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Despite all the supply chain challenges faced by the grocery industry in 2020,
grocers had a stellar year as consumers embraced home cooking as never before
and competition from restaurants virtually melted away with lockdowns.
While many operators are using the opportunity to invest even more in supply

chain, including automated warehouses and re-tooling operations, many are now
turning their focus to how to strategically manage the gains they have made for
long-term growth. In 2021, expect to see more emphasis on merchandising and
loyalty programs now demanded by more robust e-commerce platforms. 
Last year, grocers had to scramble to improve their e-commerce platforms with

the surge in demand for online shopping. Consumers often found there were
hiccups with navigation and ultimately fulfillment. Indeed, fulfillment has been one
of the most challenging problems with many deciding to put the  emphasis on curb-
side pick-up over delivery. Many grocers now see their primary strength in picking
and order assembly and have chosen to leave fulfillment to third party providers. 
As the pandemic hopefully winds down with the rollout of the vaccine, old

patterns will undoubtably return. But with newly developed capacities, 2021 will
set the stage for continuing transformation into the so-called “omni-channel” world
where grocers will need to operate as efficiently in either the digital or brick and
mortar space. 
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LACTALIS CANADA TO ACQUIRE AGROPUR’S CANADIAN YOGURT BUSINESS

Lactalis Canada Inc. (‘Lactalis Canada’), formerly Parmalat Canada Inc., a subsidiary of Lactalis Group,
announced that it has reached a definitive agreement with Agropur Cooperative to acquire all shares of its
Canadian yogurt business, Ultima Foods Inc., including the Iögo and Iögo Nanö yogurt brands, as well as the
Olympic yogurt, sour cream and kefir brand. 

The proposed transaction expands Lactalis Canada’s yogurt portfolio
of iconic brands that include Astro, siggi’s and Stonyfield with the addition of three highly recognizable
and popular homegrown yogurt names – Iögo, Iögo Nanö and Olympic.

“As a broadly-based dairy products company in Canada, producing and supplying a wide variety of
popular brands, this transaction will reinforce Lactalis Canada’s position in the dairy category and will
help enable key customer partners in both the retail and foodservice channels meet the growing
consumer demand for yogurt products,” said Mark Taylor, president & CEO, Lactalis Canada.

Freybe Gourmet
Foods Recognized
as Kincentric Best
Employer 2020

Freybe Gourmet Foods have been recog-
nized as a Best Employer, Canada, as part
of Kincentric’s Best Employers global
certification. The program measures and
recognizes leading employers who capture

the full power of
their people to
drive results and
create sustainable
competitive advan-
tage. Freybe scored

85 per cent for overall engagement, placing
them in the top quartile of all participating
companies across North America. The
engagement score is a measure of the
emotional and intellectual involvement that
motivates employees to do their best work.

“Being recognized as a Kincentric Top
Employer in Canada is a huge honour and a
reflection of the dedicated and passionate
work of our entire team,” says Sven Freybe,
CEO of Freybe Gourmet Foods. “It shows
how our focus on culture and values-based
decision making translates to a profitable,
stable business.” Top scoring dimensions
for Freybe included empowerment to test
and try new ideas, being results-focused,
and an orientation towards long-term

business sustainability. When asked whether
they would describe Freybe as being caring
and people oriented, 100 per cent of the
Freybe respondents were favourable.
Freybe is a participant in ‘Not Myself
Today’, a unique workplace mental health
initiative proven to generate strong, posi-
tive impact in companies of all sizes and
sectors. Run by the Canadian Mental
Health Association, it is evidence-based
and focused on practical solutions.

“Our prioritization of mental health
awareness and support is crucial to the
well-being of our team and our overall busi-
ness success,” says Angela Doro, vice-pres-
ident of marketing and operations. “We’re
proud to be leading the meat industry as
we create space and awareness for these
important conversations. The survey was
distributed to the team in the middle of one
of the hardest years imaginable due to the
COVID-19 pandemic. But we didn’t want to
shy away from the opportunity to ask
everyone ‘How are we doing?’ even under
the most extreme of circumstances. We
have particular admiration for our front-
line workers who are ensuring products get
to our customers so that Canadians across
the country have uninterrupted access to
the foods they want.”

Canada’s Biggest Retailers and Consumer
Packaged Goods Brands Support
“Golden Design Rules” to Reduce Plastic Waste

More than 20 Canadian retail and consumer packaged goods companies, representing a
substantial proportion of the nation’s plastic packaging, are among the first to support new
global “Golden Design Rules” to improve plastics recycling and reduce landfill and pollution. 

The rules acknowledge the importance of plastic packaging for food quality and safety,
while encouraging companies industrywide to make packaging decisions that better support
recycling systems. In addition to keeping plastic out of landfill and nature, designing packaging
to be more recyclable is an important first step in converting a take-make-waste linear
economy into a circular economy where the ingredients of plastic packaging are captured
and reused. 

The Golden Design Rules were
established and announced
by members of The Consumer
Goods Forum (CGF) Plastic
Waste Coalition of Action, a
coalition of some of the
world’s largest retail and con-
sumer brands, based on vol-
untary 2025 targets and a
common vision of a world
where no plastic waste ends
up in nature – land or sea. 

The initial rules focus on the two priorities below. 
Golden Rule 1: Increase value in polyethylene terephthalate (PET) recycling. a) Use

transparent and uncoloured PET (preferred), or transparent blue or green in all PET bottles;
b) Ensure material choice, adhesive choice and size of sleeve or label is not problematic for
recycling.

PET is one of the most commonly used plastic materials. This rule applies to all PET
bottles in food and non-food applications, including beverages, home care products, personal
care products, and more. 

Golden Rule 2: Remove problematic elements from packaging including the following:
undetectable carbon black, which frustrates plastics sorting and is sent to landfill; PVC or PVDC
(polyvinylidene chloride or polyvinylidene dichloride) which are problematic in recycling
streams; EPS or PS (expanded polystyrene or polystyrene) which have more recyclable
alternatives; PETG (polyethylene terephthalate glycol) which contaminates batches of other-
wise valuable PET recycling; and oxo-degradable plastics, which fragment into microplastics.

Many packaging products today still include materials that make recycling impossible or
very difficult. This is one reason more plastic is not being recycled as well as it can be. The
design and use of packaging combined with effective recycling systems and innovations, are
considered key components to eliminate plastic waste. 

Amazon Fresh Most Used Delivery
Service During Pandemic in US – 29
per cent Regularly Used the Service

According to data presented by Stock Apps, Amazon/Amazon Fresh
was the most used delivery service during the pandemic in the US with
29 per cent of respondents in a survey done in August claiming they
used the service regularly during the lockdowns.

COVID-19 has shifted consumer behaviour significantly since it gripped
the world early in 2020. One of the businesses that were shut down in
lockdowns were restaurants and consumers were forced to seek alterna-
tives to their usual dining out options. As a result, people turned to food
delivery services and Amazon’s Amazon Fresh stood out as the most
popular choice among survey respondents with up to 29 per cent saying
they used the service regularly.

Meanwhile, 40 per cent of respondents indicated that they used online
grocery stores like Amazon Fresh more because of the lockdowns. The
survey also indicated the attitudes may have shifted in the long run with
37 per cent of respondents indicating that they plan to use Amazon
Fresh more after the pandemic, with 40 per cent saying they will use it
the same amount as they did during the pandemic.

According to the same survey, 53 per cent of consumers indicated that
they have visited a convenience store less since the pandemic began.
Thirty-one per cent  of respondents indicated that they also shop less in
grocery stores. The reason for the decrease in convenience stores also
varies. Forty per cent said they were trying to consolidate their shopping
and making less shopping trips, 38 per cent cited not needing gasoline
as often as before, 34 per cent said it was due to not travelling for leisure
as much as before, 33 per cent, said it was due to not eating out as much,
29 per cent indicated not feeling safe in convenience stores, and 24 per
cent indicated that they chose to shop at an online store instead.

Ana Silva, Veteran of Daiya
Foods, Joins The Very Good
Food Company
as New President

The Very Good Food Company
Inc. announced that veteran plant-
based food production executive,
Ana Silva, will join Very Good Food
Company as president commencing
in January 2021.  

Silva has spent the past five
years with Daiya Foods Inc., where
she served as chief financial offi-
cer. Daiya is a Canadian-based
company that manufactures plant-based dairy alternatives
available at more than 25,000 stores across North America. 

“I’m thrilled about the possibilities in the plant-based
food industry, and I believe it will secure our long-term
global food supply,” said Silva. “Very Good Food offers
three unique assets: The founders are innovative risk-
takers with a great vision. The core values and purpose
are truly inspiring. And finally, this company is at the
early stages of growth, which for me, is an important
opportunity to contribute.”

Ana Silva

SJM Group Appoints Piuze
Jean Piuze has been appointed to the position of presi-

dent of SJM Group. In this new role, Piuze will be responsible
for the management of the SJM Group. His mandate also
includes refining the vision and focus of the Group, as well

as establishing the growth strategies
of the organisation. His top prior-
ities will be to establish a manage-
ment process that will enable
revenue growth, profitability and
help mentor team collaboration
and development at all levels of
the organisation. Supported by
SJM Group’s executive commit-
tee, together they will lead the
fulfillment of the business plan.

Founded in 1978, the SJM Group
is a consortium of Canadian manu-
facturing companies including

Etalex Inc., Equipement Boni Inc. and Forma Fil Inc.
These three companies specialize in the design and
manufacturing of commercial shelving and displays,
millwork, industrial racking systems and accessories for
the food, pharmacy, hardware and retail sectors as well as
distribution centres and warehouses.

Jean Piuze
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market update PANDEMIC TOPS THE LIST OF
DISRUPTORS TO WATCH IN 2021
Say FCC Economists

The pandemic was undoubtedly the single biggest shock to the
Canadian agriculture and food industry in 2020, and its impact will
have some lasting effects, according to Farm Credit Canada’s (FCC)
economics team.

“A year ago, we were saying climate change, protectionism and
automation had the most potential to not only significantly reshape
Canada’s agriculture and food industry, but also disrupt the global
economy,” said J.P. Gervais, FCC’s chief agricultural economist.
“I think it’s safe to say the emergence of the global pandemic
has added fuel to that fire of change and now tops our list of most
significant trends to watch in 2021.”

According to FCC’s two-part blog series, the upheaval caused by
the pandemic continues to test global supply chains and disrupt
trade patterns around the world, as countries apply various
measures to stop the spread of the virus. It has slowed or shuttered
momentarily food processing facilities, disrupted movement of
Canadian agriculture commodities and processed food to several

export markets, and significantly altered
consumer buying habits, especially when
it comes to in-home dining and grocery
shopping.

At the same time, geopolitical tensions
added to the uncertainty brought on by
the global pandemic, shifting trade flows. To make matters worse,
climate change continued to wreak havoc in agriculture, spawning
extreme weather events in parts of the world. All told, 2020 will go
down as a year of major disruption on almost every front. 

However, as much as the pandemic has caused supply chain
disruptions, it has also created an opportunity for Canada to further
entrench itself as one of the world’s most trusted and reliable
suppliers of food and agriculture commodities, according to Gervais.

“The pandemic has only heightened consumer demand for local-
ly sourced food, accelerating what was already a pre-pandemic
trend,” he said. “At the same time, the needs of major food
importers and our key export markets will grow even if economic
uncertainty continues to prevail in 2021.”

There are clear signals pointing to strong domestic and global
demand. He notes, for example, higher savings and pent-up demand
that could drive growth in red meat consumption, which could be
bolstered by the possible reopening of foodservices in 2021. Global-
ly, weather challenges could strengthen import demand of major
grains, oilseeds and pulses. 

Global supply chains are still signaling that Canadian exports are
important. High-income economies, such as Japan, the United
States and the European Union, continue to have the potential to
further tap into Canadian exports. China — given its size and grow-
ing economic strength — also holds potential for opportunities. 

“If the stars align and we are able to quickly turn the corner on
this pandemic in 2021, we could see an economic rebound that
allows us to mostly recover from last year’s 4.2 per cent global
economic contraction,” Gervais said. “By meeting the needs of
importers during a pandemic, Canada has an opportunity to further
strengthen its position as one of the world’s leading agriculture
exporters.”

FCC Recognized as a Kincentric
Best Employer for 2020

Farm Credit Canada (FCC) has once again been recognized
as one of Canada’s best employers, part of Kincentric’s Best
Employers global certification program that measures and
recognizes leading employers.

