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H Mart’s love affair with food drives
the chain’s North American success
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A Decade of Change

2020 is finally here! One of the surest predictions
that can be made about the upcoming decade is that it
will see the complete re-invention of the grocery store
using artificial intelligence along with smart sensors and
other technologies to bring on a whole new level of

efficiency and customer engagement.

What are the parameters of this revolution?

It starts with the fact that the grocery industry has become intensely competitive
with players like Amazon looking to find ways to disrupt the old business model
which had worked well for decades. Online ordering was just the beginning.
While continuing to grow it has strong limitations which even Amazon realized
could not be overcome, in the short term at least. It decided to get into the brick
and mortar sector itself and attempt to bring technological innovation to that
space as well through the development of the Amazon Go stores, widely
proclaimed as the future of grocery. Indeed, every major grocery chain is now
looking on how to adapt the latest sensor technology to their stores. In the next
ten years this transition will be complete with this technology as standard.

It goes much further, however.

Today, Al is being applied to every facet of industry and in the next ten
years will have transformed everyday functions. AI, for example is changing
how grocery stores manage their brick and mortar facilities. Montreal-based
BrainBox has launched a unique technology combining deep learning, cloud-
based computing and algorithms to support a 24/7 self-operating building.
BrainBox Al is the first artificial intelligence (AI) technology designed specifically
for heating, ventilation and air conditioning systems (HVAC) in commercial
buildings. Its vision is to redefine building automation and to be at the forefront
of the green building revolution. BrainBox AI’s solution leverages Al to predict
a building’s thermal load and enables the HVAC system to operate autonomously,
in real-time, leading to significant energy and cost savings, a reduction in its
carbon footprint and increased occupant comfort, all in less than three months.

Al is also being applied to the analysis of Big Data to enable grocery retailers to
customize experiences and bring customers targeted promotions. It is being used to
analyse customer behaviour to better design store layouts and customer experiences.

We are just at the cusp of these major changes now. Hold on to your hats!
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market update

Foothills Creamery Acquires Screamin Brothers

Foothills Creamery is now the producer of coconut milk frozen treat and local
success story, Screamin Brothers.

Screamin Brothers is a premium frozen treat that is
made from organic coconut milk. Using only wholesome
ingredients, Screamin Brothers offers a safer alterna-

tive for those with dietary restrictions, or simply
those looking for an alternative to dairy. Screamin
Brothers is Canadian and produced at the foot of
the Rocky Mountains in Calgary. Each flavour (Mint
Chocolate, Raspberry, Key Lime, Vanilla and Chocolate)
comes in convenient 473ml containers.

Bothwell Cheese Non-GMO Project Verified
Cheddars Earn Top Spots at Two Prestigious
Cheese Competitions

Bothwell Cheese Non-GMO Project Verified White Cheddar cheeses continue to
impress competition judges, earning first place spots in their respective Cheddar
categories at the Royal Agricultural Winter Fair and the British Empire Cheese Show,
both in Toronto, ON.

2019 ROYAL AGRICULTURAL WINTER FAIR

First Place Medium Cheddar (aged four-nine months)
- Non-GMO Project Verified Medium White Cheddar
First Place Extra Old Cheddar (aged 12-24 months)

- Non-GMO Project Verified 548 White Cheddar
Second Place Extra Old Cheddar (aged 12-24 months)
- Non-GMO Project Verified 2-Year-Old Cheddar

2019 BRITISH EMPIRE CHEESE SHOW

First place Non-GMO Project Verified Medium White Cheddar

Second place Non-GMO Project Verified Old White Cheddar

Grand Champion Cheddar Non-GMO Project Verified Medium White Cheddar

Bothwell Cheese also took top spots for Mild Cheddar (2nd place), Medium Cheddar (Ist
place), Marble Cheddar (2nd place) at the British Empire Cheese Show.

“This is a great accomplishment for Bothwell,” says Nathan Dueck,
production manager at Bothwell Cheese. “I'm very proud of the team
and the products we produce.”

Bothwell Cheese introduced their line of Non-GMO Project Verified
Medium White Cheddar cheese in 2017. Since then, the product
line has expanded to having four available cheeses on the market:
Medium White, Old White, 548 White Cheddar plus their newest
convenience product, Sharp Cheddar SNACK'RS.

Canadian Produce
Marketing Association
and VCM International
Release Plastic
Packaging Technical
Report and Roadmap

The Canadian Produce Marketing Associ-
ation (CPMA) has released a technical
report entitled “A landscape review of plas-
tics in the Canadian fresh produce sector”
developed by Value Chain Management
International (VCMI), and subsequent
roadmap addressing plastic packaging in
the produce industry. Both documents are
outputs of the CPMA Plastics Packaging
Working Group.

The CPMA Plastics Packaging Working
Group was established in May 2019 and
convened its first meeting shortly thereafter
to begin the pro-
cess of identifying
a path forward to
address the use
of plastics within
the produce sec-
tor, identify efforts
already undertaken
by industry, deter-
mine best prac-
tices, and develop
an industry-sup-
ported roadmap
to maintaining food
quality and safety while reducing the environ-
mental impact of plastics.

The Technical Report details the results
of months of research on Canadian and
global plastic use, focusing on the fresh
fruit and vegetable supply chain’s impact.
The purpose of the study was to aid the
development of a pragmatic roadmap
that will assist the produce industry to
navigate the highly complex, multifaceted
topic of utilizing plastic packaging in the
most economically and environmentally
responsible means possible over the
short, medium and long term. This
roadmap is now available for public
viewing on the CPMA website.

PLANT-BASED FOODS OF CANADA PARTNERS WITH THE PLANT BASED FOODS
ASSOCIATION TO OFFER CERTIFICATION FOR PLANT-BASED CLAIMS IN CANADA

Plant-Based Foods of Canada (PBFC) has announced that the Certified Plant-Based program is now available to companies in Canada.
The Certified Plant Based protocol, which is owned by the U.S.-based Plant Based Foods Association (PBFA) focuses on plant-based
alternatives to animal-based foods and specifies the criteria required to make a certified plant-based food claim. NSF International serves as

the certifying agency, supporting the program.

Foods eligible for certification include meat alternatives such as plant-based meat,
poultry, and fish; egg substitutes; milk alternatives; and other dairy alternatives such as
plant-based cheese, yogurt, butter and ice cream.

Changing consumer attitudes, innovation and new entrants to the plant-based foods
category have driven strong growth over the last few years. Research conducted by

PLANT-BASED FOODS
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PBFC indicated that the term “plant-based" reinforced to consumers that the products were not from animal sources.
“The Certified Plant-Based seal will increase consumer confidence and help consumers looking to include more plant-based options in their

diets to easily identify these products,” explains Leslie Ewing, PBFC executive director.

According to Nielsen, the plant-based foods category in Canada was valued at $412M at the end of 2018 with growth of 11 per cent.

The introduction of this program will only accelerate this growth, supporting transparency and a clear standard for industry to follow when

making a plant-based declaration.
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IDDBA |dentifies Trends Influencing the Industry

The International Dairy Deli Bakery Association's (IDDBA) annual trends and resource
publication, What's in Store 2020, illustrates trends and data to offer readers fresh insights
and the opportunity to learn about buying habits and
marketplace influences.

Clean labeling, plant-based alternatives, and trans-
parency in how food is raised, produced, and delivered
are top consumer purchasing trends in today’s retail food
landscape, according to What's in Store 2020.

“Knowing your consumer is the number-one priority
for food manufacturers and retailers alike,” said Jeremy
Johnson, vice-president of education, IDDBA. “Shopper
tastes and preferences are changing as quickly as they ever
have, making it vital for food professionals to have a grasp
of what consumers are looking for when they walk into
your stores.”

IDDBA is seeing trends emerge and dominate across
the industry. These trends are influencing company deci-
sions that can often be game-changers in regards to
products or overall categories. These trends aren't siloed into single categories, but affect
across whole departments and different types of products.

“What's in Store 2020 helps readers identify these trends, which, in turn, can help them
better engage their customers and be more successful,” said Johnson.

WHAT'S

A4TE ChITIkS

IN STORE

nm rfzx 1am

Among their findings in What's in Store 2020 are:

CLEAN LABELLING

« Although clean labeled products represent a $25 billion market, most of those sales
reside outside of the perimeter.

« Consumers want clean simple ingredients that they can understand.

« Clean label claims include natural, no additives/preservatives, organic, and GMO free.

PLANT-BASED ALTERNATIVES

* The number one reason Americans are eating more plant-based is to prevent or treat illness.

* Thirty-nine percent of Americans try to incorporate more plant-based foods into their diet,
but 59 per cent agree it's important to have a balance of both animal and plant-based food.

« Plant-based is resonating with younger consumers including millennials and Gen Z.

« Eight dairy categories have achieved $100MM or more in annual plant-based dollar sales.

TRANSPARENCY

 Dairy manufacturers us a ‘less is more approach’ to deliver transparency to consumers
who want to recognize ingredients and know where they come from.

» Transparency matters in indulgent products.

» New, in-store technology allows consumers to access product information on the
transparency of supply chain, animal welfare, and carbon footprint.

Food Taipei Trade Show 2020
Pre-Show Press Conference Vancouver

Representatives from Canadian food importers and agricultural industries will be able to
get an early insight into what to expect at Food Taipei 2020 (June 17-20, 2020). As well
as an introduction to what they can expect from the exhibition, they will be briefed on the
highlights from last year's show. The press conference will be held by Taiwan Trade Center,
Vancouver (TAITRA) at the Westminster Salon of the Sheraton Vancouver Airport Hotel in
Richmond, BC, on Wednesday, March 4, 2020.

" © FOOD TAIPEI JUNES: ©
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Food Taipei is the largest of its kind worldwide, connecting approximately 64, 000 growers,
manufacturers, industry experts, and entrepreneurs in the food industry from 40 countries
annually. The exhibition is the largest Asian platform for quality food procurement and serves
as an important gateway for Canadian and Taiwanese food producers, importers, and suppliers.

Come and learn about the evolving enterprise of Taiwan's food industry. Whether you're
a buyer, exhibitor, member of the press, or industry fanatic, Food Taipei has intriguing
opportunities for you. With industry advice, access to business representatives here and
abroad, and guest speakers from T & T Supermarket, our conference promises to be both
informative and exciting. We are excited to connect with you!

events calendar

February 20-23, 2020
CHFA West

Vancouver Convention Centre,

West Building, Vancouver, BC

For more info: https://chfa.ca

April 15-17, 2020
SIAL Canada

Palais de Congres, Montreal, QC

For more info: https://sialcanada.com

April 27-28, 2020
Grocery & Specialty
Food West

Vancouver Convention Centre,

East Building, Vancouver, BC

For more info: https://gsfshow.com

May 31-June2, 2020
IDDBA 20

[ndianapolis, IN, USA

For more info: www.icdba.org

April 26-27, 2020
Bakery Showcase 2020
Toronto Congress Centre

Toronto, ON

https://haking.ca

April 27-28, 2020
Grocery & Specialty
Food West

Vancouver Convention Centre, East Building
Vancouver, BC
https://gsfshow.com

May 19-21, 2020
Sweets & Snacks Expo
McCormick Place

Chicago, lllinois, USA
https://sweetsandsnacks.com

May 31-June2, 2020
IDDBA 20

Indianapolis, IN, USA
For more info: www.iddba.org
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market update

Rabba Fine Foods President, Rick Rabba,
Joins CFIG Board of Directors

Rick Rabba, president of Rabba Fine Foods, has been appointed
to the board of Canadian Federation of Independent Grocers
(CFIG). The appointment was confirmed October 22 at the annu-
al general meeting of CFIG directors held at Grocery Innovations
Canada, the country’s largest grocery trade show.

“I'm honoured by the appointment and eager to participate in

the work of CFIG as a director,” says Rabba. “We've been wholly
committed to independent grocery over the years and have
seen, firsthand, the work of CFIG in educating the public on the
benefits of local, independent grocers as well as giving us a loud-
| er voice in government. | am looking forward to participating in
; the work of CFIG in this new role.”
Rick Rabba As a member of the CFIG's board of directors, Rabba will be
working alongside industry leaders on common issues such as a code of conduct for the
industry, which CFIG believes will help bring more fairness and transparency to industry
practices in Canada. As well, CFIG will continue its ongoing push to further reduce credit
card interchange fees and support changes in the sale of beer and wine in Ontario that
do not put independents at a competitive disadvantage. With the support of Tom Shurrie,
president and CEO of CFIG, and staff, the board offers support and resources to the more
than 6,900 independent grocers spread across Canada. With estimated sales of $13
billion, independent grocery retailers provide 93,000 full-time equivalent (FTE) jobs.

