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In a recent survey conducted online within Canada by The Harris
Poll on behalf of Express Employment Professionals, concerns about an
economic slowdown and possible recession have not eased the labour
shortages facing companies across Canada, which are still engaged in
fierce competition for workers.
To prevent employees from leaving and to attract new workers,
two-thirds of Canadian companies say they are increasing wages this
year (66%). Close to half also say they have enhanced benefits (48%),
with more sick leave (17%), better health care benefits (16%) and more
paid time off (16%) among the most common improvements.
In addition, almost two-thirds of Canadian hiring decision-makers
(63%) say their company is taking steps to make hiring new workers
easier — including offering remote work (24%), offering higher starting
salaries (20%) and hiring bonuses (17%). Some companies are expanding
the geographic area where they advertise open positions (14%), reducing
qualification criteria for open jobs (14%) and/or offering better benefits (13%).
Despite improved pay and benefits, more than one-third of companies
(35%) have experienced an increase in employee turnover so far this
year. Both better pay/benefits (36%) and better perks (28%), like summer
Fridays or unlimited vacation days, offered elsewhere are leading reasons.
Companies expect lack of competitive pay (21%) and/or expanded
benefits (16%) to continue to be the biggest hiring challenges they will
face over the next year.
But two-thirds of Canadian companies say it is impossible to offer all
the benefits that employees want now (65%) — a sentiment that has
held steady since 2021 (67%).
With the grocery industry’s need for both skilled and unskilled labour,
this situation will prove to be a major headache going forward. While
many are adopting some of the stop gap measures outlined above, it is
going to plaque the industry for the foreseeable future.
Creating a flexible work environment that delivers a balanced work
and life plan will go a long way in employee engagement and retainment
but may be a significant drain on resources.

Frank Yeo, Publisher & Editor

Robin Bradley

Melanie Houssin

Associate Publisher &
National Account Manager

Western Account
Manager

rbradley@mercurypublications.ca

mhoussin@mercurypublications.ca

Publisher & Editor, Frank Yeo; Associate Publisher & National Account Manager, Robin Bradley; Western Account Manager, Melanie Houssin; Editor/Editorial Production Coordinator:
Mike Yeo; Advertising Production Manager, Marsha Coombe; Creative Manager, Sarra Burton; Circulation Department e-mail: circulation@mercury.mb.ca; Advertising Consultants:
David Bastable, Loren Fox, Elaine Dufault, Edna Saito. Publisher: Western Grocer Magazine is published bi-monthly by Mercury Publications Limited Head Office: 1313 Border Street, Unit 16,
Winnipeg, MB R2H 0X4 Tel: (204) 954-2085 Fax: (204) 954-2057 www.mercury.mb.ca • e-mail: mp@mercury.mb.ca Associated Publications: C-Store Canada Magazine, Western Hotelier,
Western Restaurant News, Health & Wellness Retailer, Western Food Processor and Bar & Beverage Business. Circulation: Western Grocer Magazine serves the grocery and allied non-food
industries. Readership includes distributors, brokers, manufacturers, wholesalers, independent grocers, food processors, bakeries, supermarkets, convenience stores, principal food
service outlets, food researchers and consultants, government, voluntary groups and co-ops in the four Western Canadian provinces of Manitoba, Saskatchewan, Alberta, British Columbia,
Northern Canada and the Northwest Ontario area. Subscription Rates: $45.00 for one year, $63.00 for two years, $93.00 for three years; $5.00 for single copy, plus 7% GST. Canadian rates only. Advertising: Deadline is 25th of the first month.
Editorial: The contents of this publication may not be reproduced in whole or in part without written consent of publisher. Photo credits not given unless requested in writing along with photo submission.

Publication Mail Agreement No: 40062509. ISSN# 0705-906X. Return Undeliverable Canadian addresses to Circulation Dept. at 1313 Border Street, Unit 16, Winnipeg MB R3H 0X4
e-mail: circulation@mercury.mb.ca Printed in Canada

4 WWW.WESTERNGROCER.COM

WWW.WESTERNGROCER.COM 5

Lineage Logistics Closes Acquisition
of VersaCold Logistics Services

market update

Lineage Logistics, LLC, one of the world’s leading and
most innovative temperature-controlled industrial REITs and
logistics providers, has closed the acquisition of VersaCold
Logistics Services.
VersaCold is a leading cold chain solution provider in Canada
that operates 24 temperature-controlled facilities spanning
114 million cubic feet of capacity across nine provinces. Its
strategically-positioned network includes properties in Canada’s
most populous metropolitan markets — including Toronto,
Calgary, Vancouver, Edmonton, and Montreal. VersaCold also
runs an asset-based inbound and outbound transportation
business out of nine terminals across the country, providing
customers an integrated, coast-to-coast logistics solution.
“Welcoming VersaCold into the One Lineage family extends our
company’s reach in Canada and creates exciting opportunities to
provide more efficient cross-border solutions for customers
in North America and beyond,” said Greg Lehmkuhl, president
and CEO of Lineage Logistics. “The combination of our
complementary facility networks, our differentiated and fully
integrated transportation offerings and our world-class teams
creates an even more dynamic global organization — one that
is committed to our purpose of transforming the food supply
chain to eliminate waste and help feed the world.”

Fever-Tree Premium Mixers Join
Forces with Powerhouse Distributor
Tree Of Life Canada
Fever-Tree, the world’s #1 top-selling and top-trending mixer,
and Canada’s #1 selling tonic, has announced its official vendor of
record change to Tree of Life Canada, one of the leading full-service
distributors in Canada.
Beginning with foodservice earlier this year, the transition will
culminate on September 1st, 2022, with the grocery business
transferring to Tree of Life Canada as Fever-Tree’s exclusive national
distribution partner. “We at Tree of Life are honoured and excited to
take on the Fever-Tree brand exclusively in Canada. Fever-Tree is
a perfect pairing with
our tasteful collections of
brands and matches our
purpose to curate unique
brands and bring elevated
food & beverage experiences to Canadians. We
look forward to growing it to new heights in retail and foodservice,”
says Lisa McNeil, president of Tree of Life Canada.
“Fever-Tree first arrived on Canadian soil over fifteen years ago
and has experienced incredibly exciting and explosive growth.
Canadians continue to premiumize; choosing to drink better. This
next step, in partnership with Tree of Life, will drive us towards our
bold ambitions for Canada, setting us up for success for years to
come,” says Kris Steed, country manager of Fever-Tree Canada.
Together with the impressive retail and foodservice force and their
broker partners across the country, Tree of Life is poised to make
remarkable gains in year one and beyond. With many dovetailing
visions and values, along with solid alignment on goals and benchmarks, this new partnership will support the needs of the industry
and consumer demand for years to come.
For more information: fever-tree.com and treeoflife.ca

Prunelax Expands to Canada,
Bolsters Global Footprint
Prunelax, a natural and effective solution to help maintain
bowel regularity, has announced its expansion into Canada. “We are
very excited about our rapid and
successful expansion into Canada,”
said Ignacio Bentancur, managing
director of Garden House, USA, creator
of Prunelax. “Canadian consumers
have long been attuned to naturalbased products. It is an honour to bring
Prunelax to Canadian consumers and
healthcare professionals.” Made from dried Senna and Prune
extracts that relieve occasional constipation and help maintain
bowel regularity, Prunelax is currently the number one laxative in
Latin America (LATAM) and among the top in the United States.

CPMA Hosts 2022 Produce
Champion Event Honouring
MP Scot Davidson

Where’s the Beef?

The Canadian Produce Marketing Association
(CPMA) has recognized its 2022 Produce Champion,
Member of Parliament Scot Davidson, at an event
held at Gwillimdale Farms in his riding of York–
Simcoe (Ontario).
The CPMA’s annual Produce Champion award is
given to a member of parliament or senator
who has been supportive of the produce industry
and effective at bringing industry issues to the
forefront on Parliament Hill. In June, MP Davidson
introduced a Private Member’s Bill, Bill C-280, the
Financial Protection for Fresh Fruit and Vegetable
Farmers Act, which would establish a deemed
trust mechanism for fresh produce growers and
sellers in Canada, ensuring payment in the case of
buyer bankruptcy.
“Since his election in 2019, Scot Davidson has
been a tireless advocate for the many growers in
the Holland Marsh, and for the Canadian fresh
produce industry as a whole,” said CPMA President
Ron Lemaire. “The need for financial protection
legislation has been a key issue in the advocacy
work of CPMA and our partner organizations over
the past decade. We are thrilled to have found a
true Produce Champion to help us push this across
the finish line.”

International demand continues to pull on Canadian beef
supplies. January through June 2022, Canadian beef exports
were up 4% in volume (249,000 tonnes) and up 19% in value
($2.3 billion) from last year. Exports are projected to ease in
the third and fourth quarters to be up 3% annually in 2022.

Lactalis Canada Takes Top Honours at the
2022 American Cheese Society Competition
Lactalis Canada received top spots at the 2022 American Cheese Society
(ACS) Judging & Competition on July 21, 2022 in Portland, Oregon.
Recognizing excellence in farmstead, artisan and specialty cheeses
produced in North America, Lactalis Canada’s Balderson cheese and
Lactantia butter received five medals including Balderson 5-Year-Old
Cheddar winning 1st and 3rd place in two categories, while Balderson Spreadable, Lactantia Salted Butter and Lactantia Unsalted
Butter took 1st place in their respective categories from 1,387 products and 196 entering companies.
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Mid-year Beef Trade and Domestic
Production Signal Lower Net Supply

The US and Japan are Canada’s two biggest beef buyers.
Easing volumes to the US in the third and fourth quarters may
leave more domestic trim supplies, at least until December. In
contrast, large and increasing volumes are being shipped to
Japan this year, drawing on available domestic chuck and
brisket. Imports are projected to be lower in 2022, down 12%
from 2021. Imports are expected to drop from every major
supplier, the US (-17%), Mexico (-10%), and the EU (-45%),
except Australia (+20%).
While exports surge and imports wane, the net beef supply
to Canadian consumers is projected to be down 3.9% in 2022,
the lowest since 2015. Cattle on feed numbers August 1, 2022,
were still historically large, but signal the start of a tightening
trend to take hold in 2023.
WWW.WESTERNGROCER.COM 7
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Fine Choice Foods Launches Second Manufacturing Facility in Richmond

Oceana Canada Calls on
Federal Government to
Make Seafood Supply
Chains Traceable
Oceana Canada is once again calling on the
Federal Government to put a stop to murky
global seafood supply chains that allow for
overfishing, mislabelling, and forcing seafaring
workers to work under conditions that are
unacceptable by international standards.
Most of the wild-caught seafood consumed
in Canada — 63 per cent — is imported, yet
unacceptable working conditions, including
forced labour, are common in the fishing industry
globally. Oceana Canada worked with academics
who analyzed Canada’s role in fighting human
rights abuses in global seafood supply chains,
finding that Canada is dramatically behind other
OECD nations.