“Our employees are our greatest asset and the number
one reason why FCC is one of the most highly adaptive and
customer-inspired companies in Canada,” said Michael
Hoffort, FCC president and CEO. “This has been especially
true this year, as we’ve had to tap into the passion and
creativity of our 2,000 employees across Canada to
find new ways of serving our customers throughout the
COVID-19 pandemic.”

Kincentric annually certifies companies that have captured
the full potential of their employees. To certify a company
as a best employer, Kincentric compares organizations
to identify those that strive to continuously inspire their
people, spark change and accelerate business success. 

To achieve this recognition, 
FCC was assessed on four measures: 

Employee engagement: employees speak positively about
their employer, intend to stay and are motivated to exert
extra effort at work.

Organizational agility: employees see the organization is
highly adaptive, innovative, inclusive and responsive to the
changing needs of its customers.

Engaging leadership: leaders are deeply connected with
employees to drive engagement, communicate a clear
vision and demonstrate strong personal values.

Talent focus: employees see the organization is focused
on attracting and retaining great talent and creating an
inspirational environment where people can thrive.

THE VERY GOOD FOOD COMPANY ANNOUNCES RECORD MONTHLY SALES

The Very Good Food Company Inc., a progressive creator of innovative plant-based food
products, has announced record sales thanks to highly successful Thanksgiving, Black Friday and
Cyber Monday e-commerce sales promotions. The company set a record for monthly sales in
November 2020 of $782,790, an increase of 582 per cent over November 2019.

E-commerce sales in November were $600,671 resulting from 6,258 orders, an increase
of $292,486 from the prior month, and $550,429 compared to November 2019. American
Thanksgiving attributed to $384,045 in e-commerce sales in November 2020 representing 4,287
orders; approximately a 1686% increase in the number of orders compared to November 2019.
E-commerce revenue from Black Friday and Cyber Monday promotions was $191,512. 

Increased sales resulted from effective e-commerce marketing initiatives, brand awareness,
and demand. These initiatives will support the company’s next phase of growth and increased
production capacity coming online in Q1 2021 from the Rupert facility. 

The Nourish Network Releases Annual
Trend Report for Food, Beverage,
and Agriculture 

Nourish Food Marketing, Canada’s only full-service marketing agency
working exclusively with food, beverage, and agricultural clients, in part-
nership with Kahntact, leading marketers in the agriculture, food, and life
science sectors, have released their annual Trend Report. Heavily influ-
enced by the most unusual year of our lifetimes, the 2021 Nourish Net-
work Trend Report is an intriguing mix of newly emerged patterns and
existing trends radically altered by the pandemic. 

“Our fifth annual report looks at the forces driving change across the
entire food continuum,” says Jo-Ann McArthur, president of Nourish
Food Marketing. “The pandemic caused the equivalent of ten years of
change in ten months. What we once knew, and past behaviours are no
longer reliable indicators.” 

“COVID-19 forced Canada’s Food Industry to lift its veil when Canadians
experienced food shortages, likely for the first time in their lives,” says Len
Kahn, president of Kahntact. “This further shows the opportunity and need
for clearer transparency around Canadian agriculture. Consumers trust
farmers, but not farming, and that is something that needs to change.”

The 2021 Report dives into a dozen key trends that will shape the Food,
Beverage, and Agriculture landscape in 2021 and beyond. The Trends are:

• Two Canadas: The Polarization of Society 
• Set the Table: Return of the Family Mealtime 
• Values-based Eating: Social Justice in the Food Industry 
• Knowledge-based Eating: Radical Transparency & Full Disclosure 
• Ethics-based Eating: Reducing Your Environmental Impact 
• Beyond Local: Hyperlocalization of Products & Services 
• Functional Food 2.0: Eating for Resiliency & Preventative Healthcare 
• The Rise of Omnichannel: Part I – Linking Purchase & Prep Through Digital 
• The Rise of Omnichannel: Part II – Unbundling the Restaurant Experience For Home 
• Help Wanted: Filling Employment Gaps in the Agri-food Sector 
• Grassroots Movement: Investing in Soil Health for Industry & the Environment 
• Next-Gen Farming: Accelerated Integration of Digital Tech & Agriculture

Jean-Philippe Gervais
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ON OUR COVER

By Deb Smith

T
oday, more than ever, Canadians are looking to organic
foods to help them achieve better mind and body health
and a wellness lifestyle that will improve not only their

own lives but also their communities and the world as a whole. 
In a StatsCan poll, the majority of Canadians gave their

reasons for choosing organic as firstly for health benefits
followed by making a difference in the environment by the
use of fewer chemicals and sustainability. 
Over the past five years, organic retail sales in Canada have

increased 57 per cent to the tune of $5 billion a year and rising.
Blush Lane Organic Market is one grocery retailer that has

been helping meet this demand through its four retail stores
and a farmer’s market outlet in Alberta. Offering an extensive
variety of organic, natural and gourmet foods along with
healthy living products, Blush Lane features local, farm-direct,
organic produce, dairy products and meat. It’s this commitment
to Canadian certified organic farmers that is the underlying
strength of this successful retailer.

GOING BACK TO THE BASICS
Rob Horricks, CEO at Blush Lane Organic Market started
at the bottom, working in a Safeway store when he was 16
where he learned about the organic food market and saw its
potential in the Canadian grocery industry. Following
through, in Calgary in 1998, he started his first company,
Organic Express, delivering food orders across the city.
“It was the first organic home delivery company in
Alberta, and the first order I took was by fax!” 
But that was only the beginning for this entrepreneur.
In 2006 he sold Organic Express to Vancouver-based
SPUD.ca (Sustainable Produce Home Delivery),
and he and his wife, Zenya, purchased a 10-acre
orchard in Keremeos in the lush farming area of
southern British Columbia. Neither of them had
grown fruit before, but the surrounding organic

How Blush Lane Organic Market
is Meeting the Demand for Organic

Focus on 
Freshness

Rob Horricks, CEO, 
Blush Lane Organic Market

Photography: Brett Gilmour
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farming community offered support and
advice all along the way. 
“We already had a booth at the Calgary

Farmer’s Market where we had been
bringing in local organic produce and it
was very successful,” says Horricks. “But
then a change of location for the market
was proposed, and we decided we wanted
to move into our own place. So in Calgary
we set up our first brick and mortar store
in Aspen Woods – Blush Lane Organic
Market in 2008. We came up with the
‘blush’ as it reflects the perfect ripeness
of a peach when it’s ready to be picked,
representing our focus on high quality.

‘Lane’ is a sort of country-sounding word
that would connect people back to where
their food comes from. Although I hadn’t
set up a store before, I come from a
grocery background, so we jumped in
and just did it.”

In fact, they did it three more times
with an outlet in Edmonton in 2012 and
three years ago opened another two in
Calgary – one in Bridgeland and another
in Marda Loop along with a booth at the
newly located Calgary Farmers Market.

WHEN DESIGN MEETS PURPOSE
The stores are all designed specifically to fit into a smaller

footprint, generally below 10,000 square feet. “This gives a cozier
feel to the store,” Horricks explains. “It’s not as much of a
commitment for people to come in and browse. Outside the
pandemic we would often have people shopping on a daily basis
or maybe every couple of days. Coming into our stores is nice
and quick for them; they don’t have to walk through an 80,000
square foot store to find what they want. It makes for a more
personal experience, and our staff get to know the customers.”
A unique colour scheme sets these stores apart. The main

colour is a bright blush, referencing again the store name, while
shelving is painted a pure stark black in contrast to the colours

of the produce. Horricks notes that the stores are purposely
over-lit with warm lighting to further make the products stand
out and be noticed for their colour and freshness.
Horricks adds, “We really focus on freshness, so produce is

huge for us, and we take a lot of pride in the positive feedback
we receive. People mostly are coming for our fresh products.
We try to do ‘just in time’ inventory as much as possible and get
a really good turnover on our products. Because we’re small, we
literally have next to no back rooms in our stores. Everything
comes in, sells and more comes in tomorrow. We can compete
when it comes to dairy and deli items as they are still unique
and fresh. Centre-of-store items are more of a challenge as big
box stores can enter into that segment without worrying too
much about loss.” 
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LOCAL AND ORGANIC 
ALL THE WAY
Supporting local growers first to ensure

quality and freshness, the stores offer a
global selection of organic fruits and
vegetables, and whenever possible organic,
farm-direct, local meat and eggs. When
organic is not available, they move to
grass-fed or free-range. And if that doesn’t
work, they will look to support small,

local farms. This is not only as part of a
commitment to provide the best for their
customers, but is also to actively promote
sustainable, ethical and environmentally
conscious agricultural practices.
Customers can choose from locally

produced organic milks, yogurts and
cheeses as well as other Canadian organic
and artisan cheeses. Locally and organically
produced natural and gourmet foods line
the shelves. Seafood is third-party certified
sustainable, preferably from the west coast
of Canada and wild-caught if possible. 
Blush Lane also provides a variety of

clean natural alternatives for everyday
use in health and body products. To
further encourage their customers to use
these sustainable products, the Blush
Wellness Club offers discounts on eligible
purchases, while the Market Points
Reward Program delivers discounts
towards all purchases or a cash donation
to each store’s designated charity that is
matched by Blush Lane. 

BRINGING CORE VALUES INTO 
EVERYDAY PRACTICE
In every way possible, Blush Lane Organic Markets are

working to fulfil the four core values that are the foundation of
the business: Love, Integrity, Fresh(ness) and Ecology. All words
that are often tossed about casually, but at these stores, they are
translated into real decisions and actions — like the LED lights
used in the dairy cooler to save energy from constant opening
or choosing 100 per cent green electricity with Bullfrog Power,
Canada’s leading green energy provider. 

Before the current COVID protocols, the stores added scales
near the bulk food sections for a fill-your-own-container program,
which was very successful with customers. The Blush Lane
takeback program is aimed at “Be Fresh” pink bag products,
stand-up plastic pouches that are not normally recyclable.
Through Blush Lane’s partnership with a specialized recycling
company, the bags are now turned into new useful products.
“We’re always looking for opportunities,” says Horricks. “We

really leverage technology, like the auto-replenishment system that
knows what we’ve sold and automatically orders more in. We try to
be as progressive as we can because if we’re not in front, we’re behind.”
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MOVING FORWARD
Three years ago, Horricks sold the

Blush Lane Organic Market to SPUD.ca
but has remained onboard as the CEO.
“Everything that has been on everyone’s
mind is how to solve home delivery, and
we had to find a way to provide this
service. I knew the challenges of home
delivery from my experiences with
Express Organic and just wasn’t prepared
to go through the whole setup procedure
from scratch. With SPUD.ca it’s a
great partnership of like-minded people
who will be able to go farther together.
Right now a lot of what we’re doing is
integrating online technology with the
brick and mortar technology, and

SPUD.ca is going public in January 2021.
It’s a very diverse business, and we have
a lot on the technology side to provide
services to other companies.”
The Horricks still have their organic

orchard in B.C. specializing in tree-ripened
peaches so good that people remember
eating them as an experience. “A lot of
the farmers we worked with back when
we got started are still with us today and
they have expanded along the way as
well. One of the things I’m most happy
about is that we’ve been able to create
some changes in our food system when
it comes to organic. There are more
organic products out there now, which
is what we set out to do.”

Horricks attributes the success of the
Blush Lane Organic Market to always
looking to those four core values that started
it all. “People, the planet Earth and profit
are all equally important for long term
success. We can’t get people going in the
same direction if they all don’t have the
same purpose. I’ve learned that using the
most hands-off management system
empowers people and allows them to
manage through using those principles.
Staff turnover costs a lot more money than
I think we realize. People who aren’t aligned
don’t want to go to work, but at Blush
Lane, we are fortunate in that we have
passionate and committed team members.”
Organic farming technology is getting

better all the time with better equipment,
better understanding of what needs to be
done. And supply is improving, but not
at the same pace as demand. Blush Lane
Organic Markets have established a strong
customer base through meeting those
demands. As major players continue to
move over to organic there will no doubt
be big jumps in supply. But as Canadians
look for ways to achieve a healthy and
ethical lifestyle, the demand for organic
products will also continue to grow. ●

The theme this year was “A World
of Opportunities. More Trade.
More Tastes. More Trends.”, which

is proving to be successful. With many
industries going through tough times,
innovation is key and part of that
innovation is expanding into virtual
space — a space where participants can
literally attend from the comfort of their
living rooms, yet still have access to the
full gamut of extraordinary products,
innovations, and speakers.

