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Times are very challenging for Canada’s second
largest retailer. The recent exit of Marc Poulin from
the CEO position is but one indication of some of the
deep problems besetting the company and need to reset its course. 
The problems stem from the blockbuster acquisition of Canada Safeway.

Poulin’s exit came a week after Empire, the parent company, reported a $2.13
billion net loss for fiscal 2016. To date close to half the value of the
acquisition has been written off.
While problems with supply chain management have been cited along with

difficulties in creating synergies on private label and new technologies, the
fundamental problem, given these impairment charges, appears to be that
Sobeys simply paid too much for Canada Safeway.
There was also a bit of bad luck thrown in with the collapse of oil prices,

rising food prices and the resulting dampening of consumer purchasing in the
West. This has favoured discount banners which Sobeys doesn’t yet operate
in the West, although the expansion of Freshco, their eastern discount
banner, is now probably very much on the agenda.
Competition is also heating up with Overwaitea expanding aggressively in the

West, Walmart continuing to expand its food categories and Loblaw realizing its
synergies with the Shoppers purchase. This will probably mean more price
cutting —  Sobeys and Walmart have already implemented price cuts, with
Loblaw soon following suit after it recently sent a notice to suppliers demanding
a 1.45 per cent cost cut on all shipments beginning in September so it could
extend further price cuts to customers. It will all put even more pressure on
Sobeys when the name of the game is to get more customers through its doors.
In the meantime, Poulin has been replaced on an interim basis by François

Vimard, Empire’s chief financial officer, while the company searches for a new CEO.
There will be tough decisions to be made.

Frank Yeo,
Publisher & Editor

Shake-Up Continues for
Canada’s Second Largest
Grocery Retailer

publisher’s perspective

Robin Bradley

Associate Publisher &
National Account Manager

rbradley@mercurypublications.ca

Melanie Bayluk

Western Account 
Manager

mbayluk@mercurypublications.ca
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pre-show spotlight

With more than 3,000 people attend-
ing Grocery Innovations Canada
(GIC) exhibition and conference, it is

a not-to-be-missed event as Canada’s largest
grocery show. 

Covering front end to back end, GIC has
even more in store over the two-day event
running October 17 and 18, at the Toronto
Congress Centre – North Building. The exhi-
bition covers over 65,000 sq. ft., has more
than 300 booths and more than 160
exhibitors, with seven pavilions this year. 

To discover more local, smaller proces-
sors, the larger Choose Ontario Pavilion will
be the place to start. For those looking for
more international and top trending fare,
there’s the Global, Gourmet and Specialty
Pavilion to explore. 

New this year is the Wine Pavilion, which
will be as well received as the Craft Brewers
Pavilion introduced last year. Along with

these, attendees can check out the Health
and Wellness Pavilion, HMR and Foodservice
Pavilion, and the exciting new Key Retailer
Connect area. 

This area is reserved by appointment only
to key companies that are looking to get in
front of retailers with a new product/service

that has never been listed. For more infor-
mation, please contact info@cfig.ca. 

For new producers that are looking to
get on the grocery shelf, there’s more
opportunity than ever to connect with the

leading retailers at the show. On Monday
afternoon, there’s a trade floor mix n’ min-
gle event for retailers and exhibitors from
4:15pm – 5:00pm. 

In addition, the event offers exhibitors the
option to sell on the floor with “trade show
specials” which can take various forms such
as special price, in-ad coupons, unique mer-
chandising packs, reduced minimums or free
shipping to name a few.

Along with events on the floor, there are
two days of conferences featuring work-
shops and keynote speakers to help your
business succeed. 

Distribution terms are amongst the sticki-
est of all marketing policies. While prices, ad
campaigns and even products can be adjust-
ed in short term, distribution agreements
tend be long-standing and reflective of
industry conditions at the time of signing.
The problem? New technologies, consumer
buying behaviour and corporate concentra-
tion rates have dramatically altered the eco-
nomics behind who should be doing what
functions…and at what cost.   Ken Wong, Dis-
tinguished Professor of Marketing at Smith
School of Business at Queen’s University

Interesting workshop sessions for your team
include Marketing’s  Editor-in-Chief  Shane
Schick  who will talk about a 3-Step Process
That Will Transform Business Brainstorming.

There is also Carman Alison of Nielsen
who will talk about retail trends in grocery.
Also, Jeff Swearingen of PepsiCo North
America’s Demand Xcelerator will share how
insights and technology can help re-create
the feeling with our customers, that this is
“My Grocery Store.”  

On day two, National Grocers Association
in the U.S. will share some of the best prac-
tices of leading independent grocers, while
Mark Baum of the Food Marketing Institute
will enlighten attendees on impacts and
opportunities for food retailers and tools
required to win.

More Insights, Networking Promised at
Canada’s National Grocery Exhibition
The two-day event held in Toronto in October will showcase
the latest innovations in grocery as well as opportunities
for manufacturers to network with retailers
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To check out the full program and events go to www.GroceryInnovations.com. #GICShow16
Grocery Innovations Canada will be held October 17 -18, 2016 at the Toronto Congress Centre – North Building. 

Capping off the event is the Independent
Grocer of the Year gala that celebrates the
best grocers across Canada. 

The New Product Showcase at the exhibition
is a key part of the show where attendees
can discover new innovations. 

New UGI Board Members 
Serge Boulanger, senior vice-president, nation-

al procurement and corporate brands, Metro Inc.
has been appointed chairman.

Boulanger joined the marketing team of Metro in
1996. In 2002, he was appointed vice-president
marketing for the Quebec division. In 2008, he was
appointed vice-president, marketing, Metro Inc.

Edward S. Kennedy, president and chief executive officer, The North West Company, has been
appointed vice-chairman.

Kennedy joined The North West Company in 1989 and served in senior management positions
including chief operating officer of North West and chief executive officer of the Alaska Commer-
cial Company. 

Darrell Jones, president, Overwaitea Food Group has been appointed secretary. For the past 14
years, he has been a key member of the Overwaitea Food Group Senior Management Team, and
company president since 2012. 

McCain Foods Expands NB Facility Creating New Jobs
McCain Foods (Canada) has announced a major investment in its Florenceville-Bristol French fry

plant that will expand capability and create 40 to 50 new jobs.
The company is adding a new production line to meet growing demands for hash brown patties

and similar potato products. The $65-million investment will include a 32,000 square foot expansion
to the existing fry plant as well as state-of-the-art manufacturing equipment and technology.

Jeffery DeLapp, regional president, North America for McCain, said the new line will allow
McCain to better meet the needs of its retail and foodservice customers in Canada, the United
States, and other export markets.

Unique Display Grabs Attention
Take a look at this amazing display built with Aurora &

Allessia Tuna at one of the most highly visible locations in
downtown Toronto at the TD Centre. A very talented group of
youngsters put their artistic merchandising talents to work to
build the “LOVEBOT”. All product was donated to the homeless
and less fortunate.

(Left to right) Serge Boulanger, Edward Kennedy
and Darrell Jones

A Successful, Record-Breaking Show for IDDBA
Dairy-Deli-Bake hosted 9,294 registered attendees,

which included top-tier retail buyers, merchandisers,
executives, food manufacturers, brokers, distributors, and
additional leading industry professionals.   The sold-out
expo consisted of a record-breaking 1,926 booths, repre-
senting 739 companies.  This year’s seminars offered key
insights into the economy, the consumer, and current
trends. The notable speaker lineup included Jerry Sein-
feld, Lori Greiner, Lidia Bastianich, Sherry Frey, Shawn
Stevens, Norman Mayne, Phil Lempert, Max McCalman,
Harold Lloyd, Anthony Bourdain, Simon Sinek, Loretta
Carey, Joshua Swanson, Randi Zuckerberg, Lindsey Vonn,
IDDBA Chairman of the Board, John Cheesman, and

IDDBA President and CEO Mike Eardley.   The New Product Showcase was a destination for atten-
dees looking for unique and innovative trends all in one place.   

The Show & Sell Centre showcased best-in-class merchandising ideas and innovative retailing
concepts, along with new products, workshops, and demonstrations.   It was a hub of activity and
a highlight of the show.   

Michel Ricard Appointed Vice-President, Sales and
Business Development at Ultima Foods

Ricard returns to Ultima Foods where he held the position of vice-president, sales. Before join-
ing Ultima Foods, he held a number of management positions in sales and strategic planning at
Heinz and as a consultant for Green Mountain Coffee Roasters.

Ricard has a degree in communications and public relations from the University of Montreal
and a Certificate in Financial Analysis Ivey Western University.

BC Food Industry
Honoured by BC
Food Processors
Association

BC’s best of the best in the food pro-
cessing industry were honoured on May
19th at the FoodProWest 2016 Awards
Gala.  More than 375 of BC’s top food
processors and industry leaders came

together to honour their colleagues at
the prestigious Gala Dinner hosted by
the BC Food Processors Association.

BC Food Processor’s Hall of Fame: 
Sun Rype Products Ltd  was inducted into
the  BC Food Processor’s Hall of Fame. 

Workplace Safety Award: 
Cermaq Canada Ltd

Leadership Award: 
Ian Walker of Left Coast Naturals

Member of the Year Award: 
Ideon Packaging

Rising Star Award:   
Cathline James, owner of Wise Bites.

Innovation Award: Daiya Food

Sustainability Award: 
West Coast Reduction

Product of the Year Award: The Product
of the Year Award recognizes a product
that shows innovation; criteria include
taste, product packaging, marketing,
innovation, and environmental impact. 35
companies participated in a fierce compe-
tition before a panel of judges.

Gold Winner: Wize Monkey Coffee Leaf Tea
Silver Winner:  Tree Island Yogurt
Bronze Winner: Left Coast Hippie Snacks,
Coconut Clusters



conference: september 15 & 16

trade show: september 17 & 18

metro toronto convention centre, 
south building
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market update

To shine light on the most
groundbreaking food industry
products and provide unparal-

leled media coverage: This is SIAL’s
promise to every winner of the SIAL
Innovation Awards across the world. 

Held every two years in SIAL Paris,
the competition (open to exhibitors
only) reveals the most innovative prod-
ucts from 105 participating countries.
In 2014 there were over 1,700 appli-
cants – a 70 per cent rise from the pre-
vious edition. The selection committee
(a panel of hand-picked food special-
ists) chose 675 products for the SIAL
Innovation Book, and the Grand Jury
designated 15 winners, awarding Gold,
Silver and Bronze prizes to the best
three entries. 

78 per cent of Exhibitors 
Present New Products

Every single one of the 160,000 visi-
tors expected at SIAL Paris (October
16-20, 2016 in Paris Nord Villepinte)
knows that this show will give them
precious insight into the products and
trends of the future. If 76 per cent of
professionals say they have discovered
innovations here in the past, it’s
because 78 per cent of the exhibitors
use this biennial event as an unveiling
platform for their R&D team’s newest
products. (Source TNS 2014)

The companies present in SIAL’s
Innovation area (which is frequented
by around 75 per cent of the show’s
visitors) see a large return on invest-
ment when their products win awards.
It should therefore come as no sur-
prise that 80 per cent of 2014’s suc-
cessful candidates are entering the
competition again this year!

Innovation 
— A Valuable Driver for Export

The competition is also an effective
business tool: “We mentioned our awards
in our brochure and on our website,” says
frozen food company Boiron Surgélation,
“which helped us put together a solid tax
credit file for our research and innova-
tion development.” The Catalan company
Nice Fruit also included the SIAL Innova-
tion Awards logo on its “brochures,
newsletters and promotional materials,”
while Les Twists used their 2014 award as
an internal tool to “congratulate every-
one, including financial partners.”

The award has “indirectly con-
tributed to our company’s growth by
raising our business profile,” says edi-
ble seaweed company Globe Export.
And Brooklyn Brew Shop (which offers
home beer brewing kits) says, “SIAL
allowed us to make some fabulous con-
tacts and secure distribution to over
twenty-five countries.”

It’s the Gateway to the Big League
So why wait? “Show your products

and enter them into the competition,”
urges Xavier Terlet (XTC consultant,
SIAL Innovation expert and Chairman
of the Jury). “For those with an innov-
ative product, SIAL Paris can make a
real difference,” confirms potato spe-
cialist Cité Gourmande. “If you have an
innovative product, participate in SIAL
Innovation,” incites Zandbergen World’s
Finest Meat. Peters Produkten BV —
Penotti agrees, “Launching innovative
products at SIAL Paris is vastly impor-
tant; it’s the perfect platform for pre-
senting new food products to the
world.” Boiron Surgélation adds, “SIAL
Paris lets you have your products tried
and tested by potential customers. You
have to be there!”

But exhibitors will need to be orga-
nized: “SIAL Paris is a great, intense
salon that offers many opportunities —
you just have to prepare it well,” says
microalgae company Algama, adding,
“but it is worth the effort”. French
Cooker says that SIAL Paris may seem
overwhelming, “but you’ve got to go! It
was a fantastic experience for us — one
that got us into our target market and
made us ‘big league’ players. You do
need to keep a ‘cool head’ though, and
keep an eye on both supermarket
orders (as the amounts can be signifi-
cant) and potential labelling issues
with export.” 