“One of our mandates is to provide independent grocers with the guidance and
resources they need to run their businesses sustainably,” says Shurrie. "With his exten-
sive experience, Rick knows the landscape very well and, as he's done for Rabba, he's
sure to help other members of the industry remain competitive well into the future.
| look forward to sharing the table with him."

New Deli Program at
Quality Foods

Quality Foods has launched a new deli
program where customers pick out a real
wood charcuterie board and they build you a
custom tray. The new boards have been a
huge hit. The wood used for the charcuterie
boards is all Vancouver Island wood that has
fallen due to wind or natural causes. Boards
are treated in local beeswax and food grade oil. Derek Dewolf of Quality Foods has been
making the cutting boards and can't keep them in stock.

Loblaw to Enhance PC Express Service with
Automated Picking Facility in Toronto Store

Loblaw has announced plans to invest in its PC Express service by building an
automated picking facility inside one of the company's GTA locations. Through a
partnership with Takeoff Technologies, Loblaw's PC Express service will be able to
provide online grocery orders to customers faster and with more accuracy. When
launched in 2020, the technology will have the capacity to support PC Express orders
in select stores within proximity to the automated picking facility.

GLOBAL MEAT PRODUCTION TO SEE LARGE DECLINE

Global meat production is projected to decline 2.4 per cent in 2020. If realized, this would be the largest decline
on record. The decline is mainly driven by the impact of African Swine Fever (ASF) outbreaks in Asia which is
projected to pull global pork production down by 10 per cent; while beef and chicken production is projected to

increase one per cent and four per cent respectively.

The shortage of pork supplies combined with a large population, growing income and changing diets is expected

Walmart Canada

and SCI Open Doors
on New Facility
Dedicated to Fulfilling
E-Commerce Orders
Across Canada

SCI Canada and Walmart Canada have
announced the official opening of SCI's
largest dedicated and purpose-built distribu-
tion centre (DC) in Mississauga. At approxi-
mately 450,000 square feet, the DC is the
main facility dedicated to fulfilling Walmart
Canada'’s online orders.

The new distribution centre is a flexible,
scalable solution for logistics and fulfilment
that is part of Walmart's strategy to continue
growing its e-commerce business in Canada.
The need is there, as Walmart Canada'’s flag-
ship website walmart.ca is visited daily by
over 750,000 customers.

The company sought SCl's support to
develop a customized supply chain solution
that streamlines operations.

The new DC maximizes storage through
a four-level, 70,000 square foot pick
platform for storing and picking smaller
items and pallet racking for larger and high-
er volume items.

It is equipped with state-of-the-art intelli-
gence software that provides real-time
visibility to operations and is fully integrated
with SCI's warehouse management system.

It boasts automation that improves capacity
and uses conveyors to transport materials to
one of five zones on each level and complete
pick totes to a put-wall area from both the
platform and pallet racks.

to result in strong import demand from Asia, boost global meat trade and drive up global meat prices. In fact, TaMATHAM BEEF
China's pork and beef imports have surged 50 per cent and 55 per cent respectively in the first ten months of
2019. In November, the FAO Meat Price Index posted the largest month-on-month increase since May 2009 and was 17 per cent above

year-ago levels.

Strong import demand from Asia and higher meat prices could benefit Canadian beef exports in 2020, while market access and trade

policies will continue to be key drivers affecting international trade flows.
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Empire’s Family of Brands Rolls Out Sensory
Friendly Shopping to More Than 450 Stores
Across the Country

Empire's family of brands is redefining how Canadians shop by rolling out weekly Sensory
Friendly Shopping hours at more than 450 stores Canada-wide. The new, more inclusive shopping
hours will be offered in Sobeys, Safeway, IGA, Thrifty Foods, Foodland and FreshCo stores.

A first-of-its-kind at the national level by a Canadian retailer, Sensory Friendly Shopping focuses
on removing sensory stimuli that can overwhelm an individual with sensory sensitivities.

Sobeys, Safeway, IGA, Thrifty Foods, Foodland and FreshCo store managers have been stepping
up and offering Sensory Friendly Shopping on a store-by-store basis since the fall of 2018. The
idea initially began as a grassroots initiative at one Sobeys store in Prince Edward Island and
quickly expanded to Nova Scotia, and eventually throughout Atlantic Canada.

Continued positive customer feedback around this initiative has fuelled the cross-country
momentum to create a national network of stores with inclusive environments for all families to
shop. Now, from Salt Spring Island, B.C. to Corner Brook, NL, store teams are taking the lead in
implementing Sensory Friendly Shopping hours in their communities, dimming store lights, and
turning off music, PA announcements, and cash register sounds.

“The grocery store is a central hub of the community. We pride ourselves on creating an inclu-
sive environment that reflects our diverse customer base and the communities where we work,"
said Heather DeBlois, director of diversity and inclusion, Sobeys. “It's important to us that every-
one knows they are welcome in our stores. Sensory Friendly Shopping has truly been a grassroots
movement driven by our store teams, demonstrating how important it is for retailers to consider
how they accommodate a diverse customer base.”

FCPC Welcomes Frank Scali as new
Director, Industry Affairs

Food & Consumer Products of Canada (FCPC) has appointed Frank Scali
to the role of Director, Industry Affairs.

In this new role, Scali will lead FCPC's Supply Chain Council - driving
industry insights and providing members with opportunities for cost sav-
ings/efficiencies and improved service to retailers.

Scali comes to FCPC from Nestle Canada, having spent 22 years in pro-
gressive supply chain roles. Most recently he led the Customer Facing Sup-
ply Chain (CFSC) department - the important linkage between the salesand  Frank Scali
supply chain organizations, as well as the supply chain partners to the cus-
tomers. In this capacity, Frank worked closely with the sales and supply chain leadership teams.

Fairtrade Canada Creates Stamp to Bruise Bananas
with Dark Truths

Unbeknownst to most consumers, Canada’s reliance on cheap bananas has dangerous impacts
on the lives of farmers and workers across the banana industry - exposure to hazardous pesticides,
poverty wages, limited protection for women's rights, environmental damage and much more.

To help change this, Fairtrade Canada created the first ever Banana Stamp, a simple tool to help
spread their message where it can't be ignored - directly on bananas. On November 1st, shoppers

at East West Market in Vancouver, BC will
find their bananas bruised with five messages
warning them of the consequences of cheap
produce, including:

+ Some non-Fairtrade banana workers
only make $3 a day.

» Organic does not always mean fair trade.

* Most banana workers don't earn a
living wage.

» Hazardous pesticides harm banana workers
& their communities.

» Women have no protection from harassment
on banana plantations.

The jarring facts of the Banana Stamp will also be bruising bananas across university campuses,
schools, workplaces, and communities across Canada throughout November to generate support
for bananas that do better for the environment and the people producing them.

National retailers are the key actors in this effort. Grocery stores often enlist bananas as loss
leaders using artificially low prices to attract consumers. Achieving these prices often means
externalizing social and environmental costs and pushing them further down the supply chain.

Nestlé May Be
Considering
Category Exit
Following Sale of
U.S. Ice-Cream
Business

Nestlé's sale of its U.S. ice-cream
business to Froneri, a joint venture
(JV) it shares with private-equity
firm PAI Partners, could be inter-
preted as a steppingstone toward
an exit from the category alto-
gether, writes GlobalData.

Simon Harvey, food correspon-
dent at GlobalData says, “Nestlé is
now left with few wholly-owned
global assets in the ice-cream seg-
ment, namely those in Canada,
Latin America and Asia, and they,
too, could soon end up in the
hands of Froneri.

Nestlé's presence in ice cream is
dwarfed by its nearest competitor,
Unilever, which holds almost twice
the global market share of its peer.
By effectively transferring owner-
ship of U.S. brands such as Drey-
er's, Drumstick, Outshine and Skin-
ny Cow to Froneri, the fast-moving
consumer goods (FMCG) giant
may have concluded its JV is bet-
ter placed to serve the low-margin
category and make up ground
against its rival.

The sale of the U.S. ice-cream
assets also has to be seen in the
wider context after Nestlé chief
executive Mark Schneider previ-
ously voiced intentions to focus
resources on high-growth, added-
value segments and dispose of
operations he deems to be ill-fit-
ting and less profitable. After all,
market watchers have questioned
the viability of Nestlé remaining in
the volatile frozen-food category
as a whole for some time.

In addition, Nestlé had already
trimmed its ice-cream portfolio in
the summer by moving its busi-
ness in Israel over to Froneri, join-
ing operations in Europe, the Mid-
dle East, Argentina, Australia,
Brazil, the Philippines and South
Africa that were housed by the
venture since it was formed in
2016 with PAI.

Should Nestlé choose to han-
dover its ice-cream assets in Cana-
da, Latin America and Asia to
Froneri at some point in time, the
qguestion on everyone's lips might
be will it also decide to move away
from the category completely, with
the sale of its venture stake? A lot
may depend on what revenues and
profits the enterprise continues to
contribute to Nestlé's coffers.”
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Q&A

Health and Wellnhess
a Key Focus of

An interview with Jane Dummer, president and
founder of Jane Dummer RD Food Consulting

How are health concerns
transforming food
manufacturing today?

Aging vibrantly and healthily is important
to both Generation Xers and Baby
Boomers. They are pioneering how aging
looks as we move into a new decade —
2020. Digestive health continues to be top
of mind across all markets and all age
groups, but especially for these two groups.
Shelf-stable probiotics have become more
popular ingredients, and we will see
innovative food and beverage products
promoting both the benefits of prebiotic
and probiotic ingredients. Healthy
hydration is important to both target
markets of Gen Xers and Boomers, along
with premium and quality ingredients and
food for cognition, skin health and
energy/fitness health.

The shift in plant-based eating is leading
to more consumption of plant-based
proteins, including seeds, nuts and pulses.
Alternative categories have evolved out of
the plant-based and the “free-from” dietary
trends. Millennials make up one of the
largest consumers of the alternative
categories. These include meat, dairy,
spreads, and ingredients like flours, and
sugars. With the success of oat milk last
year, I predict growth in all alternative
categories especially dairy and spreads.

Where do you see this
ultimately leading?

Health and wellness continues to be a
trending interest across all target markets
from Generation Zs to Baby Boomers.
This is excellent news for food companies
innovating and/or expanding in the
better-for-you sector. Food and beverage
manufacturers are finding the need to
innovate faster and more often to meet health
and dietary choices of their customers. Health
and wellness is no longer dedicated to a few
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aisles in the centre of the grocery store. With
many better-for-you products appealing to
all cohorts from Gen Zs to Baby Boomers,
plus the availability of e-commerce, health-
conscious consumers want products that
taste good, meet their health states (depending
on their stage of life) and have value-added
benefits such as customizable, premium
ingredients, sustainably sourced, and an
authentic brand story.

If consumers can’t find the products
they want on the retailer’s shelf, they will
easily turn to ecommerce or food service
(mobile ordering and third-party deliveries
have made this option a common solution)
to get the products and meals they prefer.
We are seeing progressive small to
mid-sized food and beverage companies
compete in the better-for-you space. Often
these companies are more agile and can
pivot faster than the traditional large
multinationals to meet consumers’ changing
behaviours.

What can visitors to SIAL
expect to see in terms
of these trends?

SIAL visitors can expect to see more
product launches and innovations for the
health-conscious consumer. Plus, additional
conferences and panels dedicated to health
and wellness. As the Health Expert in the
SIAL Hub, I will be leading four panel
discussions including: 1) Why Consider
the Health Tribes; 2) Sustainability 2.0; 3)
The Alternative Markets (meat, dairy, flour,
spreads and sugar); and 4) What’s New for
Healthy Aging. Attendees can expect to
get an overview of each topic, with strategic
insights, key opportunities and drivers for
food companies to innovate, increase sales
and grow their businesses in the health and
wellness space.

What I find interesting is last year’s
winner of STAL Canada’s Innovation

By Frank Yeo
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Contest was vegan keto buns from Unbun
Keto Foods. The other two finalists were
Yummy Doh for its vegan cookie dough
that is safe to eat raw or can be baked into
cookies and Lofbergs Canada for its oat-
based coffee drink called ICE. All these
products have attributes within the health
trends. I’'m curious to see if it will be the
same for SIAL Canada’s Innovation
Contest 2020.

