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market update
Food Banks BC Receives Large Egg Donation
Food Banks BC is the recipient of a significant donation of eggs from
BC’s egg farmers. As the economy took a hit due to COVID-19, food bank
usage increased. BC’s egg farmers knew they had to do something to
help. As a result, BC Egg, the organization representing all registered egg
farmers in the province, will donate 25,000 dozen eggs to Food Banks
BC each week.
“As we started to see the huge number of job losses caused by
COVID-19, we knew the food banks would be seeing more clients as people
looked for assistance feeding their families,” says Gunta Vitins, BC Egg
Board Chair. “We’re farmers — we produce nutritious food every day. We
couldn’t let people go hungry when we have the ability to help.”
Thanks to partnerships with egg graders: Island Eggs, Farmer Ben’s and Golden Valley, each of the
Food Banks’ five hubs in BC receive a weekly supply of eggs. Individual food banks pick up the eggs,
along with other nutritious food, from the hubs to support their clients.

Del Monte Fresh Produce Announces
Resignation of Danny Dumas
Danny Dumas has decided to leave Del Monte Fresh Produce
N.A., Inc. During his tenure of over 20 years with the company,
Dumas held several positions, including vice-president
operations, Europe & Africa, vice-president North America
Sales & Product Management (Banana and Pineapple
Danny Dumas
Programs), as well as district sales manager, Canada.
Del Monte Fresh Produce also announced that Annunciata
(Nucci) Cerioli is expanding her responsibilities from senior vice-president,
operations, North America to include sales and product management for North
America and is promoted to the new role of senior vice-president, North America.

Annunciata
(Nucci) Cerioli

Ideon Packaging Acquired By GLBC
Great Little Box Company (GLBC) has acquired Ideon Packaging, considered one of the most
significant acquisitions the industry has seen in recent years. The acquisition of Ideon by
GLBC — an award-winning manufacturer and distributor of packaging solutions since 1982
— brings together two independent and locally-owned businesses with a shared focus on quality,
innovation, people and culture.
Together, GLBC and Ideon will offer a breadth of products, service and customer excellence
unlike anything in the North American market. Working alongside each other both groups will
unite leadership teams with a focus on furthering innovation, growth and care for their employees
and customers.
What this means for customers is they can expect
the same exceptional quality,
service and innovation that
has come to distinguish each organization - but with a deeper product and service offering
In the coming months, these two packaging leaders will operate alongside each other in their
existing facilities working towards long-term integration. With a mantra of “Better Together”
GLBC will ensure job security, innovation, people, and culture remain a priority.
According to GLBC President, Brad Tindall “Since 2001 Ideon has been a fierce competitor
vying to build relationships, trust and business. We have always respected the way in which
Ideon’s people, leaders and owners act and compete in the market. We look forward to working
closely together to further our capabilities and success.”

The Lump O’ Coal Corp Helping Adults with
Developmental Disabilities
To keep up with product demand & social distancing
protocols The Lump O’ Coal Corp now has two assembly
facilities with fewer people working at each facility. They
continue to offer work opportunities to two not for profit organizations in their community,
providing ground zero training to adults with developmental disabilities. Sales numbers have
been increasing year after year and distribution is increasing in Western Canada. An average of
86 per cent sell thru at store level makes Lump O’ Coal the perfect socially conscious local product.
For more information: www.lumpocoal.ca
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Fresh St. Market
launches Farm to
Fresh St. Market in
all its stores
To help support British Columbia’s
local farmers, Fresh St. Market
is launching a new program to
strengthen their relationships with
20 B.C. farms, who will bring
produce from their crops to our five
locations. Farm to Fresh St. Market
began June 6 and will continue
every Saturday until September,
from 11 a.m. to 3 p.m. Customers
will have access to even more hyperlocal fruits, vegetables, and other
produce at the food market, starting
with B.C. strawberries, potatoes, and
rhubarb.
“At Fresh St. Market, we’ve always
had a mandate to promote B.C.-grown
produce and goods and now we’ve
opened up an opportunity to support
at least 20 farmers and their crops,
in new ways,” says Mark McCurdy,
vice-president, Fresh St. Market. “With
our new Farm to Fresh St. Market
Saturdays, we hope to further
increase our customers’ access to
local produce. Eating local and buying
local is more important now than
ever. It’s exciting for us, especially
with berry season already here.”
Fresh St. Market is trialing the new
program with strawberries from
Abbotsford’s Berry Haven Farm,
baby eggplants from Delta’s Windset
Farms, and new baby potatoes from
Heppell’s Farm in Surrey.
“Over the years, Fresh St. Market
has developed great relationships
with local farmers, and we hope this
new initiative will encourage our
customers in joining us to support
them,” adds McCurdy. “Summertime
is when our province’s best harvests
get to shine — Okanagan peaches,
cherries, heirloom tomatoes. We will
even have cantaloupe melons coming from Oliver’s S&G Farms and
Mann’s, as an example.”

Interview with Ajay Handa

Are your products available across Canada?

Director, Canadian Operations
of Future Enterprises Pte Ltd.

Yes, Kracks are available at multiple retailers across Canada.
In July 2020, we have launched an
exciting range at Walmart Canada.

(a member of Food Empire Holdings Ltd., Singapore)

Can you provide us with some information about Food
Empire and who they are?
Hailing from Singapore, Kracks Potato Chips are the core snack
product of Food Empire Holdings (Food Empire), an SGX
Mainboard listed and global company in the food and beverage
sector. Established in 1982, Food Empire has a wide range
of food and beverage products in more than 50 countries
worldwide. Since 2018, Food Empire has been breaking into
the Canadian market and bringing the Kracks brand to the
Great White North!

Do you have any new products?
This year we launched 2 new flavours - Hot & Spicy and Cheese
flavours - in addition to the existing 4 flavours (Original, Sour
Cream & Onion, Barbeque and Wasabi).

Prepared only with the highest quality ingredients, Kracks Potato
Chips are a delightful snack with a wide range of bold and delicious
flavours. It is the perfect snack for sharing with family and friends,
and a delightful treat that adds a little extra crunch to your day!

What is next for Food Empire?
We have more SKUs of potato chips and other food categories
in the pipeline. We are committed to supporting our brands
and continue to supply products of the highest quality to
Canadian consumers.

market update

LOACKER WANTS TO HELP CANADIANS SPREAD GOODNESS

BEEF IS STILL ON THE TABLE
There is little doubt beef will remain a staple in the Canadian diet throughout the COVID19 pandemic. The question is: at what price? Low demand from food service and the shift of
product through retail created logistical disruptions for a time.
To start 2020, average beef retail prices were up two per cent from last year in January
and up one per cent in February. In mid-March, retailers experienced soaring consumer
demand as social distancing measures came into place with COVID-19. The surge in buying
filled freezers and left the meat counter empty temporarily.
From February to May, food services demand typically heats up the middle meat market,
supporting beef prices at wholesale. This spring, that is likely to be muted. Daily U.S. Choice
rib primal prices took a chilly 25 per cent dip into April. Restaurant capital flows will remain
frozen until public health policy thaws.
As the weather heats up, consumers get more comfortable
with cooking at home on the grill. Retailers have opportunities
for bargain buying middle meats at wholesale given the void
left by food service. Meat prices are expected to remain volatile
as packers make decisions around processing levels. But it
should be remembered there are plenty of supplies that just
need to get through the processing plant.
The retail price of beef rose seven per cent in May responding
to a temporary supply squeeze. Beef supplies stabilized in June, food service is back at the
table and nearly one million Canadians are back at their workplaces. The full impact of public
health policy is now unfolding with consumer demand the leading market force to watch
next quarter.
Cautious optimism is warranted. Employment grew 1.8 per cent in May and consumer
confidence rebounded 19 per cent in just three weeks. This positive outlook differs from the
trends behind historical 21st century lows in beef demand. Two years after the 2008
financial crisis, the demand index fell eight per cent from 103 to 95 in 2010. These lagging
effects are not apparent in today’s economic reality. The gradual and sustained economic
dampening in 2009 is nothing like the sharp drop and rebound that disrupted 2020’s second
quarter economic activity. Unlike 2009, youth and low-income earners have been hit
hardest, meaning that the demand for premium products may still be sustained today. The
bottom of this recession may be behind us, but no one is dismissing the potential of a second
wave of COVID-19 and further disruptions.

Kracks Potato Chips
Established in 1982, Food Empire manufactures and
markets a wide range of food and beverage products in
more than 50 countries worldwide over the past decades.
Food Empire has been breaking into the Canadian market
since 2018 to bring the Kracks brand to the Great White
North! As of July 2020, it will be available across the
country through Walmart Canada stores.
For more information: www.kracks.com/canada

New Record-Breaking
Maple Syrup Harvest
Despite the Pandemic
Almost four months after the official
launch of the 2020 sugaring off season,
the Québec Maple Syrup Producers, in
partnership with the Maple Industry
Council, have announced a new record
for maple syrup production. This year’s
harvest is estimated at more than 175
million pounds of maple syrup for all of
Québec, an average yield of 3.59
pounds per tap
Although the pandemic had an
impact on processes and methods, the
syrup kept on flowing. An additional
2.3 million taps in the last two years
and a chilly April could explain why this
season was so successful. “We’re
delighted at the announcement. After
an uncertain start to the season and a
bumpy road along the way, it’s very
welcome news,” said Serge Beaulieu,
Québec Maple Syrup Producers president since 2007. “The resilience and
ingenuity of our maple syrup producers
during the pandemic has certainly paid
off, and I couldn’t be happier. This most
unusual year is one we won’t forget.
It will go down in the history of our
organization,” he added.

It is gearing up to be an unusual summer for Canadians and finding moments to enjoy together by Choosing Goodness is more important
than ever before.
For Loacker, the Italian heritage brand that makes premium wafers with only pure simple ingredients, Goodness is a Choice. To Choose
Goodness means finding moments to relax and unwind. It means cooling down from the summer heat at a lake or in the shade of your own
backyard. It means finding joy in the simple pleasures
of life. It’s about sharing kindness and savouring
moments together.
The Loacker Choose Goodness Survey, conducted
by Angus Reid, found that the majority of Canadians,
60 per cent, aged 18-54 say that choosing goodness
means spending time with family.
While Canadians are going about their daily lives
and carefully practising physical distancing, more than half (53 per cent) of Canadians aged 18-54 say they Choose Goodness through family
dinners, and a full one third (33 per cent) Choose Goodness through baking together.
Loacker offers Canadians the opportunity to say #IChooseGoodness through its diverse range of flavourful wafers. They can be enjoyed
on their own, as a snack, or used as a pure ingredient in baking flavourful, homemade desserts. Loacker wafers are made with pure, natural
ingredients, offering “better for you” choices.
Loacker chooses goodness in all its ingredients. Free of preservatives and using no added artificial colourings, added flavours or GMOs, its
tasty wafer assortment use only the finest, natural ingredients made with exquisite Italian hazelnuts, an exclusive blend of cocoa, high quality
milk and real Bourbon vanilla.

Nuts For Cheese Becomes the World’s First
100 per cent Dairy-Free Cheese using
Fairtrade Ingredients
An established leader in Canada’s natural product and vegan cheese categories, Nuts
For Cheese has joined the growing Fairtrade movement, sourcing key ingredients like
cashews, coconut oil, coconut milk, turmeric and black peppercorns from the global
south to produce the world’s first Fairtrade Certified vegan cheese. The Fairtrade
process of certification means a product was fairly grown, traded and is physically
traceable, allowing producers, workers and their families to live with dignity.

