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With the growth of online ordering during the
pandemic, catapulting from around 2-3 per cent of total
sales to close to 12 per cent, grocers are now feeling
compelled to invest in their online platforms as never
before. By 2025, online grocery sales in the U.S. will
account for 21.5 per cent of total grocery sales — an estimated $250 billion.
With the surge in online grocery adoption, retailers are faced with new challenges
each day. How can grocery retailers protect and grow their online market share
going forward?
The first and largest hurdle, especially for independents with fewer financial
resources, is in developing an effective and integrated e-commerce platform that is
easy for consumers to use, including mobile apps, fully inline with the POS system
and addresses issues such as loyalty programs and customer engagement.
Digital engagement is all about holistically engaging your shoppers as relevantly
and as personally as possible through multiple channels — from loyalty programs to
promotions, and your website to your mobile app. But all these channels must work
together, fully integrated and in unison to realize the true power of digital engagement.
Digital engagement capability provides grocery retailers with the e-commerce tools
they need to control their front-end, providing control over the entire multi-channel
experience. The most advanced of these platforms are now using sophisticated machine
learning algorithms which can automatically serve up personalized shopping services,
from individualized flyers to tailored catalogue and search results.
WalMart is widely accredited with having the most advanced e-commerce platform
in the industry, especially for groceries where it far surpasses Amazon. The company’s
multibillion-dollar investment campaign has included a doubling of its spending on
e-commerce and other information technology to $5 billion a year since 2014. It has
began investing much more heavily in its Web site and getting to work on integrating
its site with in-store pickup of groceries, a move now expanding rapidly into delivery.
While it would be difficult for most companies to make capital expenditures like
these, the Food Marketing Institute study says many of those same characteristics
— especially the ability to control inventory management and crunch consumer
data, at which WalMart excels — are the keys to success in online grocery.
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market update
IN HONOUR OF TIMOTHY MOORE
Following a hard fought battle with pancreatic cancer,
Timothy Moore passed away peacefully with his family by his side
on Monday, September 14, 2020 in Calgary, AB.
Tim began his career with Garrod Food Brokers in
1983. Starting as Edmonton branch manager/
key account manager, his dedication, strong work
ethic and sharp mind took him to Calgary in 1994
where he developed the technology side of the
business, was a brand manager for several clients
and became a partner in the business. Tim became
president of the Garrod Food Brokers/Concord
National Prairie Division in 2000 and he continued to
grow the business with his partners.
Tim was well respected and very active in the food
industry both in Western Canada as well as nationally
and internationally. There was rarely an industry
event that he did not attend. This also included his
ongoing membership and participation on the Board
of The Calgary Food & Drug Executives. Prior to his
passing, Tim was chosen to be honoured at the annual Santa Cause. The Santa Cause
acknowledges individuals in our industry for their contribution and efforts in their
community. We will be holding this event virtually on December 7th.
Tim will be remembered for his professionalism, tenacity, kindness and friendship
professionally and personally. He will be missed.

Leadership Changes at Nestlé Canada
After a long and distinguished career Steve Fox, chief customer
officer, has decided to take a well-deserved retirement. His last
day with the company will be March 31, 2021, although his successor
will officially begin January 1, 2021 to allow
for a full transition. With Steve’s retirement,
Greg Coles will take over the role of chief
customer officer.
For the last two years Greg has served as a
vice-president/customer team lead and since
he joined Nestlé in 2003 has held a range of
Steve Fox
progressive commercial leadership roles
across a number of customers and consistently demonstrated an
exceptional level of performance and commitment to our customer
partnerships.
Greg Coles

In Honour of Dick Dar,
Liberty Foods
At the age of 86, Dick Dar, of Liberty Foods
in Fruitvale, BC, has passed away. A long-time
associate of Associated Grocers, Dar began
his career in the grocery business in the early
’50s at the Liberty Food Centre in Nelson BC.
In 1957, Dick and his wife Susan packed up
and headed to Fruitvale, BC, where they
purchased a small grocery store on the
outskirts of town, eventually relocating to its
current home on the heart of Main Street.
Together, they worked hard to build their
business, Liberty Foods, and to become an
integral part of the community they served.
From their annual food bank drive, to
sponsoring the local junior hockey teams and
countless other community causes, Dar’s
generosity touched many people over the
years and the values of friendship, hard work
and community responsibility are still evident
in the business today, nearly 64 years later.
Many of those of us at AG had the pleasure of
working with him for many years and we are all
saddened by the loss of their friend. He was one
of a kind, a true gentleman in every sense of the
word, especially in his business. He always treated his suppliers with the same kindness as he
treated his customers. If you had the pleasure of
dining with him, you would have been left with a
full stomach and a full heart.
Associated Grocers would like to extend
their deepest sympathies to Susan Dar and
the entire family, along with the staff of
Liberty Foods and community of Fruitvale, BC.
You have lost a truly fine gentleman.

WONDERFUL PISTACHIOS LAUNCHES NEW CANADIAN CAMPAIGN
Wonderful Pistachios has launched its new “Almost Everyone Loves No Shells”
marketing campaign in Canada as part of a $3.3M CAD investment in Wonderful
Pistachios No Shells, and the biggest Wonderful Pistachios media spend ever in
the Canadian market.
Building off No Shells year-over-year triple-digit sales growth in Canada, and
the recent launch of new Wonderful Pistachios No Shells Chili Roasted and
Honey Roasted flavours this past summer, “Almost Everyone Loves No Shells”
features a new adversary of No Shells: Sheldon, a beloved tortoise who speaks
his mind.
“Our Wonderful Pistachios No Shells business has more than tripled over the
past year in Canada and we’re hopeful this fun and engaging campaign will
accelerate that growth even more as Canadians can’t get enough of Wonderful
Pistachios without the shells,” said Adam Cooper, senior vice-president of
marketing, The Wonderful Company.
The campaign focuses on No Shells as an easy and convenient way to enjoy the great taste of Wonderful Pistachios, just without the shells.
With the addition of the new flavours that launched this summer, Wonderful Pistachios No Shells are now available in Canada in Roasted
& Salted (170g), Roasted & Lightly Salted (170g), Chili Roasted (155g), and Honey Roasted (155g).
For more information: wonderfulpistachiosandalmonds.com

6 WWW.WESTERNGROCER.COM

Great Little Box Company/
Ideon Packaging
Recognized at National
Packaging Design Competition

market update
CFIG Announces New Life Members
Ron Welke, chair of Canadian Federation of Independent
Grocers (CFIG), Thomas Shurrie, president and CEO, and
the CFIG Board of Directors have announced Stephen
Kouri, vice-president sales and trade marketing,
Smucker Foods of Canada Corp., as the 2020 recipient of CFIG’s prestigious Life Member Award in the
Industry Builder category. Dave Powell of Powell
Group of Companies, Bay Roberts, N.L., is the 2020
recipient of CFIG’s prestigious Life Member Award in
the Independent Grocer category.
CFIG’s Life Member designation honours those
Stephen Kouri
individuals who have made a significant contribution
to the food industry. Their experience, accomplishments and commitment
are at the foundation of today’s grocery retailing business. Stephen will be
officially recognized at the Celebration of Grocers event held on Wednesday,
November 25 at 6pm EST, at GIC LIVE @ HOME, Canada’s premier virtual
grocery exposition and conference which will take place online Nov. 24, 25,
26, 2020 at www.GroceryInnovations.com

New Dates for Santa Cause Charity Event
This year’s Santa Cause has been moved
from Monday, Nov 30th to Monday, December 7th to accommodate GroceryConnex
Thought Leadership CEO Conference that
has been scheduled for November 30th.
The Calgary Food and Drug Eecutives
recognizes that many will want to attend
both events, and wanted to ensure honourees
and their charities get the recognition they
deserve for being industry leader.
Honourees :
Cara Keating PepsiCo supporting
Calgary Food Bank
Jamie Moody Tree of Life supporting Calgary Food Bank
Tim Moore Concord National -Prairies Division – Arthritis Society

Mary’s Gone Crackers
Appoints Kaitlin Sass
Mary’s Gone Crackers has welcomed Kaitlin Sass
as senior research and development manager. In
this role, Sass will plan and implement new research
programs, oversee the development of new products,
and leverage her previous experience at notable
CPG companies to push the brand forward as a
category leader.
“Sass brings industry knowledge and a passion for
Kaitlin Sass
wholesome foods to our team,” said a representative
with Mary’s Gone Crackers. “She will serve as a vital
asset to the team as we continue to deliver on our promise to provide the
healthiest, most delicious, and innovative snacks to all.”

Darrell Jones, president, Save-On-Foods (left) and Paul Cope,
senior vice-president operations (right) join Kevin Smith, store
manager to celebrate the grand opening of the new Save-OnFoods in North Vancouver’s Lynn Valley.

Save-On-Foods Celebrates
Grand Opening of New Lynn
Valley Replacement Store in
North Vancouver
Western Canada’s largest grocery retailer, Save-OnFoods, has officially opened its doors at its brand-new
Lynn Valley store at 2270 Valley Centre Avenue.
Replacing the old Lynn Valley Save-On-Foods nearby,
this store will offer long-standing customers in North
Vancouver exciting new features.
Standing at nearly double the size of the old location, the new 42,000-square-foot Lynn Valley store
will replace the current 24,000-square-foot location
and will add 225 free underground parking stalls with
a dedicated elevator, offering customers a more
convenient parking experience.
Save-On-Foods Lynn Valley will offer loyal customers
a full and fresh traditional grocery store and a full
in-store pharmacy along with exciting and unique
Save-On-Foods innovations, including a new refreshed
and modern look in the grocery aisles, Save-On-Foods
coffee bar, a new olive bar, a wing bar, poké bar, and
a Mexican taquería grill. With more than 165 team
members, customers will be treated to the personalized
“extra mile” service that Save-On-Foods has become
known for, both in-store and online.
“We are so excited to open our brand-new Lynn Valley
Save-On-Foods store this weekend and to give our
customers on the North Shore the bigger and better
shopping experience that they have been asking for!”
said Save-On-Foods president Darrell Jones. “As a proud
part of this community, we are thrilled to continue
serving our Lynn Valley customers for years to come.”

Great Little Box Company/
Ideon Packaging (GLBC) recently
took home three Excellence
Awards at the Paperboard
Packaging Council’s (PPC)
77th annual North American
Paperboard Packaging Competition. The packaging designs
recognized in PPC’s competition represent
some of the best folding cartons and rigid boxes manufactured over the past year.
The awards are: Excellence Award in Sustainability for:
Big Marble – Marbelous Snack from Red Hat Co-operatives
Ltd.; Excellence Award for: Harken Coffee Carton; and
Excellence Award for: Pod Pack from Vancouver Island
Brewing.

Food, Health & Consumer Products of
Canada: Leading Associations Join
Forces To Strengthen Voice
Food and Consumer Products of Canada (FCPC) and Consumer Health
Products Canada (CHPC) have joined forces to create Food, Health
& Consumer Products of Canada (FHCP). The new association brings
together 119 manufacturing members, making FHCP the sector’s largest
national association.
Michael Graydon, chief
executive officer of FHCP,
commented, “FHCP brings
Canada’s leading food, health,
and consumer product manufacturers under one roof, which
is fitting as these products
are found in pantries, kitchen
cupboards, and medicine
cabinets across Canada. FHCP’s
expertise and insights are
unparalleled, as are our relationships across the supply
chain, with government, and
with consumers. We look forward to bringing the full force of our newlyexpanded platform to bear to ensure our sector reaches its full potential
in support of Canada’s resilience, self-reliance, innovation, and growth.”
FHCP Chief Operating Officer and former CHP President Karen Proud
continued, “FHCP is the only Canadian trade association that unites the
companies, large and small, who make the food, health, and consumer
products Canadians rely on every day. Together, we support the
well-being of millions of Canadians, the sustainability of Canada’s healthcare system and economy, and the livelihoods of the nation’s largest
manufacturing workforce.”