Will plant-based products be
a big part of the SIAL mix?

Yes, the appeal of plant-based eating has
expanded over the past two years, including
a much larger market of consumers (rather
than only vegans and vegetarians) who are
opting for flexitarian diet pattern (choosing
more plant-based meal options while still
consuming meat) or are just taste curious
both at home and on-the-go. The shift in
plant-based eating and the need for
convenience led to launches in Foodservice
and Retail from Beyond Meats, Impossible
Foods and Litelife Foods in 2019.

This year, ’'m envisioning the launch of
more minimally processed plant-based
products with shorter ingredients lists,
along with more blends of traditional meat
and dairy with plant ingredients. For
example, a traditional pork sausage mixed
with a blend of beets and other natural
plant-based ingredients provides an
improved nutritional profile, vibrant colour
and interesting texture for both the health-
conscious and the taste curious. ®

(L-R) Tae Kim,
marketing manager
and James Kang,
general manager
Western Canada

By Robin!Brunet
PhotographyssPhilip Chin
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H Mart’s love affair with food drives the chain’s North American success

uch has been made of H Mart’s rapid evolution
M from a small corner grocery store in Queens,
New York 38 years ago to a 105-location chain
of supermarkets across North America — the latest of
which in Canada includes two new stores in Edmonton.
But the real story of H Mart is evident to shoppers
every time they pick up a basket and wander the aisles.
For starters, the sheer variety of goods compels
newcomers to double back in order to take in everything.
While some brands on the shelves are familiar, H Mart’s
devotion to the Asian community means that much of
the produce, bottled and canned goods, as well as frozen
and dry foods simply cannot be found anywhere else.
H Mart’s pride in creating eye-catching displays is
evident at every turn, from the precise, razor-thin cuts
of beef and pork arranged in packages like decks of
cards, to the vast array of fresh seafood (Spanish mackerel;

Canary Rockfish; Goldeneye Porgy; Red Sea Bream;
and much more) on staggered ice beds.

H Mart is also loved by shoppers for its attention to
detail. The produce section in some stores is augmented
by sweet potato ovens containing cooked and bagged
potatoes; and the bakery and kitchen provide a mouth-
watering array of ethnic cuisine at great prices.

Capping all of this is something unique to Canadian
grocery shopping: a houseware department that,
depending on the store size, sells everything from home
care products and electronics to bedding and furniture.
In H Mart’s Coquitlam location (the first H Mart to
open in Canada, in 2003) the housewares, kitchen, and
bakery are densely arranged, making shoppers feel like
they’re strolling through a busy market in South Korea.

The Coquitlam store is also where H Mart’s Marketing
Manager, Tae Kim, conducts business and discusses his

WWWWESTERNGROCER.COM 11



company’s simple strategy for opening
new venues. “Typically we open in
neighbourhoods that have a strong Korean
community, whose residents yearn for
something of the shopping experience
they enjoyed back home,” he says. “But
today most of our shoppers are Asian,

not just Korean, and that is reflected by

the Chinese and Japanese foods we stock.”

But H Mart is also becoming a destina-
tion for non-Asians. “We’re most grateful
to see more Caucasian people coming to
our stores, and we want to build on that
moving forward.”

The passion and sincerity driving
H Mart, along with the provision of
quality products at the lowest price
possible, causes excitement whenever a
new store opens. This was most recently
observed last July, when the grand

12 WWWWESTERNGROCER.COM

opening of a 45,000 square
foot store in Edmonton’s
South Park Shopping Centre resulted in
lineups around the block.

Nuel Han, a Korean-born Edmonton
resident, told reporters, “It’s really
something I've been missing when I came
to Edmonton. I mean, there are a few

small shops here and there — but having

a big market where people can congregate,
I just feel a sense of home.”

when H Mart unveiled a 15,000 square
foot store beside the University of Alberta

campus. “The focus of that outlet is take-
out meals for the student population,”
says Kim, adding that H Mart’s success
in Alberta is due to strong Chinese and
Philippino communities as well as other

groups, not exclusively Korean expatriots.

H Mart’s University of Alberta location
demonstrates the chain’s ability to
accommodate a different type of
demographic, first exhibited in Canada
in June of 2013, when it opened its first
urban convenience format in Toronto’s
North York district. Dubbed M2M
— morning to midnight, the two-storey,
4,500-square-foot store attracts Asian as
well as mainstream shoppers with the
tagline “So fresh! So smart! Gateway to
the authentic Korean cuisine.”

If H Mart is slowly evolving its business
model and attracting different demo-
graphics, its methods of attracting

In December, excitement erupted again
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shoppers has remained unchanged since
the first corner store opened for business
in Queens in 1982. “Our top priority
always has been customer service,” says
Kim. “We want to make customers happy,
and we spend a lot of effort training
our staff in this regard.” Indeed, it can
take up to two years of training and
apprenticeship for an H Mart employee
to become proficient in the seafood or
meat departments.

Equal effort is spent on timely
procurement. “Our seafood is sourced
from Korea and the U.S. and shipped by
air, and all of our meat comes from GS
Food Ltd. of Port Coquitlam, a federally
inspected Asian cut specialist,” says Kim.
“About 70 per cent of our produce is

sourced from Los Angeles or China, and
the volume is such that we receive three
containers per week from California alone.”

H Mart originally debuted as Han Ah
Reum, a Korean phrase meaning “one
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CONGRATULATIONS

o0 your 16th analversary and best wishes for the future.

We greatly appreciate and valoe
your hard work and success.

Hoppy Qriversary!
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arm full of groceries.” Founded by Il
Yeon Kwon and operated by the
Hanahreum Group out of Lyndhurst,
New Jersey, the company in 1992
undertook a rapid expansion program by

CONGRATULATIONS

)
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adding 10 new stores in as many years.
By 2005 the chain had 17 stores, and
by March of the following year it had
22 locations, with its first west coast outlet
launched in Federal Way, Washington,
in April of that year.

In Canada, H Mart’s Coquitlam and three
subsequent locations were noteworthy in
that these west coast venues opened shortly
before the company’s U.S. west coast
penetration in Seattle, Los Angeles, and San
Francisco. “We were pretty successful in
Canada from the start,” says Kim.

Along the way, an integrated logistics
system for sales, distribution and
administration was established, which
facilitated the company’s perpetual goal of
securing optimal inventory, the lowest
purchasing cost, and maintenance of freshness.

While H Mart’s continued growth
seems assured (there are even three stores
in the United Kingdom), Kim points out
that the growth is not without challenges.
“In terms of being perceived as an Asian
grocer here in Canada, we’re not nearly
as big as T&T Supermarket, and we’re
not as well known,” he says. “Also, it
still takes effort to go to H Mart. For
example, our Coquitlam location is not
in the city centre but further west, in an
ethnic neighbourhood.”

Kim also mentions the confusion some
Caucasian shoppers may feel wandering
the aisles. “It’s important for our business
growth to attract more non-Asian
shoppers, and one way to do so will be
to show them how to cook and eat so
many of the products that seem

mysterious and exotic,” he says. “At times,
even I’'m not sure how some foods are
cooked — so we’re currently emphasizing
this service in our training programs.”

And in order to further boost the chain’s
visibility within Canadian communities,
H Mart will be more heavily involved than
ever with networking in the New Year.
“Not so much of the social media kind,
but more like sponsoring local events and
charities and working hands-on with
community groups,” says Kim.

But in the end, the sheer love of and
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respect for food evident in every H Mart
may be the single biggest element that
will propel the chain forward. Kwon
points out that “As we expand, we like
to think we are reinventing the way people
eat through our robust and unique food
culture that also promotes a rich and
healthy lifestyle to all.

“Our food is our pride, and through
its quality we will do our absolute best
to maintain our continuous movement
towards providing our customers with

the joy that comes from it.” ®
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EVENT UPDATE

(Left to Right) Lauren Andrews, Justin Garand,
Brendon Garand, Donna Garand, Jim Garand,
Sobey's Wholesale, Rod Anderson, Bob Gruszecki.

ANOTHER GREAT SANTA CAUSE!

n Monday, December 2nd the Calgary
Food and Drug Executives held its 19th The 2019 Inductees into the Santa Cause and
Annual Santa Cause event to honour their chosen charities are:

three outstanding individuals in the industry rec-
ognizing their impressive accomplishments over JIM GARAND - SOBEYS WHOLESALE

their careers in Grocery / CPG. Charity: Alberta Hunter Education Instructors’ Association

The event was attended by over 150 people
BRENDA KIRK - SAVE ON FOODS

Charity: | Can For Kids

from the retailer and supplier community,

including past Santa Cause inductees who came
out to support the latest members of the club.

All funds raised by the event are split across KEN WHITE - COCA COLA (RETIRED)

Lifetime Achievement Award

the charities identified by the inductees creating .
Charity: Ronald McDonald House

an impressive and immediate impact in the
community.

Santa Cause attendees also supported the Calgary Food Bank with generous donations of food and through a 50/50 draw.

16 WWW.WESTERNGROCER.COM

(Above) CFDE Board of Directors (Left to right) Back row: Matt Brown, Frank Gallucci,
Don Krezanski, Jeff Doucette, Lyle Waldren. Front Row: Randa Hassanie, Jennifer
Allchin, Trudi-Ann Webster, Allison Fairfield, Leanne Sears.

Brenda Kirk Blendle Scott

Rod Anderson Jim Garand Bob Gruszecki,

(Left)

Past honourees with three 2019
Santa Cause honourees

Brenda Kirk (front centre)

Jim Garand (left of Brenda)
Ken White (right of Brenda)

Sutton Tirko

John Phin

Ken White

WWW.WESTERNGROCER.COM 17
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ETHNIC FOODS

Authentic international skus address consumers” worldly tastes

n overwhelming number of Canadians say they
Aeat internationally inspired foods in one form or
another regularly.

Mintel’s September 2019 Ethnic Foods report outlines
that many shoppers view grocers without authentic
international foods offerings, or limited offerings, as dated.
With speciality supermarkets, such as T&T Supermarket
and Marché Adonis, competing for the communities they
cater to, and possibly a more culinary advanced shopper,
grocers need to look towards the skus they carry, as well
as how to present them to customers looking for that
authentic international experience.

“Many international cuisines are becoming mainstream,
and as consumers become more informed and educated,
they are continuing to seek more authentic and regionally

sourced ingredient and flavours,” states Neysa Davies,
senior marketing insights manager, Tree of Life, which
oversees international brands such as Thai Kitchen,
Kikkoman and Sharwoods, adding it’s often foodservice
trends that dictate what consumers might want to see on
shelf. “Paying attention to food culture trends is key.
Culinary curiosity drives food trends into foodservice,
and as those flavours gain traction, so grows a desire to
recreate those experiences at home.”

While Chinese foods make up a large part of the category
people are cooking, Thai has grown the fastest, according
to September 2019 Nielsen MarketTrack number. Indian
is also gaining strong interest thanks to consumers
experimenting in restaurants offering Indian food, cooking
shows on the Food Network, and a better exposure via a
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Spice Tailor offers
three-step kits that
offer convenient
Indian meals.
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more diverse group of friends and colleagues, explains
Anjum Anand, founder and creator of the Spice Tailor,
which offers three-step kits that are meant to offer
convenient Indian meals.

“There is a challenge in that Indian food can take
time to cook and does require ingredients that aren’t
always familiar or easy to get a hold of. Also, Indian

food is built up of layers of flavours that are derived
from cooking ingredients at different stages to bring
out their best qualities. This can be confusing and if
not done properly and can lead to a disappointing meal
after having spent a significant amount of time in the
kitchen,” Anand explains, adding Indian food’s category
growth within mainstream grocery is incumbent on
solution-based innovation for consumers searching for
the real experience but are still learning on how to
cook world cuisine.

The desire for ready-made solutions is reflected in
the growth of products such as Indian sauce kits, which,
according to September 2019 Nielsen MarketTrack
numbers has increased in sales by 30 per cent over the
past year.

The Indian food category’s growth is also based in its

Tree of Life
oversees
international
brands Thai
Kitchen,
Kikkoman and
Sharwood.

perceived health, says Rakesh Raniga of Indianlife Food
Corp., which has been a vegetarian company for over
two decades and was the first Indian food company to
be non-GMO verified. He points to the use of turmeric,
lentils, and other plant-based options within Indian
cuisine as ingredients that many customers are beginning
to incorporate into healthy weekday dinners.

