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Now more than ever.
IS YOUR MILK

100%
CANADIAN

OR

100%
AMERICAN?

Deliver on your customers' expectations.
Sign up at brand@chicken.ca to use this brand on your
Canadian chicken products.

chicken.ca • chickenfarmers.ca

Proudly providing
100% Canadian milk to Canadian families.

Serving Western Canadians for 100 Years
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The Future is Now
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— Grocers Should Embrace AI
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or years now, grocers have been diligently collecting customer data and product information to plan the right assortments and promote and sell goods
within a narrow amount of time. Because of this, grocers are in the unique
position to exploit the emerging area of Artificial Intelligence (AI).
The promise of AI in grocery is its ability to tie all that data together helping to
reduce food waste and increase efficiencies. Combining machine learning and business
analytics, grocers will be able to employ this technology to connect the dots between
customers and products. AI and machine learning provide grocers the ability to delve
into consumer data even further, automating the ability to offer individual customers
targeted offers that build their customer loyalty programs. With AI, this information
can be combined with contextual data like weather, holidays and events, providing a
more accurate forecast than traditional methods.
AI is particularly significant when it comes to inventory. Paired with point-of-sale
information, AI can help keep the shelves lined with the right mix of products and
ensure the supply chain is aligned to avoid costly stock outs. But grocers need to
bridge the gap between ERP and POS, warehouse management and logistics.
Layered with better inventory visibility and advanced sensors, AI is a path to
getting a better handle on produce and perishables. Advanced automation could help
stores re-adjust orders based on demand or automate promotions of products that are
not selling fast enough, reducing the amount of food that goes into landfills and
helping stores to protect margins.
With these new technologies, grocers can begin transitioning their systems into the
highly automated future. For some, that might mean leaving legacy systems behind,
or at the very least adopting networked software that promotes connectivity and
inventory visibility beyond the enterprise and into the extended supply chain.
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market update

PARTAKE BREWING WINS CHFA LAUNCH PAD COMPETITION
Partake Brewing, maker of award-winning craft non-alcoholic beer, was selected as
the winner of the inaugural Canadian Health Food Association (CHFA) Launch Pad pitch
competition at the CHFA East show in Toronto for most innovative new product.

New Era Nutrition Expands Team
New Era Nutrition, Inc., a consumer packaged goods company specializing in low glycemic index foods, has added two new senior members to its staff. Dean Williams joins the company as president and
Dean Williams
Carlos Alentejano joins as chief operating officer.
The hires come as the company prepares to launch new products in
the Canadian market and introduce the SoLo GI brand to the United
States consumer.
Saul Katz, founder & CEO of New Era Nutrition, commented, “Mr.
Williams and Mr. Alentejano bring decades of marketing, sales and
operational experience in the CPG space. These appointments reflect
our plans for further capitalization and expansion of our products to
new markets. I am thrilled to welcome them to the New Era Nutrition
team and have no doubt that they will make an immediate impact.”
Carlos Alentejano

Jet Label & Packaging Purchases Canada’s
First HP Indigo 8000 Digital Press
Jet Label & Packaging, Western Canada’s largest producer of labels and printed tape
for a broad range of industries, will become the first label manufacturer in Canada to
install an HP Indigo 8000 Digital Press. The addition doubles Jet Label’s digital capacity
and allows it to print longer digital runs.
The new HP Indigo 8000 is also part of
a broader digital strategy. At its Edmonton facility, Jet Label will be dedicating a
special “digital wing” to accommodate its
four HP Indigo engines, as well as two
inkjet solutions for very short runs. The
departmentalization, which will be complete following light renovation work, will
make Jet’s digital capabilities even more
effective and efficient.
“This was more than an aspirational
purchase — the demand is already there, and we’re simply meeting it with supply to
spare,” said Darrell Friesen, president & CEO of Jet Label & Packaging Ltd. “The new
press, as well as creating a standalone digital department, allows us to better meet
today’s needs and handle continued anticipated growth.”
The new press’ exemplary speed will factor heavily into Jet Label’s ability to meet growing demand: Currently, more than half of Jet Label’s digital jobs surpass 30,000 linear feet.
The addition of the HP Indigo 8000 also helps Jet Label keep its promise to deliver
orders within four business days, a key company value and differentiator for serving the
fast-paced Western Canadian food industry – especially in the meat sector.

Ocean Brands Announces Acquisition of Leading
Premium Sardines Brand, Club Des Millionaires
Ocean Brands has announced the acquisition of the brand Club Des Millionnaires from
Harold T. Griffin Inc.
Club Des Millionnaires is a leading Canadian brand of premium canned sardines and
anchovies. enjoyed by Canadians for over a century and is one of Canada’s most iconic
and recognized canned seafood brands. Its most popular products are small sardines
(Brislings), called “Small – Petits”, bearing the tagline, “Fish She is Very Small.”
“We are very pleased with the acquisition of Club Des Millionaires,” said Ian Ricketts,
Ocean Brands president. “Today’s consumers have an increased demand for natural
sources of Omega-3, protein, and sustainably sourced seafood. Club Des Millionaires is a
perfect complement to the high quality, sustainable seafood products we offer consumers under our Gold Seal and Ocean’s brands.”

Aurora Importing Appointed by Riso Gallo
Aurora Importing Ltd. has been chosen as the national Canadian distributor for the Riso Bello brand. Aurora will begin representation as of Monday, December 3, 2018.
Riso Gallo, established over 150 years ago has been the No.1 Italian rice company in Italy and Europe. Riso Bello a brand 100 per
cent grown and produced in Northern Italy, with local ingredients and flavours, exported
to over 72 countries.
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The Launch Pad competition was created to find and highlight the most
innovative new products in the Canadian health and wellness categories.
Photo credit: Sean Hawkey

TEMPEST IN A
COFFEE CUP:
As the Coffee Market
Crashes, How Can We
Pivot to a Fair And
Sustainable Model?
The cost of coffee production has
steadily been increasing, with inflation,
cost of labour, and the investment in better agricultural practices on farms all
factoring into the rise of production
costs. Nevertheless, the New York C Market price has consistently hovered
around S1 USD/lb, holding coffee producers at ransom. Additionally, many external factors impact international prices,
including the often-nefarious influence
of financial speculation and coffee stockholders who all too often remain outside
the coffee supply chain and the producing countries themselves. If the state of
the beleaguered coffee market does not
improve, the beloved “black gold”
enjoyed by millions on a daily basis could
be irrevocably transformed.
Sustainable coffee will not be cheap.
Roasters, traders, retailers and companies at large need to recognize that coffee farmers must receive a fair price for
both the costs of production and a sustainable, decent living income.
Fairtrade was started in response to
the dire struggles of Mexican coffee
farmers following the collapse of world
coffee prices in the late 1980s. The creation of the Fairtrade Minimum Price for
coffee was meant to serve farmers as a
safety net during periods of difficulty
when stronger market forces would offer
lower prices for the benefit of traders,
roasters and consumers.
For 30 years, Fairtrade has increasingly become a major player in the sustainability and ethical consumption space
and remains the voice for organized
smallholders that demand better and
fairer access to the market.
According to a recently
published Fairtrade Monitoring
Report, as of 2016:
• There were 537 Fairtrade certified coffee
organizations globally
• There were 795,457 Fairtrade coffee farmers
• Coffee farmers received $112,317,803 in
Fairtrade premium

Founded in 2017, Partake Brewing has quickly become a leader in the craft non-alcoholic beer category winning numerous awards for its IPA and Pale Ale including winning
the Gold Medal at the World Beer Awards last month in London, UK. Partake products
are available in over 500 retail locations across Canada with over 1,000 locations forecast by the end of this year.
The Launch Pad winner received a $5,000 cash prize plus $25,000 in additional services.

Chicken Farmers
Celebrate Lower Carbon
Footprint and Commit
to Ongoing Excellence
Considering the average carbon
footprint of chicken around the world,
Canadian chicken has one of the
lowest carbon footprint of all.
This is a key result coming from a recent
Life Cycle Assessment (LCA) conducted by
Groupe AGÉCO, a consultation firm specializing in corporate social responsibility and economic studies; the study was designed to
measure the environmental and social performance of Canada’s chicken sector, from
hatching egg to processor.
Canada’s chicken farmers are committed
to food safety and animal care: Canadian
chicken farmers are certified on the mandatory Raised by a Canadian Farmer On-Farm
Food Safety Program (OFFSP) and Animal
Care Program (ACP), both of which are
third party audited.

For Canadian chicken farmers, sustainability means protecting animal health and welfare, ensuring worker and community wellbeing, preserving the health of the land and of
Canadian farms and contributing to the
Canadian economy by providing affordable
food to Canadians.
Benoît Fontaine, Chair of Chicken Farmers
of Canada affirms that, “Our sustainability
journey is a process of continual improvement. We have come a long way with the
implementation of on-farm programs, and
with the growth in our industry which has
contributed to the Canadian economy and
helps support rural communities. But we’ll
always have more work to do and we will continually evolve to improve our practices and
deliver on the expectations of Canadian consumers.”
WWW.WESTERNGROCER.COM 7

February 21-24, 2019

Canadian Federation of Independent
Grocers Leadership Changes

CHFA West
Vancouver Convention Centre,
West Building. Vancouver, BC
https://chfa.ca

Jim Bexis, chair of the Board of Directors for the Canadian
Federation of Independent Grocers (CFIG) announced the
following senior leadership changes.
Thomas Barlow

THOMAS ALLEN BARLOW RETIRES
Tom Barlow has stepped down as president and chief executive officer of CFIG. Barlow joined
CFIG in June 2013 after a 36-year career at Coca-Cola. According to Jim Bexis, “During
Tom’s tenure at CFIG he has made major inroads with membership, suppliers and staff,
strengthening our presence. Tom’s hard work and dedication to Independent grocers, and the
grocery channel in Canada, has positioned CFIG for future success.” On this announcement,
Tom said, “I am proud of my time at CFIG. Over the last five-plus years, we have been able to
help increase our members’ revenue with initiatives like beer and wine expansion in Ontario
and B.C.; reductions in credit card fees, reductions in small business tax rates and reductions
in energy costs, while increasing the association’s profile with government and the public.”
THOMAS R. SHURRIE APPOINTED PRESIDENT AND CEO
The Board of Directors of CFIG have appointed Thomas Shurrie to the role
of president and CEO effective December 3, 2018. Shurrie joined CFIG in
June 2017 as senior vice-president and chief operating officer. Prior to joining
CFIG Tom was executive vice-president and general manager for Acosta
Canada’s customer management team. “We are very excited that Tom will be
stepping in to take over as the senior leader. Having Tom Shurrie already
established within the organization will make for a smooth transition,” said
Jim Bexis. Bexis further stated that, “During Tom’s time at CFIG he has made
Thomas R. Shurrie
a major impact with both CFIG’s retail and supplier members. One example of
Tom’s impact includes increased supplier and retailer participation in CFIG’s Master Merchandiser
program, moving the participation levels from just under 200 in 2016 to over 5,000 in 2018.”

HoneyBar and I Crave Merge
Gluten Free Operations
HoneyBar Products International and I Crave Natural
Foods have announced the merger of their business operations into the HoneyBar certified
gluten free production facility. HoneyBar will now offer an expanded range of gluten free
baked products such as crackers, cookies, pizza bases and flatbreads. The capabilities will
also include blending and packaging gluten free dry mixes. The HoneyBar facility is BRC
certified with AA rating, in addition to being organic and Kosher certified.

April 1-2, 2019

Grocery & Specialty
Food West
Vancouver Convention Centre
Vancouver, BC
https://gsfshow.cfig.ca
April 30-May 2, 2019

SIAL Canada
Enercare Centre
Toronto, ON
https://sialcanada.com
May 5-6, 2019

Bakery Showcase 2019
Palais des congrès de Montreal
Montreal, PQ
www.baking.ca
May 21-23, 2019

Sweets & Snacks Expo
McCormick Place, Chicago, IL, USA
https://sweetsandsnacks.com
June 2-4, 2019

IDDBA 19
Orlando, FL, USA
www.iddba.org

Happy Birthday Nunzio!
Nunzio Tumino, the founder of Aurora
Importing. Tumino started his business in
1955 as a pioneer importing “Ethnic Foods”
primarily from Italy to serve the new
Canadian Immigrants at that time. He
founded Aurora Importing in Toronto and
later in Montreal,
establishing what
would become
one of the country’s leading food
importers.
On November
4th, 2018 Tumino
celebrated a milestone birthday
turning 90. Even
at 90 he spends
every day going in to his office continuing to
strengthen the foundation he built and his
legacy. A true entrepreneur, a gentleman and
a charisma that is unmatched.
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SIAL Paris 2018 Consolidates Its Status as
the World’s Leading Food Exhibition
THE PLANET FOOD COMMITMENT TO TASTE - TRUE - MEANING!
o now it’s over… Well, not quite!
Although SIAL Paris 2018 closed its
doors on Thursday October 25th, the
ideas, discoveries and inspirations proposed
by this year’s edition will continue to resonate for a long time to come on Planet
Food. The Paris-Nord Villepinte exhibition
venue, the stage for SIAL Paris, has been the
scene of five truly action-packed days!
Five days bubbling over with ingredients,
recipes and flavours, in a “Frenchy” atmosphere but with a distinctly international feel.
Five days to offer the world’s biggest showcase to Planet Food, and to the players and
inventors in the food industry, from producers to distributors, through restaurateurs
and semi-processed ingredients suppliers.
“It is truly THE global think-tank for the food
industry, the international laboratory for
food innovation in all its facets,” as Nicolas
Trentesaux,
SIAL
network
director,
expressed it on opening day.
Yet just how, in concrete terms, do we
measure the success of SIAL Paris 2018?
Firstly, in the figures. More than 7,200
exhibitors — 87 per cent from outside France
— and more brands than ever. Record attendance, with over 310,000 industry representatives (73 per cent visitors from outside
France). And, among them, thousands of
buyers and influencers from all over. “SIAL
Paris offers a unique and comprehensive
melting pot of experiences from across the
entire food universe. For the sectors that
already count today, along with those in
their infancy, the young start-ups that will be
making the news tomorrow in France, India,
Canada, Brazil or elsewhere. There was a
window of visibility for everyone,” Nicolas
Trentesaux declared.
135 official international visits, 250 “events
within the event”, 2,355 innovations submitted
for the SIAL Innovation Awards and 15 Grand
Prix award-winners: “This year, once again,
we have succeeded in setting the bar still
higher, to propose to all professionals in the
sector a truly exciting event with lots going
on everywhere, all the time.” Over the five
days of the show, SIAL Paris promoted more
than 400,000 products over an area equivalent to more than 100 supermarkets laid out
end-to-end! “It remains an event that nevertheless retains its human dimension, since it
is about food, after all!”
You only needed to parade your gaze (and
your tastebuds) around its aisles to be convinced of this! Such a strong presence and
such flawless investment on the part of the
professionals are more necessary today than
ever, at a time when the agri-food industry is
entering a major transition phase. Taste -

S

True - Meaning: this was the inspirational
triptych of SIAL Paris 2018, depicting the
future scenario toward which Planet Food
and all its stakeholders are turning, in a judicious interplay of boldness and commitment.
“This is a future which, short of predicting it,
we wished at least to anticipate in order to
offer genuine answers to the professionals,
with so much in the throes of change: everything, in fact! Customer expectations in
terms of health, authenticity, transparency
and eating well have never been so strong;
the responsibilities of the industry keep on
growing; and, to cap it all, we shall have 100
million more people worldwide to feed every
year by 2050! No other sector in the world is
faced with such challenges. No other has so
much at stake!,” insists Nicolas Trentesaux.
So, what is to be done? In 2018, even more
than in the previous editions, SIAL Paris proposed a focus on innovation: threefold!
Innovation through identifying the trends
and mapping out the prospects: The 2018
edition of SIAL Paris provided the opportunity to present the fourth part of the new and
exclusive “Food 360” study carried out by
KANTAR TNS in association with the Future
Food book of trends from XTC World Innovation, along with the out-of-home foodservice
trends study from GIRA Conseil. Not only
this, but the future was also depicted
through the products selected in the
Foodtech space, presenting the innovations
of the entire French food value chain.
Ecotrophelia Europe also offered another

vision of the food of tomorrow, by means of
a national and European food innovation
competition: “Student Trophies for Food
Innovation”, a true ideas incubator for the
food industry. Lastly, true to its commitment
to “inspire… and look deeper”, the world’s
biggest food exhibition proposed, with
Future Lab, a new event dedicated to food
forecasting. This was a real hit with the public throughout the five days of the show! An
experiential tunnel, a “rising start-ups”
space and virtual reality concepts: Future lab
enabled visitors to project themselves ahead
to the Planet Food of 2030.
Innovation, for SIAL Paris 2018, was also
about offering an exceptional showcase for
the original ideas and concepts that will
soon be hitting the shelves in the food
stores. SIAL Innovation therefore promoted
products whose justification and characteristics are perfectly aligned with this logic of
transition toward greater truth, taste and
meaning. This was also reflected in the
Alternative Food sector and its Forum, dedicated to this new, healthier food that is
conquering the world and which has won
over all observers present this year
through its abundance of light and yet
indulgent innovations! Over these five days,
La Cuisine also offered a true cocktail of
culinary spectacle, in particular with the
live cookery classes and an innovation
theme trail dedicated to foodservice and
devised by the patron of SIAL 2018 himself,
the star chef: Yannick Alléno! ●
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Insights and Innovations Stage Demo
The Interac Insights & Innovations stage had series interactive sessions covering a multitude of topics. Gary Saarenvirta, A.I. Expert and Founder of Daisy Intelligence, spoke on
powering the future of grocery decision-making and how artificial intelligence technology
is different than traditional means of analytic approaches to merchandising. Maria Lind, of
Toronto Fresh Food, informed the audience about rationalizing branding and global food
flavours to promote fresh, new and innovative products for the marketplace. Andrew Parshad, of Quality Smart Solutions, spoke about the various steps companies and retail channels need to enact to prepare for the upcoming edibles and influsions market.

housands gathered over two days
Grocery Innovations Canada (GIC),
the premier and must-attend B2B
grocery and specialty food show of
the year, featured keynote speakers and
educational workshops all focused on the
theme of LOOK BEYOND.
Tuesday’s keynote address was delivered
by Natalie Green, Google Canada’s Head
of Industry for Food, Beverages and
Restaurants. She delivered Monday’s
keynote address, dissecting the current
disruptions facing the grocery industry. She
also uncovered consumer insights and
expectations in order to “win” the customer
journey. Following this, Green went into detail
about her experience working in the fast-

T

Best Booth WINNERS
Best
Best
Best
Best

GROCERY INNOVATIONS CANADA
HITS THE MARK!
paced tech, food and beverage industries.
Other speakers included David Marcotte
of Kantar Consulting, who spoke on omnidigital realities, and Prof. Ken Wong who
looked at the new price buyer.
The trade show floor featured over
110,000-sq.ft. of exhibition floor space, with
over 340 exhibitors from categories such as
food, cannabis, garden, general merchandise, equipment, technology, foodservice,
financial and insurance. This year’s key
pavilions included a First Timer’s Pavilion,
Small Business Exchange Sponsored by
Canadian Grocer magazine, Choose Ontario
Pavilion and the Pan-Asian Pavilion. The
First Timer’s Pavilion showcased brand new
products and services in grocery and equipment, while the Small Business Exchange
was abuzz with companies looking to get a
shot on the shelf. Another compelling wing
of GIC 2018 show was the Choose Ontario
Pavilion, which displayed local and Canadian
home grown products and services. Trade
floor stage sessions on the Interac Insights &
Innovations stage featured workshops on
meal kits, ecommerce, cheese and cannabis.
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Out of over 5,000 entries, the
15 winners of the Master Merchandiser
Awards were announced on Tuesday
evening in front of the industry.
The Master Merchandiser Awards program
recognizes creative merchandising in
the grocery industry.

