jump on
the sustainability boat, however in the last
couple years there have been many
announcements and moves made by gro-
cers to stock their shelves with sustainable
seafood. Loblaw was the first company to
launch a sustainable seafood policy years
ago in partnership with the Canadian World
Wildlife Federation (WWF). Among other
things, they committed to make their own
seafood products completely sustainable by

2013, and improve labeling and traceabili-
ty of their fresh fish. Loblaw also recently
announced it will be the first retailer in
North America to carry seafood certified
by the Aquaculture Stewardship Council
with the addition of PC Blue Menu
tilapia. The ASC is an independent non-
profit that certifies farmed fish for sustain-
ability, in the same way the Marine Stew-

ardship Council does for wild-caught fish.
On May 20, 2010, Metro Canada

announced that it has adopted a policy
with a view to offer its customers fresh and
frozen wild and farmed seafood products in
line with its sustainable fisheries policy.
On September 23, Metro implemented its
policy in withdrawing seven threatened
species, including Atlantic
cod (West), bluefin tuna,
orange roughy, Chilean
seabass, New Zealand
hoki, skate and shark
from its shelves. To
facilitate the traceabili-
ty of its seafood prod-
ucts, Metro has devel-
oped a new, more trans-
parent labeling system
to help consumers make
informed choices. In
addition to the informa-
tion normally found,
labels now include the
scientific name, the
product’s origin, the
fishing type and the
presence of a standard,
where applicable.
Thrifty Foods was

one of the first Ocean
Wise retail grocery
partners in British Columbia. Thrifty
Foods is passionate about providing sus-
tainable seafood options to British
Columbians. Since the summer of 2011,
Thrifty Foods has had fully traceable prod-
ucts — fresh and frozen — available in
stores. They also launched a website —
www.thisfish.info — in partnership with
Ecotrust Canada to help bring awareness
to the importance of seafood traceability.

The site is dedicated to helping consumers
trace their fish from shore to store. 
Safeway Canada announced their sus-

tainable seafood commitment in 2011,
which was developed in consultation with
with SeaChoice, a Canadian non-profit orga-
nization for sustainable seafood developed
by the Canadian Parks and Wilderness Soci-
ety, the David Suzuki Foundation, Ecology
Action Centre, Living Oceans Society and
Sierra Club British Columbia. According to
their website and press release, Safeway is
aiming to make all the seafood sold in their
stores sustainable by 2015.
IGA has partnered with Ocean Wise and

they strive to source their seafood locally
first, “yet recognize the need to provide
quality and variety to our customers year-
round.” IGA’s goal is to provide a great
selection of seasonal and imported options
at their seafood counters. Their seafood
department also offers a number of ready-
to-go options as well, and they provide
recipes to help customers cook their
seafood with flavour and taste.

Unlike many other
food industry issues,
maintaining sustain-
ability of our seafood
supply has not been a
major concern of con-
sumers, many retailers
and industry sources
agree. Consumers may
think about seafood
sustainability when
dining out at a restau-
rant but when shop-
ping at the store it is
not such a front and
centre issue.  Naturally,
consumers want their
favourite seafood avail-
able now, but they’re
not, for the most part,
thinking about what’ll
be available in the
future. This means it’s
the retailer’s job to edu-

cate the consumer and make sure that a
year from now, or five years from now the
product that they want to purchase will
be available and will continue to be avail-
able. Retailers’ overarching reason for sup-
porting sustainable programs for seafood
— as it is for supporting sustainability of
all perishable items — is ensuring an ade-
quate supply will continue to be available
at an affordable retail price. ●

The Ocean Wise symbol makes it easier for
consumers to make environmentally friendly
choices when choosing their seafood.

Canadian retailers have been a little slower than some of our chefs
to jump on the sustainability boat, however in the last couple years
there have been many announcements and moves made by grocers
to stock their shelves with sustainable seafood.
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AJune 2012 report on Tissue and Hygiene in Cana-
da, from research firm Euromonitor Internation-
al, states that Canada’s grocery retailers (includ-

ing supermarkets, hypermarkets and discounters) con-
tinue to lead in the sales of tissue and hygiene products.
This is good news for grocers trying to hold their own in
an increasingly competitive market. 
According to Nielsen (52 weeks to December 15, 2012),

household paper products (which includes bathroom tis-
sue/paper towels/facial tissue and paper napkins) repre-
sents a $1.5 billion category in Canada — and is growing
at two per cent. Bathroom tissue represents the majority
of sales, accounting for 62.1 per cent (and growing at four
per cent), while paper towels represent 21.3 per cent. Facial
tissue accounts for 13.2 per cent of sales and paper napkins
3.3 per cent.
Ted Turner, senior buyer, Fairway Markets in Victoria,

speaks to the health of the category.
“Bathroom tissue is the biggest segment for us,” he states.

“It is driven mainly by consumption and is an impulse item.
Bathroom tissue is a commodity where people will look for
the best price and pantry load.”
Turner goes on to describe Canadian consumers, specifically

those in the West, as being very loyal when it comes to brand. 
“For us, Purex is the number brand, followed by Royale,” he says.

Trend Setting
Current trends in the paper category include a movement

to more premium items — in the bathroom tissue, paper
towels and facial tissues segments — as well as larg-
er pack sizes, according to Stephen Turner, corpo-
rate director, market development & retail
operations, Kruger Products L.P. 
“As more premium items are avail-

able, the consumer has moved to these
items and the value is there for them,” he

says. “In terms of larger packs, it is a trend that lets them
shop in bulk. Consumers are able to secure good value and
increase in inventory.”
Grocery Procurement Manager of Federated Co-operatives Limited

in Saskatoon, Randy Seifert, also refers to the trend to go bigger.
“In bathroom tissue especially, the trend is to go with big

packs,” he says. “People are moving away from the 12-pack dou-
ble roll. The 32-pack double roll is now more popular.”

Although Seifert admits that the category pretty much sells
itself, defining it as a “destination category”, he admits that it
is one that Federated Co-operatives advertises a lot.
“It’s definitely a category that everyone needs so we do

advertise it,” he says. “If you have it on promotion though,
you have to have display-ready pallets so you can save labour
at the store level. You don’t have the time or manpower to pull
it from the shelves.”

PAPER PRODUCTS By Melanie Franner 

Courtesy of Shutterstock 
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The barbecue category today is
thriving thanks in part to the
many options available to con-

sumers, whether it’s spices, marinades,
meats, or accessories and to the contin-
ued consumer love affair, particularly in
Western Canada, with anything that can
be cooked on an outdoor grill.
The question, of course, is how to

maximise your sales in this lucrative cat-
egory — and typically this involves care-
fully leveraging sales between the centre

store, where your key barbecue acces-
sories are, and your fresh departments
through creative promotions and dis-
plays. Retailers also have to keep attuned
to new products and flavour trends.
According to Nielsen Fresh Track, beef

sales are highest May through October
and outsell other meats in the fresh/ran-
dom weights category.  Statistics Canada
also reported that beef continues to be
the meat group with the highest per
capita consumption, followed by chicken

— this despite the massive beef recall
last year due to the E. coli outbreak at XL
Foods. Some manufacturers, however, are
saying that consumers are making the
switch from burgers and steaks to
sausages because of the recall.

“When you think of barbecue, you
look at burgers and steaks,” says Bernie
Langlois, national business development,
retail at Nossack Food Group.   “After
what happened last year with E. coli,
people have been switching to sausage
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Going Green
Another trend, one that has been per-

sistently knocking at the door but never
really invited in, according to Seifert, is
environmental paper products.
“Environmental products have been

trying to make an entry into the catego-
ry for a while now but haven’t made any
ground yet,” he states. “In my personal
opinion, the quality isn’t there at the
same price point. We do see some hard-
core environmental people buying envi-
ronmental products but overall, I would
say the trend is slow going.”

Kruger Products is one paper product
manufacturer that offers environmental
paper items. 
“There is a segment that is looking for

environmental products,” admits Kruger
Products’ Turner. “The challenge is that they
want the same quality and utility, but do
not want to pay a higher price. That is the
message that seems to be getting lost. They
seem to feel that for some reason they are
higher priced when they may not be.”
To that end, Kruger Products has intro-

duced its Enviro Care line of bathroom
tissue, paper towels and facial tissue,
which the company describes as being
competitively priced.

Merchandising Musts
Although the paper products category

remains a popular one with Canadian con-
sumers, grocers can help drive sales with
savvy merchandising displays. Kruger
Products’ Turner suggests that household
paper products lend themselves to sec-
ondary displays. He mentions that the
real advantage for retailers is to merchan-
dise these items with other complemen-
tary products, such as paper towels being
displayed with kitchen/bathroom/win-

dow cleaners and facial tissue being dis-
played with cough and cold items.
“We’ve tried some cross-merchandising,

like bathroom tissue with wet wipes, but
our success with it has been limited,” says
Federated Co-operatives’ Seifert. 
Fairway Markets’ Turner describes

bathroom tissue, in particular, as an easy
display item.
“It’s so easy to display because of its

size,” he says. “It’s so bulky that it’s most-
ly display driven. Most retailers advertise
it probably on a weekly basis. But you
have to replenish it often. I would say that
toilet tissue is a huge commodity and that
it is very price driven as well.”

All in a Day’s Work
Innovative merchandising techniques,

such as cross-merchandising, coupled with
plentiful displays, will help retailers capi-
talize on an already strong and viable cat-
egory. And with manufacturers like Kruger
Products, continuing to push innovation
through new line extensions and new
products, such as the company’s recently
introduced Pocket Pal Facial Tissue, the
category can only continue to broaden its
appeal to Canadian consumers. ●

BARBECUE By Shayna Wiwierski
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something other than your straight table
salt.  These have an added mineral con-
tent, so it’s a perceived health benefit,”
says Darren Vickerson, sales director at
Gourmet Distributors.
According to a December 2011 market

indicator report from Agriculture and
Agri-Food Canada on consumer trends on
sauces, dressings, and condiments in the
United States, American consumers are
increasingly utilizing ethnic-style food
products as a regular practice.   Mintel
reported that ethnic food sales in the
U.S. exceeded $2.2 billion in 2009, and is
predicted to increase by a further 20 per
cent into 2014.  If stats from the U.S. are
any indication of how Canadian con-
sumers reflect their southern counter-
parts, ethnic food sales should be
increasing in Western Canada as well.
Vickerson says that Gourmet Distribu-

tors heard from customers about ethnic
salts and the request spurred the compa-
ny to introduce their new salt products.
“We were always getting requests for

pink or green sea salts because those
were on the market.  We found these
other varieties as well.”
Salts typically complement sauces and

marinades for the barbecue category and
it’s a good way to take advantage of
cross-merchandising products and incor-
porate add-ons.
“Salts complement our barbecue sea-

sonings,” says Vickerson.  “Our black
peppercorn salt sells well, so do our sea
salt, garlic, and spice items.  It all goes
up in the summer.”
Retailers can take advantage of the

barbecue season by promoting products
ahead of time.  Vickerson says that as
soon as the weather warms up, people

are already thinking about what they can
throw on the barbecue.
“Starting from March and April, as

soon as the weather gets nice, people
think of barbecuing and we start to see
an increase in sales.  We offer specials
and get customers thinking about the
season, and then it spikes in July and
August.”
Whether it’s promoting new, trendier

items for the barbecue season, like eth-
nic-inspired items, or taking advantage
of what is going on in the industry, the
barbecue category is expanding to
include new items as consumers’ taste
buds evolve.  Grocers can take advantage
of this opportunity by cross-merchandis-
ing items and promoting current items
with new, specialty ones.  It’s not only
the weather that will get hot this season,
barbecue options will be as well. ●
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products.  They are buying safer foods like smokies
and garlic sausages, which are one of the products
Nossack hopes to do.”
Nossak Food Group specializes in whole muscle-

type meat like roast beef, corn beef, and pastrami.
They were hoping to expand their sausage line this
upcoming summer. 
Piller’s Fine Foods is taking advantage of the

sausage trend by promoting their Ball Park Wieners,
European Wieners, Smoked Sausage, and their new
Simply Free™ Bratwurst Sausage and Wieners, which
will be promoted through in-store marketing mate-
rials, as well as in-store demos.  The Piller’s Smoked
Sausage has been one of their most popular products
in the past. 

Consumers are changing their palates to include worldlier,
regional flavours to cook up this season.
According to Agriculture and Agri-Food Canada in a recent

report on the Canadian Seasoning and Dressing Manufacturing
Industry, consumer trends have affected growth patterns of
industry products differently.  In the salad dressing category,
new product offerings, such as ethnically influenced multi-pur-
pose dressings, which double as marinades, have satisfied con-
sumer demands for flavour and convenience.
“There is a trend towards even more specialized flavours in

barbecue, especially in the U.S. where each city or county seems
to come up with their local variant on the barbecue theme,” says
David Poirier, marketing director, retail/foodservice, Olymel.  “In
Canada we also see the phenomenon of specialization happen-
ing. For example, Olymel offers BBQ Chipotle chicken wings in
the Western market.”
Olymel isn’t the only company offering up ethnic flavours.

