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     Introducing our latest cast . . .
. . . of amazing innovative cards . . . Now Presenting™! These fresh and fun cards feature trios 

of performers that sing and dance, while delivering sweet birthday messages, accented by 

vibrant graphics. A fun surprise that’s sure to bring smiles! To bring the best innovation to 

your card department, contact Carlton Cards at 1-800-663-2273.

 
©

A
G

C
, L

LC
. 

©
A

G
C

, L
LC

.

     2 1    8:46 AM

©
A

G
C

, L
LC

. 

Our top performers take center stage
Our new innovations display, Live Greetings, is taking center stage in your
card aisles with the best-of-the best of our inventions. An app extension

engages your tech-savvy shoppers and brings them back to your stores for 
more great cards. To bring the best innovation to your card department, contact 

Carlton Cards at 1-800-663-2273.©
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Our new innovations display, Live Greetings, is taking center stage in your
card aisles with the best-of-the best of our inventions. An app extension

engages your tech-savvy shoppers and brings them back to your stores for engages your tech-savvy shoppers and brings them back to your stores for 
more great cards. To bring the best innovation to your card department, contact 

Carlton Cards at 1-800-663-2273.
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With the recent announcement that Amazon.com
Inc. is now offering an online grocery service in Cana-
da, many in the industry feel that this once flagging
part of the market will now be given a big shot in the
arm. To date, the conventional grocery business has
not embraced online shopping in a significant way.
On-line grocery sales make up less than one per cent
of the market. In the U.S. online grocery sales are
about 2.5 — three  per cent of the market.

Amazon will be offering around 15,000 non-refrig-
erated food items and will not charge for delivery,
always a big stumbling block for conventional gro-
cers. What has people worried is that when Amazon decides to enter a market, not
only are they often the lowest price competitor, they usually do so with long term
vision and determination to succeed.

I was at a recent panel discussion at the last Grocery Innovations Conference on
the topic of how online grocery shopping is evolving. One of the panellists was Tom
Furphy, a former vice-president of AmazonFresh who is very well acquainted with
how the company operates. With a business model based on home delivery they
long ago worked out the kinks in distribution that many conventional grocers are
now facing. Moreover, with their massive customer base, offering groceries was a
natural evolution and one that the company could afford to offer on very low mar-
gins given their strength in other categories of consumer products.

Other panellists included Peter Larkin, president and CEO, National Grocers Asso-
ciation, and Stephen Tallevi, co-founder and general manager of Grocery Gateway,
an online grocery service tied to Longo Brothers in Ontario. Larkin acknowledged
that conventional grocers have been slow to adopt online business but that there
is opportunity for those who can master the distribution model. Tallevi stressed
the business is a challenge but can be successful for independents who can lever-
age the trust associated with their brand.

With Amazon entering the market, grocers will have to look at how to compete in
the future as more consumers become comfortable using online ordering and home
delivery. An obvious stumbling block for
online companies is in fresh categories,
but this can certainly be done by the local
retailer who is invested in traditional
bricks and mortar. This could give conven-
tional grocers some breathing space while
they firm up their own online strategies.

Frank Yeo,
Publisher & Editor

A New Beginning for Online Grocery Shopping?

publisher’s perspective

Robin Bradley

Associate Publisher &
National Account Manager

robin@mercury.mb.ca

Melanie Bayluk

Western Account Manager

melanie@mercury.mb.ca
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Make the Right
Refrigeration
Decision

Choosing the right refrigeration
technology can be a challenging
task.  Canada’s System LMP is mak-
ing the task a lot simpler.  System
LMP can guide you through the
process of selecting
the most adapted
technology, meet-
ing your refrigera-
tion needs for the
supermarket or re-
frigerated warehouse.
Every cooling unit is
custom built and
engineered to fit your specific
needs and requirements.

The company has optimized
their systems so as to take full
advantage of CO2 as a refrigerant.
Their trans-critical and sub-critical
systems are the most efficient and
durable on the market today.  

1. The most efficient hot gas 
defrost on the market today

2. Available for all regions and 
climate conditions

3. Sub-cooling in a trans-critical 
stage

4. Very efficient heat reclaim 
strategy

5. Simplified control system

System LMP can help you make
the right technology choice for
your refrigeration installation,
which will in turn have an impor-
tant positive financial and environ-
mental impact on your business.

For more information, contact: 
Jeffrey Gingras, vice-president of sales,
System LMP jgingras@lesageinc.com
(514) 516-0693

VAN DE WATER-RAYMOND AND IMPACT SALES & MARKETING ANNOUNCE STRATEGIC PARTNERSHIP
Van de Water-Raymond and Impact Sales & Marketing have formed a business partnership, under the heading Insights Group, to offer

their clients a new range of services. 
With a view to providing advisory services in trade, sales, distribution and marketing throughout Canada, Van de Water-Raymond and

Impact Sales & Marketing are combining forces to create the new Insights Group.
The strategic partnership will enable these companies — both industry leaders — to deploy a comprehensive joint offering nationwide,

with Van de Water-Raymond currently covering all of Eastern Canada and Impact Sales & Marketing all of the West.
“Insights Group’s specific objective is to serve our clientele more effectively by covering more territory,” stated Yves Raymond, pres-

ident of Van de Water-Raymond. “Impact Sales & Marketing shares the business vision and values of Van de Water-Raymond and we are
very enthusiastic about uniting our expertise and experience to meet our clients’ challenges and offer them greater marketing oppor-
tunities,” said Jamie Martin, vice-president of Impact Sales & Marketing.  

Nicolas Trentesaux Appointed Head of SIAL Group
Nicolas Trentesaux, 44, has taken over the leadership of the SIAL Group, the world’s No. 1

international food exhibition network.  Having started his career as export market manager
for the Danone Group, Nicolas Trentesaux spent most of his professional life marketing the
Delacre brand for the United Biscuits Group. His career path was strongly marked by global
developments and marketing strategies involving innovation and research & development. 

After holding international positions in Scotland, then
Australia, Nicolas Trentesaux has now settled in Paris to give
a new, global dynamic to SIAL, reflecting his vision. SIAL is
the flagship of the Comexposium Group, one of Europe’s
leading event organizers with 113 public events and trade
fairs and exhibitions, covering 17 sectors of activity, to its
credit.  “SIAL is the perfect global agri-food showcase: inno-
vation, know-how, quality, and much more. Each company
exhibits the best it has to offer. It’s an extraordinary stimu-
lant for visibility. My ambition is obviously to accelerate its
global expansion and to make each SIAL event a true
springboard for export,” states Nicolas Trentesaux.

The arrival of Nicolas Trentesaux as SIAL group director fits into the preparations for the
50th anniversary of SIAL Paris, to be celebrated from 19 to 23 October 2014 in Paris Nord
Villepinte, an exceptional show to look forward to! 

Happy Planet Launches 
Help us Feed the Hungry”
Campaign

Happy Planet has launched  the “Help us Feed the
Hungry”  campaign that aims to promote and sup-
port hunger prevention and awareness programs.
Each purchase of Happy Planet’s delicious fresh

soups will help Happy Planet donate funds to national and local food banks this winter, giv-
ing Canadian consumers the opportunity to help nourish their communities.

’Help Us Feed the Hungry’ is a real partnership effort with our consumers — “By purchas-
ing their favourite Happy Planet fresh soups in retailers across Canada, consumers are
enabling us to give back to the community,” said Happy Planet Co-founder Randal Ius. “We’re
encouraged that our combined effort can make a positive difference this winter — helping to
provide nourishing meals for those in our communities.” Each purchase of Happy Planet’s
globally-inspired fresh soups will help Happy Planet make a donation to Food Banks Canada.
Each purchase of one of their new locally-inspired fresh soups will help Happy Planet donate
to local food banks that serve the featured regions: the  Fraser Valley in B.C., Montérégie in
Quebec and Chatham-Kent in Ontario.

Introducing
Producer LED

Bring attention back to your aisles.

The Producer adds value to your grocery aisles, where customers desire quality lighting to read labels and signage, and you 

want to keep costs down. The Producer aisle light was designed to do both, delivering focused illumination that lights shelves 

brilliantly, and lowering your energy and maintenance costs. This quality luminaire features a streamlined, architectural housing 

that will both beautify your aisles and enhance your brand. For more information visit us at amerlux.com or call 973.882.5010.
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Ronzoni Foods Canada Corporation 
Announces Name Change
Ronzoni Foods Canada Corporation has changed its name to Catelli

Foods Corporation (Corporation D’Aliments Catelli).
“The name change honours the organization’s long history with the Catelli brand,” said

Doug Watt, vice-president and general manager of Catelli Foods Corporation.   “As the
company moves forward, we remain dedicated to creating innovative
products that deliver the outstanding taste, nutrition and convenience
our consumers desire.  We’re proud that most Canadians choose
Catelli when purchasing pasta for their families.”

Fisherman’s Friend TV Advertising &
Displays to Boost Sales!

Fisherman’s Friend, Canada’s leading brand in the throat lozenge
market will build sales in the coming peak season with a national TV
advertising campaign from November through February. The TV
advertising will feature the full line of flavours available in the highly
popular “resealable” packages introduced last winter.

To take maximum advantage of the advertising, Fisherman’s Friend
provides a variety of counter displays to help you convert customer
traffic into extra sales in your store.

WWW.WESTERNGROCER.COM 9

Sobeys Launches Mission to Make Better Food
Accessible to Canadians

The Sobeys brand is on a journey to help Cana-
dians eat better feel better and do better with
changes to stores, products and a new marketing
campaign. Customers will now be able to find new fresh-food programs, like tomatoes
grouped by sweetness and an all-natural artisan bread program; an expanded array of
natural source products with no artificial ingredients or preservatives; certified humane
chicken, pork and beef;  and lots of great new recipes and cooking tips. 

The COMEXPOSIUM Group Strengthens the SIAL
Network and Brand by Creating
SIAL ASEAN — June 11-13, 2014

Right at the core of ASEAN — the Association of the South
East Asian Nations — the COMEXPOSIUM group is launching
a new international SIAL exhibition. Founded by five coun-
tries (Indonesia, Malaysia, Philippines, Singapore and Thai-
land) in 1967, in Bangkok, Thailand, to foster growth, development and stability in the region,
ASEAN is a political, economic and cultural organization. It brings together 10 Southeast
Asian countries (including Brunei, Vietnam, Laos, Burma and Cambodia). A free trade area
since 1993, with an average growth of 5.8 per cent per year, ASEAN ranks No. 3 trading part-
ner for the European Union, after the United States of America and China.

For the first exhibition, taking place in Manila from 11 to 13 June 2014, SIAL ASEAN expects
800 exhibitors — 50 per cent of whom are international — and 15,000 professional visitors.

Canadian Businesses Recognized for 
Commitment to Fair Trade

The second annual Canadian Fairtrade
Awards were presented to ten Canadian
retail and foodservice businesses October
3rd in recognition of their ongoing com-
mitment to fair trade — an ethical
approach to doing business that supports

farming communities,
ethical labour practices
and sustainable agricul-
ture around the world.

“There are more than
5,000 fair trade products
available on the Canadian
market. Their range is
wide from coffee, tea,
fruits, nuts and sweets to
wine, textiles, flowers and

even jewellery,” said Tom Smith, executive
director of Fairtrade Canada. “Canadians are
increasingly concerned about the story
behind the products they buy and want
companies

to demonstrate they are
operating ethically. They
want to know where their
products come from and
what impact their purchase has on the communities that
harvest and process it. With these awards we recognize

companies that have demonstrated leadership and commitment to fair trade principles.”

An independent panel of judges assessed nominees on a variety of criteria, including
range of products offered; promotion, education and engagement; and vision, mission,
and values. There were many strong nominees, and this year’s winners are: 

• Federated Co-operatives Limited, for Grocery/Supermarket – Large national 
or regional chain

• Choices Markets, for Grocery/Supermarket – Medium independent
• Fresh Carrot, for Grocery/Supermarket – Small independent
• Community Natural Foods, for Natural/Health Food Store
• Ten Thousand Villages Plaza Dr. Winnipeg, Specialty Store
• GMCR Canada (Van Houtte), for Café/Restaurant/Food Service Provider 

– Large national or regional chain
• Bridgehead, for Café/Restaurant/Foodservice Provider – Medium independent
• Alternative Grounds, for Café/Restaurant/Foodservice Provider – Small independent
• Camino (by La Siembra), for Co-operative
• Manitoba Liquor Marts (MLCC), for Provincial Liquor Board

A special award was presented to the company Arayuma for their product “Premium
Organic Coconut Milk”, voted “Canada’s Favourite Fairtrade Product 2013” by nearly
5,000 Canadians during Fair Trade Fortnight. The Fair Trade Fortnight is an annual two-
week blitz celebrating and promoting all fair trade, taking place during May 1-15.

Tree of LIfe Canada
Acquires Northbud
Distributors

Tree of Life Canada has acquired North-
bud Distributors, a recognized leader in
the food distribution and brokerage busi-
ness in Canada for over 40 years. The
agreement will dramatically increase
TOLC’s frozen and refrigerated capabili-
ties for retail, as well as its foodservice
products. The enhanced capabilities of
TOL will complement current TOLC prod-
ucts of premium taste, ethnic, natural,
perishable and foodservice brands.

Peter Clarke, vice-president sales & mar-
keting for Northbud stated, “This is an
opportunity for our vendor partners to
reach more doors across Canada and to
increase and strengthen our sales support
throughout the country.” Clarke will be
joining TOLC as the vice-president & gen-
eral manager, Northbud. 

Northbud Distributors will be merged into
the TOLC business over the next 12 months.
All Northbud trade programs and terms will
remain in place during this transition. 

“We’re very excited to wel-
come Peter Clarke and the
Northbud team into the Tree
of Life family,” stated Jamie
Moody, president Tree of
Life Canada. “Tree of Life’s
strategy is to offer class-
leading category expertise
in our specialty categories. The addition of
the Northbud portfolio gives us greater
presence in the perimeter of the store cat-
egories that continue to experience high
growth,” continued Moody.

Northbud’s primary focus is on the dis-
tribution of refrigerated and frozen value-
added meat, poultry and deli products and
other grocery products. Northbud repre-
sents principals including Kraft Foods,
Buddig, Hillshire Brands, and Advance
Pierre Foods. Look for this acquisition to
complement TOLC product offerings while
also providing new National Key Account,
DSD and logistical coverage in Canada.

New Turnkey Organization Offers Comprehensive Aftermarket Solutions

Longtime industry leaders Hill Phoenix and Anthony have joined their field operations to create THE AMS GROUP, an aftermarket one-
stop shop that will help retailers dramatically cut energy costs, increase sales through better merchandising and help take the worry out
of how to accomplish critical business objectives with less money and fewer resources.

In the post-recession world, where every dime counts, retailers need a go-to partner with the ability to help quickly transform multiple
stores and locations nationwide into more profitable operations: a partner that understands the importance of maintaining and continu-
ously improving existing locations on an ongoing basis.

“No one has more industry experience or a greater ability to work with every original equipment manufacturer than our two companies,
and THE AMS GROUP comes armed with a range of individual initiatives,” explained Craig Little, general manager. The initiatives include:
Close the Case, Remodels, Roll Outs, Refresh, Case Parts, Energy Upgrades and Refrigerant Conversions.   “A client can select the solution
that will impact the bottom line, whether it is one of our initiatives or a completely customized solution,” Little said.

For more information and to contact a representative of THE AMS GROUP, go to www.GOAMS.com, or email AMS@anthonyintl.com. 
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A Fresh Shopping Destination in the 
Heart of NW Calgary

Calgary Co-operative Association (Co-
op) has recently renovated its Crowfoot
location. The Crowfoot food store is an
anchor store for Calgary Co-op, and is the
new model of excellence for this member-
owned, locally-operated company.

“It’s an exciting time for us. We’ve
worked very hard to create a unique
shopping experience for Calgarians,” said
Deane Collinson, chief executive officer at

Calgary Co-op, “There are so many new things in-store at
the Crowfoot location. We’re introducing our new Fresh-to-
Go chef prepared, grab and go meals. We continue to
increase the number of local products we carry, and expand
both our organic and gluten-free offerings. We have a new
World Foods section, which includes a long list of interna-
tional products. There are signature items baked fresh in
our bakery every day, and fresh cuts from our butchers in
the meat department.”

The new Fresh-to-Go “grab and go” meal offering
is just one example of what’s new at Crowfoot Co-
op. Executive Chef John Humphreys has prepared
a variety of convenient, ready-to-serve dinner solu-
tions that the whole family can enjoy. The daily $10
Fresh-to-Go feature meal (available Monday - Fri-
day) is made fresh between 4-7p.m., and offers
tremendous value for today’s busy household:

• Monday - Full rack of ribs, and two side dishes
• Tuesday - Artisan pizzas
• Wednesday - Prime rib and two side dishes
• Thursday - Full rotisserie chicken, and four side dishes
• Friday – 2 piece fish and chips

In addition to the co-op food store, Crowfoot Centre includes a co-op travel office, co-
op gas bar, and the very popular co-op wines, spirits and beer location — all of these
amenities are in one convenient shopping destination.

“When you visit our store you’ll have a wide selection of products, at great prices
— plus, we are committed to the tradition of great customer service,” says Mario Perri-
er, centre manager at Crowfoot Co-op food store, “I’ve been with Calgary Co-op for over
15 years, and this is something I’m very proud to see.”
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Happy Days Dairies Ltd. 
Launches New Brand Identity and Organic Product
Line Commemorating 20 Years of Business

After 20 years in business producing premium goat dairy products
Happy Days Dairies Ltd. has launched a new brand identity and organ-
ic product line.  “The new brand identity reflects our commitment to
excellence in producing premium quality dairy products.” said Happy
Days Dairies President, Donat Koller.  Available to retailers fall 2013 is a
complete organic cow cheese and kefir product line all made locally in
British Columbia with organic milk from Salmon Arm, British Columbia.

“After spending 20 years with a focus on locally producing delicious goat dairy products
we felt now was a good time to move into an organic line. We have all this premium organ-
ic milk produced right here in Salmon Arm and organic products are a very nice fit with our
target audience and customer base of healthfully aware customers. More and more con-
sumers are demanding to know what goes into their food, where the ingredients come from,
and want to ensure the animals are ethically and humanely treated.” adds Koller.

Happy Days Dairies organic product line consists of one litre plain Kefir and a wide
selection of cheese available in deli-sized blocks, retail bricks, rounds and tubs including:
White Cheddar, Mozzarella, Feta, Formaggino (a very fresh unsalted cheese) and Brie, all
made with milk produced in the Shuswap.  

Roland Receives
Quality Seal

Roland Extra Virgin Olive
Oil packed in Italy has received
the North American Olive Oil
Association (NAOOA) Certified
Quality Seal.  Roland Extra Vir-
gin Olive Oil is packed in Italy
and has a perfect green-gold
color, clean aroma, and
smooth flavour.

The  NAOOA Seal indicates a
high quality olive oil that is fre-
quently tested by a sensory
panel and meets even more
rigorous standards than what
is required by the United
States government. 

Lab42 Talks Tech Trends for Food Allergy Sufferers
According to a study released by  market research company  Lab42,  two-thirds of households

with food allergy sufferers find grocery shopping difficult when it comes to a specific food allergy.
Many are now turning to tech solutions to make better-informed grocery shopping decisions.

Half of households with food allergy sufferers say they have researched food brands online prior
to a shopping trip, and nearly one in five say that technology enables them to prepare meals
everyone in the family can eat. To research recipes, one in four say they now rely on Pinterest and
30 per cent say they use facebook.  

The use of technology does not stop there. Once in store, 76 per cent use their smart phone at some
point during their grocery shopping trip. Specifically, 26 per cent use an app of some sort while shop-
ping, and among that group, 36 per cent use an app to find foods for their specific allergy. The most
popular apps for food allergy sufferers include Food Allergy Detective, Food Network, and Allergy Eats.

When it comes to their food shopping preferences, nearly one in five shop online for food relat-
ed to a specific allergy and many opt for the specialty grocery store experience, with 35 per cent
shopping at a specialty store, such as Whole Foods, to purchase food for a specific food allergy.
Additionally, households with food allergy sufferers are four times more likely to do the majority
of their grocery shopping at a specialty store than those without food allergies. Given this prefer-
ence, grocery stores of all kinds, from specialty stores to traditional supermarkets, should look fur-
ther into what they’re doing right and how they can improve the in-store experience for food aller-
gy sufferers and consumers overall.    
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The Biro Manufacturing Company

Marblehead, OH 43440-2099  USA
419-798-4451     Fax 419-798-9106

www.birosaw.com   207RB-10-12

RELIABLE FOOD
PROCESSING EQUIPMENT

Md. Mini-32
Mixer
Grinder Md. BCC-100

Poultry Cutter

Md. 9-22
Food Grinder

Md. F2000
Food
Former

Md. VTS-42
Vacuum
Tumbler

Md. 1433
14” Power Cutter

Md. PRO-9SD Tenderizer

Md. 44 
Twin Tank
Vacuum Tumbler

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

We’ve got 
You Covered!

oP lybagsol s, rigid ybags, rigid 
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White Cashmere Collection 2013 
Celebrates Decade of Design

An unforgettable tribute to Designing a Future without Breast Cancer made its spectac-
ular runway debut at the Tenth Annual White Cashmere Collection, Canada’s first and only
fashion collection entirely crafted in pure, soft and luxurious Cashmere Bathroom Tissue
(BT), on Wednesday, September 25, 2013 at Toronto’s Art Gallery of Ontario.

Ten years in the making and unique in the world, The White Cashmere Collection cele-
brated a milestone anniversary this year with its largest cast of designers to-date; a
stunning runway show; high-fashion photography by Caitlin Cronenberg; and a face-
book contest and fundraiser. The collection highlights Cashmere’s generous and ongo-
ing support of the Canadian Breast Cancer Foundation and heralds the annual return

of limited-edition Pink Cashmere, a fund- and awareness-raiser
for the foundation, with twenty-five cents
from the sale of every package going
directly to the cause, throughout October
Breast Cancer Awareness Month.

Themed The Pink and White Gala and
curated by Canadian fashion designer Farley
Chatto, the White Cashmere Collection stars
20 top Canadian designers and an amazing
range of glamorous gowns, show-stopping tex-
tural creations, avant-garde masterpieces and
full-body accessories, all crafted in 100 per

cent pure, soft and luxurious sheets of White and Pink Cashmere Bathroom Tissue, Canada’s
best-selling brand. To herald the introduction of Cashmere’s newest BT, Cashmere UltraLuxe,
one garment was fabricated with Cashmere’s softest, most luxurious bathroom tissue ever.

