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It seems that loyalty, whether it is to a specific grocery
chain or to a consumer brand, is increasingly difficult to
maintain for today’s marketers.

A recent report entitled “Loyalty Deciphered — How Emotions
Drive Genuine Engagement,” found that loyalty programs are
broken with 28 per cent of consumers abandoning loyalty programs without redeeming
any points and over half (54 per cent) of loyalty memberships are inactive. One key
reason is that many of today’s loyalty programs attempt to buy consumer loyalty through
monetary rewards only. 

Produced by the Paris-based Capgemini Digital Transformation Institute, the report
surveyed more than 9,000 consumers and 500 executives. It found that emotions have the
strongest impact in driving consumer loyalty. For retailers who can foster loyalty through
higher emotional engagement with consumers, there is a great potential business benefit
of possibly increasing annual revenues by five per cent. 

The report reveals that emotions have the strongest correlation to loyalty over rational
factors and brand values. Specifically, honesty and trust were noted as having the
greatest influence on loyalty. However, there does need to be a balancing act with
rational benefits. Consumers with high emotional engagement still believe rational
factors and brand values are important when they decide on which companies they will
bestow their loyalty. 

Of course, this same insight has not been lost on other researchers. The Peter B. Gustavson
School of Business at the University of Victoria prepares an annual analysis of brands most
trusted by Canadians, highlighting that community engagement, relationship management,
and customer experience are at the core of overall trust. 

The U.S. research company, Field Agent, recently conducted a survey “Brand New World:
Exploring the Critical Issues Facing Today’s Brands”, highlighting that it is a new world for
CPG companies: private label store brands have upped their game and become a lot more
competitive; retailers like Aldi and Lidl sell predominantly their own labels and are growing
aggressively; private labels are increasingly available online; and established brands now
face disruption by new emerging brands.

Some interesting results from this study include that 84 per cent OF Walmart’s customers,
for example, buy the retailers private label. Brands must like Amazon because only 27 per
cent of its customers, according to the survey, buy the retailers private labels. Going forward,
39 per cent of respondents said they would be buying more private label in the future.

Retailers need to change the way they build relationships with consumers so they are
focused on building engagement and mutual trust, rather than being transaction focused.
Fulfil your commitment by promoting honesty, trust and integrity and build a two-way
relationship with consumers. Make the effort to truly know your consumers and
understand what they care about to create meaningful experiences. Provide timely,
meaningful rewards that promote long-term relationships in exchange for loyalty. 

Loyalty Can Be Fleeting in
Today’s Retail Landscape
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Peter Hall replaces Dan Lafrance as new Vice-President
of Retail Sales for Kraft Heinz Canada 

Kraft Heinz has announced that U.K. industry veteran Peter
Hall has replaced Dan Lafrance as vice-president of retail
sales. Lafrance joined Kraft General Foods Canada in 1990
where he began his sales career as a sales representative in
the Ottawa region. He later moved on to become vice-presi-
dent of sales and foodservice after the company merged with
Heinz, in 2016. 

“Dan was an integral part of my leadership team — his great
experience and insight helped set a strong foundation for Kraft
Heinz,” said Carlos Piani, president of Kraft Heinz Canada. 

Peter Hall, Kraft Heinz Canada’s new vice-president of
retail sales, most recently led Kraft Heinz U.K.’s Retail Sales
team where he helped accelerate growth in challenging mar-

ket conditions. Previously, Hall held numerous leadership positions such as Country
Head for powerhouse brands at Procter
and Gamble and as Director at Samsung.

While at Kraft Heinz U.K., Hall grew the
company’s sales, prioritized customer
engagement, and led innovation strategies that helped keep categories relevant to the
emerging needs of consumers in the U.K.

“Peter brings a wealth of experience to Kraft Heinz Canada’s team, as a sales and
marketing leader,” said Piani. “He will help further accelerate the mutually beneficial
partnerships between Kraft Heinz and its customer partners in the coming weeks.”

The new restructure means that Kraft Heinz Canada’s Sales Leadership team now
consists of Peter Hall, vice-president of retail sales and Stephane Mercier, head of
foodservice, who will both report to President Carlos Piani. No other organizational
changes took place.

Whistler Water
Receives Excellence in
Manufacturing Award for
Seventh Consecutive Year

For the seventh consecutive year,
Whistler Water received the Excellence in
Manufacturing Award from the Canadian
Bottled Water Association (CBWA).

“Canadian Bottled Water Association is
proud of Whistler Water, receiving the
CBWA Excellence in Manufacturing Award
in 2017 for the seventh year in a row,” said
Elizabeth Griswold, executive director of
the CBWA.

“Whistler Water is proud to have been
awarded Excellence in Manufacturing by the
CBWA for the seventh consecutive year,”
said Bruce Gemmell, Whistler Water’s chief
operating officer. “The CBWA audit and
inspection criteria are becoming more strict
year after year and this award is recognition
of the fantastic work of our quality assur-
ance and operations team and a demonstra-
tion of our desire for constant improvement
in our manufacturing processes.”

Peter Hall 

S AV E  T H E  D AT E
May 30th 2018

C a n a d i a n  G r a n d  P r i x  A w a r d s  G a l a
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H.Y. Louie Co.
Limited 
Rebrands, Introduces New
Company Name: 

Georgia Main
Food Group

On January 22, 2018, Brandt C. Louie
announced to H.Y. Louie Co. Limited (HYL)
staff that change is coming to the 115-
year-old British Columbia-based family
business. HYL will be moving to parent
company status with the fourth genera-
tion of the Louie family – Gregory Louie
and Stuart Louie - newly appointed as co-
presidents with Brandt C. Louie remaining
as chairman and CEO. With HYL moving to
parent company status, HYL as it is known
today, is taking on a new name and a new
vision. Effective March 25, 2018, Georgia
Main Food Group (GMFG) will assume all
day to day business and grocery opera-
tions of H.Y. Louie Co. Limited. 

Georgia Main Food Group’s executive
committee and staff will continue man-
aging operations at their IGA stores and
Fresh St. Market locations in British
Columbia. There is an additional
appointment with the new company
name and structure, Gary Sorenson has
been named president and COO, Georgia
Main Food Group. Brandt C. Louie
remains chairman and CEO.

“This is an exciting time of resurgence
for our company and
I’m honoured to have
the opportunity to
work together with
the fourth generation
of the Louie family,
leading toward a suc-
cessful future as
Georgia Main Food
Group,” said Gary
Sorenson, president
and COO, Georgia
Main Food Group.
“Our future includes
making noticeable
investments in our

IGA stores, and this year we are celebrat-
ing five successful years of Fresh St. Mar-
ket, with more stores set to open soon.”

As for how Georgia Main Food Group
got its name, it is a nod to the company’s
origins and where the Louie family busi-
nesses began — in 1903, at 255 East
Georgia Street in Vancouver.

Sorensen adds, “It is thanks to our
heritage, our long-term business part-
ners, our loyal customers and hard-
working staff for our 115-year-old com-
pany to have the ability to keep innovat-
ing and competitive in today’s grocery
industry. Georgia Main Food Group is
committed to continue to offer new
retail grocery experiences and the fresh-
est foods in our IGA and Fresh St. Market
stores in British Columbia. Be sure to
watch for exciting offerings to come
from both these brands in the next cou-
ple of years.” 

GBS Foodservice Equipment Appoints Sidor
GBS Foodservice Equipment Inc. has announced David Sidor

has joined the senior management team to manage and grow
the business in Western Canada with the title of sales manager
– western operations. 

Sidor began his career in the foodservice industry more than 25
years ago with Condon Barr in Edmonton, AB. Over the years and
in progressively more senior roles Sidor moved from showroom
sales, to outside sales and then into the role of sales manager.
Along the way Sidor had the opportunity to learn and manage var-
ious departments within the growing western operations of the
company now known as Russell Hendrix Foodservice Equipment.
These responsibilities included logistics, parts and service, business
development and government tenders. 

GBS Foodservice, based in Oakville, is a Canada-wide distributor of high-quality foodservice
and hospitality equipment. Contact Dave.Sidor@gbscooks.com 

Gary Sorenson,
president and COO,
Georgia Main 
Food Group.

David Sidor

Carol-Anne Gower
Named Vice-President &
General Manager at
Canada Dry Mott’s

Canada Dry Mott’s announced the appoint-
ment of Carol-Anne Gower to the position of
vice-president & general manager, Canada effec-
tive immediately. In her new role she will over-
see the Canadian commercial operations of the
food and beverage company. 

Gower has been with the
company for 24 years,
serving as the company’s
vice-president of marketing
and business development
for the last seven years.
In that time, she has
been credited with driving
strong product innovation
on brands including Cana-
da Dry, Schweppes and

Mott’s Clamato.  She has
also overseen strong

growth in the company’s ready-to-drink bever-
age alcohol products, launching new liquor
products under the Hires, Snapple and Clamato
trademarks.  

Gower also sits on the Board of Directors for
the Canadian Beverage Association. 

Carol-Anne Gower

Avena Foods Limited and Best Cooking
Pulses, Inc. Announce Partnership 
Avena Foods Limited of Regina,
Saskatchewan and Best Cooking Pulses,
Inc. (BCP) of Portage la Prairie, Manitoba
have announced a new partnership.

Avena Foods is a leading supplier of gluten-free
oats to the North American market. Since 2008,
Avena Foods has been providing its customers and
consumers with consistent, superior quality, certi-
fied gluten-free oats — guaranteed to be free from
wheat, barley, and rye. With a dedicated gluten-free
facility, a network of gluten-free growers across
Western Canada, and a controlled distribution sys-
tem, Avena Foods has become the industry leader
for oat purity. Its ‘Purity Protocol’ is the industry
standard for the production of gluten-free oats. 

Best Cooking Pulses is a Canadian agrifoods busi-
ness that has been active in the international pulse trade since 1936. With two loca-
tions on the Canadian prairies, Best Cooking Pulses uses proprietary technology to
split peas, process whole pulses, and to mill the BEST range of pulse flours and pea
hull fibres for conventional and certified-organic markets throughout the world.

“Avena Foods is very excited to partner with Best Cooking Pulses,” said Peter
Samson, chairman of Avena Foods Limited, “BCP has a longstanding reputation for
providing best-in-class pulse ingredients. This partnership will provide both compa-
nies with exciting new opportunities for our customers and our growers.” 

“Avena Foods’ ‘Purity Protocol’ aligns well with Best Cooking Pulses’ commit-
ment to ‘Pulse ingredients for Healthy Diets and a Sustainable World’,” said
Trudy Heal, president of Best Cooking Pulses, Inc. “The structure of this partner-
ship will allow us to take advantage of synergies and to build on the existing
strengths of both companies.”
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Catelli Study Reveals
Parenting Concerns 

Catelli recently commissioned a survey to
delve further into real parenting moments,
uncovering revealing truths about today’s
modern family, and the daily challenges
Canadian parents face, many of which
involve mealtime. According to the survey,
due to mounting pressures surrounding
their children’s diets, almost two-thirds of
Canadian parents (61 per cent) would give
up social media, chocolate or wine for their
children to eat healthier during meal time. 

It’s pressures like these that can often
lead to guilt, stress and feelings of isolation
among parents. So, to reassure Canadian
parents that being real about these experi-
ences feels good, Catelli has been working
with parents across the country and
encouraging them to share and celebrate
their real-life parenting stories. 

“Parents are doing the best they can,
which is why we want to eliminate the pres-
sure they are putting on themselves. Not
only are we giving them a platform to share
their real stories, but also inspiring, con-
necting and reassuring them that many
others are faced with similar experiences
daily,” says Claire Labrom, brand manager
for Catelli pasta. “There’s no need to feel
stressed about whether you’re measuring
up to parenting ideals. We have proof that
most of us are happier when approaching
parenthood on our own terms — so this is
what we should focus on, because being
real feels good.” 

NOW Celebrates Its 50th Anniversary with Specials
for Retailers and Consumers

Celebrating the big 5-0 usually only happens once. However, Puresource will be celebrating NOW’s 50th anniversary all year long with spe-
cial offers for its retail customers and consumers. When you purchase any NOW Gold Lid 50th Anniversary product, you give your customers
a chance to win $1,000 instantly. Or you can take advantage of other NOW 50th Anniversary product specials running the entire year.

NOW is a family-owned, award-winning, manufacturer of vitamins and minerals, nutritional supplements, personal care and essential oils,
sports nutrition and natural foods.   

“We pride ourselves on being an industry leader committed to exceptional quality with pricing that is fair and affordable,” said Puresource
President and CFO Mark Chilvers.    “Today, NOW is one of the most highly respected and top-selling brands found in health foods stores.   The
brand is a respected advocate and charitable supporter of the natural products industry and is a leader in the field of nutritional science.”  
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market update Upcoming events calendar

SIAL Canada is back for its 15th edition
in Montreal from May 2nd to 4th, 2018 and
will showcase many new components.
Held at Toronto’s Enercare Centre in April
2017, the last edition was a resounding
success and boasted a record number of
exhibitors, as well as a 32 per cent increase
of professional visitors. In fact, more than
16,500 visitors from all over Canada and
from 60 countries made their way through
the aisles of the 2017 edition. 

Returning to Montreal, SIAL Canada is
already sold out three months ahead of
its opening day, and which will bring
together more than 1,000 exhibitors
ready to meet with 18,500 professional
visitors, it will definitely be the must-
attend event for the retail, foodservice,
and food processing industries! 

Viva España! Spain Honoured! 
Spain will be SIAL’s country of honour

for 2018. Over the last several years, eco-
nomic ties between Spain and Canada
have considerably increased, demon-
strating a tremendous growth potential
between the two countries. 

Following the success of the first edi-
tion of the American Buyers Program in
Montreal in 2016, SIAL Canada 2018 will
offer U.S. buyers and importers a unique
meeting platform and a special experi-
ence as part of the show, in partnership
with the AFI - a major association repre-
senting American importers and retailers.
The highly-anticipated program has been
subject of such interest that, beginning
with the 2018 edition, it will welcome buy-
ers from all over the world - including
France, Japan, the United Arab Emirates,
and many others - in partnership with
MAPAQ, OMAFRA, EDC, COTA, the gov-
ernment of Alberta, and the ADA.  

SIAL Innovation: 
The Only International Contest 
with a Presence in the Four 
Corners of the World

Made up of food industry experts, and
held in partnership with XTC World Innova-
tion, the annual jury rewards 10 finalists —
and this year, it will hand out three grand
prizes. The grand prize winners will have
the unique opportunity to travel around
the world with all SIAL shows, which
include: Canada (Montreal/Toronto),
China, Paris, Jakarta (SIAL InterFOOD),
Abu Dhabi, and an all-new SIAL (Food India
Inspired by SIAL) in New Delhi, India —
currently the country with the world’s
most dynamic economy — which will be
held on September 16 to 18 of this year.  

