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Our top performers take center stage
Our new innovations display, Live Greetings, is taking center stage in your
card aisles with the best-of-the best of our inventions. An app extension
engages your tech-savvy shoppers and brings them back to your stores for
more great cards. To bring the best innovation to your card department,
contact Carlton Cards at 1-800-663-2273.

GBSCOOKS.COM
Coast to coast service and support: (888) 402-1242
GBS Foodservice is the Canadian Distributor for Fri-Jado, Inc.
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What will be the forces shaping the grocery landscape this coming year?
Few would dispute that the rollout of Target stores,
the continued expansion of Walmart and the merger
of Safeway and Sobeys will continue to be the major
influencing factors driving change in the industry.
This will not only put pressure on margins, insofar as
more grocery square footage is being added when
there is little commensurate growth in demand, but,
as is the case with the merger of Safeway and Sobeys,
will also change established buying patterns in the
West. Margin pressure will also be exerted by the
decline of the Canadian dollar because most purchases are made in American dollars.
There are also other factors, however, driving change. The first of these is the consumer. Changing demographics and the continued austerity of the Canadian consumer
has favoured the growth not only of mass merchandisers but also the discount segment, which has seen the greatest growth as of late. Ethnic and specialty grocery
stores have also seen tremendous growth as the composition of the Canadian population changes. For those who are neither in the discount segment nor in specialty, the
year ahead may well present additional challenges as market shares continue to shift.
Another factor driving change is technology. Today, grocers can leverage the benefits
of new technology to drive out costs and increase efficiency but many will find it difficult to make the investment under the type of margin pressure likely to dominate this
coming year. For those that don’t however, the competitive situation could get worse.
Last but not least is the growing influence of the “farm to fork” movement, which
has seen consumers showing an increased preference for local products and knowing
how and where they are produced. This will only play a bigger role as we go forward
and has put pressure on retailers to think hard about their assortments and how they
communicate about the products they carry. For those who don’t there may be erosion of the customer base.
The year ahead may also see new announcements regarding mergers and acquisitions as the consolidation trend continues in the grocery industry.
It will certainly be a year of change.
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A Fresh Kind of Food Store is Coming to Surrey
Surrey residents will soon have a brand new kind
of grocery shopping. Fresh St. Farms, at 15930
Fraser Highway in Surrey’s Fleetwood Village, aims
to capture the feel of a buzzing farmers’ market
with its distinctive variety of locally-sourced foods.
The store is made even more unique by its dedicated food destinations that include a curry bar, sandwich bar, and fresh grill.
“With the popularity of West Vancouver’s Fresh St.
Market, we were excited about another Fresh St. store.
Surrey turned out to be the perfect location,” explains
Fresh St.’s Mark McCurdy. “Fresh St. Farms will be a little more intimate than Fresh St. Market. It will have the feel
of a farmers’ market. There isn’t another grocer that has
quite the same scope of fresh and local goods like Fresh St.
Surrey, with its energy and growth, especially among new
and young families is the perfect new home for us.”
Fresh St. will carry an incredible variety of local and rare
finds such as Canada AAA ANGUS Beef (rated among the top four per cent of all beef), hormonefree and B.C.-raised organic chicken, Ocean Wise seafood and unique cheeses ranging from local
artisans to international discoveries. Customers can expect to see local vendors sampling foods,
and sharing the stories of what they grow, produce and create in our province.

Less Water, Weight, CO2 and Waste
Distinguish LFT’s New Earth-Friendly
Packaging, Product Formulations
LFT Group Brands Ltd. (LFT) — the brand owner for the Live for
Tomorrow line — is unveiling new packaging for its range of environmentally friendly household cleaning products. Additionally,
the company has retooled the ingredients in its laundry and
kitchen products, significantly cutting their water content and
making the concentrated formulations more efficient.
The company’s laundry, fabric softener, dishwashing and all-purpose cleaning products are now
packaged in 500-millilitre aluminum bottles. These snazzy new containers are sturdy, reusable and
non-toxic. They’re also lighter and occupy a more discreet shelf footprint than their predecessor.
They protect their contents from light and bacteria, are convenient for transportation and perfectly preserve odour.
LFT’s reformulated liquid laundry detergent (available in fragrance-free and lavender scents)
and lavender fabric softener are now eight-times concentrated. Now the 500-millilitre bottles yield
at least 50 loads, compared to the previous 1.89 litre container, which contained 60 loads.

Bakery Showcase
May 4-6, Toronto
Bakery Showcase 2014
trade show & conference
will be held May 4-6, 2014 in
Toronto-Mississauga ON at
the International Centre.
Bakery Showcase is Canada’s
only national baking industry
specific trade event that features
the latest innovations in baking
ingredients, equipment, services,
technology and baked goods
(fresh, proof & bake, par-baked,
freezer-to-oven, thaw & serve)
and more. The biennial event
show attracts over 4,250 food
industry professionals including

bakers (retail, wholesale,
commercial), grocery chains,
mass market and foodservice
outlets including caterers.
The trade show floor includes
some 400 booths in 100,000
square feet of space. Currently
almost 70 per cent of the show
floor is booked and Baking Association of Canada is anticipating
a SOLD OUT event. Show features in 2014 will include the College Creative Challenge, a friendly competition amongst a number of Ontario-based baking colleges designed to highlight the
creative skills of those looking to
enter the industry.

To exhibit, sponsor or attend
Bakery Showcase 2014 visit:
www.baking.ca or email
amutaher@baking.ca
or call : 905-405-0288.

EXCLUSIVE PARTNERSHIP WILL BRING VALUABLE OFFERS TO CO-OP CUSTOMERS WITH THE TOUCH OF A BUTTON
Calgary Co-op has formed an exclusive partnership with Coupgon, Canada’s first fully digital (paperless) grocery
coupon app. The free Coupgon app is now available for download through the App store (iPhone) and Google Play
(Android) and will be available through Blackberry World (Blackberry) in the coming weeks. All Calgary Co-op food
stores (including Calgary, Airdrie, Strathmore and High River locations) will begin accepting these valuable mobilefriendly coupons immediately.
“We’ve found a new way to meet the increasing consumer demand for mobile-friendly content and a complement to traditional paper coupons, which we will continue to accept,” says Ken Woo, vice-president of Food Centre
Operations and Merchandising at Calgary Co-op, “This opportunity allows us to meet our members’ ever-changing needs, while ensuring we continue to offer great value — every day.”
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What’s in Store 2014
Consumer Lifestyles
Highlights
What’s in Store 2014, the latest edition of
the annual trends publication of the International Dairy-Deli-Bakery Association (IDDBA),
and What’s in Store Online, a collection of
more than 150 downloadable tables, as well
as white papers and trends articles, are now
available. With 28 years of credible reporting,
What’s in Store is an essential dairy-deli-bakery-cheese resource providing vital data on
the growth, trends, and category changes
shaping the food industry. What’s in Store
2014 is composed of six comprehensive
chapters: State of the Industry, Consumer
Lifestyles, Bakery, Cheese, Dairy, and Deli.
Current minority populations are expected to boom in coming years, painting a very
different demographic picture for food
retailers and manufacturers in the coming
half century. Aside from race and ethnicity,
generational shifts will also alter the current
consumer demand model.
Millennials are a debt-laden, bargain-seeking, technology hungry, adventure-seeking,
and ethnically diverse demographic. The
group, which the Facts, Figures & the Future
blog points out are likely to total 78 million
in the United States by 2030, compared to
56 million Boomers (according to United
Nations projections) are a formidable force.
Millennials are attracted to ethnic products,
particularly because they are the most ethnically diverse generation in U.S. history. The
demographic also seeks powerful nutrition,
flavourful food, comfort and indulgence, and
speed and convenience.
Millennials, typically tagged as consumers
aged 16–34 years old, are hungry for knowledge on where foods come from, and how to
prepare and serve them. Supermarkets and
food companies are likely to cater to this
group, born between 1982 and 2001. They
will represent 19 per cent of the U.S. population by 2020. Their buying power for foodat-home will double in that timeframe
Baby Boomers and seniors, whose ages
span nearly 20 years, have a plethora of
needs and preferences, and are set on
leading healthy lives in their old age. One
key method to achieve this is addressing
medical concerns through the foods they
eat. Boomers tend to see healthy foods as
those with clear benefits rather than
those that tout health claims as a result of
isolating an ingredient from its natural
source and using it as fortification for
another product. Boomers are interested
in foods that aid digestion, cardiovascular
health, and memory function, but manufacturers could increase their interest by
showing strong scientific evidence of the
efficacy of those benefits.

GloriAnn Makes Over $37,000 in Charitable Donations!
GloriAnn Farms and Five Crowns Marketing have
made charitable contributions totalling over $37,000 to
the Intrepid Fallen Heroes Fund and the National Breast
Cancer Foundation, Inc., the second year that they have
partnered with both of these impressive and very worthy organizations.
The fundraiser saw every case of sweet corn that was
sold to participating retailers in August matched by a donation from GloriAnn Farms and Five Crowns Marketing.
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Industry Veteran Jim Rose Retires
Jim Rose has retired after 45 years in the grocery industry in
Western Canada effective December 31, 2013.
He started his career with Canada Safeway in Winnipeg in the late 1960s. After
seven years with them and learning the retail aspect of the industry, he realized he
was quickly gaining a keen interest in the supplier side.
He left Safeway and joined Seven Cities Food Brokers Limited as a sales representative. Jim worked his way up through various management positions, and in 1987
became president and co-owner of the company.
As the grocery industry changed, the supplier side
had to change along with it, and being a regional broker was no longer an option for Seven Cities. They
merged their company with Oppenheimer in British
Columbia, and Ramsay Brokerage in Alberta, to
become Oppenheimer across Western Canada. Jim
soon moved to Calgary to join the new head office
team that had been created there.
In 2000 Oppenheimer sold their business to Crombie Kennedy Nasmark (now Advantage Sales and Marketing) and Jim stayed on until 2005, completing a
30-year career in the food brokerage industry.
Not ready to retire at that point, and still wanting
to stay within the industry he loved, he joined Alberta Agriculture and Rural Development (ARD) as marketing manager working with local processors and manufacturers who were trying to understand the complicated grocery industry, and hoping to get their products into the retail world. He spent eight years with ARD and
has considered it an honour and privilege to have worked very closely with so
many wonderful local companies.
Jim and his wife Barb are new grandparents, and are looking forward to a long and
happy retirement.

Bothwell’s
Marble Cheddar
Reclaims Top Spot
Manitoba’s Bothwell Cheese has reclaimed
top spot in the Marble Cheddar category at the
86th Annual British Empire Cheese Show — winning first place for the
seventh time in the past
eight years.
The company also took
first place in the American
style category for the
third time in five years
with its Monterey Jack
and second place in the hard cheese category with its newly created Smoke Parmesan.
“It is very exciting to once again win with our
Monterey Jack since it is the base cheese for
almost all of our specialty flavoured cheeses.”
says Bothwell Cheese Director, Sales & Marketing
Mike Raftis. “This is the first year that Bothwell
has made parmesan cheese, and to place second
among manufacturers who
have been producing this variety for years is indeed a
remarkable achievement.”
“We are genuinely elated
and very proud to have
received these awards at
the British Empire Cheese
Show. Winning this particular competition is significant,” says Bothwell
Cheese President & CEO Ivan Balenovic,
“because we’re judged by our peers who truly
understand and appreciate excellence in
cheese. Our company has been making cheese
for 77 years and these awards further validate
the extraordinary efforts of our exceptionally
skilled cheesemakers, who take great pride in
making superb cheese.”

“Buy BC Food” Campaign Helps Shoppers
Choose BC Products
The B.C. Food Processors Association (BCFPA)
has launched the Buy BC Food campaign, an initiative designed to help consumers more easily
identify and purchase food and other quality
products grown, harvested and processed right
here in British Columbia. The BCFPA, in partnership with Safeway, has developed both in-store
and web materials to help shoppers recognize
and choose locally-made products. Consumers
demonstrate a clear preference for locallygrown and -processed foods and Buy BC Foods
will ensure locally-produced food products are
clearly identifiable to assist shoppers in making
informed choices quickly and simply at their
local Safeway store.
The Buy BC Food program was launched with the first-ever Buy BC Food Race a fun, yet informative challenge to demonstrate how easy it is to find B.C. products with new Buy BC Food signage. Minister Naomi Yamamoto (Minister of State for
Tourism and Small Business), Minister Pat Pimm (Minister
of Agriculture), representatives of the BC Lions, Vancouver
Whitecaps, Vancouver Canadians, Vancouver Sun, QMFM,
and others participated in the Buy BC Food Race. The key
message is that everyone is a winner when they buy BC.
“With this program, British Columbians will find highly visible signage throughout our stores that specifically celebrates the incredible local selection available at Safeway.
B.C. companies, both smaller vendors and nationally known,
should benefit in greater sales and production needs as a
result of this initiative,” said Mike Nash, vice-president of
retail operations, Safeway. “Safeway’s locally-produced
products including Lucerne milk, Safeway fresh frozen
fruits and vegetables and other private label offerings will
also be showcased through the Buy BC Food program.”
“Buy BC Food is all about helping British Columbians
find great BC made products”, said Nico Human, CEO, BC
Food Processors Association. “By including BC-made products in their local diet, consumers can
enjoy virtually anything their heart desires — from specialty dietary products to a vast array of
beverages, amazing ethnic offerings, decadent confectioneries, desserts and more — all with the
satisfaction of knowing they are also supporting local jobs and businesses. We are very pleased
to be working closely with Safeway on this important initiative.”

Country Grocer Cobble Hill Rolls Up Their Sleeves
and Constructs Gingerbread Village for Seniors
The team members at Country Grocer
Cobble Hill have the Christmas spirit and
know-how to give back.
In November, the bakery team started
baking and constructing an entire Christmas
Village made from gingerbread. The display
sat at Country Grocer Cobble Hill for all customers to see and enjoy throughout the
Christmas Season. This was Cobble Hill’s
fourteenth year building and constructing
the Christmas Village for seniors.
“We appreciate all the hard work and
hours the team puts into this initiative,” says Country Grocer Director, Peter Cavin. “Each year,
the gingerbread village is different which makes it so impressive.”
Just before Christmas the village was dismantled and delivered to various organizations in
the Cowichan Valley for an ultimate Christmas treat. Organizations such as Cowichan District
Hospital, Cowichan Lodge, Sherwood House, Sun Ridge Place, Gate House and Wedgewood
House and many more benefit from the tasty treats.
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Upcoming EVENTS
March 8-12, 2014
Europain 2014
Paris-Nord Villepinte, France
For more info:
www.europain.com

April 2-4, 2014
SIAL Canada
Palais des Congres
Montreal, QC
For more info:
www.sialcanada.com

April 6-7, 2014
Grocery Showcase
West 2014
Vancouver Convention
Centre (East)
Vancouver, B.C.
For more info: www.cfig.ca

April 7-9, 2014
NFRA Executive
Conference
Tempe Mission Palms Hotel
& Conference Center
Tempe, AZ, U.S.A.
For more info: www.nfra.org

April 12-13, 2014
CHFA West
Vancouver Convention Centre
Vancouver, BC
For more info:
info@chfa.ca

May 4-6, 2014
Bakery Showcase
2014 Trade Show
& Conference
International Centre
Toronto, ON
For more info: www.baking.ca

June 1-3, 2014
IDDBA
Dairy-Deli-Bake 214
Denver, Colorado
For more info: iddba.org
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IndianLife Foods Earns Non-GMO Certification,
Launches Chip Brand: Healthy Indian-Style Chips
The company that took Indian cuisine‚“out of the ethnic
aisle” and into mainstream grocery has now received NonGMO certification from the Non-GMO Project for several of its
all-natural and organic products. New for 2013 is Indianlife’s
new line of all-natural vegan chips. Like all Indianlife products,
the chips are based on a beloved family recipe. Low in sodium,
non-GMO and preservative-free, they’re high in flavour and
healthful Indian seasonings. Indianlife Organics, the certified
organic brand of Indianlife, also continues to grow. Indianlife
also offers the only certified organic whole wheat Naan bread
in North America.
Indianlife has also attained coveted non-GMO project certification.
“We share the belief that everyone deserves an informed choice
about the foods they eat,” says Indianlife CEO Rakesh Raniga.

EY Recognizes Heritage Frozen Foods
President Joe Makowecki
Heritage Frozen Foods President and CEO Joe Makowecki was named
Prairies Entrepreneur of the Year in the manufacturing category at EY’s
Entrepreneur of the Year gala recently held in Calgary.
The event, which celebrated its 20th year of honouring Canadian entrepreneurs, is a multi-stage program where nominated business people are
evaluated by a blue ribbon panel to first see if the nominee has the right skill
set to be considered an outstanding entrepreneur.
Once business and industry category finalists have been identified,
they are re-evaluated and one individual is then selected as the winner
of each category for the Prairies. In evaluating the award finalists, the
judging committee bases its decision on the category finalists’ vision, leadership, financial
success and social responsibility. “I am honoured to have been selected as the Prairies
Entrepreneur of the Year for the manufacturing sector,” says Makowecki. “This achievement
is truly a team effort by our dedicated employees and industry partners. Each day our
employees put their hearts, souls and hard work into manufacturing three million CHEEMO
perogies for Canadian families.”
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Cheemo Perogies
Remain First Choice
with Canadian
Consumers
For the third year in
a row, CHEEMO perogies retained their
status as the No. 1
choice of consumers
when it comes to frozen
food entrées. The recently
completed 2013 annual food
purchasing survey sponsored by Canadian Family magazine, confirmed
CHEEMO perogies as their readers’ No.
1 choice in the Favourite Traditional
Frozen & Convenience Entrée category.
“Receiving this highly prized recognition for three consecutive years from
today’s ever-vigilant grocery shopper
is a great honour for all of us at
CHEEMO,” says Edmonton-headquartered Heritage Frozen Foods Ltd.
President Joe Makowecki. “We continue to build our
CHEEMO brand by
providing consumers with perogies that meet our
company’s ongoing goal of
producing quality
products that are
tasty, convenient
to prepare and
value priced.”
The receipt of
the 2013 Canadian Family Food
Award, along with
Makowecki being named EY’s 2013
Prairies Entrepreneur of the Year in
the manufacturing category, confirms
Heritage’s position as one of Canada’s
leading food processing companies.

ON OUR COVER

By Melanie Franner

Dana Lougheed, Communications Co-ordinator
and Harry Watson, Founder.

ack in 1994, Triple 4 Advertising
Ltd. was created as the brainchild of
three independent grocery store
owners (South Hill Fine Foods (MJ), Estevan
Fine Foods & Weyburn Fine Foods) and
David Klatt (grocery manager at South Hill
Fine Foods). Currently owned by Harry Watson and Dave Klatt, director of operations,
Triple 4 was founded as a buying group to
consolidate purchasing volumes and attain
better pricing from suppliers. Today, that
buying group is nearly 500 stores strong,
with a significant presence in its founding
province of Saskatchewan, along with
Alberta, Manitoba and northern Ontario.