Nestlé Canada Issues Sustainability Report
Nestle Canada has issued its 2021/2022 Creating Shared Value (CSV)
Snapshot, which highlights the company’s efforts to continuously
progress in making positive social impacts and important sustainable
change. The Snapshot includes progress on how the company is
bringing its Purpose to life — unlocking the power of food to enhance
the quality of life for everyone, today and for generations to come —
by highlighting achievements around how it is promoting nutritious and
sustainable diets; helping to protect, renew, and restore the environment;
strengthening communities, and operating responsibly.
“Our commitments are rooted in who we are, and it starts with our
incredible people at Nestlé Canada. Their passion, dedication, and desire to
deliver great products to our consumers in a sustainable way drives our business
forward,” says John Carmichael, president and CEO of Nestlé Canada. “And
that’s always been Nestlé’s approach to business — it’s creating shared value
that brings business and society together for a common good.”

Fine Choice Foods, a market-leading producer of quality Asian-inspired foods, has announced
the opening of its second manufacturing facility located in Richmond. The new facility will
produce spring rolls equal to the length of more than 700 football fields on a weekly basis,
creating more than 70 new jobs as part of the company’s continued growth.
The new facility, an existing warehouse transformed into a 50,000-square-foot, state-ofthe-art CFIA federally approved food processing facility, signifies a meaningful financial
investment in Fine Choice Foods’ infrastructure, immediately creating significant value for local
farmers and suppliers as well as valuable jobs for British Columbians during a challenging
economic environment.
“The opening of this new facility is an important milestone for Fine Choice Foods and critical to
our continued success,” said Jason Longden, CEO of Fine Choice Foods. “We’re extremely proud
of our growth over the past several decades and more importantly, proud to be able to honour
the legacy of the Lui family and the SUMM! brand they created more than 30 years ago.”

SOME OF THE COMPANY’S MOST NOTABLE ACHIEVEMENTS
ACROSS ITS KEY PURPOSE PILLARS INCLUDE:
*

*

“This makes Canadians unwittingly complicit in
unacceptable working conditions and forced
labour in a range of global fisheries,” said Sayara
Thurston, seafood campaigner at Oceana Canada.
“One way to help tackle this is with boat-to-plate
seafood traceability. This would help close market
doors to fisheries that are not sustainable and rely
on underpaid or mistreated workers by blocking
the import of seafood products that cannot be
traced back to a well-managed fishery.”
Illegal, unreported and unregulated (IUU) fishing
practices worldwide contribute directly to overfishing, threatening the sustainability of marine
ecosystems and fish populations. These practices
undermine coastal communities’ livelihoods
and food security and create unfair competition
for fishers operating legally. The association
between IUU fishing and human, drug and
weapons trafficking and labour rights abuses
makes it an urgent human rights issue.
New market research conducted by Abacus
Data for Oceana Canada in spring 2022 found
that the government is failing to meet Canadians’
expectations for transparent seafood supply
chains. Ninety per cent of Canadians want more
information on seafood labels, including the
original location of the catch, along with where
and how the fish or seafood was caught. Nearly
three-quarters of Canadians also feel that the
government should take action to prevent
seafood from forced labour making its way into
Canada, with two-thirds stating they are less
likely to purchase a seafood product if they find
out that it was the product of forced labour.
8 WWW.WESTERNGROCER.COM

Donating more than $3.6M in product and monetary donations to
communities across Canada, including over $920,000 of support to
local community groups and shelters, in 2021.
Supporting Nestlé’s national partner Food Bank Canada and its
After the Bell Program, with support providing over 150,000
child-friendly, healthy food packs in over 160 communities
across Canada, in 2021.

*

Launching its 2021-2025 Canadian Youth Strategy to generate
employment, while focusing on three key areas: Driving Strong
Partnerships, Redefining its Portfolio of Youth Programs and Driving
Upweighted DE&I Focus Through Youth Recruitment. In the last 18
months, 685 people under 30 were hired, and 4,798 youth were
supported through readiness-for-work activities and digital events.

*

Announcing an investment of $41.3 million to increase production
capabilities at the London, Ontario Ice Cream factory and contributing
to the London economy. The investment aims to create 88 new job
opportunities and will result in the creation of two new production
lines to generate more capacity for future growth.

*

As a founding company and active partner of the Canada Plastics
Pact (CPP) supporting the Golden Design Rules for Plastics Packaging,
intended to drive higher industry standards to improve plastics
recycling and reduce landfill and pollution.

*

Reducing its factory waste by about 8% and water withdrawal by
nearly 13% in 2021 compared to 2020, even with increased
production volumes.

*

Bringing together employees from across the business, the Diversity,
Equity & Inclusion Committee is driving change and reflection across
key focus areas including Accessibility, Indigenous Communities,
Mental Health, LGBTQI2S, Gender, Race & Ethnicity and Marketing.

“Nestlé Canada is continuing to strive towards creating value and
achieving long-term global commitments for the future. We are proud of
our achievements and are determined to take our commitments even
further to support the people of our communities and the planet we live
on,” says Carmichael.

Aisle 24 Adopts State-of-the-Art Security
Solution to Accelerate Cashierless Convenience
Grocery Retail Concept
Aisle 24, a fully automated, 24/7 cashier-less grocery chain based in Toronto, has
opened their newest location featuring a sophisticated, integrated security solution
to safeguard customers and enable franchise owners to manage their operations
remotely. This new, comprehensive solution includes surveillance coverage, custom
access control, remote control, and analytics designed to assist staff in inventory
management and other business operations. The new system is an essential step in
Aisle 24’s expansion throughout Canada.
“These are hyper-urban grocery stores, and—given today’s busy lifestyle—people
appreciate having this kind of safe and secure convenience in their neighborhood or right
in the building where they live,” John Douang, co-founder and CEO of Aisle 24. “By
emphasizing safety and security while accumulating business intelligence, we’re offering
franchise owners the ability to monetize empty space and build a profitable business that
places far fewer demands on their time than running a traditional grocery store.”
To keep the customer experience as natural and secure as possible, Aisle 24
turned to its partner Smart Installs Inc., a Toronto-based customer security solutions
provider and Axis Communications integrator partner, for their assistance. As a
result, Axis provided video surveillance and audio technology, as well as 2N
audio/video intercoms — all streaming to an AI-enabled video management system.
Together, they created an integrated surveillance solution, customizable access
control through a mobile app, and analytics designed to reduce shrink, streamline
inventory management, analyze point-of-sale data, and optimize each store’s
product mix for maximum sell-through.
Entering an Aisle 24 store is completely touchless. Customers can open the app
on their smartphone as they approach the Bluetooth-enabled 2N intercom at the
store door, which then displays an UNLOCK message and releases the door. Once
inside, they can load their cart and then self-checkout at the register kiosk.
“We recommended Axis and 2N technology because they’re built on an open
platform, which allows for deep third-party integration,” said Ken Oki, managing
director for Smart Installs. “That was important for Aisle 24 since it gives them a
wider range of options for current and future customization.”
Currently, Aisle 24 has 16 locations in Ontario and Quebec, with plans to launch at least
40 more stores in Vancouver, Edmonton, Calgary, and Halifax by the end of the year. In the
future, Aisle 24 plans to continue expanding its 24/7, cashier-less grocery stores across
Canada, as well as the United States, South America, and parts of Europe and Asia.
WWW.WESTERNGROCER.COM 9

market update

Calendar of
Upcoming Events

Lita’s Mexican Foods Inc. Continues to
Combat Ocean Plastic Epidemic

October 15-19, 2022

Vancouver-based Lita’s Mexican Foods, who recreates traditional
Mexican foods into award-winning plant-based products, has been operating
as a Plastic Negative CPG manufacturer since 2020 with the help of their
partnership with rePurpose Global — a growing tribe of vibrant cultures
from around the world, united by a singular cause — a healthier planet.
Plastic Negative Certification is awarded to brands with plastic reduction
commitments and who enable the elimination of at least twice as much
plastic waste from nature as their own plastic footprint.
To date, Lita’s has diverted the
equivalent to 66,666 of their retail plastic bags from nature which translates
to 400,000 grams of plastic waste
and 2.5 tons of CO2 emissions. Up
next, Lita’s will be working with a new
Impact Partner, Laut Yang Tenang in
Indonesia, where garbage is rescued
and processed from dumpsites, rivers,
households, and other locations within
50 kilometers of the coastline. This
partnership allows for low-value plastic waste to be recovered with every
bag of tortillas sold, while also creating positive socio-economic change for
marginalized waste worker communities. To see the change Lita’s Mexican
Foods is making, visit their rePurpose Global Microsite.
It is Lita’s goal is to truly and naturally represent México’s cuisine and culture,
along with a mission to grow while reducing their environmental footprint as
a Certified Plastic Negative Company. They also believe in creating impact
within their company culture by providing an inclusive and rewarding work
environment for people with disabilities and newcomer women to Canada.

SIAL Paris
Paris Nord Villepinte, Villepinte, France
www.sialparis.com

PRE-SHOW UPDATE

GROCERY INNOVATIONS CANADA 2022

October 15-18, 2022

National Frozen &
Refrigerated Foods
Convention
Orlando World Center Marriott
Orlando, Florida, USA
www.NRFAConvention.org
October 25-26, 2022

Grocery Innovations Canada
Toronto Congress Centre, Toronto, ON
https://virtualgroceryinnovations.com
March 27-29, 2023

The Sweet and Snacks Expo
Las Vegas Convention Center
Las Vegas, Nevada, USA
www.worldteaexpo.com

BACK LIVE &
IN PERSON!
J

oin all of grocery — retailers, wholesalers, distributors,
and suppliers and more over two days on October
25 & 26, 2022 at the Toronto Congress Centre, North
Building (650 Dixon Road). There is over 110,000 sq. ft.
of trade exhibition space, 50+ exhibits, 850+ companies,
and 5,600+ attendees.
The theme, A World of Opportunities: More Trade. More
Tastes. More Trends. Ensures there is something for everyone!