The finalists, including the grand prize
winners, will be present at the SIAL Inno-
vation space located at the heart of the
show. Surrounded by experts and some
of the members of the jury, the finalists
and the selected items will surely be
noticed by visitors looking for new innov-
ative products. 

The Importance of the 
Local Market  

With more than 500 Canadian busi-
nesses represented and a strong contin-
gent of provincial partners on hand yet
again this year — including Aliments du
Québec, the Conseil de la transformation
alimentaire du Québec, and Export
Group, as well as a number of Canadian
associations that support the brand’s
efforts — SIAL Canada has become the
platform for all that Canada has to offer,
from each of the country’s provinces. For
the first time at SIAL, an Atlantic pavilion
will showcase all the Maritime provinces. 

SIAL Canada Meets 
the Needs of the 
Foodservice Industry 

For the second time, SIAL Canada will
welcome the ARQ Contacts show at the
Palais des Congrès on May 2nd, 2018.
Beyond the event itself, this collaboration
was established to continually improve
the show’s ability to meet the industry’s
needs by bringing the sector’s profes-
sionals together in one place. 

The “La Cuisine by SIAL” 
Studio: Quiet on Set!  

Chefs and foodservice personalities
will be on-site at this year’s La Cuisine,
some of them providing culinary product
demonstrations from Canada and abroad,
while others will take part in a series of
interviews on key issues in the industry.
Journalists, foodies and bloggers are
invited to attend and engage with indus-
try professionals who have made their
mark at a time when the sector is wit-
nessing profound changes.  

SIAL Food Hub: 
A Not-to-Be-Missed Event 

Where and how will we eat in 2030? A
panel of industry experts will attempt to
answer this critical question.  In fact, the
gap between grocery stores and restau-
rants has been narrowing and concepts
related to “grocerant”, home delivery,
drive-through, etc. that offer fresh,
restaurant-quality food are attracting
more and more of the younger genera-
tion, to the point that they are sometimes
foregoing conventional restaurants.  ●

UPCOMING EVENT

SIAL2018
The SIAL Canada International Food ShowWill Be Back
for its 15th edition at Montreal’s Palais des Congrès! 

For more info: https://sialcanada.com

2018 Sweets & Snacks Expo Grows
Global Footprint

Confectionery and snacks from
more than 25 different countries will
be on display at the 2018 Sweets &
Snacks Expo – the largest number of
countries ever to showcase products
at the trade show. Hosted by the
National Confectioners Association from May 22-24 at McCormick Place
in Chicago, the 2018 Expo will house four acres of widespread product
innovation, welcoming more than 850 exhibitors.

The 2018 event will welcome seven international pavilions, with
Belarus making its Sweets & Snacks Expo debut. Returning international
pavilions include Brazil, Canada, China, Germany, Mexico and Turkey.

“The Sweets & Snacks Expo continues to be a business value worth
traveling for as visitors from around the world are able to discover the
newest and most innovative candy and snack products,” commented
Barry Rosenbaum, Expo chairman and president of Nassau Candy Dis-
tributors, Inc. “As our global presence continues to grow, the Expo is the
only destination to find solutions that exceed shoppers’ expectations and
drive category sales.”

To accommodate international attendees, the International Welcome
Lounge, located just off the show floor, will be where translators and rep-
resentatives can answer questions, offer concierge services, and assist in
making visitors comfortable and productive during their visit. 

A global overview of the state of the candy and snack industries, a cus-
tomized floor plan highlighting export-friendly companies, a guided retail
store tour and the new product showcase are just some of the amenities
offered to international guests.

To learn more, visit sweetsandsnacks.com. 

April 23-24, 2018

Grocery & 
Specialty 
Food West
Vancouver Convention Centre
– West Building, 
https://cfig.ca

April 29-30, 2018

Bakery 
Showcase 2018
The International Centre 
– Hall 5, Mississauga, ON
www.baking.ca

May 2-4, 2018

SIAL Canada
Palais des congrès de 

Montreal, Montreal, PQ

https://sialcanada.com

May 22-24, 2018

Sweets & 
Snacks Expo
McCormick Place, 
Chicago, IL, USA
sweetsandsnacks.com

May 29-30, 2018

Store 2018
Toronto Congress Centre, 
Toronto, ON
www.storeconference.ca

June 10-12, 2018

IDDBA 18
New Orleans, LA, USA
www.iddba.org
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Who are the people in your neighbourhood? They are the people that
produce the food you eat, the people that pump your gas, the people
that help you find your new favourite local product on the grocery

shelf. All of these people make up the Red River Co-op, a Winnipeg-based co-
op with over 300,000 active members and a distinguished 80+ year history of
serving local communities. As one of Manitoba’s most trusted and valued
brands, Red River Co-op is a business built on the idea of caring for communi-
ties and all the people in it.
Red River Co-op began operations on September 15, 1937, and was modelled

after the British Rochdale Co-op, a group of weavers who in 1844 pooled their
resources to open their own store in order to share the profits. The core ideals
of a co-op focus on a business that truly centres on the customer. Under the
model customers can become members, and members are owners, who not
only profit financially from the business but also help guide the business
through a democratic process.
“It’s very much a culture of collaboration,” explains Paul Bustard, vice-

president of food operation for Red River Cooperative Ltd. “Being Winnipeg
owned and operated means that we can shape and mold the business to truly
reflect the needs of our community. We have the ability to change or shift
based on our members’ input, which in turn builds stronger relationships and
business. A business that’s built by and for the community it serves.”
Since their first gas bar at 57 Myrtle Street opened this core value has guided

Red River Co-op’s growth. Within 10 years of founding the co-op they branched
into tires, batteries, paint, hardware, cattle feed, and in 1948, a general store.
The grocery business continued until 1983 when the co-op decided to sell off its
food stores in Winnipeg to stave off bankruptcy and focused on their efforts on
petroleum, car wash, and convenience store offerings.
In 2014, the timing seemed right for the co-op to get back in the grocery

game. The Red River Co-op acquired four grocery stores in Winnipeg from
Sobeys, which was looking to sell off some grocery stores after its $5.8-billion

purchase of Canada Safeway. The co-op worked with
the existing store’s infrastructure (minus a new coat
of paint) and kept all 450 staff members after
turnover from Safeway to Red River Co-op. They
continued to offer the same elements customers had
become accustomed to over the years, including
fresh produce, bakery and meat, a pharmacy, a floral
shop, and a deli counter.
“Food is a pretty significant part of the co-op

retailing system across Western Canada, and we saw
the acquisition of the four stores as an opportunity
to re-enter the Winnipeg market in a significant
way,” said Doug Wiebe, Red River’s chief executive

officer. Adding “Our model of equity and cash back to our members based on
their purchases will assist us to continue to grow this important segment of
our business. 
In 2014, the Red River Co-op had grown to 240,000 members, and has

grown to more than 300,000 by the end of 2017. In 2017, the co-op unveiled
its first full store renovation at their Southdale location. Bustard states this
was an opportunity to showcase the unique feel of Red River Co-op — a
bright, clean store with an emphasis on well-being and fresh food. The
pharmacy was given a convenient front-of-store position for easy customer
access, while fresh produce, including local, Western and Canada-wide growers,
whenever possible, were given a larger footprint.
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ON OUR COVER

By Carly Peters

RED
RIVER 
CO-OP 
WAS BUILT 
ON BEING 
LOCAL, AND
DESPITE 
BEING THE 
SECOND 
LARGEST 
RETAIL CO-OP 
IN WESTERN 
CANADA,
IT PLANS ON 
STAYING 
THAT WAY

Neighbourhood

(L-R)
Paul Jackson, 
food operations manager;
Doug Wiebe, CEO and 
Paul Bustard, vice-president
food operations

The People in Your 

Photography: Steve Salnikowski
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Featuring over 500 skus of products made or manufactured
in the province, the Red River Co-op has given Manitoba
food producers the opportunity to showcase their products
to a hungry consumer looking to support local.
“For the last two years, Red River Co-op has been an

amazing partner by welcoming over 50 new Manitoba
companies onto their shelves. For some, this is the first
chance to work with a larger retailer,” explains Jennifer
Strath, market development manager for Food & Beverage
Manitoba, which provides assistance and opportunities for
local food processors to grow their business, at the same time
providing Manitobans more access to local food products. “Red
River Co-op is providing a great opportunity for these local companies
to learn the ins and outs of working with a larger retailer…
providing them valuable experience as they grow their capacity.”
For Sal Calamusa of Winnipeg-based Bliss Gourmet Baked Goods

this has meant many, many more cookies. The business started
small with Calamusa and his sister Anna, baking for eight to 16
hours per week in a commercial kitchen rented by the hour. They
sold the cookies online, to local gourmet shops, and traditional

grocers like Red River Co-op. In 2017, Calamusa began producing
a new line of Co-op Gold cookies inspired by family recipes
including buttercream filled biscotti, butter walnut cookie clusters,
almond toffee butter cookies, and buttercream filled pasticcini.
The partnership with Co-op has meant expansion for Bliss.

They moved into a new workspace and upgraded equipment.

The Red River Co-op has given Manitoba food producers the opportunity to
showcase their products to a hungry consumer looking to support local.

(L-R) Kevin Fanshaw, bakery manager; Paul Jackson, food operations
manager; Joe Papai, store manager; Michael Spakowski, meat manager;
Doug Wiebe, CEO; Joe Costa, produce manager; Paul Bustard, 
vice-president food operations and Robin Penner, deli manager
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What was originally a two-person operation — with help from
their mom, brother and other family members on occasion — has
grown to include eight employees to help with production.
“I have no words to describe what this partnership with Co-op

means to us. It’s a total game changer,” says Calamusa in a Co-op
Food blog post.

Bustard explains the co-op’s success depends on the strength
of the community and that means Red River Co-op is committed
to bettering the lives of the members and communities they
serve. Red River Co-op’s goal is to donate 1.5 per cent of their
local profits to community related initiatives and make a positive
impact in the areas of health sciences, youth programs, educational
pursuits, the arts, environmental projects, and community amateur
sport and services. This resulted in the co-op investing $182,602
into worthy non-profit organizations that are part of the community
where our members work and live in 2016.
Part of the community mandate is also to give of their time. 
“Our employees have deep roots in our community. They are

leaders who provide inspiration and dedication to organizations
for the betterment of our citizens and our neighbourhoods,” says
Murray Dehn, vice-president of human resources. 
Back in 2015, a group of employees came up with the idea to

start an organized employee volunteer group and from that initial
idea the We Care Crew was born. 
In 2017, more than 40 Red River Co-op employees or retirees

volunteered their time in support of organizations such as Siloam
Mission, St. Amant, Winnipeg Harvest, and the Christmas Cheer Board.
After celebrating 80 years in 2017, Red River Co-op is looking to

the future, which Bustard states will continue to focus on meeting
the needs of their members and helping to build stronger communities
for all the people in the neighbourhood. We are proud to serve our
growing membership in the city of Winnipeg and surrounding
communities, and we look forward to the next 80 years!  ●

“For the last two years, Red River Co-op has been an amazing partner by 
welcoming over fifty new Manitoba companies onto their shelves.” GET READY!  

GET SET, GO

REGISTER NOW AT IDDBA.ORG

GET READY for our Industry’s 
largest NETWORKING event. 
IDDBA 18, Growing the Future 
is where you can expect more 
than 10,000 attendees, with 
more than 800 companies 
represented – all with a focus 
of shaping the future of our 
industry. Get ready for these 
opportunities and many more. 

TOP SPEAKERS

MERCHANDISING CONCEPTS

2,000-BOOTH EXPO FLOOR

NEW PRODUCT SHOWCASE

INDUSTRY RECEPTION

MEET WITH EXPERTS

NEW INDUSTRY RESEARCH

CAKE DECORATING CHALLENGE

TRAINING TOOLS 
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Western Grocer Magazine had the opportunity to catch up with Tom Barlow, president, CFIG,
to discuss the upcoming Grocery and Specialty Food West show and conference and how
independents are preparing for the future.

Grocery and Specialty Food West is coming soon to Vancouver and once again debuting new features
for attendees. Can you tell us what we can expect at this year’s conference and trade show?
This year’s conference and trade show will feature some exciting new additions to enhance our theme:

Excite. Exceed. Exchange.

Q&A – TOM BARLOW

Western Canadian Independents Prepare for Change

Tom Barlow, 
president, CFIG
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With everything going on in the West,
the conference will kick off with a keynote
by Minister of Finance Bill Morneau. Our
members will get a chance to hear from
him matters that mean the most to them.
CIBC World Markets’ Mark Petrie will

then provide an economic view of the
country and the region looking at the
factors impacting the retail sector.
To ensure more hands-on learning, we’ve

asked a number of key experts in areas of
technology, ecommerce, and category insights
to share best practices over the two days at
our morning workshops on Tuesday.
Both days, there are not-to-miss sessions

on the trade floor stage by experts from
produce, shopper marketing and artificial
intelligence.

The trade floor exhibition has some
exciting aspects, along with innovations
in various categories from specialty to
equipment, there are more buying
opportunities exclusive to show attendees.
It’s the best show in the West to get all

your grocery needs.  

Have there been any 
significant changes in 
market share or number 
of independents in 
Western Canada?
According to the 2017 Annual Market

Survey by Canadian Grocer magazine, there
was a definite regional disparity when it
came to who led the pack with sales
growing by 5.8 per cent in Ontario, while
in the West, B.C. saw a 4.2 per cent
increase, and Alberta saw sales down nearly
seven per cent While independents do not
have the ability to leverage their scale
the way large corporate grocery retailers
can, independents, both franchise and
unaffiliated, maintained their 39.1 per
cent share of the total Canadian market
according to the report.

What do you see as the
major challenges facing
independents?
Cost escalation around things that

independents cannot control is becoming
a very big issue. Examples of these type
of costs include; increases in minimum
wage, energy and credit card fees.

Although this is an issue for all grocery
retailers, independents do not have the
market size to pass these costs back to
suppliers and customers. 
As it relates to minimum wage increases,

it is not the increase which our members
have an issue with, it is the pace of the
increase that irresponsible provincial
governments are legislating. 

How will the conference
help members navigate 
this rapidly changing retail
landscape?
With the changing retail environment,

the conference topics and experts will
address these areas and provide ways to
tackle them. For example, a workshop on
meal kits by Progressive Grocer magazine’s
Katie Martin, will look at to the growing
area of meal kits. Rapidly changing
priorities in staffing and technologies,
grocers will learn about some of new
technologies being used in-store, with a
view to improving productivity and
reducing costs.