B

An Unusual Offering
“We’re unique in what is a very competitive market,” explains Dana Lougheed,

communications co-ordinator, Triple 4
Advertising, and daughter of one of the
company’s founding members, Harry Watson. “No matter what your size, you will
get the same pricing as every other member of the buying group. And there are no
fees to join.”
According to Lougheed, independent
stores entering the Triple 4 Advertising
fold will save a minimum of five per cent
off of their bottom line. Those stores
who embrace the buying group to its full
extent could potentially see savings of

upward of seven per cent. This is also
dependant on an accounts previous banner and their willingness to embrace
Triple 4’s total program.
Part and parcel of membership in the
buying group is immediate access to
rebates and free flyers (stores need only
pay for the distribution). Each member also
receives an automatic membership into the
Canadian Federation of Independent Grocers, a non-profit trade association that
acts on behalf of over 4,000 independent
grocery retailers across the country.
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Triple 4 Management Team: (left to
right) Joe Gunnis, advertising coordinator,
Sandra Stewart, graphics manager,
Dana Lougheed, communications coordinator,
Nick Marchessault, comptroller.

“Distribution Canada (DCI) is a national buying group that Triple 4 proudly
associates ourselves with to help us tap
into volume rebates,” says Lougheed.
“Another example of how national organizations help benefit smaller players,

In order to deliver on its promise, Triple 4 Advertising partners with
two wholesalers: Wallace and Carey for the province of Alberta and
Pratts Wholesale for the remainder of the provinces.
like Independent Grocers.”
With no membership fees, stores can’t
help but find themselves in a win-win
situation.
“We ask that stores buy and support
the suppliers that support us,” states
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Lougheed. “It makes sense for the independents because the more you purchase
from our suppliers, the greater your
rebate will be. The rebates are based solely on purchasing volumes.”
Another “request” of Triple 4 Advertis-

ing is that the independents incorporate
“Fine Foods” into the store name.
“Stores don’t have to assume the ‘Fine
Foods’ name but it does help with branding
yourself as part of a larger group of retailers and it does help to raise awareness of
your business,” notes Lougheed. “Plus, all
of our materials — POS, flyers, bags, etc.
— are all branded with ‘Fine Foods’.”
In order to deliver on its promise,
Triple 4 Advertising partners with two
wholesalers: Wallace and Carey for the
province of Alberta and Pratts Wholesale
for the remainder of the provinces.
The buying group offers both an independent grocer program and a c-store one.
According to Lougheed, the two sides contribute equally to the total revenue.

True to Its Roots

Working Partnerships
Triple 4 Advertising

owes much of its success to the members and suppliers with which it has chosen to
work over the years. On the retail front, there is a growing number of independent grocers that help generate volume
sales and on the vendor side, there are numerous companies working side-by-side Triple 4 Advertising to deliver solid
pricing. The result is a beneficial relationship for everyone involved.

Dancyt’s Fine Foods
As the manager and owner of two Dancyt’s Fine Food independent
grocery stores, Curtis Dancyt can attest firsthand to the many advantages
of working with Triple 4 Advertising.
“Up until I became a member in 2002, I did my own ads and flyers,” he
explains. “It got to be more and more expensive. The Triple 4 people just
happened to come around at that time and it seemed like a perfect fit. I
Curtis Dancyt
got to do the flyers for free, except for paying distribution costs. And there were rebates provided from vendors.”
Another big advantage: unlike some buying groups, there were no membership fees.
“My relationship with Triple 4 has resulted in significant financial benefits,” adds Dancyt. “There is no doubt that it has contributed to my
bottom line.”
Today, Dancyt operates a 7,500 square foot store in Pine Falls, MB, and a 6,500 square foot one in Lac du Bonnet. It’s a far cry from the
small, 2,400 square foot store started by Dancyt’s grandfather in 1946. But it is a fitting success to carrying on a strong family tradition.
“One of our major drawing cards is our own smokehouse, where we produce our own line of smoked sausage and deli meats,” notes Dancyt.

Having developed from independent grocers, Triple 4 Advertising is one buying group that has remained true to its heritage.
Harry Watson, one of the founders of Triple 4 Advertising, continues to run two independent grocery stores in Saskatchewan:
Central Butte Fine Foods and South Hill Fine Foods.
Joanne Berg is the manager of the Central Butte Fine Foods
store and is a long-time employee of 37 years.

Having developed from independent grocers,
Triple 4 Advertising is one buying group that has
remained true to its heritage.
Glass Door Coolers/Freezers
Open Faced Merchandisers
F Ice Machines
F CDS Display Doors
F New Display Shelving
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Hudson’s Snack Shack
Harley Hudson is another happy Triple 4 Advertising member. Having
purchased a confectionery store in Buffalo Narrows, SK, in June 2004,
Hudson was already in the midst of building a new store to replace the
2,000 square foot location when it unexpectedly burned down. He proceeded to open a new and improved 9,000 square foot store in June 2009.
“It’s primarily a full-service grocery store,” explains Hudson. “The only
thing we don’t have is fresh meat. But we offer deli goods and produce. We still offer confectionery items, along with movie
Harley Hudson
rentals, slush drinks, etc.”
Hudson became an early believer in Triple 4 Advertising within the first couple weeks of purchasing the original store.
“Someone directed us to them,” he explains. “With our remote location, the freight charges were very high. On our own, we had to pay something like $.45/lb. to get bread and with Triple 4 at the time, it was only $.10 or $.11. That, plus the suppliers’ pricing, sealed the deal for us.”
Hudson also likes the fact that he is able to retain his independence.
“I can carry whatever products I want,” he says. “I can order from other suppliers. I can even pick and choose which flyers I want to participate in. I don’t have to do all 52 each year.”
Hudson is also a member of the Triple 4 Retail Advisory Board, a group of volunteers who meet three times a year on behalf of all members
to discuss any concerns or ideas. One of the more recent ideas that will soon be implemented is the creation of an electronic blog where member retailers can touch base with each other to exchanges tips or field queries.
“Being a part of Triple 4 has guaranteed an improvement to my bottom line,” notes Hudson. “I would highly recommend it to other independents.”
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Weston Bakeries Ltd.
One of the Triple 4 Advertising’s larger suppliers is Weston Bakeries Ltd., a subsidiary
of George Weston Limited. Weston Bakeries is a commercial producer of breads, rolls,
bagels, tortilla and other fresh-baked products, which it sells to grocers, foodservice and
institutional clients. It is also a long-time believer in Triple 4 Advertising.
“I got to know Harry Watson before Triple 4 Advertising was founded,” explains Dean
Yuzdepski, vice-president sales, Weston Bakeries. “He was a good customer of ours so when he and a few other guys suggested a meeting to discuss the idea of them bonding together to get better volume pricing, I was open to it.”
Dean Yuzdepski
That meeting eventually led to Weston Bakeries coming on board with Triple 4 Advertising as one of the buying group’s
first suppliers.
“Back then, I wouldn’t have suspected that the group would have grown as much as it has,” comments Yuzdepski. “But knowing Harry Watson, I knew that it was going to be a success. He is a true entrepreneur and a very smart businessman.”
Today, Triple 4 Advertising remains a significant customer of Weston Bakeries in the Saskatchewan market and beyond.
“The independent retailer has always been extremely important to Weston Bakeries and it continues to be,” notes Yuzdepski. “Harry & Dave’s
group provides good value by consolidating their business and working together on everyone’s behalf.”

Triple 4 Advertising has long been bringing together independent grocers and valuable suppliers to create a
successful sales environment that benefits both parties. It is a working philosophy that heralds back to the beginning
of time but, perhaps more important, one that has been proven to stand the test of time.

Dana Lougheed with
mother, Sharon Watson.

“We serve a small farming community of about 400 to 450
people,” she says. “We are a full-service store, complete with our
own meat cutter, produce department, in-store bakery and a full
line of groceries.”
The store itself is around 6,000 square feet and has been a
landmark in the community since before the days of Triple 4
Advertising.
Over in Moose Jaw, South Hill Fine Foods has also become a
community fixture. The 9,500 square foot store services a
diverse customer base that ranges from the young to the old.
continued on page 20
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The store’s General Manager, Perry
Chambers, has been with store for the
last 10 years. He came to Triple 4 from
the Coop Chain. Chambers started as a
territory manager with Triple 4 Advertising and decided retail is what he liked
and he is now general manager of our
South Hill Store.
“We offer a full range of groceries,
including meats, deli, produce and bak-

ery items,” he says,
adding that the members
of the buying group often
communicate with each
other to share notes or
tips. “For instance, there
is a new store opening
next month in Mossbank
and the owner was out
here for a couple of weeks

South Hill & Central Butte Management Team: (left to right) Joanne
Berg, Gary Blake, Jeanne Marchessault, Russell Mulvey, Perry Chambers,
Andrea McQueen, Rod Dyck
(Above) Dave Klatt, director
of operations.

“We’re definitely hoping to implement more electronic systems within the organization,” states Lougheed, who adds that
major challenge to this is that independents don’t necessarily
share the same technology. “We’re hoping to educate retailers to
use electronic systems to their advantage so that they become
more efficient in their processes.”
Another potential growth area is in the territory currently
being serviced by Triple 4 Advertising.

(Right) Store Managers - Perry Chambers,
and Joanne Berg.

to get some hands-on experience of how
we do things here.”
One of the ways in which Triple 4
Advertising’s members “do things” is by
working with their retail sales manager.
The company employs seven sales managers whose job is to visit the stores
within their territory to field any concerns to head office and/or to provide
helpful advice.
“We’ve got seven people on the road
every day,” states Lougheed. “We rely on
our customers and our customers rely on
us. The salespeople are one way for the
stores to forward information back to us.”
Another way is through Triple 4 Advertising’s Retail Advisory Board, a group of
volunteer independent store owners who
20 WWW.WESTERNGROCER.COM

meet three times a year.
“The board helps head office make
good, sound decisions that make sense for
the independents,” explains Lougheed.
“We try to populate the board with a
wide range of retailers from different
locations so that we have a good representation of our membership.”
The buying group also holds an annual golf tournament as a way to encourage
networking among its members.

More in Store
Having grown significantly from a
fledging operation to an inter-provincial
buying group over the last 20 years,
Triple 4 Advertising is already looking
ahead to the future.

Having grown significantly from a fledging
operation to an inter-provincial buying group over
the last 20 years, Triple 4 Advertising is already
looking ahead to the future.
“The province of British Columbia is not that far off,” hints
Lougheed. “Our goal is to eventually get all across Canada. We
have our own niche market. We want to be in every small town
community in the country. That’s where we came from and that’s
where we see our future.”
That future may be a tough one to attain, especially in what
is fast becoming an increasingly competitive market. But
Lougheed isn’t going to let something like competitiveness hold
the team back.
“One factor that I see in favour of buying groups like ours is the
continuing market penetration of mass merchant retailers like Wal-

Congratulations
Triple 4
Advertising!
®

®/TM

Used under license by Weston Bakeries Limited. © 2014.
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Triple 4 Advertising has grown
significantly over the last 20 years.

tinue to evolve over time. Being
a part of a larger body like a
buying group enables these
independents to retain their
identity while providing them
with ways to improve their bottom line. And, if that buying group
happens to share the same small-town
roots as the independents themselves,
then one can’t help but feel that it is a
type of relationship that will serve
them well into the future.
●

“Our goal is to eventually get all across Canada.
We have our own niche market. We want to be in every small town community
in the country. That’s where we came from and that’s where we see our future.”
Mart and Target,” she explains. “These
types of giant retail competitors almost
force the independents to band together. It
may be their only way to survive. We must
keep our customers in our communities, so
we all remain healthy,” adds Lougheed.
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The independent grocer has a long
and proven history with small-town
Canada. It’s a history that speaks for
itself in terms of the communities it
serves. But it is also a history that has
evolved — and will inevitably — con-

PROFILE

Manitoba-based
GORP rolls nutrition,
taste, and local
fare into one great
energy bar.

If you’ve participated in a mud run, marathon,
or triathlon in Manitoba over the past year or
so, you’ve probably gotten GORP after.
Don’t worry, it’s a good thing.
GORP ENERGY BARS, which are packed
with locally-sourced, nutritionally-dense
ingredients, are being used by runners,
cyclists, and NHL-ers as a post workout
recovery method, while office workers and
busy moms are filling up on them as a
healthy alternative to a three o’clock
chocolate bar. Whatever reason one gets
their GORP on it’s a convenient way to eat
healthy, and eat clean in a harried lifestyle.
No one understands busy better than
GORP Founder Colleen Dyck. Mother of four,
farmer, business owner, and new CrossFitter
(among other athletic abilities), life has
her running at a fast pace. But it’s the
adventure she’d always been looking for.
“I used to have a ‘corporate America’
type job, but working in an office was
making me a little squirrely. I wanted to
try something different, take a different
trajectory,” she states. “I wanted to be
involved with something I loved.”
With that Dyck left the aerospace
industry and applied at Mountain Equipment Co-op, where she went from being
behind a desk, to taking on white water
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rafting as part of her career. This love for
active living continued after she got
married, moved to a farm near Niverville,
Manitoba, and had her first child. Determined to compete in a triathlon, Dyck
would travel into Winnipeg for training,
which had a touch of a negative sideeffect — fast food fallout.
“After swimming I’d be so hungry I
could eat a horse, but I never came prepared with good food,” she says, adding
she went through the McDonald’s drivethru more than she cares to admit.
So she turned to the convenience of
energy bars for her post-workout refuelling, but found them either to taste
awful, or contain ingredients that were
contradictory to their health claims.
Finally, she decided to make her own
bars. Creating a recipe from scratch, she
began to roll out bars for herself to eat,
and eventually her training teammates
began to demand the nutritious snack.
“I knew I had an entrepreneurial spirit, but I didn’t know what that was
going to look like, and I certainly didn’t
know I was going to start an energy
bar company,” she laughs.
Over the course of six years Dyck
worked with a team at the Food Development Centre based in Portage la Prairie to
make the product shelf stable without
preservatives, perfect the recipe for larger
batches, and find the correct machinery for
production. In the end, she found handrolling gave her bars the best results, and
with “an army of ladies” welding rolling pins, began
her home-made production (Today,
Dyck and

By Carly Peters

Clean Energy
her team can make 3,000 bars a shift).
The nutritional philosophy behind GORP
reflects the same values as the ‘60s backpacker acronym for which it was named
(GORP: good old raisins, and peanuts).
“GORP was when you’d just grab a bunch
of healthy ingredients, throw them in a ziplock bag, and go climb a mountain,” she
states, adding, “everything always tastes
better on top of a mountain.”
Taste has played a huge roll in the
success of Dyck’s bars. With flavours like
Coco, Hemp & Almond, Peanut Butter &
Apple, Peanut Butter & Raspberry, and
potentially a Gingerbread, Pecan & Apple
in the new year, customers feel like they
are having a treat while getting a lot of
good stuff. Bars contain 11 grams of protein, six grams of fibre, and a full gram
of Omega-3 with a teaspoon of flax and

two teaspoons of hemp.
“We didn’t want to just sprinkle
those items in there so we could put it
on the label,” she claims.
Much of what you’ll find on the label
is Manitoba-made. Depending on the
bar, five to seven ingredients are locally-sourced, including oats, sunflower
seeds, pumpkin seeds, flax, pea fibre,
honey, and hemp, which is grown on
the family farm, sent up the road for
processing, and bought back.
“We love doing business with our
neighbours. As farmers we’re passionate
about keeping our rural community
vibrant, but also helping to bridge the
divide between rural and urban,” she
states. “One in four jobs in Manitoba
directly depend on agriculture, so we
want to develop a mutual respect

between urban and rural.”
One element Dyck had to look outside
of Manitoba for was her protein source
— Oryzatein whole grain sprouted brown
rice. Along with being nutritionally complete, it’s hypoallergenic, fit for vegan or
vegetarians, provides an allergy-free food
option, and is easy to digest — no bloating like other bars which is great for
both regular eaters, and athletes alike.
In fact, this easy digestion and absorption was the key selling feature for one
of GORP’s biggest clients — the Winnipeg
Jets, who have been using the brand
since they returned to the NHL.
Customers have played a large roll
in the company’s success, requesting
local stores carry the brand, leaving
little for Dyck to do in terms of her
own marketing she jokes.

Founder Colleen Dyck with husband Grant.

“I get a call from a store saying ‘I
have a customer here with a wrapper in
their hand. How do I stock your bars?’
Our customers have become our biggest
advocates.”
The word has spread, and along with
being carried at numerous stores across
Manitoba, GORP will be on shelves at
Mountain Equipment Co-Op coast-tocoast come January 2014. Dyck states
there’s potential to cross the border to
several gyms and high-quality grocery
retailers in the new year.
This means a lot more rolling pins,
and a few of her own bars to keep up
with the demand, but it’s another
adventure Dyck is certainly willing to
take on.
●
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INDIAN FOODS

Vacuum Marinating Enhances
Taste and Adds Value

Md. VTS-46

Md. VTS-44

Md. VTS-42

ndian foods have hit with a bang,
and customers of all ethnic backgrounds are lining up for everything
from butter chicken to saag paneer
(spinach and cheese). As manufacturers
make it easier for consumers to create
their own Indian dishes at home, it’s
important for retailers to have the right
ingredients in stock.

I

How Big is the Market?
BIRO Manufacturing Company
Marblehead, OH 43440-2099 USA
419-798-4451 Fax 419-798-9106

www.birosaw.com
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Gone are the days when people turned
their noses up at unfamiliar flavours.
“Things have changed,” reflects Jeetu
Patel, sales and marketing manager for

By Alex Van Tol

GuruLucky Snacks & Sweet. “People are
more willing to try different things. Thirty years ago, when I used to bring curry
to school, they’d say, What’s that smell?
Now they say, That smells so good!”
The Indian category is growing, with
most producers and manufacturers finding
consistent year-over-year growth. “We’re
seeing more people exploring new flavours
and liking the fact that there’s a lot of variety,” says Kundan Khullar, director of
Conoisseur’s Kitchen. In the macro picture,
South Asians are Canada’s fastest growing
minority, accounting for three per cent of
the population, and expected to account

for six per cent within the next decade.
Statistics Canada predicts that by 2017,
there will be 1.8 million South Asians living in Canada. “The East and West Coast are
very popular in terms of ethnic foods,” says
Rakesh Raniga, CEO of IndianLife Foods.
“On the Prairies, it’s growing more slowly.”
Raniga does note, however, that the market in Alberta is expanding rapidly.
According to Toronto-based market
research firm Solutions Research Group
(SRG), the total size of grocery category
in Toronto and Vancouver is $17 billion
dollars annually (2008). South Asians
continued on page 30
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Product Showcase
Bringing You the Popular Brands
Tree of Life distributes numerous authentic Indian brands, including National and Sharwood’s
– one of the best-selling brands of curry pastes and cooking sauces in the UK (and it’s catching
up quickly in Canada, too).