NETWORKING OPPORTUNITIES
There are free networking opportunities to reconnect
with colleagues and grow sales. Exhibitors will offer GIC
only trade show specials and discounts for attendees,
while retailers are granted a FREE trade show ticket. The
opening reception on Monday, Oct. 24 welcomes all
exhibitors and attendees;
and the first day of the
event, Tuesday, Oct. 25
is open to all GIC ticket
holders, exhibitors, and
attendees. The CFIG annual
general meeting will be
held that first day, followed
by the must-see Grocery
Code Panel discussion with
Diane Brisebois, Retail
Council of Canada; Ron
Lemaire, Canadian Produce
Marketing Association; Michael
Graydon, Food, Health
& Consumer Products of
Canada, and moderated by
CFIG’s Gary Sands. All grocery industry should be at this
discussion to hear about what this code will mean for their
businesses.
All the trade show education sessions on the Interac
Insights & Innovations Stage are free for all trade show ticket
holders, and provides invaluable data, and information
around key drivers in grocery.
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DISCOVER INNOVATIONS
GIC is a show to treasure hunt. Right when you walk in,
there are new product showcase displays featuring the
latest trends and innovations hitting grocery. These showcases will be judged by trade media to pick the Top 10
in Grocery winners. Winners will be declared at the
Merchandising Excellence Awards on Tues. Oct. 25 in front
of the industry. All attendees with tickets to the trade
show can attend the awards and network.
There is the Sustainability Sentral Pavilion, featuring the
latest in green and environmentally focused products/
services; along with the First Timers’ Pavilion and the Choose
Ontario Pavilion for all the SMEs, and locally grown products.

EXCLUSIVE SESSIONS & SPEAKERS
Dragons’ Den star Arlene Dickinson will be among some
of the speakers headlining Wednesday, Oct. 26, sharing
her insights on marketing. Also hear from experts on
staffing, supply chain, and never-before-seen data on key
categories and what’s going on in the sector. Kick off
with the grocery panel discussion with Tony Chapman,
featuring Erin Higdon, AGD; Jamie Nelson, Pattison Food
Group; and Christy McMullen, Summerhill Market. What’s
keeping them up at night?
The Independent Grocer of the Year Gala later that
evening will celebrate the best grocers across the country
in several awards given to the top scoring retailers in the
program across several categories. It’s a chance for the
industry to gather and connect. ●

Register now at
WWW.GROCERYINNOVATIONS.COM
QUESTIONS: Events@cfig.ca
Retailers get your free ticket to trade show: Events@cfig.ca
Want to exhibit? Contact Rolster Taylor: Rtaylor@cfig.ca
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HOT BEVERAGES
By Martha Beach-Yeo

Heating Up
At Home
FUN AND FUNCTIONAL FLAVOURS FOR HOME
BREWING WITH AN EYE ON THE ENVIRONMENT
LEAD HOT BEVERAGE TRENDS

G

rabbing a pumpkin spice latte at the corner
coffee shop is a long-standing fall tradition, but
these days Canadians are continuing the trend
of acting as their own at-home baristas, even as pandemic
closures have eased up. Increased home coffee brewing
and consumption had begun before COVID hit the
country, but the pandemic served as an accelerator
of this trend. According to the NDP Group tracking,
Canadians are buying coffee appliances for home use at
unprecedented levels- in 2021, over 3.5 million coffee and
photo shutterstock.com

espresso preparation appliances were sold in Canada.
Robert Carter, president of the Coffee Association of
Canada (CAC) says this “at home barista” trend is
continuing as people work from home or in hybrid work
models, giving coffee sales in grocery channels a big push.
According to Carter, some continuing trends include
specialty based coffee at home, an increased focus on
the understanding of where coffee is coming from, and
the “claims based” coffee products like organics and fair
trade. Ready to drink coffee products is another trend
WWW.WESTERNGROCER.COM 13
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that Carter says they are seeing more of, “particularly
around the iced coffee, that has experienced some good
growth and we expect that will continue.”
Steven Tscirhart. Head of Canada Coffee for
KraftHeinz agrees that COVID accelerated trends that
were already happening, including an interest in
developing coffee expertise. “This elevated coffee
experience is leading consumers to crave more information
than ever, as they’re looking to create that cafe taste and
quality experience at home.” He is seeing an interest in
different flavour notes, “and with this growing interest,
consumers expect more, and they want brands to help
them explore — as a leader in coffee we take that as our
responsibility.” Nabob is making some changes to their
packaging that will “simplify this process and make it
easier for our consumers to explore the tastes coffee has
to offer and perhaps find that taste profile that’s right
for them,” says Tscirhart.
Co-Founder of Level Ground Coffee, Stacey Toews
has seen a desire for both organic and fair trade coffee
from grocery consumers, while also seeking a larger,
value-wise coffee format, “to this end, Level Ground
has launched a line of 2 lb whole bean coffees, including
Colombia, Peru and Andes blend, the whole trio are
performing strongly in western grocers.”

PRODUCT SPOTLIGHT
Kraft Heinz is committed
to leading the way in
sustainability and their
brands, Maxwell House,
Nabob, and Ethical Bean
have recently
undergone a
transition to 100%
compostable pods
and bags.
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Functional beverages within the coffee, tea, and hot
beverages categories are something that natural and
conventional grocers have begun to create space for
according to Blume Founder Karen Danudjaja. “Functional
coffee options are continuing to pop-up on shelves in
addition to superfood lattes, like Blume, which is very
exciting and what we think is just the beginning. It’s a
category where there’s lots of opportunity for disruption,
as customers continue to look for ways to add more health
benefits to their routines.” Although Blume has historically
performed best in direct-to-consumer and independent
channels, Danudjaja is now seeing more consumers than
ever asking to find their products in grocery stores.
Mushroom coffee is another hot trend in the functional
beverages lineup, and PureShrooms, one of only a few
Canadian companies selling mushroom coffee is seeing
increasing demand, particularly in retail channels. Sohaib
Qid, a founder at the company has seen a big uptick in
people looking to make healthier lifestyle choices since
the pandemic. “We’ve introduced 22 products since
launching, from Coffees, Matcha Tea, Tumeric and
Beetroot lattes, all infused with functional mushrooms.
Qid hopes to see these functional hot beverages move

Stacy Toews, co-founder of Level Ground Coffee has seen a desire
for both organic and fair-trade coffee from grocery consumers.

into the mainstream coffee aisle versus the natural/organic
aisle- “the foot traffic in the coffee and tea aisle trumps
the natural, organic coffee aisle.”
Single serve coffee makers are a popular choice for
Canadians looking to recreate a coffee shop experience
at home says Sophie Belanger, director brand marketing
at Keurig Dr Pepper Canada, who says this is having a
significant impact on sales with the single serve coffee
maker category holding a much larger share than the
traditional drip coffee maker. Belanger agrees that the
hybrid working model is here to stay, representing new
coffee consumption occasions at home and they are
seeing a younger generation of consumer entering the
category through flavoured and cold brew coffee. “They
love experiencing and trying new flavours, so innovation
is key to attract them at retail and in the coffee aisle
through fun offerings.” She also notes that Generation
Z and millennials combined represent the biggest segment
of the Canadian population and the environment and
their health is important to them. “They are more
educated about the holistic benefits of organic products.”

The great story behind
the great taste of Van Houtte.
Every cup of Van Houtte coﬀee tells the story of
100% responsibly sourced coﬀee beans, sustainably farmed
to protect nature and empower the communities that grow it.

Learn more at

VanHoutte.ca/drinkbigger
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Shabnam Weber,
president of the
Tea and Herbal
Association of
Canada states
that tea has
experienced a
large increase in
sales through
grocery channels
due to the
pandemic.
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promise to offer sustainably sourced coffee, and their
Van Houtte coffee is 100 % responsibly sourced. “We
work closely with our coffee cooperative communities
to insure sustainable coffee farming practices, and have
been partnering with some communities in Colombia
and Honduras for more than 20 years,” says Belanger.
KraftHeinz is committed to leading the way in
sustainability and their brands Maxwell House, Nabob,
and Ethical Bean have recently undergone a major
transition in their on-demand coffee pods, switching
from plastic to 100% compostable pods. Tscirhart says
that “there’s a large investment that companies have to
commit to, whether in the development of technology,
sourcing materials, or even the disruption it might cause
at retail as we transition to our sustainable solutions,”
but he says that “delivering on sustainability is nonnegotiable.” In the coming year the company will start
moving away from bagged coffee, transitioning roast
and ground coffee packaging to a recyclable alternative.
Stacey Toews explains that “the more the industry
can purchase and promote organic coffee — moving

As the second most widely consumed
beverage in the world after water, tea holds
a strong place in Canada with the tea market
being valued at about 1.12 billion U.S. dollars
according to Statista’s 2022 numbers.
According to Shabnam Weber, president of
the Tea and Herbal Association of Canada,
consumers have turned to tea over the
pandemic to provide them a sense of calm
and relaxation. “Tea experienced a large increase in sales
in grocery channels from the beginning of the pandemic,”
and although Weber can’t say that sales have continued
on the same trajectory she doesn’t believe that comparing
this years sales to the first couple years of the pandemic
is the proper approach. “If 2022 is the year we’re allowed
to start using the word ‘normal’, then it should be
compared to the last time we used that word; and tea
photo shutterstock.com
sales are strong and up from 2019.”
Weber says that younger consumers are turning to away from manufacture/use of chemical fertilizers —
tea drinking, and in terms of the types of teas people are the more we vote for a sustainable future for coffee and
looking for Weber says that flavours are more the environment.” He says that all sustainability discussions
adventurous and variety is far greater. “We’re seeing must include the welfare of the farming community and
consumers who are looking for more variety and flavours consumers’ deep connection to the producers — promoting
in the types of tea they purchase — the interest in green and fairly paying small-scale farmers for their contribution
teas and white teas, either on their own or blended is is critical. “In our facility, we use epic tech to capture
strong. With an ever-increasing awareness of different and re-use hot-air in the roasting process. In this way, we
types of teas and varieties, consumers are changing the annually save the energy needed to power 100 Canadian
way your supermarket aisle looks — gone are the days homes. We believe our sourcing and roasting process
of two or three different types of tea”.
The mounting importance of environmental
awareness among consumers is an issue that
PRODUCT SPOTLIGHT
Robert Carter and the CAC have seen at the
forefront of the hot beverage category for some
Mushroom coffee is another
time now. “We are starting to see much more
hot trend in the
enhanced processes at the country of origin
functional
level, and there are a lot more government
beverages
initiatives coming out of these countries…from
lineup and
a global standpoint the CAC created a coalition
PureShrooms
with all the industry associations that meets
is seeing an
every two months or so to talk about what’s
increased
going on in the industry.”
demand.
Keurig has recently launched their Drink
Bigger platform with Van Houtte, which is a

