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The “Summer of Funny” is coming soon to your Carlton Cards card department! Introducing 

Destination Funny, with family road-trip-themed merchandising and small collections of 

brand-new comical cards that will have your shoppers rolling in the aisles. 

One more way we’re making the world a more thoughtful and caring place. 

For an up close view, contact Carlton Cards at 1-800-663-CARD
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Grocers across Ontario are applauding the decision to allow
grocery stores to sell beer after a lobbying effort that has literal-
ly spanned decades.
But it appears that the new legislation is full of half-measures

designed to appease both The Beer Store, a foreign owned enti-
ty that currently has a monopoly in beer sales outside of LCBO
stores, and the grocery industry. There will only be 450 licences
granted meaning many players will simply be left out. Conve-
nience stores have been told flat out that there will be no sales
allowed in that channel.
Tom Barlow, president of The Canadian Federation of Independent Grocers, has said the new

legislation creates “winners and losers”. While independent grocers applaud the government
for moving towards liberalizing sales of beer and wine, “Any measure that through arbitrary
size restrictions or prohibitive licensing fees, would in reality exclude smaller size grocery
stores from having an equal opportunity to sell beer and wine would put the government in
the position of picking winners and losers in the grocery industry.  That is not the role for gov-
ernment,” Barlow said.
Convenience operators too feel the decision creates a competitive disadvantage for conve-

nience stores which compete with grocers in certain key categories.
While the government has said it will seek a diversity of grocers in the granting of licences

to prevent the formation of another monopoly, it has also said the store must be large enough
to create a separate area in the store and operate only during the hours the Beer Store is open.
This will require a level of investment that many small grocers cannot undertake. And for those
grocers that do gain a licence there are restrictions on the amount that can be sold yearly —
$1 million per store. This could create a situation where grocers would only be able to sell cus-
tomers the product for 8-10 months of the year.
Instead of legislation full of half-measures the Ontario government should allow all grocers

and convenience stores to responsibly participate in this market without all the restrictions.
This has been the case in Quebec and there are no issues there that would cause concern of
any sort.

Frank Yeo,
Publisher & Editor

Beer Legislation Full of Half-Measures

publisher’s perspective

Robin Bradley

Associate Publisher &
National Account Manager

rbradley@mercurypublications.ca

Melanie Bayluk

Western Account 
Manager

mbayluk@mercurypublications.ca
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FOR INFORMATION:  
Fontaine Santé Foods Inc.
1-888-627-2683  
info@fontainesante.com 
www.fontainesante.com

Driving Growth 
through Healthy 
Innovations

NO. 1 
HUMMUS 
CHOICE
OF  
CANADIAN 
HOUSEHOLDS.

1 OF EVERY 2 (52%) HUMMUS 
BUYING HOUSEHOLDS CHOOSE 
FONTAINE SANTÉ. NEARLY 
TWICE AS THE NEAREST 
COMPETITOR (28.5%).2

28.5%

52%

COMPETITOR
FONTAINE
SANTÉ

NO. 1 
DESTINATION 
SEGMENT
DRIVING  
REFRIGERATED  
DIPS WITHIN DELI

HUMMUS REPRESENTS  
66% OF DOLLAR SALES  
IN REFRIGERATED DIPS - 
THE FASTEST GROWING 
SEGMENT (+15.4%)

66%
$89.3MM
+15.4%

ALL
OTHER
+4.9%

Eating Well 
for Better Living!

Roasted 
Beets

Sesame  
& Ginger

Roasted Sweet 
Peppers & Caraway

FONTAINE SANTÉ BRAND  
OUTPACES ITS COMPETITOR  
IN REPEAT BUYERS (57%).  

THE FONTAINE SANTÉ CONSUMERS  
ARE ATTRACTIVE:  
1) HIGHEST % OF REPEAT BUYERS  
2) 40% MORE TRIPS TO  
THE CATEGORY.3

57%

40%

COMPETITOR
FONTAINE
SANTÉ

NO. 1 
LOYALTY 
BRAND 
(REPEAT BUYERS)  
IN WESTERN 
CANADA.

 Sources:
1) Nielsen Market Track, National, GR+DR+MM, 52 weeks ending Oct 18, 2014
2) Nielsen Homescan Refrigerated Dips/Spreads (ex dry chip dips) National All Channels 52 weeks Nov 1, 2014
3) Nielsen Homescan Refrigerated Dips/Spreads (ex dry chip dips) Total West All Channels 52 weeks Nov 1, 2014

Brand  
in CanadaNO. 1
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Loacker’s 90th Anniversary 
This year marks Loacker’s 90th anniversary. To cel-

ebrate the milestone, the company is debuting com-
memorative packaging featuring their 90th anniver-
sary seal on some of their most popular items sold in
Canada. In addition, to increase its in-store visibility, this
year the company is introducing
full, half, and quarter pallet dis-
plays for Quadratini 220g/250g

containing 576, 288 and 144 units,
respectively.   Pallet displays will be available this summer. This past
January at the ISM show in Cologne, Germany, Loacker debuted their new Raspberry Yogurt
flavour.   Raspberry Yogurt will be available this fall in Quadratini 110g and 220g as well as
Classic Specialty Wafer 37.5g and 150g.

Nature’s Path
Celebrates 30 Years
of Organic Leadership 
in Canada

Nature’s Path, is celebrating
30 years of creating some 
of the most beloved prod-
ucts in the market. 

While big food com-
panies are buying up
organic brands to
add a healthier halo to
their portfolio, Nature’s
Path remains proudly Canadi-
an, family owned and operated.
This independence has allowed
the company to be a leader and
pioneer in the organic and non-
GMO movements.

Started in 1985 by co-founders
Arran and Ratana Stephens out of
the back of their vegetarian
restaurant in Vancouver, Nature’s
Path has grown to become the
largest organic dry packaged
goods manufacturer in Canada
and one of the top 10 best compa-
nies to work for in the country. 

“From the very beginning,
we’ve been committed to leaving
the earth better than we found
it,’” said Arran Stephens, co-CEO
and co-founder of Nature’s Path. 
“While staying true to our

values, we’re humbled by
what has been accomplished
over the last 30 years. We’re
doing what we love, and love
what we’re doing.” 

Far more than just a company
that sells breakfast foods,
Nature’s Path is committed to the
triple bottom line — socially
responsible, environmentally sus-
tainable and financially viable.
Over the years Nature’s Path has
worked diligently to support com-
munities and champion the cause
of people and planet.

Bothwell Cheese Expands Sales 
and Marketing Team
In a newly created role working out of the New 
Bothwell head office, Megan Deaust has been hired
as marketing manager.   

Deaust was previously the Buy Manitoba Program Manager
at the Manitoba Food Processors Association (MFPA), and
she will bring years of marketing and communications experience to help increase

Bothwell’s marketing capabilities. 
Based in Ontario, Sean Nolan has been hired

in a newly created role as regional sales manager
- Eastern Canada.  Nolan brings years of senior
level industry experience and will be focused
on leading the development of future strate-
gies for growth in Eastern Canada.

Based in Winnipeg, Lindsay Smith has moved
into the new role of key account manager -

food service. Lindsay brings more than 15 years of solid food service experience, obtained
largely from working at Sysco Food Services of Winnipeg.   Smith will be charged with
developing the foodservice channel and forging customer partnerships.

Gourmet Chips and Sauces Announces
New Director of Sales

Gourmet Chips and Sauces, a specialized Canadian food company,
known for products such as Blair’s Death Rain chips and Aubrey D
Authentic Hot Spices, condiments and dips, welcomes  John Cusmar-
iu to the organization as director of sales.

Cusmariu is a passionate executive and team player. He is high-
ly motivated with over 15 years of extensive sales and managerial
experience. Most notably, he served as a sales executive for a well-
known radio station, a business development manager for one of
the world’s largest electronics component distributors and as a small business owner
in the homecare industry.

Gourmet Chips and Sauces is the premier Hot and Spicy supplier for hot sauces, hot
condiments, hot snacks in the Canadian food market place. 

For further information contact Gourmet Chips and Sauces toll free 1-800-424-2447
or visit www.gourmetchip.com

  

              
          

            
           

CRAFTED WITH 100% PURE CANADIAN MILK

REAL CHEESE,
NATURALLY

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

Lindsay Smith, Megan Deaust and Sean Nolan.
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Field Roast to Re-Enter
Canadian Market After
Controversy

After ceasing distribution in Canada due
to Canadian Food Inspection Agency (CFIA)
regulations that caused quite the upset, The
Field Roast Grain Meat Company has found
a temporary solution and will begin re-intro-
ducing its products to Canada, beginning
with the Canadian Health Food Association’s
show in Vancouver, British Columbia.  After
the outpouring of support and outrage by
Canadian consumers and over 74,000 signa-
tures gathered, the Seattle company decid-
ed to reformulate for its customers, mean-
while forming the Plant Foods Council in
order to continue advocating for change. 

Canada’s current regulations hold animal
foods as the standard of good nutrition, by
requiring vegetarian sausages to match
the nutritional profile of animal-based
sausages. In order to comply, Field Roast
added two new ingredients to its sausages;
pea protein and a vitamin fortification mix-
ture. Furthermore, the words “simulated
sausage” and “contains no meat” have
been added to the label, which is a change
made for the sole purpose of offering these
products to our Canadian customers.
For the past 18 years, the concept of real
vegan meat has been rooted in the Field
Roast brand, rather than fake animal meat.

After controversy
surrounding the
CFIA regulation that
called for testing the
protein on animals,
Field Roast was
approved to use

an alternative
method, not
i n v o l v i n g
any animals. 

The Plant
Foods Council (PFC)

is a trade association of food manufactur-
ers who make vegan products similar to tra-
ditional animal products such as meats,
milks, cheeses and butters. Consumer inter-
est in health and in plant-based products
has been growing for the last 10 years, and
continues to grow exponentially. 

The animal meat industry currently ben-
efits from large government subsidies,
powerful trade associations and support
from industry-funded nutrition associa-
tions. The Plant Foods Council will work to
update Canadian food labelling regula-
tions and promote the health and ecologi-
cal benefits of a plant-based diet. 

For information and support, visit
www.plantfoodscouncil.org

For questions about Field Roast, con-
tact:   Kiley Simmons, kiley.simmons@field-
roast.com, 206-762-5961    
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Aurora Appoints
Joe D’Angelo

Aurora Importing and Distribut-
ing Ltd. is expanding in Western
Canada with the appointment of
Joe D’Angelo as key accounts man-
ager - major chains,
Western Canada.

D’Angelo comes
from an entrepre-
neurial background
and has 11 years expe-
rience in shelf stable
grocery private label
and brand develop-
ment. His role will
include building brand
awareness of Aurora
Importing’s vast prod-
uct offerings which have evolved
over the past 60 years. 

With a positive response from
the Grocery and Specialty Foods
West show, where Aurora Import-
ing showcased for the first time,
D’Angelo has already begun the
task of growing the Aurora and
Alessia brands in Western Canada.

Fresh Direct Receives Honour
Fresh Direct Produce Ltd. has once again been honoured as one of Canada’s Best Managed Com-

panies for four consecutive years and reaching the Gold Standard. This prestigious national award
is sponsored by CIBC, Deloitte, National Post, Queen’s School of Business and MacKay CEO Forums.

“Our Team is honoured to reach the Gold Standard in the Best Managed Awards Program. We
have learned so much from this program over the years and it has certainly helped us generate con-
sistent growth and improved results. Recently we expanded our product offerings to include a full

line of organic produce and we built
out a new packing facility. Once
again, we appreciate the support
from our business partners, cus-

tomers, vendors, along with our staff and their families,” says President and Co-Founder Davis Yung. 
Fresh Direct is one of Western Canada’s premier fresh produce importers, wholesalers, and mar-

keters with distribution centres in Vancouver and Calgary. Sourcing and importing over 700 con-
ventional and organic fruit and vegetable items from 28 countries, Fresh Direct distributes quality
produce to grocery retailers and foodservice distributors across Canada. Fresh Direct’s culture of
innovation and learning is best exemplified by the vast amount of time and resources the compa-
ny commits to training and development each year. Fresh Direct is also a very active member and
volunteer in the produce industry and their communities.

David Lee

Clorox Appoints Iacobelli

Dave Iacobelli has been named vice-president of sales,
for The Clorox Company of Canada, Ltd.  

Iacobelli has spent the last 15 years with Kraft Foods/Mondelez
progressing through various roles with increasing responsibility.
He has a strong track record for delivering results in progressive
leadership roles across sales, planning and general manage-
ment.  Prior to Mondelez, he spent three years with Coca Cola.  

Has your grocery store recently:
• opened?
• done renovations?
• had a change in management?
• expanded?
• celebrated an anniversary?
• rebranded?

If yes, please contact Robin Bradley
Tel: 1-800-337-6372 or email: rbradley@mercurypublications.ca

WHAT MAKES
YOUR STORE

SO SPECIAL?

Let us tell the West Why Your Store is so Special!
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Upcoming EVENTS

June 7-9, 2015
IDDBA Dairy-Deli-
Bake 2015
Atlanta, GA, USA
For more info:
www.iddba.org

June 8-11, 2015
FMI Connect
McCormick Place 
(South Hall)
Chicago, IL, USA
For more info: 
www.fmiconnect.net

June 11-13, 2015
MIFB 2015 
- The 16th Malaysian 
International Food & 
Beverage Trade Fair
Kuala Lumpur 
Convention Centre
Kuala Lumpur, Malaysia
For more info: 
www.mifb.merebo.com

September 19-20, 2015
CHFA East
Metro Toronto Convention 
Centre (South Building)
Toronto, ON
For more info: www.chfa.ca

September 28-29, 2015
Grocery Innovations
Canada 2015
Toronto Congress Centre
Toronto, ON
For more info: 
www.groceryinnovations.com

October 13-15, 2015
National Frozen &
Refrigerated Foods 
Convention
Hilton Anatole. 
Dallas, TX, U.S.A
For more info:
www.NFRAweb.org

Register Now for Dairy-Deli-Bake Show
June 7-9 in Atlanta!

