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Amazon has been making a concerted effort to get
into the grocery business…an industry that in the U.S.
is worth $620 billion a year. And even though on-line
grocery shopping only represents two per cent of this total, the on-line retailer
sees huge potential for future growth. 
There has only been one snag: on-line grocery shopping has been largely

confined to centre of store items, particularly dry goods such as detergent.
Consumers still want to see and feel the products they buy before they buy them.
The answer? For Amazon, it has been to get into the brick and mortar business-but

in a radically different way. In fact, the company has been running a pilot program in
Seattle for the past several months called “Amazon Go”, a new type of store that
operates on advanced retail technology that the company has developed itself. The
stores are 1,800 sq. ft. The new technology allows customers with the Amazon app to
simply enter the store, scan their smartphone, and take whatever they desire with no
need to go through a checkout line or undertake a direct transaction. 
The store requires customers to launch a QR-code based app, which they scan

upon walking into the site. The retailer’s “Just Walk Out” technology detects when
products are removed from or returned to shelves, keeps track of them in a virtual
cart, and totals the cost when customers depart the store. The app eventually
automatically charges the card saved in the associated Amazon account and
provides a digital receipt.
The system leverages technologies used in self-driving cars, including computer

vision, sensor fusion and deep learning, according to Amazon’s website.
How significant a challenge is this to the traditional grocery sector?
Many U.S. retailers are taking it very seriously and adopting similar technology

themselves.
Kroger, for example, is piloting a project called “digital shelf edge” that uses in-

store sensors and analytics to provide product recommendations, custom pricing
and other interactive elements through customers’ mobile devices, according to
The Wall Street Journal.
While all this newfangled technology may dazzle us, what it is really all about

is connecting with customers and their shopping experience. In the case of Amazon
Go, the proposition to the consumer is for an easier shopping experience by
“eliminating check out and line ups”.
In the near future, retailers should consider using include artificial intelligence,

machine learning and wearable devices for virtual reality “to craft shopping experiences
like never before and make dramatic changes in the consumer experience,” according
to Matthew Shay, president and CEO of the National Retail Federation.

Frank Yeo,
Publisher & Editor

Amazon: The Re-Invention 
of the Store 
— Is This Grocery’s Next Frontier?

publisher’s perspective
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Aurora and Edoko Strike Strategic Partnership
Aurora Importing & Distributing has

established a strategic partnership with
Edoko Foods in Port Coquitlam, British
Columbia. Both companies share a very
similar history with 60 years of servic-
ing the Canadian marketplace with
imported ethnic foods. This strategic
partnership provides the opportunity
for both companies to vastly expand
beyond their traditional markets. Edoko
Foods will now be able to facilitate the

day to day distribution of all Aurora products including Baci Chocolates, Basso Oils, DeNigris
Balsamic Vinegars, Grisbi Cookies, Gavioli Sparkling 100 per cent Juice and all the other Her-
itage and house brands within the Aurora family of products throughout Western Canada.
Aurora will be able to do the same throughout Ontario, Quebec & into the Maritimes with the
Edoko family of products. The strategic partnership is especially noteworthy as it relates to
the importing & distributing of Loacker products which will now have one shared distributor
right across the country bringing a much greater focus and go to market positioning for this
global iconic brand. 

This strategic partnership also allows both companies to truly expand beyond their tradi-
tional cultural roots to become a more prominent, meaningful and efficient business partner
to all retailers with a broader international focus to further demonstrate that “GREAT FOOD
HAS NO BORDERS”. Anthony Morello, Aurora president says, “We believe that this strategic
partnership is what is required to better serve our customers more effectively, efficiently
and competitively as well as provide the service and the goods that your customers intern
expect and demand from your business.” 

Bakery Congress 2017
Trade Show & Conference
returns to Vancouver April 23 & 24

Baking Association of Canada’s event Bakery Congress 2017
returns to Vancouver, BC this April 23rd and 24th after four years.
Bakery Congress provides a host of opportunities to the baking
industry and bakers to connect with new and current suppliers, dis-
cover new trends and products while staying on top of what is hap-
pening in the dynamic baking industry. 

The event is bigger and better at the downtown
Vancouver Convention Centre this year
with almost 50,000 sq. ft. of exhibit
space, the trade show floor is
the place to see products in
action and meet the people
behind them. For two
days, the bakeries (com-
mercial, retail & in-store),
food service (restaurants,
cafes, pizzerias) and gro-
cery chains will have the
opportunity to meet face-to-
face with the people who
truly understand baked goods
business.

The conference program this year provides numerous opportuni-
ties designed to assist baking industry leaders.

Employing Millennials: Today’s Challenges with Tomorrow
Leaders will see a panel of baking industry members share their
thoughts and insights on merging the demands of a challenging
bakery workplace with those of today’s the new workers.

Successful Retailing in Today’s Bakery Market will feature Aaron
Gillespie, president of COBS Bread who will share his unique
insights on how one of Canada’s most successful bakery retailers is
focusing their approach via fresh and high quality products, mar-
keting, community engagement and empowering entrepreneurs to
be successful with ever changing consumer demands.       

The What’s Happening and Where Do We Go from Here session will
help to explain the rapidly changing business and regulatory world
bakers face.  From Carbon taxes, Cap & Trade to new nutrition labeling,
food safety, and potential GMO regulations along a new U.S adminis-
tration with demands to rewrite trade rules, this session is imperative
for those trying to navigate these new rules and challenges.

And finally the Responding to the Changing Demands of Today
& Tomorrow baker panel will explore what is happening in the
Canadian and North American food marketplace and how they
are adapting to changing consumer and business demands.

But Bakery Congress is also about offering networking and social B
to B business opportunities.  The BAC BC Chapter is therefore delight-
ed to present An Evening at the Historic Terminal City Club, the pre-
miere social and networking event of Bakery Congress, a perfect site
to meet up with old friends and be introduced to new ones.

As a special feature, a new baked goods demonstration area on
the trade show floor has been added that will offer hourly presen-
tations featuring the students of baking programs from Vancouver
Island University and Vancouver Community College, along with
special guests.

For more information about Bakery Congress 2017 and to register
to exhibit and attend please visit our web site www. baking.ca

Bothwell Appoints Henley
Bothwell Cheese has welcomed Christina Henley as vice-president

of operations. Prior to joining the Bothwell team, Henley worked with
Vantage Foods.

Thrifty Foods Celebrates 40th Birthday 
2017 marks the 40th birthday of Thrifty Foods and the beginning of a celebration to say thank you to customers

and community partners. Thrifty Foods has a rich history on Vancouver Island and the Lower Mainland and has been
a proud community partner since the first store opened in Victoria’s Fairfield community in 1977. 

“Over the past 40 years, the Thrifty Foods culture continues to be deeply rooted in our dedication to our cus-
tomers and passion for the communities we serve,” said Lorne MacLean, Thrifty Foods general manager. 

“Our customers continually tell us one of the things they appreciate about Thrifty Foods is we’re more than just a grocery
store. As we celebrate our 40th birthday, we look forward to continuing to be a food experience destination where excep-
tional service, standards, product selection, community support and delicious food are recognized and celebrated.”

René Moreau becomes President of
Agropur Cooperative

Agropur Cooperative has named René Moreau as its new president.
Moreau succeeds Serge Riendeau, who is retiring after heading Agropur’s
Board for the past 15 years and serving as a director for 26 years. 

René Moreau is a dairy farmer from Warwick, Quebec who has
been a member of Agropur’s Board since 1998, representing the
Nicolet-Bois-Francs region. He has served on numerous Agropur
committees, including the executive committee since 2002. He
became vice-president of Agropur in 2012. Moreau represents Agropur on the Boards of
the Conseil québécois de la coopération et de la mutualité (CQCM) and Co-operatives and
Mutuals Canada (CMC). He is an agronomist by training and holds a university certificate in
corporate governance. 

“I am gratified by the trust my colleagues have placed in me and excited about continuing
Riendeau’s work,” said René Moreau. “He has left us a cooperative that is in excellent shape.

Agropur has seen remarkable growth in recent years and is strongly
positioned to continue its development. I am honoured to be able to
build on the legacy of our predecessors and I look to the Coopera-
tive’s future with tremendous optimism.” 

René Moreau

Christina Henley

The Prosciutto
di Parma Name is
Back in Canada

The Consorzio del Prosciutto di
Parma has announced a historic
achievement as “Prosciutto di Parma”
will take full hold of its name in Canada
thanks to a free trade agreement —
Comprehensive Economic and Trade
Agreement (CETA) — between the Euro-
pean Union and Canada, recently
approved by the European Parliament.     

CETA introduces, among other
things, a series of rules for the protec-
tion of Geographical Indications, which
have been given special status and
greater protection in the Canadian
market. Specifically, the agreement
provides for the co-existence of the
protected designation of origin “Pro-
sciutto di Parma” and the “Parma”
brand currently owned by the Canadian
company Maple Leaf. 

The Consorzio’s producers will now
be able to identify their product as
“Prosciutto di Parma,” “Parma Ham” or
“Jambon de Parme.” In addition, the
distinctive Parma Crown, a guarantee
of authenticity branded on every leg of
Prosciutto di Parma and pre-sliced
pack, will be on all packaging, setting it
apart from others on the market.

“We have waited for this for a while
and it’s a testament to our producers’
resilience. Now, they will finally be able
to sell their prosciutto in the Canadian
marketplace with the correct designa-
tion – ‘Prosciutto di Parma,’” said Vitto-
rio Capanna, president of the Con-
sorzio del Prosciutto di Parma.
“Undoubtedly, we would have pre-
ferred a total protection of Prosciutto
di Parma through the elimination of
the competitor brand, but we acknowl-
edge that this is the only possible com-
promise; one which ensures legal pro-
tection of our product.” 

For the last 20 years, Prosciutto di
Parma has been sold in Canada as
“The Original Prosciutto/Le Jambon
Original,” while a dry-cured Canadian
ham has been sold under the brand
“Parma.” Over this time the Con-
sorzio del Prosciutto di Parma has
taken different legal initiatives to
have this brand invalidated, unfortu-
nately without success. 
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Demand for
Gluten-Free Foods
Expected to Increase 

As awareness of celiac disease continues
to increase, the demand for gluten-free
foods is expected to dramatically rise,
according to a new report released by The
Canadian Celiac Association (CCA) and the
Allergen Control Group (ACG).  

Though one per cent of Americans are
thought to have celiac disease, nearly 83
per cent go undiagnosed. It is expected
methods of accurate diagnosis will
increase, and combined with increasing
awareness spurred by marketing and
activist consumer groups, will create new
avenues of growth in the market.    

Some of the observations within 
the report include:

·     Gluten-free is not a fad, and consumers 
    are serious about receiving credible 
    assurances the food they choose to eat 
    is safe. Reports indicate that 90 per 
    cent of consumers don’t trust labels 
    and seek out safe gluten-free foods 
    produced in certified facilities.

·      Challenges in the scientific methods for
    testing gluten-free food inputs require 
    more research to resolve. There is 
    significant incidence of false positives 
    and false negatives, and it is hoped 
    researchers will continue to seek 
    solutions.

·     Consumers want access to clear, accu-
    rate information to make informed 
    choices about gluten-free food products, 
    and better confidence in the accuracy 
    of labelling.

·      Consumers are willing to pay more for 
    gluten-free foods but there remains 
    strong pressure to lower cost burden to
    consumers, creating a challenge for 
    producers and processors.

·      Work should proceed to harmonize 
    gluten-free regulations across countries
    participating in the value chain.     

The report further discusses options
designed to strengthen the entire
gluten-free food value chain. 
Stakeholders brainstormed possibilities
and identified three key initiatives:

·      Establish a gluten-free information 
    repository that disseminates educational
    information across the value chain and 
    facilitates coordination across sectors, 
    to enhance trust among suppliers, 
    customers and consumers. 

·      Continue research to improve sampling 
    methods and understand limitations, to 
    remain within the established boundaries
    of known and acceptable ranges of error. 

·     Develop ways and means to increase 
    gluten-free food safety among pulse 
    and grain producers.

Etalex Appoints Glen Bailey
Glen Bailey has been appointed as Western Canadian Account Man-

ager for Etalex Canada. He brings over 20 years in key account man-
agement in the office products with retail and commercial accounts.
He is based in Calgary and will look after existing accounts as well as
business development in the territory. Etalex is the largest manufacturer of store fixtures
and storage systems in Canada. Based in Montreal, they have been providing retail and rack-
ing solutions since 1966.

For more information, contact Glen Bailey at 403-922-7570 or e-mail gbailey@etalex.ca.
Bailey will be attending the Grocery & Specialty Food West show in Vancouver on March
20-21, 2017 so be sure and drop by the Etalex booth to say hello.

Glen Bailey

Discover more new innovations, items, solutions and 
trends at the Sweets & Snacks Expo than anywhere else. 
With access to the most candy & snack people and 
products, you’ll gain a real competitive edge and grow 
your business.

Your “center” is here.

Register Now
sweetsandsnacks.com
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March 20-21, 2017
Grocery & Specialty
Food West
Vancouver Convention Centre – East
Vancouver, BC
For more info: www.cfig.ca

April 6-7, 2017
CHFA West
Vancouver Convention Centre – West
Vancouver, BC
For more info: www.chfa.ca

April 23-24,2017
Bakery Congress 
2017 Trade Show 
& Conference
Vancouver Convention Centre
Vancouver, BC
For more info: www.baking.ca

May 2-4,2017
SIAL Canada
Enercare Centre
Toronto, ON
For more info: https://sialcanada.com

May 23-25, 2017
Sweets & Snacks
Expo
McCormick Place 
Chicago, IL, USA
For more info: 
www.sweetsandsnacks.com

June 4-6, 2017
IDDBA 17
Anaheim, CA, USA
For more info: www.iddba.org

June 8, 2017
FoodProWest
Westin Bayshore, Vancouver, BC
For more info: 
www.bcfpa.ca/foodprowest
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BRIDOR INVESTS $40 MILLION IN QUEBEC PLANT
Bridor is investing $40  million to double the

size of its Boucherville baking facility. The expan-
sion will allow Bridor to increase the plant’s pro-
duction capacity by 80 per cent and generate
employment growth in the area.

“The company has witnessed exponential
growth in recent years and this investment shows
just how committed we are to continuously
improving our offering,” says Jean-François
Duquesne, CEO of Bridor. “We are proud to com-
bine our traditional European baking know-how
with cutting-edge industrial technology. It’s our
special edge that allows us to produce quality
breads and Viennese pastries at a wide scale.

Operating in Quebec for over 30  years, Bridor
works closely with suppliers and customers to offer innovative solutions tailored to specific
needs. While emphasis is put on innovation, the company always “stays true to tradition,” says
Louis Le Duff, CEO and founder of Le Duff Group and owner of Bridor. The company’s recipes fea-
ture quality local ingredients with no preservatives, artificial colouring, or flavours. Bridor also
offers a variety of organic bread and bread made of homemade yeast. Expanding the Boucherville
plant will allow Bridor to broaden its range of products and continue offering customers the best
the bakery has to offer in North America. 

Cavendish Farms Announces New Potato
Processing Plant

Cavendish Farms has an-
nounced the expansion of its
business in Lethbridge, Alberta,
with the construction of a new
frozen potato processing plant.

“Cavendish Farms is pleased
to be expanding our business in
Lethbridge and we are proud of
the relationship we have built
with the City and the people
who make up this community,”
says Robert K. Irving, president
of Cavendish Farms. “The opportunity to expand in Lethbridge, and remain
within the region is very important to us. Lethbridge has provided
Cavendish Farms with a cross-Canada presence that has helped fuel our growth and allowed us to
reach key markets.” Irving further adds, “This expansion is possible because of the commitment of
Cavendish Farms employees, customers, growers, and suppliers. It is their efforts that have
allowed us to grow and expand.”

Construction is expected to begin in spring 2017 and be completed by summer 2019. The new
plant will allow Cavendish Farms to more than double its annual production capacity to meet
growing demand and will be more efficient, reducing our carbon footprint.
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Wayne Richmond, who purchased the 49th Parallel Grocery store in Ladysmith on Vancouver Island 40
years ago, chuckles when told that it’s a tradition for grocers in small communities to employ lots of
family members in their venues.

He says, “If that’s the case, then I’m a shining example of familial loyalty. I bought 49th Parallel with my
wife, Harmina, and my brother-in-law Ron Neubauer did all the carpentry for the store. He later managed our
Chemainus location, and today his wife, son, and two daughters work for us.”
Clearly amused by giving new meaning to the term ‘family business’, Wayne adds, “Ron’s brother and his

wife and son work for us, and my daughter Kathy is our executive secretary. Kathy’s significant other is our
meat manager in Chemainus, and their two children are also 49th Parallel staff members.”

On Our Cover

By Robin Brunet

CommunityTies 

49th Parallel’s 
devotion to immediate
and extended family 
is a recipe for success.

The Richmond
family in 2014.

(L-R) Peter,
Kathy, Wayne
and Harmina

Photography: Dick Heydemann
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It’s 49th Parallel’s 40th anniversary? 
Congratulations from your friends at 

Old Dutch Foods!

Check out all our 
“Did You Know?” facts:

@OldDutchOldDutch

@Old_Dutch_Canada

www.GrimmsFineFoods.com

Grimm’s is honoured to be part of 
your ongoing success.

SOY FREE        GLUTEN FREE        LACTOSE FREE        NO MSG ADDED
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Key to 49th Parallel moving forward
is Wayne’s son Peter Richmond, the
company’s president, who had carved
out a career in Vancouver as a Chartered
Professional Accountant before returning
to the fold in 1996.
If all this makes 49th Parallel seem like

a giant magnet luring what Wayne calls
“true relatives and shirttail relatives” in
droves, it’s also an integral part of an

operation that stresses top quality
products, fast and friendly service, and
great specials over architectural razzle-
dazzle — which in turn lures shoppers
and enables 49th Parallel to hold its own
against much bigger but far more
impersonal competition. 
Peter, 53, keenly appreciates the tightly

knit aspect of 49th Parallel’s four stores
in four small communities (Cedar and

Chemainus, with populations of just over
3,000, Ladysmith with 8,400 and Duncan
in a small section of a larger city). “Our
company vision is simple: to play to a big
part in our community. We love to
participate in local events and support
local schools, kids programs and charities.
The small town ambiance of this region is
such that you can’t take an evening stroll
without bumping into customers and

having friendly chats with them.”
If Peter is a born again grocer, the argument

could be made that Wayne was quite simply born
to be in the trade. In 1957, at the age of 16, he
joined SuperValu in Duncan. “The pay was $1.02

an hour, enough for me to indulge my passion for cars,” he
recalls. “I was told, `Get a haircut, a bow tie and a white shirt,
and start stocking shelves this afternoon’ – and from that moment
on I loved everything about the trade.” Two years later, Wayne
became a produce manager.

49th Parallel has four locations in four small communities
(Cedar, Ladysmith, Duncan and Chemainus).

Peter Richmond with Betty Hewitt, 
head cashier, Chemainus location.

The dual focus of community
involvement and providing
the best food at fair prices
is 49th Parallel’s recipe 
for success. 
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In 1977, the 49th Parallel had been
operating in Ladysmith for 26 years, and
its owner (at the time), Alex Campbell,
who had worked with Wayne in the 1960s
and `70s at Shop Easy, suggested to his
friend that he buy the business. Wayne
and Harmina promptly signed a lease. 
Campbell then opened the first Thrifty

Foods in Victoria, and the rest is Vancouver
Island history. “It worked out very well
for both of us,” says Wayne. “Every week
at Ladysmith, the sales kept going up.”
Wayne shrugs when asked to explain

the instant success of his business. “The
community accepted us right off the bat.”
But Peter remembers the long hours his

father and mother worked. “Dad lives and
breathes the trade, and he always made it
seem like fun. His customers sensed this,
and responded.” 
Wayne also downplays the complexities

of adding new locations, other than to

note the serendipity when he purchased
the Chemainus store in 1979. “I bought it
from my original SuperValu boss, Ed
Brenton, who became manager of our
Ladysmith location” (at the age of 90,
Brenton still shops at 49th Parallel).

Peter moved from Vancouver to help
his father build the 16,600 square foot
Cedar store from the ground up; this was
followed by the5,000 square foot Duncan
venue in 2007 (the 20,000 square foot
Ladysmith, which was rebuilt in 1989 and
expanded in 2010, remains the company’s
flagship). A new store in Chemainus
launched in 2013 has brought the total

number of 49th Parallel employees to over
240. Peter adds, “We are fortunate to have
a very loyal team with 12 key employees
having over 25 years service.”
With the dual focus of community

involvement and providing the best food at
fair prices as 49th Parallel’s recipe for success,
Peter is happy “operating in a beautiful
part of Canada where growth is not frenetic
and everyone knows one another.”
He singles out the Canadian Federation

of Independent Grocers for supporting 49th
Parallel throughout the years: “As long-
time members, we’ve benefitted from the
hard work it does for the independents,
particularly in the IGOY store reviews, trade

49th Parallel loves to
participate in local events
and is dedicated to
supporting local schools,
kids programs and charities.

shows, and on the credit card fee front.”
Moving forward, Peter says there will

be further growth, “But only where it
makes sense. “
As for Wayne, he turns 76 this year but

still doesn’t understand the concept of
retirement. “I’ve never once woken up
and not wanted to go to work,” he says.
“There were the odd days I got to work
and wished to hell I’d stayed home, but
the compulsion to be at my stores has
never left me – and it never will.” ●

For many years the 49th has loaded up the 29 rider Big Bike to support the Heart & Stroke Foundation
of Canada.  In 2016, their 49er Riders were the top fundraising team on Vancouver Island raising
$10,000!! Because of this they have been awarded the honour of placing an AED in their community.
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SIAL Canada’s Core 
Elements: 

1. Innovation 
Thanks to the SIAL network, it is the

only international contest with a presence
in every corner of the world. Made up of
experts and held in partnership with XTC
World Innovation, the jury rewards 10
finalists, with one Grand Prize winner.
The winner will have the unique
opportunity to travel the world, by taking
part in all the SIAL shows! 

2. A Global Corporate Identity 
In keeping with changes among the

Canadian population and growing consumer
demand in the country for ethnic and

Upcoming Event

The SIAL International Food Show 
Will Be Back from May 2 to 4, 2017 at 
Toronto’s Enercare Centre for Its 14th Edition! 
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specialty products, SIAL Canada offers a
unique opportunity to discover new
products from all over the planet! 
It’s as part of the experts’ village that

B.K. Sethi, an expert with more than 35
years of experience in the ethnic market,
will be on-site before, during and after
the show to direct the curious toward new
opportunities! 

3. The Only Canada-Wide Show 
With more than 400 Canadian exhibitors

from 10 provinces, SIAL Canada is the only
exhibition that can showcase local know-
how and promote it in unique ways through
a variety of exceptional events, such as La
Cuisine and Cheese by SIAL.  SIAL Canada
will also lend its support to charitable

organizations. To this end, Daily Bread Food
Bank will receive the surplus food produced
at the event, which will then be used by
the organization to feed many at-need
individuals in Ontario. In addition, a $5
donation will be made to the organization
from each visitor’s entrance fee. 

SIAL Food Hub 
For the first time at the Toronto show,

SIAL Canada will be welcoming a panel of
experts who will discuss the ethnic-food
market. Famous Indian-Canadian chef
Vikram Vij, who is known for his many
successful ventures, will kick things off
on May 2 at Allstream Centre. His speech
will be followed up by the presentation of
a recent study on ethnic-product
consumption trends and recommendations
on how to respond to that market. ●

– 2017 EDITION 

After a record-breaking show in
Montreal in 2016, SIAL Canada’s
14th edition in Toronto is on track

to be one of  the biggest food-innovation
tradeshows in Canada, setting itself apart
by virtue of its unparalleled selection of
Canadian and international products. 
Held at Montreal’s Palais des Congrès in

April 2016, last year’s show brought
together 930 exhibitors from over 50
countries and saw an increase in visitors
of 17 per cent over 2014, which is a
record high for the event. In fact, nearly
17,500 visitors from 69 countries,
including Canada, made it down for the
show’s 2016 edition. After such a
successful year, the 2017 show in Toronto
is expected to break this record yet again

with over 240,000 ft2 of exhibition space,
which is already 95 per cent sold! 

The European Union 
Honoured 
As part of its return to Toronto, SIAL Canada

has adapted to political changes, new
consumption trends, and a shifting economic
landscape. This year, the proof is in SIAL naming
the European Union its region of honour for
the 2017 edition. Now that CETA - Canada’s
most ambitious free-trade agreement since
NAFTA and the biggest commercial agreement
that the country has ever implemented - has
been ratified, there are tremendous prospects
on the horizon for the industry. 
CETA should therefore provide Canadian

businesses with a variety of opportunities. 

Inspiring Events! 
Olive d’Or: 

In 2017, Canada’s biggest extra-virgin olive-oil
contest will celebrate its 12th year! Christine
Cheylan will again act as jury president for this
latest edition of the show. The Olive d’Or space
allows visitors to discover and taste the world’s
best olive oils, right alongside the experts! 

La Cuisine by SIAL: 
A space sure to inspire everyone. This year, La

Cuisine will host specialists on two very popular
topics: food to go and buying local, which will kick
off with a daily panel discussion organised by
OCTA, Greenbelt, and SIAL partner Foodservice and
Hospitality. 

The conference program is back 
with a bunch of new additions and
addressing pressing topics. 

Innovation 
Which is at the heart of the food industry - is a

topic that will be covered, in addition to others,
such as organic food, changes within the halal
market, and even the behaviours of health-food
consumers. Roughly 40 presentations and work-
shops await the visitors to the show. 