LARGE SURFACE
Métro O’Frigidaire, Lac-Etchemin, QC

Top 10 in Grocery
WINNERS:
Best Convenience: Jack Daniels’ Meats
[Jack Daniels (Acosta)] - Booth 1424
Best Packaging:
Speyside Smokehouse Salmon Jerky
[Meat Snacks Group (TFB & Associates)]
- Booth 1308

MEDIUM SURFACE
Powell’s Supermarket, Carbonear, NFLD

MEDIUM SURFACE
Colemans Mount Pearl, Mount Pearl,
NFLD

LARGE SURFACE
Dessureault Your Independent Grocer,
Ottawa, ON

SMALL SURFACE
Metro Denis Messier, Ste-Dorothée, QC

THEMED EVENT CATEGORY

SINGLE MANUFACTURER
CATEGORY
SMALL SURFACE
Nesters Market Woodward’s, Vancouver, BC
MEDIUM SURFACE
Quality Foods, Parksville, BC

SMALL SURFACE
St. Norbert Marketplace, Winnipeg, MB
MEDIUM SURFACE
Powell’s Supermarket, Bay Roberts, NFLD
LARGE SURFACE
Save-On Foods, Richmond, BC

PERIMETER DISPLAY CATEGORY

Best Confectionery: Jacek Artisan
Chocolate Bars (JACEK Chocolate
Couture) - Booth 435
Best Snack: Seaweed Rice Crisps
(Humanwell) - Booth 1229
Longo’s – York Mills, Toronto, Ontario
(Medium Surface)

DAVID C. PARSONS AWARD OF
EXCELLENCE IN SPECIALTY
FOOD RETAILING (GOLD):
Galleria Supermarket – Thornhill,
Toronto, Ontario

2018 Master Merchandiser Awards WINNERS

MULTI-STORE INTERNAL
CONTEST

2018 Canadian
Independent Grocer of
the Year Awards are:

Save-On-Foods – Northgate,
Winnipeg, Manitoba (Large Surface)

Single: Station Cold Brew Coffee Co. (Booth #1639)
Double: Arterra Wines Canada (Booth #728)
Multi: Weston Foods (Booth #525)
Marketed: Smucker Foods of Canada Corp (Booth #1319)

Blind Bay Village Grocer, Blind Bay,
British Columbia (Small Surface)

Best Non-Food: QuickStrip (Rapid Dose
Therapeutics) - Booth 1344
Best Refrigerated:
Fairlife Ultrafiltered Milk Products
[(Minute Maid Company of Canada
Coca-Cola Limited)]

LARGE SURFACE
Save-On Foods Orchard Plaza,
Kelowna, BC

SMALL SURFACE
AG Foods, Barriere, BC

Best Condiment, Spread, or Sauce: N
ordica Smooth Cottage Cheese Dips (Gay
Lea Foods Co-Operative Ltd.) - Booth 1118

MULTI-MANUFACTURER
CATEGORY

MEDIUM SURFACE
Fresh Street Market, West Vancouver, BC

Best Beverage: Fever Tree Premium
Natural Mixers [Fever Tree - (TFB &
Associates)] - Booth 1308

SMALL SURFACE
Sun Valley Supermarket, Toronto, ON

LARGE SURFACE
Longo’s, Southeast Oakville, ON

Best Sustainable: Casus Grill (Casus Grill
Canada) - Booth 422
Best for Pets: Williwaw Treats for Dogs
(Northern Pet Products Inc.) - Booth 1631

Scott Lindsay to
Receive Life Member
Designation
Scott Lindsay, SVP national sales
and customer marketing at Coca-Cola
Refreshments Canada, received the
2018 recipient of CFIG’s prestigious
Life Member Award in the Industry
Builder category.
Scott Lindsay is
proud to be a
native of The City
of Champions!
After graduation
from school in
Edmonton, Scott
started a small
Shopper Marketing
Agency for which Coca-Cola and Canada Dry were majority of the business.
Coca-Cola US beckoned, and
Scott made a big impact south of
the border, but Canada wanted her
son from Edmonton back, and in
2002 Tom Barlow, then president
of Coca-Cola Canada offered Scott
the role of VP Sales.
Scott Lindsay became a member of
CFIG’S Associate Members Council in
2007, and chaired the AMC Chair
from 2013-2015.

Brent Battistelli of
Battistelli’s Your
Independent Grocer
to Receive Life
Member Designation
from CFIG
Brent Battistelli of Battistelli’s Your
Independent Grocer in Lively, Ontario,
received the 2018 Life Member Award
in the Independent Grocer category.
Hockey and
the grocery business have been
part of Brent
Battistelli’s life
since he went to
work for Steve
Rome in the
Loblaw warehouse to earn
money for new skates at the age of 14.
Steve Rome recruited Brent to join
the Board of CFIG. Brent says being on
the board was a great opportunity to
get an overview of the industry and to
meet and learn from retailers from
across the country. As Chair of the
Board during CFIG’s 50th anniversary,
Brent was an inspirational leader, who
worked tirelessly to make that year a
great success.

Next year’s show dates are October 22 & 23, 2019 – www.GroceryInnovations.com
In the spring, join us April 1 & 2, 2019 at Grocery & Specialty Food West in Vancouver, BC www.GSFShow.com
Contact info@cfig.ca for exhibiting/event details.
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ON OUR COVER
By Nicole Sherwood

n a world that is constantly changing it is nice when some things stay the

I

same, and stand the test of time. This is the case with Cantor’s Grocery Ltd.
who celebrated its 75th anniversary in 2018 in the same location.

Cantor’s opened its doors in 1943 in Winnipeg, Manitoba.
Joe and Oscar Cantor took over the store with their
mother when their father died. It was at that time that
they moved the store to its location on Logan Avenue.
The store has remained a staple in the community ever
since. Today the family-run business is managed by Joe’s
son Ed, who is proud to carry on the legacy.
The store spans over 13,500 square feet with a selling
area of 10,500 square feet. It has an open concept and
provides a good flow between departments. A good
majority of it belongs to the meat department, which the
store is well known for.
“The niche we have is our meat department. That’s our
anchor. It fuels our business. We focus a lot on fresh
meat, and have a full service meat counter. That’s what
people like,” explains Owner Ed Cantor. “It’s the freshness
and being able to get any size of roast that you want, any
size of thickness of steak that you want. You can get

tomahawk steaks here - those are specialized; which you
don’t see that often in a chain store. We get Manitoba
bison in once a week, and cut and freeze it.”
The meat department does things old school (by bringing
in the hanging meat). They break the animal down daily.
It’s aged for 21 days. It’s a longer, fresher tasting product.
People like to see it cut piece by piece and know it tastes
better. And they don’t package it.
“When you package the meat it takes all the oxygen
and all the air out of it (so when you open it up there is no
oxygen left and it takes the dryness out of the meat). We
package it in freezer paper or vacuum-packed. It doesn’t
sit on the tray for a number of days.”
Another way they look after their customers is through
their delivery service. They have done deliveries for 50 years.
“Home deliveries are key here. My dad used to do them
on his bicycle. He would deliver egg, chicken, bread and
milk door to door. In those days people did things on

Ed Cantor, owner,
Cantor’s Grocery Ltd.

THE STORE SPANS OVER 13,500 SQ.FT. WITH
A SELLING AREA OF 10,500 SQ.FT.
A GOOD MAJORITY OF IT BELONGS TO THE
MEAT DEPARTMENT. WE FOCUS A LOT ON
FRESH MEAT. “THAT’S OUR ANCHOR.”

The Secret
to Success
12 WWW.WESTERNGROCER.COM

Cantor’s
Grocery Ltd.
Celebrates
75 years
WWW.WESTERNGROCER.COM 13

THE MEAT DEPARTMENT DOES THINGS OLD
SCHOOL (BY BRINGING IN THE HANGING MEAT).
THEY BREAK THE ANIMAL DOWN DAILY.
IT’S AGED FOR 21 DAYS.
IT’S A LONGER, FRESHER TASTING PRODUCT.
credit. We had 200 accounts on credit back then, and knew
everyone by name. We trusted everybody, because their
word meant something. They trusted us too. That’s loyalty.”
It is that dedication to customers that has allowed the
store to thrive for three generations, which Cantor is
quite proud of.
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“My dad, uncle and grandmother worked hard to get to
this point for me. I’ve been
working here since I was 14 years-old. I used to come after
school. I learned things hands-on and worked my way up.
It was always something that I wanted to do. I feel
very honoured to be able to keep the business alive in
the family. We’ve worked hard to establish our name and
reputation over the years.”

WWW.WESTERNGROCER.COM 15

LONGEVITY IS ONLY ONE OF THEIR SECRETS OF SUCCESS.
CANTOR’S KNOWS BEING FAMILY-RUN AND BEING HANDSON IS AN IMPORTANT PART OF THE BUSINESS.
This reputation has helped them reach the milestone
of 75 years.
“It’s a nice milestone to hit. It feels good. Our old
store was a house where the family lived, and they turned
the livingroom into a store, and then they decided to turn
the whole floor into a grocery store, and then build up
and have an apartment above the store. Which is what

people used to do.
You have to do what
you have to do to make a business.”
Not only is Cantor’s a multi-generational company, many
of its customers are families that have gone to the store
over generations as well. Many remember Ed’s dad and
uncle coming to the store as children and now their kids
are coming. It is another example of their uniqueness and
how they draw people in.

Longevity is only one of their secrets of success. Cantor knows
that being family-run and being hands-on is an important part of
the business, and feels it loses something when a family member
isn’t here. Their customers know them and see them all the time.
And, of course, service is key.
“Anybody can sell groceries. You don’t have to have any
knowledge to put a can on the shelf and price it. We focus on
our meats. The rest comes into play. Good customer service and
friendly staff is important. You can talk to people and people

Staff too are treated as family and that culture is reflected
in employee longevity.

like to talk to us.”
Staff too are treated as family and that culture is reflected in
employee longevity. There are three staff members that have
been there for years, one of whom for 48 years.
“He works part time in the meat department and is 72 years
old. He has a lot of memories and good stories to tell.”
Longevity is important in any business, but especially for an
independent grocer.
16 WWW.WESTERNGROCER.COM
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“It’s all corporate now. Everybody’s
going by the wayside. There are only a
handful of us left. The world is changing
a lot. Times are not the same anymore.”
One thing that Cantor hopes will stay
the same is his store, and he hopes to
celebrate 100 years one day.
“Another 25 to go. We’ll see how
I do, as I’ll be 80 then. Time will tell.
Health is the key.”
While he has been approached to open
other stores in the city, Cantor feels one
store is enough. Spreading himself too
thin would only mean that one or the
other operation would suffer. That’s part
of the Cantor’s feel and charm.
Cantor shows what it means to be

BUY LOCAL
By Carolyn Camilleri

ONE THING THAT CANTOR HOPES WILL STAY THE SAME...
IS HIS STORE, AND HE HOPES TO CELEBRATE 100 YEARS ONE DAY.

Congratulations
Cantors
On 75 years in business

Pratts is a Full Service provider of Food Service, Retail, Tobacco,
Confectionery, Groceries, Produce, Meats, Paper, Packaging & Equipment
Programs - Chicken, Coffee, Concessions, Soup & Ice Cream
Renovating? We Design and Build Stores
www.pratts.ca

Proudly Serving
Manitoba, Saskatchewan, Alberta, N.W. Ontario, Nunavut & N.W.T

dedicated to not only a business, but to
his customers and their needs. It wouldn’t
be surprising to see Cantor’s celebrating
its centennial, and to see Ed still being as
hands-on as he is today.
Cantor truly is the secret to his store’s
success. ●

he Buy Local Movement could be viewed from many
perspectives. Environmentally, purchasing local
products means less fuel used for transportation and
potentially more sustainable and better-regulated production
methods. Politically, a consumer may be disgruntled by
upsets to trade agreements or by a foreign country’s government, or they may disagree with a massive food corporation’s ethics. Health-wise, consumer concerns may relate to

T
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animal welfare or the regulations for production, ingredients,
and safety for imported products.
It is hard to disagree with the view that supporting local
producers is beneficial for the local economy in the short-term
and long-term. And while lower prices on imported products
are often an enticement, more and more consumers are hesitating,
torn between saving money and their own values, a frustration
that can turn into resentment and distrust towards retailers.
WWW.WESTERNGROCER.COM 19

But regardless of the perspective
influencing consumers in the Buy Local
Movement, the common factor is that
people are trusting less and thinking
more. And it’s not new — it’s just
growing.
Ken Schneider, CEO of Quejos
Ancient Foods Inc., has been in the food
industry for just three years, but as a
consumer interested in better food, he
describes himself as a self-proclaimed
expert. He believes the idea of better
food and the subsequent movement
around local food has been around for
decades.
“I would say it hit the big time with
the [2008] publication of In Defence of
Food: An Eater’s Manifesto by Michael
Pollan,” says Schneider.
Cherylynn Bos, who co-owns Rock
Ridge Dairy with her husband Patrick
Bos, says there definitely has been a
noticeable increase in local food
production over the last 10 years.
“I think there has been a whole cultural
change regarding food, affecting
consumers,” says Bos. “They don’t just
eat — they want to know about what
they are eating. They have started to
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intently examine what they eat, where it
comes from, who is producing their food,
right down to how it is produced and
processed.”
Bos says it has become trendy to know
where your food comes from and even
take in agri-tourism experiences.
“I think it’s driven by the desire for
consumers to make healthier and more
sustainable food choices for themselves
and their families, support local
businesses, and also keep food dollars
spent within their own communities,”
says Bos. “With all the foreign trade
issues prevalent in the market today, the
Buy Local Movement can expect to
continue to see significant growth.”
Amanda Brittain, manager of communications and marketing for the BC Egg
Marketing Board, agrees: “We believe
that there is quite a bit of growth potential
for the Buy Local Movement in reaction
to the latest trade news as well as in
support of local farmers.”
The news around trade agreements has
led to increased awareness of the dangers
of being too reliant on other countries.
“The issues in today’s economy solidify
the importance of local food and that

every country should be able to seek out
its own food self-sufficiency without
penalty and unhindered by the global
arena,” says Bos. “The flood of foreign
imports might allow for cheaper food
and more competition in some food
sectors, but an increasing percentage of
consumers will continue to see the longterm, big-picture value of local food.”
Bos adds that consumer desire to have
a more “hands-on understanding” about
their food has never been greater.
“Local food producers and processors
can satisfy that desire of the consumers
to know about their food and to have
confidence in what they are eating,” says
Bos. “That more personal relationship is
something foreign food importers cannot
achieve.”
Ultimately, the Buy Local Movement
holds great potential for retailers to engage
on a more personal level with customers
and suppliers, too.
“The Buy Local Movement is a great
opportunity for all products to take
advantage of the local consumer market
that possibly has been underserviced
because the focus is often ‘out there’
instead of ‘right here,’” says Lisa GrahamMcGaffin, co-owner with Colin
McGaffin of Fresh Is Best Salsa and
Company. “It helps companies redirect
their focus and become greener in the
process, helping the environment, the
local economy and to grow sales all at
the same time.”
“Buy Local is a tremendous boost for
the local economy, and that’s a win-win!”
Graham-McGaffin adds.
The same can be said for retailers.
Here is a look at some Buy Local
products you’ll want to be sure you have
on your shelves. ●

What is behind
“Buy Local”?
1

Reduce “food miles”
The further food is transported, the higher the food
miles and thus a negative impact on the environment. For many people, local food equates to a
lighter environmental footprint.