TREE OF LIFE CANADA HIRES LISA MACNEIL AS PRESIDENT
Tree of Life announced that it has hired Lisa MacNeil as their incoming president. Following the recent retirement of Bill Ivany, Jamie Moody
had stepped back into the business, assuming day to day responsibility and to lead the search for Bill’s replacement.
MacNeil is an experienced food industry leader starting her career in sales with Canada Packers and then in progressively more senior roles
at Gordon Food Service. Her current role is president of Gordon Food Service Ontario, running their largest division in Canada. She is a
sought-after speaker and in 2010 she was nominated as one of the Most Influential Women in Supply Chain Canada. She joined Tree of Life
on October 12th.
After an appropriate onboarding period for Lisa, Jamie Moody will resume his role as vice-chair of the Tree of Life Canada Advisory Board
and as an advisor to Tree of Life and KeHE Distributors LLC, the parent company.
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market update
Seafood Expo North
America/Seafood Processing
North America
Seafood Expo Global/Seafood Processing Global Postponed
Diversified Communications, organizer of Seafood Expo North America/Seafood Processing North
America and Seafood Expo Global/Seafood Processing Global, has determined that the continued
magnitude of the public health and safety issues caused by COVID-19 requires the postponement of
the spring events to later dates in 2021. “We have been closely monitoring the world health situation,
government regulations and travel restrictions while carefully considering the concerns that have
been addressed to us by customers and attendees,” said Liz Plizga, group vice-president, diversified
communications. “It has become evident that it was necessary to reschedule these events.” Seafood
Expo Global/Seafood Processing Global, originally scheduled in April 2021, will be held September
7-9, 2021 at the Gran Via venue in Barcelona, Spain.

The Very Good Food Company
Announces Distribution Partnership
The Very Good Food Company recently entered into a new distribution agreement with UNFI Canada to distribute The Very Good
Butchers lineup of products across Canada, first focusing on the
East Coast. This agreement represents a significant milestone for
the company. UNFI Canada is a subsidiary of United Natural Foods,
Inc., which is the largest publicly traded wholesale distributor
in North America delivering healthier food options to people
throughout Canada and the United States. UNFl has expected
annual sales in excess of $21 billion USO, 40,000 retail partners
and 10,000 suppliers. CEO Mitchell Scott said, “The distribution
agreement with UNFI is a particularly exciting achievement for
us, as it opens up the potential for significant expansion across North America utilizing UNFl’s vast
distribution network. We are thrilled to have the support from this leading wholesale distributor as
we continue to significantly scale our production.” Through its ongoing effort to bring The Very Good
Butchers brand to more consumers, the company is also pleased to announce a significant increase
in the number of points of distribution within its existing wholesale partnerships to 275 stores; in
addition to the new distribution agreement with UNFI. This represents an increase of 34 per cent
above the previously reported figure in July 2020.

Correction Notices:
In the September/October issue the Spain
Gourmet release ‘Good Good Jams’ that ran in
the ‘In the Bag’ section stated that the product
was from Spain. This product is from Holland.
We apologize for this error.
In the Spreads article that ran in the September/October issue Shoshana Price from Becel was misspelled as Shosana. We apologize for this error.

EVENT UPDATE

events
calendar
December 7, 2020
20th Annual
Santa Cause
Calgary Hotel Wainwright
Calgary, AB
www.cfdecalgary.org
Feb 18-21, 2021
CHFA West
Vancouver Convention Centre,
West Building, Vancouver BC
www.chfa.ca
March 2-4,2021
2021 CPMA
Annual Convention
& Trade Show
Vancouver Convention Centre
Vancouver, BC
www.convention.cpma.ca
April 26-27, 2021
GSF-West
Vancouver Convention Centre –
East Building, Vancouver, BC
www.gsfshow.com
June 22-25, 2021
Sweets & Snacks
Expo
Indiana Convention Center
Indianapolis, IN, USA
www.sweetsandsnacks.com

SIAL Canada
WRAPPING UP AN EXCEPTIONAL YEAR!
he 17th edition SIAL Canada — the largest food
innovation tradeshow in North America and its section for the equipment and technology sectors (SET
Canada) was 100 per cent virtual this year, allowing the
industry to come together and do business despite the
restrictions in place. The show was held from September
28th to October 2nd as Food Week, and this extraordinary
edition ended on a remarkably successful note!

T

With 250 exhibitors and brands from more than 31 countries
and roughly 18,340 connections from more than 112 countries,
this edition of SIAL Canada and SET Canada has once again
proven to be a success — both in terms of its offerings and
its visitors! According to Xavier Poncin, SIAL Canada’s
executive director, the 2020 edition confirms the necessity
for such an event, especially in the current circumstances
where the food industry is looking for business-related support.
10 WWW.WESTERNGROCER.COM

“As in many other industries,
it’s been a difficult year for event
organizers. However, with
tremendous support from the
food industry and an incredible
team, we were able to find the
energy to rapidly reinvent
ourselves. The results exceeded
our expectations for a first
edition of this type — whether
in terms of participation in the
virtual show itself, the buyers
program, or the virtual conferences — and we have rarely
witnessed quite this much enthusiasm. The conferences
even attracted more people than we had face-to-face! These
results all confirm several parts of our strategy: Firstly,
our position as food-inspiration leaders allows us to attract
the industry, even in a virtual setting - but beyond that,
we were also able to confirm that virtual formats are added
opportunities to conduct business! Never have we had so
many visiting countries at our show — 112 is an
extraordinary number! We will continue to combine our
efforts across both virtual and face-to-face platforms, to
the benefit of all our participants.” The whole SIAL Canada
team is looking forward to welcoming you next September,
21-23 at the Enercare Centre, Toronto. ●
WWW.WESTERNGROCER.COM 11

ON OUR COVER
By Carly Peters
Photography: Steve Salnikowski

innipeg has always had a strong connection to the foods and families that make

W

up the unique culinary community in the city, and Miller’s Meats is woven into
that tapestry as much as kielbasa and Jeanne’s Cakes. For 50 years, it’s been the

butcher shop everyone’s grandpa goes to, the store that catered your friend’s social (another

Shawn Miller,
third generation operator,
Miller’s Meats

Manitoba staple; look it up if you don’t know) and has provided the perfect options for those short-lived
Prairie summer barbecues. And as much as it is about the products, it’s not about the products. It’s the
people — three generations in fact — that have driven the store’s success.
Ken and Catherine Miller never much cared for the West Coast. Ken, a meat department manager for Loblaws,
had been transferred from Winnipeg to Vancouver but moved the family back to the city in 1971 to open up their own
independent butcher shop. The pair purchased an existing business called Petty’s Meats on St. Mary’s Road, and enlisted
the help of their children to do small tasks around the store, such as sweeping floors and stocking shelves.

12 WWW.WESTERNGROCER.COM
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Cam Miller in particular took to it,
and by age 12 he was working for his
parents after school and on weekends,
and as he finished high school, he began
to learn the ins-and-outs of butchering.
His knowledge of the business would
come in handy when the small shop had
to go head-to-head with the city’s first
big box grocery store — SuperValu, now
known as the Real Canadian Superstore
- which opened up just a few blocks away
in the early 1980s.
While the competition may have sunk
other mom and pop shops, Cam took it
as an opportunity to reinvent the store
and its product offerings in order to bring
customers back in. He began to produce
house-made sausages, beef jerky, deli
meats, and smokies — staples the store is
still known for today — along with

as an example of their eye for up-and-coming regional products.
By this time the store had solidified itself in the south end of
the city; a unique position as traditionally butcher shops and
bakeries were found in the well-established and culturally diverse
north end. This allowed the operation to grow alongside the
burgeoning neighbourhoods, and in 1991, Cam and his wife,
Sandra, took over the business and opened a second location on
Pembina Highway.
The family now had to navigate the logistics of making products
for multiple stores. For years they’d been eyeing up the building
next to the St. Mary’s flagship store; the structure somewhat of
a neighbourhood icon as it once housed the Windsor Theatre, a
400+ seat cinema that operated from the 1940s to late ’70s. Since
then it had been a church and indoor skate-park before the
family finally procured it to expand their production area. Shawn
points out they made sure to keep a part of the theatre’s legacy
alive to serve as an office overseeing the floors.
From there the business began to grow even further. Cam
and Sandra opened the third location — Kenaston and Grant
— in 2003, while Shawn and his sister, Chelsey, took on the
fourth at 925 Headmaster Row in 2017.
Even though he grew up in the business, Shawn didn’t always
aspire to be in the business.
“In fact, my parents even said to my sister and I, ‘This is not

Cam Miller, second generation operator,
Miller’s Meats (photo courtesy of Miller’s Meats)

offering Manitoba-made items, many of
which weren’t even in retail yet.
“My parents were really the frontrunners of supporting local,” says Shawn
Miller, the third-generation operator of
Miller’s Meats, citing Bothwell Cheese, a
rural Manitoba dairy co-operative turned
international award-winning cheesemaker,

Shirley McLean (right)

for you.’ But I guess I
just have too much
pride and couldn’t even
think of anyone else
running this business,”
he says, adding his grandparents are so happy to see the third
generation taking over operations. “Not everyone is so lucky to
have the opportunity to work with their parents and learn a
trade from their parents.”
At 13 or 14, working the deli counter at the shop, Shawn
would be asked by customers how to cook certain cuts of meat.
Instead of giving a typical teenage “I don’t know” shrug, he
looked at the questions as an opportunity to further understand
the business. At 18 he started cutting meat, but really found his
forte in sausage making. “I remember going out after work and
14 WWW.WESTERNGROCER.COM
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also create house-made deli options.
Shawn acknowledges that as customers’
culinary skills expand, they also need
to source beyond the province’s
borders, pointing out they have recently
started bringing in Certified Angus Beef
and Wagyu in response.
Being immersed in the industry his
entire life has afforded Shawn an
understanding of market trends, and a
high food IQ that offers unmatched
advice, helping to build that customer
rapport he’d seen his parents model
over the years.

smelling like a hot dog,” he laughs. “But
I really had a passion for it. Just like any
trade there’s a style and a skill. You get
to put your own spin on it.”
He adds it has also helped to
differentiate the butcher shop, much like
his father did many years ago with his
house-made offerings. Using fresh, vibrant
ingredients the store’s weekly sausage
specials — cranked out every Thursday at
the Headmaster location and sent out to
the other stores — keeps customers coming
back in, asking what’s next on the menu.
What’s coming off the butcher block
has certainly changed since his grandfather’s
time. The old-school swinging beef rail
brought in on Wednesday to be trimmed
down, sealed, and aged, is no longer
feasible for business. “Back then if you
sold out of rib eyes by Thursday, you
were sold out until the next week,” he
says. “People purchase differently now.
They’re buying the prime cuts; the rib

16 WWW.WESTERNGROCER.COM

eyes, the tenderloin. Using local, block
ready beef allows us to have those cuts
people want at multiple locations.”
The vast majority of the store’s meat
offerings come from Manitoba farms.
Their full-service pork counter has been
local from day one, while they’ve
developed great relationships with other
regional farms for free-range chicken,
beef, lamb, and bison to not only
provide cuts and ground offerings, but

(L-R) Matt Jannetta, Nick Hennig, Shawn Miller

“My parents never spent a dime on
advertising — maybe sponsor a hockey
team in St. Vital — otherwise all our
business was word of mouth,” he says,
adding he holds a similar sentiment to
not funnelling a lot of energy into
creating an online presence for the store.
“You see some businesses with thousands
of followers on social media, but then
they’re closed in several months. We
don’t have that clout online, but we’ve
got a 50-year customer base. We take
care of the people who come through
the door so they will come back and tell
other people about us.”
Even after 50 years, there’s still so much
to be said. Shawn explains as their brand
strengthens beyond just the south end of
the city, they would love to expand with
a fifth location in their 50th year. But if
that’s not in cards, the anniversary will
serve as a time to reflect and appreciate
the years Miller’s Meats has been part of
Winnipeg’s culinary heritage. ●
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PASTA & SAUCES
photo courtesy shutterstock.com