Do you have confidence in
the future for independents?
Independent grocers as a group have

always found a way to overcome obstacles.
One of the advantages of being an
independent grocer is that they are not
publicly traded and as such they are not
driven by next quarter’s results. This allows
independent grocers the ability to move
quickly to make necessary changes.
Although I have great confidence that
the independent grocery channel will
continue to grow, I am concerned about
some of our members’ ability to overcome
some of the headwinds they face. Our
government, at both the federal and
provincial level need to do a better job of
helping small and medium sized businesses
in Canada, not just grocers, compete by
reducing harmful legislation which
negatively impacts cost and allows market
dominance by a few.    ●

With the changing
retail environment,
the conference topics
and experts will
address these areas
and provide ways to
tackle them. 

Grocery & Specialty
Food West 

April 23-24, 2018
VANCOUVER CONVENTION
CENTRE WEST BUILDING 

For more information visit
gsfshow.com

Meet our 
brand new look. 

Now featuring the beekeepers behind our 100% Pure Canadian Honey.
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The cold beverage market in Canada continues
to grow and change. From juices, to smooth-
ies, water, iced tea, cold brewed and iced cof-

fees, soft drinks and energy drinks, consumers
want natural ingredients, added nutritional value,
less sugar and fewer calories. At the same time con-
sumers are not willing to compromise on taste. It’s
quite a tall order!
Retail store sales of non-alcoholic beverages in

Canada, including bottled water, carbonated soft
drinks, fruit and vegetable juices, as well as ready

to drink tea and coffee, generate approx-
imately $6.5 billion Canadian dollars.

The market volume of carbonated
and non-carbonated soft drinks has
surpassed 11.32 billion litres. Of these,
cola drinks accounted for more than
40 per cent of the soft drink market. 

In 2018, bottled water sales
are forecast to reach approx-

imately 2.61 billion Canadian
dollars, a forecasted growth of 12.8 per

cent from 2013. Dollar sales of sports and
energy drinks were forecasted to grow by 10.1 per
cent between 2013 and 2018. 
A report from Technomic on Canadian beverage

trends, found that 60 per cent of consumers are
more apt to purchase all-natural products, while 23
per cent are willing to pay more for 100 per cent
fruit juice. Demographically, 50 per cent of Generation
Zeros and 43 per cent of millennials desire greater
beverage flavour diversity in their purchases. 
“The beverage landscape has been evolving for a

number of years now, largely driven by changing
consumer habits and the desire for more healthy
options,” says Barb Grant, director of marketing for
SunRype Products Ltd., in Kelowna, British Columbia.

“Beverages have become a key focus in helping
to achieve a healthier lifestyle,” agrees Caroline
Croteau, marketing director at Lassonde, in
Rougemont, Quebec, which this year celebrates
its 100th landmark year in business.

COLD BEVERAGES

By Karen Barr
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“Consumers are informed and ad-
venturous and willing to try new things,”
continues Grant “They are constantly
adapting and expanding their repertoire
of products to fit the needs of their active
lifestyles. This has led to broad array of
new products, flavours and pack types
across many beverage segments.”
Calorie-conscious consumers now have

more options with the growth of
introductions of low, no or reduced calorie
offerings since 2011. Between November
2015 and October 2016, one quarter of
Canadian CSD launches had low, no or
reduced calorie claims, as compared to
just 9% from November 2011-October 2012,
according to Mintel’s Global New Products
Database (GNPD). Consumers who are
looking for fewer calories now also have
the option of smaller volume packaging.

Juice Innovation
At Country Grocer, on Vancouver Island,

Jeff Oud, assistant store manager,
specializing in new store openings,
realignments and merchandising, says that
customers enjoy a broad flavour of juices.
“But our top sellers are still apple, orange
and pineapple. These are the staples in
everyone’s household.”
Canadians often reach for a glass of

juice with their morning breakfast. But
traditional orange juice has modernized.
“Probiotics are a top trend as consumers
are more concerned about their digestive
health,” says Croteau. Enter Oasis Premium
Orange Juice with Probiotics, “With one
billion probiotics and no after-taste, it’s a
not from concentrate orange juice, in a
new refrigerated carafe.” 
For other juice lovers it’s all about

calories. “Our lineup of SunRype Slim 10
calorie beverages has been highly
successful, because they
deliver full fruit flavour,
with just 10 calories and
no aspartame,” explains
Grant. The most popular
flavour is Tropical Mango,
but Cranberry Twist and
Blueberry Burst still
sell well.
Juice also is an

excellent way to help
boost the required
serving of vegetables
each day. “SunRype
pioneered the Fruit Plus
Veggie category with

SunRype Fruit Plus Veggie 100% juices.
These products taste like fruit, but offer
the goodness of veggies,” says Grant.
Each 250ml serving contains two

servings of fruits and vegetables, with no
added sugar, no artificial flavours or
colours, and no preservatives. Top Fruit
Plus Veggies flavours include Strawberry
Banana, Raspberry Orange, Mango
Pineapple and Peach Mango. The products
are a real boon for parents who can’t get
their kids to eat vegetables.
Additionally, for kids, Croteau suggests

Oasis Fruit Zoo, recently re-launched in
January, with all-new animal characters
on the box. “Kids identify the flavour of
juice they would like by the animal on
the box,” she explains.  These 100 per
cent juice boxes do not have any added
sugars but do contain extra vitamins
and minerals.  Perfect for the lunch box.
Another morning favourite is the

grab-and-go smoothie.
And since it is often a
meal replacement, the
addition of protein
provides extra fuel for
the body, while driving
away hunger. 

The new Apple & Eve Plant Protein
Smoothies from Lassonde have a minimum
of 8 grams of protein, per serving.
Additionally, they are vegan, which means
the protein comes from vegetable sources.
Flavour profiles have been bumped up
beyond the regular and offer three
varieties:  Pineapple, Banana, Spinach,
Matcha; Strawberry-Hibiscus-Dragon Fruit
and Mango-Coconut-Turmeric.

Water Sales Have Room
to Grow
Water, the most popular beverage in the

world, is the go-to beverage to sip
throughout the day. In fact, eight glasses
a day are recommended to keep hydrated.
According to Statistica, retail water sales
in Canada rose again last year to 2.5 billion.
Consumers want the freshest water they

can buy. Purely Natural, a division of
Precision Design and Manufacturing, in
Westlock, Alberta is a leading manufacturer

Lassonde notes that
beverages are a key
focus for consumers 
in helping achieve a
healthier lifestyle.

Country Grocer notes the key to water sales is
lots of variety and different price points.

SAY HELLO TO A  
BIG OPPORTUNITY

SODASTREAM IS GROWING TWICE AS FAST  
AS THE SPARKLING WATER CATEGORY

With consumption up 38%,1 outpacing category growth of 17%,2 
SodaStream is the #1 sparkling water brand in Canada.3  And with  

1 million machines already in Canadian homes,4 you’ve got an  
opportunity that’s almost too big to believe. 

 

1. Aggregated in-store consumption data, SodaStream Carbonators, 52 weeks to Dec 2017 / 2. Nielsen MarketTrack, Carbonat-
ed Water, National all Channels, 52 weeks to Apr 1, 2017 / 3. Euromonitor, Bottled Water Category, 52 weeks to Dec 2016 /  

4. SodaStream internal sales data to Feb 2017

   1 2     
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and distributor of water dispensing
equipment and accessories for retailers. 
“More and more stores, either small or

large, are moving to the self-serve
program,” says Don Gibson who has worked
in sales and new product development for
the company over the last 11 years.
Retailers can choose from the Single

Station Self Serve Water Centre or a Dual
Station, depending on space. Both include
a built-in bottle sanitizer, with bottle
racking and display.
“The water is purified daily and is in

constant turnover, unlike bottled water
that sits in a warehouse,” says Gibson, 
The state-of-the-art purification system

eliminates chlorine and other chemicals
leaving great tasting water. A built-in
safety feature is the ultraviolet water

sterilizer with failure alarm.
Oud says he has noticed the key to

water sales at Country Grocer is to have
lots of variety and price points from low
to high. But as far as vitamin water goes,
he says “I see the trend dropping. It
doesn’t sell like it used to.”
So, what is selling? “Sparkling water in

black cherry, mango pineapple and citrus
flavours,” he says. If space prevails in
store, Oud suggests building large displays
based on flavour profiles, like the 12- foot
display he built at some of the locations.
“Sparkling water flies out the door in the
summer and we build end displays with
wings,” says Oud.
Oasis Fusion, from Lassonde, is a cold

water infused beverage made with herbs,
flowers and spices, with 35 per cent juice
added. Light in calories, with only 50
calories per serving, popular flavours
include Cucumber-Lime-Mint, Tangerine-
Lemon-Thyme and the favourite
Strawberry-Hibiscus-Basil. Drinking it is
like a day at the spa.
Lassonde recently launched a brand-

new water-based beverage called Fruit
Drop Flavoured Water. “It’s a healthy 0
calorie option to stay hydrated all day
long,” says Croteau. “It is available in

three delicious refreshing flavours:
Açai-grape, Lemon-Lime or Strawberry-
Raspberry, all in a convenient 1 litre tetra
pack container.”

Iced Tea 
Experimentation
As warm weather moves into Canada,

consumers start to drink iced tea.
Disappointed with the overly sweet iced
teas on the market, Pacific Bottleworks
Co., in Vancouver, British Columbia decided
to design their own line called GoodDrink
Bottled Teas.
“Our teas are natural, non-GMO and

contain about 30 per cent less sugar than
most leading national brands,” says Erik
Silden, co-owner of the company.
The six flavours of iced tea use a base

of brewed black, white, green or herbal
tea with fruit flavouring and have various
sweetness levels to appeal to all tastes.
Top sellers in the GoodDrink Bottled Tea
line are the classic Iced Tea with Lemon,

as well as the Mango Tea.  
“It’s all about chuggability,” says Silden.

“We want consumers to taste the product,
and enjoy the flavour, but to feel refreshed
after finishing the bottle”. 
Sparkling Tea is SunRype’s latest

beverage innovation. “Tea has been growing
for a number of years, because of its
natural health properties.  Carbonated
beverages have also posted growth, and
so bringing these two trends together
made perfect sense,” says Grant.
Made with brewed tea and natural

flavours they have a light sparkle to them.
Taste profiles include:  Twist of Lemon Black
Tea, Mango Peach Black Tea, Honey Lemon
Green Tea and Raspberry Rooibos Tea.

SunRype Products Ltd.  notes that the 
beverage landscape has been evolving for
a number of years.

GoodDrink Bottled Teas from Pacific Bottle-
works are natural, non-GMO and contain
about 30 per cent less sugar.

As warm weather moves into Canada, 
consumers start to drink iced tea. 
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Cold Brew Coming 
on Strong
As for coffee Blackbird Cold Brew Coffee,

brewed in Calgary, Alberta by a couple of
guys — Tyler Morrison and Tanner Neufield
— who wanted to provide consumers with
a strong, bold cold brew coffee.
“Great cold brew takes time. We let our

beans steep in cold water for 24 hours,
before triple filtering to produce a smooth
taste unique to cold brew. Our Guatemala
and Sumatra blend of coffee was hand
selected and dark roasted for one reason; It
tastes incredible cold brewed,” says Morrison.

The beverages appeal to older millennial
coffee drinkers aged 25-37. It is made
with all-natural fair-trade ingredients, with
no additional sugar added. In addition,
it’s less acidic with a higher level of
caffeine and a smooth taste profile. “We
currently offer a 1L cold brew concentrate,
a 355 ml can of nitrogen-infused black
coffee, and nitro-coffee kegs for restaurants
and offices,” says Morrison.

Soda Sales Still Declining
Demand for soda drinks hit a 30-year

low in 2016, according to U.S. based
Beverage Digest. Drinks with
high sugar content have
been linked to a rise in
obesity, particularly among
children, and have been
targeted by legislators in
the U.S. Voters in San
Francisco, Oakland and
Albany, California and
Boulder, Colorado have all
approved measures that tax
sugar-sweetened beverages. 
Jim Goetz, president of

the Canadian Beverage Association, says
the beverage environment is undergoing
widespread change in Canada, with more
consumers opting for sugar-free or low-
sugar drinks. That corresponds with the
plunge in per-capita consumption of
carbonated soft drinks among Canadians
since the middle of the last decade,
when our collective thirst for soda
peaked at just under 105 litres of pop
consumed per person annually, or 287ml
a day. The amount of pop being bought
is now dropping by about four per cent
annually, according to IBIS World, a
market researcher, even as prices are
marked down. 
But CSDs cannot be dismissed quite yet.

Manufacturers are re-vamping to make
their offers more relevant to today’s
consumer and it remains a huge market. 
Last year, Coca-Cola, for example,

revamped its Coke Zero, rebranding it as
Coke Zero Sugar. Coca-Cola said Coke Zero
Sugar tasted more like regular Coca-Cola,
while Diet Coke has a “crisper taste and
bolder flavours.”
According to Carolyn Harty, group

director for sparkling brands for Coca-
Cola, “Diet Coke is an incredibly strong

brand and Coca-Cola Zero Sugar was the
fastest growing soft drink in Canada in
2017. Together, these two brands make
up the largest no-calorie soft drink
portfolio in Canada and with this relaunch,
we believe we can continue to re-energize
and strengthen our no-calorie business.” 
With an updated look, sleek new

packaging, the debut of four bold, new
zero-calorie flavours and a new campaign,
the company has set out to re-energize

and modernize Diet Coke to
invite a new generation of
drinkers to try it. While the
formula remains the same,
the four new fruit flavours—
Feisty Cherry, Twisted Mango,
Zesty Blood Orange and
Ginger Lime — are anticipated
to attract new consumers.

Pepsico has also been busy extending
product lines to draw in more consumers.
The company launched Lemon Lemon last
year, which is now available in Canada in
a sophisticated and contemporary striped
slim can packaging.
While the big national brands will

always have a large consumer base,
customers also continue to reach for
something just a little different. “These
smaller soda companies that have
recognizable flavours are made a bit
differently, with really descriptive names,”
says Oud.
As for merchandising, Country Grocer

has two plans. For the national brands
Oud says, “we use case lot corners in our
stores, which are wide open. We are able
to drop full palettes of sodas there.” Oud
suggests retailers highlight specialty
products by merchandising end displays.
Even with the decline of traditional

soda sales, the market has seen growth
in this category from niche manu-

Fentimans uses mutli-stage
botanical brewing through
infusions, fermentation and
blending of natural ingredients. 

Blackbird Cold Brew Coffee is triple filtered to
produce a smooth taste unique to cold brew. Even with the decline of traditional soda sales,

the market has seen growth in this category
from niche manufacturers.
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Grocery store POS systems are the technological
heart of the industry that ensures everything works
together seamlessly and efficiently.

The basics of a high-level point of sale system include bar
code scanners, thermal receipt printers, cash drawers, pole
displays, and cashier work stations. But what sets grocery
industry apart from other retail settings is the need for
fast and accurate scanning combined with precise weighing
of products. As well, each part must be configured to
network with every other piece in the system when there
are multiple check-out lanes.