Thanks to Co-op, a Forgetful
Husband and Sauerkraut
In something of a Prairie fairytale, Helene
Woitas went to the Co-op Food Store to get a
jar of sauerkraut and ended up coming home
with $100,000.
Woitas’ husband, David, had initially gone for
groceries but returned without the sauerkraut
on the list. She went back to the store for the
Prairie staple and discovered she had picked up
the seventh game piece needed to win the grand
prize in Co-op’s Fuel Up to Win promotion.
“I couldn’t believe it at first. I thought
there would be others and there would
just be a draw,” Woitas said. “That was the

For many Canadians, sustainability and ethical supply chains are an expectation of
brands they love. The independent certification supports farmers and workers through
fair practices with a focus on the environment, economy and social justice. “In Canada,
it’s easy to take basic human rights for granted. One of our core values is conducting
business with integrity. We appreciate how ethically conscious our consumer base is and
we truly believe in making a difference through business,” says Founder and Chief
Executive Officer Margaret Coons. As a young, award-winning entrepreneur, Coons is
a pioneer in the natural product category, leveraging her background as a certified
vegan chef and making no sacrifices to quality or ethics, even as the company scales
production, outgrowing four facilities in only five years in business.

Kuterra Salmon Partners with Ocean Wise
Seafood Program
Kuterra Salmon, a worldwide leader in land-based closed containment salmon farming,
has joined the Ocean Wise Seafood program as a new partner. Kuterra’s sustainably
raised, great-tasting Atlantic salmon will now carry the Ocean Wise symbol, assuring
consumers they are buying ocean-friendly seafood.
“Whether you live on the coast or in a landlocked city, choosing sustainable
seafood is vital to ensuring that our oceans, lakes and rivers remain healthy and
resilient.” said Sophika Kostyniuk, Ocean Wise Seafood program manager. “Ocean
Wise Seafood and its valuable partners continue to make it easy for seafood lovers
everywhere to make that choice.”
Kuterra, located on North Vancouver Island in British Columbia and operated by
aquaculture leaders Emergent Holdings LLC, was the first land-based salmon farm in
North America, and only the second in the world, to operate on a commercial scale,
using a recirculating aquaculture system (RAS) that is sustainable and minimizes
environmental impact.
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Regina Resident Wins
$100,000

last surprise I expected. It couldn’t have
happened at a better time.”
Woitas, who has run a daycare out of her
Regina home for 35 years, and her husband have
been Sherwood Co-op members for decades.
They discussed using some of the winnings to
complete some renovations. The rest, she said,
will be put into savings to help with retirement.
More than $8.5 million in prizes and
discounts were available to Co-op customers
in this year’s Fuel Up to Win contest, which
was held March 5 to April 29. The $100,000
grand prize is a guaranteed prize that is
awarded whether or not all game tickets are
found. However, Co-op customers have
found the single winning game piece to defy
the odds — more than one in 28 million — in
four of the last five years.
WWW.WESTERNGROCER.COM 9
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By Carly Peters

Plant-Based Foods of
Canada Board Chair
Announcement
Plant-Based Foods of Canada has appointed
Sandi Hester, senior director of marketing,
natural organic and market insights, Tree of Life
Sandi Hester
ULC to the role of board chair. Hester brings
over two decades experience in the grocery
industry, primarily in the manufacturing space with companies like
Wrigley, Best Foods and Revlon. She joined Tree of Life in 2014 to
drive the growth of their natural and organic business. Since then
she has been launching products to address the needs of today’s
health conscious consumer.

Del Monte Fresh Produce N.A., Inc.
Promotes Ana Cristina Fonseca to Vice-President,
Product Management
Del Monte Fresh Produce N.A., Inc., has
announced the promotion of one of its longtime employees, Ana Cristina Fonseca, to a
newly created role – vice-president, product
management. Over the past 28 years, Cristina
has displayed a dedicated commitment to Del
Monte Fresh Produce, and, in her new role, will
lead the product management team and
Ana Cristina Fonseca
enhance supply-chain capabilities to help Del
Monte Fresh Produce meet the future needs of the organization.

The New Normal
Europe’s First RFID-Based
Self-Service Store in Finland
–Purchases Can Be Scanned
Through a Shopping Bag
A new fully automated Easy Deli store has opened in Helsinki,
Finland. The store uses RFID technology, developed in Finland by
Nordic ID, which scans all purchases made by the customer at once,
for example, through a shopping bag or a backpack. It is the first
self-service convenience store in Europe using RFID technology.
Nordic ID develops RFID-based (Radio Frequency Identification)
item tracking and tracing services for collecting product data. RFID
technology allows individual products to be scanned without visual
contact. As a result, many products can be scanned in only a few
seconds. Furthermore, there are fewer scanning errors, as not
every product needs to be scanned separately.
“The idea for this solution was triggered by the changes in
consumers’ shopping behaviour. People want to go shopping
when it suits them — close to their home and around the clock.
They do not want to wait in line and may even abandon their
purchases if the line is perceived too long. Using barcode-based
self-checkouts may even take longer than traditional manned
checkouts. Scanning the barcode of every product may be inconvenient for customers not familiar with the system, making
purchasing even slower,” says Juuso Lehmuskoski, CEO of Nordic ID.
In the retail industry, fashion and apparel were the first to
adopt RFID technology. In addition to making shopping more precise and quicker, the technology enables anticipating and reducing food waste and preventing theft.
To enter the Easy Deli store, customers start by registering on
a mobile app. This ensures secure shopping and prevents any
misuse and vandalism.
After registering, customers pick out their products and place
them on the RFID-based self-checkout, which scans all the products
simultaneously in only a few seconds. Finally, customers pay for
their purchases using Apple Pay, Google Pay or a payment card.

Cristine Laforest Appointed General
Manager Bel Cheese Canada
With 20 years of experience in the agri-food
industry, including 12 with the Bel Group, Laforest has developed her sales and marketing
expertise in the consumer goods sector,
notably at Procter & Gamble, and more specifically, in dairy products at Yoplait and Saputo.
“I am extremely enthusiastic about this new
challenge and am thrilled to lead the Canadian
subsidiary of an international company at a cruCristine LaForest
cial time in its expansion. We are taking an
important step forward with the opening of our
first plant in Canada, in Sorel-Tracy, this year. We are proud to establish
ourselves in a community that is part of an important ecosystem in our
industry,” said Cristine Laforest, general manager of Bel Canada.
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HOW COVID-19 IMPACTED WESTERN CANADIAN GROCERS
AND WHAT THE FUTURE MIGHT LOOK LIKE NOW
here’s no playbook when it comes
to a pandemic and when COVID19 hit, grocers had to pivot in every
direction. From finding solutions to supply
chain disruption, setting up e-commerce
solutions, to protecting employees and customers, this essential service had to rise to
the occasion to ensure the survival and
wellness of the communities they serve. As
the industry is being asked to adapt once
again as COVID-19 continues to move on,
some of the lessons learned will stay in
place in order to create a new normal.
No one will ever forget the images of
people clearing out shelves, carts full of
toilet paper as the WHO declared a worldwide state of emergency. Grocers were
forced to operate at “business as usual”
levels, when things were far from it.
“How quickly grocery stores understood
their essential role and worked tirelessly to
assure the public there would be no food

T

Diane J. Brisebois, president and CEO, RCC

shortages was nothing short of incredible,”
states Diane J. Brisebois, president and
CEO of the Retail Council of Canada
(RCC). “In one shopping trip people were
buying products at a one to two month
purchasing level. And empty shelves only
signified there just wasn’t enough hours in
the day for grocers to put out the product.”
Brisebois stated retailers had to not only
adjust their relationship with distribution
centres and vendors, but also had to quickly
source out alternative avenues when they
projected product shortages.
Altering logics was also essential to keeping
products on shelves. The RRC lobbed many
provincial governments, such as Ontario, to
lift the limit on hours for store deliveries for
a more efficient movement of goods from
warehouses to stores.
The organization also worked to get
packaging and labelling restrictions lifted so
vendors could readjust their production lines
— which often produced products for retail
and foodservice at a 50/50 rate.
Even with all these adjustments, pulling
from an already disrupted supply chain was
no easy feat, especially in a country where
food diversity has increased over the years.
The Canadian food system had many
WWW.WESTERNGROCER.COM 11

pre-COVID issues, explains Dr. Simon Somogyi, the
Arrell Chair in the Business of Food, and director of the
Longo’s Food Retail Laborator at the University of Guelph.
“70 per cent of the food we eat is made in Canada,
particularly in the case of packaged shelf stable goods. But
we import about 65 per cent of the vegetables and fruit we
eat as it’s too cold to grow produce outside from November
through May and have to get it mainly from places like
USA or Mexico. The fact that the Canadian border to the
USA remained open was critical to our food security now
and pre-COVID. Because of COVID-19, the Canadian
dollar dropped dramatically against the USD in late March
and that had big impact on imported food prices.”
He adds along with an increase in price on some
imported produce, meat took a hit thanks to temporary
plant closures, either due to workers contracting the
illness or processors who had to modify the layouts of

However, due to the CFIG’s advocacy efforts, there
is now a new focus in government agriculture departments
to dealing with supply disparities. “Independent grocers
are in a number of communities in this country where
there are no chains or other grocers. So if those
independents are not being fairly supplied, then that
means Canadians in those communities are not being
treated fairly and it becomes an issue of food security.”
While major disruptions reveal process weaknesses,
they also reveal true heroes, says Anna Petrova, vicepresident, supply chain for Kraft Heinz Canada.
“Collaboration between retailers and manufacturers has
been truly remarkable, and we would like to keep this
momentum going to continue managing our food supply
chain with the One Team approach. Our collaborative teams
have shown great leadership and alignment during the
pandemic, which drove amazing results,” she says, adding
with all hands on deck, and despite the unprecedented
disruption, the company’s Canadian and global operations
teams have been able to support consistent growth amongst
all categories, with some of them facing tremendous growth
over the past three months.
She states on their end, manufactures had to run
overtime, implementing temporary pay incentives to
hourly employees, and worked with some retailers to
place orders in full pallets to reduce case picking and to
speed up shipping from distribution centres. On the
retailers’ side, they increased their replenishment orders,
worked around the clock to accommodate sometimes
doubled throughput at their distribution centres, and
created extra transportation capacity.

EVEN AFTER THE MARCH SPIKE, STATISTICS CANADA REPORTED
GROCERY STORE RECEIPTS CONTINUED TO RISE, ON A HISTORICAL
BASIS, OVER THE NEXT THREE WEEKS, WITH YEAR-OVER-YEAR
SALES RISING 19 PER CENT IN THE WEEK ENDING APRIL 11.
their plants. Spacing out workers, getting PPE also
slowed down processing and the supply of Canadian
meat to grocery shelves.
The Canadian Federation of Independent Grocers’
(CFIG) concerns about beef and poultry supply issue
led to government issuing a ministerial exemption for
provincially inspected meat. “This was a direct result of
independent retail grocers in Alberta raising the issue of
beef supply with us,” says CFIG. “The resulting
exemption helped alleviate the supply issue by allowing
provincially inspected meat to cross provincial borders,
which is normally not permitted.”
CFIG also set about establishing and renewing lines
of communication between associations representing
producers, such as eggs, dairy, poultry, and beef. That
line of communication for example, pushed back a
planned increase in egg prices by a couple of months.
“There are some parts of the country, particularly in
rural and remote areas that had some challenges in terms
of supply. Those issues need to be discussed as we hopefully
begin to come out of the pandemic,” CFIG states.
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“Our connectivity and collaboration with our
customers was a key enabler to smooth out the impact
on supply chain through March and April, and to restock
retail shelves,” says Petrova.
As consumer behaviour will likely be changing postCOVID, demand sensing and understanding consumer
trends is critical to a strong supply chain, she states,
adding global supply chains are still not as stable as they

need to be. “We are still very busy resolving and
mitigating various supply challenges associated with
imported finished goods, raw, and packaging material.
A very important lesson is to ensure that while we
always remain lean and service-focused, we also need to
create capability to ensure stability and consistency of
operation in case of a major disruption.”