By Robin Brunet

asta and sauce is a match made in retail heaven.
Nielsen reports that for the 52 weeks ending
April 25, 2020, the pasta category in Canada
grew roughly $204 million in volume, or 13 per cent,
and Global Snapshot reports that the total sauce
category was worth $226 million for the year
ended June 2020 — a 19 per cent rise.
John Porco, chief operating officer at Unico Inc./Primo
Foods, says, “A decade ago pasta and sauces were impacted by
the no-carb craze, but tastes have returned to normal.”
He credits the pandemic for this year’s strong sales. “People
want comfort food, and pasta and sauce benefits from being easy
to cook. They also value locally sourced products — and our tomato
products are made right here in Canada.” Stickers stating as such on Unico
products have proven to be a strong in-store merchandising lure.
Similarly, Italpasta’s appeal is partly due to it being made in Canada
using 100 per cent Canadian wheat. Their canned tomato sauce, Mutti,
currently has two organic skus available in Canada as well as expansion plans
for 2021 in response to growth in the organic and pureed subcategories.
For its part, Eden Foods is well poised to cater to organics-minded consumers.
“Our pasta is made in Detroit at our organic pasta plant, with North American organic
grains from families we trust,” says Marketing Department Manager Erica Hartmann.
The tomatoes used in Eden’s sauces are fifth generation Italian family organic, and

P

continued on page 22
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there’s no sugar added as in many brands.
Mark McLaughlin, president of
Giovanni Rana Pasta (which offers a range
of flat and filled pastas as well as sauces),
reports that, “The fresh pasta category
has seen a very strong growth rate since
the beginning of the pandemic.”
Acknowledging that consumers are
more concerned about health than ever,
McLaughlin emphasizes that Rana
products distinguish themselves by having
no preservatives and no artificial flavours
or colours. Looking forward to 2021 he
says, “There continues to be a great

opportunity for retailers to capture the
increase in home consumption, and we
expect to see people purchasing more
premium or imported products that can
offer a great in-home experience.”
As for future trends, a new ResearchandMarktets.com report forecasts that
nutrient-rich and healthy product variants
will be in high demand, as will be more
gluten-free sauces with organic
ingredients. This, combined with a gradual
post-pandemic recovery in disposable
incomes, will drive the pasta and sauce
market to new heights. ●

PRODUCT
SHOWCASE
Smart Marketing
Primo Spaghetti and Thick and Zesty –
Original Recipe pasta sauce spearhead
a variety of pastas and sauces that
make cooking delicious
meals easy. Porco says,
“Retailers don’t need to

take out aggressive front page flier
ads. Instead, tying our products with
meat and produce is a better merchandising strategy.”

Prime Dining Tips
Ricotta & Spinach and other pastas
and sauces from Giovanna Rana have
no preservatives, powdered
eggs, or gums.
McLaughlin
suggests that
retailers
“Should focus
on helping consumers create a
great home dining experience by promoting premium items
that can be merchandised together.”

Green Appeal
Italpasta Artisan Pasta
Fusilli has a rougher
than normal texture to
hold more flavour and
a thicker wall to withstand longer cooking
times. Italpasta believes
retailers should showcase Artisan’s 100 per
cent recyclable packaging in order to appeal to shoppers’
sustainability concerns.

Up Front
Eden Organic Pasta and Eden’s line of
organic pasta sauces are
renowned for their small
batch authenticity and
freshness, and Hartmann
suggests that end caps

featuring both product lines as a quick
meal solution is the ideal promotional
strategy for any retailer.
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Q&A

Maple Leaf Foods
Moves Towards
Total Sustainability
An interview with Tim Faveri, vice-president sustainability
and shared value, Maple Leaf Foods
Why was it important for Maple Leaf
to become the world’s first major
carbon neutral food company?
Maple Leaf is committed to becoming the most
sustainable protein company on earth. Becoming the
world’s first major carbon neutral food company is an
important milestone in our sustainability journey and
achieving that goal.
As of November 2019, we were one of just three animal
protein companies in the world, and the only Canadian
food company to set science-based targets that align with
the Paris Climate Accord, showing our ongoing
commitment to the planet.
We are extremely proud to take leadership in
demonstrating that a strong business model and
sustainability initiatives are not mutually exclusive goals.

What specific steps were taken in
factory operations to reduce
greenhouse gas emissions?
Maple Leaf Foods has pledged to reduce absolute
greenhouse gas emissions produced from our operations
and the electricity we purchase by 30 per cent by 2030.
In order to meet these ambitious goals, we’ve taken
several steps such as facility-wide LED lighting retrofits,
improving boiler combustion efficiency and heat recovery
systems to name a few. These initiatives are all high impact
projects to reduce energy consumption and optimize
energy efficiency across our facilities.

What about the supply chain?
In 2019, we identified that our supply chain emissions
accounted for 78.4 per cent of our total greenhouse gas
emissions, giving us an opportunity to review our supply
chain and find ways to optimize efficiency.
We have pledged to reduce greenhouse gas emissions
produced throughout our supply chain by 30 per cent per
tonne of product produced by 2030.
In order to achieve this, we work with our suppliers,

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

customers and industry stakeholders to identify
opportunities to reduce our supply chain impacts. For
example, we’ve taken significant steps to cut back on more
than 8.5 million kilometres of truck transportation since
2011 by transitioning to intermodal transport for 83 per
cent of our cross-country resupply loads, reducing nearly
10,000 tonnes of emissions. We have partnered with our
packaging suppliers to focus on material reduction, postconsumer recycled content, alternative materials and
consumer education.

What other environmental projects
were undertaken and is there an
environmental offset program in place?
In order to meet our ambitious sustainability goals, we
have aggressively reduced our emissions where possible
in our factories and supply chain, and have invested in a
variety of high-impact environmental projects across
Canada and the United States — from supporting forestry
and renewable energy initiatives to waste diversion,
composting and biomass projects — in order to offset
our unavoidable emissions.

What are the next steps for the
company’s sustainability goals?
We are on a purposeful journey to become the most
sustainable protein company on earth. To achieve this,
we are committed to reducing our environmental footprint
and foodwaste by 50 per cent by 2025. As previously
mentioned, we are aiming to reduce our greenhouse gas
emissions produced from our operations and the electricity
we purchase, as well as reduce those produced from our
supply chain by 30 per cent by 2030.
We aim to achieve these targets by continually seeking
opportunities to reduce our waste and emissions at every
level of our organization and by continuing to invest in
environmental programs. You can learn more about our
achievements to-date and next steps in our 2019
Sustainability Report. ●

WWW.WESTERNGROCER.COM 23

CATEGORY
MANAGEMENT
By Sue Nicholls

Global Drivers
& Megatrends
That Have Changed (and will continue to change)
Category Management Forever
n today’s world, and looking to the future, understanding global drivers and megatrends is going to
be more important than ever to understand and
navigate through changing consumer behaviour and
the path to purchase. With the changes brought on by
COVID-19, we need to consider their implications to
our short- and long-term business by looking at trends
from a big picture perspective. In this article I’ll share
ways to think about key drivers and megatrends that
shape the future, as well as what it means for your
categories and your approach to category management.

I

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

NEW AND EVOLVING TRENDS:
First, let’s define trends (which are different from “fads”):
Fads seem to appear suddenly, become instantly
popular, and then disappear just as quickly as they
came. Fads usually stay within one industry, are
usually promoted by smaller companies, and they are
often very difficult to predict.
Trends appear suddenly, are very popular, but don’t
disappear nearly as quickly, and they can cross over
multiple industries.
When analyzing trends, it’s not about creating a
two-year monthly category trend analysis on a line
photo courtesy shutterstock.com

graph to see if something is trending up or down.
Trends don’t happen from within a category (through
innovation or changes in tactics); they are the result
of something much bigger.
In the whitepaper from Euromonitor “Understanding
the Five Drivers Shaping Megatrends” (you can Google
this to find it – it’s a great read), they identify 5 external
factors that drive megatrends:

1

Drivers (Global macro environment, e.g.
shifting economic powers, technology,
environmental shifts, changing values)

2

Megatrends (Consumer Behaviour Shifts, e.g.
circular economy, connected consumers,
premiumization, sharing economy, healthy
living, personalization, etc.)

3

Trends (Megatrend Behaviour Broken Down)

4

Industry Trends (How trends manifest
different industries)

5

Category Trends (How industry trends
impact categories)

These factors help us look to the future and predict
what’s next.
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EXAMPLE: PLANT-BASED PROTEIN:
Let’s look at an example using Plant-Based Protein because
it’s a rapidly growing segment that is projected to continue
to grow rapidly.

1

Global driver: Changing values – consumers are
shifting from conspicuous to conscious consumption
(could also be “Environmental” to a degree).

2

Megatrend: Healthy living – global consumers are
seeking a healthy life (consumers are fearful from
COVID-19 and seeking healthier alternatives).

3

Trend: Consumers are pushing for diversification of
protein sources (beyond meat); Consumers moving
to different diets like flexitarian or vegan.

4

5

Industry Trends: Retail industry shows growth of
+500 per cent in meat alternative brands across a
broad range of categories during the pandemic;
Suppliers are moving to innovate to plant-based
across a broad range of categories.
Category Trends: In dairy as an example, milk
alternatives segment is growing at 5X the rate of
cow milk, up more than 19 per cent in sales versus
year ago.

WHAT DO WE DO FROM HERE?
In our more traditional category management approach,
we may suggest increased listings in-store in the category
across all retail stores to take advantage of this rapidly growing
segment, and retailers are most likely getting inundated with
new skus on milk alternatives.
However, for a forward-thinking, shopper-focused approach,
we need to think about things differently as is demonstrated
in the following examples:

Retail Opportunities:
• Get to know and better understand your Plant-Based
Protein (PBP) shopper (not just at a category level but
overall for your store): who they are, demographics, cross
purchases, how and where they search for information on
products, and how to better satisfy this growing segment
of the population.

BUYING LOCAL

• Identify the stores that match best with the PBP shoppers
and increase the importance of this segment within your
brick & mortar stores through increased merchandising,
easy to find solutions, and be sure to communicate this to
your shoppers.

By Carolyn Camilleri

• Make your eCommerce site set up to draw PBP consumers
to your store along their path to purchase and make it easy
to find and navigate their favourite Plant-Based products
available online for delivery, BOPIS (buy online, pick up
in-store and curbside delivery), as well as in person.
• Ask your suppliers to come in with a more holistic approach
to category reviews to incorporate new ways of looking at
and thinking about PBP opportunities. Connect with the
best solutions that meet the needs of your PBP shoppers.

Supplier Opportunities:
• Get a bigger picture understanding of WHO the PBP
shopper is (not just at a category level but more
holistically) from a market and retailer perspective.
• Identify who the PBP shopper is how to meet their unmet
needs, then market to these PBP shoppers along their path
to purchase and educate them on your products.
• Understand how the PBP matches up with your retail
customers and create solutions that fit with their PBP
shopper both online and offline.
This is only an example on Plant-Based Protein, but the
same logic can be done with any trends. Think about how
your categories are affected by different global drivers,
megatrends and trends. Our consumers and shoppers have
changed forever from this pandemic: their habits, their priorities,
how and where they make purchase decisions driven by these
trends. Our traditional category management approach needs
to change accordingly and expand to more of an omni-channel
perspective that reflects a broader consideration for trends
(and how they are derived from larger megatrends), for the
shopper and for the future. ●

Exciting things
are happening
with Canadian food
products and, as
grocery retailers,
you know how much
that maple leaf can
influence shoppers.
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STAYING
CLOSE
TO HOME
anadian products always have big appeal with
consumers, perhaps especially in uncertain times
like these. As grocery retailers, you know that.
Thanks to our innovative Canadian producers, buying
local is as much about interest and excitement as it is a
decision about values and quality. Here’s a look at what’s
happening with some of our Canadian producers.