Here are the basics when 
assembling a grocery POS system:
The scanner and scale sets grocery store POS systems

apart from those used in other industries. The scanner/scale
combines a highly sensitive scale used for produce, bulk

foods, and other items sold by the pound, with a laser bar
code scanner. Grocery managers have two choices: adaptive
scanner/scales or integrated scanner/scales. With adaptive
scanner/scales both the scanner and scale are stand alone
units, designed separately and often by different
manufacturers. An integrated scanner/scale for a grocery
POS application means that both products are incorporated
together at the factory, and there’s no duplication of
power supplies and cables.  
In many cases the work station incorporates several other

pieces of hardware such as receipt printers and cash drawers.
The centerpiece is a touchscreen display, showing the checker
all relevant data on one screen.  POS systems often print
thousands of receipts each day, many of which include 50 to
100 items each. When identifying a POS receipt printer,
speed is the highest priority. 
A point of sale software package combines tracking of
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facturers. Fentimans, for example, makes
their sodas in the town of Hexham, in
the Northumberland region of England,
with a North American sales and
distribution division in Burnaby, British
Columbia. The company uses multi-stage
botanical brewing through infusions,
fermentation and blending of natural
ingredients. Curiosity Cola is made with
cinnamon, while a depth of flavour is
achieved in their Cherry Cola by blending
both Indonesian nutmeg and cinnamon.
Ginger Beer is brewed with Chinese Ginger
Root. While Seville Orange Jigger achieves
just the right balance of sweet and bitter
using oranges and mandarins. 
Boylan Soda from Pacific Bottleworks

also has a retro vibe. The Vintage collection
includes the original Birch Beer from
1891, Creamy Red Birch Beer, Cane Cola,
Ginger Ale, Crème, Black Cherry, Grape
and Orange. All are made with cane sugar
and enclosed in a classic bottle.
The company also has a diet version

with Diet Soda and Diet Root Beer. And
flavour profiles change with the season.
Spring has the Shirley Temple. There is
Sparkling Lemonade in summer and
Sparkling Cider in fall.

Energy Drinks Still 
Have Fizzle
Then, there are energy drinks. One third

of older millennials age 27-37 consume an
energy drink every day, as an alternative
to caffeinated beverages, including coffee
and soft drinks. According to Mintel, energy
drink sales in the United States rose 56
per cent between 2009-2014 and an even
further 11 per cent by 2015. 
“Energy drinks are a huge impulse buy.

You need them when you need them,” says
Carl Goyette, vice-president of sales and
marketing. GURU’s energy drinks are targeted
towards millennials.  Goyette points out that
purchase patterns can be divided three ways…
before and after sports, as an afternoon pick
me up and for on-the-go-travel. 
“The key message I want to give to grocers

is to invest in cold space. This is where the
market is. It generates new beverage trials
and peaks interest.” Goyette notes a warm
bottle on the grocery shelf just doesn’t have
the same immediate impact.
GURU’s unique selling proposition is

that their energy drinks are made with
natural ingredients. “We are targeting
people who are buying artificial energy
drinks.” The original GURU Organic Energy

Grocery POS
POS Systems Have Evolved to Meet Grocery Stores’ Unique Needs

By Frank Yeo

Drink is still the top seller. But there is
now the new GURU Lite Energy Drink
— the difference is the monk fruit it
includes. The small green Asian fruit
contains natural sugars in its juice that
are 150 times sweeter than sugar.
The beverage category can be a profitable

segment of a grocer’s overall sales. Keeping
classic beverage flavours in stock, while
always sourcing new flavours profiles, will
satisfy customer tastes. Keeping an eye
toward sugar reduction, health and wellness
will satisfy customer wants and needs. The
result will be increased profitability.  ●

GURU energy drinks are targeted 
towards millenials.
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If independence in the grocery trade means the
ability to make decisions for the betterment of
business without seeking permission from head

office, then Darcey Houser and Garnet Vickers, the
owner/operators of Super Valu 98 in East Vancouver,
are prime practitioners.
Plus, it is entirely appropriate that the store, an

affiliated independent of Loblaws currently celebrating
its 20th anniversary, is located on First Avenue just
off Commercial Drive: the epicentre of a neighbourhood
of tightly-packed walk-ups and brownstones that has
famously resisted the influx of big brand chains.
Just as Commercial Drive residents retain an

iconoclastic identity in a sea of conformity, the many

examples of Houser and Vickers, both 59, calling their
own shots has resulted in their store exhibiting all
the traits that made Super Valu in B.C. the sole
competitor of the mighty Safeway back in the day.
“We have a meticulously groomed staff of almost 50
people: a healthy mix of veteran grocers and dedicated
newcomers, all of whom think from a customer’s
perspective,” says Houser, sitting in a shoebox-size
backroom office whose walls are covered with clipboards,
data sheets, and vintage photos. 
Viewed through a narrow window above Houser’s

cluttered desk is the six aisle, 14,826 square foot
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customer transactions and credit/debit card readers with management
of peripheral devices such as cash drawers and pole displays. Used
to display the total amount due, pole displays provide an easy
visual for the customer and speed up the transaction. 

While the basic configuration of supermarket POS 
systems hasn’t changed a whole lot over time, there 
are a few recent additions.

Self-checkout Stations:  
Just like lanes manned by checkers, both hardware and software for
self service stations connects to the point of sale system.  These all-
in-one stations offer a variety of bagging configurations, based on
store volume, and include high-quality scanner/scales, touch screen
displays, cash dispensers, card processing terminals, and integrated
receipt printers. 

Bottom-of-the-basket 
Loss Prevention:  
Scanners with image recognition software are emerging for use
in grocery POS systems. Some systems incorporate a camera
embedded in the check stand, designed to watch the bottom of
the grocery cart. While the cashier is busy scanning the rest of
the order, the camera pans the cart, looking for forgotten items.
As the item packaging is recognized, the integrated software
creates pop-ups on the checker’s display screen, prompting her
to add the extra items to the order. And item descriptions and
UPC information goes directly to the grocery POS.  ●

INDEPENDENT PROFILE By Robin Brunet

STRONG, PROUD
AND FREE A remarkable sense 

of independence governs 

SuperValu 98

photos by 
Kim James
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Supported by Store Manager Dwayne Piccinin and Front End
Manager Kathy Ashwell, Super Valu 98 has benefited from
numerous business decisions that were reached without
consultation from Loblaws. “We have always been in good
standing with Loblaws, which has given us great resources to
grow our business — but when we decide to do something, we
do it ourselves,” says Vickers.
Like the time 10 years ago when Piccinin’s friend, a tugboat

operator, complained about the grocery delivery service he was
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store itself, its shelves packed with goods,
its meat, produce, and other departments
scrupulously tidy, with dark wood accents
and stylish, old-world signage throughout.
The neighbourhood is always busy – over
160,000 automobiles navigate First Avenue
daily – hence Super Valu 98 is open 24/7. 
Vickers says, “We’re clean and tidy but

not glitzy. Glitzy in this part of town is
viewed suspiciously, as if it’s something
phony. We maintain a neighbourhood feel,
with items from an enormous product line
you can’t get anywhere else due to us dealing

with a lot of different
wholesalers, not just
one; and if a customer
comes to us wanting an
obscure item, we’ll do our
utmost to source it.”
In terms of skills and

temperament, Houser and Vickers
are distinct from one another: the former
has a knack for back office duties while
the latter loves being out front in the
trenches. “Plus, I’m aggressive and Garnet
is more analytical,” says Houser. “I’m the
gas, he’s the brakes, and that has served
us well ever since we met in 1995. Back
then he was the meat manager at the
Middlegate Super Valu across town, I had
finished a long stint as manager of another
Super Valu, and we decided to purchase
Middlegate.”
Because Middlegate had a demolition

clause, the duo kept an eye open for a
new location, and in 1998 they used their
own resources to purchase the First Avenue
store that had been a Super Valu but was

a failing salad market. “I used to pass
this location daily and loved that it was
surrounded by terrific energy and foot
traffic,” says Houser.
Through sheer hard work, the duo and a

staff of 20 transformed a business that was
bleeding money into one that quickly turned
a profit. “We’ve grown the business by about
6.5 times since then,” says Houser. 
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Canadians love their seafood. According to Statistics Canada,
we spend $203/household on fish and seafood every year,
amounting to more than $3 billion in the marketplace. With

most doctors recommending seafood within a heart-healthy diet,
and the Canada Food Guide suggesting at least two servings of fish
every week, the average Canadian shopper is turning to grocery
retailers to provide a selection of healthy, affordable seafood options.
Technomic’s 2017 “Center of the Plate: Seafood & Vegetarian

Consumer Trend Report,” found that 53 per cent of Canadian
consumers eat seafood at least weekly, and 89 per cent once a
month while increasingly aware of issues regarding the negative
impact of overfishing, illegal fishing practices and pollution.
Through a consumer survey conducted in 2016, Marine

Stewardship Council (MSC) found today’s seafood consumers want
to make ethical choices with the majority willing to pay more for
certified sustainable products. This leaves retailers, producers
and fisheries working to keep up with increasing demand while
at the same time struggling to ensure the products they sell are
responsibly sourced and environmentally friendly.
Ten years ago, the Conservation Alliance for Seafood Solutions

developed a six-step program for retailers and businesses aimed
at developing and implementing sustainable seafood practices
— ”A Common Vision for Sustainable Seafood.” Using this program
as a guide, SeaChoice, an organization developed through the
David Suzuki Foundation, Ecology Action Centre, and Living
Oceans Society, has partnered with many Canadian retailers to
help them meet their sustainability commitments. 

Buy-Low Foods (BLF), part of the Jim Pattison Group of
Companies, was the first major grocer in North America to achieve
its publicly announced sustainable seafood commitment, removing
all red-listed SeaChoice “Avoid” seafood from their fresh and
frozen departments in November 2015. 
Since then the Western-owned and -operated grocery retailer

has focused on sourcing alternatives to provide customers with
choices that are healthy for themselves and for the environment.
Sean Seeley, meat manager at Buy-Low Foods in Langdon,
Alberta is proud of his store’s commitment to a sustainable
future. “We don’t carry seafood that doesn’t have an Ocean
Wise logo and stay away from anything that’s not sustainable.
Our customers are very happy with this, and there have been
no negative effects at all.”
Today more than 80 per cent of North American retail and

institutional foodservice markets have adopted sustainable seafood
policies, but implementing them, sourcing sustainable products
and delivering to customers is an ongoing process requiring
regular reassessment and changes.

Labels
Currently more than 20,000 products on the global market

carry the blue MSC label, a third-party certification program for
wild fish or seafood from fisheries that meet a science-based set
of requirements for sustainable fishing, while the Aquaculture
Stewardship Council (ASC) developed its consumer label identifying
responsibly farmed seafood. 
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getting. This prompted Houser and Vickers
to start a chandlery service for vessels
in nearby Coal Harbour. “We started with
three ships and now serve over 60, and
chandlery represents about 20 per cent
of our business,” says Houser.
Or the time a store renovation was

undertaken five years ago. “The deposit
for a new sign package alone from Loblaws
would have cost more than what it took
us to design and manufacture the signs
ourselves,” says Houser. “We hired the
trades, and I bought all the wood for the
ceiling and wall accents from local mills.
It took us a year to do, but in the end we
obtained the exact look we wanted at a
very low cost.”
Ashwell, who has worked for Super Valu

for 39 years, says of her two colleagues,
“It makes all of us feel special to know
they take care of us because they are two
conscientious businesspeople, rather than
being obliged to follow a corporate
mandate. It inspires devotion.” 
Staff members are nurtured to a degree

best described as above and beyond
the call of duty. For example, one
employee who joined Super Valu as a teen
so impressed management with his

enthusiasm that Houser gave him driving
lessons so he could move into the delivery
side of the business. He was also given a
new company van that could serve as his
own after-hours vehicle.  
The interest in staff’s well-being extends

beyond store hours. Management recently
took out a newspaper ad to spotlight Niall
McNeill’s acting role in a local production
of `King Arthur’s Night’ and encourage
others to buy tickets and cheer him on.
Houser and Vickers shrug when

commended for their generosity. The latter
says, “We recruit new people who have
good manners and a strong work ethic, and
since this isn’t in abundance anymore we
make sure we treat our staff right. After
all, they’re the main reason for our success.”
As for the future, given that the

surrounding neighbourhood is expected to
grow by 9,000 new residents over the next
few years, Houser and Vickers expect Super
Valu 98 to thrive for a long time to come.
Houser concludes, “Competition will

continue to grow, but I think if we stick
to our values we’ll do just fine. It’s
a matter of putting one foot in front
of each other and seeing what new
opportunities await us.” ●

SEAFOOD SUSTAINABILITY

Courtesy of Shutterstock
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Certification is an important program
but only a drop in the ocean when it
comes to the number of products available.
SeaChoice reports, “A lack of government-
required labelling and tracking for exported
and imported seafood makes assessing the
sustainability of many seafood products
impossible.” Furthermore, nationwide
surveys have revealed up to seven per
cent of seafood samples were
labelled improperly, some not
even the species as promised
on the label! 
Clearwater Seafoods, Mark-

eting Director Diana Hanus
remarks, “Canadian consumers
are increasingly interested
in the traceabil ity and
sustainability of the seafood
they purchase. Independent
labelling is a strategy retailers can
employ to increase brand trust and
consumer confidence. Consumers should
be able to confirm whether their seafood
is wild-caught or farmed, the country
of origin and whether the product is
sustainably sourced by looking at the
packaging labels.”

Andrea Linfield, brand manager for Janes
Fish, Sofina Food Inc. recommends
partnering with a credible and well-known
sustainability organization such as MSC or
SeaChoice. “The breaded and battered fish
category is the second-largest frozen fish
category in Western Canada at $25M in
consumption last year, and one hundred
per cent of Janes Fish are wild-caught and
certified sustainable by MSC. The blue MSC
logo on the front panel shows consumers
they are purchasing a sustainable product.”

Top Sustainability
Issues
Farmed salmon is a very

popular product, but with
growing awareness of some
unsustainable practices, many
retailers have removed net-
pen farmed salmon from their
shelves even while facing
difficulties in providing

alternative products; however, a recent
Greenpeace poll indicated the large majority
of grocery store customers would continue
to use such a store for seafood purchases
despite the removal of net-farmed salmon. 
Canned tuna is a major seafood seller,

a staple food for many households in
Canada, but the industry carries devastating
environmental issues. Ocean Brands Senior
Brand Manager, Jackie Mendoza com-
ments, “Since 2012, Ocean Brands has led
the way in environmental and ethical
responsibility to address all the concerns
about the tuna fishing industry, working
diligently with suppliers to change how
tuna is caught and purchased for the
Canadian consumer.”
Sustainable tuna choices are increasing,

and retailers can direct customers to
these products by highlighting the catch
methods and MSC certified logos, allowing
them to see there are choices to be made
based not only on price. 