He also adds that many of the mainstream grocery
stores Indianlife is listed in have begun adding some
of their products, such as flatbread or naan chips, to
main aisles as well as separated in ethnic sets to catch
impulse sales.

The placement of international foods seems to be in
a slow-moving flux. According to the Financial Post,
Canada’s largest supermarket chain, Loblaw Companies
Ltd., will phase out the ethnic aisle as it renovates its
stores, mixing international products into other sections.

“More retailers promoting in-store
events behind Diwali, Vasaiki, and
Chinese New Year have helped
engage a much wider group of
consumer behind world cuisine.”

The company said that while the original mission was
to give shoppers a place to discover “international
flavours,” many of those flavours are now more
mainstream.“So as we renovate our stores, we are
moving items from a dedicated international aisle to
relevant sections in the grocery aisles,” claims the
Loblaws statement.

However, value banners like FreshCo are expanding
their international sections rather than dismantling them.
In 20 years, the section has gone from 50 suppliers to
more than 350, the chain stated in Financial Post.

“The ethnic aisles will still remain, and more and
more products will be displayed with dual facings in
mainstream and ethnic aisles,” suggests Raniga. “Just
like Mexican food, Asian food such as Chinese and Thai
used to be in ethnic aisles. Now they are mainstream
food and can be found in both.”

Introducing the newest flavours
to the Blue Dragon portfoliol

PEANUT SATAY & PAD THAI

Peanut S5atay and Pad Thai are top restaurant flavours
made available for easy home meal preparation

# Mo artificial colours or flaveurs @ Vegan # 270 ml jar, serves 4

Hacipas, videos and
tips and tricks on
bluedragon.ca

BLUE DRAGON HAS A GREAT NEW LOOK!

v Impactful shelf presence
v Clearer claim communication
v Great appetite appeal
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Dutch Meat FTIE
Industry Association

Looks to Enter the Canadian Market

Blue Dragon
and Patak’s are
leading brands
in Indian sauce
and paste.

Using ethnic events is a great way to draw attention to your
variety of international options, no matter what aisle they are
in, says Aditi Burman of AB World Foods which boast brands
such as Asian-based Blue Dragon and Patak’s, the leading brand
in the Indian sauce and paste.

“More retailers promoting in-store events behind Diwali,

PN N
|4 ‘T 5 Ay il

Vasaiki, and Chinese New Year have helped engage a much
wider group of consumer behind world cuisine,” states Burman.
“Embracing these events helps our retailers to support diversity
in our communities, and it generates excitement and trial for
brands, from impactful out of aisle merchandising.”

Ideally this is also an opportunity to educate and inspire
customers through sample dishes from the region in the deli
or international aisle, along with offering recipes and ethnic
ingredients nearby. “We need to continue to work together
to find the right assortment, the right innovation, and to
continue to inspire more consumers to discover the incredible
authentic flavours of the world in Canada,” says Burman.

As the globe gets smaller, the need for authentic international
foods gets bigger — whether it’s ethic options alongside the

mainstream or one aisle offering the world. ®

TRUSTED
VEAL
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European Veal Sector and raises awareness about the region’s safe, high-quality
veal products. As the Dutch Meat Industry Association looks to enter the
Canadian market they have launched the Trusted Veal campaign directed towards
Canada to help build trust with Canadian clients and consumers.
European veal is considered the safest in the world and follows the European concept
J of “full traceability”. They are committed to complying with the highest international
“Linkils Salnd ! ' standards in food safety, quality and sustainability.
1ty i s In order for their products to be totally traceable the European identification and

_|_he Dutch Meat Industry Association’s Trusted Veal Campaign promotes the

LOOH

registration system was implemented and is unique in the world. These strict measures let
them follow each animal’s movements throughout the food chain and eradicate diseases.
The individual labelling of the cattle allows them to keep detailed production records that
permit them to identify the link between their outgoing products and their animals.
Welfare plays an important role in the quality and sustainability of the product.

Contact Jeetu Patel at 604-594-9800 or 778-855-1905 |§ Close attention is paid to the way the calves are fed and handled. The European Union

Animal Health and Welfare policy guarantees that calves are not subjected to undue
wwww.gurulucky.com PR P ’

pain or suffering.
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Veal produced in Europe is milk-based, feeding the calves whey
and skimmed milk allows the meat to be light-coloured and tender.

Currently 93 per cent of the veal products are exported with
the largest percentages going to Italy, Germany and France. A
small percentage is being exported to Canada (1%).

The Trusted Veal campaign is an excellent way to build up
market trust and involve clients and customers. Its goal is to
raise awareness about veal as a traditional, safe, and reliable meat
option. Furthermore, it is very tasty and is very easy to make
delicious meals with.

The Canadian and Dutch veal sector can both be of value on
the Canadian market. They offer a complementary product to
the locally produced Canadian veal. Because of their volume
they are able to supply Canadian consumers with the most
beloved cuts of veal in quantity and in quality.

Other than shipping and customs costs there are no duties in
place for importing veal to Canada because of the CETA
agreement put in place between Canada and Europe in 2017.

With CETA making it easier to export the veal potential is
seen for the Canadian market.

Retailers can note that veal is a specialty product which focuses
on the tenderness and quality of the product which delivers
values for money.

Production

VanDrie Group in the Netherlands has been providing quality
controlled veal since 1963. The company processes 1.5 million
calves/year. Their calves are brought to the farms at a minimum
of 14 days old and are raised to an average of 27 weeks.

VanDrie Group is a producer which controls every part of
the chain. They have a food safety, animal welfare and quality
system in place throughout their whole chain. This quality
system is called Safety Guard. It enables them to guarantee a
high quality product with the highest level of traceability, animal
welfare and food safety.

VanDrie Group’s decades of experience
becomes visible in the dedication of their
employers and farmers. The effort put in
their pr?duct from the f.armers,' .fe.ed VanDrie Groug
production and processing facilities  amiciie soscar s
delivers high quality veal products which
meet the highest food safety and animal welfare standards
worldwide. Their hand and calf logo shows the respect that they
have for both human and calf.

Twenty-nine Peter’s Farms can be found in Holland, which
provide a premium brand of veal for the VanDrie Group. These
farms provide individual control and monitoring per calf. The
calves have the benefit of a large functional living space and
improved lying and walking facilities. Skippyballs are provided
for the calves to play with. These calves are fed through automated
drinking machines. A portion is served as soon as the calf comes
up to the machine. They are able to drink several times a day
and their multi-grain muesli is always in fresh supply.

A difference is noticed in these calves as they are relaxed as
they wait their turn for their milk. This can also make their
meat more tender.

It is hoped that this campaign will help provide Canadians
with a complementary Dutch veal product that meets the high
requirements of the Canadian consumer with a consistent high
quality and safe product. ®
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HOT SAUCES

By Robin Brunet

.
’

Less ‘Fi’/e,
More Flavour

Hot sauces are hotter than ever — popularity-wise

l | ntil recently, heat always took precedence over
flavour in the domain of hot sauces; but fortu-
nately the dominance of colon-searing liquids is

over, and consumers today are seeking products that aim

for flavour and balance.

According to Euromonitor, retail sales of hot sauces
jumped by almost a quarter over the past five years to
about $700 million in 2018. This is the biggest gain in
the condiments category and said to be driven by growing
immigrant populations as well as consumers” increasing
familiarity with global cuisines.

Euromonitor also noted that small brands made up
41 per cent of the hot sauce market last year, compared
to 14 per cent in mustard, seven per cent in mayonnaise,

and just three per cent in ketchup.

Frank’s RedHot is currently Canada’s favourite
hot sauce, and Deborah Sharpe, marketing director of
Frank’s RedHot, says, “We know that Gen Zee’rs enjoy
bold flavours more than previous generations, and our
fans desire additional flavours for exploration and
experimentation.”

Sharpe goes on to note that while hot sauce is mainly
a planned purchase, “Research shows that about one
third of the purchases are made on impulse. Hence,
merchandising out of the section near complementary
products is an important way to remind shoppers and
inspire purchase.” She adds that retailers can also address
key audiences and seasonal periods for hot sauce
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PLANT-BASED FOODS

By Ronda Payne

PRODUCT SHOWCASE

consumptions. “Frank’s RedHot recently announced that we
are the official hot sauce partner of the NFL Canada, and we
execute in-store programs with retailers during key periods such

Hotly Canadian

as the Super Bowl and “Homegating” that includes out-of-

section merchandising and consumer communication.”

Chetty’s Garlic hot sauce
is one of eight flavours
available from a company
that makes savoury flavours
with different heat levels.

Chetty Hot Sauce’s is one of the top private/custom label hot
sauce companies in Canada, and Vice-President Tim Chetty says,
“My father got into the business 15 years ago when everyone
wanted more heat, and we definitely deliver on that score. However,

with my father coming from Guyana, we also paid attention to

making our sauces very flavourable, and now that consumers’ tastes Tim Chetty says, “End caps

and aisle displays are effective

merchandising strategies, and the retailer should
draw attention to our clean label ingredients and the
fact we’re proudly Canadian made.”

are changing we’ve doubled sales in the past year and obtained our

FDA number, which will enable us to soon enter the U.S. market.”
As the hot sauce market broadens, Chetty notes that it’s

important to acknowledge consumers’ concern about health and
clean labels. “Compared to some other manufacturers, our sauces

Tell the Tale

are low in sodium, and our peppers are farmed in the Caribbean

without the use of pesticides,” he says.
The new Nando’s

Peri-Peri Sauce Coconut
& Lemon exemplifies the
broadening range of
flavours dominating the
hot sauce category.

Tylre Brown and Mathieu Terreault, both brand managers

for I-D Foods Corporation (for the Nando’s Peri-Peri Sauce
and Tabasco brands respectively), note that the popularity of

Tylre Brown says quarter palettes and

display units (the latter available from I-D Foods) are
effective in building awareness in the retail setting,
“along with information that tells the Peri-Peri story.”

“More and more hybrid sauces are appearing
on grocery shelves, more new flavours, and
ever-increasing sales because consumers are
finding more uses for the category.”

hot sauces in 2019 is such that “we’re seeing a migration of hot
sauces towards being a condiment for a wide variety of foods
instead of just being an addition of a few drops to eggs or chili,”
according to Brown.

Terreault adds, “This is leading to more and more hybrid
sauces appearing on grocery shelves, more new flavours, and
ever-increasing sales because consumers are finding more uses
for the category.”

Brown and Terreault stress that hot sauces are no longer
exclusively a single-purchase item: the former points out that
“Variety packs are top sellers and something retailers should
take full advantage of.”

The unique strength of hot sauces has always been that once
they’re sampled, consumers want more. Now that the category is
rapidly heading towards craft-style status with an emphasis on
flavour rather than the Scoville heat-scale rating, retailers can treat
the products as condiments — and reap the benefits accordingly. @
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Class Act

Tabasco was America’s
first hot sauce and has
set a world standard for
hot sauce.

Like the traditional Tabasco
brand from Mc.llhenny Co.,
Tabasco Green Pepper Sauce exudes

craftsmanship and has a zesty taste. Mathieu

Terreault says retailers can access displays from

I-D Foods, “And clip strips, cross promotions

and coupons are equally effective ways to draw

attention to this famous product in stores.”

Photo Op

Frank’s RedHot sauce
from McCormick & Co. has
been called the only hot
sauce with the perfect
blend of flavour and heat.

“Frank’s RedHot has merchandis-
ing vehicles such as floor displays that

will be leveraged for out-of-section merchandising,”

says Debra Sharpe. “Also, shelf talkers feature

some of Frank’s RedHot signature recipes such as

Buffalo chicken dip that consumers can take
photos of and create at home.”
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Beyond The Average

ecent updates to Canada’s Food Guide
include suggestions for a greater vol-

ume of plant-based foods in Canadian

daily diets. Even those who aren’t familiar with
the guide, or the changes to it, are likely to be
aware of the growing movement to eat more
food that comes from plants.

Canadians are, indeed, eating more plant-
based foods. It could be a move away from
animal-based foods, the need for a healthier
diet, the desire to be vegetarian or vegan, an
interest in more environmentally-sustainable
food or food allergies and sensitivities. No
matter the reason, this trend is causing an increase
in consumption of not just fruits and vegetables,
but innovative products made from fruits,
vegetables and other plant-based ingredients.