Cheese by SIAL: 
SIAL Canada’s ultimate event. For its 3rd edi-

tion in Toronto, a section was created that is
specifically dedicated to the cheese industry!
This year, the show expects more than 50 Cana-
dian and international cheese producers. 



ORGANIC FARE

Laura Batcha, CEO and
executive director, 
Organic Trade Association

By Karen Barr

WWW.WESTERNGROCER.COM 19

Organic retail sales are maintaining steady
growth, with more Canadians adding organic
to their shopping carts. Canadian Organic

Trade Association (COTA), reports on average 58 per
cent of all Canadians are buying organic every
week. In British Columbia the number jumps to 66
per cent. Estimates from 2015 found that there are
over 5,000 certified organic operations across
Canada, with 1.4 million acres under organic man-
agement, helping make up a market worth over
four billion per year.
Millennials are the most active shoppers. “They

are the second generation of organic food buyers,
where shopping organic has become the norm,”
says Laura Batcha, CEO and executive director of

the Organic Trade Association (OTA), based in
Washington, D.C.  
According to COTA, 80 per cent of Millennials

purchase organic food and beverages weekly and 35
per cent spend over a quarter of their weekly budget
on it.  Over half buy or drink organic coffee at home. 
“Customers buy organic because it is herbicide,

fungicide and pesticide free. While many buy for
personal health reasons, others buy because it is
more sustainable for the environment and the soil,”
states Jess Pirnak, registered dietitian for Choices
Markets, a British Columbia based grocery chain.
She sees more organic shoppers using the guidelines
from the “Dirty Dozen”, a list of produce most
contaminated complied by the Environmental Working
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canned tomatoes, dried fruit and nuts
are most popular.” The departmentmerchandises their organic grocery products
within close proximity to a similar non-
organic item, either beside, over or under. 
Country Grocer merchandises organic

grocery items in the same way, “The reason
for this is ease of the shopping experience,”
says Jeff Oud, assistant grocery manager
at the Cobble Hill location. He observes
that organic milk and yogurt are top
sellers and reports that organic grocery
makes up between five-10 per cent of the
overall grocery sales.
Health food departments within grocery

stores have always been a centre fororganics. Ahrina Kay Nielsen, category
manager of nutrition for Country Grocer
says the section is 75 per cent organic or
partially organic. “Products containing water
cannot be considered organic,” she explains.
Nielson notes more customer request organic
vegan and organic non-GMO. 
So why doesn’t everyone shop organic?

It’s a matter of price. The David Suzuki
Foundation’s website suggests that peopleoff-set the costs of organic by cooking
from scratch, maintaining a home garden
and preserving what grows in it.

“There in an
assumption that or-
ganic is a premium
product,” says Batcha.
Referring to the
American economy
she adds, “During the
recession in 2008,
the market place

never contracted and now we are growing
at double digits.”
With possible health and environmental

benefits more customers may start to
realign their budgets, and begin to reach
for or add even more organics to their
shopping carts.   

●

20 WWW.WESTERNGROCER.COM

Group, an American organization that helps
protect consumers from pesticides.
David Wilson, program lead for produce

and floral, at Choices Markets, commentson organics as a whole, “Over the last 10+
years we’ve watched organic produce and
grocery become mainstream listings in all
but a very few retailers. Also, there have
been a number of small organic companies
that have been purchased by very large
multi-national corporations.”
Top sellers in the grocery aisle at Choices

Markets include coffee, nut butters, cereals,
soups and broths. Organic produce sales
make up 55 per cent to 80 per cent of the
produce sales, depending on the store
location, with bananas the top seller.

Rob Johnson, produce operations buyer
for Country Grocer, a grocery chain located
on Vancouver Island, is thrilled he is able
to buy fresh supplies of organic produce
from all over the world, all year long.Organic produce sales account for between
10-12 per cent of overall produce sales

and are increasing at a rate
of 20-30 per cent every week.
“This is due to a very strong
ad program and keeping the
retail cost low and as close
to conventional as we can,”
says Johnson.
Bananas, apples and salads

always sell well, says
Johnson, but the biggest
increases have been chards,
kales and mushrooms, along

with pineapples and mangoes. Customers
like to support local. “When our BC grown
organic produce is in season, we always
see a big increase in sales.” 
Certified Organic Association of British

Columbia (COABC), appointed by the
province, has helped to establish and
maintain the local food system for
certified organics and helps producers,
distributors and retailers work together.
Wilson, who has been part of the focus
sessions they offer to all stakeholders
says, “COABC are tireless proponents of
organic agriculture, production, and
supply in British Columbia. They offer
excellent in depth resources suitable forgrowers and industry, as well as consumers

who want to know more about organicproducers in British Columbia.”
In Alberta, Dai Truong, purchasing

manager for the Sunterra Market grocery
chain, describes organic as a small yetessential part of the business, with the
greatest concentration of sales in thedowntown Calgary location. 
“It’s important for grocery stores to

carry organic, whether it’s a small or large
assortment, because the clientele base is
always quite diverse and though Calgary
may not be as organically driven as our
British Columbia neighbours, we try to
cater to as much of that demographic aswe can,” states Truong. “We can definitely
see the growth in our organic producesales with one per cent in 2010 to two
per cent in 2017 which equate to a
$150,000 increase in a $10,000,000
category. It’s a healthy increase that
indicates progression towards a more vast
organic selection.”
Sunterra Market merchandises their fresh

organic produce in beside their non-organic
cousins, placing it in separate crates or
baskets, with lots of identifying stickers.
This allows customers to find and compare
prices. Grab and go prepackaged salads

and organic bananas sell quickly.
Robin Desranleau, category manager of

grocery and general merchandise at
Sunterra Market points out changes in
organic grocery, such as products that
contain some organic ingredients, but are
not 100 per cent organic. But, she adds,
“Products in the purest form, with little
or no other ingredients added, such as

Organic produce sales at Country Grocer
are increasing at a rate of 20-30 per cent
every week.

At Choices Market organics
make up 55 per cent to 80 per
cent of the produce sales
depending on the store location.

Jess Pirnak, registered dietitian, 
Choices Markets.

Sunterra Market merchandises organic items
next to similar non-organic items.

Ahrina Kay Neilsen, 
category manager of
nutrition, Country Grocer

Rob Johnson, 
produce operations
buyer, Country Grocer
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Ice Cream

By Deb Smith

Manufacturers and 
Retailers Working Together

Although ice cream and frozen novelties volume sales in Canada have been falling over the past decade, manu-
facturers and distributors of frozen treats are developing products and strategies that they are betting will turn
the situation around.

Today, health and wellness concerns drive almost all grocery segments, and allergens are at the top of the list
when it comes to making food choices. In response, Chapman’s Ice Cream developed a wide selection of allergen-free
trusted products. “We listen to our customers,” says Mary Breedon, sales and marketing manager with Chapman’s.
“We saw a need for ice cream that meets special dietary needs: peanut-free, no added sugar, lactose-free, gluten-free
in all the traditional flavours plus a selection of frozen novelties.” The segment of the population looking for such
products is growing, and the modern retailer needs to have them covered.
All consumers are paying closer attention to labels that goes well beyond allergens. Wanting simple ingredients

and minimal processing, consumers now look for how much sugar a product contains, whether there are artificial
flavours or colours or other ingredients that are not natural. 
“At Nestlé, we are constantly looking for opportunities to reduce sugar, salt and saturated fats across our entire

portfolio,” comments Paul McMahon, North York, Customer Business. “All our kids’ products are under 100 kcals and 11g of
sugar.” In 2016, Nestlé achieved the significant milestone of eliminating 100 per cent of artificial colours from its entire ice
cream range and artificial flavours from all its kids’ products. The plan is to include all ice cream and novelties by 2020.

American Peanut Council notes that 
peanuts are one of the most economical 
ways to add doses of protein into ice cream.



WWW.WESTERNGROCER.COM 25

Mike Rogiani, president at The Ice Depot Ltd., agrees consumers
are paying attention to the label, even for impulse novelty
purchases, but he sees opportunities for growth in the category
through more robust flavours and healthier options. “It’s important
for retailers to have a lineup that meets what their customers
want.” Beyond reducing and removing unwanted ingredients,
manufacturers are developing recipes for a balanced lifestyle.
“We’ve seen healthy alternatives like CoolWhey Protein Ice Cream
with 40g of protein taking off in the last two years,” says Rogiani. 
Peanuts are one of those products that packs a nutritional

punch.Just a sprinkling of crushed peanuts delivers not only
protein but other nutritional values. Brad Brownsey, Canadian
trade representative with the American Peanut Council notes,

“The world-wide reputation of the
health benefits of peanuts is growing
at a phenomenal rate right now.
Peanuts are one of the most
economical ways to add doses of
protein into ice cream and they blend
with just about any flavour.” Indeed,
peanuts have been used on the
traditional “Drumsticks” since 1928
and continue to be enjoyed today
under the Nestlé name.
Milk fat, a basic component of ice

cream is also taking its place on the
good-for-you list. “Fat is back,” says
Lisa Dyck, founder/owner of Cornell
Crème, making artisan ice cream from
her family dairy farm in Manitoba.
“The pendulum is swinging the other
way, and people are buying real
whipped cream, real butter. Our ice

cream is natural, healthy and because taste is carried through
the fat in real milk, anyone who tries it can’t believe the flavour.”
Another major consumer trend today is knowing the ‘story’

behind food. “Back to the farm is what people are looking for,”
says Dyck. “We are getting into more and more stores as retailers
recognize a demand for ‘real’ products, local, Canadian food
sources–it’s definitely the way of the future.”

CoolWhey Protein Ice
Cream has 40 grams of
protein per pint.

The Ice Depot Ltd. sees opportunities for growth through more robust
flavours and healthier options.
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Knowing this, Chapman’s is launching its Yukon line of frozen
novelties in celebration of Canada’s 150th Anniversary. According
to Breedon, “We’ll have lots of media coverage; retailers who do
bunker displays in July can market a Canadian product that
consumers will be looking for. And promoting Canadian products
through distinct package labels provides merchandising support.
All our products feature the Blue Cow, a symbol of 100 percent
Canadian dairy products.”
Manitoba family-owned/operated Prairie West, producing private

label ice cream for several retail and food service customers, has
found its niche in the Western Canadian markets. Already offering
both old-fashioned and artisan ice cream, the company has identified
another trend and is moving on it. At this year’s Canadian Federation

of Independent Grocers (CFIG) trade show in Vancouver, Jim
MacKelvie, food broker with Retail Resource Services, will be
launching Prairie West’s six new flavours developed to satisfy the
growing demand for Asian flavours in the mainstream marketplace.
“Asian products are growing in popularity across all ethnicities,”

says MacKelvie. “And ice cream is moving in that direction as
retailers and category managers make room for non-traditional
flavours such as HoneyDew Melon, Coconut and Mango. Retailers
can effectively promote new products like these by selling single
bars, stimulating sampling. We offer portable freezer trailers to
use as fundraisers and foster connections within the community.”
Open to trying new flavours and products, consumers still look

for the comfort of a delicious ice cream treat. One Mintel survey
found that while volume sales in ice cream products are declining,
the dollar sales are growing as customers will pay more for a
special, well-deserved treat. This is where premium products such
as Nestlé’s Häagen-Dazs brand really shine.
McMahon explains, “Consumers seek balance in their lives; some

look for more ‘permissible’ treat options but taste always remains
king.” Manufacturers are appealing to the sophisticated palates of
adults, bringing ice cream out from the kid zone. Häagen-Dazs is
offering such flavours as Whiskey Chocolate Truffle, Key Lime Pie,
while Cornell Crème delivers ice cream flavoured with red wine or
coffee from local producers. Promotional opportunities for such
adult indulgences range from Valentine’s Day to Winter Dreaming
of Warm Places to Post Back-to-School Indulgence. 
Through increasing exposure to social media, consumers are

following brands, finding what’s new and making choices often
before they enter the store. “Traditional point-of-sale materials

include links to social media accounts,” says Rogiani. “Some
connect people interested in their brand to the nearest outlet.
Retailers need to embrace this opportunity to market new products
and establish relationships with customers.”
“You have to capitalize on the impulse nature of this highly

visible category,” says McMahon. “It’s critical that secondary
display space is allocated to flyer items because of limited shelf
capacity. One of the main drivers of shopper dissatisfaction is
being out of stock.”
For manufacturers, the challenge is to be competitive and innovative

in an ever-changing marketplace, while retailers must provide
selection, acceptable prices and availability — all at the time. 
Mintel advises category players to aim at health through areas

such as natural, premium and whole, positioning the products as
being good-tasting and good-for-you. In 2019, the estimated
value of the ice cream market in Canada will be $2.79 billion
(U.S. dollars), rising by about ten percent yearly. 
The challenges are real but so are the rewards.  ●

Cornell Crème provides artisan ice cream that is natural and healthy.

Chapman’s provides a selection of allergen-free trusted products that
meets special dietary needs.
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Summer can’t come fast enough and
for grocery retailers, it signals the
beginning of a cross promotion

bonanza known as barbecue season! As
Canadians don shorts and sandals, they
head out into the great outdoors - often
their patios - to partake in a growing
annual tradition. Barbecuing is associat-
ed with gatherings, celebrations and good
times. With Canada’s 150th birthday, fam-
ily reunions or even just the warm weath-
er, there are many ways retailers can pro-
mote the benefits of barbecue related
products to their customers. Clever retail-
ers stand to improve the bottom line by
tapping into consumer’s desire for out-
door meal preparation. 
The barbecue industry is continuing to

grow. Sales of barbecues and accessories
have increased over the past several years
according to Hearth, Patio and Barbecue
Association’s (HPBA) 2015 State of the

BBQ Industry Report.
Increasingly, barbecue is becoming as

much a social event as a cooking event as
people gather with friends and family for
any reason. HPBA’s study indicates it is
becoming a year round activity with
increasing popularity for celebratory events
like birthdays. For grocers, that represents
significant opportunity.
“Food connects people,” says Sven Freybe,

president and CEO of Freybe Gourmet Foods.
“Presenting products to the theme of family
and friends gathering with a love of great
food will make the link for people.” Freybe
has tied their summer promotions to
Canada’s 150th birthday to draw people
together to celebrate. 
Trevor Moore, senior operations director,

meat, deli and bakery with Calgary Co-op
adds, “Over 80 per cent of people in North
America barbecue over the summer months,
approximately six times per month. More

than 75 per cent say they prefer food
cooked outdoors.” 
HPBA noted that the majority of people

surveyed felt food had improved flavour
when grilled. Google statistics show that
online consumer searches for recipes to
use on grills has increased year over year.
Grocers can put that information to use
by tying their offerings to that desire for
grilling recipes. 
The stereotypical face of barbecue is

male, but that is changing as women are
coming on board. Megan Deaust, manager,
marketing with Bothwell Cheese notes
that their target demographic is expanding
and “includes affluent professionals,
foodies, family shoppers as well as chefs
and influencers.” Recognizing that
barbecue appeals to a broad base of
consumers makes it a category that
demands attention in all areas of the
grocery store. 

Barbecue

By Karen D. Crowdis

Sizzling Summer
Barbecue Category Grows Profits

Courtesy of Shutterstock
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Changing Tastes
Part of barbecue’s appeal is that it is

perceived to provide quick preparation with
reduced clean up while creating a quality end
result. It is also considered to be a healthy
way to prepare foods with outstanding flavour
without adding extra ingredients like fat. 
More  consumers are cooking full meals

on barbecues by adding grilled side dishes,
like vegetables, with main protein com-
ponents. Convenience plays a role in that.
“The trends of convenience and natural

products are definitely influencing how
people barbecue,” says Deaust. “Consumers
are looking for quality pre-made items
such as burger patties, marinated chicken,
pre-chopped vegetables and sliced cheese
— all ready to throw on the grill.”
While convenience is a consideration,

it is not the only criteria that shoppers
are using to determine their purchases
for barbecuing season. Modern consumers
are well informed of their food choices.
They are looking for products that match
their personal philosophies and lifestyles.
“Consumers are looking for quality

products they can trust, with interesting
ingredients or flavours that can become
their signature recipe. Consumers are

becoming more interested in the source
of their food, and the conditions in which
the food is produced.” says Moore. “There
is a focus on local, natural and clean
ingredient items.”
Deaust adds, “In addition to items that

help cut down on prep-time, people are
more concerned about how these prepared
products are being crafted — they are
looking for grass fed meats (a bonus if
they are locally raised), clean labels, and
added value ingredients.”
“Consumers want authentic food,” notes

Freybe. “But they also want unique flavour
profiles to try. They are knowledgable and
excited about regional flavours. So we try
to stick as true to that as we can.”

The Best is Not Enough
Merely stocking shelves and coolers

with top notch product is not enough to
generate sales beyond standard barbecue
fare. Retailers need to strategically
promote all barbecue related items in
ways that make it easy for consumers to
find - and buy - what they need. 
Signs are a great way to direct customer

flow to items related to the barbecue season.
In 2016, Calgary Co-op ran a very successful
burger campaign and even had signs in
parking areas to connect with shoppers
before they even entered the store. Once
inside, the experience of the consumer
needs to be seamless to get them what
they need and the extras for bonus sales. 
“Cross promotion of products is

important. As well, showcase the variety
of products. This will draw customers to
the products that are unique. Each store
has a different way of engaging their
customers, so we work with them to build
displays that fit their needs.” Freybe says.
Moore agrees, “When merchandising

barbecue-related sections, retailers should
be thoughtful in their displays. Such as
providing convenient solutions for their
shoppers like a small display of buns and
condiments near the hamburger patties. By
placing these items within the same area,
you are reminding and encouraging customers
to pick up all the items they need.”

Make It Easy
Other options for retailers include sampling

programs, so buyers can taste products. In-
store samples are a win-win, creating a feel
good experience for consumers while
encouraging purchases. Another thing retailers
need to consider is helping consumers with
the cooking process for barbecue items. 

Product Showcase
The Right Slice 

Build deli profits
with Bothwell natural
sliced cheese. Conve-
nience, quality and
flavour packaged in a
resealable tray for
easy storage. Both-
well cheese attracts
shoppers with
flavour pairings not commonly
found in sliced cheese products.
Consumers are looking for natural cheeses,
but the convenience of sliced products; Both-
well proudly offers both! 

Bring in the Brats
Freybe wants families and

friends to celeBRATe this sum-
mer! Das Brat, a fully cooked, tra-
ditional German sausage is a
flavourful addition to any gather-
ing. Grill enthusiasts will proudly
serve their guests Freybe’s
gluten free, no added nitrate, del-
icately spiced pork sausages that

make these brats the star of the show. 

Put Partners Together
“Guiding shoppers in how to use products is

important. Product adjacencies, such as gar-
nishes, condiments, accessories and cheeses,
placed directly next to main barbecue compo-
nents can inspire consumers to experiment on

the grill. Making it easy for shoppers to partner
new items with their staples will ultimately
encourage incremental sales.” 

— Megan Deaust, manager, product mar-
keting, Bothwell Cheese

Let Tastebuds
be the Guide

“Sampling is a
great opportunity to
help consumers over-
come the question of ‘Is
it good?’ and purchase the
product. Tying heritage and tradition to what
they tastes adds authenticity and connection
consumers desire. It’s one thing to do in-store
promotions, but adding sampling lets them
taste it, encouraging purchase.”

— Sven Freybe, president and CEO, 
Freybe Gourmet Foods
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“Guiding shoppers in
how to use products is
important; when it
comes to our cheese
for example place
sliced Horseradish
Cheddar next to the
steaks, Sliced Smoked
Gouda with pre-made
burger patties, and
sliced Red Hot Chili
Pepper Monterey Jack
with smokies.  Product

adjacencies, such as garnishes, condiments
or accessories, placed directly next to
main barbecue components, can inspire
consumers to experiment on the grill and
help encourage sales,” suggests Deaust. 
Properly cooking sausages is a learned

skill according to Freybe. “Our traditional
German bratwurst, Das Brat, is often grilled
here in Canada in a fashion that it wouldn’t
be in Germany, but it works. We put
instructions on packages for consumers and
direct them to our website for more
information.” He continued, “It can be a
challenge, but it is a process of curiosity
for people to learn.” Freybe also suggests
that this kind of teaching can be tied to
in-store sampling sessions. 
Encouraging customers to try something

new is an important part of the cross-
promotion strategy. However, it can stall
if signs or promotions are only located in
the barbecue section. 
“The key is to focus on promoting items

throughout the store through the use of
signage and displays, rather than focusing
your efforts on particular section,” suggests
Moore.  “By highlighting barbecue season
in every aisle, you are encouraging
customers to explore your store, potentially
exposing them to additional unique or
exclusive products you offer.”
Grocery retailers have an opportunity

to grow incidental sales alongside the
staples of the barbecue category. With
Canada turning 150 and several activities
planned around that, it presents just
one example of a reason for people to
gather and share food cooked outdoors.
Pointing consumers in the direction of
products with flavour profiles they are
seeking and cross promoting barbecue
products throughout the store, grocers
will benefit from increased sales across
multiple categories.   ●

Q&A By Frank Yeo

The Authentic Thing
Authenticity is the Key to Today’s Discerning Customer 

An interview with Tony Morello, president of Aurora Importers.

Could you give some examples
of your top selling lines? 

Within our Aurora family the shining
stars are Italian tomato products, bread
crumbs, egg noodles, olive oils &
vinegars, sea salt, canned fish and of
course our pickled antipasto line up,
also bouillon cubes, and Polenta which
we produce. In addition, we are the
exclusive importers of several key global
iconic brands we like to call our Heritage
Brands which have very long standing
histories & brand recognition such as
Loacker, Baci/Perugina, Basso Oil, Riscossa
Pasta, De Nigris Balsamic Vinegars, Le
Veneziane Gluten Free products,
Tomarchio Beverages and more.

What is the importance today
of “clean ingredients” for 
high quality?

I believe clean ingredients is becoming
even more relevant than organic among
a very large mainstream consumer base.
People are reading the ingredient decks
more than ever and they want to ensure
they recognize everything on that
information deck. We are fortunate
because most of our imported products
come from Europe and by law there
everything is GMO Free. I think this will
be a huge plus in the not too distant
future as more awareness is driven to
GMO Free foods. As an example, one of
our biggest lines is Aurora Egg Noodles.
There are ONLY two ingredients in this
product: Duram Semelina Flour & fresh
eggs (not liquid or frozen eggs…just
fresh eggs). We have many products like
this. In the case of our Heritage Brands,
Baci Chocolates are made with only eight
ingredients of which all can be purchased
in any grocery store. I believe what
consumers really want all natural
wholesome simple ingredients.  

Has Aurora branched out from
handling primarily Italian
products and, if so, why?

Yes, we definitely have! Our tag line
is “GREAT FOOD HAS NO BORDERS”
which speaks to the versatility of our

products not only for Italian dishes
but also for multiple cuisines. Italian
tomatoes are incredibly good because
of where they are grown, the richness
of the volcanic soils, the brightness
and heat provided by the sun, the
moisture and richness in the air. This
is why those tomatoes are equally great
whether you are making a pasta sauce
or Chicken Tikka Masala…it’s a great
ingredient to make any dish that
has tomatoes in it better. We are having
great success with our brands, includ-
ing our Heritage Brands in Asian
Supermarkets, South Asian, Middle
Eastern, East European, Mediterranean,
South American and traditional format
retail… “GREAT FOOD HAS NO BORDERS”
and neither does Aurora Importing. 

What do all these product
lines have in common?

Most of our products have ingredients
meant to enhance the food experience
(tomato products, olive oil, pastas, risotto
etc.). The great thing about meal
ingredients is also the tremendous
opportunity presented to building a
profitable shopping basket for the retail
partners. No one eats tomatoes directly
out of a can or drinks olive oil -  they
buy something else with these great
products to build their meal and that
creates the opportunity to build the
shopping basket. ●

While there are numerous alternatives, the products imported by Aurora
seem to have a big resonance with consumers. Why is that?
Aurora has stood the test of time. We have been around for 60 years and our brand
is known for the consistency, the quality and the value it delivers. Our ingredient
decks are quite clean and the traditional nature of many of our products make them
perfect partners when preparing most any dish far beyond just Italian.

Change up 
the Classics

Calgary Co-Op suc-
cessfully promotes the classic burger.
Change the bun, the type of cheese, the
condiments, the fresh toppings, and
experiment with different proteins and
customers have a signature recipe. Dis-
plays in each area cross-promote addi-
tional barbecue salads, sides and acces-
sories, showcase numerous products
and enhance customer experience.
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The negative impact of climate change, overfishing,
destructive harvesting methods and labour con-
cerns highlight the urgency of adopting sustainable

seafood practices. “There is a strong emotional connec-
tion to the potential impact that our food choices can
have on both our health and the environment,” says
Hannes Koller, vice-president, Ocean Brands.  
Consumers are now advocates who seeking retailers that

have robust sustainability policies that include clear guidelines
for seafood. “A recent survey conducted by the Marine
Stewardship Council (MSC) — the industry’s gold standard
for third-party verification, indicated that today’s seafood
consumers place sustainability before price and brand and
view it as a key driver when making seafood purchases,”
says Diana Hanus, marketing director, Clearwater Seafoods.
Recognizing the necessity of taking sustainable actions,

Canadian retailers are creating policies and actively researching
where they are purchasing their seafood.  In 2014, Green
Peace reported that six of the eight largest grocery retailer
chains have adopted sustainable sourcing policies. However;
the multi-faceted nature of seafood sustainability can make
it challenging to ensure that the policy is fully adhered to. 