2

Fresher, more flavourful food
Local food is often harvested a few hours before it
is sold. Buying local also leads to greater variety,
because short supply chains enable producers to
grow varieties that focus on flavour.

3

Celebrate eating more seasonally
Seasonal eating is a cornerstone of the locavore
diet. This means eating in step with the agricultural
harvest calendar and celebrating when fruits and
vegetables are at peak flavour and ripeness.

4

Supporting local economies and
connecting with producers
The benefits to direct purchasing relationships flow
in two directions: it allows producers to retain good
profit margins and consumers learn first-hand about
how their food is grown.

5

Transparency
Knowing more about where food comes from, how
it’s produced, and what its impact is on the environment and regional economies is perhaps the key driver of the local food trend.

The Facts:
According to a recent survey from the Canadian Centre
for Food Integrity, 60% of Moms, Millennials, and Foodies
wanted to know more about farming practices. Survey
respondents reported that they were personally concerned
about: the use of hormones in farm animals (48%);
pesticides in crop production (46%); drug residues in
meat, milk and eggs (45%); and eating food that comes
from genetic engineered crops (41%).
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Fresh Is Best Salsa and Company
started in 1999 when founders
Colin McGaffin and Lisa GrahamMcGaffin set up at their local
Kamloops Farmer’s Market.

TASTE THE DIFFERENCE
MAKES!

FRESHNESS

CHIPS • TACOS • SALSA

ncouraged by friends and family, they had
made a batch of salsa to see what market
shoppers would think. It was a hit! Then,
because they weren’t happy with commercial tortilla
chips — the means for market shoppers to sample
their fresh salsa — they started making their own.
And their tortilla chips were a big hit, too.
The business just kept growing from there, as more
people discovered that, indeed, fresh salsa and tortilla
chips are so very much better than anything they
had ever tried before.

E

Localicious for the Win
Fresh Is Best now manufactures salsa, dips, tortilla chips,
and taco shells for grocery and foodservice channels.
The Fresh is Best product lineup includes salsa in
mild, medium, hot, and X-hot and tortilla chips
varieties such as chili, jalapeno, and yellow corn,

BUYING LOCAL

as well as 7 Layer Dip, Garlic Spinach Dip,
Guacamole, Gourmet Habanero Hot Sauce,
Habanero Extra Hot Sauce, Smokey Black Bean
Dip, South-western and Black Bean Salsa, and taco
sauce, seasoning, and shells.
“Our products are fresh, made in B.C. Canada,
gluten-free, low sodium, vegan, contain no
preservatives, and are Kosher-certified,” says
Graham-McGaffin.
She has noticed greater customer interest in food
sources and production over the past five years.
“Consumers are becoming more interested in
knowing where there food comes from and what the
carbon footprint is of the products they eat,” she
says. “It’s a sign of the times — globally, we all need
to start being more aware of how we impact the
environment with our consumer choices.”
“Folks love our chips and dips, they say, because
they are fresh and flavourful,” says Graham-McGaffin.
“We like to say we are ‘localicious’ — locally delicious.”
Fresh Is Best is currently available in stores across
Canada as Fresh is Best continues to build its brand
nationally. As it says on the Fresh is Best website,
they are “conquering one salsa-holic at a time.” ●

“Our products are fresh, made in B.C. Canada, gluten-free,
low sodium, vegan, contain no preservatives and are Kosher-certified.”

freshisbest.ca
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250-377-7555
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The BC Egg Marketing Board is a non-profit organization that
oversees and manages the province’s egg farming industry.
stablished in 1967 as part of the beginnings of
supply management, BC Egg oversees and
manages the production, grading, packing,
marketing, and transportation of all regulated eggs in
B.C. Matching egg supply with market demand
results in stable egg prices for consumers and a structure operating without government subsidy.
According to Amanda Brittain, manager of
communications and marketing for the BC Egg
Marketing Board, “We work with approximately 136
family-owned and operated egg farms to bring the
goodness of B.C. fresh eggs to the table. We work
with industry partners, such as graders and processors,
to ensure that the consumer has a choice of eggs that
is of the highest quality standard and is affordable
for all household budgets.”
Moreover, BC Egg is highly responsive to consumer trends and

E

BUYING LOCAL

Checkmarks
in all the Boxes

produces the types of eggs consumers want — everything
from the inexpensive regular egg to the organic egg.
“B.C. has seen a growth in demand for cage-free
eggs, and we are currently meeting that demand —
and will continue to do so,” says Brittain. “We are
transitioning away from conventional cages to the new
enriched cage to ensure consumers continue to have a
choice of an inexpensive egg to meet their budget.”
Brittain comments that the Buy Local Movement
is definitely big in British Columbia. “It is influencing
sales of all locally grown and created products,
including eggs,” she says. “Not only are people
wanting to support the local economy, but they are
also interested in supporting local farmers and food
companies on a more personal level.”
BC Egg has a program that has egg farmers visiting
grocery stores, and Brittain says, inevitably, shoppers
want to know what eggs on the shelf are ones that
the farmer produced.
“Shoppers are excited to be able to support a farmer
that lives only a few kilometres from where they are
shopping,” says Brittain.
In addition to the movement to support local farmers,
don’t forget that eggs have been redeemed with respect
to health concerns and are now considered to be one

of the healthiest and most complete proteins available.
One study detailed on the BC Egg website suggests
eating an egg a day may lower your risk of
cardiovascular disease. The comprehensive study was
conducted with over 400,000 people living in 10
different regions in China and tracked over nine
years. The study was reviewed by Caroline Richard, an
assistant professor of agricultural life and
environmental sciences at the University of Alberta
in Edmonton, who said that while the Chinese study
is simply observational and, thus, cannot show a
direct cause and effect between eating eggs and risk
of heart disease, it nevertheless delivers a message
that “egg consumption does not increase the risk of
developing a cardiovascular disease.”
“[Richard’s] own systematic review of studies showed
that when participants are provided with between six
and 12 eggs a week, no change occurs in major
cardiovascular risk factors, including higher rates of blood
sugar, inflammation and cholesterol,” says the BC Egg
article (http://bcegg.com/news-posts/an-egg-a-day-mightreduce-your-risk-of-heart-disease-study-says/).
Combine good health news with support for local
farmers, and eggs are a sure thing when it comes to
appealing to today’s shoppers. ●

“Shoppers are excited to be able to support a farmer that lives
only a few kilometres from where they are shopping.”
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aturally Splendid-Natera was established in
2008, after Bryan Carson, co-founder and
executive vice-president responsible for
marketing and innovation, began selling hemp seeds
at his natural products store. Carson watched as consumer demand grew, and he began to investigate the
nutritional value of hemp.
“[Carson] called me and said, ‘I think I’ve stumbled
across something,’” says Craig Goodwin, co-founder
and president, responsible for international business
development. “When we began to understand the
immense opportunity surrounding hemp, I got
involved immediately.”
A third person joined the company, Russ
Crawford, who has an extensive background
in agronomics.“[Crawford] is currently the
president of the Canadian Hemp Trade
Alliance (CHTA), and he has really been
instrumental in guiding and helping grow
this entire industry,” says Goodwin.
Now, Naturally Splendid-Natera is a
biotechnology and consumer products

N
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Naturally Splendid-Natera has developed a number
of innovative products and ingredients, including Hemp
Omega, a microencapsulated hemp oil, as well as a
hemp protein concentrate, which has reached percentages
in excess of 90 per cent. Goodwin adds that hemp
provides the most digestible protein of any plant on
earth: “According to the World Health Organization,
it has the perfect balance of Omega 3 and 6, and it’s
rich in fibre and other nutrients and minerals.”
But those are the hemp components allowed for
use up until 2018. Regulations are changing, allowing

CBD Health
Without the High

company based in Pitt Meadows, B.C. that currently
has eight divisions, including Natera Hemp Foods,
specializing in hemp and plant-based products. Their
vision: to be a leading provider of high-quality plantbased functional foods and ingredients giving value
to customers, guided by sustainable principles.
“Naturally Splendid was a big supporter of the
hemp industry overall in Canada from the very
beginning,” says Goodwin. “From 2008 until now,
we’ve seen a significant increase in hemp acreage,
and Naturally Splendid-Natera is very much cognizant
of supporting Canadian farmers in using Canadiangrown hemp.”
An ingredient to pay
attention to is an extract
from the hemp plant
called “cannabidiol” or
CBD, one of roughly
90-plus cannabinoids
within cannabis sativa.
Cannabis sativa, in turn, can be separated into
marijuana and hemp.
“The biggest difference is that hemp doesn’t have
THC, but it does have cannabidiol,” says Goodwin.
“We believe many of the health benefits are actually
derived from the CBD, not the THC. So, we like to
say, ‘You can have all of the health without any of
the high associated with marijuana.’”

Naturally Splendid-Natera to take the plant to the
next level to begin extracting cannabinoids.
“Now, with the opportunity to extract CBD, our
products will continue to be professionally formulated
to differentiate ourselves from the commodity products
of hemp oil, protein, and seed,” says Goodwin. “We
have those base products with Natera, because we
believe that’s how you build the brand — around the
strength of the natural nutritional compounds of hemp.”
Naturally Splendid-Natera has invested heavily in
research and development and will have its own
cannabinoid extraction capability within its 30,000square-foot facility. They also have their own
formulators who have extensive professional
background and their own series of products, ranging
from as simple as their recently launched ketogenics
bar to as complex as supplementation and nutritional
benefits for world-class athletes.
Goodwin notes that retailers are likely already
being inundated with information about CBDfortified products.
“But retailers want to know a few things,” says
Goodwin. “They want to know if you have ever
been in this kind of business before and what kind
of food products have you made.”
And Naturally Splendid-Natera has an answer for
that: eight to 10 years of manufacturing nutritional bars
under the Elevate Me brand in North Vancouver. ●
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uesava started as Quejos in 1999 in a
stall on Granville Island, consistently
selling out a single product: Brazilian
Quejos buns. Founder Frances Wong turned it
into a popular local bakery cafe in 2001 at 25th
and Main in Vancouver.
“We began the ‘go-big-or-go-home’ process in
2015 with myself and two partners, Benno Bucher
and Kuno Kurschner,” says Ken Schneider,
CEO of Quejos Ancient Foods Inc., maker of the
Quesava products.
Bucher and Kurschner are both Swiss-born
Canadians who have been in the food industry for
over 30 years, and Wong has now retired, he adds.
“We say ‘We make only food that’s good for
people, the tribe, and the planet,’” says Schneider.
Quesava products are made from the naturally
gluten-free, vitamin- and mineral-rich, cassava root
— the plant that has sustained indigenous people
in Brazil and Peru for
thousands of years. Moreover, cassava root has never

Q
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Quesava website provides consumers with a variety
of tasty recipes, such Brownie Bites, PB&J
Thumbprint Cookies, and Quick Batter Pancakes,
all made with the “Naked” dough, as well as other
globally inspired ways to prepare and accompany
their other Quesava products.
“We’re in the freezer section — meals, snacks, and
party food — and our focus is a small grouping of
attributes: simple ingredients, gluten-free, and mostly
or entirely plants,” says Schneider. “We’re also proud
of what’s not in any of our products: additives,
preservatives, GMOs, trans-fats, or highly refined
sugars and syrups.”
“Of course, they’re delicious,” he adds. “People
won’t buy terrible tasting or terrible textured food
anymore just because it’s good for them. That’s the
gluten-free of 10 years ago.”
Quesava products are made in B.C., and they fit
perfectly into the Buy Local Movement.

Gluten-Free and
Globally Inspired

been genetically modified. Made into flour, cassava
is gaining huge momentum among consumers for
being neutrally flavoured and soft versus gritty or
grainy, making it a better alternative to wheat flour
than other gluten-free flours.
The Quesava product line includes “Naked”, their
bake-at-home dough, Three Cheese and Garlic Cheese
Poppers, Three Pepper Fiesta Cheese Poppers, and
Zesty Basil Pesto Cheese Poppers; Cheddar-Style
Potato Vegan Perogies and Sweet Potato Vegan
Perogies; Green Pea and Potato Vegan Samosas; and
Vegan Kasha Wraps.
All Quesava products are naturally gluten-free and
made mostly or entirely from plants. The packaging
is also in line with today’s consumer values: recycled
and recyclable, compostable, and sustainable. The

“Sales have grown steadily in this sub-category of
grocery along with related sub-categories like plantbased, free-from, and organic. Local is still one of
the most searched words in grocery,” says Schneider.
“Now, consumers are looking to add other values to
their preferred brands like organic, sustainable, fairtrade, plant-based, free-from, etc. It’s more about
a grouping of attributes than any one single attribute,
but I hasten to add ‘local organic’ is probably the
most powerful pairing with the widest appeal.”
For today’s consumers, Quesava carries huge appeal.
“We’re just going into national distribution across
Canada, so we hope to be in 500 to 1,000 stores
across the country by the end of 2019,” says Schneider.
“We’re also entering the U.S. market starting with
the Pacific Northwest next year.” ●

All Quesava products are naturally gluten-free and made mostly or entirely
from plants. The packaging is also in line with today’s consumer values:
recycled and recyclable, compostable, and sustainable.
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Rock Ridge Dairy is very much a family business, owned and operated
by Cherylynn and Patrick Bos in the county of Ponoka, Alberta.
“

ur business originated out of necessity and
our desire to see the family farm become
sustainable and have the ability to pass to
the next generation,” says Cherylynn Bos. “Originally, we just wanted to be farmers and converted the
family farm from a beef and grain operation to
include a goat dairy operation, but the instability of
companies willing to process our goat milk led us to
move into processing as well.”
In 2006, the Bos’ built a milk- and cheese-processing
facility on their farm and have been producing fluid
milk and cheese products for retail and bulk sales
ever since. In 2012, they added organic cow milk
and cream and have just finished rebranding Rock
Ridge Dairy Cow milk products to feature pure

O

Sustainable, Specialty
Dairy Products
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Jersey milk, including whole non-homogenized Jersey
milk, skimmed homogenized varieties, and 10 per
cent and 35 per cent cream.
“We hope this change will help our brand to grow
and differentiate us from the regular organic cow
milk on the shelf,” says Bos.
In addition to organic Jersey milk
products and whole goat milk,
Rock Ridge Dairy produces
goat feta and soft fresh goat
cheese in retail and bulk sizes.
“Our fluid milk stays
in Western Canada, whereas
our cheese travels country
wide,” says Bos.
The health factors are
what make these products
popular with consumers: organic Jersey milk and goat milk
are rich in A2 beta caseins.
“Due to the predominance of A2 beta
caseins, Jersey milk and goat milk often can be
tolerated by people who cannot drink regular cow
milk,” says Bos. “Both types of milks cater to more
dairy sensitive individuals to different degrees.”

She explains that organic Jersey milk offers 18 per
cent more protein and 20 per cent more calcium than
regular cow milk. In addition to skimmed
homogenized varieties, Rock Ridge also produces
non-homogenized whole Jersey milk with an average
of about five per cent butterfat that Bos says home
cheese and yogurt makers love.
“Our goat milk has a higher butter fat and its fat
molecules are smaller, making it very digestible,” she
says. “For those sensitive to lactose, goat milk has
13 per cent less lactose, and it is the best product to
offer to babies when they are weaned due to these
properties.”
And the products always taste good. Rock Ridge
Dairy takes great care in feeding its milking herd to
create a clear sweet milk and gently processes goat
milk to avoid off flavours.
“As a society, we are continuing to see intolerances
to certain foods increase, making alternatives to the
norm necessary,” says Bos. “Our specialty dairy is
poised to fill those consumer needs with our great
products.”
“Produced and Processed by Alberta Farm
Families!” Bos adds, referring to the Rock Ridge
Dairy tagline. ●

The health factors are what make these products popular with consumers:
organic Jersey milk and goat milk are rich in A2 beta caseins.
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MEAT DEPARTMENT
By Frank Yeo

The Meat
Department
Critical to Differentiation
hen the recent Dalhousie University survey came out
showing that more than half of Canadians indicated a
willingness to cut back on meat, grocery retailers might be
justifiably concerned.
Survey results showed that close to 24 per cent of respondents said they
probably will reduce their meat consumption in the next six months while 8.5 per cent
said they fully intend to reduce their meat consumption in the next six months.
According to David Sprinkle, research director for Packaged Facts, “Meat continues to
evolve and be re-evaluated by consumers in the wake of years of consciousness-raising on several
topics, including humane animal treatment, meat processing and nutrition.”
And, considering the impressive growth figures for plant-based meat substitutes, the meat department may face
some challenges.
Still, 48.5 per cent of Canadians eat meat daily and 40 per cent eat it once or twice a week. The meat department
is one of the most important categories for many food retailers. A good meat department can help a store
differentiate itself from the competition and can be a significant driver of sales and foot traffic.

W
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According to a recent report from the Food Marketing
Institute (FMI) and the North American Meat Institute
(NAMI) promotions are a key element to solidifying
sales among primary shoppers and attracting patrons of
other channels. Forty-seven per cent of shoppers decide
on the meat/poultry purchase before they reach the
supermarket and price per pound dominates the purchase
decision. As price per pound and total package price has
shifted somewhat, so have the purchases of beef, poultry,
and other meat selections. Close behind price, however,
is product appearance. Freshness and quality are toward
the forefront of consumers’ concerns, with around 60
per cent of shoppers wanting meat products packaged
in leakproof, resealable, and freezer-ready containers.
Shoppers look for transparent packaging to inspect the
color of the meat with an easy-to-read sell-by date.
The report says connecting with millennials is crucial
for traditional formats to retain the meat dollar. This
group has a higher propensity to occasionally shop
alternative channels like farmers’ markets and online.
They also desire more transparency in the product and
the production process.