VIRTUAL REALITY
Many a harried family might have been familiar with
the “click and collect” option of grocery shopping
before COVID-19, but most Canadians hadn’t been
using grocery e-commerce.
According to a March
report by Dalhousie
University, as a result of
the COVID-19 outbreak,
nine per cent of Canadians
started shopping for food
online for the first time.
It may not seem like
many, but keep in mind
only 1.5 per cent of all
food sales were conducted
online before the crisis.
Whether grocery retailers
had an e-commerce program in place or were
starting from scratch, no SYNQ helps consumers
one was prepared for the text in their order for
curbside pickup.
onslaught of orders and
added expenses and labour of curbside pick up. SYNQ,
an innovative security technology based in B.C., worked
with every level of retailer, from chain to independent, to
find solutions that kept people safe and stores sane. They
helped retailers deliver an improved customer experience,
which in a time when the rest of their world was upside
down was a huge comfort to customers to have some
things seem ‘better’ than worse in uncertain times.
The company’s text your order option was a great
jumping off point for customers who didn’t feel comfortable
using an online shopping platform and for stores who
didn’t have the capacity to take orders over the phone.
Shoppers simply texted “Order” to the store, were provided
a link to begin their shopping, and used an intuitive
keyword search to find the product skus to complete their
list. Staff on the receiving end would pick the products
from the order using their own mobile device. Customers
could monitor the process in real time, until their order
was complete and ready for curbside pickup.
This was also a contentious area for many stores,
which often had allotted parking spots with a phone
number posted to a sign for customers to call when they
were there. Some people would pull up and leave in
mere minutes, while others had to wait on the line until
someone would pick up the phone.
SYNQ’s complementary software solution to text
your order was curbside pickup via text. Customers
would roll up and text the number on the sign to let

employees know what stall they are in. This information
is directly sent to store employee’s mobile devices and
all the transactions, including wait times, could be
monitored through the Pick Up Control app on the
system’s dashboard. SYNQ partnered with Microsoft
during the pandemic and development of the software –
integrating the entire solution within Microsoft TEAMS.
According to Brisebois at the Retail Council of Canada,
there’s no question that e-commerce will continue to be
utilized by all ages of customers even as the pandemic
winds down. “E-commerce grocery is not going away.
It won’t be at the frenzied pace we saw during COVID19, and it’s not going to drop off but rather stabilize.”
In-store e-commerce might also be the new normal,
suggests Nolan Wheeler, CEO and founder of SYNQ,
pointing to bulk foods and self-service areas, which may
never return to the new landscape. This vision would see
customers utilizing tablets in these areas to place an order
— say for 100 grams of walnuts — enter their name for
pickup, and have the product ready and waiting for them
at an assigned checkout when they are done shopping.
Wheeler adds this also provides a great opportunity for
retailers to cross-promote or bundle items — offer French’s
mustard when a deli meat is ordered, for example.
Even with these lessons learned, and new protocols
in place, no one can truly predict what the future holds.
However, it appears that pivoting is Western Canada’s
strong suit and the industry can once again rise to the
challenge of a new normal.

STORIES FROM THE FRONTLINES
From independents to chains, Western Canadian
retailers talk about their time during COVID.

Community Service
As a multigenerational-run grocer, De Luca’s Specialty
Food Store understands the connection between food and
family. And if there was one positive thing to come out of
this pandemic, it was the strengthening of this bond.

De Luca’s
Specialty Food
Store helped to
strengthen the
bond between
food and family.
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“People have come to appreciate quality ingredients,
meal preparation, and cooking with family more than
they have before,” says Carla De Luca, adding they,
like many other retailers, saw a dramatic spike in demand
for baking products such as flour and yeast. “We assumed
people were spending more time in the kitchen, exploring
new recipes, and baking much more than normal. Things
like chocolate chips, dried fruits, jams, and sugars starting
to be on everyone’s shopping list.”
The Winnipeg independent grocer, which specializes
in imported Mediterranean foods, meats, and cheeses
did struggle with the supply chain of products that
would typically come from Europe, but was able to still
service customers with their in-house made sausages,
pastas, sauces, and bakery items, along with supplementing
with some local alternatives.
“This ‘disaster’ situation certainly makes you think
on your feet, and react quickly. We had to take the time
to listen to customers needs, and define a new way to
serve customers for the short and medium terms,” she
says, which included adding online shopping, curbside
pickup, and delivery services. “The crisis has changed
what an average grocery basket looks like, and it forces
us to react and accommodate in order to keep up with
customer demands. Our customers have challenged us
to innovate and grow quickly, and I believe we are a
better business for it.”

Always Customer First
Right from the start of COVID-19, Save-On-Foods
stayed plugged into the needs of their communities.
“Community is everything and supporting our
communities — including our more than 2,500 local
grocers, producers and suppliers — is one of our biggest
priorities,” says Julie Dickson, managing director of
corporate services and public affairs for the B.C.-based
grocery chain.
In addition to working around the clock to ensure that
stores were, and still are being replenished quickly and
with as much locally purchased inventory as possible, the

Save-On Foods stayed plugged in to the needs of their communities.

the way with its unique click & collect and home delivery
combination six years ago.
With a surge in eCommerce demand, the grocer amplified
customer service, quickly hiring additional team members,
putting more delivery vans on the road, and ensuring the
highest standards of sanitization and safety protocols in
place to protect team members and customers.
Save-On-Foods also took immediate steps to make
sure they were able to provide continued support,
including the provision of food, to the charity partners
who rely on them throughout the year. From providing
additional support to local food banks, to helping provide
meal support to vulnerable kids in school communities,
to arranging special orders for First Nations and remote
communities, the retailer aimed to do their best to

“OUR ECOMMERCE OFFERING WAS A VERY IMPORTANT PART OF
OUR SERVICE DELIVERY DURING THE FIRST PHASES OF CANADA’S
COVID-19 RESPONSE AND CONTINUES TO BE TODAY.”
retailer adjusted operating hours to provide a quieter, more
comfortable shopping environment for seniors, and shoppers
who are differently-abled. They also adjusted eCommerce
ordering system to accommodate special requests for these
same groups, as well as essential service providers.
“Our eCommerce offering was a very important part
of our service delivery during the first phases of Canada’s
COVID-19 response and continues to be today.
Customers really seem to appreciate our unique
eCommerce offering, not only because they know the
people who are picking and delivering their orders, but
also because it’s a great tool to help plan their shop,”
explains Dickson, adding Save-On-Foods proudly led
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provide resources, tools, information, and broader
community connections to those in need.
All their efforts did not go unnoticed or unappreciated.
Dickson states customers have shown their support by
posting signs on store windows, delivering coffee, donuts,
pizza and other treats to the store teams, and making
retailers a stop on their vehicle parades in support of
essential workers.
“This pandemic quickly showed the world what we
already knew: that our team members are doing essential
work,” she says. “We’ve heard this said so many times,
by so many people, but it is so true: that we really are,
all in this together.”

A Helping Hand
As a small food producer getting your skus on shelves
is a struggle even in the best of times. Understanding some
of these companies wouldn’t survive the pandemic, London
Drugs launched the Local Central initiative, which gave
shelf space to local companies across the country.
More than 1,200 Western Canadian companies
submitted products for consideration to be made available
through the program, which started to roll out in May.
Customers will continue to see these are small local
companies, who generally use local ingredients where
possible, even as COVID-19 comes to a close.

comparable to those at Sobeys stores. While the service
is currently only in Ontario, the retailer plans to expand
the program. “This first-of-its-kind service in Canada
will fill a much needed void in the market and position
us to continue to meet the changing needs of Canadian
families,” says Chollak.
Meeting the needs of their customers and communities
was of course of the utmost concern during COVID.
Through their newly formed Community Action Fund,
over 900 communities received support from 1,500 stores
equaling millions of dollars, and, addressing the emergency
needs facing frontline community organizations as a
result of the pandemic.
“Food banks, youth shelters, school lunch programs,
church pantries, homeless shelters and so many more
across Canada were able to use our donations to secure
the essentials they needed to get through these challenging
times,” says Chollak.
They also ensured their own teammates were well
taken care of as they played a vital role in providing
Canadians with the food, medicine, and essentials they
need for their families. The retailer was the first to adopt
a Hero Pay program, which included added income, no
matter the amount of hours worked in a week, additional
pay when work weeks surpassed 20 hours, and support
for those who had to self quarantine or take time off to
care for children or dependents.
Since the start of COVID-19, Sobeys has invested over

“WE HAVE SEEN AN INCREASE IN CANADIANS CALLING FOR MORE
WAYS TO SHOP. ONLINE GROCERY ORDERING AND HOME DELIVERY
WILL BE A MAJOR PLAYER IN THE FUTURE OF GROCERY RETAIL.”
“We have been humbled by their stories and more
passionate than ever to support our local companies
through these trying times,” said Clint Mahlman, London
Drugs president and chief operating officer. “We are
excited at the prospect of continuing to grow Local
Central to help more local businesses.”

Take Care
Sobeys Inc. has a history of giving back, and when
their local communities truly needed them, the retailer
delivered - literally.
“We have seen an increase in Canadians calling for
more ways to shop. While brick and mortar is the
cornerstone of our business, online grocery ordering
and home delivery will be a major player in the future
of grocery retail,” says Scott Chollak, vice-president of
Alberta Operations, Sobeys Inc.
On June 22, the chain rolled out Voila by Sobeys, a
service that blends online grocery ordering, automated
fulfillment, and home delivery. Robots assemble orders
efficiently and safely, resulting in minimal product
handling, while Voilà personnel deliver orders directly
to a customer’s home in one-hour time windows. The
Voilà service will offer a selection of up to 39,000
products, including fresh fruit and vegetables, at prices
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a $140 million, mostly in the Hero Pay program and
additional safety procedures and equipment. “Our teams
showed up for Canadians when they needed us most and
we are all grateful for their hard work, compassion and
commitment,” says Chollak. “It has been remarkable to
see the different ways our teams and customers have
supported one another. We are overwhelmed with the
amount of heartwarming stories, a true testament to our
companies deep-rooted family values.” ●

BACK TO SCHOOL
By Nicole Sherwood

Back to the
Routine

This back to school season
will look a little different

ack to school is always an important time in
households and therefore one of the busiest
times in grocery retail. This year will be no
exception — especially with kids heading back and routines slowly returning to normal after months of being
home during the pandemic.
“This back to school season, within the new normal
will be an adjustment for both parents and children,”
says Jeremy Attridge, associate director, category
leadership, Kraft Heinz Canada.
“Parents will prioritize lunches earlier this year,” notes
Cathline James, CEO, Wise Bites. “Partly because it
will feel like they have a longer lead time to think about
it and partly because food security and food safety have

B

moved up in priorities over perhaps a new outfit or
shiny pencil case.”
James adds that she believes that retailers are looking
to find manufacturers that can guarantee food security
and food safety. “I think that is what we all learned out
of this pandemic. Countries need food security and
retailers need manufacturers that can give it to them”.
Parents will continue to focus on health and safety
when it comes to school lunches.
“Parents will continue to purchase products with clean
ingredients, immune-boosting options and those that
offer convenient solutions. Should cafeteria options be
limited or unavailable because of the pandemic, we may
see an increase in meals brought from home over the
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PRODUCT SHOWCASE
Soft and Nutritious
Wise-Bite’s new plant-based shelf stable soft mini
category was designed specifically to bring increased
nutrition to the cookie/snack world. It is a smarter
snacking choice with none of the guilt. All of their soft
mini cookies have added protein and fibre and are
made with organic coconut oil and sweetened mostly
with fruit. Their re-sealable bag keeps them fresh and lets
customers take them anywhere. Their Soft Mini Lemon Cookies
are made with real organic lemon flavour. Their Soft Mini Chocolate cookies are
made with real dairy free chocolate flavour. The Apple and Raspberry cookies taste just like the pies they are named after.

Better For You
KD Simply is a line of better-for-you mac and
cheese options delivering three unique lines. Available in KD Organic and KD Whole Wheat and KD
Cauliflower, which has the added benefit of squeezing in a serving of vegetables in the kid-favourite dish
for those picky eaters.

An Iconic Canadian Dish
KD (Kraft Dinner) is an item that is stocked in many
pantries across Canada. The one-of-a-kind cheesy
taste is always a crowd pleaser with the whole family during those busy weeknights. It has also been a
big trend to include KD as part of kids’ bento box
lunches. KD is proudly prepared in Canada and is made
with no artificial flavours, colours or preservatives. It has
recently been made even cheesier — by increasing the
amount of cheese in every box to deliver even more of
that cheesy goodness.