To encourage sustainable seafood
purchases, Linfield suggests POS displays,
brand blocking in vertical rows while aisle
interrupters and signage can play a huge
role in tempting shoppers to venture into
the seafood section. Cross-merchandising
is a proven strategy for drawing consumers
to different sections of the store with meal
ideas featuring sustainable seafood options.
Greenpeace Canada has listed 23 seafood

species, or species groups, from fisheries
or fish farms that harm our oceans.
Consumer pressure is building for such
“red” species to be removed altogether
from Canadian stores. In response, retailers
are scrutinizing every seafood product,
sourcing with strict deadlines for meeting
sustainability timelines, supporting
development of alternatives and educating
consumers on the reasons why. 
“At Buy-Low Foods, our staff took an

online program about sustainable seafood
so we can explain to our customers about
the Ocean Wise conservation program and
sustainable fishing practices,” says Seeley.
“And our customers truly appreciate this.”
Sarah King, senior oceans strategist for

Greenpeace Canada says, “Canadian retailers
must continue to move toward seafood

procurement practices that meet strong
sustainability and social responsibility
standards.” This means focusing on green-
rated products, strong traceability
initiatives and supporting fisheries working
to become sustainable. 
By being a leader, taking corporate and

individual responsibility and becoming
part of the solution, Canadian retailers
have an opportunity right now not only
to compete but to make a real difference
at home and around the world. ●

Buy-Low Foods was the first major grocer in
North America to achieve its sustainable
seafood agreement.

SeaChoice notes that assessing the sustain-
ability of many seafood products is impossi-
ble due to lack of government required
labelling and tracking. Credit: Colleen Turlo

Clearwater Seafood notes that consumers
are increasingly interested in the traceability
and sustainability of seafood.
Courtesy of Clearwater Seafoods LP

Ocean Brands works dili-
gently with suppliers to
change how tuna is caught
and purchased for the
Canadian consumer.
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There is something about cooking
outdoors that seems to resonate
with the heart and soul of the

Canadian spirit. Once limited to burgers
and hotdogs, today’s grills present an
opportunity for culinary creativity and
exploration. 
“Canadians are looking to expand their

horizons and try something different,
whether it’s new cooking techniques,
flavours, or barbecue accessories,” says
Brian Misko, owner, pitmaster, House of Q
Foods Ltd.  Within the past 15 years,
Misko has seen a dramatic shift in the
interest in outdoor cooking with Canadians
looking for a variety of meats, spices, and
tools that can take their barbecue
experience to the next level. 

“There has been a lot of influence from
the Americans, we watch the food
network, HGTV, all exposing us to different
barbecue techniques,” says Misko.
Responding to this interest, House of Q
released their own line of sauces, including
Apple Butter BBQ sauce and Slow Smoke
Gold BBQ sauce, jarring the award-winning
flavours that Misko created during his
barbecue competitions.  

The MasterChef 
Phenomena 
Consumers are looking to create

barbecue recipes that are uniquely their
own, and sauces, spices and rubs, provide
the ideal template for customization.
According to the 2017 Mintel report, Sauces

BARBECUE

By Anne-Marie Hardie

CANADIANS ARE 
EXPLORING THE 
POSSIBILITIES OF
THE BARBECUE 
WITH INNOVATIVE
RECIPES AND
FLAVOURS 

and Marinades-Canada, 47 per cent of
consumers reported that they wanted
sauces and marinades that were able to
be customized.  Customization may involve
flavour boosting, such as the addition of
more spice or garlic, or layering products
to create a taste that is uniquely their
own. “Consumers are no longer using one
method of flavouring when grilling, but
instead they are looking for ways to
incorporate various rubs and sauces to
boost taste,” says Cheryl Radisa, vice-
president, marketing, McCormick, Canada.
Within McCormick’s Club House La Grille
portfolio, bestseller Montreal Steak Spice
has expanded to five different formats
(seasoning, barbecue sauce, marinade, wet
rub and burger mix-ins), supporting

Courtesy of Shutterstock
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Canadians exploration in flavour layering.
The demand for flavour exploration

extends across most age groups, reports
Mintel, with nearly half of consumers
stating that they are interested in sauces
and marinades that offer unique regional
flavours, whether within Canada or regions
from other countries. “People are con-
tinuing to explore different things and
different flavours during barbecue season,
instead of regular barbecue sauce, they
want something more, whether it’s infused
with balsamic vinegar or Applewood chips,”
says Teresa Spinelli, president, Italian
Centre Shop. 

There is no question that the culinary
palate of Canadians has expanded, with
individuals across the ages seeking new
flavour experiences. “More and more
customers are looking to infuse new
flavours and techniques to their summer
entertaining backyard events and
barbecue,” says Anthony Morello, president,
Aurora Importing and Distributing.
Providing recipes and in store demon-
strations is one way to assist consumers
with new techniques for their outdoor
grilling experience. Last year, Aurora
Importing and Distributing experienced a
significant spike in product purchases
with the release of their recipe booklet of

traditional backyard and barbecue favourites
providing customers with a template to
explore an Italian fusion of the barbecue
season. “We see a great deal of interest in
new and exciting flavours that are easy
to use like the Balsamic Ketchup, Balsamic
BBQ Sauce, Balsamic Glazes,” says Morello.
However, not just any recipe will do;
Canadians are actively seeking healthier
meals and products that use minimally
processed ingredients. 

Canadians are Kicking
Processed Food 
to the Curb 
Health continues to be of top of mind

for many Canadians, with consumers
seeking sauces and marinades that are
low or no sodium (44 per cent), all natural
(43 per cent), and low or no sugar (40
per cent), reports Mintel. Factors such as
minimal fat (32 per cent), no genetically
modified organisms (25 per cent) and
gluten free (11 per cent) remain a factor
in the Canadian purchase decision.  
Consumers in British Columbia are more

likely to pay more for products that have
been identified as non-GMO, organic,
natural ingredients and are antibiotic or
hormone free.  Retailers catering to these
clienteles would benefit by highlighting
the products that respond to these
consumer needs. 
“The evolution of the condiments

category is following the changes that are
seen elsewhere at retail. Consumers are
looking for “better for you” options in all
of the products that they serve their
friends and families,” says Radisa. In the
past year, the Stubbs brand, which was
newer to the McCormick portfolio, has
shown a lot of growth. The product offers
customers the flavour of Texas barbecue
with no artificial flavours or colours, gluten
free and non-GMO.

Get Grilling
With barbecue at top of mind, consumers

naturally gravitate towards the butcher
section for the cuts of meat that will fulfil
their barbecuing needs. Retailers will
benefit by displaying prepared in-house
products, shared James Ferraro, Ferraro
Foods, clear labels identifying attributes
such as grass fed, local, or organic, and
recipe cards highlighting cooking
preparation.  “We make our own sausages
and burgers, with all-natural ingredients,”
says James Ferraro. “Our customers are
looking for food that is not processed,
made in store and is as local as possible.”
Ferraro Foods provides their clientele with
an extensive line of burger and sausage
options including grass fed beef, buffalo,
elk, vegetarian, and gluten free options. 
However, barbecuing is no longer only

about the meat.  Consumers are looking
for other items to grill including plant-
based protein, fish, vegetables, fruit and
cheese. “What we see is that people are
looking for different things to grill,
including Halloumi cheese, pizza and
polenta,” says Spinelli.  Identifying this
desire to explore new products, Aurora
Importing and Distribution, released four
new bean-based polentas, providing
consumers with a vegetarian grilling option
that was both high in protein and fibre. 
Whether it’s new cuts of meat, vegetarian

options or customized spices, the barbecue
season presents new opportunities for
grocers.  Social media and food channels,
have primed consumers to explore the
potential of outdoor cooking with an
“anything can go” philosophy.  Strategically
placed products, minimally processed foods,
and condiment demonstrations will help
encourage consumers to explore new
flavours and create barbecue sensations
that are uniquely their own.  ●

Aurora Importing and Distributing provides a recipe booklet of favourites with a template 
to explore Italian fusion.

House of Q Foods Ltd. released a line of
sauces that includes Apple Butter BBQ sauce
and Slow Smoke BBQ Sauce.

Ferraro Foods makes their own sausages and
burgers with all natural ingredients.
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area and a new patio along with
overall store updates including:
new flooring, lighting, shelving,
refrigeration, entry and deli.
“It’s basically the equivalent of a

new store,” he says. “Within the exist-
ing footprint other than the patio.”
Askew’s daughter Claire — the

fourth generation — joined the team
in April 2017 and has taken on activities
that are ensuring Askew Foods keeps pace
with today’s consumers’ demands. 
“Claire is employing her knowledge and

skills at Askews in marketing, social media,
event management, communications,
signage, graphics and store redesign,”
Askew says. “She has introduced new
marketing approaches for us.”
Claire has organized a number of events

to draw customers together to enjoy their
community while also celebrating the
Askew legacy. Currently, she is working
on the downtown Askew Foods 50th
anniversary and major renovation. She
will also be fully-engaged in the 90th

anniversary celebrations next year which
will include a number of promotions and
events that will honour local relationships
the Askews have built with suppliers and
customers. 
“We are describing our plans as ‘old-

fashioned with a modern twist’,” Askew
says of the pending renovation, 50th
anniversary and possible rebranding. 
The family is also looking to trends like

delivery and establishing an in-house
kitchen to create their own prepared heat-
and-eat items to meet consumer demands
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Few are the stories of multi-genera-
tional retail successes but such is
the past, present and future of

Askew Foods. What began in 1929 con-
tinues to thrive today, bringing a fourth
generation into the business along with a
bright outlook. 
More often than not, successful family

businesses get taken over and rolled into
larger organizations. Then the energy and
innovation that created the operation
ceases. Askew Foods is definitely an
exception. The Askew family’s pride in
serving their communities plays an integral
role in how the four grocery locations
focus on customer wants and needs. 
As David Askew, president of the company

tells it, his grandfather Dick came to Canada
from England in 1913. Dick’s full name was
Richard Blackburn Askew and the story is
that he was the offspring of Lord Blackburn
and a scullery maid. 
“In those days, the CPR stopped in

Salmon Arm and he decided, ‘this is where
I’d like to settle’,” Askew says. 
On a trip back to England, Dick married,

then brought his bride Mary back with
him to Kamloops where he
worked for EA Palmer as a meat
cutter. Come 1919, Dick finally
fulfilled his dream and moved
to Salmon Arm to manage the
EA Palmer location which he
bought out in 1929. 
“It burned down shortly after

he bought it,” notes Askew.
In 1934, after running a

contest for a new name, the
store became the Salmon Arm
Meat and Produce Company Ltd.
The operation ran out of the Alexander
Street location for 34 years, even renting
frozen locker space to customers. 
“Back in the day, we used to get 100

pound sacks of potatoes in gunny sacks,”

Askew says. “One of my earliest jobs was to
divide the sacks into 10 bags of 10 pounds.”
In the early ’60s, the Askew family got

a push to grow the business further. The
first supermarket came to Salmon Arm. As
a result of this new competition, business

started to decline and Askew’s father Lloyd
could see it was time for change.
An odd turn of events gave the family

a leg up. Fire broke out across the street
reducing a competitor’s store
to ashes. 
“My father was on the roof

spraying the embers, protect-
ing his store,” Askew says. 
Interestingly, it was also

the same day the family held
their ground-breaking for a
brand new building. Six
months later, fall 1967, the
new store opened. Askew
came home from his studies
at UBC for the store opening. 

“In the opening sale, we had the same
potatoes [I packaged as a kid] in plastic
and paper bags,” he says. “The plastic bag
ones were priced higher, but they sold better.
You could see if there were any bad ones.”

In the mid-’70s the Askews built their
second location in Armstrong. The third
location — one with a slightly different
ownership structure — opened in Sicamous
in 1997. Then, on a piece of property in
the growing residential area of Salmon
Arm, the family opened the fourth location
of 35,000 square feet in 2012. 
“It’s our largest store and we had three

criteria when we built it,” Askew says. “We

wanted it to be environmentally-friendly
esthetically pleasing and a kind of
community centre for that part of town.”
Being environmentally-friendly has been

an Askew tradition dating back to 1967
when Lloyd installed a heat-recovery
system from refrigeration and freezer units.
“All of our stores have heat-recovery,”

Askew says. “That was way ahead of the
curve back then.”
The Armstrong store is now also ahead

of the curve with a $2 million renovation,
completed in fall 2017, of the 24,000
square foot location. The work was done
in stages to keep the store open.
“We didn’t even close for one hour,”

notes Askew. “It was in need of a facelift
and the refrigeration equipment was
starting to be expensive to maintain.”
The independent bakery within the

Armstrong store benefits from a larger
space, plus, the location now has a café

INDEPENDENT PROFILE By Ronda Payne

Four Generations and 
Nearly Nine Decades Strong
Askew Foods has been growing with the communities
they serve and are hitting some major milestones. 

and stay competitive. In the Armstrong
store, the innovative meat manager has
developed a specialty sausage program
with custom creations. 
Askew Foods is ready to celebrate 90

years of being part of growing communities
while looking forward to future generations
of service.   ●

David Askew, president,
Askew Foods

Lloyd and Dorothy Askew (front, centre) are
flanked by staff shortly after the opening of
the Shuswap Park Mall store in 1967.

Opening night November 1967. (Dorothy
Askew on right.)

Dick Askew (second from left), with employees
and family members, Mac Drage, Gwen Drage,
Don, Majorie, David, Marion and Doreen
Askew, Mike Bodner and Fred Lee in front of
the Alexander location in the late ‘40s.
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How do you define innovation when it comes to the food industry?

The problem with the word innovation is that regardless of what industry you’re
considering, it’s over-used. As a result, the word has been used to describe good
efforts that move the sector forward as well as to describe line extensions that are
anything but innovative. For me, innovation in the food industry requires a product
or service to fulfil a formerly unmet consumer need. Like many others, I call this demand innovation. 

Many commentators have stated that Canada’s food manufacturers need to innovate to stay 
globally competitive. How can this happen and what roadblocks do you see?

This answer could take up all the pages in your issue!  To be brief, it is true that if Canada is going to win in global
markets we will have to produce new products and innovative ways to produce products. Our inputs are high in Canada.
Our energy costs, wages, municipal and corporate taxes are much higher than in BRIC countries so manufacturing can’t
compete with ‘me too’ products. To be profitable in export markets then we must either have something that no one else
currently has to sell or be making it so much more efficiently or with new tools that vastly reduce the cost.
Unfortunately, growing Canadian companies often don’t have access to the market intelligence necessary to understand
if an export market will adopt our innovations. Besides being ahead of the curve, we need to also be supported by our
trade and export departments. 

What are the key food trends driving innovation today?