The Value of Third Party Audits 
Seafood supply chains are increasingly becoming more

complicated with retailers needing to research both
social and environmental practices.  “Seafood is a very
complicated issue and it can seem extremely daunting
for a company,” says Sarah King, senior oceans strategist,
Greenpeace Canada. “Policies need to address all products
that include marine ingredients, and retailers need to
understand both the products that they are selling and
the sustainability challenges.” Third party auditors that
both verify the paper trail and make unannounced spot
checks helps ensure that the sustainability practices
are being adhered to.  In addition, these audits can
help retailers establish traceability standards.  

Establish Traceability Standards
Savvy consumers are wanting to know the full story of

their seafood including where and how it was harvested.

Seafood Sustainability

Retailers Respond to the Need
for Sustainable Seafood

Photo Credit: Grant Stirton

Navigating Through 

Troubled Waters 

To respond to this need, retailers are using a variety of
methods including images of the fisherman and scannable
QR codes that will take consumers on a virtual journey from
catch to plate.  “If people know that their seafood can be
traced back to when and how it was caught, it helps increase
their confidence in the product,” says Kurtis Hayne,
sustainable seafood market analyst, SeaChoice. 
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Leveraging the Label 
Providing consumers with the detailed

labels helps engage the shopper and can
help increase brand trust. “We’re starting to
see more of today’s retailers furthering their
commitment to sustainability by sourcing
and selling products that are completely
sustainable. Education is key and we’re happy
to see retailers emphasizing this importance
to their consumers,” says Hanus.  
The label is one of the best ways to inform

the consumer of which option in the seafood
aisle is sustainable including listing the
location, type of fish and method of catch.
Current legislation requires that both the
common name and country of origin are
displayed on the label. The challenge with
this is that it only provides a part of the
picture, and may not answer the consumer’s
sustainability question.  “Key information is
not available on the package, including species
name, and how the fish was caught,” says
Teddie Geach, seafood specialist, Ocean Wise.  
Not every consumer, wants to engage in a

seafood conversation but they still may have
questions that they are looking to have
addressed.  Having point and sale information
on label, cards, including identifying the
more sustainable options, will help the
consumer make their purchase decision. 
“Shelf advertisement should not be

exclusively focused on price point,” says
Koller. “Instead use the spot to communicate
the story of the product, and have it on the

shelf in a visible space with an emphasis on
sustainability, whether it’s wording “ocean
friendly tuna” or a recognized third party
certifier.” Secondary placement on the end
aisle also works well to showcase sustain-
ability as it will draw the consumer’s
attention to the product. 
Retailers can strategically use merchandising

to share their commitment to sustainable.
This could include visually displaying their
sustainability policy, highlighting the
applicable products and sharing the story so
that consumers can foster a connection with
the seafood that they are buying.  

Educate and Inform 
The fish monger can also help educate the

consumer and provide confidence on what
the retailer’s sustainability policy means.
“Consumers want to know where retailers are
at with their sustainability, this includes even
stating how much of the seafood that they
sell is meeting their goals,” says Hayne.
Consumers are looking for suppliers that they
can trust which includes having a robust
policy that includes being able to trace the
food source. “Consumers expect that the
merchandiser has that knowledge,” says Geach.
“We can provide education and training
materials to our retail partners so that they
can better meet the needs of their shoppers.”
Shoppers are actively seeking out

sustainable options, it is up to the retailers
to respond to their needs.  ●

Product 
Showcase

Brand Awareness 

Help your consumer easily identify
their sustainable options with Gold
Seal MSC certified Sockeye Salmon.
Wild harvested from Canadian and
Alaskan fisheries, it’s delicious
flavour is the perfect compliment
for pasta or salad. 

Tuna Tales
Consumers will gravitate towards

both the story and taste Ocean’s
Chunk Light Tuna.  Caught by the
free-swimming method, this
sustainable canned product is a
must have on your grocery shelf. 

Delicacy from 
the Sea

Delight your consumer’s palate
with 100 per cent natural, MSC-
certified Clearwater’s premium
scallops will delight your con-
sumer’s palate.  Sustainably
harvested from the Canadian North
Atlantic, these scallops are fresh
frozen within an hour of harvest. 

Ready to Eat 
Clearwater’s Bacon Wrapped

Sea Scallops beautifully merges
sustainability with convenience.
This user-friendly product, will
delight your consumers with it’s
easy to use format. 

Straight from 
the Wild 

MSC-certified and ready to serve,
Clearwater’s Canadian Coldwater
Shrimp will respond to your con-
sumer’s need for a fast, sustainable,
seafood option.  Cooked, peeled
and frozen, Coldwater Shrimp will
offer your shoppers a domestic
shrimp that is packed with flavour. 

Informed Choices
Educate your consumers on sus-

tainable options with Ocean Wise
Sustainable Seafood pamphlet. This
brochure will provide consumers
with 10 choices that are abundant,
resilient, and sourced in a way that
preserves the ocean habitat. 

        
    

      

T             Live: 7    

  

    

 

   

 

  

  
 

Feel Good Fuel
oceanbrands.com

Ocean’s offers the widest range of Ocean friendly tuna in Canada. 
We are committed to responsibly sourcing our products from 

fisheries within regions which can maintain sustainable 
numbers of tuna, and protect marine reserves.

OCEAN FRIENDLY TUNA
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Most grocery stores have an
aisle sign that reads “coffee
and tea”. Tea is an expected

staple on shelves but what tea-drinkers
desire is changing due to the tastes of
Millennials and those looking for a
diverse tea experience.
Grocers, suppliers, associations and

others in the industry are seeing the
changes. Bruce Hanna, grocery merch-
andising manager for Buy-Low Foods/
Nester’s Markets credits specialty tea shops
for some of the shift in tea expectations.
“The loose leaf segment of the tea

category is an area that is really gaining
popularity especially amongst the

millennial generation,” he says. “Retail
tea shops such as David’s Tea have no
doubt helped gain exposure and
momentum for this category in retail
grocery stores.”
There’s plenty of room for everyone in

this established category with growing
segments. Nielsen’s 2015 Tea Survey for
the Tea Association of Canada found that
55 per cent of Canadians drink tea at
least once a week with those age 29 and
under doing so more than other age
categories. Western Canada is second
highest in Canadian regions with “at least
once a week” tea-drinkers.
Brian White, national sales manager,

Canada for Traditional Medicinals is also
seeing the movement caused by millennials.
“Younger millennial shoppers continue

to have an increasing impact on sales and
are on track to surpass Boomers as the
largest consumer group by 2020,” he notes.
“This generational shift is driving increased
sales of natural food and beverage offerings
because Millennials are willing to pay more
for organic and non-GMO products.”
Millennials are bringing tea into their

routines notes François Deragon, national
sales and business development manager
with Trans-Herb Four O’Clock .
“The Millennials are adopting the tea,

especially in the afternoon,” he says.

Tea Report

Millennials are 
changing the
makeup of the 
Tea Category 
and what drinkers
expect on shelves.

The Consumer’s    
Steeping Interest
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“In the morning it is the coffee and in
the afternoon it is the tea.”
Other tea producers are seeing similar

trends; not only towards the often
considered less-rushed beverage, but also
to more variety in it. Chuck
Corrigan, beverage manager
for key products with C.B.
Powell attests to the need
for greater selection. 
“What’s new is a much

wider variety of offerings of
flavours in terms of additives
to the basic tea plant, but
also the variety of herbal
teas,” he says. “So there’s a
lot more interesting and tantalizing
ingredients that go in to expand the taste
buds for tea lovers.”
Herbal teas are on the rise in part due

to taste profiles, but also due to the health
aspect, according to Louise Roberge,
president of the Tea Council of Canada. 
“What I see in the tea leaves in the

future is a variety of teas and the increase
of consumer interest in herbal
teas,” she says. “Consumers
are looking for healthy
choices. Tea has no calories
and is full of antioxidants. It
has less caffeine than coffee
and herbal teas have no
caffeine.”
White notes the herbal and

wellness-type teas are bringing
growth to the category to

offset the decline in regular tea. 
The desire for health benefits is also

seen by Amy Austin, marketing director
with The Stash Tea Company. 

“One of the biggest trends that we are
seeing right now is for teas that offer
functional benefits along with great
flavour,” she says. “There has been a focus
on reducing sugar in diets and tea is
looked to as a delicious and healthy
alternative to sugary drinks.”
Obviously taste is a big part of what

causes a tea drinker to reach for their
next beverage, but other factors are at
play as Stacey Toews, co-founder and
communications catalyst of Level Ground
Trading explains.
“The ethics often found in the coffee

industry are catching up in the tea industry
now,” he says. “I would want more
thoughtful practices put into place [in
terms of tea buying and sourcing].”
Marcela Giraldo of Hain-Celestial Canada

is seeing this trend too and notes it has
driven Hain-Celestial’s decision to launch

Buy-Low Foods/Nester’s Markets suggests placing new teas and innovative products at chest to
eye level and giving traditional options less prime real estate.

C.B. Powell notes that there is a much 
wider variety of offerings of flavours and 
tantalizing ingredients.

Louise Roberge, president,
Tea Council of Canada

Traditional Medicinals notes that 
Millennials continue to have an 
increasing impact on sales.

Join the leaders of the Canadian Grocery Industry 
as they gather to recognize and celebrate 

new product innovation!

Discover Innovation

#RCCGrandPrix16     @retailcouncil

Order your gala tickets today at rccgrandprix.ca
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four varieties of premium organic teas. The two green tea varieties
are also Fair Trade certified. 
Transparency in ingredients continues in this vein, notes

Austin. She says consumers want more information about the
products they consumer and seek clean, natural ingredients.
An increase in flavours, expectations of loose-leaf, demands

for ethical products, popularity of the pyramid shaped bag – it
can all be confusing for the consumer – and the retailer. Giraldo
suggests retailers bring variety and uniqueness to their shelves
to capture consumer interest. 
Hanna adds that some retailers have been slow to adopt more

loose leaf options as many are focused on the black and herbal
tea sales volumes. If retailers are to gain more Millennial shoppers,
they must make changes. Corrigan is seeing an expansion of tea
spaces by savvy retailers.
Yet, this must be done carefully, Toews outlines. “Customers

can feel overwhelmed by the number of teas on the shelf,” he
says. “A consolidated, visually appealing – as opposed to
overwhelming – tea section is important.”
More space must be given to herbal, healthful and innovative

varieties and as White explains, natural and organic products
must be incorporated into the main tea section rather than in a
“natural” section. 
Toews encourages grocers to incorporate loose-leaf varieties into

the tea section not only because of the growing interest, but also
because there is a greater quality of flavour with loose leaf teas.
Hanna feels new teas and innovative products are best at chest to
eye level with the traditional options taking less prime real estate.
He also points to demos as an important opportunity.
Tea may be a long-standing staple in pantries and on grocery

shelves, but with the demands of Millennials and other tea
drinkers, changes within this category must be reflected on
shelves to capitalize on trends.  ●

Francois Deragon, national sales and business development manager,
Trans-Herb Four O’Clock.  Trans-Herb Four O’Clock is seeing millennials
bring tea into their routines; especially in the afternoon.

Level Ground Trading notes that the ethics seen in the coffee industry
are now catching up in the tea industry.
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In 2014, the province of Saskatchewanaccounted for four per cent – or $3.7
billion – of the country’s total food

and beverage processing industry, accord-
ing to Statistics Canada’s Annual Survey
of Manufacturing and Logging. This was
the smallest amount registered of all the
provinces, close only to Manitoba at $4.6
billion and 4.9 per cent of the total. But,
thanks to recent innovative programs
within the province of Saskatchewan, this
number is about to change.

By the Numbers
As of June 2016, the Government of

Saskatchewan identifies its food proces-
sing sector as a $4.2 billion industry
that accounts for more than 300 processors
and employs over 5,000 people. The
Government’s Provincial Value-Added
Agriculture Strategy, which was im-
plemented in 2012, aims to increase total
revenues to $6 billion by 2020. The Strategy
identifies many opportunities for this
growth, such as: pulses; meat processing

and slaughtering; specialty fruit products;
specialty and gourmet foods; animal feeds;
pet foods, nutraceuticals and functional
foods; medicinal and culinary herbs; spices
and essential oils; and non-food and
traditional-food products. 
“Saskatchewan is perfectly positioned

to meet nutrition needs around the world
— and it all comes naturally,” states a
recent Government Food and Beverage
Processing Report.
Saskatchewan’s retail industry is also

strong. According to Statistics Canada,
the province’s total supermarket stores
had operating revenues of almost $2.5
billion in 2012. Convenience and specialty
food stores added another $261 million.
By comparison, the province of Manitoba
reported total supermarket stores with
operating revenues of $2.9 billion.
Convenience stores and specialty food
stores accounted for another $317 million.

Provincial Report - Saskatchewan By Melanie Franner

Growth ahead for Saskatchewan food industry.

VALUE-ADDED

The new Agri-Food Innovation Centre opens in March 2017.

The new Food Centre has helped develop and
process over 750 products for 275 clients
since its inception. 



When you think about quality and integrity...a broad range of products...
longevity in the industry..and the ability to keep pace with consumer 
demand...think of Star Egg first.  Star Egg continues to be a thriving 
Canadian mainstay in egg supply since 1966.  We exceed customer

expectations by providing reliable, on-time delivery of fresh product.
These are just a few of the many reasons why more companies choose us 

for their private label, branded product and food service needs.  

It’s not a question of whether the chicken or the egg came first.
The question is whose eggs do you want in your basket?

We think it should be ours.  

Star Egg...always first.

ALWAYS FIRST

CONTACT US TODAY
Phone: (306) 244-4041
Fax:        (306) 664-6619
Web:     staregg.ca

          

The Differentiator
One key ingredient for growth that

Saskatchewan has at its disposal is the
Agri-Food Innovation Centre, a $16 million
new facility aimed at providing full-service
assistance to food processors to develop
and commercialize value-added products
for domestic and/or international markets.
“We will offer a range of new and improved

services,” states Carmen Ly, director,
Saskatchewan Food Industry Development
Centre Inc. These services will include: improved
analytical labs to support industry; a new
incubation processing facility for product and
process development; a new commercial
kitchen for incidental SMEs; a commercial
incubator for pulse and cereal processing; and
multi-tenant incubation sites for start-ups
and market expansion. “Our focus is to drive
innovation in the food industry in
Saskatchewan. Whether it is snacks, meats,
condiments or other types of products, our
mission is to provide expertise and services
to the agri-food industry to develop new
products and market opportunities.”
According to Ly, the new Food Centre has

already helped develop and process over 750
products for 275 clients since its inception.
This latest expansion involves the

construction of a new facility which will be
fully operational by the summer of 2017.
The existing federal facility on the University
of Saskatchewan Campus will remain
operational with a focus on meat and dairy.
“With the new move and service offerings,

the Food Centre will focus its efforts in
expanding our capacity and technologies
in drying, extrusion, packaging, processed
foods and fruit and vegetable processing,”
adds Ly. “Other areas include bakery, snacks
and ingredient development.”

Ready, Set, Go
One locally grown company eager to

get started with the new Food Centre is
Drake Meats, a medium-sized, third-

generation operation with roots going
back to 1949.
“On the slaughter side of the business,

growth has been quite small over the last
few years,” states Kelly Ediger, CEO and
president, Drake Meats. “On the meat
processing side, things have been strong.”
According to Ediger, Drake Meats prides

itself on meeting consumer demand for
high-quality products in areas like natural

Drake Meats meets consumer demand for
high-quality products in areas like natural
and lean meats.

Kelly Ediger,
CEO and
President,
Drake Meats.
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You don’t have access to a full suite of
data?  Don’t use that as your reason for
not doing category management – lim-

ited data may limit your approach, but it cer-
tainly doesn’t mean that you can’t “do” cat-
egory management.  For perspective, “back in
the day” when I was (much) younger, in my
early days at P&G, we (gulp) received our
first views of item rank data in a hardcopy
report that we had to re-type before we could
analyze it.  We threaded together the pieces
of data we could get our hands on, looking
for insights about the category that gave us
new knowledge.  And that’s the approach
that you need to take when you’re in a lim-
ited environment in today’s world.
Category management is a strategic

approach to managing your business – and
one of the most important requirements in
category management is data. In a “perfect
world” you would have access to:

* Retail POS Data
* Syndicated Market Data
* Consumer Panel Data
* Transactional & Loyalty Card Data
* Tactical Data

But in reality, many of us find
shortcomings in our data — whether it’s
driven by the region or industry you’re in,
your budget or specific category data gaps.
The opportunity? Bridge those data gaps

as much as possible, and continue to evolve
your approach to move to more fact-based
and strategic approaches using the category
management foundations.  Don’t use limited
data as an excuse!

What are the Most 
Common Examples for
Limited Data Scenarios?

1. Your region or industry 
has limited data. 
Depending on your region, categories or

industry, you may have access to less reliable

data sources, some data sources may not
be available at all, there may be little or
no data sharing between retailers and
manufacturers for POS data, or you only
have a limited view of POS data based on
what the retailer shares with you.

2. You have a limited budget     
(...who doesn’t?). 
Data is expensive, data budgets are being

squeezed and data is getting more complex
and more expensive. There are also more
data choices available (particularly focused
on shopper), and unfortunately it’s usually
a matter of figuring out what we can cut
that will hurt us the least.

3. You have specific category data gaps. 
Coverage may be low or non-existent in

some categories and channels. Also, there
are perishable, general merchandise and
other categories that may not be available
through traditional data sources, or where
the data is limited.
Sound familiar? The good news is that

limited data doesn’t mean you can’t do
category management – it just means that
you have to get more creative and rely
more on ad-hoc research, audit data and
even supplier shipment data.

Limited Data Example: 
No Consumer/
Shopper Data

One of the objectives in catman is to
identify and understand the target
consumer/ shopper. Kind of difficult to do
if you don’t have any data. Many
organizations find themselves limited in
shopper data.  Here are some ideas for you
to consider to help bridge the gap.

CONSUMER DATA: derived from consumer
panel data to get a perspective of the
consumer and their purchase behaviour
across retailers/banners/geographies and
categories /subcategories/brands.

SHOPPER DATA: derived from Retailer POS
data and loyalty card data. If you don’t have
access to consumer or shopper data, think
about using location intelligence. This really
cool alternative can increase understanding
of the consumer by using mapping software,
adding in local census data, and then adding
in any type of store level data.

Location intelligence requires two different
types of relatively easy to access data,
including:

Category Management

By Sue Nicholls

Stop Using “Limited Data” as an Excuse
to Not Implement a Category Management Approach!

and lean meats, as well as in conveniently sized packages.  
“The new Food Centre, of which we plan to be a part, will

bring new opportunities for companies like ours that are looking
to expand into the federal and national markets,” he states,
adding that Drake Meats currently operates under provincial
jurisdiction and sells only within the province of Saskatchewan.  

More to Offer
Another advantage inherent within Saskatchewan’s food industry

are organizations like Star Egg Company Ltd. and Ag-West Bio. The
former is involved in the production, grading and distribution of
shell eggs in Western Canada. It provides retailers with private
label and branded products of all varieties, including Classic White,
Omega 3, Vitamin D, Enriched and Free Run/Range, and Organic.
“Star Egg offers Saskatchewan egg producers the opportunity

to have their product procured, handled and distributed locally,”
states Shawn Harman, director of business development, Star Egg
Company. “This benefits Saskatchewan, as the economic activity
takes place within our borders.”
The company’s production facilities use conventional, enriched,

free run and free-range systems. It has grading equipment in
Saskatoon to wash, sort, weigh, grade and package eggs.

“Future growth within this industry will be provided by
innovative product development,” says Harman. “Our industry is
committed to producing a quality product with the highest food
safety, sustainability and animal-welfare considerations.”
AG-West Bio has operated as Saskatchewan’s bio-science industry

association and bio-economy analyst since
1989. Its mandate is to build connections,
help move research to market, and grow bio-
business in the province.
“Getting together face to face is essential

for building relationships and making
connections that grow businesses,” states
Jackie Robin, communications director, Ag-
West Bio. “We connect companies with
advisors from our large network of industry
contacts. Through the Raj Manek Mentorship
Program, we link entrepreneurs to
experienced mentors and training.”
Ag-West Bio also sponsors networking

events, provides advisory input, helps develop
sounds business plans and provides early-stage investment capital
for innovative initiatives. 
“We also partner with the Saskatchewan Food Industry

Development Centre, POS Bio-Sciences and the Department of
Food and Bioproduct Science at the University of Saskatchewan
to co-host meetings and workshops, and to lead to incoming
missions,” adds Robin.

Past successes of Ag-West Bio include the seabuckthorn,
Saskatoon berry, plant protein, fresh produce, and nutraceutical
industries, where the organization has made specific investments,
networking and input services to many small companies.
Ag-West Bio is also involved in the Protein Highway Initiative, a

U.S.-Canadian initiative to take advantage of the capacity of growing
plant-based proteins in Canada’s Prairie provinces and the American
Midwest. Ag-West Bio also serves as the Western node of Natural
Products Canada, a national organization designed to stimulate
growth by supporting the development of promising new technologies.

More to Come
With so many promising initiatives underway to support growth

and development, Saskatchewan’s food industry is all but guaranteed
to grow in the coming years. A focus on specific foods — such as
plant-based proteins — combined with a continuing emphasis on
product and process development, can’t help but create an ingredient-
rich recipe for resounding national and global success. ●

Star Egg Company Ltd. provides Saskatchewan egg producers with the 
opportunity to have their product procured, handled and distributed locally.

Wilf Keller, president
and CEO of Ag-West
Bio, Saskatchewan’s
bioscience industry
association.

Innovation Place and the University of Saskatchewan are the hub of
Saskatchewan’s bioscience activity. photo credit: Canadian Light Source
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It’s not 
a box. 
It’s a 
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Canadian corrugated 
is a billboard for your 
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and new. 

Proud supporter of the Paper & Paperboard 
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PERFORMANCE DATA:
Includes shipment, warehouse, direct store
delivery (DSD), Nielsen/IRI and retail sales
data — any data sources that you have
access to at a zip code or postal code
level (for example, by store).

INSIGHTS DATA:
Includes census data, store locations,
spectra, etc. — based on your specific
business issue. Some of this information
is quite easy to access, particularly if you
have any type of census data available in
your market.

Then you can complete your spatial
analysis, which helps you identify your
target consumer, what they buy and where
they buy, your competition, retail store
clustering opportunities, category seg-
mentation, etc.
“Not all category management is created

equal.”Based on the fact that MOST
organizations have limited data in one way
or another, all approaches to catman work
aren’t the same. Therefore, not all category
management can be created equal (makes
sense, right?). A great way to think about
this is through a tiered approach.

THE TIERS 
OF CATEGORY 
MANAGEMENT:

In Tier 1, there is limited data,
lower levels of collaboration
between retailers and
manufacturers, inexperience
and limited skills with category
management.

Tier 2 builds on Tier 1, with
more access to data, and
increased collaboration.

Tier 3 is the most advanced
category management, with a
robust data set, extensive
resources, and high levels of
collaboration between the
retailer and the vendor.

Different retailers, different manu-
facturers, and different categories may
appear in different parts of the
continuum based on a combination of
these requirements. The outputs from
being in a Tier 1 environment due to
limited data will be fact-based and
strategic, but not to the same level of
sophistication as companies who have
access to a full suite of data.  So if you
have limited data, you can do category
management — but most likely in a
Tier 1 type of environment (with less
detailed outputs than in a Tier 2 or 3
environment). It’s a matter of
understanding your limitations based
on the data gaps that you have, and
establishing realistic expectations for
the outputs associated with a more
basic approach.
Stop using “limited data” as your excuse

for not doing category management —
there are ways that you can make better
fact-based decisions based on the data
that you DO have access vs using the gaps
that you have as a barrier. ●

Sue Nicholls 
is the founder of 
“Category Management 
Knowledge Group”, 
an online, accredited 
category management
training company.  
She can be reached at
sue@cmkg.org.
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In the simplest sense of the word, distribution in the grocery sector means getting product from the manufacturer
to the retailer as efficiently as possible. But the team at Star Marketing, which is currently celebrating its
40th anniversary, has taken the discipline to new heights with unique operational efficiencies and value-added

service — all in the name of making each brand it represents a retail success.
Plus, they’re having tremendous fun doing so.
So much fun, in fact, that boardroom meetings are frequently punctuated by laughter and jesting. But while the

senior management team of Randy Gaudette, Dennis Hunt, Kyle Leslie, John Vuckovic, and a host of office and
warehouse staff enjoy the easy rapport that comes from a mutual passion for the grocery industry, they have spent
considerable effort positioning their Surrey, B.C.-based company for future growth.

Profile

(Left to right)
John Vuckovic, 
director of category insights, 
Randy Gaudette, president, 
Dennis Hunt, vice-president of sales, 
Kyle Leslie, vice-president 
of business development.

Photography: Phillip Chin

By Robin Brunet
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President Gaudette explains, “In the
past few years we injected new blood into
the company by bringing aboard Kyle and
John, our vice-president of business
development and director of category
insights respectively. They in turn used
their technical and sales expertise to
double our business.”
“This was followed by a move last year

into a new 36,000 square foot head-
quarters, with the overall goal of providing
even better value to our clients as well as
growing our national presence.”
Star’s tech achievements are impressive.

To take one example, Leslie and Vuckovic
created a custom iPad app in which data,
promotion, and product information are
pushed to tablets in real time, allowing for
orders from retailers such as Safeway,
Loblaws, Walmart, and Save-On-Foods (to
name just a few) to be electronically

submitted to the Star warehouse, where
they are picked and ready for the next
delivery. “It’s been a huge asset to us and a
far cry from the pre-Internet days when we
would take hand written orders and pick
them at the warehouse, a process that took

(Left to right)   Kyle Leslie, vice-president of business development Randy Gaudette, president.
Dennis Hunt, vice-president of sales, and  John Vuckovic, director of category insights.