This virtual show pioneered the road in
terms of virtual shows in the grocery
sector and is a testament to the industry.
Similarly, how the grocery sector has
had to band together to continue
operations, GIC LIVE @ HOME showcased
how grocery business banded together in
ways not seen in the past — from across
the country — and the result was the
premier virtual grocery show to date.

Among the keynotes on the final day
of the show, “COVID-19 happened. Now
what?” by Dr. Sylvain Charlebois, Agri-
Food Analytics Lab, Dalhousie University,
struck a poignant note, and helped
explain where we go from here. During a
“Fireside Chat” panel, the discussion of
teamwork, leadership, and overcoming
adversity with NBA Coach of the Year,
Toronto Raptors’ Head Coach Nick Nurse
was held and had excellent advice on

maintaining the status quo, while simul-
taneously advancing an organization. 

With exhibitors across a multitude of
categories, hundreds of retailers, there
was an abundance of connections, and
business to be done over three days vir-
tually, and a networking experience that
rivaled that of the pre-COVID world,
making 2020’s GIC LIVE @HOME a
resounding success. Of course, staples
of the show such as the Top 10 in Gro-
cery were still highlights of the event,
with the notable difference that this
year products were selected from the
New Product Showcases by attendees
with their votes virtually. During the Cel-
ebration of Grocers event the industry

was feted for all their work in keeping
Canadians fed during this pandemic, as
well the prestigious Life Member Award
in the Independent Grocer category
was bestowed to Dave Powell of Powell
Group of Companies, Bay Roberts,
N.L., and Life Member Award in the
Industry Builder category was awarded
to Stephen Kouri, vice-president sales
and trade marketing, Smucker Foods
of Canada Corp. The National Scholar-
ship Winner 2020 was also handed out
to Sophie Semeniuk - Member Relation:
Save-On-Foods, Edmonton, Alberta. The
best merchandising displays across
Canada were celebrated at the Master
Merchandiser Awards. ●

POST SHOW UPDATE

Innovation Continues Virtually at
Grocery Innovations Canada
(GIC) – GIC LIVE @ HOME

Good Bites, A Lassonde Inc.
Poo Pourri, Acosta 
Thai Kitchen Coconut Milk, Tree of Life 
Jack Daniel’s Original BBQ Sauce, Golden West Food Group 
BASK Crisp Rose Wine, Arterra Wines Canada

Little Bites Brownie, BIMBO Canada 
Balderson Natural Slices, Lactalis Canada 
Kit Kat Ice Cream - Salted Caramel Burst, Nestlé Canada 
Nutty Dips - Caramelized Onion, Summer Fresh Salads 
Real Pops - Hibiscus Lemonade, Everreal 

THE TOP 10 IN GROCERY 2020 (in no particular order): 

The recent Grocery Innovations Canada (GIC) LIVE @ HOME
virtual trade show and conference was a big success.

(Left to right) Dave Powell, president and CEO, Powell Group of Companies. Stephen Kouri, vice-president,
sales and trade marketing, Smucker Foods of Canada Corp. Dr. Sylvain Charlebois, Agri-Foods Analytics
Lab, Dalhousie University. Sophie Semeniuk, Save-On Foods, Edmonton, AB.
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Vegetarian, flexitarian, vegan. It doesn’t matter how people define their
dietary style. What matters is that the volume of plant-based eating
continues to climb and will further drive new products that taste as

good as, or better, than their non-plant-based counterparts. 
According to Leslie Ewing, executive director of Plant-Based Foods of

Canada (PBFC), a Nielsen report pins plant-based foods in Canada
at a value of $500 million as of December 2019, with annual
growth of 16 per cent. 

“This means the plant-based food industry is actually
outpacing the growth of other food products,” she says.
“All indications are that we will see this rapid increase in
the consumption of plant-based foods, as well as strong
innovation, continue over the next several years.”
Obviously the numbers of plant-based eaters are

rising. Darcy Peters, vice-president of sales, Meatless
Farm – Canada notes that a 2019 Dalhousie University

study tallied approximately 850,000 vegans, 2.3 million
vegetarians and 6.5 million flexitarians in Canada. This
means a lot of consumers are seeking out plant-based
options on a regular basis. 

“The plant-based revolution has been underway for
many years,” he says. “It only continues to grow

among Canadian consumers. Most of the products
available in meat, deli and dairy departments

can now be replicated into a plant-based
alternative, providing consumers considering

a plant-based diet with unlimited options.”
Options now offered in the grocery space have

come about because of the innovation in the industry,
says Ewing.

“We are seeing exciting new products emerging,”
she says. “Our PBFC members are bringing to
market some truly unique and novel applications
of plant-based ingredients in meals, appetizers,
dressings, snacks and many other products as

consumers look to expand their diets and
incorporate new options and variety.”

PLANT-BASED FOODS

By Ronda Payne



working on new formulas that deliver an
enjoyable eating experience. The new soy-
free, pea-based recipe closely mimics the
taste and texture of red meat in the four
core products available in Canada: a two-
pack of meatless burgers, a four-pack of
breakfast sausage patties, a 12-count of
breakfast sausages and plant-based ground. 
“We’re also excited to be introducing

new products in 2021 and beyond,” he
says. “This category is moving fast.”
Meatless Farm works with retailers to

help establish the best merchandising
options based on customers, space and
other factors as the products can be
featured in both the meat case as well as
the frozen section. 
Ewing says PBFC and its members

strive to be partners with retailers to help
navigate merchandising. She notes that
some consumers (mainly flexitarians) want
plant-based proteins in typical protein
sections while vegetarians and vegans
want a plant-based specific section which
may fall in the natural foods section. 
Gust believes options like desserts can

be sold in the frozen food section or in
the bakery as a thawed single slice. 
Currelly is seeing an increase in space

allocated to plant-based options.
“Seems like every grocery store has a

new bank of fridges filled with plant-
based products,” she says. “The deli is a
great place for plant-based products
because people can see that they have
many options to replace or add to their
meat and cheese choices.”
No matter where plant-based food

options are merchandised, carrying
these products is no longer optional.
Knowing which ones to carry will be
determined by customer preferences
and shopping habits. ●
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I
n 2020, of all the day parts, breakfast probably fared
the best. Usually marked by quick consumables to
meet harried schedules, the category shifted to sit

down favourites — from hot cereal to omelettes — and
tub and bulk formats (less trips to the store) over single-
serve, grab-and-go options. It’s fair to say even if life
goes back to ‘normal’ at some point in 2021, consumers
have rediscovered their mornings enough to continue
these shifts in consumption and buying habits.
“COVID-19 has brought about some changes in

the way we eat, and I really think people have fallen

in love with breakfast — a proper, healthy and
nutritious breakfast — all over again,” says Samantha
Falk, director of communications for Nature’s Path
Foods, pointing to the fact that they typically see an
increase in hot cereal in the colder months, as people
hunker down and reach for nutritious comfort food,
and this year has been exceptional in that regard.
The company recently launched a new line of Grain

Free Hot Cereals in the U.S. market, and will be
bringing it to Canada in the new year. The two protein-
rich hot cereals — Maple Almond Crunch and
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That variety can include options retailers
may not expect like a range of sweet treats
from WOW! Factor Desserts. Debbie
Gust, president and owner, says the
company was one of the first 10 in Canada
to become gluten-free certified and
now offers four vegan desserts that are
often preferred over non-plant-based
alternatives. These include award winning
chocolate decadence cake, wild Canadian
blueberry crumble, Reese peanut butter
tart and carrot cake. 
“Our products are

homemade and handmade,”
says Gust. “Especially
during COVID-19, people
are returning to classic
home-style dessert. It’s a
dessert that everyone in the
family can enjoy. Even if
you eat vegan and your
partner does not, they will
enjoy it equally as much.”
A consumer’s move to

plant-based foods comes
from a variety of reasons
according to Adriana Fazzina,
director of marketing with
Puratos Canada. 
“We have seen the plant-based foods

becoming a trend over the last decade as
a way to address the over-consumption
of animal proteins issue and the impact
that this has both on the human body
and the planet,” she says. “We, in the
ingredients industry, try to make everyday

changes, which includes introducing a
wider assortment of plant-based solutions
in bakery, patisserie and chocolate.”
She says that retailers must be conscious

of taste because “taste is king and is always
the main driver for re-purchase and
consumer preference.”

Options for in-house bakeries include
Puratos’ egg-free plant-based Sunset Glaze
that delivers a glossy shine to baked goods
and the Easy Brioche mix for the creation
of buns, donuts, sweet breads and more. 
“The majority of consumers want to

become more knowledgeable and socially
conscious,” she says. “We see more and
more consumers looking for plant-based
alternatives to integrate into their grocery
shopping as a way of diversifying their

nutrient intake and
taking a stand in the fight
for climate change.”
Peters supports the

philosophy that there
are various reasons for
plant-based eating. He
refers to a study by
Birmingham, England-
based One MS Research
from 2019 that shows
flexitarians place more
emphasis on health and
well-being as a reason
for their choices while
vegans are more concern-
ed about ethical and
environmental concerns.

Vegetarians fall in between. He says that
retailers need to be aware of the various
elements driving customer groups.
No longer is it enough to stock a few

plant-based hot-dogs and vegan crackers
in a natural foods section. As Zoe
Currelly, owner of Salt Spring Harvest,
explains, convenience foods that have
traditionally been hard to find as tasty
plant-based options, are the trend. 
“People are using plant-based dips and

spreads, ‘milks’ and cheeses because they
are an easy way to increase plant-based
foods in their diet,” she says. “Consumers
are also looking for healthy and clean-
label products. There is more awareness
that just substituting super-processed
plants for super-processed meats isn’t
necessarily the healthiest move; it also
matters how whole the foods are.”
In Currelly’s patés and dips, there is

no wheat, soy or nuts. The organic
ingredients are combined in a base of
sunflower seeds and root vegetables. The
same method applies to the recently-
launched artichoke lemon and smoky red
pepper spreadable dips. 
The innovation trend Ewing mentioned

is alive and well at Meatless Farm. As
Peters explains, the company is constantly

BREAKFAST FOODS

By Carly Peters

Puratos’ Sunset Glaze and the Easy Brioche
mix are great for the creation of baked goods. 

Leslie Ewing, executive director,
Plant-Based Foods of Canada

Meatless Farm 
has a soy-free, 
pea-based recipe
that closely mimics
the taste and 
texture of red meat.



WWW.WESTERNGROCER.COM 23

Eggo Chocolate Cereal, mini chocolate
flavoured waffle-shaped cereal pieces
dusted with a decadent chocolatey coating
for a sweet, crunchy taste. 
Since cereal is a one billion dollar

category, Siemienas suggest retailers
allocate a fair share of shelf to the
large/core category power skus, to
maximize category productivity, along
with offering more large pack sizes, which
are currently in high demand.
“Before COVID-19, retailers were

really pushing for convenience. To meet
consumer demand, they were asking for
on the go cups, sachets and smaller snack-
size packaging. But post-COVID-19,
convenience isn’t as big a factor anymore,”
echoes Falk from Nature’s Path Foods.
“Instead, we are seeing a shift towards
buying products in larger amounts. For
example, demand for our EcoPacs has
increased substantially. People aren’t going
to the grocery store as often. EcoPacs are
a great way to save money, help save the
environment and reduce your trips to the
grocery store. I see the trend continuing
well into next year, if not forever.”