Gourmet Distributors, who sells to smaller centres in Western
Canada, is introducing new exotic sea salts to complement their
popular barbecue spice grinder, an eight-inch tall grinder filled
with barbecue dry seasoning.  New to the market this summer is
the Himalayan Pink Sea Salt, as well as Hawaiian Red Sea Salt
(which has red Hawaiian clay, giving it a unique taste) and
Hawaiian Black Sea Salt.  
“We have heard from our customers and there is an increased

demand for these specialty sea salts and seasonings.  Salt does
really well.  People are health conscious, so they are looking for

Barbecue is thriving with many options available
to consumers. Courtesy of Shutterstock
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For 10 years the BrandSpark Canadian Shopper
Study has shone a spotlight on Canadian consumers’
shopping habits; this year marks the biggest study to
date with 102,980 Canadians surveyed about their
everyday purchasing decisions. 
The study results are also used to compile winners

for the tenth annual Best New Product Awards (BNPAs)
— Canada’s most credible consumer packaged goods
(CPG) awards program. This year there were 216 prod-
ucts that made the final cut and were entered into the
competition across a total of 70 CPG categories. 
“Now in its 10th year in Canada, the BrandSpark

Canadian Shopper Study and the Best New Product
Awards have provided an annual forum for the voices
of Canadian consumers to be heard,” said Robert Levy,
president and CEO of BrandSpark International and
Founder of the Best New Product Awards. “As the pro-
gram continues to gain momentum in Canada and
around the globe, we are able to reveal trending data
about the opinions and habits of shoppers and insights
that help marketers and manufacturers innovate and
improve their products and offerings to better meet
the needs of consumers.”  ●

Best Health & Beauty Products

Pampers Cruisers – with 3 Way Fit
Vaseline Total Moisture
Colgate Transformers Toothpaste
Abreva Pump
Trojan Charged
Dove Refresh + Care Invigorating Dry Shampoo
Almay Intense I Smoky
COVERGIRL and Olay Tone Rehab Foundation
Maxidol Liquid Gels
John Frieda Precision Foam Colour
Nair Au Natural Orchid Bikini and Underarm Roll On Wax
Dove Nourishing Oil Care Anti-Frizz Serum
Dove Style + Care Nourishing Curls Mousse
L’Oreal Hair Expertise Total Repair 5 Instant Miracle Mask
OFF! Deep Woods Dry
Revlon ColorBurst Lip Butter
L’Oreal Voluminous Power Collagen 24hr Mascara
Nivea Relax & Recharge Shower Gel
Old Spice Red Zone Invisible Solid Champion
Gilette ProGlide Styler Razor
Listerine ZERO Mouthwash
Revlon Nail Enamel
Vega One
Head & Shoulders Green Apple Shampoo & Conditioner
Olay Regenerist Micro Sculpting Cream Fragrance Free
Nicorette QuickMist Mouthspray
Neutrogrena Wet Skin Sunscreen Spray
Always Infinity Radiant
Colgate Optic White Toothpaste
Polysporin Poly To Go
TUMS Freshers
Trojan Vibrating Pulse Intimate Massager
2X DHA Ironkids Gummies
Dove Shea Butter Cream Oil Body Wash
Dove GoSleevless antiperspirant
Gillette Satin Care Shave Gel with Olay

Best Food & Beverage Products

Duncan Hines Apple Caramel Cake Mix
Bud Light Lime Mojito
Dempster’s Smooth Multigrains Baked with 16 Whole Grains
Special K Low Fat Granola
Kraft Habenero Shredded Cheese
Folgers Gourmet Selections K-Cup Packs
SKOR Minis
Almond Fresh Coconut
MiO Liquid Water Enhancer
Nestle Drumstick – Bigger Nugget
High Liner Flame Savours
Dr. Oetker Ristorante Pepperoni Pesto
Minute Maid Real Fruit Beverage
Schneiders Country Naturals Mild Tuscan Countryside Sausages
Aylmer Accents Cracked Black Pepper and Roasted Garlic
Special K Crisps
Bacardi BREEZER Spritzer Rum Coolers
Hidden Valley Ranch Cheese Salad Dressing
Wheat Thins Sweet Potato
Philadelphia Cooking Crème
Catelli Smart Side Dishes
Smuckers Double Fruit Simple Blends
Astro Zer0 SuperBerry Yogurt
IÖGO Greko

Best Household Products

Febreeze Car
Scrubbing Bubbles Bathroom Cleaner – Colour Power
Ultra Palmolive Soft Touch with Vitamin E Dish Liquid
Downy Unstopables
Ziploc Perfect Portion Bags
Oxi-Clean Max Force Power Crystals
Gain Sunflower and Sunshine
Purina ONE smartblend Premium Cat Food
Arm & Hammer Plus OxiClean Pet Fresh Carpet Odour Eliminator
Tide Pods

And the Winner is…

AWARDS By Frank Yeo

Consumer trends revealed as
more than 10,000 Canadians
share their shopping habits 
in one of Canada’s largest 
consumer studies.



We believe that life is too short to settle for

second best and that simple, honest pleasures

are often the most rewarding. Which is why

we love our muesli. It’s a simple blend of oats,

flakes, fruit, nuts and seeds – and that’s it.

9 or more delicious servings per pack
At least 28g of wholegrains per serving
A tasty breakfast cereal with fibre
Up to 50% fruit, nuts and seeds
Low in sodium

Fancy some simple pleasures?
Please visit www.dorsetcereals.ca
Imported and distributed by TFB & ASSOCIATES LIMITED
Tel: (905) 940 0889 Fax: (905) 940 0913 Email: canada@dorsetcereals.ca
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PROVINCIAL REPORT By Frank Yeo

Saskatchewan food processors
find new opportunities.

The bucolic image of Saskatchewan as the “breadbasket
of the world” usually refers to the province’s rich prima-
ry agricultural production focused on wheat, pulses and
meats. But more and more it can be used to describe the
burgeoning food processing sector as entrepreneurs seek
out ways to capitalize on this rich bounty through sec-
ondary processing opportunities.
Saskatchewan’s $2.3-billion grain and food processing

industry includes more than 300 processors and over 6,100
employees, and is dominated by grain and oilseed milling,
primarily for North American consumption. Saskatchewan
also produces over $1 billion worth of beef annually, making
it the second-largest producing province in Canada (after
Alberta). There are 10 provincially-inspected and seven feder-
ally-inspected beef processing plants in the province. The pork
industry is one of the most significant agricultural sectors in
Saskatchewan, behind only the grains and oilseed and cattle sec-
tors in terms of cash receipts.  
Carmen Ly, communications director of the Saskatchewan Food

Development Centre, says “Saskatchewan’s food industry has
embraced the prosperity of Saskatchewan. The industry is expand-
ing its product offerings and seeking new ways to add innovative
products to meet the diversity of our growing population’s culture
and the world’s demand for healthier foods.” 
The Food Development Centre should know because it plays a vital

role in new product innovation in the province. “Over the past year,
the Food Centre has seen an increase in clientele developing and mar-
keting new products with international flavours and incorporating many

of the nutritional inputs from Saskatchewan’s agricul-
ture. Our industry continues to move up the value

chain to provide nutritious healthy foods
and ingredients to a global market.”

In the last year for example several
new products developed at the centre
were introduced to the marketplace
including a new fruit snack, energy

bars incorporating ginseng, artisanal
cheeses, a new mustard sauce and gluten free

oat and flax cookies. Two of the centre’s clients in par-
ticular experienced a unique success: Three Farmers’ Camelina

Oil appeared on the Dragon’s Den and Trails End Bison Ranch’s Buffalo
Stix - Cranberry Craze was one of 12 uniquely Canadian foods to head into space
through the Canadian Space Agency’s Snacks for Space competition.
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in producing hogs and an abundance of
high-quality units and people continue to
attract investment and fuel optimism.”
Demand for hogs in Western Canada by
packers is currently very strong, says Fer-
guson.  Part of this is due to Thunder
Creek Pork, which opened up in Moose
Jaw in 2011, giving producers a local
option to deliver hogs.   
Funding of swine research remains an

important element to the pork sector’s sus-
tainability and Sask. Pork plays a big role
in this. The non-profit organization pro-
vides core funding for the Prairie Swine
Centre located at Floral, Saskatchewan and
coordinates the annual Saskatchewan Pork
Industry Symposium in November, which is
targeted at producers and industry stake-
holders.  Local and international speakers
and swine experts share their insights into
hog production today and in the future.
The organization also provides delivery and
monitoring of the pork industry’s mandato-
ry, national on-farm food safety program-
Canadian Quality Assurance (CQA®) - and
the Animal Care Assessment (ACA™), an
auditable welfare program to assess welfare
standards on the farm.
Saskatchewan’s meat industry has been

riding the wave of relatively good prices
for the last year. Dwayne Huber of J.B
Sausage Maker Supplies, which supplies
equipment to both food processors and
retailers ranging from scales, meat slicers,
grinders, mixer/grinders, vacuum packs, to
hydraulic stuffers, tumblers, saws, smoke-
houses, and deli-counters, says he is opti-
mistic about the industry in Saskatchewan
despite some real challenges faced by
smaller processors, “There is a lot of pres-
sure on them from increased government

regulation to the high costs of labour and
the difficulty of finding qualified work-
ers.” Two-thirds of Huber’s wholesale busi-
ness is with food processors and demand
from this sector has held steady.
The biggest challenge for the

Saskatchewan food industry is just get-
ting more business. To this end, the
Provincial Food Processing Associations of
Manitoba, Saskatchewan, Alberta and
British Columbia are working together on
an Export Enhancement and Investment
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Ly says there is definitely a trend
towards developing foods targeting
health and wellness and using local
ingredients. “We are currently in the
works of developing a prebiotic drink,
snack bar incorporating ingredients
grown in Saskatchewan’s boreal forest,
and incorporating pulses into food
products.  There is also an increase in
demand for organic food products and
clean label products.” Entrepreneurs
looking to develop/process a food
product can access a provincial fund-
ing program called Saskatchewan
Agri-Value Initiative (SAVI) Program.  
The growth of the functional foods

and nutraceuticals sector is a good example of the type of home-
grown entrepreneurship that is “moving Saskatchewan food
products up the value chain”. Kevin Johnson of Northern
Nutraceuticals says “Our family-run company has up until
recently focused on extracting oils from plant sources such as
flaxseed, hempseed and borage seed and selling in bulk quanti-

ties to food manufacturers as opposed to the retail market. We
recently launched a retail line of organic flaxseed oil and organ-
ic hempseed oil under our brand name RYLEE GREEN”. The grow-
ing demand for functional foods has also spurred on the compa-
ny’s own growth plans with the purchase of Randolph & James
Flax Mills and their brand name NorthernEdge. This company had
built up a very recognized
branded product in milled
flaxseed and their gold
coloured, vacuum packed
stand-up pouch containing
425 grams of freshly milled
flaxseed can be found in
both national and interna-
tional retail stores. 
While the cutting edge of

new product development can
be seen in the functional and
nutraceutical sector, one can-
not discount the contribution
of mainstay industries such as
beef and pork processing,
both big businesses in
Saskatchewan. According to
Mark Ferguson of Saskatchewan
Pork, “Production remains
strong and has in fact rebound-
ed over the past several years.
In 2011, approximately 2.1
million pigs were produced on farms in Saskatchewan. This consists
of 1.8 million market animals and 260 thousand feeder pigs
exported to the United States.  While this is down slightly from
the industry’s peak in 2006, Saskatchewan’s natural advantages

Saskatchewan Pork plays a big role in swine
research as it remains an important part of the
pork sector’s sustainability.

Saskatchewan’s food processing industry 
currently includes more than 300 processors.

“Saskatchewan’s food industry has embraced
the prosperity of Saskatchewan.”

Attraction Project. The project is a multi-
year initiative, which is expanding export
trade and attracting investment to West-
ern Canada. The project is offering a series
of outgoing trade missions to Asia. This
trade mission will increase exports from
Canada to Asia and will help grow the food
processing industry by attracting invest-
ment capital and industry to Western
Canada. The mission will build on existing
business relationships and seek out new
customers in Souteast Asia. ●



Rainforest Pearls from Australia
LIME “CAVIAR”, also called Finger Lime is an award-winning new citrus variety originated and mostly

cultivated in Australia.  To find the “caviar”, just cut the lime in half and give it a gentle squeeze — the
tiny beads just “ooze out as if erupting from a mini-volcano. The translucent, greenish-white or pinkish
vesicles in finger limes are round and firm, and pop on the tongue like caviar, releasing a flavour that
combines lemon and lime with green and herbaceous notes.  Contact Fresh Direct Produce.

Bottlegreen Launches New Cordials
Bottlegreen cordials contain only the purest and finest natural ingredients blended

together with clear spring water. Each one is as delicious as it is light, crisp and distinc-
tive as they are free from artificial colours, flavours or sweeteners.
For more information contact Tree of Life.

Brother’s All-Natural Fruit Crisps:
The Perfect Healthy Snack!

Brother’s-All-Natural Fruit Crisps are 100 per cent real sliced fruit. Made with fresh fruit from
the best growing regions of the world, the product is freeze dried, removing the water and cre-
ating a delightfully light, and flavourful crisp.  Not baked, fried, dehydrated or sweetened dried,
Brother’s-All-Natural Fruit Crisps, are truly just fruit. Each bag contains two fruit servings and
are available in three variants: Fuji Apple, Strawberries and Bananas, and Apple Cinnamon. 

