
How important is practising sustainability to your company?

Sustainability is a core value at Nature’s Fare Markets, in fact we were the first
retailer in Canada to be certified as a B Corporation. We believe that our
actions as a business play a key role in fostering healthy, vibrant, sustainable
communities. This means that we weigh business decisions against the impacts
on our people, our customers and the environment and challenge each other to
find ways to further reduce our environmental footprint.

Specifically, what do you do at the store level to operate 
in a more sustainable fashion?

We have eliminated plastic bags from our stores and offer backyard com-
postable bags in our produce department and at check-out.

We encourage the use of reusable grocery bags and donate five cents to the
Nature Conservancy of Canada every time a customer uses one.

We only carry certified organic produce, supporting local farmers first, who
improve soil quality and minimize impact on local ecosystems.

Our fresh food Bistro has converted as much as its packaging as possible
from plastic to compostable — smoothie cups, straws, soup containers, cutlery
and more. 

We actively compost at all seven of our retail stores and invite our customers
to bring back their compostable packaging to our stores for disposal.

In addition, all retail locations have been retro-fitted with LED lighting and we
use enviro-wrap pallet jackets for our warehouse to reduce plastic shrink-wrap
and waste to our stores in the Okanagan Valley.

When we purchase rewards for our team members, we work with companies
that share our values like Ten tree, Patagonia and MiiR.

Would you include reducing food waste as part of the 
drive towards a more sustainable society? 
Do you partner with food banks?

In an effort to reduce food waste we currently donate food scraps to local
farmers to use for feed and compost. We also support our local community
food banks through cash donations and donation bins in-store. 

Can sustainability also be good for the bottom line?

We absolutely believe this to be true! Customers make a choice with their
dollars every day and we believe that they will choose companies with whom
they share values with.

Nature’s Fare 
Commits to Environmental Responsibility

HOW ONE GROCER IS TACKLING
THE SUSTAINABILITY ISSUE

By Carolyn Camilleri

T
he sustainability movement has
been building momentum in all
aspects of grocery retailing,

from producers and manufacturers to
in-store practices and consumer
behaviour and expectations. 
Back in 2019, PWC’s Consumer

Insights Report stated that,
“Sustainability is no longer a ‘nice to
have’ for organizations to be seen as
socially responsible, but a ‘must have’
if retailers want to meet consumers’
demands. According to the report,
consumers look for — and will pay
more for — products that are organic
and sustainably produced and
packaged, use eco-friendly packaging,

and are ethically produced.
The trends have continued to

grow. Zero-waste grocery stores,
where refillable products and bulk
foods are available, are catching on
with savvy consumers. Plastic-free,
and bring-your-own-container stores
are popping up across the country.
And it is no longer small shops

taking big steps. 
On February 1st, Loblaw, announced

its partnership with the global reuse
platform Loop, an innovative waste
management company addressing
the issue of waste at its source
by providing consumers a circular
reuse platform while encouraging

manufacturers to take responsibility
for their packaging.
The same day, Galen Weston,

executive chairman, Loblaw Com-
panies Limited, published a blog post
titled “We have a plastic problem
and Loblaw is part of it.” In it, he
references the new Golden Design
Rules for packaging and the launch
the Canadian Plastics Pact (CPP),
of which Loblaw is a founding
member.
Some of the biggest manufacturers

and suppliers in the grocery world
have joined CPP, including some
you will read about here, to
collaborate, innovate, and build on

More Than 
a Buzzword

The grocery world is taking sustainability seriously 
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An Interview with Stephanie Thatcher, 
director of marketing, Nature’s Fare Markets 

significant work already underway to
reduce plastic waste. Because, as
Weston acknowledges, there is a plastic
problem and grocery retail is part of
it. Stats published by CPP indicate
approximately 47 per cent of plastic
waste in Canada is due to plastic
packaging, with 32 per cent of that
packaging being recycled. Currently
in Canada, approximately nine per
cent of all plastic is recycled, which
means the other 90 per cent winds up
in landfills or the environment.
These are big steps, and bold plans

are being made towards sustainability.
Producers and manufacturers are also
making big strides. ●

SUSTAINABILITY SPOTLIGHT

ph
ot
o 
co
ur
te
sy
 s
hu
tt
er
st
oc
k.
co
m



K
raft Heinz has been at family tables for over 150
years. In Canada, it is the country’s largest food and
beverage company. 