Going Nuts
From the makers of Kraft Peanut Butter — new Kraft
Hazelnut spread delivers a delicious spread perfect
for toast or as a snack. It is made with real cocoa,
skim milk and hazelnuts. It is made with no palm oil
and is low in saturated fat.

Satisfy a Craving
Taking the frozen aisle by storm CRAVE is all about
delivering delicious, mouth watering, ridiculously good
meals right out of the microwave in five minutes. This
year CRAVE is launching new CRAVE Melts — a line of
three delicious, crispy, cheesy and meaty melts right
out of the microwave. This crowd pleaser will have
teens excited about their next after-school snack.

Pure Quality and Great Taste
Insalatissime combine the unmistakable taste of Rio
Mare tuna with fresh vegetables and grains for a
quick balanced meal. They are ready to eat at any
time and idea for lunch thanks to the stay-fresh
packaging that preserves its freshness, flavour and
nutritional properties with no added preservatives.
Available in four unique varieties these salads are convenient for busy schedules without giving up on a
tasty, nutritional balanced meal.
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duration and some students may choose
to go home for lunch,” says Attridge.
“They will be looking for products
with added protein and fibre. Some will
be looking for FREE from products in
line with their own children’s food
sensitivities, and some will need our
individually wrapped items that ensure
less contamination from the school
environment,” shares James.
Attridge notes that parents are more
conscious than ever to ensure there is
balance in their family’s food choices.
“Categories like eggs, yogurt, cream
cheese and peanut butter tend to do well
and we should expect baking to continue
to grow as Canadians show their baking
skills from coast to coast.”
With this in mind retailers need to
know the best way to merchandise their
back to school section.
James suggests creating areas in the
store for parents to choose healthier
options, school safe and free from options
with great signage.
“Back to school signals the mad rush
for parents as they come to grips with an
end to summer and the start of scheduled
breakfasts, snacks, lunches and dinners,”
Attridge says.
He notes that making the lives of these
busy parents easier by grouping products
on display can help them focus on what
meal they are shopping for and their
options within.
“A great back to school display is one
filled with colour and inspiration to grab
the shoppers’ attention while providing
a mix of both the best-selling items and
some category innovation. However, the
best display is often the first one that gets
their attention as back to school shopping
and planning can start two months prior.”
“Our portfolio has some of the best
back-to-school loved products by kids
and university students. This year
specifically we have a few new treats that
we know families will love,” shares Daniel
Gotlib, associate director, brand building
and innovation, Kraft Heinz Canada.
Wise Bites shipper for the Soft Mini
category makes “it easier for parents to
quickly identify these three things: they
are delicious, they have added nutritional
value, they are school safe and free from
the top 14 allergens,” shares James.
It is clear that whatever the post-pandemic
back to school future brings that retailers
and manufacturers will be ready. ●

BAKING INGREDIENTS
By Carolyn Camilleri

KEPT HOME BY THE PANDEMIC, CANADIANS DISCOVER THE JOY OF BAKING
s Canadians adapted to school
and workplace closures, selfisolation, and restrictions on
daily activities, they found themselves
with time on their hands — and many
turned to home baking.
A March 31 Global News article quotes
Julie Van Rosendaal, Canadian cookbook
author and creator of the recipe site
Dinner with Julie, as saying, “Traffic to
my site has about quadrupled in the past
couple weeks. Beyond baking, everyone
is cooking all their meals at home right
now, which is amazing to see.”1 A week
later, the Globe and Mail reported that
Google Trend searches for “bread” over
the previous three weeks hit all-time highs,
with #breadmaking garnering nearly half
a million posts on social media. 2
Meanwhile Robin Hood had flour, but
ran out of their trademark yellow bags
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and resorted to nondescript white bags.3
All that baking effected the baking
ingredients market. Statistics Canada
reported that flour sales rose 200 per cent
year-over-year in March, reaching 81 per
cent in the week ending April 11. Other
baking supplies were also up: butter and
margarine sales increased by 18 per cent,
egg sales increased by 44 per cent, and
milk sales increased by 21 per cent.4
The global baking ingredients market
is projected to grow from USD 13 billion
(in 2017) to USD 17 billion by 2022, at a
CAGR of 5.4 per cent.5 Grand View
Research, which forecasts the global baking
ingredients market to grow at a CAGR
of 5.8 per cent over the period 2018 to
2025, attributes the growth to “changing
consumer preferences for wide variety of
baked goods” and “rising demand for
more shelf-life products coupled with

demand for natural products in the final
baked product.” 6 The vegan baking
ingredients market is also projected to
garner a 6 per cent CAGR through 2028.7
While this bodes very well for the baking
aisle, note that consumers aren’t shopping
for just any old baking ingredients. They
are making some careful choices.

Top of the Shopping List
Eggs are naturally one of the most commonly used ingredients in so many recipes
— and egg sales are up across the country.
“People are definitely cooking and
baking at home more during COVID19,” says Amanda Brittain, director
communications and marketing for BC
Egg. “They are trying new recipes, and
many are trying out recipes that they
would never have tackled before. These
recipes might include ingredients they are
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BC Egg notes that consumers are tackling
new recipes.

unfamiliar with or are technically more
challenging than anything they’ve done
in the past.”
And of course, they are still turning
old favourites, like brownies and cookies,
comfort foods during trying times.
For Canadian consumers, it’s also a
comfort to know where their eggs are
coming from.
“BC Egg is the regulatory body for all
registered egg farms in BC,” says Brittain.
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“All of the farms are family owned and
topping — are rising to the top. “This is
operated and many of them are
particular true when it comes to bread
generational. Family-run farms tend to
baking. Bread baking requires simple
be more hands on. The farmers get to
ingredients but does require a few steps
know their hens really well and take pride
in sequential order.”
in keeping them healthy and happy.”
Lantic is notable for its diversified
Moreover, those farmers respond to
portfolio of natural sweeteners.
what Canadian consumers want.
“We understand choices are important
“BC already has more cage-free eggs
to consumers, and we offer a variety of
than anywhere else in Canada because
sugar alternatives, such as organic coconut
British Columbians ask
sugar, stevia, maple
for them,” says Brittain.
syrup, maple flakes, and
“We are happy to
maple sugar to provide
produce any type of
more choices,” says
eggs people want.”
Lok. “Organic coconut
Jinny Lok, director
sugar is a product I
of marketing at Lantic
love. It is made purely
Inc., says they are also
from the sap of coconut
seeing more people
blossoms and gives
bake from scratch at
baked goods and coffee
Lantic has a diversified portfolio of
home and have noticed natural sweeteners.
a wonderful caramelan increase in the
ized aroma.”
searches on their www.LanticRogers.com
Another favourite: maple flakes, made
recipes pages for multi-step recipes.
with 100 per cent pure maple syrup with
“With people spending more time at
nothing else added.
home, it allows for more attention to tend
“Served on top of yogurt, granola,
to these steps, and multiple-step recipes
pancakes, and ice-cream, it gives a
are re-surging,” she says, adding that step
wonderful crunchy and surprising
recipes — cake with icing, dessert with
texture,” says Lok.
Shannon Bowden, senior brand and
communications manager at Bee Maid
Honey, notes people baking at home is a
trend grocers should be attuned to and offer
customers easy baking solutions in store.
“With people confined to their homes
due to COVID-19, baking became a
pastime for many, and they discovered
the joys of baking at home,” she says.
Recipe cards, baking displays, or special
deals on baking items grouped together
can help maintain that joy beyond the
pandemic.
Bowden also points out that COVID19 has even affected how consumers feel
about buying Canadian. “It has shown
customers the importance of supporting
a local food supply, especially when
sourcing foods from other countries all
of a sudden becomes questionable,” she
says, noting that Canadian food companies
have some of the highest food safety
standards in the world.
Buying Canadian is also “greener”
because products travel shorter distances,
which reduces emissions and carbon
footprint, and allows consumers to make
a meaningful contribution to responsible
greenbelt development by keeping
farmland viable.

“Every dollar spent on locally grown
and made-in-Canada products puts 2.6
times as much money back into the local
economy,” Bowden adds.
Bee Maid will soon be launching their
new upside-down squeeze bottles.
“Our new design makes it easier for
customers to get every last drop of our
delicious honey with less mess, slower
crystallization, and no leaking,” says
Bowden. “As always, the honey in our
new upside-down squeeze bottles comes
right from our Canadian beekeeper coop members, who are dedicated to caring
for their honeybees and providing the
finest honey to Canadians.”
Bee Maid honey is True Source

Bee Maid Honey will be
launching their upside down
squeeze bottles.

Certified — an audit process to
demonstrate that every drop is sourced
in a transparent and ethical way.
“The hive-to-home journey is
completely traceable, so consumers know
they are eating only the highest quality
honey from our Canadian beekeepers,”
says Bowden.

CAMINO: WORKING TOWARDS
IMPROVING OUR FOOD SYSTEM
Pioneers of the fair trade and organic movements, Ottawa-based Camino
and La Siembra Co-operative continue
to push for a better food system.
“Looking at our food system, there
are many inequalities we can observe
between the growers and the manufacturers,” says Mélanie Broguet, marketing and new product development
manager at La Siembra Co-operative.
“From extreme revenue disparities, to
power imbalance, to access to basic needs and care, the small-scale farmers are
the backbones of our food system, and yet, they are some of the poorest and
the most marginalized people in the world.”
Broguet says two kinds of farming exist in parallel — petrochemical and
organic.
“Most people use the terms ‘conventional’ or ‘organic,’ but you can’t look at
any of the issues facing farmers or the earth and not realize that virtually all our
food is from petro-chemical-intensive farming systems,” says Broguet.
Camino is working is to address those issues and to improve our food system
by promoting more sustainable practices through their products.
“As 100 per cent fair traders, we are fortunate in working to empower smallscale farmers to organize themselves and build a dignified future for their children and their communities,” says Broguet. “To take a holistic approach to fairness for consumers and producers, we want to not only address the economic
aspect; we also want to address the health and ecological aspects. The organic
farming systems and practices just do that. All the ingredients and final products we sell are 100 per cent organic for those reasons.”
How do you promote a brand like Camino? By showing consumers the values
and goals behind the products.
“We see ourselves as Canadian leaders, innovators, and boundary pushers in
the fair trade and organic realm,” says Broguet.

Conscientious Food
Choices
While consumers have been baking
more, they have also been thinking more
about what they eat and who they support.
While not everything consumers want for
baking is produced in Canada, that doesn’t

mean they can’t still support a Canadian
company with ethics in line with their
own. Camino is the perfect example.
“Our main ingredients, cocoa beans
and cane sugar, can’t grow in Canada but
our direct relationships with small-scale
farmers exist to help facilitate this
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connection between the consumers and
the growers in the South,” says Mélanie
Broguet, marketing and new product
development manager at La Siembra Cooperative. “Through our fair trade and
organic practices, the consumers can be
reassured that their dollars are being
reinvested in building sustainable
economies within our producer partners’
communities and here in Canada.”
Camino is a Canadian brand and La
Siembra Co-operative is Canadian-worker
owned. Moreover, Camino pioneered the
fair trade and organic movements before
they were mainstream.
“Now that it is in the mainstream
— which we consider a great thing —
we want to keep pushing innovation
and improvement of our food system,”
says Broguet.
Consumers have driven the growth for
more fair and clean food — a profound
shift that is not going away. In fact,
Broguet says this shift has been amplified
in the face of the current climate
emergency and COVID-19. Grocers can
be part of this change by offering the
mission-driven brands conscientious
consumers actively seek.