For further information, email: talktous@oceanbrands.com 

As the Dragon Leads, Success and Prosperity are Sure to Follow…
Inspired by the rich traditions of China, Bee Maid has launched a special edition product with the image of the

Dragon; a legendary symbol of strength and good fortune.  The special 750g bottle provides an incremental size in
the ethnic category and allows for a competitive MSRP and profit margin. Amber honey was carefully chosen to rep-
resent the first generation of Chinese families settling in Canada. It is a rich, dark honey reminiscent of home. To cel-
ebrate the new generations of Chinese Canadians, Bee Maid also offers its Canada No. 1 White honey.  Written in tra-
ditional Chinese, text will be widely understood by both Cantonese and Mandarin speakers. A translated nutritional
panel has been added to help consumers make healthy, informed decisions.
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New High Performance Water
AQUAhydrate is high-performance water without the sugar and calories found in traditional sports

drinks or vitamin enhanced beverages. AQUAhydrate’s combination of performance-grade electrolytes
and a higher pH level of 9+ give you the key elements that help restore and balance the body during
intense performance and exercise.  Push the limits of what your water can do.  Perform at the top of your
game, no matter what drives you.

* Electrolytes and minerals for ultimate hydration and performance
* Higher alkaline pH of 9+ to help balance acid toxins
* Ultra-purified water, crisp refreshing taste
Contact Les Aliments Unique Food for further information: 1-866-343-4973 www.uniquefoodscanada.ca
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Lookout BBQ, There’s a New Stubb’s in Town
Stubb’s New Marinades are all natural and gluten free without the use of artificial preservatives or

colours, creating an authentic, Texas flavour.  These new Butter Marinades come equipped with injectors
to easily infuse meats instantly!  The Chipotle Butter Marinade has a warm heat that is com-
plemented by apple cider vinegar, tomato paste and spices, while the Texas Butter Marinade
is a true Texas blend that boasts the perfect amount of heat mixed with butter, mustard,
onion, garlic and spices.

For more information contact Tree of Life.

Krinos Foods New Oil
Krinos Foods Canada has introduced the Kalamata Extra Virgin olive oil in a brand new 500ml bottle. This superior olive

oil is made from 100 per cent Greek olives that grow in the renowned Kalamata region. Similar to Kalamata olives, the Kala-
mata Extra Virgin Olive Oil stands out for its intense aroma, fruity flavour and spicy texture. Over the recent years olive oil
has become a synonym to the healthy Mediterranean diet. Extra Virgin Olive Oil is the most beneficial in comparison to all
other fats consumed, with its salutary effect on the body’s well-being. The numerous health benefits that derive from the
Kalamata olive fruits, turn Extra Virgin Olive Oil into an ideal ingredient for everyday cooking needs, ranging from salad
dressing to casserole cooking, marinades and frying.

What’s new & improved in the grocery aisle

Ocean’s World Cuisine Pasta Sauces: From the Heart of Italy
Ocean’s World Cuisine exists to bring the best and most innovative foods to Canadian consumers

from a variety of international cultures. Try our new line of Authentic Italian Pasta Sauces: Sicil-
iana, Arrabiata, and Puttanesca. All our sauces are superior in quality and taste, harvested with all
natural ingredients grown in the fields of Italy that produce rich, full flavoured sauces not found in
North America. Ocean’s World Cuisine provides food with character, enabling consumers to travel
the world with our cuisine.

For further information, email: talktous@oceanbrands.com or visit www.oceanbrands.com

Fine Choice Foods Introduces Asian Appetizers
Fine Choice Foods presents its new Sum-m! Asian Appetizer pack in response to consumer demand

for a high quality selection of Asian appetizers. Using the freshest ingredients available, no added MSG,
and trans fat free, this product is a great combination of your Asian favourites.  With convenience in mind,
this product is fully cooked and easy to reheat in the oven. With something for everyone, this gourmet
pack includes Mini Crispy Vegetable Spring Rolls, Mini Crispy Pork Egg Rolls, Crispy Pork Wontons, and
Pork Gyoza dumplings. With shoppers increasingly on the lookout for a good selection of Asian products,
not only does this product deliver in taste, but is made with the best ingredients available.  Browse
through the full line of Sum-m! products at www.sum-m.com. 

For more information contact your Westrow Food Group Representative.

116 WWW.WESTERNGROCER.COM

Kids Gourmet Launches Snack Line
Kids Gourmet a natural brand extension of Baby Gourmet but aimed at

school-aged kids, has introduced its first snack line, Squoosh, the only organic
snack with a full serving of fruit & vegtables in every pouch. Squoosh packaging
is designed to be fun and eye-catching and also appealing to children at a wide
age range.   “Since launching Baby Gourmet baby food purees 21 months ago,
moms have been asking us what we had in mind for older children who outgrew
Baby Gourmet, because they wanted to stay with our brand,” said Jennifer Carl-
son, founder of Baby Gourmet and Kids Gourmet. “Moms find that as their children moved from snacking at home to snacking at
school, keeping healthy options front and centre was becoming more challenging. Squoosh was created so school-age children have
a brand of their own packaged in a fun way that appeals to the age group.”

A Taste of the Tropics 
– New Coconut Flavoured Almond Milk!

Almond Breeze is all natural, smooth and creamy, with the mild taste of real almonds &
coconut.  It can be consumed chilled by the glass or as a perfect ingredient for tropical fruit
smoothies.  Almond Breeze is lactose free, soy free, Kosher Parve and vegan.  It is available in
Almond Coconut and Unsweetened Almond Coconut.

For more information contact Tree of Life.
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Ocean’s Pole & Line Light Tuna: Eco-Friendly & Responsible
Caught in the Maldives in the Indian Ocean, this product uses the simple and eco-friend-

ly Pole & Line method of tuna fishing, using a hook attached to a pole. It is rated by many
conservation groups as the most environmentally friendly method of fishing tuna, as it elim-
inates “by-catch” of other marine life including sea turtles and sharks. Ocean’s Pole & Line
Light Tuna, offers the benefits of high protein, low fat, delicious tuna and peace of mind.

For further information, email: talktous@oceanbrands.com or visit www.oceanbrands.com

Advertisers Index

Simply Delicious - New Pure Line by Leading Brands
Created in Vancouver by Canada’s own Leading Brands, these premium artisanal juice and tea

blends are produced in small batches to ensure the highest possible quality and freshness on shelf.
Bottled in Edmonton, Alberta, also means this product minimizes the environmental impact of long-
range shipping. PureBlends have the sophisticated full-bodied flavour of the finest wine grapes in
the world, paired with Superfruits chosen for their optimal benefits.  PureBlends are 100 per cent
juice, 100 per cent natural with no sugar added and no preservatives.

For more information contact Tree of Life.

Global Collective Design Introduces Drylana, 
Natural Home Solutions
Drylana is bringing all natural product solutions to today’s modern home.  

Wool Dryer Balls, hand crafted in Nepal, are Drylana’s first in series of Natural home
products being introduced to the Canadian Market. Safe for all tumble dryers, these
Natural Felted Wool Balls are a eco-friendly alternative to liquid fabric softeners and
conventional dryer sheets with major benefits. They decrease drying times, reduce
energy consumption and are reusable.

For more information visit www.drylana.com



Sources: 1 & 2 -ACNielsen, MarketTrack, per May 5th, 2012. National excl. NFLD GB +DR +MM - All Sales, 3 & 4- US PRS Packaging Research – June ’12  
© 2013 Starbucks Coffee Company. All rights reserved.

Steep yourself in knowledge at tazo.com

Reinfuse your tea sales with  
Tazo® premium tea

Our artful blends promise the unexpected, gateways to worlds less travelled.  
Now our new packaging rede�nes and elevates the tea shopping experience  

for premium tea lovers, with a balance of clear information and  
visual appeal, engaging consumers and driving tea sales.

THE TAZO® BRAND ADVANTAGE 

• One of the fastest growing premium tea brands1 with 14% dollar volume growth in a flat tea category2

• New packaging highlights tea type, flavour and ca�eine level to simplify the shopping experience3

• New packaging increases overall intent to purchase and triggers premium appeal4
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Where the West Meets Grocery’s Best
We are extremely pleased to present the 2013 edition of Grocery Showcase West.

Together, The Canadian Federation of Independent Grocers, the Board of Directors
of CFIG and the Grocery Showcase West Advisory Board, worked diligently to ensure
that this year’s conference be one of the best.

We’ll kick things off on Saturday night with the Grocery Showcase West “meet &
greet” Opening Night Reception, at the slick and stylish Fairmont Pacific Rim Hotel.
We welcome all Attendees and Exhibitors to this event; make sure you’re there to
enjoy some outstanding opportunities for networking.

Sunday, join us for a Celebratory Brunch where you’ll have the opportunity to meet
the newly appointed President & CEO of the Canadian Federation of Independent
Grocers. (Open to Full Delegates & Sunday Conference Delegates).

Immediately following, be wowed and inspired by Dr. Lowell Catlett, Regent’s Pro-
fessor and Dean at New Mexico State University’s College of Agricultural, Consumer
and Environmental Sciences, providing an exciting, not-to-be-missed futurist’s point
of view of the state of food and agriculture.

Sunday evening will feature a new take on the food and entertainment evening,
don’t miss our GSW “Food & Drink Festival”, showcasing local cuisine, wines and
microbrews, as well as a few interactive entertainment acts (and some surprises too!).

We would be remiss not to point out that in building on a successful idea from
2012, we will once again be providing guided store tours.  The 2013 edition will be
hosted by the one and only Harold Lloyd!  Do try to make it out for these, and please
note that you must be registered for the tours before boarding the bus.  If you can-
not make the tours, however, Harold will be returning for Monday breakfast to pro-
vide an entertaining debrief on the tours for the whole Breakfast crowd.  

During the conference sessions that follow, not only will you be provided some
invaluable insight into the world of cutting-edge agricultural advances, by Dr. Jim
Brandle, but the conference will close with a very poignant panel discussion with four
of Western Canada’s most progressive grocery retailers, Choices Markets, Freson
Bros., Overwaitea Food Group and Quality Foods.

Let’s not forget our first-class Trade Show that will be running on both Sunday and
Monday afternoons.  We’ve built even more excitement into the trade floor, and we’re
sure that you’ll enjoy the innovation and diversity of the offerings at Grocery Show-
case West 2013!
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Welcome to…
Grocery Showcase West 2013!

2013 SHOW GUIDE

The Canadian Federation of 
Independent Grocers
2235 SHEPPARD AVE. E., SUITE 902, 
WILLOWDALE, ON  M2J 5B5
Tel: 1-800-661-2344 / 416-492-2311  Fax: 416-492-2347  
Email: info@cfig.ca   

Visit us at www.cfig.ca

Scott Mitchell
Honourary Chair
Grocery Showcase
West Advisory Board
Market Street Vulcan
Vulcan, AB

Brent Basttistelli
Chair 
Canadian Federation of
Independent Grocers
Battistelli’s Your 
Independent Grocer
Lively, ON



Bold and powerful, the new Cylindrix IV (C4) delivers focused, clean and crisp light  

onto your products, even in high ceiling applications. Available with a choice of track 

adapters, the C4 was designed to fit on existing track. This is the best and only solution  

to replace up to 70W Ceramic Metal Halide. Watch your maintenance and energy  

costs fall while your product shines! 

Limited time offer: Free demo to view C4 in your store, lighting your products.

For more information please call 973.882.5010 or visit us at amerlux.com 
Visit us at GlobalShop, booth #1911, & LightFair, booth #1832.

66w 3,496 delivered lms 82 CRI 

Because people 
buy with their eyes.

Introducing Cylindrix IV
2013 SHOW GUIDE
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Conference & Trade Show Attire

Business Casual

Badge Colours

Blue Exhibitors
Red Retailers/Wholesalers
Green Manufacturers/Suppliers/Visitors
Grey Media

Attendee Registration

Vancouver Convention Centre East, Lobby

Saturday, April 13 8:00 am – 6:00 pm
Sunday, April 14 8:00 am – 6:00 pm
Monday, April 15 7:00 am – 4:00 pm

Exhibitor Registration

Vancouver Convention Centre East, Lobby

Saturday, April 13 8:00 am – 5:00 pm
Sunday, April 14 10:00 am – 5:00 pm
Monday, April 15 11:00 am – 3:30 pm

Registration Sponsored By:

Future Events

Grocery Innovations
Canada 2013 
Monday, September 30
& Tuesday, October 1
Metro Toronto Convention Centre
Toronto, ON

General Information
SUNDAY, APRIL 14, 2013 VANCOUVER CONVENTION CENTRE EAST
MONDAY, APRIL 15, 2013

Grocery Showcase 
West 2014 
Sunday, April 6
& Monday, April 7
Vancouver Convention Centre
Vancouver, BC
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Mark Ayer
Vice President, 
Customer Business 
Development, Canada
Procter & Gamble Inc.

Tim Berman 
Vice President, Sales
Kraft Canada Inc.

Michel Manseau
Corporate Vice President, 
Consumer Sales Canada
Kruger Products LP

Doug McGillivray
Vice President, Sales
General Mills Canada 
Corporation

Tom Michaelis
Vice President, 
Customer Development
Unilever Canada

Stephen Kouri
Vice President, 
Sales & Trade Marketing
Smuckers Foods 
of Canada Corp.

Scott Lindsay
VICE CHAIR
Sr. Vice President, 
Sales & Marketing
Coca-Cola Refreshments

Blair Ruelens
Vice President, 
Customer Development
Pepsico Foods Canada

JD Robichaud
Vice President, Sales
Campbell Company 
of Canada

Darryl Rowe
CHAIR
President
McCain Foods Canada

Steve Fox
Sr. Vice President, 
Customer Development
Nestlé Canada Inc.