“The move to the new 36,000
square foot headquarters, 
provided even better value to
our clients as well as a growing
our national presence.”
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forever,” says Gaudette. The duo also
recognized that the company needed to
invest in information systems in order to
go to the next level. Star implemented a
custom designed business intelligence
solution that is managed in-house, which
properly utilizes the data mine of
information that was not being used
efficiently. “We feel that our reporting
systems that we use today are the best in
the industry. In the old days information
requests from our manufacturer partners
would take days to compile. Now, we have
all of the information at our fingertips with
a few clicks of the mouse. It only takes a
matter of seconds,” says Gaudette. “The
result is increased transparency and better
relationships with customers, easier decision
making and strategic planning, and the
ability to spot opportunities,” says Vuckovic.
Analytics, brand management, and even

tailored displayer/shipper/display-ready
pallet manufacturing are among Star’s
services. However, despite this broad scope,
one is enveloped by a cozy ambiance upon
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meeting the senior managers in their
Surrey headquarters. 
In short, Star has achieved the enviable

balance of developing to the point where
it is a formidable presence in the grocery
distribution sector, but not so big that it
sacrifices the hands-on attention required
for brands to build their success.
Not surprisingly, while Star’s long-time

clients include Mezzetta and more
recently Nuts to You Nut Butter Inc. and

Better than Bouillon, management is
adamant about keeping the volume of
their portfolio at a manageable level,
currently 50 brands. “Long ago we decided
we didn’t want to be everything to
everyone; instead, we wanted to do more
with less,” says Gaudette. 
This is keenly appreciated by Ontario-

based Nuts to You Nut Butter, which has
enjoyed 27 years of strong sales across
Canada but last October chose Star to be

“We feel that our reporting
systems that we use today are
the best in the industry.
The result is increased transparency
and better relationships with our
customers, easier decision making
and strategic planning, and the
ability to spot opportunities.
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its grocery channel distributor in the west
and to grow business even more. “Kyle
became our brand manager, and with a
single grocery channel distributor we are
represented directly to the banners and
key accounts,” says Nuts’ Sales & Marketing
Director, Anne Lawrence. 
She adds, “Star’s people are very well

connected and totally transparent in their
dealings. Plus, they’re efficient. In a few
short months we’ve already reviewed our
listings base, completed our 2017 brand
planning, and are in the midst of developing

off-shelf displays for our products.”
Star in 2017 is operating at the top of

its game, but Gaudette freely admits that
40 years of operation have included sizeable
challenges. Sitting in the boardroom with
his colleagues, he good-naturedly says,
“Ask us about the time we represented the
Atkins brand” — to which Hunt winces
and Leslie and Vuckovic laugh. 
Star Marketing was established in 1977

and quickly evolved to become a complete
warehousing and distribution services
provider throughout western Canada. But

as Gaudette recalls, “When two key clients
moved on, we realized it was time to be
creative. Fortunately, Gerry, Dennis and
Kevin joined our team and brought with
them eight significant brands — and that
helped turn us around.”
Between 1985 and 1990, under the

leadership of  Gerry Hutchinson, Dennis
Hunt, Randy Gaudette, and Kevin Leask,
the company moved three times in order
to accommodate growth. As is the case
today, they sought high-quality products
just slightly enough off the main stream

to be unique, but not so niche that they
wouldn’t have strong consumer appeal. 
Leask told a reporter in 1990, when Star

represented the likes of Bigelow teas and
Mrs. Cubbison, “The companies we represent
listen to us, and we help them develop the
market for their product.” He added that
strategies such as in-store demos were used
extensively by Star to acquaint consumers
with new products, gauge their response,
and provide feedback to clients. 
Even back then, Star’s attention to

detail was forensic. Hutchison said, “Within
a single province there are noticeable
differences in tastes. You have to be aware
of these subtle differences. We recognize
this diversity by using resident sales people
in each region who know their market.”
With a close finger on the pulse of

consumer preferences, Star was able to
correctly anticipate emerging trends —
which is why in the early 1990s it became
a distributor of natural foods. The Nile Spice
line of instant soup was a key client, and it
became one of the first `healthy’ soups to
gain mass-market appeal. Today, of course,
Star’s portfolio is replete with health-
oriented brands, from Traditional Medicinal
Tea to SweetLeaf stevia and Kii Naturals. 

Star Marketing 
was established in 1977
and quickly evolved to become 
a complete warehousing and 
distribution services provider
throughout Western Canada.
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However, Hunt points out that building Star’s stature required
long hours and lots of travelling. “I lost out on a lot of family
time,” he says, to which Gaudette adds, “We shared the samevision of what Star could be. It was a matter of survival — and a
certain sense of pride.”
As for the Atkins roller coaster ride, representing the Atkins food

brand at the height of the diet craze in the late 1990s added $5
million to Star’s ledger; but when the craze came to a crashing halt,
so did sales. “We went from scrambling to meet demand to not
being able to sell even at a significant discount,” recalls Gaudette. 
That said, Star’s setbacks are eclipsed by its phenomenal track

record in brand enhancement. By identifying key distribution
gaps with the La Tourangelle brand and maximizing activity via
the development of a promotional calendar, Star was able to help
La Tourangelle gain over 3,000 distribution points in the first
year of representation.
By partnering with Motts to offer consumers a free bottle of

Louisiana Gold Premium Pepper Sauce attached to bottles of Mott’s
Clamato, Star raised the profile of the hot sauce; and when theprevious Canadian distributor for Australia’s Real Foods Corn Thins
abruptly closed, Star quickly dispatched five key account managers
and 20 retail specialists to ensure that the product was available in
stores with no break in supply; Star then built the distribution so
that Corn Thins enjoyed a 20 per cent sales growth in the first year.
J.B. Weiler, vice-president of sales for GH Cretors (whose single

serve size of its GH Cretors Chicago Mix benefitted from Star
creating cross-promotional opportunities with the Coca Cola
Company), calls Star “an incredibly dedicated, data driven and
focused organization. Star’s relationships with retailers and in
depth sales coverage are unequaled in Western Canada.”
In the spirit of doing whatever it can to support brand success,

a portion of Star’s warehouse is dedicated to displayer/shipper/display
ready pallet manufacturing, built to suit. “It complicates our
business, but it’s valuable to our many clients who don’t have
multi-million dollar marketing budgets and need to stand apart
from the competition,” says Leslie. A total of over 7,800 shippers
were built last year alone in our building.
Gaudette and Hunt credit Leslie and Vuckovic (who replaced

the retired Leask and Hutchison, and whose resumes include
management stints at PepsiCo Canada and SunRype) for doublingbusiness over the past five years; other `new blood’ includes
Trade Marketing Manager Kurt McKenzie and Vice-President of
Sales East JP Lacroix.
Lacroix, who is based in Ontario, says, “Prior to joining Star

late last year, I worked for Danone, and Star was instrumental in
giving us account management representation when we decided
to establish a retail presence in the west.”
Lacroix is eager to help grow Star’s eastern presence. “The

opportunities are amazing, with Ontario, Quebec, and the Maritimes
representing 66 percent of Canada’s total grocery dollar sales. Plus,
given that so many of the brands Star represents come from Australia,
the U.S., and other countries, Star can introduce new products
across Canada rather than being confined to regional representation.”
As Star prepares for new successes, Gaudette cannot help but

recall the early days of building the company’s portfolio. “Our greatest
strengths have always been in collaboration and taking a full service
transparent approach to our work,” he says. “We’ve undergone a lot
of changes and now have incredible technology at our fingertips, but
our operating philosophy remains the same. And it’s this philosophy
that will carry us forward in the years to come.”  

●

40 years in Canada!
Congratulations to our partner

Star Marketing
Looking forward to your continued success
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Dana McCauley 
is a Canadian chef, food writer,
food trend tracker, spokesperson,
and international corporate food
consultant. She is currently
president of Dana McCauley &
Associates Ltd., a company based
out of Maple, Ontario that provides
services to the food industry
including grocery product
development, recipe writing and
research, food writing and food
trend tracking and analysis.

As a food trend consultant, can
you explain what SIAL brings to
the Canadian marketplace and 
why it is important for industry 
to get involved?
As an international show that is focused

on innovation and hosts events around the
world, SIAL provides two important

functions to the Canadian Marketplace: to
bring worldwide perspective to Canadian
show attendees which provides valuable
inspiration and insight to people working
in retail and manufacturing; secondly, the
show gives food business professionals of
all kinds a place to show case their ingenuity
to the rest of the country. I attend each
year to see how companies of all sizes are
addressing market gaps and attempting to
capitalize on the latest trends. 

More specifically, how does 
SIAL help spur innovation in the
Canadian food industry?
Not only does SIAL give attendees a

chance to see new things that can inspire
them, it is also a great networking activity.
If you have an idea but don’t know how
to commercialize it, you may walk the
floor and find suppliers, co-packers and
partners who can help you to take you
from idea to concept to shelf. Canada is a
big company and the pace of the food
business doesn’t often allow time for
networking and collaboration.

What major food trends can we
expect to be uncovered at the event?
Now that’s the magic question!

Submissions are for the SIAL innovation
awards are just starting to roll in and
I expect there to be lots of surprises;
however, I’m also expecting to see many

Q&A By Frank Yeo

SIAL Focuses on
Innovation:
A Q&A with Industry Experts
This May 2 -4th 2017, SIAL Canada is returning to Toronto, expected to
break records again with over 240,000 sq. ft. of exhibition space and
over 17,000 attendees from Canada and a host other countries. 

Western Grocer had the opportunity to meet up with two of the
leading experts in food and health trends to discuss what 
SIAL can offer to attendees. 

submissions that address key consumer
pain points such as lack of time and
concern about health and nutrition. The
information gathered at SIAL often
validates the insights I have about
what will be next to mainstream. Once
I see a food manufacturer trying to
bring a foodservice trend to the grocery
space, I know that there is momentum
behind it. 

How will these trends effect
different segments of the industry
from foodservice to grocery to
food manufacturing?
All facets of the food industry have

been responding to the demands for
convenient, healthier, fresher products
for many years. These aren’t trends; they
are consumer forces. To that end, I think
you’ll continue to see a blurring between
channels. Grocery and foodservice are
both chasing the same dollar in urban
areas already and they will continue to
be vying for each other’s share of the
consumer’s food dollar. For manufacturers,
this creates some interesting opportunities
to structure their sales and R&D teams
differently. Such teams can’t focus
exclusively on one channel or the other
any longer. They need to know what
drives mom to buy a take and bake pizza
at the grocery store on Monday and order
delivery pizza on Friday. 



62 WWW.WESTERNGROCER.COM

WELLPICT.COM

CONSUMERS ARE ADDING MORE BERRIES TO THEIR DIET.
So we’re doing all we can to be the number one choice for moms,
foodies, athletes and kids. From promoting our delicious health
benefits, to providing helpful consumer tips and recipes at
WellPict.com, our name will be on everybody’s lips all year long.

It has been driven home that calcium and
vitamin D may prevent osteoporosis, while
protein refuels muscle after exercise,
probiotics assist with gut and immune health,
omega-3 fatty acids promote brain development
and memory, and beta-glucans found reduces
the risk of heart disease. In response industry
is developing new products and reformulation
existing products for consumers who are
searching for more everyday foods that taste
good and are nutritious.
The preference for whole, simple, alternative

protein and transparent ingredients will drive
continued growth for seeds, nuts, and pulses
to be planted in many innovative products
including bars, breads, and baked goods. Look
for these innovations throughout SIAL.
Nutrient-rich algae are a hot new plant-

based ingredient for 2017. With the rising
popularity of vegan diets, the market for
algae ingredients is only likely to increase.
Plus, it allows for people with fish and
seafood allergies to consume another
source of omega-3 (which promotes heart
and immune health). 
This year turmeric is predicted to climb

to the top of spice racks across Canada and
USA. A relative of the ginger plant, turmeric
has a distinct taste and gets it vibrant yellow
colour from its active ingredient curcumin.
Curcumin is known for its antioxidant and
anti-inflammatory properties. Both are
recognized to promote heart and immune
health. Keep an eye out at SIAL for functional
beverages featuring active ingredients like
turmeric and probiotics. 

What About the Trend Towards
Clean Ingredients?
Options for ingredients and products

with prebiotics and probiotics continue
to grow as consumers are aware of the
importance gut health and are making
food choices based around what they think
will make them feel better. 
Consumers are increasingly personalizing

their own nutrition intake, but they need
options that taste good and are convenient.
Industry is responding to this marketplace
and will be showcasing their ingredients,
products and solutions at SIAL. Also, there
will be the opportunity to hear interesting
panel discussions at the SIAL Central Expert
Hub addressing the convergence of several
market trends including health. 

How will Food Waste and
Sustainability Factor in?
Food waste reduction continues to be

part of a larger sustainability theme of
how to decrease all environmental inputs
across the entire food value chain. It’s
important to consider the many pieces of
that equation including water usage, farming
practices, carbon footprint, packaging, and
recycling. In spring 2014, Intermarché, the
third largest supermarket chain in France,
developed an imaginative marketing
campaign, Inglorious Fruits and Vegetables,
to sell so-called inferior produce at a 30 per
cent discount. The move has been a win-
win-win for everyone: farmers have sold more
of their crops, consumers have had smaller
grocery bills and Intermarché has increased
its business. Clever campaigns such as
Intermarche’s capitalize on the growing social
movement to reduce food waste and on
consumers’ willingness to buy nutrient-dense,
misshapen vegetables for a lower cost.
The FDA and the USDA have established a

joint goal to reduce food waste by 50 per cent
by the year 2030. With approximately 40 per
cent of food in the U.S. going to waste,
innovative food companies are increasingly
creating tasty food options using the whole
fruit and vegetable - from seeds to rinds.
Consumers have already weighed in and

are making their food decisions based on
where and how their foods are made,
grown, raised and by whom. In 2017, it
will be vital for the food industry including
manufacturers, and retailers to implement
food waste reduction practices and
communicate this to their customers.
Industry is responding to this marketplace
and will be showcasing their ingredients,
products and solutions at SIAL.   ●

Jane Dummer
is a food consultant and registered
dietician based in Kitchener whose
company strategizes with
companies, associations and
corporations for solutions from
“the pod to the plate”.

As a health expert, can you
describe how the health trend has
changed the focus of the food
industry and how this has been
reflected at SIAL?
We know that a poor diet, lack of

exercise, and stress can lead to an increase
in inflammatory related conditions which
are key factors in lifestyle diseases
including heart disease and type 2 diabetes.
Consumers are becoming more aware of
how diet influences short- and long-term
health and wellness. In response, many
are seeking nutrient-dense foods to attain
benefits beyond basic nutrition. Industry
is responding by creating and reformulating
products targeted at health. 
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in thebag

Saunders Family Farm Gourmet
Jams and Jellies

Saunders Family Farm pro-
duces not only fresh fruit and
veggies, but gourmet jams and
unique spicy jellies.   With a
clean ingredient deck and sim-
plicity in mind, all the compa-
ny’s products are gluten free,
sulphite free and dairy free with
no added colours or preserva-
tives.   There are six generations of farming
and flavour in every jar! 

Visit www.saundersfamilyfarm.ca 
or contact info@saundersfamilyfarm.ca. 

The Authentic Flavours Of Mexico

Mi Pueblito offers a traditional, home-
style Salsa Verde (Green Sauce) that is
fresh, plant-based and has 0 per cent
fat. This local North Vancouver busi-
ness is owned and operated by a
Mexican family that takes great pride
in handcrafting their product in small
batches using an authentic recipe of
Mexican tomatillos and fresh ingredients.
This ready-to-eat product offers a deep,
savoury taste with just the right heat intensity that will add a burst
of flavour to any dish! Mi Pueblito is launching with a Classic Salsa
Verde and a Mild Salsa Verde. 

For more information contact Authentic Mexican Foods Ltd. 
at andrea@mipueblito.ca or 778.223.5484 Visit mipueblito.ca

Some of the Best Things in Life
Do Come in Small Packets: 
Li’l Honeys Packets!

Bee Maid’s  Li’l Honeys single serve
packets have proven to be an efficient
solution to messy bottles in the Food
Service segment.  Li’l Honeys is the only
single serve packet using 100 per cent
Pure Canadian honey in a hygienic, easy-
to-use teaspoon size. Introducing the new
dispenser format containing 120 packets
bundled in an attractive, individually-
wrapped box featuring a self-dispensing
tab.  Li’l Honeys 120 dispenser  offers
better control in distribution pointsmaking order cycles more
predictable and cost effective.  Ideal for hot beverage stations, this
new product is available through several distributors.   

For more information, contact Isela Arroyo 
at iarroyo@beemaid.com 

Melona Introduces New Flavour

Melona has introduced an all
new Coconut eight bar pack
in a delicious milky and
fruity flavour. One of the
unique features of the
Melona packaging is it
can be displayed horizon-
tally or vertically for space
saving. The product has no
artificial flavours or colour and is gluten free
with only 100 calories. 

For further information contact Retail Resource Services, 
780-909-2593 or fax 780-929-2566 

Zero Zone Introduces the Horizon
Merchandiser Display Case Line

Zero Zone, Inc. has
introduced the Horizon
Merchandiser line of low
and medium temperature
display cases, which offers
generous merchandising
space, narrower mullions,
and reduced energy con-
sumption compared with
similar previous cases.
“The Horizon  Merchan-
diser represents the em-
bodiment of the Zero Zone commitment to energy efficiency and
continuous improvement,” according to Carl Petersen, marketing &
advertising manager for Zero Zone. “The Horizon concept really
began as a focused attempt to improve upon what had become a
standard in supermarkets - The Zero Zone Evolution  line of freezer
and cooler cases. The Evolution  cases were well known for their
rugged dependability and merchandising attributes. So, improving
upon an accepted classic was a big challenge.” 

The Next System Revolutionizes
Shelf Facing

Facing products on the
shelf is  revolutionized  with
the  NEXT  System, the
most expandable, versatile
and customizable tray sys-
tem on the market today.
Unlike others,  NEXT  can
face almost any product,
maximizes product pack-
aging, is easy to install, and
proven to increase sales.
Exclusive in Canada through Action Retail Outfitters Inc.

For further information: www.canadasbeststorefixtures.com

Ocean’s and Gold Seal Sockeye
Salmon Now MSC Certified

Ocean’s and Gold Seal are now
MSC certified. The company only
sources its wild Sockeye Salmon from
Alaskan fisheries that are indepen-
dently certified to the globally recog-
nized MSC standard for sustainable,
well-managed fisheries. The coveted blue MSC
label provides consumers with assurance that
from ocean to plate, the product is traceable
back to a certified sustainable source.

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

New Products from Aurora

Loacker Gran Pasticceria - White Coconut 
Fine white chocolate biscuits

with coconut cream. A tropical
dream dressed in white! Give in
to the temptation made of very
thin wafers, fine coconut cream
and a glazing of delicious white
chocolate with a cascade of fresh coconut flakes. Made with real
coconut products, to create an exotic, fresh taste. 

Perugina Baci Fondentissimo 70 per cent 
Staying true to the eight ingredient Baci recipe, the

remarkable new taste of Baci 70 per cent Fondentis-
simo joins the unique sweetness with bitter pleasure
of a fine dark chocolate. After breaking the dark cover,
you’ll find a delicate cream with cocoa beans that

amazes and envelops the palate. A
joy to give, a pleasure to receive.

Perugina Grifo
The three varieties of Perugina Grifo chocolate in

one package: 70 per cent dark chocolate, dark and milk
chocolate. The distinctive coloured wrappers rejoice
the tempting moment of kindness and sharing. 

Aurora Rice Pudding/ Devon Custard
Aurora breaks traditions and makes new ones

with their NEW Rice Pudding and Devon Custard.
Aurora Rice Pudding and Devon Custard will soon

be dessert lovers new favourite side-
kicks. Both can be served cold or warm
with fruits, nuts, and cakes. No artificial
flavours or colours and ready to serve!

Basso 750ml Costolato Glass Bottle 
From flask to bottle - Bringing the nostalgia of old Italy

to the supermarket, Basso takes its unfiltered Extra Virgin
Olive Oil and dresses it up in a new, classic costolato glass
bottle. Another way of making their true Italian products
even more authentic. Ocean’s Introduces New MSC 

Certified Pole & Line (skipjack) Tuna

Canadians can now enjoy Ocean’s
Pole & Line Chunk Light and Flaked
Light tuna with the reassurance
that it only comes from fisheries
that are certified sustainable by the
Marine Stewardship Council (MSC). 

Since 2012 the Maldives pole-and-line
skipjack fishery has been independently
certified to the globally recognized MSC
standard for sustainable, well-managed
fisheries. Now you can offer your con-
sumers healthy and sustainable seafood
choices. Ocean’s Pole & Line tuna uses a simple and eco-
friendly method of tuna fishing, using a hook attached to a pole. It
is rated by many conservation groups as the most sustainable
method of tuna fishing, as it reduces “by catch” of other marine life
including sea turtles and sharks.

For further information, email: talktous@oceanbrands.com or
visit www.oceanbrands.com. 
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retail collaboration By Jeff Doucette

66 WWW.WESTERNGROCER.COM

Once upon a time, retail was neatly
compartmentalised. Grocers sold
food, pharmacists sold drugs and

electronics stores sold televisions. 
Today, shoppers have a wide range of options

and there is a lot of blurring of the lines that
separate classes of trade. Is Real Canadian
Superstore a grocery store or a clothing retailer?
Is Shoppers Drug Mart a pharmacy or a
convenience store? Is Costco
a bulk buying warehouse
club or a grocery store?
In the research project

we have led over the past
few years we see shifts
in the way shoppers
perceive the stores they
shop in and this is being
further impacted by the
expansion of on-line
shopping options where
shoppers don’t even need
to go to a store at all.
Likely one of the most impacted channels

is the traditional supermarket, which is under
attack by superstores, mass retailers, drug
stores and warehouse clubs. Add to that list
convenience stores and restaurants too!
Fortunately, people need to eat and always

will. The challenge is will grocers adapt to
“fight back” against erosion of “share of
stomach” beyond front-page features and
price reductions?
Here are a couple of “radical” ideas to

fight back against share losses. These are
not quick fixes but investments in customer
services that will draw shoppers to the
store more often and keep them loyal. They
are investments in the future.

1. Quick-trip “Shop In Shop”
In a 24 hour, on-demand world where

you can get breakfast any time of day at a
Starbucks drive-thru, why do we still believe
that a shopper wants to walk to the back
corner of the store to buy milk?
The belief (or urban legend) is that

making it too easy to get high demand,
frequently purchased items means that

shoppers buy less.
The crazy idea: take

some of the space at the
front of the store that is
filled with low margin
promotional items and
carve out a legitimate c-
store sized space where
shoppers can “get-in-and-
get-out”. Stock the
section with the Top 100
items in the main store
and staff the section
separately to ensure a

speedy checkout. Add in some traditional
c-store items like high margin single
serve drinks, snacks and slush machines.
Price items at the same price as the main
store and, if feasible, stay open 24 hours
a day. Don’t lose the quick-trip to another
channel, instead drive incremental trips
to your parking lot.

2. Drive-thru Pick-Up & HMR
If you have driven by a Tim Hortons at

7:30 a.m. recently you have seen evidence
of just how long Canadians are willing to
wait in-line in the warmth of their car to
make a purchase. Why haven’t grocery stores
picked up on this trend?

Crazy idea: take one wall of the store and
introduce a drive thru Express Lane. Use
this service to offer two main offerings: 

a) Pick-up orders from the main store
that have been placed on-line (or by
phone for less tech savvy shoppers). 
Loblaw and Walmart have both launched

pick-up services that require you to park and
call into the store. Removing that inconvenience
may be the missing success factor.

b) HMR Meals-to-go can also be offered
using the same drive thru service. 
Busy shoppers, especially parents trying

to figure out what to have for dinner tonight
with two kids in the car do not want to
unload the family and go inside your store
for a HMR chicken meal. You are likely losing
share of stomach to QSR restaurants that
offer pick-up (Swiss Chalet drive-thru) or
Delivery (Dominos Pizza to East Side Mario’s). 
Allowing mom to swing by your store

and quickly pick up dinner will mean
incremental sales and margin. Offering a
range of tasty and healthy options to please
both adults and kids will also be key success
factors in this offering.
Both of these crazy ideas can drive

incremental sales and trips for grocers without
having to step outside the core expertise of
grocers, which is providing great food offerings
that meet the needs of the community.
We feel that the grocery industry is at an

inflection point that it has not faced since
the introduction of the supermarket format.
Grocers that research what their shoppers
want and need and invest in innovative
formats will be winners in the long run. ●

Fighting Back 
for Share of Stomach
When will grocers start pushing back on other channels stealing their lunch?

Jeff Doucette is the founder of “Field Agent Canada” a smartphone driven audit service that is revolutionizing how retail
audits and mystery shops are completed in Canada. He can be reached at jeff.doucette@fieldagentcanada.com 
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Welcome to the 28th edition 
of Grocery & Specialty Food West show. 

The show continues to be the ONLY grocery focused

conference and trade show in Canada. More than ever

before, there are opportunities to get insights and innovations

to help your business develop and prosper.

Celebrating Canada’s 150th birthday, don’t miss the

Canada Connect pavilion on the floor that showcases the

best of what this country’s food companies have to offer.

In addition, there’s the Live Well pavilion, highlighting

what’s new in health and wellness and the First-Timers

pavilion, where you’ll be able to find those great innovative

offerings for your business.