This conference brings together today’s leaders and tomorrow’s
innovators for powerful programs, superb speakers and critical
collaboration. What you’ll find at Dairy-Deli-Bake:

• Over 700  exhibiting companies and 1,900 booths
• Safe Food Matters!
• Listeria and food safety presentations
• Free ServSafe®  certification class offered on Wednesday, June 10 for registered

attendees. Space is limited.
• Incredible insights from high-calibre speakers including Martha Stewart, Jay 

Leno, Arianna Huffington, and Shaquille O’Neal
• See the next trends in our New Product Showcase
• The Show & Sell Center — our model store — offers amazing ideas to 

immediately implement.

Full Agenda Announced for 
RCC’s STORE 2015 Conference

Retail Council of Canada’s STORE 2015 Conference full agenda is now
available.  Canada’s largest retail industry event of the year, STORE 2015 will be held
on June 2nd and 3rd at the Toronto Congress Centre. With a theme of “Harnessing
Disruption”, this year’s agenda will highlight the tectonic shifts in the retail landscape
and how retailers of all sizes can harness the disruption that is all around them while
creating a sustainable competitive advantage.

The powerhouse lineup of speakers for STORE 2015 includes both global and Canadian
retail leaders — each a market disruptor in their own right: Jerry Storch, CEO of Hudson’s
Bay Company; Sherri Wu, head of international eCommerce business development, Ameri-
cas for Alibaba; Diederik van Gelder, founder of Bilder & De Clercq; Matthew Corrin, founder
& COO of Freshii; Jeff Booth, president and CEO of BuildDirect; Luca Baffigo Filangieri, CEO

of Eataly; Stefan Sjöstrand, president of IKEA Cana-
da; Jordan Banks, global head of vertical strategy
and managing director for Facebook Canada; and
many more. The full listing of speakers is available
at storeconference.ca/speakers. 

Session topics reflect the drastic changes our
market is experiencing. Sukhinder Singh Cassidy,

founder and CEO of JOYUS will discuss how video is transforming the way we shop. Erin
Green, country lead at Etsy, and Aaron Zifkin, country manager of Airbnb Canada will
participate in our Digital Disruptors Symposium, moderated by Harley Finkelstein, chief
platform officer of Shopify. Sucharita Mulpuru, vice-president & principal for Forrester
Research will present the results of the inaugural Retail Council of Canada eCommerce
Benchmark Survey, and James C. Trainor, deputy assistant director of the FBI will share
his expertise and insight on Cyber Crime as a threat to retail security.   

New this year, RCC is presenting Canada’s first ever ReBoot Challenge at STORE
2015. Ten Canadian start-up companies will have the opportunity to profile their retail
solution at the conference — with the top four presenting their disruptive solution for
retailers on our main stage, and the audience will vote for the ultimate winner! The
grand prize winner will have the chance to present their product to Retail Council of
Canada’s Board of Directors. 

STORE 2015 will also feature two prestigious industry award ceremonies. The
Excellence in Retailing Awards Gala will take place on June 2nd and June 3rd, RCC
will host the 22nd Annual Canadian Grand Prix New Product Awards Gala. 

For full information and to register, visit storeconference.ca.
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More than 2,000 attendees to Grocery &
Specialty Food West (GSF) in Vancou-
ver had an opportunity to check out

the latest innovations and take in expert
business sessions and workshops.
The two-day event took place April 13-14, 2015

at the Vancouver Convention Centre East, and
brought together more than 280 booths, and over 160
exhibitors, on the 65,000-sq.-ft. trade floor.
Kicking the event off, retailers networked at the Steam-

works Brew Pub on the Sunday night where exhibitors got a
chance to speak with leaders in grocery from Quality Foods to
Overwaitea and Longo’s. 
Marketing guru Tony Chapman inspired the group at the Mon-

day morning conference with his take on the move in the mar-
ketplace from mass to my. He highlighted how independent gro-
cers can compete against larger chains by focusing on what they
do best instead of competing on price. Chapman pointed to
what’s important to the “My” consumer: relationships, stories,
authenticity, design, experience and my community —all areas
that independents in particular excel. 
Next was the retail panel of health and wellness and fresh

Today’s consumer also
want “asset light” versus
“asset heavy,” in all sec-
tors, said Valiquette, point-
ing to “ditching everything
and living in the cloud.” He
added all organizations
need to think about this in how we live, play and work from stock-
ing a fridge with soda to owning Soda Stream, to a grocery centre
aisle to Unverpackt, a zero packaging Berlin supermarket. 
New this year was concurrent business workshops for retailers.

From HMR best practices with Maple Leaf Foods, to financial
benchmarking with FMS Solutions, attendees were able to garner
great ideas to take back to their respective business. 
On the trade floor, the demos at the Raised by a Chicken

POST SHOW REVIEW

Western Canada’s premier 
grocery-focused show took place
in Vancouver April 13-14

experts. Moderated by Tom Barlow, CEO of the Canadian Federa-
tion of Independent Grocers (CFIG), the trade show organizers,
leaders from Longo’s, Pete’s and Pomme Natural Markets shared
their best practices. All agreed that staying on top of trends in fresh
is a must, as well as staff training as they are on the frontlines
reflecting the company’s philosophy and strengths. Joe Longo, chair

of CFIG and chief development officer
at Longo’s, a 28-store chain in Toronto,
told the audience that adding conve-
nience in fresh has been key in grow-
ing sales for his company. He pointed
to cut up packaged salads complete
with dressing as an example. 
Trends and innovations expert Max

Valiquette on Tuesday showcased
how the internet of things will trans-
form every aspect of our life, from 3D

printed chocolate to milk bottle that can detect when the con-
tents are expired. Valiquette said that for millennials conve-
nience is the single massive driver for them. 

More innovations, business sessions and workshops highlight 
Grocery & Specialty FoodWest 2015
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Post Show Q&A with 
Tom Barlow
This year marked some significant changes in how 
the CFIG presented its western show, specifically
broadening the reach by calling it Grocery and 
Specialty Food West. What changes did this mean in
terms of how the show was put together?  

We identified that no one in Canada was showcasing the
specialty product sector. To see what was new you needed
to go to shows in San Francisco or New York.  We saw this
as an opportunity to bring these products to our retailers.  

What are the underlining industry trends for the
independent grocer that lead to these changes? 

Our retail members continue to be successful by offer-
ing unique products and services. Traditional grocery
products are still the largest category for grocery retailers;
however the growth is coming from specialty, natural,
local, organic and ethnic, just to name a few of the prod-
ucts today’s consumers are looking for, is where the

growth is coming from.  

During the presentations the CFIG
unveiled some new research into
the independent market. What
were the key take-aways that will
help independents going forward? 

Let me begin by defining what an
independent grocer is – an independent
grocer is a non-publicly traded, Canadi-
an owned grocery retailer.   The study
identified that independent grocers are

still a force in the market with a 12 per cent market share
nationally and over $11 billion in sales and almost $9 billion
in purchases. In the West the market share is closer to 20
per cent. It also quantified what we knew, that indepen-
dent grocers are very generous, giving back over $86 mil-
lion a year to the communities they work in. 

The next show is Grocery Innovations this coming October.
Will some of the new features developed for Grocery and
Specialty Food West be employed there as well? 

Yes, there was some great learning in Vancouver.
Specific changes that were implemented in Vancouver
which we will be bringing to Toronto include:

• The expansion of products and services which help make our members unique

• A shift to more of a buying show so that both retailers and suppliers 
can actually do business at the show

• Continued on the floor learning demonstrations

• Speakers and workshops which focus on topics that are important 
to the retailers and can be turned into action at store level.  

Overall, how do you see the competitive landscape
shaping up for the independent in the year ahead? 

Independents are growing, even though the current
grocer sector is not.   This means that grocer retailers,
not just independents, need to steal share from each
other or different sectors, such as restaurants, if they
want to grow.   Independent retailers who know their
consumer and are willing to change to meet the needs
of existing and potential new customers will continue
to be successful.  

WWW.WESTERNGROCER.COM 15
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while the specialty pavilion featured global
flavours and artisan goods. Key trends from
this year included snacking with an ethnic
twist, upmarket food finds, and local pur-
veyors are hot. Otimo Brazilian Cheese puffs,
a line of naturally gluten-free frozen prod-
uct based on a traditional recipe from Brazil
called “pão de queijo” (cheese bread or
cheese rolls), and Spolumbo’s gluten-free
sausages made from all natural ingredients
with no chemical preservatives, were just a
few of the finds from the show. ●

Next year’s show takes place April 4-5, 2016
at the Vancouver Convention Centre.

For exhibiting information, contact:
Rolster Taylor, Sales Manager, 
rtaylor@cfig.ca; 
1-800-661-2344. 

www.cfig.ca

Farmer Insights and Innovations Stage
were packed with retailers looking to
take back category specific learnings on
bakery, cheese, meat and produce. 
For example, the Chicken Farmers of

Canada provided tips on how to educate
consumers at POS through recipes, sam-
pling in their informative “50 Shades of

Rotisserie Chicken” session, while Dairy
Farmers of Canada showcased how to
drive sales in deli cheese through cross-
merchandising, sampling. 
On the floor, there was plenty of buzz

with several new pavilions highlighting key
trends in the sector. Local products were
showcased in the local processors pavilion,

Top 10 Most Innovative Products
The Canadian Federation of Independent Grocers announced their  Top 10

Most Innovative products from the annual Grocery & Specialty Food West show.
Western Canada’s annual tradeshow for independent grocers celebrates special-
ty, artisan, global and gourmet, a gastronomical affair for food retailers and man-
ufacturers ready to do business.

Expert judges in food and media handpicked 10 products from the New Prod-
uct showcase based on uniqueness, buzz and innovation.

Top 10 Most Innovative Products (in no particular order):

• Millennium Green House – Limmi Juice Lime Juice
• Acosta Sales & Marketing – Heritage Perogies Farm Style Cream 

Cheese & Savoury Dill
• A. Lassonde – NutriSolution Meal Replacement Strawberry Banana
• General Mills Canada – Cheerios Plus Flax Cinnamon Coconut
• Single Cup Coffee - Skinny Girl Single Cups Peach Bellini
• I-D Foods Corporation – Puddin’ Squeez
• Tree of Life – Elderflower Tonic Water
• Imprint Plus – Reusable Name Badge System
• Saputo Dairy Products Canada – Brie Coco
• Falesca Importing Ltd. – Agavi Agave Syrup

Best Booth Winners 

Best Single 
- Kool Down Beverage Corp. #1322

Best Double 
- Fresh Is Best Salsa Company - #1205

Best Multi Booth 
- Sparkling Olive - #515

Best Marketed 
- Kruger # 815
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The category of cookies and crackers, once the
perennial source of indulgence for Canadians
from coast to coast, is experiencing a funda-

mental makeover. Out are the sugar-laden treats con-
taining oils and other substances that expand waist-
lines and clog arteries; in are upscale goods that,
thanks to health — and quality-conscious con-
sumers, are flying off the shelves.
That is the contention of a 2015 IBISWorld report,

Cookie, Cracker & Pasta Production in Canada, which pre-
dicts that although these foods have achieved slow
growth of late, sales will increase over the next five years

as consumer income levels
strengthen — which will allow
them to trade up to premium
products, including imports.

IBISWorld notes that product innovation (such as
gluten-free cookies and nutrient-enhanced crackers) dri-
ven by health concerns will also contribute to an annu-
alized growth of one per cent (currently, the cookies,
cracker and pasta market is worth about $3-billion).
These prognostications ring true with Derek Dewolf,

merchandiser for Vancouver Island-based Quality Foods.
“Sales of traditional cookie products are flat: put it this
way, we don’t even get a lift from end displays or ad
campaigns anymore,” he says. “But anything that is per-
ceived as healthy attracts interest. Gluten-free or any-
thing rice-based is a huge lure.”

COOKIES & CRACKERS

By Robin Brunet



Toronto: 1-800-263-7054
Montreal: 1-800-363-2606
Calgary: 1-800-665-1298 
Vancouver: 1-800-661-9655 

www.treeoflife.cawww.walkerscanada.com  

New & Improved  
Oat Crackers  f rom  

Walkers Shortbread

  Reformulated recipes  
for improved taste

 Source of fibre
 Suitable for vegetarians
  No hydrogenated fats, 
artificial colours,  
flavours or preservatives

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

  
   

    

   
  

Lisa Zdunich, sales & marketing manag-
er, Canada, for Walkers Shortbread Ltd.,
agrees. “The big cookie brands are high vol-
ume but not high profitability, whereas the
upscale products that mom and dad save for
their own enjoyment or give as gifts don’t
have the sales volumes but definitely sell
full price and for good margins — and gro-
cers are starting to appreciate that.”
As for crackers, Zdunich says, “The

trend is towards snacking. Crackers are
rapidly becoming what potato chips used
to be, and again, quality products along
with healthy ingredients are selling
extremely well.” 
Indeed, according to Dewolf, crackers

with price tags exceeding $8 “sell with
no problem at all.”

But while health-related offerings such
as gluten-free are changing the face of the
cookies and crackers category, Cara Fig-
gins, vice-president of Partners, A Tasteful
Choice Company, believes the evolving
nutritional knowledge of consumers is
causing them to reappraise traditional
ingredients. “They no longer freak out
over things like sugar and butter,” she
says. “They realize that when manufactur-
ers remove these items they’re usually
replaced by chemicals to make the prod-
uct taste the same. I think the buying
public still accepts sugar, butter and fat,
as long as they come in smaller portions.”
To which Crystal Black Davis, vice-presi-

dent marketing for Loacker USA, adds,
“Consumers are looking for clean decks,
ingredients they understand. In other

Stand Out
Available through Tree of Life, Walkers Pure
Butter Shortbread Fingers’ melt-in-the-mouth
texture is the perfect accompaniment to hot or
iced tea, coffee and ice cream. 

“Out of section in a shipper is where retailers will
get a big lift with this product,” says Zdunich.

It’s Still a Cookie
Quadratini cookies from Loacker USA come in
a variety of flavours and are appropriate as a
family treat, a dessert, or a snack. 

“We’re trying to gain exposure in the regular cookie
aisles and have racks and floor stands available for
this purpose,” says Crystal Black Davis.