Karen Danudjaja,
founder of
Blume, says
“functional
coffee options
are continuing
to pop up on
shelves in
addition to
superfood lattes.

permit us to say that we offer the most sustainably
sourced and staged specialty coffee in Western Canada.”
Few groceries aisles have gone unscathed by inflation
over the past year and coffee is no exception, but as a
staple comfort item it remains a purchase that Canadians
are unwilling to cut back on. “Issues with supply chain
management, droughts in Brazil, really impacted supply
and that’s had an impact on pricing,” says
Carter, “from an inflation standpoint,
companies are coming out with their financials
and showing record numbers from the coffee
category, so consumers are willing to pay
more, there has been price increases both in
grocery and out of home, but it does not seem
to have dampened sales in overall volumes.”
Pricing on the shelf continues to be very
competitive,” says Toews, “with the move
towards large powerful organizations buying
smaller coffee roasters, it’s a great time for
buyers at store level to champion local
business which act responsibly and warrant
being offered at the shelf to thoughtful consumers.”
Pricing and sustainability go hand in hand says Shabnam
Weber — “the hard truth is that tea is far too devalued
on the grocery store shelf…it’s something I really wish
consumers and grocery retailers would think about.” She
explains that it’s difficult to use the word ‘sustainability’
when retailers are charging $12-$14 for a box of 216 tea
bags — “think for a moment of what goes into that box:

PRODUCT SPOTLIGHT

HOLIDAY MERCHANDISING
By Carly Peters

Although Blume has historically
performed best in direct-to-consumer
and independent channels, they have
been experiencing more consumers
than ever asking to find their
products in grocery stores.
retail shelf space, marketing/advertising, packaging,
shipping, and I still haven’t even mentioned the actual
tea.” Weber believes it’s important for grocers to put the
value back into tea products by not treating them as an
afterthought. She suggests setting up tasting stations and
talking to customers about the product’s origins and how
it’s made — “these are the things the next generation of
consumers want to know and we know they will pay
more for the product when it’s treated properly.” ●

L

ong before the first snowflake flies, grocery
retailers are already thinking about the holidays.
This year, with supply chain issues still plaguing
the industry and the rise in food costs, the need for even
earlier Thanksgiving and Christmas planning and promotions is paramount as consumers rush to ensure they
get the products they want, at the price they want.
According to Salesforce’s June 2002 report, over the
past two years, people started shopping before Black
Friday. This year, people will again be looking to stock
up on discounts and beat price hikes; 42 per cent more
shoppers worldwide said they plan to start buying
holidays items earlier to get better deals.
Searching for the best deal could also have an adverse
effect on consumer loyalty. In fact, according to the
same Salesforce research, half of all shoppers will switch
18 WWW.WESTERNGROCER.COM
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brands this holiday due to pricing. This means that 2.5
billion shoppers worldwide could ditch their brand for
a lower-priced competitor. This could be troublesome
for many grocery categories which are more susceptible
to waning loyalty due to price sensitivity.
According to PwC Canada’s Canadian Consumer
Insights June 2022 pulse survey, consumers say when
asked how they’re responding to the unavailability of
their preferred products and other similar challenges
such as pricing, nearly three-quarters (73%) of consumers
say they shop at multiple different retailers at least
occasionally to meet their needs. The survey states while
some customers may be content to wait out these
challenges, brand loyalty can be easily eroded as
consumers are forced to visit multiple retailers.
In-store visuals will play a critical role in showing
WWW.WESTERNGROCER.COM 19

Cassondra Sherbert, store manager for
the Calgary location, adding along with
panettone the store creates festive displays
with stollen, shortbread cookies, and
torrone. “We carve out sections in various
locations of the store dedicated to our
seasonal items. We have featured tables
just for Christmas décor.”
Sherbert adds with Christmas being
such a impulse season, they utilize crosspromotional displays where customers
are often waiting, like the deli, cash
register, and even the in-store cafe.
This is where the store also capitalizes

photo shutterstock.com

“We carve out sections in various locations of the
store dedicated to our seasonal items. We have
featured tables just for Christmas décor.”
customers you have a solution to their
holiday needs, whether it’s the brand they
want (or the suggested alternative) or
perfect price point. Here are a few
suggestions from both retailers and
producers on ways to make that happen:

HELP MAKE MEMORIES
When customers walk into the Italian
Centre ahead of the holidays, they are
greeted by a mountain of one of the most
cherished Italian holiday bakery items
— panettone. From limoncello to
hazelnut, and even gluten free options,
the beautifully wrapped sweet breads bring
the holiday traditions shoppers cherish.
“There is a high sense of sentiment
during the holiday season; your grandma
would always make ‘blank’ so you want
to re-create the nostalgia of family
tradition of Christmas past. We try to
bring in traditional Christmas products
from around the world,” explains

photo shutterstock.com

on showcasing gift baskets and party trays
of holiday items — both sweet and
savoury — that help consumers quickly
grab items for a host gift or to have at
their own holidays party.

BUDGET-FRIENDLY
BAKES

photo shutterstock.com
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Previous seasonal get-togethers were
impacted by the pandemic, and while
many people are feeling more comfortable
with in-person gatherings, it’s budget that
might be holding them back from big
holiday dinners.
One grocery staple that’s been able to
stay relevantly stable is pasta. Angelo
Boras, vice-president of sales for Italpasta,
states that pasta bakes are not only an
easy and no-fuss way to serve a crowd
but can make for exceptional merchandising displays that pull in all parts
of the store.

“To create interest and underline the
ease and economy of baked pasta dishes
as entertaining solutions, retailers should
consider a rotating holiday recipe,” Boras
states, adding the brand can support
retailers with authentic recipes, like
Lasagna Puttanesca, and elevated options
to impress guests, such as Spinach Ricotta
Manicotti bites. “Then feature all of the
ingredients needed either off-shelf display
or a flyer ad.”
Given the uncertainty of food prices,
consumers may be thinking holiday much
earlier than previous years, adds Boras.
“To capture this, retailers should consider
advertising holiday earlier than usual,
along with considering digital ads on
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“Retailers should consider advertising holiday
earlier than usual, along with considering digital ads
on e-commerce sites that speak to proposed holiday
bundles helps to generate some holiday planning.”
e-commerce sites that speak to proposed
holiday bundles helps to generate some
holiday planning.”

LET THEM EAT CAKE…
OR OTHER PRODUCTS

photo shutterstock.com

The holidays are big at Bosa Foods’
two retail locations in Vancouver. The
Italian importer goes all out with holiday
décor to showcase their extensive range
of speciality seasonal items, which this
year will include the addition of the
Spanish Turron brand, Dona Jimen, Cudie
Catanies confectionery products, new
Italian Ore Liete chocolates, and new Le
Saveur Onion and Shallot confits, perfect
for consumers’ holiday cheese boards.
“We feel that creating specialty holiday

displays are absolutely essential. Adding
products into everyday items can
complement sales, but dedicated displays
will certainly optimize exposure and
translate in valuable sales,” explains
Bruno Benedet Jr., president and CEO,
adding it also simply makes it easy for
consumers to peruse the selection of
offerings. “We have found that generous
displays in strategic areas, such as the
store entrance or around POS stations,
have a significant impact and nicely
convert to impulse sales.”
But nothing generates new sales like
letting consumers try before they buy.
“Demos give retailers the opportunity to
educate the consumer of the products.
Let them taste the product, offer recipe
cards for uses of products and dishes,”
he explains, pointing to an example of a
recipe they developed to use Italian
Pandoro as a breakfast dish to do a holiday
version of a French Toast. “This singular
recipe created a new demographic of
consumer that would have normally
passed on this traditional Italian cake.”

*

*A healthy diet low in saturated and trans fats may reduce the risk of heart disease. Almonds are low in saturated and trans fats.
*Une alimentation saine, faible en gras saturés et en gras trans, peut réduire le risque de maladie cardiaque.
Les amandes contiennent peu de gras saturés et de gras trans.
© 2022 Blue Diamond Growers. All Rights Reserved. © 2022 Blue Diamond Growers. Tous droits réservés.
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RETAIL COLLABORATION

When they’re not in a standalone display, nuts
serve as a perfect addition to holiday baking
set-ups or seasonal salad toppers.
HEALTH NUT
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Nuts are a holiday favourite that people
can feel good about giving and getting.
In fact, retail nut sales over the Q4
holidays can increase 15 to 20 per cent,
or higher says Chuck Corrigan, brand
manager for C.B. Powell, distributor of
Blue Diamond almonds
Blue Diamond Almonds can
be incorporated into a healthy
holiday merchandising display,
suggests Corrigan, adding the
brand’s mix of red and green
single-serving bags make it easy
to create festive look without
any additional decor, while a
stack of party packs are great
for shoppers to grab as a host
gift or as their snack contribution
to party supplies.

When they’re not in a standalone
display, nuts serve as the perfect addition
to holiday baking set-ups or seasonal salad
toppers. Leverage holiday displays that
show AND tell. Create signage that offers
up ingredient pairings and suggestions on
how each can be used to make/bake
something different this season. ●

By Jeff Doucette, founder “Field Agent Canada”

How are Shoppers
Dealing with Inflation?

Blue Diamond
almonds can be
incorporated into
a healthy holiday
merchandising
display.

INSIGHTS FOR
RETAILERS
AND BRANDS
photo shutterstock.com

Canadian shoppers are clearly adjusting shopping
patterns to fight rising costs.