Old Staples Drive
Primary Sales
Retailers should pay attention to sustainable meat and
poultry, specialty products like grass-fed or local beef,
heritage poultry and even wild boar and other exotic
meats. But it is still the old staples that drive overall
sales. At the top is chicken, which has now reached its
highest consumption rate ever at 33.1 kgs per person
per year, according to Lisa Bishop-Spencer, manager of
communications, Chicken Farmers of Canada.
“The primary driving forces behind consumption are
the trend towards healthier diets, as well as increased
culinary influences coming into Canada from countries
where chicken is a staple. Also, chicken is the least
expensive meat protein.”
The Chicken Farmers have been perhaps the most
pro-active in addressing current consumer concerns.
Bishop-Spencer says, “We live in an environment where
farmers and all the value chain partners in the Canadian
chicken industry are challenged by consumers to meet
their expectations. Our On-Farm Food Safety Program,
our Animal Care Program, and our commitment to
excellence in sustainability were born from a desire
to demonstrate to consumers that we’re doing just that
— delivering.”
The chicken industry was the first to get government
recognition for their food safety program. It’s a
mandatory, enforced, and third party audited program
that emphasizes animal health, cleanliness and safety
throughout each step of the production cycle, and follows
strict biosecurity measures to protect animal health and
prevent flock infections from outside sources.
“Our recent Life Cycle Assessment demonstrates our
industry’s commitment to benchmarking and reducing
its impact on climate change, natural resources, biodiversity
and ecosystem quality, and human health. It improves
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our industry’s social licence and assurance to consumers
that chicken is safe, and produced in an efficient and
responsible way,” says Bishop-Spencer.
Retailers, she says, can use the “Raised by a Canadian
Farmer” branded merchandising materials supplied by
the Chicken Farmers. “Ninety-two per cent of Canadian
primary shopped believe it’s important that the chicken
they buy is raised in Canada. Eighty-eight per cent of
Canadians would be more likely to buy chicken if it had
a label showing that their chicken is Canadian-raised.”

Deli Innovation
One of the main focuses of innovation in the meat
department has centred on deli meats and the elimination
of chemical preservatives. The first company in Canada
to create nitrate free deli products was McLean Meats
of B.C., originally called Natural Farms, founded by
Garth McLean. McLean had some background in farming
and the meat business but was “frankly, disgusted with
factory farming and what I considered the inhumane
treatment of animals.” Plus, McLean couldn’t find
chemical free meats in Canada, a trend that was already
happening in the United States. Avoiding nitrites was a
big deal and more information was surfacing about their
harmful effects on health.
After working with his connections to develop the
product recipes, he managed to get a listing at Capers
Market in Vancouver and the uptake was so big they
gave him six feet in their deli counter. At this time,
business partner Michelle Neilson came onto the scene

Bacons, including Turkey Bacon. In 2018, the company
added organic bacons, sausages, hotdogs and Kielbasas
to the product lineup.
Living up to their mission of providing only clean
label products means very strict monitoring of the
supply chain.
“We only work with federal manufacturing plants
that undergo third party annual audits,” says Neilson.
“We also bridge the conversation between the farmer
and the manufacturer, so we are engaged at all levels of
supply management. We can trace our meat from the
farm to the table. We know our farmers. Our farms also
go through annual third party audits. The checks and
balances are there for all parties.”
When the company first launched preservative free
products in B.C. shelf life was a challenge. “We made
them in a small provincial plant and we were lucky to
get 35 days shelf life. This was not a sustainable model
because it meant we had to make small batches weekly
and could only sell to local stores.”
Today the company’s products are made in CFIA
HACCP certified manufacturing plants. Products go
through faster, more efficient blast chilling and highpressure post pasteurization, which kills most food borne
pathogens and increases shelf life.
As for merchandising, McLean recommends “including
our products next to others, so consumers have a choice.
Cluster “natural” on the left and conventional on the
right, so when consumers are shopping for bacon, they

have options. Another popular merchandizing trend is
to cluster products based on diet trends or allergies like
the Paleo Diet, or gluten free products.”
The company, he says, offers point of sale materials
such as shelf talkers, danglers and meat tags that help
showcase the products and their unique advantages.

Ethnic Market Getting Bigger
Retailers are facing other challenges in the meat
department, particularly with ethnic customers. Nourish
Food Marketing, a full-service marketing agency working
exclusively with food, beverage, and agricultural clients,
has just completed its fifth annual halal shopper study.
The study has found that the halal market continues to
be an underserved yet fast-growing. Recent Statistics
Canada data estimates Canada’s Muslim population to
be 1.4 million and projects the Muslim population will
exceed the size of the Chinese ethnic market by 2021.
But, despite being a diverse, thriving, and growing
community, the study found that most halal consumers
continue to feel underserved: 57 per cent of respondents
do not believe grocery food chains are doing a good job
meeting their needs; 62 per cent feel the same way about
major food companies.
Moreover, many ethnic customers are looking for
cuts of meat not common with the mainstream.
It has become increasingly difficult to balance all
these factors but balance a retailer must, to keep meat
department profits healthy. ●

Michelle Neilson, business partner and Garth McLean,
founder, McLean Meats

and the company was re-named McLean Meats with
the focus on organic and the humane treatment of
animals.
According to Neilson “Although competition has
increased in the “natural” deli meat category, McLean is
still the only product that is truly preservative free; we
do not replace sodium nitrite with nitrites from celery
extracts. In addition, we are the only company whose
entire product line is truly preservative free.”
McLean products include frozen foods such as Organic
Gluten Free Lasagnas, Turkey, Chicken and Organic
Beef Burgers and Organic Pizzas, “clean” Deli Roasts,
Retail Sliced Deli Meats and a variety of Sausages and
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DAIRY DEPARTMENT
By Anne-Marie Hardie

In Love
with Local
REAL CANADIAN CHEESE CHOICES!

Health-Conscious Consumers Continue to Drive the Demand for Canadian Dairy
ith three trade agreements
on the horizon, there has
never been more options
available for the dairy case.
These new trade agreements provide
an opportunity for Canadians to sample
dairy from across the globe. However;
the question remains on how will this
increased diversification of shelf space
impact the Canadian dairy sector? “We
still don’t have the final text,” says Therese
Beaulieu, senior advisor, issues management, Dairy Farmers of Canada. “So,
it’s not clear exactly what the recently
announced USMCA will mean to the
industry.” The one thing that remains
clear is that there will be a variety of
products from the USA available in the
Canadian market, including fluid milk.
“What is a huge concern for the dairy
industry is the combined impact of all
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three trade agreements, CETA, CPTPP,
and USMCA on the Canadian dairy
industry as a whole,” says Beaulieu.
According to the Dairy Farmers of
Canada, once the trade deals come into
effect the total dairy imports will comprise
18 per cent of the Canadian dairy market
effectively displacing 18 per cent of the
homegrown high-quality milk. This
represents a potential annual loss of 1.3
billion dollars for Canadian farmers.

Consumers are Confident
about Canadian Dairy
However; the farmers aren’t the only
ones that have expressed concern. Since
the announcement, the Dairy Farmers of
Canada has received an influx of consumer
inquiries on how to affirm that the dairy
products that they are consuming are in
fact from Canada. This concern has also

been identified by the dairy processors
who are using a variety of strategies to
communicate that their products are made
in Canada.
“A significant number of consumers
seem to be more intentional about
supporting 100% Canadian milk when
choosing dairy products,” says Lynne
Roy, manager, product marketing,
Bothwell Cheese. Retailers can respond
to this concerned demographic by clearly
identifying the products in their dairy
case that are 100 per cent Canadian. “It’s
more important than ever to create
product categories that will support the
sale of Canadian cheeses,” says Roy.
“Reinforcing a ‘Support Local’ message
in store will remind the consumer
that cheese made in Canada supports
Canadian dairy farmers.”
However; this drive for local food is

Visit bothwellcheese.com for a complete list of products.
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“The symbol
provides reassurance
to those consumers
who are wanting
to buy locally.”
not a new phenomenon. Happy Days Dairy
converted to 100 per cent Canadian dairy
just over three years ago. Initially resistant
to the change, Donat Koller, founder,
Happy Days Dairy, shares that the
conversion to Canadian goat milk increased
their sales by over 400 per cent. “I don’t
see that the USMCA will result in a big
change in the attitude of our target
consumer,” says Koller. “The demographic
that we cater to tends to be extremely
health-conscious and
The Dairy Farmers
is incredibly loyal to of Canada blue
cow logo can be
local products.”
found on products
The Dairy Farmers
that are 100 per
of Canada blue cow cent Canadian.
logo is an effective
tool to communicate that the product is in
Bothwell Cheese’s non-GMO project verified
lines of cheeses come from two farms within
15km of the Bothwell facility.

fact 100 per cent Canadian. On October 24th, 2018 Parmalat
Canada announced that they will be displaying the Dairy Farmers
of Canada blue cow logo on all of its Lactantia and Beatrice
fluid milk products. “We wanted to reinforce the message that
our milk is, and always has been, 100 per cent Canadian,” says
Marco De Palma, general manager, fluid and distributers division,
Parmalat Canada Inc. “The symbol provides reassurance to those
consumers who are wanting to buy locally.”
Bothwell cheese, who also incorporates the blue cow logo on
their packaging, prides itself in offering not only 100 per cent
Canadian milk, but milk sourced within a 100 km radius from
their plant in New Bothwell, Manitoba. The milk for their
Non-GMO project verified lines of cheeses, shares Roy, comes
from two farms within 15 kms of their Bothwell’s facility.

Happy Days Dairy’s conversion to goat milk increased their
sales by over 400 per cent.

Canadians are still in love with their dairy, with continued growth
in the butter, cheese and yogurt categories. Goat dairy, which had
a huge upswing just over ten years ago, has reached its saturation
point. “Consumers are looking for new things, including alternative
beverages such as almond, coconut and soy,” says Koller. “With
the volume of options in the market, we can no longer expect
double digit growth.” Although goat dairy has experienced some
saturation, kefir continues to demonstrate a steady growth. New
products, such as probiotic pet milk and raw goat cheese pet treats,
presents additional opportunities for growth.
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Organic, non-GMO, Kosher and gluten free
certified products continue to drive demand
from this health-conscious demographic.
The Need for Innovation
Milk, on the other hand, is the one
sector in the dairy industry that has
experienced a decline. According to De
Palma, this decline is by in large a result
of the lack of innovation in this category.
“Consumers were telling us not to mess
around with “my milk”,” says De Palma.
“It forced us to be creative.” In July,

Parmalat Canada became the first dairy
processor to showcase 1.5 litre bottles that
were both resealable and recyclable. The
new format, which is available in the
Lactantia PurFiltre product line, was
developed to better respond to the lifestyles
of today’s consumers including a longer
shelf life and easy to use packaging.
The educated consumer is actively
seeking certifications that will reaffirm that
the dairy case product chosen adheres to
their values. Organic, non-GMO, Kosher
and gluten free certified products continue
to drive demand from this health-conscious
demographic. According to the Canada
Organic Trade Association 2017 Ipsos
consumer poll, 77 per cent of Canadian
organic consumers purchased organic dairy
products within the past six months.
“Millennials were most likely to purchase
organic dairy products with 91 per cent of
these consumers purchasing organic dairy
products in the previous six months, “says
Tia Loftsgard, executive director, Canada
Organic Trade Association. Organic milk
has the greatest market penetration followed
by yogurt. Butter, cream and ice cream
continue to have room for growth. “Clear
signage in the retail setting allows your
consumer to decipher between the options
in the dairy category,” says Loftsgard.

Four Ways to Improve Your

Insights and Action
you can be making the wrong choices for
your category.
Ask your key category suppliers for an update on what’s going on
in the category – and don’t forget to include the shopper perspective
instead of it just being about who’s up and down in shares and growth,
and where you’re most and least developed.

A shopper perspective should include:
1.

who they are (don’t let them focus on their brand shopper),

2. how they match up with your Shopper,
3. how they are changing in the market (e.g. millennials vs
Gen X or Z or Baby Boomers) and anticipated trends,
4. whether you are increasing number of buyers and/or
increasing the amount your shoppers are spending, and/or

Parmalat Canada is the first dairy processor
to showcase re-sealable and recyclable milk
in a 1.5 litre format.

The dairy case continues to present
new opportunities for the grocery
retailer. Understanding the main
pur-chase drivers will aid retailers to
effectively promote their products.
Retailers can maximize this opportunity
by incorporating merchandizing
strategies that highlight the attributes
that their target market is seeking. ●

or most of us, there are opportunities to improve analytics,
insights and actions for our categories. From working with
many different retailers and manufacturers, I see common
limitations in analytic approach arise that limit the ability to make
the best decisions and recommendations for your categories. I’ve
shared four suggestions below to improve your analytic approach.

F

Look at Trend Data
There’s an opportunity to monitor your business performance
through category reports that include both short- and longer-term
trends. Only looking at one or the other is very limiting. By looking
from both a short-term and long-term perspective (like 52-week,
12-week and four-week), you can: understand and plan for seasonal
opportunities; identify and fix short-term issues before they become
a long-term trend; and look at historical results to predict future
outcome. When interpreting your trends in POS data, compare them
to shopper and other external factor trends versus always assuming
that they are situations that can be fixed with another hot price or ad.

Analyze Private Label as Part of Your
Category Analysis (NOT separate!)
Retailers should apply the same principles and analytics from
Category Management Foundations to their Private Label brands.
This means that your store brands shouldn’t be kept in a separate
department without consideration for total category and shopper
(including the tactics).
As an example, many retailers measure their Private Label brands
by comparing to a total national brand number (versus breaking out
key brands). This is a limiting perspective because it lumps all of the
national brands together, without consideration for the shopper
and their differences across brands. That national brand total may
include value, mid and premium tier brands and shoppers — and all
brands do not compete with your Private Label at the same rate.

Start “Higher” in your Analysis:
Before starting to analyze your data – particularly if you’re going
to complete some tactical work (for example a line review,
planograms, promotional effectiveness analysis, etc.), start with a
category review. Take some time to orient yourself with category
and shopper trends: for example, look one or two levels above in
geography — not just retailer vs channel or remaining market. Having
a good understanding of what’s going on in the category, where you
are most and least developed, where you are growing and declining,
and how the shopper is changing, will help you make better decisions and recommendations across the tactics. If you omit this step,
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By Sue Nicholls, CMKG

5. where else your shoppers are purchasing the category
(via leakage trees).

Challenge your Business Acumen
when Analyzing Data:
It’s easier to look at data sources one at a time, and draw
observations from each of them for different purposes, or even in
isolation, sometimes generalizing what your numbers mean without
thinking too deeply about your interpretations. When completing
analysis, think about these two opportunities:

a. Use multiple data sources:
By spanning your view across your retailer point of sale data
(syndicated market data, market gap opportunities, comparison
versus market); consumer panel data (consumer demographics,
consumer purchase behavior, leakage data, heavy / light buyers);
and shopper insights and consumer data, you can look across
data sources and incorporate true insights to give you much
better perspective on where your opportunities are.

b. Think Beyond a Number:
If you tie in with strategy or find relevant benchmarks to compare
against or create volume opportunities, the numbers can become
much more meaningful. For example, When using a fair share index,
don’t assume it’s “good” or “bad” based on if it’s above or below
100. Think about how the index relates to the goals and objectives
for the category, target shopper and overall retailer strategies. Or
when looking at purchase behaviour data, compare to numbers that
help establish benchmarks to determine where the opportunities
are. You’ll only know if a penetration or share of requirements
measure is “high” or “low” by comparing with other retailers in the
same category or comparing to related categories.
You’ll note that the shopper is mentioned in each of these opportunities — they continue to be neglected and forgotten in much of the
analysis and decisions done by both retailers and suppliers. The
biggest opportunity is to identify how you can make changes in your
approach and perspective to make better decisions and recommendations for shopper satisfaction. What’s your next step? ●

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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PASTA & SAUCE REPORT
By Ronda Payne

asta and sauce is an easy
meal option found in the
pantry of just about every
Canadian home. While the traditional products are experiencing relatively flat growth, there’s no denying that it remains a consistently
performing category with pasta revenues at $399 million annually in
2018 according to Statista (online
statistics portal). The same source
notes per capita consumption of
pasta and noodles is 4.5 kg in 2018.
This proves that the pasta
category needs to be monitored
and maintained in grocery stores.
Not only will the traditional
offerings continue to sell, but new
offerings that are growing, such
as protein-rich, artisan and plantbased, will keep consumers
interested in the category.
Stats for pasta sauces are harder
to pin down, but according to IBIS
World, the seasoning, sauce and
condiment category (which pasta
sauce is part of) in Canada is valued
at $2 billion. Here too, consumers
will continue to buy their classic

P
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In all cases a clean
ingredient deck is
becoming mandatory
and demands for
Canadian-grown and
produced are rising.
favourites, but will also be seeking out
new, flavourful options. In all cases a
clean ingredient deck is becoming
mandatory and demands for Canadiangrown and produced are rising.