Calling all exhibitors! Applications
are free. Present your innovations and
try to win one of 15 SIAL Innovation
awards. Just don’t wait too long: SIAL
Innovation is an unmissable chance to
increase visibility and kick-start net-
working with over 156,000 interna-
tional food world players!

Innovation - The DNA of SIAL Paris

Discover the network’s winning products at www.sial-network.com

Dairy Farmers of Canada
Publicly Launches Its
Sustainability Initiative

Dairy Farmers of Canada (DFC) hosted an event to
highlight Canadian dairy farmers’ long-standing commit-
ment to high standards of care on their farms, through
the public launch of the farmers’ sustainability initiative.
Held at the Canadian Museum of Agriculture and Food,
the event showcased the initiative’s interconnected
national standards on milk quality, food safety, animal
care, traceability, biosecurity and environment.

“As dairy farmers, we are very proud to collectively
demonstrate responsible stewardship of our animals
and the environment, sustainably producing high-
quality, safe, and
nutritious food for
consumers,” said
Wally Smith, presi-
dent of DFC. “Today’s event is a great opportunity for
Canadians to see exactly how we are accomplishing
this, what measurable standards currently exist, and
how dedicated we are to continuing to improve in our
responsibility to provide sustainable food.”

The initiative, called proAction, is built on the
strengths that have long existed in our industry and
new standards that are based on research and prac-
ticed by farmer innovators. It will enable farmers to
see how their farm compares to their peers on a
national basis, which helps foster continuous
improvement.  Those in the food industry and inter-
ested Canadians can also check on overall progress
in adhering to the standards, which are reported
online at dairyfarmers.ca/proAction.

Ocean Brands Announces
Major Steps in Responsible
Seafood Sourcing

Ocean Brands is announcing a major step forward in
its commitment to environmental stewardship and a
strengthening of its commitment that all products are

manufactured with high ethi-
cal standards. Canned tuna
and salmon product lines will
be getting a major overhaul
starting later this year. 

Ocean Brands has commit-
ted that by the end of 2017,
all Ocean’s brand light and
value added products will be
sourced from Free Swimming
(purse seines fishing fish
aggregating device (FAD)-free)
or Pole and Line caught tuna.

“As we strive to be a lead-
ing supplier of products
that are responsibly caught
and produced in a socially
responsible way, Ocean’s is

proud to take another important step to complete
our vision of only offering our customers tuna prod-
ucts that are caught in ways that minimize impacts
on our oceans,” said Aidan Hughes, president of
Ocean Brands. “This is a natural progression from the
steps we’ve already taken to offer our customers
more sustainable options.”
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on our cover By Robin Brunet

Like any successful independent grocery, Stong’s Market has
always been regarded as a neighbourhood anchor; and
although its location in the NorthWoods Village mixed-use

development of North Vancouver is brand new, residents are
already treating the store as if it has been around forever.
That’s partly due to the new facility providing a pleasing

shopping experience. Large in scale (22,000 square feet) but
intimate in ambience, NorthWoods is essentially a farmer’s
market delivered in 21st century trappings. A sizeable portion
of the store contains rustic produce islands and is dominated
by two massive, circular work stations containing deli staff
and equipment. Surrounding this portion of the store is a
bakery and a café with fireplace and flat screen, augmented by
glass garage doors that will, when open in the summer, contribute to the farmer’s market ambience.

On the other side of the store are the grocery aisles, 10 in all, packed as were the aisles of Stong’s famous
(and now closed) Dunbar location with goods ranging from the utilitarian to the exotic. 

Without exception, staff members have mastered the most delicate balancing act of retail:
that of communicating with shoppers. They are attentive without being cloying, friendly

but not intrusive. Another difficult element to achieve — unique signage — is
pulled off with easy charm: Stong’s produce department is called `Harvest’; its

bakery is `Knead’; seafood and meat is `Land and Sea’; the florist is `Stems’;
and so on. Playful, but not pretentious.
When Western Grocer visited the new location one morning

in early June, the store was humming with shoppers. The aroma
from the deli (all of the sandwiches, soups, and other items are

homemade, courtesy of a test kitchen developed during
the heyday of the Dunbar location) was enticing.

Stong’s in North Vancouver is still having hiccups
and the usual growing pains that occur with

(L-R) Cori Bonina, president and Mayor - North Vancouver 
District, Richard Walton.

photos by Phillip Chin
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Grimm’s is proud to 
partner with Stong’s 
Market for making 
quality food matter 
to families in our 
communities. 

We toast our continuing 
successful partnership!

www.GrimmsFineFoods.comSOY FREE        GLUTEN FREE        LACTOSE FREE        NO MSG ADDED
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any new startup store, but is on its way to
being a well-oiled machine. 
“We’ve been in development mode for

three years, and now that NorthWoods is
up and running we’re focusing on our
new Dunbar store, which will be further
down the same street than the old
store,” says Stong’s owner and fourth
generation grocer, Cori Bonina.
Arguably, the most ironic aspect of

Stong’s move to North Vancouver is the
outcry that accompanied it. There was
the uncertainty on whether Stong’s
would return to Dunbar. While they can’t
wait for Dunbar to reopen Bonina has
seen Dunbar shoppers visit the
Northwoods location almost daily, which
shows their dediction to Stong’s.
In fact, North Vancouver was Stong’s

long-time home, with four stores in
different locations; the original Dunbar
location opened in 1955, however the
one that Bonina ran opened in 1980,
when Bonina was in Grade 12. “I’ve lived
on the north shore for decades, so this is
a homecoming,” she says. 
Bonina’s husband and co-owner Ken

Nilsson, adds, “During our meeting at
city hall to discuss the development of
NorthWoods, every councillor had a

Stong’s story to tell, and the mayor said
he had worked for Cori’s grandfather: so
needless to say, we were welcomed back
with open arms.” North shore shoppers
were even more enthusiastic about
NorthWoods: over the years they had
occasionally made the trek across the
bridge to the old Dunbar location and
would ask Bonina if she would ever bring
Stong’s home.
NorthWoods is Bonina’s crowning

achievement, following a career that
turned the Dunbar property into a
retail powerhouse and includes stints as
chair of the Canadian Federation of
Independent Grocers as well as a slew of
awards (including CFIG’s Hall of Fame
honour). “This is the first store I can

truly call my own, designed exactly to
the specifications and preferences
developed by Ken and I,” she says.
Bonina, whose son Carson is being

groomed to eventually take over the
family business, acknowledges that she
stands on the shoulders of a truly
entrepreneurial family. She is the great
granddaughter of Carson Stong, who along
with his brother started Stong’s Markets in
Toronto in the 1890s; after crossing the
country, they established a presence in
Seattle, and then Carson headed north and
opened one of the earliest open-air
markets in Vancouver, in 1931. 

Stong’s recently celebrated their grand opening
of their NorthWoods location.
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to focus on service, selection, and quality
at our Dunbar location and began
bringing in specialty foods, and that
strategy worked extremely well.” Again,
timing was fortuitous: Woodward’s and its
famous specialty foods section had just
gone bankrupt, leaving shoppers looking

for an alternative venue.
As a youth, Bonina had ex-

pressed an interest in pursuing
law, and it was always just
assumed that her brothers would

take over the family business. But when they
decided to pursue other careers, the baton
was passed over to her in 1997. “When you
grow up in the grocery business the passion
is always there whether you know it or not.”
As a child, she would accompany her

parents to inspect grocery stores in other

The first Stong’s storefront opened in the
Dunbar neighbourhood in 1955, and after
Bonina’s father, Bill Rossum and his wife
Karen (nee Stong), assumed ownership of
the company, four North Vancouver outlets
were launched. “My parents eventually
sold these properties to H.Y. Louie in
1993, and I think the timing was perfect
because by then we were losing customers
to the big box outlets and simply couldn’t
compete on price,” Bonina recalls.
She goes on to say, “We decided instead

The NorthWoods location is Bonina’s 
crowning achievement.
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delivery, and her creation of Cori’s
Kitchen in 2008 to develop food-to-go
with no artificial ingredients is also an
important innovation,” says Nilsson. 
The kitchen sources food from trusted

suppliers and works in small batches,
creating every dish from scratch. It helps
supply and assist in their fresh food
preparation and offering at Northwoods
and will do so at  Dunbar as well. This
helps with their focus on supplying the
best to their own stores.
Ever humble, Bonina fully credits many

individuals and organizations for Stong’s
success — and her meteoric career rise. “For
example, when we located in Dunbar, my dad
developed a strong relationship with Buy-
Low Foods and relied on their wholesale
division, Associated Grocers, to supply us
with groceries and produce — and they have
been phenomenal to us,” she says. “Typical
is what they recently did to help us open
NorthWoods on time: they spent two weeks
stocking our shelves, at no cost to us.” 

Dan Bregg, president of Buy-Low
Foods, is not in the least surprised by
Bonina’s success. “I knew she was a
winner from the moment I met her,” he
says. “I quickly learned she was a leader
in identifying, sourcing, and bringing to
market fine foods, and equally evident
was her interest in helping others
succeed in the industry.”
Bregg, who knows the Bonina clan

well, is even more impressed by what
he calls “A strong and committed
personality that is tempered by genuine
humility. She’s down to earth and open

— which is why she’s so widely loved as
well as respected.” 
One of the closest observers of Bonina’s

career is her son Carson, 23, who recently
graduated from the University of British
Columbia with a business management
degree and is now front end manager.
“Even though mom works long hours
we’ve always been close, and the more
involved I become in the business, the
more I want to emulate her: her legacy is
huge - and she’s not nearly done yet.”
Carson is prepared for enduring the

hardships and occasional nasty surprises
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towns for layout and product ideas; she
was cleaning Stong’s offices at age 10
and counting coupons two years later;
then, at 16, her duties became more
substantial when she got a job in her
father’s meat department.
When Bonina was handed the reigns in

1997, and then as president in 2000 she
lost no time surrounding herself with her
own skilled management team and soon
undertook a $2.5 million, three-year
renovation of the Dunbar store. Her flair
for innovation became evident to
shoppers with her introduction of free

valet parking, along with an in-store
wellness centre staffed by a nutritionist. 
Bonina made the Dunbar location an

inextricable part of the community by
sponsoring local sport events and
fundraisers; stocking new products at
customers’ request (frequently as quickly
as the next day); and supporting local
food manufacturers long before it became
a North American trend. Soon, it was
common for shoppers to travel long
distances to patronize Stong’s, the small
store packed to the gills with upwards of
30,000 items.

The store even made it to Hollywood,
courtesy of being featured in an early
episode of the original The X-Files television
series, as well as an episode of MacGyver.
Not surprisingly, Bonina gained respect

from her peers early on. Former CFIG
president John Scott was once quoted as
saying, “You don’t survive in that tough
Vancouver market unless you are
innovative. Cori is an amazing sponge. If
she sees an idea, she’s not afraid to grab it
and talk to somebody to find out more.”
Under Bonina’s leadership, Stong’s did

the near impossible: flourish during an
era characterized by mergers and big box
expansion. “Cori was one of the first
grocers in Canada to initiate home
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of the trade, well aware that adversity
occurs even long after a business has
become a household name – as was the
case for Bonina one morning in mid-
January of 2011, during a meeting with
her landlords and lawyer. “We were there
to re-sign our Dunbar lease, and out of the
blue our landlords said, `We’ve changed
our minds; we’re going to redevelop,’” she
recalls. “It was a completely unexpected
blow. Especially after having been assured
six months prior that they had no
intention of redeveloping.”
The news was a life-changer for Bonina

— at least in terms of her outlook. “In
retrospect, I had grown too content with
my little 14,000 square foot store.
Fortunately, we were approached by a
local realtor who knew of our North
Vancouver origins and told us about the
NorthWoods Village development — and I
realized that change would be the best
thing that could happen for myself and
the brand. At the very least, I had 120
employees that I could guarantee
continued employment.”
While the usual amount of market

research was undertaken to ensure that
NorthWoods would be a good fit, Bonina
says she decided to make the move after
spending an afternoon at the then-
undeveloped site, watching traffic whizz by
on nearby Dollarton Highway. “The volume
was great, there would soon be 600 new
homes built behind us, and we had access
to 1,600 employees from the commercial/
industrial waterfront businesses, which
would allow us to expand our corporate
catering capabilities,” she says. “The
potential was unreal.”
However, Bonina was unable to close

the old Dunbar store without her
emotions getting the better of her.
“It was very tough to say goodbye to the
old place,” she says. “We kept a few

The new location is 22,000 square feet.

Urban Impact is thrilled to be 
Vancouver's best independent 

grocery store’s recycling partner.

Congratulations to 
Stong’s Market! 

Fantastic service, 
selection and great 

online delivery!