C

WWW.WESTERNGROCER.COM 27

Top-quality, Organic,
and Affordable, Too
Crofters fruit spreads check all the boxes for today’s
conscientious shoppers
rofters was founded in 1989 in the small northern
Ontario community of Parry Sound by Gerhard
and Gabi Latka shortly after they immigrated to
Canada from Germany. Today, Crofters remains based in
this picturesque small town and employs nearly 70 fulltime staff in its manufacturing facility and administrative
offices. This family-owned and -operated Canadian
business has grown to be the largest manufacturer of
organic fruit spreads in North America.
“From day one, the company has been committed to
organic processes, long before organic standards and
regulations even existed, making us true pioneers in the
organic and sustainable foods movement,” says Dan
Latka, Gerhard and Gabi’s son and director of sales and
marketing for Crofters. “All our products are made in
a sustainability-oriented facility which has numerous
eco-friendly initiatives, such as
waste-water treatment, which
has reduced water consumption
by over 85 per cent.”
The Crofters sustainability report
highlights the company’s environmental responsibility as well as
supplier profiles and ways Crofters
gives back, clearly demonstrating
values that align with conscientious consumers.
“Our mission has always been,
and remains, to provide consumers
with high-quality, organic foods
at an affordable price,” says
Dan Latka, director of
Latka. “It is our firm belief that
sales and marketing,
for organic agriculture to make a
Crofters
difference on our planet, it needs
to be affordable to the masses, which is why we are
proud to be one of the most competitively priced organic
spreads on the market.”
Unlike traditional jams, jellies, and preserves, which all
contain upwards of 65 per cent sugar per serving,
Crofters fruit spreads are a lower sugar alternative,
containing about 33 per cent less sugar than standard
jams and jellies.
“This, in addition to being organic and non-GMO project
verified, makes our products highly relevant with today’s
health-conscious consumer,” says Latka. “We also use our
large network of organic growers around the world to
source top-quality fruit varieties from some of the best
growing regions in the world, because we know the most
important ingredient in our products is fruit!”
Since all aspects of manufacturing take place in Parry
Sound, Crofters is a truly Canadian operation and an
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important employer, providing dozens of high-paid,
full-time positions in a rural area with a seasonal local
economy. Moreover, all of Crofters blueberries are
sourced from Northern Quebec, further supporting the
extended Canadian economy.
“Although, when walking through your typical grocery
store, you will see thousands of different items, the truth is
that the majority of these items are all made and controlled
by a small number of massive multi-national corporations,”
says Latka. “By supporting local, small-holder food producers,
you are helping to balance a hugely monopolized industry.
Small-holder businesses care for their products and their
people, and they know that one of the things they can do
better than any multi-national — is quality.”
Founded on values that resonate with shoppers and
competitively priced, Crofters is a sure bet for grocery
retailers. ●

From Hive to Home
Bee Maid Honey is high-quality, consistent, and
100 per cent Canadian
ee Maid’s story began in the 1950s, when a few
innovative beekeepers had a dream to form an
organization allowing them to sell their high-quality Canadian honey throughout the world.
“Today, over 300 Western Canadian beekeepers own
Bee Maid, and those beekeepers currently harvest more
than 30 per cent of all the honey produced in Canada,”
says Shannon Bowden, senior brand and communications
manager at Bee Maid. “We are solely owned by Canadian
beekeepers and, as far as we know, no other honey
company in Canada is a cooperative like ours.”
Bee Maid packs only member-produced, 100-per-cent
Canadian honey into every BeeMaid bottle. The heart of
Bee Maid is its iconic brand, with each domestic bottle
proudly featuring the faces of their owner beekeepers.
A unique fact: Bee Maid makes its own bottles in its own
blow-mold facility, allowing for customized packaging
and reducing environmental impact.
“That means a smaller carbon footprint as one truckload of preforms is the equivalent of 14 truckloads of
empty bottles,” says Bowden.
Available as pasteurized liquid and creamed, unpasteurized liquid and creamed, raw, and premium clover,
Bee Maid is designated CFIA, SQF, HACCP, and True
Source Certified.
“We are also able to completely trace our honey from
our hives to each bottle produced — hive to home,” says
Bowden.
As a cooperative, Bee Maid strives to work with Canadian
companies in the areas where members live and is
uniquely positioned to capture the local movement.
“When a consumer buys from Bee Maid, they are
supporting our 325-plus beekeepers, supporting the
employees who work at our packing plants in Spruce
Grove and Winnipeg, and supporting all the Canadian
suppliers and other businesses we engage to help us
produce and sell our products,” says Bowden. “Further,
our beekeepers are located in the prairie provinces, so
supporting local spans many Canadian communities.”
Bowden says many grocers choose to call out “Canadian Made” or “Made in Western Canada” in store, on
websites, and in flyers so consumers know they are

B
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Shannon Bowden, senior brand and communications
manager, Bee Maid
making a local choice.
“Consumers appreciate when retailers help them
make local choices,” she adds.
In the honey industry, it’s never been more important
to buy Canadian. Foreign honey and lower priced blends
of Canadian honey with cheaper, offshore imports have
been making inroads on shelf space in local retailers.
Further, the Canada Number 1 rating often confuses
consumers into thinking the product is Canadian.
“The only way to be completely sure is to look for ‘100
per cent Canadian’ or ‘Product of Canada’ statements on
the label.”
When people buy 100 per cent Canadian honey, they
are receiving a product that meets or exceeds the
highest food safety standards, reduces carbon footprint,
and makes a meaningful contribution to responsible
greenbelt development by keeping farmland viable.
“It has been stated that every dollar spent on locally
grown and made-in-Canada products puts 2.6 times as
much money back into the local economy,” says Bowden
And grocery retailers are part of that local economy. ●

Leaders in
Healthy Snacking
Wise Bites has been at the forefront of the plant-based trend
since before it was a trend
hen Cathline James and her team launched
Wise Bites eight years ago, their idea was ahead
of what has become a massive trend.
“When we started Wise Bites, people were talking
about gluten-free products; however, hardly anyone had
vegan products on their radar,” says James, who is CEO
and founder of Wise Bites. “We laugh sometimes when
we think about the fact that we were vegan before it
became popular to be vegan.”
Wise Bites made their plant-based product line of
healthy baked goods — smart snacks, cookies, cookie bars,
and muffins — because they believe it is the future. Wise
Bites products are certified vegan, gluten-free, nut-free,
non-GMO, and kosher. And every product is made with
increased protein, fibre, and minerals, free from the top 11
allergens, and made in a dedicated allergen-free facility.
“While our products are safe for those with the 11 most
common allergies and sensitivities, our made-over versions
of classics, like the chocolate-chip cookie, are designed to
help everyone satisfy their cravings for a snack without
negatively impacting their health,” says James.
Giving everyone healthy snack choices has been the
goal from the beginning.
“In some small way, we hope we can inspire people to
think about what they are eating, how it affects their
health today and tomorrow and to understand the wisdom
of eating wisely, one Wise Bite at a time,” she says.
In the years since Wise Bites launched, the plantbased trend has taken off and indications are that it
has marked a change in eating habits. But being ahead
of trends and peeking into the future is what James
does. An entrepreneur with exceptional experience in
a range of areas, including senior management,
supply chain and inventory control, and creating
innovation process to
streamline internal operations, she has started
five unique businesses
and operated them successfully.

W
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Cathline James, CEO and founder, Wise Bites
Since the pandemic started, Wise Bites has produced
every day.
“In the beginning, the crew was small due to fear
among staff members back in March; however, we have
not missed a day of production,” says James.
She encourages local retailers to promote the buying
local movement — and, of course, to carry Wise Bites.
“As a local supplier, we are keen to support our local
retailers, and we work hard to ensure our products are
not just on their shelves, but in the grocery carts of their
customers,” she says.
“Grocers around the world learned one especially
important universal lesson during COVID-19 — that they
better figure out how to have food supply security in
their own country,” says James. “There will be more
pandemics to come, and this one has taught us the
importance of being able to work towards keeping our
grocery shelves full by having local suppliers making
products with local ingredients wherever possible.”
Wise words, and because we aren’t yet out of the woods
with COVID-19, it’s wisdom you can use right now. ●

Home-baked Taste for
the Local Market
Calgary Italian Bakery Ltd. has been bringing the community
together with better bread made from simple ingredients
for almost 60 years
algary Italian Bakery Ltd. is a family owned and
operated business that was founded in 1962 by
Luigi and Myrl Bontorin. In the early days, Italian
immigrant Luigi, who immigrated from Italy in 1954,
baked at night and delivered during the day, while his
wife Myrl, a native of Calgary, took care of the accounting.
Luigi and Myrl believed Calgarians deserved better bread,
made with love and ingredients you could pronounce.
Luigi and Myrl’s sons, David and Louis, are now the
owners and they continue to run the business with the
same founding principles instilled by their parents
Calgary Italian Bakery employs about 70 people and
produces a variety of breads, buns, muffins, and pastries.
They make a variety of specialty breads and buns with a
focus on Italian style. This includes their seasonal offering
of Panettone at Christmas. They also have their Famiglia
line, a tribute to the late Luigi and his passion for simple,
local ingredients. They are currently working on a line of
healthy choices with an organic, non-GMO focus.
The focus at Calgary Italian Bakery has always been on
making simple products with home-baked taste while
supporting the local community that enjoys those products.
“When working with perishables, you want something
local because it does not lose its shelf life,” says Louis
Bontorin. “All ingredients and packaging are sourced
locally — packaging is produced in Calgary, with majority
of ingredients from Calgary-based companies.”
Purchasing decisions for ingredients follow a priority
order: Calgary first, then Alberta, then Canada. Flour
is sourced in southern Alberta and yeast is from
Fleischmann’s, a Calgary
company. Money is earned
and spent in Calgary and
southern Alberta.
Products are delivered
daily to the Calgary marketplace by their fleet of trucks
and are available at Costco,
Calgary Coop, and some
Sobeys locations. Several
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Louis Bontorin, co-owner, Calgary Italian Bakery Ltd.
items are available at WalMart Super Centres throughout Western Canada. Foodservice distribution beyond
the reach of their fleet is available through GFS, SYSCO,
and Pratts.
“Supporting local is rebuilding our country — Calgarians
first, Albertans, Canadians,” says Louis.
And supporting small business is a big part of rebuilding
Canada. Bontorin references Statistics Canada figures
from December 2017: the Canadian economy totalled
1.18 million employer businesses and, of these, 1.15 million
— 97.9 per cent — were small businesses.
“These small businesses have their life savings tied to
the business and are barely hanging on. That little
corner store grocery or coffee shop is likely being
manned by the owner and the ‘thank you’ he or she
gives you is heartfelt,” says Bontorin. “We are a small local
bakery, started by a local family dating back to the turn of
the century and an immigrant who landed in Calgary
with a few dollars in his pocket. We employ 70 Calgarians
and that helps to support them and their families.”
Supporting local can mean the difference for a small
business owner being able to keep the lights on.
“Now more than ever, supporting local is essential to
our economic recovery,” he says.
Economic recovery is definitely in everyone’s best
interest. ●

Famiglia breads are a tribute to the late Luigi Bontorin and his passion for simple, local ingredients that create a
nutritious bread to be shared with family and friends. Calgary Italian Bakery was formed by Luigi and Myrl Bontorin in
1962 when much of downtown was less than six stories high and deals were forged by the shake of a hand. It was born
with the belief that Calgarians deserved better bread, made with love, with ingredients you could pronounce.
Today, the Bontorin brothers, David and Louis, run the business with the same founding principles instilled by their
father to feed the communities of Calgary with simple bread that brings
people together, the way Luigi intended.