Along with the exhibition, there are opportunities to network over the two-day

show. From the Sunday kickoff party at Steamworks, to the Monday trade floor

Mix N’ Mingle, and Retailer Connect meetings, there are ample ways to engage with

key grocery stakeholders to drive partnerships and collaboration in your business. 

As always, there are educational conferences at the show to help you improve

your business. This year the theme is “Your one-stop grocery exhibition — from

front end to back end”. 

I encourage you to take part in the morning conference sessions, where you’ll

be able to interface with global leaders in grocery. There will be three morning

workshop sessions, and four afternoon sessions on the trade floor to gain further

learnings in the areas of retail trends and best practices. 

I look forward to seeing you at the show!

Sincerely, 
Peter Cavin
Chair, Canadian Federation of Independent Grocers
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GSF Annual Conference & Trade
Show organized by:
The Canadian Federation of 
Independent Grocers
105 Gordon Baker Rd., Suite 401, North York, ON M2H 3P8

Tel: 1-800-661-2344

Email: info@cfig.ca

Website: www.cfig.ca

Twitter:  Follow us @CFIGFCEI

OFFICIAL SHOW GUIDE 2017 – GROCERY & SPECIALTY FOOD WEST    3#GSFShow17

Welcome

2017 SHOW GUIDE

MONDAY, MARCH, 20, 2017
TUESDAY, MARCH 21, 2017

FREE WIFI  Network Name: GSF 2017 Password: gsfshow2017 Sponsored by 

VANCOUVER CONVENTION CENTRE EAST #GSFShow17



2017 SHOW GUIDE

#GSFShow17

Conference & Trade Show Attire

Business Casual

Badge Colours

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

Exhibitor & Attendee Registration

Registration Desk 
Vancouver Convention Centre East

Sunday, March 19        8:00am-6:00pm
Monday, March 20      7:00am-6:00pm
Tuesday, March 21     7:00am-3:30pm

Self Check-in

Self Check-In Kiosk onsite
Vancouver Convention Centre East

Saturday, March 18 1:00pm - 5:00pm
Sunday, March 19 8:00am - 6:00pm
Monday, March 20 7:00am - 6:30pm
Tuesday, March 21 7:00am - 3:30pm

SAVE THE DATE

General Information

FROM FRONT END 
TO BACK END.
YOUR ONE STOP 
GROCERY EXHIBITION!
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Grocery Innovations Canada 2017
Monday, October 23 & Tuesday, October 24, 2017
Toronto Congress Centre North Building – Toronto, ON

www.GroceryInnovations.com

Grocery & Specialty Food West 2018
Monday, April 23 & Tuesday, April 24, 2018
Vancouver Convention Centre East Building, Vancouver, BC

www.GSFShow.com
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Dave Powell
*HONORARY PAST CHAIR
Powell’s Supermarket Ltd.
Bay Roberts, NL

Bill Coleman
Coleman Group of 
Companies
Corner Brook, NL

Shannon Forner
Valu-Plus Foods
Keremeos, BC

Laurie Jennings 
Masstown Market
Masstown, NS

Jeffrey Min
Korea Food Trading/Galleria
Supermarket
Vaughan, ON 

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

CFIG Board of Directors

Peter Cavin
*CHAIR
Country Grocer
Victoria, BC

Jim Bexis
*VICE CHAIR
Sun Valley Supermarket Inc.
Scarborough, ON

Christy McMullen
*TREASURER
Summerhill Market
Toronto, ON

Ron Welke
*SECRETARY
Federated Co-operative Ltd.
Saskatoon, SK

Dan Bregg
*MEMBER AT LARGE
Buy-Low Foods
Calgary, AB

Thomas A. Barlow
*PRESIDENT & CEO
CFIG
North York, ON

*EXECUTIVE COMMITTEE

Jamie Nelson
Overwaitea Food Group
Langley, BC

Victor Rabba
Rabba Fine Foods Ltd. 
Mississauga, ON

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

Isabelle Tassé
Marché Tassé (Provigo)
Gatineau, QC

Giancarlo Trimarchi
Vince’s Market
Sharon, ON

Tom Vesely
Westlock Sobeys
Westlock, AB
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We are cheese people, deeply rooted in history & tradition. Located in the village  
of New Bothwell, MB, we’ve been crafting all-natural cheese since 1936.

Our unwavering commitment to you is to ensure the highest quality natural 
ingredients and the best tasting cheese varieties possible—from farm to table. 

Visit us at the Grocery & Specialty Food West 2017 show at Booth #923

CRAFTED WITH 100% PURE CANADIAN MILK

REAL CHEESE SLICES,
NATURALLY

NEW

 FOLLOW BOTHWELL WWW.BOTHWELLCHEESE.COM



All manufacturers, distributors and suppliers want 
to put their best foot forward when it comes to 
presentation and brand recognition. 
Millions of dollars are spent on market research, graphic design, focus groups and
implementation of a brand. Details right down to font size and colour are critical
to the kind of lasting impression they want so that the consumer reaches out,
grabs the product, and puts it in their cart time and time again. And store
owners and managers want only to give their customers a stress-free shopping
experience by having a clean, well-organized environment so that the customer
doesn’t have to work hard to shop.  

This is exactly why product facing is so important! 
By facing the shelves on a regular basis, it is easier for the customer to find what

they’re looking for and to compare one brand to another. And by making things
easier, inevitably it’s more likely they’ll buy. Customers also get the impression
that the store itself is doing well when the shelves look full, giving them
confidence to return knowing that they’re favourite brand will be available.

Facing can be done by as many available team members throughout the day
and should be something they all look for as an opportunity to provide the
highest level of customer service possible. End of day facing is critical too because
it makes opening easier and can be used to hit the ground running when the
doors open the next business day.

Remember that facing is all about customer service but ultimately, it’s all about
the sales. Take care of the product and the customer and the product and the
customer will take care of you.

Why Is Product Facing So Important?
By: Dwight Murton, Key Account Manager at Brencar

#GSFShow17

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

Jim Leish
Vice President, Sales
Procter & Gamble Inc.

Chris Powell
Vice President, 
Business Development
Tree of Life Canada

Tom Shurrie 
Executive Vice President
Customer & 
General Manager Ontario
Acosta Canada

Patrick Simmons 
Vice President, Sales
General Mills Canada

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

Scott Lindsay
PAST CHAIR
Sr. Vice President, 
National Sales & 
Customer Marketing
Coca-Cola Refreshments

Curtis Frank
Sr. Vice President, 
Retail Sales
Maple Leaf Foods Inc. 

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

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

Cheryl Smith
Executive Vice President 
Retail Sales & Corporate
Development
Parmalat Canada

Tom Szostok
Vice President, Sales
Campbell Company 
of Canada

Gary Wade
Vice President Customer
Development
Unilever Canada

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

Dean Yuzdepski
Chief Customer Officer
Weston Bakeries Ltd.
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Associate Members’ Council

Cara Keating
Vice President, 
Customer Development
PepsiCo Foods Canada
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CFIG Staff
Thomas A. Barlow
President & CEO

Andrea Almarza
Executive Assistant 
& Accounting Support 

Gary Sands
Senior Vice President, 
Public Policy & Advocacy

Ward Hanlon
Vice President, Member Service

Fran Nielsen
Vice President, 
Finance & Administration

Nancy Kwon
Vice President, 
Marketing & Communications

Laura Knetsch 
(On Leave)
Director, Member Services 
& Event Operations

Irmeli Koskinen
Coordinator, Member Services

Joe Sawaged
Director, National Accounts and 
Business Development

Diana Stevenson
Director, Conference-Events 

Rolster Taylor
Director of Sales

Jason An
Operations Manager

Jessica Herdsman
Member Services Registration
Coordinator

Jason Chong
Graphic/Web Designer

The ABC’s of CFIG Membership: 
Advocacy. Business support and development. 
Communication, cost savings and education.

As a member of the Canadian Federation of Independent

Grocers (CFIG), a non-profit trade association founded in

1962, independent, franchised and specialty grocers are

equipped for sustainable success. CFIG provides relevant

services to   support the needs of its membership. 

These services fall within the categories of member

services, government industry relations and grocery indus-

try events. Our Retail services support the education and

operations of the independent and franchised grocery

operations, while Associate services provide manufacturers

and suppliers greater interaction with the independent

marketplace. 

Through effective government and industry relations,

CFIG improves the business environment for its members.

A council of senior executives from Canadian grocery

product companies provides CFIG’s Board of Directors

with guidance and insight into industry issues and

trends, which enables CFIG to maximize co-operation

and communication between trading partners.

CFIG supports progressive education and business

interaction within the grocery industry through its

management of two annual expositions: Grocery &
Specialty Food West, held each spring in Western

Canada, and Grocery Innovations Canada, held each

autumn in Toronto. 

To learn more about the benefits of CFIG membership, contact:  1-800-661-2344 X231
Visit www.cfig.ca or visit us at the CFIG booth at Grocery & Specialty Food West (BOOTH # 909)
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Grocery & Specialty Food West Would Like to Thank its Sponsors For Their Support
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Detailed Program

Sunday, March 19

Networking Events:

9:00am – 1:00pm                     Store Tours
                                                     Pre-registration required
                                                       
                                                       Sponsored by:

5:30pm – 7:30pm                     Opening Reception
                                                     THE STEAMWORKS BREW PUB BREWERY

                                                                       375 WATER ST., VANCOUVER, BC

                                                     
                                                     Grocery & Specialty Food West 
                                                       kick off reception. 
                                                       All exhibitors and attendees of 
                                                            Grocery & Specialty Food West are 
                                                       invited to one of Vancouver’s iconic
                                                       venues, minutes away from the 
                                                            Vancouver Convention Centre. 

                                                       Sponsored by: 

TRADE SHOW:
VANCOUVER CONVENTION CENTRE EAST

11:00am – 4:30pm                    Trade Show
                                                       see trade floor map page 20

KEY PAVILIONS 

LIVE WELL
Where all your health and wellness needs are found, from
organic to better for you products. 

CANADA CONNECT 
Celebrate Canada’s 150th by exploring the various culinary
flavours and innovations coast to coast.

FIRST TIMERS
Discover innovative products that are new to the grocery
channel and offer fresh ideas.

12:00pm – 1:00pm                    TOP 10 Most Innovative 
                                                     Products Judging

1:00pm – 2:00pm                     Best Booth Judging
                                                       (CFIG Members’ Booth #909)
                                                       
                                                                       

                                                                       INSIGHTS & 
                                                INNOVATIONS STAGE
                                                     Stop by the main stage to find out 
                                                       about new trends, see demos by 
                                                       category specialists and more!

                                                       Presented by: 

1:00pm – 1:30pm                       SUSTAINABILITY:
                     Re-thinking retail food waste, 
                      sustainability, and organics, 
                      Chris Yli-Luoma @freshguru will 
                      share some of the ideas that she 
                      has researched and experienced in 
                      Canada and beyond. Explore new 
                      concepts you can take back to 

                                                       your grocery store on the journey 
                                                       from the farm to the table.

2:30pm – 3:00pm                     E-COMMERCE & TECHNOLOGY:
                     Future of Retail with Amazon Go.  
                       Western Grocer’s Frank Yeo looks 
                       at the new Amazon brick-and-mortar 
                         “Amazon Go” stores and the technology 
                          behind them and the impact on 
                       independents. 

3:15pm – 3:45pm                       Best Booth Awards

4:15pm – 5:00pm                      Trade Floor Mix n’ Mingle
                                                     All are welcome to network by the 
                                                       Insights & Innovations Stage                                                       
                                                    
Sponsored by: 

EVENING EVENTS:
VANCOUVER CONVENTION CENTRE WEST - THE SUMMIT ROOM
(registration required)

6:30pm – 7:15pm                      Reception
                                                       VCC WEST - 3RD LEVEL 

                                                                       - THE SUMMIT ROOM

7:15pm – 9:00pm                      Dinner & Entertainment
                                                                       VCC WEST - 3RD LEVEL 

                            - THE SUMMIT ROOM

                      Enjoy the Summit Experience 
                      with comedian, magician, hypnotist
                      and mentalist Randy Charach.
                        
                                                Dinner Sponsored by: 
                     

                                                     

                                                       Wine & Beer Sponsored by: 

Monday, March 20

Conference Sessions:
FAIRMONT WATERFRONT HOTEL - BALLROOM

7:30am – 8:15am                       Breakfast
                                                     Open to full delegates and Monday 
                                                       conference registrants.
                                                       
                                                       Breakfast Sponsored by: 
                                                     

8:15am – 8:30am                       President & CEO Message

8:30am – 9:30am                      Keynote Speaker:
                                                     Tony Chapman 
                                                           Stop selling and start storytelling: 

                        In this world of abundance it is 
                      becoming increasingly difficult 
                      to get attention.
                      Too many products, messages, 
                        promises and competition competing
                        for a finite amount of time.  We go 
                      on a quest to uncover the oldest and

                                                         purest form of getting attention – 
                                                       storytelling.  We look at how the 
                                                       best brands incorporate storytelling, 
                                                         then how the Independent Grocer 
                                                       can master storytelling to differentiate
                                                              their offering.                                                              
                                                              Sponsored by: 
                                                      

9:30am – 9:45am                      Kraft Heinz Mix & Mingle 
                                                     Coffee break
                                                             Sponsored by: 

9:45am – 10:45am                     Keynote Speaker:
                                                       Nielsen’s Carman Allison presents  
                                                             2020 Vision: Best Bets for Growth:  
                                                       It’s time to evolve! 

                      Canada’s dynamic retail landscape has
                       challenged many manufacturers and
                        retailers, forcing them to re-examine 
                        and reinforce their value proposition.
                      Over the next 5 years, value will continue
                      to be a key consumer motivator, but 
                          we need to look for new ways to connect

                                                        with consumers to get beyond just price.
                                                                          We will explore 4 emerging consumer 
                                                                and retail trends and the effect on the
                                                       consumer package goods business 
                                                       before this decade is out.
                                                       
                                                       Sponsored by: 

ATTENTION: 
FULL DELEGATE 
RETAILERS!!!
A TRIP TO 
GROCERY 
INNOVATIONS 
CANADA 2017 
IN TORONTO 
WILL BE DRAWN!
Includes: return airfare for one; 
accommodations during the 
show and a chance to win the 
Grand Prize at the event!

FROM FRONT END 
TO BACK END.
YOUR ONE STOP

GROCERY 
EXHIBITION!

DOWNLOAD 
GSF SHOW APP  

#GSFShow17 
www.GSFShow.com

Prizes Sponsored by:

Sponsored by:

Detailed Program
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9:15am – 10:00am                     BRANDING WORKSHOP:
                                                     MACKENZIE ROOM 2

                     The Buy Behind the Brand.
                     JBS Canada Business Lead 
                     Rob Meijer presents a session around
                       the do’s and don’ts of branding 
                       meat in foodservice and retail. 
                     

                                                       Sponsored by: 

10:00am – 10:45am                   CONCURRENT WORKSHOPS
                                                     REPEATED

TRADE SHOW:
VANCOUVER CONVENTION CENTRE EAST

11:00am – 4:00am                    Trade Show
                                                       see trade floor map page 20

KEY PAVILIONS 

LIVE WELL
Where all your health and wellness needs are found, from
organic to better for you products. 

CANADA CONNECT
Celebrate Canada’s 150th by exploring the various culinary
flavours and innovations coast to coast.

FIRST TIMERS
Discover innovative products that are new to the grocery
channel and offer fresh ideas.

11:00am – 4:00pm                    TOP 10 Most Innovative 
                                                     Product Winners Displayed
                                                       TRADE SHOW HALL

                                                     
                                                     

                                                     
                                                     INSIGHTS & 
                                                INNOVATIONS STAGE
                                                       Stop by the main stage to find out 
                                                       about new trends, see demos by 
                                                       category specialists and more!
                                                                       
                                                       Presented by: 

Tuesday, March 21

Conference Sessions:
FAIRMONT WATERFRONT HOTEL - BALLROOM

7:15am – 8:00am                       Breakfast
                                                     Open to full delegates and Tuesday 
                                                       conference registrants.                                                       
                                                       Breakfast Sponsored by: 
                                                      

8:00am – 9:00am                     California Grocers Retail Panel
                                                     Ronald Fong of The CA Grocers 
                                                       Association will lead a discussion 
                                                       with Renee Amen of Super A 
                                                       Foods, and Dennis Darling, Foods 
                                                    Etc IGA around the trends driving 
                                                       change, and opportunities and 
                                                       obstacles in the marketplace.                                                       
                                                       Sponsored by: 

9:00am – 9:15am                       Kraft Heinz Mix & Mingle 
                                                     Coffee break

                                                     Sponsored by: 

9:15am – 10:00am                     Concurrent Workshops
                                                     FAIRMONT BALLROOM, 

                                                                       MACKENZIE ROOMS 1 & 2

                                                       

9:15am – 10:00am                     SALES WORKSHOP:
                                                       BALLROOM

                                    How to convert traffic into basket: 
                                    It is getting increasingly difficult to 

                    get new traffic – so we have to get 
                    our core customer to visit more 
                    often and to buy more. 
                    Presented by Tony Chapman 
                    & Marion Curtis

                    Sponsored by:

9:15am – 10:00am                     LABELLING WORKSHOP:
                                                     MACKENZIE ROOM 1

                      Cutting through the clutter: 
                      Claims on egg packaging have 
                      grown so complicated that even 
                      the most-discerning shoppers are 
                      sometimes befuddled. Ted Hudson,
                      EVP at Burnbrae Farms takes retailers
                        through the labels and which ones 

                                                       matter when it comes to the 
                                                       bottom line. 

                                                       Sponsored by: 

1:00pm – 1:30pm                       CHEESE SESSION
                                                       

                      The Cheese Journey with 
                      Saputo’s Cheese Expert, Louis Aird 
                      who will offer suggestions on how 
                      to sell and showcase cheeses.
                      

2:30pm – 3:00pm                     ETHNICS CONSUMERS 
                                                     INSIGHTS SESSION

                     Get Saucey! 
                      Lee Kum Kee’s Catherine Hou
                      offers the key trends in sauces and 
                      condiments and how to grow sales 
                      through effective merchandising, 
                      promotions and marketing.

3:00pm                                       Trade Show Prize Draw
                                                     CFIG BOOTH #909

                                                                       

                                                                       Sponsored by: 

Front End to Back End.
Attend these workshops
to improve your business!

Monday, March 20, 2017
INSIGHTS & INNOVATIONS STAGE 
– VANCOUVER CONVENTION CENTRE EAST

1:00pm – 1:30pm

Sustainability session: 
Rethinking food waste with @freshguru's 
Chris Yli-Luoma

2:30pm – 3:00pm 

E-Commerce/Technology session: 
Amazon Go & what it means for retail with 
Frank Yeo, Western Grocer

Tuesday, March 21, 2017
CONCURRENT WORKSHOPS 
FAIRMONT WATERFRONT HOTEL 
– BALLROOM, MACKENZIE ROOMS 1 & 2

9:15am – 10:00am 

Converting Traffic to Basket 
with Marion Curtis, Tony Chapman
- BALLROOM

Cutting through the labelling clutter 
with Ted Hudson, Burnbrae Farms 
- MACKENZIE ROOM 1

The Buy Behind the Brand with Meat 
with Rob Meijer, JBS Canada 
- MACKENZIE ROOM 2

10:00am – 10:45am 

Workshops Repeated

INSIGHTS & INNOVATIONS STAGE
– VANCOUVER CONVENTION CENTRE EAST

1:00pm – 1:30pm

Cheese session:
The Cheese Journey with Saputo’s Cheese Expert,
Louis Aird who will offer suggestions on how
to sell and showcase cheeses

2:30pm – 3:00pm 

Ethnic Consumer Insights session:
Trends in sauces & condiments and how to grow
sales with Catherine Hou, Lee Kum Kee

DON’T MISS!
Grocery Innovations 
Canada 2017
in Toronto, 
October 
23 & 24, 2017
Toronto Congress
Centre 
— North Building 

www.GroceryInnovations.com
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Appearing at Grocery & Specialty Food West 2017
Carman Allison
VP of Consumer Insights at Nielsen

Carman Allison serves as VP of Consumer
Insights for Nielsen Canada. Carman has his finger
on the pulse of the CPG landscape and is relied on
by manufacturers and retailers to provide them
with the consumer insights they need to make
strategic and impactful business decisions.

With 25 years of experience he shares his insights on consumer
shopping, industry trends and buying and media consumption
behaviours and attitudes through thought leadership reports, indus-
try presentations and his two monthly columns in Canadian Grocer
and Grocery Business magazine.

Louis Aird
National Specialist Fine Cheese 
Development at Saputo

This lover of soft and hard cheeses is Louis Aird.
He is the National specialist fine cheese Development
at cheese giant Saputo in Montreal. And he has
become “the first ambassador of Guilde interna-

tionale des fromagers in North America and the first commander of the
Confrérie des chevaliers du Taste-Fromage of France, brotherhoods of
cheese lovers and experts. 

Aird sees his nomination for the honour that it is. But there’s
more to it than that. “We want to protect the quality of cheese and
promote the idea of local products,” he says. And not just for the
great cheese of France 

Louis Aird was born in Montreal to parents who appreciated fine
food. There was always cheese on the table at home. Add to that
Expo 67 and a new openness on the world, studies at the Institut de
tourisme et d’hôtellerie du Québec and an internship with the great
cheese maker Pierre Androuet in Paris, and you have all the ingre-
dients for the cheese aficionado he has become. In fact, in 1982,
Aird opened the famous Foumagerie in Montreal, where the first
imported raw milk cheeses could be found.

Today Louis is the Canadian judge on the major international
cheese contests such as: Salon des fromages de France; World
cheese awards UK; World cheese championship Madison WI USA;
Fromarte Swiss cheese contest CH and Mountain cheese Olympics :
Germany, Switzerland, Italy and France

Renee Amen
Controller, Super A Foods, Inc.

Renee started her career in the grocery busi-
ness working many Saturdays with her family at
the first Super A Foods in Los Angeles. In 1976,
she was hired for her first official job at Gelson’s
Markets in Newport Beach as a box girl. She was
promoted to cashier in 1978 and continued working at several Gel-
son’s locations while in pursuing a B.A. degree from the University
of California.

After graduating from UCLA in 1982, Renee started working for
Super A Foods as a cashier and bookkeeper. She was promoted to
general merchandise buyer and supervisor in 1989 and was later pro-
moted to Controller in 2013. Super A Foods currently has eight stores
and is headquartered in Commerce, California.

Renee serves on the California Grocers Association Board of
Directors and this past December was a Chairman’s appointment to
the CGA Executive Committee. Renee is the proud mother of 2
adult daughters and in her spare time she is an avid sports fan, hiker
and tennis player.

Marion Curtis

Marion Curtis has been a force in the hospital-
ity industry since 1984. She began her career in
South Africa working in management for a chain
of high-end steakhouses. Marion immigrated to
Canada and joined the Firkin Group of Pubs, and
held numerous positions including Director of
Operations. She spearheaded their successful
Rebrand and Franchise Expansion. From airports to strip malls, and
everything in between she opened almost 100 pubs across the USA
and Canada. Her passion is the front of the house, guest service and
culture. Today she spends her time helping clients put personality
back into their product.

Tony Chapman
TV and Radio Personality, 
Entrepreneur, Speaker, Moderator

Tony Chapman has crafted and shaped win-
ning businesses and branding strategies for
organizations, associations and individuals
across the globe.     He is a serial entrepreneur
who has founded, and successfully sold, two

communications agencies and a research firm.  His contributions to
his field were recognized in 2008, when he became one of the
youngest people ever inducted into the Marketing Hall of Leg-
ends.  Tony’s agencies have won, Agency of the Year, and over 100
Gold and Best of Show Awards, in addition, his approach to brand-
ing, strategy and consumer insights are featured in 4 different doc-
umentaries.  One from Australia and another from England, and two
with the CBC in Canada.

Tony was a Judge on Food Networks hit show  Recipe to
Riches and the Creator and Host of the Nissan Innovation Challenge.

Three years ago, Tony successfully divested all of his assets to
establish, Tony Chapman Reactions – a business focused on speak-
ing, moderating, hosting and contributing to the conversation in
mainstream and social media.

Since then he has inspired audiences in China, Spain, Germany,
England, Brazil and throughout North America.  He draws upon his
experiences to customize and personalize every talk with action-
able insights, ideas and strategies for the unique nuances of the
audience. He is a regular on Global Television’s National Morning
Show, and a frequent contributor on Bell’s Television and Radio sta-
tions, as well as City TV and CBC.

Tony is married, with two daughters.  He is on the Board of Direc-
tors of the Global Poverty Project and the Stratford Campus of the
University of Waterloo.   He also contributes time to the Princess
Margaret Foundation.

Rob Meijer
Business Lead for JBS Canada

Rob Meijer has over 18 years of agriculture and
agri-food industry experience – specializing in
brand, marketing, consumer relations, risk man-
agement, emerging issues, policy and regulatory
development, legislative process, political inter-
action and communication/public relations. Presently, Rob is the
Business Lead for JBS Canada – heading up Brand, marketing and
business development. He is active in both retail and food service
markets, leading the creation, development and offerings of JBS
Canada’s beef program and branded programs.  From 2011-the fall of
2016, Rob was the President of Canada Beef, an international Brand,
Marketing and Promotions Agency acting on behalf of Canadian
Beef and Veal producers and industry.  The company manages
offices in Japan, China (Shanghai), Taiwan, Mexico and Canada.
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Dennis Darling
President Foods Etc., IGA, 

Dennis Darling started bagging groceries at
the local Independent grocery while still in high
school and not only found his future vocation
but met his wife Ruth. Married for 42 years they
have 2 adult daughters and 6 Grandchildren.
Ruth & Dennis purchased their first store in 1983

in Lakeport and worked hard to become the community store. Ruth
& Dennis, looking to be known as the community store, became an
IGA Retailer in 1998 and today operates two IGA stores with over
55,000 square ft. Both Stores have received the highest possible “5
Star” IGA rating 18 years in a row. Dennis is currently serving on the
California Grocers Association Executive Board and is Chairman of
the Independent Operators Committee. In 2011 Dennis was elected
to serve on the FMI Board of directors and currently is a member of
the National Independent Operators Committee.