Crack a Little Sunshine
Eggs are synonymous with a classic

breakfast. And, since they are versatile,
affordable, healthy, locally available and
full of comfort, it’s no wonder one in
five Canadians are eating more of them.
In fact, according to Sarah Caron, director
of marketing and nutrition at Egg Farmers
of Canada, the “light” egg consumer has
doubled their egg consumption.
“Time was always a barrier to eating

eggs at breakfast but COVID-19 removed
that,” she says, adding the increase has
definitely been seen in the 18-34 age
group, as well as households with kids,
who are  also purchasing bigger packs —
up to 30 eggs — than previous years.
“Sixty-five per cent of the people that
said they were eating more eggs were
doing so at breakfast.”
Weekends are seeing consumers get

creative with omelettes, frittatas, and eggs
benedict, while scrambled, fried, and hard
boiled are top weekday ways to prep
eggs. Caron actually points to the
organizations’ summer campaign which
touted hard boiled eggs as the perfect
mid-morning protein pick me up. The
message of “eggs anytime” was supported
by the promotion of pre-packaged eggs,
perfect for placement in the deli, home-

meal replacement area, or stacked on top
of the traditional egg case.
Of the Canadian eggs being consumed,

85 per cent are still the classic white or
brown variety, mainly because of their
price point, but some provinces are seeing
greater interest in free range, free run,
and organic options. According to
Amanda Brittain, director of com-
munications and marketing for BC Egg,
B.C. has more organic egg farms than
any other province, and has been leading
the country in cage-free eggs. They also
are heavy supporters of local farms, which

can help increase basket size; something
that most likely could be replicated in
other provinces. 
“People are interested in eating healthy

and buying local food to support local
farmers. If you let your customers know
your eggs come from local farms, they
will be likely to purchase an extra dozen,”
she states, adding if retailers want to
encourage people to eat more eggs for
breakfast, pairing the eggs with bacon
and orange juice or milk is a great option.
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Cinnamon Apple Crisp — a blend plant-
based watermelon seed protein with
nutrient-dense, healthy fats  instead of
grains to jumpstart the day — perfect for
those who follow a vegan or Paleo diet.
“The trends we are seeing is a real shift

to healthier eating. They want to boost
their overall health and innate immunity
as much as possible,” say Falk, pointing
to their new Nature’s Path Superfood
line, full of amazing functional ingredients,
including two granolas (Golden Turmeric
Superfood Granola and Cacao Superfood
Granola) and two ready-to-eat sachets
(Golden Turmeric Superfood Oatmeal
and Cacao Superfood Oatmeal). “All the
products have higher concentrations of
vitamins, minerals and antioxidants,
and serve as a way for consumers seeking
ways to boost their nutrition and support
wellness goals like reduced stress,
increased energy, improved immunity,
and better sleep patterns. And who
couldn’t use a little help in those areas?”
Natural and organic cereals is one of

the fastest growing category segments,
agrees Mike Siemienas, General Mills
spokesman, which is why the company
is very excited to be bringing the benefits
of well-known organic brand, Annie’s,
to the cereal aisle. Hitting some of
the most popular flavours and formats
— think Organic Frosted Oat Flakes,
Organic Cocoa Bunnies, Organic
Cinnabunnies, and Organic Fruity
Bunnies & Blossoms — the new cold
cereals are all without artificial flavours,
synthetic colours, preservatives and high
fructose corn syrup.
Cereal feels dependable, not to mention

comforting and nostalgic. That’s probably
one of the reasons why family favourites
segment is keeping growth pace with
natural and organic. Siemienas states the
category is being driven by millennials
having kids, and adult occasions outside
of breakfast (who doesn’t love of bowl
before bed?). For example, Lucky Charms
is continuing to delight consumers
— young and well, older — with new
Lucky Charms Honey Clover; the
magically delicious marshmallow charms
are paired with clover-shaped pieces,
sweetened with real honey.
Kellogg’s Canada is also jumping on

the nostalgia bandwagon with the release
of a new limited-edition Apple Jacks
cereal, along with bringing the highly
loved Eggo brand to the cereal bowl with

continued on page 26

PRODUCT SHOWCASE

RECENT LAUNCHES OR SOON-TO-BE-RELEASED OPTIONS TO 
MEET CUSTOMERS’ NEWFOUND LOVE OF BREAKFAST. 

GOOD AND GRAIN

Nature’s Path Foods will releasing limited-edition
Regenerative Organic Certified Oats again (for the
second year), produced from oats grown at the
company’s Founders’ Legend Organic Farm in
Saskatchewan. Additionally, since waffle sales were
strong in 2020, the company is hoping to build on
that with the launch of Grain Free Waffles in 2021.

PUT SOME SPRING INTO 
BREAKFAST (OR BAKING)

Back by popular demand, the Spring Edition of Rice
Krispies offers the same great taste and texture
consumers know and love but with brilliant bursts of
green and blue colours. Ideal for treat-making and
family activities during spring baking season, or to
brighten up morning cereal bowls, even the new 
packaging is designed to spark a little fun.

FEELING CHEESY

Roughly 17 per cent of Canadians are lactose
intolerant, but up to 37 per cent of Canadians are
actually limiting their lactose intake in general. In
response, Kraft Heinz Canada is launching
Philadelphia Lactose-Free Cream Cheese in both a
soft and brick format. With 26 per cent of cream
cheese being consumed at breakfast, retailers can
increase sales utilizing the company’s unique cooler
merchandiser that allows retailers to display Philadelphia
outside of the key dairy aisle, and encourages alignment 
with host foods like bakery.

THAT FLOWERY FEELING

Bee Maid Honey is giving their Premium
Clover variety a redesign in 2021. 

This product features honey that comes predomi-
nantly from the nectar of red and white clover 
flowers, and makes an exquisite choice for home
cooks wanting a delicate Canadian honey to use as a
sugar alternative or fresh take on breakfast spreads.

POP IT IN

General Mills’ Pillsbury Toaster Strudels are 
performing very well with families looking to 
provide an easy, at-home solution kids will love. 
The company recently launched a cinnamon toaster
strudel in an attempt to expand our flavour varieties.
The brands’ refrigerated baked goods are also seeing
growth with breakfast staples like crescents and 
cinnamon rolls being baked for breakfast.
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Over the past year, how have you
seen the breakfast category
change?

Prior to 2020, breakfast on-the-go or consumed away-
from-home was growing significantly. In 2020, we saw
this trend slow as more people began working from
home instead of commuting, thereby increasing at-home
breakfast consumption. Despite this change convenience
is still a leading decision factor in how consumers choose
their breakfast solutions and we’re seeing a return to
classic combinations like cream cheese on a bagel.  

How have these changes affected
shoppers purchasing behaviour?
What can retailers do to 
address this shift?

Categories that are rooted in breakfast like peanut
butter, cream cheese, cereal and coffee have experienced
substantial growth as consumers return to these familiar
products. Retailers and manufacturers have already taken
strategic steps to ensure product availability by limiting
assortment to trusted brand leaders and private label to
improve the efficiency on the shelf and supply chain. 
Beyond availability, consumers seek out value and

convenience. To address this shift, it’s critical for retailers
and brands to focus on creating omnichannel solutions that
align to consumer demand speed – both in their breakfast
preparation, but also their in-store shopping habits.

How can retailers get creative 
with merchandising breakfast 
staple items, like peanut butter, 
to increase sales?

Merchandising breakfast staples like peanut butter in
the bakery with bread is valuable to consumers as they
look to reduce their time spent in-store. At Kraft Heinz
Canada, we developed coolers for our retail partners
that support both ambient and refrigerated products in
one convenient merchandising unit. Shoppers can grab
their Philadelphia Cream Cheese, fresh bagels and
Maxwell House coffee without having to search across
different aisles of the store. 

What are the 2021 trends in 
breakfast and shopping behaviour
that retailers should be aware of?

At-home breakfast sales should continue to grow as
people adapt to and embrace working from home.
Breakfast has long been associated with health and
wellness. With health at the forefront in the wake of the
pandemic, consumers will continue gravitating towards
this daypart. Options that provide reduced sugar or
added health benefits should resonate strongly with
consumers. ●

The Breakfast Brand
Kelly Fleming, head of taste elevation/vice-president
marketing for Kraft Heinz Canada

talks day part trends for 2021

By Carly PetersBREAKFAST FOODS

Kelly Fleming, head of taste 
elevation/vice-president marketing
for Kraft Heinz Canada

F
rom peanut butter to coffee to cream cheese, Kraft Heinz

Canada boasts some of the most iconic breakfast brands

found on Western Canadian tables. That being said, no

company has better insight into how this day part has changed in terms

of consumer behaviour and buying patterns since the year that was

2020. Kelly Fleming, head of taste elevation/vice-president marketing

for Kraft Heinz Canada chatted with Western Grocer Magazine about

what can retailers expect for trends in the coming year.
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M
onday December 7th was the perfect evening to
gather friends and colleagues from the food
industry to celebrate achievements and doing

good; in this first virtual event many attendees joked about
Calgary’s perfect weather (+8 C) which is not common for
this time of the year and way different from the snow-
storms that many faced in attending previous Santa Causes.
Santa Cause was attended by  people from the retailer

and supplier community all over Canada and the monies
raised went to the honourees chosen charities The Calgary
Food Bank and The Alberta Cancer Foundation — Tom
Baker Centre.
Jeff Doucette, CFDE Director, was the master of

ceremonies and started the 20th Santa Cause by welcoming
guests, honorees and past Santa Cause honorees.
Bret VanDeWalle (Concord National), introduced the

first honouree of the night, for life-time achievement,
Tim Moore; he did an amazing speech celebrating Tim’s
life and accomplishments to turn Concord into a key
company to the Canadian grocery industry. Sandi Moore,

Tim’s wife, accepted on Tim’s behalf and shared Tim’s
love to support others specially those suffering from the
same disease. Tim’s donation went to the Alberta Cancer
Foundation Tom Baker Centre. 
Chris Powell followed introducing Jamie Moody; Chris

provided an amazing overview of Jamie’s life and
accomplishments. He highlighted Jamie’s career until
reaching Tree of Life where he spent the past 21 years;
today he is part of KEHE board (Tree of Life Parent
company in the US).

Jamie acceptance speech showed how proud he is to
be part of the industry and leading the team at  Tree of
Life working to make Canada “Eat well and Live Well”;
his passion for the company’s values shows humbly why
he was honoured with this prize. Jamie donated his share
to the Calgary Food Bank who together with other
regional Food Banks distribute close to 2.4M pounds of
food nationally every year.
Jamie Nelson did a great introduction of Cara Keating;

Jamie highlighted all Cara’s roles that started in the
western market, As the first woman to hold most of the
executive roles in Pepsico Cara also led Pepsico Woman’s

Inclusive Network from 2012 to 2015.
Today she holds the position of
president of Pepsico Foods Canada.
Cara started by saying that this

award was really meaningful to her
as her career started in western
Canada and that as a past director
on the CFDE board, she has been
fortunate to have been able to work
across Canada. She gracefully
remembered some of her first years

working with her customers in western Canada and how
she progressed over the years. She has been with Pepsico
Foods for 16 years now.
Cara also chose The Calgary Food Bank as her charity

of choice.   
Leanne Sears, current president of the CFDE ended the

night thanking all for their presence, and closed the 20th
Santa Cause/the 1st Virtual Santa Cause with Holiday Cheer.  
2021 will be kicked of with AGM meeting on January

14th followed by a Lunch and Learn with Jamie Nelson
on January 24th. ●
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“Offering a free recipe with purchase is
also a great idea. BC Egg can supply
recipes for an in-store promotion. We
also offer bag stuffers, shelf talkers, shelf
labels and more.”

Some Like it Thick
Breakfast is a very important occasion

for spreads like peanut butter, with 51
per cent of its consumption taking place
during this day part. As Canadians
stocked pantries and returned to
comforting foods during the pandemic,
the peanut butter category has had itself
a very strong year (+11 per cent dollar
sales) with Kraft Peanut Butter driving
this growth (+17 per cent), says
Jacqueline Chao, manager, brand build
& innovation for Kraft Heinz Canada.
In peanut butter, there has been an

increasing trend towards all-natural
options, as consumers continue to avoid
artificial ingredients and limit sugar intake.
Turning away from refined sugar has also
helped honey — Canadian honey in
particular — take its place among the top
spreads at breakfast. 
“We do know that honey is a common

breakfast item as people use creamed
honey as a spread on toast and liquid
honey in their hot beverages and
smoothies,” says Shannon Bowden, senior
brand and communications manager at
Bee Maid Honey Limited, adding the
U.S.-based National Honey Board did a
study and found that honey is the number
one preferred sugar alternative due to its
natural properties and perceived medicinal
benefits. “Honey has continued to grow

as a popular pantry item throughout the
pandemic. As people stayed home and
were baking and cooking more, we also
found that they were turning to honey
as their preferred sweetener.”
Consumers are trending towards raw

honey, as more options have become
available on the market in the past year,
including BeeMaid’s Raw Honey.
Bowden adds there’s also a desire for
monofloral options, which means the
honey was primarily sourced from a single
floral source, versus multi-floral honey,
widely available in the Canadian market.
Even with the trend towards buying

local already firmly in many Canadians
minds, the pandemic definitely shone a
light on importance of supporting the
local food chain, says Bowden. Bee Maid’s
100% Canadian and Proudly Owned by
Canadian Beekeepers messaging is
resonating with buyers, and helps to
differentiate the brand on shelf within
spreads. As for the category as a whole,
she says retailers can think outside of the
aisle for placement in places like the deli,
where people might think to include it
when they are picking up supplies for a
charcuterie board.