“We are extremely proud of what the White Cashmere Collection has accomplished in
10 short years and how it pays tribute to the courage and strength of women and their
families affected by breast cancer,” says Nancy Marcus, corporate vice-president, con-
sumer marketing at Kruger Products. “We launched the White Cashmere Collection in
2004 and since its inception, we broke ground by creating Canada’s first and only fashion
collection crafted entirely in bathroom tissue and united Canada’s fashion community
with a cause that is very important to our company. We are honoured to now be one of
the foundation’s top five national partners and to celebrate this achievement with our
biggest, most impressive collection to-date.”

World Tea Expo,
Healthy Beverage Expo
Move to SoCal in 2014

The 2014 World Tea Expo  and 2014
Healthy Beverage Expo are heading to
“The Golden State” with Long Beach,
Calif. as the trade shows’ official host
city. The co-located events — which will
command more than 50 per cent of
the hotels in the city of Long Beach —
are set to take over two-thirds of the

Long Beach Convention Center as well
as the surrounding downtown, May 29
- 31, 2014. Healthy Beverage Expo
focuses on better-for-you beverages
with healthful ingredients, facilitating the
dialogue surrounding what “healthy” means
to the industry and ultimately the consumer.
World Tea Expo is the leading trade show and
conference focused 100 per cent on premium
teas and related products. Attendee registra-
tion for both events opens mid-January 2014,
and details are available at  www.WorldTeaEx-
po.com and www.HealthyBeverageExpo.com.

The shared 2014 conference theme for
World Tea Expo and Healthy Beverage
Expo is “ReThink Your Drink: Better Bev-
erages, Better Business,” inspired by
Long Beach’s own campaign called
“ReThink Your Drink.”

Tetra PakResearch Show
Growing Demand for 
Renewable Materials, 
Environmental Labelling

Tetra Pak has released the findings of
its 5th bi-annual environment survey,
highlighting a rising demand for
renewable materials and
environmental labelling
among consumers
worldwide. The report
also shows that recycling
remains a fundamental expectation of
both consumers and food industry stakeholders.

This year’s survey sees a significant rise in the atti-
tude towards renewable materials among food indus-
try stakeholders, driven by the recent development
of new technologies. They rank the use of bio-based
materials as one of the most important environmen-
tal trends shaping the future of beverage packaging.

Meanwhile, consumers continue to rate carton the
most “environmentally friendly” packaging type, due
to the use of paper as a renewable material, and
more than 50 per cent of them believe that the use
of bio-based plastic will further improve the environ-
mental performance of carton packaging.

The report also identifies a growing consumer
demand for more environmental information. In order
to make informed choices, 37 per cent of consumers
regularly search for environmental logos on food
packaging. Today, 54 per cent of consumers trust
environmental labels, compared with 37 per cent in
2011. One in five consumers in the survey recognize
the Forest Stewardship Council™ (FSC™) logo, with
most able to associate it with sustainable forestry.

Sorting and setting aside packaging for recycling
remains the No. 1 environmental activity among con-
sumers, as it has been since 2005. Meanwhile, the
ability to recycle packaging material is regarded as a
top priority among food industry stakeholders when
developing a product or a service.

“The findings of this year’s report reinforce the
importance of putting environment at the heart of
our strategic agenda,” says Dennis Jönsson, Tetra
Pak president and CEO. “We have set firm commit-
ments to reduce our environmental footprint across
the value chain, to develop sustainable products and
to increase recycling rates; and we are making good
progress towards the goals that we have set for our-
selves in each of these important areas.”

Upcoming EVENTS

January 30 
- February 2, 2014

Guelph Organic 
Conference and Expo
Guelph University Centre
Guelph, ON
For more info: 
www.guelphorganicconf.ca

March 8-12, 2014

Europain 2014
Paris-Nord Villepinte, France
For more info:
www.europain.com

April 2-4, 2014

SIAL Canada
Palais des Congres
Montreal, QC
For more info: 
www.sialcanada.com

April 6-7, 2014

Grocery Showcase
West 2014
Vancouver Convention 
Centre (East)
Vancouver, B.C.
For more info: www.cfig.ca

April 7-9, 2014

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

May 4-6, 2014

Bakery Showcase
2014 Trade Show 
& Conference
International Centre
Toronto, ON
For more info: www.baking.ca

June 1-3, 2014

IDDBA 
Dairy-Deli-Bake 214
Denver, Colorado
For more info: iddba.org

Packaging Association Endorses New Protocol

The PAC Board of Directors has announced their support for the APR Protocol for Eval-
uation PET Thermoform Label and Adhesives for compatibility with PET recycling. Devel-
oped by the Association of Postconsumer Plastic Recyclers (APR), in conjunction with the
National Association for PET Container Resources (NAPCOR), the protocol is designed to
provide guidance on the compatibility of PET thermoform construction (including label,
adhesive and ink) with PET recycling.

The main issue is that the glue used to attach labels to thermoform containers is often
so strong that the label cannot be removed from the plastic and prevents it from being
properly recycled. This new protocol will help identify adhesives, which satisfy both the
need for labels to adhere, and the need for them to be removed prior to recycling.

For more than 15 years, the APR has developed and refined test protocols for recycling
compatibility for both PET and HDPE packaging and peripherals, including labels, caps, and inks. 

The intent of the new protocol is to ensure that the labels and adhesives used on PET thermoform packaging
can be removed under the same conditions as those used in the PET bottle recycling process.

Cori BoninaAwarded Lifetime
Achievement Honour

Cori Bonina, president, Stong’s
Market has been awarded a “Life-
time Achievement” award from
the Kitsilano Chamber of Com-
merce at the Westside Business
Awards Gala.   This is such an hon-
our as she follows Chip Wilson,
founder of LuLulemon as last
year’s recipient.   
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EVENT – GROCERY INNOVATIONS CANADA

On the Edge of Innovation

The 2013 edition of Grocery Innovations 
Canada took place September 30 - October 1
at the Metro Toronto Convention Centre 
in downtown Toronto. 

The annual trade show is presented by The Canadian Federation
of Independent Grocers (CFIG) and featured booths from local,
national and international brands including Kraft, General Mills
and Nestlé, and saw hundreds of independent, franchised and
specialty grocers from across Canada attend the event. 

(Right) Tom Barlow, 
President and CEO, CFIG.



Kayla Ball of Coleman’s 
St. John’s, NFLD
wins Canada’s Best 
Bagger Competition at
2013 Grocery Innovations

Kayla Ball from Coleman’s of St.
John’s, NL has bagged herself a win,
taking home gold at the 2013 Canadian
Best Bagger Competition. The compe-
tition tested the bagging skills of
employees from participating indepen-
dent grocery stores across Canada. The
ninth annual contest took place at 2013
Grocery Innovations Canada trade
show, presented by the Canadian Fed-
eration of Independent Grocers.

“I was so nervous through all three
heats, but the finals were the worst,”
said Ball. “Even though I took part in
the St. John’s Coleman’s competition,
as well as the provincial competition,
participating and winning on the
national level was nerve-wracking.”

As winner of the two-day competi-
tion, Ball has earned $700 in prize
money, an award of recognition and a
year’s worth of bragging rights. The
competition saw 28 participants from
grocery stores across Canada go head-
to-head for the
top honours.

“The best bag-
ger competition is
always a crowd
pleaser,” Tom Bar-
low, president and
CEO of the Cana-
dian Federation
of Independent
Grocers. “We are
thrilled to usher
in what could be
an new era for
Coleman’s, I guess
we will have to
see if this be-
comes a trend!”

Part ic ipants
competed before
a panel of four
judges who evaluated each performance
based on four criteria: speed, weight dis-
tribution, bag content and style. 

“The best bagger competition has
been an exciting annual event held at all
12 Coleman’s stores in Newfoundland
for nine years,” says, Judy Bennett,
public relations, Coleman’s. “With about
100 participants, staff love it.  We are so
pleased with Kayla’s win. She has
worked with us for five years and is an
extremely motivated young woman!”  
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EVENT – GROCERY INNOVATIONS CANADA

(Below) Joey Longo and 
Ward Hanlon.

(L-R) Laurie Jennings, Cathy Graves, Gordon
Graves and Chad Graves.

The Top 10 (in no particular order)

Astro Kik drinkable yogurt: 
This gelatin-free yogurt drink provides energy for growing, active kids.
www.astro.ca

Happy Water: 
This Canadian water is a blend of pure natural spring water and lithia waters.
Happy Water brings B.C.’s world-renowned, naturally sourced lithia water to
all Canadians; providing consumers with an opportunity to buy local, live
happy, and support a sustainable Canadian brand.
www.livehappywater.ca 

Blu-Dot Protein Tea: 
You won’t find GMOs, artificial ingredients, or gluten in this protein tea, only
natural ingredients like New Zealand whey protein and prebiotic dietary
fibre. No gimmicks, no artificial flavours or sweeteners, like sucralose — just
simple great tasting beverages that aren’t loaded with sugar.
www.bludotbeverages.com 

Duncan Hines Frosting Creations: 
A frosting starter base that is ready to flavour and easy to stir. Available
in 10 different flavours including: caramel, white chocolate raspberry,
and bubblegum. 
www.duncanhines.ca/frostingcreations

Duhaime Deluxe: 
A selection of gourmet spreads sweetened only with organic sugar and pure
maple syrup, these all-natural fruit-based chutneys will get your taste buds
tingling! Serve these sweet and savoury spreads on warmed cheese with
farmhouse bread and top with Italian parsley and walnuts.
www.vergerduhaime.com 

Kienna Coffee Roasters: 
The KiennaCUP adapter for Keurig Brewers allows consumers to continue
using their current k-cup style coffee brewer while benefiting from lower
cost and less waste. The coffee pods are 100 per cent biodegradable and the
reusable KienneCUP is manufactured in Canada and is BPA free. 
www.kienna.com 

Bao Smoothies with Baobab Superfruit: 
100 per cent organic wildcrafted, the Baobad fruit pulp in Bao smoothies is
not pasteurized, heat-extracted, freeze-dried or concentrated. This ensures
uncompromised nutrient synergy for that sustained natural energy release. 
www.baosmoothies.com

Aliments MSU Foods — Jet X Pert: 
Hailing all the way from Romania, this windshield washer fluid can handle
up to -45˚C weather and comes in a collapsible and recyclable bag. 
www.romtec-sa.ro 

N’Take - shopping bags: 
Responsibly manufactured and more durable than competing products,
N’Take reusable bags look great after five years of use and can be cus-
tomized to suit your branding needs.  
www.ntake.com 

Gay Lea – Spreadables Cinnamon 
& Brown Sugar: 
A perfect blend of cinnamon, brown sugar and real Gay Lea butter that
spreads right out of the fridge.  
www.Gaylea.com 

The Top 10 Most Innovative Products from the 2013

edition of Grocery Innovations Canada have now been

announced. Canadian grocers and industry delegates

in attendance voted on the innovative products after

having the opportunity to test and review hundreds of

new finds for the upcoming year.

“Every year we are blown away by 
the quality of product that makes it 
out to the show and this year was no
exception,” said Tom Barlow, president and
CEO of the Canadian Federation 
of Independent Grocers. 

“From customizable frosting to shopping bags to

windshield washing fluids, the areas of innovation are

endless.”

Products on display at Grocery Innovations Canada

were evaluated based on three criteria: most unique,

most buzz-worthy and best consumer response. 

Grocery Innovations Canada
Announces

Most Innovative Products

(Left to right) Brad Brewer
(runner-up), Kayla Ball
(winner) both from 
Coleman’s, St. John’s, NL
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In this age of documentaries, consumers’ ever-broad-
ening understanding of food procurement has
opened our eyes to the impact of our shopping

choices. The demand for fair trade products and food-
stuffs is growing quickly — but it’s up to retailers to lead
the way by stocking these products and educating shop-
pers in how their choices can make a positive difference. 

Category Snapshot
At present, most retailers sell a standard set of fair

trade items, including but not limited to coffee, tea,
chocolate and some bath and body products. Sugar is
a rapidly growing category within fair trade, as is wine.
Europe has long been a stalwart of fair trade, with
North America just now catching on. Flavia Aarden-
Kilger, managing director of Fair Trade Brokers Ltd.,
who sells the Oxfam brand of Fair trade products, says
Europe and particularly Belgium continue to play a
prominent role. “The ingredients are sourced in devel-
oping countries and are then shipped to manufactur-
ing facilities in Europe.” 

Fairly traded items are becoming more popular with
socially conscious consumers, especially the younger
set. “We’ve seen phenomenal growth in our university
and college engagement,” says Michael Zelmer, director
of communications for Fairtrade Canada. Because of
fair trade’s importance to Gen Y and Gen Z, campus
administrators, foodservice employees and purchasers
are also giving it more attention. 

“Now more than ever,” says Jenifer Alldred, marketing
and communications director of Ottawa-based La Siem-
bra Co-operative, who markets a Canadian brand of fair
trade and organic certified food products called Camino,
“consumers are better informed and are questioning
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By Alex Van Tol
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where their food comes from.  They are dis-
covering that most of their food is often
not grown in an ethical way, having a neg-
ative impact on producers’ living condi-
tions and their future. The fair trade sys-
tem has been created to address and cor-
rect the effect of con-
ventional trading sys-
tem while making sure
to enhance small pro-
ducer farmers’ living
conditions, community,
future generations, pride
and prosperity”.

With more than
5,000 fair trade certi-
fied products in Cana-
da, retail sales in 2012
totalled $13,260,063
million. Although figures were down by
three per cent in 2012, coffee is still the
largest category by volume, making up
75 per cent of the category. Cocoa, the
second largest chunk of the fair trade pie
at 14 per cent, sank eight per cent in
2012. Fair trade tea grew four per cent;
sugar jumped 30 per cent; and fair trade
fruit surged ahead by 75 per cent. For
those in Eastern Canada who can sell
wine in their retail outlets, wine rose by
a whopping 300 per cent in 2012. 

A key measure used to guage the suc-
cess of fair trade efforts is the amount of
“premium” generated by these sales, that
is, the amount of money that has gone
back into farming communities. For 2012

this was $3.5 million.
“Over the years”, says Alldred,
“and among the producer co-ops we are
working with, there have been several
projects that have been financed with the
help of fair trade premiums.” She points
to the creation, for example, of a rural
health clinic and construction of a sugar
mill in Paraguay; construction of small
local plants to transform sugarcane into
whole brown sugar in Peru; construction
of water towers for village communities in
the Dominican Republic; and education
subsidies and investment in educational
materials and school renovation in the
Dominican Republic.

“We’re proud to have had a direct pos-
itive impact on the
prosperity of our

producer partners,” says Jennifer. “It’s
truly Camino’s mission to bring con-
sumers high-quality ethical products
through partnerships with producer co-
operatives that foster sustainable liveli-
hoods and community development.”

Merchandising
The trend in grocery is toward combin-

ing specialty items (such as fair trade)
with mainstream category products.
“When organic coffee first came out,”
says John A. Darch, president, Doi Chaang
Coffee, “the grocery store would place
them in an organic aisle and consumers
would have to go and hunt for them
there.” Nowadays, stores are moving
toward complete integration. 

Try to have a fair trade option in every
category available and cross-promote

products when possible.
Surprising things hap-
pen when you think like
a shopper: “Our dried
fruit  had incredible
growth this year in some
of the stores that moved
it from the snack section
to the baking section,”
says Toews, cofounder of
Level Ground Trading.

At The Fresh Carrot in
Gimli, Manitoba, fair trade

products are fully integrated throughout
the store. “We have added a fair trade logo
to our price labels as well,” says General
Manager Lisa Zolinski. This helps con-
sumers identify fair trade items. 

At Federated Co-op, winner of the
2013 Fairtrade Awards for large regional/
national supermarket, fair trade products

continued on page 24

Federated Co-op was the winner of 
the 2013 Fairtrade Awards for large
regional/national supermarkets.

Coffee is the largest category by volume at
75 per cent of the category.



Improving Lives (and Pleasing Palates)
With all its coffees certified fair trade and shade-grown, Puro Coffee gives a percentage of its sales
to the World Land Trust to protect the rainforest, and earmarks another chunk of change for par-
ticipating in other social initiatives like helping to fund schools and health centres in Congo. 

Available in beans, ground and pouch pack across four blends, it comes 
packed in 250g and 1kg bags.

Ownership Leads to Empowerment
Growing by 63 per cent annually over the last six years, Doi Chaang Coffee gifts 50 per cent
of the company to farmers instead of simply paying a floor price for their coffee. 

“We believe if significant profits flow back to the farmers, their willingness to be sustainable and
to continue growing the product is far better,” says Darch. Look for four new blends: Hard Wired,
Social Medium, Espress Yoself and Chillin’.

Yes, There’s Fair Trade Quinoa
Offering a wide variety of Oxfam products, Fair Trade Brokers Ltd. imports a full 
grocery line of products like quinoa, rice, raisins, rice cakes, sugar, chocolate 
— even cereals and sodas. 

“I was in Safeway last week and was looking at their fair trade tea selection,” says Aarden-Kilger.
“It was Numi, and it was ten dollars a box. We have ten bags in a box and it retails for under two
dollars and seventy-five cents.”

Appealing to Ethically-Minded Consumers
Sales are up at Level Ground Trading, both on its organic cane sugar and 
its organic and fair trade dried fruit. 

“Our newly launched fair trade tea line and virgin coconut oil have been hard to keep in stock
and we have buyers lining up to source them,” says Toews. Back this year is Level Ground’s Win-
ter Harvest coffee — a blend of three East African coffees imported directly from DR Congo,
Ethiopia and Tanzania.

A Commitment to Organic
Green & Black’s introduces two new flavours: Sweet, Crunchy Yorkshire Toffee (60 per cent
smooth dark chocolate with fruity notes), and Anglesey Sea Salt (37 per cent milk chocolate). 

Do a fair trade promotion and merchandise all their fair trade offerings together 
in a visible spot on an end aisle or a half-pallet display.

Product Showcase
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Ten Years of Justice
At the same price point as other specialty-grade coffees, Ethical Bean 
is exclusively fair trade certified. 

“That translates into a lot of positive financial and social impacts in the country of origin,” says
Viren Malik, chief operating officer. With eigth roasts and over $1.6 million paid in premiums to
farmer-owned cooperatives, Ethical Bean is committed to fairness.

1st Organic & Fairtrade, 
90% Biodegradable* Cup!
NOW AVAILABLE AT MAJOR GROCERY 
RETAILERS ACROSS CANADA

Introducing single-serve coffee 
with less waste!

Contact
Toll-Free: 1-855-882-8080
lpoloni@canterburycoffee.com
www.myworldinacup.com
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are also inte-
grated into main
line sections so
consumers can
see all their op-
tions when shop-
ping for one particular product. 

Taking place during the first two
weeks of May is Fairtrade Fortnight,
which offers retailers an opportunity to

show off their fair
trade products and
partake in Fairtrade
Canada’s campaigns.
During Fairtrade Fort-
night, Federated Co-
op puts up fair trade
displays, promotes
items in its flyer and
offers in-store demos

on fair trade products. It’s a powerful way
to educate people in the ways their
money can make a difference to produc-
ers around the world. 

Many manufacturers offer POS materi-
als to help spread the word and increase
knowledge about fair trade. The Fresh
Carrot offers a free magazine to cus-
tomers discussing fair trade issues in
Canada and around the world. Fairtrade
Canada is at the ready to work with
stores to help spread the word, too.
“We create promotional
materials and give them
out freely,” says Zelmer.
“Last year we started
working on grocery-
specific POS mate-
rials and end
cap displays.”

Educating Consumers 
is Key

When an item is fair trade certified, it
means that all transactions are third
party verified. “All the transactions are
monitored by Fairtrade Canada, in our
case, and there are audits in terms of
labour standards and organic farming at
the co-op level,” explains Viren Malik,
chief operating officer for Ethical Bean
Coffee. It’s different from direct trade
models (think Taza Chocolate or Level
Ground Trading), where producers and
purveyors enjoy a personal and support-
ive relationship. In direct trade, there’s

an understanding that each party treats
the other well, and producers use that in
their marketing, but there’s no third
party checking up on it. Direct trade is
limited to companies that can afford to
send people to the various countries it
buys from on a regular basis.

More and more people are choosing to
direct their spending for social good. A
Globescan study in 2011 found that
Canadians increasingly expect the com-
panies they buy from to act responsibly
in poor countries. Ninety-one per cent of
Canadians expect companies to pay farm-
ers and workers fairly — that figure is up
from previous years. The study also found
consensus among 71 per cent of con-
sumers that third-party certification,
such as that provided by the internation-
ally-recognized Fairtrade system, is the
best way to verify a product’s claims. 

“Fairtrade certification is one of those

things that makes it easy for retailers,”
explains Zelmer. “They don’t have to
know all the supply chains. The Fairtrade
logo means there’s independent verifica-
tion from farm right to the point of pack-
aging.” You might even be carrying fair
trade products and not know it, Zelmer
says. For instance, in 2009, Cadbury
sought Fairtrade certification for its
Dairy Milk bars. Green & Black’s shifted
over recently, and Ben & Jerry’s is com-
mitted to sourcing fair trade ingredients
for all of its products.

The same study found, however, that
consumers have trouble finding fair trade

Consumers are questioning where their
food comes from, now more than ever.

Dried fruit surged
ahead in 2012 by
75 per cent.



The dip market has changed dramatically in the past few years.
Gone are the days of just ranch and veggies. Consumers are now look-
ing for everything from spinach dips to hummus to baba ghanoush
and more.  And, it’s not just different options on their palates; they
want dietary choices like fat-free, gluten-free, low calorie and more.

According to a recent consumer study by Technomic, 48 per cent
of consumers report that they snack at least twice a day.  With these
more frequent eating occasions, over 33 per cent of consumers are
looking for healthier options, and dips are a natural choice.  

“We will continue to see the shift toward smaller, more frequent
meals, with an emphasis on healthy options as we move into the New
Year,” says Alison Kellogg, business development manager for Lite-
house Foods, which provides high-quality, MSG-free dips in a variety
of flavour options.  

Litehouse offers sweet and savoury dips that contain no preserva-
tives and no high-fructose corn syrup.  The majority of their dips are
also gluten free.