Ron Fong
President & CEO, 
California Grocers Association

Ron joined the CA Grocers Association as
President/CEO in March, 2008. As President/CEO
he is responsible for California’s premier grocery
association which serves 500 retail members
and over 250 suppliers. CGA’s large and diverse membership
includes national grocery chains, independent operators and conve-
nience stores. Ron oversees the association’s strategic direction and
staff which manages departments in government relations, commu-
nications and business conferences. He is also president to the
association’s Educational Foundation, which funds scholarships to
member employees and their family members.

In 2014, Ron oversaw CGA’s merger with the CA Independent
Grocers Association (CIGA), a 125 year-old association that exclu-
sively served the small independent grocers in CA. CGA gained over
180 new independent grocer members and the two groups have
happily co-existed since the merger.

Ron serves on several regional and national boards including the
National Grocers Association (NGA), the Food Industry Association
of Executives (FIAE) and on the California State University (CSU)
Board of Governors. In 2015, the Food Marketing Institute (FMI)
awarded Ron the Donald H. McManus award, the highest honor of
excellence given to a state association executive.

Ron is married to his lovely wife of eighteen years, Carol, who is
a licensed clinical counselor. Together, they are parents to Jaden,
who is a junior in high school. Jaden and Ron enjoy traveling and
basketball together and are regulars at the Sacramento Kings
games. He enjoys Asian and political history and is an avid golfer.
The family resides in Carmichael, CA.

Catherine Hou
Trade Marketing Manager, Lee Kum Kee

As the trade marketing manager of Lee Kum
Kee, the leader of Authentic Chinese Sauces with
126 years of history, Catherine brings her more
than decade worth of communications and mar-
keting experience and insights into the multicul-
tural ethnic market with a global perspective.

Before joining the company, she had worked at the state news
agency in China, a European high-tech company, the federal gov-
ernment in Ottawa and Galleria Supermarket chain in Toronto. Her
work in diversified cultures and in public as well as private sectors
made her adept at cross-culture communications, and equipped
her with broad network and contemporary knowledge of Canadian
ethnic communities. She won the prestigious Canadian Grocer Star
Women in Grocery award in 2016 that recognizes the top female
leaders and thinkers in the industry.

Ted Hudson
Executive Vice President, 
Burnbrae Farms Limited

Since 1891, Burnbrae Farms has been proudly
Canadian. The Hudson family has been produc-
ing shell eggs and innovative egg products for
over 70 years.  A fourth generation farmer, Ted
grew up in the egg business working in all

aspects of egg production, grading and processing. With 25 years
full time experience at Burnbrae Farms, Ted now works mainly with
egg farmers, managing egg production to match up with demand.

Randy Charach
Comedian, Magician, Mentalist 
& Hypnotist

Randy Charach has been entertaining audi-
ences since he was five years old. Inspired by his
uncle, a Las Vegas Magician, he became a full-time
professional entertainer at the age of 17.

He has since performed thousands of times throughout the World
as a Comedy Magician, Mentalist, Hypnotist and Keynote Speaker.

Randy is a headline entertainer on Cruise Ships, at Festivals and Las
Vegas Casinos. He performs and speaks at dozens of corporate and
private events every year and appears regularly on television.

His ability to integrate a custom message in a motivational fashion has
entertained and inspired thousands of people in all types of businesses.

In addition to his career as an entertainer and speaker, Randy has
built several highly successful businesses. He has also authored and
contributed to several books and audio-learning programs.

Randy Charach lives in Vancouver, Canada and travels Internation-
ally presenting his unforgettable shows and impactful speeches.

Frank Yeo
Publisher & Editor, Western Grocer

Frank Yeo is the publisher and editor of Western
Grocer magazine, now celebrating its 100th
anniversary.  

He also serves as president of Mercury Publica-
tions, a Winnipeg based publishing company spe-
cializing in the food, beverage and hospitality

industries with additional titles such as Western Restaurant News,
C-Store Canada, Votre depanneur, Health and Wellness Retailer,
Western Hotelier, Eastern Hotelier, Western Food Processor and
Bar and Beverage Business.

Chris Yli-Luoma
Fresh consultant

The power of produce in the shopper’s basket
is key to success. Fresh consultant Yli-Luoma first
pushed fuzzy kiwis in the 80s and discovered the
produce biz. She focuses on promotions and
marketing for retailers and consumers. What
works? Solid in-store merchandising and promotions, social media
and marketing campaigns integrated with sales across multiple lev-
els. Working with distributors, wholesalers, grocers, and marketing
agencies she knows the best ideas come from the ground up. Find
her @freshguru

OFFICIAL SHOW GUIDE 2017 – GROCERY & SPECIALTY FOOD WEST    19



2017 SHOW GUIDE

MONDAY, MARCH, 20, 2017
TUESDAY, MARCH 21, 2017

FREE WIFI  Network Name: GSF 2017 Password: gsfshow2017 Sponsored by 

VANCOUVER CONVENTION CENTRE EAST #GSFShow17

#GSFShow1720 GROCERY & SPECIALTY FOOD WEST — OFFICIAL SHOW GUIDE 2017 

2017 Floor Plan

#GSFShow17 OFFICIAL SHOW GUIDE 2017 – GROCERY & SPECIALTY FOOD WEST    21

Exhibitors by Booth Number
Location Name                                     Booth Number

A.  Lassonde  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .701
Acosta Sales & Marketing  . . . . . . . . . . . . . . . . . . .1300 
Action Retail Outfitters, Western Canada’s 
Best Store Fixtures Inc.  . . . . . . . . . . . . . . . . . . . . .504

Advantage Solutions  . . . . . . . . . . . . . . . . . . . . . . . . . .6    
Aji Gourmet Products Ltd. / Otimo Cheese Puffs  . .1407
Amerlux, LLC . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .618
Applied Data Corporation  . . . . . . . . . . . . . . . . . . . .804
Arneg Canada  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1100
Associated Grocers – a Division of Buy-Low 
Foods LP  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1109

Atlantic Stainless Fabricators Ltd.  . . . . . . . . . . . . .1203
Aurora Importing & Distributing Ltd.  . . . . . . . . . . .900
Azuma Foods (Canada) Co., Ltd.  . . . . . . . . . . . . .1405A
Bad Duck Caramel  . . . . . . . . . . . . . . . . . . . . . . . .1427A
BC Egg  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1744
BCLC  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .821
Bee Maid Honey Limited  . . . . . . . . . . . . . . . . . . . .1004
BDKS Ent. Inc. Distributor Kodak 
Batteries & Flashlights . . . . . . . . . . . . . . . . . . . .1403B

Bosa Foods  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1009
Bos Smoked Fish Inc.  . . . . . . . . . . . . . . . . . . . . . . . .1410
Boxmaster  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .706
Brencar  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .505
Burnbrae Farms Ltd.  . . . . . . . . . . . . . . . . . . . . . . . .1222
Campbell Company of Canada  . . . . . . . . . . . . . . .1108
Canadian Federation of Independent Grocers  . . .909
Canadian Food & Grocery Industry Guide  . . . . . . .518
Canadian Grocer  . . . . . . . . . . . . . . . . . . . . . . . . . . . .405
Canadian Trade House  . . . . . . . . . . . . . . . . . . . . . . .722
Canature Processing Ltd.  . . . . . . . . . . . . . . . . . . . . .523
Cardinal Meat Specialists Ltd.  . . . . . . . . . . . . . . . . .623
Cavendish Farms  . . . . . . . . . . . . . . . . . . . . . . . . . . .605
Chef Pieter Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . .1762A
Chosen Foods  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .419
CMR Home Entertainment  . . . . . . . . . . . . . . . . . . .620
Coca-Cola Refreshments . . . . . . . . . . . . . . . . . . . . . .901
Consulate General of the Republic of
Korea – Commercial Section, KOTRA  . . . . . . . 401

Covered Bridge Potato Chip Company Inc.  . . . . . . .621
CT Control Temp Ltd.  . . . . . . . . . . . . . . . . . . . . . . . . .515
Dairy Farmers of Canada  . . . . . . . . . . . . . . . . . . . . .915
Danone Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .918
Dart Canada Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . . .1120
DelGrosso Foods, Inc. . . . . . . . . . . . . . . . . . . . . . . . .1754
DIGI CANADA INC. . . . . . . . . . . . . . . . . . . . . . . . . . . .1008
Distribution Canada Inc. . . . . . . . . . . . . . . . . . . . . . .406
Dovre Import & Export  . . . . . . . . . . . . . . . . . . . . . . .705
Dyna-Pro Environmental  . . . . . . . . . . . . . . . . . . . . .319
Emerson  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .508
EPIC Worldwide LLC  . . . . . . . . . . . . . . . . . . . . . . . . .1732
Ernest & Julio Gallo Winery Canada  . . . . . . . . . . .1023
Etalex Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .412
Federated Insurance  . . . . . . . . . . . . . . . . . . . . . . . .404
Financial Management Systems LTD  . . . . . . . . . . .1106
FREYBE GOURMET FOODS  . . . . . . . . . . . . . . . . . . . . .1315
GBS Foodservice Equipment Inc.  . . . . . . . . . . . . . .1736
General Mills Canada  . . . . . . . . . . . . . . . . . . . . . . . .1215
Get Sauced & Spiced Inc.  . . . . . . . . . . . . . . . . . . . . .1414
Glenwood Labels  . . . . . . . . . . . . . . . . . . . . . . . . . . .1323
Global Reach Confections and More  . . . . . . . . . . .1730
Golden Valley Foods Ltd.  . . . . . . . . . . . . . . . . . . . . .1319
Goodness Gracious Specialty Foods  . . . . . . . . . . .1406
Grainworks, Inc  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .415
Grocery Business Media  . . . . . . . . . . . . . . . . . . . . .1218
Halo Metrics Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . . .822
Hee-Haw HorseRadish  . . . . . . . . . . . . . . . . . . . . . .1404
Hollandia Greenhouses  . . . . . . . . . . . . . . . . . . . . . . 1411
Howell Data Systems  . . . . . . . . . . . . . . . . . . . . . . . .801
Ideon Packaging  . . . . . . . . . . . . . . . . . . . . . . . . . . . .501
Inform Brokerage Inc.  . . . . . . . . . . . . . . . . . . . . . . .1020

Location Name                                     Booth Number

Ishida Canada Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . .805   
Jan K. Overweel Limited  . . . . . . . . . . . . . . . . . . . .1420
JBS CANADA  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1421
JD Farms Specialty Turkey  . . . . . . . . . . . . . . . . . . .709
Jet Label & Packaging Ltd.  . . . . . . . . . . . . . . . . . . . .423
JNE Retail Equipment  . . . . . . . . . . . . . . . . . . . . . . . .619
Jones Food Store Equipment Ltd.  . . . . . . . . . . . . . .601
JS Software  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1756
Kidd Bros & Western Sage Honey  . . . . . . . . . . . . .1021
KeepRite Refrigeration  . . . . . . . . . . . . . . . . . . . . . .409
Keurig Canada Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . .1119
Kraft Heinz Canada  . . . . . . . . . . . . . . . . . . . . . . . . .1101
Kruger Products L.P. . . . . . . . . . . . . . . . . . . . . . . . . . .815
Kysor/Warren  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .500 
LA FOURMI BIONIQUE  . . . . . . . . . . . . . . . . . . . . . . . .1748
Lee Kum KEE(USA) Inc. . . . . . . . . . . . . . . . . . . . . . . .400
Left Field Foods  . . . . . . . . . . . . . . . . . . . . . . . . . . . .1201
Les Cuisines Gaspesiennes Lte  . . . . . . . . . . . . . . . .1422
“Little Miss Chief” Gourmet Products Inc.  . . . . .1425A
Loblaws Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1001
Macdonalds Consolidated  . . . . . . . . . . . . . . . . . . . .809
Maple Leaf Foods  . . . . . . . . . . . . . . . . . . . . . . . . . . .1115
Maureen’s Natural Foods  . . . . . . . . . . . . . . . . . . . .1700
Meadowfresh Dairy Corporation  . . . . . . . . . . . . . . .521
Metro Compactor West Inc.  . . . . . . . . . . . . . . . . . .1418
Mi Pueblito Salsas  . . . . . . . . . . . . . . . . . . . . . . . . .1415A
MIWE Canada Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . .823
Mondelez Canada Inc.  . . . . . . . . . . . . . . . . . . . . . . .1015
Mrs. Palmer’s Pita Snacks  . . . . . . . . . . . . . . . . . . .1400
Namaste Foods  . . . . . . . . . . . . . . . . . . . . . . . . . . . .1742
NATURE’S CHOICE FOODS . . . . . . . . . . . . . . . . . . . .1423A
Nestlé Canada Inc.  . . . . . . . . . . . . . . . . . . . . . . . . . . .615
New Zealand Trade & Enterprise . . . . . . . . . . . . . . .1221
Nimbus Water Systems Inc.  . . . . . . . . . . . . . . . . . . .622
Northwest Refrigeration & Air Conditioning Ltd. . .601
Old Dutch Foods Ltd.  . . . . . . . . . . . . . . . . . . . . . . . .1005
Paradise Island Foods Inc.  . . . . . . . . . . . . . . . . . . . .923
PBF The Pita Bread Factory  . . . . . . . . . . . . . . . . . . .402
Parmalat Canada Inc.  . . . . . . . . . . . . . . . . . . . . . . . .514
Première Moisson  . . . . . . . . . . . . . . . . . . . . . . . . . . .921
Procter & Gamble Inc.  . . . . . . . . . . . . . . . . . . . . . . .800
Quik’s Farm Ltd.  . . . . . . . . . . . . . . . . . . . . . . . . . . . .1413
RATIONAL Canada Inc.  . . . . . . . . . . . . . . . . . . . . . . .608
RedFrog Enterprises Ltd.  . . . . . . . . . . . . . . . . . . . . .1758
Rivale International  . . . . . . . . . . . . . . . . . . . . . . . .1726
RJT Blueberry Park Inc.  . . . . . . . . . . . . . . . . . . . . . .920
Sabine’s Collections  . . . . . . . . . . . . . . . . . . . . . . . .1720
Salish Sea Foods LP  . . . . . . . . . . . . . . . . . . . . . . . . .1419
Saputo Dairy Products Canada GP  . . . . . . . . . . . . .908
Saskatchewan Trade and Export Partnership (STEP)  .509
Saunders Family Farm . . . . . . . . . . . . . . . . . . . . . . .1416
SciCorp International Corp . . . . . . . . . . . . . . . . . . . .606
SELLERS PUBLISHING  . . . . . . . . . . . . . . . . . . . . . . . . .819
Spice Mantra  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .704
Sum Trade Corp . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1708
Sunshine Pickles Canadian Trade House   . . . . . . .1401
Sweet Art Bakery  . . . . . . . . . . . . . . . . . . . . . . . . . .1724
Terminix Canada  . . . . . . . . . . . . . . . . . . . . . . . . . . . .507
The Grocery People  . . . . . . . . . . . . . . . . . . . . . . . . . .711
Tree of Life Canada  . . . . . . . . . . . . . . . . . . . . . . . . .806
Trumps Food Interests Ltd.  . . . . . . . . . . . . . . . . . . . .414
Unilever Canada  . . . . . . . . . . . . . . . . . . . . . . . . . . . .609
Unitex  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .718
Vancouver Freeze Dry Ltd.  . . . . . . . . . . . . . . . . . . . .520
Walker Environmental  . . . . . . . . . . . . . . . . . . . . . .1750
Wedderspoon . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1760
Wendell Estate Honey  . . . . . . . . . . . . . . . . . . . . . . .522 
Western Grocer Magazine  . . . . . . . . . . . . . . . . . . . .309
West Hill Naturals Ltd.  . . . . . . . . . . . . . . . . . . . . .1402B
Weston Bakeries – Maplehurst  . . . . . . . . . . . . . . . .715
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A.  Lassonde 701
755 Principale Street 
Rougemont, QC J0L 1M0
P: 866.552.7643
www.lassonde.com
Proudly featuring the 1st lower calorie fruit
beverage with no added sweeteners and
other on-trend innovations to fuel the 
category. Great taste guaranteed! 

Acosta Sales & Marketing 1300 
#100-9440 – 202 Street 
Langley, BC  V1M 4A6
P: 604.881.1414
F: 604.881.1092
www.acosta.com
Major Grocery Brands From: Baking, Spices,
Dry Goods, Household Products, Personal
Care, Jams, Condiments, Beverages, Natural
& Specialty Products and much more!

Action Retail Outfitters, 504
Western Canada’s Best 
Store Fixtures Inc.
9115 Stadium Road 
Edmonton, AB T5H 3W7
P: 780.420.0345
F: 780.426.7072
sales@actionretailoutfitters.com
www.actionretailoutfitters.com
ARO provides infinite number of store
display solutions ranging from shelving,

showcases, merchandising solutions, 
signage, installation and merchandising 
services for all sizes of needs. 

Advantage Solutions 6
115, 7455 132nd St.
Surrey, BC  V4N 0A2
P: 604.572.8686
F: 604.572.6006
Jennifer.hutchinson@advantagesolutions.net
www.advantagesolutions.net
Advantage Solutions represents brands from
dry goods, frozen, condiments, beverages,
personal care, household, confectionary,
seafood and baking supplies

Aji Gourmet Products Ltd. / 1407
Otimo Cheese Puffs 
PO Box 45040 RPO Ocean Park 
Surrey, BC  V4A 9L1
P: 778.908.1718
team@ajigourmetproducts.com
www.ajigourmetproducts.com
P: 778 866 2976
info@otimo.ca 
www.otimo.ca
Aji makes healthy, flavourful @ most versatile
fresh ingredients condiments and sauces.
Otimo Brazilian Style Cheese Puffs naturally
gluten free, most delicious cheese buns.

Amerlux, LLC 618
178 Bauer Drive
Oakland, NJ  07436
P: 973.882.5010  F: 973.882.8970
info@amerlux.com
www.amerlux.com
Manufacturer of innovative lighting solutions
that captivates, inspires and commands attention.
Enhancing supermarket, retail, commercial,
and hospitality environments while focusing
on quality and service excellence.

Applied Data Corporation 804
13528 Prestige Place 
Tampa, FL 33635
P: 813.849.1818  F: 813.849.1823
sales@applieddatacorp.com
www.AppliedDataCorp.com
InterStore enables integration of the data,
organization, tracking and labeling of your
fresh food products, from ingredients ordering
through production to sales tracking.

Arneg Canada 1100
18 Rue, Richelieu, 
Lacolle, QC J0J 1J0
P: 450.246.3837
sfeere@arnegdml.com
www.arneg.ca
Canadian Manufacturer, distributor of 
refrigerated merchandisers for food and 
beverage stores. Including bakery, bistro, 
deli, meat, seafood, produce, frozen 
and hot foods, beer, wine.

Associated Grocers 1109
– a Division of Buy-Low Foods LP 
7100-44th Street S.E.
Calgary, AB  T2C 2V7
P: 403.236.6300 F: 403.236.3969
larry_chmielewski@associatedgrocers.ca 
www.assocaited-grocers.ca
Associated Grocers is celebrating 90 years of
being the “Home of the Independent” from
1927-2017. Serving over 650 Independent
Retail Locations across Western Canada.

Atlantic Stainless 1203
Fabricators Ltd.
62 Howden Road 
Toronto, ON M1R 3E9
P: 416.285.5535  F: 416.285.6649
mrafik@bellnet.ca
www.atlanticstainless.ca
Manufacturers of stainless steel equipment
for supermarkets, cabinets, tables, sinks,
racks, carts, antipasto/olive bars, bakery
preparation tables, custom fabrication,
seafood display tables and seafood cases.

Aurora Importing & 900
Distributing Ltd.
815 Gana Court 
Mississauga, ON LS5 1P2
P: 905.670.1855  F: 905.670.0236
pmills@auroraimporting.com
www.auroraimporting .com
Aurora Importing & Distributing Ltd. has
been delivering authentic Italian fine foods
for over 60 years. Stop by our booth &
savour some culinary delights.

Azuma Foods 1405A
(Canada) Co., Ltd.
11451 Twigg Place
Richmond, BC  V6V 2Y2
P: 604.288.0005
F: 604.288.0022
info@azumafoods.ca
www.azumafoods.ca
Canadian manufacturer and global 
supplier of unique ethnic flavours
(retail/wholesale). New products include 
single-serve azumagourmet Deli salads 
& Umami Toppers series!

Bad Duck Caramel 1427A
5440 Elsie-Holmes Rd
Wynndel, BC  V0B 2N1
P: 250.866.5688
carmen@badduckcaramel.com
www.badduckcaramel.com
Delicious, handmade caramel- 3 varieties. 
To Eat Just Quack It! Tree nut-peanut free,
gluten free. Stop by for a taste.

BC Egg 1744
250-32160 South Fraser Way
Abbotsford, BC  V2T 1W5
P: 604.556.3348
F: 604.556.3410
bcemb@bcegg.com
www.bcegg.com

BCLC 821
2940 Virtual Way 
Vancouver, BC  V5M 0A6
P: 604.215.0649
www.bclc.com
We deliver great entertainment in the form
of lottery, casino, bingo and online gambling
on behalf of the province of British Columbia.

Bee Maid Honey Limited 1004
625 Roseberry Street
Winnipeg, MB R3H 0T4
P: 204.786.8977
F: 204.783.8468
honey@beemaid.com
www.beemaid.com
Beekeeper owned, proud supplier of 100%
pure Canadian honey for over 60 years. 
True source, SQF and HAACP certified we
are the preferred honey of Canadians.

BDKS Ent. Inc. 1403B
Distributor Kodak 
Batteries & Flashlights
1878  Kingsway
Vancouver, BC V5N 2S7
P: 604.875.6680
F: 604.875.6660
sales@bdksinc.com
www.bdksinc.com
Distributor of Kodak batteries & flashlights.
Kodak has a high quality product with 
low price and high margins. A well known
brand around the world.
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When investing in an HFC-free refrigeration system, 
you should expect sound guidance, more options, 
superior equipment and unparalleled customer service. 
Contact us today to learn more about our innovative 
ammonia cascade system, that uses only 53lbs/24kg 
of ammonia to produce 70 tons of refrigeration, or our 
global CO2 transcritical system currently being installed 
worldwide. With Kysor/Warren, your expectations are 
reality.

Expect more with Kysor/Warren.  

expect more.

www.kysorwarren.com

Ammonia CO2 Cascade

Transcritical CO2 Booster Rack

Find us on...

KysorWarrenRefrigeration

VISIT US AT GROCERY AND SPECIALTY FOOD WEST, BOOTH #500.
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Bosa Foods 1009
1465 Kootenay Street 
Vancouver, BC  V5K 4Y3
P: 604.253.5578
F: 604.253.5656
www.bosafoods.com
anna.r@bosafoods.com
For 60 years, Bosa Foods is a leading
importer and distributor of Italian and
Mediterranean specialty food products 
offering over 7,500 products to retail and
food service markets in Western Canada.

Bos Smoked Fish Inc. 1410
1175 Pattullo Ave
Woodstock, ON  N0J 1X0
P: 519.537.5000
F: 519.537.5522
rein@bossmokedfish.com
www.bossmokedfish.com
Bos Smoked Fish is a family owned 
smoked fish company serving Grocers, 
Ethnic and Foodservice wholesalers 
nation wide since 1989.

Boxmaster 706
#100, 880 Belgrave Way 
Delta, BC V3M 5Y8
P: 604.521.4715
F: 604.527.8514
info@boxmaster.com
www.boxmaster.com
Boxmaster is the first International Featured
Standards (IFS) PACsecure certified
(HACCP-based program) box manufacturer
in Western Canada.

Brencar 505
207-15272 Croydon Drive 
Surrey, BC  V3Z 0Z5
P: 604.531.5122
F: 604.531.5106
info@brencar.com
www.brencar.com
Brencar is Canada’s leader in supplying 
the finest Government Approved, NSF, 
User Friendly, Bulk Food Dispensing systems
available in North America. The Ultimate
Green Packaging!

Burnbrae Farms Ltd. 1222
3356 County Rd. 
No.27 RR#1
Lyn, ON K0E 1M0
P: 613.345.5651
F: 613.345.6946
www.burnbraefarms.com
ckemp@burnbraefarms.com

Campbell Company 1108
of Canada 
60 Birmingham Street 
Brampton, ON M8V 2B8
P: 416.251.1131
www.campbellsoup.com
The company makes a range of products
from soups and simple meals to snacks and
healthy beverages, including Pepperidge
Farm, V8, Prego, Pace and Plum.

Canadian Federation 909
of Independent Grocers 
105 Gordon Baker Road 
Suite #401
Toronto, ON M2H 3P8
P: 416.492.1806
info@cfig.ca
The Canadian Federation of Independent
Grocers is a non-profit organization estab-
lished over 50 years ago and represents over
4,000 independent, franchised and specialty
grocers all across the nation. CFIG hosts and
organizes the only grocery-centric confer-
ence/trade shows in Canada called Grocery
& Specialty Food West in Vancouver and
Grocery Innovations Canada in Toronto.