Welcome back to #DeepCove
Check out Stong’s next time you're on the 

#NorthShore! #BCbuylocal
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mementos, which will be displayed in the
new store. Fortunately, we didn’t have to
say goodbye to our shoppers: they will
come to the new location.”

Having spent many sleepless nights
developing NorthWoods, Bonina and
Nilsson are now devoting the same
energy towards Dunbar, which the former says will contain many design elements

of the North Vancouver store and be
approximately 20,000 square feet in size.
“Although it won’t have the high ceilings
of NorthWoods, it will be just as
beautiful,” she says. The new outlet is
scheduled to open in December.
Nilsson adds, “After a long time, we’re

back in development mode. It’s either go
big or go home. We have partners, and
we’re also focused on an acquisition we’ve
been working on for the past five years.”
For many industry players, Cori Bonina

is a veteran of a tough trade and a
trailblazer for women. But from her
perspective, she is just coming into her
own. And her message to the Vancouver
community was succinctly put in a public
announcement issued shortly after it
became known that the old Dunbar store
would be replaced by mixed-use housing
and retail: “We want to assure you that,
while we’re growing and changing, after
80 years we aren’t going anywhere.”   ●

Asimple wander through the grocery aisle will immediately illus-
trate the profound growth and change in the edible oil industry.
However, not just any oil will do, customers are reading labels

looking for certifications and the way the product is processed. 
“Consumers are becoming aware and concerned about the blending

and modifications made to oils that are not detectable,” says
Anthony Morello, president, Aurora Importing and Distributing.
“They are looking for authentic products that are non-GMO, are from
reputable more established sources, and are less processed.” 
Rick Pender, president and CEO, Virtex Group of Companies

is also seeing this increased demand especially within the
canola oil industry.  
Today’s consumers are willing to pay for products

that provide the attributes that they are seeking
whether it’s organic, non-GMO or minimally
processed. “Consumers are becoming more educated
about both the origin of the olive oil and its
attributes, specifically the difference between extra
virgin olive oil and regular olive oil,” says Frank
DeMichino, chief operating officer, Italpasta Limited.  
Mintel shares that consumers are increasingly seeking

out responsibly sourced ingredients and looking for
companies that have produced food in an ethical manner.
“Customers are looking for the country of origin,” says Sonny
Gallina, manager, Falesca Importing Ltd. “They want to know where
the olives are grown and how the olive oil is produced.”  This is
particularly true for olive oil where consumers perceive that particular
regions, like Italy and Spain, produce a higher quality, authentic product. 

High Prices of Olive Oil Could Shift Purchases
Towards Other Premium Products 
Olive oil has traditionally been the go-to product for finishing oils.

However, a combination of poor weather in Spain and a crop blight in Italy
has resulted in a commodity price increase for olive oil. “With retail pricing
so high, it is likely that hard-pressed consumers will start to seek cheaper
alternatives,” says David Turner, global food and drink analyst, Mintel. “The
risk for olive oil producers is that consumers are becoming increasingly aware
of a wider range of alternative healthy oils.”
One oil that has entered this premium market is canola.  Manufacturers are

offering consumers a cold-pressed version of canola retaining all of the
nutrients, including essential fatty acids and Vitamin E that are found in the
oil.  “Canola oil is very low in saturated fats,” says Walter Hofer, Mountainview
Farming. “When the product is cold-pressed it brings forward the distinctive
buttery, nutty flavour found in the canola seeds.”

oils

By Anne-Marie Hardie

Consumers Taking a Deeper Look into
Edible Oils and their Possibilities. 

Courtesy of Shutterstock

A bakery and café with a flat screen 
are available to customers.
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Coconut and avocado oil are also
serious contenders these days for the
consumer dollar. Like olive oil, avocado
oil is one of the few cooking oils
extracted directly from the fruit, rather
than chemically extracted from seeds.
It has a beneficial fatty acid profile,
good levels of antioxidants and other
healthy compounds. It also has a very
high smoke point that makes it great
for frying with.

Product 
Showcase
Olive Oil for Every Day
Provide your customers with the
authentic, affordable Italian olive oil
that they crave. Colavita’s extra vir-
gin olive oil will provide both
flavour and the consistency that
consumers are seeking.  

A Fantastic Finish
Award winning, Frantroi Premiere
Cutrera olive oil is the perfect fin-
ishing olive oil.  Produced by a
Sicilian family, this single variety
premium olive oil is ideal for dip-
ping or a dressing.

An Oil for Every Occasion
Offer your customers a great olive
oil for their money with the blend-
ed, Aurora Extra Virgin Olive Oil
and Grapeseed Oil.

Family-Owned 
Share the story of Basso Oils with
your customers.  In business since
1904, this authentic olive oil will
delight your customers with both
its taste and the company story
which the customer can view
through the QR code on the neck
tag of the bottle.  

The Difference of 
Cold-Pressed
Mountainview Farming cold-pressed
Canola oil will delight your consumer
with the nuttier, buttery flavour of
the canola seed.  Available in 500 ml,
1 litre bottles, & amp; 17 litre jugs

Uniquely Saskatchewan 
Delight your consumers with
North Prairie Gold.  This non-GMO
cold- pressed canola oil providing
customers with a local taste in
global market place. 

Dress Up a Meal
Add a flavour of the Mediterranean
to your meal with Italpasta Extra
Virgin Olive Oil. This  cold-pressed
oil is wonderful as a salad dressing
or marinade.

Think Grapes
Extracted from the seeds of
grapes, Italpasta Grapeseed oil high
smoke point makes it ideal for high
temperature cooking. 

Pure and Simple
USDA Organic Certified, Italpasta
Organic Extra Virgin Olive is per-
fect for those customers who are
looking for a first cold-pressed
olive oil grown organically. 

The edible oil industry is seeing profound
growth and change.
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Certifications provide the credibility
that customers are looking for whether it
is to confirm the  origin or that the
product is non-GMO. “They are looking
for where the product is coming from,”
says Pender. “Consumers want to know
not only how the product was made but
the entire story of the product including
being able to identify the farmer.”  
Morello agrees, emphasizing that

retailers need to draw the consumer’s
attention towards authentically certified
products while also sharing the various
usages of each of the products. 

The key to moving the product off the
shelf is providing both the education and
a taste of how edible oils responds to
their culinary aspirations. ●

Bring Awareness to the
Benefits of Premium Oils 
Education needs to begin with the

retailer, says Gallina. At Falesca Importing
Ltd, their sales staff strive to provide
detailed information to their retailers
including sharing the story of their
suppliers. “We take the time to visit our
suppliers, the majority of which are
family-owned, see the plants and how
the olive oil is produced,” says Gallina.
“Our hope is that by sharing these stories
with our retailers that they will in turn
tell them to the end customer.” 

In 2014, food and beverage processing
industries represented the second-
largest manufacturing sector in

Alberta — according to Marilynn Boehm,
president, Alberta Food Processors Asso-
ciation (AFPA). It accounted for 17.3 per
cent of total manufacturing sales and
employed 25,000 people. 
“Food and beverage manu-

facturing sales increased 9.7
per cent over 2013 to reach a
record $13.7 billion in 2014,”
says Boehm, who adds that
meat processing represented
approximately $7 billion,
beverage $1 billion and the
remainder other food proces-
sing sales. “This marked the
fifth consecutive annual gain.
It was led by a 24.1 per
cent gain in meat products
( including poultry) sales,  which
ac-counted for over one-half of total
provincial food sales.”
According to Boehm, the growth

continues in 2015. Total sales from
January to September increased 8.2 per
cent over the same period in 2014. Meat
products industries were up 12.9 per
cent to reach $5.8 billion. Alberta
accounted for just over one-half of the
Canadian red meat sales.

By the Numbers
Jeewani Fernando, provincial consumer

market analyst, Alberta Agriculture and
Forestry, also speaks of the current
upwards trend in meat products and food
processing facilities.
“The increase in meat product prices

has accounted for some of the higher
numbers,” he explains. “But
we have also seen a significant
increase in the number of food
manufacturing processing fa-
cilities. We had 486 facilities
in 2014 and 1,200 in 2015.”
According to Fernando,

meat product manufacturing
facilities increased from 100
in 2014 to 138 in 2015.
“In terms of sales value,

Alberta’s grocery retail share
accounted for approximately

14 per cent of the Canadian market
share,” says Fernando, who adds that the
province has three or four large
grocery chains that dominant
the market at around
73 per cent of sales.

C-stores account for about six per cent
and specialty stores four per cent. 
Fernando adds that the Loblaws

Companies Ltd. purchase of Shopper’s
Drug Mart Corp. and more recently T&T
Supermarket Inc. has changed the retail
landscape. Whole Foods Market Inc. has
also started building its first store in
Alberta in Calgary. And, he adds, Save-On
Foods has announced expansion plans.
“We have seen a lot of consolidation in

the retail sector,” he says, adding that
future growth in the retail sector will come
primarily from the non-traditional grocery
store (which has been forecast to grow
only two per cent in Canada from 2009
to 2014). General merchandisers,
like Walmart Canada, were
anticipated to grow by
10 per cent over

Alberta Food Report By Melanie Franner

Marilynn Boehm, 
president, Alberta Food
Processors Association

Courtesy of Shutterstock
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that time, with health and
personal care, like Shopper’s
Drug Mart Corp., expected to
grow by six per cent.
“Consumer purchasing be-

haviour is changing,” says
Fernando. “Not only are we
seeing factors like health,
sustainability and ethics
becoming important to
consumers but we’re also seeing changes
in the way they purchase, such as
increased on-line purchases. Price
remains the key driver but consumers
are continuing to look at other concerns.

We see industry adapting
to these concerns and
responding in such a way as
to meet these new consumer
demands.”

Innovation at its Core
Of course, meeting consumer demands

often involves innovation. And thanks to
the Leduc Food Processing Centre,
Alberta is no stranger to innovation.

“Processors need to submit an
application to gain the services of our food
processing department so we use the
number of applications as an indicator of
how busy the sector is,” explains Wanda
Aubee, director, programs sector, Leduc
Food Processing Development Centre.
“Between 2014 and 2015, we had 83
applications. Between 2015 and 2016, we
have had 130 applications to date.”
Aubee speaks of a steady interest in

processed meat products in Western
Canada, and particularly in Alberta. She
also speaks of increased interest in non-
meat products, such as pulses (which
include lentils, peas, chickpeas, etc.), as
well as condiments and sauces.

“On the meat side, we’re seeing a lot of companies looking at
different types of jerky,” she adds. 
Other significant changes in the province include the closure

of Nestlé’s Purina PetCare pet food manufacturing facility, along
with some new players.

The Leduc Food Processing Centre ensures that the province is no
stranger to innovation.

Jeewani Fernando, provincial 
consumer market analyst, 
Alberta Agriculture and Forestry
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Metro Brands, G.P. took home a whop-
ping five awards and Laiterie Chali-
foux Inc. was crème de la crème at

the Canadian Grand Prix New Product Awards,
a highlight of Retail Council of Canada’s
STORE 2016 conference in Toronto. 
Metro Brands G.P. was the most awarded

company in this year’s competition. It
dominated in Private Label Food with its
Irresistibles line, sweeping five categories:
Bakery Fresh (Par-Baked) (Artisan deep dish
pie, 750g), Beverages (Life-Smart Smoothie),
Confectionery & Shelf Stable Desserts
(Brownie in the Centre), Deli Meats & Cheeses
(Dry Sausage) and Frozen or Refrigerated
Prepared Foods & Entrees (Potato Gratin).
Founded in 1920 in Sorel-Tracy, Quebec,

family-owned Laiterie Chalifoux took home
three awards for its Riviera Petit Pot Set-
Style Yogurt. It was the category winner in
Dairy (milk, yogurt, cheese & spreadables)
and won a Special Award for Innovative
Packaging. It capped off its trophy haul with
the coveted All-Canadian Award, which is
presented to the product with the highest
average score among all products developed,
created and manufactured in Canada. 
Joining Metro Brands G.P. and Laiterie

Chalifoux in the winners’ circle were
two other Special Award recipients.
Kruger Products LP won the Consumer
Acceptance Award for its SpongeTowels
Ultra Strong paper towel also winning
the Paper, Plastic & Foil category. Emmi

Also taking place at the gala was the
inaugural presentation of the Canadian
Grand Prix Lifetime Achievement Award
to Paul Higgins Jr. and Michael Higgins,
the Co-CEOs of Mother Parkers Tea &
Coffee. The award, which was previously
announced, was given to the brothers in
honour of their outstanding and long-
standing service and commitment to the
Canadian grocery industry and to the
broader community.