Getting the
Message Out
Tell your customers the
majority of eggs in grocery
stores are Canadian

he BC Egg Marketing Board, or BC Egg, started just
over 50 years ago when farmers decided to put an
end to the cyclical nature of egg sales and pricing.
The result was supply management, which nets a steady
income for farmers and stable prices for consumers.
Today, BC Egg is responsible for regulating egg farms in
British Columbia.
“We ensure they are producing the correct number of
eggs for their licence and are following all programs,
including food safety and animal welfare, and we market
eggs to the general public,” says Amanda Brittain,
director of communications and marketing for BC Egg.
“We receive no funding from the government — instead,
we are funded by the farmers.”
Supply management – and therefore BC Egg – is uniquely
Canadian. It ensures local farms are sustainable and can
continue to supply the people of B.C. with local eggs.
“Some of our farms are third generation, but we also
offer a number of ways for interested people to get into
egg farming,” says Brittain. “All 144 egg farms in B.C. are
family owned and operated, and our average flock size is
just under 23,000 hens.”
Compare that to the flock size in big egg-producing
American states, like Iowa: well over one million hens
— per flock.
“Smaller farms allow the farmer to pay close attention
to the health and welfare of the flock,” she says. “The
result is high-quality, fresh, delicious eggs.”
Supporting the local egg farmers in Canada is actually
quite simple — tell people their eggs are Canadian.
“Not everyone knows that the vast majority of eggs
in grocery stores come from B.C.,” says Brittain. “If

Your customers want to know the difference between the cartons.
Do your customers know the difference
between free run, free range, organic and
conventional eggs? The cartons don’t always
tell your customers what they want to know.

T
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What are the egg choices in BC?
BC Egg can help by providing custom designed,
educational materials such as:
• shelf talkers and labels • infographics for
digital signage or
• bag stuffers
for your website.
• flier ads

CONVENTIONAL
ORGANIC
FREE-RUN
FREE-RANGE

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

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

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

Hens have access to the enti

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

Amanda Brittain, director of communications and marketing for BC Egg.
the eggs aren’t from B.C., they are likely from another
Canadian province with the same high standards.”
Canadian egg farmers follow important protocols and
standards to ensure their eggs are produced according to
some of the highest standards in the world. The egg industry
enjoys a reputation for producing a choice of nutritious,
wholesome, and safe eggs for Canadian families.
Simple signage on the egg case highlights the fact
that the eggs are all from B.C. or from another Canadian
province. BC Egg will even work with grocery retailers to
have farmers in stores on special occasions to promote
the local message. It’s an important message at any
time, but one people may be especially willing to listen to
these days, when there is increased awareness of our
economy and the influences that affect it.
“The economic impact of agriculture in B.C. and in
Canada is huge,” says Brittain. “Supporting local also
means supporting local families and local communities.
B.C.’s egg farmers are often strong supporters of
their communities. Not only do they hire local people,
they offer financial support to community groups and
speak to students in schools, Scouts and Guides, and
other groups.”
Farmers are part of our community, and that’s a
message well worth passing on to customers. ●

FOR MORE INFORMATION CONTACT

Amanda Brittain, Director Communications and Marketing
amandab@bcegg.com
604 854 4498
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Old-fashioned
Goodness for 51 Years
Ingredient integrity and flavour profile make Foothills Creamery’s
butter and ice cream a delicious win for retail
oothills Creamery has been using old-fashioned,
barrel-churned techniques since 1969. The company
started out as butter manufacturer, sourcing local
cream from Canadian dairy farms. After expanding the
business to ice cream production in 1986, it became
apparent that more warehouse space was needed.
Foothills Creamery decided to expand warehousing to
Edmonton in 1995 and Kelowna in 1999.
“We have remained a local producer of high-quality
dairy products ever since, sourcing local ingredients
whenever we can and proudly using the traditional
barrel-churning process,” says Cathy Sanders, president
of Foothills Creamery Ltd.
To meet the growing consumer demand for variety,
Foothills Creamery is always churning out new ice
cream, sorbet and sherbet at its facility in Calgary.
“We have a selection of over 80 flavours along with
dairy alternative options like our coconut frozen
dessert,” she says.
Foothills Creamery butter is specially churned using only
the freshest, Canadian-sourced cream to produce a
smooth texture and exceptional taste. Foothills butter is
available for retail in various flavours, including old-fashioned, lightly salted, sea salt, unsalted, garlic, whipped, and
a spreadable butter-margarine blend. Each butter product
is attractively packaged in a distinctive foil wrap, while the
whipped butter is packaged in a recyclable container.
Promoting Foothills Creamery products in grocery
retail starts by highlighting that Foothills Creamery has
been making quality ice cream and butter the old-fashioned way for 51 years. Sanders points out that purchasing Foothills Creamery ice cream and butter ensures
money stays close to home.
“Purchasing local helps to create local jobs in the food
and manufacturing industry,” she says.
Moreover, customers can take comfort in knowing
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Cathy Sanders, president, Foothills Creamery Ltd.
where their food is coming from — an ongoing consumer
expectation.
“These products do not travel far and are made right
here in Calgary,” says Sanders.
The ingredients that go into Foothills Creamery products don’t travel far either. Locally-owned businesses like
Foothills Creamery take pride in sourcing out fresh, local
ingredients whenever possible.
“Our small-batch, barrel-churned products are made
with locally-sourced cream to guarantee the highest
quality,” says Sanders. “Local matters, and we always want
to do our part in supporting the buy local movement.”
Now more than ever is a time to support local businesses within our community.
“The pandemic crisis has shown us that food manufacturers, ingredient suppliers, and retailers are essential
services,” she says. “Locally-sourced ingredients did not
experience supply chain disruptions.”
Sanders adds that innovation is vital if they are going to
continue to produce dairy products for the Western market.
“We use traditional methods to manufacture butter
and ice cream, focusing on maintaining ingredient
integrity and flavour profile,” she says.
“Foothills has been manufacturing Canadian food
products for 51 years, and we are looking forward to
another 51 more.”
Maintaining the local supply chain by scooping local
ice cream — that’s a sweet selling point. ●

PACKAGING
By Ronda Payne

Giving Consumers
What They Trust
Chicken Farmers of Canada makes it easy to meet
the demand for Canadian chicken

hicken Farmers of Canada is an association that
was created more than 40 years ago with a mandate to ensure Canadian farmers produce enough
fresh, safe, high-quality chicken to meet Canada’s needs.
Beyond the nutrition, versatility, and quality that Canadian
chicken is renowned for, a high level of consumer trust has
been established and continues to grow due to the Raised
by a Canadian Farmer brand. That brand represents three
key pillars, the first of which is food safety.
“Our farmers adhere to a strict mandatory On-Farm
Food Safety Program, a national standard that has
received federal, provincial, and territorial government
recognition and full recognition by the Canadian Food
Inspection Agency,” says Lisa Bishop-Spencer, director of
brand and communications for Chicken Farmers of Canada.
Animal care, the second pillar, commits farmers to
adhering to a strict, mandatory, auditable Animal Care

C

Program to ensure high animal-care standards are being
upheld on Canadian chicken farms across the country.
“It is also third-party audited by NSF International, an
internationally recognized, third-party certification
body, accredited by the American National Standards
Institute to ISO 17065,” says Bishop-Spencer.
The third pillar is sustainability, a critical consideration
at any time, but especially during times of economic
uncertainty and when concern for the environment and
the future is at an all-time high.
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“Farmers are committed to sustainability through
innovation, by preserving the health of the land, providing
value to Canada’s economy, and making affordable food
for Canadians,” says Bishop-Spencer.
And Canadians want to buy Canadian meat. For over 20
years, Chicken Farmers of Canada has been conducting
comprehensive consumer research. In the last 10 years
or so, they have noticed a strong uptick in the desire for
Canadians to know that the chicken they’re buying is
Canadian.
“Over 93 per cent of Canadians are actively looking
for Canadian meat, especially in this challenging time,”
says Bishop-Spencer.
Moreover, Canadians want the assurance that the
meat they are consuming is Canadian to come from the
farmers, versus the individual companies.
“That’s why we created the Raised by a Canadian
Farmer logo,” she says.
Chicken Farmers of Canada have made it easy for
grocery retailers to meet this consumer demand.
“The Raised by a Canadian Farmer logo is available to all
retailers who are committed to delivering on consumer
expectations for Canadian products,” says BishopSpenser. “By using the logo on labels, shelf talkers,
dividers, and signage, retailers can demonstrate their
support for Canadian farmers and their commitment to
bringing consumers what they want.”
“It’s complemented by a robust traditional and digital
marketing strategy and now has a 42 per cent awareness rating,” she says. “Consumers are actively looking
for the logo. We believe that it’s important to meet
consumer demands.”
For grocery retailers, the Raised by a Canadian
Farmer program is a win-win situation: you’re meeting
consumer demand and supporting Canadian farmers
and the economy. ●

tanding in grocery aisles, consumers are looking carefully at packages they are considering dropping in
their baskets. They might be reading ingredients or
assessing the calories or, they might be looking at the packaging itself to determine if it is compostable, recyclable or
made sustainably. Sustainability is hard to peg down as it
means different things to each individual or company. The
common ground though is that working towards sustainability means finding ways to reduce environmental footprints.
The move to sustainable options begins with understanding
needs, according to Saloni Doshi, CEO and head of
sustainability with EcoEnclose, specialists in earth-friendly
shipping materials, displays, wraps and more.
“The first step is to identify their functional needs from
packaging,” she says. “What kind of moisture barriers and
air flow restrictions are needed, what kind of equipment
does a processor have and what materials does it require,
what kind of printing is done on the packaging, etc.”
In addition to identifying needs, it’s important to lay out
a “framework” of what sustainability means to an
organization. It may mean using only recyclable materials,
or 50 per cent post-consumer waste materials or another
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parameter to define how packaging options will be assessed
and decided on. Once the framework and priorities are
defined, Doshi says it’s time to start searching and testing
to find the materials that fit the bill.
Dawn MacDonald, research & development manager with
Emmerson Packaging also identifies understanding needs is
the first step. “Understanding barrier requirements, as this
can dictate the options available,” she says.
Achieving packaging sustainability is often a journey
rather than a destination however. All steps towards
sustainability improve a company’s footprint but there is a
need to understand the start point.
“Becoming more sustainable depends on where they are
now,” says MacDonald. “In some cases, making the package
smaller and thinner will have the biggest impact on the life
cycle analysis. If the package is already right sized, you can
look at moving to recyclable or incorporating PCR [postconsumer resin] into the existing packaging structure.”
Emmerson Packaging offers a number of sustainable packaging
options created to meet customers’ specific needs. With recyclable
and biodegradable options, the flexible packaging choices are
diverse with more being developed regularly.
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“The best sustainable option for your brand is one that is
thoroughly tailored to your product’s unique needs and your
own sustainability goals,” MacDonald says.
Sustainability is more than a buzz word to draw customers
in, though there are more than a few cases of “greenwashing” in
the market. Now, transparency is key.
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“We encourage companies to look closely at the seemingly
small, but often very important things to ensure their choices
are actually sustainable and what they are saying to their customers
is accurate,” Doshi says. “Black plastic will often have that
telltale recyclable sign on it, but in fact, most MRFs, facilities
that sort curbside recyclables, don’t accept black plastic.”
Some innovative companies like Perrier aren’t accepting the
status quo. In January, the company launched The Next Packaging
Movement, an incubator of sorts where Perrier will fund
developments in beverage packaging from source to end-of-life
for three selected projects. The project is designed to move
packaging beyond 100 per cent recycled and recyclable to reimagine
packaging with positive environmental and social outcomes.
Packaging also includes labels and while there are still challenges
with silicon-based layers in some labels, advancements are
underway according to Larry Chartrand, general manager with
Labels Unlimited.
“Our suppliers are working on the issue,” he explains. “In
the meantime, the first layer, face-stocks, and the second layer,
adhesives, have come along much further with numerous options
that can be recyclable.”
It is primarily consumers looking for more sustainability in
all aspects of the products they purchase that are driving companies
to increase packaging sustainability. Chartrand notes his customers
are asking more questions about recyclability of paper and plastic
labels and adhesives.
“Packaging containers have become more environmentally
friendly and recyclable, so naturally they want to inform endusers that the entire package can be disposed of into recycling
blue bins,” he says.
The challenge is ensuring the entire package is recyclable
and/or compostable and consumers know what to do with it
says Doshi.
“Plastic packaging with full coverage wraps around it can be
really tricky for recyclers and in many cases a consumer has to
cut off the wrap in order to recycle the package,” she says.
“Which most consumers wouldn’t do.”
She explains that multi-layered packaging
for items like chips and energy bars can
be problematic. “This type of recycling
process needs to be clear and potentially
incentivized on the packaging itself,” she
says. “Cliff Bar does a great job with this.”
Consumers want to know the companies
they choose to buy from are being
environmentally responsible at all stages
of the supply chain, says MacDonald.
“Consumers are increasingly concerned
with the impact they’re making on the
environment and increasingly aware of the
difference between greenwashed products
and true sustainability,” she says.
Companies must consider sustainability
in their product development process or
risk being shunned by consumers who
demand more earth-friendly options.
Sustainability isn’t a simple concept,
but it is an essential one in today’s
marketplace. ●