Although there are a variety of new flavours available,
the classics still remain popular.  Kraft is launching a
new french onion flavour in early 2014 that will
complement other options already available in
their Philadelphia Dips line, which includes
savoury onion, dill pickle, jalapeno, and more.
Kathy Murphy, director of corporate affairs
for Kraft Foods, says that consumers are
increasingly looking for convenient, easy
snacking options for every day.

“We are seeing a gradual change in dips
usage from the ‘party platter’ to an every-
day snack. As a result, consumers are look-
ing for more variety as they use dips more
often and in more versatile ways,” she says.

Perfect for on-the-go snacking, Ziyad
Brothers Importing’s Wild Garden Hummus
Dip offers a convenient snack combo which
includes a 50-gram hand-held pack of hum-
mus and multi-grain pita chips.   

Also available in 13.40-ounce jars (in eight
different flavours) and single-serve packs, Wild
Garden Hummus is different from its competitors
in that it’s a shelf-stable product; it doesn’t require
refrigeration until it’s open.  

“The brand was introduced in 2003, and we noticed
that all the hummus dips were refrigerated in the
deli.  We felt that there was an opportunity for that
niche and today we are the only national distributor
of shelf-stable hummus dip in a jar,” says Mark D.
Smith, vice-president of sales for Ziyad.  

Smith says that many refrigerated hummus dips use
preservatives to get a longer shelf life. Wild Garden Hummus
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items in the stores where they generally
shop, so boost your stock. With so many
different brands — especially in cate-

gories with many fair trade
choices — deciding which
items to stock is sometimes
a matter of choosing the
company or brand you
most want to support. “As
fair trade is a hand-up

approach to developing small
businesses in other countries,

we want to align ourselves with
companies that are initiating
changes that we want to be a
part of,” says Zolinski. (The
Fresh Carrot received a Fair-
trade Award this year from Fair
Trade Canada for best small
independent grocer.) “This is

about relationship-building on a much larger scale, and for
the benefit of each person and the environment,” says Zolin-
ski. “We want to be a link in that chain.”

Offering a diversity of fairly traded items says something
about you, too — and about your commitment to corporate
responsibility. “Through fair trade you can make that [exploita-
tion] stamp on the world smaller,” says Aarden-Kilger. “It means
that less people are being exploited, whether it is kids or adults
through cheap labour or slavery.” ●

DIPS By Shayna Wiwierski

At 14 per cent cocoa is the second largest piece in 
the fair trade pie.
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No one knows how to heat up your sales 
like Mrs. Renfro’s! She’s got more tasty treats

than you can shake a chip at. Count on
Mrs. Renfro’s to spice things up!

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

www.renfrofoods.com

         

28 WWW.WESTERNGROCER.COM

is essentially pasteurized and features an airtight lid so
bacteria cannot grow in the product.  They also add a little
citric acid (lemon juice) that gives it a lemony flavour and
also acts as a natural stabilizer, giving it a longer shelf life.

Hummus is the new salsa, according to Smith, who adds
that 13 years ago the category was too small to measure.
Today, sales of refrigerated flavoured spreads, a segment
dominated by hummus, topped $530 million at U.S. food
retailers in 2012, an 11 per cent increase from 2011,
according to Information Resources Inc.  

Sabra Canada, Canada’s fastest-growing hummus brand,
is offered in nine varieties and can be found nationwide at
major retailers.  Like Ziyad, they also offer grab-and-go
products; theirs contain pretzels for dipping.

Sabra has diversified its portfolio recently to include two
new categories, Fresh Refrigerated Salsa and Fresh Guacamole.

“Canadians are very interested in fresh refrigerated dips
and this section of the store is growing rapidly, led by gua-
camole, fresh salsa, and hummus categories,” says Chan-
dler Gotschlich, brand manager, Sabra Dipping Company.

Tree of Life Canada, one of Canada’s largest distributors
of specialty and natural foods in Canada, distributes a
number of dip brands throughout the country.  Brands
include Mrs. Renfro’s, a line of innovative salsas; Some-
thing Special Deli Foods, which includes different spreads
and antipastos; and Dan T’s Inferno, which boasts fruit
compotes and other sauces. 

Dan Taylor, owner of Dan T’s Inferno, says, “The sauce
and dip market is expanding rapidly as Canadians become
more adventurous in their tastes.  A large part of this is
due to a more ethnically diverse population, but don’t dis-
count the tremendous effect of television cooking shows
that teach us all to push the limits of flavour combina-
tions,” he says.

From low-fat options to the growth of hummus, Canadi-
ans are expanding their dip choices to include flavours
that have grown in popularity over the past few years.
Retailers need to be aware of the different options for dips
to ensure they are meeting customers’ preferences.      ●

Merchandising Tips
Dips make great snacking and appetizer options
and can be great ways to upsell other foods.  
Here are some merchandising tips for getting the
most out of the dips you sell.

The Wheels on the Bus Go Round…
Sabra Canada engages with customers in large-scale promo-
tional events outside stores to share Sabra products with Cana-
dians, including the Sabra Truck Tour, where in 2013 they dis-
tributed 400,000 samples of their hummus and salsa to con-
sumers from Vancouver to Halifax.  If customers participated in
the tour they will make a connection with the product and are
more likely to purchase it.

Variety Show
According to Kathy Murphy from Kraft Canada, the consumer is
looking for variety, so carrying a great range of flavours and list-
ing innovative new products is key to winning in this category.

Perfect Pairings
Since Ziyad’s Wild Garden Hummus Dip is shelf-stable, it wasn’t
being merchandised with other refrigerated hummus.  Mark D.
Smith, vice-president of sales, suggests placing their shipper
display on the deli floor near the pita chips so customers can
think about snacking and dipping.

Make It Affordable
Doug Renfro, president of Renfro Foods, says that they like
using instantly redeemable coupons as these allow the retailer
to create their own promotion on certain items and/or time
periods that best meet their needs.

Sample and They Will Come
Retailers can capitalize on a more adventurous food customer
by continually introducing them to diverse new products, says
Dan T’s Inferno’s Dan Taylor.  Offering in-aisle tastings and pair-
ing with fine cheeses and dippables will create excitement and
increased sales.



WWW.WESTERNGROCER.COM 31

Recently on October 6, the annual event
called Money 2020, for emerging pay-
ments and financial services, was held

in Las Vegas.  Over 4,200+ attendees, includ-
ing 375+ CEOs, representing 1,500 companies
and 50+ countries met to discuss and deliber-
ate about the future of commerce, retail,
mobile, marketing, data and technology.

Much of the discussions and seminars delib-
erated about the concepts of a true cashless
society. Forty years ago, this was initially pre-
dicted with the mass adoption of credit cards.
And now, today’s society has virtually elimi-
nated hard cash and paper cheques; all in
favour of plastic cards and Internet banking.
However, with the rapid advancement of tech-
nology, even the “plastic card”, may one day
be eliminated; and maybe, just maybe, we
may be paying with only our fingerprint.

Squareup.com
Co-founded in 2009 by Jack Dorsey (creator

of twitter); Squareup.com is a merchant ser-
vices aggregator and mobile payment system.
It basically allows virtually anyone with a
smart phone to accept credit card payments
anywhere, anytime, with a swipe of the cred-
it card (all for a small service fee of course).  

This has essentially freed up the need to be
a registered merchant with a financial institu-
tion and, now, allows pretty much anyone to
accept credit card payments, with direct
deposit to their bank account.   

I can speak from personal experience that
this works and is pretty cool (except for the
three per cent service charge they take).   I
have used it for taking payments when selling
stuff on craigslist.  I have also use it for tak-
ing payments at consumer selling shows.  You
get a card swipe device for free when you sign
up online.  Check out squareup.com.

Google Wallet
Launched in 2011, Google Wallet is a mobile

payment system developed by Google, that
was designed to allow users to store debit,
credit, loyalty and gift cards on their smart
phones and to be able to make secure financial
transactions by simply tapping the phone on
any “Pay-Pass” enabled terminal — all using
NFC (Near Field Communication) technology.
This was one of the first major steps in elimi-
nating the need to carry a wallet.  

Google recently diverted a large chunk of its
resources in their search engine division
towards the Google Wallet development divi-

sion.  This is a clear indication that Google is
heavily betting on the overall shift in com-
merce towards mobile digital payment systems.

Squareup.com also has a similar system
called Square Wallet.  Both Google Wallet and
Square Wallet are only available in the US at
the time of this column.

Loop 
A relatively low-key com-

pany on Kickstarter.com (a
site for raising financial capi-
tal through crowd funding)
has created an add-on for the
iPhone that will allow you to
load your cards onto your
phone (much like Google Wal-
let); however where the dif-
ference ends is the ability to
pay at any merchant terminal
that is NOT “Pay-Pass” enabled.
Loop is the first mobile wallet
to let you securely store all
your cards in your phone and
let you pay at more than 90 per cent of
retailers.  This works because Loop allows the
user to use their smart phone to pay at ANY
swipe terminal. The technology is still in
development and initially only available in
the United States.  

Braintree & Stripe
Both companies offer similar services, where

they help online business process credit card
payments online without a merchant account
with a financial institution. PayPal recently
acquired Braintree for $800 million (PayPal is
owned by eBay).  Braintree processed over $4
billion in mobile payments in 2012.  Both ser-
vices are available in Canada.  

PayPal Beacon 
It has been a long time since PayPal (owned

by eBay) has come up with any new and
emerging technology.  However, mid-October,
PayPal introduced a new system that will take
PayPal financial services offline and into the
physical retail world.  

PayPal debuted a small USB device called
the “Beacon”.  A retail location will install
this device and it will enable the retail cus-
tomer to buy things from that location…

hand-free.  There will no longer be a need to
touch a wallet, physical money or swipe a
plastic card.  

By checking into a store, via Foursquare (or
another app that will automatically check you
into a location), that retailer will have access

to the funds in your
PayPal account and you
can pay for your items
directly from that PayPal
account.  All transactions
are “proximity based”, so
you do physically have to
be in the retail location.
The security check hap-
pens when the retailer is
shown a picture of your
face on the screen to ver-
ify you are the person
that owns the account
and making the payment.
Once confirmed, the pay-
ment is deducted from
your account.

It is rather surreal to imagine that one day,
you will be able to walk into a grocery store, and
then walk out with your groceries, all without
pulling out your wallet, phone or swiping a
card.  Imagine that…

Fingerprint Scan
Unless you are just crawling out from

under a rock, you would have heard that
Apple had recently released the new iPhone
5S, with the “TouchID” fingerprint scanner
on the home button.  The initial reaction to
this technology has been mixed and with
much scrutiny.  The scanner, at this time,
has been advertised to enable the user to
unlock the phone with just a swipe of their
finger and make purchases on iTunes.

However, in a recent article in USA Today,
the President of PayPal, David Marcus, says,
“Within the next two years the vast majority
of high-end smartphones will have biometrics
and mainly fingerprint logins. It’s going to be
very useful for payments.”  With this comment
and Apple’s recent technological release, it is
safe to say that we
are another step
closer to a truly
cashless society.  ●
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Ken is the vice-president of sales and marketing for New Age Marketing & Brand
Management Inc,, (NAM&BMI) a national brokerage company specializing in brand
management of natural and organic CPG brands and products in all channels and
markets in Canada. His opinions expressed in this column are solely his own and do
not necessarily represent those of this publication. 

Ken can be contacted via email (ken@newagemarketing.com), twitter (@kenkwong) or linkedin.

By Ken Kwong

It is rather surreal to 
imagine that one day, 

you will be able to walk
into a grocery store, and
then walk out with your
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“Buy Local” can mean a lot of different things to different people.
For some, it means anything produced within a 100 mile
radius, while for others it means anything produced with-
in a given province and, in some cases, within a given
region such as Western Canada. “Buy Local” is making
waves in grocery channels as more and more consumers are
becoming aware and informed about where the food comes
from. This increased awareness and interest of Canadian
consumers towards buying locally presents both challenges
and opportunities for Canadian producers and grocers. 

The Conference Board of Canada’s Centre for Food in
Canada recently released a report called Cultivating Oppor-
tunities: Canada’s Growing Appetite for Local Food, which
defines local food as food that is grown, processed, sold
and consumed within the local area, whether a communi-
ty, region or a province. Although the report found that
the economic impact of local food systems is most signifi-
cant in Quebec and Ontario, across Canada, 20 per cent of
food is consumed within the same province in which it
is produced — a widely-used definition of local food. 

Within the last two years, the buy local movement
has gained a lot of traction in Western Canada as the
provincial food processing associations have launched
awareness campaigns to identify at the retail level what
products are locally produced, using a definition based
on products produced within provincial boundaries.
These campaigns have meet with considerable success
and, along with consumers own inclination to buy local,
have given a big boost to local processors who before had
difficulty competing for shelf space with the large multi-
national corporations.

The Conference Board report shows that consumers indi-
cate that some of their motivation for purchasing local
food is to support their local economy and farmers. Many
also believe that local produce is fresher than alternatives.
Availability and convenience, as well as the price of some
local food products, are the main barriers preventing con-

sumers from buying local food, however that is becoming
less of a problem with many large retailers such as Safe-
way, Sobeys, and Loblaw joining the “buy local” move-
ment. As the report explains they are making it work
through campaigns like Loblaw’s “Grown Close to Home”.
For both larger and smaller retailers it’s important to pro-
mote local products with things like in-store signage and
advertising that communicates the importance and histo-
ry of local food. Educating staff and customers about the
attributes and origins of local products and inviting local
producers into stores to introduce their products to con-
sumers can be effective as well. ●

BUYING LOCAL

By Martha Beach-Yeo

“Buy Local” is making waves in grocery channels 
as more and more consumers are becoming aware and 

informed about where the food comes from. }

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: robin@mercury.mb.ca

WHAT MAKES
YOUR STORE

SO SPECIAL?

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



Bee Maid Honey was a beekeepers’ dream that started out in the 1950s 
with the idea to form a Canadian organization that would have the capacity
to sell quality Canadian honey throughout the world. 

Today, that vision remains intact with Bee Maid Honey now enjoyed in more than 20 countries worldwide.
But for Canadians, particularly those in the West, their products are as local as you can get and help sup-
port a thriving farming community.  Bee Maid Honey commenced operation in 1954 when the Manitoba

and Saskatchewan Honey Co-Operatives agreed to market all their honey jointly. In 1961, as the strong poten-
tial of the export market became apparent, the organization joined forces with the Alberta Honey Co-op to
develop the export market. The Manitoba Co-Op and
Saskatchewan Co-Op amalgamated their memberships in 1970
with Manitoba buying the Saskatchewan’s Co-op’s assets,
while The Alberta Honey Producers Co-Operatives purchased
the Honey Division of the Central Alberta Dairy Pool, situat-
ed at Bassano, Alberta, in 1976. Eventually all packing for
Bee Maid was moved to the Edmonton and Winnipeg plants,
with the Alberta Honey Producers building a new facility in
Spruce Grove, Alberta to replace the Edmonton plant.

Bee Maid offers several honey products, including
creamed honey, liquid honey, clover honey, and even Li’l
Honeys — 7g portion pack for the ultimate convenience
in honey. Over 22 million packets of Li’l honey have been
distributed throughout Canada so far.  According to Shan-
non Bowden, brand manager for Bee Maid, “Liquid honey
outsells creamed, but there is a strong, passionate group

of consumers that can’t do without their Bee Maid creamed honey.” 
Bee Maid and their honey products are an important part of Canada’s local food economy. The Prairie

provinces produce 80 per cent of Canada’s honey crop. The sunny and long summers in Western Canada pro-
vide the clover, alfalfa and canola crops for bees to forage and produce the mild, white Canadian honey
prized for its taste. The average honey yield per hive in Canada is twice the world’s average due to the long
and warm summer days and a vast supply of nectar-producing crops. Bees also play a vital role in the pol-
lination of many other crops including fruits and vegetables. According to Bee Maid, “The safety and qual-
ity of Canadian honey is second to none. The Canadian Food Inspection Agency, through the Honey Regu-

lations of the Canada Agricultural Products Act, ensures that Canadian honey producers
meet strict federal standards.” 

Canadians certainly love their honey, and with more awareness when it comes to locally
produced products, honey from Bee Maid is something that consumers can feel good about.
As a co-op, Bee Maid serves their member beekeepers that are located throughout Western

Canada. “We only sell the honey that they produce and do not purchase any honey on the open market,” said
Bowden, “So our commitment is to serve our member beekeepers and thus only sell locally produced honey
from Western Canada.”  Bowden also noted that people are becoming more aware and more concerned about
where their food comes from. “Many are also concerned about the transportation of goods and how that con-
tributes negatively to the environment.  The view is that purchasing goods grown or produced closer to home
can alleviate some of that negative impact.” 

Check out our website – http://www.hivetohome.beemaid.com

Bowden believes that people are gaining an understanding of how they can support 
their local economy by supporting and purchasing locally grown food, and 
Bee Maid honey is doing its part, one beehive at a time.  {
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A Local Food Economy
Bee Maid Honey represents honey farmers across the West

BUYING LOCAL

Did you know that every bottle of BeeMaid Honey 
helps support local beekeepers? 

Owned by 300 beekeepers in Western Canada, Bee Maid beekeepers 
are proud to supply their 100% pure Canadian honey to grocers.
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Turning up the heat
Fall 2013.

          

Started by a group of local dairy farmers in New Bothwell, Manitoba, 
Bothwell Cheese has been producing quality cheese since 1936. 

When it first started out in the heart of Manitoba’s dairy belt, Bothwell’s original cheesemakers used
only the freshest available whole milk. According to Mike Raftis, director, sales and marketing
with Bothwell cheese, “Today you can still taste the difference in cheese that is made with fresh,

locally-produced milk.” Raftis notes that there are absolutely no modified milk ingredients, fillers, gluten,
preservatives or animal rennet used in the production of Bothwell cheese. To this day, dairy farmers still
deliver their milk directly to the company, one
of the few remaining Canadian artisanal
cheesemakers that continues to thrive today. 

The serene facility in rural Manitoba pro-
duces award-winning cheeses with over 20
varieties ranging from traditional cheeses like
Gouda and cheddar to specialty creations like
Madagascar green peppercorn and Red Wine
Extra Old Cheddar. However, Raftis says the
most popular cheeses tend to be ones that
have a lot of flavour and heat. “Our bestselling
flavour is our Jalapeno Monterey Jack, and one
of our fastest growing products is our Red Hot

Chili Pepper Jack.” Bothwell has also introduced Jalapeno Muenster and Habanero with Cracked Black Pep-
per to continue meeting consumers’ desire for these bold flavoured varieties. Raftis says that within the
Southeast Manitoba community, which is about as local as you can get, Fresh Cheddar Blocks and Squeak’rs
Cheddar Cheese Curds, sold through the factory cheese shop,  are very popular and have deep roots in the
community since the company’s inception. This just goes to show how important and ingrained a local

product can be for a community. 
“There is a growing interest in understanding where the food we eat comes from and

the ingredients being used. People want to know the story of the product they are con-
suming and local products allow consumers to get closer and connect on a deeper level,”
said Raftis. “Further, when consumers are deciding where to spend their hard-earned dol-
lars, the connection between supporting local products and stimulating local economic

growth is much more apparent and meaningful.” For Manitobans, Bothwell Cheese has always been the
local choice. The company’s market however has greatly expanded into the larger Canadian community as
the quality and innovation of its products have been noticed elsewhere. Indeed, the company takes great
pride in the fact that Canadian consumers can enjoy a quality product that is produced right in their back-
yard, whether it be a local Manitoba consumer or a consumer in another part of Canada.  

Check out our website – www.bothwellcheese.com

Bothwell takes great pride in the fact that Canadian consumers can enjoy a quality 
product that is produced right in their backyard, whether it be a local Manitoba 
consumer or a consumer in another part of Canada.  {

Made Fresh, Locally
Bothwell Cheese thrives on local innovation.

BUYING LOCAL
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It’s no big secret that going local is one of the biggest food trends to
emerge in the past years; at this point, everyone from individual grocers
to large-scale food processors have jumped on the bandwagon to capitalize
on Canadians’ desire to know just where their food comes from. 

Dairy Farmers of Canada (DFC), the national policy, lobbying and promotion-
al organization representing the country’s dairy farmers, is no exception.
“Canadians have a growing interest in choosing products made and pro-

duced in Canada”, says Geneviève Latour,
DFC assistant director of marketing and
nutrition communications. “Hopefully for
DFC, this means choosing dairy products
made from 100 per cent Canadian milk.”
Dairy farmers are an important part of the
Canadian economy and, according to
Latour, “Canadians trust, respect, and
value the work of our dairy farmers.” 

The organization has made it easy for
consumers to identify dairy products
made from Canadian milk thanks to the
100% Canadian Milk symbol, launched in

2009. On their website, DFC states that the symbol was created in response to consumers’ demand that the
origin of food products be clearly identified on food packaging, and that it guarantees the dairy products

are made from 100 per cent Canadian milk. A quick search on the website www.100canadianmilk.ca
(DFC lists all the products with the symbol on their website) reveals that all kinds of dairy prod-

ucts from all over the country bear this symbol – from big brand names to small local proces-
sors. You can find dairy products made from 100 per cent Canadian milk, from cheese to
yogurt, from butter to ice cream, everywhere you can find dairy farmers. 

According to Latour, more and more processors are putting the 100% Canadian Milk
symbol on their products to promote their Canadian origin. “The increase in products

bearing the 100% Canadian Milk symbol is great news,” says Latour, “this way consumers
can shop and compare products with full knowledge of their origin.” DFC is quick to point

out that Canadian milk is produced according to quality standards that are among the highest
in the world, and that Canadian cheeses especially have made incredible leaps in quality and variety over
the past decade, just this fall a Canadian cheese from Lancaster, ON., was named Supreme Global Cham-
pion at the prestigious annual Global Cheese Awards. 

The increase in products bearing the 100 % Canadian Milk symbol is good news for all Canadians who are
looking to support their local economy or simply know where their food comes from – after all, when it
comes to what we eat, we could all do with a little more information.

Check out our websites – www.dairyfarmers.ca or www.100canadianmilk.ca 

“The increase in products bearing the 100% Canadian Milk symbol is great 
news,” says Latour, “this way consumers can shop and compare products 
with full knowledge of their origin.”{

100 Per Cent Canadian
Dairy Farmers of Canada wants you to buy local.

BUYING LOCAL
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GREAT SALES 
OPPORTUNITIES ARE 

GROWING RIGHT HERE IN 
YOUR OWN BACKYARD.