The market is growing at a rapid pace. Neilsen
reports the Canadian plant-based food category

was valued at $412 million at the end of 2018 —
growth of 11 per cent. CNBC notes that the
global market for plant-based meat substitutes
is expected to reach $18.7 billion globally by
2023. Research from Dalhousie University states
there are 2.3 million vegetarians and 850,000
vegans in Canada, which accounts for close to
10 per cent of the population.

Catering to that 10 per cent as well as the
“flexetarian” movement and those who simply
want more plant-based options will give retailers
access to a growing, modern segment. Zoe
Currelly, owner of paté company, Saltspring
Harvest says it’s an easier way for many people
to feel they are doing something for the
environment.

“Every time I turn on the radio, they’re talking
about plant-based eating,” she says. “You can’t
stop driving, people have to go to work, but

THE PUSH
FOR MORE
PLANT-BASED
FOODS IN
CANADIAN
DAILY DIETS IS
TRANSLATING
TO DIFFERENT
OPTIONS FOR
RETAILERS

WWWWESTERNGROCER.COM 27



Allocating more space for plant-based options in
the conventional food sections is a key to success
in the category especially with flexetarians.

people can shift to plant-based eating some
or all of the time. Grocery stores can
respond to that by having more options.”

Providing more options is important,
as is the education retailers can deliver,
according to Anthony Morello, president
of Aurora Importing and Distributing.
“I believe there is a great opportunity for
naturally-vegan callouts for products that
have always been plant-based foods, but
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perhaps [were] never called out as such,”
he says. “An example in our world could
be polenta, which is corn-based.”

Leslie Ewing, executive director with
Plant-Based Foods Canada is pleased to
see how retailers have been welcoming the
category. “Retailers are embracing the rise
in plant-based foods by expanding the
space allocated within the store to include
innovative and new products,” she says.

Plant-based options are seen throughout

many retailers according to Liz Long,
owner of Humble Seedz, a vegan cream
cheese-style food producer. “Vegan
consumers are looking for variety and
new items all the time,” she says. “I think
retailers have done a great job embracing
the new changes in consumer demands.”

A Look at Merchandising

Long feels that merchandising plant-
based foods is dictated by store format
and size to a large degree.

“I have seen a full plant-based section
of the grocery store where they carry
everything from tofu to meat alternatives
to cheese alternatives in the produce
department,” she explains. “And then in
the dairy case, you find your vegan
yogurts, mayos and sauces and other dairy
alternatives.”

Morello feels a dedicated section in
flyers to promote vegan products and
recipes can help with communication. He
sees social media as ways to bring
awareness to plant-based products.

“At shelf, I think callouts can be key,
but I’'m not a big fan of segregated
sections. I believe that a consumer is better
served by having the category choices in
front of them at shelf with proper callouts
such as organic, gluten free, vegan, plant-
based, etc.,” he says. “Just heighten
awareness as much as you can through
flyer and social media and produce an
easy guide for customers with very simple,
easy to see, callouts at shelf.”

Long agrees with integrating plant-
based foods in sections throughout the

store. Ewing also sees allocating more

space for plant-based options in the
conventional food sections as a key to
success in the category especially with
flexetarians.

Showing people simple options for
replacement is another way to provide
education according to Currelly.

“Have some options in the deli that
are plant-based,” she says. “Show people
how they can substitute without changing
their lives too much.”

She adds that there is also the ability
to show new options that aren’t
substitutes, but completely different food
choices.

“You want to make it really easy for
people,” she notes. “Whether that’s
signage or a section. The more support
as a grocer you can give people to find
alternatives, the more they are going to
purchase them and look for them.”

While Canada’s Food Guide has
included new suggestions, it’s unknown
how many people are interested in what
the guide says. Although it may create
more confusion for some, it definitely
has brought about an awareness that
protein need not always mean meat
according to Long.

There is no denying that plant-based
foods are here to stay. New options will
encourage new purchases and loyalty for
a varied consumer base. @

PRODUCT SHOWCASE
Always Plant-Based Polenta

Considered one of the world’s first cooked foods,

polenta is an Italian-based staple made from corn meal.
Aurora Importing explores the ancient dish’s diversity by
adding chick pea, lentil, black bean and quinoa to its
polenta lineup. These flexible options continue to be vegan,
non-GMQO, gluten-free and a good source of protein.

Growing the Category

The growth in plant-based diets leads to education.
Plant-Based Foods of Canada (a division of Food &

Consumer Products of Canada) delivers education about

the benefits of plant-based foods to consumers, government
and industry partners. This helps modernize regulations and
creates greater accessibility of plant-based eating. Membership
is open to retailers who contribute to the category.

For the Love of Cheese

All three flavours of Humble Seedz Vegan Cream Cheeze
are made with 100 per cent Canadian-grown seeds and
are gluten, soy, nut and GMO free. The basis for the
product is simple — to provide a plant-based alternative
that tastes great and gives kids the joy of cheese and
crackers without nut-based spreads.

Protein-Rich Options

Plant-based patés can be delicious and provide protein-rich
options for sandwiches, snacks and more. Salt Spring Harvest
has a line of végé-patés (free from common allergens like
dairy, nuts and gluten) made from seeds, which can be
grown in a more environmentally-sustainable way than nuts
like cashews which are often used in vegan patés.

VEGE-PATE HANDMADE WITH
ORGANIC INGREDIENTS ON
BEAUTIFUL SALT SPRING ISLAND.

RUNUCIEDLY AT TOME MCTSICIRS RON3E5 0 £

SALTSPRING
ARVES
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1@ SALTSPFRINGHARVIST.COM
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CATEGORY MANAGEMENT
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There are a lot of different examples I can provide of

By Sue Nicholls

How to Focus on

YOU In 202C

(and why
you should!)

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

any of us get so caught up in the rut of
M our day-to-day that we don’t ever take
time to focus on ourselves. “I don’t have
time”; “it’s not a priority”; or “I know everything
I need to in my job” are some of the common rea-
sons for this missing focus area. But think about it
— why not make YOU a priority? It’s important to
fit in a focus on personal development to develop
your skills, stay “in the loop”, stay relevant. Don’t
let yourself get so bogged down by the day-to-day
that you never take the time to improve YOU (we
can all use improvements).

Personal development is about taking the time to
invest in yourself to manage YOU effectively regardless
of what comes along (after all, who else is going to if
you don’t)? Personal development helps you to be
more proactive in your professional life and puts you
out there to make things happen instead of waiting for
them to happen. Even if you don’t always achieve
your objectives, by setting and pursuing them, you
will experience more and find the ones you do achieve
incredibly rewarding.
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I’ve put together a three-step personal assessment that

focuses on YOU, including development of an action
plan to help you achieve your goals in 2020.

1. Identify Your Interests And Values

Consider these questions about yourself:
e What work to you really like to do? NOT like to do?

e What gets you excited and motivated (like compensation?
Increased responsibility? A sense of mission?)

e What work reflects your lifestyle needs (like working from
home, part-time, limited or no travel, etc.)?

Now think about your current reality. Sometimes our reality
and current needs for a job outweigh some of our interests and
values. You should still have a vision of what your best-case scenario
looks like, including those interests and values that are important
to you, but also realize that they not be something available to you
in your current or possibly future situations.

2. Assess Your Skills

Next, you should assess your current skillset — including
your top and bottom skills, and identifying the biggest areas
for improvement. There are two different types of skills
required in most roles, including

1. KNOWLEDGE-BASED SKILLS - like data and
analytics, technical, presentation and strategic thinking.

2. ORGANIZATIONAL SKILLS - like time management
and priority setting, project management, communication
and leadership.

Answer the following questions about
your own skills.

e What are your top skills (e.g. the ones you have the
most proficiency in and/or enjoy using the most)?

e What are your bottom skills (e.g. the ones you
have the least proficiency in and/or least
enjoy using)?

e What do you believe are the top two or three
skills you need to learn to grow in your job,
advance to the next level, or seek a new job
(this is very important to figure out!)?

When assessing your skills, sometimes it’s hard to know
what you don’t know, because you truly don’t know. Some
training companies (like CMKG) offer assessment tests that
help identify knowledge gaps from which you can create a
plan to fill those gaps. In our rapidly changing industry,
ongoing skill development is critical, and there are always
new things to learn. Here are some great ways for you to
build your skills:

¢ Collaborate with manager/peers + on-the-job

e Take training courses

¢ Attend webinars, seminars and industry conferences

e Read books, whitepapers & articles

¢ Engage in social networking (LinkedIn,
Facebook, Twitter, YouTube)

3. Identify Your Career Goals

Think about what you want to be doing in
six to 12 montbs from now.

¢ How do you define success? Short-term?
Long-term?

e What do you want to be doing in six to 12
months? What do you need to do to get there?

e What would you like to be doing three to five
years from now? What is your dream job?
What do you need to do to get there?

* LEARN A NEW SET OF SKILLS

* GAIN EXPERIENCE IN LEADERSHIP AND TEAM-BUILDING
* GAIN MANAGEMENT EXPERIENCE

* GET A PROMOTION

* BUILD BUSINESS ACUMEN / STRATEGIC THINKING

* BECOME AN AUTHORITY IN YOUR INDUSTRY

* LAND A NEW JOB OR KEEP A JOB

* [MPROVE TIME MANAGEMENT

* BUILD & IMPROVE PROFESSIONAL RELATIONSHIPS

* IDENTIFY & IMPROVE WEAKNESSES TO FULFILL ROLE REQUIREMENTS
* BUILD YOUR COMMUNICATION SKILLS

It really is up to you to identify them —and also share them
with your manager. Think about what you need to do in the
next six-12 months to improve you. Next, identify what you
need to get there (it’s not enough to set a goal, but you need
to create action behind it). Are there projects you should ask
your manager for, additional training you should be taking,
or ways for you to gain experience to achieve your goals?

Ideally, your short-term goals and long-term goals should
relate to one another. This means that your short-term goals
should somehow lead to your long-term goals.

Once you identify your career goals — both short- and
long-term, and identify what’s required to help you achieve
them, it’s time to create an action plan — something that you’re
going to commit to for the upcoming year. ®

Ways To Improve Focus

On You In 2020

1. Create an action plan

2. Take advantage of personal development resources accessible to you:
* (MKG Career Coaching Survey (check out a complimentary extended
career survey at https://www.surveymonkey.com/r/8Z6P352)
¢ (MKG Online training (www.cmkg.org)
* Internal company training
+ Additional educational $ provided by your company annually

3. Have well defined personal goals and professional goals

4. Schedule time for personal development in your calendar

5. Talk to your manager

Benefits Of Focusing On You:
By focusing on you and your personal development, you’re going to achieve:

1. Self-awareness — know who you really are and the purpose you
wish to pursue
2. Asense of direction - helps you identify important and high value work
to get done to achieve your goals, reduce workload and improve
quality of your work
. Improved focus and effectiveness — clearer priorities and objectives
in your work
4. More motivation - easier to see the benefits of taking action (versus not)
. Greater resilience - for scenarios where you can’t change the
circumstances beyond your control, but changing your attitude towards
the experience (which is in your control)
. More fulfilling relationships - when you improve personal
development, you are better able to see which relationships are worth
investing in and understand the value of those relationships
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These chips are a great new way to enjoy cannoli. Eat them with a dip,
use them in a recipe, or crumble them on ice cream, pies, yoqgurt and fruit!

No Trans Fat ¢« Nut-free « Non GMO « Kosher Certified

BZSAFOODS,

Distributed by Bosa Foods 1465 Kootenay Street, Vancouver B.C. V5K 4Y3
Order Desk and Sales Inquiries: Phone: 604.253.5578 - Fax: 604.253.5656 - Email: sales@bosafoods.com

isplays and new products can

both drive curiosity and increase

engagement in your entire store,
urging customers to add these impulse
purchases to their basket. When it comes
to spontaneous purchases, most retailers
do a great job with the at-cash displays
showcasing last minute add-ins including
gum, lip balm, batteries, magazines,
chocolate and grab-and-go beverages.
However, these products are only the tip
of the iceberg.