Canadian Food & Grocery 518
Industry Guide 
4917 Prospect Ave., 
Victoria BC, V9E 1J5
P: 250.708.0427 
F: 250.708.0429
fred.haynes@me.com
www.contactcanada.com
Comprehensive industry guide on the suppli-
ers & services for the Canadian food & gro-
cery industry. Online database enables cus-
tomized directories. Popular print edition at
booth.

Canadian Grocer 405
2300 Yonge Street, Unit 1510
Toronto, ON M4P 1E4
P: 416.256.9908
F: 888.889.9522
awood@ensembleiq.com
www.canaidangrocer.com
The trusted voice of the Canadian grocery
industry, Canadian Grocer has been helping
retailers, wholesalers and manufacturers suc-
ceed for more than 130 years. 

Canadian Trade House 722
201, 4216 10 Street NE
Calgary, AB T2E 6K3
P: 403.237.8829
F: 403.237.8830
info@canadiantradehouse.com
www.canadiantradehouse.com
CTH is presenting a unique and innovative
line of frozen smoothies and fresh salads
from Western Canada. Along with numerous
grab and go, convenience items. 

Canature Processing Ltd. 523
5292 272 Street 
Langley, BC V4W 1S3
P: 604.856.3886
F: 604.381.0898
info@canature.ca
www.canature.ca
We provide freeze dried pet products,
including treats, functional foods, ingredi-
ents, full meals, and toppers. We provide ser-
vices such as joint product development and
tollrocessing.

Cardinal Meat Specialists Ltd. 623
155 Hedgedale Road
Brampton, ON  L6T 5P3
P: 905.459.4436
F: 905.459.8099
orderdesk@cardinalmeats.com
cardinalmeats.com
Cardinal is Canada’s largest producer of 
veggie burgers. Cardinal’s exhibit will feature:
Brown Rice and Mozzarella burgers, Spicy
Black Bean burgers and Quinoa burgers.

Cavendish Farms 605
1551 Weston Road
Toronto, ON M6M 4Y4
P: 403.585.3815
frey.fred@cavendishfarms.com
cavendishfarms.com
Cavendish Farms continues to be the fastest
growing frozen potato brand in Western
Canada. We have products to meet all of
your frozen potato needs.

Chef Pieter Inc. 1762A
4 – 20543 96th Avenue
Langley, BC V1M 3W3
P: 778.847.8917
askthechef@chefpieter.com
www.chefpieter.com
Chef Pieter’s gourmet artisan cheese dips 
are made with only the freshest and finest
quality ingredients. Each artisanal creation is
hand-crafted personally by Chef Pieter.

Chosen Foods 419
1747 Hancock Street, Suite A
San Diego, CA 92101
P: 877.674.2244
cory@chosenfoods.com
www.chosenfoods.com
Every product Chosen Foods produces will
be healthy, nutrient dense and low sugar,
promoting optimal nutrition. We will never
use genetically modified ingredients.

CMR Home Entertainment 620
3737 Cote Vertu 
Montreal, QC H4R 2C9
P: 514.956.7482
F: 514.956.7450
rwashko@inetvideo.com
CMR provides retailers a way to profitably
enhance their product lines by offering 
various forms of media at a great value and
low prices to consumers.

Coca-Cola Refreshments 901
335 King Street East
Toronto, ON M5A 1L1
P: 800.438.2653
canadaambassador@coca-cola.com
www.coca-cola.ca
New 2017 Innovation: Gold Peak Premium
Teas. Coke Zero Cherry. Dasani Sparkling.
Smart Water Sparkling. Canada Dry Soda
Water with Mandarin. Core Power Elite.
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(Sources: Nielsen MarketTrack, L52 Weeks, PE Dec.10, 2016; Source: Nielsen MarketTrack, DPR Report,  
All Frozen Categories, National All Channels, L3 Years Ending June 25, 2016, CAGR 19% Top 20 Brands)

®/TM Trademarks of Cavendish Farms Corporation. All rights reserved. 

+19%!
 Fastest Growing  Frozen Food Brand

Fastest  
Growing Stand Up Packaging  Brand in Canada

+7%!

Do you have enough Cavendish Farms  
products on your shelves?

at booth #605  
at the Grocery &  

Specialty Food West  
Show in Vancouver on  

March 20 and 21!

Visit us

in Canada the Last 3 Years

#GSFShow17#GSFShow17
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Consulate General of the 401
Republic of Korea – 
Commercial Section, KOTRA
#780 – 999 Canada Place
Vancouver, BC V6C 3E1 
P: 604.683.1820
F: 604.687.6249
jiwon@kotrayvr.com
www.kotrayvr.com
KOTRA is a state-funded trade and 
investment promotion organization operated
by the Government of Korea, serving as 
a bridge between Korean exporters and
overseas buyers.

Covered Bridge Potato 621
Chip Company Inc.
35 Alwright Ct
Waterville, NB E7P 0A5
P: 506.375.2447
F: 506.375.2448
Covered Bridge chips are made with our very
own homegrown dark Russet potatoes with
all natural ingredients and are certified
gluten free!

CT Control Temp Ltd. 515
4340 Dawson Street
Burnaby, BC V5C 4B6
P: 604.298.2000
F: 604.421.5858
www.ctcontroltemp.com
ct@ctcontroltemp.com
CT Control Temp specializes in refrigeration,
commercial heating, ventilation and air 
conditioning systems, plumbing and building
controls. We design, engineer, install, sell,
service and maintain HVAC, refrigeration 
and building control equipment, providing
preventive maintenance and ongoing support.

Dairy Farmers of Canada 915
1801 McGill College #700
Montreal, QC H3A 2N4
www.dairyfarmers.ca

Danone Inc. 918
#107 3355 114 Ave SE
Calgary AB, T2Z 0K7
www.danone.ca

Dart Canada Inc. 1120
2121 Markham Rd.
Toronto, ON M1B 2W3
P: 416.293.2877
F: 416.332.3479
Hector.Hofilena@dartcanada.ca
www.solocanada.com

DelGrosso Foods, Inc. 1754
632 Sauce Factory Drive 
Tipton, PA 16684
P: 814.684.5880
F: 814.684.3943
www.delgrossofoods.com
info@delgrossos.com
DelGrosso Foods is America’s oldest major
family – owned producer of pasta sauce,
tracing its origins to 1914 and an old – world
immigrant’s secret recipes.

DIGI CANADA INC. 1008
87 Moyal Court 
Concord, ON  L4K 4R8
P: 905.879.0833
F: 905.879.4008
sales@ca.digi-group.com
www.digisystems.com
DIGI Group – your food retail equipment
partner providing weighing, wrapping, 
labeling, POS and Electronic Label System
solutions backed by a nation-wide 
professional service team.

Distribution Canada Inc. 406
3425 Harvester Road, Suite 102
Burlington, ON  L7N 3N1
P: 905.681.3933
F: 905.681.0314
marc@distributioncanada.ca
www.distributioncanada.ca
dci is a national organization of independent
grocers that fosters collaborative selling 
relationships between its shareholders, 
manufactures and key stakeholders in the
Canadian grocery industry.

Dovre Import & Export 705
13931 Bridgeport Road 
Richmond, BC V6V 1J6
P: 604.234.4545  F: 604.234.4546
Marketing@doverimport.com
www.doverimport.com
Importer and distributor of specialty natural
and organic foods for 60 years.

Dyna-Pro Environmental 319
575 Roseberry St
Winnipeg, MB R3H 0T3
P: 204.774.5370
F: 204.774.5397
larryj@dyna-pro.com
www.dyna-pro.com
For 25 + years home of Ultra-Pure RO 
Purified-Water, BPA-free Jugs, and 
Accessories. Boil-water advisory solutions 
for retail, industrial and commercial clients.
NAMA/CSA certified; NFS/EDA compliant.

Emerson 508
145 Sherwood Drive 
Brantford, ON  N3T 1N8
P: 519.756.6157
F: 519.756.6842
Pamela.Jordan@Emerson.com
www.emersonclimate.ca
Explore Emerson’s capabilities in fresh food
monitoring throughout the cold chain and 
discover how Grind2Energy is helping shift
food waste from landfills to renewable energy.

EPIC Worldwide LLC 1732
1045 Palms Airport Drive 
Las Vegas, NV  89119
P: 617.371.7534
ed@epicworldwide.com
www.epicworldwide.com
The KWIK ZIP Changeable Graphic System is
the best solution to a fast and cost-effective
truck advertising campaign. Lasts for years
or easily changed.

Ernest & Julio Gallo 1023
Winery Canada
#206 11929 – 40th Street SE
Calgary, AB T2Z 4M8
P: 403.216.0855
www.gallo.com
Wine and spirits from around the world.

Etalex Inc. 412
8501 Jarry Est 
Montreal, QC  H1J 1H7
P: 800.351.3125
F: 514.351.2100
info@etalex.ca
www.etalex.ca
Founded in 1966, Etalex is the reference in
the manufacturing of commercial shelving,
furniture and storage systems in Canada.

Federated Insurance 404
255 Commerce Drive 
Winnipeg, MB  R3P 1B3
P: 204.786.6431
F: 204.783.4443
mauro.ditullio@federated.ca
www.federated.ca
The risks you face in the grocery store 
industry are unique. Federated Insurance 
can design customized and comprehensive
programs specifically for you and your
business.

Financial Management 1106
Systems LTD
8028 Ritchie Highway, Suite 212
Pasadena, MD 21122
P: 877.435.9400
F: 410.761.9237
www.fmssolutions.ca
FMS provides accounting, payroll, best 
practices, benchmarking time and 
attendance solutions, and more to 
independent grocers.

FREYBE GOURMET FOODS 1315
#203-9525 201 Street 
Langley, BC V1M 4A5
P: 604.607.7426
F: 604.888.7426
To_freybe@freybe.com
Freybe.com
Since 1844, the Freybe family has 
crafted delectable dry-cure and deli-style
products using only the finest gourmet
ingredients, highest quality cuts and
traditional European methods.

GBS Foodservice 1736
Equipment Inc.
2871 Brighton Road 
Oakville, ON L6H 6C9
P: 905.829.5534
F: 905.829.9914
www.gbscooks.com
pdouglas@gbscooks.com
GBS offers a full line of combi-ovens, blast
chiller/freezers, heated and refrigerated 
display cases, fryers, gas or electric 
rotisseries, on-site training and Canada wide
service/ support.
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General Mills Canada 1215
5825 Explorer Drive
Mississauga, ON  L4W 5P6
P: 905.212.4000
www.generalmills.ca
We Serve the World By Making Food People
Love! Join us in booth #1215 to experience
the excitement we are delivering to our 
customers!

Get Sauced & Spiced Inc. 1414
9620-58 Ave
Edmonton, AB T6E 6C1
P: 780.462.2418
F: 780.466.3135
sales@getsauced.com
www.getsauced.com
Alberta Made, Gluten Free, CFL Licensed
Product. Award winning gourmet sauces, dip
mixes, and rubs. We specialize in creating
specialty foods with robust profiles.

Glenwood Labels 1323
117-15 Braid Street 
New Westminster, BC V3L 5N7
P: 604.522.6001
F: 604.522.8980
gleninfo@glenwoodlabel.com
Glenwood manufacturers a variety of full
colour quality custom labels, laser sheets and
grocery scale for the supermarket, food and
beverage industry since, 1969.

Global Reach Confections 1730
and More 
#202 4848 275 Street 
Langley, BC V4W 0A3
P:604.533.8822
F: 604.857.3388
insidesales@globalreachconfections.com
www.globalreachconfections.com
Importers & Distributors of Fine European
Foods and Global Confections. Globally
Sourced – Locally Delivered – Personally
Enjoyed 

Golden Valley Foods Ltd. 1319
3841 Vanderpol Ct.
Abbotsford, BC V2T 5W5
P: 604.857.0705
F: 604.607.5504
info@goldenvalley.com
goldenvalley.com
Shell eggs, conventional eggs, specialty 
eggs including free run, free range, Organic
eggs, liquid processed eggs.

Goodness Gracious 1406
Specialty Foods 
30465 Progressive Way 
Abbotsford, BC V2T 6W3
P: 604.358.8538
info@ggspecialtyfoods.com
www.ggspecialtyfoods.com
Gluten Free Baked Goods and Ready Made
Frostings. Locally made with NO dairy or
eggs. All natural and trans-fat FREE.

Grainworks, Inc 415
Box 30, Vulcan, AB T0L 2B0
P: 800.563.3756
F: 403.485.6459
sales@grainworks.com
www.grainworks.com
Grainworks, Inc is a certified organic farming,
milling, cleaning and warehousing facility
supplying organic grains, beans, flours, flakes
and mixes.

Grocery Business Media 1218
390 Queen’s Quay West, 
P.O. Box 40085
Toronto, ON M5V 3A6
P: 416.569.5005
Kevinsmith@grocerybusiness.ca
www.grocerybusiness.ca
Grocery Business is the only Canadian 
owned national grocery publication providing
a better read, a better design and a better
value for retailers and manufacturers.

Halo Metrics Inc. 822
183-21300 Gordon Way 
Richmond, BC V6W 1M2
P: 604.273.4456
F: 604.273.4459
rsangha@halometrics.com
www.halometrics.com
For over 28 years Halo Metrics has helped
prevent shoplifting related to theft while 
protecting the shopping experience of honest
consumers for retailers across Canada.

Hee-Haw HorseRadish 1404
2120 Fair Street 
Victoria, BC V8R 2H1
P: 250.415.1931
info@heehawhorseradish.com
www.heehawhorseradish.com
Hee-Haw is Canada’s First Premium, All 
Natural, One Year Shelf Stable Damn Hot
Horseradish and Damn Hot SeaHorseRadish…
A cocktail sauce!

Hollandia Greenhouses 1411
19731 Richardson Rd
Pitt Meadows, BC V3Y 1Z1
P: 604.460.1866
F: 604.460.1875
sales@hollandia.ca
www.hollandia.ca
Hollandia Greenhouses provides consumer
bunches of cut stem gerbera daisies that are
shipped for grocery store chains in western
Canada and the USA.

Howell Data Systems 801
103 3011 Underhill Avenue
Burnaby, BC V5A 3C2
P: 800.410.6871
sales@howelldatasystems.com
www.howelldatasystems.com
HDS has been developing and implementing
Point of Sale Solutions, enterprise manage-
ment solutions, POS integrated deli scales,
DVR and Digital Menu boards for 25 years.
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Ideon Packaging 501
11251 Dyke Road 
Richmond, BC  V7A 0A1
P: 604.524.0524
info@ideonpackaging.com
www.ideonpackaging .com
POP Displays, Folding Carton and Corrugated
Containers, Automation Systems and more!
Ideas… people… packaging 

Indonesia Pavilion 1205
567 Seymour Street 
Vancouver, BC  V6B 3H6
P: 604.696.6322
F: 604.559.5022
fika.arfani@gmail.com
www.itpcvancouver.com
We provide Indonesian made products &
supplier information, such as organic spices,
organic premium coffee & tea, organic
coconut sugar/oil, snacks, juices etc.

Inform Brokerage Inc. 1020
2286 Holdom Avenue 
Burnaby, BC V5B 4Y5
P: 604.324.0565
F: 604.324.1292
customercare@informbrokerage.com
www.informbrokerage.com
Representing brands in Canada from coast
to coast. Italpasta, Fentimans Botanically
Brewed Beverages, Gay Lea Foods, Whistler
Water, Gia Foods, Taste of India.

Ishida Canada Inc. 805   
12692 – 82nd Ave.
Surrey, BC V3W 3G1
P: 778.578.2928
F: 778.578.2927
www.ishidacanada.ca
sales@ishidacanada.ca
It is Ishida’s primary goal to make life more
convenient and profitable for our customers.
Through our weighing technology and our
“customer first” policy.

Jan K. Overweel Limited 1420
1495 Kebet Way
Port Coquitlam, BC V3C 6L3
P: 604.464.4744
F: 604.464.2112
www.jkoverweel.com
kanderson@jkoverweel.com
Importers/ Distributors of grocery products
(olive oil, tomatoes, pasta, rice, vinegars) 
and cheese and deli specialists imported and
domestic products. Emma/ Cortina/ Casa
Itaua/ Milano Brands.

JBS CANADA 1421
5101 11th Street S.E
Calgary, AB T2H 1M7
P: 800.322.8396
rob.meijer@jbssa.com
www.jbssa.com/our-business/canada
JBS Canada will provide “Unmatched Quality
and Service” as we dedicate to be the best 
in all that we do!

JD Farms Specialty Turkey 709
24726 52 Avenue 
Langley, BC V2Z 1E2
P: 604.856.2431
F: 604.856.2437
turkey@jdfarms.ca
jdfarms.ca
Grower and wholesaler of Specialty turkeys
grown without antibiotics or animal by-
products in their feed. Our Heirloom Bronze
Turkeys are also fed a Non-GMO feed.

Jet Label & Packaging Ltd. 423
9445 – 49 St. NW 
Edmonton, AB T6B 2L8
P: 866.440.5135
F: 780.465.7837
sales@jet-label.com
www.jet-label.com
As Western Canada’s largest label 
manufacturer and printer, Jet Label is the 
all-in-one solution for your labelling needs.

JNE Retail Equipment 619
4433 Manitoba Road SE
Calgary, AB T2G 4B9 
P: 403.243.2705
sales@jneretail.com
www.jneretail.com
Kids Cart Raffle – Free Kids Cart Giveway
Cart Retention Systems – Gatekeeper 
Caroline’s Cart – Special Needs Cart Wheeled
Shopping Baskets.

Jones Food Store 601
Equipment Ltd.
2896 Norland Avenue
Burnaby, BC V5B 3A7
P: 1.800.294.6321  F: 604.294.4087
www.jonesfood.com
info@jonesfood.com
Jones Food Store Equipment provides 
equipment, refrigeration system design,
installation, service and energy solutions 
for small to large footprint supermarkets,
warehouses, liquor stores and more.

JS Software 1756
108 Avonlea Way 
Spruce Grove, AB T7X 4R5
P: 866.828.4300
info@js-software.com
www.js-software.com
Provider of turnkey software solutions for 
the independent retailer. Our solution
includes Back Office, Accounting, POS, 
Gift Cards, Scale, Handheld devices, 
E-Commerce, Warehousing.

Kidd Bros & Western 1021
Sage Honey 
#15 – 5684 Landmark Way 
Cloverdale, BC V3S 7H1
P: 604.532.9757  F: 604.533.3595
kiddbros@telus.net
www.kbhoney.com
Canada’s purest and oldest, raw, unpasteur-
ized honey. Still family owned and operated,
Kosher Check certified and GMO FREE!
Come try BC’s Best today for yourself!

KeepRite Refrigeration 409
159 Roy Blvd.
Brantford, ON N3R 7K1
P: 519.751.0444
wc.sales@k-rp.com
www.k-rp.com
The Right Choice For Today’s Refrigeration
Professional. Products include specialized
applications in food storage and processing,
industrial process cooling, including 
evaporators, condensing units, and more.

Keurig Canada Inc. 1119
3700 Jean Rivard 
Montreal, QC H1Z 4K3
P: 888.382.1145
ca.customerservice@keurig.com
www.keurig.ca
Single serve brewers and hot beverages from
brands such as Van Houtte, Timothy’s, Laura
Secord, Green Mountain, Newman’s Own.

Kraft Heinz Canada 1101
95 Moatfield Drive
Toronto, ON M3B 3L6
P: 416.441.5000
Kraftheinzcompany.com
Kraft Heinz is the fifth-largest food and 
beverage company in the world with iconic
brands including Kraft, Heinz, Classico, KD,
Jell-O, Philadelphia and Maxwell House.

Kruger Products L.P. 815
200-1900 Minnesota Court 
Mississauga, ON L5N 5R5
P: 905.512.6900
F: 905.812.6910
www.krugerproducts .ca
reception@krugerproducts.ca
Kruger Products L.P. is a leading Canadian
manufacturer and distributor of tissue and
paper towels for consumer in home use and
commercial away from home use.

Kysor/Warren 500 
5201 Transport Blvd.
Columbus, GA 31907
P: 800.866.5596
F: 770.568.1514
www.kysorwarren.com
Kysor/Warren is a leading brand of refrigera-
tion display cases and refrigeration systems
for supermarkets throughout North America
from Heatcraft Worldwide Refrigeration.

LA FOURMI BIONIQUE 1748
5530, Rue Saint-Patrick, 
Suite 1109
Montreal, QC H4E 1A8
P: 514.769.4246
F: 514.769.7802
info@lafourmibionique.com
www.lafourmibionique.com
Since 2004 LA FOURMI BIONIQUE has 
crafted unique gourmet granola cereal
blends and promotes local, natural, 
organic and fair trade ingredients. 
sulfite free, non GMO.
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Lee Kum KEE(USA) Inc. 400
3660 Midland Ave, Suite 309
Scarborough, ON M1V 0B8
P: 416.857.1808  F: 416.847.1802
Catherine.hou@lkkusa.com
Usa.llk.com/kitchen 
Products including SRIRACHA mayo,
SRIRACHA Chili, Panda MOS, Smart Choices.
Panda Hoisin Sauce, Panda Oyster Sauce.

Left Field Foods 1201
#5 7503 35 Street SE
Calgary, AB T2C 1V3
P: 403.287.6731
info@leftfieldfoods.ca
www.spokes.ca
Left Field Foods presents SPOKES, a great
tasting air-puffed potato snack with simple
natural ingredients and only 40 calories/cup!
Left Field is a local company.

Les Cuisines Gaspesiennes Lte 1422
85 Rue du Port 
Matane, QC   G4W 3M6
P: 888.260.5757  F: 418.562.6887
client@gaspesien.com
www.gaspesien.com

“Little Miss Chief” 1425A
Gourmet Products Inc.
128-2440 Old Okanagan Hwy.
Westbank, BC V4T 1X6
P: 250.768.6977  F: 250.768.9946
lmchief@telus.net
www.littlemisschief.net
Wild Pacific smoked salmon (Keta and 
Sockeye) in Retort pouch, marinated in
Okanagan wine, shelf stable, no refrigeration
required until open.

Loblaws Inc. 1001
1 President Choice Circle 
Brampton, ON L6Y 5S5
P: 905.459.2500
Julie.boudreau@loblaw.ca
www.loblaw.ca

Macdonalds Consolidated 809
1020 - 64th Avenue N.E
Calgary, AB T2E 5V8
P: 800.933.7515
macdonaldsconsolidated.ca
Macdonalds Consolidated is a full service
food wholesaler. Being the wholesales arm
for Sobeys in Western Canada, we service
Thunder Bay to Vancouver Island. 

Maple Leaf Foods 1115
6897 Financial Drive 
Mississauga, ON L5N 0A8
P: 403.592.2023
www.mapleleaffoods.com
Maple Leaf Foods is Canada’s leading 
consumer packaged meats company. We
make high-quality, great tasting, nutritious
and innovative food products under leading
brands including Maple Leaf®, Maple Leaf
Prime®, Maple Leaf Natural Selections®,
Schneiders Country Naturals® and Mina™.
Our company employs approximately 11,000
people in its operations across Canada.

Maureen’s Natural Foods 1700
7472 Minster Dr. East
Delta, BC  V4C 4M5
www.maureensnaturalfoods.com
Maureen’s will feature our new line of unique
gluten free, all natural sauces, every day, and
every purpose sauce. Our products live
where healthy meets tasty.

Meadowfresh Dairy Corporation 521
100-1373 Kebet Way 
Port Coquitlam, BC V3B 6G1
P: 604.472.0786  F: 604.472.0787
kim@meadowfresh.ca
www.meadowfresh.ca
Conventional fluid, grass fed conventional
milk, yogurt, whip cream and buttermilk, that
we service accounts up to 3X a week.

Metro Compactor West Inc 1418
1860 Broadway Street
Port Coquitlam, BC  V3C 2N1
P: 604.464.8465  F: 604.464.8464
servicewest@metrogroupcan.com
www.metrocompactorwest.com
Metro Compactor Service is the distributor
for Marathon, JV, PTR, Sononzaire as well as
many other manufacturers’ of waste and
recycling equipment across Canada.

Mi Pueblito Salsas 1415A
#109-125 18TH Street West
North Vancouver, BC V7M 1W5
P: 778.223.5484
orders@mipueblito.ca
mipueblito.ca
Mi Pueblito offers an authentically Mexican
homestyle Salsa Verde (green sauce) in 
Classic and Mild Flavours that is fresh, 
plant-based and has 0% fat.

MIWE Canada Inc. 823
3055 Lenworth Dr. Unit #10
Mississauga, ON L4X 2G3
P: 905.614.0505  F: 905.614.0504
b.garisto@miwe.com
www.miwe.com
Miwe is associated with many advantages in
the world of baking. Miwe product portfolio
is focused on baking ovens, proofer/retarder
and automated equipment.

Mondelez Canada Inc. 1015
3300 Bloor Street West, Suite 1801
Toronto, ON M8X 2X2
P: 647.243.5400
bsekand@mdlz.com
www.mondelezinternational.com
At Mondelez International we provide life’s
delicious moments of joy through the 
world’s favourite brands – products that
make people smile! 

Mrs. Palmer’s Pita Snacks 1400
236 Slater Road 
Cranbrook, BC V1C 5C8
P: 250.426.1151  F: 250.426.8230
brenda@mrspalmerspantry.com
www.mrspalmerspitas.com
Our oven baked Pita Snacks are truly unique,
they are light, crispy and truly delicious. Proudly
Canadian Made. Available in 4 flavours.

Namaste Foods 1742
PO Box 3133
Coeur d’Alene, ID 83816
P: 866.258.9493
F: 208.904.3702
admin@namastefoods.com
www.namastefoods.com
All Namaste Foods products are free from
gluten and the top allergens and are carefully
manufactured in a dedicated facility using
only the finest ingredients.