I

t’s in your news feed, it’s in your bank account,
and it’s in your local grocery store. It’s inflation,
and sadly, it’s inescapable right now.
The causes and solutions that surround this
issue are complicated, but one thing is painfully
simple: prices are hitting everyday shoppers
where it hurts, right in the wallet.
Few things influence shopper habits like price.
As grocery brands scramble to understand how
their customers are responding with every blow,
we turned to the inside source on shopper habits:
the shoppers themselves.
Field Agent asked 2,739 Canadian shoppers
about how inflation has influenced and altered
their grocery shopping habits over the last three
months. Let’s take a broad look at inflation in the
24 WWW.WESTERNGROCER.COM

grocery world (both in-store and online), learn
how shoppers are responding, and explore a few
tools that give brands a leg up.

HOW IS INFLATION INFLUENCING
IN-STORE SHOPPERS?
Check that price tag. In grocery stores across
the country, shoppers are seeing price changes.
And everyone’s affected. In our survey of 2,739
shoppers, every single respondent shops for
groceries in-store, with 61% visiting a brick-andmortar grocery store multiple times per week.
Come along with us on a little drive to the grocery
store, and tackle burning questions in three key
areas: price, stock levels, and impulse purchases.
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How are prices changing?

1

Have shoppers seen any price changes over the last
three months? Unless you’ve been living under a rock
since Christmas, you can probably guess the answer.
Surprise, surprise, prices are soaring. 95% of shoppers
surveyed are well aware of higher prices, and over
a quarter report paying “much higher” prices for
their groceries. It’s a pain point many can’t afford
to ignore.

2

How are stock levels
changing?

Thanks to supply chain shortages and pandemicera panic buying, low stock levels have plagued
shoppers since before inflation reared its ugly head
(anyone else still flinch at the mere mention of toilet
paper?) Let’s check in with our trusty shoppers and
see what they’re noticing in the grocery aisle.
Compared with prices, stock levels are more of a
nuanced issue. 12% of these shoppers report an
increase in grocery stock, and about 31% say they
haven’t noticed any significant change at all. But
a majority (57%) continue to perceive a drop in
grocery stock compared to three months ago.
Why is this an important question for CPG brands?
Simply put, customer loyalty drops with the
purchasing power of their dollar (more on this later).
Translation: if your product isn’t on-shelf, pennypinching shoppers are more than happy to swap
for a competitor — especially if they’ll save a few
bucks doing so.

3

How are impulse purchases
affected?

Ah, impulse purchases: the unplanned (but welldeserved) candy bar, soda, or other goodie
snagged at the checkout lane. For shoppers,
impulse purchases are an afterthought. But for
many CPG brands, they’re the prize-winning bread
and butter.
When a dollar just doesn’t go as far as it used
to, frivolous purchases are the first to be kicked to
the curb. 53% of shoppers surveyed said they’re
less likely to grab an unplanned treat while grocery
shopping (19% are much less likely to do so).

Here’s a snapshot of what shoppers
had to say about it:
I make a weekly grocery list based on flyer offers
and stick to it. We don’t have room for impulse buys
in our budget anymore and we tend to buy cheaper
items as well.
- Joanna D., British Columbia
Inflation means buying less impulse buys and us
asking ourselves “do we really need that?”
- Katelyn O., Ontario

INFLATION ONLINE
Inflation isn’t only affecting what goes into physical
shopping carts—digital carts are also feeling the
pressure. 58% of our shopper sample said they buy
groceries online at least occasionally, and 7% make
such purchases at least once a week.
It’s a dirty little secret, but what’s in-stock on grocery
store shelves may not be available on retailer apps
for pickup or delivery. We asked self-reported online
grocery shoppers if they’ve noticed any availability
changes.
As on-shelf, so in-app. A majority of shoppers have
noticed a downward trend in availability as they shop
for groceries online or in-app. For CPG brands, that
means more substitutions or missed sales.
I’ve been adjusting my grocery list, buy more cost
efficient products and buy when on sale. — Irene W.,
British Columbia

By Karen Barr

HOW ARE SHOPPERS CHANGING?
Now for the million-dollar question. We’ve explored
what grocery shoppers are experiencing, both in-store
and online. In light of inflation, are those changes influencing the way they shop for groceries?
The answer: a resounding “yes.” 82% of shoppers
say they’ve adjusted their grocery-shopping habits due
to inflation. We asked that subset to get a little more
specific.
It’s worth repeating: when funds get tight, shoppers
change what they buy. 74% of shoppers say they’re
switching brands to save costs, and 75% are buying
different groceries altogether (less meat, for example).
Discounts and coupons are looking more enticing
to shoppers as well. 23% say that inflation has even
influenced them to pick up a membership at a warehouse club like Costco.
To lower costs of my groceries I compare flyers from
different food retailers and price match, use coupons,
and being a member of some retailers to collect points
to use on groceries. — Ann L., Alberta

WHAT DOES THE INDUSTRY
NEED TO DO?
With shopping patterns shifting so significantly, it cannot
be business as usual for retailers and brands. We need
to think in terms of household budgets being a fixed
envelope of funds and not something that is immune to
tough decisions. A focus on value items and buying in
bulk opens up new promotional opportunities but it will
also have a significant impact on the supply chain.
Working collaboratively to ensure value items have
increased supply over the fall and winter will be mission
critical. For example, think about Christmas cookies. A
tin that last year was $19.99 might now need to be
priced at $24.99 to cover costs — but will the household make the $5.00 leap this year or will they switch
to a lower priced alternative? Will they switch stores or
brands to find that alternative because the $5.00 is just
too much of an increase?
These are real problems that retailers, brands and shoppers
will be facing in the back half of
2022 and into next year. The
time to prepare is now. ●

Jeff Doucette is the founder of “Field Agent Canada” an on-demand panel of Canadian shoppers
providing a suite of innovative services to Canadian retailers and brands. He can be reached at
jeff.doucette@fieldagentcanada.com
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STORE FIXTURES

T

oday’s store fixtures create the essential in-store
infrastructure that defines departments, creates
the desired traffic flows and effective product display essential for customer engagement. Since the pandemic, moreover, grocers have been investing significant capital
to upgrade their fixtures and modernize their stores. This
includes both refrigerated display cases and shelving and
racking systems….many of which have undergone redesign with a view to being more functional.
For Chris Fowler, president of Matrix Marketing,
“shelving systems are the core of every retail space.”
Matrix Marketing is a full-service retail marketing firm,
in Burlington, Ontario, which has helped retailers across
North America better engage with their consumers, since
1991. Today, Matrix Marketing is the official North
American distributor of Moderna Expo. An UkrainianPolish company founded in 1997, Moderna Expo has
created modern retail ecosystems for more than 20 years.
“Moderna Expo is in 75 countries around the world,
and in some of the largest retailers on the planet,” says
photo shutterstock.com

Fowler. He explains the product further by saying, “It is
incredibly well engineered, with quality standards and
certifications equal to or surpassing most products on the
market today. The offerings include standard gondola, as
well as warehouse racking, wide-span for back room,
hybrid racking, checkouts and more.”
Fowler notes “We carry a full scope of options and
accessories that have been developed for a variety of
product areas, combining the best solutions for
merchandising a variety of different products.” For example,
Moderna Expo’s Gondola-KM Series includes grocery
fixtures, with clean shelving to optimally display produce.
Accessories include hinged baskets, promo panels,
perforated shelves, wire shelving, and wooden boxes.
To modernize a bakery, look to Moderna Expo’s Selected
Bake, crafted with European elegance. The SHAFA is a
presentational showcase unit that can be utilized to store
a variety of items. Open from the back and front, it is
easy to load and presents the opportunity for crossmerchandising, through cells of several types and sizes.
WWW.WESTERNGROCER.COM 27

Popular Kwickload Kits
include the Kwickload Deli
Kit Shelf Mount.
(Right) The Bagged Cheese Kit,
from Kwickload.

STIL are block tables, with an airy black
mesh design, of multi-level heights,
with a multitude of purposes. Stock
fresh artisan bread flat on the table,
for customers to grab and go, with
compartments to hold brown paper bags.
Matching baskets perfectly house classic

French baguettes. Upsell jams, honey, or
olive oils. Clear the tabletop to offer
in-store baking workshops.
The Kwickload spring-loaded pusher
system is the flagship shelf merchandiser
at Marketing Impact Limited, in Concord,
Ontario. “Kwickload keeps your products
facing customers and always looking full,”
says Michael Vogel, president of the
company. “Kwickload pull out to load,
allowing for product rotation, which
reduces shrink.”
The Kwickload
Pusher System is
the latest innovative
addition to the pusher
system family at
Marketing Impact
Limited. Its sleek
and visually minimal
design is ideal for
pushing bagged salad,
packaged cheese, and deli meats.
The system works with a revolutionary
slide-out mechanism, with a locking
paddle. Mounting options include
standard crossbar and shelf mount. To
accommodate different product sizes and
shelf depths, tracks are available in 14 to

21 inches in length. The system’s heavyduty construction ensures reliability even
in freezers.
Popular Kwickload Kits include the
Kwickload Deli Kit Shelf Mount,
manufactured to highlight packaged deli
meat and cheese, the Kwickload Double
Track Bottle Front Kit Crossbar Mount,
a double track pusher designed and
optimized for bottled water and beverages,
and the Kwickload Double Track Confectionery Kit Shelf Mount, a double track
pusher developed to entice customers to
purchase bar candy.
To organize cheese displays, look to
the Kwickload Bagged Cheese Kit with
a crossbar mount, ideal for quick customer
access. For brick cheeses reach for the
Kwickload Brick Cheese Kit, with a
crossbar mount. Salads and other bagged
produce get a front facing lift, with the
Kwickload Produce Kit, also with a
crossbar mount.
When it comes to the visuals of refrigeration, Mike Leibel from Western
Refrigeration, says, “Better LED lighting
has illuminated the cases more, for
customers to see a fresher looking product.
Additionally, there are bolder case colours

Redeﬁne the
BYOC user
experience
with DIGI’s
innovative
SM-6000 PC
SCALE

Almonds

DIGI’s SM-6000, a state-of-the-art self-serve scale; equipped with the latest technologies to allow customers
to bring their own containers, weigh the contents only and print their own labels. No Tare. No Fuss

01

DISPENSE BULK ITEM
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WEIGH CONTENT
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PRINT LABEL

sales@ca.digi-group.com
www.digisystem.com
SCAN TO
LEARN
MORE
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and styles to grab the consumer’s
attention, such as black, stainless steel,
custom colours, and laminate finishes.
More choices of sizes, and shapes of open
merchandisers give consumers a better
visual display of the products.”
Leibel adds, “The technological
advancements, of the refrigerated display
equipment trending now, use a single digital
controller for automated defrosts, antishort cycling, and temperature control.
The equipment is Energy Star rated. Also,
refrigeration manufacturers and venders
are offering the new refrigerants and green

direct expansion technology. This can
manage the maintenance of the refrigeration
systems, increase cost effectiveness, and
reduce the impact on the environment.”
Hussmann is a leader in providing
display merchandisers, refrigeration
systems, installation, and services to food
retailers around the world. The company
noticed a temporary decline in the sales
volume of refrigerated cases, during the
start of the pandemic, in 2020. Now,
Hussmann has seen a very strong rebound
to the pre-pandemic levels and above over
the last 18 months.