Look for a new line of sauces that have a packet of spices on the lid to be stirred into the
meat before cooking. Patel’s offers ready-to-eat meals in convenient foil pouches.

Mixing in a Little India
Patak’s Canada’s top-selling Indian cooking sauces and pastes also includes
a range of chutneys, pickles and pappadums.
“Our next big promotion will be during Vaisakhi, and begins in April,” says Papadakos. “We will be
supporting Patak’s this year with social media with content that will both educate, excite and
inspire the growing community of Canadians who love food and experimentation.”

GuruLucky Snacks & Sweet
Manufactured in Surrey, BC, GuruLucky Snacks & Sweet sell myriad sweet and spicy mixes of
peas, lentils, peanuts, chick peas and more. Look for new tikka barbecue flavouring in the balti
mixes. Also coming down the pipe are Cheetos-like puffs with Indian spicing.

All-natural and gluten-free, these ethnic snacks will torch your sales of traditional
snack mixes if you put them in the mainstream snack aisle.

A Good Thing Growing
Based in Burnaby, B.C., IndianLife Foods is a one-stop shop, offering frozen entrees
and appies, a variety of naans, over 50 flatbreads and many cooking sauces.
Over 24 products are non-GMO and some are organic, with more to come. Ninety per cent of
products are vegan or vegetarian, and all are made from natural ingredients sourced locally
wherever possible.

Authentic and Additive-Free
With no additives, sweeteners, colourings, preservatives or fillers, Conoisseur’s Kitchen proudly
offers frozen ready-to-eat meals, all packaged in BPA-free boilable bags, at its HACCP-certified
plant on the lower mainland.

Authentic entrees include chicken tikka, chick pea curry and kebabs; there are eight
varieties of appetizers, too. Colour-block the attractive boxes in your freezer section.

Nearly 60 Years of Quality
In support of one-stop shopping, TEJA offers a wide selection of popular products. From its
popular spices, beans, lentils, basmati rice, oils, naans and flour to its ready-to-eat meals, TEJA
has been a trusted brand in B.C. since the 1950s.

TEJA meets your customers’ needs by providing various weekly promotions
to mainstream grocers.
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and Chinese shoppers (a slightly larger
population) account for one in three dollars spent on groceries in Toronto and
Vancouver. That’s a third of the money
flowing through your tills!

What Your
Customers Want
With the breadth of ethnic restaurants
and the popularity of cooking shows, our
palates are continually evolving. Glutenfree is becoming such a watchword nowadays that the category is consistently
showing double-digit growth. Shoppers

want healthier breads and snacks, with
less fat and wheat, and more fibre and
taste. Indian foods fit the bill perfectly,
especially in snacks, where most items
are made not with wheat flour but
instead with lentils and chickpea flour
(which, incidentally, don’t retain as much
oil upon frying as does wheat flour).
Mainstream retailers are realizing it’s
worthwhile to bring in more diverse Indian offerings. From garlic naan to tandoori rotisserie chickens and samosas in
the deli, many Indian foods are recognizable to Western shoppers. Products have

become more attractively packaged, with
clearer labels that are easier to read.
But it’s not just Westerners who are
shopping in your store. New immigrants
and second- and third-generation Indians
alike also appreciate being able to buy
their supper fixings in the same place
that they can buy their peanut butter
and cheese strings for their kids’ lunches.
Diversifying your mix of Indian foods
makes your store more attractive to those
who eat South Asian food regularly.

Making It Easy for
Your Shoppers
When introducing new items to your
shoppers, exposure is key. Demos are
incredibly important when you’re introducing a new food or flavour, and it’s even
truer in the ethnic arena, where there’s
unfamiliarity with ingredients and how to
use them. Showcase meal solutions with
cross-merchandising and by offering
recipe cards so consumers know what else
to shop for. “Retailers should provide
patrons with various options,” says Mandeep Bains, managing director for G.S.
Teja Ltd. “Some consumers would like to
create the dishes by following recipes, and
hence would like to purchase authentic
spices, whereas others choose convenient
meals. They would purchase more of the
cooking pastes and ready-to-eat meals.”
Many South Asians shop on promotions. SRG found that 61 per cent of South
Asians read flyers, so it’s a good way to
get the word out. Temporary price reductions, coupons and in-store specials drive
sales. Some manufacturers use QR codes so
customers can scan the code with their
phone and receive a coupon either from
the manufacturer or at the store level.
Diwali (November) and Vaisakhi (April)
are key Indian festivals. “Take advantage
of festivals and regular holidays,” says
Terry Wong, director of ethnic with Tree
of Life. “This is when major retailers will
put up a display of South Asian products.” Call attention to these special
occasions with end caps, displays, items
on promotion, demos and cross-merchandising. Secondary display is key to the
growth of any category, Indian included,
notes Voula Papadakos, brand manager,
Americas at AB World Foods Canada.
Offering a wide variety of Indian staples
will appeal to your South Asian shoppers,
while in-store demos and promotions will
spread the excitement to an ever-broadening audience. It’s a win-win!
●
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CATEGORY MANAGEMENT

By Sue Nicholls

Common Analytic (Mis)Interpretations
of an Index in Category Management

I

n today’s world, there is much
emphasis on deriving effective and
strategic insights in category management. With all of the incredible
data sources available to both retailers
and suppliers, there are certain measures that are consistently used to
derive these insights. For some of
these more commonly used measures,
there’s a tendency to generalize the
interpretation of the numbers, or not
scratch below the surface and think
about what the numbers really mean.
In this article, we’re going to look at
some of the measures associated with
“index”, which is a commonly used

term in category management.
An index helps to compare two numbers — for example, index vs. year ago is
$ sales this year ÷ $ sales last year x 100;
index vs. target is $ sales ÷ $ target x 100.
The interpretation of an index tends to be
that >100 is “good” or “overdeveloped”
and <100 is “bad” or “underdeveloped”.
But there are many indices in category
management that should be more
thoughtfully interpreted. Let’s review
some of these indices in more detail.

Category Development
Index (CDI):
Calculation: Brand or Segment
Share at retailer ÷ Brand or Segment
Share in market x 100
This index compares the retailer’s

share of a brand or segment to a market’s share. If an index is below 100,
the common interpretation is “Brand
No.2 is ‘underdeveloped’ and you need
to turn this around”, and if it’s above
100, it’s “Brand No.1 is ‘overdeveloped’
and you need to give it less support.”
The problem is that this index does
not tie into the retailer’s strategies, or
consider what they are trying to accomplish in the category. Consider if Brand
No.2 is a value brand that competes
directly with their private label (Brand
No.6) brand — they may strategically
be targeting this brand to further develop their own private label brand. Brand
No.4 has a CDI >100, but
what if it’s an organic brand
with premium pricing that
matches well with their target consumer?
In net, retailers need to be
strategic about which brands
and segments they want to
be “most” and “least” developed in at a category level,
based on their target consumer and what they are trying to accomplish in the category. The CDI should become a
benchmark that they can create
targets from to ensure they are
achieving their overall objectives.

This conclusion comes from the FSI
calculation. An example in the table
is that Brand No.2 is not getting its
fair share of any of the tactics,
because all of the indices are below
100. But as in the CDI example, retailers need to think beyond the index,
and consider what they are trying to
accomplish with each brand.
For example, Brand No.2 (which is
the value brand that competes with
their private label brand) has indices
below 100, but they are higher than
private label (Brand No.6) in feature
and display, and higher in all four of

Fair Share Index:
Calculation: Brand or
Segment Tactic Share ÷ Brand
or Segment $ Share
The Fair Share Index (FSI) compares
the retailer’s share of a tactic (either
shelf, promotion, display or items) with
their category $ share at a brand or segment level.
A common complaint from a supplier to a retailer is “I’m not getting my
fair share of <items> or <feature> or
<display> or <shelf> in the category”.

the tactics than Brand No.1, which is a
more premium national brand. So this
retailer should be concerned that the
FSIs are so high on Brand No.2. They
should consider allocating more feature, display and shelf to Brand No.1,
and more display to Brand No.6.
As with the CDI example, retailers
need to be strategic about which brands
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and segments they want to have the
highest FSIs in, based on their target
consumer and what they are trying to
accomplish in the category.

Index vs. ACV or All
Sales Share
Calculation: Retailer Category
Share of Market ÷ Retailer All
Sales (ACV) Share of Market

The Index vs. ACV measure is typically used to identify the most and
least developed categories and their
corresponding volume opportunity
gaps (through Nielsen syndicated
data or panel data).
Retailer X has an Index vs. ACV of
101, so without seeing the other
comparative indices vs. channel and
competition, the interpretation may
be that Retailer X is strongly developed in Category X (with a 101
index). But when you compare the
index to total grocery and some key
competitors, it indicates there’s a
huge opportunity for Retailer X to
increase development in this category. So they may choose to create a
target share in Category X that is
25.0 (vs. current 22.4), to further
develop this important category.
Once again, digging deeper into
the numbers gives a much better perspective of opportunities in the category. This information could be
drilled further to understand Retailer
X’s development within segments and
brands in this category.
So I’ve walked you through three
examples of indices and some basic
examples. Interpreting indices shouldn’t be (and isn’t) as simple as “>100 is
good or overdeveloped, and <100 is
bad or underdeveloped”. Category
managers need to be able to interpret
these numbers beyond this surface
interpretation, and create strategic
targets and benchmarks to derive
value from these measures.
●

Sue Nicholls is the founder of “Category Management
Knowledge Group”, an online, accredited category
management training company.
She can be reached at sue@cmkg.org.
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BREAKFAST
By Carly Peters

P

eople are asking more from their morning meal — it has to be convenient, nutritious, and taste great. With that in mind manufacturers are
making healthy options that take less time to prepare, and eat. These
items are what customers are looking for when shopping the grocery aisle.
According to a study conducted by Alberta Agriculture and Rural Development, in 2009 Canadians ate breakfast 313 times and this has remained
relatively constant over the past decade. It seems like the older Canadians get the less likely we are to skip breakfast — Canadians 65+
years old only skipped breakfast seven times while the 18-34
year old group skipped breakfast 59 times.
Yet, according to the study, even though we, as Canadians, continue to eat breakfast, we are spending less
time preparing breakfast. Eighty-two per cent of
breakfasts took one to five minutes to prepare,
emphasizing the need for quick, convenient morning meal options.
This is also a concern raised by Nutella’s “Canada’s Breakfast Report,” which surveyed more than
2,000 Canadian moms, and 400 Canadian elementary school teachers through an Ipsos I-Say
online panel. The top-line results of the survey
show Canadian moms believe strongly in the positive role breakfast plays in their children’s success
and well-being. However, many face considerable
daily obstacles during the morning routine. The
majority of Canadian moms (66 per cent) say their kids
take 15 minutes or less to eat breakfast.
As a result many kids may not be eating a balanced
breakfast during the week or are missing breakfast entirely.
When kids don’t eat breakfast teachers are more likely than
moms to see the effects (including a reduced ability to learn and to
engage in physical and social activities).
Canadian moms want to make breakfast a priority, but blame a lack of
ideas and picky eaters as the key obstacles to getting their kids to eat breakfast. Teachers, however, say that the biggest reason kids come to school hungry
is simply that parents are too rushed to get their kids to eat breakfast.
While Canada’s Breakfast Report research identified a number of breakfast
challenges, it also revealed great opportunities to help Canadian families get
back to the breakfast table and enjoy a balanced breakfast, including inspiring
moms with ideas — more than seven in 10 (73 per cent) moms agree that breakfast recipe ideas/tips could help their families eat breakfast more frequently. It
also suggested making breakfast more fun — two-thirds (66 per cent) of moms
Courtesy of Shutterstock
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Spreads such as peanut butter and hazelnut are favourites for customers.

agree that ideas for making breakfast more
fun could help their family eat breakfast
more frequently. Considering three-quarters (74 per cent) of moms say taste most
affects the foods they serve kids for breakfast, adding new tastes/ flavours to breakfast foods could make them more fun. In
fact, adding savoury or sweet flavours to
cereal/toast or to other foods is already
among moms’ most popular strategies for
getting kids to eat breakfast.

Spread It On Thick
While Nutella is the leading sweet spread,
Duo Penotti is making headway into the
western Canadian grocery market. The
brand, which features flavours such as
Chocolate Hazelnut & Vanilla, Chocolate
Hazelnut & Caramel, and the newest flavour,
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Cookinotti, just recently launched at Loblaws’ stores, along
with being listed at specialty grocers such
as Whole Foods Market.
“Overall spreads have been seeing minimal growth, but within the category
sweet spreads have seen growth,” says
Patricia James of Mayfield Solutions,
which oversees the brand in Canada. “But
we’re also seeing customers looking for
clean ingredients, and that’s something
that Nutella doesn’t have.”
Duo Penotti offers no preservatives,
artificial flavours or ingredients, and
contains certified organic milk and sustainable cocoa.
“The brand is going that extra mile to
give parents an alternative to the other
sweet spread,” she says, adding the visu-

al impact of the stripes within the jar
makes it easier for customers to find the
Duo Penotti on-shelf.
A family breakfast favourite is also
growing sweet on customers. Kraft
Peanut Butter recently launched four
flavours to their smooth peanut butter lineup including
Honey, Banana Granola Peanut, Cinnamon Granola Raisin,
and Cranberry Peanut.
“In Canada, more
people eat peanut butter for breakfast than
at any other time of
day,1” states Stephanie
Grunenfelder, American Peanut Council.
“In spite of concerns
about allergy, consumption continues to
rise. Though we don’t
have specific figures
for Canada by category,
we know that exports
of peanuts and peanut products into
Canada increases every year (from the
U.S., where more than 80 per cent of
Canada’s peanut products come from). In
the U.S. overall consumption of peanut
products has risen as well, the latest year
increasing by three per cent.”
There is a lot of information in the
media about peanut allergy; and for
those folks who have life-threatening
allergies, avoiding peanuts is critical. But
Grunenfelder states it’s important to
remember that about 96 per cent of
Canadian consumers can safely enjoy
peanuts and peanut butter, regardless of
what time of day or night.
continued on page 42

Merchandising Tips
Here are some tips to help merchandize the most
important meal of the day.
Classic Canadian
Merchandise peanut butter with whole grain bagels or breads.
We like to remind people in Canada that peanut butter on toast is the classic hockey breakfast.
Cheap, fast, and perfect for eating in the car on the way to an early practice. Skip the drivethrough window and improve nutrition all at once.
- Stephanie Grunenfelder, American Peanut Council

Crossing Lines

Natural Peanut Butter

We’d like to see our products placed alongside other products in our category,
as opposed to a gluten free or organic section so that shoppers can make an
informed choice in the grocery aisle.
Showing a wide variety is also a great reflection on the retailer who is seen to be looking out for
a myriad of needs and keeping up with growing consumer demand.
- Kyla Hochfilzer, Nature’s Path

No Gluten
Recently as part of a Bakery On Main’s company-wide gluten free challenge, I ate gluten free for a
week and quickly realized how time-consuming it is to try and shop for gluten free products.

I recommend that any retailer who wants to create a gluten free business should
group gluten free products into one section or in large subsections to make it
easy for consumers to find products
- Lisa Brown, marketing manager for Bakery On Main

No trans fat
No preservatives
No hydrogenated fat
No stabilizers
No added sugar
No compromises

adamspeutbu.ca

Breakfast Fans
Tap into loyalty data and identify opportunities to target consumers, specifically breakfast
shoppers, with offers and incentives that are relevant and would be of interest.
Leverage customer and consumer channels (e.g. in-store displays, flyers, flyer inserts, etc.) to generate
awareness for the convenience, value and positive nutrition associated with eating breakfast at home.
-Lores Tomé, director, communications & corporate affairs, Kellogg Canada Inc.

Make an Impact
Even with natural ingredients and certified organic elements, Duo Penotti can go
right beside other sweet spreads, as well as being in the natural aisle.
The visual impact of the stripes and the multiple products can help customers identify the brand,
and gives them options within the category.
- Patricia James of Mayfield Solutions
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Made with Quality USA Peanuts.
The Flavour to Savour.

©/® Smucker Foods of Canada Corp. or its affiliates.
Quality USA Shield and Peanut design is a trademark of American Peanut Council, Inc.

Kashi Invites Canadians to
Eat Positive in 2014
There’s a lot to love in the tastes, textures
and nutrition that nature gives.
The tangy sweetness of a blueberry, the crunchiness of natural almonds, the crispness of a carrot - taking
the time to savour these moments of interactivity with real food helps us appreciate nature’s gifts.
t Kashi, we believe that enjoying real food, and its
natural benefits, should be an everyday experience.
That’s why we start with simple ingredients and minimally process them to keep their inherent nutrition intact. So
real food stays that way.
Canadian consumers are increasingly seeking the goodness
of real food as they recognize its power to nourish their bodies and fuel their lifestyles. That’s why consumers are looking to “superfoods,” such as flax and chia seeds to provide
big nutrition in a tiny package. Chia seeds alone are a source
of omega-3 fatty acids, protein, fibre, vitamins and minerals.
It’s no wonder that sales of seeds, such as chia, flax and
hemp, have grown over 115 per cent in the Natural channel
in the past year alone!1
In 2014, Kashi will continue to drive growth in the Natural and Organic category as we bring the benefits of chia
to the cereal aisle. Kashi’s new Nutty Chia Flax Multigrain
Cereal offers a source of Omega-3 polyunsaturates
and contains 5g of fibre per 3/4 cup (29g) serving of these delicious, multigrain loops.
This year at Kashi, we’re continuing our
commitment to progressive nutrition as we
introduce our first chia snack bars. New Kashi
Chia Granola Bars in Cranberry Lemon and Dark Chocolate, Almond & Sea Salt flavours will bring a unique
superfood twist to the snack bar category in the simple way that Kashi does so well.

A

As many Canadians consider the nutritional and environmental impact of the foods they eat, more and more are
mindfully choosing organic, Non-GMO Project Verified and
gluten-free foods than ever before. With our latest Kashi
offerings soon to hit store-shelves, Canadian consumers will
now have more opportunities to “eat positive.”
2014 marks our 30th year providing nutritious, real food to
consumers, and will be a big year for innovation at Kashi.
We’re making great progress on our commitment to have over
half our food Non-GMO Project Verified by the end of 2015.
This will include new Kashi Organic Promise Simply Maize and
Indigo Morning gluten-free cereals. And, just in time for
Earth Day, our Non-GMO Project Verified line-up will
expand to include four of our Kashi GOLEAN cereals.