Camino’s newest response to the
“low-sugar/no-sugar” health trend — a
chocolate chip with 100 per cent cocoa
content and no sugar added —- is also
proving very successful.
“We currently have a total of 12 foods
in our baking line and the five
unsweetened ones are representing 42 per
cent of our total sales revenues for that
line, compared to 37 per cent two years
prior,” says Broguet.
Broguet adds that the rise of dietary
needs, such as vegan, gluten-free and Keto,
mean consumers need to know what is
in their food and have been more inclined
to make their own treats at home.
Camino’s sweetened chocolate chips,
made from just cocoa beans and sugar,
have been top sellers with sales increasing
by more than 28 per cent over the last

past two-year period.
Camino’s newly relaunched baking line
will be ready for your shelves this autumn.
“All our baking products — formerly
under the Cuisine Camino line — will
now be under our main Camino brand
name to help reinforce our brand
recognition across our three Camino
lines of products: chocolate bars, hot
chocolate, and baking products,” says
Broguet. “Our exciting new look and
feel will enhance our work with smallscale farmers, the premium quality of
our ingredients, and the fact that we are
a Canadian worker co-op.”
Whether there is a second wave of
COVID-19 or not, the baking trend
may have a lasting effect on today’s
consumers, now that they have
discovered the joy of it. ●

BC FOOD REPORT
By Robin Payne
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What are the egg choices in BC?
Your customers want to know the difference between the cartons.
Do your customers know the difference
between free run, free range, organic and
conventional eggs? The cartons don’t always
tell your customers what they want to know.

All materials can be customized with your brand
and can feature a local farmer.

CONVENTIONAL
ORGANIC
FREE-RUN
FREE-RANGE

Hens live in cages that allow easy monitoring of health and high food safety.

Hens are free-range and are fed certified organic feed.

Hens have access to the entire barn where they can perch, scratch, and lay

Hens have access to the entire
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barn plus access to the outdoo

their eggs.

rs.

leaning supplies flying off shelves made sense in the
face of COVID-19, but toilet paper and general
food products were less logical. British Columbians
were in the throws of pandemic panic. Empty shelves and
fear buying didn’t ruffle those in the retail food system. They
stayed calm and did what was needed to ensure availability
of necessities while local producers and processors found
new ways to get products into people’s hands.
Julie Dickson, managing director, public affairs and
corporate services Save-On-Foods says that a strong
collaboration already existed in the grocery industry and
producers, processors and retailers leaned into these
relationships to ensure British Columbians were taken care
of. In British Columbia, that partnership extends to a
longstanding and trusted collaboration with local and
provincial governments, NGOs and non-profit organizations,

C

BC Egg can help by providing custom designed,
educational materials such as:
• shelf talkers and labels • infographics for
digital signage or
• bag stuffers
for your website.
• flier ads

FOR MORE INFORMATION CONTACT

Amanda Brittain, Director Communications and Marketing
amandab@bcegg.com
604 854 4498

which she feels make this province unique.
“We have very strong, trusted, collaborative partnerships
established already with stakeholders all over our geography,”
she says. “It’s an open-minded desire to collaborate and be
effective quickly in moving everything forward. We’re all
pulling in the same direction.”
BC’s grocery industry is also unique in that it has a number
of strong regional players like Save-On-Foods as well as
national brands with a number of banners under them. It’s
anything but stagnant with nine FreshCo stores open as of
spring 2020, some replacing the 10 Safeway stores that BC
lost. COVID-19 has pushed grocery sales growth higher in
BC than in any other province or territory according to
data from Neilsen Market Track. By April 11, BC grocers
saw more than $509 million in growth, 14 per cent higher
than the same period in 2019.
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reliant in terms of food supply,” he says.
“BC is a bit unique as so much of the
industry is made up by small business so
they’re more localized due to their size,
but the empty [grocery] shelves early on
was an indication that we needed to ensure
adequate supply of protein in particular.”
Donaldson notes a number of BC
companies have managed to show resilience
Save-On Foods notes that it has strong
during the pandemic. Vancouver’s Long
collaborative partnerships with their
Table Distillery and brewery Parallel 49
stakeholders.
shifted production to hand sanitizer, Boosh
Food donated plant-based meals to
Dickson says grocery retailers are
hospitals and shelters and Emkao Foods
inherently innovators because they have
created the I Kare KAO campaign which
to be – it’s a natural part of the business.
gave front-line workers baskets of treats
New players continue to enter the market,
complete with the company’s
like Sungiven, Urban Grocer
own chocolates.
and numerous micro-markets
“The biggest change we’ve
(employing between one and
seen this year as a response
four employees). There were
to COVID-19 has been the
5,648 micro-markets across
aggressive push for food
Canada at the end of 2019.
companies to move to selling
The need for more localized
online,” Donaldson says.
food systems has been revealed
A number of resources
by the pandemic, according to
have made the transition
James Donaldson CEO of BC
possible for smaller proFood and Beverage.
ducers, allowing them to take
“COVID-19 really showed James Donaldson, CEO,
a place in front of consumers.
us the need to be more self- BC Food and Beverage

Others have found their way into retail
due to consumer demand.
The need for BC to become more selfsufficient, sustainable and resilient in food
security is also noted by the Ministry of
Agriculture.

I Kare KAO campaign was created by Emkao
Foods to give front-line workers baskets of foods.

“We continue to work hard by
encouraging farming through Grow BC,
by moving more grown and processed
foods into places like our hospitals to
feed BC and making it easier for
consumers to identify products with a
Buy BC label so you can feed your family

with healthy, local food while also
supporting your community and your
local economy,” the ministry says.
According to the ministry, close to
70 Sobeys-owned stores across BC are
using Buy BC branding. The Safeway
and Thrifty’s banners are the only major
grocers in the province featuring
the program’s logo. Buy BC allows
consumers to easily identify local products.
Local food is important, especially given
BC’s challenging geography. Consumers
in northern BC are just as likely to want
to buy BC products as consumers in the
Lower Mainland. Ensuring all corners of
the province are served is important to
Save-On-Foods, says Dickson.
“I think our challenges are interesting
in BC because of our geography. The
spread of the population over the
province,” she says. “It’s just as important
to feed someone in Haida Gwaii as it is
to feed someone in Richmond. It might
seem small to the big vendor but it isn’t
small to that town.”
She sees the coming together of the food
supply system to care for everyone in BC
as “the essence of community grocery.”
“What we’re seeing right now in the

now is the time to put all our collective
weight and effort into supporting
businesses that do business in Canada
and we look forward to doing our part
to advance this effort.”
BC, like all other regions in Canada,
and the world for that matter, has been
hit with a food reality-check by COVID19. Local growers, processors, retailers
and others have seen the writing on the
wall and will push even harder to ensure
BC-based products continue to reach
consumers. ●

Boosh Food donated plant-based meals to
hospitals and shelters.

Minister Popham, Ministry of Agriculture

midst of this COVID-19 pandemic is
what community grocers do every day
and what we do every day is provide
them with what they need,” she says.
That includes ensuring BC products
are part of the offering.
“As a 105-year-old BC-based grocery
company who counts people, service,
innovation and integrity among our core
values, more than ever, it’s about making
sure that every day, we continue to earn
the trust that our customers and our
communities put in us,” she says. “We
are incredibly fortunate to have an
industry-leading network of thousands
of trusted, local partners. We believe
26 WWW.WESTERNGROCER.COM
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SNACKS
By Frank Yeo

The Changing

Snack Aisle
Canadians Are Eating Differently
and Looking for Functional Benefits
anada ranked sixth in the worldwide snack market,
bringing in almost 3.5 billion U.S. dollars. The sales
value of potato snacks in Canada amounted to approximately 1.05 billion Canadian dollars in 2019 while the sales value
of corn snacks was around 776.24 million Canadian dollars that
year, according to Statistica.
All totalled, snacking represents a massive marketplace
opportunity. In a typical day, the average Canadian snacks five
times per day offering up more than 62 billion snacking occasions
in Canada annually. However, the notion that snacking is an
unhealthy indulgence is changing as Canadians continue to redefine healthy choices, driven by a growing desire to access
functional benefits, adhere to dietary restrictions and sensitivities
and continue to evaluate nutritional benefits.
Research from Mintel reveals that nearly half (46 per cent) of
“better-for-you” snackers feel that it is healthier to snack
throughout the day than to eat three large meals. More than half
(51 per cent) of Canadians agree that they would like to see
more healthy snacks packaged for eating on the go.
Sara Alexander, vice-president marketing at Saskatchewan
based Evova Foods, manufacturers of Todd’s Better Snacks
says, “Wellness is at the forefront of the snacking category
now, and protein at the forefront of wellness. I think there is
also a local component that is going to be important from
here forward too — with a trust for Made in Canada that is
even greater than before.”
Evova Foods, she says, was born out of the desire to see more
good-for-you snack products made with “the gold standard
protein of real eggs — something our work with the Saskatchewan
Egg Producers makes us passionate about.” Todd’s Better Snacks
is a crispy snacking puff that is a better for you ‘cheesie’ made
with Canadian egg whites with prairie lentils. The product was
deemed the ‘best tasting good-for-you snack’ and won the SIAL
Innovation Award at the 2019 SIAL International Food Show
in Toronto.
Todd’s is in stores across Canada after just a year on the
market, based on a single-serve bag and retail-ready display.
“We’re just launching a multi-serve family pouch, and are
launching a bigger puff in a non-GMO format.”

C
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Todd’s Better Snacks is a crispy snacking puff.

Aaron Chin, CEO of Vancouver-based
Organika, who focus product development on the healthy snack segment, says
“In the coming years, functional or valueadded snacks will have a bigger space in
the market place, especially with COVID
hitting people are increasing their
snacking at home.”
Chin says the functional/alternative
snacks have become a replacement for
meals in a fast-past environment. “Due
to demands, the snack industry has grown
significantly over the last few years, and
since this lifestyle is not going anywhere,
we can expect the snack demand to have
a steady growth in years to come. Keeping
in mind that consumer expectations has
changed, they are searching for snacks
not just for flavour or texture satisfaction
but with nutritional value.”

Organika has recently launched FAV
Collagen Cookies in
line with this strategic
view of the market.
“We think the
Canadian market is
ready for change in the traditional cookies.
Ones on the market previously were hard
and full of artificial ingredients. Our
Organika FAV cookies are high in
protein, low in sugar and net carbs, is
soft and taste delicious. They are the
perfect combination of hitting trendy
diets like keto, gluten free, grain free and
healthy snacks. We have seen great
traction from the market, both retailers
and consumers responded positively
despite the recent pandemic.”
For the coming years, says Chin,
the company is continuing
to focus on innovation
with functional ingredient
healthy twists.
Riverside Natural Foods,
manufacturers of the
MadeGood and GoodTo
Go brands, is an excellent
example of how healthy

snack companies are marketing their products
often with social causes attached. MadeGood
was started to share a family’s love for good
snacks, but also to do some good in the
world. “Right from the beginning,
inclusivity was key. Creating a company
that welcomes newcomers, promotes
women, offers safety and opportunity to
under-represented groups is in our DNA,”
says Nima Fotovat, president and CEO of
Riverside Natural Foods.
MadeGood products are manufactured
in a dedicated nut-free facility and are
vegan, non-GMO and free of the top
eight allergens — peanut, tree nuts, gluten,
dairy, egg, soy, sesame, and shellfish. The

Aaron Chin, CEO, Organika
Organika’s FAV Collagen
Cookies are high in protein.