The Changing Face
of Pasta
A report provided by Italpasta included
Nielsen MarketTrack 2018 data on pastas
stating regular pasta makes up just more
than 76 per cent of the dry pasta market
while “better-for-you” varieties make up
almost 24 per cent. More units of dry
pasta are being sold than in previous years
(182 million units in 2018 versus 177
million units in 2016) which indicates
lower prices than in previous years.
This aligns with comments from John
Porco, COO with Unico and Primo Foods.
“People’s tastes are continuing to
change, they are always looking for
something new and different,” he says.
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“The pasta business is not growing
dramatically, it’s consistent. Pasta also
features very prominently in retailers’
promotions. They use it as a loss leader
because it brings people in. We encourage
that, but we also encourage them to try
to tie in some items that go great with
pasta — it’s high consumption.”
Erika Wasserman, vice-president of
marketing with Explore Cuisine notes
that while the traditional pasta aisle is
somewhat stagnant, the look and feel is
changing due to innovative options.
“There are a lot more options for people
now to enjoy pastas,” she says. “It’s
always been a good comfort food, quick
and family-friendly and a great way to
end your day.”
In today’s food environment, it’s true
that not all pasta is created equal as
Anthony Morello, president of Aurora
Importing and Distributing notes.
“Consumers are beginning to understand the value of bronze die-cut versus
Teflon cut and slow dry process versus
heat dried,” he says. “They are looking
at nutritional values more closely and
choosing high protein products, all
attributes found in the better Italian
imported offerings.”
The range in options are great for those
dealing with health issues or dietary
demands, such as celiac, says Don
Letendre, development chef and food

service sales representative with Jan K.
Overweel.
“It is a growing industry that was
thought to be a trend, but is proving to
be a big percentage of food sales in the
world,” he notes of gluten-free.
Pasta becoming even more plant-based
is an area seeing continual growth
according to Shelby Taylor, president,
CEO and founder of Earth to Kids,
makers of Chickapea pasta. The company
is rolling out a creamy vegan mac and
cheese, spaghetti and linguini in the new
year to complement their line of shortcut pastas and mac and cheese.
“Consumers are definitely looking for
more function from their foods in general
and pasta is no exception,” she says.
“While whole wheat offers more fibre
and rice pastas offer a gluten-free option,
neither offers high nutritional value. Pulsebased pastas are unique in that they are
high in protein and fibre as well as
nutrients like iron, magnesium and
phosphorus. In just a couple of years, we
have seen nutritional pasta offerings triple
their shelf space and we continue to see
new players enter the market.”
Porco notes Unico’s whole grain pasta
delivers Canada’s daily nutritional
suggestion for whole grains and adds that
the company’s low carb and gluten-free
options are part of staying on top of
consumer demands. He adds that even
“basic white pasta” continues to evolve
given shapes like gemelli which looks
homemade.
“I think you can create some excitement
just by serving different shapes,” he notes.
Italpasta has a gluten-free line, including
its oven-ready lasagna, but COO Frank
DeMichino is seeing that market’s growth
slow. While there is an ongoing need for
gluten-free, there is a push for other plantbased alternatives. The company is
experimenting with Amazing Grains co-op
to provide a mixed grain product complete
with Vitamins C, D, E, protein and fibre.
“Health and wellness is still big on
people’s lips,” he notes. “It may have
been fibre, now it’s protein. It used to be
rice or corn based or just rice or just
corn. Now, it’s adding more natural
ingredients. Quinoa, buckwheat and you
might mix in some corn for colour. We’re
focusing on the chick peas, the red lentils,
the buckwheats.”
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Product Showcase
Protein-rich Pasta
Organic Black Bean Spaghetti from Explore Cuisine
offers consumers 22g of protein in a single two
ounce serving. The protein-rich pasta cooks in six
minutes or less and pairs well with whatever flavour
profile consumers are looking for in their sauce from
a simple chopped tomato, basil and olive oil topping
to a thick, rich, vegetable-filled sauce.

Value in High Protein
Consumers looking for high-quality and high-value
protein-rich pasta will love the new Aurora pasta
from Aurora Importing and Distributing. The
company believes this is the only authentically
Italian, bronze die-cut, slow dried, Durham
semolina, vegan, Kosher and high-protein pasta
on the market in the value-price segment
— making it ideal for everyday pasta occasions.

More than the Bottom Line
Launched two years ago, Chickapea has rebranded
to better reflect the company’s values and story.
Products now note that Chickapea is a Certified B
Corporation and as such, meets verified high social
and environmental standards. In fact, three cents
from the sale of each package of Chickapea Pasta
and Chickapea Mac & Cheese provides nutritious
lunches to school children in need.

100 per cent Canadian Wheat
Give consumers a taste-enhanced pasta with
Italpasta’s Selezione di Bronzo range of pastas
made with a bronze die-extrusion process that
creates a more porous (and more sauce
capturing) pasta. Available as spaghetti,
spaghettini, penne rigate, fusilli, elbows and
gemelli, the 450g packaged pastas are made in
Canada from 100 per cent Canadian wheat.

Pillows of Gnocchi
Emma Gnocchi with Quinoa was voted the
2018 product of the year in Canada’s Product of
the Year awards. These dumplings are made with
potato and quinoa and deliver nine essential amino
acids, proteins and vitamin B. Emma Gnocchi
– Gluten Free is the wheat flour-free alternative
made with corn, rice and potato flour that tastes
like home-made gnocchi.

Consumers are checking labels more
and more as they shop and it’s a trend
unlikely to stop. Morello says the pulsebased and vegetable-based pastas are a
growing niche.
“Consumers like the high protein, high
fibre and vegan attributes of these
alternative pastas,” he says. Many of the
big producers in Italy continue to work
on fortified pastas (flax, probiotics) to
continue to tackle consumer health needs,
so I expect more options will continue
to evolve in the pasta category. Whole
wheat and gluten-free are the two that
seem to have the greatest staying power
at this time. Most other varieties are still
quite niche but if priced right, people
seem willing to try it because they really
do love eating pasta.”
Jan K. Overweel’s Emma brand doesn’t
have a gluten free pasta but they do carry
a popular gluten-free gnocchi. It’s another
option in the diverse pasta alternatives
landscape. There’s no doubt that this subcategory will grow given health-conscious

“What people really want,
is to find healthy versions
of the foods they know
and love and pasta is at
the top of the list.”
boomers and millennials. Explore Cuisine
also offers a variety of pastas made from
organic beans, lentils, chickpeas and rice.
Wasserman calls it “a smarter way to pasta.”
“We’re starting to see a shift in the
marketplace with high protein pastas as
people become more attuned with the
environment, health-conscious reasons,
dietary reasons, fitness reasons,” she says.
She adds that the company’s black bean
spaghetti provides 25 grams of protein in
a serving.
“What people really want, is to find
healthy versions of the foods they know
and love and pasta is at the top of the
list,” Taylor notes.
Porco sees traditional pastas as a very
wholesome food with great nutrition.
“Of course it’s what you put on the pasta,”
he says. “Italians eat more pasta than anyone
in the world. In my recent visits to Italy,
I don’t see a lot of overweight Italians.”
continued on page 52
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onsumers want control over
their pasta sauces. Nola Martin, vice-president marketing
with Ocean Brands notes most consumers like the convenience of buying
canned or jarred sauces and customizing them to give more of a homemade
flavour but without the work of creating the sauce from scratch.
“Authentica sauces have always
offered a vegetarian and vegan version
and we’re seeing these varieties do
very well,” she says. “Given the base
of most pasta sauces being tomato,
it’s easy for the category to support
the needs of today’s consumers.”
New sauces are always coming
online and Mia’s Kitchen pasta sauces
will be introducing vodka, garlic and
onion and garlic basil sauces according
to company founder Mia Sebastiani.
“We like to keep innovation strong
at Mia’s Kitchen with fresh new
flavours for our consumers
while also offering the
downhome traditional
recipes I learned to make
from my mom and Nonni,”
Sebastiani says. “We make sure
to always have label transparency

C
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Product
Showcase
Impulse
Purchase Alert
Independently-owned Fiesta
Farms, has showcased the
entire Mia’s Kitchen line of
sauces to create excitement in-store. Suggested by the Mia’s Kitchen
team, the large display
is bringing recognition
and trial to the brand
and the price reduction
signage is enticing both
trial and repeat purchase.
Incremental sales come from
the natural pairings of pasta, bread
and parmesan cheese.

Shelf Talkers
for Sauces
Ocean Brands produced
retailer shelf talkers to
highlight its complete
line of sauces including
Siciliana, the most
popular in the product
range. Sauces from
Ocean Brands are
created in small batches
in Italy and are all natural,
gluten-free, non-GMO and
vegan, which is ideal for the
increasingly health-conscious
customer. The shelf talkers play up
the Italian-made aspect.

New Sauce
Creations
Having a flexible tomato
base makes all the
difference to new pasta
sauce and meal
creations. Unico’s
Pezzettoni in Purea is
fresh-packed tomato
chunks in a rich tomato
puree. Pezzettoni is created
in an authentic Italian style and
allows consumers a new way to
create pasta sauces or an alternative
for different meal options.
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There are more options than ever
on sauce shelves for those looking
for low sodium, organic and
non-GMO products.

and we never compromise on fresh, local,
quality ingredients.”
She adds that there are more options
than ever on sauce shelves for those looking for low sodium, organic
and non-GMO products. Consumers looking for added nutrients have
embraced the Mia’s Kitchen kales pasta sauce and the company is removing
the small amount of sugar from all recipes.
Jan K Overweel recently added Just Sauce and Messina brand sauces to
their product lineup. Letendre says the clean ingredient deck is important.
“Even though the market is very flooded with pasta sauces, there is still a
demand for better sauces,” he says.
Porco is proud that Unico, Canada’s largest tomato processor, cans all of
their tomatoes fresh. The focus is on great, simple recipes made in Canada
with the freshest food possible.
“We pack immediately
from fresh into our
canned sauces. Pretty
much doing it 100
per cent in season,”
he explains. “There’s a
negative connotation
sometimes with cans. They
are still very reliable, very
economical, great value and
you can’t go wrong.”
He adds that often the
tomatoes that go into jarred
sauces are canned tomatoes,
though public perception is
likely counter to that fact.
“I’d say the glass is
growing a little bit more,
it’s outpacing the cans,”
he says of tomato
sauce growth.
Mutti is Italy’s number one brand of tomatoes and Italpasta now carries the brand. DeMichino
says the focus is on working with farmers to grow the best tomatoes
possible through methods that respect the land.
The make-it-your-own sauce concept is one Morello is familiar with and
lends itself to Aurora Tomato Puree.
“It’s no longer a trend,” he says. “Another growth sector we’ve seen is
with Authentic San Marzano Tomatoes and consumers are starting to
understand and taste the difference with this protect variety of tomato
coming from Italy.” ●

PASTA & SAUCE REPORT
continued from page 46

Aside from the alternative pasta options, the artisan or handcrafted pastas segment is also growing. Like many food categories,
consumers want both value-priced wholesome options, but also
high-end luxury foods for special occasions or everyday indulgences.
“Hand-crafted pasta has exploded in the culinary landscape
in the last five years in North America,” says Letendre. “From
extruded to hand-made with a rolling pin, pasta-driven restaurants
are profiling the art of pasta making. According to Oretta Zanini
de Vita, author of Encyclopedia of Pasta, there are over 300
shapes of pasta that have been documented in the century old
archives. Pasta has been a staple of the Mediterranean diet longer
than bread.”
Jan K Overweel also offers Giuseppe Cocco brand premium
Italian artisan dried pasta made with rough-edge bronze molds.
“Bronze molds create a porous texture,” says Letendre. “When
you have a porous texture, the sauce coats the pasta better.”
Taking note of other staples has allowed pasta to evolve
according to DeMichino.
“I take a lot of lessons from our cousins in the bread business.
White bread is still there, but now you’ve got the 12 grains, the
flax seed, etc.,” he notes. “We’ve got to innovate.”
One of the innovations from Italpasta is the Nonna Nicoletta
range of artisan pastas made in Italy from original recipes using
the slow-drying process common to this type of pasta.
Aurora’s new line of pastas is also made using the traditional

52 WWW.WESTERNGROCER.COM

Italian process that Morello says takes about twice as long but
results in a lighter product that is easier to digest.
“We believe we have brought the Canadian marketplace and
consumer all these premium attributes at the value price level,
making the line truly unique, affordable to all, extremely well
positioned,” Morello says. “Authentic Italian is certainly on
trend and specialty cuts are more sought after as well.”

Keeping the Pasta and Sauce Moving
Cross-merchandising is a natural way for retailers to position
their pastas and sauces, but Taylor would like to see highprotein and pulse-based pastas cross-merchandised with produce
and proteins.
“A pasta display next to fresh tomatoes and herbs with some
recipe cards would help inspire the consumer and provide them
with complete meal ideas,” she notes. “I also think a display
alongside items like tofu, tempeh and other vegan options would
be fantastic.”
End caps with pasta, olive oil and balsamic make for an easier
shopping trip for customers according to Sebastiani. It helps to
prevent the 5:30 p.m. dash around the store to assemble ingredients
for dinner.
“Many interesting varieties of sauce helps to make the category
highly merchandisable,” Martin says. “Pairing sauce with pasta
is an obvious combination, but more creative pairings, like with
canned or frozen seafood could deliver higher margins for
retailers and a more unique shopping experience for consumers.”
This theme of cross-merchandising to make things easier is
also echoed by Letendre.
“Sauces should be sold with fresh and dry pastas, extra virgin
olive oils, capers and olives,” he says. “We concentrate on this
opportunity when selling pastas and sauces to grocers.”
Wasserman agrees with the need for integrated crossmerchandised end-caps. She suggests including pastas, fresh
vegetables and other ingredients for a quick meal option.
“The great thing about pasta is that consumers will typically
multi-buy, meaning they will purchase more than one package
at a time and they will almost always purchase something to go
with it,” says Morello. “Build your pasta display on a table or
end-cap and add it to the sauces and other complementary
products.”
Morello also sees benefit in creating margin blending
opportunities where retailers and then consumers can bundle
and create mix and match opportunities.
“For instance, Aurora pasta, Aurora Tomato Passata, Aurora
Diced Tomatoes, Aurora Sea Salt, Aurora Bouillon Cubes,
Aurora Tuna, all at one common price point or a multi-buy
like 10 for $10,” he says. “It’s a great way to fill the pantry,
build the shopping basket and deliver great customer value.
Offer some recipe booklets. I am surprised we don’t see more
of it in Canada.”
Pasta and pasta sauce are a category well-known and loved
by consumers, but like many food segments, there is constant
change. By providing a range of options in terms of traditional
offerings, alternatives and high-end products, consumers will be
satisfied and able to meet their demands to create either weekday dinners or something special. ●
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By Carly Peters

kick
is full of flavour with a
otic
of heat that adds the ex
taste of South Africa to
every meal.

IN HOT SAUCE
The hot sauce
category is up

+6%*

Nando’s
PERi-PERi
growth is the
highest vs.
any other
hot sauce at

+23%*

#

3

Hot

Everyone
Likes it

hot sauce
brand in
Canada

sauce brand
1 hot
in the UK, Australia

#

and South Africa.

*Nielsen Report Hot/Chili Sauce
Category 52 week ending Dec 27/2017

Versatility = Profitability
Nando’s sauces are commonly used as both a
condiment AND a savoury recipe ingredient.