We’re also thrilled to share that our in-store offerings will be supported online
with our brand-new website - kashi.ca - and our newly-launched Facebook page
- facebook.com/CanadaKashi. Check us out online to learn more.

1 AC Nielsen, GB+DR+MM L52wks ending May 2013

Peace and Kashiness in 2014!

Better Bowls
Whole grains, oats, and other specialty
seeds aren’t just for the loaf. Cereals are
bringing health by the bowlful.
General Mills’ Honey Nut Cheerios, the
No.1 brand of cereal in Canada, has added
Hearty Oat Crunch to the brand’s lineup.
“Honey Nut Cheerios Hearty Oat
Crunch adds a little more complexity, and
heartiness to the Cheerio family,” states
Catherine Jackson, director, corporate
communications, General Mills Canada.
The company also recently launched
Fibre One Almond & Cluster
Delight under the high-fibre
brand, ensuring customers get
40 per cent of their daily fibre
intake with one serving. This
means people are not only using
cold cereal in the morning, but
adding it to their day whenever
they need a healthy snack.
“People look at cereal in a different way,” she states. “It’s used
across all day-parts as it makes
for a great lunch, or snack after dinner. So
many people have a bowl of cereal before
they go to bed because you get your dairy,
fibre, and whole grains in one.”
Jackson adds because it’s something
people enjoy on a daily basis, whether
it be in the morning or not, makes the
cereal aisle a destination customers
visit week in and week out. Therefore
grocers should always have shelves
well-stocked with the brands customers love, as well as variety of sizes
(every family is different she reminds)
and price points.
Sallys, a line brought to stores by MOM
Brand Sales, is an affordable alternative
cereal line offered nationally in an environmentally friendly bag.
“Sallys is a high-quality cereal, with no

Introducing
Two Delicious New
Growth Opportunities.
Crunchy Honey & Crunchy Cinnamon Sunrise

Cereals provide health and nutrition
by the bowlful.

artificial colours, flavours or preservatives.
We offer consumers great tasting cereal at
the best everyday branded value in the
category,” states Ron Sinclair. “Consumers
are a lot smarter these days; they know
cereal is on sale almost every week, which
is why our EDLP [everyday low price] strategy works. In fact, we sell faster than any
other brand at regular price. This allows
retails to drive category growth in their
non-promoted weeks, and builds customer
loyalty, because they know they can get a
great deal on cereal 365 days/year and not
have to cherry pick.”
The brand will be releasing new size
formats, which are 50 and 100 per cent
larger in size than competitors at the
same or even lower price, as well as their
second gluten free item in January.

“The gluten free market grew 27 per
cent from 2009-2011, and reached $6.1
billion in 2011. (Mintel/SPINS/NielsenJanuary 2012),” states Lisa Brown, marketing manager for Bakery On Main, a
sponsor for all the Canadian Gluten Free
Expos. “Due to a growing number of greattasting, gluten free products available to
consumers, along with the rising incidence of celiac disease, the gluten free
market continues to grow. We are seeing
increased consumer demand for healthy
and great-tasting gluten free options and
the gluten free hot cereal market is growing much faster the gluten free overall.”
Bakery On Main offers Canadian customers gluten free granola, available in
five flavours including Cranberry Orange
Cashew, Apple Raisin Walnut, Extreme

With sales in the past two years increasing 44% to more than $10.5 billion, clearly gluten free is no longer
a niche.* Your customers are asking for it. And they deserve the best. Only Nature’s Path delivers organic,
non-GMO, gluten free goodness with a taste that’s a favourite of regular cereal customers too!
Be sure to make room next on your shelves for the latest additions to our delicious gluten free family;
Sunrise Crunchy Cinnamon and Honey cereals. Another two delicious “growth opportunities”.
* Mintel, Gluten-free foods - US, Sept 2013

naturespath.com
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Protein drinks and shakes
offer nutrition in a convenient on the go format.

Fruit and Nut, Nutty Cranberry Maple and Rainforest Banana
Nut, as well as a gluten free granola bar, ideal for a quick breakfast on the go, or mid-morning snack.
“Consumers want great-tasting, gluten free cereals and snacks
that are convenient, affordable and healthy. And as the gluten
free market continues to grow, the way consumers define
healthy has evolved as well, and there is a definite consumer
interest in the use of ingredients such as ancient grains and Chia
seeds,” says Brown.
Convenient and great-tasting, Bakery On Main’s Instant Oatmeal is made with pure uncontaminated oats, Chia, flax, amaranth and quinoa and is available in four “Bakeshop” flavours,
including Traditional, Maple Multi-grain Muffin, Strawberry
Shortcake, and Apple Pie.
Nature’s Path, which features organic cereals, granolas, oatmeal, snack bars and waffles, also has a new gluten free product

line extension shipping in January 2014.
The company is adding two new mass appeal flavours to the
gluten-free, wheat-free Sunrise line — Honey and Cinnamon. In
the last 12 months, the existing Sunrise flavours, Mesa, Vanilla
and Maple, have grown by over 40 per cent.
“We’re adding an increasing number of gluten free options to
our lineup every year as we see a growing demand for gluten free
foods that also deliver on taste and nutrition,” states Kyla
Hochfilzer, Nature’s Path. “Clean energy, nutrition and great
taste. All things that Nature’s Path delivers in spades as a trusted name in quality organic foods.”
Building on the success of their EnviroKidz® organic cereals,
the brand has added two new flavours - Jungle Munch™ Cinnamon puffs and Choco Chimps™ Chocolate puffs. These two new
organic cereals are gluten free, non-GMO and boast good-for-you
ingredients like eight grams of whole grain.
Last year the company also launched a Chia Plus line of granolas,
waffles, and snack bars that has seen tremendous success. Likewise,
their gluten free superfood cereal Qi’a has taken off as a clean energy
boost delivered by a trio of superseeds — chia, hemp, and buckwheat.
Kashi Nutty Chia Flax Multigrain cereal is just one of the soon
to be released Ready-to-eat Cereals (RTEC) from Kellogg’s Canada. Under the Kashi brand, the company is also releasing glutenfree, certified organic, and non-GMO project verified Indigo
Morning Cereal — a blend of puffed golden corn flakes with real
blueberries and blackberries, bursting with tangy sweet flavour
— and Kashi Simply Maize Cereal — whole organic corn for
hearty, crisp flakes, and touched with molasses.
“It’s commonly known that the cereal category in particular is
currently seeing some softness. This is due to a variety of factors, from changing consumer lifestyles, to the growth of alternative options, and increased competition from quick-service
restaurants,” states Lores Tomé, director, communications & corporate affairs, Kellogg’s Canada Inc. “Despite these challenges,
as the category leader, Kellogg’s is continuing to delight our
Canadian consumers and retail partners with the launch of a
powerful pipeline of new and exciting product innovations in
2014 that fit consumers’ lifestyles, taste preferences and nutrition needs. Leveraging emerging trends and insights, we are
introducing great new products that reflect our commitment to
invest in the future growth of our categories.”
According to the Kellogg’s Special K Protein “What Fills You
Up” survey recently conducted by Angus-Reid Forum, one in four
women say that if their breakfast doesn’t fill them up, they find
themselves more tempted by cravings throughout the morning.
And, when the urge to snack arises, one third admit lack of
willpower causes them to stray from their healthy habits. With
Canadian women placing so much value on staying active, new
Kellogg’s Special K Protein cereal is just the latest in a wide
range of Special K offerings designed to support women in their
weight management journey.
The brand is also launching Kellogg’s Special K Chocolatey Red
Berries Cereal — the only adult-targeted brand in the category to
offer a chocolate taste variant while rooted in weight management.

Breakfast On-The-Go
Consumers with active and busy lifestyles find that protein
drinks/shakes are a great option for when they don’t have time
for a meal. Shakes offer them positive nutrition in a convenient,
portable format, as well as having some great flavours.
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Special K Protein Morning Shakes now
come in Café Latte and Mocha Flavours.
“For Canadians managing their weight,
satiety is key,” states Tomé. “With 10 grams
of protein and five grams of fibre per serving, Special K* Protein* Morning Shakes are
an irresistible way for weight managers to
satisfy their morning coffee craving and
provide nutrients their body needs.”
For all-around nutrition for the whole
family, Kellogg’s is also launching their TO
GO* Breakfast Shakes in chocolate and
vanilla flavours. Each 296 mL serving is a
source of 22 essential nutrients, 10 grams
of protein, and five grams of fibre.

Yo Yo Breakfast
It’s the perfect pairing with a granola,
or as the base of a great fruit smoothie
— no matter the form yogurt makes
mornings and mouths happy.
Greek yogurt continues to be a top
choice for customers not only in the
morning, but across all day parts.
In 2011, Greek yogurt sales accounted
for five per cent of total yogurt sales
whereas in 2012 they accounted for
almost 16 per cent, states Dimitris Lenis,
marketing manager for Krinos Foods
Canada Ltd.

Greek yogurt continues to be a favourite
for consumers.

“Greek yogurt is aggressively gaining
more shelf space versus other yogurt
segments. It appears that as consumers
become more aware of the benefits of
Greek yogurt, they are willing to try it
even if they are not traditional yogurt
consumers. It is even more interesting
if you take into account that Greek

yogurt comes at a higher retail price
than regular yogurt.”
IÖGO, a brand by Ultima Foods, offers
seven product lines and over 40 flavours
that are gelatin free with no artificial
colours or flavours. The brand’s Greek
offering, Greko, is sweetened with a hint
of honey, and features the fruits already
mixed in.
The brand also touches on the hot kid
market. Nano, which features packs of six
60 gram cups and drinkable 93 ml bottles,
with a unique flip-cap, is targeted to the

tiny-tot audience, and Nomad is aimed at
young adults, with a 200 and 300 ml
drinkable format. The company also offers
Zip, recognizable by the comic strips on
the side, in tubes format for a quick convenient breakfast or any-time snack.
With less time for breakfast, but a
need for nutrition customers are looking
for grocers to stock those morning items
that fill those requirements and their
stomachs.
●
1 (APC funded consumer research, conducted
annually by Leger Marketing)
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SOCIAL MEDIA
ocial media and online marketing
has evolved quite a bit over the
last 10 years. It has, now, become
an integral part of most marketers’ tool
bags and with the advancement of
mobile devices and apps, there is no
need to be tech savvy to participate anymore. However, this does not preclude
us from the need to be mindful in utilizing social media as a tool for brand management, communication and public
relations. In this column, I would like
to share with you some common social
media slip-ups and missed opportunities
that even the biggest brands can make.

S

Post Articles with No Photo

By Ken Kwong

Taking a moment to insert an image to
accompany your article post on facebook
will increase interest and engagement
with your post by up to 40 per cent
(according to data from Zabisco).

No One Likes Spam
Do not overwhelm your audience with
your feed or you will be blocked. Great
rule of thumb is to keep content relevant.
Remain interactive and stay visible.

MIxing Business and
Personal Messages

Hearing but Not Listening
Engaging with your audience should be
a two way communication process. While
you may have heard the issues and complaints, listening to “what” they say
about your products and competitors will
give you some insights into what they are
interested in and how you can help them.

Me, Me, Me…
No Social Media Presence
Amazingly, I still run into people who

No one likes to hear “only” about you
and your products. Social media market-

Social Media

Marketing
Faux pas and missed opportunities
believe that social media is a passing
trend. Although it is nearly impossible to
manage your presence on every single
social media site, I recommend picking
two to three sites that make the most
sense for your brand / business and can
reach your target audience. Use Hootsuite
to manage multiple social media feeds.

Lack of Interaction
It’s called “social” media for a reason.
Engage your audience and build your fan
base. Automated and scheduling tools
should only be used as a supplement.

Ignoring Questions
and Complaints
Having issues aired out in public is
scary but your lack of response will only
hurt the trust in your brand/business.
Responding to critics and complaints in a
public and social environment proves
that you have nothing to hide and can
only strengthen your brand.
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ing is about your customers and what’s
interesting to them. Sharing other content that’s relevant helps to build the
dynamic nature of you and your business.

Sell, Sell, Sell…
No one likes to be “sold” to on social
media. It is about building relationships.
Let your audience get to know you and
your brand/business.

Courtesy of Shutterstock

what you are trying to say and that it
leaves little room for misinterpretations.

streams. This allows customization and
more meaningful relationship building.

ALL CAPS is Very Annoying

#hashtag #every #word
#is #annoying

As it is interpreted as SHOUTING. Stop
it NOW!

Difference Between a twitter
Reply vs. Mention

Show that you are real and can stay
in the loop. Keep track of current news
and discuss about relevant events. Be
careful when using pre-scheduled posts
as news changes.

For all those rookies out there, consider this a heads-up, there is a difference in
what happens in how you tweet. Starting
a tweet with @kenkwong is considered a
reply — and can only be seen by you,
@kenkwong and mutual followers. However, adding a period before the person’s
handle will change the stream to all followers. (eg .@kenkwong) This subtle
typo will change the reach of your message and hit a wider audience.

Spelling & Grammatical Errors

Using Google+ Circles

This one is a tough one to judge as it
seems acronyms and abbreviations in
communications are becoming the norm.
However you choose to manage this, just
make sure that your audience knows

Utilizing Google+ circles has helped
business identify sub-categories of their
audiences based on what they like, thus
allowing targeted content to be pushed
only to the fans that want to receive these

Current Events

#stop #it #now #or #else. This is especially annoying on Instagram and facebook where photos are over-tagged. The
proper way to use hashtags is sparingly
and with forethought. #springcleaning
is sufficient enough to “tag” the message
as relating to spring cleaning. Limit
hashtags to two, maybe three. Please!
#please #stophashtagingeveryword

Missing Banner Photo
In case you haven’t noticed, almost
every social media site, now, allows you to
post a banner photo. This is where you can
express your company’s image and person-

ality. Leaving it blank is… well… boring.

Pinterest Boards with No
Description
Almost as bad as having folders on
your desktop named “untitled”. Keep in
mind, Pinterest is also a search engine in
itself and can work its way up in Search
Engine Optimization, provided you take a
moment to label your boards and photos.

Hijacking Irrelevant Hashtags
Don’t be tacky and try to hijack a ride
on a trending hashtag. Especially if it
has absolutely nothing to do with your
message. This is considered spam-style
tweeting and done in #badtaste #iphone
#RIPmandela #ladygaga

Why would anyone do this? Keep the
accounts separate. Keep your messages
separate. Also, make sure you always
know who is holding the keys to the
business social media accounts.
To put the social media ecosphere in
perspective, I came across a recent statistical infographic* about “the growth of
social media” over the last decade. Facebook was launched back in February 2004,
and since then, it has accumulated over
1.15B users worldwide. Twitter launched
in 2008 and boasts over 600M users.
Google+ has over 1B users registered.
Instagram has 150M and Pinterest claims
to host over 80M users. Over 97 per cent of
marketers are now using social media for
business. Seventy per cent of these marketers have used Facebook to successfully
gain new customers. Thirty-four per cent
have used twitter to generate leads. When
online, the average person will spend 25
per cent of their time on social media
sites. The fastest growing age group in
social media networks is between the ages
of 45 to 65 at a rate of 79 per cent on twitter, 46 per cent on Facebook and 56 per
cent on Google+. Over 71 per cent utilize
a mobile device to access social media.
Well, considering the scope of the
social media arena and the fact that anyone can make a gaffe; you can avoid that
imminent slap in the forehead moment if
you just become more mindful in what
you do when it comes to social media
marketing. Doing so will mean less need
for damage control and more time for
brand and business relationship building.
All the best in 2014!
●

* Statistical data from infographic titled “Growth of Social Media” hosted on mediabistro.com (Nov 2013)

If you are interested in being featured in the social media segment of Western Grocer,
please have your social media-marketing department contact Ken for an interview.
Ken is the vice-president of sales and marketing for New Age Marketing & Brand Management Inc,, (NAM&BMI) a national brokerage company specializing in brand management of natural and organic CPG brands and products in all channels and markets in
Canada. His opinions expressed in this column are solely his own and do not necessarily represent those of this publication.
Ken can be contacted via email (ken@newagemarketing.com), twitter (@kenkwong) or linkedin.
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FROZEN FOODS

he frozen food market has come a
long way from just TV dinners and
quick meals. Not only are they convenient, but the broad range of choices
on the market today show that they are
a great alternative to other options.
According to a report by Transparency
Market Research, titled “Frozen Food
Market (Vegetables & Fruits, Potatoes,
Ready-to-eat Meals, Meat, Fish/Seafood
and Soups) – Global Industry Analysis,
Size, Share, Growth, Trends and Forecast
2013-2019”, the demand for frozen food
was valued at USD $224.74 billion in
2012 and is expected to reach USD
$293.75 billion by 2019.
“Over the past few years, the frozen

T

Courtesy of Shutterstock

By Shayna Wiwierski

category has evolved a great deal,” says
Taylor Johnson, director of national
sales, Heritage Frozen Foods Ltd. “Consumers continue to ask for a variety,
something new and exciting. Consumption has grown over the past dozen years
and manufacturers need to continue to
revolutionize their product offerings
while keeping three key components in
mind — quality, value, and convenience.”
Heritage Frozen Foods Ltd. is based in
Alberta and produces high-quality, valuepriced perogies under the CHEEMO brand,
which for the third year in a row, was
voted the No.1 choice from consumers
when it comes to frozen food entrées in
the 2013 annual food purchasing survey

sponsored by Canadian Family magazine.
Another popular frozen food entrée is
pizza, with sales now approaching half a
billion dollars annually and $130 million
in Western Canada.
“The West is actually underdeveloped
compared to the rest of Canada,” says
Peter Macdonald, executive head of marketing for Dr. Oetker Canada. “I would
selfishly argue that’s a direct result of
under-representation and underdevelopment on Dr. Oetker, or at the very least,
thin crust pizza, as thin crust in the
West has an 89 per cent development
level and rising crust has a 114 per cent
development level compared to overall
pizza development.”
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Dr. Oetker manufactures three pizza sub-brands: Ristorante (the No.1 thin crust pizza in the market), Casa di
Mama, and Panebello.
Macdonald says that the biggest trend in the category
seems to be a movement away from rising crust and moving
towards thin crust.
“When Dr. Oetker launched Ristorante almost 10 years
ago, thin crust in a frozen pizza was virtually unheard of.
Today, it’s the largest segment in frozen pizza both nationally and in the West. It’s up six per cent, five per cent in
the West, in units over the past year compared to rising
crust, which is down 11 per cent over the same period.”
Healthier options in the category continue to soar as
companies are realizing that customers are looking for
cleaner, better options.
Dimitris Lenis, marketing manager at Krinos Foods Canada, an importer, manufacturer, and distributor of Mediterranean specialty foods, including Phyllo Twisters, says that
product innovation is driving the category. He mentions
that they are seeing healthier options, such as gluten-free
and low sodium.
“Consumers today don’t settle only with the convenient
aspect of the frozen foods, but also want healthy-tasty
options,” he says, adding that their twisters are preservative free and all ingredients are locally-sourced, making the
product truly Canadian. “I think that in the future, even
more manufacturers will provide healthier products with
cleaner ingredient decks that taste great.”
A cleaner ingredient deck is a common trend that companies are seeing. Linda Fox, director of marketing at Janes
Family Foods, which offers a wide variety of value-added
chicken and fish items, says that the company sees a number of trends in the
frozen foods category,
including natural or
minimally processed
products, ethnic offerings, and the appeal
for the tried and true
products.
“As in all food categories, new products
are important to consumers, they want to
try new things fairly
regularly. However,
Frozen foods is becoming one of the hot
there is also always
markets for consumers and retailers.
room for the tried
and true, especially when it comes to feeding the while
family something they can all enjoy. We continue to see a
growing demand for our pub-style strips, nuggets, and burgers for example, and one of the main things that always
come through in feedback is ‘it’s something the whole family will enjoy’,” she says.
The frozen foods category has certainly grown in the
past few years, becoming one of the hot markets for food
in grocery stores. Retailers need to be aware of the current trends in the marketplace, as the category isn’t slowing down anytime soon.
●
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Merchandising Tips
With a category as hot as frozen foods,
retailers need to be in the know when it
comes to new products, and especially
how to merchandise them.
Make It Easy
Where possible, make
the assembly of a meal
an easy solution. Janes
Family Foods suggests
a stand of whole wheat
tortilla wraps near bitesized fish or chicken
strips is a great way to suggest a light dinner or quick lunch.