“Impulsivity is unplanned by nature
and requires a trigger,” says Matthew
Knoepfli, category and shopper develop-
ment manager, Nestle Canada. “That
means that shoppers have to be exposed
to impulsive categories along their journey

photo courtesy The Italian Centre Shop

Enviro

Cultivating an

By Anne-Marie Hardie

and successful retailers have a display
strategy that creates multiple touchpoints
for impulsive categories throughout the
retail environment.”

Consumers are looking for a convenient
shopping experience — product displays,
creative pairing, and meal kits are a great
way to create both a positive experience
and drive sales. “The most natural impulse
purchases come from merchandising-
related items together as meal solutions
for example pasta with tomatoes, olive
oil, pesto, etc.,” says Anthony Morello,
president, Aurora Importing and
Distributing. Theme events, where
retailers bundle a variety of products at
a desirable retail price point (one or two
dollars), shares Morello, are also

nment that Naturally
Lends to Impulse Purchases

successful in driving sales.

The key is to create spots in the store
that are focused on the meal or snacking
experience, bringing complementary
products together. “Look to secondary
display locations in aisles and near
adjacencies such as fine cheese and
spreads in the deli for crackers and near
coffee, juice or milk for cookies,” says
Martin Parent, president, Mondelez
Canada. Displaying Limited Edition
flavour varieties will not only delight
consumers with these new offerings but
help to drive basket purchases. These
regions will invite interaction with new
products converting it from just another
item on the shelf to something that the
consumer wants to explore.
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Mondelez Canada notes that snacking
products are perfectly positioned for improv-
ing sales when it comes to

consumers making impulse buys.
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Adopt the
Consumer Mindset

The goal for the entire shopping
experience should be to create a space that
customers can easily navigate through,
finding products that provide delight
along the way. When considering impulse
purchases, think beyond food. Products like
vitamin C, during cold and flu season, tape

Martin Parent, president,
Mondelez Canada

during the holidays, umbrellas

in a rainstorm, and sunscreen

during a heatwave, will all

connect to a customer’s need.

The key is understanding

both your consumers’ needs

and wants and showcasing these products

throughout their shopping journey. This

includes understanding that shopping lists

are often focused on the necessities, leaving

it up to the retailer to showcase those

desired products that didn’t make the list.

“Sweet goods and snacks are rarely on

anyone’s shopping list which means sales

are heavily dependent on bumping into

displays,” says Morello. “My old boss

used to call it ‘Placing products in danger
of being purchased.””

Mondelez Canada’s analysis into
snacking revealed that Canadians are
snacking now more than ever with the
snack occasion expanding throughout the
entire day. “We are predicting the dawn
of the ‘Decade of the Snack’ as we see

Fostering a Strong Customer Connection-The Italian Centre Shop

Centre Shop has developed a model that naturally lends to

impulse purchase. Focused on European products, the inde-
pendent grocery chain provides customers with a space where they
can come in and purchase those products that remind them of home.
“We think of ourselves as a gathering place-we have people that
come in every day just to connect with each other,” says President
Teresa Spinelli. The independent grocery chain has cultivated envi-
ronments that have evolved their locations into shopping destina-
tions, where consumers turn towards the employees for their
favourite treats and recommendations.

Impulse purchases, states Spinelli, are often those products that
they see but weren't necessarily looking for. “Maybe it's that drink
that they had in their last trip to Portugal that they see as they're
leaving, and they bring home to reexperience that recent vacation,”
says Spinelli.

The Italian Centre Shop takes pride in creating visually appealing
displays that will pique their customers' curiosity and in turn, help
drive unplanned purchases. When it comes to displays, Spinelli
emphasizes the importance of regularly maintaining these areas
ensuring that they are fully stocked and tidy.

When asked about impulse purchases, Spinelli shares that their
retail success is largely due to their team of dedicated employees
who invest the time to understand the needs of their customers.
“They love what they do, and | believe that they each make a real dif-
ference in people's lives,” says Spinelli. Employees can often be
found conversing with customers, urging customers to share their
own product experiences, while also sharing their own. “We try to
make sure that all of our employees have a good knowledge of our
products including encouraging sampling and inviting our sales rep-
resentatives to our location to host lunch and learn sessions,” says
Spinelli. New products are brought into the lunchroom for samples
and employees are encouraged to share both their own and their
customers' experiences with products.

These experiences and stories are then shared on the floor creat-

B y understanding the specific needs of its customers, the Italian
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ing a space where employees eagerly share both their experiences
and recommendations. This includes inviting customers to sample
new products, product demonstrations, telling their personal experi-
ences/stories, and recommending pairing.

Conversations with customers help employees to both develop
rapport while also presenting an opportunity for questions and prod-
uct recommendations. This is particularly important in sections, like
their olive oil and coffee area, where the large selection could feel
overwhelming. Customers are also encouraged to share their
favourite products with the employees, especially those products
that they would like to see on the shelves. “We carry a lot of products
that remind people of home,” says Spinelli. “The stories for why they
buy the products are always the same, it is about warmth and people
connecting with each other.”

The stories and experiences that the consumers share with the
employees help to evolve the Italian Centre Shop into a gathering
place. It is through these connections that employees learn more
about the customers and provide strategic recommendations that
will respond to the consumers' needs and wants.
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BREAKFAST FOODS

By Karen Barr

Breakfast remains an important
part of day for consumers

el il g el e g

Increasing impulse purchases
is a combination of making the
displays visible and carefully
selecting products that will
connect with customers.

our relationship with food fundamentally
change,” says Parent. “Snacking products
— such as Oreo and Ritz Crackers — are
perfectly positioned for improving sales
when it comes to consumers making on-
the-go or impulse buys.” Grocers can help
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retail entrance, main alley and the perimeter
of the store. “Products that are highly
impulsive typically meet the following
criteria: they are unplanned purchases, they
have a high household penetration, and
they are frequently consumed,” says
Knoepfli. “Chocolate indexes high on all
three which is why brands like KITKAT®,
AFRO®, and COFFEE CRISP® work
really well and continue to be some of
Canada’s most loved chocolate brands.”

T

Bt Pl @l Wilia

3 )

MADE IN

e ot e, i o 2 A
- 5 = R et O y '-':_ .
drive purchase expansion by planning Aurora Importing and Distributing notes that
displays in high traffic areas including the the most natural impulse purchases come

from merchandising related items together.

To successfully sell these products retailers
need to ensure that they are visible,
convenient and reasonably priced.
Increasing impulse purchases is a com-
bination of making the displays visible and
carefully selecting products that will connect
with customers. Understanding both the
needs and wants of their consumers, will
help ensure that those unplanned (yet
desired) products are within their view. @

reakfast is still the most important meal of the day.
B According to a Statista 2019 report 58.3 per cent of all

Canadians eat breakfast every day. Of that group 82
per cent eat breakfast at home, while the rest grab and go or eat
breakfast at work.

About 32 per cent of consumers, according to a recent US
Technomic report are opting for a second breakfast. An increase
in snacking is driving up the desire for breakfast foods between
the hours of mid-morning or breakfast and lunch.

As the physical fitness levels of North Americans increase,
this first breakfast may represent a light pre-workout meal
that may focus on carbohydrates for energy and then a protein
rich second breakfast to repair muscles.

The report also states that 38 per cent of millennials
enjoy breakfast any time of day, blurring the lines of
tradition. Given these statistics it is no surprise that brunch
is also on the rise.

While the classics remain in both ingredients and ready-
made products, versions have been modernized to liven up
the breakfast table, while addressing nutritional concerns.

“What you eat every day impacts what you can do every
day and it starts with breakfast,” says Nancy Howse, nutrition
manager at Country Grocer Bowen Road location, in Nanaimo,
British Columbia. She says customers are increasingly aware
of nutrition and focusing on their health. She points out that
health food staples have now become mainstream. “Quinoa is
a side dish, but now it is a pseudo-cereal, because it’s a complete
protein, with nine essential amino acids.”

When it comes to healthy fats Howse sees a trend in
nuts and seeds such as: sunflower seeds (high in
polyunsaturated fats), flaxseed/ flaxseed meal, chia seeds
(all of which are high in omega 3 fatty acids) or almonds
(high in both monounsaturated fat and omega 3 fatty acids).
Customers purchase theses items to add to cereals, smoothies
and more, or actively seek them out in manufactured
breakfast products.




Nancy Howse, nutrition manager, Country
Grocer - Bowden Road location

“Customers are also looking for
products with added fibre to help lower
cholesterol,” says Howse. This could be
through a standard breakfast cereal such
as traditional stove top oatmeal or in a
product with inulin, a prebiotic, soluble
fibre found in many plants. A major
source is chicory root. “Inulin is available
in juice or various cereals. The nice thing
about it is it doesn’t change the flavour
of the product,” she says.

“Some of the trends in the breakfast
category include GMO-free and organic

MOUNTAIN

ingredients to bolster natural credentials,”
says Milena Shillow, consumer insights
lead, at Kraft Heinz Canada. “According
to consumer research by Mintel,
the importance of gut health has seen a
boom in interest recently, with studies
showing that a healthy gut is the
foundation for overall wellness and a
healthy immune system. This offers
opportunities for cereal brands, in
particular, to innovate with probiotic
formulas, along with offering serving
suggestions with other probiotic foods
such as kefir or yogurt.”

“We are continuing to see growth in
the plant-based foods area, as more
consumers are adding plant alternatives
into their diets,” says Julie Faber, from
Manitoba Milling Company.

In fact, the company has just launched
its line of flax beverages that provide 15
grams of milled flaxseed per serving. “It’s
an easy-to-consume dairy alternative
beverage making ideal additions to healthy
breakfasts such as smoothies and overnight
oats,” says Faber. Manitoba Milling
Company Flax Beverages must be
refrigerated and should be merchandised
in the dairy section of the store.

SPREADS CAN BUMP UP
THE FLAVOUR

When it comes to morning carbo-
hydrates Statista reports that one quarter
of Canadians prefer bagels, while placing
second and third respectively were the
croissant and the english muffin, each
garnering almost 16 per cent of consumers.
Spreads are used to bump up the flavour.

“Philadelphia is the share leader in the
cream cheese category, with product
offerings spanning all segments: brick,
soft and whipped,” says Jenna Zylber,
category business director, cheese, Kraft
Heinz Canada. “Soft is predominantly
used for breakfast spreading on a bagel
or toast and is available across 12 flavours
and three sizes. Top flavours include
original, herb and garlic, smoked salmon
and strawberry.” Zylber adds, “Retailers
should ensure optimal flavour assortment
by segment and size on shelf to effectively
fulfil different usage needs of consumers.”

“We’re thrilled to announce that new
Kraft Chocolate Hazelnut Spread will be
launching in March 2020,” says Kimia
Kabiri, category business manager,
Spreads & Infant, Kraft Heinz Canada.
“As the leader in the spreads category,
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we’re delighted to bring chocolate spread
lovers a recipe that has no palm oil, and
is low in-saturated fat, without comprising
on indulgent taste and texture. Breakfast
occasions still represent the top usage for
spreads, and we anticipate that Kraft
Chocolate Hazelnut Spread’s recipe point
of difference will reignite the chocolate
spreads category.”

A report from Statistics Canada in 2015
showed the total volume of honey spiked
10.9 per cent from the year prior.
Additionally, there were 34 new honeys
listed, mostly from organic or pure
sources, but also new types including
Logan, Wildflower and Manuka.
Euromonitor International forecasts
Canadian retail volume of honey to reach
12.07 (000) tonnes in 2020, with 172.37
million in retail sales.

“Honey has always played a big part
on the breakfast table to sweeten
beverages, top bagels, toast or scones and
as an addition to smoothies. At Bee Maid,

Philadelphia Cream
Cheese is available
in 12 flavours.

Kraft Chocolate
Hazelnut Spread
will be launching in
March 2020.

AN EGGCELLENT IDEA

Canadians love their eggs. In fact, =

according to Egg Farmers of Canada, egg F

=

[ L]

sales in Canada have been steadily
increasing for 13 straight years. The
Canadian population is enjoying on
average 253 eggs per person per year.

Why are eggs so popular? Not
only are they a source of high-
quality protein, they fit into healthy
eating patterns and are a nutrition BC produces four basic

powerhouse with 14 important types of eggs.

nutrients such as vitamin B12,

vitamin A, iron and folate, Amanda Brittain, BC Egg

\ Confused
" aboutegg

choices?