Give your customers the taste
adventure they’re seeking.
info@idfoods.com | idfoods.com

Non GMO
Gluten free
No artificial
flavours or
colours
No looking
back

ou probably can’t think about hot sauces
without hearing that seemly demure old
lady suddenly shout, “I put that s*** on
everything!” And she’s not wrong. Whether it’s a
classic Frank’s RedHot sauce or an up-and-coming
Peri Peri blend, Canadians are loving their hot sauces
for adding bold flavour and variety to their food.
According to Mintel’s 2018 Condiments and Seasoning
report, “spicy” is currently ranked as the third most appealing
flavour in the sauces and/or marinades category. In fact, the
hot sauce category is driving the growth within condiments
and sauces at nine per cent increase in dollar volume (Last
52 weeks ending September 15, Nielson, all channels).
“Consumers are increasingly looking to experience new
and bold flavours, as well as explore new cultures through
food, and have turned to hot sauce to add excitement to
their meals,” states Cheryl Radisa, vice-president of
marketing for McCormick Canada, which oversees Frank’s
RedHot sauce. “Hot sauce helps fuel these consumer
desires by offering diverse heat levels and flavour variations.”
Frank’s RedHot comes in 10 varieties, ranging from the
cult-favourite Original to Sweet Chili to Sriracha. “With
so many diverse cultures in Canada today, we are certainly

Y

TRADITIONAL AND
ETHNIC-INSPIRED HOT SAUCES
ARE A GROWING CATEGORY

seeing strong ethnic influences on hot sauce, especially
with products like Sriracha and Piri Piri sauce,” says
Radisa, adding as travel to countries like East Africa and
the Middle East becomes more frequent, an emerging
flavour they’ve been watching is Skhug, a popular and
versatile Middle Eastern hot sauce.
In countries that see spice and heat as a staple on the
dinner table, Piri Piri sauce, a combination of chillies,
onions, peppers, garlic and lemons, has been a go-to;
African and Indian diets have included homemade Piri
Piri, or Pil Pili for generations.
“As the Canadian population continues to grow through
immigration, consumers palates crave an increasingly multicultural flavour and spice,” says Keri-Ann Meslar of
Nando’s, whose PERi-PERi sauce is the number one
selling hot sauce in the UK, Australia, and South Africa,

Reach out for samples and taste for yourself.
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Cholula Hot Sauce has seen an 18 per
cent increase in units this year.

adding globally there has also
been a huge interest in “sweet
heat” leading the company to
consider bringing their new
Coconut Lemon to Canada.
As the category continues
to expand with more and more
ethnic varieties, authentic
Mexican hot sauces continue
their staying power and growth on shelf.
Cholula Hot Sauce, named after a 2,500-
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As the category continues to expand with more and
more ethnic varieties, authentic Mexican hot sauces
continue their staying power and growth on shelf.
year-old city in Mexico, has seen an
18 per cent increase in units this year,
thanks in part to their new Green Pepper
variety, which surpassed a top-selling
flavour, Chipotle.
“This indicates that variety of flavour
is in high demand for consumers and
innovation in the condiments category is
important,” states Sharon M. Nevins,

brand director for Cholula Food
Company. “And because customers are
valuing flavour, not just heat, hot sauce
usage is high at breakfast, on pizza, and
other daily gastronomic events where
consumers look to enhance the flavour
of what they are eating.”
Helping to enhance everyday food items means major
cross-promotion opportunities
for retailers. Add hot sauces
to the meat and deli section,
produce aisle, or even the
ready-made chicken/meals, to
bring excitement and drive
incremental sales, says Yuriko
Kitano, senior marketing
insights manager for Tree
of Life, which distributes
Busha Brownes
El Yucateco Hot Sauces — Pukka Hot
the world-renowned pioneer Pepper Sauce
of authentic fiery habanero is made from
fresh Jamaican
pepper sauces — and the
Scotch Bonnet
new Busha Brownes Pukka peppers.
Hot Pepper Sauce, made
from fresh Jamaican Scotch Bonnet peppers.
As online ordering increases, retailers
will see an effect on their impulse and
incremental buys, which hot sauce can
often be. This makes “merchandising” online just as
important as in-store, says
Meslar of Nando’s. “Adding
a pop-up for consumers who
put chicken in their basket
with a suggestion to purchase
Nando’s PERi-PERi sauce
resolves that lost opportunity
for an incremental buy,”
she suggests.
Also, since there’s such
a global influence in the
Nando’s
category, hot sauce often
PERi-PERi
being merchandised in ethnic
sauce is the
aisles,
says Radisa. “But in
No.1 selling
an
effort
to make it easier
hot sauce
in the UK,
for shoppers to buy hot
Australia
sauce, retailers can place hot
and South
sauce with other mainstream
Africa.
condiments.”
Bold flavours, ethnic influences, and
adding pep to any meal/day part, hot
sauces will continue to go on everything
for Canadians. ●

SUPPLIER SPOTLIGHT

By Frank Yeo

The Transformation of

Conagra Brands
onagra Brands is one of the top CPG companies operating
in Canada with such well known brands as Orville Redenbacher, Hunt’s Tomato Sauce and Healthy Choice. It has
attained that position by being nimble and staying ahead of consumer
trends. Western Grocer had the opportunity to interview Ian Roberts,
Vice-President and general manager of Conagra Brands, Canada.
Conagra is undertaking a major overhaul of its product
lines to better align with today’s consumer concerns over clean
ingredients, transparency and, of course, sustainability. It
is focusing on three key trends: gourmet & multicultural
(especially knowing that by 2036, almost 1/3 of Canadians
will be of ethnic origin), healthy lifestyle (including plantbased diets), and a time-staved mindset.
“It is nothing short of transformative for our company”,
says Roberts.
Many of the company’s products will incorporate plant-based
proteins. “Research shows that 43 per cent of Canadian consumers
are incorporating plant-based foods into their diets and more are
looking for protein alternatives like lentils, quinoa and kale,” he says.
The company has introduced new Healthy Choice Power
Bowls, also available in veggie/vegan options. The new Power
Bowls were designed to include a significant amount of plantbased protein to attract plant-based eaters who may typically
skip the frozen dinner aisle.
“The Power Bowls have a great appeal to millennials,” says
Roberts, “and the bowl itself is a major evolution because it is a
plant-based recyclable bowl. Power Bowls can cover a lot of day
parts from lunch, dinner and
even snacking occasions.
At the same time, the company is focusing on new
convenient formats that offer
diverse flavours of ethnic origin.
These innovations are chefdeveloped and made with highquality ingredients and timehonoured cooking techniques to
provide a gourmet experience.

C

Ian Roberts, vice-president and general manager, Conagra Foods, Canada.

A key example of this is the recently launched
frozen Gourmet Frontera Bowls, available in the
following new skus:
•
•
•
•
•

FRONTERA Chicken Fajita Bowl
FRONTERA Roasted Vegetable Bowl
FRONTERA Chicken Tinga Bowl
FRONTERA Chicken Verde Taco Bowl
FRONTERA Three Bean Taco Bowl

The Gourmet Frontera Bowls feature proteins raised without
antibiotics, offer vegetarian varieties, which are certified nonGMO real, authentic ingredients (such as Mexican Chillies).
“Frontera is an emerging brand we acquired that include
all-natural ingredients. We are
expanding the line into frozen as
well. 74% of Canadians want to
experience different culture through
the food they eat so this product
line is very much in line with that.”
Roberts says that as much as they
are transforming the product
portfolio, they are also “transforming
company culture” to remain nimble
and ahead of the curve. With the
Conagra is undertaking a major
speed of change today in the CPG
environment, this is not only a good
overhaul of its product lines to better align with
thing for consumers but a necessary
today’s consumer concerns over clean ingredients,
strategy to continue to be a strong
and viable company. ●
transparency and, of course, sustainability.
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STORE DESIGN
By Robin Brunet

BYE BYE ‘PILE IT HIGH’
A plethora of display strategies can be used to boost sales
rocers are perpetually preoccupied with a
host of objectives, but building effective displays is so important to the retail experience
that this task is practically a primal urge for anyone
who lives, works, and breathes the food business.
But some urges are better informed than others,
according to Mike Mauti, senior vice-president client
services for Execulytics Consulting. “Fortunately,
the industry overall has moved beyond the `pile it
high and watch it fly’ approach to display design,”
he says. “Today we see many examples of other
strategies driving sales and types of sales.
“One of the most fundamental is to build displays
in high-traffic areas using either end caps or off-shelf
displays, because since many customers don’t spend
the time going down every aisle, many, if not most
products, are skipped — and secondary displays
rectify that shortcoming.”

G

(Above)
Loblaws’ floor to
ceiling refrigerated
cheese wall is a
brilliant form of
interruption.
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Execulytics is a consulting firm that caters to the
fresh food industry and has vast experience in grocery
retail; having spent the bulk of his career in this
sector, Mauti has witnessed many successful grocers
make their fair share of display errors. “Products
displayed in the wrong temperature zones is the most
common,” says Mauti.
Another mistake is displaying too much product,
because this runs the risk of having lots of product
age past its prime explains Mauti. “Another big
mistake is not matching local demand with head
office’s planogram. It takes effort to achieve a good
blend of regional fare and planogram items.”
For those seeking assistance in developing an
effective display strategy, Mauti’s company uses
`Sortalytics,’ whereby store data is gathered to create
a custom algorithm that enhances assortments. “This
is important, because there is constant refreshment
WWW.WESTERNGROCER.COM 59
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Manitoba’s food and
beverage industry is building
relationships with retailers

AN EFFECTIVE STRATEGY REQUIRES
A KEEN SENSE OF BALANCE.
associated with assortments, and the key is to get the
right products that address, for example, low price,
sales, and profit margin in different ratios,” says Mauti.
The grocery veteran adds that almost every effective
strategy requires a keen sense of balance. “For example,
if you have a top-selling item, you should actually
reduce the linear footage of its display so that you’re
constantly selling out — but you must have a good sense
of when to reduce and when to leave alone,” he says.
Balance also comes into play when employing
another strategy to attract customer attention, namely,
interruption. “A palette drop in the middle of a
department is a good way to interrupt the shopper’s
standard route and draw attention to a certain product,
but careful consideration must be paid to avoid it
hindering the shopping experience,” says Mauti.
When pressed to cite examples of grocery retailers
who routinely achieve effective displays, Mauti
unhesitatingly singles out Loblaws “For its floor to
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ceiling refrigerated cheese wall. That is a brilliant form
of interruption, and in the U.S. it’s becoming common
to see mass display walls of items such as prosciutto
legs in the deli section of stores. Hopefully this trend
will soon be widespread in Canada.”
Another advocate of big displays is Perry Abbenante,
president of Texas-based Abbenante Consulting Services.
He recently told The Balance Small Business website
that making displays big, colourful and simple should
be a priority for every retailer, with the displays including
an assortment of best-selling products, and the colours
of the display based on the colours of the packaging.
Mauti goes on to note, “We can’t talk about
interruption without mentioning sampling programs
and demos. If done effectively using energetic and
engaging people, this is a great way to attract customers,
and the retailer who has single-handedly done this
better than anyone is Costco. Plus, the suppliers provide
the labour, so demos are cost-effective for retailers.”
As for a strategy that is common throughout
Canada’s grocery network but can be greatly expanded
upon, Mauti cites cross-merchandising “as a terrific
way to boost sales. But you need showmanship to
make it work, along with a willingness to embrace
the unorthodox. For example, Loblaws once displayed
corn alongside sirloin strip cases, and the resulting
sales were phenomenal. Hard goods should also be
employed in cross-merchandising if possible, such as
steam cookers paired with rice displays.”
Of course, elaborate strategies are only effective if
a store accommodates what The Templar Group
regards as merchandising basics. On its website, the
retail specialist stresses that using clear directional
signage, changing merchandise regularly to link with
promotions, and involving staff in the maintenance of
displays are essential.
With shoppers’ tastes more mercurial than ever,
inspiration must be married to careful planning in order
to attract their attention and increase sales. The most
effective display programs are the result of a forensic
knowledge of inventory movement, a keen understanding
of regional preferences, and the willingness to occasionally
step outside one’s comfort zone. ●

By Carly Peters

All Together Now
he provincial licence plate says,
“Friendly Manitoba” and that
sentiment can certainly be applied
to Manitoba’s food and grocery retail sector. Employing over 14,000 Manitobans
and producing over $4.5 billion of finished products each year, food and beverage is the largest industry in the province.
But what really makes the industry such a
success is the relationships between producers/manufacturers, suppliers, and
retailers — all which have the common
goal of supporting and promoting local
products to feed a hungry market.
Food & Beverage Manitoba promoted
the idea of buy local with their Buy
Manitoba branding long before it became
a marketing trend. Now, 25 years after
Food & Beverage Manitoba began, the
association has certainly seen the payout
of that message.
“Buying local is no longer a trend; it’s
a way of life. And it’s only intensifying,”
says Dave Shambrock, executive director
of Food & Beverage Manitoba, which
currently boasts roughly 340 members,
representing 90 per cent of the industry
in terms of companies, jobs, and dollar
output of members.
The association has not only seen
growth in terms of membership numbers,

T

but also in diversity of products coming
from suppliers so these sessions are
out of the province. From established
building a producer’s capacity to build
brands, such as La Cocina tortilla chips
those important relationships,” he states.
(which recently won Food & Beverage
One of the key elements retailers look
Manitoba’s 2018 Local Favourite Product
for when stocking local product is
award), to the nostalgic resurgence of Picauthenticity; a story that makes the
a-Pop, to smaller producers like Smith’s
product unique. And, Danny Kleinsasser,
Quality Meats, a breadth of products
owner of Danny’s Whole Hog BBQ and
showcases what only Manitoba can offer.
Smokehouse, has a story like no other
More important though has been the
pork producer in the province. Known
strengthening of relationships
as Manitoba’s king of barbecue,
between these product profor almost 25 years, he made a
ducers and grocery retail.
name for himself when he
Shambrock states retailers have
introduced Manitoba’s first
seen the mutual benefits of
whole hog cooking system (he
having local products in store
provided customers with the
— they get good returns thanks
meat, the barbecue, and all the
to customers’ increased
required fixing for any event).
demands for local food, while
As demand increased for local,
local producers get to make
quality pork, chicken, turkey,
their way into a network of
and beef products, Kleinsasser
Dave Shambrock,
stores — and have begun to
expanded his offerings beyond
executive director,
support producers by waiving Food & Beverage
just catering and moved into
or reducing stocking fees, and Manioba
supplying retail. He currently
offering to do in-store displays.
offers award-winning, fullyThe association has also begun to pair
cooked pulled pork, turkey, and, most
store buyers with food developers for
recently, beef, as well as a line of barbecue
intake sessions in order to help producers
sauces he developed himself, to retailers,
develop their presentation skills when
such as Red River Coop Stores and Saveapproaching prospective retailers.
On-Foods, and is in talks with Safeway
“Retailers look for very specific things
and Sobeys as well.
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The Food Development Centre
helped develop 28 new food
product prototypes in 2017.
(Right) Roberta Irvine,
business development,
Food Development Centre

While the quality of the product is
worthy of being on store shelves,
Kleinsasser also feels that if he was based
in a bigger centre he might not have made
it through all the product clutter.
“Manitoba is unique in that it is a smaller
province; everyone knows everyone. So
you can build a name for yourself and
your product. If you were in a province
with a big population you might not have
the opportunity to shine,” he says, adding
since Manitoba food producers are such a
tight knit community, everyone tends to
promote and support each other, rather
than just compete. “The success of
Manitoba’s food business is all about
teamwork and relationships.”
Sometimes those relationships are built
with good old-fashioned door knocking,
laughs Ron Giesbrecht, owner of Superior
Harvest Foods Inc. which produces
Ronnie’s Seeds. When he began as a young
sunflower farmer over 25 years ago,
Giesbrecht worked hard to get his jumbo
sunflower seed concept into the market,

roasting and packaging snacks right from
his country yard. Today, the company
roasts millions of pounds of Manitobagrown sunflower seeds (some of the world’s
best sunflowers are grown in the province’s
Red River Valley), in order to service over
400 stores either weekly or bi-weekly in
Manitoba directly with their own trucks.
“More and more retailers are seeing the
benefits of carrying local food products and
are opening their shelves to us,” he states.
This increased interest in supporting local
provides Giesbrecht with the opportunity

to utilize technology, expand product lines,
and innovate. He states the company is currently developing a new method of applying
flavouring which will give Ronnie’s Seeds
more flavour profile options.
Shambrock states that innovations in
technology and automation means great things
for Manitoba’s food and
beverage industry both
from a labour and production standpoint.
“The industry is going
through a change in the
way it uses employees.
There are more ways to
automate some aspects of production;
mainly the repetitive work. Not only does
this improve work conditions and cuts
costs, but it also shifts labour away from
low quality, low paid jobs to higher quality
and higher paying jobs,” he says, pointing
to areas of automation and robotics.
This also drives the industry to ramp
up their innovation game in general, states
Shambrock — “New technology drives
the creation of new, unique products.” He
points to the Canadian network of food
technology centre and universities that
offer world-class equipment and support.
One of those can be found right in a
producer’s own province at the Food
Development Centre (FDC) in Portage
la Prairie. In 2017, $1.25 million in retail
value of products produced at FDC were

Microbiome Bar for gut health and many
high protein bars for strength and energy.
We are also working with speciality
essentials oils to target the high value
ingredient market,” explains Roberta
Irvine, business development, FDC.
In Manitoba the developers are well
positioned to focus on personalized
nutrition products because of FDC’s
partnerships with the University of
Manitoba, the Canadian Centre for Agri
–Research & Medicine at St. Boniface
Hospital, and the Wellness Centre at
Seven Oaks Hospital.
“These relationships mean we can
conduct clinical trials to actually test the
health halo of these products with the
public; this capability makes us unique
from other food centres who don’t have
the same connection to agriculture and
health facilities,” she explains, adding the
FDC already has a reputation for being

experts in the area of protein extraction
and fractionation to develop novel proteins
and ingredients from vegetable sources.
Innovative ideas are also needed to make
Manitoba’s food production industry more
sustainable. Shambrock says part of the
story customers want to hear is not only
where and how their food was produced,
but about the company’s social responsibility
and environmental efforts.
Jim Lintott of Manitobabeef.com states
they are seeing an increase demand for
their 100 per cent grass-fed and finished
beef not just because it is hormone and
antibiotic free, but because it also provides
a sustainable alternative.
“I think that the consumer is looking to
get a high quality product for their dollar,
not only in terms of the quality of that
specific cut of beef they are taking home
for themselves but also in terms of the
environmental impact statement that makes.

Changing the Way Manitobans Shop
Like most Canadians, Manitobans are looking for a good deal on whatever kind of
product they’re purchasing — local or otherwise. The discount grocery wars have heated
up in Winnipeg in recent years with the addition of Save-On-Foods to the market in
2016. In order to compete, Sobeys is converting two Winnipeg Safeway locations into
new discount stores under the company’s FreshCo brand. Sobeys says FreshCo will offer
Winnipeg shoppers the lowest food prices in the city when it launches in spring 2019.
Save-On-Foods also challenged the local grocery retail to provide easier ways for
consumers to shop. The chain was the first major grocery retailer to offer home delivery in Winnipeg (although a number of smaller, independent operators had been offering it for years), and since then the Real Canadian Superstore has launched same-day
delivery with Instacart. About 200,000 households in the Winnipeg area can order
groceries and daily staple items through Instacart and have them delivered to their
door in as soon as one hour, according to Loblaw Cos., the chain’s parent company.
Paired with the convenience of online shopping, and click-and-buy grocery delivery and
pick-up (Wal-Mart announced in August they were launching a free grocery pickup service in Manitoba) local consumers now have an array of options to stock their cupboards.

Danny’s Whole Hog BBQ and Smokehouse
offers their product to retailers such as Red
River Co-op Stores and Save-On Foods.