Focus: non-GMO
Free for All Kitchen Gluten Free Crackers from
Partners, A Tasteful Choice Company are made
from cassava root flour and an ancient grain
blend of amaranth, quinoa, millet, sorghum,
and teff. “The non-GMO aspect of this product
should be emphasized with shelf talkers,” says
Cara Figgins, adding that the crackers can be
paired with cheese in the deli section.

Multiple Placement
Misura No Sugar Added biscuits from Italpasta
are available in Oat and Cocoa flavours and
contain 85 per cent less sugar compared to
the top 10 best-selling biscuits from Italy. Frank
DeMichino suggests placing Misura in the
health and wellness as well as regular cookie
aisles, “and make it front and centre in the
European section for maximum exposure.” 

Pair Off
Walkers Three Seed Oat Crackers from Tree of
Life are loaded with oat, pumpkin, sunflower
and linseed goodness, and baked using a
recipe that has been perfected over the last
hundred years. Lisa Zdunich says floor ship-
pers are available for use in the deli to inspire
pairing options. 

Product Showcase
A few examples of how the 
cookie or cracker crumbles 
in the category today.
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able success in the health and wellness as
well as ethnic aisles of retail stores.”
Retailers such as Quality Foods have

been able to exploit numerous merchan-
dising possibilities with their high-end
imported fare. “The deli section is a high-
visibility area that draws all sorts of shop-
pers, and we pair with health beverages
and other related items,” says Dewolf.
“We’ve been known to do an entire end of
a specific cracker brand paired with tuna,

with enthusiastic response.”
Cookies and crackers is a rare category

that has been radically redefined in order
to regain market share but still retains
the traditional attributes of comfort and
indulgence. For retailers, the best way to
take advantage of the strengthening dis-
posable incomes of consumers is to stock
up on high-end products, expand imported
offer ings,  and cross-merchandise
throughout the store.  ●
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tration rate of a product). This year, the eval-
uation of the judging process was more trans-
parent than ever; juror feedback was provided
directly to all participants. 
Longtime Jury Chair Marcus Von Albrecht

says there was an emphasis on all-natural and
fresh products in the food category submis-
sions. He also noted a number of food submis-
sions were geared towards elevated entertain-
ing without the elevated price tag. “These
high-quality products allow consumers to cre-
ate an elegant, unique menu to impress their
guests, without spending a fortune on expen-
sive ingredients.” 
On the non-food side, he noticed a theme

of nostalgia in the submissions. “These prod-
ucts harkened back to consumers’ childhood,
tugging at their heartstrings with a vintage
quality. Updated packaging and modernized
upgrades keep the products relevant while
maintaining the familiarity of the product.” 

For their test kitchen, the jury evaluated
the Food and Private Label products in March
at the Institut de tourisme et d’hôtellerie du
Québec (ITHQ) in Montreal. Judges assessed
the non-food products in their own homes
over six weeks. 
This year, after rigorous testing, 91 prod-

ucts became finalists by reaching specific
minimum criteria. 
To make the judging as impartial as possi-

ble, the panel assessed the taste, nutritional
value and price of food products “blind”,
before they saw the packaging and the manu-
facturer’s name. 
This year’s Canadian Grand Prix New Prod-

uct Awards was open to manufacturers and
distributors of all sizes, for products intro-
duced during the 2014 calendar year. The
finalists and winners can use the award logo
on their packaging for two years.  ●
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words, they seek manufacturers who can
provide substantiated claims, whether it
pertains to no preservatives or all-natural.”
Adding credence to IBISWorld’s

implication that cookies and
crackers is a category rife
with opportunity is Ital-
pasta Limited, which has
partnered with Misura of
Milano, Italy, the makers
of high quality crackers,
biscuits and many other
snacks with healthy ingredi-
ents. “We’re pasta specialists but we
wanted to be involved in other grains, so
we distribute the Misura brand here in
North America,” says Italpasta Chief Oper-
ating Officer Frank DeMichino.
DeMichino says concurrent with con-

sumers’ nutritional sophistication is a
growing appreciation for European-style
cookies and crackers and how they’re con-
sumed. “For example, in Italy you eat Bis-
cotti for breakfast and dunk them in your
tea or coffee, and that experience is
starting to crop up in Canadian homes. By
combining European offerings with prod-
ucts that are lower in sugar and gluten
free, we’ve been able to achieve consider-

Retail Council of Canada (RCC) has
announced the finalists for the 22nd
Annual Canadian Grand Prix New Prod-

uct Awards. This prestigious awards program 
celebrates the best new products in food,

non-food and private-label categories, as
selected by a 30-member jury. Winners will be
announced at the Gala on June 3, 2015 at the
Toronto Congress Centre, as part of RCC’s
STORE 2015 Conference. 
“Our finalists represent the very best in

product development, design and brand man-
agement,” says Diane J. Brisebois, president &
CEO, RCC. “We are proud to recognize the
teams and brands behind these outstanding
new products and new this year, we’ve put a
greater focus on innovation when evaluating
products, as it’s an important aspect to both
consumers and merchants.” 
The expert panel judging the awards  com-
prises consumers, food journalists, pack-

aging designers, and grocery industry
R&D and marketing personnel.
Through a rigorous judging
process, the jury grades each
entry on five criteria: unique-
ness and innovation, product
characteristics, presentation
and packaging, overall con-
sumer value, and consumer
acceptance (household pene-

Quality Foods notes that anything that is perceived as healthy in the category attracts interest from consumers.



Finalists Non-Food

HIGH LINER FOODS INC. 
High Liner Simply Fish 

ULTIMA FOODS INC. 
iögo® Moment™ 

SOFINA FOODS INC. 
Deli Naturally! 

SCOTSBURN DAIRY GROUP 
Scotsburn Premium Inclusion 

Ice Cream Bars 
HAPPY PLANET FOODS, INC. 

Happy Planet Fresh Soup 

DARE FOODS LIMITED 
Breton® Bean Crackers (Gluten-free) 

NUPASTA INC. 
NuPasta 

DARE FOODS LIMITED 
Dare Cookie Chips 

KISKO PRODUCTS 
Mr. Freeze® ElectroICE Sport™ 

BERNARDIN LTD [JARDEN BRANDED 
CONSUMABLES CANADA] 

Bernardin™ Frozen Herb Starter Tray
BABY GOURMET FOODS LTD 

Baby Gourmet Plus 

BERNARDIN LTD [JARDEN BRANDED 
CONSUMABLES CANADA] 

Bernardin™ Sip & Straw Lids 

BERNARDIN LTD [JARDEN BRANDED 
CONSUMABLES CANADA] 

Vintage Collection Green Jar 
Pint by Bernardin™ 

DART CANADA 
Solo® Premium Strength Plates 

PROCTER & GAMBLE INC. 
Always Discreet 

WHIRLPOOL CANADA 
KitchenAid® Produce Preserver 

PROCTER & GAMBLE INC. 
Crest® 3D White™ Luxe Whitestrips®

Supreme Flexfit 

PROCTER & GAMBLE INC. 
Crest® Sensi-Relief™ Whitening + Scope® 

PROCTER & GAMBLE INC. 
Febreze First Defense Allergen Reducer 

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

91 finalists in all from dairy to personal care. 

Finalists Food 

CANADA BREAD COMPANY, LIMITED 
Dempster’s® 100% Whole Grains 

Signature Blends 
WESTON BAKERIES LIMITED 

Country Harvest 
WESTON BAKERIES LIMITED 

D’Italiano® Bagelli™ 

KRAFT CANADA 
Kraft Peanut Butter - Holiday Cookie Kit 

TREE OF LIFE CANADA VLC 
Keebler Mini Graham 

Cracker Pie Crust 
McCORMICK CANADA® 

Club House Extract 
A. LASSONDE INC. 

Oasis® Smoothie Greek Yogurt 
COCA-COLA LIMITED 
Coca-Cola Sleek Can 

TREE OF LIFE CANADA VLC 
MADD Virgin Craft Brewed Lager 

GAY LEA FOODS CO-OPERATIVE LTD. 
Gay Lea Foods Real Coconut 

Whipped Cream 

BURNBRAE FARMS LIMITED 
Burnbrae Farms Nanny Hudson’s 

Homestyle Ketchup 

KRAFT CANADA 
Limited Edition - Kraft Peanut Butter Plush

Bear + 500g Smooth Peanut Butter 

McCORMICK CANADA® 
Club House Skillet Sauce 

FERRERO CANADA LTD. 
Nutella & Go 

MARS CANADA INC. 
Snickers® Bites 

MARS CANADA INC. 
M&M’S® Bottles 

AGROPUR COOPERATIVE 
Natrel® Partly Skimmed Maple Milk 

HAIN CELESTIAL CANADA 
Greek Gods® Honey Salted 

Caramel Yogurt 
NUTRINOR COOPERATIVE 

Organic Nordic Milk 

PARMALAT CANADA 
Astro® Original 

OLYMPIC DAIRY PRODUCTS INC. 
Chia Yogurt 

PARMALAT CANADA 
Black Diamond® Cheese Spread 

PARMALAT CANADA 
Président® Feta Cheese Crumbled 

PARMALAT CANADA 
PRÉSIDENT® Spreadable 
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VEG PRO INTERNATIONAL INC. 
Asian-Style Stir Fries 

INDUSTRIE GASTRONOMIQUE CASCAJARES 
Porchetta Festive Box 

GARDEIN 
Gardein™ 

HAIN CELESTIAL CANADA 
Europe’s Best® Fruit Cups 

MONAGHAN MUSHROOMS 
Belle Grove® Mushrooms 

NATURALLY HOMEGROWN FOODS LTD. 
Hardbite™ Chips 



Finalists Private Label 
FEDERATED CO-OPERATIVES LIMITED
Co-Op Gold Cookies 
Co-Op Gold Trail Mix 

LONGO’S 
Longo’s Signature Keylime Cheesecake
Longo’s Signature Fully Cooked Pulled Pork  

METRO BRANDS, G.P. 
Irresistibles Life Smart Bread 
Irresistibles Herbal Tea 
Irresistibles Life Smart Juice Blend 
Irresistibles Gourmet Extra Virgin Olive Oil 
Irresistibles Greek Yogourt Cheesecake 
Irresistibles La Collezione 
Irresistibles Cream Cheese and Greek Yogourt Spread
Irresistibles Flatbread 
Irresistibles Quinoa  
Irresistibles Dish Soap 

SOBEYS QUEBEC 
Flattened Chicken 

SOBEYS INC. 
Compliments Gluten Free Breads 
Compliments presents Jamie Oliver Condiments 
Compliments Balance Fruit & Vegetable Bars 
Compliments presents Jamie Oliver Sausages 

WALMART CANADA 
Our Finest Mini Croissants 
Our Finest Luscious Lemon Cookies 
Our Finest Luscious Lemon Pie Ice Cream 
Our Finest Angus Beef Meatballs 
Great Value Paper Towels – Strong and Absorbent (Family Size)
Parent’s Choice Infant Formula (For babies sensitive to lactose) 

MONDOU 
Vetdiet® 
Vetdiet® - Care 
Vetdiet® Dental Care 
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Canadian consumers continue to treat
their pets as members of the family,
so states a 2012 Government of

Canada, Agriculture and Agri-Food Market
Indicator Report entitled Consumer Trends
Pet Food in Canada. This attentive treat-
ment translates into increased care and
the purchase of nutritional products for
pet owners all across the country. 
“This pet ‘humanization’ has evolved to

the point where preferences for natural
health products and nutritional ingredi-
ents are growing,” states the report. “Pet
owners are looking for natural, high-qual-
ity products to ensure their pets stay
healthy. They want to see ingredients that
are recognizable, and that are similar to
what they themselves are eating.”
The report goes on to state that the pet

food industry has responded with product
expansions and selections that incorporate
demands for natural, organic, eco-
friendliness, health and well-
ness, as well as new
tastes and flavours.

The Numbers Have It
According to the Canadian Government

report, some 38.5 per cent of Canadian
households owned a cat in 2011 and
some 35 per cent owned a dog. In 2016,
Canadian cat food sales are expected to
reach $720.3 million. Dog food sales are
projected to grow to $1.1 billion.
“Grocery retailers continued to

account for the largest share of total pet
care current value sales in early 2014,
thanks to their competitive prices and
the general preference for the conve-
nience of one-stop shopping among
Canadians,” states a Euromonitor Inter-
national 2014 report entitled Pet Care in
Canada. “These factors supported steady

gains in the market value share held by
grocery retailer channels over 2009-
2013, as did the expansion of pet care
assortments by major chains like Walmart
and Loblaws. Such chains not only broad-
ened their assortment of private label
products and mass market brands, but
also began carrying more sophisticated
options that were previously only avail-
able in specialist channels.”
Dr. Gordon Chang, PhD, president and

chief scientific officer, Omega Alpha
Pharmaceuticals Inc., also sees a trend to
natural products in the pet food market.
“More consumers are going to raw or

home-prepared foods as part of adopting a
natural health lifestyle for their pets,” he
states, adding that some animal health
professionals have concerns that this may
not be nutritionally complete. “On the

human side, we see a shift towards
more natural food and less
processed food, as well as

supplementation, to
ensure a holistic,
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PET CARE By Melanie Franner

Courtesy of Shutterstock

PROCTER & GAMBLE INC. 
Mr. Clean® Liquid Muscle™ 

PROCTER & GAMBLE INC. 
Gain® Flings™ Original 

S. C. JOHNSON AND SON, LIMITED 
Scrubbing Bubbles® Mega Shower Foamer®

with Ultra Cling - Rain Shower® 
S. C. JOHNSON AND SON, LIMITED 

Windex® Electronics Wipe& Go™ Wipe 
THE CLOROX COMPANY OF CANADA, LTD. 
LIQUID-PLUMR® - Hair Clog Eliminator™ 

PROCTER & GAMBLE INC. 
Charmin Basics® 

THE CLOROX COMPANY OF CANADA, LTD. 
PINE-SOL® Multi-Surface Cleaner, 
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FlexBall™ Technology
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Olay® Regenerist LuminousMC Tone 

Perfecting Treatment 

PROCTER & GAMBLE INC. 
Tampax Pearl Active 

DLM FOODS CANADA CORP. 
Milk-Bone® Brushing Chews 



The many changes in our competitive Canadian landscape have dri-
ven a need to adapt the category management approach to become
even more collaborative, flexible, forward looking and shopper

centric.  A first and necessary step towards shopper understanding is for
retailers to group their stores beyond store size and volume and expand
to consider shared demographics and customer purchasing patterns.
From here, the opportunity is to create cluster-specific assortments,
shelving, promotions and pricing strategies that meet the different
shopper needs.  Retailers who try to move to shopper-focused solutions
will be limited in their approach until they cluster their stores to reflect
their shoppers and their needs.
Store clustering and geodemographic data analysis is really the starting

point for understanding shopper marketing, or shopper insights. Shopper
marketing refers to all manners of influencing the shopper from when the
consumer perceives a need and is motivated to start the path to purchase,
to creating a shopping list or initiating a shopping mission, to researching
a prospective purchase, to considering which retail avenues to shop and
choosing a store or web site to shop and ultimately looking at the product
choices they present, to making a purchase decision. It also includes all
research associated with understanding the shopper path to purchase.
Retailers need to build a new set of strategies for store clusters (groups

of stores that have similar shoppers, performance, and traits) or even for
unique stores, and then assemble the right resources with the right ideas
and competencies to take advantage of the different opportunities.  They
need to consider the types of consumers that they are trying to get, and
how they will meet their needs. Are their target consumers large families
with young children; seniors; the environmentally conscious; ethnic con-
sumers; single parents; health-conscious consumers; or consumers with
lower income levels?
Store clustering can take on new value as retailers look to localization

to differentiate themselves and improve performance.  It also helps them
to define their target consumer within different store clusters, based on
the differences in who is shopping in their stores in each cluster.
When deciding to move to store clustering beyond store groupings,

you need to identify and implement a clustering approach that is right
for your business — without the need for new systems or major organi-
zational changes. This will limit your investment, add less complexity

and give you flexibility to make changes and
adjustments as your store clustering approach
evolves.  Leave the huge investment for later.●
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balanced approach to health. It is only natural for us to branch
off from human health to include the pet family members. Sup-
plementing pet food is really trending now.”
Chang points out that his company’s supplements can be

added to a pet’s dry, wet, raw or cooked food.