Joe Weber
National Vice President, 
Retail Dairy Sales
Saputo Dairy Products 
Canada GP

Dean Yuzdepski
Vice President, 
Sales, Canada
Weston Bakeries Ltd

Doug Gingrich
Sr. Vice President, 
Customer Business 
Development, Retail Sales
Maple Leaf Consumer Foods

2013 SHOW GUIDE

Laurie Jennings
Masstown Market
Masstown, NS

Jacqui Knipfel
Chesley Grocery Store
Chesley, ON

Joey Longo
TREASURER*
Longo Brothers 
Fruit Markets Inc.
Mississauga, ON

Dana Lougheed
Central Butte Fine Foods
Moose Jaw, SK

Doug Lovsin
Freson Bros. IGA
Stoney Plain, AB

Christy McMullen
Summerhill Market 
Toronto, ON

Scott Mitchell
VICE CHAIR*
Market Street Vulcan
Vulcan, AB

Denis Moncion
Moncion Grocers
Petawawa, ON

Dave Powell
SECRETARY•
Powell’s Supermarket Ltd.
Bay Roberts, NFLD

Gary Sorenson
H.Y. Louie Co. Limited
Burnaby, BC

John Scott
PRESIDENT &  C.E.O. * 
Canadian Federation of 
Independent Grocers
Toronto, ON

GROCERY SHOWCASE WEST 2013 SHOW GUIDE 7

Brent Battistelli
CHAIR*
Battistelli’s Your 
Independent Grocer
Lively, ON

Jim Bexis
Sun Valley Supermarket 
Scarborough, ON

Eric Bouchard
IGA Bouchard
Sherbrooke, QC

Peter Cavin
MEMBER AT LARGE•
Country Grocer
Victoria, BC

Shannon Forner
Valu-Plus Foods
Keremeos, BC

Dianne Hamilton
Pete’s
Bedford, NS

* = EXECUTIVE COMMITTEE 

CFIG is governed by a Board of Directors elected from the membership and reflecting a regional distribution. A national office consisting of the 
President and staff implement the federation’s operations in a manner consistent with the policies established by the Board. The Board and the 
President also receive ongoing input from advisory committees consisting of members and established across Canada.

CFIG Board of Directors

Associate Members’Council
Co-operation and communication between supplier and retailer have become increasingly important in grocery retail. CFIG’s Associate Members’ Council (AMC) has in turn
become more integral to the direction of the federation as a whole. The Associate Members’ Council is a group of senior executives representing a variety of Canadian grocery
product companies. The AMC meets quarterly, and provides professional guidance to the Board of Directors on industry news and trends.

®/TM Coca-Cola Ltd., used under license.

*Source: DASANI DROPS U.S based Central Location Test, Summit Research, March 2011, .     ®/MD The Coca-Cola Company, used under license.

Zero Calorie flavour available
in 4 delicious varieties:

• Cherry Pomegranate
• Grape
• Mixed Berry 
• Pink Lemonade

DASANI® DROPS™ outperformed
the leading competitor on purchase 
intent, particularly with females, who 
tend to be the primary consumers of 
this category, in US based research.*

Coconut water
category is

  growing at 133%1 

1 Nielsen, Last 52 Weeks, August 2012.  *Claims vary by product flavour and size.

®/TM ZICO LLC, used under license. ®/MD Coca-Cola Ltd., used under license.  

SKUs to be launched:
330mL: Original
414mL: Original, Chocolate & Latte
1L:  Original & Chocolate

Liquid Flavour Enhancer

PURE PREMIUM COCONUT WATER BEVERAGES

ZICO® Original is a good source of 

potassium, has low acidity, no fat and 

no cholesterol.

ZICO® is the refreshing way to 

replenish and hydrate.

Also available in Chocolate & Latte.
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CFIG Membership Information
The Canadian Federation of Independent Grocers (CFIG) is a non-profit trade association founded in 1962, which continues to be a collaborative community, equipping
and enabling independent, franchised and specialty grocers for sustainable success. CFIG provides relevant services to support the needs of its membership. These services
fall within the categories of member services, government, industry relations and grocery industry events. Our Retail services support the education and operations of
the independent and franchised grocery operations, while  Associate services provide manufacturers and suppliers greater interaction with the independent market-
place. Through effective government and industry relations, CFIG improves the business environment for its members. A council of senior executives from Canadian
grocery product companies provides CFIG’s Board of Directors with guidance and insight into industry issues and trends, which, in turn, enables CFIG to maximize
co-operation and communication between trading partners. CFIG supports progressive education and business interaction within the grocery industry through its
management of two annual expositions: Grocery Showcase West, held each spring in Western Canada, and Grocery Innovations Canada, held each autumn in Toronto. 

TO LEARN MORE ABOUT THE BENEFITS OF CFIG MEMBERSHIP CONTACT 1-800-661-2344 X 227 OR VISIT CFIG.CA
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Grocery Showcase West’s Advisory Board is composed of exceptional Western retailers who are dedicated to providing 
retailers, attendees and exhibitors with a valuable and rewarding trade show and conference experience.

Grocery Showcase West 

2013 Advisory Board

Scott Mitchell HONOURARY CHAIR, Market Street Vulcan, Vulcan, AB

Shannon Forner VICE CHAIR, Valu Plus, Keremeos, BC

Albert Lum PAST HONOURARY CHAIR, Buy Low Foods, Surrey, BC

CFIG Staff
Mia Bachan
Account Representative, Sales

Ward Hanlon
Vice President, Industry Relations

Laura Knetsch
Director, Member Resources

Irmeli Koskinen
Coordinator, Member Services

Dan Leggieri
Manager, Communications

Sharon Lindsay
Accounting Assistant & Office Coordinator

Heather MacAulay
Manager, Operations & Events

Eden Minty
Director, Events

Alex Nielsen
Manager, Technology & Production

Fran Nielsen
Vice President, Finance & Administration

Gary Sands
Vice President, Public Policy

John F.T. Scott
President & C.E.O.

Diana Stevenson
Executive Assistant to the President

Rolster Taylor
Manager, Sales

Craig Baranyk
Weston Foods, Calgary, AB

Cori Bonina
Stong’s Markets, Vancouver, BC

Linda Kynoch
Safety Mart #7, Chase, BC

Steve Lockhart
Choices Markets, Vancouver, BC

Dana Lougheed
Fine Foods, Central Butte, SK

Doug Lovsin
Freson Markets, Stony Plain, AB

Andy Porteous
Old Dutch Foods, Nanaimo, BC

Chris Powell
Tree of Life, Mississauga, ON

Peter Richmond
49th Parallel, Ladysmith, BC

Rob Sage
The Grocery Store, Whistler, BC
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Saturday, April 13

Pre-Show THE FAIRMONT WATERFRONT HOTEL

Highlights

9:00 am Guide Store Tours
– Featuring exclusive tour guide
Harold Lloyd
Open to CFIG Members Only
(Registration for this event is required)

Evening Highlights THE FAIRMONT PACIFIC RIM HOTEL

6:30 pm Grocery Showcase West Opening
Night Reception
(Star Sapphire C Room)
A Meet & Greet for 
ALL Attendees and Exhibitors

Sunday, April 14

Conference THE FAIRMONT WATERFRONT HOTEL

Highlights

9:45 am Grocery Showcase West 
Celebratory Brunch 
(Waterfront Ballroom)

11:00 am Keynote Presentation

Dr. Lowell Catlett
Regent’s Professor/Dean and 
Chief Administrative Officer
New Mexico State University’s 
College of Agricultural, Consumer 
and Environmental Sciences

Trade Show VANCOUVER CONVENTION 
CENTRE EAST

12:00 pm - 5:00 pm Grocery Showcase West 
Trade Show
Where the West Meets 
Grocery’s Best

Featuring: 
• Small Canadian Processors Pavilion
• First Time Exhibitors Pavilion
• BC Local Wine Bar @ 
Retailers’ Lounge

Evening Highlights VANCOUVER CONVENTION CENTRE 

WEST – SUMMIT ROOM

7:00 pm Come enjoy the spectacular view 
as you’ve never seen it before!  
Scintillating conversation, tasty 
local culinary delights and a host 
of BC’s fine vintages (and brews) 
await you at the very top of the 
Vancouver Convention Centre’s 
world famous location.
(Registration for this event is required)

Monday, April 15

Conference THE FAIRMONT WATERFRONT HOTEL

Highlights

7:30 am Breakfast Session with 
Harold Lloyd
(Waterfront Ballroom)

9:15 am Conference Session
(Waterfront Ballroom)

Dr. Jim Brandle
CEO, Vineland Research and 
Innovation Centre

10:45 am Keynote Presentation
(Waterfront Ballroom)

CFIG Independent Retail 
Panel Presentation 
Moderated by John Scott

FOUR exceptional retailers
addressing the key industry 
issues of grocery retailing in 
Western Canada

Ishkandar Ahmed 
Choice Markets
Darrell Jones
Overwaitea Food Group
Mike Lovsin
Freson Bros
Ken Schley
Quality Foods

Trade Show VANCOUVER CONVENTION 

CENTRE EAST

12:00 pm - 5:00 pm Grocery Showcase West 
Trade Show
Where the West Meets 
Grocery’s Best

Featuring: 
• Small Canadian Processors Pavilion
• First Time Exhibitors Pavilion
• BC Local Wine Bar @ 
Retailers’ Lounge

Program at a Glance
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Detailed Program

Saturday, April 13

Pre-Show THE FAIRMONT WATERFRONT HOTEL

Highlights
9:00 am NEW Guided Store Tours

Featuring your intrepid and illustrious 
Tour Guide, Harold Lloyd
Meet in the Fairmont Waterfront Lobby

Though you may have seen one or more 
of these Lower Mainland stores previously, 
you have never seen them through the 
eyes of Harold Lloyd!  A not to be missed 
opportunity for information and insight into 
the areas where certain retailers thrive, 
succeed and shine.
Open to CFIG Members Only 
- Registration for Store Tours is required

Sponsored by:

Evening THE FAIRMONT PACIFIC RIM HOTEL

Highlight
6:30 pm Grocery Showcase West

Opening Night Reception
NEW LOCATION @ The Fairmont Pacific Rim Hotel
1038 Canada Place, directly across from the VCC West
Star Sapphire C & Foyer - 3rd Level
Join us for this fabulous Meet & Greet event 
at one of Vancouver’s most stylish venues, 
just steps away from the Vancouver 
Convention Centre.
Open to ALL Attendees & Exhibitors 
of GSW 2013

Sponsored by: 

Beer & Wine Sponsored by:

Sunday, April 14
Conference THE FAIRMONT WATERFRONT HOTEL

Highlights

9:45 am Grocery Showcase West 
Celebratory Brunch
Waterfront Ballroom
Come to this celebratory event to meet 
CFIG’s new President & CEO, and to enjoy a 
lovely Sunday morning Brunch with friends, 
peers and colleagues.
Open to Full Delegates and Sunday 
Conference Registrants

Brunch Sponsored by: 

11:00 am - 12:00 pm Keynote Presentation with 
Dr. Lowell Catlett
Regent’s Professor/Dean and Chief 
Administrative Officer at New Mexico State 
University’s College of Agricultural, 
Consumer and Environmental Sciences.
Waterfront Ballroom

An exciting futurist, providing his inspired 
insight into the current trends in food and 
agriculture, and what this holds in store for 
businesses down the road.

Sponsored by:  

Trade Show VANCOUVER CONVENTION CENTRE EAST

Highlights
12:00 pm - 5:00 pm Grocery Showcase West 

Tradeshow featuring:
• NEW ENHANCED Small Canadian 
Processors Pavilion

• First Time Exhibitors Pavilion
• BC Local Wine Bar (@Retailers’ Lounge)

4:15 pm Top 10 Most Innovative Products 
at Grocery Showcase West 2013!
Retailers! Make sure you cast your ballots for
the Most Innovative Product or Service you 
discovered at Grocery Showcase West, and 
you will be entered in the draw for a KEY that 
may start the 2014 Ford Mustang Convertible 
at Grocery Innovations Canada 2013!

4:30 pm Daily Prize Draw 
Retailer’s Lounge

Sponsored by: 

Evening VANCOUVER CONVENTION CENTRE WEST

Highlight
7:00 pm - 10:00 pm Grocery Showcase West 2013

Food & Drink Festival
Summit Room - Third Level

Enjoy the spectacular view from every angle 
of this gorgeous space at the Vancouver 
Convention Centre West building.  Scintillating
conversation, tasty local culinary delights and 
a host of BC’s fine vintages and microbrews, 
await you at the very top of this world 
famous location.

Dinner sponsored by:

Venue Sponsored by: 

Entertainment Sponsored by: 

Wine & Beer Sponsored by: 

SUNDAY, APRIL 14, 2013 VANCOUVER CONVENTION CENTRE EAST
MONDAY, APRIL 15, 2013
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Monday, April 15

Conference THE FAIRMONT WATERFRONT HOTEL

Highlights

7:30 am - 9:00 am Breakfast Speaker Session
Harold Lloyd, Retail Expert
Waterfront Ballroom
If you weren’t able to join Harold Lloyd and 
crew on Saturday’s Guided Store Tours, (or 
even if you were) you’re in luck, because 
there is yet more to learn!  Join Harold as he 
provides an entertaining and informative 
debrief from the tours.

Breakfast Sponsored by: 

Breakfast Speaker Sponsored by: 

9:15 am - 10:00 am Conference Session
Dr. Jim Brandle, CEO of Vineland Research 
and Innovation Centre
Waterfront Ballroom

A true visionary, Dr. Jim Brandle will speak 
to the research driving current innovations, 
and the opportunity that this presents for 
independent grocery retailing.