Introducing our new line of locally-inspired fresh soups based 
on Canadians’ favourite recipes.
Made from the best regional produce and premium, all natural 
ingredients, these delicious fresh soups are sure to grow your 
sales with some home-grown flavours.

WWW.HAPPYPLANET.COM

MADE
HERE!
FAIT 
ICI!

Happy Planet started out in 1994 when Randal Ius and his friend Gregor
Robertson, along with a farm full of organic carrots and a big blender, started
making natural juices and smoothies to give city people a taste of the country. 

Today they have added natural organic soups to the juices and smoothies they make, and have
become Canada’s leading all natural food and juice company. “Food that makes you feel good is our
purpose,” said Paul Parolin with Happy Planet. The company considers all their products to be local

to the B.C. market, as they produce and pack-
age all their natural and/or organic smoothies,
juices and soups in British Columbia. “Plus, the
majority of the ingredients we use in our prod-
ucts are grown here as well,” adds Parolin.

Some of Happy Planet’s most popular prod-
ucts come from their new line of locally
inspired fresh soups, which are based off
homemade recipes that Canadians know and
love. “One of my favourites is our fresh Fras-
er Valley Mushroom and Mascarpone Soup
with a pinch of thyme,” says Parolin. Of
course all the mushrooms are grown and har-

vested right in the Fraser Valley. Another new flavour is the fresh Chilliwack Broccoli and Cheddar Soup
with fresh cream and garlic. “We are very proud of this line as it not only supports Canadian produc-

ers and growers, but the soup also tastes just like homemade,” he adds.
As the “Buy Local” movement has gained traction over the years Parolin notes that there are sev-

eral reasons why consumers are moving towards this trend. From an ideological standpoint, con-
sumers want to support local Canadian producers and growers and at the same time, reduce their car-
bon footprint on the environment.  However the main reason, he believes is that “locally produced
food successfully competes on freshness, quality, and of course, taste with products produced out-
side of our country.” Happy Planet believes that Canadian growers and manufacturers produce some
of the highest quality products in the world and consumers want to celebrate and support that.

The goal of the company is to provide the best food and juice experience for consumers, and accord-
ing to Parolin, the only way to do that is to “get fresh” by working with local producers and farmers
in a sustainable way. “We’re very fortunate to live in a region where a variety of food crops grow in
abundance,” says Parolin.  Happy Planet aims to support local communities with locally produced prod-

ucts to help them continue to thrive and grow, providing even more variety for future generations to enjoy.

Check out our website – www.happyplanet.com

Happy Planet believes that Canadian growers and manufacturers produce 
some of the highest quality products in the world and consumers want 
to celebrate and support that.{
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 Happy Customers
Local ingredients make for high-quality products

BUYING LOCAL



Foothills Creamery was originally started in 1969 by Don Bayrack along
with two other founders. Since that time, Bayrack has bought out his
partners and is now owner and president of the company. The year 2014
will mark 45 years that Foothills has been in business.  

As Glen Potter, key account manager with
Foothills notes, “There must be a reason we
have been around for that length of time

when many other dairies have closed.” Today,
Foothills Creamery manufactures a variety of but-
ter products, including old-fashioned, lightly salt-
ed, unsalted, garlic, and whipped for Canadian
supermarket giants such as Super Store, Calgary
Co-op, Sobeys, Freson Bros. Markets, Save-on-
Foods and Canada Safeway. In 1986, Foothills
Creamery began producing ice cream and frozen
yogurt made from its fresh sweet cream. In addi-
tion, it makes sherbet, sorbet and frozen mixes,
and the company boasts more than 80 flavours of
ice cream made from scratch. It usually launches
three to four new flavours each year. 

Foothills sells to stores located all over Western Canada, many of which are mom and pop shops. In
fact, if somebody wants to start one of those ice cream shops, Foothills is eager to assist. They can help
with acquiring freezers, advertising, and with scoops; anything needed to get started for a small local
company. According to Potter, one of the reasons Foothills has been so successful over the years is their

quality of product, and their service and staff. When it comes to people buying their local product,
Potter explained that “Most people will buy local if the quality and prices are reasonable, and

we provide top quality at a reasonable price.” Foothills makes the finest, premium quality
butter, ice cream, yogurt mixes and innovative products like Blend — a blend of butter
and margarine, and they make their butter the old fashioned way — churned for better
flavour and texture. Ice cream is vat-processed for better blending of the ingredients.
Just ask some of our customers like the Calgary Flames — Saddledome, My Favourite Ice

Cream, and Chateau Lake Louise.
Foothills fits right in with the “Buy Local” movement in that they supply many local retailers in West-

ern Canada as well as supporting local producers. “We support local suppliers wherever possible for both
cream and ingredients,” says Potter. “This keeps our local economy thriving.” Potter also noted that the
company gets some extra consideration from Calgary Coop, Safeway, Sobeys, Save-on, Freson Bros. Mar-
kets, Sunterra and other grocers, making it easier for consumers to find their products at reasonable prices. 

Check out our website – www.foothillscreamery.com

“We support local suppliers wherever possible for both cream and ingredients,” 
says Potter, “this keeps our local economy thriving.”{

Better Butter & Ice Cream
Foothills Creamery offers locally produced, premium products

BUYING LOCAL
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How does The Grocery People answer these needs?
First, we meet the needs of our independents by being a

competitive wholesaler and by delivering high quality pro-
duce and products across Western Canada. And second, we
offer unmatched operational programs and services that help
independents plan their business strategies (stay completive
in the market place). TGP’s vision was created with the inde-
pendent in mind.  Our corporate values, integrity (fairness,
trust, and loyalty), excellence and responsibility, are a con-
stant reminder of our commitment to the independents, and
what we stand for as an organization.  

What are the specifics of your program ... 
what banners do you operate under, are deals
the same across the board even for an 
independent banner, how does the private 
label program work, advertising and 
marketing support etc.?

TGP only serves independent banners. We provide a
tremendous amount of transparency in the way we calculate
our cost and distribute deals to our independents. Our pro-
grams are designed to give the independent operators a voice
in the marketing process and to assure that TGP remains dri-
ven by the retailer. The voice of the independent, also
known as the President’s Retail Advisory Council, is made up
of elected independent operators that represent five territo-
rial zones across Western Canada. TGP’s leadership team
meets with the council on a regular basis to ensure our retail-
ers have an open avenue to communicate.  The TGP leadership
team actively listens to the retailers and values their input
when it comes to marketing programs and initiatives.  

What is your current market area and are 
you looking to expand it?

TGP currently serves communities and customers from the
Queen Charlotte Islands to Northwestern Ontario and into the
North. Our affiliation with FCL allows us to maximize our dis-
tribution potential. With TGP/FCL distribution centres in
Edmonton, Calgary, Saskatoon and Winnipeg we have a great
deal of range to expand within Western Canada.

With the entry of the large mass merchandisers
and the growth in square footage outpacing 
population growth, what do you think the 
future of the independent sector is?

Great question, with the square footage outperforming the
population, I feel comfortable saying that the independent
business is alive and well in the Independent model that TGP
services today. The true independents that we serve are
found in rural areas or with in tightly-knit urban communi-
ties, built away from the power centres. These independents
become the heart and soul of the community, even in a large
city.  A good example of this is the Bownesian Grocer Bigway
nestled in the Bowness community in Calgary.  Owned and
operated by Craig and Leanne Sollitt, you don’t have to walk

far into this 10,000 sq. ft. store to see and feel them serving
the community they love.  The same goes for many of our
other independents.  With the recent flooding in Southern
Alberta, this store has reached out to other independents in
the TGP family to help supply BBQs/lunches in and around
the Bowness community.  Although independents feel the
impact of larger centres, they stay competitive by being
active in the communities they serve.  Bowness is a great
example of that community involvement. 

A number of years ago, TGP recognized that, for the inde-
pendent in these small communities to succeed, their stores
would need to be updated in order to create a more inviting
atmosphere. TGP began working with our independents to
upgrade and build new facilities that would secure the inde-
pendents’ and TGP’s future for years to come.  So many of the
independents that TGP serves, are committed to their com-
munities in ways that chains or corporate stores are not.
I am so proud of our independent owners, and it’s been a privi-
lege serving the families and communities of these stores.   

For the independent retailers that are a part of our fam-
ily, it is very clear that we are more than just a wholesaler.
For those who do not know us, the perception may be that
we approach business the same way as other wholesalers,
but nothing could be further from the truth. I invite inde-
pendents to consider TGP and what we have to offer.  We
would be honoured to explain who we are and how we can
partnership with you to fight the giants around us.  The
little guy can win! ●
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Irecently heard the comment made from leaders within
the grocery industry that what the independent grocers
in Canada are missing today is a good wholesale; a whole-

sale that can serve the growing needs of the independents.
At first, I was shocked by this comment and a bit surprised
that TGP went unrecognized—it then occurred to me that
the retailer community may be unaware of the programs and
services that TGP offers independents. 

At The Grocery People, our vision is to set the Western
Canadian standard for independent wholesalers.   We pride
ourselves on helping the independent operators stay compet-
itive and profitable in the markets they serve.  

We are dedicated to the locally owned and operated inde-
pendent retailers. For us, it’s not just about being a distrib-
utor; it’s about providing the infrastructure and tools for the
small independent grocers to excel in their communities. We
recognize that family owned and operated independents do
not have the same available resources as “privately owned
chains,” and that small independents cannot support the
operational departments in the same way.  Having said that,
our programs and services offer independents the operational
support they need if they require.

As a wholly owned subsidiary of Federated Co-operative
Limited., and with a combined sales volume of over $8.8 bil-
lion dollars in 2012, we are positioned to bring the best pro-
grams and services to our independent family. It is also
important to recognize the collaboration between FCL and
TGP in serving our 200 plus independents and the 235 mem-
bers of the Co-operative Retailing System.  TGP supplies the
entire organization with produce and Foodservice, while FCL
administers the procurement of grocery products to ensure
that both co-op retails and independents alike benefit from
the cost savings.  By working with FCL and the entire Co-
operative Retailing System across Western Canada, we are

able to offer our independents an expanded selection of food
and produce, health and beauty care, home and building sup-
plies as well as petroleum.  Our independents also have access

to TGP/FCL shared private label brands, which is currently
undergoing a re-launching initiative. Working together, we
have the financial strength and volume to compete in the
markets we serve today. 

What are independents looking for in 
a wholesaler today?

Small independent operators are searching for a supplier
that not only consis-
tently deliver quality
products, but that
also offer trustworthy
and reliable human
resources, marketing
and business plan-

ning advice.  Independents want a flexible menu of
services they can pick and choose from. They are looking
for a business ally that can help iron out the industry
details so they can spend more time focused on their
store, staff and community. 

An interview with Jim Bailey,
President, The Grocery People.

Q & A

Setting the Standard

As a TGP Retail Member, independents qualify for the following programs 
and rebates:

• Everyday Best Cost - TGP offers a net cost reduction to the retails we supply. It assures that if an item is impacted by market 
fluctuations or competition our independents are able to compete with the mass 
merchandisers on those key items.

• Warehouse Rebates

• Earned Cost Reduction Rebates (the more you purchase the greater the rebate).

• Supplier Specific Rebate Programs

• Debit/ Credit Card Programs

• Front End POS and IT  24 hour support of Hardware/software 

• Retail pricing program for retails that 
request and desire

• Retail Accounting Services (if required)
• Store Design Assistance (if required)
• Upgrade Grants

• Business Financial Assistance Planning
• Store and Department Specialist Support 
• Complete marketing and advertising programs 
• Weekly Flyer Program

• 4 Page Personalized Flyer Program

At The Grocery People, our vision is to set the Western Canadian standard

for independent wholesalers. We pride ourselves on helping the independent

operators stay competitive and profitable in the markets they serve.  
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Of the 2,000 American consumers surveyed, almost
three-fourths already purchase specialty foods. Top
sellers include chocolate, olive oil (and other spe-

cialty oils) and cheese — which were purchased by more
than half of the specialty food consumers surveyed. And,
better yet, specialty food consumers were found to spend
some 37 per cent more on food than consumers overall. 

Increased Interest
According to industry insiders, there are a number of

factors that can account for this rising interest in special-
ty foods.  “Consumers are starting to understand the differ-

ences between buying inexpensive brands and quality
brands,” states John Carabatsakis, president & CEO, L’Oliv-
eraie Quality Whole Foods Inc., who adds that specialty
brands tend to be more regional in nature and of a higher
quality. The company’s John Greek products, for example,
are all of Greek origin and are of a very high quality offered
at an affordable price point. “Our success stems from the
fact that we control from the farm to the grocery shelf so
we offer consistency.”

Cooking shows and social media have also played a part.
Ken Kwong, vice-president sales and marketing, New

Age Marketing & Brand Management Inc., attributes the

SPECIALTY FOODS

By Melanie Franner

If the recent survey results from the Specialty Food Association and Mintel International can be
believed, then specialty food purchases — at least in the U.S. — are on a dramatic rise. 

Courtesy of Shutterstock
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rising interest in specialty foods to a
combination of factors, including: media
(e.g. specialty food TV channels, news,
etc.), the Internet (social media, foodie
blogs and search-engine optimization,
where companies and web sites are able
to target consumers based on their key
word searches) and awareness in healthy
living (education, dietary requirements
and mindful eating). 

Being mindful of eating habits can go
a long way with influencing the food
purchases of today’s active people.

“I think that what is really driving
sales in specialty foods is that people are
more aware of how they spend their calo-
ries today,” comments Philip Issenman,
president, I-D Foods Corporation. “People
know that they have to spend their calo-
ries wisely so they are making wiser
choices about what they are choosing to
eat. Why eat a hot dog or hamburger
when you can have interesting foods
from other countries instead?” 

Array of Choices
Today’s consumers are faced with a

wide variety of options when it comes to
specialty foods. Those focused on the
health aspect of products now have
access to many gluten-free and
non-GMO products, as well as
natural and organic ones. 

“There are several hot cate-
gories right now,” states Dan
Bergeron, retail sales manager,

Western Canada, I-D Foods. “GMO-free
foods and gluten-free foods are very pop-
ular, as are natural sweeteners, like our
Sugaresque product.” 

In fact, a September 2013 report from
Packaged Facts suggests that a surge in
celebrity endorsements of a gluten-free
lifestyle, coupled with a growing aware-
ness of celiac disease and gluten intoler-
ance, has helped drive the Canadian
gluten-free market to reach over $450
million in sales in 2012. That’s a com-
pound annual growth rate of 26.6%
between 2008 and 2012.

New Age Marketing & Brand Manage-
ment offers a

variety of spe-
cialty foods,
including the
g l u t e n - f r e e
line of Mary’s
Crackers and
CocosPure, a
coconut-water
manufacturer

that focuses on small batch, not-from-
concentrate, single-origin and single-
variety coconut water out of Thailand.

L’Oliveraie Quality Whole Foods also
offers a single-variety sourced product in
the form of its John Greek Extra Virgin
Olive Oil. The olive type is known as “Man-
aki” and the olives are picked by hand.

Another very popular segment of the
specialty foods market is ethnic.

“Ethnic food products continue to
grow, specifically the South Asian, Asian
and Philippines segments,” notes Dominic
Schiraldi, vice-president sales, Western
Canada and Ontario, I-D Foods. “This is a
direct consequence of the demographic
change occurring in Canada.”

Big Change for 
Western-based Retailer

Canada Safeway is one retailer that has
recognized the strength of the ethnic

New Age Marketing & Brand Management offers
consumers a variety of specialty foods including
Mary’s Crackers and CocosPure.

L’Oliveraie Quality Whole
Foods Inc. John Greek line
are all of Greek origin.
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food segment — in a big way.
The company is in the midst of a
pilot project that saw the conversion
of an existing Vancouver store into an
ethnic and mainstream-shopping mecca.

“We’ve changed our total store offering
across major categories in order to better
meet the needs of the local residents,”
explains Fiona Lui, manager, ethnic mar-
keting initiative, Canada Safeway. “We
have added an assortment of authentic
Asian offerings in all areas of the store,
like meat, seafood, produce, etc.”

The pilot store opened on August 23rd
of this year. To date, the reaction has
been positive.

“The community has been very

receptive,” adds Lui.
“The residents appre-
ciate the conve-
nience of being able
to pick up both their
A s i a n  a nd  ma i n -
stream products at
one location.”

According to Lui,
the new concept

store has been in the
planning stages for around a

year. The company will track the store’s
sales before re-visiting the concept
and/or implementing similar changes at
some of its other locations. 

But, for the moment, it’s one retail-
er’s exciting and innovative approach
to capitalizing on the growing interest
in ethnic foods.

Recognizing Hot Trends
Grocers interested in getting into or

broadening their specialty foods offer-
ing have a wide variety of choices

available to them. There are also many
options available from a merchandis-
ing perspective.

“Grocers can offer Centre-of-Store
features for short-term focus,” states
Kwong. “Integrated sections might obscure
the potential of new and up-coming
brands. However, supplementing with
shelf strips, danglers or shelf-talkers
would help promote the integrated
brands. Themed end-caps also work very
well, as does cross-marketing products
with secondary displays in non-tradi-
tional categories.”

Issenman also makes note of the
potential merchandising opportunities
available with ethnic holidays.

“We believe in integration, in having
the ethnic sauces located within the tra-
ditional sauces category,” he states. “At
the same time, grocers should capitalize
on the different ethnic events. For exam-
ple, our Blue Dragon and Haiku lines are
a perfect fit for events like Chinese New
Year and Maggi for Diwali, the Hindu Fes-
tival of Lights.”

The World is Your Oyster
When it comes to ethnic foods and

other specialty food segments, it does
appear that today’s grocer has access to
products from around the globe. Grocers
need to find the right mix to satisfy the
needs of their customers and to mer-
chandise those products in such a way as
to encourage trial. Doing so will enable
customers to gain a greater familiarity
with the products and will keep them
coming back for more. ●

I-D Foods carries lines such as Blue
Dragon and Maggi which are great for
events such as Chinese New Year and
Diwali respectively.
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Gluten free products are a $90-mil-
lion business in Canada, and the
category is expected to grow at

least 10 per cent annually through to
2018, with the category being driven by
celiac sufferers and people seeking dif-
ferent ways of eating. 

These consumers, in turn, have
expanded product offerings far beyond
the few staple gluten free items that
were available not so long ago. Today,
everything from salad dressings to pick-
les and hot dogs are being re-worked to
meet the demand. “It’s gotten to the
point where there’s simply too many

foods available to segregate them in a
specialty corner of the grocery,” says
Sara Yuristy, marketing communications
specialist for Choices Markets.

The demand is also spurring manufactur-
ing innovation, to wit: many gluten free
products now taste virtually the same as
their gluten counterparts, a phenomenon
that, along with a steady decline in price,
promises to further grow the category.

Jim Kavanagh, director of marketing,
natural/organic, for Tree of Life Canada
Inc. says gluten free growth “is outpac-
ing any other category.” This is remark-
able considering the original focus of

gluten free: according to the Canadian
Celiac Association, an estimated one in
133 Canadians are affected by celiac dis-
ease, a condition in which the small
intestine becomes inflamed by gluten.
More people are thought to suffer from
gluten sensitivity, the symptoms of
which include abdominal pain, fatigue,
headaches and tingling sensations.

But The NPD Group notes that in the
U.S. as of January 2013, one third of all
Americans are cutting down on gluten or
eliminating it altogether. Although NPD
doesn’t have parallel statistics for Cana-
da, the market research firm has noted

GLUTEN FREE By Robin Brunet

Courtesy of Shutterstock



New Products

The Big Chill
Jerry Bigam is adamant that Kinnikinnick’s Soft line of
bread, buns and bagels be displayed in the freezer
section of groceries and augmented with appropriate
signage: “Freezer storage guarantees the full shelf life
of these no-preservative products,” he explains. 

“I would also suggest creating a gluten free
section to facilitate shopping.”  

Don’t Segregate
Betty Crocker’s new Gluten Free Bisquick pan-
cake and baking mix offers consumers the same
versatility as its gluten-laden counterpart. 

“I recommend that retailers shelf Bisquick with the other
gluten free items in the category versus in a specialty
section,” says Catherine Jackson. “That way, consumers
can find them easily and be aware of the products.”

Avoid the Frozen Aisles
Weston’s new All But Gluten brand of gluten-
free products are available in the fresh bakery 
section of supermarkets. “
We can provide grocers with a metal display rack for
all of our All But Gluten products,” says Sumit Luthra.
“And since fresh gluten free baked goods are unique,
grocers should use plenty of signage to prevent shop-
pers from automatically visiting the frozen aisles.”

Merchandising Mayacamas
Mayacamas Fine Foods’ line of gluten free complete
gravy mixes, available through Tree of Life, are
also all-natural and contain no trans-fats. 

Carly McWilliams says these mixes can be augment-
ed with shelf-ready wire rack display units. “They’re
also ideal for cross-merchandising with items such as
gluten free pasta.”

Best of Both Worlds
Although it’s made from corn, Primo’s new GrainWise
Gluten Free Pasta has the al dente texture, taste, and
ability to hold sauces like regular pasta. John Porco
suggests that if retailers have space, the product
should be merchandised both in the regular pasta
section as well as in a specialty gluten free area. 

“The more places it’s displayed, the more
shoppers will be curious to try it,” he says.
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that in the food service sector there has
been a 137 per cent rise in the purchase
of menu items labelled gluten-free or
wheat-free since 2010. This suggests that
demand for gluten free in grocery stores
has similarly grown and is driven pre-
dominantly by non-celiac, non-gluten-
sensitive consumers.

Manufacturers such as Weston Bakeries
Inc. are making gluten free products
specifically with those consumers in
mind. “We’re simply responding to that
segment of the population who are
healthy and view gluten free as a way to
be even healthier,” says Weston’s vice-
president - innovation, Sumit Luthra.
Weston’s recent launch of its All But
Gluten line of 10 gluten free baked prod-
ucts is groundbreaking for the category,
because unlike traditional non-gluten
baked products that must be kept frozen,
these items are intended for sale in the

fresh bakery section of the supermarket. 
With its products packed with fibre,

vitamin and minerals, All But Gluten also
addresses a recent criticism against the
gluten free movement that came in the
form of a September 10 Maclean’s story
by Cathy Gulli. In her write-up, doctors
express fears about consumers (called
`gluten avoiders’ and purportedly seven
million strong in Canada) choosing to go
on gluten free diets. Medical profession-
als are purportedly witnessing the eating
habits of gluten avoiders taking a turn
for the worse because they rely on
processed gluten free foods that often
lack important vitamins, minerals and
fibre and are made with substitute
starches such as rice and tapioca flour
that have no nutritional value.