Looking for Some 
Hot Stuff
With fewer trips to the corner cafe in

the morning, and not a pot being made
at the office to start the day, coffee in
grocery retail has got a boost thanks to
the increased work-from-home culture.
In fact all categories have seen double-
digit dollar growth in the last 52 weeks

of 2020 — roast and ground was up 14
per cent, pods saw an 18 per cent
increase, while instant had the biggest
gains at 20 per cent,  states Andy Naidu,
category business manager, coffee, for
Kraft Heinz Canada.
Single-serve, or “on demand” coffee,

is the second largest coffee segment in
Canada accounting for almost half the
total retail coffee market. Recent data
from the National Coffee Association’s
National Coffee Drinking Trends, shows
almost 50 per cent of households own a
single-cup brewer. 
However, while consumers love the

convenience of single-serve coffee, they
are increasingly concerned about the
environmental footprint of their pods
consumption and the plastic waste they
create, says Naidu, adding 40 per cent
of Canadians who drink tea/coffee agree
that pods should be compostable.
So, in July 2020, Maxwell House
launched zero-waste to consumer, 100%
compostable pods in two varieties —
100% Colombian  and Morning Blend.
Made entirely from plant-based
materials, all pod components and inner
bag are 100% compostable, plus the
outer carton is 100% recyclable, leaving
zero waste for the consumer.
Even though almost half of coffee is

consumed at breakfast, Naidu suggests
merchandising these hot pods, and other
single-serve options, in adjacent categories,
like the deli and action alleys.
Mornings have never been better now

that Canadians have re-discovered the love
of breakfast, and buying to reflect that. ●

EVENT UPDATE

CFDE 
SANTA 
CAUSE

2020 Honourees:  (L-R) Jamie Moody, Cara Keating, Tim Moore



Recently Walmart Canada has announced its plan to invest
$110 million in store renovations and technology to enhance
the omnichannel experience for consumers as more and more
Canadians are shopping online due to the COVID-19
pandemic.  More than 130 stores are being renovated over the
next few years to make new space for ecommerce including
about 19 Walmart Canada did in 2020.
The investment is part of Walmart’s overall $3.5 billion

investment in all aspects of the business. The hybrid locations
will increase capacity in stores by giving Walmart more space.
The crown jewel, is Walmart’s new hybrid concept store, a
relocated store in Vaughan, Ontario (670 Applewood Crescent),
which is the most modern omnichannel store in its network.
This new business plan by the retail giant includes the

piloting of 10 hybrid locations, where supercentres have
expanded fulfillment space within their stores to escalate the
speed of fulfillment for pickup and delivery. As well as
expanding Walmart Grocery Pickup to about 270 stores — or
70 per cent of locations — by the end of 2020.
In a recent press release by Walmart Canada, Horacio

Barbeito, president and CEO, Walmart Canada said, “In these
busy and challenging times, we know customers want choice

and convenience more than ever. This is a very exciting time
at Walmart Canada, as we invest in the business, accelerate
our omnichannel efforts and make the shopping experience
easy and simple for our customers.”
“The speed of change is being dictated by customer demand

and we are deepening our investments in our digital footprint
and omnichannel offering more than ever,” added Alexis
Lanternier, executive vice-president eCommerce, Walmart Canada.
Although retailers themselves are likely to be faced with

noteworthy supply chain challenges in some markets, it will
be crucial for grocers to make the switch from offline to online
as seamless as possible by getting across potential issues such
as stock outages, the advising of delayed delivery timelines
and providing additional online navigation tools and support
to first-time users on their platforms. 
Companies with a strong online presence and a healthy

e-commerce infrastructure and platform are currently
experiencing the most revenue growth. 
The businesses that offer a poor online-customer experience,

or who have not prioritized their e-commerce platforms,
making them as accessible and user-friendly as possible, will
fail to retain their customers or attract new customers and
ultimately be left behind, after the COVID dust clears.
The degree to which Canadians continue to choose e-

commerce purchasing options or return to traditional brick
and mortar purchasing methods has the potential to change the
structure of the retail trade industry in Canada for good.  ●

W
hile the grocery industry
has seen its sales rise
dramatically because of

COVID-19‘s impact, physical brick and
mortar stores have seen much less traffic
and grocers are challenged to find new
ways to engage with their customers.  
If there’s one good thing that has come

out of this pandemic, it’s the fact that
COVID-19 has pushed engineers and
software developers to work on perfecting
their e-commerce platforms, making them
as consumer and user friendly as possible.
While this is an ongoing process, with
constant improvements and upgrades being
made to meet consumer demands and
complaints from non-users, the steps that
have been made since COVID have advanced
e-commerce quicker than ever before.

Retail e-commerce sales have risen
steadily, with the proportion of online
sales rising from 2.4 per cent in 2016 to
4.0 per cent in 2019. The month of April
experienced a peak in the COVID-19
impact, with the proportion of retail e-
commerce sales jumping from 3.8 per
cent in April 2019 to a record high of
11.4 per cent in April 2020. In May of
2020, as the Canadian retail environment
allowed for more in-store purchases,
the proportion of retail e-commerce
sales was 10.0 per cent.
The share of Canadians who shopped

online for groceries increased from a
mere five per cent in 2016 to 17 per
cent in 2020. Between February and
April 2020, food and beverage stores
experienced a 107 per cent increase in e-

commerce sales across Canada. That has
since cooled off somewhat, but to only a
68.5 per cent increase for the three months
ending October. By any measure, this is
still exponential growth in any field.
In order to maximize on their e-

commerce platform, retailers will need
to quickly address the main barriers or
hesitations that non-users have expressed
about using online shopping tools.
Whether its freshness guarantees or free
delivery, quelling these concerns will be
key to keeping consumers online once
stores reopen their doors fully.
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E-COMMERCE

By Mike Yeo Get in the Loop 

An Interview with 
Loop Insights CEO Rob Anson

Can you explain how
your software works
and how it can
benefit grocers?

Loop’s services offer  grocers
new ways of collecting and
analyzing rich transaction
data, connecting with and
marketing to new and existing
customers, and ultimately
understanding customer life-
time value. Loop’s propri-
etary data platform helps unlock micro and macro
insights, market trends, supply chain management,
pricing, at-risk products, and more.

What prerequisites must the grocer have
before it could viably implement the
program? 

Loop’s data platform was specifically designed to
integrate with any existing POS system or data infrastruc-
ture a store uses, from legacy POS and printer systems to
modern-day ePOS systems such as Clover, Vend, Shopify,
and others.    Implementation is quick and easy, and there is
no upfront cost. 

For grocers that currently do not have
customer tracking/loyalty programs, are
there other specific benefits?

Loop gives any  grocer  the ability to track customer
purchases and deliver targeted, personalized promotions
right out of the box.   Our loyalty and engagement platform
does not require a mobile app and is fully integrated
with our data and insights capabilities together in one
platform.   This enables a comprehensive picture of a retailer’s
operations alongside customer insights which drive new
line revenues and repeat customers.    Loop actions this
data to generate automated marketing and personalized
engagement with seamless integration and ROI.

How important is it for grocers to track
their customers and buying behaviour and
why do more not do it?

Grocers especially stand to benefit from a system capable
of aggregating data points from across the organization to
optimally deploy inventory, marketing pricing, resources,
and human capital.  Loop does not “track” customers,
rather we provide a total view based on POS data
analyzed, which informs every aspect of the business.
Understanding deep trends based on customer purchasing will
drive a higher ROI and will increase customer lifetime value.

COVID-19 
FAST TRACKS 
THE NEED FOR
STRONGER 
E-COMMERCE 
PLATFORMS

THE SHARE OF CANADIANS 
WHO SHOPPED ONLINE FOR 
GROCERIES  INCREASED FROM 
A MERE FIVE PER CENT IN 2016 
TO 17 PER CENT IN 2020.Coronavirus: 

The Catalyst for
E-Commerce
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SECURITY By Robin Brunet

I
f you have inventory, people will try to steal it. That in a
nutshell is what grocery retail managers and staff must deal
with daily, and as 2020 has demonstrated, their work is cut

out for them — not because of the pandemic per se (although
the narrower retail landscape has intensified shoplifting), but
because thievery has become more organized than ever.
Derek Dewolf, vice-president fresh/store operations for

Quality Foods Ltd., says, “Shoplifters work in groups,
complete with decoys, and they often communicate via ear
buds. Meat and cheese are stolen at much higher rates than
other foods and frequently wind up on the black market.”
Retail theft has long been a high reward, low penalty crime,

and according to Statistics Canada shoplifting of $5,000 or
under rose 14 per cent in 2019 (and by a record 77 percent in
Winnipeg); the Retail Council of Canada estimates that

shoplifting costs retailers $7.8 billion annually.
Solutions to theft range from security cameras, alarm

systems, and access control systems. However, the razor-
thin profit margins in the grocery sector prevent many
businesses from investing in the latest advances in these
technologies, and in 2020 many outlets stretched their budgets
to the limit by upping the number of guards in stores.
Also, while many variations and advancements of technology

are ingenious, they don’t necessarily yield desired results. “For
example, it takes an unbelievable amount of time and money
to install and angle cameras properly in order to catch shoplifters,
the overwhelming number of whom keep their heads bowed
to conceal their identities,” says Dewolf. “Often, the footage
captured is unusable.” Moreover, many product tags and alarm
systems cannot typically be used on food products.



T
he shopper journey (or path to purchase) has changed, driven by

our changing habits as we navigate through this pandemic. We

need to understand these changes in the shopper journey from a

big picture perspective and consider how they affect each of us whether

we are in category management, sales, marketing, shopper marketing or

retail operations. Because everything has changed.  

There are four phases in the shopper journey that I’ll walk through to

explain some of the biggest changes along this evolving journey.
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Still, some new systems are enjoying buy-in due to their
sheer effectiveness in preventing theft, such as those provided
by SYNQ Access + Security Technology. Among the many
offerings of the Victoria-based company is security tag/pricing
label integration: labels that look (even upon close scrutiny)
exactly like the price labels one would find on meat or cheese
but are imbedded with security circuits that are deactivated
at point of sale. If not deactivated, the protected items will
set off notifiications as the thieves pass through a security
gate on their way out the door. 
While standard labels can be tampered with or won’t work

in metal shopping carts or baskets (some can easily be rendered
useless if buried in heavily lined shopping bags), the SYNQ
labels are robust. Moreover, the labels can be integrated with
cameras that send videos of the shoplifters to the store
manager’s smartphone within seconds of an incident. “This
not only makes interaction with the thief more fruitful, but
it’s also good evidence for the police,” says Nolan Wheeler,
chief executive officer at SYNQ, adding that the label system
took almost four years to develop.
Better still, the thermal scale labels are uniquely compatible

with most meat and deli printers, which means using the
SYNQ technology to protect individual items is as easy as
changing label paper. 
Quality Foods test piloted the SYNQ solution in one of

its locations last summer, “and we began nailing shoplifters
right away,” says Dewolf. “We had a light instead of an alarm

at the door so as not to cause the perpetrators to run, and our
store manager was instantly alerted on their smartphone and
able to take immediate action.”
As for the future of in-store security, Wheeler predicts it

will dovetail with the emerging trend of online and contactless
shopping, and on that score SYNQ’s Order-Up will allow
shoppers to order product that is locked up and watch the
progress of the order on their smartphone. Already in use in
Canadian Tire, Wheeler thinks the system will improve
grocery security due to fewer products on the shop floor in
addition to the tracking aspects of the process.
Meanwhile, Dewolf stresses that informed staff engagement

can go a long way in preventing shoplifting. “For example, if
someone suspicious walks into any of our stores — say, someone
wearing a backpack during the height of summer — one staff
member after another will approach him as he wanders through
the aisles and ask if he needs assistance in locating a product.”
Theft is a nightmare for all retailers, but fortunately many

measures can be found online to mitigate the problem,
including those suggested by Crime Stoppers, to wit:
considering that risk of exposure is still the number one
deterrent to the majority of criminals, staff should use the
buddy system in stores to let each other know when they are
around and not. Also, sending clear messages to would-be
thieves is critical and includes signage stating there is nothing
to steal and keeping empty cash registers open if they are
visible from a window. ●

CATEGORY MANAGEMENT

The Changing Shopper Journey
During a Pandemic

By Sue Nicholls

Sue Nicholls is the founder
of “Category Management
Knowledge Group”, an
online, accredited 
category management
training company.  