The Right Stuff
“Retailers need to stock foods with high-quality ingredients

and balanced food choices specific to pets, with the right nutri-
tional balance of vitamins, minerals, fats, carbohydrates and
protein,” continues Chang. “Vitamins, minerals and other sup-
plements are important to optimize pet health.”
The Government of Canada report predicts pet-related spending to

increase over the coming years, as a growing disposable income allows
Canadians to buy more products for their pets, including premium
items. The report also suggests that Canadian pet owners will remain
price conscious in the years ahead, and as a result, will turn more and

more to grocery retailers for pet food purchases (because of their
diversity of product and range of pricing) than specialty stores.
Grocers can capitalize on this growing trend with effective

merchandising tools.
“The main pet grocery section is a good start for merchandis-

ing,” states Chang. “For a grocery retailer just introducing a pet
category, end displays and profit panels work well. Our compa-
ny provides free product education for retailers and staff to help
merchandise our products and
move them off the shelves and
into consumers’ hands.”

Rich Rewards
The Euromonitor International

report forecasts a healthy growth
in the total pet care market and
in total pet food volume sales.
“The performance of the entire

market will be lifted by the pet
humanization trend, whereby own-
ers are increasingly inclined to
treat pets like family members and
purchase higher quality and more
expensive products that can
improve their health, happiness
and general well-being,” it states.
Manufacturers and retailers should capitalize on this trend by

broadening their assortment of value-added and premium products,
adds the report, which also suggests that companies step up invest-
ment in the development and promotion of non-food products,
most notably pet healthcare products and dietary supplements.
The anticipated growth in pet food and pet care products

bodes very well for grocers. Canadian consumers are expected to
take advantage of the one-stop convenience of purchasing their
pet food products while purchasing their own grocery items.
Offering a broad selection of products that deliver on health and
pricing is a sure-fire for grocery retailers to ensure that pet own-
ers will increasingly purchase from their aisles. ●

CATEGORY MANAGEMENT By Sue Nicholls

Retail Store
Clustering

There are different types of store clustering,
starting with the least and moving to the most
sophisticated approaches.

Store Grading:

Store grading started many years ago, as
retailers saw the need to look at their business
based on store groupings — particularly for
retailers who had hundreds of stores to man-
age.  Usually, stores were ranked in terms of
sales and grouped, usually by a per cent of
average sales across all stores. 

The “A” stores were the stores that per-
formed at a certain % above the “average
store”; “B” stores were within a mid-range index
of the average store, and so on.   A stores were
the most important stores, because they repre-
sented the largest volume for the retailer.
Retailers can also take their store grading
approach one level deeper; retailers can create
category-specific segmentation.  Different cat-
egories get their own clusters of stores, using
the same “A”, “B”, “C” methodology, but at
lower classification within the store.  

This is an antiquated and outdated approach
that does not consider the shopper and thereby
limits the retailer’s ability to focus on shopper.
But there are still many retailers who continue to
cluster their stores in this limited way.

Multiple Attribute Clusters:

The next level of clustering gets retailers look-
ing beyond volume and store size.  Some attrib-
utes may be more physical — like store size, geo-
graphic locations and climate conditions.  Other
attributes are based on the consumer — based on
consumer purchase behaviour like loyalty and
conversion.  Consumer demographics can also be
used when store clustering, for example based on
income levels, age or ethnicity with a focus on the
most loyal or heaviest buying consumers.

Once these attributes are defined and are
measurable for each store, store clustering can
be done based on these multiple attributes.
Because each of these attributes can be signif-
icantly different at a category level, store clus-
tering can also be done by category for the
most important categories for the retailer.  This
drills one level deeper to understanding that
all important consumer. Attribute clustering
enables retailers to quickly identify clusters of
stores with similar demand patterns, which also
allow the retailer to focus on the most impor-
tant target consumer segments for them.  

Statistical Clustering Analysis:

This analysis takes a retailer’s understanding of
their stores and shopper needs to a new level.
Cluster analysis is a statistical classification tech-
nique in which retail stores are sub-divided into
groups  (clusters) such that the stores in the clus-
ter are very similar (but not identical) to one
another and very different from the stores in other
clusters.  It is a discovery tool that reveals associa-
tions, patterns, relationships, and structures in
masses of data.  Data and tools are required to
complete statistical clustering analysis.

A starting point for shopper understanding.
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AMuslim, a vegan, and someone with a shellfish allergy — what do they all have in common? They are just a few of
the demographics purchasing certified kosher food products. With the category meeting a variety of religious and
dietary needs the range of certified products available has increased, as has the need for dedicated merchandising space.

“Kosher continues to be a market leader outselling organics or gluten-free,” states Richard Wood, business and
marketing for BC Kosher, which has certified over 15,000 products and 500 companies from around the world under
their Kosher Check certification.
“Growth in the kosher food category has been remarkable in the last number of years with consistent growth of over

10 per cent annually since 2005,” adds Richard Rabkin, managing director, COR- Kashruth Council of Canada, the coun-
try’s largest kosher certifier, certifying over 70,000 products at over 1,000 facilities in Canada and around the world.
There are over $300 billion of kosher certified product sold in the United States annually and the “traditional”

kosher food market is valued at $12.5 billion annually (Rabkin explains “traditional” is food that is directly target-
ed towards kosher consumers whereas the larger number is a general product which happens to be kosher). He adds
the last official Canadian numbers released were in 2001, but they stated that $575 million of “traditional” kosher
food was sold annually in Canada. 
“Applying a metric of 10 per cent year over year growth that would mean that the traditional kosher food mar-

ket in Canada is worth over $2 billion today,” says Rabkin.
What is even more interesting is the demographic of consumers looking for kosher foods. Only 14 per cent of people who

are looking for kosher food are doing so because they are Jewish. According to a 2009 study by market research firm Mintel,

KOSHER FOODS

By Carly Peters

Courtesy of Shutterstock
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In the grocery business, growth can be very difficultto come by. With most categories growing at or below
the rate of population growth means that grocers are

competing in what amounts to a “zero sum” game.
With the acquisition of Shoppers Drug Mart, Loblaw

has potentially made an end-run in growing its grocery
real estate by adding nearly 1300 stores across Canada
(approximately 380 in the West).
Shoppers Drug Mart already has nearly 900 food

essentials stores across the country that provide an
assortment of dry grocery, confectionery, frozen and
dairy items.
In addition, Shoppers Drug Mart has announced that

it will start testing stores with expanded fresh assort-
ments in Regina, Saskatchewan.

The main advantages of SDM stores in the food play
are location and store size. Their stores are located in
proximity to the majority of Canadians and even their
biggest stores are easy to navigate and shop when com-
pared to traditional grocery stores.
This plays on a global trend towards proximity retail-

ing as more of us live in cities and fewer of us depending
on the car to transport us to work, school and shopping.
In a way they act as a new breed of large conve-

nience stores. The difference being that these stores
have the buying power of Loblaw and the tendency has
been for food essentials stores to compete aggressively
on price, especially with items like milk where they are
often the lowest price in the market.
Private label products have been quietly rolled out

in the grocery cate-
gories with shelf space
being claimed by the
best selling President’s
Choice products, re-

placing SDMs smaller and disorganized private label
program in food.
However the biggest play could involve online gro-

cery retailing. Scaling up grocery sales through the
Internet is a huge challenge in Canada with our large
geography and small population.
Imagine if you will, ordering your groceries online

through a Loblaw site like “Click and Collect” service
they are testing in Toronto.
However, instead of groceries being delivered to your

door, the order is picked at the nearest Superstore and
then left at your local SDM for pick-up.
Loblaw could quickly introduce the most extensive

network of “Click and Collect” sites.
The expansion of Shoppers Drug Mart in food cate-

gories is not a question of if, but when. This will mean
a new competitor for grocery retailers and added com-
plexities for vendors working with Loblaws.
SDM might want to think about bringing back its old

slogan: “Everything you want in a drug store”. ●
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the No.1 reason why people buy kosher food
is because of a perceived higher quality (62
per cent). Rabkin adds other demographic
groups that make up the broader category
of kosher consumers include vegetarians,
vegans, those who are lactose intolerant and
people of different religious faiths who rely
on kosher as well.
“The demand for kosher foods has

increased significantly over the past sev-
eral years. This is driven not only by Jew-
ish consumers, but from consumers view-
ing kosher as anoth-
er level of quality, as
a vegetarian option,
and from other groups
such as Muslims and
Seventh Day Adven-
tists,” states Megan
Deaust, marketing
manager for Bothwell
Cheese, which offers
20 varieties of cheese
that are Orthodox
Union kosher certified. 
The Manitoba-based company has been

producing kosher products since the mid-
1980s under the guidance of a mashgiach
(kosher guide/supervisor) for special

orders, but became officially kosher cer-
tified in 2012.
“Obtaining kosher certification meant

we would be able to make the majority of
our products widely available to a new
group of consumers and meet our cus-
tomers’ requests,” explains Deaust, adding
they hired a full-time mashgiach to aid in
the cheese-making process and to ensure
the company’s on-going compliance.
Today, between a third to a half of prod-

ucts on any given supermarket shelf are
kosher certified, which is just a phenome-

nal level of growth
and availability,
states Rabkin. 
“In recent years

there has been
growth in the health
food sector so we
have been seeing
many foods that are

certified gluten free or vegan or the
like also obtaining kosher certifi-

cation to complement the wholesome or
healthful attributes of the product,” he
states, adding many of the supermarkets
that have private label lines are also very
good about maximizing the kosher avail-

ability of their products. “Loblaw for
example makes a concerted effort that
whenever possible products sold under its
private label brands such as President’s
Choice is kosher certified. In fact we at
the Kashruth Council of Canada (COR)
work very closely with Loblaw on this
program and act as their exclusive kosher
certifier on their private label brands.”
BC Kosher has worked with large

retailers such as Trader Joe’s, Sobeys, and
Safeway to certify a wide range of prod-
ucts rom milk to spices to dried fruits.
If a third to a half of products on super-

market shelves are kosher certified one
might think that a specialized kosher sec-
tion would be hard to pull off, after all, you
can’t make half of your store the kosher
section, states Rabkin. 
“But I think it’s a good idea for a

grocery store to have a dedicated kosher
section for two main
reasons. First, there
are a number of
products that are
uniquely kosher such
as gefilte fish or
matzah or kosher
grape juice and if a
grocery store does-
n’t accentuate these
products with their own section they
could get overlooked,” he explains.
“Second, if kosher carries with it a per-
ception that it is healthier or of higher
quality, consumers will then internalize
that message and feel that this particu-
lar grocery store takes food quality and
safety seriously. That’s an important
message retailers want consumers to
come away with.”
Whether it’s for religious reasons or

dietary ones, kosher foods will continue
to grow to meet the demands of many.  ●

By Jeff DoucetteRETAIL COLLABORATION

Is Western Canada Ready for 

400 More 
Grocery Stores?

Expanded food test
in Regina could see
Shoppers Drug Mart
steal grocery share.

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@fieldagentcanada.com

Richard Rabkin, managing director, COR-
Kashruth Council of Canada

Bothwell Cheese 
offers 20 varieties 
of cheese that are Orthodox
Union kosher certified.