Right now the innovators are focusing on alternative plant-based proteins. Incredible burger, finless fish, etc. are
finding ways to give consumers a meat experience that is healthier for them as well as for the planet. 
The science that links gut health to brain health and disease prevention is also inspiring innovators to create foods

(kimchi, sauerkraut, pickles) and drinks (kombucha, kvoss, kefir) that can be added to diets or swapped out for other
less beneficial foods. 
Likewise, a focus on less and more naturally occurring sugars in our diets, has led to an interesting innovation trends

in savoury drinks. Bone broth, sippable soups served in single serve, easy to hold and consume bottles, etc.

How can SIAL help define the issues we face and delineate future directions?

As an international show, SIAL is able to curate the best food innovations the planet has to offer and bring them to the
attention of food professionals. They attract cutting-edge speakers, exhibitors and show floor walkers and this networking
and opportunity to share ideas is highly valuable for driving innovation adoption and inspiration across borders.   ●

Q&A – SIAL By Frank Yeo

SIAL Showcases
Innovation
An Interview with Dana McCauley, 
innovation ambassador for SIAL and associate director, 
New Venture Creation at the University of Guelph
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Ninety years is a long time; long enough for a great
depression, a second world war, and the advent of
television. It is also long enough for a small

sausage business to burgeon into a significant player in
the meat processing industry. 
In 1928 Alexander Propp began his sausage business

near Yorkton, Saskatchewan. His family has grown the
business into Harvest Meats, selling product across
Canada. Remarkably, it has remained family run, with
the fourth generation of Propps moving up to the helm.
Success has meant conquering challenges and their
formula is simple: focus on quality and family, then do
what needs to be done.

As with most small enterprises, Alexander’s children
grew up in the business helping with whatever work needed
to be done. Unfortunately, in 1954 Alexander passed away
and eldest son, Ed Propp moved his family back from
Winnipeg to help run the family business with his siblings. 
Operating then as Midwest Packers, the second generation

of Propps expanded operations into food retailing,
wholesaling, and the restaurant industries. One constant
among the change was the notion that this was a family
business and Ed’s children also grew up with the business.
“My dad would say I was ‘always in his light’ while he

worked because I wanted to see what he was up to,” remembers
Kenn Propp, president and general manager of Harvest Meats. 
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COMPANY PROFILE

By Karen D. Crowdis

(L-R) Kenn Propp, president 
and general manager and Geoff Propp, 
assistant general manager
(pictured in frame - far right)  
Edward (Ed) and Lorraine Propp

photos by Al Stupak
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in operation to more than 250 employees
who work at the 165,000 square foot
plant, manning production 24 hours a
day, seven days a week. This enormous
facility produces all the Harvest Meat
products sold across Canada. 
Geoff Propp is the fourth generation to

manage the company, recently minted as
assistant general manager at Harvest Meats.
“I say I’m in the second year of my

probation,” Geoff jokes.
“I grew up in the
business, spending lots
of weekends building
boxes or whatever I
could do. I’ve worked in
all departments of the
company. Coming from
the purchasing side,
moving into this role
has been an adjustment,
but I don’t forget for a
second how lucky I am
to have Dad across the
hall for support.”

Family First
Remaining a family- run business for 90

years is exceptional. 
“Family-run is a rare thing,” notes Geoff.

“That speaks to Kenn’s management style.
He is conservative, weighs risks, and
recognizes it boils down to the staff, who
are the life blood of the company. We
strive to create an environment where
people want to stay.”
“We have a strong family culture and we

talk about all employees like they are family.
And they treat us back in kind,” says Kenn.
“The easy part is building a building. The
hard part is getting the people.”

For the Propps, employees are treated
as family, many of whom have more than
twenty years of service.
“The culture at Harvest is that we are all

family and this is instilled by Kenn Propp,”
notes Ken Turcotte, vice president of sales
and marketing and 23-year veteran of Harvest
Meats. “From the start you are treated like
family; everyone is treated the same.”
Like any family, there has been

heartache and challenges. Geoff says their
approach is to “try to be as inclusive as
possible when finding solutions because
it will take everyone to do the work. In

the end we want to make everyone
comfortable to do the work.”

Choosing Excellence
This family culture is part of the reason

why Harvest Meats has attained its top
reputation as a quality supplier, allowing
the company to remain focused on its
primary initiative of being committed
to quality ingredients to make a superior
end product.
“Our vision has always been quality

first. Always has been, always will be,”
notes Turcotte. “We will never jeopardize
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Regroup and Refocus
Fast forwarding to 1974, the company

was struggling with only 12 employees,
three of which were family. Kenn Propp
became the third generation to manage
the company when he came back to
help his dad, as his dad had done for
his grandfather.

“I learned a strong connection to family
from my father,” says Propp. “It is the
same type of attitude. We all just did
what needed to be done.”
The family stepped up to the challenge,

with everyone taking on roles that fit
their skills.
“I was able to focus on production. My

younger sister used her skill with
computers and focused on that aspect,”
recalls Kenn. “One of my older sisters
became the accountant, and the other
worked in the office. My brother was an
engineer, so he helped with drawings for
new buildings. We couldn’t have progressed
as fast as we did without everyone.”
Under Kenn’s guidance, the company

was renamed Harvest Meats. It has grown

Remaining a family-run business for 90 years is
exceptional. “We have a strong family culture and
we talk about all employees like they are family.
And they treat us back in kind.” 

Ken Turcotte, 
vice-president 
of sales and
marketing
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the quality. Our passion is to give
consumers, our guests, the best experience
on their table.”
Regardless of how the ingredient pricing

fluctuates, Harvest Meats never com-
promises on the quality of ingredients.
“We use the best ingredients we can —

never using fillers, even though we get
pressure on the price points,” says Kenn.
“That won’t change.”
Geoff adds: “Food budgets aren’t what

they were. We recognize that, so we have
to be the very best. We have to stay in
front of consumer demands while
maintaining the quality of our product.”

Change is Constant
There is added pressure from regulatory

changes and consolidation of processing
and retail businesses. 
“We face the same challenges as

everyone else, like in distribution and
meeting those obligations,” adds Turcotte.
“Communication is key not only with the
customer, but with employees, partners
and suppliers. It builds the trust needed
to grow this business.”

Changing consumer demands for dietary
restriction and ethical operations, add
another dimension of complexity. Harvest
Meats’ commitment to traditional recipes
and no fillers means many of their products
have always been gluten free, low in
sodium and sugar, although it only recently
shows on product labels. 
In terms of animal welfare, Harvest Meats

makes a conscious choice to deal with
producers who can answer the same questions
they get asked. In fact, they have developed
their own auditing program to ensure
producers do what they say they do.
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Turcotte notes that: “Harvest Meats
strives to develop mutually rewarding
relationships with its employees, partners
and suppliers exemplifying the highest
ethical and professional standards.”
“These demands present challenges to

keep a quality product,” says Geoff.
“Fortunately, Canadian pork is really good
quality. So the supply of quality ingredients
will keep going.”

Community Support
Kenn and Geoff both acknowledge that

part of their success has resulted from
the support of the City of Yorkton, the
Province of Saskatchewan and the local
community.  All have worked to create a
strong business ethic making it easier to
expand and keep Harvest Meats in Yorkton. 
Being part of the community is a

significant part of the company’s identity.
They are generous with support of local

“Harvest Meats strives to develop mutually
rewarding relationships with its employees,
partners and suppliers exemplifying the highest
ethical and professional standards.”
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events and causes important to staff and
the community. 
“Over the 90 years, we have been involved

in almost anything you can imagine,” says

Geoff. “People aren’t afraid to say where
they work and to bring forward oppor-
tunities for us to support the community.
We can’t forget where we came from and
how we got here.”
Turcotte agrees, adding: “We support the

community and we are recognized as a
local company. But we do it to be part of
the community, not just a fixture in it.”

Variety Succeeds
Listed in all major grocery chains, Harvest

Meats produces 150 different products,
including 50 types of sausages. The quality
has cultivated a very loyal consumer base,
who comment how the product tastes the
same as it always has. In the past five
years, Harvest Meats’ 675g Wieners have
been the number one hot dog in Western
Canada based on Neilsen reports. Further,
their bacon is one of the leanest on the
market and ranks third in Western Canada. 
“In-store demonstrations that fill the

store with the aroma of our Farmers
sausage, are still our best advertising.
Having product for people to taste, they
will buy it and they will continue to buy
it,” says Turcotte.
In fact, the celebrations around the

90th Anniversary will be the first
milestone celebration and campaign style
activity the company has done. Plans
are in the works for social media contests
and a big community celebration at the
plant facility. 
“We just never really looked back. We

didn’t celebrate because we were always
focused on what we would be doing
tomorrow,” says Kenn.

Forward Momentum
The future looks bright with a focus on

growth in Eastern Canada and potential
partnerships with companies in the United
States. New products are being developed
as variations on the original recipes such
as the popular Farmers sausage with cheese
and original wieners with jalapeños.
Development of shelf stable and snack
market items is underway but will take
time to develop. 
“There is only one direction - growth.

If you are standing still, you are going
backwards,” says Kenn. 
Move forward they will. Building on the

past 90 years, the company continues to

develop new products and enter new
markets. Commitment to quality products
and maintaining a family culture while
growing into new markets is the key to
continued success at Harvest Meats. ●

Harvest Meats produces 150 different 
products, including 50 types of sausages. 
Their bacon is one of the leanest on the market
and ranks third in Western Canada. 

(L-R) Brent Brown, president of Employees Association
and David Harris, production manager



WWW.WESTERNGROCER.COM 61

CATEGORY MANAGEMENT By Sue Nicholls

4. Look beyond your category:
If possible, complete a bigger picture analy-
sis (like total aisle or related categories).
For example, if you are making a decision in
frozen juices & drinks, your decisions may
directly affect chilled juices & drinks and/or
shelf stable juices & drinks (which you may
not be accountable for).

Tip No.2:  
Be More Mindful In Your 
Decision Making

Decisions need to be made carefully
and mindfully. When you’re in a stressful
situation, you might make decisions based
on emotions or external pressure. Try to
recognize the events that increase your
risk of making a poor decision that can
have long term consequences. Mindful
decision-making combines reason with
intuition to come up with decisions that
are based in the present. 

Here are a few suggestions to help 
make better decisions:

1. Be in the moment:
Pay attention to how you feel physically
and emotionally, allowing you to consider
any feelings of conflict and identifying
their sources. 

2. Be Clear: 
Investigate for clarity by checking in your
feelings and identifying the type of deci-

sion you are making.  Once you identify
the decision, make sure you have gath-
ered the necessary information to make
the decision – this should include consult-
ing with the people who will be affected
by your decision.

3. Make a choice:
Once you have all the information, listen to
your intuition, and write down your deci-
sion. Take some time to consider this deci-
sion. If you are still comfortable with the
decision after a few days, act on it. Don’t
decide too quickly, but on the other hand,
don’t avoid making a final decision.

Tip No.3:  
Complete a Risk Assessment 
When Considering Change

When making decisions that look to the
future and that may incur more risk, you
should complete a risk assessment to help
identify the dangers and opportunities
before deciding to move forward on some-
thing. Retailers and suppliers should col-
laborate on the development of a risk
assessment to develop innovative solutions
that consider the risk and create the plans
to negate or deal with it.

Here are some basic Risk Assessment
Steps that will help you to make your
decisions more easily.

IMPROVING YOUR BUSINESS ACUMEN 
in Category Management

Business acumen is the ability to
assess an external market and make
effective decisions.  You need the

skills and tools to think more like an owner
of the business and to understand, set and
execute business strategy while being able
to measure the effectiveness of their busi-
ness strategy through financial perfor-
mance – skills that I think many of us can
improve upon within the category manage-
ment arena.  I recently ran a course for our
students on this topic and will walk you
through a few examples of ways you can
improve your business acumen.

Think about what you’re responsible for in
your job. Examples that come to mind may
include developing category plans/category
reviews/business reviews; optimizing assort-
ment and space; assessing new innovation
and how it fits within your category(s); deter-
mining the right promotions for your cate-
gories/brands.  But how often do you think
about or consider the impact of your deci-
sions on other areas in your company?  For
example: product supply? Or finance? Or
your implementation team?

Following are a few tips to help build your
business acumen in category management.

Tip No.1:  
Recognize Growth Opportunities To
Ensure Long-Term Success

You need to be able to recognize growth
opportunities to ensure long term success.
An opportunity is any project or invest-
ment that will create growth for your cate-
gories or overall business. Opportunities,
however, can be overlooked when we do
not pay attention to the big picture. Individ-
uals with business acumen are constantly
recognizing opportunities for growth and
considering the implications of that growth
and the negative or positive effect it may
have on other areas of the business. If rec-
ognizing opportunities does not come eas-
ily for you, there are steps to take that will
ensure that you do not overlook growth
opportunities.

1. Identify industry and market trends: 
Monitor changes in the market such as
technological advancements.

2. Actively research shopper needs: 
Conduct market research and anticipate
shopper needs, which need to be fulfilled.
Remember that the retailer owns the shop-
per – not your marketing team in a supplier. 

3. Pay attention to competitors: 
Take advantage of a competitor’s weakness
and learn from their strengths. 

C
ourtesy of S

hutterstock



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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1. First identify your opportunity. 
The scope of the assessment is based on a
specific action that you are thinking of tak-
ing.  Include specific objectives that are cre-
ated using SMART goals.

2. Identify potential risks:
Think about prior and possible events that
have, or could – affect your business.  Think
about what possible future events that
could affect it.  Analyze relevant data. Also
consider external factors such as the econ-
omy, weather, politics, technology, and the
environment that could have an impact.
You may also want to brainstorm with dif-
ferent people who are your key suppliers or
customers to get their perspective.

3. Next, determine the probability and
impact of risks identified 
in the previous step:
Assign an impact and probability rating to
risks based on data.    Assign a response for
each risk. These may be to accept, avoid,
reduce, or share the risk. 

4. And finally, determine the impact and
possibility and evaluate the controls and
responses that you would have to put in
place for each risk.

In our Business Acumen course, we walk
through 10 tips, including a workshop to help
identify where your biggest areas of oppor-
tunity are to build your business acumen. 

These 10 tips are as follows:

Tip No. 1:  
Recognize growth opportunities to ensure
long-term success 

Tip No. 2: 
Be more mindful in your decision making 

Tip No. 3: 
Develop decisive scorecards & metrics 

Tip No. 4: 
Show initiative in your role 

Tip No. 5: 
Complete a risk assessment when 
considering a change

Tip No. 6: 
Take an approach of “always learning” 
• Tip No. 6a: Evaluate Your Past Decisions 
• Tip No.6b: See Problems as Learning 
Opportunities 

Tip No. 7: 
Improve your financial & product supply
chain literacy 

Tip No. 8: 
Think about how your work affects the
income statement 

Tip No. 9: 
Evolve to a more critical thinking approach 

Tip No. 10: 
Identify ways to improve alignment

If we go back to our definition of busi-
ness acumen, it requires finance, strategy
and decision making.  When you look at the
tips above, you can classify them based on
this definition, to include financial, strate-
gic and decision making tips. 