BL egy can help cut through the confusion
with education materials such as:

-. ; < “1-1'-' - Shelf labels - Infographics for
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= A our honey sales have increased, and we - Shelt talkers d'gltal signage or
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[ [r——— out our brand because we are a local

All materials can be customized with your

branding and can feature a local farmer.,

Canadian option,” says Shannon Bowden,
senior brand and marketing manager for
the company.

Bowden has merchandising suggestions For moreinformation contact

as well. “Retailers could merchandise all Amanda Brittain at BC Ezg:
L roeirs Tach. Chrrol 2 resws Tach, Pre Mg S B Tl the ingredients together for a breakfast amandab®bcegg or
bowl or for a tasty breakfast muffin or 604.854.4498 Egg

breakfast bar that includes honey, nuts

= CECALL MOUNTAINWAFFLE.COM | 610-660-0610

PFELEE and seeds and is packed with nutrients.”
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In 2018, British Columbia egg farmers
alone produced 84.8 million dozen eggs
from more than approximately three
million hens. There are 144 farms — all
family owned, 80 per cent of which are
located in the Fraser Valley, with another
10 per cent each on the Island and interior.
British Columbia leads the country in
cage-free production.

“BC produces four basic types of eggs:
caged, free-run, free-range and organic,”
explains Amanda Brittain, director of
communications and marketing at BC
Eggs, in Abbotsford, British Columbia.

“In the caged category, we are moving
away from conventional cages towards
the new enriched cages which offer the
hens more amenities such as nest boxes,
scratch areas and perches. Then she adds,
“You can also find nutritionally enhanced
eggs such as eggs with extra omega 3 fatty
acids or vitamin D.”

How can a retailer best position
themselves to sell eggs to their customers?
“We have lots of delicious recipes, as well
as shelf-talkers that we’d be happy to share
with retailers who want to do something
different with their egg display,” says Britton.

High Protein Pancake Mix
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Seiey Protein Sugar added
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andrew@flourishpancakes.com
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@{3 With Flaxseed

ARDUT US

Flowrish is a Canadian company
on a mission to create better-for-
you foods that actually taste
deficious

Flaurish always uses the highast-
quality natural ingredients and
real flavowrs. 5o, you can be sure
that you're offering the right
choice for health conscious
Canadians.

flourishpancakes.com

STACK THEM UP

Another North American favourite,
especially on the weekend are stacks of
fluffy pancakes. But today it may contain
a whole new set of added ingredients or
replacements.

Flourish Pancakes, is a young start-up
company that is just under 18 months
old. “The launch of our whey-based
protein pancake line was a hit,” exclaims
Andrew Maida, who started the business
with his brother Peter. The pancake mixes
are simple to make by just adding water.
Flavours currently include buttermilk;
chocolate or vanilla and the seasonal
limited-edition pumpkin spice.

Maida adds. “In early 2020, we’re
looking to serve more consumers by
offering the first ever truly high protein
gluten-free and vegan protein pancake
mix.” Then he suggests, “I believe that

faFuEra s By B LAIdE

Flourish Pancakes
offers simple to
make pancake
mixes that are
available in choco-
late, vanilla and
buttermilk.

Andrew Maida,
Flourish Pancakes

merchants should prioritize their better-
for-you categories for long-term success.
We focus on partnering with retailers to
grow this category as we grow our brand.
It’s a win-win.”

At Torill’s Table, Founder Torill Myre
spent years perfecting her initial waffle
mix based on a traditional Norwegian
recipe. The ingredient list includes whole
wheat flour, oatmeal, flaxseed meal and
ground almonds. Today, there is also a
gluten-free option and the company is
working on a nut-free version to be
released in mid-2020.

“Consumers are eating a broader variety
of breakfast foods and are embracing more
creative versions of traditional foods, while
focusing on the nutritional aspects, along
with protein,” observes Myre. “For our

Torill Myre, Torill's Table.
Torill's Table provides waffle mixes based a
on a traditional Norwegian recipe.

nut-free version we will still provide great
tradition. To maintain a good amount of
protein, we have used pea-protein.”
Customers should not fret if they do not
have a waffle maker, the mix can also be
used to whip up delicious pancakes.

At Mountain Waffle Co., Liege Style
Belgian Waffles are made without any
artificial colours, flavours, preservatives
or additives, using non-GMO flour, rBST
milk and butter. “By making waffles from
a thick dough intstead of a batter, and
using higher quality ingredients, you get
a much more naturally dense and
flavourful waffle,” says David Solomon,

Mountain Waffle Co. Leige Style Belgian
Waffles are made without any artificial
colours, flavours, preservatives or additives.

company founder, owner and president.

“We add pure Canadian maple syrup
and not just maple flavour to our Pure
Maple Syrup & Butter waffles — the first
walffle in the industry to have both butter
and pure maple syrup already baked in
— and Belgian dark chocolate in our
chocolate varieties,” Solomon continues.

“Belgian pearl sugar is also an amazing
ingredient worth focusing on. When these
pearl sugars hit the waffle iron, they burst
and caramelize, spreading a sugary crunch
throughout the waffle. They taste so good
on their own that no topping is needed,
and they’re also delicious whether warmed
up or at room temperature.” Although a
wide range of both sweet (drizzled
chocolate, caramel, whipped cream, fruit,
nuts, sprinkles, Nutella, or peanut butter)
and savoury toppings (think beef, shrimp,
pizza sauce, eggs, bacon and cheese) can
also be used.

Mountain Waffle Co.’s Liege Style
Belgian Waffles are available in different
sizes, flavours and packaging types
including freezer packs for the frozen
food grocery section, bulk packed for
prepared food sections or bakeries, private
label versions, and individually wrapped
for grab and go.

CONVENIENCE
ON THE GO

“Convenience continues to play a
key role, especially for the breakfast
meal occasion,” says Michelle Schmidt,
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Organic Meadows recently
launched a new line of Organic
Yogurt Smoothies.

marketing manager from
Organic Meadows. She is
quick to point out that
consumers are not willing
to trade off convenience
for nutrition. “The drink-
able yogurt category is
continuing to show solid
growth year-over-year, with organic
drinkable yogurt representing the next
big opportunity. Additionally, a growing

For your customers:

LOCAL FARM
FRESH EGGS

For you:

A SOLID
BUSINESS
PARTNER

Ask about growing your business
with our local egg brands.

/-\Q GOLDEN
Uy

Quality ALBERTA Eggs Quality B.C. Eggs

sparkseggs.com goldenvalley.com
’
Nherta Eggs -
e K buyBC

We Know Eggs.”
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consumer preference towards
higher protein and milk
fat products are challenging
food companies to innovate
differently in a traditional
category.”

Organic Meadow recently
launched a new line of Organic
Yogurt Smoothies — delivering
8G protein, one billion
probiotic cultures and is a
source of nine essential
nutrients per serving.
“This product provides
families with a simple
way to nourish their
bodies with the goodness
of protein and probiotics
— while at the same time
delivering nine essential
nutrients,” says Schmidt.
As for merchandising she suggests,
“Given convenience is such a key purchase
driver, visibility is key. In addition to
the traditional refrigerated dairy cooler,
with drinkable yogurts, secondary
merchandising within the grab and go
section is also recommended.”

Kind, the snack bar company, believes

that if you can’t pronounce the ingre-
dient, it just shouldn’t go into your body.
Enter the company’s breakfast bar. Made
from soft-baked whole grains, the bars
have a crispy bite. Twinned together in
a two-pack Kind Breakfast Bars comes
in three flavours: Dark Chocolate Cocoa;
Almond Butter or Peanut Butter. For

breakfast on the run!
Breakfast is the first meal of the day
offering, comfort, nutrition, energy and

Kind'’s breakfast bars are made from
soft-baked whole grains.

fuel for the day ahead. Grocers that
offer both traditional and innovative
ingredients and products, as well as ideas
for their customers will reap rewards
and financial gains from this ever-
growing meal category. @

RETAIL COLLABORATION

By Jeff Doucette
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Can We Kick the
Cardboard Display Addiction?

Retail displays have remained stuck in the ‘80s - it’s time for a new solution

uditing thousands of stores all across Canada each
l s month, our team at Field Agent Canada sees a wide
range of displays being executed in supermarkets with

varying degrees of impact and uniqueness.

What has really struck me lately is the sheer volume of cardboard
floorstands, PDQs and Pallets that are proliferating at retail.
While many retailers have toyed with the idea of a “clean floor”
policy there are many stores where it is possible to count dozens
of these displays on the floor at any one time.

Yes — corrugated cardboard is relatively inexpensive. Yes — it is
also recyclable in most communities across Canada. Yes — we
have been using these types of displays for decades. But why do
we continue to use this medium to promote products in-store? Is
there a better way?

The reality is that both suppliers and retailers are “addicted”
to the corrugated display “drug”. Both groups would need to
work together to come up with new solutions to promote products
in-store that cost less and have less of an impact of the environment.

Today, suppliers use cardboard displays to ensure that stock
makes its way to store level quickly; and because they control
the design process, the brand is also able to showcase their
products exactly as they want them to be presented to the shopper.

Cardboard displays are also a big part of the solution when
driving sales results each month and quarter is paramount to sales
leaders in CPG companies keeping their roles in a low-growth
and consolidating industry. Cardboard displays equal shipment
volumes and they are a go-to tool for that quick volume “hit”.

For retailers, the incentives offered to them or imposed by
them in the form of display fees are what drive the constant flood
of displays hitting the store floor. The displays increase the on-
hand inventory, often beyond what a store can reasonably sell in
a specific period, but the display fees off-set the carrying costs
and average down the cost of goods sold, boosting margins.

The result is a closed loop that drives more and more of these
displays being produced and shipped to stores. From our
experience, the reality is that many of these displays do not even
make it onto the sales floor, or are there for a very short time
frame. Floorstands that do not hit the floor are essentially very
expensive shipping cases for inventory that goes directly to shelf
or overstock.

Another major issue is that the sell through rates for displays
are often extraordinarily low. Displays often contain more product
than a store can sell during the display period resulting in hidden
carrying costs for inventory. In some segments such as cosmetics
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Jeff Doucette is the founder of “Field Agent Canada” a smartphone driven audit service that is revolutionizing how retail
audits and mystery shops are completed in Canada. He can be reached at jeff.doucette@fieldagentcanada.com

and seasonal goods, increased handling costs are also incurred
when the display inventory is returned to the supplier.

It does not have to be this way. Despite their failed launch into
Canada, Target runs a clean floor policy in its nearly 1,900 stores
in the U.S. and is one of the largest retailers in the world. Their
stores are clean, easy to navigate and score very well in terms of
overall shopping experience. I believe that the clean floor policy
is a big contributor to Target’s premium discount positioning
that has created such a cult following.

Additionally, our industry faces a potential liability due to the
environmental impacts of these displays. Online retailers such as
Amazon are already facing increasing media and activist pressure
for the number of cardboard boxes being pushed into already
strained municipal recycling systems by direct to consumer shipments.

In terms of sheer volume of corrugated cardboard used, the
temporary displays our industry produces, fill thousands of
compactor bins across the country each month and would dwarf
the amount of material used for online shipments. If the lens
were to be turned towards brick-and-mortar retailers and producer
brands we would not be seen in a flattering light.

Some companies are experimenting with alternate materials
that reduce environmental impacts such as unbleached (plain)
corrugate or alternate fibres such as biodegradable waste products
like cocoa husks, but as an industry we should be exploring other
ways to minimize our reliance on corrugated cardboard displays.

I am not advocating for a move to zero cardboard displays,
but instead a concerted effort by both retailers and suppliers to
gradually reduce the number of displays being shipped to stores.
By prioritizing the most innovative and unique display programs
and “right-sizing” displays to balance out the inventory flow to
stores we can take a more data driven approach to maximize
display budgets.

We will also be creating less cluttered retail environments that are
more enjoyable to shop and allow the products that are being displayed
to actually stand out to shoppers as they navigate the store.

Additionally, there would be less marketing resources wasted
on unneeded and inefficient display programs and less cardboard
being pushed into the waste management system therefore reducing
the overall environmental footprint of the
grocery industry.

Which companies will bravely step
forward to initiate this change? We
challenge you to think differently about
displays in 2020 and make a difference. ®
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REDUCING FOOD WASTE
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By Frank Yeo

problems faced by advanced soci-
eties. The facts are astounding: 1.3 bil-

lion tons of food is wasted annually world-
wide, approximately one-third of the food
produced for human consumption. In
developed countries, like Canada, more
than 40 per cent of food losses occur at
retail and consumer levels which trans-
lates, in our case, into more than $31 billion.