Stock It and Block It
Dimitris Lenis from Krinos Foods says
that the freezer aisle is one of the
least popular in a store, so retailers
need to help consumers locate their
favourite frozen products by creating
blocks of the same brand products.
Also, keep plenty of stock.

EVENT
anta delivered a few late gifts for
three grocery industry honourees and
two Alberta-based charities at the
13th annual Santa Cause event held on Jan.
8, 2014. The original December date was
postponed due to a blizzard that shut down
businesses throughout the Calgary area.
But on a much warmer afternoon, over
150 people gathered at the Wainwright
Hotel in Heritage Park to celebrate with
Frank and Dan Lovsin of Freson Bros. and
Stuart Hartt of Acosta Sales and Marketing for achieving the 2013 recognition.
Hartt said of being the first broker recognized, “A couple of words come to
mind: overwhelming, humbling.”
The event, which was conceived by the
Calgary Food and Drug Executives in

S

By Devon Jolie

(L-R) Frank Lovsin, Maria Lovsin,
Dan Lovsin, Stuart Hartt, Joey Bleviss

A Good Cause

Stand Up Tall
Peter Macdonald, executive head of marketing
at Dr. Oetker Canada
says that the biggest
mistake, he thinks, retailers can make is to merchandise the product
lying down as it encourages consumers to look for the best price,
rather than the best product.

One-Stop Shop
Cross-merchandise between
departments with a portable
coffin freezer that you
can move and merchandise
with produce.

2001, acknowledges grocery professionals who have made outstanding contributions through their work to both industry and their community.
Hartt, who was born in Hanna, Alta.,
began his career in 1974 with what was
then Tees and Persse. He said he enjoyed
continually learning in the constantly
evolving industry. Hartt was loyal to the
brand after it was bought out by senior
management, and through its acquisition
by Acosta Sales and Marketing. He last
served as the senior vice-president of
client management for Acosta Canada.

In the Christmas spirit of giving, Santa
Cause recipients have the opportunity to
select a charity to receive the proceeds of
the event.
Hartt selected the Calgary Poppy Fund
and its Veterans Food Bank as his benefitting charity. He said that that the grocery industry is poised to help the Veterans Food Bank, which donates thousands
of dollars in food items and vouchers to
veterans every month.
Joey Bleviss, chief administrative officer of the Calgary Poppy Fund, said the
donation was a “shock and surprise.” The

For example, frozen lasagna, frozen garlic bread, and bagged
salads. “Give the consumer a one-stop shop and impulse-buy
opportunity. It is surprising how well products sell at regular
price when a simple solution is offered. A meal combo as
described can easily hit $15 - $20 at the cash register with
great margins,” says Mike Thurstan, national sales manager at
Inovata Foods, a manufacturer of private-label frozen entrees
and deli products in Canada.

Peak Time, Anytime
Don’t forget about off-peak selling
periods, this is when you can help
educate the consumers more
about your products with the help
of cross-promotions or special
events, says Taylor Johnston from
Heritage Family Foods.

(L-R) Jim Rose (organizing committee), Colleen Ruest (organizing committee), Rick Jolie (organizing committee), George Deegan (organizing committee), Frank Lovsin, Maria Lovsin, Dan Lovsin,
Stuart Hartt, Joey Bleviss, Tim Moore (organizing committee)
All photos by Devon Jolie

Annual Santa Cause
event recognizes
industry veterans.
fund provides temporary relief to veterans, who include soldiers from the Second World War to Afghanistan, and their
families in many forms including medical
equipment and covering living expenses.
Brothers Frank and Dan Lovsin, who own
and operate the independent grocer Freson
Bros., were also recognized at the gathering. The 58-year old company was founded
by a 21-year-old Frank and two partners in
1955. Three years later, Dan joined his
brother in the business and has remained a
pivotal part of senior management.
Over the course of nearly six decades,
it has expanded from the original butcher shop in Hinton, Alta., to the largest
independent grocer in Alberta with its 15
stores throughout the province, including a fresh market store with its own
smokehouse in Stony Plain, Alta.
Frank, who shared stories of days
when food orders were placed by
telegram, said, “It’s fun, real and challenging. It makes you get up in the
morning and start thinking.”
And when it came to selecting a charity, Dan said, “It was a no brainer.”
The Lovsins chose the Kids with Cancer
Society to receive their portion of the proceeds as Frank’s granddaughter, Maria
Lovsin, has been fighting acute lymphoblastic leukemia since the age of 13. ●
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CARDS & GREETINGS

By Alex Van Tol

ou don’t buy a card every time you go to the store. But you go to
the store every time you need to buy a card. Everybody needs
them — and having a clean, eye-catching section with a good
selection will boost your sales.

Y

Category Snapshot

Where no card program has gone before...
justWink continues to go there, with a top-rated app leading the way. Shoppers are loving it.
To keep them coming back for more, we’re doing what we do best, bringing your stores new
heartfelt, funny, bold, cute, trendy, sassy, sweet and beautiful cards... all in an authentic way.
©AGC, LLC.

To bring the best innovation to your card departments,
contact Carlton Cards at 1-800-663-2273.

The Canadian greeting card market represents about 10 per cent of the
U.S. market, at around $600M-$650M at retail. The market has been flat
for a number of years; while unit sales have been slowly shrinking (around
two per cent a year), the price has moved up on those units due to more
unique and functional applications (e.g. pop-outs, die-cuts, lights and
sound). There is distinct growth and expansion in the “dollar” segment,
too, which offers less expensive cards — however even in the dollar market, card makers are adding incremental value to drive prices up.
Contrary to what you may think, social media hasn’t taken a bite out of
the card market. While online communications make it easy to keep up
with a wide circle of acquaintances, people still want to reach out to those
who are the most special with a traditional card. In fact, because social
media helps people expand their networks — and dig up long-lost relatives
and friends — it could be argued that the card market has benefited directly. According to the U.S.based Greeting Card Association, 90 per cent
of North American households send and buy greeting cards.
Card makers are looking to Generation Y, the
largest upcoming demographic, as their next
big market. In 2012, a survey done by
Canada Post showed that 87 per
cent of the younger demographic love receiving cards in the mail
— evidence that tradition still
holds. “Gen Y loves greeting cards
and they embrace the tradition of
cards, but they want a modern and sarcastic spin on the language that’s in
them,” says Tammy Barrett, director of
marketing and trade development at Carlton Cards. “They’re fine with sarcasm and
with the odd foul word, and with imagery that
is strange and unique — yet it’s all on a traditional card.”
Despite the trend towards appealing to
that younger demographic, statistics show
the market is still anchored largely by the
female purchaser (85 per cent) between the
ages of 25 and 65+.

Courtesy of Shutterstock
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Product
Showcase
The Paper Giant
New for 2014 is Carlton Cards’
“Blown Away” program. For
example, when the recipient
opens the card, a 3D paper birthday cake with a
candle pops out. The candle has a sensor which,
when blown on, lights up and
plays a song. Also new — and
just in time for Valentine’s — is
Carlton’s “HYPERcute” line,
where pop-out paper technology
moves in sync with accompanying music.

The Little Funny Guy
Focusing on easy, clean humour in
high-impact photographic cards,
Avanti Press offerings complement
the offerings from the category’s
major players. “We focus on zany
characters we’ve created, and we
put them in these exaggerated
real-life situations that people can
really relate to,” says Marc Trobman, vice-president, business development for Avanti. “It’s a highimpact look, and when you open the card, the joke
inside makes you smile or laugh.”

Trends in Greetings
Similar to how emailing and texting has relaxed our standards
around language, the language of greetings and cards has
relaxed. Conversation is casual, and the jokes flow quick and
easy. The big players (Hallmark and Carlton) estimate that
humour forms as much as 30 per cent of the market, but
smaller companies think it’s much, much more.
Recipients have changed, too. There’s more sensitivity now
to changing demographics, blended families and different family dynamics than in the past. There’s a card for nearly every
sociological situation.

A tidy, organized card department is the best
way to draw customers. Shoppers want to easily
scan the shelves to see what’s there. Rotate old
stock out regularly, back to the supplier.

Sharp and Quirky
With a focus on the small to midsized retailer, Sellers Publishing
posts year-over-year double-digit
growth and offers retailer programs with higher-margin instore serviced card departments
to those who commit as little as a
single spinner display of their
“RSVP” cards.

Contemporary humour
is received well by the
younger buyer while
still driving sales to the
core customer.

A Spectrum of Sentiments
Introducing new collections every year,
Designer Greetings offers series with different levels of intimacy to respect a variety of relationships, as well as its “Cause It
Matters” line for sensitive issues like terminal illness, cancer,
Alzheimers and miscarriage.

“Handmade-style cards
include fine stock, beads,
pearls, die-cuts and sequins,
while the “It Runs in the Family” line pops with
colourful type and incisive family humour,”
says Keith Bichard, vice-president, sales, Canada.
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Greeting cards can be found for nearly every sociological situation.

“One key trend winding its way through cards is the all-natural look — from typeface to paper stock to colouration and
design,” notes Suzanne Haines, vice-president of marketing for
Designer Greetings. Letterpress is one of the oldest methods of
printing, and is another nod to the natural theme. “The conscientious use of textured, recycled paper only enhances the
experience,” says Haines.
Other trends include casual, fun “hand-lettering”, subtle
floral designs, vintage and retro style photographs, ombres
and humour of all stripes, from slapstick to the truly risqué.

Clean & Catchy
A tidy, organized card department is the best way to
draw customers. Shoppers want to easily scan the shelves to see
what’s there. Rotate old stock out regularly, back to the supplier.
Similar to fiction books, the salability of a card is artist/author
driven, and not brand-driven, notes Andrew Shapiro, national
sales manager, Canada, for Sellers Publishing. Keep a variety of
looks and styles so your customers will find something they like.
In cards, it’s well known that “the art attracts, and the verse
sells.” A messy department makes it hard to attract your consumer’s eye. One suggestion is to designate a staff member to
spend a chunk of time straightening your card aisle every day.

®

With today’s growing health concerns
SWEETENERS
at the top of consumers’ minds,
the sugar substitute market is growing by leaps and bounds.

Keep your greetings aisle free of pop-up displays. It’s irritating
for customers to have to manoeuvre their carts around cardboard
displays sitting on the floor.
Figure out where your card department should be, given the
footprint of your store. Avoid the freezer aisle, and think carefully about the front door, which can be congested. A quiet spot
about a third of the way into the store is ideal to provide cus-

I

Sell the right-priced cards for your market:
if you’re not a discount grocery store, then your
customers are likely not looking for dollar cards.
You can sell mid- to higher-priced cards.

WHAT MAKES

YOUR STORE
SO SPECIAL?

Has your grocery store recently:
• opened?
• done renovations?
• had a change in management?
• expanded?
• celebrated an anniversary?
• rebranded?
If yes, please contact Robin Bradley
Tel: 1-800-337-6372 or email: robin@mercury.mb.ca

Let us tell the West Why Your Store is so Special!
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Despite the popularity of social media consumers still like to
send greeting cards.

tomers with the time and space to find just the right card.
Keep your card department to a size that makes sense for your
store. There are card companies out there who will help you
design a smaller department. “While cards are a huge-margin
item, you have to ask yourself: How many turns are you actually getting on cards?” says Shapiro.
Sell the right-priced cards for your market: if you’re not a discount grocery store, then your customers are likely not looking for
dollar cards. You can sell mid- to higher-priced cards. Your customer is going to buy that card anyway — might as well make it
a $6 item instead of a $1.50 item. Consider, too, that people will
often buy more than one card at a time while shopping.
As a traditional category, greeting cards haven’t changed a
lot. “The nicety of a card is the tradition itself: hand-signing a
lovely sentiment and then giving it to a recipient,” says Barrett.
What has changed, however, is the style in which that sentiment
is being communicated. In our fast-paced, stressed-out world,
humour and whimsy rule the day.
●

n North America, sales of high-fructose corn syrup (HFCS) are
slumping while the sweetener category, as a whole is stable and
growing. According to a report issued earlier this year by the Associated Press, sales of HFCS plummeted 11 per cent from 2003 to 2008
thanks to shoppers’ desire to find healthier ways to satisfy their sweet
tooth. Product manufacturers are racing to discover sugar substitutes
that taste good, provide fewer calories and are safe to consume. In
general, a sugar substitute is a food additive that is designed to mimic
the taste of sugar. These products can be natural or artificial; however, both must go through testing to be deemed as safe before entering
the food supply. Health Canada must approve all the artificial sweeteners that are sold in Canada, and a sweetener has to undergo extensive research to show its safety and effectiveness before Health Canada will approve it for use. Once a sweetener is approved, Health Canada sets strict guidelines for how it can be used, as well as advice on
Acceptable Daily Intake (ADI) levels. Due to consumer demand for more
organic and less processed products, natural sweeteners such as stevia,
agave nectar and sugar alcohols have recently claimed the spotlight.
Savvy grocers would do well to work with manufacturers to build
awareness of these products. Experts offer several reasons people may be
reluctant to make the switch. One, of course, is taste. People become
used to foods and drinks tasting a certain way, and they won’t or can’t
adapt to a new flavour. Another obstacle is the safety concerns about
non-nutritive sweeteners: aspartame (NutraSweet and Equal), saccharin
(Necta Sweet), sucralose (Splenda), stevia (Truvia and PureVia), acesulfame potassium (Ace-K) and neotame (a relative of aspartame).
Forty years ago saccharin and cyclamates came under scrutiny after a
study found that the combined artificial sweeteners caused cancer in
laboratory rats. That led to a federal ban in 1969 on cyclamates, a
sweetener that is still marketed in more than 100 countries. Saccharin,
rarely used in soft drinks, remains a popular tabletop sweetener despite
a suspected link to bladder cancer, while early on,
aspartame was charged with causing headaches and
other neurological problems, including seizures and
brain tumours. Although some consumers may be
sensitive to this sweetener, in 25 years of widespread
use no human evidence of a link to cancer has
emerged from prospective studies of diet and health.
This shows how important it is for retailers to pay attention to the products they are stocking their shelves with and offer some information
and education behind the sweeteners they offer to shoppers.
Although numbers for Canada are not readily available, a recent U.S.
report from market research organization Freedonia, titled Alternative
Sweeteners, predicts the alternative sweeteners market in the U.S. will
grow by 3.3 per cent a year, to reach about $1.4B in 2015. The report
also claims that naturally-positioned sweeteners like stevia, and agave
nectar will lead the way.
According to Mark Brooks, Cargill’s global business director with Truvia Consumer Products, “Canadians are concerned about their sugar
intake and are looking for alternatives from a natural source.” In fact,
39 per cent of Canadians surveyed indicated that they’re planning to
reduce their sugar intake in the New Year, and 67 per cent of Canadians
are concerned about the possible side effects of artificial sweeteners.
Cargill’s Truvia® calorie-free sweetener products are available in a packet format with 40 and 80 count boxes and a 270 gram spoonable jar for-

By Martha Beach-Yeo

WWW.WESTERNGROCER.COM 57

honey packers. Low GI (Low Glycemic
Index) sweeteners, natural sweeteners,
and raw products are popular trends. LOC
offers mostly private label productions for
the agave, and will be launching a national brand for the agave nectar in 2014.
Natural, low and no-calorie alternative
sweeteners have blossomed over the past
couple years. What began as a few sugaralcohol-based products has now become
a wide assortment of exciting new
options. With ever-rising concerns over
obesity, cancer and diabetes, it’s no surprise these new natural choices have been
so well received by consumers. For retailers, it is important to manage the sweetener category closely; there
“We recommend retailers conduct tasting demos with strawberries. Consumers are very receptive to trying
are new products coming
Truvia® sweetener on strawberries as they’re able to taste how it differs from other sweeteners and they can
out all the time, and the
buzz around them can be
see how closely it resembles sugar due to its crystalline texture.” - Mark Brooks, Truvia Consumer Products
deafening to consumers.
Help
them
out
with education and inforbrand
and
private
label
products
sold
in
mat with 80 servings per container. Accordmation incorporated into the merchanthe North American market), agave necing to Brooks, the 270 gram Truvia® spoondising of the category so shoppers know
tar, agave sugar (this product won the Sial
able jar is the most popular sku they offer.
what they are choosing between. Whatinnovation award this year), and organic
“Canadians are looking for natural sugar
ever the future of the category may
sugar. According to Vice-President Richard
alternatives like Truvia® sweetener,” he
hold, it seems certain that a variety of
Tanguay their most popular sweetener
said, “A recent survey commissioned by the
natural options will be giving the old
product remains honey, in retail, food serTruvia® brand found that 67 per cent of
standbys a run for their money.
●
vice, and bulk for food manufacturers and
Canadians prefer a sweetener from a natural source.” Truvia® sweetener is still very
new to Canada, just having launched in
June 2013 with full distribution in September 2013. It comes in a variety of caloriefree formats including packets (40 and 80
count boxes) and a 270-gram spoonable format that is unique to the category and is
the most popular of the three skus among
Canadian consumers. “Due to the success
we have had,” said Brooks, “we plan to
launch new Truvia® sweetener items soon.”
LOC Industries Inc. offers sweetener
products that include Honey (plants in
Argentina, Uruguay and Brazil, as well as
a co-packing contract with a Canadianbased plant for the packaging of the Ebia

STORE DESIGN

By Robin Brunet

Add honey to your life...