“At Kraft Heinz Canada, consumers are at the centre of
everything we do, amd consumers are telling us they want
more sustainable choices when it comes to the food they
purchase,” says Nicole Fischer, head of sustainability. 
She explains, “At Kraft Heinz, we believe global companies

and brands have the power and scale to help shape the
world for good — especially during times of significant
change. We are a global business, yes, but we are also global
citizens. We all share the same planet, and so we must help
create a healthier and more sustainable environment for all
of us. And how we bring this to life as a company is as
important as what we do.”
That’s where their new approach to environmental, social,

and governance (ESG), found in their 2020 ESG Report
“Growing Sustainably,” comes in. These efforts line up under
three broad pillars: environmental stewardship, responsible
sourcing, and healthy living and community support.

“Our ESG strategy reflects one
of our company values: We Do
the Right Thing. That means we
will always strive to do the right
thing in all aspects of our
business, including with our
customers, partners, suppliers,
stakeholders, consumers, and
communities,” she says. 
Consider packaging. 
“We know packaging waste

can have a significant detrimental
impact on the environment and
is an industry-wide challenge we

must all do our part to address,” says Fischer. “Globally,
we have committed to making 100 per cent of our packaging
recyclable, reusable, or compostable by 2025.”
In 2020, Kraft Heinz Canada made great strides towards

that goal with the launch of 100 per cent compostable pods
across its entire coffee portfolio. 
“By making the switch from traditional, single-use plastic

pods to compostable pods, we can help reduce plastics in
landfills annually by a height equivalent to more than 4,000
CN Towers,” she says. 

It’s something they are keen to tell
consumers about. 
“From our consumer research, we have

learned that sustainability means different things to different
people, so we have a responsibility to help educate Canadians
about what makes our products sustainable in a simple,
relevant, and compelling way,” says Fischer. 
With the launch of Maxwell House and Nabob 100 per

cent compostable coffee pods, the main message was the
benefit of “zero waste” to the consumer — clear
communication to give Canadians an easy way to make
sustainable choices. 
Then, on February 1st, Kraft Heinz Canada announced

that its iconic Heinz Ketchup glass bottle, which has always
been recyclable, can now be reusable through a partnership
with LOOP, a state-of-the-art circular reuse platform. 
“This initiative makes it easy for Canadians to choose

more sustainable options that are safe, sanitary, and
impactful,” says Fischer. 
Kraft Heinz Canada is also proud to be a founding

signatory to the Canada Plastics Pact and is looking forward
working collaboratively towards a common vision of a
circular economy for plastics. 
From a community perspective, in May 2020, Kraft

Heinz Canada launched Project Pantry in response to
the global pandemic. This five-year, $20-million food
donation initiative in partnership with Food Banks Canada
includes Kraft Heinz Pantry Day, where consumers can
“buy one/give one” on select Kraft Heinz products on
October 16th, World Food Day, to help reduce food
insecurity across Canada. ●

Getting the Message Out 
About Reducing Impact on the Planet
KRAFT HEINZ CANADA IS COMMITTED TO CREATING A HEALTHIER
AND MORE SUSTAINABLE ENVIRONMENT

SUSTAINABILITY SPOTLIGHT
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Nicole Fischer, 
head of sustainability, 
Kraft Heinz Canada



K
eurig Dr Pepper (KDP) is the union of two iconic
companies that have a fresh approach to the bever-
age industry. 