Consulting firm Value Chain Management
International has tabulated the total mone-
tary cost of the millions of kilograms of food
that goes to waste every year in Canadian
homes, restaurants and grocery stores and
found that restaurants and hotels account
for over nine per cent, perhaps small
in comparison to the 47 per cent
wasted by individual households but
nonetheless significant.

The report acknowledges that
the total doesn't include what's
being wasted at federal institu-
tions like prisons, jails, hospitals
and schools because there isn't
reliable data on that. If those numbers
are included, along with the true cost of

Food waste is one of the most serious

WHAT A WASTE'

Reducing Food Waste is Critical

things like energy, water, land, labour,
capital investment, infrastructure, machin-
ery and transport, the true cost of wasted
food is closer to $100 billion a year.

This is why the recent launch of Loop by
Terracycle is so important and why, here in
Canada, the country's largest grocery
retailer - Loblaw - has got on board.
Beginning in early 2020, Toronto pilot
participants will be able to receive select
products from President's Choice and
other leading national brands in reusable
containers, delivered right to their doors.

Loop was announced at the World
Economic Forum in January 2019 by Terra-
Cycle and its founding brands, like Western
Canada's Nature's Path. The Loop model is
made possible through the commitment of
its founding brand partners to develop a
more circular supply chain from packaging
design to manufacturing through to
consumer use. Nature's Path estimates
that 100 reuses of one reusable jar of its
granola will save over 9 pounds of waste
generated from 100 boxes of granola.

Loop is the first-ever global platform
to partner with brands and retailers to
offer consumers a way to go from
disposability to durability with their pur-
chases. It enables consumers to respon-
sibly consume a variety of commonly
used products in customized, brand-
specific durable packaging that is deliv-
ered in a specially designed reusable
shipping tote. When finished with the
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product, the packaging is collected,
cleaned, refilled and reused — creating a
revolutionary circular shopping system.

One of the potential drawbacks to the
success of the Loop program is that it will
likely require the consumer to pay a fee,
something they are loathe to do. A study
released by Dalhousie University showed
that while 93.1 per cent of Canadians want
the problem with plastic packaging to be
resolved, only 23.2 per cent of them would
accept paying a fee to a food company for
reusable packaging.

Food for Life, a food rescue organization
in Ontario, is another initiative that rescues
4.2 million pounds of good food (85 per
cent of it is fresh food) annually through a
unigue supply chain system. Rescued food
arrived in IFCO RPCs — a popular food con-
tainer used by growers and retailers, from
retailers and producers. Those donations
then had to be converted to cardboard
boxes for shipping and handling by Food
for Life to ensure the crates were returned
into the IFCO system.

As part of its commitment to the com-
munities it serves, IFCO agreed to donate
the use of its RPCs all the way through the
Food for Life supply chain, eliminating the
need for packaging transfers. Retailers
found it easier to donate food, resulting in

a donation increases of food and more
meals served in local communities.

In the U.S., three major government
agencies as well as trade associations for
the food manufacturing, grocery and
restaurant industries announced their new
partnership with the Food Waste Reduction
Alliance. One cause of food waste the orga-
nization has focused on is the widespread
misunderstanding generated by a bewilder-
ing array of non-standardized expiration
date labels. It is also focused on new tech-
nology and procedures to extend the life
and freshness of food, which is critical in
reducing food waste.

Restaurants too are trying to address
wastage by finding ways to use every part
of fruits, vegetables and animals as one
of the keys to minimizing waste. Often
referred to as the "garbage-to-plate”
movement, operators are getting creative
by using leftover or underused parts, such
as vegetable stems or edible fruit pits, in
new ways.

It is clear we will be seeing a lot more of
these type of initiatives in the years to
come. Indeed, many jurisdictions have
already made a commitment to eliminating
single-use plastics. So let's cheer them on...
because food waste is a problem that must
be solved! @

INn the bag

Naturally Splendid Showcases
Natera Sport Bites

Naturally Splendid has been invit-
ed to feature their Natera Sport
Bites at the The Genesis Invitational,
a professional golf tournament on
the PGA Tour in southern California,
Feb 13-16th. It is a great honour for
the Natera Sport brand to feature
it's quality Sport Bites at such a prestigious, invitational event.

For more information: www.naturallysplendid.com

Happy Pops Nalbs Top Ten at Grocery
Innovations Canada (GIC) 2019

Happy Pops all-natural frozen treats proved that it has the right
ingredients to become one of the Top Ten Innovative Products at the
2019 Grocery Innovations Canada (GIC) trade show.

Happy Pops was among the 10 winners that walked away with the
title “Winner of the 2019 Grocery Innovations Top Ten in Grocery"”
Award. GIC is Canada's premier grocery tradeshow, featuring
over 320 food and retail exhibitors from around the globe. Happy
Pops Founder and CEO, Leila
Keshavjee was on site to
accept the award during the
annual trade-only show, which
took place over two days -
October 22-23, 2019 at the
Toronto Congress Centre in
Etobicoke, Ontario.

After graduating with a
degree in kinesiology from
the University of Toronto,
Leila began noticing that
food products often spelled out the ingredients in a convoluted and
misleading way. What alarmed her most was that the call-outs on
packaging bringing attention to the various health benefits of the
product, were far outweighed by harmful artificial flavours and
additives in the ingredient list. Some products clearly had no nutri-
tional value, yet the packaging would tell a different story.
She chose to put her dreams of becoming a physician on hold, and
to start a company that uses clean, natural ingredients, with
packaging that clearly indicates every ingredient. With that mission
at its core, Happy Pops was born in 2016 and the company has been
on the rise ever since. Happy Pops is about being a clean-ingredient
snack that tastes delicious and that's what is satisfying. It's 1/2 a
serving of fruit per bar and an average of 50-70calories.
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WHAT’'S NEW & IMPROVED IN THE GROCERY AISLE

Mountain Waffle Co.
Features Large Variety

Mountain Waffle Co. makes the highest
quality Liege Belgian waffles in the great-
est variety of sizes, flavours and packaging
types in the industry. These waffles are
made with all-natural ingredients, non-
GMO flour, rBST free milk and butter, whole Belgian pearl sugar, pure
Canadian maple syrup and Belgian dark chocolate. Produced in BRC
and Halal (Kosher optional) certified facilities, Mountain Waffle

provides its customers with more of what today's consumers are
looking for in their baked goods and breakfast items: unique, whole-
some, higher quality and greater variety. They come in all kinds of
sizes (from 40g to 125g) and packaging types, including Individually
wrapped (IW) for grab ‘n go convenience, bulk pack for prepared
foods/bakery/food service, freezer packs for frozen foods, private
label and more.

Grass Fed Matters

Rolling Meadow Dairy

believes “Grass Fed Mat- = a0

ters". That's why they 1y

now offer Canada's lead- o
=

ing portfolio of grass-fed
dairy products, including
milk, yogurt, Greek yogurt, kefir, sour cream & butter, all proudly
made with 100 per cent Canadian Milk.

For more information: www.rollingmeadowdairy.com

Authentic Thai Flavours

Thai Kitchen believes in authentic Thai
flavours, from the heart of Thailand, straight
to Canadian consumers.

Their new BPA-free coconut milk tetra pak
is easy to pour, re-seal and is recyclable. The
product is made with non-GMO verified
ingredients (coconut + water), and it is a
great dairy-free alternative for smoothies,
baking, coffee, soups and curries.
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By Franco Cavaleri BSc. Ph.D. candidate (Former Mr. IFBB North America)

TAKING STOCK
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Curcumin BioBDMC™30
Supports Improved Recovery
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Canada

IHSPIRE FOOD BUSINESS

[ inding time and committing work drive to physical
—cxercise for health and fitness is tough today. We live in

a fast pace demanding world where every minute
counts. So, when we put time in it better be strategic and effec-
tive. Nevertheless, getting the most out of your training
program whether for basic fitness or competitive sport is con-
tingent on a lot more than your training program. Diet plays an
immense role; as does training frequency and type; sleep; and
everything else you do to maximize recovery. What do you do
to improve recovery from training session to session?

If you are a competitive athlete where every detail plays a
role in advancement to your podium, imagine being able to get
into the gym to train a body part or run a key drill more
frequently than your competition can. What does that mean
to you in six months of steady
training? Imagine recovering faster
from stage-to-stage or day-to-day
workload in your competitive sport.
The advantage is possible with
Curcumin BioBDMC™30.

Research demonstrates that myo-
genic potential (muscle-building) and
general anabolic drive (rege-neration
or rebuilding) can be limited by
mismanaged inflammation. NF-kB is
an intracellular transcription factor

responsible for regulating inflammation
through as many as 150 genes that
manage and beckon the immune
system and inflammatory response. Anabolic drive and recovery
of lean muscle is meticulously orchestrated by the cytokines
that this cytokine printer, NF-kB, manages, including TNFa a
cytokine that facilitates inflammation.

The inflammatory process plays an important role in recovery
and regeneration of tissue, including myogenesis (muscle
generation). Skeletal muscle cells are said to be one of the most
adaptable cells/tissue of the body. The underlying objective with
resistance training, for example, is to evoke microtrauma of the
working skeletal muscle cells resulting in cell signaling that
activates satellite cells in the vicinity of the strained fibre. This
activation prompts aggregation and fusing of these cells with
mature muscle fibres. This is the compensatory hypertrophy we
expect to occur as an adaptation feature to the extra-ordinary
workload by the workout, adding muscle mass and strength
over time. It prepares us for the next workload encounter.
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That prolonged soreness that often persists in the trained
body parts to the next training day, however, is a problem.
Prolonged survival of that post-workout soreness is indicative
of longstanding TNFa and more generally, inflammation.
Prolonged survival of the inflammatory process has that
cytokine, TNFa, inhibiting MyoD protein. MyoD expression
is central to cell restoration and differentiation — it’s essential
to the generation and restoration of muscle tissue that has
incurred that microtrauma from your calculated training
program or competition.

During my climb up the bodybuilding ladder I was fortunate
enough to enjoy win after win from junior events all the way
past national to international events — Mr. IFBB North
America. Many things factor into such championship outcome
including nutrition strategy; training tactics; genetic propensity;
raw drive and determination; intuition to evolve strategies
and more. Today, I take Curcumin BioBDMC™30 and
BioBDMC™50 abundantly to stay in the zone and consistent
with my training at 53 years of age. Without it I feel the
training soreness; stiffness in the morning; and joints that
remind me of the workload.

Although basic curcumin extracts can deliver a mild inhibitory
effect on NF-kB transactivation and transcription of
inflammatory cytokines, including TNFa, the new discoveries
at Biologic Pharmamedical Research (www.biologic-med.com)
showing MSK1 inhibition by BioBDMC™ changes the game
altogether. Curcumin BioBDMC™30 stops inflammation by
inhibiting two key proteins of the inflammatory pathway
(NF-kB and MSK1).

Certainly, protein supplements provide recovery building
blocks; vitamins and minerals provide cofactors for metabolic
activity; healthy carbohydrate and fat sources provide for
effective fuel substrates and other tissue building blocks. What
are you doing about controlling the biochemicals that drive
cellular activity that utilizes all these building blocks for
restoration and recovery? Curcumin BioBDMC™ is not only
proven in the laboratory, it’s also proven all the way to the
podium to support better inflammatory control from injury;
strain; and, from basic day-to-day workload.

Taken daily, just before or after the workout, Naturally
Splendid’s ProCurc30, made with the Curcumin BioBDMC™30
medical discovery, supports your efforts toward your goal. It
also helps you counter that delayed recovery experienced as
you age.

Get with the program! @
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Introducing

IROP

Iindependent Retail Operators Program is a new point-of-purchase
merchandising tool kit brought to you by Canada Beef and Canada Veal
through partnership with Ketchum Manufacturing.

IROP is a tum-key solution that clearly communicates your commitment to providing
100% local product to your customers. Developed by Canada Beef and Veal,
we're pleased 1o provide a FREE start-up Kit.

Point-of-Purchase [POP] is importantl 7T0% of consumer shopping decisions are made at the retail shelf.
Key benafits of POP marketing are;

* Cost offoctine * Influences buying decision
* Brand recognilion al the poini-al-purchase

= Tallored message = Boost mpulse purchases
= Attention grabbang = Increase sales

= Increase awareness & exposure = Real-tima resulls
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