About the Canadian Grand
Prix New Products Awards 
Now in its 23rd year, the Canadian Grand

Prix New Product Awards is an annual
program that celebrates new products in
food, non-food and private label categories.
The program provides a unique opportunity
for entrants to showcase new products to a
jury of industry experts and to be
recognized by their peers.
The program is open to manufacturers,

suppliers and distributors. To be eligible,
a product must have been introduced to
the market between January 1 and
December 31, 2015. Products are judged
on presentation and packaging; product
attributes; innovation and originality;
and overall value to the consumer.  
This year’s awards sponsors were CHEP

Canada, Dairy Farmers of Canada, Interac
and TC Transcontinental Printing.  ●

“This is certainly an exciting time,” she
says. “We’re seeing growth in the develop-
ment of products across different com-
modity groups. We’re seeing new players in
the industry and we’re also starting to see
an increase in understanding the science of
product development, which is where we
really excel. Our food scientists set us apart
and add value to our clients. There is
definitely a better understanding of the
value we bring to the table.”

A Fortuitous Future
With the Alberta food processing

industry well-established and still going
strong, Albertans and Canadians all across
the country can count on a continued
supply of new products and innovation in
the years to come. 
According to AFPA’s Boehm, Alberta’s

food processing industry is capable of
contributing significantly more to the
provincial, Canadian and export markets. 
“The Alberta food processing industry is

resilient and continues to reinvent itself and
adjust to new challenges,” she concludes.
“It is constantly innovating, developing
efficiencies and introducing new products
that appeal to buyers and consumers.”
And Boehm’s opinion appears to have

merit. In 2008, Agriculture and Agri-
Food Canada established a Food
Processors Competitiveness Working
Group (FPCWG). A year later, the FPCWG
launched the Food Processing Industry
Roundtable to identify actions and help
improve the competitiveness of the
sector in the global marketplace. 
In a presentation to provincial Agricultural

Ministers, this Roundtable suggested that
with appropriate investment in automation
and R&D, the Canadian food processing
industry could grow to $130 billion (from its
current $105 billion) by 2019. ●

Canada was given the Innovation and
Originality Award for its namesake Emmi
Fondü All-In-One, in addition to winning
the Deli Meats & Cheeses category. 
“Winning a Canadian Grand Prix award is

a milestone achievement that represents
Canada’s very best in product innovation and
consumer ingenuity,” said Diane J. Brisebois,
president and CEO of Retail Council of
Canada. “Standing out on crowded store
shelves is no easy task. It requires a product
that ticks off all the boxes, including
superior production, design, marketing,
sales and distribution. Most importantly,
a truly award-winning product must meet
the needs — and pocketbooks — of today’s
demanding shopper.”
Chef and jury chair Marcus Von

Albrecht, president of Mava Foods,
oversaw a judging panel comprising
consumers, food journalists, packaging
designers and marketing executives who
considered 93 eligible products. Of these,
34 went on to win awards.

Other multiple-category winners 
this year included:

•  Canadian Tire Retail 
– General Merchandise, Household Products

•  Federated Co-operatives Limited 
– Condiments & Sauces, Snack (Sweet)

•  S.C. Johnson & Son, Inc. 
– General Merchandise, Household Products
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Back to school means back to routine, and in
some cases, back to boring lunches. Both par-
ents and kids hate seeing the same things in

their lunch bag day in and day out, so Back to School
promotions and merchandising should be all
about variety and options for families.

Pumping Up Protein
When trying to create a well-

balanced lunch kit protein can some-
times be the toughest area to cover.
Quick, easy, and portable items are needed
to help fill up small bellies and fuel minds.
“There is an ever increasing demand for

convenient products as busy parents are
challenged for time when preparing their
kids’ snacks and lunches. Grab-and-go
items are increasing in market share, with
protein snacking being an increasing
trend,” explains Courtenay Lewis of Direct
Plus Food Group, a full-service distribution
company offering premium brands such as
Grimm’s Fine Foods and McSweeney’s
to the Western Canadian market.
“Parents are ever more conscious of
what they feed their children,
substituting sugary items with more
wholesome, nutritious snacks intended to
fuel their families throughout the day.”

Help parents and kids 
ban boring school lunches 
with variety.

back to school

By Carly Peters

New 
School 
Rules

Courtesy of Shutterstock

Something new is coming  
for Back to School!

Discover the new Nanö at iogo.ca

NANÖ EVEN BETTER!
3 changes for a stronger brand

Packaging is more fun and exciting

ZIP has changed its name to NANÖ

Products with vegetables are now part of the line 

More shelf 

impact,  

more sales!



Score Big 
this Season 

with KD and the NHL® 

Get a chance to win* $250,000 and hundreds of instant prizes!
Drive consumer excitement this season with the iconic brands KD and the NHL®. 

Consumers who purchase specially marked boxes of 4 and 12 packs of
 KD get a chance to enter and win! 

Start Ship July 25th, 2016. 
Contact your Kraft Heinz Sales representative today!

Limited Time Only.
Visuals Subject To Change.

THESE ARE NOT THE OFFICIAL RULES. 
NO PURCHASE NECESSARY. 
Open to legal residents of Canada who have reached the age of majority within the province or territory of which they reside. Contest begins on August 1, 2016 at 12:01pm ET 
and ends September 15, 2016 at 11:59pm ET. To enter, log onto www.KDTopCheese.ca and enter the PIN code found inside specially-marked four (4) and/or twelve (12) pack 
bundles of KD macaroni and cheese, original variety, 225g. Prizes/Approximate Retail Value (ARV): One (1) Grand Prize consisting of a trip to attend the Kraft Hockeyville NHL®

pre-season game and the opportunity to shoot for a chance to win $250,000 (Puck Shot). Date and location of game to be determined. ARV of Grand Prize is $15,000 
(trip + consolation prize of $10,000 for unsuccessful Puck Shot) OR ARV of Grand Prize is $255,000 (trip + successful Puck Shot). Five hundred and eighty Second Prizes each 
consisting of one (1) gift card to an online retailer (ARV: $25.00 – $200.00). Must correctly answer mathematical skill-testing question. Odds of winning a prize depends upon 
the number of eligible entries received. Odds of winning the Puck Shot depends upon the skill of the Grand Prize Winner. Grand Prize Winner subject to additional eligibility 
restrictions. A random draw for the Grand Prize will be held in Toronto, Ontario at 12:00pm ET on September 16, 2016 from all eligible entries received. Secondary Prizes 
will be randomly and electronically generated and awarded through online instant win throughout the Contest Period. For official rules and complete contest details, 
please visit www.KDTopCheese.ca.
NHL and the NHL Shield are registered trademarks of the National Hockey League. 
© NHL 2016. All Rights Reserved.

   1 6     

36 WWW.WESTERNGROCER.COM

That’s why McSweeney’s Premium
Jerky & Meat Snacks has introduced Pep n
Cheddies, the first of its kind, “go-portion”
pepperoni and cheddar cheese sticks, with
easy peel packaging — perfect for lunch
bags or backpacks. Packaged in six 25 gram
individually-packaged servings, McSweeney’s
has made a mild original flavoured
pepperoni using natural ingredients, and
paired it with Bothwell
premium cheddar cheese,
to create a snack high in
protein, naturally smoked
and gluten free.
Grimm’s Fine Foods

offers many products
suitable for back to school,
including premium deli
meats, tortillas and wraps
and protein snack items
such as their no refri-
geration required Mini
Peps, as well as Grimm’s
Pepperoni Bites, fresh
two-inch pepperoni sticks
perfect for a recess snack. 
Smaller, single-serve sizes which can

easily be added to the child’s lunch box
is exactly what parents are looking for
with their protein options.
“Convenience is still key given that

moms are always in a rush. But at the
same time they want to make sure they
are giving their children healthy
options,” explains Jackie Mendoza of
Ocean Brands.

Ocean’s Snackits and Snackit Dips are a
staple for Back to School and are the
perfect size to pop in a brown bag. The
Snackits come with tuna and crackers, a
spoon, and a napkin so it is super
convenient for both kids and parents on
the go. There are a variety of flavours
such as mayonnaise, onion and celery,
barbecue, and the newest option lemon

and pepper, which also
comes with rice crackers
making them a gluten-
free option.
Snackit Dips, available

in mayonnaise and sweet
Thai chili, have a more
dip-like consistency thus
there is no need for a
spoon or fork. Simply
dip the whole wheat
crackers that comes
with the tuna.
To help grab both

parents and kid’s at-
tention, Mendoza has

some suggestions for retailers regarding
product placement.
“We find particularly in our case that

our Snackits are not eye level on shelf,
especially for kids. We have always
suggested that they be towards the
middle of the shelf so that both moms
and kids see these options,” she
explains, adding it would also be nice
if retailers had signs for “healthy
snack options.”

Snack Attack
Does anyone actually look forward to

eating their sandwich? No. Lunch is all
about the snacks. Of course kids want
great taste; parents want nutritional
value. Both are becoming more easy to
achieve in a single product thanks to
some new Back to School snacks.
“Snacks are a key component to a

school lunch, and so having some pre-
packaged snacks in the pantry is key for
busy moms. There are a lot of choices out
there, but many of them are loaded with
ingredients you can’t pronounce,” states
Barb Broder, consumer communications
manager for SunRype Products Ltd. “At
SunRype, we believe that if you can’t
pronounce it, you probably shouldn’t eat
it. Our juices and snacks are made with
fruit and other simple ingredients that you
can feel good about, and that taste great.”
SunRype has repositioned their entire

bar portfolio to be “gluten free, nut free,
and vegan.” This includes their newer
products, like SunRype Energy and Fruit
& Chia bars, both of which will now be
made with gluten-free oats, as well as
Fruit to Go and FruitSource bars.  
“We’re seeing that a much larger base

of consumers are looking for simpler,
cleaner products from brands they trust.
Vegan products are becoming more
mainstream, and the reasons to choose
vegan extend beyond ethical reasons;
consumers see vegan foods as generally
healthier,” she explains, adding for
kid’s lunches, having the assurance that

a product is nut free is becoming
increasingly important as more and more
classrooms are asking parents not to send
products that contain nuts to school.
But are the kids gonna like it?

SunRype snacks are sold as single bars, as
well as in multi packs, which gives moms
the opportunity to select the flavours

LUNCH IS ALL 
ABOUT THE SNACKS. 
Of course kids want great

taste; parents want
nutritional value. Both are
becoming more easy to

achieve in a single product
thanks to some new 
back-to-school snacks.
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their kids will actually eat and kids love
to pick their favourite flavours from the
SunRype rack, says Broder.
Sneaking in some goodness into

something that tastes great is the thrust
behind General Mills Canada’s new
Mott’s Fruitsations +
Veggies - fruit snacks
with no artificial flavours
or colours, and the added
goodness of carrots
which are undetectable
in taste. Available in
a 32-pack box, the
gummies are just part
of  Mott ’s  s choo l -
friendly line-up which
also includes single-
serve applesauces in
multiple flavours.
“Mott’s is the fastest

growing fruit brand,” states Rachel Cohen,
marketing manager for General Mills
Canada, adding it’s just one brand for
parents to feel good about giving to their
kids. “We’re hearing from our consumers
that moms hate when lunches and snacks
are not eaten. There’s this sense of guilt
about not only wasting food, but that the
kids may still be hungry.”
One solution she states is variety. That’s

why General Mills is expanding their
Nature Valley Lunchbox line to include a
double chocolate flavour. Not only does it
contain eight grams of whole grains, but
also has 20 per cent of the recommended
daily fibre, all without any artificial

flavours. And, just like the other
Lunchbox bars, they are peanut-free.
Offering more options that are labelled

peanut-free has become a focus for many
companies. Not only schools are
requesting peanut-free items be sent,

but even community
centres and after-school
actives need to be nut-
free. Betty Crocker Soft
Baked Treats are another
option for parents who
want to pop something
nutritious and tasty in
their kids lunch kit or
sports bag. This season
one of the biggest

names in film is being portrayed as a soft
baked Betty Crocker peanut-free brownie
treat — Dory. The main character of
this summer’s hottest movie, Finding
Dory, is the focus across multiple
General Mills brands, including cereal
and Pillsbury Dough.
This cross-category promotion gives

retailers a great merchandising oppor-
tunity states Cohen, which, like their
Minions promotion last year, can feature
cardboard cut-outs of characters and
“free Friday” coupons to drive
excitement and sales.
“With Back to School items it’s really

great to indicate when something is new,”
she states. “Consumers are always looking
for variety. So have an end-cap display
with just new items, or on-shelf signage
for better visibility of these new items.”

Yo Yo, It’s On the Go
Dory is swimming into the dairy aisle

as well under Yoplait Kid’s Minigo
Drinkable line.
“Yoplait Kid yogurt owns back to

school each year, accounting for nearly
60 per cent of kid yogurt sales in those key
months,”explains Ruth-Anne Culliton,
associate marketing manager for Yoplait
Canada, adding Minigo Drinkable won a
Best New Product Award for Kids Yogurt,
as voted by 40,000 Canadians in the
largest consumer-voted study for consumer
packaged goods companies. “We see a
continued trend in kids yogurt where
portable formats are driving the segment
growth; where no spoon is required.
Toddler drinkable products are growing

“CONSUMERS ARE
ALWAYS LOOKING 
FOR VARIETY. 