“As we formed Keurig Dr Pepper, our organization became
a greater force for making a positive impact worldwide,” says
Cynthia Shanks, director of communications and sustainability.
“KDP’s bold sustainability vision comes with a commitment
to source its ingredients responsibly, reduce its environmental
footprint, promote the health and well-being of families, and
give back to our local and global communities.”
Sustainability is a core value embraced by all their

employees and leadership and embedded in everything they
do.  They are committed to acting responsibly and being a
good corporate citizen. 
“We believe our greatest opportunities for impact are in

our supply chain, the environment, and the people and
communities we touch,” she says. “We are mobilizing people
and resources inside and outside our company to be a
catalyst for good. Through transparency, partnership,
innovation and investment, we will continue to tackle
important issues and contribute to a better world.” 
With their “Drink Well. Do Good.” corporate

responsibility platform launched in 2018, they have
established multi-year goals and initiatives. 
KDP is also channelling energy and resources into

opportunities such as ensuring
packaging is recycled and
repurposed to remain in use
and out of the environment;
innovating packaging designs and
processes to reduce total material
usage and incorporate materials
accepted for recycling and valued
as recycled content; and investing
in partnerships that amplify
individual actions, including
being a signatory of the Canada
Plastic Pact, and a founding
member of the Circular Plastic
Taskforce, an industry coalition

designed to increase and improve the recovery and recycling
of valuable plastics in Canada.
Over the past year, the group activated multiple plans

and projects to reduce virgin plastic footprint, emissions
and energy use several of which spread across Canada. 
“This year we will be launching our first beverage bottles

made with 100 per cent PET and expanding our use of post
consumer recycled plastic (PCR) in our coffee maker
portfolio,” she says. “Our goal is to use at least 30 per cent
of PCR across all of our packaging by 2025.”
In 2020, KDP also started manufacturing their first Keurig

coffee makers made in part from post-consumer recycled
plastic, sourced in Montréal. Following the launch of the
Keurig® K-Mini® and K-Mini Plus® brewers containing
20 per cent and 30 per cent of PCR plastic respectively,
KDP will be expanding in 2021  the numbers of brewers
made with PCR and ramping up the percentage of recycled
material used in up to 50 per cent in some cases.
With their newly set science-based target, Keurig

Dr Pepper is also on a path to considerably reduce their
GHG emissions here and everywhere the company operates.
As one of the largest global purchasers of coffee, the

organization embraces its ability and responsibility to
support farmers throughout their supply chain. Last year,
for the tenth consecutive year, KDP was named the largest
buyer of Fairtrade coffee in the world.
“Starting by ensuring 100 per cent of our coffee production

is ethically and responsibly sourced, we are continually
transforming our business practices to put people’s care at
the centre of our actions,” she says. “KDP will keep working
to support the entire coffee ecosystem and the connections
that coffee allows us to make around the world.” ●

A Catalyst for Corporate Good
KEURIG DR PEPPER HAS A BOLD SUSTAINABILITY VISION

SUSTAINABILITY SPOTLIGHT

Cynthia Shanks, director
of communications 
and sustainability, Keurig
Dr Pepper Canada.

To learn more about Keurig Dr Pepper’s corporate responsibility platform and projects towards a circular 
economy for plastics in Canada on KeurigDrPepper.ca. 
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Meatless Consumption Target
MEATLESS FARM IS MAKING THE TRANSITION TO 
PLANT-BASED EASY AND DELICIOUS

SUSTAINABILITY SPOTLIGHT

M
eatless Farm was founded in 2016 by Morten Toft
Bech, to help people reduce meat consumption
and make the transition to plant-based an easy,

joyful experience by creating the taste, texture, and nutri-
tional value of meat using the power of plants. 
“Meatless Farm, a U.K.-based company, was born with

the core mission of global meat reduction,” says Darcy
Peters, vice-president of sales, Meatless Farm Canada. 
In Canada, Meatless Farm has four core items available

to retailers, including the Meatless Farm burger, ground,
breakfast sausage, and breakfast sausage patties. Meatless
Farm’s products are 100 per cent plant-based, gluten-free,
high in protein, and made using the highest-quality, non-