“Innovation during that time never
stopped, and many recent technological
advancements from Hussmann have
centred around digital store solutions, “
says Tim Anderson, director, regulatory
strategy, and principal engineering
knowledge, for Hussmann.
Anderson notes that grocer productivity
can improve, with out-of-stock detection
devises, and options like electronic shelf
labels, which eliminate pricing errors and
reduce the time spent on paper tag updates.
Additionally, he adds, “ High-definition
video rails, and digital payment solutions

Today’s store fixtures create the essential in-store
infrastructure that defines departments, creates
the desired traffic flows and effective product
display essential for customer engagement.

help to deliver an easy, and seamless
shopping experience for retailers’ customers.
Equipment options from Hussmann for
e-commerce order fulfillment have also
expanded, as retailers have moved towards
omnichannel grocery operations.”
Another key area of development for
refrigerated cases that Anderson points
to is a rapid move towards more environmentally sustainable refrigerants.
“These include carbon dioxide (CO2),
propane (R-290), and lower global
warming potential synthetic refrigerants.
These options will assist grocers in
reducing their carbon footprint, and
staying ahead of future government
regulations on refrigerants.”
New technology simplifies workloads,
eliminates errors, and increases cost
efficiency, while helping the environment.
Merchandising through new design
can create and improve the shopping
experience and boost sales. ●
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health and wellness update
NON-ALCOHOLIC BEVERAGES
By Aaron Skelton, CHFA president & CEO

Innovations

IN THE NON-ALCOHOLIC
BEVERAGE CATEGORY

W

e know the holidays drive alcohol sales and
that demand typically lessens once “Dry
January” rolls around. But “Dry January”

- a much needed alcohol-free break after a season of
indulging (or overindulging) has moved beyond the
month after the holidays — consumers are now looking
for innovative alcohol-free beverages, all year round.
Walking the aisles of
grocery stores and independent retailers, we’re
continuing to see a lot more
shelf space allocated to
products that meet consumer demand for zeroproof bevies. And the
data is there to prove it.
NielsenIQ reported nonalcoholic

(NA)

sales

totalled $331 million (up
+33.2%) in the last year in

Aaron Skelton,
CHFA president & CEO

North America. And when you look into who’s
purchasing this, 78% are consumers still buying alcohol,
showing the motivation behind the trend is likely health.
This new movement leaves a significant opportunity
for brands to create non-alcoholic products with a health
lens. At our most recent CHFA NOW trade show in
Vancouver this past April, the non-alcoholic category
dominated the trade show floor with brands creating
products ranging from beers to spirits with a natural,
organic and wellness nod.
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health and wellness update
Here are three notable brands making a mark in the NA category to consider
adding to your shelves – before and during the holiday season.
BEER

Libra Non-Alcoholic Beer
Sober-curious beer drinkers finally
have an entire market catered to them
with various options from IPAs to lagers.
Upstreet Craft Brewing’s line of nonalcoholic beers named Libra just took

competition, and this acknowledgement
on a world stage will surely bring in
more brand fans. Besides the bragging
rights of winning, consumers are flocking
to the brand for its b-corp status and
their commitment to mental health and
wellness. Libra’s also recently partnered
with Serena Ryder to help spread the
word. Serena works to support emerging
artists to navigate and thrive in the music
industry, and she has been alcohol-free
for three years. The growing popularity
of celebrities also going alcohol-free is
fueling this movement. What’s more?
The beers are only 30 calories.

SPIRITS

Sobrii 0-Spirits
home a trio of medals at the 2022 edition
of the New York International Beer
Competition. It was also named Canadian
Non-Alcoholic Brewery of the Year.
This win is no easy feat — over 700
beers from 15 countries entered the

Companies are taking their nonalcoholic beverages and bringing them
up a notch — adding herbs, plants and
other compounds to support cognition
and health. Sobrii 0-Gin is made with
natural ingredients and has zero calories.
But in addition to the botanical distillates
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COMPANIES ARE TAKING
THEIR NON-ALCOHOLIC
BEVERAGES AND
BRINGING THEM UP A
NOTCH — ADDING
HERBS, PLANTS AND
OTHER COMPOUNDS
TO SUPPORT COGNITION
AND HEALTH.
and extracts you’d find in traditional gin
(juniper berries, coriander, allspice and
star anise), Sobrii also includes ginseng,
an ingredient not often included in gin
recipes. Sobrii says “ginseng is associated
with a range of positive health effects,
helping to enhance Sobrii’s better-foryou-benefits.” Ginseng is one of the
world’s most popular herbal remedies
and has antioxidant and anti-inflammatory
properties. This brand perfectly combines
natural and functional ingredients with a
non-alcoholic product, catered to the
sober curious who are health-focused and
still want to enjoy a cocktail without the
dreaded hangovers and toxins.
It’s worth noting their blog offers
delicious-looking holiday recipes,
including St. Nick’s Shandy and Sober
Clover. Having these on hand would be
an exciting add-on for consumers looking
to integrate non-alcoholic beverages into
their holiday season.
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health and wellness update
WINE

Gruvi
While some may be able to give up beer or cocktails
during the holidays, it seems like giving up wine is a
whole other feat. That’s where Gruvi comes into play.
Their award-winning, alcohol-free dry red blend is
full-bodied, fruity, and bold. And will pair perfectly
with turkey dinners, weeknight steaks, and all the
holiday chocolate. And indulging is guilt-free with just
45 calories per can.
Gruvi’s Bubbly-Rose and Dry-Secco also offer the perfect
toasting companion. Their website suggests mixing it
with muddled figs, honey, and a squeeze of lemon if you
feel fancy.
Their all about putting your health first — and refrain from terming this
movement the “anti-alcohol movement” but rather a pro-health movement. Gruvi
encourages consumers to align their drinking habits with long-term wellness goals,
offers non-alcoholic alternatives to socialize, and allows you to skip the hangover.
Wondering where best to stock these products? If your store is permitted to sell
alcoholic beer and wine, that’s the place to showcase these booze-free bevies.
Otherwise, Toronto’s McEwan Fine Foods has found success (a 10% increase in
sales) by displaying non-alcoholic beverages in the same aisle as chips and snacks.

IN THE NEWS

It’s exciting to see this
category growing – for
the health and wellness
of Canadians and an
incredible opportunity
for innovation.
We’re expecting to
discover even more of
these innovative brands at
CHFA NOW Toronto in
September at Exhibition
Place – if you haven’t
registered yet, you don’t
want to miss our first live
show back in Toronto. We
urge you to walk the show
floor and see what sparks
your interest. We know it’s
already peaked ours!

health and wellness update

Ethical Bean Invites Coffee Lovers to Roast and Recycle with Terracycle
Ethical Bean is scaling up their sustainability initiatives to help consumers show their love for coffee
and the environment. In partnership with international recycling leader TerraCycle, the 100% fairtrade
and organic coffee company is launching a free, easy way to recycle all brands of flexible coffee bags.
In addition to recycling coffee packaging, for every shipment of coffee bags sent to TerraCycle,
collectors earn TerraCycle points that can be used towards a donation to a non-profit, school or
charitable organization of their choice.
Participation in the Ethical Bean Coffee Bag Recycling Program is easy and free. Consumers can sign
up to participate on the TerraCycle program page at https://www.terracycle.com/en-CA/brigades/
ethical-bean-en-ca. The next steps are simple. Grab an available box, perhaps one from a recent
delivery, and when the coffee bag (from any brand) is empty, drop it in. Once the box is full, consumers
sign into their account, download the free shipping label and return the collected waste to TerraCycle.
Once received, the packaging will be cleaned and melted into hard plastic that can be remolded to
make new recycled products, such as park benches and picnic tables.

Lactalis Canada to Expand Plant-Based Offering
Lactalis Canada, the Canadian dairy leader behind iconic brands like Cracker Barrel,
Black Diamond, Balderson, Astro and Lactantia and a subsidiary of France-based
Lactalis Group, will be expanding its plant-based product offering with its existing
Sudbury, Ontario plant converted into a modern, dedicated plant-based production facility over the coming months.
Complementing the company’s wide range of popular, high-quality, nutritious dairy products, Lactalis Canada’s expansion in
this category will grow the company’s plant-based offering which currently includes products such as Sensational Soy, Lactantia
margarine and siggi’s coconut-based yogourt alternative.
“While our core business is dairy, as an innovation leader and as demonstrated by our forthcoming expansion into plant-based,
we are constantly following the consumer and continually seeking opportunities to innovate and respond to the market,” said
Mark Taylor, president & CEO, Lactalis Canada. “Our purpose is to enrich and nurture the lives of Canadians and this holds the
same for our new offering which will provide consumers with complementary high-quality plant-based products that will benefit
from our current capacity and capabilities as well as our rich and long-standing dairy expertise.”

Herbaland Launches the First Low-Sugar Gummy Snacks
with Benefits in the Market
Herbaland, the first vitamin gummy brand to go compostable, launches innovative, low-sugar
snack gummies with benefits. The Vancouver-based and earthy-friendly company adds six new
flavours to their snack line, alongside their best-selling vegan protein gummies.
Each pouch of the Snack with Benefits line comes with its own superpower. The Super Greens
Gummies are delicious apple peach flavour and contain 2 servings of greens per pouch. The
Shroom Power gummies, which taste just like iced tea, are high in fibre and supply 100mg of an elite
7 mushroom blend per serving. Reminiscent of a strawberry daiquiri, the Coconut MCT Oil gummies
are a combination of strawberry and coconut flavour and provide 100mg of organic MCT Oil.
Previously launched in family size, the next three flavours come now in individual packages. The
famous Apple Cider Vinegar gummies are apple cider flavoured and contain 4g of organic apple
cider vinegar per serving. For those who are looking for a boost of vitamin C, Herbaland offers the
Acerola Vitamin C with 45mg of pure vitamin C in a lemon-flavoured gummy. The final flavour, Turmeric Ginger, contains a kick
of ginger and 40mg of the anti-inflammatory turmeric powder, in a delicious pineapple flavored gummy.