S

Best quality unpasteurized honey,
in a great pouring jar.

It’s time to boost
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ignage has traditionally been used by
grocers to inform or point the way,
and graphics has fulfilled a similar
role. But their emerging use as a design
element not only imparts information to
shoppers but also influences a store’s positive ambience, which in turn generates
more sales and enthusiastic word of mouth.
Nobody appreciates this more than
Ontario-based Yummy Market Owners
Alexei and Anna Tsvetkov. That’s because
their second 50,000 square foot location in
Vaughan is a masterpiece of huge graphics,
signage that is decorative as well as
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instructive, and colours that inspire shoppers to put more items in their basket.
Moreover, the signage and graphics
reflect Yummy’s mandate, which is to
provide customers with a European-style
shopping experience befitting the company’s extensive range of imported delicacies and chef-prepared foods.
The Yummy project was the handiwork
of Tampa, Florida-based api+, which has
been providing design services in the US
and Canada retail sector for over 20
years. “We employed what we call the
technology of signage to a very large

degree in Yummy,” says api+ President
and CEO Juan Romero.
api+ Vice-President and Director of Design
Tom Henken adds, “This was an ambitious
strategy, because we were retained not just
to upgrade but convert an entire abandoned
grocery into a new Yummy.”
Romero and Henken, who count Walmart as one of their regular clients, first
determined all the elements that distinguish Yummy from the competition and
learned about the demographics of the
Tsvetkovs’ customers. “You have to flaunt
your distinguishing features more than
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ever these days,” says Romero. “For
example, if you have a butcher and the
big box competition down the street does
not, then you have to say so, and boldly.”
Henken says their research enabled
them to “develop a strategy of colouration and lighting, working around multiple existing elements that were retained
in order to avoid replacement costs.”
Because the Tsvetkovs serve Eastern Europeans, it was decided that digital printing
would be employed to create giant-sized
blowups of Eastern European landmarks;
these blowups lined the 10-foot high walls
and were augmented with dimensional plastic lettering. “This imparts the message that
we understand the shoppers’ heritage and
values,” says Romero. “It’s a message that
makes them feel appreciated and compels
them to fill their baskets.”
The colour palette developed for
Yummy’s brand image includes coffee,
ochre, yellow and clay red. Romero points
out that aside from being visually pleasing,
a thoughtful colour palette has subliminal
benefits. “For example, red and yellow have
proven to communicate low pricing, but
the red must lean towards neon and the
yellow should be slightly washed out.”
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api+ provided a masterpiece of
signage and graphics for the
Yummy Market in Ontario.

The dimensional lettering in the Vaughan Yummy store is extensive in each
department and serves not only as signage
but a playful artistic element in its own
right. In many cases it’s also spectacular:
in one part of the grocery the word DAIRY
is spelled out four feet high above the
department, with the `R’ inverted.
Small touches reflect Romero and
Henken’s belief that signage should be

used to highlight a grocery’s strengths in
plain terms: hence, the deli is augmented with the slogans, `Centuries-old
recipes crafted daily’, and `Modern times
call for olde world recipes.’ Elsewhere,
the printed or dimensional lettering
leaves nothing to
the imagination:
`Enjoy the unique
flavours of our quality hot and cold
smoked fish.’ “This
is not just way finding, it’s also stating
what Yummy’s is,”
says Romero.
The final product
exceeded the Tsvetkovs’ expectations. “api+ was able to translate
our European shopping experience
vision into a design that captures
our brand essence,” says Alexei.
Henken concedes his company’s
efforts extended beyond signage
and graphics. “We made numerous
suggestions that were acted upon,
including expanding Yummy’s produce and prepared foods program
as well as creating a front-and-centre island for the fresh program.
“However, Yummy is a good example of
how signage and graphics can provide a
completely new ambience without the
brick and mortar expense. It’s changed
our approach to projects, and it enables
grocers to do an affordable re-fresh every
five to seven years — which is the average lifespan of any design package.”
Troy Dewinetz, general manager – marketing & merchandising for Buy-Low
Foods, agrees that signage and graphics
“is a much easier way of enhancing décor
than undergoing major renovation or
replacing fixtures, which is something
we would prefer to limit due to the large
costs and effort involved.”
Buy-Low has its own in-house art
department that can spruce up any store
or update signage when required; however, the company recently engaged the
services of a third party designer to
develop two different signage packages,
for its Buy-Low Foods and Nesters Market
brands. “The packages included a complete overhaul of our shelf talkers to
make them a more enticing and vibrant
marketing statement,” says Dewinetz,
adding that although the project was “an
easy tweak,” it was 18 months in the
making. “Even something as seemingly

innocuous as the appearance of a shelf
talker can significantly influence one’s
shopping experience.”
The Yummy project and, to a less extensive degree, the Buy-Low revamp proves
that significant visual changes can be
accomplished relatively easily — even at
a time when high-tech digital signage is
being touted as the last word in attracting
new shoppers and boosting sales.
But as effective as signage and graphics may be, their power is lost if not supported by other initiatives. “For example,
Walmart is a master of signage that com-

municates low prices: it uses red and yellow signs, but it also places the signs —
and the bargain products — on the end
caps in order to lure shoppers deeper into
the aisles,” says Romero.
Signage and graphics have evolved significantly from the days when experts
cautioned only to use them to draw
attention to and not compete with the
merchandise. The best retail experts are
adept at achieving the delicate balance
of making these elements useful and
allowing them to reflect the character of
the grocery itself.
●
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ASIAN FOODS

By Robin Brunet

t a time when the most dynamic trends seem to have a short life
span, the Asian food category has become an indispensible component of any grocery store’s bottom line. And if recent prognostications from an investment banking specialist are anything to go
by, the category will soon become an even greater powerhouse.
In March of 2013, CIBC World Markets Inc. Equity Analyst Perry Caicco told delegates to CIBC’s Retail and Consumer Conference in Toronto
that “the rising power of Asian and South Asian consumers” will dictate
food and general merchandise retail over the next 10 years. He added
that approximately 70 per cent of all growth in Canadian consumer
spending will come from these groups. This will, amongst other things,
likely spur the growth of large-format ethnic grocery stores — which are
increasingly competing for market share with established grocers.
Other analysts believe spending growth will reach 70 per cent only in
major urban markets. But they concede that what constitutes mainstream grocery shopping will change substantially in the near future,
and as the Asian and Caucasian cultures continue to influence each
other, retailers will need to further adapt in order to satisfy both parties.
Recent sales figures underscore the importance of mainstream retailers
fortifying their Asian category. Caicco says that already $4 billion to $5 billion of Canada’s $80 billion food industry is going to independent ethnic grocery stores, which he says are growing by 15 to 20 per year a year and “may
represent as important a threat as Walmart to Canada’s food business.”
Caicco’s predictions about the increasing influence of Asia on mainstream Caucasian retailers are supported by demographic data.
Statistics Canada has estimated that there are over 1.3 million
Canadians of Chinese origin alone (48 per cent residing in
Ontario, 32 per cent in British Columbia, 10 per cent in
Alberta and seven per cent in Québec) and that for the
next two decades this population is expected to increase
at a faster rate than the national average.
Emily Tang, marketing manager for Fine Choice
Foods (a Canadian-owned, family-run business dedicated to delivering quality Asian foods for the North
American market since 1986), thinks the rapid evolution of the Canadian population should galvanize
retailers to action. “A record number of Chinese
nationals were granted visas to Canada as of March
2013 — a 158 per cent increase since 2004,” she says.
There’s more encouraging news for grocers. A 2010
study from Solutions Research Group Consultants (SRG)
shows that Chinese Canadians spend $136 on groceries
weekly: that’s nine per cent more than the average shopper
in Toronto and Vancouver. And South Asian Canadians are veritable foodies, spending 23 per cent more.
But if Asian consumers have deep pockets and love shopping, they don’t
spend indiscriminately. Instead, they make purchases based on a well-developed sense of taste and values. How can grocers enhance their stores to capitalize on the coming tsunami of all things Asian? Is it just a matter of care-

A
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fully selecting the right products and
ensuring they are in constant supply?
Not quite, says Andy Cheslock, director
of retail sales for Ocean Mama, a division
of Delta, B.C.-based Frobisher International Enterprise Ltd. Frobisher, one of
the top seafood providers on the West
Coast, was launched in 1981 by Peter Fu,
who grew up in the industry in his native
China. While Frobisher caters to the traditional Asian market, Ocean Mama was
created specifically to provide authentic
Asian seafood options to all Canadian
consumers. They offer a wide variety of
frozen, value-added seafood, along with a
variety of whole fish, fillets, shrimp, and
other assorted seafood items. “With the
increased cultural diversity in Canada, we
are in a leading edge position to introduce alternatives in culinary seafood
choices so popular within our multi-cultural communities,” says Cheslock.
In order to maximize Ocean Mama’s
potential as well as maintain Frobisher’s
momentum, the company regularly
attends food shows throughout the world
researching new product concepts. “From
what we’ve seen, we have definite ideas
on how grocers can attract more Asian
customers, depending on the demographic of the neighbourhood they operate in.
For example, they might consider hiring
ethnic-speaking staff, and print flyers
partly in the predominant language of
their local Asian customers.”
Cheslock says grocers communicating
with customers in
their own language

Consumers in the
Asian category make
purchases based on a
well-developed sense of
taste and value.

The Asian food category has to be indispensible for any grocery store’s bottom line.

should extend to in-store signage. “Also,
the Asian shopper is keen on small
details such as clean and inviting store
entranceways, lots of in-store sampling,
and attractive packaging. This should be
easy to implement: after all, who doesn’t
like these customer service details?”
Selecting the appropriate inventory
becomes easier when one realizes that
foods lending themselves to whatever can
be eaten with a chopstick is a prime consideration for Asian shoppers. T-Bone
steaks served whole per person are just not
prepared in that manner for example. In
the seafood realm, live seafood tanks
should be a consideration for grocers, because Asians prefer live fish
for steaming. Any fish in a whole
format — the head, the tail and
everything in between — is a must.”
Authenticity in products is also vital,
as is consistency of supply.
Cheslock adds that one of the
popular service practices in some
Chinese grocery stores is to offer
valet parking and provide small
instant surprise gifts at checkout if
a shopper spends a certain amount
on purchases. “I realize this would take
considerable effort,
but I’m just reporting
on what is happening
in the grocery experience in China,” he
says. “It’s smart, creative, and part and
parcel of their culture.

When was the last time you were pleasantly surprised with an unexpected spontaneous little gift in a store?”
Sourcing responsibly is always an
important consideration for grocers, and
on that score Frobisher works with multiple plants in China that are BAP certified,
BAP being the leading standards-setting
organization for aquaculture worldwide.
The company’s plant in Thailand is recognized for its leading edge technology and
tailored for new product development (for
the record, fisheries overall in Thailand
are focused on turning Thailand into the
“kitchen of the world”).
Tang, who was born in Canada after
her parents immigrated to Canada from
Hong Kong, stresses that while it’s
admirable to adhere to traditional cuisine
offerings, it can’t be at the exclusion of
differing tastes within the Asian community. “It’s just like any other ethnic culture: the older generation will be fond of
traditional dishes and the younger generation will be more westernized,” she
says. “Older generation Chinese may
indeed bring home whole fish for dinner,
but the youngsters at the table will turn
up their noses at it. So there has to be
enough variety to suit everyone.”
Tang is especially enthused that both
Asians and Caucasians in Canada are driving the demand for authentic Asian
products: “We’ve really become a nation
of food experts,” she says.
As for Caucasians who have never
delved into the world of Asian cuisine,
Tang points out there are many products
continued on page 72
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Product Showcase
Familiarity Breeds Content
Tom Yum Soup from Ocean Mama is an authentic Thai spicy broth with lemongrass, kaffir lime
leaves and Shrimp Wontons.

Andy Cheslock says this soup can be augmented with in-store sampling or live demo programs
“in order to familiarize shoppers with the simplicity and deliciousness of Asian cuisine.”

Exotic Made Easy
The Shrimp Gyoza from Ocean Mama is restaurant quality Gyoza filled with shrimp, ginger
and vegetables.

Consumers can check out the Ocean Mama Seafood video on You Tube in which the company’s
corporate chef demonstrates just how easy it is to prepare this popular Japanese delicacy.

From the Philippines with Love
The 7000 Islands Foods line of Pulo sauces contains less sugar and salt than traditional Philippine condiments but are otherwise steeped in authenticity.

“Pulo should be grouped with other ethnic sauces, but emphasize through signage that our
sauces are vegan and contain no preservatives,” says Vincent Uy.

Taste of the Tropics
Tropic Coconut Water, available through Tree of Life, is an excellent crossover item that appeals
to both Asian and Caucasian consumers.

Terry Wong suggests the beverage be placed on end displays and, if possible, be priced
competitively during Chinese New Year and other festive events.

Target Youth
The Nissan line of Ramen Bowls, available through Tree of Life, is another easy way to attract
Asian consumers without alienating Caucasians.

Terry Wong says, “Because these noodle bowls are so popular with younger consumers,
I would display them in the noodle section but also advertise them as a back to school
special and during other youth-related events.”

Entertaining Appetizers
New from Fine Choice Foods is the Sum-m Oriental Appetizer Pack consisting of mini spring
rolls, Gyoza, crispy won ton and mini pork egg rolls.

Emily Tang suggests the pack be placed in the frozen meat department with other appetizer
offerings, “accompanied perhaps by in-store offers to draw attention to the product.”
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available from her company that are both
authentic yet serve as a non-challenging
introduction into an exotic gastronomic
realm. “A classic case in point is spring
rolls, a premier product for Fine Choice
Foods. Now that spring rolls have become
a staple item in Canadian grocery stores,
buyers are starting to demand dumplings,
which are another staple of Chinese
kitchens but again can be viewed as a
pleasant introductory item.”
The Asian influence has reached a
point in North America where, in September of 2013, Associated British Foods
decided to open a Canadian hub that
oversees all of the Americas, in order to
satisfy what it considers to be a vastly
underserved taste for ethnic flavours.
AB World Foods Canada’s objective is to
help retailers grow their ethnic flavour
categories via three major brands. Blue
Dragon includes products ranging from
stir fry, dipping sauces to pastes for
authentic oriental and pan-Asian dishes.
The other two brands — Patak’s and Reggae Reggae — cater to the Indian and
Caribbean categories respectively.
Tree of Life Canada has a multitude of
authentic Asian food and beverage prod-
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Retailers need to further adapt in order to satisfy consumers as Asian and Caucasian cultures
continue to influence each other.

ucts that can help grocers expand their
Asian category. Terry Wong, marketing –
authentic ethnic for Tree of Life, has seen
many grocers delve into expansion with
varying degrees of success. “I used to
work for Great Canadian Superstore and
clearly remember when that company
decided to go after the ethnic consumer
in 1990,” he says. “Management wholeheartedly embraced Asian foods and as a

result enjoyed great success. But other
people have tried to hop on the bandwagon and failed, in large part due to not
pricing the items fairly. The thing about
bringing in authentic Asian products is
that, to a degree, you may well have to
compromise your profit margins.”
Wong agrees with Cheslock that product
alone — even fairly priced —– doesn’t
ensure success. “For example, I’ve seen

Mix ½ cup (125 mL) Thai Kitchen® Pineapple & Chili Sauce, 2 tsp (10 mL)
brown sugar and 2 tsp (10 mL) soy sauce in small bowl. Set aside.

!
W
E
N

Heat 2 tbsp (30 mL) oil in large skillet on medium-high heat. Add 1 lb (500 g)
boneless skinless chicken breasts or thighs, cut into thin strips; stir fry 5
minutes or until no longer pink.
Remove from skillet. Add ½ can (14oz/398 mL) pineapple chunks, drained,
1 cup (250 mL) green bell pepper chunks and ½ cup (125 mL)onion chunks;
stir fry 4 minutes or until tendercrisp.
Add sauce mixture; bring to boil. Reduce heat to low. Return chicken to
skillet; cook 2 minutes or until heated through. Serves 4.
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NEW!