Kosher Check certification
from BC Kosher has certi-
fied over 15,000 products
and 500 companies.
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“Twenty years ago, yogurt in Canada
would have had no benefits to the digestive
system,” says Donat Koller of Happy Days
Goat Dairy.
It was missing something: live bacteria. 
“People have learned that the actual health

benefit of yogurt is the live bacteria,” says Koller.
The perception of yogurt as a healthy food and

“functional claims such as probiotics for some
yogurts” are listed as two possible reasons for

increased yogurt consumption in the Consumer’s Corner report. 
And health-conscience consumers love those probiotic microorgan-

isms, prompting another yogurt trend: kefir.
“Kefir is really loaded with highly beneficial bacteria,” says Koller. 
Health aside, another even stronger influence is driving the category. 
“Greek yogurt fuels the overall category growth,” says Dimitris Lenis, market-

ing manager at Krinos Foods Canada. 
He’s right, according to Susan Krashinsky’s article: “In food wars, Greek yogurt

takes palates by storm” (Globe and Mail, March 15, 2012). In just three years,
Greek yogurt captured 13 percentage points of the U.S. category market share.
“Greek yogurt has driven the vast majority of sales growth in its category in

the United States, and is now pushing into Canada,” says Krashinsky. 
That was 2012 — and push into Canada it did.
A Mintel report says the introduction of Greek-style products has led to strong

year-over-year growth in 2011 and subsequent years: “Greek yogurt has been a
revolutionary trend in the market, growing at about 10 per cent each year.” 
What that means, according to figures provided by Diane Jubinville, director

of consumer and public relations at Ultima Foods, is that between 2004 and
2014, the per capita consumption of yogurt grew by 63 per cent.
Koller admits to being initially surprised.
“What actually surprised me in the whole Greek yogurt success is the high fat

content,” he says. “What people like in the Greek yogurt is the taste and the
firm texture and the creamy mouth feel.” 
Indeed, Greek yogurt impressed consumers—and put a fire under manufactur-

ers who have introduced their own versions, from zero to 11 per cent fat and in
a mind-boggling array of flavours. 
And there is more come. Lenis points to an upcoming trend.
“Manufacturers increase product selection with new innovative flavours,” he

says. “In terms of innovation, the offerings of [Greek] yogurt mixed with super-
foods, such as Chia seeds, is picking up.” 
Greek yogurt’s lusciousness has sparked another trend: yogurt as dessert,

such as the Source Greek dessert line in flavours like key lime pie, Boston cream
pie, lemon meringue, and apple pie. 
Yogurt as a recipe ingredient is another growth area. 
“Larger container formats are increasingly popular as people realize that

yogurt can be a recipe ingredient and they increase consumption,” says Lenis,
adding that plain remains the most popular flavour because of its flexibility. 
Consumers have lots of choices. 
“When you are looking for a yogurt these days, there are so many great prod-

ucts out there and one of the things that is really important is that you are
bringing the quality and the experience people want,” says Jackson.
Provided they can find — or even know — what they want.
Jubinville recommends considering how consumers shop. According to

research, shoppers spend less than two minutes in the yogurt section and are
often overwhelmed. If you want consumers to spend more time — and money
— in the yogurt section, think about ease of navigation.
And considering the revolution isn’t slowing down, you may also want to

think about a bigger dairy case. ●
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Saying yogurt has gained in popularity in recent years is under-
statement. Parade’s Community Table called it a “Yogurt Revo-
lution” in its Trend Watch 2015. Alberta Agriculture and Rural

Development’s Consumer’s Corner report, “Yogurt Market: Current
Status and Consumption Trends,” says that among dairy products,
“yogurt has shown a striking increase in per capita consumption
since early 1990s.”
“The category has gone crazy,” says Catherine Jackson, corporate

communications director for General Mills Canada. “You can go into
many stores these days and what used to be a four-foot section grew
to an eight-foot section and grew to a 12-foot section and in some
stores it is an 18-foot section.”
Certainly, health trends have had an influence. What Parade’s

Community Table calls “traditional yogurts: the sweet, berry-flavored snack most folks over 30 grew up eating” have
disappeared or changed.
Yoplait’s YOP, for example: It’s been rebranded with a new re-sealable bottle, colourful label with easily identified

flavours, and better-tasting formulation without artificial colours, flavours, and preservatives.
“We stepped back and took it from 1970 to now,” says Jackson. 
The biggest change in yogurt from bygone days? Today’s yogurt is healthier. 

YOGURT

By Carolyn Camilleri

Short on space in the
dairy section? 

Here’s why it isn’t going
to stop any time soon 
– and why it’s time to
turn your merchandising
attention to yogurt.

Product Showcase

More In-Section Promotion
Within the yogurt section, use signage to

promote trends like local and organic. “Con-
sumers want to have variety of flavours and
since they’re not spending a long time in
front of a yogurt
section, it has to
be seen and pro-
moted. For some
consumers, local is
a trend, especially
when you’re taking about organic yogurt —
it’s what we’re seeing with our Olympic
brand product,” says Diane Jubinville. 

Displays That Wow
Put a bunker in the dairy section and fill it

to the brim with YOP. With the colourful,
creative packaging and the great exciting

flavours, it looks
delicious and mod-
ern and like some-
thing they’d be
interested in enjoy-
ing. “We’ve got
some great POS,
and in some of the

stores, we’ve brought out a caddy — a car-
rier — so people can do their own flavour
sort,” says Catherine Jackson.

All Natural and Local
“Because the number of varieties is large

and, with yogurt, you always see one or two
brands on sale,
so if a retailer
wants to fea-
ture our prod-
uct, we need
exposure at
eye level and
something that
draws the attention like
signage that it is a local product or a natu-
rally made product. We can give retailers
any support they need,” says Donat Koller.

Greek To Go
“Greek yogurt should

have more secondary
merchandising loca-
tions, especially in the
fresh produce section
and in the Home
Meal Replacement
section, so that con-
sumers can conve-
niently grab their
ingredients for a

quick meal. Also, we see that yogurt
bunkers with individual portion cups just
before the cash register are very success-
ful,” says Dimitris Lenis.
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Refrigeration can do much more then keep
your product cool. The right product can
reduce energy consumption, save money

and help move product off the shelf. 
“Retailers are now learning that the physical

layout of a store is another tool to draw a cus-
tomer into the store,” shares Mark Polecat, project
manager refrigeration sales at Lowe Mechanical. 
Careful attention should be made to cus-

tomer demographics so that the refrigeration
displays respond to the customer’s needs. “A
store wanting to focus on fresh, perishable
products may require more service cases for
meat, deli, seafood departments and more
medium temperature display cases for pack-
aged products,” says Cheryl Beach, marketing
communication manager, Hussmann Corpora-
tion. “If a store is targeting value shoppers,
they might require a greater mix of frozen
and medium temperature door display cases.”
The role of the service agent or stock person

is another factor to consider. If stores want the
stock person to load during the off times then
a large display is required.
Conversely, if retailers want to encourage

their customers to interact with their employ-
ees then the displays should be smaller, min-
imizing the refrigeration space, so that the
store clerks will continually refill this area.
“Meat products are one of those very unique
areas of merchandising, where a retailer may
have a butcher involved constantly cutting
and bringing fresh products out,” says
Michael Lehtinen, lead case product manager,
Heatcraft Worldwide Refrigeration. 
Refrigeration can also be used to reflect the

experience that the retailer would like the cus-
tomer to experience; whether it’s industrial or
artistic. Today’s selection in refrigeration
equipment, shares Lehtinen, makes it easy for
the retailer to do this. Ultimately, refrigeration
equipment provides the retailer with another
opportunity to communicate their brand. 

REFRIGERATION

By Anne-Marie Hardie

Courtesy of Shutterstock

Benefits to you…
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sumers are drawn to the product more than ever,” says Pelechaty. 
Shifting to LED lighting is another tool that will serve this dual

need increasing the overall appearance of the product while
reducing overall costs. Traditional fluorescent lighting can give
off a glare, while LED is much gentler on the eye. The end result:
the product not only looks more enticing, but the consumer will
spend a longer time looking. “We recommend that food retailers

consider an “upgrade” to
their existing store assets
that includes changing fluo-
rescent lights to LEDs in their
overhead store ambient light-
ing as well as their in-case
lighting for all multi-decks
and reach — in display
cases,” says Beach. 
Despite this a lot of medi-

um refrigeration displays
still contain florescent light-
ing. Part of this reliance on
this older lighting system
could be attributed to retail-

ers looking at a short-term return in investment. Florescent
light bulbs are less expensive, but have a much shorter shelf life,
lasting for just over a year, while a LED could last for five or even
more. “When we look at things from a very short term view, it is
not working out well from a cost perspective because you’re
making tradeoffs that you’re trying to save on in the next two
years, for a product that when you look at the life time, you are

going to own ten times longer than that, “says Lehtinen.
Technology in refrigeration is continually advancing with

retailers beginning to adopt newer technology such as CO2 and
ammonia technology. With these newer features, retailers really
need to look at the product life cycle to see the advantages.
“Food retailers should be looking for a holistic approach to
“upgrading” their existing stores and a comprehensive plan for
future new stores that combines both energy efficient and mer-
chandising solutions,” said Beach. Retailers need to position
themselves for the future embracing technology and the displays
that will respond to their clients’ needs. ●
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Think Outside of the Box
When it comes to refrigeration design

some retailers are taking a different
approach to displays shifting away from
the classic look that a consumer might
see in a farmer’s market. “When you go
into newer stores now you start to see
some merchandizing that is vertical,”
says Lehtinen. “They will arrange their
shelving so that product looks almost as
if it is stacked; for example a layer of let-
tuce, topped by radish, and, above that,

carrots, creating a very artis-
tic appearance.” This unique
design draws the customer in

with both its inno-
vative display and
the bold arrange-
ment of colours. 
Although store

design may be
one of the first
areas to consider
it is not the only
one. Energy and
energy reduction
strategies remains
at top of mind for
retailers, particular-

ly since refrigeration can account for over
50 per cent of the store design. In an aver-
age 25-30,000 square feet store approxi-
mately 18,000 square feet will be allocated
to refrigeration needs, shares Beach.

Energy Reduction 
Strategies
When it comes to saving energy, it is

time to shift the way retailers think.
“One of thing that retailers should do
when figuring out what they want from

a refrigeration perspective is challenge
some of the taboos that exist within the
merchandising department,” says Lehti-
nen. “A good example is whether or not
I use a door, because it has such a sub-
stantial impact on the refrigeration.” 
Doors on refrigeration equipment are

expanding throughout the retail store. They
can keep the product fresher, while reduc-
ing energy costs by maintaining a stable
temperature. Doors are also more enticing
for consumers; research indicates that they
feel that if there is a door, the product is
going to be colder and therefore fresher.
“Shoppers have commented that prod-

uct behind doors is more visible, the doors
keep the product fresher and the aisles are
warmer so they linger longer in front of
the product displays,” says Beach. In fact,
Beach recommends that retailers add doors
to current open multi-deck, medium tem-
perature display cases in dairy, packaged
deli and beverage departments. 
Doors help decrease the carbon foot-

print of refrigeration, shares Pelechaty,
while helping to increase the visibility of
the overall product. “There are frameless
doors and they are getting taller, when
you combine this with lighting, con-

Hussmann Corporation recommends adding doors to current open multi-
deck, medium temperature display cases found in dairy, packaged deli
and beverage departments.

Heatcraft Worldwide Refrigeration notes 
that today’s refrigeration helps retailers reflect the experience 
they wish the customer to have – whether industrial or artistic.

ADN Refrigeration Ltd. provides
various refrigeration merchandisers
to grocery retailers.
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Today’s consumers are more adven-
turous when it comes to food than
ever before. They are culinary

explorers, seeking avenues into new
flavour territories and turning dishes
from humdrum to fabulous. More often
than not, the key to satisfying that crav-
ing for excitement is discovered among
spices and seasonings. 
But who are these adventurous con-

sumers? Who is driving the trends?
According to Mintel, 62 per cent of Mil-

lennials and 56 per cent of U.S. adults iden-
tify as adventurous eaters, with 82 per cent
saying they were willing to try new flavours. 
Canadian figures for those born 1980

and later are likely not far off. 
It’s a demographic ACH Food Compa-

nies is paying attention to, says Market-
ing Manager, Stuart Schneiderman.
At first, it was believed this younger

segment didn’t want to cook, but that
thinking has changed, says Schneider-
man. “We are finding with research that
not only are they actually cooking and
want to cook, they are food adventurers
or experimental foodies.” 
“There is definitely a trend not only

toward making the food healthier and
tastier but also experimenting with
unique flavours and world flavours and
really trying to build on the food
experience,” says Schneiderman.
“Spice and flavouring really play
very strongly into that.”
Linda Stiles from McCormick

Canada’s Spice Team concurs: “[Mil-

lennials] like to follow hot food trends
and have a love for the foodie lifestyle.
Almost 2/3 of their meal occasions occur
in the home, so home cooking is a focus.”
Of course, as they get older, more of

them are grocery shopping. 
“By 2020, Millennials will surpass Baby

Boomers in their CPG spend,” says Stiles.
Moreover, those Millennial trends —

quest for flavour, interest in global
cuisines, and focus on health — are
increasingly driving spice sales. 
According to Anna Stolee, group direc-

tor of communications and industrial
marketing at McCormick Canada, Nielsen
figures covering the latest 52 weeks indi-
cate continued growth for spices and
herbs, with an increase
of six per cent in
value and four per
cent in units. 
“It’s interesting that

the top sellers are chili pep-
pers,” says Stolee. 

At McCormick, growth is particularly
strong in the organic category, namely
crushed red pepper, garlic powder, and
cayenne pepper, which fits well with the
Nielsen figures showing growth in the
overall organic category at 27 per cent in
value and 43 per cent in units. 
Ethnic spices also continue to gain

strength. “Smoked paprika, cumin,
turmeric, coriander are in top five selling
McCormick Gourmet skus and are all grow-
ing in both units and dollars,” says Stolee. 
Schneiderman also notes a large apti-

tude toward ethnic flavours, with a par-
ticular emphasis on two.
“In the U.S., there is definitely a heavy

Hispanic influence that is growing His-
panic flavour trends, which we are start-
ing to see in flavour profiles in [the Cana-
dian] market as well,” says Schneiderman.
In Canada, he says there has been a

strong Asian and Eurasian influ-

SPICES

By Carolyn Camilleri

Courtesy of Shutterstock

227g

227g 340g

227g 340g

340g 450g

227g 227g 227g

DRIVE SALES AND PROFIT WITH A 
WINNING CHEESE PORTFOLIO FROM KRAFT

PHILLY IS RE-INVENTING 
THE CREAM CHEESE CATEGORY

WINNING CHEESE PORTFOLIO FROM KRAFT
INTRODUCING THREE DIFFERENT BRANDS WITH 

THREE UNIQUE VALUE PROPOSITIONS

CRACKER BARREL 
Best selection of varieties 

& formats 

• Upsize 150g to 227g
• New Flavour – Mixed Berry

• New Graphics – Positioning on toast

WHIPPED RE-INVENTION

GOOD

BETTER
BEST

         NEW LOOK FOR DIPS

• New refreshed graphics
• New 340g size

• The Philly you love blended with 
real jalapeño pieces!