GMO ingredients available. All
products also have fewer calories,
fat, and saturated fat than their
meat counterparts.
“We’re excited that we have

several new items planned to
release in 2021, which will expand
our product reach to consumers
looking for plant-based pea
protein products outside of the
core four,” says Peters. 
Sustainability is embedded in

everything Meatless Farm does. 
“Morten Toft Bech founded

the company with health, the environment, and animal
welfare top-of-mind”, says Peters. “As a company, we
are committed to educating consumers on the real health
and environmental benefits of eating plant-based, while
providing them with a product
that is as sustainable as it is
delicious and nutritious.”
To support this mission, the

company launched a “Meatless
Consumption Target” to raise
awareness of the environmental
benefits of switching to a plant-based
or flexitarian lifestyle. Swapping out
one beef-focused meal to plant-based
once per week would cut Canada’s
greenhouse gas emissions by
30 million tonnes — the equivalent to taking six million
cars off the road and a reduction of 10 million hectares in
Canada’s agricultural land use. 

“We recognize that making a full transition to a plant-
based diet is difficult and often unsustainable,” says Peters.
“Making a difference only takes swapping one meal to
plant-based each week.”
The “Meatless Consumption Calculator” shows consumers

the environmental benefits of swapping a meal to plant based.
For example, if one family swapped out ground beef in
spaghetti Bolognese for Meatless Farm ground each week for
one year, they could reduce land use by 31 tennis courts, save
11,705 miles driving, and slash water usage by 1,550 showers.
“When working with our retailers, our message stays the

same — a little goes a long way,” says Peters. 
Meatless Farm recently announced the launch of their

texturized vegetable protein facility in Calgary. Lovingly
Made Ingredients, the dedicated
plant protein ingredients subsidiary
operating out of the facility, will
provide the large majority of textured
plant protein for all Meatless Farm
products around the world and has
the capacity of producing up to
14,500 tonnes of plant protein
ingredients by 2023. 
“This plant demonstrates Meatless

Farm’s commitment to sustainable
and greener manufacturing and

improving access to sustainable living for all,” says Peters. 
Meatless Farm is also looking for opportunities to further

improve sustainability standards by using a renewable energy
provider and engaging with local farmers.  ●

Darcy Peters, 
vice-president of sales,
Meatless Farm Canada
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N
utritious, healthy, and delicious, Sproud is an
entirely new kind of plant-based milk alternative
developed in Sweden and made from a protein base

very familiar to Canadians: peas. In fact, it was a shared pas-
sion for the humble pea that brought Sproud’s forward-
thinking founders together in 2018. 
Recognizing the rising demand for healthy, great-tasting,

sustainable products, this group of entrepreneurs, with
decades of experience working in innovative, environmentally
friendly food and drink sectors, wanted to make a difference
— they wanted to create something that was good for both
people and the planet. Maria Tegman, Sproud’s founder
and CEO, says they “needed to nail the taste and really
make a fantastic product.”
And they did. 
Sproud has created a suite of four nutritious milk

alternatives: original, unsweetened, chocolate, and barista.
They are nut, soy, gluten and dairy free and non-GMO
and boast the taste, consistency, and nutritional value of
traditional dairy. Sproud also contains five times the protein
of almond milk and three times the protein of oat milk,

making it an attractive alternative
to other dairy alternatives. Plus,
it has an impressive shelf life,
able to maintain product integrity
for 365 days.
“We have the same neutral

taste, creaminess, and added
vitamins as cow’s milk — you can
replace your cow milk with this
one,” says Tegman. “But also, if
you compare to other plant-based
milk, it’s much lower in sugar
and it’s higher in protein.”