New Horizons
for Dairy

DAIRY REVIEW
By Frank Yeo
photo courtesy shutterstock.com

Dairy is big business in Canada! For 2019, dairy manufacturing shipments
totaled $14.8 billion. Dairy retail prices grew by 1.4 per cent in 2019 compared
to 6.3 per cent for beef, 0.7 per cent for pork, 4.5 per cent for chicken and
3.3 per cent for eggs. But the industry is also changing.
According to Statista, the consumption
of milk has gradually declined in Canada
in recent years – in 2018, consumption
hit a new low of around 65.9 litres per
capita. This is a decrease of almost 20
litres per capita since 2004. Research firm
Mintel says 20 per cent of US millennials
claim they are eating less dairy to stay
healthy.
The last 35 years have seen lower-fat
milks and dairy products substituted for
higher-fat milks and dairy products, which
may indicate that consumers are choosing
perceived healthier options.
Alternatively, milk substitutes have
risen consistently over the past five years.
This is echoed by the decrease in processed
cheese available. In general, Canadians’
dairy choices are trending away from
traditional milk and processed or highfat products towards lower fat dairy
sources and dairy alternatives.
The decrease in ice cream may be a result
of a more health-conscious population
or of the replacement of ice cream
with “frozen desserts” many made from
frozen yogurt.
Some of the decrease in ice cream may
also reflect the increase in ice milk available
for consumption.
A bright spot has been yogurt. During
the same period, yogurt available for
consumption increased from 1.6 litres per
person to 10.9 litres per person. One
reason for this is the perceived health
benefits of eating yogurt.
With the aging global population,
yogurt producers have been developing
functional attributes that address agerelated health issues. Mintel has identified
a few benefits that brands are already
innovating around:
• DIGESTIVE HEALTH
• ENHANCED IMMUNITY
• IMPROVED SLEEP

By using lactase enzymes to reduce sugar
and adding other health benefits like fibre
and protein, yogurt producers are attracting
more consumption from millennials.
The consumer interest in improved gut
health has spread over into dairy drinks,
a fast-growing segment of the dairy
market. Mintel identifies three trends that
could be especially promising:
• Tapping into demand for guthealth innovation by promoting
probiotics and other functional
gut-health ingredients – fermented
dairy drinks, especially.
• Targeting consumer groups who
typically do not drink as much milk,
such as millennials, who seek out
exciting flavours and drink products
that provide an experience.
• Adding features that justify a premium
price, helping to position dairy milk
against rising non-dairy drinks.

Lactose reduced or lactose free milk is
also growing in significance with recent
innovations that have made it even easier
to use high-quality lactase to achieve great
tasting, low-lactose milk.
Cheese has also been performing well.
Cheddar cheese availability has increased
149 per cent from 1.3 kilograms of cheese
per person in 1960 to 3.2 kilograms in
2015. Canadian consumers have also
expanded their palate for more refined
cheeses. Variety cheeses have increased
steadily since 1960 from 0.6 kilograms per
person to level off from 6 to 7.1 kilograms
per person between 1997 and 2015.
The only exception is processed
cheeses which have declined from a high
of 3.1 kilograms per person in 1990 to a
low of 1.57 kilograms per person in 2015.
This may also reflect a more healthconscious population or an aversion to
processed foods. ●
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ASIAN FOODS

By Karen Barr

A

sian food has always been at the top of ethnic foods
consumed by Canadians. It reaches across several
categories, and Nielsen estimates that sauces, noodles, and soups, along with a variety of other segments are
approximately $518,870,400 and growing 9.54 per cent as of
the 52 weeks leading up to March 2020.
“Three main factors drive growth in international foods:
immigration, travel and food media,” says Neysa Davies,
senior marketing insights manager of Tree of Life.
According to a 2016 Statistic’s Canada report one half of
the foreign-born residents who live in Canada were born in
Asia. Between 2006 – 2011, out of all the immigrants that
arrived in Canada, 13 per cent were from the Philippines and
10.5 per cent were from China. These consumers are looking
to recreate the foods they once enjoyed while others have
seen the world of travel and cultural food experiences expand.
Davies says COVID-19 has brought some changes. “Travel
has slowed dramatically. We are going to see consumer interest in
global inspiration become the catalyst for category growth.
Ingredient accessibility and convenience will be key. People are
moving away from dining out. We are seeing consumers not only
pantry load but experimenting with new flavours and recipes.”
“We offer Asian ingredients, and also have Thai pastes, kits and stir
fry sauces that enable our consumers to pull together an authentic
meal, like our Broccoli Beef Stir Fry Sauce, General Tao Chicken
Sauce or 3 Step Pad Thai,” says Aditi Burman, from
photo courtesy shutterstock.com

WWW.WESTERNGROCER.COM 45

STORE PROFILE

Asian Products in Conventional Stores
The first Chinatown in Canada started
in Victoria, on beautiful Vancouver
Island, British Columbia, back in 1858.
Some Chinese prospectors, who were
looking for wealth in the California Gold
Rush of 1849, decided to move north to
Canada. Not surprisingly, Country Grocer,
a chain of seven grocery stores on the
island, have always been well stocked
on Asian food.
“Within the store location there is a
dedicated 12-foot section for Asian
foods,” says Brock Wise, grocery manager at the Royal Oak location, in Victoria.” Here customers will find rice noodles, sauces, water chestnuts, coconut
milk, wontons, toasted sesame seeds,
Chinese 5 spice and more.”

Wise points to ready made
prepared foods as a top seller.

AB World Foods, about their Blue
Dragon line. The company developed
new packaging in the spring. “This has
really improved shelf stand-out, appetite
appeal and on-pack communication of
our product quality.”
After moving from Canada to Thailand
with his Thai born wife and business partner
Salima Gilani, Alykan Jadavji, founder of
Palettes Foods, a large distributor of Thai
products, enrolled in cooking classes at
Blue Elephant, the restaurant owned by
Master Chef Noorar Somany.
“When we moved back to Canada, in
2018, we brought back a huge suitcase
full of Thai ingredients. Our friends kept
asking for more.” That is how Palettes
Foods was conceived. The business set
up at a local farmers market, selling Blue
Elephant Royal Thai Cuisine products,
all handmade in Thailand using Somany’s
recipes and local ingredients. Today, their
product line is in over 50 retail locations
across Canada.
“The sauces are so easy to use. Just
add water and protein,” says Jadavji. The
curries are coconut milk based. Green

Wise points to ready-made prepared
foods as a top seller. “For my family, I
might buy a frozen sweet and sour pork,
Brock Wise, grocery manager,
and add to this by making my own rice
Country Grocer – Royal Oak
and vegetables.” He says frozen wonton
soups fly out of the freezer, as do other
products that are more complicated to
make from scratch. For shelf stable products there are
always meal kits that provide rice or noodles, with a sauce.
Then there are fresh-prepared hot meals at HMR. “It
“For Chinese New Year be sure to include this year’s zodiac
might be a honey garlic pork, or ginger beef, with rice and
animal, the Ox, in your display along with any brand POS
vegetables. These meals are popular with office workers
material. Even the addition of red envelopes are symbols and
for lunch.”
reminders of the holiday and lend to the overall visual display,”
As for increasing sales of Asian foods, during COVID-19,
says Neysa Davies at Tree of Life.
Wise says “I just keep the shelves full.”
For Chinese New Year, vendors bring in colourful decorations, banners, and posters to support the event. For the store it is all about crossand red curry can be used for beef, fish,
merchandising. “The produce section will make a big display of Asian vegetables.
or seafood, while the yellow curry is best
Then grocery will build a display around that with sauces and other Asian ingredifor chicken.
ents. We usually focus on one brand at a time.”
Wise grocers who keep their stores
Country Grocer is one example of how grocers can meet customer demands for
Asian food. By offering the option to cook from scratch or purchase prepared foods,
filled with Asian ingredients and foods
and while cross-merchandising and celebrating Chinese New Year, this retailer has
will be rewarded with happy customers
proven to be successful.
and increased sales. ●

Chinese New Year Tips
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PRODUCT SHOWCASE
Blue Dragon Favourites
“We are seeing substantial growth in
every segment, particularly in Thai
pastes and Asian ingredients,” says
Gail Castillo, at AB World Foods.
“Our top-selling and fastest-growing
Blue Dragon items include Sesame Oil,
Thai Red Paste and Hoisin Sauce.”

Keeping it Gluten Free
Kikkoman Gluten Free Hoisin Sauce
is now gluten free. Made with
pureed plums, miso and soy sauce,
customers can take the restaurant
experience home. Use as a brush-on
basting sauce for meat, poultry,
seafood, or vegetables. Try adding it to a
stir fry. Available through Tree of Life.

Soups Made Simple
Blue Elephant Royal Thai Cuisine
has just lunched two quick to
prepare soups. Tom Kha is a
coconut infused soup packed with
Thai herbs, Think: lemongrass stalks,
galangal and kafir lime leaves.
Tom Yam is lighter broth with shallots, galangal and kafir
lime leaves.
Available through Palette Foods.

Put the Tea Pot On
Vanessa Chartrand, marketing
strategist at Four O’clock Tea, in
the Greater Montreal area, in
Quebec, reminds grocers not to
forget the tea, when merchandising.
“I would suggest cross-merchandising
tea with Asian snack foods and sushi.”
Favourite green teas include the company’s
Sencha Matcha, Coconut Ginger or Jasmine.
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FAIR TRADE
By Mike Yeo

A CONSCIOUS CHOICE
FOR A BETTER WORLD
THE FAIR TRADE MOVEMENT IN CANADA
air trade is a worldwide movement consisting of a diverse network of producers,
companies, consumers, advocates, and organizations putting people and the
planet first. It is rooted in the simple idea that the products bought and sold
every day are connected to the livelihoods and well-being of the people that produce
them. Choosing fair trade products, when available, is an easy way to make a conscious
choice for a better world.
According to John Marron, director of commercial relations at Fairtrade Canada,
“A large part of our work at Fairtrade Canada is to increase the awareness of Fairtrade
with consumers. We have a number of highly successful programs that are focused on
education and awareness. These include 27 designated Fair Trade Towns and cities,
and 26 Fair Trade Schools. Sustainability is a real priority at Canadian campuses and
there are already 40 designated Fair Trade Campus locations from coast to coast. The
fact that more and more university and campus locations are engaged and support fair
trade is of real interest as these students are the next generation of grocery shoppers
John Marron, director of commercial
and make up this key demographic that retailers want to attract.”
relations, Fairtrade Canada
Canada has seen massive growth in the last year for Fairtrade certified products as
Canadian consumers are choosing more sustainably and ethically-sourced products than ever before. This growing
consumer demand is encouraging more companies and retailers to expand their fair trade offering.
A recent Leger study (August 2020) of Canadian shoppers shows 90 per cent of respondents are now aware of fair
trade, and 80 per cent agree that fair prices for small farmers is an important cause to support. The survey also found
that 54 per cent of shoppers are likely to buy a product that carries the Fairtrade logo in the future.
When shoppers were asked about which fair trade products they would most likely consider buying in the future,
the top three items mentioned were coffee (85 per cent) chocolate (72 per cent) and bananas (54 per cent).