So have an end-cap 
display with just new 

items, or on-shelf signage
for better visibility of 
these new items.”
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double-digits. Yoplait launched Minigo
Drinkable in August 2015, and has seen
sales achieve two times expectation.”
There is also a growth trend of yogurt

pouches. The Yoplait Minigo pouch is the
only all-yogurt pouch on the market,
made with the goodness of whole milk
and probiotics, and is a source of calcium
& vitamin D. 
“It’s something moms can feel great

about giving their kids, and kids can eat
it all by themselves,” she states, adding
that with the company’s three brands  —
Minigo, Tubes and Yop — they cover
products for growing families. “From
three year olds with our Minigo Pouches
to 20 year olds with our Yop products.”
Back to School is all about getting into a

good routine with an ever increasing focus
on healthy habits, states Simon Small,
vice-president of marketing for Ultima
Foods, and retailers maximize basket size
when they help shoppers see the different
solutions for their busy days.  
“This is a busy time of year — it is all

about solutions and inspiring health
solutions for the full day. The yogurt
category has changed so much and even
though 92 per cent of Canadian
households shop the category nearly
once every three weeks, confusion at
shelf and not being aware of the
different types of yogurt is the biggest
barrier to growth opportunity,” he
explains. “Merchandising and promoting
as many different segments of yogurt

together drives incremental basket size -
merchandise kids lunch box offers with
family yogurt drinks for the breakfast
table and snacks through the day.”
Ultima is continuing their commit-

ment to help shoppers and consumers
with healthy, convenient options. For
back to school they are updating their
two market-leading offers — a revamped

look for Olympic, a brand that’s fast
becoming Canada’s leading organic brand
and updating the packaging of iogo Nano
— already the No.1 brand for young
children, to ease the shopping experience
for this signpost yogurt.  
“And, to help parents introduce new

tastes and vegetables
into their little  one’s
repertoire we are
launching a variety of
our iogo Nano cups and
Nano pouches with fruit
and vegetable mixes,
for quite possibly the
perfect snack. We are
also launching core
flavour offerings of iogo 0% into the larger
convenient, resealable pouches,” says
Small, adding the trend for children’s
product formats is all around confidence,
as well as convenience. “Pouches and spill
proof bottles allow parents to empower
their children to experience their food
independently while allowing parents
healthy snacking options that are good to
go with the mobile family without the
worries of spills or messes.”

Drink Up
Parents are looking for ways to lower

their kids sugar intake and it’s well known
some juice boxes can be loaded with it.
SunRype’s 50 per cent less sugar beverages
are a blend of fruit juices, purees, and

coconut water, and are sweetened with
Stevia. Available in a 900 ml format, as well
as 200 ml juice boxes, they are a great way
to keep kids hydrated since coconut water
is a natural electrolyte. 
Also, the 200 ml juice box remains a

convenient format for lunches (and you
can freeze them before
packing them so they
work as an ice pack to
keep lunches cool and a
nice slushy treat by
lunch time), says Broder.
Plus, a 200 ml serving
SunRype Fruit Plus
Veggies & Fibre contains
1.5 servings of fruits and

vegetables and provides a source of fibre.
This year, SunRype is running a Back to

School contest on facebook, so all of POS
materials will promote and drive to that.  
“The contest theme is ‘Share a picture

of SunRype in your lunch box’ for a
chance to win a $10,000 shopping spree,
so it’s all about inciting purchase,” she
states. “It’s getting more and more
expensive to send kids back to school,
and so the prize will be very motivating
for moms and kids alike.”
Variety, they say, is the spice of life.

It’s also the spice of lunch. New products
with cross-promotions are the best way
to help customers beat the back-to-
school boring lunch.  

●

“THIS IS A BUSY 
TIME OF YEAR

— it is all about solutions
and inspiring health

solutions for the full day.”



According to the Canadian Dairy
Information Centre, Canadians
consume 12.02 kilograms of cheese

per capita every year. A report from
Euromonitor International confirms that
retail cheese sales in Canada reached 3.8
billion dollars, with 187,400 tons sold in
2015. It estimates that Canadian cheese
sales will reach 4.2 billion dollars by 2020. 
With all the different varieties of cheese

on the market, it isn’t surprising that the
cheese customer is equally as varied. It
starts with exactly where the customer
shops when they visit the grocery store.
Traditionally, grocers have relied on two
areas of the store to merchandise cheese.
So, how has this strategy worked?
In the dairy aisle, customers find

inexpensive cheeses from processed
cheeses to pre-grated cheeses in bags.
This aisle has mass appeal, a high volume
and prices that are competitive.
“By having cheese in this area it becomes

second nature to pick it up with your milk
and eggs,” says Nicole Anderson, category
manager, perishables, for Sunterra Market,

a chain, with nine locations across
Alberta. Convenience shopping is a draw.
“Traditional cheddars and shredded
mozzarellas are always in the top spots.” 
This aisle also appeals to customers

who are cautious about price. “It’s not
about which kind of cheese it is.
Customers are looking at price,” states
Jonathon Arril, part of the dairy sales
floor team at Country Grocer’s Oak Park
location, on Vancouver Island. He notes
that customers are avid readers of the
store flyer. The challenge is the potential
for customers to only shop sales.
One solution the store has found is the

Manager’s Feature, where a cheese that is
in overstock is reduced by a dollar or
two, selling out quickly.
In the deli department, customers know

they will find better quality cheeses. “We
have more of a customer service aspect
and carry a number of specialty items,”
says Dan Malvet, deli manager at Country
Grocer’s Oak Park location. A chef by trade,
who has 15 years of deli work experience,
Malvet notes that with the “cheese

industry constantly changing,” giving
customers tips on cooking with cheese, as
well as cheese pairings is an invaluable
way to increase sales. 
Malvet says the top-selling items are

goat’s milk cheeses, cheddars and havartis.
Over Christmas the company does a booming
business in specialty cheeses both local and
imported from the United Kingdom. 
For Anderson, visual merchandising is

critical. “For the more artisanal cheeses in
the deli you get the benefit of being able
to display whole wheels of cheese, which
looks fantastic.” But there are drawbacks.
“Artisanal cheeses also can have space
issues, with so many different types. Shelf
life is an issue, unless you build a strong
following with perishable cheeses.”
Is price an issue in the deli? Vincent

Benedet from Bosa Foods, in Vancouver
says no. “The consumer is looking for a
good quality product. They want authentic
and are willing to pay for it. We specialize
in European cheeses both Italian and
Mediterranean, or domestic products that
reflect a European product.” Top sellers

cheese

By Karen Barr
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include Parmigiano-Reggiano, gorgonzola,
buffalo mozzarella and manchego. 
A new product that Benedet is excited

about is Vacche Rosse or Red Cow
Parmigiano-Reggiano. With milk from a
specialty breed of cow in Northern Italy,
this cheese turns a golden colour and has
a more intense flavour. As for tasting the
cheese selection Benedet says, “We have
multi-station food demo every Friday and
Saturday, with cheese pairing ideas.”
Special diets, food allergies and

intolerances have forced changes in the
cheese category prompting new products

and a need for education. “Four out of
every 10 customers ask for lactose free
cheese,” says Arril. The Canadian Digestive
Health Foundation states more than seven
million Canadians are lactose intolerant.
“Certain varieties of cheese are naturally

lactose free and can be consumed as part of
a lactose free diet. As cheese ages, the
amount of lactose dissipates over time.  A
lot of consumers we speak with aren’t
aware of this,” says Megan Deaust, product
manager of Bothwell Cheese, in New
Bothwell, Manitoba.
Then there is the customer looking for

dairy-free, where soy milk cheeses and
other plant protein combinations fill the
need for a whole new type of cheese.
Organic has also changed cheese. “Organic

as a sector is growing because consumers are
increasingly aware of health issues possibly
related to the industrialization of food
production and processing.” says Debra
Amrein-Boyer head cheesemaker, owner and
farmer at The Farm House Natural Cheeses, in
Agassiz, British Columbia.
Jeanne Carpenter, a Wisconsin-based

certified cheese professional, from the
American Cheese Society talks trends.

“People are looking for cheese with more
flavour. Aged cheeses, cheese made with
goat or sheep’s milk, and flavoured
cheeses, especially hot and spicy pepper.
Customers are interested in packaging
that tells the whole story of the cheese.”
Deaust agrees that flavour is key, “We

have seen an increased demand for
varieties that offer smoked flavour
profiles.” She also mentions, “Seasonally
we see a spike in sales throughout
October to December.” She points to the
company’s cheeses containing fall
flavours like red wine or black truffles.
Traditional methods of cheese mer-

chandising, using both the dairy depart-
ment and deli still works today. What has
changed is the variety and depth of
cheeses. Educating the customer helps to
support solid growth in sales. ●

Free of What You Don’t Want
Special diets were once a problem 
for consumers. Now new product 
categories are vast.
For organic try: Heidi by The Farmhouse 
Natural Cheeses
For lactose-free try:  Bothwell Old Cheddar
For dairy free try:  Swiss-Style Slices by Daiya

Smoking Good
Apple-smoked cheeses are smoked
using special aged apple pulp and 
hardwood.
Try:  Apple Smoked Gouda by 
Red Apple Cheese

Feel the Heat
These cheeses have a kick.
Try: Jalapeno Monterey Jack or Red Hot 
Chili Pepper Jack by Bothwell Cheese

Cheese of the Season
Cheese selections follow the seasons,
using the flavours from the harvest.
Try: Black Truffle by Bothwell Cheese
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Sustainability is a pillar of corpo-
rate operations in virtually every
industry. Consumers demand prod-

ucts made using sustainable practices,
while producers need processes that
facilitate profitability. Complicating
matters is the widely diverse way pro-
ducers and consumers define what is
critical and what is realistic. Food retail-
ers are caught in the middle needing
both reliable suppliers that match cor-
porate and consumer ideologies and a
plan to communicate with shoppers. 

Billions on the line
Canadian retail grocery food sales in

2015 surpassed the $100 billion level.
This represented around 11 percent of
disposable income according to the Food
Institute Food Pricing 2016 Report from
the University of Guelph. The report
also indicates food prices increased just
over four per cent that year, causing
consumers to analyze food choices more
critically. They want products that align
with their personal philosophies. 
Once an umbrella category solely for

social and environmental issues, sustaina-

bility is branching out. Additional
consumer sustainability concerns include
local availability, demonstrated respons-
ible practices, animal welfare, resource
protection and food safety. Plus consumers
want convenient and simple-to-use
products. This is a tall order for retailers to
find suppliers or products to fit the bill. 
Most retailers have corporate philo-

sophies concerning sustainability and
criteria for suppliers built into their
processes. These philosophies are
typically developed using detailed
demographics about their customers to
build relationship. At its heart,
sustainable means being able to continue
to function in the long run. For retail
operations, this requires developing
consumer loyalty by providing products
that appeal to shopper ideals. 
However, it would be difficult to meet

all consumer expectations with every
product. Retailers should determine what
suppliers and products are in line with
their own corporate philosophy. Then
focus on developing programs to
showcase how those choices match their
consumer expectations.

Keep It Simple
The Canadian Federation of Agriculture

suggests retailers keep things simple. Use
plain language. Show consumers what
products fall in line with generally
accepted sustainable practices. Promoting
Canadian-made products in store will
make it easy for shoppers conscious of
buying local to find and buy them.
Several retailers have adopted packaging
that ties products to specific producers.
This builds perceived association between
consumer and producer. Shoppers feel
connected to where their food is from.
Further to those initiatives, retailers

should be able to offer consumers
basic explanations of why particular
suppliers were chosen. Clearly connecting
suppliers successfully achieving sus-
tainability goals with the products builds
the retailer’s reputation in the eyes of
consumers. Retailers should be able
to direct consumers to products that
fit the criteria they seek. Fortunately,
many Canadian producers, like dairy
producers, have focused on sustain-
ability for several decades.  

●

sustainability

By Karen D. Crowdis

Preserving 
a Future
Sustainability in the Supply Chain
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Longevity is a sure sign of sustainability. In Canada’s dairy
industry, there are seventh and eighth generation family
farms, which are old than Canada itself. Running a business

that long requires dedication to all facets of sustainability. 
“To be able to make a living off the same land for that long is

proof of good practices. Consumers want to know where their
food came from and that animals were treated well. We have
a great story in our industry,” says Therese Beaulieu, assis-
tant director, policy communications of Dairy Farmers of
Canada (DFC). “People may not know that well treated dairy
animals produce more milk.” That means animal welfare is a
significant part of sustainable dairy operations; right in line
with consumer demands.

In Canada, the dairy farmers have a long history of govern-
ment validation for over 50 years of what they do. Farm inspec-
tions and veterinary oversight relationships have ensured ani-
mal welfare remains top priority. In the last decade DFC has
developed national standards for quality, food safety, animal
care, traceability, biosecurity, and environmental practices,
working with farmers and experts to develop programs and test
them through pilot projects on farms. Farm inspections and vet-
erinary oversight relationships have ensured animal welfare
remains top priority. 