NATURE’S CHOICE FOODS 1423A
PO Box 93 
Maple Ridge, BC V2X 7E9
P: 604.465.2100
F: 604.465.4372
info@natureschoice.ca
www.natureschoice.ca
Nature’s Choice specializes in importing 
premium culinary spices, herbs & blends. 
Our distinctive packaging has been a staple
in British Columbia for over twenty years….

Nestlé Canada Inc. 615
25 Sheppard Avenue W
North York, ON M2N 6S8
P: 416.218.3030
F: 416.218.2654
www.corporate.nestle.ca
Nestlé Canada provides food and beverages
for every occasion and stage of life, helping
Canadians live healthier & happier lives.

New Zealand Trade 
& Enterprise 1221
New Zealand Consulate General, 
Suite 2250-1050 West Pender Street 
Vancouver, BC V6E 3S7
P: 604.684.7388  F: 604.684.7333
www.nzte.govt.nz
New Zealand Trade and Enterprise is New
Zealand’s international business development
agency. Our role is to help New Zealand 
businesses grow into international markets.

Nimbus Water Systems Inc. 622
112 Oakdale Road
Toronto, ON M3N 1V9
P: 800.508.7125
steve@nimbuswatersystmes.com
www.nimbuswatersystems.com
Full Service water systems company. Best
range of equipment & options for both Vend-
ed and Store Use water. Purchase, Leasing,
Rental & Revenue Share available.

Northwest Refrigeration 
& Air Conditioning Ltd. 601
363 Kaska Rd.
Sherwood Park, AB T8A 4E9
P: 1.877.464.0313
F: 780.449.1324
www.northwest-refrig.com
office@northwest-refrig.com
For the past 38 years Northwest 
Refrigeration has been serving grocery retailers
by providing refrigeration equipment, store
design and engineering, installations, 
renovations, quality refrigeration service.
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Old Dutch Foods Ltd. 1005
7800 Fraser park Drive 
Burnaby, BC V5J 5L8
P: 604.430.9955
F: 604.430.9957
www.olddutchfoods.com
“Did you know? Quality is Always First. Old
Dutch Foods Ltd. has been committed to
quality snacking for over 6 decades, which
makes us the longest operating snack food
company in Canada.

Paradise Island Foods Inc. 923
6451 Portsmouth Road
Nanaimo, BC
V9V 1A3
P: 250.390.2644
F: 250.390.2117
dale.martin@pifoods.ca
www.paradise-foods.com
Come by and sample delicious All Natural,
No MMI, 100% Canadian Milk Artisan cheeses.
Family owned and operated since 1978. 
The new standard is here.

PBF The Pita Bread Factory 402
8000 Winston Street 
Burnaby, BC V5A 2H5
P: 604.528.6111
F: 604.528.5000
orderdesk@pbf.bc.ca
www.pbf.bc.ca
PBF is proud to be launching Bakestone
Brothers Certified Organic Bagels and 
tortillas! Come by and try them along with
our authentic pita and naan!

Parmalat Canada Inc. 514
1939 Centre Avenue SE
Calgary, AB T2E 0AE 
P: 403.221.8453  F: 403.221.9583
www.parmalat.ca
angela_cove@parmalat.ca
Parmalat Canada is a leading producer of
milk and dairy products. Our brands include
Beatrice, Lactantia, Astrd, Black Diamond,
Balderson, Galbani and President.

Première Moisson 921
189 Harwood Blvd
Vaudreuil-Dorion, QC J7V 1Y3
P: 855.787.1252
gdion@pmoisson.com
www.premieremoisson.com
Gourmet artisan breads and pastries made
with natural, premium quality ingredients. 
All are offered frozen, bulk or individually
wrapped. Organic, kosher and non-GMO 
certified products.

Procter & Gamble Inc. 800
4711 Yonge Street 
Toronto, ON M2N 6K8
P: 416.730.4711
Ku.lo@pg.com
www.pg.com
Being an everyday force for good in the
world, P&G works hard to make products
that improve people’s lives, now and for 
generations to come.
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Quik’s Farm Ltd. 1413
8340 Prest Road
Chilliwack, BC V4Z 0A6
P: 604.795.4651
F: 604.795.3224
info@quikfarm.ca
www.quikfarm.ca
Wholesale cut flowers, consumer ready 
bouquets and arrangements, consumer
bunches. 

RATIONAL Canada Inc. 608
2410 Meadowpine Blvd. Suite 107
Mississauga, ON  L5N 6S2
P: 905.567.5777
F: 905.567.2977
info@rational-canada.com
www.rationalcanda.com
RATIONAL SelfCookingCenter® combi-oven.
On a footprint of less than 11 ft2 (1m2), you
can fry, roast, grill, steam, poach, bake and
much more.

RedFrog Enterprises Ltd. 1758
203-11945 95A Ave.
Delta, BC V4C 3W1
P: 604.587.9907
F: 1.866.246.5657
www.redfrogenterprises.com
op.redfrogenterprises@gmail.com
We have many kinds of confectionary 
Products; Sweet peanut pretzel, Xylitol 
coated soft candy, various new flavoured
snacks collaborated with Calbee and 
individually packed crackers.

Rivale International 1726
P.O. Box 98028 
Sunshine Village 
Delta, BC  V4E 3M9
P: 604.916.2569
F: 604.596.9252
info@rivaleinternational.com
www.rivaleinternational.com
Nutriluxe-Paris: made in France luxury pure
sparkling fruit juices + pure apple juices.

RJT Blueberry Park Inc. 920
25990 48th Ave
Langley, BC V4W 1J2
P: 604.381.4562
F: 604.381.4563
tina@rjtblueberry.com
www.rjtblueberry.com
Fresh/ frozen Blueberries, Freeze-dried 
Blueberries.

Sabine’s Collections 1720
6745 Invader Crescent 
Mississauga, ON L5T 2B6
P: 510.363.4046
www.sabinescollections.com
Rustic Bread… Awesome Crisps! A fantastic
new baguette crisps that will impress your
family and friends with your appetizer 
presentations!

Salish Sea Foods LP 1419
820 Shamrock  PL
Comox, AB V9M 4G4
P: 250.339.6412
F: 250.339.4951
Katie@salishseafoods.net
www.salishseafoods.ca
Salish Sea Foods specializes in gourmet
Smoked Salmon products, marinated 
ready-to-cook salmon products and 
Vancouver Island grown oysters and clams.

Saputo Dairy Products 908
Canada GP
6800 Lougheed Highway
Burnaby, BC V5A 1W2
P: 604.420.6611
www.saputo.com
Manufacturer & distributor of fluid & cultured
dairy products, & cheeses. Some of our 
well-known brands include Dairyland,
Milk2Go, Armstrong and Alexis de Portneuf.

Saskatchewan Trade and 509
Export Partnership (STEP)
PO Box 1787
Regina, SK S4P 3C6
P: 306.787.9210
F: 306.787.6666
mcoppola@sasktrade.sk.ca
www.sasktrade.ca
Northern Quinoa: Golden Quinoa, Golden
Flour, Crispy Quinoa, Quinoa Flakes. Tu-Bees
Foods: Naturally flavoured gourmet honey in
10 flavours. Agrocorp International: pulses,
grains & oilseeds. 

Saunders Family Farm 1416
4825 Dell Road 
Windermere, BC V0B 2L2
P: 250.342.9283
Saundersfamilyfarm1@gmail.com
www.saundersfamilyfarm.ca
Gourmet jams and Unique Spicy Jellies,
Gluten and Sulphite Free with no added
colours or preservatives. Non-GMO sugar.
Featuring a Show Special. Has excellent
branding.

SciCorp International Corp 606
1273 North Service Rd. E Unit F2 
Oakville, ON L6H 1A7
P: 905.829.1749
F: 905.829.5859
bill@scicorp.net
www.wmodordisposer.com
Waste Management Odour Disposer an all
natural garbage and compost odour eliminator.
No toxins and no masking. From Industrial
applications made available for the home.

SELLERS PUBLISHING 819
161 John Roberts Road
South Portland, Maine 04106
P: 800.625.3386
F: 207.772.6814
ashapiro@rsvp.com
www.rsvp.com
RSVP™ brand greeting cards, licensed calendars
and gift book programs. Vendor managed, high
margin programs starting at 2 sq ft. 

Spice Mantra 704
104-18515- 53 Avenue 
Surrey, BC  V3S 7A4
P: 604.440.1926  F: 604.608.5412
www.spicemantra,ca
pbhalla@spicemantra.ca 
Spice Mantra is a ready to eat “all natural”
and “gluten free” global foods. Just heat &
serve appetizers & entrees. Caters to food
service, retail packaging and co-packaging.

Sum Trade Corp                        1708
110 Donaghy Avenue
North Vancouver, BC V7P 2L5
P: 778.881.0262
F: 604.770.2260
www.sumtradecorp.com
info@sumtradecorp.com
Supplier of Iranian saffron, flavored non-alco-
holic beer and food storage supply. Exporter
of Canadian pulses and grains.
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Sunshine Pickles Canadian 1401
Trade House  
30043 Jane Rd.
Thamesville, ON N0P 2K0
P: 519.692.4416
F: 519.692.5590
info@picklesplease.ca
www.picklesplease.ca
Sunshine Pickles grows and Processes a 
variety of conventional and certified organic
products. We also do Co-packing and Private
Label products.

Sweet Art Bakery 1724
#203-1305 Welch Street 
North Vancouver, BC  V7P 1B3
P: 604.928.0121
info@sweetartbakery.ca
www.sweetart bakery.ca
All natural, hand-crafted, locally made 
European Inspired Pastries.

Terminix Canada 507
#1-3888 North Fraser Way
Burnaby, BC V5J 5H6
P: 604.432.9422
F: 604.432.9425
john@carepest.com
www.terminix.com/canada
We offer residential, commercial & industrial
Integrated Pest Management solutions. We
specialize in structural pest management
programs, including rodents, insects, bed
bugs & bird/wildlife exclusion.

The Grocery People 711
14505 Yellowhead Trail 
Edmonton, AB T5L 3C4
P: 780.447.5700
F: 780.447.7759
info@tgp.ca
www.tgp.ca
Full-service wholesaler, backed by 
Federated Co-operatives Limited, that’s 
solely committed to family owned and 
operated retailers and their communities
across Western Canada.

Tree of Life Canada 806
19488 Telegraph Trail 
Surrey, BC  V4N 4H1 
P: 604.881.7100
F: 604.881.7131
customer.service@treeoflife.com
www.treeoflife.ca
Tree of Life is one of the largest distributors
of Specialty and Natural foods in Canada,
representing globally recognized brands.

Trumps Food Interests Ltd. 414
646 Powell Street 
Vancouver, BC V6A 1H4
P: 604.732.8473
F: 604.732.8433
info@trumpsfood.com
www.trumpsfood.com
Trumps Food Interests Ltd. is your wholesale
dessert solution. Come by to see our fresh
new ideas for the season.

Unilever Canada 609
60 Bloor Street East, Suite 1400
Toronto, ON M4W 3R2
P: 416.415.3000
www.unilever .ca
Unilever meets everyday needs for nutrition,
hygiene and personal care with brands that
help people feel good, look good, and get
more out of life.

Unitex 718
102-30720 Simpson Rd
Abbotsford, BC V2T 6C7
P: 604.855.1850
F: 604.855.1859
rjohnson@unitexsales.com
www.unitexsales.com
Unitex, we offer quality merchandise &
exceptional service, specializing in the 
Grocery Industry. Company Uniforms, 
Corporate Apparel, Promotional speciality
items.  When image counts…count on us.

Vancouver Freeze Dry Ltd. 520
5498 267 Street 
Langley, BC V4W 3S8
P: 604.625.0855
F: 604.856.3889
info@vancouverfreezedry.com
We focus on freeze dried fruits and 
vegetable snacks, offer a nutritious, healthy
choice for you and your family.

Walker Environmental 1750
63 Braid St
New Westminster, BC V3L 3P2
P: 905.264.7700
F: 877.264.7273
customerservice@walkerind.com
www.walkerind.com
Walker Environmental is Canada’s largest
provider for grease trap cleaning and 
maintenance along with organics recycling
solutions.

Wedderspoon 1760
PO Box 493
Duncan, BC  V9L 3X8
P: 888.256.6603
F: 855.274.1007
sales@wedderspoon.ca
www.wedderspoon.ca
Wedderspoon proudly offers genuine, pure,
award winning, Non-GMO verified Manuka
and specialty honeys, as well as Manuka
honey based products from New Zealand’s
unspoiled countryside.

Wendell Estate Honey 522 
Box 1439 
Roblin, MB R0J 1W0 
P: 866.498.2626
F: 204.564.2626
martin@wendellestate.ca
www.wendelestate.ca
In demand, 100% pure, unadulterated honey.
Smooth texture and fresh tasting. Appealing-
ly packaged to represent the uncompro-
mised quality of the honey.

Western Grocer Magazine 309
1313 Border Street Unit 16
Winnipeg, MB  R3H 0X4
P: 204.954.2085
F: 204.954.2057
rbradley@mercurypublications.ca
www.westerngrocer.com
Serving the grocery industry for over 100
years!!! Western Grocer magazine is read by
all grocery stores across western Canada. 

West Hill Naturals Ltd. 1402B
15564 112TH Ave.
Surrey, BC   V3R 6H1
P: 778.558.5436
F: 778.394.0782
info@westhillnaturals.com
www.westhillnaturals.com
Importers of organic products. Specialized in
organic coconut products.

Weston Bakeries – Maplehurst 715
Suite 400
5920 MacLeod Trail South 
Calgary, AB  T2H 0K2
P: 403.259.1500
info@maplehurstbakeries.com
customercarecentre@wonderbread.ca
www.westonfoods.com
Weston Foods your fresh start for innovative
ideas and top brands: Country Harvest, 
D’Italiano, Wonder, Oroweat and Maplehurst
for frozen Breads, Cakes, Pies and Donuts.
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Advertising/ Media/ 
Marketing Programs 
BCLC 
Canadian Grocer 
EPIC Worldwide LLC 
Golden Valley Foods Ltd.
Grocery Business Media 
Old Dutch Foods Ltd.
Sweet Art Bakery
Western Grocer Magazine

Automation Systems 
Ideon Packaging 

Baked Good: Fresh/
Frozen/Refrigerated
Aji Gourmet Products Ltd. /

Otimo Cheese Puffs 
Canadian Trade House 
Goodness Gracious Specialty Foods 
MIWE Canada Inc.
PBF The Pita Bread Factory 
Première Moisson
RJT Blueberry Park Inc.
Sweet Art Bakery 
Trumps Food Interests Ltd.
Weston Bakeries – Maplehurst

Bar Coding Equipment/ Systems 
Applied Data Corporation
Glenwood Labels 
Jet Label & Packaging Ltd.

Beauty & Personal Care
Acosta Sales & Marketing 
Procter & Gamble Inc.
Unilever Canada 
Wedderspoon

Beverages 
A.  Lassonde 
Advantage Solutions 
Canadian Trade House 
Coca-Cola Refreshments
Dyna-Pro Environmental 
Inform Brokerage Inc.
Keurig Canada Inc.
Kraft Heinz Canada
Nimbus Water Systems Inc.
Sum Trade Corp
West Hill Naturals Ltd.

Cards 
SELLERS PUBLISHING 

Carts 
JNE Retail Equipment

Cereal 
General Mills Canada

Cleaners & Supplies
BDKS Ent. Inc. Distributor Kodak Batteries
& Flashlights 
Consulate General of the Republic of Korea
– Commercial Section, KOTRA
Unilever Canada

Coffee & Tea 
Indonesia Pavilion 
West Hill Naturals Ltd.
NATURE’S CHOICE FOODS
Sum Trade Corp

Condiments & Relishes 
Aji Gourmet Products Ltd. / 

Otimo Cheese Puffs
Bosa Foods 
Chosen Foods 
Get Sauced & Spiced Inc.
Hee-Haw HorseRadish 
Indonesia Pavilion 
Kraft Heinz Canada
Mi Pueblito Salsa 
Sunshine Pickles 

Confectionary 
Aurora Importing & Distributing Ltd.
Bad Duck Caramel 
Global Reach Confections and More 
Mondelez Canada Inc.
Nestlé Canada Inc.
Wedderspoon

Consulting Services 
Canadian Food & Grocery Industry Guide

Dairy & Eggs 
BC Egg
Burnbrae Farms Ltd.
Dovre Import & Export Ltd.
Golden Valley Foods Ltd.
Inform Brokerage Inc.
Jan K Overweel Limited
Meadowfresh Dairy Corporation
Kraft Heinz Canada
Paradise Island Foods Inc.
Parmalat Canada
Saputo Dairy Products Canada GP 

Display Equipment 
Arneg Canada 
Boxmaster
CT Control Temp Ltd.
Jones Food Store Equipment Ltd.
KeepRite Refrigeration

Financial Services
Federated Insurance 
Financial Management Systems LTD

Fixtures: Store 
Action Retail Outfitters, Western Canada’s 

Best Store Fixtures Inc.
Arneg Canada 
Atlantic Stainless Fabricators Ltd.
Brencar 
Halo Metrics Inc.
JNE Retail Equipment

Floral 
Hollandia Greenhouses
Quik’s Farm Ltd.

Foods: Baby 
Campbell Company of Canada 

Foods: Canned 
Campbell Company of Canada 
“Little Miss Chief” Gourmet Products Inc.

Foods: Deli
Bosa Foods 
Bos Smoked Fish Inc.
Burnbrae Farms Ltd.
FREYBE GOURMENT FOODS
Jan K Overweel Limited 
Maureen’s Natural Foods
Paradise Island Foods Inc.
Saputo Dairy Products Canada GP
Saunders Family Farm

Foods: Dry 
Advantage Solutions 
Chosen Foods 
Dovre Import & Export Ltd.
FREYBE GOURMENT FOODS
Global Reach Confections and More 
Grainworks, Inc 
Inform Brokerage Inc.
RedFrog Enterprises Ltd.
Unilever Canada 
West Hill Naturals Ltd.

Foods: Ethnic 
Aji Gourmet Products Ltd. /

Otimo Cheese Puffs 
Aurora Importing & Distributing Ltd.
Consulate General of the Republic 

of Korea – Commercial Section, KOTRA 
Lee Kum KEE(USA) Inc.
Maple Leaf Foods
Maureen’s Natural Foods
Mi Pueblito Salsa 
PBF The Pita Bread Factory 
RedFrog Enterprises Ltd.
Tree of Life Canada

Foods: Frozen 
Acosta Sales & Marketing 
Azuma Foods (Canada) Co., Ltd.
Cardinal Meat Specialists Ltd.
Cavendish Farms 
JD Farms Specialty Turkey 
Nestlé Canada Inc.
RJT Blueberry Park Inc.
Spice Mantra 

Foods: Health
Chosen Foods 
Grainworks, Inc 
Namaste Foods
Saskatchewan Trade and Export 

Partnership (STEP)
Vancouver Freeze Dry Ltd.
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Foods: Kosher 
Bos Smoked Fish Inc.
Kidd Bros & Western Sage Honey
LA FOURMI BIONIQUE
Meadowfresh Dairy Corporation
Mrs. Palmer’s Pita Snacks 
Sabine’s Collections 
Trumps Food Interests Ltd.
Wendell Estate Honey

Foods: Natural/Organic 
A.  Lassonde
Burnbrae Farms Ltd.
DelGrosso Foods, Inc.
FREYBE GOURMENT FOODS
General Mills Canada 
Golden Valley Foods Ltd.
Goodness Gracious Specialty Foods 
Grainworks, Inc 
Hee-Haw HorseRadish 
JD Farms Specialty Turkey
Kidd Bros & Western Sage Honey
LA FOURMI BIONIQUE
Left Field Foods 
Maple Leaf Foods
Maureen’s Natural Foods 
Metro Compactor West Inc.
Namaste Foods
Paradise Island Foods Inc.
PBF The Pita Bread Factory 
Première Moisson
Rivale International 
Saskatchewan Trade and Export 

Partnership (STEP)
Saunders Family Farm 
Sunshine Pickles 
Sweet Art Bakery 
Tree of Life Canada
Vancouver Freeze Dry Ltd.
Wendell Estate Honey

Foods: Prepared 
Canadian Trade House 
Chef Pieter Inc.
Lee Kum KEE(USA) Inc.

Foods: Snack 
Campbell Company of Canada
Covered Bridge Potato Chip Company Inc.
General Mills Canada 
Indonesia Pavilion 
Left Field Foods 
Mondelez Canada Inc.
Mrs. Palmer’s Pita Snacks 
Old Dutch Foods Ltd.
RedFrog Enterprises Ltd.
Trumps Food Interests Ltd.
Vancouver Freeze Dry Ltd.

Foods: Specialty 
Acosta Sales & Marketing 
Aurora Importing & Distributing Ltd.
Azuma Foods (Canada) Co., Ltd.
Bad Duck Caramel
Bosa Foods 

Chef Pieter Inc.
Global Reach Confections and More 
DelGrosso Foods, Inc.
Get Sauced & Spiced Inc.
Goodness Gracious Specialty Foods 
Hee-Haw HorseRadish 
Kidd Bros & Western Sage Honey 
Left Field Foods 
“Little Miss Chief” Gourmet Products Inc.
Maple Leaf Foods
Mrs. Palmer’s Pita Snacks 
Namaste Foods
Rivale International 
Sabine’s Collections 
Salish Sea Foods LP 
Saunders Family Farm 
Tree of Life Canada

Food: Spreads
Bee Maid Honey Limited 
Mi Pueblito Salsa
Saskatchewan Trade and Export 

Partnership (STEP)
Wedderspoon 
Wendell Estate Honey

Food Preparation Equipment 
Atlantic Stainless Fabricators Ltd.
GBS Foodservice Equipment Inc.
MIWE Canada Inc. 
RATIONAL Canada Inc.

Food Safety & Sanitation 
Applied Data Corporation 
Emerson 

Food Service Equipment 
DIGI CANADA INC.
Ishida Canada Inc.
Metro Compactor West Inc.
Nimbus Water Systems Inc.

Fruits 
RJT Blueberry Park Inc.

Household Products
Advantage Solutions 
BDKS Ent. Inc. Distributor Kodak 

Batteries & Flashlights 
Kruger Products L.P.
Procter & Gamble 

Juices 
A.  Lassonde
Coca-Cola Refreshments
Rivale International

Labeling & Pricing Equipment 
Applied Data Corporation 
BDKS Ent. Inc. Distributor Kodak 

Batteries & Flashlights 
DIGI CANADA INC.
Glenwood Labels 
Jet Label & Packaging Ltd.



Lighting
Amerlux, LLC

Material Handling & 
Backroom Equipment
Atlantic Stainless Fabricators Ltd.
Canadian Food & Grocery Industry Guide
KeepRite Refrigeration 
MIWE Canada Inc.

Meal Solutions 
Cavendish Farms 

Meat: Beef
JBS CANADA

Meat: Poultry 
JD Farms Specialty Turkey

Meat Processing
Lers Cuisines Gaspesiennes Lte 

Meat: Other
Dovre Import & Export Ltd.

Natural Products 
Bee Maid Honey Limited 
Canature Processing Ltd.
Sabine’s Collections

Packaging
Boxmaster
Dart Canada Inc.
Glenwood Labels
Ideon Packaging 
Ishida Canada Inc.
Jet Label & Packaging Ltd.

Pest Control 
Terminix Canada

Pet Food & Supplies 
Canature Processing Ltd.

Exhibitors by Product Category

Point of Sale Systems & Equipment 
DIGI CANADA INC.
JS Software 

Private Label 
Bee Maid Honey Limited 
Canature Processing Ltd.
Première Moisson
Sunshine Pickles 

Refrigeration, HVAC & Freezers 
Arneg Canada 
CT Control Temp Ltd.
Emerson 
GBS Foodservice Equipment Inc.
Jones Food Store Equipment Ltd.
KeepRite Refrigeration
Kysor/Warren
Northwest Refrigeration 

Recycling/Balers
Metro Compactor West Inc.
Walker Environmental

Seafood
Azuma Foods (Canada) Co., Ltd.
Bos Smoked Fish Inc.
Salish Sea Foods LP

Security Systems & Equipment 
Halo Metrics Inc.
JNE Retail Equipment

Signage & Graphics 
Action Retail Outfitters, Western 

Canada’s Best Store Fixtures Inc.
CMR Home Entertainment
“Little Miss Chief” Gourmet Products Inc.

Spices & Flavourings 
Get Sauced & Spiced Inc.
Lee Kum KEE(USA) Inc.
NATURE’S CHOICE FOODS
Sum Trade Corp

Stationary Supplies 
CMR Home Entertainment 
SELLERS PUBLISHING 

Store Furnishings & Design
Action Retail Outfitters, Western 

Canada’s Best Store Fixtures Inc.
Brencar
Etalex Inc.
Trade Association
Consulate General of the Republic of Korea 

– Commercial Section, KOTRA 
New Zealand Trade & Enterprise

Trade Publications 
Canadian Food & Grocery Industry Guide 
Canadian Grocer 
Grocery Business Media 
Western Grocer Magazine

Transportation
EPIC Worldwide LLC   

Warehousing
CMR Home Entertainment 
JS Software 

Waste Management 
Emerson 
SciCorp International Corp

Water 
Coca-Cola Refreshments
Dyna-Pro Environmental 
Nestlé Canada Inc.
Nimbus Water Systems Inc.
Walker Environmental

Wine & Spirits 
Ernest & Julio Gallo Winery Canada
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