GoodTo Go soft baked bars are vegan,
gluten-free, peanut-free, kosher, keto-friendly
and non-GMO Project Verifed.

company supports local organic farmers
using oats from an industry-leading
producer of pure, uncontaminated,
organic, certified gluten-free oats.
The most recent product innovation is
Soft Baked Mini Cookies with flavours
such as Red Velvet, No Nut Butter and
Snickerdoodle.
“When we set out to bake
cookies, we wanted them to
be like homemade: soft, moist
and tender. MadeGood Soft
Baked Cookies are everything
you crave. They are just the
right size, low in sugar, glutenfree, packed with a serving of
vegetables, high in vitamin A,
C, D, E and B6 and each
serving has only 110 calories”.
Another brand of Riverside Natural
Foods is GoodTo Go. The Soft Baked
Bars are brand new line of snack bars
and contain low net carbs (3-4 grams/bar),
just a hint of sugar (1-2 grams/bar), a
whopping 13 grams of healthy plantbased fats and a great source of protein
(5-6g grams/bar).They are vegan, gluten30 WWW.WESTERNGROCER.COM

free, peanut-free, kosher, keto-friendly
and non-GMO Project Verified. New
flavours include: Strawberry Macadamia
Nut, Chocolate Mint, Blueberry Cashet
and Double Chocolate.
A recent example of supporting social
causes is the company’s “Let’s Go!”
Campaign to raise funds for YMCA youth
programs across North America.
For each day throughout July,
GOODTO GO released a brand new
low-impact activity on their Instagram
and Facebook stories. From doing kickbacks while washing the dishes to having
a ten-minute dance party, participants
were encouraged to post images and
videos of them trying each activity. For
every share and mention on social media
throughout the month of July,
GOODTO GO donated 10 cents to the
YMCA to support health and fitness
youth programs, kids’ camps, and healthy
community initiatives.
Even the salty snack segment of the
market has been getting a make-over
recently. According to Mintel research
on salty snacks in Canada, when
consumers were provided a list of
innovations and asked what they are most
interested in, the top-ranked choice was
combining sweet and savoury flavours
followed by brand crossover from other
types of snacks. A major player in this
space is Guru Lucky Snacks, a company
that takes unique international flavours
to create innovation. This September they
will be launching crunchy and light
Cornbites in three flavours: Original Salt,
Tikka BBQ, and Chili Cheese.

Cornbites from Guru Lucky Snacks come in
three flavours.

Innovation is at the core of how the
snack category will continue growing and
this is true for all segments of the category
whether it’s the more traditional salty
snack or the many new healthy snacks
appearing on the market today. ●
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Finalists Announced
2019 new product trends reflect Canadians’ increased
interest in plant-based food products and food innovations
that bring restaurant quality home.
etail Council of Canada (RCC)
has revealed the finalists for the
27th Annual Canadian Grand
Prix New Product Awards.
The 27th Annual Canadian Grand Prix
finalists represent the 112 most impressive
new food and consumer packaged goods
products launched into the Canadian
market in 2019.
Submissions came from both established
as well as new suppliers, smaller
boutiques and family-owned retailers
from all across Canada.
“Now more than ever Canadians are
seeking new products to keep the home
menu diverse and exciting,” said Diane J.
Brisebois, president and CEO, Retail
Council of Canada. “Canadians are
craving genuine newness and retailers
have delivered. This year’s products are
outstanding and our panel of 34 jurors
were especially impressed with the quality
and flavour profile of these products.”
“Each year the trends become very
apparent, what stood out to the jury this
year was the development and availability
of plant-based food products,” said Marcus

R

A. Von Albrecht, chef and jury chair who
has overseen the Canadian Grand Prix New
Product Awards judging for the last 21 years.
“In recent years restaurants have increased
and improved the plant-based food offerings
and now we are seeing high quality products
Canadian can enjoy at home.”
This year’s jury of 34 food and grocery
industry experts evaluated products based
on innovation, taste, experience and
packaging. The rigorous evaluation
process requires that to become a finalist,
a product needs to receive an overall score
of at least 70 per cent. Jurors review food
and non-food products in the four
categories of innovation and originality,
product characteristics, presentation and
packaging, and overall consumer value.
Finalists can use the prestigious Canadian
Grand Prix New Product Award finalist
seal on their products and receive extensive
exposure in a variety of digital and printed
publications, distributed to Canadians
across the country.
The winners of the 27th Annual
Canadian Grand Prix will be announced
this summer. ●

For more information: www.rccgrandprix.ca
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The Canadian Grand Prix New Product Awards™

Food Finalists

A.Lassonde Inc.
Oasis Morning Smoothie

Bimbo Canada
Takis Outlaw

Chocolat
Lamontagne, inc
Milk Chocolate Pistachios
with Pink Himalayan Salt

Food Finalists

Healthy Crunch
SunSeed Butters

Manitoba Milling
Company
Non-Dairy Smooth-Milled
Flax Beverage

Montpak International
Ready to Cook Veal

MorningStar Farms
MorningStar Farms
Veggie Burger

Nature’s Intent LLC
Dark Chocolate Enrobed Fruit

Nestle Waters
S Pellegrino Essenza

Fancy Pokket Corporation
Gluten Free Loaf

Finica Food Specialties, Ltd.
Thea -Bandaged Sheep
Cheddar Cheese

Oggi Foods
Beyond Meat Americana

Promise Gluten Free
Promise Gluten Free
Brioche Loaf

Quality Cheese
Bon Secret

Rana Meal Solutions
Canada Inc.
Giovanni Rana Refrigerated
Filled Pastas

Smucker Foods of Canada
Jif® Dark Roast Creamy
Peanut Butter

GoGo Quinoa
GoGo Quinoa Puffs

Goodums Food Inc.
Goodums™ Bake Mix

Smucker Foods of
Canada Corp
1850 Roast Ground Coffee

The Minute Maid
Company Inc.
Simply Almond

Udderly Ridiculous Inc
Udderly Ridiculous Goat’s
Milk Ice Cream

Vachon Bakery, Inc.
Hostess Choco Cupcake
Fun Pack

Vachon Bakery, Inc.
Hostess Twinkies Fun Pack

Happy Pops
Ice Pops

Healthy Crunch
School Approved® Bars

Viau Food Products
RWA Sandwich
Charcuterie

Agropur
Olympic Organic Kids

Bonduelle
Arctic Gardens One Pot

Bridor
Au Pain Doré Rustic
Mini Ciabatta

Bridor
Au Pain Doré
Multigrain Loaf

Chocolat Lamontagne, inc
Queen T Collection

Crazy Richard’s
Wholly Rollies

Froba Products Ltd.
Yellofruit

Gay Lea Foods
Co-Operative Limited
Nordica Smooth
Blueberry Acai

Green Valley Farms,
a Division of Burnbrae
Farms Ltd.
Free Range Solar
Power Eggs

Hain Celestial Canada
Yves Veggie Cuisine

Halvana North
America Inc.
Tahini Squeeze™
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Healthy Crunch
Instant Lattes

A.Lassonde Inc.
Oasis Infusion

Fontaine Santé
Dark Chocolate Delight
Hummus

CONSUMER PACKAGED GOODS

Hempco Canada
Superfoods Inc.
Planet Hemp Superfood
Super-Seeds

Baby Gourmet Foods Inc.
Apple Sweet Potato
Multigrain Cereal

Conagra Brands
Gardein Breakfast
Saus’age Patties

Recognizing food, non-food and private label categories,
112 finalists in all from dairy to personal care.

Beyond Meat
Beyond Burger

Ice Age Glacial Water
Company
Ice Age Glacial Water

Lagoon Seafood
Products
Seasoned Salmon Tartare
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Q & A – OILS

Non-Food Finalists

CONSUMER PACKAGED GOODS

Edible Oils Market

By Frank Yeo

Remains Dynamic
AKSO Marine
Biotech Inc
Nova Sea Atlantic Sea
Cucumber

Hain Celestial Canada
Live Clean Natural
Deodorant

Smucker Foods
of Canada
Nature’s Recipe Chewy
Bites Treats

BIC Inc
BodyMark by BIC
-Temporary Tattoo Marker

Keurig Dr Pepper
Keurig® K-Duo™ Single
Serve & Carafe Coffee Maker

Carlton Cards
Papyrus -Royal Butterfly

Nestlé Purina Petcare
Friskies® Lil’ Soups™

Positec Canada
WORX Power Share™ Indoor
and Outdoor Tools

Carlton Cards
Papyrus -Happy Happy Day!

Reynolds Consumer
Products
Hefty Ultra Strong
Waste Bags

The Green Beaver
Company
Aluminum Free Natural
Antiperspirant

Private Label Finalists
FOOD
Rexall Pharmacy Group LTD.
Be Better Dark Chocolate Covered Whole Almonds
Dusted with real Raspberries
Be Better Quinoa Strips
Walmart Canada
Your Fresh Market Garlic & Cilantro White Naan
Our Finest Manchego
Great Value Salt-Free Spice Blend Grinders
Our Finest Pulled Pork Tamale Pie
Great Value Hot Sauce
Great Value Thin Crust Pizzas
Great Value Mini Bars
Metro Inc.
Irresistibles Carbonated Spring Water
Selection Premium Belgian Chocolate Cups
Irresistibles Choco Caramel Pecan Cream Pie
Life Smart Naturalia BBQ Chicken
Irresistibles Ham & Cheese Puff Pastry
Irresistibles Atlantic Salmon Portions
Irresistibles Naturalia Gluten-Free Pasta
Irresistibles Premium Mix Popcorn & Nuts
Irresistibles Roti Flat Breads
Irresistibles Naturalia Dressings
Irresistibles 2% Vanilla Lactose Free Greek Yogurt
Irresistibles Low-Calorie Frozen Dessert
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An interview with Sandy Deboer, Spain Gourmet Canada

Carlton Cards
Papyrus -Woodcut
Thank you

FOOD AND NON-FOOD PRODUCTS

Irresistibles Organics Frozen Fruit for Smoothie
Irresistibles Tuna Tataki
Irresistibles Naturalia Chips
Irresistibles Naturalia Kids Cereal Bars
Irresistibles 2% Strawberry SKYR Yogurt

Compliments Bacon Maple Weiner with a hint of Maple
Sensations by Compliments Bites
Compliments Naturally Simple Tortilla Chips
Compliments Frozen Dairy Dessert
Sensations by Compliments Ultimate Dutch Apple Pie

Longo’s
Longo’s Gourmet Ginger Buttercream Cookies
Longo’s Ice Cream Stroopfwafel Sandwich with
Dulce de Leche Filling

NON-FOOD

Save-On Foods
100% Canadian Angus Square Beef Burgers
Cauliflower Crust Pizza

Canadian Tire Corporation
Paderno Pre-Seasoned Smooth Release
Cast Iron Skillet

Federated Co-operatives Limited
Co-op Gold PURE Honey
Co-op Gold PURE Kettle Cooked Potato Chips
Co-op Gold PURE Sauerkraut & Kimchee
Co-op Gold Edible Cookie Dough
Co-op Gold Cookie Cake

Walmart Canada
Equate Beauty Charcoal Facial Wipes
Equate Beauty Dry Shampoo
Special Kitty Silica Crystals Unscented
Non-Clumping Cat Litter

Sobeys Inc
Sensations by Compliments Vietnamese-Style
Shrimp Spring Rolls
Compliments Mocktail
Sensations by Compliments Spirited Mickie BBQ Sauce
Compliments Fozen Dairy Dessert Bars
Sensations by Compliments Cakes

Rexall Pharmacy Group LTD.
Be Better Age Defying Overnight Mask

Metro Inc.
Personnelle Wipes With Saline Solution for Stuffy Noses
ibiZ 2-in-1 Magnetic Wallet Case
Save-On Foods
Western Family Functional Dog Treats
Metro Inc.
Personnelle Lip Balm Raspberry

What olive oil brand
do you distribute in
Canada and what are its
distinguishing features?
We distribute Oro de Genave from
Jaen Coop, the largest organic Coop in
Spain. The variety is called Picual but
also has a light blend of Arbequina olives
and Hojiblanca. The province of Jaen
produces 20 per cent of the world’s olive
oils. These olives are grown in the
mountains and must withstand harsh
weather conditions making them stronger
and more stable, with high polyphenol
content than other varieties.
The result of this is an oil with golden
green color with a fruity green tomato
and apple notes with hints of freshly cut
grass and green almonds. Its flavour is
fresh, with an elegant and balanced
bitterness and spiciness, because of its
natural antioxidants.
We loved that these are coming from a
coop and every sale of
this olive oil benefits
thousands of small family
farms and not just one
family estate. It is the best
way to bring the highest
quality oil at the best
prices. Not to mention,
they have been organic
farming in the area for
the last 30 years, making
them pioneers in organic
farming.
We also distribute for
Acetes Canoliva who is
in Cordoba, another
great area of Andalucía for growing olives.
We bring the brand Camposur which is
a lighter tasting olive oil and great for
salads, dressings and light sautéing. We
have an organic and conventional with
this brand that is affordable and great for
everyday use.