It’s important to think about the relation-
ships between these tips, and how different
components of business acumen feed off
each other. So now’s your time to really
think about what you need to do next.  As
you improve yourself through improved
financial literacy, increased strategic focus,
and improved decision making, so too will
your business acumen improve.  Realize it’s
an evolutionary thing – and that there’s
always room for improvement – remember
the “always be learning” tip.  If you don’t
take the time to improve yourself, your
business acumen will probably stay dor-
mant.  I challenge you to get out of your
comfort zone and determine ways to
improve your own business acumen.  ●
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Tea is no longer just for two - as growing con-
sumption and trends have millennials and
boomers alike reaching for a cup or two daily.

Daily tea consumption is increasing according
to the Tea and Herbal Association of Canada. In
2017 Western Canadians drank an average or 1.1
cups per day compared to 0.83 in 2015. Heavy
tea drinkers in the country enjoy an average of
2.3 cups per day.
Louise Roberge, president, Tea and Herbal

Association of Canada, points to herbals as one
of the reasons for this increase.
“Herbals are gaining in interest with the

consumer, and that’s what is changing in
the category. Consumers look at tea as one
category, and for them it is an infusion. So
that’s the encouraging part.”
Roberge says this consumer take-up is due

to the wide variety in herbals and that they
are caffeine-free. Most Canadian consumers no
longer look at caffeine as a positive and have
now discovered herbal teas as a great alternative.
Stacey Toews, co-owner of Level Ground Trading

Ltd. observes that shoppers are also keen to support
business closer to home.
“Consumers are exploring brands who innovate in

ethnical sourcing and sustainability. Level Ground is
working hard for our brand to stand out as a solid name
in quality, ethnically sourced, sustainability grown tea in
the grocery aisle. Our Tea Pyramids are seeing steady growth.”
Chuck Corrigan, business manager – tea brands, C.B. Powell

Limited points to millenials when it comes to trends in the
category and how they are experimenting with tea.
“They are experimenting more than the ‘boomer’ group as

they are not yet set in their tea habits. They have more
choices available than boomers did when they were establishing
their tea habits.”

However, Corrigan notes that while the overall average rate of
consumption is increasing in millenials it is still less than boomers
— although the gap narrowed last year. 
While millenials are still drinking tea via tea bags they are also

using tea pods and loose tea.
The loose tea market is still largely untapped in Canadian grocery

and offers great opportunity for consumers to find value according
to Level Ground, who offers a selection of seven loose teas.
“For loose tea there are usually only two-three options to

choose from. Ours being one of them,” says Toews.
“Tea bags are still No.1 as they are convenient, and there is a

variety available,” says Roberge.  “Loose teas are increasing in

popularity. The pods have not been as successful.” 
Both Roberge and Corrigan agree that the pod factor is due to

the fact that they are single serve like a tea bag, and tea bags are
well established compared to a pod.
No matter what form they come in teas can provide benefits to

the consumer.
“Tea and herbal tea are healthy from the perspective that

they have no calories. Teas also have a lot of antioxidants,”
explains Roberge.
“Each of our teas are grown organically with no chemicals

being used from any stage or process,” shares Toews. “We purchase
directly from nine small-scale gardens in Assam, India.”

TEA TRENDS

By Nicole Sherwood

Courtesy of Shutterstock
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consumer receives a health product and
growers are assured a chemical-free working
environment,” says Toews.
Another important component for

retailers to consider is merchandising.
“The variety is important and looking

at the different types of tea they are
offering,” says Roberge. 
However, she knows there is more to it

than that.
“Grocers need

to be more crea-
tive. It doesn’t
need to be in the
tea aisle. Consider
putting it in the
ethnic aisles to
pair with foods
they enjoy. Cross-
merchandising
with items such
as cookies is
another option

as consumers enjoy those two items
together. Putting tea next to healthy
products encourages consumers to buy
items that make them feel good.”
“The tea section is a very crammed and

busy one.  Greater distinction between
loose and bag teas would ease navigation
for shoppers. It’s also critical to implement
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Organic is a critical topic in the tea world.
“For the consumer organic tea is a clear

indication of the tea’s health benefits.
Level Ground’s organically grown teas are
sourced from small-scale gardens that
ardently practise organic cultivation, but
can’t afford to have organic certification.
When tea is cultivated organically the

Smooth & Soothing
Level Ground offers a full lineup of organically grown

tea from Assam, India. In convenient tea pyramids, they
offer: Chai, Lemongrass (caffeine-free), Earl Grey, Black,
Green and Tulsi. In loose leaf teas, they offer the same
varieties and a special Smoked tea. The most remarkable
variety is our Tulsi tea. Tulsi is an ayurvedic herb, that is care-
fully blended with green tea, cinnamon and stevia flower. The
flavour is smooth and soothing and provides healing properties used in
Ayurveda. Available in tea pyramids and loose leaf.

PRODUCT SPOTLIGHT

Just Like Regular
Typhoo Decaf tastes better than other leading decaf

brands and tastes just like regular Typhoo because each
decaf bag of Typhoo contains exactly the same quantity
of premium tea as Regular Typhoo. Decaf teas have to
cost extra versus. regular teas. Consumers get their
“money’s worth” with the Typhoo brand.

PRODUCT SPOTLIGHT

Louise Roberge, 
president, Tea and
Herbal Association 
of Canada.

this at eye level to allow for easy label
reading and reaching for aging shoppers,”
recommends Toews. 
Corrigan recommends featuring a promo

program such as a healthy breakfast or
snack promo program with complementary
brands via flyer ads and in-store displays.
From black to green to rooibos and of

course herbal; whether you are a boomer or
a millennial a cup of tea is relaxing to all,
and with the right variety and merchandising
can be quite profitable to retailers.  ●
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Ice cream is one of those perennial favourites that brings back cherished memories of childhood
and occasions of adult indulgence later in life. But unfortunately, ice cream consumption has
been on the decline presenting new challenges to manufacturers and retailers.

Mixed Performance
The Canadian ice cream and frozen desserts market, including frozen yogurt, impulse ice cream, unpackaged ice

cream and take-home ice cream, declined by one per cent in 2017 to reach sales of CAD1.5 billion. In 2016,
the consumption of ice cream dropped by three per cent in volume terms. Ice cream and frozen desserts is
again forecasted to decline by a two per cent CAGR at constant 2017 prices. Consumption hit a peak in
2009 at 9.85 litres per person. Today that figure is 4.28, according to Statistica.
Segment performance, however, tells a slightly different story. Rising

demand for premium products has led to decline in sales of low
quality ice creams and the trend is expected to continue. Based
on product, the market is segmented into impulse, artisanal,
and take-home. Novelties, including cups, cones, ice-lollies,
sandwiches, ice cream bars, and sticks, fall within the
impulse segment and has shown one of the best segmental
growth rates. 

Market Movers
In Canada, Nestlé Canada Inc. and Unilever Canada

Inc. retained the leading positions in 2017, with value
shares of 27.8 per cent and 19.8 per cent, respectively.
Chapman’s Ice Cream, holds third place, quite a feat for
a domestic player. Within the Grocery, Drug and Mass
Merch sectors (excludes convenience), Chapman’s has an
overall 19.4 per cent POS dollar share of ice cream & related
novelties combined, according to Nielsen 52 weeks ending
August 17, 2017. Of the three companies, Chapman’s
has shown the most growth over the last five years.
Companies are introducing many new and

innovative flavours to rejuvenate the
category. For instance, in 2017, Ben &
Jerry’s introduced three new flavours in
summer to increase their sale. These
flavours include Oat of this Swirled,
Truffle Kerfuffle and Urban Bourbon.
The introduction of new flavours is
expected to drive the sales growth
by value, thereby increasing the
overall market growth. 

ICE CREAM By Frank Yeo

Courtesy of Shutterstock
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Sometimes provinces to the East and
the West forget what’s in the mid-
dle of Canada, but that’s quickly

changing thanks to Saskatchewan’s
robust agricultural trade and food and
beverage manufacturing industry. Couple
those with the province’s attractive
investment environment and competitive
tax regimes, and Saskatchewan is truly
stepping up to the plate. 
According to Statistics Canada,

Saskatchewan is a global leader in
agricultural trade with international sales
of $14.4 billion in 2016. The province also
leads the country in growth in food and
beverage manufacturing revenue, increasing
91 per cent since 2004. Additionally,
according to the Saskatchewan Ministry

of Agriculture, the province’s 2016
processed food and beverage exports
reached $3.2 billion and employed more
than 5,300 people.
“With a growing world population

projected to reach 9.8 billion by 2050,
we have the food, fertilizer, and fuel the
world needs,” states Godwin Pon,
manager, value added unit – Saskatoon,
Ministry of Agriculture. 
For example, there is an increasing

demand for plant-based proteins, she
states, citing the global plant protein
sector is projected to grow at a compound
annual growth rate of 8.29 per cent
between 2017 and 2021. With
Saskatchewan as a top producer, it is not
surprising that renowned director, James

Cameron, last year announced a major
investment in a pea processing facility in
the province expected to come on stream
in the next few years
Pon explains Saskatchewan’s advantage

is the ability to grow diverse crops with
applications as food ingredients which
provides the basis for establishing a
vibrant food, beverage, bio-products, and
processing industry.

Processing Sector
Expanding
More provincial goods will now be able

to go from farm, to factory, to food — all
within Saskatchewan — thanks to the
opening of a new 43,000 square-foot
Agri-Food Innovation Centre. It houses a
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Mary Breedon, director, sales & marketing, Chapman’s Ice
Cream, celebrating its 45th anniversary this year, says “Packaged
ice cream sales are flat. Consumers are moving more to novelty
items.” As a result, the company has introduced a new line called
“Twisters”. “This product uses a unique mold to create the shape
and has an ice cream base twisted with flavoured ice water.”
Chapman’s is one of a few Canadian-based companies supplying

the ice cream market. They have a full range of product from
premium, frozen yogurt, sorbet and novelties such as ice cream
sandwiches and now the Twisters.
Breedon points to the passion the Chapman family have for

the ice cream business and a company culture that fosters
innovation and an ability to be responsive to the market.
“We grow market share in the West every year,” says Breedon

“and it is our second largest market.”
For best practices, Breedon suggests blocking all the Chapman

product together in the freezer.
While Chapmans has carved out a solid place in the mainstream

market, there are other Canadian manufacturers cutting a slice
of the market with niche products and private label. Prairie West
Ice Cream is a family-owned and -operated company that was
started in Winnipeg, in 2005.   
The company has innovated with the introduction of a line called

CanAsian which features flavours such as Mango, Peach Lemongrass,
Green Tea, designed to appeal not only to the Asian community but
other consumers interested in unique trending flavours.
“Over the years, we have established ourselves as a strong

competitor in the ice cream manufacturing world, with loyal clientele.
We continue to grow in the market place with co-packing initiatives,
and the launch of our own private brand of Prairie West Ice Cream
available in four litre pails, and our CanAsian series of flavours
available in one litre tubs.  We embrace the opportunities that are
presented to our business and enjoy the challenges of creating new
flavours and using new recipes,” says a company spokesperson.
Another new player in the Canadian market is Los Angeles

based Halo Top Creamery, whose products boast only 80-100
calories and only six-eight grams of sugar per serving. The
company has already secured listings in select Loblaw banners,
Metro Ontario, Whole Foods, Save on Foods and CO-OP stores.
Named one of TIME Magazine’s “25 Best Inventions of 2017,”
Halo Top even surpassed iconic industry leaders when it became
the best-selling ice cream pint in the U.S. last year. 
“Our No. 1 international request by far was to bring Halo Top

to Canada,” said Justin Woolverton, Halo Top Creamery CEO &
founder. “We’re so excited to be able to share Halo Top with
Canadians and hope they love it as much as we do.” 
Halo Top will be available in 12 of its fan-favourite flavours.
A new Canadian company based in Montreal, CoolWay, is just now

debuting in Canada with a product offering very similar to Halo Top.
The standard container of CoolWay has 360 calories and contains
28 grams of protein with 50 per cent less sugar than traditional
ice cream. It is billed as gluten-free, vegetarian friendly, and made in
a peanut-free facility, delivering the same taste as regular ice cream,
but with less sugar and more protein. It is available in seven flavours.
It is listed at Walmart, Metro (Ontario and Quebec), FreshCo,

Longo’s, CO-OP, Wholefoods, Sobeys, IGA and Safeway stores and
independent health food stores.
While ice cream consumption is not expected to significantly

improve in the years ahead, there is still opportunity in individual
segments to grow sales. ●

SASKATCHEWAN FOODS

By Carly Peters
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product development suite, chemistry and
biochemistry labs, research and devel-
opment suites, up to four incubation
suites, and administration offices.
“The new Agri-Food Innovation Centre

will broaden the capabilities of the current
Food Centre and open new opportunities
for Saskatchewan’s agri-food sector,”
explains Carmen Ly, communications
director for the Food Centre, pointing to
the Food Centre’s expanded extrusion
innovation suite for commercial incu-
bation of pulse and cereal processing, as
well as new technologies to
expand drying capabilities
and fermentation.
Along with food and in-

gredient development, the
Food Centre is a much needed
stepping stone and source
of guidance for food pro-
ducers looking to branch out
in their business.

Val Michaud, owner of Gravelbourg
Mustard, utilizes the Food Centre to
produce an average of 500 kg of gourmet
mustard per production.
Along with utilizing the Food Centre’s

resources to produce the product, Michaud
relies on the centre to help with product
testing, such as shelf life, nutritional facts,
and packing, something she is unable to
do on her own.
Being the only company employee,

Michaud also has to wear the marketing
hat for her business. Often getting listed
in retailers or engaging buyers means a
lot of cold calls and networking. Luckily,
Gravelbourg Mustard was aired on Dragon’s

Den in December 2017 which
helped to bolster sales and the
company’s profile.
Another company taking

advantage of Saskatchewwan’s
natural bounty is Star Egg of
Saskatoon.

“Most of the wheat in the country is
produced in Saskatchewan so we feed that
as a main ingredient to our hens. This results
in a more pale egg yolk than in other parts
of the country where they feed corn,”
explains Shawn Harman, CEO of Star Eggs.
Star Egg grades, packs, and distributes

eggs from about one million hens from
Saskatchewan Egg Producers. The com-
pany’s facility is equipped with 20 packing
lines, digital crack detection, automatic
stain detection, digital scales, and recently
upgraded to PLC electronic controls to
manage all of the components of grading.

“We are proud to be able to supply the
Saskatchewan market with fresh, local
Saskatchewan eggs,” he says, pointing to
chains such as Real Canadian Superstore,
Costco, Sobeys, and Save-On-Foods which
carry their product. “There is a trend
towards purchasing local products. This is
driven by consumers and has been picked
up in a large way by retailers.”
Saskatoon is a good distribution point

for supplying eggs into the Western Canadian
market, explains Harman. But it’s not as
easy for some producers. Being in the middle
of the country can come at a cost. 