Speaker Sponsored by:  

10:00 am - 10:30 am Kraft Mix & Mingle Coffee Break
Waterfront Foyer

Sponsored by: 

10:30 am - 12:00 pm Panel of CFIG Retailers 
moderated by John F.T. Scott
President & CEO, The Canadian Federation 
of Independent Grocers

Waterfront Ballroom

Join John Scott as he discusses the individual
perspectives of four respected practitioners 
in the grocery industry at a critical stage in 
its competitive evolution.

Featuring:  
• Mike Lovsin, Freson Markets
• Darrell Jones, Overwaitea Food Group
• Ishkander Ahmed, Choices Markets
• Ken Schley, Quality Foods

Sponsored by:

Trade Show VANCOUVER CONVENTION CENTRE EAST

Highlights

12:00 pm - 5:00 pm Grocery Showcase West 
Tradeshow featuring:
• NEW ENHANCED Small Canadian 
Processors Pavilion

• First Time Exhibitors Pavilion
• BC Local Wine Bar (@Retailers’ Lounge)
• Top 10 Most Innovative Products 
2013 Display

4:15 pm Daily Prize Draw 
Retailer’s Lounge

Sponsored by:

Detailed Program
SUNDAY, APRIL 14, 2013 VANCOUVER CONVENTION CENTRE EAST
MONDAY, APRIL 15, 2013



TIRED OF COOKIE CUTTER ADVICE?
Whether you are a manufacturer, distributor, retailer or investor in the food and beverage sector, today’s complex 
marketplace demands sophisticated solutions. To achieve more, you need integrated and personalized consulting 
and tax strategies that go beyond traditional accounting. That’s where MNP can help. 

From the consumer’s plate to the farm gate, MNP has been helping Agri-food businesses succeed since 1945. 
Today, we serve more than 15,000 Ag and Agri-food clients and have invested more time and resources into 
understanding the Agri-food industry than any other chartered accountancy firm in Canada. With professionals 
from Nanaimo to Montreal, we go beyond cookie cutter advice to help you keep more of your dough.

Contact Andrew Raphael, Director, Food & Ag Manufacturing at 1.877.688.8408 or andrew.raphael@mnp.ca.
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Thanks to Our Sponsors
Grocery Showcase West 2013 Would Like to Thank its Sponsors For Their Support
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Exhibitors by Booth Number
2013 Floorplan
SUNDAY, APRIL 14, 2013 VANCOUVER CONVENTION CENTRE EAST
MONDAY, APRIL 15, 2013

Booth Number Company Name
301 Morgan Williams
303 Ocean Brands
305 Canadian Grocer Magazine
307 Distribution Canada Inc. (dci)
309 Flyer Pro
314A Sunshine Pickles
315 Trugs Gourmet Foods Ltd.
400 Fresh Is Best Salsa Company
401 AWP/Advance Wire Products Ltd.
404 Federated Insurance
406 Van Amerongen and Son Inc.
409 I-D Foods Corporation
410 Spartan Foods of America, Inc. 
414 Unitex Sales Ltd.
415 LB Maple Treat Corp.
500 Krinos Foods Canada
501 La Panzanella Artisanal Foods Co. 
505 McCain Foods Canada
514 Parmalat Canada Inc
515 PepsiCo Canada
518 Cyba Stevens (Vita Coco)
519 National Importers
522 DirectCash Payments Inc.
600 Mom Brands
601 Solo Cup Canada Inc
605 CROSSMARK Canada Inc.
609 Unilever Canada
615 Nestlé Canada Inc. 
618 CHO America
619 International Pacific Sales
620 Digi Canada Inc.
623 GLH Vending
700 Hussmann Canada Inc.
700 Jones Food Store Equipment Ltd
701 Jet Label
705 Piller Fine Foods
706 Ketchum Manufacturing
709 Canadian Food  & Grocery Industry Guide
711 The Grocery People Ltd. (TGP)
715 Weston Foods Inc. 
718 Amerlux Lighting Solutions
720 K. International Trading & Gia Foods Ltd.
722 Dyna-Pro Environmental
723 Inform Food Brokerage
800 Proctor & Gamble
801 Howell Data Systems
804 Tree of Life, a KeHe Company
815 Kruger Products L.P.
819 L’Oliveraie Quality Whole Foods Inc.
821 Dan-D Foods Ltd. 
901 Coca-Cola Refreshments Inc.
904 Rogers Sugar Ltd.
905 Pacific Western Brewing
907 Maple Leaf Foods
908 Saputo Dairy Products Canada GP
914 Sun-Rype Products Ltd.
915 Kraft Canada Inc.

Booth Number Company Name
918 Euro-Excellence
921 Frobisher International Enterprise Ltd.
1001 Loblaw Companies Limited
1004 Western Grocer Magazine 
1005 Old Dutch Foods Ltd.
1009 ConAgra Foods 
1015 Agropur Cooperative 
1100 Arneg Canada Inc.
1101 Advantage Sales & Marketing Canada
1105 Systemes LMP Inc
1106 FMS Solutions
1108 Campbell Soup
1109 Associated Grocers 
1115 General Mills Canada
1119 Keurig (GMCR Canada)
1201 EcoDurable Products by Colnuck
1203 Atlantic Stainless Fabricators Ltd. 
1204 River Ranch Fresh Foods
1205 A. Bosa & Co. Ltd. (Bosa Foods) 
1206 Burnbrae Farms Ltd.
1215 Mondelez Canada Inc.
1218 Trumps Food Interests Ltd.
1220 Ishida Canada Inc.
1223 Mirab Canada
1300 Acosta Sales & Marketing
1315 Dairy Farmers of Canada
1320 Chapman’s Ice Cream
1322 Koko Patisserie
1323 Nimbus Water Systems Inc.
1401 Trimpac Sysco Inc. 
1403 Grocery Business Media Inc.
1406 WorkSafeBC
1408 Brencar
1411 Heatcraft Worldwide Refrigeration
1415 A Lassonde Inc.
1509 Organika Health Products
1510 Nature’s Path Foods
1514 Jack Links Canada Company
1519 Surface Renewal Systems / BASF
1520 Bee Potion (Sage Valley Marketing Ltd)
1521 4R Planet Products
1523 True Earth Paper Corporation
1525 Lions Port Products Inc. 
1527 Spolumbo’s Sausages
1730 OK Frozen Dough
1732 Bee Maid Honey Limited
1744 Bagcraft Papercon
1748 GBS Foodservice Equipment Inc.
1754 SKS Novelty Co. Ltd.
1756 JD Farms Specialty Turkey
1758 Global Collective Design Inc. 
1760 DP World Canada
1762 Joy of the Mountains/Orega Pet
1764 Perfect Shakers
1766 Lower Mainland Biodiesel Waste & 

Cooking Oil Recycling Inc.
1768 Gatekeeper Systems Canada Ltd.
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4R Planet Products 1521
8620 Harbour Heights Road, 
Vernon, BC  V1H 1J8
info@4rplanetproducts.com
www.4rplanetproducts.com

A Lassonde Inc. 1415
5-1250 W 6th Avenue, 
Vancouver, BC  V6H 1A5
P: 604-340-8377
john.carlos.torres@lassonde.com
www.lassonde.com

A. Bosa & Co. Ltd. 1205
(Bosa Foods) 
1465 Kootenay Street, 
Vancouver, BC  V5K 4Y3
P: 604-253-5578
F: 604-253-5656
sales@bosafoods.com
www.bosafoods.com
Bosa Foods is a leader in importing and 
distributing over 7,000 Italian and Mediter-
ranean specialty food products to the retail
and foodservice markets of the Northwest.

Acosta Sales & Marketing 1300
#100-9440 202 Street, 
Langley, BC  V1M 4A6
P: 604-881-1414
F: 604-881-1092
www.acosta.com
Major Grocery Brands from:Baking, Dry
Goods, Househould, Personal Care, Jams,
Condiments, Beverages.

Advantage Sales & 1101
Marketing Canada 
#115-7455-132nd Street, 
Surrey, BC  V3W 1J8
P: 604-572-8686
F: 604-572-6006
teddie.edmundson@asmnet.com
www.asmnet.com
Advantage represents brands from dry
goods, frozen, condiments, beverages, per-
sonal care, household, baking and pet sup-
plies. We look forward to seeing you there.

Agropur Cooperative 1015
101 boul. Roland-Therrien, Suite 600
Longueuil, PQ  J4H 4B9
P: 450-646-1010 X4564
F: 450-646-1561
josee.lessard@agropur.com
Agropur is the largest dairy cooperative in
Canada with such popular brands as Natrel,
Sealtest, iogo, Olympic, Oka, Island Farms and
Agropur Grand Cheddar.

Amerlux Lighting Solutions 718
23 Daniel Road East, 
Fairfield, NJ  07004
P: 973-882-5010 X228
F: 973-882-2605
dknickerbocker@amerlux.com
www.amerlux.com

Arneg Canada Inc. 1100
18 Richelieu Street, 
Lacolle, PQ  J0J 1J0
P: 450-246-3837
F: 450-246-4428
nquenneville@arnegdml.com
www.arnegcanada.com
Manufacturer of refrigerated display cases.

Associated Grocers 1109
7100 44th Street SE, 
Calgary, AB  T2C 2V7
P: 403-236-6300
F: 403-236-3969
ian_dickson@associatedgrocers.ca
www.associated-grocers.com
Associated Grocers, a division of Buy-Low
Foods, is a full service wholesaler to over
900 independent retailers in BC,AB & SK
with distribution centers in Surrey BC & Cal-
gary AB. Proud to be the “Home to the Inde-
pendent” for 86 years in Western Canada
1927-2013.

Atlantic Stainless 1203
Fabricators Ltd. 
62 Howden Road, 
Scarborough, ON  M1R 3E9
P: 416-285-5535
F: 416-285-6649
mrafik@bellnet.ca

AWP/Advance Wire 401
Products Ltd. 
19095-24th Avenue, 
Surrey, BC  V3S 3S9
P: 604-541-4666
F: 604-541-4669
richardk@awp.ca
www.awp.ca
Located in South Surrey, AWP has been a
leader in innovative merchandizing solu-
tions in metal, plastic, wood and wire for
sixty years!

Bagcraft Papercon 1744
3900 West 43rd Street, 
Chicago, IL  60632
P: 773-843-8014
tmazur@pkdy.com

Bee Maid Honey Limited 1732
625 Roseberry Street, 
Winnipeg, MB  R3H 0T4
P: 204-786-8977
F: 204-783-8468
honey@beemaid.com
www.beemaid.com
Bee Maid Honey Limited - supplier of 100%
pure Canadian honey. Packaging operations
are HACCP & SQF certified and recognized by
the Canadian Food Inspection Agency (CFIA).

Bee Potion 1520
(Sage Valley Marketing Ltd) 
Box 635, 
Rosedale Station, AB  T0J 2V0
P: 403-823-8664
F: 403-823-7670
sales@sagevalleymarketing.com
www.beepotion.com
Bee Potion, natures magic. 95% propolis -
Bee Potion’s magical ingredient. The natural
anti-bacterial, anti-oxidant and antiviral prop-
erties fight sore throats, colds and more.

Brencar 1408
#207-15272 Croydon Drive, 
Surrey, BC  V3S 0Z5
P: 604-531-5122
F: 604-531-5106
info@Brencar.com
www.Brencar.com
Brencar is Canada’s leader in supplying the
finest Government Approved, NSF, User
Friendly, Bulk Food Dispensing Systems
available in North America. Bulk, The Ulti-
mate Green Packaging- BULK UP!

Burnbrae Farms Ltd. 1206
RR #1, 3356 County Road No. 27, 
Lyn, ON  K0E 1M0
P: 613-345-5651
F: 613-345-6946
general@burnbraefarms.com
www.burnbraefarms.com
Burnbrae Farms sells eggs and egg prod-
ucts to major grocery store chains, food
service operations and large bakery/indus-
trial customers throughout Canada.

Campbell Soup 1108
60 Birmingham, 
Mississauga, ON M8V 2B8
P: 416-251-1117
www.campbellsoup.ca
Exciting New Innovation!

Canadian Food & Grocery 709
Industry Guide 
4917 Prospect Avenue, 
Victoria, BC  V9E 1J5
P: 250-708-0427
F: 250-708-0429
fred@contactcanada.com

Canadian Grocer Magazine 305
One Mount Pleasant Road, Floor 7
Toronto, ON  M4Y 2Y5
P: 416-764-2005
F: 416-764-1523
meagan.kashty@rci.rogers.com
www.canadiangrocer.com
Canadian Grocer is the #1 publication of the
grocery industry and has supported Canadi-
an independents for over 125 years, reach-
ing 70,000 readers every month.
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Heatcraftrpd.com/FAST

Okay, so we don’t really paint racing flames on our Mobile Merchandisers. 

But everything about them is built for your fast-paced store. Plug-and-play 

feature allows for quick relocation to high-tra!c areas, o"ering grab-and-

go convenience for your shoppers. Medium and low temperature options provide merchandising 

flexibility for food products like ready-to-go meals. And easy installation saves you time when it comes 

to store planning. To learn more, visit us online today. And make it fast.

!"#$%&' (%&)$#%&' (*+,'

The company behind the brands you trust.

Check out our cool 
new innovation center.
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Chapman’s Ice Cream 1320
100 Chapman’s Crescent, 
PO Box 379, 
Markdale, ON  N0C 1H0
P: 800-265-9110
F: 519-986-4280
bedrockf@shaw.ca
www.chapmans.ca
Chapman’s Ice Cream is Canada’s largest
independent ice cream manufacturer. All
Chapman’s dairy products are produced
with 100% Canadian milk.