We source our olive oils from Spain
as we believe that olive oil from a single
origin is the best way to get the freshest
and best quality products with the most
health benefits. Spain is the largest
producer of olive oil in the world and
therefore can bring you some of the best
olive oils at the best prices.

Has the olive oil segment
been impacted by other
oil segments gaining in
popularity?
Every different oil is made up of
different types of fats which can all benefit
the body in different ways and can all
have different culinary applications. There
are other oils trending right now such as
avocado and coconut oil. These oils have
specific uses and sales will likely have a
steady yet slow growth now that the
trend has cooled.
If you look on the shelf at any grocery
store, you will notice that olive oil by far
dominates the cooking oil
category. There are so
many to choose from in
comparison with other
oils. Olive oil has been
the top culinary choice
for salad dressings and
cooking for decades and
continues to grow.
I do not believe that
other oils on the market
affect the olive oil sales
over time. Consumers do
sometimes follow other
trends but likely not cut
out olive oil completely but instead have
a variety of oils in their kitchens for
different applications.
Even though Spain has the largest
production of olive oil in the world,
Spanish olive oils have only recently
appeared on the shelf in Canada over the

Sandy Deboer, Spain Gourmet Canada

past few years. While products from Italy
have been dominating most of the space,
consumers have become more educated
and now realize that Italy does not produce
enough olive oil for its own country. Many
of the oils from Italy are blends of oils
from around the Mediterranean.

How has your brand
performed since introduction?
Our sales increase each year, as Spanish
olives oils become more popular. Oro de
Genave has a unique taste and once you
get used to it, it can be difficult to change
to another oil.

How do you work with
retailers to promote
the brand?
When introducing the products into
the market, we promoted the brand at
many trade shows, getting the products
into the hands of the consumer with a
list of stores on where to buy them after.
We have also done many in-store demos
to educate customers on the product and
tell the story of the brand and the origins
and handing out recipe cards.
Regular in-store sales, including flyer ads,
case lots and in-store features also draws
attention to the product and gets customers
to try the product for the first time. ●
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COCONUT

Craving
Coconut
Coconut
Products
Continue
Strong
Growth

photo courtesy shutterstock.com

ome food crazes come and go. But one
that is here to stay is consumer interest
in coconut products.
According to Ilisa Chacon, marketing
manager, Grace Foods Canada Inc., “Coconut
products are a great alternative and so easy to
use. They add a wonderful flavour to soups,
stews, stir fry, rice, curries and so much more.
And, they are versatile. Naturally lactose-free,
coconut milk’s thick, creamy texture and sweet
flavour makes it a perfect substitute for any
dairy-based milk. Coconut oil solidifies in cooler
temperatures but becomes a liquid when warm
making it very easy to work with. It adds a
light delicate flavour to dishes. Plus, it is amazing
as a skin moisturizer and hair conditioner as
well as a fast & easy make-up remover.”
Charles Van Es, chief sales officer – North
America for Vita Coco, reports that “Based
on the market development and per capita
consumption of coconut water in the U.S.,
we believe the coconut water market potential

S

By Frank Yeo

in Canada could be in the range of $50-$70M
in the next two-five years.”
One of the impacts on consumer behaviour
of the recent pandemic, says Van Es, has
been increased demand for brands that are
providing health and wellness benefits. “We
see consumers go back to brands that they
know and trust as the true experts in their
field. With these two mega trends combined
we see a lot of opportunity in the near future
to expand our geographic focus and footprint
with stronger retail presence in specifically the
West and the Quebec regions, as well as for
channel growth opportunities in the convenience
store world by increasing our distribution
footprint and in the grocery channel by increased
investment in key retail partners through
enhanced programming and innovations.”
Chacon, citing Nielsen data, says the market
for coconut products, overall, continues to
grow. “Coconut milk is a very strong performing category and has experienced double
digit growth over last year with no sign of it
slowing down. Coconut water has seen a
decline over the last year. We are pleased,
however, to say that Grace is still Canada’s
favourite brand of coconut water.”
Grace Foods Canada offers a full lineup of
organic and natural coconut products. “From
coconut milk and coconut water to
coconut sugar and coconut oil, our
products are delicious and
super easy to incorporate
into your cooking or
baking routine.”
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ALBERTA FOOD REPORT
ccording to Alberta’s Ministry
of Agriculture and Forestry, the
province has 12.7 per cent of the
Canadian food retail market, with 2,193
stores as of 2018. Food sales that same
year were $2,873 per capita.
Alberta is abundant in agricultural land,
rich with ingredient materials for food
processors such as wheat, barely, canola,
flaxseed, oats, and rye. There are also 22
research and innovation facilities that help
product developers turn their food visions
to viable products. According to Statistics
Canada the 2018 value of processed food
in Alberta was $14,102,320 and beverage
at $1,074,567.
So, just what are Albertans looking for
when it comes to food? The local Food
Demand Study last conducted in 2016
through Alberta’s Ministry of Agriculture
and Forestry found several factors that
influence the shopping patterns of
Albertan. The results were as follows: the

A
photo courtesy shutterstock.com

Product innovation will be one of the factors driving continued
growth. Vito Coco’s new hemp infused product is a good
example. “We have launched a hemp infused product which
has gotten consumers very excited in
the U.S., although the regulatory
circumstances make it difficult to really
roll out this platform in a bigger way,”
says Van Es.
The company has also recently
introduced Vita Coco Pressed in
Canada and the U.S., which is a coconut
Vita Coco launched a
water with fresh pressed coconut meat
hemp infused product
added to it for extra coconut taste.
that is a good example
“With this new product we are
of product innovation
addressing the opportunity that a lot
driving growth.
of consumers love the taste of coconut
but are not huge fans of the taste of pure coconut water. We
have seen huge growth in consumer households for these items
and will continue to innovate around this platform in the future.”
To keep the growth going, Chacon suggests more consumer
education on the uses of coconut products.
“Instead of using sugar, try Grace Organic Coconut Sugar. It
is a low-calorie sweetener with a slight butterscotch and caramel
taste, perfect for baking and a touch of sweetness! Or, instead of

By Karen Barr

taste (40 per cent), quality (41 per cent)
and supporting local farming families
(46 per cent). Ranked in first place was
the safety of the food (47 per cent). Today,
with COVID-19, that percentage is sure
to be elevated. Shopping local means
better traceability of a product, that moves
through less hands.
Lindsay Sutton is a marketing
development specialist for Alberta’s
Ministry of Agriculture and Forestry. She
agrees COVID-19 has opened-up
opportunities for retailers to source even
more fresh local produce, as well as
packaged foods. Sutton also points to
some of the challenges COVID-19 has
brought to the retailers.
“Customers have been moving to online
food purchases and there have been supply
challenges in-demand items such as pantry
staples. They have had to source from global
sources, due to labour shortages, interrupted
supply chains or facility shut-downs.”

Lindsay Sutton, marketing developing
specialist, Alberta Ministry of Agriculture
and Forestry.

Gold Forest Grains Inc. located 10
miles north of St. Albert, in Sturgeon
Country, Alberta saw an increase in
demand. The farm is known for its fresh,
stone-milled, 100 per cent organic whole
grain flours made from ancient and
heritage grains. Think Einkon, Red fife,
Park and Spelt. The company also sells
organic gold flax, large and steel cut oats,
cereal, and pancake mix.

Grace Foods Canada
offers a full lineup
of organic and
natural coconut
products.

Ilisa Chacon, marketing manager, Grace Foods Canada Inc.

milk, Grace Coconut Milk is naturally lactose free with an
enjoyable, slight coconut flavour, making it the perfect substitute.
Again, instead of butter, you can use Grace Coconut Oil when
cooking, baking or stir frying to add a light, delicate flavour.”
While the category may have slightly levelled out after several
years of exponential growth, it is clear that coconut products
have earned a permanent place on retail shelves. ●
40 WWW.WESTERNGROCER.COM

photo courtesy shutterstock.com

WWW.WESTERNGROCER.COM 41

Gold Forest Grains Inc. has seen an
increase in demand.

For your customers:

LOCAL FARM
FRESH EGGS
For you:

A SOLID
BUSINESS
PARTNER
Ask about growing your business
with our local egg brands.

Quality ALBERTA Eggs Quality B.C. Eggs
sparkseggs.com

goldenvalley.com

We Know Eggs.

™
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“We were completely
overwhelmed with demand
for several months this
spring and we were experiencing an increase in
sales that exceeded up to
400 per cent at times,” says
Gold Forest Grains Inc.,
owner John Schneider.
Alberta is also the top
producer of honey in Canada. Enter
Honey Bunny, another Canadian family
business making food products that are
sweetened with honey, in Guy, Alberta.
The company is owned by beekeepers
Gilbert and Sharon Wolfe, who also own
Peace River Honey.
“We have seen an increase in sales of
both our Bodacious
Tomato Ketchup
and Amazing Dad’s
BBQ Sauce compared
to the same time
last year,” says Paige
Wolfe, sales and
marketing manager
for both companies.
“Consumers are
staying home and
getting creative on
Honey Bunny has
the barbecue through seen an increase in
sales for Amazing
this pandemic, so we
Dad’s BBQ Sauce.
are seeing more demand for condiments.”
Freson Bros. started back in 1955, as a
local, family-owned butchery, in Hinton,
Alberta. Today, the 15 store, familyowned grocery chain still takes pride in
their meats. All the beef, pork, chicken,
and turkey available in the store is 100 per
cent Alberta raised and produced.
“We celebrate the talent and the skills
of the workers in our organization. The
butchers, the chefs, and bakers. We believe
in the craft,” says President of Freson
Bros., Doug Lovsin.
Butchers work with whole carcass beef
and pork. “They really understand how
to utilize the whole animal, and this gives
them a further appreciation of the product
they are using.”
The in-house crafted Ivan’s sausage line
is made with the freshest cuts of pork,
cured bacon, ham, and seasoning. The
product line has grown through popular
demand and now comes in four varieties:

Original, Sweet Ivan, Bratwurst, and the
spicy Farmers Wife.
Then, there is the delicious homemade
bread, made fresh daily in the bakery.
The most popular is the Alberta
Sourdough made with three simple
ingredients flour, water, and salt. Lovsin
describes the bread by saying, “It’s a 72hour process to make the dough from
start to finish. Founded on the principals
of Alberta’s pioneers, it’s fermented and
never rushed.”
Sutton mentions two other grocery
retailers that have been giving a big push
to shop local, “Sobeys continues to
support local brands entering the
marketplace. More than 500 Alberta
products are part of this local program,
and have been selling in Sobeys Alberta
stores, since the program started, in 2018.
Federated Co-Op is strengthening their
Farm to Fork initiatives and will be adding
new Alberta products in stores.”

The Edmonton-based Italian Centre Shop grocery plans to
open its largest storefront location with 22,500 square feet of
space. Now, under construction, the opening is set for summer
or early fall 2021.
The family-owned company opened in 1959 already has three
locations in Edmonton and another in Calgary. “My father
Frank started importing newspapers and coffee beans in the
heart of Edmonton’s Little Italy to Italians 60 years ago,” says

THE BIG BOOM IN
EDMONTON
In July 2019, the American based HMart, an Asian market, specializing in
Korean products, opened in South
Edmonton. Customers were lined up
along the block on the Grand Opening
day. The company also promote Alberta
produce in their stores, complete with
displays and signage.
In spring of 2021, Edmonton has
another upcoming store opening to look
forward to. Freson Bros. will welcome
shoppers to their very first location in
the city.

Freson Bros. has been a part of
the community since 1955.

Teresa Spinelli, owner, and president of the Italian Centre Shop.
The stores stock local and imported products and notable
European specialty foods.
Sobeys banner FreshCo will open two new locations in
Edmonton as well. The Tamarack location is a new construction
project slated to be completed in spring of 2021. Sobeys store in
Heritage will close in fall of this year, for renovations, to be
reopened as a FreshCo in fall 2021
With all the current retailers, expansions and new store opening
in Alberta, the local population will have an abundant selection
of grocery stores to choose from. Albertans will continue to
shop locally and have access to a safe, traceable food supply. ●

H-Mart opened in Edmonton In July 2019.
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SECURITY

By Robin Brunet

Peace of Mind
G

King Corp. notes that
versatility is a key benefit,
and that some items such
as their tablets with temperature-sensing
cameras can easily be repurposed.