Through their purchase of our 100 per cent
grass-fed and finished beef, they are voting
for truly sustainable agriculture and
stewardship of our land and water. It is a
strong, feel good, do right statement.”
Lintott produces their beef using the
protocol by established Manitoba
Grassfed Beef Procucers Association.
He says while their relationship with
major retailers has been limited, whenever
he meets with prospective buyers they
are eager to hear about their offerings
and hopes that in time, and with provincial
meat grading on the horizon, there will
be more targeted market options for their
dry aged beef.
Kleinsasser points out that no one
producer or retailer can make it in this
industry alone — everyone needs to build
a community together; team Manitoba as
is were. The current state of Manitoba’s
food and grocery retail industry reflects
that sentiment, and in doing so everyone
has found success. ●

Manitobabeef.com are seeing a
demand for 100 per cent grass
fed and finished beef.
Jim Lintott, manitobabeef.com

sold into market, and 28 new food product
prototypes were developed.
One major area of development growth
at the FDC is products that connect health
to food.
“Research groups refer to this trend as
‘personalization’ and it means consumers
want to consume food that will help them
with their specific health needs. To this
end at FDC we have developed a
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SPECIALTY FOODS
ccording to the most recent
findings by the Specialty
Food Association, 65 per
cent of North American consumers
purchase specialty foods, which in
2017 amounted to $140.3 billion in
retail and foodservice sales — an 11
per cent increase over 2015.
But that doesn’t mean everything
is a hot seller, and trends in the
specialty category must be observed
as keenly as those in mainstream foods.
“In the last half of this year we’ve
noticed a lot of shoppers focusing
on less is more in the specialty category: less ingredients and familiar
ingredients,” says Ken Kwong,
executive vice-president, regional
manager for BC for New Age
Marketing & Brand Management Inc.
Kwong acknowledges the power
of plant-based foods, and he notes
that, “More and more attention is
being paid to alternative sources of
protein, to the point where protein
from crickets in powder form is
becoming a trend. In fact, Loblaws
this year invested in a private label
line of cricket protein powder.”
Anthony Morello, president of
Aurora Importing, says a “white hot”
trend in his area of focus is “Authentic
Italian, and it’s a result of shoppers
being label readers and wanting to
know where their food comes from.”
Serene Martin, new business
development lead at Tree of Life
Canada, says the many trends she is
noticing include “an expanded frozen
aisle with multiple options, including
HMR, premium desserts, and healthy
meal solutions.”
John McErlain, director of sales
for Jan K. Overweel Limited, reports a
growing interest in Spanish and Norse
cheeses, and he is excited by the fact
that the Canada-European Union
Comprehensive Economic and Trade
Agreement, which entered into force
last fall, will allow companies such as
his to cumulatively import 17 million
more kilograms of cheese over the next
seven years. “It’s a tremendous
opportunity for us to bring more unique
products to market,” he says.

A

By Robin Brunet
continued on page 68
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SPECIALTY FOODS REPORT
he Gourmet Warehouse is a specialty food mecca for adventurous shoppers, enthusiastic foodies, and professional chefs alike; established in 1998, it boasts over 19,000
square feet of specialty ingredients, and
its team travels the world to fill the store
with authentic and original products
before they hit the mainstream market.
As Gourmet Warehouse’s Founder
and President, Caren McSherry is well
versed on what it takes to become an
expert specialty food retailer, and one
myth she is eager to dispel is that it
doesn’t require opening a store in a
major urban centre. “The demographic
of your customer is what you need to
understand,” she says. “A focus group
can ensure that your investment in
upscale specialty food is not just needed,
but wanted.”
To ensure the retailer has the right
product mix, McSherry advises, “start
with the basics. We sell 98 different
oils from around the world and 118
different vinegars, which tells the

T

Caren McSherry,
founder and president,
Gourmet Warehouse

Specialty 101
A Vancouver Leader Discusses How to
Prevail in the Specialty Realm
shopper we are serious about specialty
brands. Also important is great pasta,
preferably bronzed; sauces that have
flavour and are not just tomatoes in a
jar or can; tasty crackers; sexy spreads;
and a really good spice line.”
McSherry believes that predicting
trends “is uber important, and it’s just
as important to know when a food’s
15 minutes of fame has peaked – you
don’t want to be stuck with a bounty
of yesterday’s cult food.”
The Gourmet Warehouse has the
ability to cross-merchandize hard goods
that match its specialty foods (with
items catering to the current sous vide
and molecular gastronomy trends in
home cooking), but McSherry warns,
“Be careful: do not go overboard if

your traffic is not strong enough to
support your buy. Keep the basics and
needs at hand. My story is we have
nothing you need but everything you
want — which may sound cute, but
it’s true. The point is you must create
the buzz, the desire.”
The Gourmet Warehouse staff
typically buys six months ahead in
order to be ready for the different
seasons; Christmas stock is usually
ordered in April, and McSherry advises
retailers to “Have plenty of inventory,
don’t be cheap, always introduce new
items. Nobody wants to purchase the
same thing as last year, with the
exception of classics like panettone,
plum pudding, and chocolate.”
However, McSherry says of seasonal

merchandisers and demos, “Who has
time to demo at Christmas? Your job
is to service customers, help them with
choices and move them out as quickly
as you can. Customer service is king,
so respect that.”
McSherry launched her business
during an era when specialty brands in
Canada were something shoppers had
to search far and wide for; today, any
large format grocery has specialty
departments, and the Gourmet
Warehouse founder regards this as
“ultimately being the death of family
business and small to medium retailers,
because they have the volume that small
stores do not.”
But McSherry thinks there is still
opportunity for retailers who want to
make specialty their business model.
“Study the trends, know your market,
read every food periodical you can,
and understand your customers,” she
says. “Uniqueness should be the word
to define what sets you apart, but
understand that to be unique you must
travel to find the sexy, cool, different,
awesome, price sensitive items that
every consumer is looking for.” ●
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Product Showcase
Meat Without the Middleman
LightLife Foods, from Maple Leaf Foods and
available through New Age Marketing & Brand
Management Inc., produces nine vegan plantbased products in Canada, including tempeh,
hot dogs, chik’n, and breakfast foods. Studies
show that consumers are looking to limit their
meat consumption, causing the category to
experience significant growth — and Lightlife’s
success is based on delivering great tasting
products to their consumers.

Pre-sliced Delight
Piaceri D’Italia, available through Jan K. Overweel
Limited, is a premium selection of fine dry-cured
and cooked meat products produced in Northern
Italy using authentic recipes and traditional
methods. Eight varieties are available in a presliced format that offers a convenient solution
for salumi platters and ready to serve meals.

Size Matters
The famous Blue Diamond brand has long been
available through C.B. Powell, and now the
almonds come in convenient 43 gram single
serve foil pouch packs along with shippers for
end cap or point of sales display. This format of
the venerable almond brand consists of four
flavours: Smokehouse; Sriracha; Wasabi & Soy
Sauce; and Blueberry.

Instructions Included
Aurora Panettone from Aurora Importing is the
quintessential holiday treat, and the company
creates added value by providing a recipe
booklet that showcases the versatility of this
product, with easy to make dishes such as
Panettone Ice Cream Cake, Panettone Trifle,
and Panettone Brie Tower appealing to those
seeking holiday (or year-round) indulgence.

Skip the Milk
Fauxmagerie Zengarry award-winning cashew
cheeses, newly available through Tree of Life,
are raw, vegan, gluten free, and free of artificial
colours and flavours. The fauxmages have
become some of the most in-demand nondairy cheeses in Canada, with distribution rapidly expanding since their founding in 2013.

In the specialty snack category, Chuck
Corrigan, brand manager at C.B. Powell,
cites a familiar trend, “A strong specific
trend is toward snacks that are good for
you, that promote specific health benefits,
like nutrients, and promote the absence
or reduction of sugar or glutens.”
As for tactics to attract shoppers to the
specialty aisles, Kwong suggests that
retailers “Pay attention to events like
Gluten Free Month, Earth Week, Fair
Trade Week, and so on, as these are huge
promotion opportunities. We at New
Age Marketing work closely with retailers
to align the features of our brands with
their calendars. This takes a lot of
footwork on our part, but it demonstrates
the value a broker can provide.”
Morello is a strong advocate of using
bump-outs to call attention to specialty
products. “There’s nothing like interrupting the flow of an aisle to get
shoppers to focus on a specific item or
group of items,” he says. “Also, event
merchandising and promotions are
increasingly being used by smart grocers
to highlight specialty brands.”
Corrigian suggests that retailers “provide
some meaningful section segmentation that
places brands/products in well-defined and
signed segments, such as `nutrient rich’,
`low calorie,’ or `energy boosters.’”
As far as McErlain is concerned,
specialty brands are best showcased by
demos: “We’ve found it’s the easiest
strategy to use for specialty, because
shoppers can actually sample unfamiliar
products first instead of being obliged to
make the commitment to buy.”
For Martin, nothing is more effective
than cross-merchandising for making a
specialty brand stand out. “Crossmerchandising in a section of the store where
it’s relevant and taking the time to allow
the story of the brand or product to be told
is key to any brand’s success in today’s
highly competitive market,” she says.
The encouraging takeaway of all
this is that trends in the specialty food
realm are just as varied as those in
the mainstream food world — and so too
are ways of attracting customers.
As always, knowing the neighbourhood
and shoppers’ tastes goes a long way
in developing a specialty food aisle
that compels people to fill their baskets
— and come back for more. ●
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SPECIALTY FOODS REPORT

Success comes
in all sizes
Jelly Belly makes it easy to delight your customer with a wide array of eyecatching packaging options. To complement our impulse packaging, we also
offer a selection of larger sizes ranging from 198g Grab and Go Bags to
255g Laydown Bags and 295g Pouch Bags – each featuring our famous
true-to-life flavours.
TM

At Jelly Belly, our passion for innovation coupled with robust marketing
programs are proven to drive sales and are proof positive of our total
commitment to your success.

Contact us today • 800-323-9380 • JellyBelly.ca

Kosher Certified
Sunkist is a registered trademark of Sunkist Growers, Inc., USA, used under
license by Jelly Belly Candy Company. © 2018 Sunkist Growers, Inc.
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PACKAGING REPORT

Here are some of the top
trends you need to know:

1

ACTIVE PACKAGING

Active packaging usually means having active
functions beyond the inert passive
containment and protection of the product.

PACK
IT UP!

An exciting innovation in
active packaging is the potential
for the controlled release of
antimicrobials from
packaging materials.
Antimicrobials incorporated
in packaging materials could
extend shelf live by preventing
bacterial growth and spoilage.

2

INTELLIGENT PACKAGING

Intelligent packaging communicates
information to the consumer based on its
ability to sense, detect, or record external or
internal changes in the product’s environment.

THE FIVE TOP PACKAGING TRENDS
YOU NEED TO KNOW ABOUT
By Frank Yeo

ackaging is undergoing what many consider to be
a revolution. Consumer demand for trust and
transparency, which ties into concerns over the
environment and issues of food safety and minimizing
waste, has placed new demands on brands and their packaging. And fortunately, new technologies are allowing
manufacturers to respond.
David Luttenberger, global packaging director at Mintel,
says packaging will play a pivotal role in reducing global
food and product waste. Online brands will reinvigorate
their packaging to enhance the e-commerce experience. Brands
will be called to keep marine conservation at the forefront of
packaging development and to anchor the circular economy
for future generations. Contemporary packaging formats

P
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will see the centre-of-store take centre stage.
Brands who adopt clear and succinct package
messaging will be rewarded as consumers prefer brands
that embrace minimalism.
“Our packaging trends for 2018 reflect the most current
and forward-looking consumer attitudes, actions, and
purchasing behaviours in both global and local markets.
Such trends as those we see emerging in e-commerce
packaging have stories that are just now being written.
Others, such as the attack on plastics, are well into their
first few chapters, but with no clear ending in sight.”
A focus on package innovations that extend food
freshness, preserve ingredient fortification, and ensure safe
delivery is increasingly benefiting consumers.

Intelligent packaging can
report the conditions on the
outside of the package.
The purpose of the
intelligent system could be
to improve the quality or
value of a product, to
provide more convenience,
or to provide tamper or theft
resistance.
The intelligent packaging design
that is leading the way in packaging technology is the
time/temperature indicator (TTI). The TTI is useful
because it can tell the consumer when foods have been
temperature abused. If a food is exposed to a higher
temperature than recommended, the quality of the food
can deteriorate much quicker.

3

EDIBLE PACKAGING

Edible packaging is hardly a new
phenomenon, but the diversity of options
has exploded in recent years.
Packaging designers are now experimenting with
materials like potato starch, beeswax, algae, and calcium.

WWW.WESTERNGROCER.COM 71

PACKAGING REPORT

FAIR TRADE
By Karen D. Crowdis

Some of these materials offer
potentially valuable
attributes like extending
shelf life or providing a
vehicle for additives like
nutrients, probiotics, and
flavourings.
An edible invention
capable of having a disruptive
affect on food waste is a product
called LiquiGlide, an edible gel-like
coating that can be applied to the

inside of glass, plastic, or
aluminum containers and
allows the product to
slide out easier due to
it’s “hyper slippery”
quality.
Consumer Reports
estimates that LiquiGlide
has the potential to
circumvent the 3-15% of food
waste generated when product is
stuck in a bottle.

It’s not
a box.
It’s a
billboard.
Canadian corrugated
is a billboard for your
brand. It’s tried, tested
and new.

4

TRANSPARENT
PACKAGING

The use of transparent
materials with contemporary
design is answering consumer
demand for fresher, more
natural products that you
can actually see.
This can help draw in younger
consumers to the store centre,
making it as appealing as the
burgeoning perimeter to
younger consumers.
A good example
is Pacific Coast
Producers
based in
California.
The company
was looking for
a way to satisfy
shoppers, generate
trial, and raise the
profile of their product on crowded
retail shelves. So, they developed a
new canned fruit product in a clear
plastic can.

5

THE ON-LINE
EXPERIENCE

emand for socially responsible
products pushes retailers to find
the right mix for profitability.
As consumers match products to their
personal values, certified fair trade products gain traction, often outpacing traditional category leaders. Savvy retailers are
paying attention.
Brand and price were once stars of
consumer loyalty. As millennials flex their
purchasing power muscle, demand for
ethically-sourced, sustainable grocery
products is increasing.
“In the last five years, we have seen
more traction building with fair trade
products,” says John Marron, director of
commercial relations and marketing with
Fairtrade Canada. “Consumers want to
know where their food is grown and
retailers are responding.”

D

Packaging will also have to
evolve to meet the needs of
online shopping.
When designing
packaging to be
viewed online,
and transit
packaging to
be opened
upon delivery
in the home,
the experience of
e-commerce packaging
must reflect consumer
expectations from shopping with that
brand in-store. ●
VISIT US AT
WWW.CCCABOX.ORG
TO LEARN
MORE

Proud supporter of the Paper & Paperboard
Packaging Environmental Council (PPEC)
www.ppec-paper.com
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A FOCUS ON PACKAGE INNOVATIONS
THAT EXTEND FOOD FRESHNESS,
PRESERVE INGREDIENT FORTIFICATION,
AND ENSURE SAFE DELIVERY IS
INCREASINGLY BENEFITING CONSUMERS.

John Marron, director of commercial relations
and marketing with Fairtrade Canada.
Fairtrade Canada has seen more traction in
the past five years when it comes to fair trade
products.

Fair Trade Growth Means Profitability
Numbers Talk
Canada has 7,000 fair trade certified
products available. In 2017, total sales
were $456 million — a staggering 16 per
cent increase over 2016. Sales are expected
to surpass that in 2018.
Neilson statistics show fair trade
chocolate sales increased at twice the rate
of non-certified, in the United States.
Unit sales increased by five times the rate
of non-certified.
“The data shows that people are checking
labels and doing research before they go
shopping,” notes Marron. “The millennial
age group in particular is not necessarily
buying the brands their parents did.”
Claiming to be fair trade certified is
not enough. Research showed that 79 per
cent of people want a third party
validation of any social or environmental
claim, such as the fair trade certified logo.

When a product bares the fair trade
logo, consumers are assured that workers
and livestock are treated reasonably,
regulations and democratic processes are
in place and transparency exists. In 2017,
premiums of $5.6 million from Canadian
sales was reinvested in health care and
education in communities.
Damien Bryan, general manager of
Discovery Organics says, “All of a sudden
people are starting to understand the
treatment of workers. Fair trade helps
guarantee purchases support that. To the
informed consumer, carrying fair trade
products tells them the store cares.”
“It is a complete transformation of
communities,” notes Tom Hanlon-Wilde,
co-director and sales and marketing
director with Camino/LaSiembra Cooperative. “Consumers are balancing their
purchases with desires to help farmers.”

Sustainability Sells
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Federated Co-operatives is
seeing a lot of brand alignment
with fair trade.
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Tracking and Connecting
Traceability of products tells consumers
they are getting what they are paying for.
“We want to be healthy people,
from healthy food, grown in healthy
soil,” says Stacey Toews, co-founder and
communications catalyst with Level
Ground Trading. “We have a full chain
of custody of products from farm to shelf
which is increasingly tracked.”
Fair trade products offer a high quality
product that builds consumers’ trust in
retailers.
“People are more connected to their
food and are trying to reconcile their
grocery list with their values,” notes Sarah
Dobec, marketing manager of The Big
Carrot Community Market. “In our store,
customers have their values set and we
add to that.”
By connecting store product lines with
consumer values, retailers also let
customers know that they value the same
philosophies.
Kelly Herdin, food marketing manager
centre store food, Federated Co-operatives
Limited notes, “There is a lot of brand
alignment with fair trade. Similar values

of social responsibility adds value to our
store and gives consumers choice.”
Even with a higher price point consumers reconcile that with the social
benefits when they believe it is worthwhile.
“Millennials are used to not affording
things, so they spend where they see
the value,” says Hanlon-Wilde. “Often
people eat conveniently or out, so they
want something special when they make
it at home.”