Canada’s 2030 Climate Targets Achievable if Canadians Move to More
Plant-based Diet
As concerns grow about Canada’s ability to hit its 2030 climate targets, World Animal Protection, in conjunction with Navius
Research, is releasing a new report that shows if Canadians move from a high-meat consumption diet to a low-meat consumption
one (a 50% reduction by 2030 and an 80% reduction by 2050), the impacts on greenhouse gas emissions would be significant
enough to put Canada back on track to meet its 2030 and 2050 climate targets.
“The findings of this report should be a wakeup call for governments and Canadians alike,” said Lynn Kavanagh, farming
campaign manager with World Animal Protection Canada. “Our diets are largely something that we can control and by moving
to a more sustainable plant-based diet, we can all do our part in achieving a net zero society.”
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DELI & BAKERY DEPARTMENTS

By Karen Barr

“We even use wooden peels to help re-create that old traditional
bake shop”.
The sourdough starter is affectionately called “Charlie” and
has been inducted into the Puratos library of sourdough starters.
The company now produces up to 5000 loaves of bread a
week. “We bake fresh every day with just flour, water and salt.
Our flour is untreated, unbleached so customers are getting the
real thing”.
On the deli side, Cummings says the transformation is even
more dramatic. While there is the standard roster of specialty
cheeses, deli meats, salads, or sandwiches, the department runs
seamlessly with a 120-seat licensed restaurant where customers
can order meals made in-house, from scratch, every day by red
seal chefs. The deli features a “Grab n’ Go” section with heat
and eat meals.
The company has become widely known for their pizza
program, Father Dough Pizza™. The pizza is made with simple
ingredients and cooked in a firestone oven while the customer
watches…..of course, on a sourdough crust.

Traditional
Authenticity

RELIABLE FOOD
PROCESSING EQUIPMENT
www.birosaw.com
VACUUM MARINATING
ENHANCES TASTE AND
ADDS VALUE

Interview with Jay Cummings
– Bakery/Deli Director, Freson Bros.

J

Jay Cummings,
bakery/deli
director,
Freson Bros.
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ay Cummings graduated from the baking program at the Southern Alberta Institute
of Technology in 2005. After a stint as research and development manager at Calgary
Italian Bakery, he joined Freson Bros. as bakery director, later also taking on the
position of deli director. He has been with the company for close to 8 years.
Freson Bros. has embarked on a mission to have the most innovative stores in the markets
they serve. This can certainly be seen in the bakery and deli departments. “Our bakery and
deli departments have been completely transformed over the last number of years, especially
as we open new stores such as in Edmonton”.
In the bakery, called the Mother Dough Bread Co™, Freson Bros. switched to a complete
sourdough scratch operation. Prior to that, product was often purchased par-baked and
then finished on-site. “We eliminated all bases and mixes. When we first started, there was
some negative reaction. We had to convince people of our authenticity”.
The bakery now features stone deck ovens in addition to the more traditional rack ovens. Stone doesn’t
conduct heat as easily as steel, but it retains it well. Lower conductivity means breads don’t char as readily. High
heat retention means more radiant heat for a quicker bake and faster recovery time. This helps to create a more
artisan style bread with a thick crispy crust and soft interior.

Md. VTS-42

Md. VTS-46

In the Butcher Shop, full carcasses are cut down by highly
trained butchers. All beef is %100 Alberta raised. They also
have their own in-house sausage program dubbed Ivan’s where
in-store sausage-makers start with the freshest cuts of Alberta
Pork, adding cured bacon and ham and finishing with signature
seasonings. There is a full smoke house called Banji’s Smokehouse
where products are made from scratch and smoked in store with
real hardwood.

Md. VTS-44

Md. VTS-100
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SPREADS

Cummings says they were the first kitchen
in Canada to install the Rational “ikitchen”
system utilizing the latest in combi technology with advanced controls leading to
greater consistency and better quality.
The iKitchen is a combination of the
iCombi Pro, iVario Pro and ConnectedCooking that literally thinks. With the
iCombi Pro. the operator can fry, bake,
grill, steam, and poach, all in one compact
unit. It responds to changing requirements
by automatically adjusting humidity, air
speed and temperature.
The iVario Pro. can boil, fry, deep-fry,

and pressure cook, replacing virtually all
conventional contact heat cooking
appliances. It is up to 4 times faster and
requires up to 40% less energy.
The iCombi Pro and iVario Pro are
connected to ConnectedCooking, a
secure internet platform, via WiFi
interfaces, which are standard features
for both cooking systems. With this it
is possible to transfer recipes, supervise
operations, update software and coordinate production between multiple units
if required.
Watching the red seal chefs use this
advanced equipment is the picture of
efficiency in a high-volume setting.
For Cummings, one of the greatest
challenges these days is recruiting skilled
labour such as butchers, bakers, and chefs,
who are in very high demand postpandemic. “Not only has there been a
shortage of labour, but people’s expectations
have changed too”.
Cummings is a strong believer in ongoing training particularly when it comes
to understanding the fundamentals of
fermentation, a necessity when producing
high quality sourdough breads. ●
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Spreading
the

Sweetness
By Carolyn Camilleri

As a category, spreads are doing well but with some
refinements that reflect today’s consumer expectations

D

espite the challenges of the past few years — pandemic, supply chain, and now inflation — one
category has remained consistent.
In 2021, natural peanut butter generated approximately $62.3 million in sales in Canada. By contrast,
regular peanut butter generated approximately $236 million in sales, according to Statistica. The retail sales
value of honey in Canada amounted to approximately $144 million in 2021. The jams, jellies and preserves
market in Canada registered a positive compound annual growth rate (CAGR) of 3.57% during the period
2015 to 2020 with a sales value of $226.69 million in 2020, an increase of 3.41% over 2019.
“Generally speaking, the spreads category has been performing relatively well, considering the ongoing
supply-chain issues,” says Azeem Ahamed, CEO of B.C.-based Elias Honey. “This is probably because
spreads are really versatile — great to enhance a quick breakfast on the go first thing in the morning or in the
afternoon as part of a snack.”
Fruit spreads, jams, and jellies have also been doing well, even with cost increases.
photo shutterstock.com
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“Inflationary pressures have been pervasive in the fruit
spreads, jams, and jellies category, with nearly all niche
segments of the category experiencing double-digit increases
in pricing,” says Dan Latka, director of sales at Crofters
Food Ltd. “Despite these significant cost/price pressures,
the broader category continues to perform well on a volume
basis, showing only a small volume decline year over year.”
But the spreads people are looking for these days are not the
same old, same old — and producers have been paying attention.

Honey
Elias Honey sales have been good — in fact, better than
expected, says Ahamed: “It seems that people who love
honey simply love honey.”
But there is more to it than that.

“We’ve really spent a lot of time talking to customers
throughout B.C., doing in-store demonstrations and educating
our customers about how incredible honey is,” says Ahamed.
“We believe our consumers recognize and actively choose
Elias Honey over competitors because of our focus on sourcing
high-quality, premium, 100 per cent Canadian honey.”
That focus certainly fits with consumer trends.
“Our research shows that consumers are looking for
spreads that are minimally processed, healthy, but still
indulgent,” he says, noting that a number of Keto-friendly
or fat-heavy spreads are popping up, as well as hot, spicy
honeys and syrup- or jam-infused honeys.
“At Elias, we like to stick to the fundamentals — pure
honey, sourced and bottled directly from wildflower, berry,
and clover blossoms from all over Canada,” says Ahamed.
“Each varietal we offer has a different flavour profile, colour,
and mix of trace elements and minerals.”
For example, their blueberry, raspberry, and blackberry
honeys are made from the nectar from blueberry, raspberry,
and blackberry blossoms. The result is 100 per cent pure honey.
“The range of flavours really tickles the imagination,” says
Ahamed. “Our wildflower honey is light, sweet with hints
of smoke, while our blueberry honey is golden in colour,
with hints of citrus notes and a light blueberry flavour.”
Best of all, he says, Elias Honey plays an essential role in
supporting B.C.’s berry industry: “We’re happy to play a
small part in supporting local industry and supply chains.”
Elias Honey has introduced two new product lines in the
last 24 months. The first is a line of three cold-pressed raw
honeys: Clover Cold Pressed sourced from Alberta, Blueberry
Cold Pressed sourced from B.C., and Buckwheat Cold
Pressed sourced from the Pacific Northwest region.
“These raw honeys are minimally processed, not overly
sweet, and super versatile. They are perfect for spreading on
morning toast, drizzling over roasted vegetables, or simply
stirring into tea or coffee.”
The most exciting is buckwheat honey.
“It has all the health benefits of Manuka Honey, and 1/100th
the carbon footprint,” he says adding that more information

on this superfood is available on the Elias Honey blog.
The other new product line: honey sticks, which are a base of
cold-pressed honey infused with naturally sourced syrups from
a variety of fruits and herbs. Ahamed says kids love them and so
do high-performance athletes.
For retailers looking to boost sales, education should be at
the forefront.
“If a consumer has questions about the product or mix of
products on offer, it is essential that retailers and retail staff
know how to answer the question or point the customer to
more resources,” says Ahamed, adding that consumers can find
all the information they need on the Elias Honey website and
Instagram page using their smartphones.
“Consumers are very savvy and are becoming more and more
aware and particular about the health profile of the foods they eat.”