Kinnikinnick Foods president and CEO
Jerry Bigam has been fielding inquiries

about the story since it was published and
hopes it won’t impact what he refers to as
“robust overall growth. Gluten free is def-
initely mainstream and it’s often the best
food you can find in the grocery store. I
think it’s terribly misleading to single it
out as a category containing products with
empty calories, because you can make that
claim about any food category.” 

Bigam emphasizes that his Kinnikin-
nick breads, buns and bagels all have the
health check label. Kinnikinnick has also
evolved gluten free baked goods with
Soft, a line of baked goods that, along

with other offerings, have helped the
company achieve a 20 per cent increase
in business in 2013. “Manufacturing of
soft-to-the-touch breads and bagels that
are gluten free was a real breakthrough
for the category,” he says. “No longer will
we hear the apology, `If you toast it, it
will taste like the real thing.’”

Carly McWilliams, media manager for
Tree of Life, is a celiac sufferer who feels
grateful for the wave of so-called gluten
avoiders who have overtaken the gluten
free category. “They’re responsible for dri-
ving product quality improvements, and I
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Choices Markets has an in-store rice bakery 
in their store.
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can state with authority that the taste of gluten free food today
compared to just five years ago is like night and day,” she says.
“Today at Tree of Life we provide foods that were just a dream not
too long ago — such as Mayacamas Fine Foods’ gluten free gravy
mixes, which are genuine gourmet items.”

Some manufacturers have deliberately refrained from jumping
on the gluten free bandwagon. Case in point: John Porco, chief
operating officer at Unico Inc. and Primo Foods, says the develop-
ers of Primo GrainWise chose to embark on lengthy research before
unveiling their new GrainWise Gluten Free Pasta. “That’s because
we weren’t impressed by the taste or quality of the gluten free
pastas that flooded the market initially. We spent over a year
researching what would make our gluten free pasta work and
finally came up with a 100 per cent corn-based product.”

Porco admits that the drawback of Primo’s due diligence is
that it is introducing the new pasta to the market somewhat late
in the game. “But now that consumers are expecting good taste
from gluten free products, we think our new pasta will stand out
in the crowd,” he says.

Given the prevalence of gluten free items, it would seem the
category is a sure-fire, low maintenance winner for any grocer
— no special nurturing required. But Catherine Jackson, direc-
tor, corporate communications at General Mills, suggests that if
grocers are to take the fullest possible advantage of the catego-
ry, they “must not only provide a host of different product
options but also ensure that these products are available consis-
tently, not just here today gone tomorrow. Nothing is more frus-
trating to shoppers — or potentially damaging to sales — than
items that cannot be purchased regularly.”

Jackson also believes that the best kind of merchandising
strategy for gluten free products (regardless of what they are) is
to shelve them beside their gluten-infused counterparts. “This
does two things,” she says. “First, it helps reinforce the notion
that shoppers have gluten free alternatives to virtually anything.
Second, it imparts the suggestion that gluten free is normal and
that the foods taste just as good as the gluten counterparts.”

Sara Yuristy agrees. “Now that the category is mainstream and
so abundant, grocers have a huge array of merchandising oppor-
tunities at their disposal. For example, we have an in-store rice
bakery in our market, which we find is a great location to clump
different gluten free products together in order to show shop-
pers the variety available.” 

Critics notwithstanding, most manufacturers believe that the
gluten free movement is not even close to peaking — and that
when it eventually does, it won’t drop off like other food trends
have done. The time has never been better to take full advan-
tage of the category.  ●

M
ath is used in every level of
retailing.  It’s used for the
basic functions of counting

money and making change, to com-
puting the total amount of a sales
transaction, which involves calculat-
ing percentages to determine dis-
counts, sales tax and shipping
charges. More complex retail tasks
require more advanced math skills.  

Many retailers have sophisticated
computer programs that perform these
math calculations, but it’s important
for category managers to understand
and explain these formulas; and even
more importantly, how their actions
and decisions impact the retailer’s
income statement. It’s also important
for suppliers to understand how a
retailer’s financial statement works,
what drives the overall results on the
financial statement, and which retail
math calculations tie in to the results
in the financial statement.  This under-
standing should span across category
management, sales and marketing.  In
this article, I’m going to explain how a

retailer’s income statement works, and
how category management decisions at
the retailer and the supplier’ levels can
affect results in the income statement.

How Do Category Managers
Influence the Retailer’s
Financial Statement?

Category management teams within
retail organizations are accountable for
different numbers within the financial
statement, based on the results of all of
the categories combined.  It’s important
to understand how a category manager
makes daily decisions, and how the mea-
sures they track contribute to the over-
all results in the financial statement.

When you look at the income state-
ment, think about how a category
management team can influence net
margin within their categories.  They
can either increase sales, or decrease

the cost of goods sold (they have lim-
ited influence in decreasing operating
expenses).  Obviously, category man-
agement is not the only department
responsible for the results on the
retailer’s income statement, but these
are the areas they are most account-
able for.  By reviewing each area in
more detail, we can understand how
the category management team can
more specifically influence sales and
cost of goods sold (COGS).

How Does the Retail 
Category Management Team
Influence Sales?

As we’ve already established, sales
is defined as all items scanned
through the retail store’s front-end
system.  Category managers can influ-
ence sales through: the changes they
implement, the “4 P’s” (product,
placement, pricing, promotion), and
through category tactics. There are
also different measures that category
managers look at across the 4 P’s to
understand the key drivers of their
business (e.g. lift, # of items, # of
promotions, # of displays, # linear
feet, profit/square foot, etc.).  These
tactical decisions can have a signifi-
cant impact on sales, and both retail-
ers and suppliers need to be able to
evaluate the results from changes
within these tactics.

How Does a Retailer’s Income Statement Work
(And Why Is It Important)?

Over Four Million Canadians
Going Gluten-Free

The vast majority of Canadians (81 per cent) who
reduce or eliminate gluten from their diets claim they feel
healthier, happier and more energetic. According to a new
national survey, these consumers also spend more time
exercising and cooking at home with their children, and
report a healthier body weight.

The Canadian Attitudes to Gluten-Free Study estimates
that approximately 4.3 million Canadians (12.3 per cent) have
gone gluten-free, or have reduced gluten in their diets. The
study surveyed 2,530 randomly selected Canadian adults
and also revealed that British Columbians are most likely to
have made the switch (17 per cent), followed by those in
Ontario, Quebec and Alberta (12 per cent in each province).

The national survey suggests more Canadians are in the
process of adopting the lifestyle, with nearly 11 per cent of
British Columbians confirming they have tried a gluten-free
or reduced gluten diet in the past six months. Of respondents
who have gone gluten-free or reduced, nearly half said they
did it to feel better, not because of a medical diagnosis.

Of those who have made the switch, 21 per cent point to
gluten intolerance, and 15 per cent have eliminated or
reduced gluten to support a family member. The most com-
monly reported health benefits identified by respondents
who reduce gluten include improved gastrointestinal health
(52 per cent), healthier weight (36 per cent), improved activ-
ity levels (32 per cent) and a better mood (31 per cent).

When it comes to sticking to a gluten-free diet, bread is
the most commonly reported challenge. In the baked
goods category, 79 per cent of Canadians say bread is
very or moderately important in their family’s diet.  And
nearly one in four (24 per cent) of Canadians who are
gluten-free or gluten-reduced say they cheat with bread.

On the left is an example of a basic 
Retailer’s Income Statement.

1. The first line in the Retailer’s Income State-
ment is Sales, which is a term used to describe
all items scanned through the retail stores’
front-end systems, or the total cash and credit
sales made by the retailer during the year.  In
this example, the retailer sold goods to its cus-
tomers for $328,600.   

2. The next line is the Cost of Goods Sold, which
includes the suppliers’ cost, plus any additional
costs to get the merchandise into inventory and
ready for sale.   The company acquired their
goods for a cost of $240,700.  

3. As a result, they earned $83,800 in Gross
Profit, with a 25.5 per cent gross margin.  

4. Operating Expenses, which are 19.3 per cent
in this example, include employee costs, ware-
house & store costs, depreciation of goods, and
so on.  This retailer incurred $63,400 of operat-
ing expenses.

5. They also incurred $3,381 in Non-Operating
Expenses including taxes and finance costs.  

6. This results in a total Net Income of $17,019,
with a 5.2 per cent net margin. If the net mar-
gin is below zero, there is a net loss — or the
retailer was unable to operate profitably.



If so, READ THIS NOTICE as your LEGAL RIGHTS may be affected.

The Lawsuits

A number of class action lawsuits were started across Canada against 
Cadbury, Hershey, Nestlé and Mars entities, and ITWAL Limited 
(a distributor). The lawsuits claim that the defendants conspired to fix 
or maintain prices for chocolate products in Canada, causing chocolate 
buyers to pay artificially high prices for chocolate products.

The Settlements

The lawsuits have now been settled, and the settlements were approved 
by the courts in Ontario, British Columbia and Quebec for all of Canada.  
The defendants deny any wrongdoing and the settlements represent a 
compromise of disputed claims.  Together, the defendants, Cadbury 
Adams Canada Inc., Hershey Canada Inc., Nestlé Canada Inc., and Mars 
Canada Inc., paid $23.2 million for the benefit of persons who bought 
Cadbury, Hershey, Nestlé and/or Mars chocolate products in Canada 
between February 1, 2001 and December 31, 2008.  After deduction of 
court-approved expenses, there is approximately $17.3 million available 
for distribution. 

Who is eligible to receive money?

The courts have approved a plan to distribute the available money to 
commercial purchasers and consumers with chocolate product purchases 
between October 1, 2005 and September 30, 2007.  For consumers to 
claim, they must have purchased at least $1,000 in chocolate products 
during that period.

Recognizing that not all consumers will have this level of purchases, 
consumers not eligible for direct compensation will be indirectly 
compensated through a distribution of 10% of the settlement funds 
available for distribution to the following organizations: Consumers 
Association of Canada; Public Interest Advocacy Centre; Phelps Centre for 
the Study of Government and Business (University of British Columbia); 
Centre for Interuniversity Research and Analysis of Organizations; and 
Rotman Institute for International Business (University of Toronto).  
The monies received by these organizations will be used to finance 
activities aimed at promoting a more competitive marketplace, consumer 
education and advocacy, and research and other educational activities 
related to competition law and policy.  The remaining 90% of settlement 
funds available for distribution will be allocated for direct payment to 
commercial purchasers and consumers whose claims are approved.

How are payments calculated?

The settlement monies reflect a percentage of the defendants’ chocolate 
product sales during the October 1, 2005 to September 30, 2007 period.  
Class counsel was of the view that the evidence of the alleged conduct 
was stronger during this period.  Eligible commercial purchasers and 
consumers will recover a percentage of their chocolate product purchases 
during that period.  The maximum payable for claims by consumers not 
supported by purchase records is $50.  

How do I apply to receive money?

To be eligible to receive money, you must submit a properly completed 
claim online at www.chocolateclassaction.com no later than 
December 15, 2013.  If you do not have Internet access, please call 
1-866-432-5534.

We encourage all commercial purchasers and those consumers 
who purchased at least $1,000 in Cadbury, Hershey, Nestle and/or 
Mars chocolate products in Canada between October 1, 2005 and 
September 30, 2007 to make claims.

Who represents my interests in the lawsuits?

The following firms represent the interests of purchasers of chocolate 
products: Camp Fiorante Matthews Mogerman and Branch MacMaster 
LLP (BC); Siskinds Desmeules (QC); and Siskinds LLP and Sutts, 
Strosberg LLP (all provinces other than BC and QC).  Their contact 
information is available online at www.chocolateclassaction.com.

This notice has been approved by the courts.

DID YOU BUY ANY CADBURY, HERSHEY, NESTLÉ OR MARS 
CHOCOLATE PRODUCTS BETWEEN FEBRUARY 1, 2001 

AND DECEMBER 31, 2008?

QUESTIONS? VISIT www.chocolateclassaction.com, email 
chocolate@nptricepoint.com or call toll-free 1-866-432-5534.
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According to `The Future of the Dairy
Department is Now!’, a report from
a coalition of Dairy Management,

Inc., the Dannon Co. and Kraft Foods, the
dairy department generates far superior
returns on its space compared with other
departments: 19 per cent of store profit
from just three per cent of space. 

But what are shoppers seeking in the
dairy aisles? Kelsie Black, director of
sales and marketing for Happy Days
Dairies Ltd., says, “Whether it’s milk,
cheese or other goods, they’re looking for
health benefits. And they’ll pay a premi-
um if an item is natural and nutritious.”

Milk
Milk consumption is declining accord-

ing to Statistics Canada: in 2012, total
fluid milk consumption was 77.28 litres
per capita for the country (compared to
about 90 litres per capita during the
1990s and the 80 litre range for the first
decade of the new millennium).

But Saputo is trying to shake up the
category with Milk 2 Go Sport, a ready to
drink protein fortified flavoured milk
designed specifically for post-exercise
recovery. “With declining milk consump-
tion you have to start looking at new occa-
sions, and with 26 gm of protein, potassi-

um, fibre, magnesium, and vitamins A and
C, Milk to Go Sport is the ideal recovery
beverage,” says Ted Lawson, Saputo’s vice-
president, marketing, dairy products.

Cheese
Statistics Canada reports that cheese

consumption across the country per capi-
ta is at 2.09 kilograms in 2012: up from
the 11 kilogram range of the early 2000s
and the 10 kilogram range of the 1990s.

Again, healthy eating accounts for
some of this category’s growth, and peo-
ple such as Bill Vanderkooi, CEO of Nutri-
va Group, are trying to leverage that
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DAIRYCASE

By Robin Brunet

“Other Income” can also influence a retailer’s sales.
This can include over and above spending by vendors,
who may offer deals and allowances based on ad space,
promotional activity, or buying deals.  This may be cap-
tured as “Other Income” and added in to sales in the
income statement.  “Other Income“ may also include
cash discounts that are paid by vendors if the terms are
met when paying invoices within a specific amount of
time (e.g. two per cent 10 net 30, meaning the retailer
must pay within 30 days of the invoice, but will receive
a two per cent discount if they pay within 10 days of the
invoice date).

How Can Category Managers Influence the
Cost of Goods Sold (COGS)?

COGS is a figure that tells the retailer the dollar
amount of the cost of the items that have been sold, and,
when subtracted from the net sales, the gross profit. The
retailer can then calculate the portion of each dollar of
sales that pays for the cost of the merchandise and the
portion of each dollar of sales that represents profit, also
termed the profit margin.  Many retailers develop strate-
gies to reduce the total cost of goods sold, which ulti-
mately builds their gross margins.  In trended income
statements, retailers also watch how COGS increases in
relation to sales over many quarters. If COGS increases
faster than sales, the situation must be looked into.

Better understanding a retailer’s income statement,
and how a category manager can measure and influ-
ence both sales and the cost of goods sold, is valuable
for both retailers and suppliers.  Category managers
within the retailer gain a bigger picture perspective of
how their daily decisions affect the overall organiza-
tion’s income statement.  And, category management,
sales and marketing professionals on the supplier side
can use this information to build better business plans
that tie in with the retailer’s overall measures, and bet-
ter understand their perspective, moving closer to a
collaborative sales approach. ●

Sue Nicholls is the founder of “Category Management Knowledge Group”, 
an online, accredited category management training company.  
She can be reached at sue@cmkg.org.

There are two ways that category managers can 

influence the cost of goods sold: 

First, they can influence gross profit through pricing and 

promotional strategies;

Second, they can focus on inventory management through effective

product supply.  There are different calculations that retailers use to track

and measure both gross profit and inventory management — and these

measurements are sometimes referred to as “retail math” (e.g. gross

margin, markup, markdown, inventory turnover, days on hand, and gross

margin return on inventory).   The opportunity is for both retailers and

suppliers to be proficient in these retail math calculations, and also

understand how the product supply chain works.  

Courtesy of Shutterstock



60 WWW.WESTERNGROCER.COM

attribute with unique product offerings.
“We’re launching a line of Vitala cheeses
that contain naturally enhanced vitamin
D and Omega 3,” he says. 

Yogurt
Statistics Canada data shows that

yogurt consumption per capita in 2012
was 8.29 litres, a steady increase since
the three-litre range of the 1990s.  

Greek is the most popular of yogurts,
and Yoplait Canada’s new Yopa! satisfies
consumers’ taste for Greek as well as peo-
ple with dietary considerations (it con-
tains zero fat). “The enthusiasm for
Yopa! has been amazing,” says Catherine
Jackson, director, corporate communica-
tions at General Mills.   

Dimitris Lenis, marketing manager at
Krinos Foods Canada, says because of the
proliferation of Greek yogurts on shelves,
his company has tried to distinguish

itself by offering a truly authentic Greek
yogurt based on a centuries-old recipe:
“We use 100 per cent fresh Canadian
milk, no preservatives, and no artificial
thickening methods.”  

Optimizing Dairy
Kathy Murphy, director, corporate

affairs, for Kraft Canada, points out
that “Dairy is at a disadvantage of
being at the very end of most shopping
trips, so shoppers are less likely to be
as open to browsing. Often the only
merchandising elements in the dairy
case are signs that point to the price
promotion on staples items.”

Murphy suggests that a focus on
usage occasion — snacking,
cooking, spreading and sand-
wich — along with signage
encourages shoppers to spend
more time browsing the aisles
and filling their baskets.
“Also, by focusing on usage
occasion, shoppers are more
inclined to purchase value-
added cheese products that
are typically higher priced
and more profitable for the
retailers,” she says.

By optimizing space, creat-
ing a more shopper-oriented experience
and drawing attention to the health
attributes of different products, retailers
can entice shoppers to spend even more
time in the dairy aisles.  ●

Proudly Local
Happy Days Dairies’ line of
Kefir fermented milk can
either be enjoyed straight
from the bottle or used in
smoothies. Kelsie Black
urges grocers to place Kefir
alongside regular milk “and
draw attention to its locally
sourced ingredients with
informational signs.”

All in the Family
Vitala’s line of Bocconcini,
Feta and Ricotta cheeses
are a unique source of
Omega 3 and vitamin D. Bill
Vanderkooi suggests that

grocers group the cheeses
with other Vitala products

(yogurt, milk, eggs) in a cooler to
draw attention to the Vitala family’s spe-
cial nutritional content.  

Respecting Real Estate
Kraft’s new Philadelphia
Chocolate is made with
the creamy goodness
of Philly and a touch of
pure milk chocolate.
Kathy Murphy believes
Kraft’s new cheese
offerings should be
showcased “on end
caps or displays, rather than using the
valuable real estate on staple items nor-
mally found on shopping lists.”

Stop at Nothing
Milk 2 Go Sport does-
n’t require refrigeration
and therefore lends
itself to numerous
merchandising oppor-
tunities. “Put it in the
single serve grab-and-
go chilled section and
also use our tilt-back
displayers for added
exposure in front of

the dairy case,” says Ted Lawson.

Go All-out
With 90 calories,
zero fat, no choles-
terol and no artificial
colours, Yopa! Greek
yogurt from Yoplait
Canada is a guilt-free
indulgence. Because
Yopa! is new and has such a wide range of
flavours, Catherine Jackson suggests
retailers provide that full range in stores
“and then display in end bunkers or other
high profile zones.”

New Products



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

their family of popular, great selling lines.

12538 - 126 Street,
Edmonton, Alberta T5L 0X3

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

E-mail: info@phcanadaltd.com

PRAIRIE  HARVEST  CANADA  LTD.

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

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

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

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

 All our popular lines boast excellent
margin points. �ey are all great sellers.
Prairie Harvest is a one-stop shop for
organic pasta, sauces and legumes.
Available now from all major distributors.
Call today.
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PASTA & SAUCE By Alex Van Tol

Category Snapshot: Pasta
Overall, the pasta category is experiencing modest growth

between zero and three per cent per year. Within the cate-
gory, however, certain specialty segments (such as gluten-
free and high fibre) are growing at a double-digit pace. Gluten-free pastas, organic
Italian pastas and sprouted grain pastas (True Roots being the only one on the mar-
ket) are the fastest growing segments at Choices Markets on B.C.’s lower mainland.

Some consumers, pinched by declining disposable income, are looking for
the most reasonably-priced options while others are willing to spend more.
All segments, however, are motivated to find the highest-quality options at
their price point. At the higher end of the spectrum, customers are asking for
traditional specialty pastas, including bronze-cut pasta. “Most pastas are cut
with Teflon dies,” explains Tania Gallina, general manager for Falesca Import-

This issue, Western Grocer
offers you our annual roundup
of the pasta and sauce 
category. While not a variable
category, there is always 
room for innovation — and 
consumer preferences continue
to direct its growth.

Courtesy of Shutterstock
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ing Ltd., “but the bronze die gives the
pasta more of a rough texture.”

Not all pastas are created equal; those
made with better quality flour (i.e. semoli-
na ground from durum wheat) will yield a
softer, more uniform, more resilient pasta.
Durum is also best for its high protein con-
tent (around 13 per cent), which is what
binds the starch into place and gives pasta
its structure and shape.

Specialty Pastas
With more than 330,000 Canadians

believed to be affected in some way by
celiac disease (one per cent suffering
from celiac; another six per cent suffer-
ing from gluten sensitivity), the need to
find good gluten-free solutions has never
been sharper. Many manufacturers have
jumped into the scene, but a satisfying,
gluten-free formula is tricky to get right.
Some producers prefer to watch and wait
while creating their own entries.

At every turn, Health Canada tells us
we need to boost our fibre intake — and

pasta is one solution. High-fibre options
have been around for a few years (think of
Catelli’s Smart Pasta). It’s relatively easy
for manufacturers to create a high-fibre
option, as, similar to cereals, it only
requires an additive to the regular recipe.
Whole-grain varieties are becoming more
popular — these are different than whole
wheat, which have been around for years.

While health-driven innovations such
as gluten-free and whole-grain are lead-

Consumers’ preferences in pasta and sauces 
continues to direct its growth.

Whole grain pastas are becoming more popular.

Whole-grain varieties are becoming more 
popular — these are different than whole wheat,
which have been around for years.{



ing category growth, customers still pre-
fer white pasta on the whole. “No matter
where you go, even if you talk with chefs,
they still prefer 100 per cent durum
wheat,” says Cem Dereli, vice-president of
sales at CCD International Trading. “They
don’t want whole wheat; they just want
white wheat because of the taste.” 