F
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Discovery Organics make a point of visiting the farms they source from
to see where the food comes from and how they operate.

The Leger data shows that the key shopper segment for Fairtrade
products is primarily a younger audience, a high proportion in the
18-37 age bracket , with nearly 70 per cent of this demographic having
purchased a fair trade product in the last three months, and their
weekly basket spend is higher than the average shopper.
Recently, with the elimination of single use plastic bags at store
level we have seen an upsurge in retail interest for reusable fair
trade cotton grocery bags. There are now more than 150 companies
in Canada that are selling Fairtrade certified products-everything
from coffee, chocolate, tea, spices, nuts, sugar, flowers, ice-cream.
“In Western Canada there has been consistently strong support
from a number of key retailers — Choices Markets in Vancouver
has been a long-term champion for example, as well as Federated
Coop stores and many others.
Most recently Longo’s Market in GTA have really become a
champion of Fairtrade, with a full conversion of all of their

organic bananas to Fairtrade earlier this year, with fantastic
results. All of the key consumer touch points were considered;
merchandising and store displays, flyer advertising and store
magazine features, online shopping platform as well as ensuring
that their store teams were fully briefed. All with the full support
of their Fairtrade vendor, Equifruit,” said Marron.
Fairtrade Canada annually celebrates Fairtrade Month in May
which is a key date for the retail calendar. This is a fantastic
opportunity for retailers to participate and to highlight themselves
as a destination for fair trade products in their local community
and to drive sales of their Fairtrade lineup.
One company doing great things for fair trade in Canada is
Discovery Organics. Discovery Organics is a certified organic
and certified Fairtrade wholesaler/distributor based in Vancouver.
“On a yearly basis we probably source from around 150
different certified organic farms from locations all over the
Western Hemisphere. We make it a point to visit all farms that
we buy from so we can see where our food comes from and
how the farms operate. Sourcing from key partners in our shared
food systems allows us to have the confidence to say to our
customer base that we truly know where our food is coming
from,” said Stefan Misse, president of Discovery Organics.
Crisp Organics in Chilliwack BC started as a small operation
selling solely to farmers markets. Through collaboration and
planning with Discovery Organics, they have managed together
to help expand their family farm to be able to scale up and
service the organic wholesale market for all Western Canada.
“We have worked (exclusively servicing Western Canada) with
the Martinez family farm in Watsonville, CA for 15 years and
through our direct business we are able to insure they get paid a
fair price for their strawberries (and other produce) on a yearly
basis. This has allowed their business to remain competitive and
grow sustainably year over year and our long-standing business
relationship has thrived and grown together. We have tried together
to remove some of the commodification that happens in the
produce world to avoid the “race to the bottom” that often happens
with pricing on fresh volatile fruit. Partnerships with select retailers
in Western Canada has allowed us to make sure that the farm

Crisp Organics have been able to scale up and services the organic
wholesale market for all of Western Canada.

receives a fair price for their strawberries.” said Misse.
Coffee is by far the biggest Fairtrade commodity in Canada.
In fact, Canada is now the 3rd largest market for Fairtrade coffee
globally. Fairtrade coffee continues to outpace the total coffee
market, with Canadian consumers purchasing +18 per cent more
in volume terms in 2019 versus prior year.
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Van Houtte’s Signature Collection of coffee has been partnering
with Montaña Verde, a cooperative of coffee producers from
the San Luis Planes in Honduras for over 20 years now. The
mission of Van Houtte’s Signature Collection is to offer Canadians
a varied choice of rich, flavourful and Fairtrade-certified coffees.
A choice that will also have a positive and sustainable impact on
those coffee communities.
As part of those efforts, Van Houtte supported the community
to form the Montaña Verde cooperative and obtain their Fairtrade
certification. Fairtrade supports these farmers to achieve social
and environmental standards, ensures a minimum price for their
coffee and provides a community development fund that
empowers the community to tackle their greatest needs.
Level Ground Trading out of Victoria, BC does a big part for
the fair trade movement when it comes to coffee, and the sourcing
of their beans.

Level Ground Trading launched a new 300 gram package size early this year.

According to Stacey Toews, co-founder at Level Ground, “This
year alone, we had more than 5,000 small scale farmers from
seven different nations, producing the coffee for our customers!
In Peru, the Pangoa Coop from which we source, has 70
members which are Nomatsiguenga First Nation families. Our
trade this year sourced three containers (120,000 lbs) of beans
from these 70 families. The social impact of the trade funds the
bilingual elementary school (Spanish + Nomatsiguenga) which
their ~100 children attend.
In D.R. Congo we sourced five containers of coffee (200,000 lbs)
and the social impact of our trade in that region funded new areas
receiving organic certification and heath vaccinations for many.
In Colombia, this year we sourced five containers of coffee
(200,000 lbs) and the social impact of our trade-funded schooling
for 600 elementary age school children — many of whom are
Venezuelan refugees.”
Early in 2020 Level Ground Trading launched a new 300gram package size, which according to Toews, “Has been difficult
to implement during a pandemic, but has proven helpful to our
overall success in the grocery sector.”
The demand for fair trade and organic produce has been
strong and there is still room to grow as some of the barriers are
still maintaining consistent supply week to week on Fairtrade
certified items. Every year we see more and more farms taking
the plunge into getting certified fair trade which can only help
build the fair trade movement overall. ●
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CONVENIENT PREPARED MEATS
By Ronda Payne

Meaty Power
Packages
Convenient packaged meats are satisfying consumer demand for
flexibility, taste and a break from the costs of dining out.
COVID-19 may have caught retailers off-guard initially, but the growing consumer
demand for delicious meal options without all the prep wasn’t much of a surprise.
Now, several months into the pandemic, these initial
trends are becoming habits.
Bailey Jones, deli manager with Askew’s Foods’ Uptown
location in Salmon Arm says she feels the packaged meats
category has likely doubled in sales in the store.
According to a July 2020 survey from Acosta of USbased shoppers, 25 per cent are sick of having to cook

Freybe’s top
ham has seen
33 per cent
growth YTD.
Freybe notes
that consumers
are finding
comfort in
traditions.

more while 35 per cent have found a new passion for
cooking. It can be assumed that many U.S. cooking and
eating trends translate to Canada. This bodes well for
options like Freybe’s new shelf-stable charcuterie meats:
Dry Spanish Chorizo and Swiss Farmer Sausage as
charcuterie appeals both to those who don’t like cooking
and those who enjoy the creativity in food preparation.
Door Dash’s June 2020 survey of Americans found
that 70 per cent of respondents are spending more time
cooking and 49 per cent of respondents have bought new
kitchen items like pots and pans, baking sheets and
appliances. The majority (78 per cent) agree they want a
wider range of food options during COVID.
The ability to have a fully-cooked meal in minutes is a
driving force for new meal options.
The category of specialty deli — where many put
convenient packaged meats — is growing due to changing
consumer behaviours as well as due to new options according
to Yvonne Chan-Caguiat, director of brand marketing with
Sofina Foods Inc.
WWW.WESTERNGROCER.COM 53

STORE PROFILE

“Specialty deli is a category of
tremendous growth potential that shows
no signs of slowing down,” she says. “It
has grown more than $100 million over
the last five years; outpacing the growth
of core deli products.”
Sofina Foods Inc. is home to categoryleading deli products like San Daniele
Prosciutto and Mortadella and Mastro
Genoa Salami.
“Lives are busy, people work five days
a week,” Jones says. “They don’t want
to cook. I can see them looking for
[convenient meat options].”

Front and Centre With Convenience
The Uptown location of Askew’s Foods in Salmon Arm is ensuring customers have
what they need at their fingertips. With a cooler display positioned front and centre, it’s
easy to locate convenient meal options without having to move beyond the front-end.
Meat Manager, Karl Kreipe is seeing people embrace cooking again, whether it’s
from scratch or partially prepared products like convenient packaged meats or
value-added products.
“We’re seeing a lot more people picking up products and taking them home
and cooking for themselves and for
their families again,” he says.
Especially in a COVID world, keeping
easy-to-cook and prepared choices at
both the store’s entrance and in the
department is key to delivering a customer-centric experience and increasing sales. Both Kreipe and Deli Manager Jones, take part in creating displays
that are appealing. Jones says that
they will also incorporate produce in
the displays to create full meal ideas.
“We do have a bunker at the front of
the store where we put the prepared
Karl Kreipe, meat manager, Askew Foods –
[meat options] and Karl will put mushUptown location, Salmon Arm
rooms. It’s all right here kind of thing,”
Jones says. “There’s been a serious increase in that sort of [product].
Leaner cuts, like turkey, and higher-end items like the convenient packaged meats
have been very popular. In addition to keeping these items in the front-end bunker,
both departments have stepped up their already strong game of helping customers
find ways to achieve meal prep success. This is an important element in
this community where customers often
skew towards simple standards according to Kriepe, who says it’s very much
a “conventional cooking” rural region.
Shelf space has also increased for convenient packaged meat choices.
“We get quite a few questions about
what goes with this, what could we do
with this, kind of things,” Jones says.
“People have always been pretty comfortable asking us questions regarding
food prep and meal options.”
The key to success at this Askew’s
location is providing the products to
Bailey Jones, deli manager, Askew Foods –
make customers’ lives easier and less
Uptown location, Salmon Arm
stressful in the most convenient location and delivering meal prep and
cooking expertise for those who ask. In a meat and potatoes region, the store needs
to ensure the basics are stocked while also helping customers step out of their comfort zone when they are ready — which they have been during COVID.
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Sofina Foods Inc. provides San Daniele Prosciutto
and Mortadella and Mastro Genoa Salami.

Tim White, chief sales officer with
Golden West Food Group says the
grocery shopping and meal occasions are
evolving rapidly in this day and age,
and that the consumption of meat has
shown a marked increase, higher than
the 2018 per capita levels in Canada
which sat at 39.4 kg. Far higher than
the global level of 16.7 kg, the category
is up across retail grocery channels.
“Within the larger meat category, the
pandemic has prompted increased
consumer usage of pre-prepared meats and
entrees category,” he says. “A whole new
group of people who normally ate at
restaurants are now cooking and preparing
their meals at home. The consumer is
looking for pre-marinated, pre-cooked,
delicious and high-quality options.”
Golden West specializes in premium
meats, both fully cooked and ready to
cook that fit exactly into the consumer
demand for time-saving and convenient
‘centre of the plate’ meats. Their ‘Meat
District’ brand hamburgers come in
numerous flavours like bacon & cheese
and steakhouse that offer customers
restaurant taste at home. With bright,
bold packaging, White says Meat District
products stand out on the shelf.

Golden West’s line of category leading
barbecue that is led by its licensed brand
meats: Jack Daniel’s Pulled Pork and Jack
Daniel’s Tennessee Honey Pulled Pork are
perfect for the new ways that family meals
occasions are evolving. The sauced and ready
to heat and eat barbecue meats are also versatile
with uses in the traditional sliders as well as
for pizza toppings and nachos.
Chan-Caguiat says with the charcuterie
trend still on the rise, specialty deli items
will continue to grow in popularity both
during holiday seasons and outside of them.
This creates the opportunity for retailers
to increase promotional activity throughout
the year in addition to peak periods.

Golden West Food Group specializes in premium meats that are fully-cooked and ready to cook.

Even a basic staple, like ham, is seeing
growth. Michelle Harper, marketing director
with Freybe says the company’s top ham
has seen 33 per cent growth YTD. While
the holidays drive sales of the company’s
holiday hams and other products like
cocktail wieners, items in the category will
continue to see growth year-round as
consumers stay at home and in the kitchen.
“Consumers are finding comfort in
traditions that have helped them build years
of memories,” she says. “Connecting through
the food we share around the holidays feels
even more important this year.”