CONSUMER 
(Awareness) – perceive need or want

As consumers, they perceive needs and wants — and
this is where the journey begins. By the consumer, we
mean 1) in their home — and includes their family, pets,
children and loved ones; 2) at work; and  3) “on the go”
(going to the store, gym, etc.).  All along the consumer
journey, they are connected — Wi-Fi, Bluetooth, mobile,
GPS, smart speakers and so on. They are also bombarded
with ads — and can now block what they don’t want to
hear or receive. 
We’ve seen significant shifts in consumer behaviour

this year – changing needs (avoiding the store or shopping
less frequently), more time spent online, increased activity
in social media — have changed all the rules, The big
learning here is that most retailers and brands need to
reach shoppers earlier in their journey — wherever and
however they get there. Here is some compelling
information from marketingdive.com on major
advertisers and brands:

BRANDS NEED TO RESPOND!
•   200 major advertisers responsible for 88 
    per cent of US network TV revenue

•   10 million advertisers in Facebook 
    worldwide (mostly small businesses)

•   The top 20 beauty brands generate 96 
    per cent of retail sales in Brick & Mortar and 
    only 14 per cent of e-commerce sales

(Robert Williams, “40% of Marketers Now Use
Shoppable Video Ads”, Marketingdive.com)

The opportunity? 
Keep current customers and find new customers both

online and or in-store (omni-channel) by using artificial
intelligence (AI) to:

•   combine customer data, machine learning and other
    concepts to predict a person’s action or inaction; and

•   create customized content for their audiences.

1
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SHOPPER 
(Awareness) – prepare for purchase

The next phase of shopping happens when a consumer
increases awareness about a specific item or starts to prepare
for a purchase through:

•   Feedback from friends
•   Past purchases / experiences
•   Influencers
•   Social media
•   Internet search
•   Mobile apps
•   Coupon sites
•   Webpages
•   AR / VR

•   Online chat

The ultimate for the retailer and supplier is to be able to
meet the shopper at each point in their journey, answer their
questions and get them to purchase. If shoppers run into
stumbling blocks or frustration in this step of the journey,
they will leave a site, abandon a cart or just give up. 

The opportunity? 
To better understand the decision making and be there at

the important points of that journey to be alongside them in
their customer journey. Make connections for a smooth omni-
channel experience based on each shopper’s unique custom
journey. 

SHOPPING 
(Discovery) – plan / make the trip

As the shopper continues their journey they start to plan
and make their trip. Shoppers may have many questions as it
relates to:

A. Products, looking for personalization or 
     recommended products based on their preferences,
     engagement through video / audio / virtual 
     reality, and an easy way to find the answers to 
     their questions.

B.  Delivery options, looking for instant gratification,
     free shipping, and to understand BOPIS* and 
     BOPAC* options. 

C. Additional questions specific to them based on 
     what’s important to them (shopper insights). 

*(BOPIS is buy online pickup in store and BOPAC is buy
online pickup at curb)

The opportunity? 
To create a seamless journey across their omni-channel

experience to meet them where they want to buy their products.
Shoppers can now purchase almost anywhere — including
social media, through third  party sellers, websites and more.
Some interesting shifts in retail have occurred in 2020 driven

by changing shopper needs and an increase in e-Commerce sales:

• NEW STORE FORMATS:  
   Cashier-less stores, BOPIS and BOPAC, smaller 
   start-ups opening pop-ups and concessions.

• STORES AS FULFILLMENT CENTRES: 
   BOPIS and BOPAC require retailers to have stores
   become fulfillment centres for online orders. 
   Retailers struggle with trying to forecast where to 
   hold inventory for delivery, BOPIS or BOPAC.

• DELIVERY: 
   As consumers want products shipped free and 
   faster, the prospect for autonomous delivery for 
   the “last mile” is growing. Autonomous delivery 
   initiatives continue to be explored for trips between
   fulfillment centres and consumers’ homes.

Several technology advancements need to be involved here,
including AI, to manage logistics and routing, blockchain to
ensure security and transparency along supply chains, and
additional technologies that allow for more sophisticated
models of logistics and fulfillment operations.

BUYER
(Transaction) – purchase

And now (finally!) the buyer is ready to purchase — either
online or by driving to the store of their choice. Regardless of
their choice, the objective is to meet shopper needs for
convenience, speed, safety, customer service and value —
based on what’s most important to the retailer’s shoppers.
In-store is going to continue to transpire, with retailers

finding new & meaningful ways to communicate with shoppers
— primarily through retail apps, QR codes, robots, free Wifi,
beacons, RFID, AR and VR.
Online there are different technologies and places to sell

expanding. Ultimately retailers want to get the shopper to
become a buyer by adding in their payment information if
it’s not already stored, and pressing “purchase”. 

Your Priorities
First and foremost, be prepared to make some significant

changes in your approach with more emphasis on technology
and quicker decision-making. What you knew last year as it
relates to the shopper has all changed.  Before going out and
investing in new technologies, data and robots, you need to
define your strategies and what you’re trying to accomplish.  

Here are some of the things to consider:

1. Identify the shopper journey and where you need 
    to meet them in their journey;

2. Stay in-stock and ensure appropriate inventory 
    levels in DC and in-store;

3. Accelerate digital offerings with improvements in 
    eCommerce, BOPIS and BOPAC; and

4. Respond to the changing shopper and change to 
    meet their changing needs. 

Happy learning! And all the best in 2021. ●

Larry’s market is one of the first completely vegetarian,
organic grocery stores in Canada — offering unique, local,
organic products that support a plant-based, low waste,

health-conscious lifestyle.  
Its 2,500 sq ft store front  allows those with plant-based diets

to have everything they need in one place, offering a wide
variety of local, organic produce, plant-based products, health
supplements, toxic free household products, a full-service cafe
providing quick, convenient plant-based foods and desserts, as
well as carrying new and unique products such as waste-free
shampoo/conditioner bars. There is also a  “cold-zone” vending
machine carrying non-alcoholic beers and alcohol- free elixirs.
They aim to carry “items that you can’t find anywhere else” and
to introduce one new product monthly, which they often discover
through social media or the local Farmers Market. 

The inspiration behind Larry’s Market began when the owner
Ryan Dennis’ wife was diagnosed with cancer — which ultimate-
ly led to a complete lifestyle change for the family. After doing
further research into foods, lifestyle and contributing factors to
the diagnosis of cancer, they switched to a vegetarian diet.

At the time, Dennis had over 25 years experience in the
grocery store business working for Save-On-Foods as a general
manager.   He realized that what they were looking for to
support their lifestyle was not readily available nor easy to
access in a traditional grocery store. He thus saw an opportunity
to create a unique store that provided a one stop shop to sup-
port a plant-based lifestyle.

“There really was not a lot of options when it comes to
vegan/vegetarian foods and lifestyle,” says Dennis, “so we
decided, why not open a vegetarian grocery store?”

When it came to deciding on a location for Larry’s market, he

always had a vision of it being in the historic shipyards of North
Vancouver. His grandparents met working in the shipyards and
his father, uncles and aunts all worked in the shipyard. So, for
Dennis this was the perfect backdrop to open Larry’s Market.

The store is designed to provide customers with same day
delivery with an efficient kitchen that allows them to prep food
while also being able to greet customers - as they are commit-
ted to providing customers with a shopping experience that
they do not expect from a regular grocery store. Staff is engag-
ing and have formed strong relationships with their customers.

As a small business, the biggest challenge they faced with
COVID-19 was adapting to meet the demands of the community
and balancing the increase in volume of online orders for those
wanting same day delivery while maintaining their high level of
customer service. The store has followed the highest cleaning
standards making sure customers feel safe. However, trying
these times have been, Dennis feels it has ultimately made
them better because of it.

Asked about some of the challenges faced in running a solely
vegetarian grocery, Dennis says partnering with suppliers to provide

affordable local organic groceries
with comparable or better prices to
standard grocery stores has certainly
been one of them.   Despite being
a small business up against big
grocery stores who can get lower
prices, his hard work has paid off
with a lot of happy customers.

Larry’s is committed to reducing
waste by always choosing a lower
waste or compostable option
whenever possible.   Whatever has
not sold that day is repurposed in
the organic cafe. Dennis admits
he has a long way to go when it
comes to reducing waste, but it is
something they continually work

towards. “We are trying to stay nimble and be quick to adapt to
the changes with the environment.”

What is in the future for Larry’s Market? 
Dennis plans to expand the company to serve multiple loca-

tions and be closer to their customers, providing even faster
service and delivery within an hour. That may be tough to
achieve but by the way Larry’s Market has been going so far, it
would not be surprising. ●

STORE PROFILE

By Jaimie Zajac

Larry’s Market
All Vegetarian Grocery Store
Sets High Standards
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FROZEN FOODS

By Anne-Marie Hardie

Demand for 
Frozen Food 
Escalates as 
Consumers Continue 
to Eat at Home 

T
he frozen food section provides
Canadians with convenient, cost-
effective options for their at home

meal planning. This sector continues to
show positive growth as the offerings
expand to respond to consumers consump-
tion habits including snackable portions,
healthier options and plant-based meals.  
“With Canadians eating more meals

at home they are looking for convenient
solutions for meal-time shortcuts as they
juggle remote work and homeschooling,”
says Jonathan Yeh, director brand
marketing, Conagra Brands. This includes
larger format entrees, like Conagra
Brand’s Marie Callender’s lasagna and
multi-serve options. 
Canadians have changed the way that

they grocery shop, with several choosing
to bulk shop and/or order their products

online.  “The bulk of Canadians are home
more now than ever, and prefer to have
fewer shopping trips, which includes
loading up their baskets with items that
will last longer, resulting in more frozen
items in their basket,” says Serene Martin,
new business development lead, Tree of
Life. This shift has driven the demand
for items with longer shelf lives making
the frozen food section a desirable
alternative for meat, vegetables and fruit.
“The very nature of frozen meals and

appetizers allows consumers to not only
store a multitude of meals for a long
period of time, but it also allows for
greater convenience in prepping and the
tailoring of a variety of flavours and
options,” says Mike Cunningham, team
lead, marketing insights, Tree of Life.
“With our national and provincial

governments embarking on lockdowns
and insisting on limiting our outings and
contacts, many consumers pantry loaded
(or in this case freezer loaded) to have an
ample supply of goods on hand.” 
The industry has learned a lot over the

last ten months and continues to adapt to
the demand for frozen options. “People are
now buying niche products like our non-
GMO, plant-based options,” says Joe
Turturici, president, Oggi Foods. “Although
the stock challenges have decreased, the
demand for ready -made meals continues to
be on the rise, especially in the healthier for
you category. “As the pandemic continues,
consumers are gravitating towards the freezer
section to assist with the meal planning.  This
includes actively seeking out healthy
alternatives and diversity in their meals. 

Frozen 
Frenzy 

continued on page 40



As part of its frozen food offerings, Kraft
Heinz Canada has launched CRAVE.
Could you please explain what inspired
the creation of CRAVE?
We always knew that frozen was a sleeping giant

category, that was just waiting to be discovered.  The
No.1 purchase driver within this category was taste,
and yet, no one was delivering on this. Kraft saw this as
an opportunity to launch CRAVE.  The product line
was launched in 2018, introducing Canadians to a new
lineup of indulgent, frozen, mouth-watering meals that
would deliver elevated taste experiences for each meal
occasion at home. 
Since then, consumers have enjoyed CRAVE’s

ridiculously good taste, all-day convenience, and
premium ingredients, making CRAVE the largest and
fastest growing Single-Serve Frozen Dinner brand (+87
per cent) this past year.

The pandemic has dramatically 
impacted the lives of Canadians, how
did it impact the frozen food category? 

Once COVID-19 hit, routines were thrown off, but
consumers were still seeking these comforting foods
— especially from trusted brands like Kraft Heinz.
Consumers are now adapting to new at-home routines
(many of which are likely to be around for the
foreseeable future). 

What are the buying patterns and
trends that Kraft Heinz has identified 
in the frozen food category and meal
planning overall? 
Frozen consumption within the category has grown

by 13 per cent since the beginning of COVID-19.  This
is largely due to consumers looking to add variety and
convenience to their meals.  
One study showed us that 40 per cent of consumers

are willing to consume breakfast foods at other mealtimes.
In addition, consumers are making breakfast at home
from scratch more often and skipping breakfast far less,
with overall breakfast food consumption up 20 per cent.  

How does Kraft Heinz product lines
respond to this demand for an 
All-Day Breakfast?