CHO America 618
1250 boul René-Lévesque Ouest, 
Suite 2200
Montreal, PQ  H3B 4W8
P: 514-245-0508
F: 450-475-6615
stephen@cho-america.com
www.choamerica.com
Natural and organic olive oil producer. Terra
Delyssa Brand.  Can do private label bottles,
drums, totes, pet & tins.

Coca-Cola Refreshments Inc. 901
42 Overlea Boulevard, 
Toronto, ON  M4H 1B8
P: 416-424-6115
F: 416-424-6182
elmurdock@coca-cola.com

ConAgra Foods 1009
5935 Airport Road, 
Suite 405
Mississauga, ON  L4V 1W5
P: 416-679-4200
www.conagrafoods.ca
At ConAgra Foods, we’re proud to make
the food you love, and the food we make
you can count on for quality, convenience
and always great taste!

CROSSMARK Canada Inc. 605
2233 Argentia Road, Suite 112
Mississauga, ON  L5N 2X7
P: 905-363-1000 X231
F: 905-363-0710
craig.wright1@crossmark.com

Cyba Stevens 518
(Vita Coco) 
13351 Commerce Parkway, Suite 1163
Richmond, BC  V6V 2X7
P: 604-242-5043
alison.lemaster@cybastevens.com

Dairy Farmers of Canada 1315
1801 McGill College Avenue, 
Suite 700
Montreal, PQ  H3A 2N4
P: 514-284-1092 X240
F: 514-284-0449
sabrina.paquette@dfc-plc.ca

Dan-D Foods Ltd. 821
11760 Machrina Way, 
Richmond, BC  V7A 4V1
P: 604-274-3263
F: 604-274-3268
info@dan-d-pak.com
www.dan-d-pak.com
Dan-D Foods Ltd. Is an importer, manufac-
turer and distributor of cashews, dried fruits,
rice crackers, snack foods, spices, and other
packaged foods from around the world.

Digi Canada Inc. 620
87 Moyal Court, 
Concord, ON  M3C 1E4
P: 905-879-0833 X248
F: 905-879-4008
nicolae.berbec@digicanada.ca
www.digicanada.ca

DirectCash Payments Inc. 522
#6, 1420 28th Street N.E., 
Calgary, AB  T2A 7W6
P: 403-387-2183
F: 403-451-3083
awilderman@directcash.net

Distribution Canada Inc. (dci) 307
3425 Harvester Road, 
Suite 102
Burlington, ON  L7N 3N1
P: 905-681-3933
F: 905-681-0314
sharon@distributioncanada.ca
www.distributioncanada.ca
dci is a national organization of indepen-
dent grocers that fosters collaboraborative
selling relationships between its sharehold-
ers, manufacturers and key stakeholders in
the Canadian grocery industry.

DP World Canada 1760
777 Centennial Road, 
Vancouver, BC  V3E 2Y8
P: 604-252-2523
F: 604-252-2494
kerry.lige@dpworld.com
www.dpworld.ca
Barge service providing the transportation
of goods between Vancouver and Vancou-
ver Island.

Dyna-Pro Environmental 722
565 Roseberry Street, 
Winnipeg, MB  R3H 0T3
P: 204-774-5370
F: 204-774-5397
dynapro@dyna-pro.com
www.dyna-pro.com
Canadian company, manufacturing water
purification equipment for 20+ years. Our
ultra-pure water dispensers feature low
maintenance, many safety features, and
generate up to 95% profit!

EcoDurable Products 1201
by Colnuck 
2910 Ellwood Drive SW, 
Edmonton, AB  T6X 0A9
P: 866-592-2247
F: 780-481-5099
info@colnuck.com
www.colnuck.com
Western Canada’s leading supplier of cus-
tom-made reusable bags and other innova-
tive items, made from different environmen-
tally friendly materials. Experience quality
and superior customer service.

Euro-Excellence 918
305 Av. Liberte, 
Candiac, PQ  J5R 6Z7
P: 450-632-9440
F: 450-632-4645
info@euro-excellence.ca

Federated Insurance 404
255 Commerce Drive
Winnipeg, MB R3P 1B3
P: 204-786-6431
F: 204-783-4443
mauro.ditullio@federated.ca
www.federated.ca

Flyer Pro 309
505 Queen Street, 
Newmarket, ON  L3Y 2H3
P: 905-953-7977 X112
F: 905-830-3581
info@flyerpro.ca
www.flyerpro.ca
Flyer Pro is a productivity tool that empow-
ers you to become MORE EFFICIENT, STAY
ORGANIZED, and be SMARTER when plan-
ning and executing your flyers.

FMS Solutions 1106
5331 SW Macadam Avenue, Suite 339
Portland, OR  97239
P: 503-201-9892
F: 503-388-3198
robint@fmssolutions.com
www.fmssolutions.com
For 38 years, FMS Solutions has helped
independent retail grocers succeed by
transforming historic accounting and finan-
cial activities into timely, accurate decision
support tools. FMS proudly serves over
2,220 customers across North America.

Fresh Is Best Salsa Company 400
12-1425 Caribou Place, 
Kamloops, BC  V2C 5Z3
P: 250-377-7555
F: 250-377-8148
info@freshisbest.ca
www.freshisbest.ca
Specializing in fresh salsa, dips and tortilla
chips, made from natural ingredients. Salsa
(mild, medium, hot) guacamole, tortilla
chips, and more!
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Frobisher International 921
Enterprise Ltd. 
1380 Cliveden Avenue, 
Delta, BC  V3M 6K2
P: 604-525-3333
F: 604-525-1111
mark.hendrickson@oceanmama.ca

Gatekeeper Systems 1768
Canada Ltd. 
272 Galaxy Boulevard, 
Etobicoke, ON  M9W 5R8
P: 888-525-3564
F: 416-798-1978
canadasales@gatekeepersystems.com
www.gatekeepersystems.com
Gatekeeper Systems cart containment solu-
tions utilize locking wheel technology to
reduce shrink by putting an end to cart
based shoplifting and shopping cart loss.

GBS Foodservice 1748
Equipment Inc. 
951 Matheson Blvd East, 
Mississauga, ON  L4W 2R7
P: 905-897-2333
F: 905-897-2334
rdouglas@gbscooks.com
www.gbscooks.com
GBS offers a full line of combi-ovens, blast
chiller/freezers, heated and refrigerated dis-
play cases, fryers, gas or electric rotisseries,
on-site training and Canada wide
service/support.

General Mills Canada 1115
#100, 6060-90 Ave SE, 
Calgary, AB  T2C 5B7
P: 403-203-5958
www.generalmills.ca
General Mills Canada is proud to introduce
our newest addition - Yoplait.

Glenwood Label and Box 520
Manufacturing Ltd.
117-15 Braid Street,
New Westminster, BC V3L 5N7
P: 604-522-8980
rschletz@glenwoodlabel.com

GLH Vending 623
PO Box 2391, 
Kelowna, BC  V1X 6A5
P: 250-870-3643
F: 250-861-5598
info@glhvending.com
www.glhvending.com
GLH Vending is Canada’s leading provider of
no cost vending programs to over 6000 loca-
tions in Canada. We service, and we pay you.
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Global Collective 1758
Design Inc. 
Suite 130 - 11300 No. 5 Road, 
Richmond, BC  V7A 5J7
P: 604-277-9963
F: 604-277-3177
gtaylor@globalcollective.ca

GMCR Canada 1119
3700 Rue Jean-Rivard, 
Montreal, PQ  H1Z 4K3
P: 514-789-4886
F: 514-593-8755
shenif.kassam@gmcr.ca
www.keurig.com
Brewing excellence one cup at a time.
Keurig Inc. is a world-wide industry leader
in single-cup coffee brewing technology.

Grocery Business 1403
Media Inc. 
460 Queens Quay West, 
Suite 702E
Toronto, ON  M5V 2Y4
P: 416-817-5278
danbordun@grocerybusiness.ca
www.grocerybusiness.ca
Canada’s Grocery Magazine.

Heatcraft Worldwide 1411
Refrigeration 
5201 Transport Blvd., 
Columbus, GA  31907
P: 706-568-1514
F: 706-569-5359
catherine.reinehr@heatcraftrpd.com
www.heatcraftrpd.com
Heatcraft Worldwide Refrigeration, through
its Kysor/Warren brand, provides energy-
efficient commercial refrigeration solutions
for the supermarket industry, including
quality merchandise display cases and inno-
vative refrigeration systems.

Howell Data Systems 801
170-1 Memorial Avenue, Suite 202
Orillia, ON  L3V 7M9
P: 800-410-6871
sales@howelldatasystems.com

Hussmann Canada Inc. 700
5 Cherry Blossom Road, 
Bldg 1, Unit 3, 
Cambridge, ON  N3H 4R7
P: 519-653-9980
F: 519-653-1805
lianne.tombol@hussmann.com
www.hussmann.com
Hussmann enables excellence in food retail-
ing with merchandising and display equip-
ment, refrigeration systems, installation, ser-
vice, maintenance, energy solutions, food
quality expertise and store planning services.

I-D Foods Corporation 409
1800 Autoroute Laval, 
Laval, PQ  H7S 2E7
P: 450-687-2680 X2117
F: 450-682-4797
mftaylor@idfoods.com

Inform Food Brokerage 723
2286 Holdom Avenue, 
Burnaby, BC  V5B 4Y5
P: 604-324-0565
F: 604-324-1215
slewis@informbrokerage.com
www.informbrokerage.com
Fentimans. Playboy Energy Drink. Viau
Foods. Ivanhoe Cheese. Sukhi’s. Tai Foong
Usa. Fontaine Sante. Peanut Butter & Co.

International Pacific Sales 619
22111 Fraserwood Way, 
Richmond, BC  V6W 1J5
P: 604-273-7035
F: 604-273-6720
dougs@intlpac.com
www.internationalpacificsales.com
International Pacific Sales Food Service &
Retail Sales. Dedicated to Thought for Food
representing Calvo Growers, Earthbound
Farm, Frozen Idea, Worldwide (Foods),
Nana’s Kitchen and Pace Processing

Ishida Canada Inc. 1220
12692 82nd Avenue, 
Surrey, BC  V3W 3G1
P: 778-578-2928
F: 778-578-2927
billtaylor@ishidacanada.ca
www.ishidacanada.com
It is Ishida Canada’s primary goal to make
life more convenient and profitable for our
customers, through our weighing technolo-
gy and our “Customer First” policy.

Jack Links Canada Company 1514
2430 Meadowpine Blvd., Suite 109
Mississauga, ON  L5N 6S2
P: 905-542-2185
F: 905-542-7454
canada@jacklinks.com
www.jacklinks.com
Canadian, North American and Global
leader in manufacturing and marketing of
shelf stable meat snacks including Jerky,
Nuggets, Sticks and Pepperoni.

JD Farms Specialty Turkey 1756
24726 52 Avenue, 
Langley, BC  V2Z 1E2
P: 604-856-2431
F: 604-856-2437
turkey@jdfarms.ca
www.jdfarms.ca
Turkeys raised under the JD Farms specialty
turkey certification are fed a natural diet of
grain, vitamins and minerals, without any
antibiotics or animal by-products.

Jet Label 701
9445 49 Street, 
Edmonton, AB  
T6B 2L8
P: 866-440-5135
sales@jet-label.com
www.jet-label.com
Jet Label is Western Canada’s largest label
manufacturer offering a complete selection
of stocked and customized labels, printed
tape, tags and tickets.

Jones Food Store 700
Equipment Ltd 
2896 Norland Avenue, 
Burnaby, BC  
V5B 3A7
P: 604-294-6321
F: 604-294-4087
info@jonesfood.com
www.jonesfoodequip.com
Jones enables excellence in food retailing
with merchandising and display equipment,
refrigeration systems, installation, service,
maintenance, energy solutions, food quality
expertise and store planning services.

Joy of the Mountains/ 1762
Orega Pet 
Box 1058, 
Lumby, BC  
V0E 2G0
P: 866-547-0268
F: 866-547-0248
joyofthemountains@yahoo.ca
www.joyofthemountains.com
OregaPet (www.oregapet.com) is a new line
of natural pet products, from the makers of
the award-winning health supplement, Joy
of the Mountains Oil of Oregano.

K. International Trading 720
& Gia Foods Ltd. 
Suite 120-13471 Vulcan Way, 
Richmond, BC  
V6V 1K4
P: 604-505-7423
F: 604-278-7423
fharris@giafoods.com

Ketchum Manufacturing 706 
1245 California Avenue, 
Brockville, ON  
K6V 7N5
P: 613-342-8455
F: 613-342-7550
jasonb@ketchum.ca
www.ketchum.ca
Ketchum manufactures and distributes cus-
tom printed signage for every area of the
grocery store. We sell direct to food suppli-
ers and grocer stores or distributors.
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Koko Patisserie 1322
#102-1205 Broad Street, 
Regina, SK  S4R 1Y2
P: 306-581-9271
F: 306-352-0132
kmpunshon@accesscomm.ca
www.kokopatisserie.com
A hand crafted fusion of all things good and
fresh. Only the finest ingredients - including
Saskatchewan-sourced organic flour, real
butter and Callebaut chocolate.

Kraft Canada Inc. 915
95 Moatfield Drive, 
Toronto, ON  M3B 3L6
P: 416-441-5000
www.kraftcanada.com
Kraft Canada is a leader in the Canadian
food industry with a wide portfolio of
brands consumers know and trust. We are
committed to collaborative partnerships
with our customers and retailers across the
indusrty. Please visit our booth to learn
more about our exciting 2013 product inno-
vations, powerful merchandising materials
and impactful consumer media advertising.