From Thailand
To Your Table.
For more recipes and our complete product
line, visit www.thaikitchencanada.com
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Try our other Thai Kitchen Cooking & Dipping Sauces.

the pre-cooked and de-veined variety found in
bean curd sticks in mainstream grocery
most mainstream stores. They want the whole
stores deliberately broken up into dozens of
shrimp, uncooked, and in a large size.”
small pieces, when they’re supposed to be
Troy Dewinetz, general manager – marketing
sold whole,” he says. “No Asian customer is
& merchandising for Buy-Low Foods, recently
ever going to buy them broken up - in fact,
tackled the challenges of many grocers who are
that sort of presentation may well drive
considering expanding their Asian offerings. “We
them out of the store altogether. It goes
had two stores in Vancouver that we learned
back to learning something of Asian culture
through demographic research were underdeveland food habits, and in this regard execuoped with regards to the ethnic communities
tion at store level must be a team effort.”
surrounding them,” he says. “We wanted to corWong has simple advice: “If you’ve got
rect that situation, partly because of the fact
the appropriate demographic, then start
that shoppers with an Eastern Asian background
small and build slowly, always rememberare very brand loyal and not as price conscious
ing the golden rule that 80 per cent of
as other ethnic shoppers, making them a potenyour sales are based on 20 per cent of your
tially very profitable demographic.”
items. Crossover items — meaning, Asian
Buy-Low’s challenges were to develop a
food or beverages that also appeal to CauSpicy and fresh flavours are one of the
vibrant Asian product offering but within the
casians — are something to consider. For top current food trends.
existing parameters of its present store layexample, coconut water is a very popular
outs; and not alienate Caucasian customers in any way. So the
mainstream item to westerners, but authentic coconut water
company engaged the services of Jeff Doucette, founder of the
includes the pulp, which is why you see a lot of Asians actually
Alberta-based firm Sales Is Not Simple, a specialist in sales force
chewing what they drink. By carrying the authentic version of a
training and sales strategy building. “He worked with ethnic
crossover product, you attract Asians as well as Caucasians.”
suppliers to determine exactly what the key items are that we
Other advice from Wong is in keeping with Cheslock’s theme
needed to carry within our space constraints,” says Dewinetz.
of learning about the Asian culture. “You can attract goodwill
The result was a brand new ethnic aisle for each store, along
within the Asian community simply by celebrating events like Chiwith POS signage in Mandarin. “We also advertised in Vancounese New Year,” he says. “If you learn about Asian culture you
ver’s Ming Pao newspaper, in addition to our standard practice of
inevitably learn the nuances of food preferences, another example
running a yearly flyer highlighting Chinese New Year and orgabeing shrimp, which all Asians love, right? Except they don’t like
nizing themed displays in all our stores,” says Dewinetz. “These
elements combined have positioned us to take better advantage
of the emerging local Asian market.”
Two other key factors are influencing the surge in Asian food
product sales, at least with regards to Caucasian consumers:
interest in all-natural foods as well as those that are gluten-free.
By merchandising Asian products to include the healthy eating
angle, retailers fortify their chances of their Asian aisles being a
popular destination.
Finally, what Asian countries are producing the trendiest
cuisines? Sterling-Rice Group reports that one of the top current
food trends is the spicy and fresh flavours of Thailand, Vietnam,
and Korea. The Philippines is also emerging as a huge provider
of Asian food in North America, something that Vincent Uy,
owner of 7000 Islands Foods, is capitalizing on with a line of
Pulo sauces and marinades. “We knew years ago that the Philippines would be a huge source of Asian food simply because it’s
influenced by so many other cultures: Spanish, East Indian —
you name it,” he says. “The range of food is truly diverse and
international, appealing to a wide range of tastes.”
Although Uy launched Pulo just a year ago, it is already carried
nationally by major retailers. “Apart from adjusting the recipe to
contain less sugar and salt than you would find in the Philippines,
Pulo is an authentic condiment, and its success demonstrates to us
that the public is ready for other Filipino foods,” he says.
To characterize Asian food as a world of gastronomic offerings
would be an understatement, and the sheer breadth of the category
is understandably daunting to time-challenged retailers. However,
becoming acquainted with the culture of different Asian countries
goes a long way in understanding what will attract ethnic shoppers
— the growing numbers of which are truly a sales juggernaut.
●
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Sales and Marketing Agencies Bring Expertise
Sales and Marketing Agencies are very busy these days. With close to half of all grocery volume sold
through their auspices, and growing, their role in the distribution chain has only become more vital.
Part of the explanation for this has been the globalization of food and growth of international supply
chains, which have made more products available to Canadian consumers and more opportunity for agencies
to represent foreign manufacturers in the Canadian marketplace. In addition, there have been a growing number of domestic manufacturers entering the market. Equally important is that sales and marketing agencies
bring a great deal of expertise to the table with more manufacturers seeking their services as a result.
This expertise can range from offering detailed market analysis of competitive activity, pricing and out-of-stock
situations to the latest technology for processing orders. More than that, sales and marketing agencies are experts
in their specific markets, closely acquainted with buyers and the processes that govern getting a product to market. They will assist in developing promotions and merchandising strategies to increase the number of turns at store
level. For many small to medium manufacturers, it would be almost inconceivable to function without a sales agency
given the high costs of operating a sales department and lack of knowledge about execution.
In the directory that follows, Western Grocer magazine has provided both a list of companies operating in Western
Canada and the brands they represent. This allows manufacturers looking for an agency to identify who is the best fit
for them. It also allows grocery buyers to match a brand name with the company selling it, eliminating a lot of footwork
in determining contacts. While we have made every effort to be comprehensive, there may be omissions for which we
apologize in advance. If your name has been left out please contact us for inclusion in next year’s directory.
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Listings by Company
Acosta Canada
Shaun McKenna - President
250 Rowntree Dairy Road, Vaughan, ON L4L 9J7
Tel: (905) 264-2267, Fax: (905) 851-2243
Toll Free: (800) 461-3185
smckenna@acosta.com
www.acosta.com

Branch Locations: Vancouver, Calgary, Winnipeg,
Montreal & Halifax
Territory Covered: All Canada
Advantage Sales & Marketing
Michael Aucoin – President
160 McNabb Street, Suite 330
Markham, ON L3R 4B8
Tel: (905) 475-9623, Fax: (905) 475-8361
michael.aucoin@asmnet.com
www.asmet.com
Branch Locations: Toronto, Montreal, Halifax,
Calgary, Vancouver
Territory Covered: National
Bosa Foods
Janice Barroso
1465 Kootenay Street, Vancouver, BC V5K 4Y3
Tel: (604) 253-5578, Fax: (604) 253-5656
janice@bosafoods.com or sales@bosafoods.com
www.bosafoods.com
Branch Locations: Vancouver
Territory Covered: All of Western Canada
Brand Builders,
a division of AAA Brand Builders Inc.

Michael Lenhardt
#608 – 53 York Mills Road, Toronto, ON M2P 1B6
Tel: (416) 486-1202, Fax: (647) 346-3420
lenhardt@brandbuilders.info
www.brandbuilders.info
Branch Locations: ACOSTA Nationally
Territory Covered: BC & AB (All Regions
Covered Nationally)
C.B. Powell Ltd.
Colin Glaysher – Executive Vice President
2475 Skymark Avenue, Unit 1, Mississauga, ON L4W 4Y6
Tel: (905) 625-4000, Fax: (905) 625-9413
cglaysher@cbpowell.com
www.cbpowell.com
Branch Locations: N/A
Territory Covered: All Canada
Calkins & Burke Ltd.
Ken Jones
Suite 8700 – 1500 W. Georgia Street, Vancouver, BC
Tel: (604) 669-3741, Fax: (604) 669-9732
ken.jones@calbur.com
www.calbur.com
Branch Locations: Toronto, Calgary
Territory Covered: Global
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Canada Food Group
Adrian Feddema
3823 – 29th Street NE
Calgary, AB T1Y 6B5
Tel: (866) 764-0222
info@canadafoodgroup.com
www.canadafoodgroup.com

Global Appetite
Lilly Mixaynath
5285 Solar Drive, Suite 203
Tel: (416) 218-979-2800
lmixaynath@globalappetite.com
www.globalappetite.com
Territory Covered: All Canada

Branch Locations: Mississauga, Winnipeg, Calgary,
Edmonton, Richmond
Territory Covered: Canada
Concord National
Tim Moore – President, Prairie Division
Suite 120, 7777 – 10th Street NE
Calgary, AB T2E 8X2
Tel: (403) 291-2818, Fax: (888) 599-7606
tim.moore@concordnational.com
www.concordnational.com
Branch Locations: North Vancouver, Calgary,
Edmonton, Regina, Saskatoon & Winnipeg
Territory Covered: BC, AB, SK, MB & Thunder Bay
Crossmark Canada
Jon Davies
2233 Argentia Road, East Tower, Suite 112
Mississauga, ON L5N 2X7
Tel: (905) 285-9874, Fax: (905) 363-0710
jon.davies@crossmark.com
www.crossmark.ca
Branch Locations: All Provinces and Territories
Territory Covered: All Provinces and Territories
Cyba Stevens Management Group
R. Boyd Stevens
#100-5735, 7th Street NE
Calgary, AB T2E 8V3
Tel: (888) 336-3397, Fax: (800) 646-0467
boyd.stevens@cybastevens.com
Branch Locations: Edmonton, Richmond,
Winnipeg, Toronto
Territory Covered: Alberta, B.C., Manitoba, Saskatchewan
Elite Brands Inc.
Andrew
P.O. Box 19571 Cranston PO
Calgary, AB T3M 0V4
Tel: (403) 796-6464, Fax: (647) 689-2950
info@elitebrands.ca
www.elitebrands.ca
Branch Locations: Toronto
Territory Covered: BC, AB, SK, MB, ON, QC
Elite International Foods Inc.
Adrian Feddema
3823 – 29th Street NE, Calgary, AB T1Y 6B5
Tel: (403) 291-0660, Fax: (403) 291-0661
Toll Free: (866) 999-0660
sales@elitefoods.ca
www.elitefoods.ca
Branch Locations: Calgary, Edmonton
Territory Covered: AB, North & Southeastern B.C., YT, NT

I-D Foods Corporation
1800 Autoroute Laval, Laval, QC H7S 2E7
Tel: (450) 687-2680, Fax: (450) 682-4797
Toll Free: (800) 361-9157
info@idfoods.com
www.idfoods.com
Branch Locations: Laval, Toronto, Calgary, Vancouver
Territory Covered: National
Impact Sales & Marketing/
An Insight Group Company
Jason Martin or Jamie Martin
220-720 28th Street NE,
Calgary, AB T2A 6R3
Tel: (403) 272-3065, Fax: (403) 207-4449
jasonm@impactsales.ca
www.impactsales.ca
Branch Locations: Vancouver, Calgary, Toronto, Montreal
Territory Covered: National retail coverage - Canada
JBM Management Group
Doug Kinnear / Roger Kawano
7981 See Sea Place, Saanichton, BC V8M 1L4
Tel: (250) 652-0742, Fax: (250) 652-2830
jbmg52@shaw.ca
Territory Covered: Vancouver Island, BC
Kimmel Sales Ltd.
Al Champagne
126 Edilcan Drive
Vaughan, ON
Tel: (905) 669-2083, Fax: (905) 669-5648
ksl@kimmelsales.com
www.kimmelsales.com or
www.familysbestorganics.com
Territory Covered: Canada & USA
Lance Agencies Ltd.
Stacie Pilot
892 Ross Road, North
Vancouver, BC V7K 1C5
Tel: (604) 987-6136, Fax: (604) 980-9188
lancepilot@shaw.ca
Territory Covered: British Columbia & Alberta
Linda Bottier Naturals (LBN)
Linda Bottier
123 Evanston View NW,
Calgary, AB T3P 1H3
Tel: (403) 401-5446
linda@lindabottiernaturals.com
www.lindabottiernaturals.com
Branch Locations: Calgary, Vancouver, Toronto
Territory Covered: Canada

Lyndhurst Naturals
Lorraine Douglas
727 East 6th Street, North
Vancouver, BC V7L 1R5
Tel: (604) 904-7574, Fax: (604) 909-4824
kendouglas@lyndhurstnaturals.com or
lorrainedouglas@lyndhurstnaturals.com
www.lyndhurstnaturals.com
Marathon Marketing Services Inc.
Ross Hughes
#115 – 1925 Avenue NE,
Calgary, AB T2E 7T8
Tel: (403) 262-5677
rhughes@marathonmarketing.ca
www.marathonmarketing.ca
Branch Locations: Victoria, Vancouver, Saskatoon,
Toronto, Montreal
Territory Covered: Western Canada (including
Vancouver Island), ON, QC
Michael Theodore
Brokerage Inc. (MTBI)
1135 – 13560 Maycrest Way,
Richmond, BC V6V 2W9
Tel: (604) 248-0017, Fax: (604) 273-3417
info@mtbi.ca
www.mtbi.ca
Branch Locations: Etobicoke, ON & Richmond, B.C.
Territory Covered: National coverage from Quebec to
BC. BC coverage – Lower Mainland, Vancouver Island,
Kootenays, Okanagan, Fraser Valley
Murray Market Access
Blake Murray – President
6415 64th Street,
Delta, BC V4K 4E2
Tel: (604) 952-6025, Fax: (604) 940-8071
blake@mma-sales.com
www.murraymarket.com
Branch Locations: Calgary
Territory Covered: Western Canada
National Importers Inc.
Claude Gauthier – VP Sales
#120 – 13100 Mitchell Island,
Richmond, BC V6V 1M8
Tel: (604) 324-1551, Fax: (604) 324-1553
info@nationalimporters.com
www.nationalimporters.com
Branch Locations: Richmond, Calgary, Brampton, Montreal
Territory Covered: National (All of Canada)
Network Sales Inc.
Dale Gaehring
8965 – 92nd Avenue,
Calgary, AB
Tel: (780) 998-4946, Fax: (780) 998-5491
dcgnetworksales@shaw.ca
Branch Locations: Calgary
Territory Covered: Western Canada

New Age Marketing & Brand
Management Inc.
Sue Wong
610D – 70th Avenue SE, Calgary, AB T2H 2J6
Tel: (403) 212-1055, Fax: (403) 212-1952
sue@newagemarketing.ca
www.newagemarketing.ca
Branch Locations: Vancouver, Toronto, Montreal
Territory Covered: Western & Eastern Canada
NuStart Marketing Ltd.
Don Budnarchuk
2931 152A Street, Surrey, BC V9P 3K4
Tel: (604) 531-5790, Fax: (604)-531-5706
don@nustartmarketing.com
www.nustartmarketing.com
Branch Locations: South Surrey, Calgary,
Aurora, Montreal
Territory Covered: All of Canada
Pro Can Sales Ltd.
Abe Wiebe
203 – 2030 Notre Dame Avenue, Winnipeg, MB
Tel: (204) 694-3293, Fax: (204) 694-2521
procan@escape.ca
Branch Locations: Regina
Territory Covered: Manitoba & Saskatchewan
Pro Fresh Marketing
International Ltd.
187 Timberline Road, Kelowna, BC V1W 4J6
Tel: (250) 764-1270, Fax: (250) 764-0704
profresh@shaw.ca
Quantum Marketing Services
(formerly Mayfield Solutions Inc.)

1750 Coast Meridian Road
Port Coquitlam, BC V3C 6R8
Tel: (604) 469-5477
ric517@telus.net or patriciastefani@shaw.ca
wwww.quantummarketingservices.ca
Branch Locations: Vancouver, Mississauga
Territory Covered: National
Retail Resource Services
Jim Mackelvie
3508 – 56th Avenue
Edmonton, AB T6B 3S7
Tel: (780) 909-2593, Fax: (780) 929-2566
jimmackelvie@shaw.ca
Branch Locations: Major centres
Territory Covered: Western Canada & Ontario
Rosemount Sales & Marketing
Keri Halliday
283 Northfield Drive E., Unit 9
Waterloo, ON N2J 4G8
Tel: (519) 746-6669, Fax: (519) 746-7076
info@rosemountfoods.com
www.rosemountfoods.com
Territory Covered: National

Shillito’s Grocery Brokers
& Importers Ltd.
Jackson Shillito
Unit 5, 801 West First Street
North Vancouver, BC
Tel: (604) 987-0187, Fax: (604) 987-0182
info@shillitos.com
www.shillitos.com
Branch Locations: North Vancouver
Territory Covered: Western Canada
Star Marketing Ltd.
Dennis Hunt, Randy Gaudette
& Kyle Leslie
19720 94A Avenue, Unit D, Suite 107
Langley, BC V1M 3B7
Tel: (604) 888-4049, Fax: (604) 888-1304
info@starmarketing.bc.ca
www.starmarketingcanada.com
Branch Locations: Langley, Calgary
Territory Covered: BC, AB, SK, MB & Thunder Bay, ON
TFB & Associates Ltd.
Bob Riddell / Matt Riddell
7300 Warden Avenue, Suite 210
Tel: (905) 940-0889, Fax: (905) 940-0913
matt.riddell@tfb.ca
www.tfb.ca
Branch Locations: Markham, ON
Territory Covered: National
Tempo Sales Ltd.
Bill Spaner
6620 #6 Road
Richmond, BC V6W 1C8
Tel: (604) 278-0665, Fax: (604) 278-4429
tempovan@telus.net
Branch Locations: Vancouver, Edmonton, Winnipeg,
Toronto & various cities in the USA
Territory Covered: Vancouver, Edmonton, Winnipeg,
Toronto & various cities in the USA
Terra International Food Inc.
Jurand Latek
7298 Hume Avenue
Delta, BC
Tel: (604) 946-7277, Fax: (604) 946-7255
jlatek@terrafoods.ca
ww.terrafoods.ca
Branch Locations: Delta, BC
Territory Covered: Western Canada
(BC, AB, MB, SK, YT, NWT
Thomas, Large and Singer Inc.
Peter Singer
15 Allstate Parkway, Suite 500, Markham, ON L3R 5B4
Tel: (905) 754-3440, Fax: (905) 754-3501
psinger@tlscanada.com
www.tlscanada.com
Branch Locations: Chambly, QC
Territory Covered: All of Canada
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Tony Waters Agencies Inc.
Jessica Waters
#39 – 1199 Lynn Valley Road, North
Vancouver, BC V7J 3H2
Tel: (778) 340-1944, Fax: (778) 340-1937
info@tonywatersagencies.ca
www.tonywatersagencies.ca
Branch Locations: North Vancouver, BC; Hamilton, ON;
Montreal, QC
Territory Covered: Canada - National
Tree of Life Canada
Jamie Moody
19488 Telegraph Trail, Surrey, BC V4N 4H1
Tel: (604) 881-7100, Fax: (604) 881-7131
canada.sales@treeoflife.com
www.treeoflife.com
Branch Locations: Surrey, BC; Calgary, AB;
Mississauga, ON; Montreal, QC
Territory Covered: Canada
W.H. Escott Co. Ltd.
Ed Neufeld
95 Alexander Avenue, Winnipeg, MB
Tel: (204) 942-5127, Fax: (204) 943-5320
ed@whescott.com
www.whescott.com
Branch Locations: Saskatoon, SK; Calgary, AB
Territory Covered: Thunder Bay, ON tru Vancouver, BC
Warner and Spruyt Sales
Gordon Smith
1-2510 Jasper Avenue, Saskatoon, SK S7J 2K2
Tel: (306) 652-4474, Fax: (306) 652-4383
warnerandspruyt@shaw.ca
Territory Covered: Saskatchewan
Westrow Food Group
Don Macsorley
20171, 92A Avenue,
Langley, BC V1M 3A5
Tel: (604) 888-8151, Fax: (604) 888-5115
Toll Free: (866) 588-8151
info@westrow.com
www.westrow.com
Branch Locations: Calgary, AB; Toronto, ON
Territory Covered: BC, AB, SK, MB, ON
William M. Dunne &
Associates Ltd.
Robert (Bob) Brema
10 Director Court, 3rd Floor, Woodbridge, ON L4L 7E8
Tel: (905) 856-5240 ext. 100, Fax: (905) 856-5241
rjbrema@wmdassoc.com
Territory Covered: Western Canada
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Listings by Brands
3M ...............................................................Crossmark Canada
A
A. Lassonde ..........................................Murray Market Access
A Taste of China ................................National Importers Inc.
A Taste of Thai ...................................National Importers Inc.
A & V 200 Inc. Impact Sales & Marketing/An Insight Group
Company
Accent Flavor Enhancer ..................................C.B. Powell Ltd.
ACH ................................. Cyba Stevens Management Group
Acropolis Organics ...............................New Age Marketing &
Brand Management Inc.
Against the Grain Gourmet .........Tony Waters Agencies Inc.
Agropur, Natrel Division ................Acosta Sales & Marketing
Alaffia .........New Age Marketing & Brand Management Inc.
Alcan Foil ................................Advantage Sales & Marketing
Alexia .........New Age Marketing & Brand Management Inc.
Aliments in Foods Inc. ................. Acosta Sales & Marketing
Almondina ...........................................I-D Foods Corporation
Amano Foods ......New Age Marketing & Brand Management Inc.
Ancestral...............................................I-D Foods Corporation
Anderson Watts ...........................Impact Sales & Marketing/
An Insight Group Company
Angela Marie’s.......................................Westrow Food Group
Anna’s ..............................Cyba Stevens Management Group
Anna’s Country Kitchen ....................................... Bosa Foods
Annie Chun’s Casa Fiesta ........................Star Marketing Ltd.
Apio ........................................................Westrow Food Group
Aquafresh Toothpaste ........... Advantage Sales & Marketing
Augusto .................................................................Bosa Foods
Aunt Trudy’s .................................Tony Waters Agencies Ltd.
Arizona Pepper Products ....................New Age Marketing &
Brand Management Inc.
Arm & Hammer.......................Advantage Sales & Marketing
Armoured Auto Group Canada ULC ...................Acosta Sales
& Marketing
Aroma ..................................................I-D Foods Corporation
Arrid.........................................Advantage Sales & Marketing
Ash Apiaries .......Shillito’s Grocery Brokers & Importers Ltd.
Ashanti Coffee .....................................I-D Foods Corporation
Asian Family ............................ Elite International Foods Inc.
Aspenware ........................................National Importers Inc.
Associated Brands..........................Acosta Sales & Marketing
Asti Holdings ...................................JBM Management Group
Atlas Produce Impact Sales & Marketing/An Insight Group
Company
Aubrey Organics ..................................New Age Marketing &
Brand Management Inc.
Augusto .................................................................Bosa Foods
Aunt Trudy’s ..................................Tony Water Agencies Inc.
Auntie Bev’s .............................................Star Marketing Ltd.
Aura Cacia ......New Age Marketing & Brand Management Inc.
B
B & G Foods ....................................Acosta Sales & Marketing
Baby Mum Mums...............................National Importers Inc.
Bahlsen.................................................I-D Foods Corporation
Bake King Foilware.................Advantage Sales & Marketing
Baker’s Supply .........................................Star Marketing Ltd.
Bakery & Deli & Processor Packaging.....................Marathon
Marketing Services Inc.
Bakery Cakes & Baked Goods................Marathon Marketing
Services Inc.
Bakery on Main ................................... New Age Marketing &
Brand Management Inc.