            NEW JALAPEÑO PHILLY  NEW SOFT SIZES  

KRAFT 
Excellent value 

CRACKER BARREL 
SPECIAL RÉSERVE 

Deli-inspired cheese 
in the dairy aisle



WWW.WESTERNGROCER.COM 4342 WWW.WESTERNGROCER.COM

ence for the past couple of years.
“But we are starting to see it going

from just being ethnic — flavours that
you would find in the ethnic section of a
store — to becoming more mainstream
and even becoming more mainstream
with mainstream brands,” he says.

Future Trends
Interest in Middle Eastern flavours is

expected to grow over the next couple of
years, says Schneiderman. 
The health is also influencing the category. 
“With an increased focus on lifestyle

choices, herbs and spices are becoming
hero ingredients and gaining increased
focus in the media,” says Stolee, pointing
to the growing practice of eliminating
processed foods and focusing more on
home-cooked meals. 
“Herbs and spices are the best way to

add flavour to cooking without adding fat,
salt, and sugar,” says Stolee. “We have
seen the success of gluten-free and salt-
free throughout the McCormick portfolio.”
Marinades, too, are being influenced

by the health trend. For example, the
Weber Just Add Juice marinades use juice
instead of oil.  

While consumers are more adventur-
ous, they are also busier than ever, mak-
ing convenience an important factor. 
“Consumers seeking convenience love

seasoning blends and the quick meal
ideas they can inspire,” says Stolee. 
Stolee’s figures indicate that the total

seasoning blends category grew by seven
per cent in dollars and four per cent in
units, and the household penetration for
total seasoning blends increased again
this year to 53 per cent. 
And the usage rate is higher than with

a core spice. 
“A spice blend recipe may call for a

tablespoon or two of a spice blend versus
just a teaspoon or less of spice,” says
Stolee. “Use-up rate can be higher with
spice blends which prompts a quicker
return to the store for more.”
Both Stolee and Schneiderman strong-

ly encourage secondary spice displays in
produce and meat sections, including
over bunkers to drive incremental sales
and increase visibility.
“We know from data that consumers

don’t always buy spices when they buy pro-
tein, but when they buy spices, they almost
always buy protein,” says Schneiderman.

“So there is always that opportunity for the
incremental sale to grow the basket to have
the protein with the spices.”
“Spices and herbs are simply ingredi-

ents used in the preparation of the larg-
er meal and many consumers are des-
perate for meal ideas,” she says.
“Bundling spices and herbs together
with the other ingredients needed to
make a meal provides your customers
with a meal solution and ideas.”
A well-stocked spice aisle is also critical. 
“There are so many flavours and vari-

eties available these days, from grilling
blends to ethnic blends to no- or low-
sodium blends, that when presented with
a wide variety to choose from, consumers
may be tempted to try more than just
one or two,” says Stolee.
Highlighting innovation and new

products is always beneficial. 
“Consumers like trying something

new,” says Stolee. “Why not draw atten-
tion to the great new products you have
in your store?”
For retailers, too, trying something new

with spices and seasonings and demonstrat-
ing that your store is on trend is definitely
a retail adventure well worth taking. ●

T
he 12th edition of SIAL
Canada, the Interna-
tional Food and Bever-

age tradeshow, which took
place from April 28th to April
30th at the Direct Energy Cen-
tre in Toronto, ended with a
record breaking record of visitors and a great business atmosphere.
Just one hour before the end of the show, the Executive Direc-

tor of SIAL Canada, Xavier Poncin, was not hiding his satisfaction.
“This is a tremendous success. The SIAL Canada has broken

records of attendance for the sixth time in a row. We are the biggest
international show in Canada without any doubt, but it is more than
that. It is definitely the meeting of the agro-food industry every
year, where all the key players are gathering to make business and
find solutions for their tomorrow’s challenges. In everyone’s mind,
we position ourselves as the true source of inspiration in North-
America. That is definitely an A+! With this momentum going on, I
am really looking forward for next year’s edition in Montreal and the
year after for our return in the Canadian business’ city.”
With exhibitors up by 11 per cent, the SIAL Canada plays a

major in the sector’s economy by bringing at the same time new
national and international trends and innovations, new interna-
tional products and highlighting the national know how. 
Indeed, this year, over 13,000 visitors (a great 13 per cent of growth

compared to 2013) coming from 65 countries came at the show to
meet with 831 exhibitors on 239,000 sq. ft. of exhibition space, with
more than 400 Canadian exhibitors from the 10 provinces exhibiting.

The event began with an official inauguration, which included par-
ticipation from a number of national and international dignitaries,
including Minister Jeff Leal (Ontario Minister of Agriculture, Food and
Rural Affairs), Minister Pierre Paradis (Ministère de l’Agriculture, des
Pêcheries et de l’Alimentation du Québec), Sandra Gagné, general
director of Agriculture and Agri-Food Canada, Nus Nuzulia Ishak,
director general of National Export Development, Ministry of Trade of
Indonesia, and Nicolas Trentesaux, SIAL Group Director. 

SIAL Innovation: Inspiring the Food 
Business Industry
The only international contest with a presence in the four cor-

ners of the world. The 10 finalists were chosen from 24 excellent
and innovative products by Jury preselection. The Grand Award
was received by Malimousse Seafood Dip with Greek Yogurt, a new
product that pleased both jury members and visitors.
Robert Levy, president of BrandSpark International and the

representative of XTC World Innovation in North America said,
“2015 will be another great year for innovation at SIAL Canada.
Our Jury of Canadian experts has examined all the products care-
fully and identified ten very innovative products that definitely

POST SHOW REVIEW

The largest food & beverage 
products and equipment 
show in Canada.

The 2015 Edition of 
SIAL Canada in Toronto
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reflect current North American trends in food.” To be noted,
seven of the 10 finalists were from Canada. 

Indonesia: 2015 Country of Honour
As Italy was in 2011 and Morocco in 2013, Indonesia will be SIAL

Canada’s Country of Honour for 2015. A strategic sector that is
expanding rapidly, supported by ever-increasing local demand, the
food market (+57 per cent between 2011 and 2015) is a vital factor,
not only for the country itself, but also for the entire ASEAN zone. 

Corporate Responsability
In 2011, 2013 and the 5,000 lbs recolted in 2015, our

exhibitors food products donation provided enough food for
about 33,000 meals. For the first time in 2015, a donation of $1
for each paid visitor pass will be provided to Second Harvest. 
On April 30th, SIAL Canada remitted a donation to Second

Harvest Food Rescue Program, in the presence of Bob Blumer
Ambassador of the program.
Two exclusive high profiles international buyers program ran

during three days : the first U.S. Hosted Buyer Program organ-
ised by SIAL Canada and the international buyer program runs
by OMAFRA and MAPAQ.
SIAL Canada offered Canadian and international exhibitors a

unique platform for B2B meetings. Close to 30 food importers
and retailers from the United States, including major banners
such as Wegmans, Papa John’s, Daymon Worldwide, Atalanta and
Lipari Food, visited the Show this year. More than 300 business
meeting enabled international and national food processors
with those high profile buyers.

The international buyer program runs by the both provinces’
agriculture government, Omafra and Mapaq, exclusive at SIAL
Canada, was also a success with more than 450 business meet-
ings organised during the three days of the show. 

About SIAL Canada
SIAL Canada is an integral part of the SIAL Group, the leading

global network of shows dedicated to the food industry, with
seven shows (SIAL Paris, SIAL Canada, SIAL China, SIAL Middle
East, SIAL ASEAN, and SIAL InterFood Jakarta) that bring togeth-
er 12,000 exhibitors and 280,000 visitors from 200 countries.
Established in 2001, SIAL Canada is the fruit of three agencies’
labour, all of whom are shareholders in the event: the ADAQ (Asso-
ciation des détaillants en alimentation du Québec), the Agri-Food
Export Group Quebec-Canada, and Comexposium (owner of the
SIAL shows and a subsidiary of the Unibail Group). ●

A Range of Unique Contests & Events
Olive d’Or: Canada’s biggest extra-virgin olive oil competition,
which celebrated its 10-year anniversary in 2015, awarded 15
winners this year!  The 100 olive oils, submitted by global pro-
ducers from 14 countries, have all been tasted according to the
standards of the International Olive Oil Council by a jury com-
posed of international olive oil and gastronomy experts.

La Cuisine by SIAL: a space for local and international inspira-
tion, innovation and know-how. La Cuisine by SIAL welcomed
Vincent Cotte (JRoss Hospitality) and Stephen Lee (Sodexo)
has Master of Ceremony throughout the Show.  Morning work-
shops offered by Dairy Farmers of Canada, The Healthy butch-
er and Second Harvest were a great success for this first time
in Toronto. In the afternoon, corporate chef competitions and
cooking demos were also popular with attendees.  

THE LAB: For its first edition in Toronto, The Lab and its pastry
activities was a total success! Meilleur Ouvrier de France (MOF)
and a small army of students from Humber College, George
Brown College and Bonnie Brown College, worked together
around the theme “Pastry to go” for the pleasure of all!

Cheese by SIAL: Launched in 2014, it’s a worldwide first for
the SIAL Group, where exceptional products and expertise
from across the globe converge in order to better meet the
needs of a changing market. Gurth Pretty, passionate Canadian
cheese professional, was our expert throughout the event and
presented for the first time cheese and wine pairing sessions
to make you taste cheese like never before!

Conferences: A rich program of conferences with topics
grounded in current developments and the involvement of
renowned speakers like GS1, Canada Post, Organic Trade Asso-
ciation, GFTC and Technomic. A huge success again this year
with 50 per cent of our sessions was sold out before the show. 
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First off, can you briefly describe 
your warehousing and logistics 
operations at Overwaitea Food 
Group (OFG)?

WC: We have three, large distribution cen-
tres that operate on a third-party logistics
provider (3PL) basis. Using our systems man-
agement processes, they manage the labour
and facilities. We’ve been working with them
for close to eight years now and have devel-
oped a very close, collaborative and mutually
beneficial partnership. We also operate on a
3PL system with our transportation carriers.  

How often do you and your partners 
revisit efficiencies?

WC: We bring in a firm every year to conduct
an independent engineering study to reset engi-
neering standards in each facility. This provides
team members with the opportunity to meet
and exceed existing standards — and gain
financial rewards as a result. The team is proud
to be consistent in achieving year-over-year per-
centage efficiency gains.

What are some of the current 
industry trends?

WC: I would identify two main trends. The
first is automation, which I think will contin-
ue to grow. Automation requires a lot of
throughput and volume. It’s something that
OFG will continue to watch and monitor in the
months and years ahead. Automation will also
gain more traction on the multi-channel side,
specifically as e-commerce continues to grow. 
The other big trend I see is demand fore-

casting. More and more businesses are
streamlining their operations. With compa-
nies closing down manufacturing plants and
tightening up their inventories, it’s becoming
increasingly important that we can provide
proper product forecasts to meet both suppli-
er JIT demands and customers’ needs. Under-
standing and accurately predicting customer
purchases will be crucial to controlling your
costs and delivering on your customers’
needs. It will be a matter of having the right
software — for forecasting, warehousing and
transportation — as well as having the right
touch points of data. POS data is becoming

WAREHOUSING 
& LOGISTICS

By Melanie Franner
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Wayne Currie, 
vice-president 
supply chain/e-commerce,
Overwaitea Food Group
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Q&A
Western Grocer sat down with Wayne Currie, vice-president
supply chain/e-commerce at Overwaitea Food Group, 
to discuss some of the current warehousing and logistics
trends that the grocery industry is experiencing, as well as
some of the challenges that lay ahead. 

Here is a brief summary of that conversation.
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What are the biggest factors influencing grocery industry
trends in 2015? Insiders have differing opinions, but
they agree on one thing: consumers continue to expect

that retailers will be environmentally responsible.
In his top five trends published in January of this year,

Hillphoenix Design Specialist Justin Webster noted, “From alter-
native refrigerants to energy conservation, grocery chains are
seeking greater sustainability.”
Meanwhile, the Oliver Wyman Retail Journal suggests in its

Grocery Trends Infographic for 2015 that “Retailers can take a
leadership role by addressing their own processes” and use best in
class forecasting to stock the right amount of food; collaborate
with suppliers on demand planning; and create options for cus-
tomers to buy in smaller portions.
Grocers have been trying to reduce waste long before the term ‘carbon footprint’ was ever con-

ceived. But now that concern over sustainability seems to have reached fever pitch, how can they
best go about earning the public’s trust?
For the Overwaitea Food Group (OFG), the winning formula is listening to shoppers and consistency

of action. The venerable retailer, which is currently celebrating its 100th anniversary, began intensely
focusing on environmental practices in the 1980s, and this has helped its Save-On-Foods chain earn
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GO GREEN

By Robin Brunet

very important to understanding cus-
tomers’ buying behaviour and to achieve
more accurate forecasting.

What do you see as potential 
challenges that lay ahead?

WC: I think the industry streamlining
that we’re currently seeing will enable
companies to become more efficient but,
in the process, will create more opportu-
nities for spikes in demand. Companies
will need to plan appropriately and will
need to have the right processes and sys-
tems in place to do so. They will also
need talented people in place who can

keep abreast of the changes
happening outside of their
organization. I also think
that customers will increas-

ingly look to alternative purchasing
channels, like e-commerce. This will
increase the need for companies like ours
to ensure that they have the right inven-
tory in place to satisfy those demands.

Is OFG involved in e-commerce and 
if so, how would you describe your 
success in this area?

WC: Save-On-Foods, our primary banner,
has been offering “click, collect and deliv-
er” of groceries since September 2014 in
multiple locations in the lower mainland.
It has been working out very well for us
and we will continue to grow this business.
We’re all about service and e-commerce
provides us with another way to service
our customers. It’s all about how, when
and where they want their purchases.

Where do you see warehousing and 
logistics technology going in the 
next three to five years?

WC: I think the square footage of
automation will continue to grow. I also
believe that the need to understand cus-
tomer data and forecast properly will
become a necessity. If you’re not forecast-
ing properly, you’re going to miss out on
opportunities to get the customer purchase.
The growth in other channels — and the
costs required to grow supply chains — will
mean that companies will have to become
more agile and flexible in order to service
that growing segment. They will also need
a different cost structure to do so.