The Food Centre’s expanded extrusion innovation
suite has helped open new opportunities for
Saskatchewan’s agri-food sector.

Godwin Pon, manager, 
value added unit – Saskatoon,
Ministry of Agriculture

Star Eggs takes advantage 
of Saskatchewan’s natural bounty by 

feeding its wheat to their hens.
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Years ago analysts were predicting that the organic market
would explode as more consumers realized the health bene-
fits. Well, it turns out they were right: Canada’s total organic

market (including food and non-food items) is estimated at $5.4
billion, up from $3.5 billion in 2012.
The Canada Organic Trade Association has released its second

comprehensive analysis of Canada’s organic market: The Canadian
Organic Market: Trends and Opportunities 2017.  This in-depth
publication provides the most up-to-date overview of the Canadian
organic market, combining consumer research with sales and trade
data to provide valuable insight into market size, growth trends
and Canadian consumer perceptions. 
“Canada’s organic sector remains on its upward trajectory, gaining

new market share as consumers across Canada ate and used more
organic products than ever before,” says Tia Loftsgard, executive
director of the Canada Organic Trade Association. “It is an exciting
time to be a part of a sector that shows such promise to bring
positive economic, social and environmental change to Canada.”
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“Cartage costs have become less but is
still a major challenge,” says Mike Cavanaugh,
owner of Maduro Coffee, which sources their
coffee from green bean sellers across Canada.
Cavanaugh feels that even though

Saskatchewan customers crave big city
products, such as fair trade coffee, there
is still a community feel when doing
business in the province.
“One of the benefits of being a food/

beverage manufacturer or supplier in
Saskatchewan is the community feel that
exists in a smaller market; there’s more face
to face sales and relationships,” he claims. 

Retail Market Shake-Up
Saskatchewan’s grocery retail sector is

experiencing a battle for market share that
has seen mass discounters gain, as in other
parts of the country, while traditional
grocers struggle with competition from new
players and online shopping. 
The value of the retail food industry in

the province sits at just under $4 billion,
including beer, wine and liquor. Supermarkets
account for $2.5 billion, convenience stores
for $170 million, and specialty food
stores for just under $100 million, according
to Satistics Canada. The province has

approximately 520 grocery stores.
The expansion of the Jimmy Pattison’s

Save-On banner into Saskatchewan has
heated up competition, even though
certain Safeway and Sobeys locations had
to be closed following the merger of the
two companies. The Langley, B.C.-based
retailer now operates in Regina, Saskatoon,
Yorkton and Moose Jaw. The Jim Pattison
Group is also building a Buy-Low grocery
store in Tisdale, located 140 km southeast
of Prince Albert. 
Another notable opening is the con-

version of a former liquor store in the

heart of Riversdale, Saskatoon, to a
community grocer with the basics and a
focus on healthy food. The property at
the corner of 20th Street and Avenue D,
once housed a Safeway, will become Soul
Foods,  co-owned by Mallory Guenther.
As for Sobeys, the company now plans

to roll out its discount banner across Western
Canada over the next several years, starting
in 2018 with the conversion of almost
65 of its 255 Safeway and Sobeys stores to
FreshCo.  A “limited” number of under-
performing stores in Western Canada will
be closed rather than turning them into
FreshCo stores, although it is not clear at
this point where those stores will be.
Saskatchewan has the unique feature

of having the largest rural population in
Canada and this is reflected in the strength
of the co-op retailing system, which
remains a dominant presence in the
province’s retail landscape. For the fiscal
year ending Oct. 31, 2017, FCL recorded
revenues of $9.8 billion from its energy,
food, home and building and agro
businesses, up from $8.4 billion the
previous year — a 17 per cent increase. ●

ORGANIC FARE

Canada’s Flourishing 
Organic Market 

By Frank Yeo

Courtesy of Shutterstock

Gravelbourg Mustard utilizes the Food Centre
to product an average of 500 kg of gourmet
mustard per production.
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The report combines sales data from
the Nielsen Company, consumer data
from Ipsos polls, and organic trade data
from Statistics Canada. The report is
rounded out with secondary research
and analysis carried out by the Canada
Organic Trade Association, with
additional insight and analysis from
leading organic experts.
The Canadian Food Inspection Agency

(CFIA) is responsible for monitoring and
enforcing the Organic Products
Regulations, 2009. Certification bodies
are accredited by the CFIA to certify
agricultural products as organic in
accordance with the requirements of
the Canada Organic Regime. ●

KEY FINDINGS:
Canada’s total organic market (including food and non-food
items) is estimated at $5.4 billion, up from $3.5 billion in 2012.

The organic food and beverage market 
is estimated at $4.4 billion, up from 
$2.8 billion in 2012.

The compound annual growth rate of the total organic market
is estimated at 8.7 per cent between 2012 and 2017. Over the
same time period, the growth rate for the organic food and beverage market
is at an estimated 8.4 per cent.

As the market has matured, growth rates have slowed but organics continues
to capture a greater market share. Between 2012 and 2017, the market share
of organic food and beverages sold through mainstream retailers has grown
from 1.7 per cent to 2.6 per cent.

Ontario has the largest organic market, yet British Columbia continues to
have higher organic sales per capita.

Two-thirds of Canadian grocery shoppers are 
purchasing organics weekly. 
Albertan’s are most likely to be organic purchasers – 74 per cent are buying
organics weekly.

Currently Canada tracks 65 organic imports and 17 organic exports – a subset of
total organic trade. Tracked Canadian organic imports were valued at $637 million
in 2016. Tracked exports are expected to reach $607 million by the end of 2017. 
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in thebag

New MSC certified products from
Ocean Brands

Ocean Brands sources its Gold
Seal Wild Mackerel and Ocean’s
Clam Juice from fisheries that are
independently certified to the
globally recognized Marine Stew-
ardship Council (MSC) standard for
sustainable, well-managed fisheries.
The MSC ecolabel provides consumers
with assurance that from ocean to
plate, the product can be traced back
to a certified sustainable source.

Gold Seal Mackerel is caught in the North
Atlantic Ocean. Experience the natural taste of
mackerel fillets in Olive Oil or enjoy the unique
Mediterranean style. The skinless and boneless
mackerel fillets are an excellent source of omega-
3 and protein, making it the perfect healthy conve-
nient snack. The tasty fillets are delicious to eat on
its own, or simply add to sandwiches, crackers or
salads. Gold Seal Mackerel in Olive Oil and Mediter-
ranean Style are hand-packed and available in 115g
cans with an easy-open lid.

From the Netherlands, Ocean’s Clam Juice intro-
duces the first MSC certified Clam Juice in Canada.
Made from capturing the steam from clams, it
enhances the flavour of chowders and sauces. You

can now enjoy delicious, easy recipes while trusting you’ve made a
healthy choice for the oceans too.

For further information, email: talktous@oceanbrands.com

Level Ground Trading Amazing
New Fruit Lineup!

Level Ground Trading has launched new convenient snack size,
single fruits. The product is dried without preservatives or sugar
and is organic. Two new fruits flavours have been added to the line-
up:, dragon fruit and banana. 

For more information: www.levelground.com

Welo Puts Probiotics
at the Top 

Good bacteria may sound like an oxy-
moron, but your body can benefit in a big
way from these billions of little microor-
ganisms. Believe it or not, improved diges-
tion, increased immunity, metabolism,
and mental wellness are just a few of the
reasons almost everyone should incorpo-
rate probiotics into their diets. Unfortunately, the
majority of Canadians don’t fully understand the benefits of good bac-
teria and how to easily integrate them into their lives. In fact, it’s esti-
mated that only 12 per cent of Canadians regularly consume probiotics. 

Toronto-based wellness start-up, Welo – founded by Stef Prodea
and Jack Baker, have the right recipe to easily integrate probiotics
into everyday Canadian life. The business model for Welo, aka “We
Love,” hinges on the fundamental principles of its founders: social
responsibility, vegan, clean food, non-GMO, sustainable ingredients
and supporting communities. 

“We started Welo because we truly believe food should be heal-
ing, wholesome and nutritious, and we wanted to create functional
products for real people.” says Stef Prodea, Welo co-founder.
“There’s an unfortunate misconception that you have to choose
between eating for functionality or flavour – with Welo, you do
both,” adds Jack Baker, Welo co-founder. 

Welo combines natural, probiotic-rich sources – such as fermented
ginger and turmeric root, or organic apple cider vinegar – with fresh,

seasonal, local produce to create delicious and satisfying snacks to curb
hunger while delivering your daily dose of good bacteria. Their extensive
product line spans four products and multiple flavours including: 

·   Five flavours of Probiotic Cold-Press juice (two billion 
live cultures per serving) 

·    Three flavours of Probiotic Ferments (two billion live 
cultures per serving) 

·    Three flavours of Probiotic Bar (three billion live cultures 
per serving) 

·   New** Apple Cider Drinking Vinegars, launching to 
Whole Foods in February with five flavours 

SodaStream Launches 
New Flavours

SodaStream is launching
new flavours, adding to its
portfolio to satisfy every-
one’s taste buds. The Tonic
flavour is back by popular
demand along with an Iced
Tea range, including Iced
Tea Honey & Iced Tea
Peach with natural flavour-
ing and sweetening. With
no aspartame and low
sugar, the flavours allow consumers to get their perfect fix while
also being environmentally friendly and health-conscious. 

SodaStream is the No. 1 sparkling water brand in the world
and with these new flavours, consumers can have fun with their
beverages, giving them the option to make them in the comfort of
their own home.

New Dried Mushrooms from 
Bosa Foods

Anna’s Country Kitchen high quality French dried mushrooms
are dried to perfection each season.  There are three types of
mushrooms available: Porcini, Forest and Shitake.   

Distributed by Bosa Foods 604-253-5578 www.bosafoods.com

Halo Top Creamery Brings A Taste
of Heaven to Canadians 

Halo Top Creamery will hit freezer aisles nationwide in Canada
beginning in early March in select Loblaw banners, Metro Ontario,
Whole Foods, Save on Foods and CO-OP stores.   Each serving of
Halo Top (about four servings per pint) has 80-100 calories and only
six-eight grams of sugar. 

Since launching in 2011, Halo Top has transformed the U.S. ice
cream category by offering a guilt-free option that tastes creamy
and delicious. Named one of TIME Magazine’s “25 Best Inventions of
2017,” Halo Top even surpassed iconic industry leaders when it
became the best-selling ice cream pint in the U.S. last year. 

“Our No. 1 international request by far was to bring Halo Top to
Canada,” said Justin Woolverton, Halo Top Creamery CEO &
founder. “We’re so excited to be able to share Halo Top with Canadians
and hope they love it as much as we do.” 

Halo Top will be available in 12 flavours.
For further information: Justine Gurr, Harbinger Communications, 
jgurr@harbingerideas.com, 416-960-5100 x 241 

Lilydale Heats Up the Freezer with
New line of Turkey Products!

Lilydale has intro-
duced a new line of six
frozen turkey products
that provides consumers

with convenient meal solutions with the added
nutritional benefit of lean Canadian turkey.
Made in Canada with no artificial flavours or
colours, the new line includes varieties such as
Ancient Grain Turkey Strips, Turkey Breaded
Cutlets, and Turkey Burgers. 

Contact a Sofina Sales Representative 
to find out how you can get these products in your store.

Heath & Heather Organic Teas
Now Available in Canada

Heath & Heather, the top
tea brand in the U.K. health
sector considered to be the
original herbal/health tea
brand since the 1920s, is
now available in Canada.
Containing all-natural ingre-
dients, no artificial flavours
or colours and fully certified

organic, the teas are available in seven flavoured green tea vari-
eties, a flavoured white tea and a flavoured herbal tea.

Puresource, Natural Products Distributor : 1-800-265-7245
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RETAIL COLLABORATION By Jeff Doucette
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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 

When I was first starting out in this industry as a
sales rep for a CPG supplier, my manager imparted
a well-used philosophy about driving sales at

retail: “Stack It High & Watch It Fly!”
Ever since groceries moved from behind the counter to

the self-service supermarket in 1916, large stacks of
merchandise have been built to entice shoppers to load up
their baskets.
A look at modern supermarkets shows that not much has

changed over the past 100 years.
As we walk around today’s stores we see floorstands,

endcaps, sidewinders, half pallets, full pallets and monsterous
displays that dominate store entrances and open spaces.
But is this really the most effective way of driving sales

in the new digital marketplace?
For sure, expenditures on in-store merchandising tools

and shopper marketing activities has exploded in the past
decade. As eyeballs for traditional media such as television
have disappeared, marketers have moved the messaging in-
store and as a result the amount of customized displays
built with cardboard and plastic clogging the aisles (and
recycling bins) across the country has boomed.
The combination of the suppliers craving to secure space

for its brand in front of shoppers eyeballs and the revenue
generated for retailers through display and promotional
fees (but not necessarily sales) has created a non-sensical
allocation of space and labour in our supermarkets.
This challenge is amplified by the number of out-of-

stocks on fast-selling
items that are experienced
by shoppers on a busy
weekend while items with
an inside flyer feature or
unproven innovation / line
extension items are plentiful
on secondary displays
throughout the store.
Surprisingly, despite

the amount of money
involved, there is not a

lot of analysis done to determine how secondary display
space is allocated or which brands are placed on display.
Category Management tracks and plans every inch of the

planogram while display space is allocated in a Wild West
style auction driven mainly by ad space in flyers, display
funds and gut-feel.
With the advent of big-data analytics ranging from POS

systems, loyalty cards and other tools, the industry should be
moving to bring an analytical approach to optimize the
proportion of store space allocated to display and then in-turn
the brands that will maximize sales growth from that space.
Unfortunately, the current system disadvantages the

retailer, the supplier and the shopper — as an industry we
owe it to ourselves to rethink this very old approach to
merchandising.  ●

Is It Time to Rethink 
Promotional Merchandising?
Our industry needs to move away from its decades-old approach.

The industry should be moving to bring an 
analytical approach to optimize the proportion
of store space allocated to display and then 
in-turn the brands that will maximize sales
growth from that space.



HOT DELI

Modular 
Counter Hot

Rotisserie

Fryer

Hot Deli
Merchandiser Multi Deck

Merchandiser

Combination
oven

Vacuum
sealer

Hot Island

Blast
chiller

Juicer

YOUR ONE-STOP 
HOT DELI SOLUTION

Imagine a completely transformed hot deli experience for 
your customers where you offer a wide selection of prepared 
foods; from hot rotisserie chicken to grab and go meals thru to 
freshly squeezed orange juice! GBS delivers the equipment, 
the expertise and the after sales support to make this a 
profitable reality.
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Call GBS today to explore the possibilities!

 