products they have known all their lives.
“Unlike many categories which are constantly evolving to meet
the ever-changing demands of consumers, the spreads category is
less reliant on ‘innovation’ as consumers tend to prefer more
traditional products,” says Latka. “Generally, consumers are looking
to reduce the amount of sugar they consume in spreads, but not
eliminate it all together, as it is a core to the user experience of
enjoying the product as a sweet treat.”
Instead, consumers gravitate towards products that have a
balanced profile of sweetness and fruit-forward flavour — and
that’s long been an area of specialty for Crofters.
“Crofters has been a pioneer in the fruit spreads industry,
being one of the first brands to market organic, reduced-sugar
fruit spreads,” says Latka.
All Crofters spreads contain 33 per cent less sugar than standard
jams and jellies, making them the perfect choice for consumers
looking to improve the nutritional profile of their morning snack,
while not foregoing the sweetness they desire all together.
Latka offers a tip to retailers to ensure shoppers discover the
products they want on store shelves.
“Grocers should strive to understand the nuances of the
spreads category and which consumer each brand caters to,”
says Latka. “Having a well-balanced portfolio of traditional
jams and jellies, organic and better-for-you spreads, and import
specialty jams will ensure all customers walking the segment
have an option that suits their needs.”
And when consumers find options that suit their needs, those
products become shopping-list standards. ●
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“Organic and specialty brands continue
to be the main growth drivers as legacy
brands struggle to remain relevant
among consumers with higher standards
for health and/or quality.
Fruit spreads
Within the category of jams, jellies, and butters, Latka says,
“Organic and specialty brands continue to be the main growth
drivers as legacy brands struggle to remain relevant among
consumers with higher standards for health and/or quality.”
Those higher consumer standards have led to changes to
recipes, ingredients, and product names.
“The term ‘fruit spreads’ continues to gain recognition as a
healthier alternative to jams and jellies among health-conscious
shoppers due to their lower sugar content,” says Latka.
These distinctions are so important to consumers, Latka encourages
retailers to understand the numerous product variants in the category
— jams, spreads, jellies, butters, etc. — to build strong assortments
with less duplicative facings. And while the distinctions are important
in terms of expectations, consumers still want the delicious, comforting
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WHAT’S NEW & IMPROVED IN THE GROCERY AISLE

SNAP Out of Snack Boredom!
Cheez-It SNAP’d Crackers Offer
Cheese Lovers a New Crave-able,
Crispy Snack Option
Canadian cheese lovers can now snap out of snack boredom thanks
to Cheez-It SNAP’d crackers — cheesy, thin, crispy crackers that are
perfectly designed for evening munching, whether that involves
streaming your favourite show, or spending time socializing with family
and friends. The newest addition to the wildly popular Canadian
Cheez-It cracker family, Cheez-It SNAP’d crackers are made with REAL
cheese inside and out and are
curvy, crispy and completely
crave-able. Cheez-It SNAP’d
crackers are finally available
in Canada in three tasty and
tantalizing flavours: Double
Cheese; Cheddar Sour Cream
& Onion; and Jalapeño Jack.
“We go to absurd lengths to
perfect the real cheese in the
Cheez-It cracker lineup and we are thrilled to offer a completely
new experience for those who love to snack. As we like to say ‘you
crave-it, we Cheez-It’,” says Lina Jhaveri, director, salty & frozen,
Kellogg Canada Inc. “Created in The Cheez-It Institute of Perfection,
new Cheez-It SNAP’d crackers are uniquely different thanks to their
thin, crispy texture and distinct flavours, allowing Canadians to feed
their cheese obsessions in a delicious new way — from bag to bowl.”
For more information: www.kelloggs.ca

SodaStream Launches the Next
Generation of Sparkling Water
Makers in Canada
SodaStream Canada has launched
the next generation sparkling
water makers. The Art, Duo, and
Terra elevate the experience of
making sparking water at home
and combine beautiful design with
high-tech functionalities.
“We’re thrilled to bring Canadians
a range of new innovations that
truly encapsulate the ethos of
our brand and our commitment
to premium design and user
experience,” said Rena Nickerson,
general manager at SodaStream Canada. “These sparkling water
makers not only make it fun and convenient to create a variety of
fresh sparkling drinks at home but are a beautiful addition to any
kitchen countertop.”
The Art, Duo, and Terra are perfectly suited for Canadians looking
to entertain friends and family by serving up a range of bubbly
refreshments, or those looking to improve their hydration and boost
their water intake. All three machines continue to help consumers lead
a more environmentally friendly lifestyle by reducing single-use plastic
waste. The designs feature the innovative, Quick Connect Cylinder
technology, enabling a seamless cylinder connection in one simple click.
For more information: SodaStream.ca
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New Flavours for bubly
As part of a year-long bublé parté filled with more fun, more smiles,
and more delicious flavours, bubly, Canada’s favourite sparkling water,
has announced a third limited edition flavour to the Canadian market
— watermelonbubly! Perfect for any celebration this refreshing new
flavour is sure to give Canadian bubly fans a melon reasons to smile.
watermelonbubly, which has been exclusively available in the US,
is now available in 12-packs and single serve cans at major
grocery, convenience, drug stores and gas stations across the country.
“As Canada’s favourite sparkling water beverage, the outpouring of love and excitement
for new bubly flavours has encouraged us to
think big about growing our portfolio to be
able to offer Canadians the best variety in
the market,” says Lourdes Seminario, senior
marketing director, hydration at PepsiCo Canada.
“We know Canadians are looking for flavour
variety and we’re excited to keep the bublé
parté going throughout the summer with our
newest flavour, watermelonbubly!”
watermelonbubly is the third in a series of
limited-edition flavours introduced in Canada
this year. The first, mangobubly, was met with
a mango-ificant response in late January,
followed by the very a-peeling applebubly in May.
bubly continues to grow a loyal fanbase in the sparkling water
category with refreshing and delicious flavours, and a positive and
playful sense of humour, all while keeping it real by containing no
calories, no sweeteners, and all smiles. bubly sparkling water is available
in a variety of delicious flavours: the newest addition, watermelonbubly, joins peachbubly, pineapplebubly, blackberrybubly, cherrybubly,
strawberrybubly, limebubly, grapefruitbubly and orangebubly.

KFC and Ruffles Join Forces
KFC has let the Ruffles brand in on its secret recipe to give Canadians
an epic snacking experience. Introducing: Ruffles KFC Original Recipe
Chicken chips, now available in Canada.
Fried chicken and potato chips are synonymous with finger lickin,’
and there is nothing more Finger Lickin’ Good than the delicious,
ridged crunch of Ruffles potato chips, coupled with the flavour of
KFC’s iconic 11 herbs & spices.
This taste collision comes as consumers’ appetites for unique flavour
collaborations have never been
higher. These Ruffles KFC chips combine the Colonel’s beloved 11 herbs &
spices with the iconic ridges of Ruffles.
This combo offers a flavour explosion
in the most unexpected way.
“KFC’s secret recipe is one of the
best kept secrets out there, but we
couldn’t turn down the opportunity
to make the ultimate Finger Lickin’
Good chip with such a powerhouse brand,” said Katherine Bond-Debicki,
CMO, KFC Canada. “We love seeing what’s happening with like-minded
brands uniting, and we’re thrilled to join forces with Ruffles to bring the
unimaginable to consumers who know and love our products.”
“Ruffles and KFC have a lot in common —- we both have a legacy
of innovative products that pack big, satisfying crunch and mouthwatering taste!,” said Lisa Allie, senior marketing director, PepsiCo.
“Ruffles KFC Original Recipe Chicken chips give Canadians a unique
and adventurous flavour and crunch experience.”
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Freybe Launches New
Products for Fall

SodaStream Brings Create-Your-Own
PepsiCo Beverages to Canada

Freybe has been known for innovation and this fall is planning the release
of several new products that will deliver big results in the meat department.

SodaStream has launched PepsiCo for SodaStream flavours in
Canada, providing a convenient and sustainable, new way to enjoy
PepsiCo beverages on demand.
“We’re bubbling with excitement that Canadians will be the first in North
America to try the new PepsiCo for SodaStream flavours,” says Rena
Nickerson, general manager at SodaStream Canada. “This collaboration
bringing together some of the most powerful brands in the beverage
industry gives SodaStream users, and Pepsi and 7Up fans alike, a new way

HAM STICKS NEW FLAVOURS
If you’re looking for a protein-packed
snack stick, look no further. One of the
Freybe favourites refrigerated snacks
is now offered in two new trending
flavours: Honey Sriracha, that brings a
light heat and sweet to the smoky Ham
flavour and Cheddar, that is cheesy but in a
good way.
NEW DELI-VAC ITEMS
Freybe pre-sliced deli meats line is
also expanding this fall. Two deli counter
favourites, Paprika
Lyoner and Beer
Sausage, are now
offered in the convenient 175g format
along the brand
new Roasted Red
Pepper Ham.
ANDOUILLE SAUSAGE
Elevate any meal (from salads and charcuterie to omelets and stews) with the smoky,
sharp, and spicy blend packed into these
Andouille sausages.
For further information: www.freybe.com

to quench their thirst with the same great taste they know and love.”
The new syrups include five of the classic PepsiCo flavours — Pepsi,
Diet Pepsi, Pepsi Zero Sugar, 7Up, and 7Up Zero. Each is specially
designed to be used with SodaStream sparkling water makers and
come in 440 mL bottles, making about 9L of fresh PepsiCo beverage.
“We’ve seen incredible growth in the SodaStream flavours portfolio
over the past year, including a high double-digit sales increase
last quarter with the launch of bubly Drops for SodaStream,” says
Nickerson. “We’re optimistic that we will see even stronger success
with the launch of Pepsi for SodaStream, bringing together the
refreshing taste Canadians crave and the convenience of doing so at
the touch of a button in a sustainable way.”
For more information: corp.sodastream.com

Hellmann’s Canada Rolls Out Vegan Dressings with New Award Program
Hellmann’s Canada has announced ‘The Vegans’ a brand-new award show celebrating the tastiness of vegan cooking. To
mark the launch of the brand’s new Vegan Dressings line, they have partnered with food loving Canadian TikTokers from
across the country who will put their whisks to work devising the tastiest vegan recipes while sharing their process on TikTok along the way.
Following on the heels of the successful launch of Hellmann’s Vegan Dressing & Spread, Hellmann’s are rich and creamy
in taste, certified vegan and proudly made in Canada. They come in three delicious flavours:
• Hellmann’s Vegan Ranch Dressing: Classic ranch colour and rounded depth of flavour – tangy, sweet and creamy, with a bite.
• Hellmann’s Vegan Caesar Dressing: Classic creamy Caesar profile with rich notes of garlic, lemon and pepper.
• Hellmann’s Vegan Green Goddess Dressing: Fresh, flavourful profile with notes of lemon and herbs.
For more information: www.hellmanns.com/ca/en/the-vegans.html
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