Our strategy is to rebrand our two existing CRAVE
breakfast skus under this new ‘ALL-DAY BREAKFAST’
sub-brand and launch two new skus for a total of four.
With our two new varieties “Steak ’N Eggs with Roasted
Potatoes” and “Double Sausage & Bacon-Loaded Tots,”
we’ve hit the sweet spot between a delicious breakfast
offering and something you can enjoy as a late-night
meal. It’s really up to the consumer.
As marketers, we’re excited about where we can take

CRAVE ALL-DAY BREAKFAST and looking forward
to sharing more in 2021. ●
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Elevate your Frozen 
Food Section with

CRAVE from Kraft 
Western Grocer Magazine recently interviewed 
Michel Guay, head of meals and beverages/
vice-president marketing for Kraft Heinz Canada, 
to discover their insights about the frozen food
category and CRAVE. 

Michel Guay, head of meals and 
beverages/vice-president marketing,
Kraft Heinz Canada

FROZEN FOODS



Maple Leaf Foods
Furthers Commitment to
Sustainability
An interview with Tim Faveri, vice-president sustainability
and shared value, Maple Leaf Foods
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Demand for Frozen
Foods Continues 
to Escalate 
The convenient nature of a prepared

frozen meal continues to hold a large appeal
for Canadians. However, now they are
balancing the comfort meals (lasagna, pizza
and chicken fingers) with healthier
alternatives. “The underlying consumer
drivers have always been there — the
pandemic simply fueled these drivers,”
says Indresh Kohli, executive head of
marketing, Dr. Oetker. “They are expecting
more from their frozen food options-they
want it to deliver on health and taste.”
These shoppers are more mindful in their
decisions, shares Kohli, including actively
looking to purchase local foods and support
Canadian companies.
Plant-based proteins are also on the rise,

as more Canadians adopt healthier lifestyles
including decreasing their animal protein
intake. “Flexitarian eating habits continue
to be on the rise as Canadians are looking
to limit meat intake for health and ethical
concerns,” says Teresa Blakney, senior brand
manager, Conagra Brands. “The frozen aisle
has come a long way. We have continued
to innovate in this space, developing options
that align to on trend consumption habits.”
Grocery retailers can appeal to these
discerning consumers by expanding their
offerings including options that respond to
dietary and allergen concerns.
As the demand for frozen food continues

to increase, grocers may want to look at
their floor plan to determine how to
maximize their freezer space. “We are
seeing strong double-digit growth in this
area, to respond to this demand grocers
need to allocate more shelf space and
bunkers for frozen foods,” shares Kohli.
This additional space could be used to
highlight the diversity in the frozen food
section including adding signage and labels
to assist shoppers with navigating through
the expanded freezer section. 
The frozen food section shows no sign

of slowing down with consumers looking
for meal options for throughout the day.
As Canadians continue to stay at home,
they are turning towards their grocers for
prepared meals that they can feel confident
feeding their households.  The key to success
is balancing, and, if possible, extending
the frozen food floor plan so that it can
include both the staple products and new
innovations to support the expanded use
of frozen meals throughout the day ●

Can you provide some background 
on the Science-Based Target initiative 
and the type of commitments it requires 
of Maple Leaf Foods? 

Science-based targets are considered the gold standard for
global efforts to reduce greenhouse gas emissions. Maple Leaf
Foods is proud to be one of only eight Canadian companies and
the first food company in Canada to have set science-based
emissions targets that are aligned with the Paris Agreement on
Climate Change. To achieve our ambitious goal of reducing our
environmental footprint by 50 per cent by 2025, we have
collaborated with the Science-Based Targets initiative to develop
a clearly defined pathway to reduce greenhouse gas emissions in
order to keep global temperature rise to below 2°C from pre-
industrial levels.
We have pledged to reduce our absolute Scope 1 and 2

greenhouse gas emissions by 30 per cent by 2030 from a 2018
base year. These emissions are produced directly from company
operations and electricity purchased. We have also pledged to
reduce scope 3 greenhouse gas emissions by 30 per cent per tonne of
production by 2030 from a 2018 base year. These emissions are
directly produced from our supply chain, packaging and product
distribution.
Maple Leaf Foods is proud to take leadership in sustainability and

to set ambitious emissions reduction targets aligned with
climate science that will guide the company’s progress for the
years to come.  

What level of investment must Maple Leaf
make to realize these commitments? 
In 2019, Maple Leaf Foods became the world’s first carbon neutral

food company and we achieved this by setting ambitious science-
based emissions reduction targets, reducing our emissions through
energy and carbon reduction projects and investing in high-impact
environmental carbon offset projects to replenish to the planet.
Sustainability is a company-wide initiative at Maple Leaf Foods

and we are on a purposeful journey to become the most sustainable
protein company on earth. We aim to achieve this target by
continually seeking opportunities to reduce waste and emissions

at every level of the organization and by continuing to invest in
high-impact environmental programs. 
Maple Leaf Foods has invested in 12 high-impact environmental

projects throughout Canada and the United States to-date,
including forestry, waste diversion and renewable energy
initiatives to bring the company’s net carbon footprint to zero. 

Are you encouraged that there will 
seemingly be a new level of commitment 
to recognizing the impacts of climate
change from the U.S.? 
Climate change is one of the greatest challenges facing the

world and the purpose of our open letter is to activate corporations
in the fight against climate change to protect the environment
and ensure a sustainable, equitable and healthy future.
We are motivated by the belief that corporations around the

world have the ability to play a leading role in tackling climate
change and we encourage others to join us in our sustainability
commitment and set science-based targets that are aligned with
the Paris Agreement on Climate Change. 
We are hopeful and optimistic that our unified call-to-action

will inspire companies in Canada and beyond to take meaningful
action and we are proud to offer sustainably-made protein to
consumers across Canada and the United States. 

What more can the Canadian government 
do to help fight climate change? 
Are we doing enough? 
Canada had a strong voice in the negotiations towards the

Paris Agreement on Climate Change and signed the Agreement
alongside 194 countries in 2016. Since then, the government has
continued to play an active role in tackling climate action globally. 
While government support is extremely important, it is also

crucial to recognize the role that corporations and individuals
can play in making a positive environmental impact. In fact, 88
per cent of Canadians believe that corporations should be doing
more to protect the environment. We listened, and we are acting
with urgency. We are committed to leading in sustainability
today, to build a healthier future for generations to come.  ●

Tim Faveri, vice-president,
sustainability and shared
value, Maple Leaf Foods

PRODUCT SHOWCASE

Go Green 

Make breakfast a breeze with Blender Bites Vita
Smoothie from Tree of Life. Each puck includes 
2.5 servings of organic fruit, vegetables and a dose 
of organic green powder.  Now available in Peach and
Raspberry flavours. 

Redefining Burgers

Made from pea protein isolate, this high in protein 
(22 grams) Canadian based Nabati’s plant-based burg-
ers from Tree of Life will satisfy the flexitarian shopper.

Diversify your 
Plant-Based Proteins

Enhance your freezer floor space with the vast selection 
of Tree of Life’s Emerge plant-based products including
high in protein Chicken Burgers, Crabless Cakes and 
their Plant-Based Burgers. 

A Taste of Sicily 

Invite your shoppers to reinvent pizza night with Oggi
Foods Beyond Meat Siciliana pizza. This gluten free 
and vegan pizza, including a cauliflower crust, vegan
cheese, and Beyond Sausage Italian crumbles, will soon
become a customer favourite. 

A Complete Meal

Invite your shoppers to explore plant-based meals 
with Gardein Power Bowls. Each one is chockful
of wholesome grains, veggies, and a healthy 
plant-based alternative. 

A Mini Indulgence 

Satisfy a midday pizza craving with Dr. Oetker’s 
Momenti Pepperoni. 

The perfect choice for shoppers who 
are seeking a snack. 

In Home Pizzeria  

Bring the pizzeria into your customer’s home with
Giuseppe Pizzeria Rising Crust Pepperoni. 

Perfect for the next family pizza night.

Hearty Appetite 

Stock your freezers with Hungry Man XL Bowls 
— the perfect comfort food for those shoppers who
want a little bit more to the meal. 
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HOW DO YOU INCREASE SALES OF
SEASONAL PRODUCTS? 
Our success with seasonal items is very dependent on how

many we focus on. We choose to be quite selective with the
typical seasonal offerings. A refined, curated selection will always
serve us better. This limitation in choice forces us to make a big
deal about what we have available. We are forced to draw
attention to these items and make sure they are successful. In a
way, this is our strategy to instill a sense of urgency with our
customers — that we only have available these few items and
they are great. It is too easy to dilute your attention (and strategy)
with too many products.  

ARE CERTAIN AREAS OF THE 
STORE MORE SUCCESSFUL 
FOR IMPULSE BUYS? 
I might stand alone here, but our most successful area for

impulse buys is at our meat counters. Our core customer shops
with us for our fresh protein. Getting more product in front of
that customer, where they spend most of their time, is my goal.
I find that the areas where our customers linger the longest
serve us best for impulse buys. The front-end till area is our
other key zone.  

HOW HAS THE PANDEMIC AFFECTED
IMPULSE BUYS? 
The pandemic has only reaffirmed our current strategy for

impulse buys. Our main strategy for impulse buys is focused on
dinner-type items, and with more customers cooking at home,
this strategy has only served us better during these times. When
we get this right, our customers’ basket size increases. We use
all of the space available to us to put these products in front of
our customers. That seems very common sense, but with a small
store footprint, you really can’t take any space for granted.  

CAN YOU OFFER ANY TIPS TO OTHER
RETAILERS FOR WAYS YOU HAVE
FOUND TO ADAPT TO CHANGES THAT
AFFECT IMPULSE BUYS? 
We know our core customer, and we know what our priorities

are for them. Without that knowledge, we would always lack
context for either our successes or failures with merchandising
products for impulse buys. What customer are you trying to
reach with your products? That is an important question to
answer with impulse buys.
We take great pride in sharing our successes with each other

inside the company. With the knowledge of what is selling well
in other departments, I can adapt our offering to pair with those
key items. There are always shifts in what is selling well and
knowing those shifts in other areas of the store, other departments,
can really keep your impulse buys relevant to the customer.
To help stimulate creativity, I talk to our managers about

what meals they want to cook for their customers. How much
of the dinner plate can we get with the products we are
merchandising? This way of thinking always helps us focus on
those key items. It helps guide the “does this make sense”
conversation. I can’t stress enough how useful it is just to have
that conversation — it really helps drive the decisions. ●

M
eridian Farm Market in B.C. started in 1989 as
Meridian Meats and Seafood, an old-fashioned-style
butcher shop in Port Coquitlam with a reputation for

high-quality products and great service. Today, Meridian Meats
butcher shops are located in Port Coquitlam, Langley, and
White Rock, and Meridian Farm Markets are located in

Tsawwassen, North Vancouver,
Maple Ridge, and Mission. In
addition to meat and seafood,
Meridian Farm Markets offer fresh
produce along with an artisan deli,
breads baked in-house, and variety
of natural foods in a unique country-
style farm-market setting. 

Here we speak with Chris
Anctil, grocery specialist for
Meridian Farm Market, about
how they encourage the 
all-important impulse buy.

WHAT ARE YOUR STORES 
MOST KNOWN FOR?
Our stores are best known for our full-service meat departments

with an expertise and focus on grass-fed beef. Our goal with all
we do is to emphasize freshness and exceed our customers’
expectations.  

WHAT ARE SOME OF THE WAYS YOU
CREATE AN ENVIRONMENT THAT
INCREASES IMPULSE BUYS? 
Due to our smaller footprint, our stores need to be creative

with their merchandising. This constraint really helps us to focus
on the right mix of items. We place a lot of importance on
impulse buys. Our core customers are looking to us to deliver
on freshness and quality. Depending on the customer, their
journey will start at our meat counter or in our produce
department. For me, the question is always how do to I get the
right grocery product in front of that customer? What items fit
with their dinner plans? 
Our department managers know that part of their success is

cross-merchandising their products as much as possible in other
areas of the store. We work hard to breakdown those territorial
department boundaries, and the result is an environment where

impulse buys can thrive. When our grocery departments
coordinate with our meat and produce departments, our offering
of products improves for our customer. Our customers’ experience
is improved by seeing the right products at the right time. Our
best example of this is at our meat counters: on top and in front
of those showcases should be products that make sense for our
customers’ dinner plans. If they make sense, then they will go
into their basket.