Shein points out that high definition
and other tools such as radio frequency
identification (RFID) are becoming more
affordable in the security realm. Also,
versatility is a key benefit, case in point:
the elevated temperature camera stations that Shein’s company provides are
used in head offices (T & T Supermarket
being one client) to prevent staff with
fever and possible COVID infection from
entering the facilities. However, Shein
says these 15-inch tablets with temperature-sensing cameras “can easily be
repurposed for other uses post-COVID,
such as digital signage.”
Still, Shein appreciates that any tech
investment is substantial for an industry
with narrow margins. “So to take RFID as
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an example, retailers must decide how
much of their inventory is high end in
order to justify such an expenditure.”
Howell Data Systems (HDS) is a leader
in the development of point of sale and
enterprise management software solutions, and it is currently focusing on its
Store Metric Alert Reporting Tool
(SMART), which gives merchants realtime updates and alerts on store sales
activity and cashier team performance.
SMART sends alerts to retailers’
smartphones based on their desired
parameters and thresholds. This allows
them to focus only on areas outside of
their acceptable ranges and respond
immediately to areas of concern, rather
than trying to identify the problem long
after the fact.
HDS President Paul Howell points
out that SMART sends alerts for a
huge range of cashier metrics, including average item sale, average basket
sale, number of order cancels, dollar
value of order cancels, and returns
dollar amount. “Store operators are
already time-starved and yet they’re
dealing with more
and more tasks daily,
but SMART removes
the task of studying
hundreds of cashier
reports,” he says.
Ever forward thinking,
HDS is also poised to
deliver facial recognition
technology to the grocery setting. “It’s an amazing tool that is
becoming more and more accepted, but
Ottawa regulators still have to decide its
paramaters of usage,” says Howell. “When
they do, we’re ready to market it.”
Marketing Impact Ltd. is a premier
designer, fabricator, and supplier of retail
merchandising and display products,
and earlier this year President Michael
Vogler and a 45-member staff found
themselves scrambling to fulfil orders for
plexiglass counter and
face shields. “Fortunately we can pivot quickly
to meet customers’ security needs,” he says.
COVID-19 aside, Marketing Impact expects
continued strong sales
of its 48-inch lock boxes.
“They’re for store shelves,

WHAT’S NEW & IMPROVED IN THE GROCERY AISLE

New Flavours of Kracks!
Prepared only with the highest quality ingredients, Kracks Potato Chips offers a wide range
of bold and delicious flavours. It is the perfect
snack for sharing with family and friends, and a
delightful treat that adds a little extra crunch to
your day! Now available in two new flavours,
Cheese and Hot & Spicy.
For more information: www.kracks.com/canada

HIGH AND LOW TECH SOLUTIONS MAKE GROCERY STORES SAFER
rocery store security in 2020 has
changed in the public’s eye to
mean protecting staff and customers from the spread of COVID-19. But
theft and shrinkage remain top concerns, and fortunately technology is
constantly evolving to help retailers minimize losses.
King Corp. designs customized point
of sale systems for retail clients, and it
can also integrate high definition security cameras with network video recorders
in point of sale areas to monitor customers and staff. “As well as being a
theft deterrant, these cameras can be
used as a staff training aid,” says King
Corp. President Tim Shein.

in the bag

Bard Valley Natural Delights
Launches Dark Chocolate Covered
Medjool Dates with Sea Salt

Howell Data Systems SMART gives
merchants real-time updates and alerts
on store sales activity.

and their double lock and flip door design
has proven to be very popular,” says Vogler.
Vogler also anticipates strong
demand for his new Swipeguard antitheft system, a pusher/backplate device
compatible with existing store hooks
that allows customers to obtain single
packages of high-cost products such as
razor blades but secures the rest of the
display inventory.
While high tech solutions offer amazing features to protect people and inventory, the effectiveness of simple, low tech
systems cannot be overlooked. Any grocery store can benefit from a combination of both, carefully chosen for specific
needs, without breaking the bank. ●

Marketing Impact Ltd.
can pivot quickly to
meet customers’
security needs.

Bard Valley Natural Delights is kicking off
its date season with the launch of Dark
Chocolate Covered Medjool Dates with Sea
Salt in eight-count and 16-count packages.
An ample supply of both limited-edition
package sizes will begin shipping in
September to be available for the holiday
season. The release of this premium
product coincides with the August start of
the Natural Delights date season.
“We are excited about our delicious new product,” explains David
Baxter, Bard Valley’s brand manager. “Research indicates that more
than 90 per cent of consumers plan to share or gift chocolates during
the holidays. Our upscale packaging features a die-cut window to
showcase the product, and it also serves as a gift box.”
Bard Valley’s premium Medjool dates are world-renowned for their
luscious, soft texture and sweet, caramel-honey flavour. These dates
are bigger and softer than other date varieties and demand a very
specific set of growing conditions including high heat and low humidity.
Natural Delights Medjools are sustainably grown, and the cocoa
is sourced from suppliers that implement practices to improve the
livelihoods of cocoa farmers and their communities.
For more information: james.conrad@bvdg.com

Maple Leaf Foods Launches
Maple Leaf 50/50

Organika Launches Canada’s
First Collagen Cookie, The FÄV
Collagen Cookie
Organika, family-owned and
-operated Vancouver-based health
and wellness brand, has introduced
a new way to snack smarter, the
FÄV Collagen Cookie.
FÄV Collagen Cookies are made
from one hundred per cent simple
and clean ingredients, making
them a healthy and delicious treat. Packed with
non-GMO, natural ingredients, Organika’s collagen cookies are gluten
and grain free, keto friendly and contain hydrolyzed bovine collagen
that is free from hormones and antibiotics. The collagen cookies are
available in two flavours, double chocolate chip and chocolate chip,
with each recipe providing important nutrients including: high quality
protein, hydrolyzed collagen, healthy fats.

Biro Manufacturing Updates Website
Biro Manufacturing has updated
Birosaw the website of Biro Manufacturing, the leading producer of quality
meat processing equipment. The company carries a full line of meat equipment which includes meat saws, meat
tenderizers, mixer grinders, tabletop
mincer/grinders, floor mincer/grinders,
vacuum tumblers, poultry cutters and
packaging equipment. Service is available from over 245 locations worldwide. Biro can custom design and build any of our meat equipment to
meet the demanding needs of today’s meat processors.
For more information: www.birosaw.com

A Rich and Creamy Plant-Based
Frozen Dessert

New Maple Leaf 50/50, is an innovative range of products from
Maple Leaf Foods. Maple Leaf 50/50 fusion protein products are
made with 50 per cent premium meat and 50 per cent plant-based
and natural ingredients to deliver the taste, satisfaction, and sensory

experience of traditional meat products. “There has been significant
growth in the meat-alternatives category, but the taste, texture
and long list of ingredients have been barriers for some consumers
who want to explore plant-based protein foods,” says Casey
Richards, senior vice-president marketing and innovation, Maple
Leaf Foods. “Providing delicious options that reflect the way Canadians live, cook and grill is a priority for us at Maple Leaf. We are
proud to launch Maple Leaf 50/50 and introduce fusion protein as
a balance of meat and plant-based protein for Canadians who love
meat protein but want to make sustainable food choices.”

From the Plant Based Foods Association, the plant-based food
market in the U.S. is worth $4.5 billion, an increase of 11 per cent in
2019. There is an estimated one-third of consumers seeking plantbased alternatives to meat and dairy. The influence of 80 million
millennials in the U.S., shows a higher demand of over 50 per cent for
plant-based foods that are grown sustainably and have greater transparency in manufacturing. Considering the trend in plant-based
foods, Sorbatto’s innovative new frozen dessert is unlike any other
frozen dessert in the market, fulfilling new demands for a healthier
frozen dessert experience. From fourth generation farmers, Sorbatto
is made with a unique proprietary process to Blue Cream™ their
farm grown blueberries into six rich, creamy flavors for a delicious
plant-based frozen dessert that everyone can enjoy.
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WHAT’S NEW & IMPROVED IN THE GROCERY AISLE

Wise Bites’ Soft Mini
Wise Bites’ innovative new shelf-stable products are hitting grocery
store shelves this summer.
In keeping with its tradition of bringing plant-based, free-from
products to market, the company’s new Soft Mini category is shelf
stable and made in a dedicated facility in Richmond, B.C.
The company makes healthy snacks in a trusted food-safe facility.
Wise Bites cookies, bars and muffins are higher in protein, fibre and
minerals than typical baked treats.

Thrill Your Grill This Summer
with Sea Bass!
Introducing new Ocean Jewel
Mediterranean Sea Bass, a very
lean and delicately flavoured
fish that is ready for the grill.
Made without additives or
preservatives and ASC certified.
For more information: Oceanjewelseafood.com

Dole Adds Three New
Flavour-Forward Salad Kits
This family-run, local food producer sweetens products mostly with
natural sweeteners. The products have no traces of gluten, peanuts,
tree nuts, dairy, eggs and soy, as well as fish and shellfish.
Wise Bites began production of Soft Mini Cookie shelf-stable
category late last fall, and are already producing two more flavours
Soft Mini Chocolate and Soft Mini Lemon to accompany the original
Soft Mini Apple and Soft Mini Raspberry.
“Our mission is to make delicious vegan and gluten-free snacks for
everyone, including those who suffer from difficult food allergies and
intolerances,” says founder Cathline James. “These products make it
easy for everyone to make healthy choices.”
For more information: wise-bites.com.

Energy Door Company Introduces
AMSafe Hands-Free Door Arm
Energy Door Company, a leading supplier of glass display doors and frames for
the commercial refrigeration industry, has
introduced AMSafe an antimicrobial
hands-free, door arm that sanitizes itself.
The unique design of the AMSafe
Antimicrobial Arm uses a micronized
antibacterial compound embedded into
the arm killing 99 per cent of germs. Even
if you never clean it, the antimicrobial
compound lasts for the life of the handle.
“Developing a product that is not only
conveniently hands-free but also keeping
customers safe in a retail environment is
more critical than ever,” stated Tim Dye, director of sales and marketing for Energy Door Company. “With millions of refrigerated door
handles throughout various retail spaces, the potential for germs
spreading is exponentially high. With this new AMSafe Arm, customers can safely open doors only using their forearms, never touching the handle with their hand giving customers and retailers both the
added extra level of protection,” Dye added.

Dole is extending its offerings with one new Chopped! and two new
Premium salad kits. DOLE Sweet Kale Salad Kit (Premium Kit Category):
DOLE Green Cabbage, Kale,
shredded Broccoli, Brussels
Sprouts and Radicchio topped
with pepitas, dried cranberries
and Dole’s Poppy Seed Dressing.
DOLE Blueberry Bliss Salad Kit
(Premium Kit Category): DOLE
Spinach, Baby Red Chard and Carrots topped with almonds, dried
blueberries and Dole’s Blueberry Lemon Dressing.
DOLE Chopped! Avocado Ranch Salad Kit (Chopped! Kit Category):
Chopped DOLE Cabbages, Green Leaf Lettuce, Kale, Carrots and Green
Onions topped with shredded cheddar cheese, crispy corn and Dole’s
Avocado Ranch Dressing.
For more information: www.dole.com.

Happy Planet Launches New
Wellness Bowls
Happy Planet, the much-loved Canadian born smoothie & soups brand
with a mission to create a happier planet through great tasting food & ethically sourced ingredients is launching a whole new range of Plant Powered

Wellness Bowls later this year. The new plant-based range will include four
complete, single serve meals all with their own unique flavourful blends of
natural wholesome ingredients including vegetables, beans, legumes &
ancient grains. Each variety of wellness bowl will contain between 10-13g of
plant-based protein & up to 12g of fibre so that consumers can stay happy,
not hangry at lunch or dinnertime. They also come in a convenient,
portable ready to heat bowl taking the hassle out of meal time!
For more information: www.happyplanet.com
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