“We want to make sure we get it right. We don’t want to do a
policy before we know it will work on farms of all sizes. So we
test it on farms and get feedback. Sometimes we go back to the
drawing board because different regions require different
things, and we want to have one overall national standard,” adds
Beaulieu. 

Benchmarking to Build On
Dairy Farmers of Canada wants food industry, retailers and the

public to know that benchmarking on farms is already done
including lineage of dairy animals that dates  back 100 years, cre-
ating a baseline and a direction for future farm management deci-
sions and growth. All farms and cows are individually identified to
be easily located if there are any potential disease outbreaks. 

The industry takes milk quality and safety very seriously and
use of antibiotics is carefully controlled so no residue in milk
reaches customers. Beaulieu notes that artificial growth hor-
mones are not used in Canada because Health Canada refused
to approve them over concerns for animal health in 1999. Milk is
sampled on the farm at every pick-up and tested at the plant as
well as independently in labs.

Beaulieu explains: “Verification tests used are very sensitive
to even very trace amounts of antibiotics, ensuring it never
makes it to the retail market. Farmers face the significant finan-
cial impact of having to pay for the whole tanker of milk plus a
penalty on top of that if it is detected.” 

Spreading the Word
The technical verifications and on-farm improvement initia-

tives align with many sustainability concerns. Dairy Farmers of
Canada wants to foster dialogue. “We are opening the door to
better understanding with buyers and consumers,” says
Beaulieu. “For consumers who want no hormones, no antibiotic
residues, we already have that. For retailers, we have a common
goal to have consumers trust us so they continue to buy our
products. Farmers are passionate about what they do and we
can prove it.”

Dialogue will get the sustainability story of Canada’s dairy
farms out to retailers and subsequently to the public. Continu-
ing the conversation will allow the various links in the food
chains to build relationships with each other and the public
based on verifiable facts showing how they meet consumer
desires. That is good business. 

Retailers need to have the right products and the right
information. Knowing suppliers/producers and their efforts to
be sustainable — in all its incarnations, is important to be able
to respond to various expressed consumer desires. With
initiatives like proAction retailers are informed, and carry
products they can stand behind. Building consumer loyalty is
based on building trust along the supply chain and will ulti-
mately drive bottom lines. ●

Dairy Farm Sustainability 
-AWayof Life
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It wasn’t long ago that the mere men-
tion of salt struck terror in the hearts
of snack lovers, with claims it was

responsible for everything from hyperten-
sion to strokes.
But now that sugar is the main target

of scrutiny for health experts, the
sodium scare has abated somewhat,
further mitigated by studies (a recent
one being from the Institute of Medicine)
showing no strong evidence that cutting
salt intake reduces the risk for heart
attacks or strokes — and can in fact have
unintended health risks (including
insulin resistance).
This is particularly good news for the

salty snacks category overall and
especially for Canadian consumers, who
according to the NPD Group are more fond
of salty foods compared to sweet-toothed
Americans. “Frankly, I don’t think the
average consumer is much concerned
about salt intake,” says Taco Yasumaru,
general manager for Kameda USA Inc.
Yasumaru’s company recently expanded

into Canada with a new line of savoury
rice crisps (appropriately named Kameda
Crisps), a product that combines the best of
both worlds: a clean label, and a taste that
has compelled consumers to embrace it as
an indulgence. Still, Yasumaru says of salty
snacks in general, “Taste comes first, well

above and beyond any other consideration
in the salty snacks category.”
But whether the consumer is health-

minded or just indulgent, salty snacks
are a powerhouse category for retailers.
Nielsen Market Research has estimated
traditional snack food sales in Canada
from September 2013 to September 2014
through main retail channels at roughly
$4.9 billion, with potato chips and corn
snacks accounting for a massive $1.8
billion of that figure and prepack cheese
coming in second at $1.7 billion. What’s
significant about these figures is that
they outstrip the popularity of chocolate
($1.5 billion); yogurt ($1.4 billion); and
baked desserts ($822-million).
Nielsen also found that chips and corn

snacks along with nuts are amongst the
top sales growth snack categories, while
the categories with declining growth are
all sweet (frozen water confectioneries
and puffed cakes leading the pack). Better
still from a grocery perspective, Nielsen
found that despite the perception of
convenience stores being the mecca for
salty snack purchases, grocery stores
remain the top destination.

Jeetu Patel, sales and marketing man-
ager for Gurulucky Snacks & Sweet Ltd.,
says, “Salt isn’t as worrisome as it used
to be,” he says. “However, that’s not to
say consumers aren’t health-conscious,
and with salty snacks overall they’re
seeking clean labels, no preservatives,
and natural ingredients.”
Troy Dewinetz, general manager, mar-

keting & merchandising, for Buy-Low Foods,
agrees. “The focus on sodium may not be as
prominent as in the past, but there is still a
large segment of our customers who are
looking for healthy alternatives in the salty
snack category, including those looking for
less salt,” he says. 
“That said, there is still a large per-

centage of shoppers who are perfectly
happy with the more traditional salty
snack products. In fact, though products
with health-related attributes are
growing, the majority of the category
sales are still made up of products
without any health claims.” 

salty snacks By Robin Brunet
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If all of this sounds like a clarion call for retailers to expand
their snack aisles, clean labels are still a primary factor that
consumers seek in the grocery aisles. “I think that’s why you see
a growth in nut consumption,” says Chuck Corrigan, business
manager for C.B. Powell Ltd. “Plain almonds for example are a
well known source of vitamin E, fibre, and protein. You can’t ask
for a more appealing label.”
C.B. Powell is the distributor of the Blue Diamond brand of

almonds, the only almond snack manufacturer to use the top grades
of almonds — Non Pareil and Carmel — in its products; equally

important, its almonds are guaranteed peanut-free due to being
packed in a processing facility whose only business is almonds.
Of course, almonds are hardly the only nut shoppers are

snacking on: Stephanie Grunenfelder, senior vice-president of
the American Peanut Council, points out that despite allergen
concerns, peanuts remain a perennial favourite and are
considered low in sodium by the Canadian Food Inspection
Agency: “Salted, oil-roasted peanuts contain 117 milligrams of
sodium per Food Guide serving – less than in a slice of bread or
a bagel.” 
She adds, “This year, we asked consumers a question we have

asked for the past 10 years: ‘Do you believe peanuts and peanut
butter are healthy?’ In 2006, 90 per cent of Canadians surveyed
answered yes; in 2016, the answer was 96 per cent, so this is just
about as good as it gets.”
However, Grunenfelder notes that sometimes the health

attributes of peanuts are overlooked by retailers, due to their
familiarity. “It’s important to remind consumers that peanuts are
as healthy as any other nuts in spite of the lower price
tag. Remember to market in-shell peanuts during baseball
season, and they are fun to serve at outdoor parties too, as long
as there are no allergic participants.”
Meanwhile, companies such as Patel’s are benefiting from the

fact that Canadians are increasingly adopting snacks from
foreign lands as their own, as is the case with the chick pea-
coated peanuts (originally an Indian confection) he has been
selling for some time now.
Sales of this product recently compelled Patel to invest in his

own manufacturing equipment instead of making the product by
hand. “Not too long ago we would make about 400 pounds per
day by hand, but now we can produce up to 700 pounds per hour
— and as a result, as well as thanks to popular demand, we’re
talking with Loblaw’s to get listed in the bulk section of their
stores,” he says.
Dewinetz notes that within the all-mighty chip category,

“there is definitely a move towards snacks with perceived
healthier attributes: chips made with kale and beans and other
specialty organic ingredients.”
Kettle-cooked chips is part of this trend, and I-D Foods Corp.

recently expanded distribution of its popular Cape Cod Chip
brand to include Western Canada, via Buy-Low, HY Louie, and
Federated Co-op. “The kettle cooked segment represents
15 per cent of overall chip sales and is growing by nine per cent,
which is huge,” says Julie Latour, brand manager of I-D Foods
Corp. “The Cape Cod brand is popular not only due to great taste,
but because it’s gluten free, all natural, and no cholesterol.”
Dewinetz describes Buy-Low’s salty snack merchandizing

strategy. “We try to appeal to all consumers by ensuring we are
well represented in each segment,” he says. “We carry the standard
national brand products, but we also focus on the funkier specialty
items and healthy options within each segment.”
He adds, “There’s no need to deep-discount in this category,

so we ensure we’re priced competitively but focus on being a
destination through a selection and variety that appeals to all
our varied customers’ wants and needs.”
It doesn’t take much for the salty snack category to be a

strong sales driver in any grocer operation, and thanks to
manufacturers upping their game with respect to taste
innovation and quality ingredients, expect the category to be a
strong performer for years to come.   ●

Salty snacks are a strong sales driver for any grocer.
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soups

As a traditional food item through the cold
months, soup has been a staple in
Canadians’ bowls for years. But

what’s filling the brim is not what’s it’s
been in the past. There’s been a
decline in the more mature soup cat-
egories such as instant soup, dehy-
drated soup and canned/preserved
soup, while frozen and fresh are
becoming hot stuff.
According to Euromontior, despite

efforts from manufacturers to try to
activate the category through the
development of new flavours and more
convenient packaging, in 2015 retail value
sales of soup in Canada declined by one per cent
to C$698 million and the category declined by one per
cent in terms of volume. The report states, as the aging
population grows in the country, an increasing number of

Canadian consumers are switching to healthier alternatives or
they choose to cook at home. Some consumers view canned
soups to be poor in taste and/or too “processed,” therefore
soups perceived as fresher, such as chilled soups, despite being
small in the category, have performed well.
According to Mintel’s Food Packaging Trends — US, July 2014

— around one-third of consumers are looking for products with
natural or reduced claims on packaging, and 38 per cent of soup
purchasers believe refrigerated soup is healthier than canned
soup. In conjunction, Mintel says refrigerated and frozen soup
experienced a 52 per cent bump-up in sales between 2010-14 to
hit $295 million. Sales are expected to continue growing another
26 per cent between 2015-20, says the group. Growth likely will
continue based on millennials’ increasing spending power and
their demand for more natural foods, as refrigerated and frozen

Bowl
The Category Over

Some soups 
are in a slump. 
Which varieties are 
customers looking for?

soup rely on colder temperature for preservation
instead of added sodium and preservatives.
One of the category’s biggest players, Campbell Canada, is

trying to combat the negative stereotypes of canned soup
through a reinvented line of Healthy Request soups, a brand
that contains no preservatives. Last year the company launched
two new flavours: Curried Cauliflower Lentil and Spicy Vegetable
Turkey with Rutabaga, as well as revamped varieties, such as
plain old chicken noodle to Lemon Chicken Orzo with Chickpeas
and Zucchini.
“Consumers are looking for real ingredients and their

expectations are raising,” says Moya Brown, vice-president of
marketing at Campbell Canada in an interview with Marketing
Magazine. “We saw that as an opportunity to totally reinvent
Healthy Request and challenge ourselves to look at some of the

By Carly Peters
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By Robin Brunet

Like other Fort McMurray residents,
Tim Styba, general manager of a
35,000 square foot Save-On-Foods

in the Stoneycreek neighbourhood, will
never forget returning home after wild-
fires forced a weeks-long evacuation of
90,000 people from the city.
He says, “It was apocalyptic: aband-

oned vehicles and rotting garbage
everywhere, furniture in front yards, a
horrible smell of decay — and silence. It
was like The Walking Dead for real.”
Styba quickly surveyed his Stoney-

creek store for the first time since
locking it up on Tuesday, May 3, the day
the evacuation was ordered. “Everything
perishable was rotting, and everything
else was saturated with smoke,” he says.
“Our entire inventory was ruined, from
produce to deli and throughout our

12 aisles — and yet residents were
relying on us to restock their kitchens.”
At least Styba’s Save-On-Foods and

another in neighbouring Thickwood
hadn’t suffered any prolonged power
outages — the same could not be said of
the Save-On in the downtown core,
which in addition to requiring a

complete clean-up would have to be
inspected for mould and other issues.
Such was the case of businesses in

general in Fort McMurray, and the irony
of the emotional devastation that
natural disasters like wildfires cause is
that a calm and experienced response is
vital in bringing about relief and order.
Julie Dickson, director, communications,
for the Overwaitea Food Group, knows
this only too well; as soon as news broke
of the wildfires, her emergency response
team swung into action. “The first thing

we did was activate a Red Cross relief
fund, because we knew the fires would be
serious,” she says.
The fire was first spotted about 15

kilometres southwest of Fort McMurray by
an airborne forestry crew on May 1, and
two days later, pushed by high winds and
fuelled by tinder-dry conditions, it raged
into the city. “Our downtown store closed
first, followed by the other two Save-Ons
an hour later, but we stayed open until
the very last minute because emergency
services and the RCMP were grabbing as
much ice and water as they could load
into their vehicles,” Styba recalls. “Then
the evacuation began, and it was surreal
to see an endless line of cars and trucks
headed out of town: no panic, just
courteous behaviour, without exception.”
By the time Styba made it out, he and

others were literally driving through fire
on Highway 63, the main artery out of
town. “It was raining sparks and ash,”
he says. Ultimately, the fire destroyed
2,400 buildings in Fort McMurray and
consumed 590,000 hectares of land.
Throughout the ordeal, the grocery

industry presented a remarkable united
front. In addition to OWFG’s efforts,
Loblaw provided $100,000 in emergency

After the 
Apocalypse

Grocery companies unite 
to restore Fort McMurray.

stereotypes around canned soups and
break those stereotypes down.”
Campbell’s also wants to get the message

out that its soups have no artificial
flavours or colours, and that 70 per cent of
its ingredients are sourced within a three-
hour drive of its facility in Toronto. The

Campbell Soup Company has also

announced a plan to phase out cans that
are lined with BPA (Bisphenol A). The
company has already begun using cans
with linings made from acrylic or
polyester materials and will continue to
introduce the new linings across the U.S.
and Canada until the transition is
complete in mid-2017.
If customers reach for a can,

they are looking for a better-
for-you option, and companies
like Pacific Foods are seeing
increased consumer interest in

getting more protein from vegetables and
meat alternatives. That trend was part of
the motivation for the company
launching their new Organic Spicy Black
Bean and Kale Soup this year.
“Loaded with nutritionally dense

ingredients, and with a mildly spicy
flavour profile, this vegan, fat free soup is
delicious when paired with a salad or
enjoyed alone. It’s no surprise that in 2015
it ranked No.3 in U.S. sales of hearty
vegetable soups,” states Helen Midwood of
Pacific Foods. “We believe in using real
ingredients, and not too many of them.
You can be sure that every food that bears
the Pacific name will be free of GMOs,
sourced locally whenever possible, and
that every ingredient has a real purpose.