At Community Natural Foods in Calgary,
Purchasing Manager Frank Sarro brings

in product according to what’s happen-
ing in the trade shows as well as accord-
ing to the quality of vendor support.
“Our basic mandate is we’re an organic
and natural store, so it has to meet that
criteria,” says Sarro. Ingredients should
preferably be organic, or at least natural
with a clean ingredient deck, no preser-
vatives or artificial colours. 

Category Snapshot:
Sauces

“The market has been either flat or
declining in the past five years for pasta
sauce,” says Jean-Francois Bourdeau,
vice-president of marketing for the food
division at Lassonde. White sauces are a
smaller segment of the market but are
charging ahead, notes Hannes Koller,
director of sales for Ocean Brands. 

Higher-end brands from Italy, or those
associated with well-known chefs or
restaurants are category leaders at Choic-
es Markets. Choices’ customers continue
to ask for good variety and a good price
in sauces. Lucini and Rao are two brands

Choices has brought into the store,
because of their quality and the market-
ing the brands are able to offer at retail.

Glass bottles first appeared on the
market a few decades ago. The trend in
sauces has been away from tins and
toward glass bottles; glass now repre-
sents more than 80 per cent of the pasta
sauce market today. Sauces in tins are

Home-grown Health
This fall, Unico launches high-fibre and gluten-free players into the pasta field. After considerable
testing for mouth feel and taste, Unico decided on an all-corn formulation for its gluten-free pasta.
Its high-fibre entry will join the existing GrainWise pasta, made with 100 per cent whole grains (and
a fast-growing part of the category). Unico is the only company to mill its own (Western Canadi-
an) flour and make its own pasta in Canada; the company also officially sponsors the Toronto Maple
Leafs and the Toronto Raptors. Merchandise the family of Unico and Primo products together, with
promotions that include Unico pasta and Primo sauces, tomatoes and beans.

Innovation in a Box
Started in a garage by a couple of Italian guys who missed their mothers’ and grandmothers’
authentic cooking, Lassonde has been making pasta sauces since 1986. Offering the latest in sauce
innovation, Lassonde (makers of many of Canadian retailers’ private label brands) proudly presents
its Antico pasta sauces in cardboard containers to guarantee the best flavour, colour and safety.
Antico sauces are organic, and formulated from recipes inspired by the company founders’ family
cooking back in Italy. The all-organic sauces include Roasted Garlic, Tomato Basil, Primavera and
Portobello Mushroom, and are free from preservatives and gluten.

Importing Authentic Italian
While most sauces are produced either in Canada or the U.S., Ocean Brands is proud to bring to
market authentic Italian sauces under its Ocean’s World Cuisine brand. All ingredients are grown,
harvested and processed in Italy according to recipes handed down through the generations.
Siciliana is made with the rich, full flavour of sundried tomatoes and basil; Arrabiata is a spicy
garlic, herb and black pepper sauce; and Puttanesca is a strong, unique sauce made with olives
and capers. While all of Ocean’s World Cuisine’s varieties at present are tomato-based, the com-
pany is examining a white sauce addition to its lineup. 

Gluten-Free Goodness
New from Bosa Foods, Preferisco Gluten-Free Pastas are available in fusilli, penne rigate and
spaghetti. These high-end pastas are made from a blend of corn flour and rice flour. Also new is
Anna’s Country Kitchen Gluten-Free Penne Rigate made from 100 per cent Italian parboiled rice.
GMO-free and grown by Italian farmers in a small rice-growing region, this gluten-free rice pasta
is produced in a celiac-safe facility. The parboiled rice gives the pasta more vitamins (thiamine
and niacin in particular), more minerals (calcium, phosphorus and iron) and stays firmer to the
bite than other varietals of rice.

Family-Owned Tradition
With over 200 cuts of pasta under a variety of brands (la Molisana, Baronia, Colavita), family-
owned Falesca Importing Ltd. covers all your pasta needs. On the higher end is a line made from
100 per cent Italian wheat. The high quality semolina has a higher level of protein and thus helps
the pasta retain its shape after cooking. Falesca carries a rice gnocci and is looking forward to
introducing six cuts of gluten-free pasta (including one for kids) in the new year. All of Falesca’s
pastas are made in Italy, and are distributed throughout Western Canada. 

Goodness from the Old Country
Made with non-GMO corn and rice in a dedicated gluten-free facility, Barilla’s new gluten-free
spaghetti, penne, rotini and elbows make the gluten-free meal easy. Also new for Italy’s No. 1 pasta
brand is Barilla PLUS — a premium multigrain pasta containing protein, omega-3 polyunsaturated
fatty acids and fibre. Made from a unique multigrain blend that includes semolina (coarse durum
wheat), oats, spelt, barley, legumes, ground flaxseeds and oat fibre, Barilla PLUS makes a healthy
addition to any meal.

Product Showcase
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Glass bottles represent more than 80 per cent
of the sauce market.

Higher-end brands from Italy, or those associated
with well-known chefs or restaurants are category
leaders at Choices Markets.{
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the same as those in glass, but it’s not
always seen that way by consumers.
Canned sauces use an age-tested tech-
nology that has worked for more than a
hundred years to seal food’s freshness
and lock out bacteria. It’s the exact same
technology that is applied to sauces in
glass containers: stir, heat, seal, store on

shelf. In the eyes of consumers, however,
glass confers a higher quality. “People
might feel at times that a canned prod-
uct isn’t the same quality, but that’s not
true,” says John Porco, chief operating
officer at Unico. “You’re paying more for
the sauce in the glass jar because of the
container.” The same sauce in either con-
tainer, says Porco, will be of equivalent
taste and quality.

A new entry into the marketplace, the
foil-lined cardboard container (same
principle as soup or juice boxes) gives
consumers another option for their
sauces. Using the latest packaging equip-
ment, the cardboard containers allow for
flash-pasteurization of the product,
resulting in better flavour and colour. 

Merchandising Tips for
Pastas and Sauces

Most of the time, consumers have
two or three reference brands in mind
when they go shopping for sauces, says
Bourdeau. Since many pasta sauce
makers offer similar varieties, it’s easy
for consumers to find one that’s on
special if they’re flexible with their
brand preferences. 

Affordable Meals for Families
With numerous cuts of pasta under its 100 per cent durum
PastaVilla line, CCD Trading reports its best-sellers to be

spaghetti and penne. A new macaroni pasta is
perfect for spoon-wielding kids. Retailers can
teach customers different ways of preparing
pastas and drive sales that way, says Dereli. For
example, Greek pasta dishes might use egg-
plant while Turkish dishes might use ground beef and yogurt.
Cross-merchandise PastaVilla pastas with fried eggplant or roasted
red peppers (available in jars, also from CCD). CCD does in-store

demos using a machine that keeps the pasta warm and dispenses a variety of
sauces. Look for an upcoming palette sale on PastaVilla ($0.75/500g bag).

On the whole, the trend in retails is toward grouping
all food products in one location, especially with the
proliferation of organic, fair trade and specialty items.{
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The jury is out in terms of how best to
merchandise pastas and sauces. The cate-
gory is quite broad, and there are so many
makers and varieties that the consumer
can be overwhelmed. Some stores (and
producers) prefer merchandising by type,
for example keeping all the traditional
white pastas together, while keeping the
gluten-free, wheat-free, dairy-free, kosher
and vegan options in a separate location. 

But others prefer to keep all the pastas
together, and sauces together. “I’d like to
see all pasta regardless of national brands
in one aisle,” says Gallina. “Right now

you’ve got your ethnic aisle with tradi-
tional pastas there, then you go to anoth-
er aisle to get a specialty pasta.” This
makes it hard for consumers to shop in an
organized fashion, says Gallina, and spe-
cialty products get lost. “If consumers
have everything in front of them, it’s eas-
ier to make choices,” says Gallina. On the
whole, the trend in retail is toward group-
ing all food products in one location,
especially with the proliferation of organ-
ic, fair trade and specialty items. 

“We like to integrate all different types
of pastas together (organic, gluten-free,

conventional, etc.),” says Richard Lock-
hart, executive vice-president of Choices
Markets. “This allows the consumer to com-
pare costing and see the different offerings
conveniently in one area.” Choices Markets
integrates its sauces in a similar manner.

At Community Natural Foods, where
Prairie Harvest is one of the best-selling
lines, all pastas and sauces are merchan-
dised in a three to four-foot section.
“They get their due shelving according to
sales,” says Sarro. Premium sellers get the
middle shelves while lines that sell less
take the top or bottom shelf. If items are

on ad (Community Natural Foods has a
flyer with a distribution of 375,000 in Cal-
gary), they sometimes will get prominent
merchandising such as on an end cap.

No matter how or where you merchan-
dise your pastas and sauces, customers are
eager consumers of information. “Addition-
al signage identifying [specialty] product
attributes are great selling tools,” says
Chris MacDonald, business development
manager at Bosa Foods. And time-pressed
shoppers are always happy to see a recipe.
Recipes give new ideas and expand your
customers’ range through the store, which
usually leads to a bigger basket ring.

Don’t forget the power of the demo,
especially when a product is truly innov-
ative or unfamiliar. Many new products
are regarded with suspicion, especially if
they look different than traditional pasta
and sauce products. Product demos allow
consumers to taste the product (for
example, a gluten-free pasta) but also to
learn about the unique taste and appear-
ance characteristics of the offering.    ●

Pastas and sauces 
get their shelving 
according to their 
sales at Community 
Natural Foods.

Prairie Harvest is one of their best selling lines.
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By all accounts, the Manitoba food
sector is growing. According to the Gov-
ernment of Manitoba, there are over 250
companies in the value-added food pro-
cessing industry — the largest manufac-
turing sector in the province, represent-
ing 25 per cent of total provincial manu-
facturing shipments.

“The industry over the last 10 years has
grown,” says Dave Shambrock, executive
director of the Manitoba Food Processors
Association (MFPA).  “It was $3 billion eight

or nine years ago, and now it’s $4 billion in
terms of the value of factory shipments.”

Shambrock says that the food and bev-
erage processing industry, as well as the
province’s food chain, is a huge driver for
the Manitoba economy.  In terms of jobs,
the food and beverage processing indus-
try has grown to around 12,000 people,
up from 8,000 six or seven years ago.

“This industry, like most, is focusing
on capital equipment.  In food process-
ing, there is still a high demand for

skilled labour.  People are needing to
operate machines so there is a changing
skill set required,” he adds.

Labour income attributable to the food
processing industry in Manitoba is esti-
mated at $816 million, or 3.5 per cent of
the province’s total labour income.  

Roberta Irvine, business development
manager at the Food Development Centre,
an agency of Manitoba’s Department of
Agriculture, Food, and Rural Initiatives
(MAFRI), agrees that the province’s food

MANITOBA FOOD REPORT

By Shayna Wiwierski
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province.  In turn, it has helped support the local economy.  
It’s not just retailers who are benefiting from the program.

Glen Linney, president of Smith’s Quality Meats, one of Manito-
ba’s leading processors and distributors of high-quality meat
products, including portion meats, and a wide range of smoked,
cooked, and sausage products, says that the Buy Manitoba pro-
gram has helped consumers recognize his products.

“It’s important to us that people buy Manitoba-made.  We are a
local company and competitive, so it’s important that if a con-
sumer goes into a store and they encounter a Buy Manitoba prod-
uct, because of that visibility, we would hope that we sell more,”
Linney says, adding that over the last five years, the company has
seen a growth of 10 to 15 per cent annually.  He says that this
year they are projecting a 20 per cent growth because of improved
efficiencies in processing and new equipment.

The Buy Manitoba program has also been expanded onto the
foodservice side as well.  

“Over the past four or five months we have been aggressive to
not only processing members, but institutions are getting more
local food visible on their menus,” says Shambrock, who mentions
that Investor’s Group Field has a number of food kiosks that fea-
ture Buy Manitoba specialty items.  “We approach it as a lever for
more companies to be suppliers to specialty food outlets.”

Investor’s Group Field isn’t the only sport venue that features
local items.  In mid-October, the MFPA helped launch the Local
204 food stand and retail shop at the MTS Centre.  This new ini-
tiative features more upscale food entrée items for people that
go to Winnipeg Jets games.

“Items are identified right on the menu board at the restau-
rant outlet; which are from Manitoba or if there is a high per-
centage of local products [in the food item],” says Shambrock.
“It’s been interesting to see the response from people who want
local food at the stadium.  The Jets are so popular and people
are so hometown proud, so it’s a natural fit.”

He says that the response to the program has been very pos-
itive, and over the past year they have experienced a three per
cent increase in sales.

“We like when people come up to us [at sampling events] and
they say this is one of their favourite products and they didn’t
know it was Manitoba-made.  That’s a key objective for us, for
people to make the connection between a brand they enjoy and
supporting Manitoba products.”

Local support has been a huge factor in the success of many
Manitoba brands. The Great Gorp Project, which makes Gorp
Clean Energy Bars, a line of all-natural energy bars, has been for-
tunate that their biggest form of marketing is word of mouth.

“My customers often turn into advocates really quickly.  We are
small, so we can’t afford to do big marketing; our customers have
gotten us into most of our retailers.  Word-of-mouth sales have
been phenomenal.  We are so grateful,” says Colleen Dyck, owner.

The Niverville, Manitoba-based company uses many Manitoba-
grown ingredients in their products, some of which are even pro-
duced on-site at the owners’ farm.  Their Clean Energy Bars con-
tain 11 grams of protein, six grams of fibre, and a full gram of
Omega 3.  They are located in 40 stores across Manitoba, most of
which are small, independent retailers and gyms.

There is lots happening in Manitoba and the food industry does-
n’t seem to be slowing down anytime soon.  New initiatives and the
expansion of existing programs are proving to help the food econ-
omy in the province and Manitobans seem to be fully on board. ●
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industry is thriving.  She says newer com-
modity groups, like the sea buckthorn
industry, are on the cusp of expanding.  

“The Food Development Centre is devel-
oping new pulse products, which will help
the pulse industry in Manitoba.  The pulse
industry is continuing their efforts to
encourage food processors to use pulse
flour in combination with wheat flour in
food manufacturing,” she says.

The Food Development Centre, located in
Portage la Prairie, helps companies with
research and product development.  Anyone
with an idea can access world-class exper-
tise, pilot plant facilities, and research.  

Irvine says that there are a number of
new initiatives with MAFRI, the latest
being the Growing Assurance Program.
The goal of the program is to promote
food safety from farm to fork, and animal
welfare best practices for producers and
processors. The Growing Assurance –

Food Safety initiatives are initially being
allocated over $2 million in 2013-14
under Growing Forward 2 for approved
projects like preventative food safety
programs, support programming for the
Verified Beef Production program, and a
biosecurity program based on the Cana-
dian Swine Health Board standards.

“Growing Forward 2 will also create new
programs and opportunities for food
processors in Manitoba, but the details are
still pending. In Manitoba, federal and
provincial governments are investigating
$176 million over five years to the Grow-
ing Forward 2 programs,” says Irvine.

Another program, which has had great
success since its launch last year, is the
Buy Manitoba program, administered by
the MFPA.  The program launched in April
2012 in Canada Safeway stores across Man-
itoba after an increasing demand for local-
ly sourced options. Buy Manitoba has been

extended on the retail side of things, with
it being introduced in independent and
specialty food stores across the province.  

John Graham, director of public affairs
and government relations for Canada Safe-
way Limited, says that the program contin-
ues to be popular with both customers and
employees and is a good catalyst to help sup-
port greater sales opportunities for Manito-
ba-made-and-grown offerings in their stores.

“Over 1,000 Manitoba-grown-and-pro-
duced products are sold at Manitoba Safe-
way stores, including a number of Safe-
way’s own brands that are manufactured
through Safeway plants, private labelled in
the province, or in the case of our bakery,
prepared from scratch right at our stores,”
says Graham, who adds that sourcing local
has many benefits, including the freshest
food possible, supporting the local econo-
my, and lessens the impact on the environ-
ment as foods do not need to be shipped as
far.  There are currently 22 Canada Safeway
locations in the province; however, Sobeys
Inc. is preparing to acquire the company
and merge the two together.  It was recent-
ly announced that Sobeys Inc. has been
ordered to sell 23 stores across Canada,
including five in Winnipeg, before it pur-
chases Canada Safeway.

Products are labelled in store indicat-
ing which are made in the province.
Companies such as Old Dutch, McCain’s,
Bee Maid Honey, and many more all make
products in Manitoba.

Labels Unlimited, which prints labels and
tags for hundreds of Manitoba companies,
including Maple Leaf Foods, Granny’s Poul-
try, Dunn Rite Food Products, and more, is a
Manitoba manufacturer of labels, tags, films,
laser sheets, and other packaging.  Larry
Chartrand, general manager, says that the
Buy Manitoba labels have generated aware-
ness and loyalty to the products made in the
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For those who think
the meat department
doesn’t change much,
think again!

Today you are just as likely to find
options such as grass feed beef or
hormone free meats on the shelf as

you are the traditional items always asso-
ciated with the department. And there is
a lot more value-added, semi-prepared
and ready-to-serve product than there
ever has been. The trick for retailers is to
make sure the product mix includes a
selection of high-quality products and
unique value-added items that are on
trend and fit consumer lifestyles.

Consumers are much more sophisticat-
ed and want to learn more about the
products they are buying, from where the
products come from to how to prepare
them. This makes it all the more incum-
bent on the retailer to have well-trained
and qualified staff backed up by high-

visibility merchandising tools that help consumers choose
and use the products — from clear signage, to recipe ideas,
to cooking demonstrations.

It is very important to communicate freshness. If your
store has a fresh meat counter along with cutting department
and a butcher, this task is far easier and provides you with
an opportunity to engage customers who might be looking
for specific cuts or advice on what marinades or spices to use.
With the exception of some smaller stores, the majority of
the grocery stores operate a primal-boxed meat program, in
which meat companies send whole muscle meats to retail
meat shops for processing. A specific muscle group can be
ordered, such as a beef inside round muscle, and then
processed into London broil, top round steak, cube steak,
extra lean stew meat, stir-fry, and ground beef. Primal-boxed
beef programs allow this type of flexibility in generating a
variety of cuts from one muscle group.

Adding an in-store sausage making program is relatively
easy and helps to communicate freshness. Sausage programs
reap excellent margins and can generate interest in the store
because these offerings are typically unique: lamb with fen-
nel, for example, or turkey with orange or chicken with
lemon. If customers have the opportunity to watch employees

craft handmade sausage it provides an assurance of a fresh
wholesome product and can set you apart from competitors.

Ready-to-cook and ready-to-serve products are very
much on trend these days as consumers seek out high-
quality convenience items. By simply adding a spice blend
and vegetables to stir fry/fajita cut meat, grinding chuck
trim and mixing ingredients to make ready-to-cook meat-
loaf or marinating fish, customers are enticed to buy high-
er-priced, labour-saving options.

Of course, the meat department extends beyond the fresh
meat counter to include pre-packaged product in the refrig-
erated display cases. Remember to always put your destina-
tion items such as ground beef at the end of the case to
ensure the shopper sees the entire product on offer. This is
also where branded meat products, another growing trend,
can be placed.

The meat department is indeed changing in line with con-
sumer trends but using merchandising tactics such as these
will keep you ahead of the curve. ●

Stay on top of trends and 
merchandising techniques.

MEAT DEPARTMENT By Frank Yeo

The Meat of the Matter

Courtesy of Shutterstock

Boost your profits with Canadian pork’s endless 
variety of cut choices and value-added options.

Give your customers the chance to choose the highest quality 
pork that is raised under Canadian Quality Assurance (CQA) 
and Animal Care Assessment (ACA) programs.

Any way you cut it, 
Canadian pork is the 
perfect choice!

Meet the
Demands of
Today’s Consumers

manitobapork.com
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Processed Foods Showcased at Inaugural Event.

Nothing could dampen the spirits of
Alberta food processors and manu-
facturers — not even the flood of

the century.
On Sept. 23, Alberta Food Processors

Association (AFPA) members gathered to
celebrate the very best in Alberta food
processing at the first annual Alberta
Food Awards, after the original date was
rescheduled as a result of the devastating
Alberta floods last June.

Held at the BMO Centre at Stampede
Park in Calgary, the Alberta Food Awards
were “very successful,” says AFPA Presi-
dent and CEO, Ted Johnston. “There was
a whole lot of good buzz.”

Feedback on the event from industry
partners was very positive, Johnston
notes. Representatives from Canada Safe-

way — the retail launch partner in the
Buy Alberta program — were on hand and
were “thrilled with the evening.” Category
sponsors of the Alberta Food Awards were
the Alberta Beef Producers, the Alberta
Canola Producers Commission, and the
Alberta Crop Industry Development Fund.

“They all went away absolutely wanting
this to be an annual event,” Johnston
says, noting that the Alberta Food
Awards provided “a tremendous showcase
of the product.” And he expects the
showcase will only get better and better
going forward. 

As just one example of the positive vibe
going on at the Alberta Food Awards, he
notes, representatives from the Calgary
Stampede held a meeting the following
day with a couple of exhibitors, to discuss

the possibility of adding their product to
the Calgary Stampede’s mix. “That kind of
thing happens — it establishes relation-
ships,” Johnston says. “It’s a really good
opportunity to see what’s going on.” 