How would you describe the next few
years in relation to the past few?

WC: I can’t believe how far this
industry has come over the last few
years but I think that the next few are
going to prove to be even more inter-
esting. The number of people connect-
ing to the Internet every second is sur-
passing the numbers of babies being
born. That’s a phenomenal fact. And it
shows that customers will have many
more opportunities to make their pur-
chases in different environments. If
today’s businesses don’t react, they are
going to be left behind. ●

Courtesy of Shutterstock

It will be a matter of having the right software — for forecasting, warehousing 
and transportation — as well as having the right touch points of data.
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the designation of BC’s Most Loved Brand
for 2015 by the market research firm Ipsos
and BC Business Magazine.
OFG’s on-going green goals are to sell eco-

friendly products (over 90 per cent of the
products it sells in 145 stores under the Save-
On-Foods, Overwaitea Foods, Cooper’s Foods,
Urban Fare, PriceSmart Foods and Bulkley
Valley Wholesale banners are recyclable);
achieve zero waste (via cardboard, organics
and plastics recycling, amongst other initia-
tives); and improve energy efficiency.
But even though OFG is part of the Jim

Pattison Group of companies,  which is
known for its leadership in sustainability
practices. OFG company spokesperson
Julie Dickson Olmstead points out that
its green strategies are not
easily arrived at. “Though
many initiatives result in
savings we can pass along to
the consumer, some can add
cost and complexity that
could potentially be passed
onto our customers, so we’re
constantly assessing our-
selves and mindful that we
don’t hinder our ability to remain com-
petitive,” she says.
Olmstead goes on to remark that given

the challenges facing the grocery indus-
try in general, “A strong desire to do the
right thing is crucial to the success of
any environmental program.” 
Doing the right thing can be accom-

plished simply by maximizing opera-
tional efficiency. In the early 1980s, OFG
was the first Western Canadian grocer to
open a bulk foods department, which,

although intended to
give shoppers more
purchasing choices,
also cut down on packaging and space. 
Shortly afterwards, OFG began sourcing

and selling local organically grown produce.
“Our objective was to support regional pro-
ducers, and I think it’s fantastic that the
buy local movement is now inextricably
linked to green values,” says Olmstead. A
more recent example of OFG’s commitment
to sustainability occurred in 2009, when it
became the first Canadian retailer to com-
mit to sustainable seafood procurement.
Recycling is one of OFG’s biggest strate-

gies. On average, it recovers nearly 200 met-
ric tonnes of plastic film wrap and shopping

bags. Its cardboard recovery
program, established in
1990, recycles over 15,000

tonnes yearly — or 90 per cent of the card-
board that comes into its stores.
Moreover, by building and renovating

stores to be more energy efficient (via
high-efficiency lighting and sensors in
freezer cases; energy efficient freezer
doors; and automation systems that
adjust lighting, heating and air condi-
tioning as needed), OFG estimates it
saves enough electricity annually to
power nearly 6,000 family homes.  
If anything has changed in OFG’s

approach to environmental matters, it’s in
staffing. “Back in the 1990s we had a two-
person team who determined our green
strategies,” says Olmstead. “But that has
morphed to become an integral part of our
greater business planning process and
includes everyone’s participation — with
our future goals being to maintain and
improve upon our successes.”   

But does the buying public appreciate
OFG’s efforts? “Definitely,” says Olmstead.
“Ipsos demonstrates we have a high trust
factor; something that we guard carefully
by not just saying the right things, but by
doing the right things.” She adds that
while green concerns and the regulatory
landscape constantly change, “We contin-
ue to take our cue from customers.”
Olmstead declines to offer advice to

other retailers, pointing out that OFG’s
success is reflective of the grocery trade
overall: “We’re tremendously proud to be
part of an industry that has so many peo-
ple doing so much for the environment.
Everyone has their own way of doing
things, and as far as I can see it all comes

from a common desire to do what’s right
for the business and for the planet.”
Undertaking green objectives will

probably always be a delicate balancing
act of giving customers what they want
without ruining one’s bottom line. But
OFG’s work proves that involving all staff
members in the process, ensuring consis-
tency of action, and — perhaps most
importantly — drawing attention to
one’s efforts can go a long way towards
gaining the public’s trust.  ●

Overwaitea Food Group has on-going green goals including selling eco-friendly 
products, achieving zero waste and improving energy efficiency.

“We’re tremendously proud to be part of an industry that 
has so many people doing so much for the environment. 
Everyone has their own way of doing things, and as far 
as I can see it all comes from a common desire to do what’s
right for the business and for the planet.”

 

   

          

      

       

         

 
 

 tastes better †, 
so you DR INK
MORE WATER.

†Compared to tap water.

Brita.ca

 shockingly    
 powerful,

 NATURALLY-DERIVED

trygreenworks.ca
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Whether you are a manufacturer, distributor, retailer or investor in the food and beverage 
sector, today’s complex marketplace demands sophisticated solutions. From the consumer’s 
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PROVINCIAL REPORT

By Carly Peters

The majority of B.C.’s food
and beverage producers may be
small but they contribute in a big
way to the food sector. These
diverse, innovative producers, coupled
with people’s desire for local food means
a healthy economy and happy grocers.
The food and beverage processing industry is

currently the largest manufacturing sector in
British Columbia in terms of sales and
employment, representing 17 per cent of
total manufacturing in the province,
states James Donaldson, CEO of the BC

Food Processors Association (BCFPA). The
industry contributes $8.2 billion to the

provincial economy, and represents approximately
70 per cent of the B.C. agri-foods industry rev-
enues of $11.7 billion (with primary agricul-
ture and seafood being the other key compo-
nents of the agri-foods sector). 
According to 2014 Statistics Canada data, the B.C.

food processing industry consists of over 1,400 business
establishments, with over 90 per cent classified as “micro” or
“small” — for instance, nearly half of these 1,400 processors do

not have payroll, meaning that they are sole proprietors
or small family businesses, he explains.
Over the past several years there has been an increase

in the number of food manufacturers as the demand for
local, healthy, and/or differentiated product grows.
“One of the great characteristics of the food process-

ing sector in B.C. is the level of creativity and innovation
that it creates,” states Donaldson. “As an example, the

BCFPA saw an incredible response in the nomina-
tions received for our Product of the Year and

Innovation awards, presented at our awards
gala in conjunction with our annual
conference, FoodProWest. The winning
products were a perfect reflection of
the diversity of the products we see
coming out of British Columbia.”  



He points to Northern Divine Caviar from Target Marine
Hatcheries, Chicken Curry with Kalonji Spice by Vij’s Inspired
Indian Cuisine, Left Coast Naturals’ Hippy Snacks Coconut
Chips, and Holy Crap Cereal as just a sample of the province’s
range of amazing products.
More local B.C. products hit a high note with nation-wide con-

sumers at the Canadian Federation of Independent Grocers’ Gro-
cery and Specialty Food West April
trade show in Vancouver. 
“Today, consumers are interested in

transparency, where products come
from and producers that have a story,”
says trade show speaker Stewart
Samuel of IGD Canada, a grocery retail
research company.
The Vancouver Sun’s food blogger

Mia Stainsby highlighted just a few of
those local stories which has tran-
spired into grocery success stories:
Vitala Foods, an “eco-dairy” from
Abbotsford uses a robotic milking sys-
tem which accommodates the needs of

the free-range cows, is stocked locally, while Vitala eggs, which
provide 100 per cent of daily Vitamin D requirements, are wide-
ly available at Safeway, Whole Foods, and T & T.
Locally-produced food products aren’t the only new things to hit

grocery shelves in the province. Save-On-Foods in Surrey is official-
ly the first grocery store in B.C. to stock its shelves and start sell-
ing wine as part of a government pilot project with the B.C. Wine

Institute. As of April 1, 2015,
under the province’s new liquor
laws, regulations permit grocery
stores in the province to stock 100
per cent B.C. wine on their
shelves. In the future the govern-
ment is also considering a new
store-within-a-store model, which
would allow grocery stores to offer
a full suite of alcohol products.

“We expect to see more grocery locations pop up over the
coming months and begin offering busy consumers the conve-
nient shopping experience they’ve asked us for,” stated Justice
Minister Suzanne Anton at the store’s launch event.

Miles Prodan, president and CEO of the
B.C. Wine Institute, states to The Globe
and Mail that his organization has 21
licences for similar supermarket opera-
tions it plans to enact carefully, promis-
ing “selective” decisions about where to
open in British Columbia.

Marketing the Market
Getting products in-store is certainly

one of the biggest hurdles local produc-
ers face. Therefore, in 2013, the BCFPA,
Safeway, and food processors partnered
to initiate the Buy BC Food promotional
campaign to increase the awareness and
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sale of foods grown, harvested, and processed in British Colum-
bia. B.C. food processors were provided with a competitive
advantage in 76 B.C. Safeway stores through distinctive signage
and promotions. The result was sales of qualifying products in
Safeway stores increased by over $5 million dollars or 2.06 per
cent  during the four month campaign.
The BCFPA is also committed to producers looking to get their

product moving from idea to reality, states Debra Hellbach,
Grounded Strategies on contract to the BC Food Processors Asso-
ciation. The Post Farm Food Safety Program is a resource for eli-
gible processors and related businesses that offers up to $20,000
for goods and services such as personnel training, equipment,

sanitation and laboratory needs, and
industry certifications in order to
establish or enhance food safety in
their business operations. The overall
objective is to continue to “raise the
bar” for food safety in B.C., and to
increase the number of HACCP certifi-
cations in the province, she states.
The association’s popular Path to

Commercialization program targets
B.C.-based up-and-coming companies
needing assistance with business
planning, human resources, opera-
tions, regulatory processes and/or

sales and marketing. This practical program is designed to help
increase the success rate of entrepreneurs — both new entrants
and those in early growth stage — in the food, functional food,
and natural health product sectors.
“B.C.’s industry is characterized by a large number of smaller

companies. There aren’t a lot of large companies whose head
offices are based here. These businesses need support in terms
of resources, information, and training that the BCFPA tries to
provide them with,” adds Donaldson.
With support to this vital industry, B.C. will continue to grow

foods that are ripe with innovation and keep the provincial gro-
cery industry fresh.  ●
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Debra Hellbach, grounded
strategies – on contract
to the BC Food Processors
Association

James Donaldson, 
CEO, BC Food Processors
Association

Quick Facts About the B.C. Food Industry
• B.C.’s food industry employs 13 per cent of the province’s workforce

• Buying B.C. food supports family-owned businesses that employ 31,000 
British Columbians

• Sales to other Canadian provinces are valued at $1.3 billion.

• British Columbia exports to over 100 countries around the world valued 
at over $2.1 billion. 

• Salmon, dairy products, floriculture, and beef represent the most important 
products of British Columbia’s entire agri-food sector.

• Food retail sales in British Columbia are estimated to be over 
$18 billion each year
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Theft is a common occurrence in any
retail environment and even more
so in grocery stores, making shrink-

age one of the top concerns for grocers.
Technology, however, has now allowed
for a far more sophisticated approach to
reducing shrinkage and retailers are now
gaining the upper hand.
Today, technology can provide live

updates to grocers when a theft attempt
is occurring simply with an app on their
smartphones.  Proactive loss prevention
maximizes profit protection through
reduction of theft while enabling con-
sumers the freedom to shop at their con-
venience, without the restrictions of old
loss prevention methods. Now storeown-
ers or managers can know when a prod-
uct has moved into an area of the store
that it shouldn’t be in. They can also
investigate why product has moved
toward the back of the store instead of
towards the front of store, for payment. 
“Loss Prevention technologies are

evolving and becoming more sophisticat-
ed”, says Ravinder Sangha, marketing
manager at Halo Metrics. “It is not
enough to track theft after it
happens. The trend is to be aware of
theft issues in real time and with the
possibility of proactively preventing
theft. The way people shop is chang-
ing. Once you have a consumer in your
store you want to make sure you do your
best to help them make a purchase with-
out any restrictions.  Loss prevention can
help with this.”

Karryn Lurock, international market-
ing & communications director of Gate
Keeper Systems says, “Retailers are
always looking at ways to keep costs low
and satisfaction high.  Shoplifters are
simultaneously becoming more orga-
nized, challenging retailers to become
more sophisticated with their security
solutions.  While security measures such
as gates, alarms, and security guards were
effective measures in the past, today cus-
tomers have less patience for such mea-
sures while increasingly more brazen
thieves simply push past gates, ignore
alarms, and shrug off security guards.”
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SECURITY

By Melissa Bessey

Utilizing technology to address shrinkage.

Broadhead gives some examples of how technology is being
utilized by grocers to address shrinkage in their stores.

Pattern recognition within data to highlight internal loss.
Most loss prevention departments require staff to leave the store together
with the suitable bag checks under camera observation.  What most LP don’t
have a way of knowing is when a single employee circles back to disarm and
then rearm the alarm immediately after all other staff have left

Integration of separate systems to reduce time to identify fraud. 
Often fraud and theft go on because the management has no easy way to
identify when the events are taking place.   Apart from reviewing video
footage for hours on end, often in real time, the source of the fraud or theft is
hard to find.  Tying the intrusion alarm, access control, point of sale, observa-
tion cameras, and video analytics systems together, criteria is established
allowing questionable activities to be pushed to management for review.

Optimizing investment by integrating budgets with other departments.
Often the loss prevention department has a vision requiring tools, which are out of
reach of their budget limitations.  More and more organizations are seeing the value
of sharing data and sharing purpose with their alarm, access, and camera systems.
Some examples include using marketing analytics within the security cameras, using
access and alarm data to track activity with a location, centralizing non-customer
facing functions like administration, reception, after hours drop off, etc.