We think food tastes better without
additives or flavourings so we don’t put
them in our products.”
But, as mentioned, fresh is becoming a

word that’s found its way to soups as
well. Retailers are increasingly offering
fresh, natural soups sold in the deli section

or refrigerated case. Here
customers are usually treated
to healthy, premium ingre-
dients and exotic flavours not
found in centre aisle.
Frozen soups, which fea-

ture similar qualities, are also

on the rise. Global Gourmet Foods
recently launched Smart Soups, a line of
frozen, all-natural soups, into Canadian
grocery retail after already scoring
accounts with U.S.-based retailers such as
Whole Foods, Kroger and Costco. The
brand’s seven varieties are vegan and
vegetarian, gluten free, all natural, and
feature a wide range of ethnic flavours,
such as French lentil, Indian bean masala,
and Vietnamese carrot lemongrass.
Smart Soup single-serve, 10-ounce

portions are also low in sodium and are
American Heart Association® Certified.
While cans may be on the outs, fresh

and frozen are an option that retailers
can provide customers to keep the
category hot. ●

Healthy Request soups from Campbell 
Company of Canada contain no preservatives. 

Pacific Foods’ Organic Spicy Black
Bean and Kale soup is loaded with
nutritionally dense ingredients,
and is vegan as well as fat free.

While cans may be on the outs, fresh and
frozen are an option that retailers can
provide customers to keep the category hot.

The Recovery Team was made of 60 people from Alberta and British Columbia.

The fire ruined the store’s entire 
inventory, but was restocked 48 hours
after the cleanup.



All this activity prompted Tom Barlow,
president and CEO of the Canadian
Federation of Independent Grocers, to
praise his members in an email:
“Community grocers are the heart and
soul of the markets they service,” he
wrote. “Grocery retailers and their
suppliers have continuously stepped
forward to provide support and comfort.”
As monumental a task as cleaning out

an entire store of inventory was for Styba

and his colleagues, he
downplays the work,
stressing instead that it
took a mere 48 hours to
completely empty his store
and clean up, then another
48 hours to restock. “When
customers came through
the doors some of them
started crying because it
was like nothing had ever
happened,” he says. “It
took a team of 60 people
to do this: they came
from all over Alberta and even BC, and every night they stayed
in a work relief camp a 45 minute drive away.” Styba also singles
out Alpine Building Maintenance Inc. crews for “going way
beyond what was required of them.”
As of mid-June it was still unclear when the downtown Save-On-

Foods store will reopen, but the other two stores are operating full-
tilt and fulfilling special orders from local food banks. 
Dickson says of OWFG’s remarkable display of agility under fire,

“Sadly, we have lots of experience doing this, due to past fires,
floods, and windstorms. But the Fort McMurray fire was the most
significant event I’ve ever been involved in.”
For his part, Styba, 38, says, “I joined Save-On as a 16 year-

old and have always loved the organization, but I have never
been so proud of it and my colleagues as I am now.” ●
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Baking & Ingredients By Deb Smith

With baked goods, including bread, cakes, dessert
mixes, frozen baked goods and pastries, expected to
grow by 1% in volume terms and 3% in current

value terms to reach C$7.3 billion in 2015, you would think
that retail sales of ingredients would be steaming along quite
nicely. And it certainly would be for industrial and commer-
cial users. But over the last decade or longer, home baking
has declined and the retail ingredient market has taken a
hit. This trend may now be reversing itself, however, partly
due to efforts towards consumer education and product
development by the industry.
The gluten-free trend continues to grow, providing

excellent opportunities to increase in-store products.
Hodgson Mill, in the grains business for almost two hundred
years, lists more than 60 gluten-free products on its website,
including alternative and gluten-free flours made from a
wide range of grains and seeds. 
“Currently, in the U.S. market, our No.1 ranking flour is

the gluten-free almond flour,” says Steven
Shephard, Hodgson Mill’s sales manager,

grocery merchants accounts, Canada. “We are seeing requests
for specialty products coming from distributors directly
through customer demands.”
Those demands are reflecting the next rising trend as

consumers express mounting concerns over genetically
modified foods. Packaged Facts, a leader in market research,
expects that the non-GMO trend will see increased sales of at
least 65 per cent in the next couple of years. With the
majority of its products non-GMO-verified by an independent
third-party organization, Hodgson Mill is already ahead of
the game, even providing literature for retailers as value-
added for their customers.
Informed consumers want the ability to make choices and

create food their way, fuelling the home baking trend. At
General Mills, Inc. Alexander Benedet, marketing director,
meals and baking sees today’s millennials spending
more money than ever in the baking ingredients
category. “They’ve grown up with a Pinterest
mindset, getting ideas from the digital world as to
what’s possible in baking. They are willing to pay

Courtesy of Shutterstock

food, clothing, and drugs (through its Shoppers
Drug Mart stores) to displaced residents. OWFG
moved a semitrailer of goods into Northern
Alberta and coordinated with the provincial
government and aid groups for distribution.
Sobeys provided similar services, and it
matched cash donations to the Red Cross from
customers up to a total of $100,000. As for
Walmart Canada, it donated $500,000 to fire
relief (for the record, OWFG ultimately raised
$380,000, a figure that was matched by the
Alberta and federal governments).

“Community grocers 
are the heart and soul 
of the markets they

service. Grocery retailers
and their suppliers have
continuously stepped
forward to provide

support and comfort.”

Tom Barlow, president and 
CEO of the Canadian Federation

of Independent Grocers
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simple, natural ingredients such
as sugar, butter and milk. That
said, everyone is busy, not willing
or able to spend an hour-and-
a-half in the grocery store.
Retailers might get that addi-
tional sale if they display baking
ingredients in unexpected areas
where customers see other things
they need.” 
Consumers are also looking at

where their food is coming from, the quality and environmental
impact of shipping over long distances. “This interest is driving
a certain segment of the population back to homemade
products,” says Shannon Bowden, brand and communications
manager at BeeMaid Honey. “In that regard, BeeMaid is 100 per
cent Canadian with some of the highest food safety standards in
the world and it’s minimally processed.”
Working in consultation with suppliers, BeeMaid offers

extensive resources such as recipes, videos and an online honey-
sugar conversion tool to inform and inspire customers to bake
with honey. Bowden explains, “Merchandizing a number of

products together on an end makes it easy for customers to get
ideas, suggesting ‘Why don’t you bake something’ and
encouraging interaction between the store and its customers.”
Communication between the retailers and customers is

essential in today’s world as people seek to be informed, to make
the best choices for themselves, their families and the
environment. By encouraging creative and positive experiences
in baking at home, retailers can foster long-lasting customer
relationships of trust and loyalty.  ●

for something they can create and then
share that success online; at General
Mills, we try to deliver solutions so they
can make products that are both on
trend and successful.”
“Today most people are going online for

recipes, watching videos for inspiration,”
continues Benedet. “There is an op-
portunity in the retail environment to
elevate the baking presence instore, to
mimic that online experience with
inspiring baking ideas that connect
baking throughout the store.” 
Jinny Lok, marketing & sales assistant

with Lantic Sugar has also seen a
growing interest in home-baking as a
family activity among millennials. “They
want to get back to the basics with
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Product Showcase

A Sweet Reminder
Lantic Sugar’s Plantation Raw® Sugar arranged in this
eye-catching bright green display stand emphasizes
clean and simple commitment to the environment.
Coupled with favourite recipes and coupons to provide
inspiration, this display suggests old-fashioned home
baking and natural goodness.

Bake Like a Pro with 
Betty Crocker
Traditional baking takes time and precision, but
with General Mills Betty Crocker mixes, there are
no disappointments. Old favourites like Red Velvet
cupcakes and Buttercream Icing stand up to the
test of time, quick and easy solutions to that
special dessert night treat.

Confidence in Trusted Brands
The standout blue and green Hodgson Mill display
units deliver what customers are looking for in alter-
native flours and grains. More than 120 non-GMO,
over 25 gluten-free and 85 per cent Kosher verified
certifications are displayed on every package for
total consumer confidence.

All Canadian and Natural Too!
BeeMaid delivers 100 per cent natural sweetness
for use in baking and cooking. Whether it’s the
traditional hive-shaped containers, sweet honey
bears or the special edition red-capped Canadian
beavers, the vibrant yellow prepak topped with
an attractive pastoral scene is easily recognized
anywhere in the store. 
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convenient meals By Ronda Payne

In North America, convenient meals have become more than a
trend, it’s a way of life and a nearly $5 billion dollar industry in
Canada. Clearly, this need for grab and go food isn’t new. After

all, TV dinners were invented in the ‘50s. What is new to the cate-
gory however, is the growth in healthy options. 
Market intelligence agency Mintel, reports that Canadian

consumers want to try ready-to-eat meals with fewer preservatives
and artificial ingredients (44 per cent of those surveyed), ethnic
inspirations (36 per cent) and fewer calories (35 per cent). Of
course, the purpose for convenient meals must not be overlooked in
the push for healthy and tasty. It’s about saving time. Mintel’s
report also noted that 53 per cent of respondents felt that the time
for preparing is a key purchasing factor. 
The category is forecasted by Mintel’s experts to stay

relatively flat in terms of growth through 2019 due to the aging
population’s concerns with eating healthier and avoiding
processed foods. That being said, at a 2015 value of $4.8 billion
estimated by Euromonitor International, the market is significant.
Overcoming customer beliefs that ready-to-eat meals are
unhealthy or less healthy will be paramount in keeping the
category active in-store and capitalizing on strong sales.
Nermine Eid, director of marketing for Pinnacle Foods Canada’s

frozen meals and sides is seeing the same move to healthier options. 
“Frozen convenience meals have levelled off recently. This

levelling off is driven by declines in the diet segment,” she says.
“Consumers are looking for better-for-you offerings and are now
shifting away from diet foods to clean ingredients.”
Some options, like Mexican food, remain dominant and

continue to grow despite being in the freezer case — due in part
to their flexibility. 
Rachel P. Cullen, president and CEO of Ruiz Food Products explains.

“Growth this year versus a year ago has increased,” she says of the
Ruiz Food lines. “Consumers continue to enjoy the convenience and
quality our El Monterey brand brings to their family.”
No longer are convenient meals confined to the dinner

timeslot as Cullen explains of the El Monterey Tornados.
“Tornados quickly revolutionized the roller grill in

convenience stores and gas bars,” she says. “An innovative blend
of bold ingredients, all rolled in a crispy, seasoned tortilla,
Tornados are available in a wide variety of flavours to satisfy any
hunger during breakfast, lunch, dinner — or just a quick snack.”
Having a variety of locations where heat and eat, prepared ready-

to-cook and other convenient meal options are available is important
to satisfy the varying mealtime demands of customers. Meals are no

longer confined to the expected, so what may have once been a
dinner-only option can also be viewed as lunch or a snack.
“Consumers now enjoy convenience meals throughout the day

with dinner still representing the largest occasion,” notes Eid. 
Convenient meal options come in a variety of forms from sushi

which can be eaten immediately, to a fresh prepared meal to pop in
the oven or microwave, or marinated meats ready for the grill and
frozen items to keep on hand when no one wants to cook. This
means numerous sections with multiple options for busy consumers.
Retailers looking for success in the convenient meal category

will stay focused on providing options suitable for all day-parts,
fresh, frozen and ready-to-cook options and most importantly a
focus on healthy complete meals with wholesome ingredients
and excellent flavour. ●

South of the Border Taste 
Stays Popular
“The frozen Mexican food segment is not only impor-
tant now, but in the future,” says Rachel P. Cullen, presi-
dent and CEO of Ruiz Food Products. “Mexican food
offers today’s consumer so much variety in texture,
taste, spice and even heat levels and consumers today
love to experiment with each.”