Best Value Added product using Beef as a primary ingredient
(can include product sold primarily through foodservice channels)
Thumbs Up foods –Serenna’s Beef Samosas
Fauzia Kanji, 335, 7 Westwinds Cresc. NE, Calgary AB T3J 5H2

Best Value Added product using Pork as a primary ingredient
(can include product sold primarily through foodservice channels)
Siwin Foods – Pork & Vegetable Pot Stickers
Doug Gordon, Director of Sales and Marketing, Box 5450, Leduc AB  T9E 6L7

Best Value Added product using Canola as an important ingredient 
(may or may not be the main ingredient or as a significant element of the 
product’s manufacturing process)
Mountain View Farming – Cold pressed canola oil, unrefined
Walter Hofer, Manager, Box 2187, Strathmore AB T1P 1K2

Best Value Added product using Specialty Meats and/
or Poultry or Seafood as a primary ingredient

Sgambaro’s Signature Seafoods – Cold Smoked Atlantic Salmon (Lox)
Roberto Sgambaro, President, 12819 - 58 Street, Edmonton AB T5A 4Z1

Best Value Added Snack Food or Confectionery product utilizing 
Alberta grown/raised ingredients
KSL Foods Crispeas, Wasabi
Joerg and Petra Klempnauer, Box 80, Vauxhall AB T0K 2K0

Best Value Added Dairy product or product where dairy based ingredients 
are a significant portion of the product content
(Includes cheese, yogurts etc.)
Rock Ridge Dairy – TIE: Skim Organic Cow Milk and 1% Organic 
Cherylynn and Patrick Bos, Box 5, Site 7 R.R. 3, Ponoka AB T4J 1R3

Best Value Added Baked or Cereal product using Alberta grains 
as a primary ingredient
(can include product sold primarily through foodservice channels)
JRK Farms – 100% Stone Ground Whole Wheat Flour
Jim Hugo, Owner, RR2, Three Hills AB T0M 2A0

Best Value Added Beverage product utilizing Alberta grains, dairy or produce 
(fruit, berries or vegetables) 
Rock Ridge Dairy – Skim Organic Cow Milk
Cherylynn and Patrick Bos, Box 5, Site 7 R.R. 3, Ponoka AB T4J 1R3

Best Value Added product using Alberta grown produce fruits or berries 
Field Stone Fruit Wines – Strawberry Rhubarb Fruit Wine
Elaine & Marvin Gill, Box 19, Site 6, R. R. #1, Strathmore AB T1P 1J6

Best Value Added Sauce, Condiment or Additive utilizing Alberta
grown/raised/harvested outputs
(category can include jams, jellies, honey as well savoury sauces etc.)
Honey Bunny – Creamed Organic Honey
Gilbert Wolfe, Box 289, Guy AB T0H 1Y0

Most Innovative food product, ingredient or manufacturing process utilized
in processing a food product made with Alberta grown/raised ingredients.  
Honey Bunny – Creamed Organic Honey
Gilbert Wolfe, Box 289, Guy AB T0H 1Y0

People’s Choice Award
Highwood Distillers – Spiced White Owl Whisky
Sheldon Hyra, Sales Manager, Suite 1010, 1015 - 4 Street S.W., Calgary AB T2R 1J4

AWARDS 2013 Competition Categories Award Winners

continued on page 80

Alberta Food Awards 
Celebrate Food Processing Industry

By Jaqueline Louie

Arlene Dickinson,
Keynote Speaker

Ted Johnston, 
AFPA President and CEO



With new entrants gaining a
foothold in the grocery market
in Western Canada and the

rapid consolidation of some of the
industry’s biggest players, there will no
doubt be a requirement to reposition
our businesses to meet the specific
needs of a particular type of shopper,
instead of the traditional “one-store-
fits-all”  approach. 

This is an issue that will affect both
the retailer and supplier communities
and both groups will have to work
together to deliver the right store
offering to meet the needs of shoppers
in each market.

The overarching driver of this need
to change how we do business is the
fragmentation of shoppers between
discount banners, such as No Frills and
Walmart on one end of the market, and
premium banners such as Whole Foods
and HY Louie’s new Fresh St. concept
on the other end.

The “middle” will be a very danger-
ous place to be in 2014 and beyond.

Competing in the discount arena is
extremely tough. Successful competi-
tors in this space have huge economies
of scale when it comes to procurement
and overhead expenses that give them
an inherent advantage. Combine this
with relatively lower labour and store
operations costs and one would need
very deep pockets to effectively com-
pete in this space today.

The situation will continue to get
worse as shoppers in Western Canada
have access to more Walmart Super-
centres, No Frills and to a certain
extent Target stores. It is not a stretch
to think that in the not too distant
future Western Canada will look much
like Ontario where nearly 50 per cent of
the grocery market is accounted for by
discount banners. Shoppers are clearly
voting with their feet and wallets.

One of Canada’s fastest growing retail-
ers, Dollarama, is on pace to open fifty
stores a year, and many of their future

openings will be in Western Canada,
where they are currently underdeveloped
versus the rest of Canada. Dollarama’s
increased assortment of food products
and higher price points (up to $3.00) will
mean even more price competition in an
already competitive market.

Add to this the probability of one of
Europe’s true “Hard Discounters”
launching in Western Canada, with
their ultra-efficient store formats and
extreme focus on private labels. Ger-
man hard discounter Aldi already has
more than 1,100 stores in the United
States and could easily launch into a
market like Calgary or Edmonton with
a cluster of 15-20 stores. Aldi will be a
formidable competitor for the current
discounters and all the other grocery
retailers in the market.

On the other end of the spectrum, we
have the premium retailers who are
meeting the needs of shoppers looking
for unique products, great service and an

enjoyable shopping environment. These
retailers are carving out a niche where
there is less pressure on gross margins
and promotional spending as the shop-
per is less price sensitive overall.

The premium segment of the market
is not just one “niche”. Retailers in this
segment can choose to focus on or
combine different permutations of nat-
ural, organic, local, or gluten-free
foods. The important question is: what
does the market need and want? 

Whole Foods and Fresh St. have
delivered very solid concepts and both
have lots of room to grow in Western
Canada. They combine the right mix of
unique products, engaging shopping
experiences and staff that are enthusi-
astic to be part of your shopping trip.

The changing demographic of Western
Canada also opens up the ethnic seg-
ment of the market for premium players.
Understanding this market requires a

grassroots effort but can payoff nicely
by attracting the fastest growing seg-
ment of the population to your store.

Smaller banners such as Freson Bros.
and Sunterra have really focused on store
design and retail theatre and have put
the fun back in grocery shopping. Their
stores are a Disneyworld for food adven-
turers and high-income shoppers alike.

The bigger retailers are paying
attention. The new Save On Foods store
in Calgary (Seton) with its Stone Oven
Pizza, Smoke & Flame BBQ and Kicking
Horse Coffee House shows a clear
understanding of the premium shopper
living in the suburbs of one of Canada’s
wealthiest cities.

The premium end of the market is also
what makes the Sobeys and Safeway
merger so attractive. Both have quality
formats and if the combined company is
able to leverage the “best of” elements
from the two businesses (service, fresh-
ness, national brands, store environ-
ments) they will become a stronger com-
petitor than the sum of their parts.

The key take-away should be:
“don’t get stuck in the middle”. Shop-
pers are fleeing the middle en mass
and heading to either the discount or
premium extremes. Where will you
take your business? ●

RETAIL COLLABORATION By Jeff Doucette

Premium vs. Discount - Are you Stuck in the Middle?

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.  Contact:  jeff.doucette@fieldagentcanada.com 

Shoppers appear to be fragmenting to two
extremes in their shopping behaviour.
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The Alberta Food Awards was an evolu-
tion out of the Buy Alberta public aware-
ness program launched last December,
intended to highlight the large number
of products that are manufactured and
processed in Alberta.

“We did a presentation at the Aggie
Days event aimed at school children and
families in Calgary in March, and were
surprised to find the public had very lit-
tle knowledge of how much food is
processed in the province,” Johnston
notes. “This event was put together to
help raise public awareness of the quali-

sumer, deserve recognition for their
efforts,” says Karen Hope of The Market-
ing Edge, who was one of the judges.
“The awards also provide producers with
valuable feedback from the judges on
how to improve their product and move
forward more successfully.”

Those who win, walk away with an
award and some funding to help them
market their product, and those who did-
n’t win, at least receive advice and some
recognition, Hope adds.

“Moving forward, I think these awards
will continue to recognize the efforts of
our smaller producers, and reinforce the
importance of that support for local pro-
ducers, who are trying very hard to stand
out amongst much larger businesses with
bigger budgets.” ●

ty of product and the vast variety of
products that are processed in Alberta.”

The Alberta Food Awards featured sev-
eral components: a keynote address by
Dragons’ Den star Arlene Dickinson,
attended by 300 people; a product show-
case; and a gala awards dinner and pre-
sentation, attended by 220 people. There
were 135 products entered in 11 cate-
gories, plus the People’s Choice Award
sponsored by the Western Grocer.

“I think that smaller producers, who
work very hard in a competitive market-
place to bring their products to the con-

A product room was set up for attendees to
view and sample products.

WINNER
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Packaging may be described as a
blank page upon which product
manufacturers can tell a story but

the truth is, that page is getting smaller
and smaller and that story is being accom-
panied by a growing cast of characters. 

Multiple Personality 
Syndrome

Gone are the days when the sole job of
packaging was to boost a product’s sales
appeal. Here to stay are the days when
packaging provides a multi-faceted role
— everything from safely delivering the
goods to providing government-regulat-
ed nutritional information to meeting
the latest demands for sustainability.

“Packaging is very important,” states
Jim Dunlop, president, Sunwest Print Cor-
poration. “Not only are the graphics and

overall layout important, but the feeling
that the package is safe and secure is inte-
gral as well. Other factors that need to be
taken into consideration include content,
nutritional paneling and, where applica-
ble, recycling materials. In some cases,
handling convenience is also considered.”

Although some brand owners still rely
on packaging to help make that impulse
purchase, most recognize that today’s
consumers are more knowledgeable about
their purchases — and that they use a
variety of information to aid in their pur-
chasing decision.

“Now more than ever, consumers want
peace of mind when it comes to food
safety,” explains Suley Muratoglu, vice-
president, marketing & product manage-
ment, Tetra Pak USA and Canada. “Their
awareness of food-safety issues is driving
demand for more information on the
food products and beverages they buy.”

Emphasis on Environment
Despite the fact that brand owners,

and packaging companies, have been
diligently working on ways to increase
efficiencies and reduce their environ-
mental footprint, sustainability still
remains another big selling point.

PACKAGING REPORT

By Melanie Franner

continued on page 86

Courtesy of Shutterstock



Breast Cancer, the 10th Annu-
al White Cashmere Collection 
made its spectacular runway 
debut at Toronto’s Art Gallery 
of Ontario on September 25, 
2013 to a packed-out runway 
show. 

Themed The Pink and 
White Gala, the collection was 
curated by Canadian fashion 
designer Farley Chatto, Cana-
dian fashion’s Renaissance 
man, and photographed by 
Caitlin Cronenberg, a rising 
star who is attracting inter-
national acclaim.  The White 
Cashmere Collection starred 
20 top Canadian designers and 
an amazing range of glamor-
ous gowns, show-stopping 
textural creations, avant-
garde masterpieces and full-
body accessories, all crafted in 
White and Pink Cashmere BT.  
To herald the introduction of 
Cashmere’s newest BT, Cash-
mere UltraLuxe, one garment 
was fabricated with Cash-
mere’s softest, most luxurious 
bathroom tissue ever. 

“Kruger Products is com-
mitted to a future without 
breast cancer through our 
long-standing partnership with the 
Canadian Breast Cancer Foundation to 

women in our country,” says Nancy Mar-
cus, Corporate Vice President, Consumer 
Marketing at Kruger Products.  “We are 
honoured to now be one of the Founda-

and inspire Canadians to sup-
port research and education 
that will help women and their 
families affected by breast 
cancer.”

support of the Foundation 
this year with an online fun-
draising initiative, Vote Couture For 
The Cure™ at Facebook.com/Cashmere 
throughout September and October.  Ca-
nadians were invited to vote for their 
favourite design and Cashmere donated 
$1 for every vote to the Foundation, to a 

Worthy of an historical romance 
heroine, Paul Hardy’s gown for 

the 2013 White Cashmere Collection is 
a triumph of sensual softness from the 

peplum, to the charming appliqué 

from neckline to knee. 

Simplicity just isn’t collection curator Farley Chatto’s 
thing. Hence this glittering white body suit acces-

ioned from brand new Cashmere UltraLuxe, Cashmere’s 

that’s missing is the pretty white circus pony.

maximum of $10,000.   

This year’s star-studded cast of new 
and returning designers included: mem-
ber of the Order of Canada, Marie Saint 
Pierre; and David Dixon, Canada’s King 
of fashion.  Other noteworthy names in-
clude: Lucian Matis; Paul Hardy; VAWK by 

Sunny Fong; Joseph 
Helmer; Hoax Cou-
ture by Jim Searle and 
Chris Tyrell; Comrags 
by Joyce Gunhouse 
and Judy Cornish; 
Anastasia Lomonova; 
Rita Tesolin; Rod 
Philpott; Christopher 

Paunil; Carlie Wong; Jason Matlo; David 
Dunkley Fine Millinery; L’Autre Couture 
by Luko Marion; MICALLA by Camilla Jør-
gensen; DylaniumKnits by Dylan Uscher; 
DUY by Duy Nguyen; and curator Farley 
Chatto.     

Jason Matlo bends architecture to 
the feminine form in this elegant 

cut sheath, with its pink stand-up col-
lar, elaborately constructed waist bow 

For the past 10 years, Canada’s 
top and up-and-coming fashion de-
signers have sewn, tucked, glued, 
fused, stapled, pleated, woven and 
knitted hand-made, original cou-
ture garments and accessories from 
Cashmere Bathroom Tissue. 

Unique in the world, The White Cashmere Collection is Can-

pure, soft and luxurious Cashmere Bathroom Tissue (BT).

Manufactured by Canadian paper products leader, Kruger 
Products L.P., Canada’s best-selling premium-quality bathroom 
tissue has a lot to celebrate including the 10th anniversary of the 
White Cashmere Collection; a long-standing partnership with the 
Canadian Breast Cancer Foundation; and the introduction of new 
Cashmere UltraLuxe, Cashmere’s softest, most luxurious bath-
room tissue ever, now available in major grocery stores in Western 
Canada.

The White Cashmere Collection celebrated a milestone an-
niversary this year with its largest cast of designers to-date; a 
stunning runway show; high-fashion photography; and a con-
sumer Facebook contest and fundraiser.  The collection, a fund- 
and awareness-raiser for the Canadian Breast Cancer Foundation, 
highlights Cashmere’s generous and ongoing support throughout 
October Breast Cancer Awareness Month. 

A Milestone Anniversary

in 2004 to support the introduction of its new Cashmere Bathroom 
Tissue in Canada and provide a unique showcase for Canada’s top 
design talent.  The collection featured garments crafted in cash-
mere fabric until 2006, when garments were crafted entirely from 
pure, soft and luxurious 100 per cent white Cashmere Bathroom 
Tissue.

A Decade of Design
Now ten years in the making, the White Cashmere Collection 

has grown to feature more than 125 established and emerging Ca-
nadian fashion designers including Western Canadian designers 
Jason Matlo, Paul Hardy, Carlie Wong and Patricia Fieldwalker. 

An unforgettable tribute to Designing a Future without 

Celebrating a Decade of Design
The White Cashmere Collection unites Canada’s best-selling Bathroom       

Tissue, with Couture Fashion and the Canadian Breast Cancer Foundation

A celebration of Canada’s top design talent and a spectacular tribute to Designing a Future without Breast Cancer, all crafted in 
pure, soft and luxurious bathroom tissue, took to the runway in Toronto on September 25.
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bags from an  
environmental  
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once exclusively oil-resin based are now extruded from renew-
able sources such as corn.”

Renewable resources seem to be one area in which packaging
suppliers will continue to see change in the years to come.

“Tetra Pak believes there will be growing demand for pack-
aging made from well-managed renewable resources, due to the
growing awareness around resource scarcity and depletion,”
states Muratoglu, who adds that the company’s cartons are
already, on average, 70 per cent paper. “We believe there is an
opportunity to strengthen our commitment to sustainable
business by looking to improve on that. The use of plant-based
polyethylene in caps — made from sugar cane — further
strengthens Tetra Pak’s renewability credentials. Now we are
looking into adopting plant-based plastics for our packaging
material with a pilot in Brazil. We are aiming to have a carton
that is 100 per cent renewable.”

Increasing Efficiencies
In the end, packaging suppliers — and brand owners — need

to find a balance between safely delivering a product and fulfill-
ing the growing packaging roles being necessitated by govern-
ment and consumers. It may all come down to realizing greater
and greater efficiencies.

“Eliminating waste and finding efficiencies,” states Weale.
“For me, those are the two highest priorities right now.”

To that end, Ellis Packaging recently purchased a 10-colour
flexographic press that
will deliver more effi-
c iencies via a broad
range of processes, such
as in-line die-cuts, hot-
stamping, cold-foil —
and more.

“I think the majority
of efficiencies are invisi-
ble to the average con-
sumer because they hap-
pen at the mill level,”
concludes Dunlop. “I can-
not think of a major mill,
extruder or manufactur-

er that is not actually retrofitting or planning a retrofit to its
production lines. Those that don’t won’t survive.”

A Changing Tomorrow
Packaging may have changed dramatically over the last

decade or two but there is no doubt that more changes lie in
store in the very near future. The need to fulfil the demands of
an ever-evolving consumer continues to change the packaging
game and only the strongest and most nimble will survive. So
far, the Canadian packaging industry has proven that it’s up for
the task. But who knows what the future may hold. ●
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“In the last five years, sustainability has played a massive role
in packaging,” states Brad Weale, vice-president of sales, Ellis
Packaging Ltd. “Compared to where we were in the late 1980s to
today, we’ve come a long way. In our plants, about 90 per cent
of what we run today is made from recycled paperboard.”

In fact, according to the Paper & Paperboard Packaging Environ-
mental Council (PPEC), only 11 per cent of all paper-based packaging
made by Canadian mills, and slated for the domestic market, actual-
ly uses freshly cut trees. The balance comes from recycled paper and
board, as well as wood residues left over from logging operations.

Companies like Ellis Packaging have gone beyond using mate-

rial from certified sources (such as Forest Stewardship Council).
They’ve also taken a look at achieving greater sustainability via
changes in their internal operations — such as installing Miser
lighting to reduce power consumption by 15 per cent; using spe-
cialty control systems to improve paperless workflow; introduc-
ing collective shipping across its facilities, and introducing eco-
friendly chemicals, materials, inks, etc.

A June 2013 Euromonitor International report on the packag-
ing industry in Canada states that manufacturers in all areas of
packaging (glass, plastic, paper and metal) are conscious of
reducing waste. It cites manufacturer trends to produce smaller
products, such as concentrated laundry detergents and refill
packs. And it states that some major retailers are demanding
environmental awareness as a condition of being listed.

Tetra Pak’s 5th Biannual Environmental Survey,
which was released last September, seems to add
credence to the report. 

“Our survey highlights a rising demand
for renewable materials and environ-
mental labeling among consumers
worldwide,” states Muratoglu,
who adds that recycling re-
mains a fundamental expectation
for both consumers and food industry
stakeholders. “The report also identifies
a growing consumer demand for more
environmental information. In order to
make informed choices, 37 per cent of consumers regularly
search for environmental logos on food packaging. Today, 54
per cent of consumers trust environmental labels, compared
with 37 per cent in 2011.”

Driving Innovation
Packaging suppliers are continuing to meet these ever-chang-

ing demands. Whether it be through new materials, new process-
es or new equipment, packaging continues to evolve to deliver
on all expectations.

“Every aspect of packaging has changed over the years, and I
dare say that 20 years from now, packaging will have evolved
into something we wouldn’t recognize today,” says Dunlop. “In
my opinion, regarding the food packaging industry, films and
plastics have seen the greatest change. Shelf-life expectancy has
been extended through breathable and non-breathable films
specifically made for item-specific applications. Films that were

Packaging provides a multi-faceted role for consumers.

Tetra Pak is aiming
to have a carton 
that is 100 per cent
renewable.

Ellis Packagings has helped deliver more
efficiencies via a broad range of processes
with a 10-colour flexographic press.

“Every aspect of packaging has changed 
over the years, and I dare say that 20 years
from now, packaging will have evolved into
something we wouldn’t recognize today.” 
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How products are displayed in your
store — from shelf placement,
choice of fixtures, and lighting to

promotional and themed displays — is
the centrepiece of your merchandising
strategy. Display, indeed, is an art and
science combined that can make all the
difference to a store’s sales.

Displays speak directly to visual
impact: how customers entering a store
are influenced by the visual information
they gather, often in the first split sec-
ond.  On a grand scale, this begins with
the “atmospherics “of the store — the
layout, graphics lighting — but then
extends to individual product promotions.
Displays are critical in directing the cus-
tomer’s attention and once a product has
captured a customer’s attention the odds
are increased that a purchase is at hand.

Catch your customer’s eyes with
shapes and stacks. Stack produce like
bananas or oranges into a pyramid. Build
displays with a lot of space and product.
A customer can’t buy your featured item
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if it isn’t there. Use deep shelves and have multiple levels. In all
fresh food displays, including the deli, use staggered shelves so
that more of the foods are visible to consumers.

When one thinks of displays it is usually the large themed dis-
plays that draw all the attention and create excitement with
consumers. These are often created in conjunction with a man-
ufacturer’s promotions but when aligned with the retailer’s own
merchandising goals can prove to be highly effective. Themed
products can be grouped together to deliver a powerful visual
message and is an effective way to communicate seasonal activ-
ities or other information including charitable drives important
to the retailer.  Themed displays group together many different
products that are necessary for a specific seasonal occasion,

such as a summer cookout,
Halloween, a New Year’s party
or a Grey Cup party. A good
idea for a themed display is to
include items to define the
theme. A backyard barbecue
display, for example, could
include a grill as the centre-
piece for the display.

The interplay of light and colour is important. Signs, for
example, which should be part of all displays, need to be writ-
ten in bold, attention-grabbing text and colour. Keep the infor-
mation concise and easy to read, and include product names and
prices. Colours for text, borders or background should stand out
but not overwhelm the shopper.

Customers are drawn to light.  Lighting can make products
shine and bring colours to life. Accent lighting creates visual
interest for shoppers, and magically puts products in their
sight.  Colour can demand a shopper’s attention, evoke emotion
and influence decisions.  Your merchandising plan should
include bright colours not only for displays or end caps, but also
for the middle of aisle runs.  Visually painting your store with
colourful focal points will help draw shoppers to those key areas.

If executed well, displays have a great deal of merchandising
power that can engage your customer and produce sale lifts that
makes them well worth the effort. ●

Creative, themed displays can make all the difference.

The Power of Display
Tying a product display to a charitable cause such as this Scotties Tournament
of Hearts display at Quality Foods is a great way to bring attention to a good
cause and make more sales. photos courtesy of Quality Foods

This Coca-Cola product display
brings thematic elements to define
what the promotion is about.  
photos courtesy of Quality Foods

Displays work best when they are created in conjunction
with a manufacturer’s promotions such as this Pepsi 

Ultimate Taste Challenge and are well aligned with the
retailer’s own merchandising grabs.

photos courtesy of Quality Foods

STORE DESIGN: DISPLAYS By Frank Yeo
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According to environmental groups, between 
500 billion and one trillion single-use plastic 
shopping bags are used each year worldwide, 
a phenomenon they claim exacerbates everything
from carbon emissions to landfill problems. 