By Carolyn Camilleri

The Right Products
at the Right time

TIPS FOR BOOSTING 
IMPULSE BUYS FROM
Chris Anctil, 
grocery specialist for
Meridian Farm Market

IMPULSE FOODS
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in the bag
WHAT’S NEW & IMPROVED IN THE GROCERY AISLE

advertisers index
BC Egg Marketing Brand  . . . . . . . . . . . . . . . .23
Bee Maid Honey Ltd.  . . . . . . . . . . . . . . . . . . .26
Birkby Food Service Ltd  . . . . . . . . . . . . . . . . .13
Biro Manufacturing Company  . . . . . . . . . . . . 7
Chinook Refrigeration  . . . . . . . . . . . . . . . . . .15
Discovery Organics  . . . . . . . . . . . . . . . . . . . . .9
Enterprise Paper Co Ltd . . . . . . . . . . . . . . . . . 13
Galimax Trading Inc  . . . . . . . . . . . . . . . . . . . .16
Garden of Life Canada  . . . . . . . . . . . . . . . . . .15

Guru Lucky Snacks . . . . . . . . . . . . . . . . . . . . . 32
Kraft Canada . . . . . . . . . . . . . . . . . . . . . 3, 24, 39
Left Coast Naturals  . . . . . . . . . . . . . . . . . . . .16
Marketing Impact Ltd  . . . . . . . . . . . . . . . . .OBC
McLean Meats Inc  . . . . . . . . . . . . . . . . . . . . . . 12
Meatless Farm  . . . . . . . . . . . . . . . . . . . . . . . . IFC
Nabati Foods Inc  . . . . . . . . . . . . . . . . . . . . . .36
Planet Foods  . . . . . . . . . . . . . . . . . . . . . . . . . . 14
Poplar Bluff Organics  . . . . . . . . . . . . . . . . . . . 14

Puratos Canada  . . . . . . . . . . . . . . . . . . . . . . . .18
Rock Ridge Dairy  . . . . . . . . . . . . . . . . . . . . . . .13
Rossdown Farms . . . . . . . . . . . . . . . . . . . . . . IBC
Sparks Eggs  . . . . . . . . . . . . . . . . . . . . . . . . . . .12
Synq  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .0
The Lump O’Coal Corp  . . . . . . . . . . . . . . . . . .43
Top Grass Cattle Co  . . . . . . . . . . . . . . . . . . . .15
Unifirst Corporation Ltd  . . . . . . . . . . . . . . . .16

Naked Noodle Launches in Canada

CB Powell is launching Naked Noodle in Canada. Produced in the
U.K., the product is very much on trend offering consumers a
tantalizing range of delicious Pan Pacific flavours in a “Better
For You” healthier single serve format. Market leading health
credentials include: Natural Ingredients, No artificial Colours or
Preservatives, Vegetarian , Less Fat/Salt, Lower Calories. Naked
Noodle is strategically poised to revitalize the category and drive
incremental sales and profitability through premium innovation.  

For more information: dporo@cbpowell.com

Crofter’s Organic Launches Wild
Blueberry Premium Spread in Costco

Crofter’s Organic is launching Wild Blueberry
Premium Spread in Costco stores across Canada
in February 2021.  Crofter’s Organics is a family-
run, Canadian-based brand that offers a truly
Canadian experience from field to shelf with their
Wild Blueberry Premium Spread. From its vibrant
purple hue to its mouth-watering full fruit flavour,
this 100 per cent organic spread is studded with
antioxidant-rich wild blueberries exclusively
grown in nearby Quebec. Each bite is bursting
with that wholesome blueberry taste instead of
being hidden under layers of sugar!

Nabati Foods Inc. Launches 
Plant-Based Meat Line 

Nabati Foods Inc. has launched its plant-based meat line featuring
the Nabati Burger, Plant-based Grounds, Plant-based Chick’n Burger,
and the Plant-based F’sh Burger. Nabati developed the products using
carefully selected ingredients to create lean, tender, meat alternatives

that are full of flavour as well as free of soy and gluten. Making it the
first on the market to offer a chicken and fish analogues that are free
from soy and gluten. All Nabati’s Products are Soy-free, Certified
Gluten-Free, Certified Kosher, and Certified Vegan.

For more information: www.nabati.ca

100 Per Cent Canadian Milk 
That’s Easier on Digestion…
Introducing a2 Milk

After making headlines around the
world, the a2 Milk brand has finally
arrived in Canada. This 100 per cent
Canadian milk carries all the nutritional
qualities of regular fresh milk with one
important difference; most cows’ milk
in stores contain a mix of both A1 and
A2 protein types.  a2 Milk comes from
cows that naturally produce milk with
only the A2 protein type, or put the
other way, doesn’t contain the A1
protein type.  Why does this matter?
Many people who try a2 milk say they
can feel the difference; that it’s easier
on digestion and helps avoid the dis-
comfort they sometimes feel when drinking milk. A game-changer for
many! Plus, a2 Milk is the only brand that tests the final product to
ensure that the product that consumers take home is A1 protein-free.

New, Spreadable Dips from 
Saltspring Harvest!

Saltspring Harvest has introduced
two new dips in two flavours — Smoky
Red Pepper has sweet red pepper,
hints of paprika and chipotle. This
barely spicy dip is a healthier, chunkier
version of that old mayo-based stand-
by. Artichoke and Lemon is a dreamy
dip inspired by traditional artichoke
dip flavours — artichokes, olive oil,
pepper and lemon zest. Vegan and
seed based, Saltspring Harvest
spreadable dips are perfect for dipping
veggies and chips, spreading on a
sandwich or using as a sauce base for
pizza and pasta. Rich and satisfying,
they are a great alternative to
nut-based cheese products.

For more information: saltspringharvest.com

Crofters Introduces Three New
Flavours 

Crofters has intro-
duced three new
flavours to its best-
selling family size
premium spread
line: pomegranate;
peach; and wild
blueberry. Crofters
fruit spreads check all the boxes for today’s conscientious shoppers
with 33 per cent  less sugar then jam and only 30 calories per serving.
Great fruit taste/ Clean ingredients/ Gluten Free / Vegan / Sweetened
with Fair Trade Cane Sugar.

For More Information: CDN_SALES@CROFTERSORGANICS.COM

Carrier Transicold Strengthens 
Sustainability Initiatives with Lower
GWP Refrigerant 

Carrier Transicold is now offering North America’s refrigerated
haulers the new-generation refrigerant R-452A as an option for new
and existing equipment.   Starting in the first quarter of 2021,
purchasers can specify R-452A on all Carrier Transicold trailer and
diesel truck equipment orders. Carrier units with R-452A refrigerant
have performance comparable to Carrier units with R-404A, the
traditional transport refrigerant, in terms of refrigerant capacity,

pulldown, fuel efficiency and reliability.  “R-452A has a global warming
potential (GWP) of 2140, which is about half that of R-404A (GWP
3922),” said Bill Maddox, senior manager, product management,
Carrier Transicold. “We are offering it for fleets that want to improve
their environmental profiles and to prepare for compliance with
evolving regulations.”  The California Air Resource Board (CARB)
has proposed prohibiting high GWP refrigerants on new transport
refrigeration equipment starting in 2022. Additionally, Canada has
banned high GWP refrigerants for new transport refrigeration starting
in 2025, in keeping with its plans to reduce greenhouse gas emissions
in accordance with the Kigali Agreement of the Montreal Protocol. 

Little Northern Bakehouse Debuts
First Organic Varieties

Little Northern Bakehouse, a Canadian leader in gluten-free and
plant-based breads and bakery products, announces the addition of
three new certified organic gluten-free breads to their  robust lineup:
Organic Ancient Grain, Organic Oatmeal, and Organic Original.
Following Little Northern’s commitment to offer gluten-free products
that  don’t sacrifice taste
and texture, the three
new varieties are made
from organic whole grains
and seeds to deliver truly
delicious bread. “At Little
Northern Bakehouse we
are committed to making
healthier, gluten-free breads
everyone can enjoy and
as consumers are seeking
out more organic options,
we’ve responded by bring-
ing that option to the
gluten-free category as
well,” says Darren Mahaffy,
chief marketing officer at Little Northern Bakehouse. “We are excited to
now offer an even larger variety of products that differ greatly from the
current options in the category — for both those who are celiac and those
who eat gluten-free for health reasons.”

For more information: www.LittleNorthernBakehouse.com

Que Pasa – the B.C. based Tortilla
Chip Brand has Introduced its New
Line of Grain Free tortilla chips.

Que Pasa was created with the idea to make a corn tortilla chip
that was real — comprised of just a few, simple ingredients, and
hand-cut for a genuine taste of fresh, authentic, Mexican-style chips.
Que Pasa’s new grain free line of tortilla chips are made in the same
spirit and to the same exacting standards as Que Pasa’s traditional
corn tortilla chips, but instead, with organic Cassava flour. Like Que
Pasa Corn tortilla chips, Que Pasa’s Grain Free line is Certified
Organic, non-GMO, gluten-free and vegan, but also Paleo diet-friendly. 
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Shoppers today are on a mission.
Namely they are on a mission to get
in and out of the grocery store as

quickly as possible. Like a half marathoner
that has been training for weeks and has
their favourite playlist playing on their
wireless earbuds at the starting line,
shoppers cross the threshold of the store
aiming for their “personal best” time on
each shopping trip.

Recent research that Field Agent con-
ducted in eight countries showed that
Canadian shoppers are not unique in this
regard. Before COVID-19, 75 per cent of
shoppers would spend significant time
browsing the aisles but that has dramati-
cally shifted in the past year, with only
22 per cent of respondents saying they
are spending significant time in-store
nowadays. Canadian respondents showed
an even bigger shift with shoppers spend-
ing a significant amount of time in-store
falling from 82 per cent to 21 per cent.

Shoppers are also coming to the store
less often. Prior to the pandemic 66 per
cent of Canadians reported that they visited
a grocery store two-four times per week.
Now 71 per cent of Canadians saying that
they are going to the grocery store just
once per week.

So how do retailers and brands get the
attention of these “dialed-in” shoppers so
they can expose them to the new products
and promotions that drive sales and profits
in our industry?

When it comes to in-store displays, end-
caps were the best at driving purchases
with 28 per cent of Canadian shoppers
saying they bought at least one item from
an end-cap in shopping trips taken in Octo-
ber. This compares to 17 per cent buying

from floorstands, 17 per cent buying from
displays at the store entrance, 11 per cent
buying from pallet displays and just eight
per cent buying from checkout displays.
End caps are the prime real estate as they
are almost twice as effective in driving
sales versus other options.

In the main section, 15 per cent of
respondents said that on-shelf signage
encouraged them to purchase an unplanned
product, compared to five per cent for
coupons and four per cent for loyalty offers. 

One watch-out here is that we know from
other shopper studies that shelf signage is
most effective when the colours contrast
and stand out from the products behind it.
A yellow sign in front of a wall of Cheerios
will be less effective than a pink sign in the
coffee section. Resist the urge to make the
signage look too much like the packaging.

Before the pandemic, the great trial driver
was the in-store demo. Weekends provided
shoppers with several opportunities to taste
the latest soup or try the newest granola bar
in a bite-sized portion. COVID-19 has

changed all of that with both health regula-
tions and consumer intent throwing major
challenges the way of the traditional demo. 

For many retailers, demos are a major
revenue source and for brands and they can
make up a large part of traditional shopper
marketing budgets. The industry will need
to develop other ways of getting products
into the mouths of consumers to drive
trial although the model will likely need to
centre around getting full sized samples
into the hands of their target buyers. 

In order to grab the attention of today’s
focused shopper we need to use the tools
we have been using for years, but we need
to realize that the value and effectiveness
of these tools have changed. 

Retailers will want to maximize revenue
from the most effective real estate and brands
will want to make sure they are not wasting
shopper marketing spend on displays that
do not get the shopper to stop and buy or
signage that just blends into the wallpaper of
the section. I guess the more things change,
the more they stay the same.   ●

RETAIL COLLABORATION By Jeff Doucette

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

Stopping the 
In-and-Out Shopper

Grabbing Shoppers’ Attention Is Harder Than Ever



displaypeople.com
1 (800) 410-0264
sales@displaypeople.com

Sign Frame Swivel Mount Cardstock Swivel Gripper Mount

KEY ADVANTAGES
■ Mounts under a shelf into the 

holes and locks in place by 
tightening the screw

■ Lockable components protect 
your signage from tampering

■ Sliding mechanism extends for 
different front ticket channel 
graphics

COMPONENT ADAPTERS

All components are available
in custom colours

All components are available

KEY ADVANTAGESKEY ADVANTAGES

LOCKING SIGN CLIPSLOCKING SIGN CLIPS
FOR SHELF AND SUCTION CUP/MAGNET PLATEFOR SHELF AND SUCTION CUP/MAGNET PLATE

KEY ADVANTAGES
■ Showcase your signage with 

nearly invisible components 
and framing

■ Dual suction cup plate prevents 
wiggling, falling or tampering

■ Modular components allow for 
multi functional uses catered to 
the needs of your retail space.