That low sugar content has earned Sproud boasting rights
as the first plant-based milk in the world to receive Sugarwise
Certification. Sugarwise is the only international certification
body for sugar-related claims and is recognized as a trusted
authority independently verified in alignment with World
Health Organization guidelines. This sought-after industry
accreditation has been granted for all Sproud products. 
In addition to being the leading alternative to the

alternatives, Sproud is at the forefront of sustainability
and carbon footprint reduction. All products come in

eco-friendly packaging and do not require refrigeration
during the journey from production to store shelves. This
intentionally cuts Sproud’s carbon footprint down by a
third compared to milk products requiring refrigeration. 
And while Sproud was designed in Sweden, Sproud

products for Canada are made in Canada.
“The first production runs were made with European

peas, but as soon as possible, we will switch over to Canadian
peas,” says Tegman. “And hopefully, since [Canada is] also
ahead in organic crops, we can probably get it certified
organic as well.” 
Sproud has being actively working with its main pea

protein supplier to achieve the specifications required to
produce Sproud milk using Canadian-grown peas at a
new facility in Canada. These efforts are expected to lead
to 100 per cent Canadian production in 2021 for products
distributed in Canadian markets. Sproud’s focus on locally
sourced ingredients and local production speak further to
the brand’s dedication to integrating sustainability into
every aspect of its operations.
“Sproud is all about bringing people together around a

shared passion for plant-based alternatives and sustainability,”
says Tegman. “Our goal is to create an authentic connection
with Canadians who value transparency and authenticity
by providing quality products that not only taste incredible
but do better for the environment.” ●

Made in Canada
SPROUD HAS A SHARED PASSION FOR PLANT-BASED
ALTERNATIVES AND SUSTAINABILITY

SUSTAINABILITY SPOTLIGHT

Maria Tegman, founder
and CEO, Sproud
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N
oble Premium Bison are grown and raised by
Canadian producers on over 9,000 acres of native
grasslands in Western Canada. 

“We have two ranches in Saskatchewan and one in
Manitoba that are owned and managed by our producer-
partner Doug Griller, a third-generation rancher,” says
Kelly Long, co-owner of Noble Premium Bison and an
award-winning agricultural entrepreneur. “When required,
we also work with select producers in Western Canada that
manage and govern their operations under the same guidelines
and attention to environmental practices as Noble.”
At wholesale, Noble offers dozens of premium cuts of

meat, generated from industry-standard specs set by the
North American Meat Producers. From tomahawk to T-
bone, ribeye to striploin, Noble’s bison cuts are hand-
carved to the same high standard each and every time. At
retail, Noble offers consumers bison steaks for grilling and
marinating, bison steak cubes for kabobs and slow cooking,
and lean and extra lean ground bison that can be used in
any recipe that calls for ground beef.

When you buy Noble Premium
Bison, you’re buying Canadian
and supporting sustainable
agriculture. The bison are raised
as nature intended on Canadian
grasslands using restorative
grazing practices to ensure the
sustainability of the animals and
the land they live on. Bison are
raised on larger pastures,
maintaining a habitat natural to
the species and other flora and
fauna. Good grazing practices

enhance soil fertility naturally, creating more high quality
forage to help sequester carbon underground. 
The regenerative ranching movement is growing, along

with consumer demand for products that are raised
sustainably without harm to the environment. 
“Through our ranching practices, we work to improve

the soil and overall health of the land our bison graze on,”
says Long. 
Ranching in these conscientious ways regenerates the

land and can have a positive impact on climate change.

“Canada’s prairie grasslands are among the most
endangered ecosystems in the world,” says Long. “Raising
bison in their natural habitat will help to preserve this
precious resource for generations to come.” 
In fact, Ducks Unlimited Canada and ranchers worked

together to conserve native prairie grassland and bring bison
back at the Shell Buffalo Hills Conservation Ranch.
Other ways Noble engages sustainable practices is with

the new packaging in use since December 2020. MULITVAC
thermo packaging machines are state-of-the-art technology
developed in Germany and are ground-breaking in terms
of their design, efficiency, and effectiveness. The new
packaging encloses bison products like a second skin: tightly
yet free of tension and without affecting the natural shape
of the product. The MULITVAC equipment also uses a
recyclable plastic bottom tray. Longer term, Noble plans
to upgrade the plastic tray to a fully biodegradable tray
material once rigorous material testing is complete. 
“There is no immediate timeline on this but knowing

these biodegradable products are already in use in Europe
and starting to gain a foothold with larger manufacturers in
North America, the future of sustainable packaging is
encouraging,” says Long. 
“At Noble, we believe the future is sustainable ranching,

and at the heart of our brand is a commitment to our
animals and the environment,” she says. ●