So is the solution to ban plastic? That seems to be
the case in Los Angeles, where starting next year City
Council will order stores to provide paper bags for a fee
of 10 cents per bag to shoppers who don’t bring their
own bags. 

But Joe Hruska, spokesman for the Canadian Plastic
Industry Association, insists that bans don’t work in
Canada — mainly because they’re not needed. “Grocers
have been brilliant in implementing a wide variety of
stewardship programs, including in-store recycling, bet-
ter bagging practices, and sale of reusables,” he says.
“Western Canada retailers led the country in the
use of bag fees, which have been adopted by cen-
tral Canada retailers and resulted in a 70 per cent
reduction in the number of bags distributed.”

Hruska adds that the most recent retail plastic
bags ban attempted in Canada — by the City of Toron-
to last year — was rescinded only five months after it
was imposed due to widespread criticism and the threat
of lawsuits. “When you give retailers and shoppers free
choice, they inevitably act responsibly,” he says.  

If Stong’s Market in Vancouver is anything to go by,
plastic bags are going the way of the dinosaur with-
out government intervention. “We do everything we
can to be environmentally responsible, but I’m all for
consumers deciding what’s best,” says Assistant
Manager Dane Robertson. “In our case re-usable bag
usage has increased steadily, to the point where the
ratio of them to plastic in our stores is about 60-40.” The
switch from plastic to re-usable is helped along by the availability
of Stong’s re-usable bags for purchase.  

Hruska is equally effusive in his praise of the plastics industry’s
commitment to product stewardship: “It has worked hard to devel-
op new recycling technologies, pioneered unique bag-to-bag recy-
cling programs, and promoted the development of a national network
of plastic bag and film recyclers.”

BAGS By Robin Brunet

Courtesy of Shutterstock
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reusable bags in North America over 10
years ago, and Director Patricia Salazar
points out that today “a significant num-
ber of grocery stores and chains have
some kind of reusable bag program in
place.”  She adds that while numerous
bag companies are trying to duplicate
Colnuck’s success, “the key of our success
is the quality of the product and the sup-
port and customer service we offer dur-
ing the sales process. We even have our
own in-house graphic department to
assist clients in the design process of
their perfect bag.”

Although single-use plastic bags are
on the decline in Canadian grocery
stores, the Canadian Plastic Industry
Association notes that they remain vital
to consumers, who rely on them for
managing household waste (the alterna-
tive, kitchen catchers, contain up to 76
per cent more plastic).

But although the debate over the mer-
its and drawbacks of plastic bags seem
never-ending, one message is clear: pro-
viding shoppers with a range of options
as opposed to punitive measures benefits
everyone in the end. ●
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from across North America are collected
at grocery stores, gathered into bales and
transported to the Hilex recycling centre,
where they are turned into pellets used
to manufacturer brand new plastic bags. 

Colnuck Ltd. introduced the concept of
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John Mullinder, executive director of
the Paper and Paperboard Packaging Envi-
ronmental Council, points out that “from
an environmental life cycle perspective,
there is no clear answer yet as to which is
better — paper or plastic. My personal
position is that no bags is the preferred
option, followed by a reusable bag. After
that it should be consumer choice.”  

However, Mullinder notes that the net
cost of recycling plastic film is almost
five times more expensive than recycling
paper bags, and that paper bags are gen-
erally not a litter problem after use
since they disintegrate over time. 

Still, the recycling capabilities of plastic
make it a material of choice for many sec-
ondary manufacturers, and it has enabled
entrepreneurs such as Bob Johnson, presi-
dent of Unitex Sales Ltd. to build a thriv-
ing business. Unitex helps turn recycled
plastic bags into a revenue generator for
companies wanting to advertise their
brand and protect the environment. 

Johnson believes his re-usable alterna-
tives “are becoming a social driver of fash-
ion at a cost of about one dollar $1.00 per
bag.” He adds that these bags also create
market penetration for events such as new
product launches. Unitex has manufactured

as many as one million bags annually. 
An undisputed leader in plastic bag

recycling is Hilex Poly, which diverts
plastic grocery bags (as well as dry clean-
ing and retail bags) from landfill via a
closed-loop recycling program called Bag-
2-Bag. Under Bag-2-Bag, plastic bags

Unitex Sales Ltd. can help companies turn recy-
cled plastic bags into revenue.

Over a decade ago Colnuck
Ltd. introduced the concept

of reusable bags to 
North America.

A range of bag options
can benefit everyone. Canadians Lead 

the World on Plastic
Bag Management

• Canada boasts a number of firsts
on plastic bag management

• Canada has a national recycling 
system for bags

• Canada developed bag-to-bag 
programs

• Recycling rates on bags are 
some of the highest in the world 

Canadians Strongly Committed
to Product Stewardship

• Both Ontario and Quebec under-
took mandated 50 per cent bag 
reduction programs over a three 
year period

• Both provinces achieved/over-
achieved their goals and ahead 
of target (Stats available on 
success of both programs)

• Bags are seen by Canadians as a 
multi-purpose bag that is a 
necessity and the bags have high
reuse rates to manage household
waste (data available)

Bag Bans Not Needed Here
because of Canada’s retailers

• Canada has only about six bag 
bans and these are usually in 
small population centres

• Canada’s retailers have stepped 
up to the plate and have driven 
non-discretionary bags out of 
the system, promoted reusables, 
and educated consumers on 
proper use

John Mullinder, executive director of the Paper and
Paperboard Packaging Environmental Council…

points out that “from an environmental life cycle perspective, there
is no clear answer yet as to which is better — paper or plastic. My
personal position is that no bags is the preferred option, followed
by a reusable bag. After that it should be consumer choice.”  
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Antico Pasta Sauces Now in Single Serve
Antico gourmet pasta sauces are now available in single serve jars, perfect for

the urban shopper.  These smaller format jars range from 410ml – 425ml and pack
all the flavour you’ve come to expect from Antico.  Antico sauces are prepared in
Canada, have sodium levels less than 20 per cent, are preservative free, gluten
free, and only use superior and authentic ingredients.

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

Happy Planet Introduces 4 New Canadian-Inspired Soups
Happy Planet has launched four new soup flavours inspired by the ingredients in Canadian con-

sumers’ own backyards. The new soups feature locally grown vegetables that create flavours rem-
iniscent of made-from-scratch recipes: Fraser Valley Mushroom and Mascarpone; Chilliwack Broc-
coli and Cheddar;  Montérégie  Potato and Leek; and Chatham Carrot and Ginger.  “We wanted to
create soups with fresh ingredients that consumers would use at home, without compromising
on quality or taste,” said Happy Planet Founder Randal Ius. “Each soup flavour features a veg-
etable from a specific region to celebrate the tastes of Canada. We highlight the earthy and rich
mushrooms from the Fraser Valley; the fresh and vibrant broccoli from Chilliwack; the creamy

and hearty potatoes from  Montérégie; and the sweet and flavourful carrots from Chatham-Kent.
Canada is abundant with delicious and fresh produce; these new soup flavours celebrate that.”  The addi-
tion of these new soups is a continuation of Happy Planet’s quest to offer food and juices that are all nat-
ural and delicious; creating recipes that evoke homegrown and homemade flavours.

Starbucks Hot Cocoa Mixes are Here!
These gourmet, make at home, hot cocoa mixes are available in Double

Chocolate, Salted Caramel, Marshmallow and Peppermint.  All Starbucks
Cocoa Mixes are made with high-quality, premium ingredients.  Made with
ethically sourced and sustainable cocoa powder, Starbucks is committed to
purchasing cocoa that is produced and traded in an ethical, transparent, and
sustainable manner.  For more information visit www.starbucks.com/respon-
sibility/sourcing/cocoa

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

Dan T’s… Paradise by the Spoonful
Dan T’s Paradiso Fig, Peach and Raspberry Fruit Compotes bring together a heavenly host of truly

harmonious flavours that will take your hors d’oeuvres and mains to a higher level.  The compotes can
be spooned over fine cheeses to create appetizers or used to dip shrimp and wings. Glaze chicken,
pork, beef or seafood to miraculously convert the ordinary to extraordinary.

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

Squeaky Cheese That’s Making Some Noise
Pasture Pride Cheese HAS launched three new varieties of their distinctively unique Juus-

to cheese line. Based on the Old-World Scandinavian “Juustoleipa” (pronounced HOOstah-
lee-pah) or “Ostbrod”, meaning “bread cheese”, Juusto is a 200-year-old tradition. This but-
tery tasting, flat and squeaky cheese can be served warm or cold. Using the original recipe,
each piece is baked to create a sweet caramelized, delicious toasted crust. Two delightful
new flavours have been added to the line. Juusto with Wisconsin-made Nueske’s apple
wood-smoked bacon is perfect to serve as is, or to accompany your morning breakfast or
special brunch. Also now available is Juusto with Chipotle Peppers perfect for serving with
grilled onions. Guusto, a playful spin on the existing Juusto line, a goat’s milk variety, is also now available.  

Mrs. Renfro’sGets Hot in the Kitchen
Mrs. Renfro’s has expanded their line with two Nacho Cheese Sauces, a natural addition to the existing sal-

sas produced by the family-owned Renfro Foods.   Available in Chipotle or Ghost Pepper, these authentic Tex-
Mex sauces are sure to delight without the guilt. These Nacho cheese sauces are all-natural, gluten free with
no preservatives, artificial flavours or colours.     

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

Gourmet Cookies at their Finest
La Panzanella Dolcetini Artisan Cookies blend the simple elegance of shortbread with an array of original

flavours including Chocolate Chip, Cinnamon and Meyer Lemon. The Dolcetini cookies are perfect for cel-
ebrating life’s best moments with family and friends!  They contain all natural ingredients with kosher
dairy and no cholesterol.

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

Primo Extends GrainWise Line
Primo Foods has launched two new GrainWise pastas; gluten free and high fibre. The new high fibre

pasta has the flavour and texture of a traditional white pasta, with the extra health benefit of high fibre.
Primo Grainwise gluten free pasta is a delicious, 100 per cent corn flour based
alternative, catering to people who maintain gluten free diets, but still want to
enjoy the full flavour of a delicious pasta meal. Primo Foods maintains tradition-
al quality while appealing to the evolving tastes of today’s consumer.

General Mills New Innovation
General Mills introduces a ground-breaking innovation with two new protein bars from Nature

Valley and Fibre 1. Nature Valley Protein bars are high in protein with two tasty flavour options.
It’s a delicious chewy bar loaded with real nuts and 11 grams of protein per bar.  Fibre 1 Protein
is a delicious combination of fibre and protein.   It’s a chewy snack bar with the feel-good bene-
fits of both fibre and protein, loaded with caramel and peanuts, or creamy peanut butter, all cov-
ered in an indulgent chocolatey coating.   It offers six-seven grams of protein per 33 gram bar,
and 20 per cent of your daily fibre.

Royale Unleashes Newest Family Member & Charitable
Partnership with New Tiger Towels

The newest member of the ROYALE feline family has come roaring into the Canadian market with the
launch of Tiger Towels, a soft, strong and thirsty multipurpose paper towel. Now prowling the shelves of
retailers across the country, the launch also marks the start of a new partnership between ROYALE
and  PANTHERA, the world’s leading wild cat conservation organization, which works in partnership
with  Save the Tiger Fund  to conserve the world’s remaining 3,200 wild tigers.  “We are extremely proud
to announce our new partnership with PANTHERA through Save the Tiger Fund, which lets us directly
contribute to the preservation of tigers and their habitats worldwide,” said Gary MacIntosh, director of
marketing, ROYALE Canada.   “During our research as we developed the Tiger Towel concept, we were
shocked to learn that tigers are now an endangered species. Given the majestic beauty of our new brand ambassador, we felt a responsibili-
ty to ensure future generations will grow up in a world with tigers. We hope this partnership helps raise awareness and interest for tiger con-
servation among Canadians.”  ROYALE will donate $40,000 to the fund as well as provide ongoing support to raise awareness and increase
fundraising efforts throughout 2014, including, online and social media support, retail point of sale material and community events.  

Green & Blacks Introduces
Green & Blacks has introduced two exciting new flavours that are sure to please chocolate

lovers.   Fans of dark chocolate will enjoy the Sweet, Crunchy Yorkshire Toffee pieces combined
with Green & Black’s 60 per cent smooth dark chocolate with fruity notes to create an irresistible
sweet-bitter taste with a textured crunch.  Milk chocolate lovers will enjoy the new Sea Salt
flavour, which has just the right amount of Anglesey Sea Salt crystals for the perfect blend of
sweet and savoury. The flakes of vibrant Anglesey Sea Salt both complement the 37 per cent milk
chocolate, bringing out the caramel notes.  There is a delightful contrast between the smooth
creaminess and the crystals’ crunchy texture.”
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General Mills Launches New Cereals
Cereal is a category that is worth more than $1 billion to retailers. It is, by far, the No. 1 food

eaten by Canadians at breakfast, enjoying a household penetration rate of over 92 per cent.
Households buying cereal are valuable shoppers — spending 33 per cent more total grocery dol-
lars in a year than non-cereal households — and when cereal is in the basket on a trip, the basket
spend doubles.  Be sure to grow your basket ring sales with two new cereals from General Mills:
Honey Nut Cheerios Hearty Oat Crunch.  The No. 1  brand in cereal is expanding with a new vari-
ety!   Honey Nut Cheerios Hearty Oat Crunch provides the fun of Honey Nut Cheerios, combined
with oat flakes, and oat & nut clusters.    Fibre 1 Almond Cluster: From the Fibre 1 brand comes a per-
fect cereal that’s crunchy, with just the right sweetness, and just the right amount of almonds.   Consumers are nuts about the taste!
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New Seasonal Fair Trade and Organic Treats from Camino
Camino, Canada’s leading brand of fair trade and organic certified food products is

launching two new product offerings this holiday season.  Camino’s fair trade and organic
fine chocolate box is both unique and indulgent — with four delightful flavours: Sea salt &
caramel, Espresso, Mint Cream, Orange & caramel — this gift item is a perfect way to cele-
brate the holidays and share the joy of fair trade.  Also new from Camino in time for the
holidays — fair trade, organic and kosher certified peppermint candy canes.  Store shelves
will come alive with Camino this festive season. 

You Simply Can’t Beat the Freshness!
Foothills Creamery has introduced a new, creamy, soft and spreadable addition to their line of fine but-

ter products. Foothills Blend is made from fresh Foothills Creamery butter and premium quality veg-
etable oil. Perfect for use on toast, waffles, vegetables, and in cooking — your customers will continue to
enjoy the great taste of butter, at only a fraction of the cost.  Attractively packaged in a gold foil wrap-
per, and available in traditional 454 gram blocks, this butter margarine blend will display well on store
shelves alongside the other Foothills Creamery family of products. 

MasonWays Bulk Bin and New Mobile Shelf Merchandiser
MasonWays Indestructible Plastics LLC has introduced a bulk bin which is an economical way to hold bulk loose

product and is available with adjustable legs or locking casters.
Custom colours, graphics & sign holders can be added to match a store’s

image.  The unit will not chip or crack when hit by a shopping cart, is easy to
install and is produced with eco-smart recycled plastics.  

Create additional selling space with MasonWays “Mobile Shelf Merchandiser”.
This Fixture is great for spot placement throughout the store to promote and
increase sales.  The display will not chip, crack or break and carries a 10-year war-
ranty.  Metal shelves have price sign channels on the front for bar codes and
information.  The display is lightweight and available in any colour required. 

Visit: www.masonways.com  

A Healthy Alternative from Way Better Snacks
Way Better Snacks sprouted ingredient chips are a new alternative in the snack

food category.  The company offers six varieties which all carry a surprising amount
of nutritional value due to the nutrient-dense grains and seeds used. In addition,
because they are germinated, the vitamins and minerals are more bio-available to
the body.  A few more benefits of sprouted ingredients include:  increased vitamins
and minerals; increased digestibility and increased nutrient absorption.

Ultima Foods Innovates Yet Again with Iögo 0 per cent with Stevia Extract

Ultima Foods has launched its all new  iögo  0 per cent yogurt with stevia extract, a  100 per cent
natural origin calorie-free sweetener. This innovation on the Canadian yogurt market arrives barely
one year after the remarkable launch of the iögo brand. Created and developed from the desire to
continually innovate and offer Canadian consumers more choice, iögo  0 per cent with stevia extract
is free of fat, gelatin, colours and artificial flavours. With a small amount of cane sugar and only 50
calories per 100-g container, iögo 0 per cent with stevia extract is part of the iögo 0 per cent prod-

uct line. It comes in the flavours of raspberry, blueberry, vanilla and mango-passion fruit. “One year after its remarkable entry into the
Canadian market, iögo is innovating yet again with the launch of a new yogurt with stevia extract. Canadians have adopted iögo, and
this  iögomania  that has unfurled across the country has forced us, as a company, to do even better and surpass ourselves to continually
create products tailored to consumers’ tastes and needs,” stated Gerry Doutre, president and CEO of Ultima Foods. 

To find out more about iögo  0 per cent with stevia extract, visit  www.iogostevia.ca.

Saputo Launches First Ready-to-Drink Protein Shake Made
with Fresh Milk in Canada

Protein beverage craze fuels product innovation at Saputo. Identifying a need within the protein beverage
category for a product that would combine the benefits of fresh milk with a healthy dose of protein, Saputo has
developed a great-tasting beverage intended for those who will stop at nothing in their pursuit of an active
lifestyle.  With 26 grams of protein per 325 ml bottle, new Milk2Go Sport is a ready-to-drink milk-based protein
shake that not only helps stimulate muscle repair after workouts, but also dulls hunger, which can further assist
people who are trying to lose weight.  “People are increasingly mindful about their protein intake, but are often
pressed for time or unsure about what to consume post-workout to ensure proper recovery.  Many products
currently on the market contain many undesirable ingredients such as vegetable oils and require considerable
time to measure and mix,” said Philippe Duhamel, marketing manager at Saputo Dairy Products Canada G.P.
“Milk2Go Sport was formulated for on-the-go people who are looking for a great tasting product that is high in
protein with the natural goodness of milk.”

Canadian Coffee Company Develops Only ‘Beyond Fair Trade’ 90% 
Biodegradeable Single-Serve Aroma Cups

Doi Chaang Coffee Company is now selling the first ‘Beyond Fair Trade’, 90 per cent
biodegradable Keurig-compatible aroma cups in two new blends: Social Medium and Hard-
wired.  The company is 50 per cent-owned by the farmers in Doi Chang Village in Northern
Thailand. The cups are unique being both ‘Beyond Fair Trade’ and biodegradable. The new
cups will breakdown in a landfill or industrial composter.  Social Medium (a medium roast) and
Hardwired (a dark roast) are part of four new blends including Espress-Yoself! (an Espresso)
and Chillin’ (a light roast) that will also be sold in 340g bags. These blends will be organic, 100
per cent Arabica and fair trade with beans coming from Nicaragua, Peru, Guatemala and
Sumatra.  The cups come at a time where ownership of single-cup coffee brewers is on the rise; according to the National Coffee Association;
around 10 per cent of American households own a single-serve brewing system.
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Mary’s Gone Crackers - Again!
Mary’s Organic Crackers has launched two exciting new flavours — Super Seed and Jalapeno!

The new Super Seed cracker is the original cracker jam-packed with sunflower, pumpkin and poppy
seeds for a delicious, unique smooth finish.  The new Jalapeno cracker packs a bold punch for
those that like to spice it up.  Mary’s organic crackers are always gluten free, non-GMO, organic,
vegan, nut-free, dairy-free and kosher.  

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



When you hear the words “fair trade”, coffee is like-
ly the first thing that comes to mind. Understand-
ably so. Coffee farmers are at the origin of fair

trade certification itself, and their ethically sourced brew
has grown in popularity and market share ever since.

As consumers become increasingly concerned about
where, and who, their purchases come from, the range of
Fairtrade certified ingredients and products offered contin-
ues to expand — particularly in the grocery and supermar-
ket category. And when it comes to fair trade groceries,
Western Canada is leading the way. 

On October 3rd, 2013, Saskatoon-based Federated Co-
operatives Limited accepted the Canadian Fairtrade Award
for large national or regional grocery/supermarket chain at
a Toronto ceremony and cocktail evening. Meanwhile, B.C.’s
Choices Markets earned the award for medium or indepen-

dent grocery chain. Both retailers were recognized for the
wide range of Fairtrade certified products they offer, as well
as their promotional and educational efforts.

The Canadian Fairtrade Awards are handed out by Fair-
trade Canada, member of Fairtrade International, the
global network behind the world’s most recognized ethi-
cal label — the FAIRTRADE mark. Over 5,000 different
products sport the iconic blue and green logo in Canada,
and Fairtrade certified products are found in an ever
increasing number of aisles.

Staples like Fairtrade certified coffee, tea and chocolate
can be found in almost any grocery store in Canada. Many
people are surprised to learn that all of Cadbury Dairy Milk’s
plain products have been Fairtrade certified since 2009. In
frozen foods, you can spot the FAIRTRADE mark on an
increasing number of Ben & Jerry’s ice creams. 

Produce is a growing category, with bananas, oranges and
avocados on offer. Choices Markets boasts a 300 per cent
increase in Fairtrade certified produce in 2012/13 alone.
Floral and body care departments are beginning to feature
Fairtrade certified roses and personal care products made of
sustainably sourced shea butter, cocoa butter and olive oil.

This year has been marked by innovation within fair
trade, with the launch of Canada’s first certified coconut
milk. Arayuma’s Premium Organic Coconut Milk was award-
ed the title of Canada’s Favourite Fairtrade Certified Product
following a May 2013 consumer vote. And it’s just one of the
Fairtrade certified grocery products having recently made
their way onto Canadian shelves. Soy sauce, iced tea, ste-

via, agave syrup, kombucha and muesli are also available in
Fairtrade certified varieties. 

Globally, the numbers are even more encouraging. Over
27,000 Fairtrade certified products, produced in 66 countries
are available worldwide. Grocers have been key in ensuring
the availability and variety of ethical products. The U.K.’s Co-
operative Food group states its mission to make Fairtrade go
mainstream on its website, while over 50 per cent of all
bananas sold in Switzerland are Fairtrade certified. 

There’s still a ways to go until fair trading practices and
sustainably-produced items become the norm here in Cana-
da, but the next time you hear the words “fair trade”, you’ll
have a whole lot more to think about. ●

98 WWW.WESTERNGROCER.COM

TAKING STOCK courtesy of Fairtrade Canada

For more information on Fair Trade visit: www.fairtrade.ca

Beyond Coffee Fairtrade expands
product range.
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