Using digital opportunities like in-store
kiosks and shopping apps will help
consumers embrace trial of new
convenient packaged meats according to
Cimolino. The company also makes use
of on-package immediate-use couponing
to appeal to customers.
The need for simpler meal preparation
can’t be underestimated. Delivering a
number of options that appeal to a store’s
demographics in convenient locations
will increase trial and develop sales as
consumers continue to engage with food
in new ways. ●

RELIABLE FOOD
PROCESSING EQUIPMENT
www.birosaw.com
VACUUM MARINATING
ENHANCES TASTE AND
ADDS VALUE
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in the bag
NutriStart’s Immune Boosting
Products - Supercharge Your
Immunity!
NutriStart Vitamin Company, based in Victoria, BC,
has been providing toptier health supplements
for over 20 years, and
they have a great group of
immune-boosting supplements that are excellent
for staying healthy during the cold/flu season:
Liposomal Vitamin C lasts up to five hours longer than a regular
vitamin C; it helps bolster your immune system against cold and flu
symptoms and is the most bio-available form of this important vitamin.
ImmuneStart is a blend of clinically proven, organically grown
mushrooms with astragalus extract. It is a scientifically researched
formula to provide extraordinary immune support.
Quick D Vitamin D liquid is an easy, cost-effective way to keep your
immune system in check. To enjoy extraordinary health, feed your
body with the sunshine vitamin. If you take only one supplement, this
should be it!
Lactospore Microflora is a unique, patented probiotic, which helps
support immune function through inhibiting pathogens and promoting
the production of lactic acid. Also available in Lactospore Supreme
at five times the strength.
For more information: nutristart.com/products/

WHAT’S NEW & IMPROVED IN THE GROCERY AISLE

Chef Bombay Launches New Look
Edmonton’s Aliya’s Foods, home of
the Chef Bombay brand, celebrated
its 20th anniversary with the launch
of new packaging. Chef Bombay’s
new packaging breathes a fresh and
unflinching vibrancy with graphic
photography to grab consumer
attention. The redesign remains
true to the family-run brand, showcasing recipes they are proud to
serve at home every day; the line
of products still represents some
of the Jiwani family’s favourite
dishes made with only high quality,
natural ingredients but better
demonstrates to consumers what
sets Chef Bombay apart in the
freezer aisle. It’s a youthful, energetic, and modern take on Indian
cuisine. “The brand refresh was important to us to communicate
our commitment to quality to our consumers and do so in an engaging and attention-grabbing way. We think the new look will attract
fresh eyes and encourage more consumers to try the products that
we’re so proud to bring to their tables,” says Khadija Jiwani, marketing and strategy, Chef Bombay.

49th Parallel Coffee Roasters Focus
on Quality and Sustainability

How Businesses Can Adapt Their
Marketing to the COVID Pandemic

New Dole Salad Kit Line Targets
Salad and Chicken Users

Unfortunately, the COVID virus is not going away
anytime soon and cleanliness in public areas is an
important part of not only personal safety but the
safety of others. Hand sanitizer stations at the front of
retail spaces are the new normal. Some retail stores
simply stack a jug of hand sanitizer at the entrance of
their store, but they could use this customer interaction
to deliver a message. While working with his existing
customers, Kelly Spence, owner of Avante Displays
came up with the idea of sanitizer stands that deliver
a video message to store customers. “Retailers face
new challenges, and as shoppers really just want to
come in and leave quickly during this pandemic,
we’re finding a particular challenge is being able
to deliver your message to people who really
just want to pick up their goods with minimal
interaction,” said Spence. “The San-AD-tizer,
as we have named it, is one way that is almost
guaranteed to reach the customer, as we’ve found
well over half the people entering a retail outlet will use
the sanitizer stations.” Using motion sensor technology, digital signage
will light up and play the stores’ video message while shoppers are
invited to use the provided hand sanitizer. These displays are an exciting
new marketing tool for retail stores and restaurants to consider.

Dole Food Company‘s new
DOLE Just Add Chicken Salad
Kits combine original Dole
dressings, chicken sauté and
seasoned finishing sauces with
DOLE lettuces and toppings
to create a true culinary
experience at home. “Dole is
leveraging its industry leadership in salad kits to create healthy new meal possibilities
for those who see cooking as an adventure and enjoy creating a flavourfirst restaurant experience in their own kitchens,” said Lisa Overman,
Dole’s director of brand marketing for North America. “The first four Just
Add Chicken offerings were directly inspired by the most popular
salad/chicken flavour pairings and restaurant menu favourites.”

For more information: www.avantekiosks.com

Small Batch Sauces from Fat Iguana
25 Years of Sustainability:
Raincoast Trading Products
now MSC Certified
All Raincoast Trading (Raincoast) canned salmon and tuna
products are now MSC (Marine Stewardship Council) certified and
eco-labelled, solidifying the company’s position as a sustainability
leader in the retail packaged seafood category and allowing consumers
to make an informed and responsible choice when shopping. “The
Raincoast brand was established 25 years ago with a goal of making

49th Parallel Coffee Roasters
was established in 2004 in
Vancouver, B.C., with a focus
on sourcing and roasting outstanding specialty grade coffee.
Through Direct Trade partnerships with farmers, they are
directly investing in quality and
sustainability at the farm level
and aspire to make every coffee sourced a mechanism for positive change in the coffee industry
and coffee communities around the globe. Their goal is to offer
a diverse coffee selection, resulting in a delicious, balanced cup,
showcasing each coffee’s unique qualities and characteristics.

Fat Iguana Hot Sauce
Company has spent the
last year developing
a line of “true” Small
Batch Sauces using
only the freshest ingredients and no artificial
preservatives or thickeners. Globally the Hot
Sauce industry has
seen huge growth as of late. Fat Iguana Hot Sauce Company is ready to
take on its share of the market whether it’s mild, medium, hot, sweet or
smoky that you’re looking for. Locally packaged in LaSalle, Manitoba.
For more information:www.fatiguanakitchen.com

Authentic Italian Flavours Ready in
Minutes with Giovanni Rana Pasta

very high quality, sustainable seafood accessible to everyone,” said
Steve Hughes, president of Raincoast and Nanaimo, B.C.-based
processor St. Jean’s Cannery & Smokehouse. “Our product line and
distribution have grown over the years, but sustainability is part of
our DNA and is always part of the conversation we have about all of
our products.” All Raincoast products can be traced back to the fishery
and boat. Raincoast tuna is individually caught from certified fisheries
on the West Coast of Canada and in the Maldives Islands. All salmons
are sourced from certified North American salmon harvests.
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A beautiful meal starts with carefully
selected ingredients and authentic
flavours that the whole family will love.
Giovanni Rana pastas are made with high
quality ingredients including delicious
cheeses, flavourful chicken and meats,
and succulent vegetables wrapped in thin
pasta for a pot to plate meal in four minutes! Stocking Giovanni Rana lets your
shoppers experience for themselves the
pasta that Italian families have savoured for over 50 years. Now the
entire family can enjoy Giovanni Rana’s pasta with our new convenient
Family Size Pasta package!

For more information: www.dole.com

GOOD TO GO Launches Savoury
Nut & Seed Bites Across Canada
GOOD TO GO, best known for their Keto-certified soft baked bars, are
expanding their product line and launching their Savoury Nut & Seeds
Bites nationwide. The Savoury Bites are available in four flavours: Zesty
Pecan, Almond & Sea Salt, Herb & Garlic, and Everything. Made with
simple, premium organic ingredients including a deluxe assortment of

nuts and Super Seeds like sunflower, pumpkin, hemp, and chia seeds,
these no-sugar-added Bites will be the first savoury snack of its kind.
The Savoury Bites are also Keto-friendly and contain only 130-140
calories, 11-12 grams of plant-based fat, with only three-four grams of
net carbs per 25 gram serving.
For more information: Good2GoSnacks.ca
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RETAIL COLLABORATION

By Jeff Doucette

Retailers are from Venus.
Vendors are from Mars.
MAKING BOTH SIDES HAPPY AND PROFITABLE IS HARD – BUT WORTH IT.
The common ground for retailers and vendors lie
in these three key areas:
SHOPPER/CONSUMER FOCUS

recently saw a great post on
LinkedIn from Manjit Minhas the
co-founder of Minhas Brewing and
star of CBC’s Dragon’s Den. It said
something to the effect of “Marriage
is hard. Divorce is hard. Choose your
hard. Obesity is hard. Being fit is hard.
Choose your hard… Life will never be
easy. It will always be hard. But we
can choose our hard. Pick wisely.”
This really resonated with me and
got me thinking about the current state
of fee increases being communicated
by retailers and the reaction of the vendor community to those increases.
No doubt, 2020 has been a very
hard year and there are very few
businesses that have not needed to
change their go-to-market strategy.
Without delving into whether the
retailer fees are right or wrong or
whether the industry needs a code of
conduct or other regulation, I want to
focus on the areas where retailers
and vendors really have aligned interests and how these two groups, which
may seem diametrically opposed
right now, really have lots of common
ground to find a solution.
It’s clear that the new reality of the
Canadian shopper means that expenses
are on the rise for retailers and offsetting those cost increases with fees is
the “easy” fix to spread the pain
across the vendor community.
It’s also clear that the vendor community has had its own struggles
through COVID-19 with demand
surges and production interruptions,
declines in foodservice revenues and
reduced consumption in categories
that consumers use less of when they
are staying at home (like make-up
and even deodorant).

I

By ensuring each time the shopper walks into the store they have an experience that is positive and “on-brand” is key to loyalty; and loyalty means profitability for the retailer. This is not
about every retailer trying to be a premium retailer. This is about retailers staying true to their
brand with the service, products and promotions that they put forward to the shopper.
If I am shopping at a discount banner, I expect big brands at great prices, a wide selection of
store brands and a “cheap and cheerful” shopping experience. When I go to a traditional
supermarket, I expect great service, unique products and an enjoyable shopping experience.
The reality is that many shoppers are visiting a range of stores in the same week based on
their needs and adapt their expectations to the retailer they visit. This is where vendor teams
can really collaborate with retailers by understanding the retailer brand and shopper mindset,
and bringing category management, promotions and new products that are aligned with the
overall retailer brand and the shopper expectation for shopping at that banner.
By not trying to force or buy access for products and promotions into a retailer that are not a fit,
and instead aligning offerings with the retailer brand, we can drive loyalty and reduce the inventory
and shopper marketing costs associated with programs that are not aligned to the retailer brand.

INNOVATION
One thing that we have learned in the past nine months is that Canadian consumers are
looking for small pleasures to improve their lives as they spend more time at home together.
New product innovation got lost in the initial stock-up surge as the industry worked just to
keep essentials on the shelf. Now we see the shopper looking for ways to make the meals they
prepare at home taste a little better, or for ways to make Friday movie night a little more like
the big screen experience, by upgrading their snacks.
Innovative new products that meet consumers “where they are at” will always be profit generators for both retailers and vendors. By supporting product innovation in their stores and
highlighting it to the shopper effectively through display, retailers will generate greater sales
and profits on these higher margin items. Success in innovation means that vendors have
more resources to support their base businesses as their brands grow. Working together to
bring relevant innovation to shoppers is a win-win.

EXECUTION
I have left the most important and the most difficult until last. The reality is that any store
check will expose a laundry list of fundamental errors in execution that are holding back sales
and profits for retailers. High levels of out-of-stocks on-shelf, missing displays that vendors
have paid dearly to ensure placement and slow distribution of new products are a constant
source of aggravation for vendors and are a lost profit opportunities for retailers.
In working with several U.S.-based vendors, the common thread in our discussions has been
how shocked they are at the huge gap in execution in Canada versus the major grocery players
in the United States.
Vendors pay millions in execution-based fees to retailers and often they do not get what
they pay for. This is why the incremental ask for fees is facing push back. If I am not getting
value for what I am already paying, why would I consider paying more? Retailers need to
ensure they can deliver on their execution promises and be held accountable for execution
much like vendors are held accountable for supply chain metrics like fill-rate. There is simply
too much money at stake to continue to turn a blind eye.
By collaborating on improving the shopper experience, driving innovation and nailing execution there will be more profit for both vendors and retailers to share and stronger business
fundamentals for both sides.
Execution is hard. Negotiation is hard. Choose your hard. Pick wisely. ●

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
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