Sustainable, 
Regenerative Ranching
NOBLE PREMIUM BISON IS COMMITTED TO THEIR 
ANIMALS AND THE ENVIRONMENT

SUSTAINABILITY SPOTLIGHT

Kelly Long, co-owner,
Noble Premium Bison
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Keeping Chicken Sustainable
and Canadian
CHICKEN FARMERS OF CANADA KNOWS THAT SUSTAINABILITY
IS IMPORTANT TO CONSUMERS

SUSTAINABILITY SPOTLIGHT

C
hicken Farmers of Canada (CFC) is the national
association that represents Canada’s 2,800 chicken
farmers.

“We have a mandatory Raised by a Canadian Farmer
Animal Care program and Raised by a Canadian Farmer
On-farm Food Safety program put in place to ensure the
birds are healthy and comfortable,” says Lisa Bishop-
Spencer, director of brand communications. “One hundred
per cent of chicken farmers are certified on these two
programs, and the farmers are audited regularly, ensuring
accountability from every farm.”
The programs are third-party audited, offering credibility

and consistency. Through these programs and other initiatives,
CFC works closely with government partners and industry
stakeholders to keep the industry innovative and responsive. 
“Chicken Farmers of Canada has a long history of

being proactive and implementing farm programs for food
safety, animal care, and responsible antibiotic use,” says
Bishop-Spencer. “With the growth of the industry, we
have contributed to the economy and helped support

rural communities.”
CFC’s key values of sustain-

ability are protecting bird health
and welfare, producing safe
chicken for Canadians, preserving
the health of the land and of
our farms, and providing value
to Canada and affordable food
to Canadians through supply
management.
“We recognize that sustain-

ability is important to Canadian
consumers,” says Bishop-Spencer.
“They are interested in under-
standing where their food comes

from and that the work behind producing it is environmentally,
economically, and socially sustainable.”
Practices have evolved significantly over the years.

Highlights of sustainability include implementing a
comprehensive antimicrobial-use strategy to protect bird
health and welfare that involves surveillance, education,
research, and reduction. To ensure the production of safe
chickens for Canadians, the industry has also established
an effective, responsive traceability system. 
Changes to environmental impact are impressive. Each kg of

chicken produced now requires 37 per cent less greenhouse gas
(GHG) than 40 years ago. While water has been reduced by 45
per cent per kg of chicken.  Currently, 62 per cent of the sector’s
total energy use comes from renewable sources. Per kilogram of
protein, the carbon footprint of Canadian chicken is lower than
that of other livestock commodities produced in North America
based on FAO’s assessment of global livestock emissions. 
And the work continues. 
“From the life cycle assessment (LCA) conducted in

2018, we learned aspects of our industry that are most
efficient, areas where we can improve efficiencies, reduce
environmental impacts, or improve social interactions,” says
Bishop-Spencer. “We have been working on promoting
positive outcomes from the LCA results while working on
areas that need to be improved.”
“The health of our birds and the health of our farms are

connected — healthy farms mean not only ensuring safe
practices but also protecting the natural environment and
encouraging new entrants to the industry,” she says. “The
majority of Canadian chicken farmers have made or are
planning on making improvements to their operation
regarding environmental issues.” 
CFC is a founding member of the Canadian Poultry

Research Council, which has invested over $8.5 million in
research, matched by government and other agencies to over
$40 million. Last year, CFC joined a coalition of partners in
the Canadian agri-food sector to develop the National Index
on Agri-Food Performance, aimed at developing performance
and progress indicators to ensure Canada’s position as a
trusted leader in the worldwide food industry.
“Supply management is the foundation that makes the

Canadian chicken value chain sustainable and makes
everything we do possible – from implementing and enforcing
programs on farms to funding innovation and research and
contributing to the Canadian economy,” says Bishop-Spencer. 
Supply management allows for a healthy, sustainable

value chain. ●

Lisa Bishop-Spencer,
director of brand 
communications, Chicken
Farmers of Canada