Krinos Foods Canada 500
198-12759 Vulcan Way, 
Richmond, BC  V6V 3C8
P: 604-247-0011
F: 604-247-0021
robertm@krinos.ca
www.krinos.ca
Specialty imported foods from Greece. Feta
experts both imported and domestic. Spe-
cialty fillo baked/frozen goods. Supplier of
traditionally made Greek yogurt.

Kruger Products L.P. 815
1900 Minnesota Court, Suite 200
Mississauga, ON  L5N 5R5
P: 905-812-6900
F: 905-812-6910
steve.turner@krugerproducts.ca
www.krugerproducts.ca
Kruger Products L.P. is a leading Canadian
manufacturer and distributer of tissue and
paper towel products for consumer, in-
house use and commercial away-from-
home use.

La Panzanella Artisanal 501
Foods Co. 
18300 Cascade Ave South, 
Tukwila, WA  98188
P: 206-903-0500
F: 206-577-3406
sales@lapanzanella.com
www.lapanzanella.com
La Panzanella Artisanal Foods Co. bakes rus-
tic, all-natural and Kosher Croccantini crack-
ers. Added to the product line for 2013- Dol-
cetini (sweet little bites) Shortbread.
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LB Maple Treat Corp. 415
5608 Goring Street, #8
Burnaby, BC  
V5B 3A3
P: 604-731-4422
F: 604-731-4413
gloriad@Lbmapletreat.com
www.LBmapletreat.com
Pure maple syrup, certified organic maple
syrup, maple cookies, candies, spreads, tea
and coffee.

Lions Port Products Inc. 1525
#25 - 10238 - 155A Street, 
Surrey, BC  V3R 0V8
P: 604-589-7678
lionsportproducts@gmail.com

Light metal fabricator of POP merchandisers,

store fixtures, pallet decking, and displays.

Custom solutions, CAD design, prototype

production and in-house powder coating.

Loblaw Companies Limited 1001
400 Avenue Sainte-Croix, 
Montreal, PQ  H4N 3L4
P: 514-383-8800  F: 514-383-2843
sdoth@provigo.ca
brian.atkinson@loblaw.ca
National supplier to independent stores and
affiliates. Supplier of No Name and Presi-
dent’s Choice products.

L’Oliveraie Quality Whole 819
Foods Inc. 
214-470 Granville Street, 
Vancouver, BC  V6C 1V5
P: 604-569-3699
F: 604-569-1331
info@oliveraiefoods.ca
www.oliveraiefoods.ca
L’Oliveraie Quality Whole Foods Inc. is a
Canadian wholesaler of Quality whole food
products. L’Oliveraie Quality Whole Foods
Inc. is the exclusive representative of all
John Greek Products.

Lower Mainland Biodiesel 1766
Waste & Cooking Oil 
Recycling Inc. 
14 / 15-19427 92 Ave, 
Surrey, BC  V4N 4G6
P: 778-298-5500  F: 778-298-5500
info@lowermainlandbiodiesel.com
www.lowermainlandbiodiesel.com
We collect used cooking oil and process it
into biodiesel; a clean-burning alternative
energy. We also sell and service automated
oil collection/handling equipment.

Maple Leaf Foods 907
6350-203rd Street, 
Langley, BC  V2Y 1L9
P: 604-539-0400
www.mapleleaffoods.com
Maple Leaf Natural Selections and Schnei-
der Country Naturals are great tasting
products that consumers feel confident
serving because they are crafted with quali-
ty natural ingredients.
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McCain Foods Canada 505
439 King St. West, 
Toronto, ON  M5V 1K4
P: 514-352-6302
F: 514-352-4446
dsmichau@mccain.ca
www.mccain.ca
Visit the McCain team at booth #505 to find
out more about the latest innovative prod-
ucts in frozen food. McCain, It’s All Good!

Mirab Canada 1223
801-B Baker St., 
Cranbrook, BC VIC 1A3
P: 250-417-3480
F: 250-426-4239
johnsmits@telus.net
We sell Pecos Bill’s Beef Jerky (National brand)
and several Private Label Corporate Brands.

Mom Brands 600
80 South 8th, 
Minneapolis, MN  55402
P: 905-533-0100
rjsinclair@mombrands.com
www.sallyscereal.ca
Mom Brands - The leader in providing retail-
ers and consumers great tasting cereals, in an
environmentally friendly bag, at a great price.

Mondélez Canada Inc. 1215
2660 Matheson Blvd. East, 
Mississauga, ON  L4W 5M2
P: 416-441-5874
F: 416-441-5013
bsekand@mdlz.com
www.mondelezinternational.com
At Mondélez International we provide life’s
delicious moments of joy through the
world’s favourite brands - products that
make people smile! Learn about our exciting
product innovations, merchandising materi-
als & media advertising.

Morgan Williams 301
7045A Tomken Road, 
Mississauga, ON  L5T 1C4
P: 905-696-0226
F: 905-696-7936
barry@intfoodbrokers.com
www.morganwilliams.ca
Morgan Williams import and distribute
British grocery and confectionary to retail-
ers across Canada. We will be shocasing
our top sellers and new lines for 2013.

National Importers 519
120-13100 Mitchell Road, 
Richmond, BC  V6V 1M8
P: 604-324-1551
F: 604-324-1553
janinesibley@nationalimporters.com
www.nationalimporters.com
National Importers features an extensive line
of specialty foods including Patak’s, Tosca
and many others. We bring the world to you.

Nature’s Path Foods 1510
9100 Van Horne Way, 
Richmond, BC  V6X 1W3
P: 604-248-8777
cereal@naturespath.com
www.naturespath.com
Delicious organic, non-GMO Project Verified
and gluten free cereals, granolas, oatmeals,
waffles and snacks from Nature’s Path,
Enviro Kidz and Que Pasa brands.

Nestlé Canada Inc. 615
5970 Centre Street S.E., Suite 100
Calgary, AB  T2H 0C1
P: 403-319-2417
F: 403-253-3001
cory.holeha@ca.nestle.com
www.nestle.ca
Nestlé provides Canadians with the best-
tasting, most nutritious food and beverages
for every occasion, from morning to night.

Nimbus Water Systems Inc. 1323
928 Wilson Avenue, 
Toronto, ON  M3K 1E4
P: 800-508-7125
steve@nimbuswatersystems.com
www.nimbuswatersystems.com
Full service water systems company. Best
range of equipment and options for both
vended and store-use water. Purchase, leas-
ing, rental and revenue share available.

Ocean Brands 303
#100-3600 Lysander Lane, 
Richmond, BC  V7B 1C3
P: 604-242-0030
F: 604-242-0029
talktous@oceanbrands.com
www.oceanbrands.com
Ocean Brands continues to find new innova-
tive products made of the highest quality.
Try our NEW, AUTHENTIC PASTA SAUCES
made in the HEART OF ITALY!

OK Frozen Dough 1730
4145 Spallumcheen Drive, 
Armstrong, BC  V0E 1B6
P: 250-546-0311
info@okfrozendough.com
www.okfrozendough.com
OK Frozen Dough produces a wide range of
frozen bread and bun dough including: whole
grain products, our own signature products,
and a retail line labeled Knead to Bake.

Old Dutch Foods Ltd. 1005
100 Bentall Street, 
Winnipeg, MB  R2X 2Y5
P: 204-632-0249
F: 204-632-7016
www.olddutchfoods.com
All natural Old Dutch Potato, Dutch Crunch
Kettle, and Restaurant Tortilla Chips and
Salsa. At Old Dutch Foods, quality lives here
and sharing starts here.
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Organika Health 1509
Products 
13480 Verdun Place, 
Richmond, BC  V6V 1V2
P: 604-277-3302
F: 604-277-3352
henry@organika.com
www.organika.com
Organika is a manufacturier and supplier of
over 500 supplement products including
functional foods. Proudly Canadian- contact
us for Organika or Private Label products.

Pacific Western Brewing 905
3876 Norland Avenue, 
Burnaby, BC  V5G 4T9
P: 604-421-2119
F: 604-421-0655
jfrost@pwbrewing.com

Parmalat Canada Inc 514
1939 Centre Avenue SE, 
Calgary, AB  T2E 0A8
P: 403-221-9500
F: 403-221-9583
angela_cove@parmalat.ca
www.parmalat.ca
Parmalat Canada produces milk and dairy
products, fruit juices, cultured and cheese
products as well as table spreads. Our
brands include Beatrice, Lactantia, Astro,
Black Diamond and Balderson.

PepsiCo Canada 515
5550 Explorer Drive, 
8th Floor
Mississauga, ON  L4W 0C3
P: 289-374-5000
www.pepsico.ca
PepsiCo Canada is home to some of the
world’s most recognized and respected
brands. PepsiCo will feature occasion-based
merchandising solutions and new product
innovation.

Perfect Shakers 1764
PO Box 21028, 
Leduc, AB  T9E 6R4
P: 866-759-5058
info@teamperfect.ca

Piller Fine Foods 705
443 Wismer Street, 
Waterloo, ON  N2K 2K6
P: 403-275-2249
rosariochiodo@pillers.com
www.pillers.com
With over 50 years of producing superior
quality deli products, Piller’s continues to
innovate with our NEW and tasty Simply
Free line of gluten and allergy free deli
meats and sausages.

Procter & Gamble 800
4711 Yonge Street, 
Toronto, ON  M2N 6K8
P: 416-730-4317
F: 416-730-4339
www.pg.com
P & G grows by touching and improving
more consumers’ lives in more parts of the
world...more completely.

River Ranch Fresh Foods 1204
1156 Abbott Street, 
Salinas, CT  93901
P: 831-758-1390
F: 831-755-8281
www.riverranchfreshfoods.com
River Ranch Fresh Foods markets high
quality field fresh commodity vegetables,
offering full service consolidation, supplying
North America and Canada retail, foodser-
vice and club stores.

Rogers Sugar Ltd. 904
P.O. Box 2150, 
Vancouver, BC  V6B 3V2
P: 604-258-4375
F: 604-258-4491
gobillot@lantic.ca

Saputo Dairy Products 908
Canada GP 
6800 Lougheed Hwy, 
Burnaby, BC  V5A 1W2
P: 604-420-6611
F: 604-444-7303
www.saputo.com
Manufacturer & distributor of a vast range
of fluid & cultured dairy products, cheeses
and beverages. We market under well
known brands such as Dairyland, Milk2Go,
Armstrong, Saputo & Alexis de Portneuf.

SKS Novelty Co. Ltd. 1754
30 Sanford Flemming Drive, 
Collingwood, ON  L9Y 4V7
P: 705-444-5653
F: 705-444-5744
sks@sksnovelty.on.ca
www.sksnovelty.on.ca
Sks supplies balloon and party goods to
retailers across Canada. Foil balloons, latex
balloons, decorations, halloween products.

Solo Cup Canada Inc 601
2121 Markham Road, 
Toronto, ON  M1B 2W3
P: 416-293-2877
F: 416-332-3489
Hector.Hofilena@solocup.com
www.solocanada.com
Solo Cup is the leading supplier of single-use
tableware in Canada, offering a complete
range of plates, bowls, cups and cutlery.

Spartan Foods of 410
America, Inc. 
PO Box 1003, 
Fairforest, GA  29336
P: 678-576-8827
randy.reeser@comcast.net

Spolumbo’s Sausages 1527
1308-9th Ave S.E., 
Calgary, AB  T2G 0T3
P: 403-264-6452
F: 403-515-8497
reneeg@spolumbos.com
www.spolumbos.com
Spolumbo’s federally inspected, lean, all nat-
ural, gluten-free pork and poultly sausage.
With over 20 years experience, taste the life-
long passion in over 2 dozen varieties.

Sun-Rype Products Ltd. 914
1165 Ethel Street, 
Kelowna, BC  V1Y 2W4
P: 250-860-7973
F: 250-762-3611
www.sunrype.ca
Sunrype is a Canadian juice & fruit snack com-
pany located in BC’s Okanagan Valley. We’ve
been providing families with a wide range of
quality fruit based products since 1946.

Sunshine Pickles 314A
30043 Jane Road, 
Thamesville, ON  N0P 2K0
P: 519-692-4416
F: 519-692-5590
info@picklesplease.ca
www.picklesplease.ca
Family run company. All Canadian products.
Conventional and certified organic pickled
vegetables. Private label and co-packaging
available.

Surface Renewal Systems 1519
/ BASF 
#109-3011 Underhill Ave., 
Burnaby, BC  V5A 3C2
P: 604-628-6515
F: 604-628-6521
info@surfacerenewal.com
www.surfacerenewal.com
Providing low maintenance, high perfor-
mance floors to the food and beverage
industry. We make hard working environ-
ments clean, safe, and attractive.

Systemes LMP Inc 1105
785 Rue Salaberry, 
Laval, PQ  H7S 1H5
P: 450-629-9864
F: 450-629-8348
jgingras@Lesageinc.ca
www.lmpinc.ca
LMP the leader in CO2 and ice slurry refriger-
ation. Let LMP help guide you in your choice
for an environmentally friendly solution.
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The Grocery People Ltd. (TGP) 711
14505 Yellowhead Trail, 
Edmonton, AB  T5L 3C4
P: 780-447-5700
F: 780-452-7759
corporateadmin@tgp.ca
www.tgp.ca
Full service food distributor and wholesaler
committed to expanding our strong, inde-
pendent base in Western Canada and the
Territories, ensuring prosperity of indepen-
dent retailers in their community.