Show Off
Creating a dedicated fair trade section
may not be necessary. During promotions
like Fair Trade Month in May, a display
makes sense because of the national focus
on those products, but typically, they do
well in the category section.
“Ultimately, the strength of it needs to
be that it holds its own on the shelf,” says
Bryan. “Special displays for a time are ok,
but generally the product sells itself.”
Marron agreed, noting, “Retailers may
find it sells better when put together with
others of like origin. Placing more fair
trade items in higher foot traffic aisles
gives it more exposure.”
Free point of sale materials are available
from Freetrade Canada that can be paired
with online and print marketing efforts.
Dobec suggests “Calling it out on the
shelves” allows stores to let consumers
decide while demonstrating a commitment
to ethical products.
Herdin also suggests “Demos or
temporary discounts to reduce barriers
to consumers trying it.”
Fair trade humanizes the food chain;
the power is in the story. Sharing those
stories is critical to successfully carrying
fair trade products.
“Always get the POS that tells the
story,” suggests Bryan. “It tells how the
money goes back to communities. That
engages consumers and promotes buy-in.”
Toews says that those stories and
“putting faces to products connects
consumers to the product and shows it
comes from a real place with real people.”
Federated Co-op Ltd. has had good
response to website and flyer inserts with
producer stories. Stories illustrate societal
benefits of fair trade products.
Many of The Big Carrot’s consumers
had already made the choice to support
fair trade. They successfully host
information nights that also showcase
products.

Always Changing
New products are regularly coming into the market.
“We see the originals, but it has become almost expected that
other categories need a fair trade option,” notes Dobec. “We see
many interesting new categories like blueberries and rice.”
Camino has an established line of top-selling chocolate bars
and products. According to Hanlon-Wilde, they also offer “pure
cocoa, baking ingredients and sugar with a lot of flavour.”
Level Ground Trading now offers coffee and tea in varied
sizes to reduce commitment barriers. Most interesting is the
new shipping to display packaging. Perforated tear away boxes
are strong enough to stack, require no additional shelving and
create easy displays.
In 2017, Co-op launched their house brand fair trade products
as a natural progression of their success with fair trade items,
including the Co-op Gold PURE chocolate products.

Continuing Growth
Consumers want companies to be ethical in their dealings and
production. A significant number of future shoppers are learning
about it on university campuses. Large grocers are developing
their own lines, increasing the facings of fair trade products
because continued growth is expected.
Demand for ethically-produced products offers retailers
opportunity to develop consumer relationships. Carrying fair
trade items demonstrates commitment to those values. Doing
so will keep retailers profitable. ●
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in the bag
Camino Launches New Products
Camino has launched two new products into market under the
Cuisine Camino line of allergen-friendly baking chocolates: the first
sugar free – 100 per cent unsweetened chocolate chip from a Canadian
co-operative, along with MINI chocolate
chips in the popular semi-sweet recipe.
Camino’s two new
chocolate chips are sure
to please all types of
consumers. The Camino
brand, already known, for
its ethical, fair trade and
organic products, release
these new chocolate chips that are also vegan, made in a dedicated
allergen-free facility and free of the top priority allergens in
Canada; allowing everyone to enjoy!
La Siembra Co-operative, the owners of the Camino brand, have
also launched a new brand into Canada: Equal Exchange. Since
1986, Equal Exchange, known for its organic fair-trade coffee has
built enduring relationships with coffee cooperatives around the
world. La Siembra Co-operative now offers Equal Exchange’s
renowned nuts and dried fruit.

Makulaku – Happy Reindeer
Makulaku has introduced three flavours of Happy Reindeer
organic licorice from Finland to Canadian consumers. In 1997
Makulaku launched the first black organic licorice to international
markets. In 2011, Makulaku
was once again the first
company to introduce a
new product range
consisting of organic filled
licorice. Happy Reindeer
organic licorice is vegan
and comes in the traditional black flavour as
well as Strawberry and Mint and Cacao filled varieties. The black
licorice is made without molasses for a smoother flavour.
Happy Reindeer is available through Tree of Life Canada.

Discover Obrigado Premium 100%
Coconut Water from Brazil
From the sunny beaches of Bahia, Brazil
there’s only one coconut water with the pure,
fresh-from-the-coconut taste of Obrigado.
The company owns more than 400,000
trees on their farms in Bahia. They harvest
the coconuts when they’re young and green,
because that’s when coconut water tastes
best. Obrigado is bottled right on their farm
using a patented extraction method that
prevents air and light — which can alter the
taste — from touching the coconut water, so
it tastes like you’re drinking from a fresh coconut. Never from concentrate. No added sugar, preservatives, flavours or GMOs. Just premium
100 per cent pure coconut water. Just like in Bahia.
ContactUSA@obrigadonatural.com or call 1-888-OBRIGADO
ObrigadoNatural.com
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WHAT’S NEW & IMPROVED IN THE GROCERY AISLE

Bosa Introduces Don
Pedro Valencia Rice
Don Pedro Valencia rice is a short-grain
variety of rice, primarily cultivated in the eastern
parts of Spain. It is commonly used to make
paella and other dishes in Valencian cuisine.
Valencia rice is a pearly white colour and a
uniform consistency. One important property is
its ability to absorb two or three times its volume
in water without bursting. As a result, more
water is needed to cook these products than other similar varieties. Additionally, the grains of this rice tend to hold their structure well after cooking.
For more information: www.bosafoods.com

IOGÖ NANÖ: A Yogurt with No
Refined Sugar Added!

QUESAVA Moves Forward!

QUESAVA is expanding to national distribution in Canada on the
strength of new plant-based, gluten-free pockets — samosas, perogies
and ravioli and the already popular mostly-plants cheese poppers all
in new packaging designed for six sku block merchandising!
Three plant-based pockets are; Cheddar Style Potato Perogies
using plant-based cheese (Daiya’s Cheddar Style Shreds), Green Pea
Potato Samosa and Sweet Potato Ravioli. Three mostly-plants
cheese poppers are; 3 Cheese Garlic & Onion, 3 Pepper Fiesta
and Zesty Basil Pesto. The company provides clear-plexi branded
merchandisers to banners carrying all six skus.
Contact info@quesava.com for images and detailed information

nanö meets the demands of
many parents by reducing the sugar
content of yogurt: 4g of sugar per
60g cup that comes from fruit and
milk. This product saw the day
with Agropur’s leadership in reducing
the amount of sugar in its products
and responding to the trend
of snacking by offering nutritionally relevant products for children.

Natrel Launches Organic
Lactose-Free Butters
Natrel organic butter and lactose-free
butter, recognized for the quality and
simplicity of their ingredients, are being
introduced to Western Canada. With its two
butters now available nationwide, Natrel invites
consumers to rediscover the great taste of
butter made with 100 per cent Canadian milk.

Aurora Has the Panettone!
Aurora Limoncello Panettone
Authentic Italian panettone made
with a smooth limoncello cream, that
will keep you coming back for more.
Available in other flavours such as;
Classic, Choco Cream, and Pandoro.

Lindt Panettone
Lindt Panettone - A premium
panettone with Lindt dark chocolate.
Provides current panettone consumers with an elegant Christmas gift,
while also converting new consumers
into panettone lovers.

Red Bull Winter Edition Plum Twist
Returns Just in Time
Canadians have spoken and after a successful
launch in 2017, Red Bull Winter Edition Plum
Twist returns for another snow-filled season of
adventures. Available for a limited time only,
the seasonal flavour provides the same wings
of Red Bull® Energy Drink with the smooth
taste of plum. As part of the Red Bull Editions,
Red Bull Winter Edition can be found alongside
Red Bull Kiwi Twist Edition, Red Bull Tropical
Edition, Red Bull Blueberry Edition and Red Bull Coconut Edition.
Red Bull Winter Edition will be available in 355ml cans and 250ml
4-packs across the country while quantities last.

Snowcrest Sets Out to Save The
Fruit with Perfectly Imperfect
Frozen Fruits

Anna’s Country Kitchen Introduces
Skinny Thins/Skinny Chips
Anna’s Country Kitchen Skinny
Thins and Skinny Chips are a delicious
snack that are GMO free and all
natural. They contain no hydrogenated
fats and are oven baked! Perfect
paired with many antipasti and
condiments.

Oikos Announces First Certified
Organic Products
Oikos, Canada’s best-selling brand
of Greek yogurt, has announced the
highly-anticipated launch of its first
products to be certified organic.
The new Oikos Organic Greek
yogurt features the brand’s delectable rich, smooth, creamy texture, prepared in Canada exclusively
using organic milk from certified farms in Ontario. Available in two
delicious flavours — Plain and Vanilla — it features only the best
ingredients, with no artificial flavours, sweeteners, or preservatives.
Like all certified organic products, Oikos Organic yogurts are made
without genetically engineered ingredients.
Prepared using three times more milk than traditional yogurt,
Oikos Organic products can be enjoyed on their own or as a
protein-rich base for a smoothie, dip, soup or other recipe.

Snowcrest has launches its line of Perfectly Imperfect frozen fruits
that contain “ugly” but perfectly wonderful fruits that simply didn’t
make the grade due to size or look. This new line is the company’s
way to tackle the food waste problem in Canada, which is among the
world’s worst according to a recent report by the Commission for
Environment Cooperation. SnowcrestFoods, the parent company of
Perfectly Imperfect Frozen Fruits, is the only B.C. based producer to
take on this initiative at a national level and second only to Loblaw’s
imperfect frozen produce initiative. Perfectly Imperfect Frozen Fruits
have high nutritional value and are ideal for cooking and baking,
making delicious smoothies or as toppings for cereals and yogurts. They
are also more affordable than other non-imperfect brands.

Baby Gourmet Introduces
First Fish Offering for Babies
Baby Gourmet, leading Canadian innovator of
organic baby food is continuing to disrupt the baby
food aisle with sophisticated blends and is now
offering the first ever fish offering for baby to hit
supermarket shelves in Canada: Salmon & Veggie Pot
Pie. Baby Gourmet is expanding on its reputation as baby food
innovators with its mission to help parents develop baby’s palate
while offering the highest quality organic ingredients available in its
purees. Salmon Pot Pie is made with organic carrots, parsnips,
spinach and Atlantic salmon and contains 390mg of Omega-3s.
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ID Foods Corporation . . . . . . . . . . . . . . . . . . .54
Italpasta Ltd. . . . . . . . . . . . . . . . . . . . . . . . . . .52
Jan K Overweel . . . . . . . . . . . . . . . . . . . . 147, 53

Jelly Belly Candy Company . . . . . . . . . . . . . .69
La Siembra Cooperative/Camino . . . . . . . . .74
Level Ground Trading Ltd. . . . . . . . . . . . . . .75
Lower Mechanical Services . . . . . . . . . . . . . .15
Manitoba Beef . . . . . . . . . . . . . . . . . . . . . . . . .63
McLean Organic Foods . . . . . . . . . . . . . . . . . .32
Naturally Splendid . . . . . . . . . . . . . . . . . . . . .26
Oak Ridge Meats . . . . . . . . . . . . . . . . . . . . . . .17
Obrigado . . . . . . . . . . . . . . . . . . . . . . . . . . . .OBC
Ocean Brands . . . . . . . . . . . . . . . . . . . . . . . . . .51
Plainsman Equipment . . . . . . . . . . . . . . . . . . .15
Prairie Harvest . . . . . . . . . . . . . . . . . . . . . . . .42
Pratts Wholesale . . . . . . . . . . . . . . . . . . . . . . .18

Quejos Ancient Foods Inc . . . . . . . . . . . . . . .28
Rock Ridge Dairy . . . . . . . . . . . . . . . . . . . . . .30
Sobeys Wholesale . . . . . . . . . . . . . . . . . . . . . .14
Spark Eggs . . . . . . . . . . . . . . . . . . . . . . . . . . . .40
Superior Havest Foods Inc. . . . . . . . . . . . . . .63
The Cholula Food Company . . . . . . . . . . . . .56
To-Le-Do Foodservice . . . . . . . . . . . . . . . . . . .17
Tree of Life . . . . . . . . . . . . . . . . . . . . . . . . . . . .8
Ultima Foods Inc. . . . . . . . . . . . . . . . . . . . . . . .37
Unico . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .48
Veritiv . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .17
Winkler Meats . . . . . . . . . . . . . . . . . . . . . . . . . .15
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RETAIL COLLABORATION

By Jeff Doucette

Western Canada’s Largest
Trade Show & Conference

Walmart Grocery Poised for
Substantial Growth
ust a few days before sitting down
to write this column, Walmart
Canada announced that it would
be launching several innovations to
make online grocery purchase and pick
up easier for Canadians.
Many of us have already seen the
wave of orange “Pick-Up” signage taking over the parking lots and interior of
Walmart locations across the country.
Walmart’s most recent announcement
includes Mobile Check-In functionality
in the Walmart app, which notifies store
staff that you are on your way and
speeds up your grocery pick-up.
In addition, Walmart will launch PickUp Towers in select Ontario locations.
These basically act as giant self-serve
vending machines for online customers.
The shopper arrives at the store, enters
their order PIN and the machine dispenses their order all without interacting with one human in-store.
I am confident that given the size of
our geography and the overall economics of online grocery sales, that grocery
pick-up will be the dominant method
for buying groceries online in Canada.
It cuts costs and uses the existing physical brick-and-mortar infrastructure
and stores are already conveniently
located near large pools of consumers.
While we haven’t seen it yet, the
purchase of Shoppers Drug Mart by
Loblaw provides over 1,000 convenient
pick-up points for grocery orders.
Watch this space for more…
Turning back to Walmart, I just
returned from almost a week on the
ground in Walmart’s home territory in
Northwest Arkansas. I was able to contrast the history of the world’s largest
retailer at the company museum in Bentonville, but also the company’s future
reflected in the amazing shopping experiences delivered by its current stores.
Those orange pick-up signs are every-

J

where in the area and pick-up is the
dominant message that you see as you
pass stores on the interstate or as your
approach the parking lot. Walmart is “all-in” on pick-up.
When asking locals about
pick-up, most I spoke with automatically whipped out their smartphones and gave a brief demo of the
app, stated how frequently they use it
and how it saves them so much time
and effort. Walmart has always been
about saving money, but time is money
and shoppers believe they are doubledipping when they use Walmart’s ecommerce services.
During a guided store tour at a Walmart store we were unable to visit the
grocery pick-up area as the store manager told us it was simply too busy to
have extra guests in that part of the
store as they prepared for the drivehome rush.
Given its success in the U.S. and the
recent announcement of $175 million in
store renovations in Canada to allow for
a seamless online to bricks-and-mortar
store experience, we will definitely see
more of a push on Pick-Up in the Canadian market.
One watch-out in the whole online
grocery discussion is that despite being
exciting, new and driving grocery sales
growth for retailers like Walmart, the
bulk of the business is still being done
by shoppers pushing baskets around
in the physical store. It is easy to
get caught up in the online frenzy but
retailers who ignore the in-store experience do so at their own peril.
Walmart U.S. impresses with the instore experience as well.
Standing in one of the latest versions
of the Walmart Supercenter south of
the border, made me feel that most fullservice supermarkets in Canada have
reason to be concerned. Moving around
the store you see excellent produce in a
bright and appealing presentation,
home meal replacement that offers a
wide-range of options tailored to the
local market, neat and tidy end cap displays focusing on single items that
make an impact, staff that engage with
shoppers in a friendly and helpful way
and store signage that is at the same
time functional and creates an environ-

The U.S.
business
is thriving
and the border
is just a line on a map.
ment more in-line with Whole Foods
than No Frills.
Interestingly pick-up also adds to the
in-store experience by diverting a significant amount of shoppers from the
checkouts, speeding up the shopping
trip for everyone.
The execution of all of this is aided by
smartphone tools that give store managers all the information they need to
run their stores from the store floor
instead of the back office. Store performance, inventory, staffing and even the
weather is integrated into a suite of
tools that make the store manager a
high-tech, real-time decision maker.
Walmart Canada has gained significant market share already, mainly
through price leadership. The rapid
growth in store count and Supercentre
conversions strained the retailer’s ability to deliver on the non-negotiables of
great perishables, always in-stock and a
quick and easy shopping experience.
Now that store count growth and conversions are slowing, look to Walmart to
refocus on in-store and online experiences to win an even bigger piece of the
Canadian grocery market. ●

Jeff Doucette is the founder of “Field Agent Canada” a smartphone driven audit service that is
revolutionizing how retail audits and mystery shops are completed in Canada.
He can be reached at jeff.doucette@fieldagentcanada.com
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Obrigamdeaons

“ThankYou”

in Portuguese, the language
of Brazil (Oh-bree-gah’doh)

this side of Bahia, Brazil.
Discover Obrigado Premium
100% Coconut Water from Brazil.
From the sunny beaches of Bahia,
Brazil there’s only one coconut water
with the pure, fresh-from-the-coconut
taste of Obrigado. We own more than
400,000 trees on our own farms in Bahia.
And we harvest the coconuts when
they’re young and green, because that’s
when coconut water tastes best. Then
we bottle Obrigado right on our farm,
using a patented extraction method that
prevents air and light – which can alter
the taste – from touching the coconut
water, so it tastes like you’re drinking
from a fresh coconut.
Never from concentrate. No added sugar,
preservatives, flavors or GMOs. Just
premium 100% pure coconut water.
Just like in Bahia.

Contact Aurantiaca USA:
ContactUSA@obrigadonatural.com or call 1-888-OBRIGADO
ObrigadoNatural.com
©Aurantiaca USA LLC 2017