There is a fine line between thieves
getting smarter and simply acting bolder
in their efforts to take merchandise,
especially in grocery retail environments.
Lurock notes that, “Recently we have
seen teams of shoplifters not only push
carts full of unpaid items out the door,
but swiftly lift the entire cart with stolen
items inside into a waiting truck, driving
off with the goods and the cart.  In the
quickly changing retail environment,
smarter thieves beg the need for smarter
solutions.  Innovative solutions are avail-
able; it’s now up to retailers to decide
who will outsmart whom?”
Generation Y (millennials) often view

retail employment as short term, low
consequence work, which opens the door
for higher incidents of internal fraud.  As
the product spectrum within the grocery
store expands, so does the opportunity
for theft.  Cash and credit card handling

1
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3
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www.displaypeople.com
1 800 410-0264  (905) 738-0888 

Loss Prevention

INVISI-SHIELD

LOCK BOX

SECURE MERCHANDISER SHELF

Tailored To Meet Your Needs!
Innovative Solutions

 Audible alert sounds when panels slide left or right to expose a single product
 Mounts seamlessly to the underside of shelves 

 Products can only be accessed with the assistance of a store associate
 Mounts directly onto store shelf

 Spring-loaded pushers keep merchandise up front and visible at all times
 System allows access to one product at a time
 Security alarm is activated when door is opened
 Unlocks and slides out for easy reloading  

TM

Product
Showcase

Product Innovations
in Security Systems

Stroller Friendly 
Turnstile
The Turnstile handicap and stroller friendly two-way auto
gate allows free entry into your store and deters unautho-
rized exit attempts.  Standard installation meets building
code for emergency egress without the expensive tie in to
fire alarm systems.  In addition, the two-way auto gate can
be controlled by push-button to permit exit when required,
making this product an excellent solution for smaller areas
where two way traffic flow is required.  

Razor Sharp Security 
Merchandising
Internal theft has always been a primary issue in any
retail environment. In answer to this, Marketing Impact Lim-
ited’s Razor Security system was developed to aid in the
prevention of high cost products being swept form the store
shelf. Their double-secure locking system can be completely
locked at night to prevent the product from disappearing
during overnight restocking. 

Cloud Protection
Protectron is giving you back your time. Instead of spending
hours reviewing video and alarm reports to identify suspi-
cious activity, they offer cloud solutions, which flag their
clients to predetermined patterns and events that violate
the client’s policies.  Protectron360 provides our clients with
a complete perspective on their facilities.

Safe & Secure Food Labels
The 4010 EP Food Label from Halo Metrics is designed
specifically for fresh or frozen food packaging. Certified
microwave-safe, it provides optimal protection without
endangering customers or product. With expensive foods
such as fresh meat increasingly targeted for theft, the 4010
EP Food Label offers maximum protection, enabling food
retailers to improve on-shelf availability and increase sales
while enhancing shoppers’ experience.

Keep Shopping Carts
Where They Belong
Utilizing SmartWheel 2.0QS Loss Prevention Wheel technol-
ogy, Gatekeeper Systems® offers retailers technology solu-
tions to end shopping cart loss with its industry leading cart
containment solution CartControl ®, and dramatically
reduce theft by preventing shoplifters from pushing large
quantities of merchandise in carts out the door with its
purchek® pushout theft solution.

TAKING STOCK

As a nation, we love spice. In fact, Cana-
dians are consuming more than twice
they did compared to 10 years ago, and

it’s no longer just garlic, salt and pepper. 
Imports of spices, herbs, and spice extrac-

tives rose by 17.7 per cent between 2012 and
2013 alone, to reach a high of $168 million
in 2013. Peppers ($77.2 million) and spices
such as ginger, saffron, curry and thyme
($55 million) were the most popular prod-
ucts imported in 2013, mainly by buyers in
Ontario ($94 million), Québec ($43.4 mil-
lion) and British Columbia ($25.9 million).
(Source: www.tfocanada.ca.)
Why the increase? Canadians have a pas-

sion for ethnic foods, and global travel, and
more of us are exposed to food
from around the world, and then
we adopt a love of spices and
seasonings in our own cooking.
Spices are good for you, and can
transform simple foods into
gourmet dishes – adding incred-
ible taste and aroma, and mak-
ing them indispensable to mod-
ern cooking. In fact, spices in
the old world were such valued
possessions that whole empires
rose and fell in their pursuit. 

Spices and seasonings that are ready-to-use and
can be applied in the deli counter to create fresh,
ready-to-cook and ready-to-eat foods continue to
become more and more popular.  Deli counters in
grocery stores continue to drive in-store growth
and profit as they become more ‘European’ in
nature – serving up dinner ideas that mix region-
al flavours and home-cooked goodness  with the
maximum of convenience.  Malabar works with
deli managers to transform deli counters into prof-
it centres that take full advantage of the gourmet,
‘spoil ourselves’ trend that is driving change at the
heart of food retailing in Canada.   
All the best, from Malabar! ●

By S, Alexander
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is always an area requiring scrutiny, but
other common areas of concern continue
to be – cosmetics, apparel and razors.
Bryan Broadhead, project manager,

commercial sales development with Pro-
tectron Security Services shares some of
the effective ways that grocers are han-
dling shrinkage in grocery retail environ-
ments and how it is all about sharing data.
“Data is not only the new target, but

also the weapon to combat loss.  By their
very nature electronic security systems
collect data on the behaviours, activities,

Passion for Spice
What’s hot in the spice category for 2015

Our tastes in spices and how we apply them changes 
over time, with trends in flavours and spice usage watched
closely by the food industry.  Here’s what’s ‘hot’ in 
spice & seasonings in 2015:  

Smoked spices 
Smoked flavours go from strength to strength, and not to be left behind,
spices are getting smokey too!  Smoked paprika, smoked sea salt,
smoked pepper, smoked garlic and smoked grilling spices are all won-
derful, heady additions to the chef’s cupboard can be imported into
sausages, on steaks and fish. 

Comfort flavours – pumpkin pie spice, apple and cinnamon
The taste of pumpkin pie is comforting, and reminds consumers of
home, Thanksgiving, and family occasions, and it’s showing up in many
different foods. 

The Chef
Consumers are clamouring for the gourmet – we’ve seen specialty
blends like fermented Black Garlic Powder and Truffle Parmesan & Black
Garlic Seasoning become increasingly popular.  

Global blends – bringing the ‘exotic’ home 
Whether it’s Middle Eastern Shawarma, Japanese Togarashi, Ethiopian
Berbere, or Tunisian Baharat, Canadians are bringing global flavours
home, in spice blends, marinades, and pre-prepared ready-to-cook foods. 

Sweet & Salt – Caramel, Vanilla and Maple
In the expect-the-unexpected category, we see the sweet and salty trend
continuing to grow, extending to include vanilla, caramel and maple. 

Gourmet Liquid Spices Blends in Marinades and Sauces - for meat,
savoury side dishes and pasta 

S. Alexander is the marketing director at Malabar Super Spice.   www.malabarsuperspice.com

and trends within the store.  Business
Intelligence driven from the electronic
security systems are analyzed and pre-
sented in a format, which can quickly
raise flags of situations that warrant
closer review.”
Whether you operate a big box grocery

store or are an independent operator it is
clear that the most effective way to deal
with shrinkage in today’s technology —
savvy environment is to utilize data and
tools available to reduce theft faster and
more effectively than ever before.     ●

Doris Valade,
president, 
Malabar Super
Spice Co.



47 years later - 

We still  do just 
what we set out 
to do:  
Get the best food 
possible, and 
make it available 
to as many people 
 as we can.

400+ Pure & Purifying Foods

1999
BPA free lined
cans introduced

1988
Eden bans any 
irradiated foods

1968
Eden Co-op began in
Ann Arbor, Michigan

1975
100% of EDEN grain 

and beans certifi ed 
organically grown

1993
Eden bans all  

genetically engineered  
food and GMO

derived substances

access.edenfoods.com
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in the bag
inthe
bag What’s new & improved in the grocery aisle

Kettle Chips Introduces Three New Flavours
Behold the perfect chip. Pick one up. Turn it gently in your hand. Admire the character,

the unique individual shape, the beautiful tawny gold colour. Kettle Chips gently cook their
potatoes to perfection in the finest oils, and then gently season them with the freshest, all
natural ingredients and spices, creating chips with deep, rich flavours and fresh-from the
field character. Tree of Life Canada is introducing three new flavours from Kettle Chips;
Roasted Garlic, Red Curry and Pepperoncini.

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

Introducing Bottlegreen Lime Cordial
All 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 distinctive. Bottlegreen Cordials are free from all artificial colours, flavours and sweet-
eners. Bottlegreen Lime Cordial is now available exclusively from Tree of Life Canada. The juice of zesty limes is blended with
rare aromatic bitter and Cotswold spring water to create a decidedly crisp and tangy cordial.

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

Real Food Tastes Better
You won’t find chips like these anywhere else…  These deliciously nutritious chips are made with a carefully crafted

blend of ingredients for seriously super chips. Unlike many other chips out there, Que Pasa make theirs the way they’ve
been made in Mexico for generations — grinding whole kernel corn between hand-cut lava stones from the volcanic
peaks of Queretano to deliver superior taste and crunch. New varieties available from Tree of Life Canada are Ancient
Grains, Black Bean and Purple Corn.

Contact your local Tree of Life representative for more information.

Wild Garden Extends Line
Wild Garden Hummus Dip is all-natural, preservative and trans-fat free, and features the health-

iest ingredients available. Wild Garden products have a wide range of uses: school lunches, hiking,
triathlons and some of the most remote places in the world even the International Space Station!
And now Wild Garden Hummus comes in a handy “New” Gluten Free Hummus to Go Snack Pack
with Quinoa Chips, Roasted Garlic or Traditional Hummus. 

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

Mary’s Gone Crackers
Mary’s Pretzels, an organic, gluten free, vegan, crunchy snack, rekindles the enjoyment of snack-

ing by combining wholesome nutrition with explosive flavour. Perfect alone or dunked in dips, Mary’s
Pretzels are chock full of organic gluten-free ancient whole grains including brown rice, quinoa, ama-
ranth and millet, as well as tasty and nutrition seeds including flax, sesame and chia seeds. Available
now from Tree of Life Canada are three tasty varieties: Sea Salt, Everything and Chipotle Tomato.

Contact your local Tree of Life representative for more information.

Little Big Shot Energy Drink Launches in Canada
Little BigShot Energy Drink, a popular new, award winning natural energy drink from the United Kingdom, is now available

in the Canadian market.  Little Big Shot is exclusively distributed in Canada through Planet Foods, a division of Horizon Dis-
tribution Group. Planet Foods, established in 1995, is a market leader in brand development within the Canadian natural foods
industry. Clay Gilles, director of business development, expressed his thoughts on becoming Little Big Shot’s exclusive distri-
bution partner. ”With 20 years of True Brand development experience Planet Foods is prepared to create another category
champion with Little Big Shot.”
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Dragons’ Den Darling has Another Winner with 
Holy Crap Dark Chocolate Breakfast Cereal

Holy Crap, the Canadian award winning, organic, kosher, and gluten free breakfast cereal maker has introduced Holy Crap
Dark Chocolate instant breakfast cereal.  Holy Crap holds the honor of being the biggest success to come out of CBC’s hit
reality show Dragons’ Den.  The ever-expanding product line includes Skinny B, Holy Crap Plus Oats, Single Serve Cereal Cups
and now Holy Crap Dark Chocolate. The brand new blend features the divine taste of premium organic dark chocolate.  Raisins in the original recipe
have been replaced with dark chocolate coated chia seeds that are lightly dusted with cocoa powder. You won’t be able to resist the deep, dark, deli-
cious taste of premium dark chocolate. Holy Crap Dark Chocolate uses real, unprocessed, plant-based ingredients that are naturally gluten free, nutri-
ent dense, and delicious. This powerful cereal blend provides sustained energy from its plant-based protein content, increased concentration from
its balanced supply of omega -3 and -6 and stabilized blood sugar from its soluble and insoluble fibre. It’s one powerhouse of an instant breakfast;

the super food cereal is ready to go when you are. Just add water — hot or cold, or yogurt for a creamier delight.

Nestea Launches Two New Flavours
Nestea has launched two new flavours in a 500ml bottle: NESTEA Blueberry Mint Green Tea and NESTEA

Blackcurrant. Using consumer insights around iced tea flavour variety, it was found that iced tea drinkers are
looking for even more options when it comes to the flavour and format of their favourite beverage. The launch
of NESTEA’s new flavours is being supported with a national campaign. The marketing elements include:  Public
relations — Experiential media launch and tasting; national influencer outreach and product
seeding; social media campaign — facebook and Instagram; In-store tools — new POS; case
stackers; • National experiential marketing/sampling campaign – launching in summer 2015.
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Yoplait® Yop® Gets a Makeover
Yoplait® Yop®, the drinkable yogurt favored by teens in Canada, received an all-around makeover from inside the bottle

— now tasting better and with fewer ingredients — to outside the bottle with eye-catching packaging and a re-sealable cap.
Eight refreshing flavours, complete with no artificial colours or flavours, hit shelves in February. Yop is sold in 200ml individual

bottles and multi-packs to satisfy multiple consumer needs and eating occasions.

Nestlé Pure Life Sparkling Adds Four New Flavours
Nestlé Waters Canada has announced that its marketshare-leading Nestlé Pure Life Sparkling Water will come in four new

flavours, effective immediately. Nestlé Pure Life Sparkling Water, available in 100 per cent recy-
clable 500 ml. single-serve and one-litre multi-serve, convenient bottles as well as 100 per cent
recyclable aluminum cans, comes in five healthy and flavourful alternatives — original, black cher-
ry, lemon-lime, mango-peach-pineapple and raspberry lime with zero calories and zero sugar.
“Nestlé Pure Life Sparkling Water is a convenient, affordable and healthy carbonated alternative
to sugared beverages, particularly for consumers who want to stay properly hydrated but want to
avoid calories,” explained Tracey Peake, director of marketing, Nestlé Waters Canada. “With our
four new flavours, Nestlé Pure Life offers unparalleled, flavourful choice in a sparkling water.”

in the bag

NEW from Newman’s Own
Newman’s Own is introducing two delicious new varieties of pasta sauces in early 2015 as a line extension to

current pasta sauces already available in the market.  These include Roasted Garlic and Fire Roasted Tomato and
Garlic. The product is all natural which is consistent across the entire portfolio of salad dressing, pasta sauce, salsa
and barbecue sauce products from Newman’s Own. Also new to Newman’s Own line are two new barbecue sauces
— Bourbon and Teryiaki; as well as a new Pineapple Salsa. All profits are donated to char-
ity. Almost $200,000 will be donated to various charities in Western Canada in 2015!! 

For additional information go to www.newmansown.ca
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