Tree of Life, a KeHe Company 804
19488 Telegraph Trail, 
Surrey, BC  V4N 4H1
P: 604-881-7100
F: 604-881-7131
www.treeoflife.com
As the nation’s leading distributor of natur-
al, organic, specialty and Gourmet food
producers, Tree of Life Canada continues to
help Canada Eat Well and Live Well.

Trimpac Sysco Inc. 1401
620 Malkin Avenue, 
Vancouver, BC  V6A 2K2
P: 604-688-2508
F: 604-688-4538
kevin.mcgill@trimpac.net

True Earth Paper Corporation 1523
Suite 300 - 736 Broughton Street, 
Victoria, BC  V8W 1E1
P: 250-818-8559
F: 250-743-9844
bradkornelson@shaw.ca
www.silknsoft.ca
Silk’N Soft Bathroom Tissue is 100% tree
free. Made from 20% bamboo, and 30%
cotton, it is soft and strong and the best
choice for the environment.

Trugs Gourmet Foods Ltd. 315
6135 Eagleridge Place, 
Horseshoe Bay, BC  V7W 1X1
P: 778-279-6006
F: 778-279-3006
canderson@trugsgourmet.com
www.trugsgourmet.com
Producer of a line of all natural gourmet
specialty condiments including vinaigrettes,
jams, jellies, plum sauces, pickles and others.

Trumps Food Interests Ltd. 1218
646 Powell Street, 
Vancouver, BC  V6A 1H4
P: 604-732-8473
F: 604-732-8433
info@trumpsfood.com
www.trumpsfood.com
Trumps food is showcasing a new line of
gluten-free products as well as all-time
favourites: cookies, loaves, individual desserts
and the Slims Dessert cracker collection.
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artisanal pastries,
treats and cakes

Koko Pâtisserie is home to the hand crafted fusion of all things good and
fresh. Only the finest ingredients are artfully brought together in the
European tradition to create unforgettable treats!

www.kokopatisserie.com

kirby punshon
+1 (306) 5819271

kmpunshon@accesscomm.ca

CONTACT US ABOUT OUR TAKE HOME, BAKE FRESH LINE, NAMED ONE OF THE TOP 10 MOST 
INNOVATIVE PRODUCTS FOR 2013 BY THE CANADIAN FEDERATION OF INDEPENDENT GROCERS!

Koko_WesternGrocer_Fall2012_Layout 1  10/18/12  5:09 PM  Page 1
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Western Grocer Magazine 1004
1740 Wellington Ave., 
Winnipeg, MB  R3H 0E8
P: 800-337-6372
F: 204-954-2057
robin@mercury.mb.ca
www.mercury.mb.ca
Servicing the west for over 95 years and
publishers of the Official Showguide for
Grocery Showcase West trade show.

Weston Foods Inc. 715
400-5920 Macleod Trail SW, 
Calgary, AB  T2H 0K2
P: 403-259-1500
F: 403-259-1538
www.westonfoodscanada.ca
Weston’s introduces Premier Fournee - Arti-
san inspired breads, no artificial preservatives,
colours or flavours. Ready Bake provides solu-
tions for all your in-store bakery needs.

WorkSafeBC 1406
PO Box 5350 Stn. Terminal, 
Vancouver, BC  V6B 5L5
P: 604-276-3100
smallbiz@worksafebc.com
www.WorkSafeBC.com
WorkSafeBC is committed to a safe and
healthy workplace and to providing return-
to-work rehabilitation and legislated com-
pensation benefits to workers injured as a
result of their employment.
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Unilever Canada 609
#302-5819 2nd St SW, 
Calgary, AB  T2H 0H3
P: 403-640-5888
F: 403-640-3070
www.unilever.ca
Unilever, a consumer packaged goods com-
pany, meets everyday needs for nutrition,
hygiene and personal care with brands that
help people look good, feel good, and get
more out of life.

Unitex Sales Ltd. 414
30720 Simpson Rd., Unit 102
Abbotsford, BC  V2T 6C7
P: 604-855-1850
F: 604-855-1859
unitex@unitexsales.com
www.unitexsales.com
Unitex is proud to supply our customers with
corporate apparel, embroidery, screen print-
ing, uniforms, and promotional merchandise.
It’s our job to make you look good!

Van Amerongen and Son Inc. 406
4460 Highway 6, 
Hagersville, ON  N0A 1H0
P: 905-768-1152  F: 905-768-3251
peterjr@klassiccoconut.com
www.klassiccoconut.com
Sweetened coconut. Desiccated coconut.
Retail, bulk, private label, organic coconut
flour, coconut water, milk and cream.
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at Grocery Showcase 
West Trade Show
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Accounting/Financial Services 
FMS Solutions

Advertising/Media/Marketing Programs
Canadian Food & Grocery Guide
Canadian Grocer
Flyer Pro
Grocery Business Media Inc.
Lower Mainland Biodiesel Waste & Cooking
Oil Recycling Inc.

Automation Systems
Flyer Pro
Lower Mainland Biodiesel Waste & Cooking
Oil Recycling Inc.

Bags
Eco Durable Products by Colnuck

Balloons/Party Supplies
SKS Novelty Co

Bar Coding Equipment/Systems
Jet Label

Baked Goods: 
Fresh/Frozen/Refrigerated
Koko Patisserie
Krinos Foods Canada 
Maple Leaf Foods
NuStart Marketing Ltd.
OK Frozen Dough
Spartan Foods of America Inc.
Trumps Food Interest Ltd.
Weston Foods, Inc.

Baking Ingredients
Van Amerongen and Son Inc. 

Beauty & Personal Care
Acosta Sales and Marketing
Procter & Gamble
True Earth Paper Corporation
Unilever Canada

Beverages
Advantage Sales and Marketing
A Lassonde Inc 
Campbell Soup
Dyna-Pro Environmental
GMCR Canada- Keurig
Inform Food Brokerage Inc.
International Pacific Sales
Kraft Canada Inc.
Nimbus Water Systems Inc.
PepsiCo 

Carts
Gatekeeper Systems Canada Ltd.

Cereal
MOM Brands
Nature’s Path Foods

Cleaners and Supplies
Advantage Sales & Marketing

Coffee & Tea
GMCR Canada- Keurig
Kraft Canada
Nestlé Canada Inc.

Condiments & Relishes
I-D Foods Corporation
Sunshine Pickles
Trugs Gourmet Foods Ltd.

Confectionery
Bee Maid Honey Limited
Mondeléz
Nestlé Canada Inc.
Van Amerongen and Son Inc

Dairy
Agropur Cooperative
Burnbrae Farms Ltd.
Chapman’s Ice Cream 
General Foods Canada
Kraft Canada
Krinos Foods Canada
Parmalat Canada
Saputo Dairy Products Canada GP

Display Cases
Arneg Canada Inc.
GBS Foodservice Equipment Inc.
Heatcraft Worldwide Refrigeration 
Hussmann Canada Inc. Jones Food Store
Equipment Ltd. 

Eggs
Burnbrae Farms Ltd.

Energy Saving Solutions
Hussmann Canada Inc.
Jones Food Store Equipment Ltd.

Fixtures: Stores
Brencar

Flooring
Surface Renewal Systems/BASF

Food Preperation Equipment
GBS Food Service Equipment

Food Service Equipment
Dyna-Pro Environmental
Ishida Canada Inc.
Nimbus Water Vending Services Inc.

Foods: Canned
ConAgra Foods
I-D Foods Corporation

Foods: Deli
A. Bosa & Co. Ltd. (Bosa Foods)
Fresh Is Best Salsa Company
Inform Food Brokerage Inc.
International Pacific Sales
La Panzanella Artisanal Foods Co.
Piller’s Fine Foods

Foods: Dry
A. Bosa & Co. Ltd. (Bosa Foods)
Dan-D Foods Ltd. 
General Mills Canada
Mondeléz
Old Dutch Foods Ltd
Spartan Foods of America Inc.

Foods: Ethnic
I-D Foods Corporation
Tree of Life Canada a KeHE Company

Foods: Frozen
Acosta Sales and Marketing
Chapman’s Ice Cream
ConAgra Foods
General Mills Canada
International Pacific Sales
JD Farms Specialty Turkey
McCain Foods Canada
Nestlé Canada Inc.
OK Frozen Dough.

Foods: Health
Trumps Food Interests Ltd.

Foods: Kosher
Chapman’s Ice Cream
Dan-D Foods Ltd.
LB Maple Treat Corp.
Spartan Foods of America Inc.

Foods: Natural/ Organic
CHO America
Fresh is Best Salsa Company
Inform Food Brokerage Inc.
La Panzanella Artisanal Foods Co.
LB Maple Treat Corp.
L’Oliveraie Quality Whole Foods Inc.
Nature’s Path Foods
Organica Health Products
Pillar Fine Foods 
Sunshine Pickles
Tree of Life Canada a KeHE Company
Trugs Gourmet Foods Ltd.

Foods: Prepared
Ocean Brands
Unilever Canada

Foods: Snack
ConAgra Foods
Dan-D Foods Ltd.
Fresh is Best Salsa Company
Jack Links Canada Company
Mirab Canada 
Nature’s Path Foods
Old Dutch Foods Ltd.
PepsiCo Canada
SunRype Products Ltd.
Trumps Food Interest Ltd.

Foods: Specialty
A. Bosa & Co. Ltd. (Bosa Foods)
Krinos Foods Canada
JD Farms Specialty Turkey
La Panzanella Artisanal Foods Co.
Morgan Williams
National Importers Inc.
Organika Health Products Inc.
Spolumbo’s Sausages (Gluten Free)
Tree of Life Canada a KeHE Company
Trugs Gourmet Foods Ltd. 

Foods: Spreads
Bee Maid Honey Limited
LB Maple Treat Corp.
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Fruits
Ocean Brands

Government Services
WorkSafeBC

Herbal Teas
L’Oliveraie Quality Whole Foods Inc.

Home Appliances
GMCR Canada - Keurig
Household Products, Cleaners & Supplies
Acosta Sales & Marketing
Advantage Sales and Marketing
Procter & Gamble
True Earth Paper Corporation
Unilever Canada

Housewares
Solo Cup Canada Inc.

Insurance
Federated Insurance

Juices
A Lassonde Inc

Meal Solutions
Campbell Soup

Meats
Maple Leaf Foods

Meat: Beef
Jack Links Canada Company
Mirab Canada

Meat: Pork
Spolumbo’s Sausages

Meat: Poultry
JD Farms Specialty Turkey
Spolumbo’s Saussages

Meat Other
Jack Links Canada Company

Meat Processing
Piller’s Fine Foods

Natural Products
Bee Maid Honey Limited
Bee Potion (Sage Valley Marketing)
Joy of the Mountains/OregaPet

Amerlux ...............................................................4

Arneg Canada Inc .........................................23

Bee Maid Honey Ltd. ...................................25

Biscuits LeClerc Ltee.................................... 15

Bosa Foods .................................................OBC

Coca-Cola ...........................................................6

Colnuck Ltd. .....................................................31

FMS Solutions ..................................................31

General Mills Cda .............................................9

Global Collective ............................................16

Heatcraft Worldwide Refrigeration...... 20

Howell Data Systems ...................................31

KOKO Patisserie ............................................30

Kruger Products ............................................26

Lesage Inc ........................................................29

Mirab Canada.................................................. 27

MNP LLP ............................................................16

Nature’s Path Organic Foods ..................32

Ocean Brands ...............................................IBC

Organika Health Products .........................10

TLM Developments .......................................12

Tree of Life .....................................................IFC
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Natural Products (cont.)
L’Oliveraie Quality Whole Foods Inc.
Maple Leaf Foods
Old Dutch Foods
Organika Health Products Inc.
True Earth Paper Corp.
Sage Valley Marketing Inc.
SunRype Products Ltd.

Oils 
CHO America

Packaging
Bagcraft Papercon
Ishida Canada Inc
Jet Label
Solo Cup Canada Inc.

Paper Products, Towels, Linens
Kruger Products L.P.
Solo Cup Canada Inc.

Pet Foods & Supplies
Advantage Sales and Marketing
Joy of the Mountains/OregaPet

Price Tags/Point of Sale Signage
Ketchum Manufacturing

Private Label
A Lassonde Inc 
CHO America
Bagcraft Papercon
Burnbrae Farms Ltd.
Jet Label
Van Amerongen and Son Inc

Produce
River Ranch Fresh Foods

Promotional
Unitex Sales Ltd.

Refrigeration, HVAC and Freezers
GBS Foodservice Equipment
Heatcraft Worldwide Refrigeration
Hussmann Canada Inc. 
Jones Food Store Equipment Ltd. Systemes
LMP Inc.

Seafood 
Ocean Brands

Signage & Graphics
Ketchum Manufacturing

Soup 
Campbell Soup

Security Systems & Equipment
Gatekeeper Systems Canada, Ltd. 

Selling Group
Distribution Canada Inc. (dci)

Store Fixtures
Heatcraft Worldwide Refrigeration
Hussmann Canada Inc.

Trade Associations
Federated Insurance Company

Trade Publications
Canadian Grocer
Grocery Business Media 
Western Grocer Magazine

Transportation
DP World Canada

Uniforms
Unitex Sales Ltd.

Vitamins and Supplements
Joy of the Mountains/OregaPet
Organika Health Products 
Sage Valley Marketing Inc.

Vending
GLH Vending

Waste Management
Lower Mainland biodiesel Waste & Cooking
Oil Recycling Inc.

Water
Dyna-Pro
Nimbus Water Vending Services Inc.

Wholesaler
Associated Grocers / Buy-Low Foods
The Grocery People Ltd. (TGP)
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