Signage Makes a Difference
Helping consumers find a grab-and-go or other conve-
nient meal comes down to signage according to Laura
Lum, owner of Western Foods. “We like the big sig-
nage,” Lum says. The big signs help those in a hurry
find their way to what they want while the small shelf-
talk signs assist with selection.

Pairing Things Up
Helping consumers create a complete meal not only
increases the sale at the till but also helps retailers
become the location of choice when families are in a
rush and need something to throw together for a meal.
Nermine Eid recommends merchandizing garlic bread
and bagged salads near the Swanson Skillet Meals.

Grab & Go and Heat & Eat 
Clean Up
Convenient meals continue to be
important in today’s time-starved lives,
but healthy options are the priority.

Courtesy of Shutterstock



WHAT’S NEW & IMPROVED IN THE GROCERY AISLE

Happy Planet launches Happy
Planet Creamery Organic

Happy Planet, one of
the top selling fresh
smoothies and organic
juice brands in Canada,
is launching Happy
Planet Creamery; a new
line of BC organic farm
to table milks and butter
that answer consumers’
needs for more nutri-
tious, tastier products
and for transparency
about where their milk
comes from and how it’s
made.  “At Happy Planet
we have always said that
‘we are standing on the shoulders of
giants…’. Those ‘giants’ are the farmers who raise and grow the
incredibly tasty and sustainable ingredients that make up all our
juices, smoothies and soups…. and now our dairy,” declares Ran-
dal Ius, Happy Planet co-founder. “Consumers want tasty prod-
ucts and to know where they come from.” 

Vitaminwater Gives
Canadians a Drop of
Sunshine with New
Shine and Shine Zero

Glacèau vitaminwater has launched a
new flavour in Canada combining natural
watermelon and pink grapefruit flavours
called Shine.   “Vitaminwater has always
been a delicious choice for hydration with a little something
extra, and our newest flavour, Shine, includes a little drop of
sunshine in every bottle from vitamin D and the naturally deli-
cious flavour of the summer, watermelon pink grapefruit,” says
Angie Balian, vice-president of still beverages, Coca-Cola ltd. 

New Flavours for Single
Serve Packs of Blue Diamond
Brand Almonds

The World’s leading Almond Grower/Packer has put premium
quality seasonings on their premium quality almonds in four dif-
ferent flavour options: Smokehouse, Wasabi, Blueberry and
Sriracha. Each 43g flavour item  is available in handy 12 ct
caddy/display packs. The 43g size foil portion pouch pack is the
perfect size for “On the Go” people to get their “Handful of
Almonds a Day”; and the pouches are peggable.   Already proven
winners in the U.S. these items promise to do very well as Cana-
dian per capita consumption of almonds is slightly higher.

Cape Cod Chips  
Cape Cod Potato Chips use simple ingredients — hand-selected

potatoes, canola oil and salt — to create delicious, satisfying all
natural kettle cooked potato chips. Cape Cod Potato Chips are
always made one batch at a time in custom kettles to give
them their distinctive crunch and unique flavour.
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iögo Introduces Innovative Kid
Friendly Line

For fall 2016, iögo Nano introduces for the first-time ever, an
innovative kid-friendly line that takes yogurt to a whole new
level by adding vegetables. As of August 2016, parents will be
able to find various delicious fruit/veggies, such as: banana/
squash, blueberry/beet and peach/carrot in a cup format as well
as apple-cherry/beet in a pouch. Kids will surely fall for these
nutritious yet fun yogurt products made from real fruit and
vegetable purée and will realize that veggies can be tasty too!

New from Aurora
Baci “All Natural” are made with only eight ingredients,

certified Kosher and gluten free.   Baci “All Natural” are now
made with 93 per cent clean energy but still retain the iconic
taste of Baci.  Also new is Aurora Ground Espresso packaged
in a compact cardboard carton and roasted locally every week.
Available in medium and dark roast for stove top and pump
espresso machines. Allessia Black Cherry  Cantuccini  are
Tuscan style cookies incorporating black cherry, recognized
for its health benefits and delicious taste. These are great
served with tea, coffee and dessert wine.

Ocean’s Tuna Salads
Ready to Eat Meals Are Perfect
for Busy Lifestyles

Ocean’s tuna salads come in five variants to suit every taste:
Spanish, Italian, Greek, Mediterranean, and Thai. These salads
are convenient, portable and ready to eat as it comes in an
easy pull tab can with a spoon and napkin. 
For further information, email: talktous@oceanbrands.com

or visit www.oceanbrands.com. 

Convenient
Snacks for People
On the Go from
Ocean’s

Ocean’s Snackit Dips take convenience to a new level. With
two flavours to choose from, whole wheat crackers and a tuna
spread perfect for dipping, Snackit Dips are the perfect
healthy snack for anyone on the go!  This product was a 2015
Canadian Grand Prix New Product Awards Finalist.
For further information, email: talktous@oceanbrands.com

or visit www.oceanbrands.com. 

Mia’s Kitchen Launches
New Products

Mia’s Kitchen’s palate-pleasing pasta sauces use only the
best produce and herbs for today’s lifestyle – natural, clean
and flavourful, based on recipes that have been handed down
from generation to generation in the Sebastiani Family. Along
with launching two new sauces Kale & Roasted Red Pepper,
Mia’s Kitchen pasta sauces are now non-GMO Project Verified! 
For more info, please contact BrandSeed Marketing Inc.

www.brandseedmarketing.ca or UNFI Canada. 

Better-For-You Savoury Rice
Snack from Kameda Crisps

Now available in Canada, Kameda Crisps are an irresistible
rice snack perfect for all occasions! These light, crispy rice
crackers are savoury with a wonderful unique crunch. Plus,
Kameda Crisps are certified gluten free, baked, not fried, con-
tain no trans fats, no preservatives and no artificial flavors.
Kameda Crisps are a smart, tasty way to snack healthy
throughout the day. 
To learn more about these fun new snacks, visit

www.kamedausa.com



With wide spread industry changes
underway, what’s the future for catego-
ry management? In this article I’m

going to focus on three areas that should be
priorities, including internal preparation, cat-
egory assessment, shopper influence and
the omni channel.

1.Preparation 
(includes organizational design, internal
alignment and internal processes).  

The whole approach of how retailers and
suppliers work together needs to change.
The traditional sales approach that many
companies continue to use isn’t working any-
more.  Research & development and market-
ing can’t work in isolation to develop new
products for their brands, and need to start
understanding categories (vs brand only) and
retailers’ shoppers (vs brand consumers).  In
a perfect collaborative world, retailers and
suppliers would work together to find shop-
per solutions that align with their internal
organizational goals & objectives.

Moving to a more collaborative approach
requires many different elements — including
trust, resources, data, aligned strategies and
other elements.  Before retailers and suppliers
can collaborate, they need to ensure they have
their internal team aligned.  There needs to be
an aligned approach across the organization,
including gold standards and best practices, to
create a highly strategic and effective approach
to the business (and quite frankly, they don’t
exist for many organizations).  Suppliers need to
start thinking category and brand, realizing that
consumer does not equal shopper (and the
shopper is owned by each unique retailer).  By
developing category solutions that help the
retailer better meet their shopper needs, collab-
oration will come more naturally.

Your next step?  Consider how strategic
your organization is at providing overarch-
ing strategies to your organization as it
relates to category, shopper, data and
insights and collaboration.  What are your
biggest areas of opportunity?

2.Category Assessment 
(includes data access, analytics, 
insights, capability)

In the future, analytics will be more for-
ward looking and predictive.   With our quick-
ly changing mobile society, closer working
relationships between retailers and suppliers
will be a requirement to be effective.
Because of the complexity of new data
sources and looking for patterns and rela-
tionships across data sources, predictive
analytics are becoming more prevalent for
retailers and suppliers.  

Another change that affects category
assessment is Big Data.   The advances of
technology, shopper purchase behaviour and

mobile will create a huge leap of data richness
and content.   The ability to data mine and
effectively use this data will be critical.   As the
president of Nielsen once said…   “Data with-
out actionable insights is just overhead.”

Your next step?  Review your current standards 
& best practices for:

1. Data (what data sources do you purchase? What are
the expectations behind each data source?  How do
the data sources fit into specific processes?), and

2. Data analysis (i.e. category reviews, innovation,
business reviews, efficient assortment, space man-
agement, trade spend).

What are your biggest areas of improve-
ment? Do you have standards & best prac-
tices developed for the most important
analysis areas?

3.Changing Shopper 
(includes understanding the shopper, their
purchase behaviour, their path to 
purchase) and Evolving Omni-Channel

This is probably the area that many orga-
nizations are currently investing in an
attempt to create more shopper-focused
solutions.  Here are some of the biggest
changes that seem to be happening with
Shoppers:

• The “Haves” vs “Have Not’s”. In Canada, con-
sumers are splitting into those with more of the
wealth and those without, creating an interesting and
conflicting retail dynamic of upscale/gourmet and low
end/cheap retailers.   

• New Ethnic Groups. A shift in shopper ties in with
ethnicity growing in many parts of Canada, ultimately
changing retail shopper needs.  These ethnic groups
need to be better understood by retailers and suppli-
ers  – including their holidays and favourite foods and
cultural differences.  

•  More Educated Shoppers. With mobile devices
and digital media, shoppers have much more access
to information than in the past.  The shopper’s path
to purchase has changed from one that was more lin-
ear to one that is very complex.  Retailers and suppli-
ers need to have consistent messaging to shoppers
along this new path to purchase.

So how have all of these changes in
today’s shopper affected the retail 
shopping environment?

Today’s shopper has become more dis-
cerning and discriminatory due to many fac-
tors I’ve already talked about, including
changes in lifestyle, demographics, income,
and increased constraints on their shopping
time.  They also have an incredible number
of choices related to how, when and where to
shop both in retail stores and online.  The
result?  The advent of the omni-channel
shopping environment, where consumers

want to use all channels simultaneously, and
retailers using an omni-channel approach
need to track them across all channels.  

Why is this omni-channel so important
for retailers and suppliers to consider?

As online shopping continues to grow, a
keen understanding of the tactics and their rel-
evance across channels is critical.  For exam-
ple, direct mail and newspaper circulars are
playing a diminished role in retail marketing.
There are increased assortment offerings in
the online space, and shelf space becomes the
online store.  Pricing also becomes transpar-
ent, meaning that retailers can’t play with pric-
ing in different parts of their channels.

The result?  These trends will strain the
traditional retailer’s economic model with
challenges to both the top and bottom lines.
Gross margins will come under pressure
from price transparency — in other words,
retailers will need to have the same pricing
in-store as online to remain competitive.
There will be a reduced share of trade
spending from suppliers.  

So what can you do today to prepare for
some of these inevitable changes in 
category management for the future?

1. Embrace the ‘shopper’ and category company-wide.
Create gold standards and approaches using category
management foundations for important things like new
product launches, business reviews and category/ brand
health assessments.  This will also help you to become
more efficient in your approaches and streamline some
of the more tactical work in your organization.

2. Teach your organization to think more strategically
using catman foundations - including the process, key
data sources and analytics.  This will build understand-
ing on how your brands fit in within categories for
retailers, and how your brand consumers match up
with retailer’s shoppers.  It will also help to create an
aligned multi-functional team that is working towards
the same corporate goals and objectives.  

3. Work on ways to improve retailer/supplier relation-
ships and plan longer term.  If you work on the two
steps above, this one may come more naturally,
because you’ll be creating solutions that work better
for your key retailers.

Underpinning all of this is the requirement
for organizations to have sharper use of data
and analytics to drive insights that drive their
day-to-day business decisions. The opportunity
is to develop common skills across your multi-
functional teams that will create a solid founda-
tion that will prepare your team for the future.
As retail / CPG continues to become more com-
plex and more competitive, suppliers need to
become more strategic in the approach to their
business. Start making some of these changes
today for a better tomorrow. ●

The Future of Category Management
How Prepared Are You?

66 WWW.WESTERNGROCER.COM

category management By Sue Nichols, president, Category Management Knowledge Group

NAVIGATING THE FUTURE

        16-01-20   12:16 AM



A driver’s license, celebrating a big accomplishment with co-workers or getting a new 
furry friend – yes there is a card for that! P.S. Hello makes it easy for shoppers to 

fi nd amazing cards to celebrate life’s big, small and in-between moments, at a great 
$2.99 price. It’s one more way Carlton Cards is working to make the world 

a more thoughtful and caring place. 

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

There’s a card for that!

           