Bard Valley Natural Delights ................Westrow Food Group
Bakipan Yeast .........................Advantage Sales & Marketing
Barilla ...................................................Murray Market Access
Batchelors...............................................TFB & Associates Ltd.
Bauli ................................................................Global Appetite
Baxter ...................................................Murray Market Access
Beaverton Foods ................................NuStart Marketing Ltd.
Bechtle .......................................Terra International Food Inc.
Bee Ceylon..........................................National Importers Inc.
BeeMaid Honey ...........................................Concord National
Beghin Say ..........................................I-D Foods Corporation
Begley’s & Bill’s ............................Tony Waters Agencies Inc.
Beiersdorf (Nivea, Eucerin, Elastoplast) ... Concord National
Bella Italia ..New Age Marketing & Brand Management Inc.
Bertolli Olive Oil .....................Advantage Sales & Marketing
Bertolli Vinegar ......................Advantage Sales & Marketing
Best Gourmet ...............................................Tempo Sales Ltd.
Big Mountain Coffee Roasters ...............Canada Food Group
Big Sky Brands................................Acosta Sales & Marketing
Biovert ...................................................... Lyndhurst Naturals
Bissell Canada .............................Impact Sales & Marketing/
An Insight Group CompanyBlistex ......................................Advantage Sales & Marketing
Blue Diamond Almonds ...............Acosta Sales & Marketing
Blue Diamond Almonds ................................C.B. Powell Ltd.
Blue Dragon ....................................... I-D Foods Corporation
Blue Sky .................Michael Theodore Brokerage Inc. (MTBI)
Blue Star .................................Warner and Spruyt Sales Ltd.
Blue Star Whole Canned Chicken............W.H. Escott Co. Ltd.
BlueWater Seafoods ....................................Concord National
Bob’s Red Mill.... New Age Marketing & Brand Management Inc.
Boboli ...........................................................Tempo Sales Ltd.
Bold Organics.....New Age Marketing & Brand Management Inc.
Bonduelle Canned Vegetables ...............W.H. Escott Co. Ltd.
Bonta .....................................................................Bosa Foods
Borges ........New Age Marketing & Brand Management Inc.
Boylan Vintage Sodas .............................Canada Food Group
Boylan Vintage Sodas .............Elite International Foods Inc.
Brachs .....................................Advantage Sales & Marketing
Bradshaw International.............. Impact Sales & Marketing/
An Insight Group CompanyBraswell ...................................................Canada Food Group
Braswell ....................................Elite International Foods Inc.
Bristol ...........................................................Tempo Sales Ltd.
Brom ......................................................Westrow Food Group
Brotmann Bread ...............................National Importers Inc.
Bruce Foods...............................................Star Marketing Ltd.
Bucha .....................Michael Theodore Brokerage Inc. (MTBI)
Budweiser Sauces ...................................Canada Food Group
Budweiser Sauces ...................Elite International Foods Inc.
Bug Juice International Inc. .........Acosta Sales & Marketing
Bush Bros & Company ..................Acosta Sales & Marketing
Butler Home Products .................Impact Sales & Marketing/
An Insight Group CompanyByblos Bakery ..............................................Concord National
C
C20 Pure Coconut Water .............Tony Waters Agencies Ltd.
Cabana Lemonades ................................Canada Food Group
Cabana Lemonades .................Elite International Foods Inc.
Caesar’s Pasta ...New Age Marketing & Brand Management Inc.
Caf-Lib.................................................. I-D Foods Corporation
Calkin’s & Burke Ltd. .....................Acosta Sales & Marketing
Camel Brand Halvah ...................Tony Waters Agencies Ltd.
Campbell’s Company of Canada ........... Acosta Sales & Marketing
Canada Dry Mott’s Inc. ..................Acosta Sales & Marketing
Canada Hemp............................................Star Marketing Ltd.

Canada Sweet Shop ......................................Elite Brands Inc.
Canadian Fishing Co ....................Impact Sales & Marketing/
An Insight Group Company
Canadian Salt Co. ..........................Acosta Sales & Marketing
Canadian Springs Water .......Advantage Sales & Marketing
Canterbury Coffee ..........Cyba Stevens Management Group
Canyon Bakehouse ............................NuStart Marketing Ltd.
Cape Cod Chips .................................. I-D Foods Corporation
Carapelli Oil ............................Advantage Sales & Marketing
Carmella ............................................National Importers Inc.
Casa Fiesta ................................................Star Marketing Ltd.
Castle Rock Water ...............................New Age Marketing &
Brand Management Inc.
Catelli Foods....................................Acosta Sales & Marketing
Cattle Boyz ..........................................I-D Foods Corporation
Cavenders Seasonings ......................National Importers Inc.
C.B. Powell Ltd. ..............................Acosta Sales & Marketing
C.B. Powell ...................................Impact Sales & Marketing/
An Insight Group Company
Cedarvale Horseradish....................................C.B. Powell Ltd.
CFK Inc. .........................................Impact Sales & Marketing/
An Insight Group Company
Char Crust Dry Rub Seasonings .............Canada Food Group
Char Crust Dry Rub Seasonings ...Elite International Foods Inc.
Chateau Thierry ................................. I-D Foods Corporation
Chatham Village .................................I-D Foods Corporation
Checkstand & Produce Bags ...Marathon Marketing Services Inc.
Chef Paul Magic Seasonings...................Canada Food Group
Chef Paul Magic Seasonings ...Elite International Foods Inc.
China Sun............................................National Importers Inc.
Cholula Hot Sauce ..............................NuStart Marketing Ltd.
Christian Potier ................................... I-D Foods Corporation
Chunky Dips .....New Age Marketing & Brand Management Inc.
Citadelle (Camp Maple Syrup) ...................Concord National
Citra Solv ....New Age Marketing & Brand Management Inc.
Cleanwell ...............Michael Theodore Brokerage Inc. (MTBI)
Clorox Co. Of Canada .....................Acosta Sales & Marketing
Clover Leaf Seafood .......................Acosta Sales & Marketing
Cloverleaf Foods ....................Advantage Sales & Marketing
Coco Colada......................................... I-D Foods Corporation
Coconut Secret ....New Age Marketing & Brand Management Inc.
Cocospure ..New Age Marketing & Brand Management Inc.
Colavita Oil ..........................................I-D Foods Corporation
Colavita Pasta .................................... I-D Foods Corporation
Colgate-Palmolive Canada Inc. - Acosta Sales & Marketing
Colman’s ..............................................I-D Foods Corporation
Colour Run Repair...........................................C.B. Powell Ltd.
Columbia Labs ...........................................Crossmark Canada
Compleats .......................................................C.B. Powell Ltd.
ConAgra Foods/Del Monte ............Acosta Sales & Marketing
Convenience Valet .........................Acosta Sales & Marketing
Cooked Perfect ......................Rosemount Sales & Marketing
Cooking & Salad Oils .......Marathon Marketing Services Inc.
Corn Thins .................................................Star Marketing Ltd.
Corndogs ......................................................Tempo Sales Ltd.
Cott Beverages Canada .................Acosta Sales & Marketing
Country Choice Organic .....Michael Theodore Brokerage Inc. (MTBI)
Coyote Pancake Mix ...........................NuStart Marketing Ltd.
Cream of Wheat .............................................C.B. Powell Ltd.
Create A Treat .......................................Westrow Food Group
Crinkles ..............................................National Importers Inc.
Crispy Greens ............................Linda Bottier Naturals (LBN)
Crosse & Blackwell ..............................I-D Foods Corporation
Crust Craft .............................................Westrow Food Group
CS Health ...............Michael Theodore Brokerage Inc. (MTBI)
Cuisine Soleil ................................Tony Waters Agencies Ltd.
Cut Rite Wax Paper ........................................C.B. Powell Ltd.

D
D’Aucy ................................................. I-D Foods Corporation
Daiya .................................................... Westrow Food Group
Dalla Terra .................................Terra International Food Inc.
Damn Fine Foods ..........................................Elite Brands Inc.
Danvin Inc.....................................Impact Sales & Marketing/
An Insight Group Company
Del Monte ..............................................Westrow Food Group
Deluxe Paper Products Inc. ..........Acosta Sales & Marketing
Delverde ..............................................I-D Foods Corporation
Dempsters Frozen Breads .....Advantage Sales & Marketing
DeNigris ................................................... Star Marketing Ltd.
Desert Glory Impact Sales & Marketing/An Insight Group
Company
Desert Pepper Salsas .............. Elite International Foods Inc.
Dha Plastics ..................................................Tempo Sales Ltd.
Dial Canada .....................Cyba Stevens Management Group
Diovol ......................................Advantage Sales & Marketing
Diva International Inc. ................Impact Sales & Marketing/
An Insight Group Company
Divina Olives & Antipasti .......................Canada Food Group
Divine Harvest Spreads ...........................Lyndhurst Naturals
Dole .......................................................Westrow Food Group
Dole Fruit Juices .....................Advantage Sales & Marketing
Dole Packaged Foods .................................Concord National
Dole Potatoes ..............................................Tempo Sales Ltd.
Dorset Cereals ..........................................Star Marketing Ltd.
Dorset Cereals .......................................TFB & Associates Ltd.
Dr. Beckmann (Colour & Dirt Collector).........C.B. Powell Ltd.
Dr. Kracker .......New Age Marketing & Brand Management Inc.
Dr. Oetker Ltd. ................................Acosta Sales & Marketing
Drake Meat Processing ........................Westrow Food Group
Durex ...............................Cyba Stevens Management Group
Dutch Boy Pickled Herring ....Advantage Sales & Marketing
E
E.D. Smith ..................................................Crossmark Canada
E-cloth Cleaning System ..........................Lyndhurst Naturals
Eco-Max ........................................Tony Waters Agencies Ltd.
Earth Island ........................................NuStart Marketing Ltd.
Earth Mama Angel Baby ....Michael Theodore Brokerage Inc. (MTBI)
Earth’s Care ....New Age Marketing & Brand Management Inc.
Earth Science .....New Age Marketing & Brand Management Inc.
Earth’s Own ................................................. Concord National
Earth’s Own............Michael Theodore Brokerage Inc. (MTBI)
Earthrise Nutritionals .........................New Age Marketing &
Brand Management Inc.
Eastern Gourmet................................................... Bosa Foods
Eastern Star .......................................National Importers Inc.
Eaternal Soapnut .....................................Lyndhurst Naturals
Eaux Vives Water ..........................Acosta Sales & Marketing
Eco Force.................Michael Theodore Brokerage Inc. (MTBI)
Eco Man ........................................Tony Waters Agencies Inc.
Ecos Beverages .....Michael Theodore Brokerage Inc. (MTBI)
Eddie’s Pasta ............................................Star Marketing Ltd.
Eddy Match ....................................Acosta Sales & Marketing
Edward & Sons .........................................Star Marketing Ltd.
Emeral Farms Wild Bird Seeds ...............W.H. Escott Co. Ltd.
Emerald Valley Kitchen ...............Tony Waters Agencies Ltd.
Emma Coffee Filters ....................Tony Waters Agencies Ltd.
Encore ................................................National Importers Inc.
Endangered Species Chocolate ...............Lyndhurst Naturals
Endust ..............................Cyba Stevens Management Group
Energizer Personal Care ..Acosta Sales & Marketing Canada
Energizer .........................Cyba Stevens Management Group
English Bay Blending.....................Acosta Sales & Marketing
Equal Sweetners ....................Advantage Sales & Marketing

Erba Vita ....................................Linda Bottier Naturals (LBN)
Ezee Wrap ....................................................Tempo Sales Ltd.
F
Fairview Gold ..........Pro-Fresh Marketing International Ltd.
Farkay ................................................. I-D Foods Corporation
Farmer’s Market ..................................New Age Marketing &
Brand Management Inc.
FGF Brands .............................................Westrow Food Group
FHP/Vileda .......................Cyba Stevens Management Group
Field Roast Grain Meat........................ New Age Marketing &
Brand Management Inc.
Fiera Foods ............................................Westrow Food Group
Filippo Berio ................................................Concord National
Filled Bagels Inc. ...........................Acosta Sales & Marketing
Fillo Factory ..................................Tony Waters Agencies Ltd.
Family’s Best Fiesta Mix ............................Kimmel Sales Ltd.
Family’s Best Organic Potato Chips .........Kimmel Sales Ltd.
Family’s Best Potato Chips .......................Kimmel Sales Ltd.
Findlater Fine Foods ...........................New Age Marketing &
Brand Management Inc.
First Response ........................Advantage Sales & Marketing
Fisherman’s Friend ...............................TFB & Associates Ltd.
Fleischmann’s .................Cyba Stevens Management Group
Foil Packaging & Rolls .....Marathon Marketing Services Inc.
Food Matters ......New Age Marketing & Brand Management Inc.
Food Merchants Inc. ....................Tony Waters Agencies Ltd.
Four O’Clock Teas .....................................Lyndhurst Naturals
Fourmi Bionique (Gourmet Granolas) ...Lyndhurst Naturals
Freekeh Foods ...........................Linda Bottier Naturals (LBN)
Fresco Logistica .......................Quantum Marketing Services
(formerly Mayfield Solutions Inc.)
Fritt ..........................................................Canada Food Group
Frontier Natural Products/Simply Organic .............New Age
Marketing & Brand Management Inc.
Frontier Soups...........................Elite International Foods Inc.
Frozen Entrees .................Marathon Marketing Services Inc.
Frozen Pizza .....................Marathon Marketing Services Inc.
Fruit d’Or ...................................................Lyndhurst Naturals
Frutips ..................................................I-D Foods Corporation
FUMEC (Government of Mexico) ...........Quantum Marketing
Services (formerly Mayfield Solutions Inc.)
G
Ganong Bros Ltd. ...........................Acosta Sales & Marketing
Garden Protein .....................................Westrow Food Group
Gardien Protein ......................Advantage Sales & Marketing
Gaudet Sweet Goods Inc. .............Impact Sales & Marketing
Gay Lea Foods ................................Acosta Sales & Marketing
GE .....................................Cyba Stevens Management Group
Genki-Su Drinking Vinegar ......Linda Bottier Naturals (LBN)
Georgia-Pacific Canada Inc. .........Acosta Sales & Marketing
Gia Foods ...New Age Marketing & Brand Management Inc.
Gia Paste ............................................National Importers Inc.
Giovanni Cosmetics ....Michael Theodore Brokerage Inc. (MTBI)
Glacier ..................... Pro-Fresh Marketing International Ltd.
Glaxal Base .............................Advantage Sales & Marketing
Glysomed .............................. Advantage Sales & Marketing
Godiva Chocolate ............Cyba Stevens Management Group
GoGo Squeez .......................................I-D Foods Corporation
Gold Bond ...............................Advantage Sales & Marketing
Gold Rush Frozen Foods.................Shillito’s Grocery Brokers
& Importers Ltd.
Golden Boy Foods ......................................Pro Can Sales Ltd.
Good Drink ..............................................Canada Food Group
Good Drink ...............................Elite International Foods Inc.
Gourmet Chip Enterprise...............Acosta Sales & Marketing
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Gourmet Chip......................................NuStart Marketing Ltd.
Gourmet Foods ......................................................Tree of Life
Grantham ..........................................National Importers Inc.
Gravol ......................................Advantage Sales & Marketing
Grecian Formula .....................Advantage Sales & Marketing
Greenline Foods ..........................Impact Sales & Marketing/
An Insight Group Company
Grolsch n/a Beer ..................... Elite International Foods Inc.
Guayaki Beverages .................................Canada Food Group
Guayaki Beverages ..................Elite International Foods Inc.
Gusto Packing Co. .................................Westrow Food Group
H
Haiku ................................................... I-D Foods Corporation
Hansells Foods ................................JBM Management Group
Happy Days Dairy .....Shillito’s Grocery Brokers & Importers Ltd.
Hard Bite Potato Chips ............Elite International Foods Inc.
Harding Stuffing Bags .............................Star Marketing Ltd.
Haribo Gummy .........................Terra International Food Inc.
Harvest Time Products ............................W.H. Escott Co. Ltd.
Harvest Time ..................................Warner and Spruyt Sales
Hausmacher Noodles .............................Canada Food Group
Hawkins Cheezies ...................Advantage Sales & Marketing
Health Hair Pacs .......................................Star Marketing Ltd.
Healthy Times Baby Foods ......................Lyndhurst Naturals
Helen’s Kitchen .....Michael Theodore Brokerage Inc. (MTBI)
Hereford Corned Beef ............Advantage Sales & Marketing
Heritage Frozen Foods Ltd. ...........Acosta Sales & Marketing
Hevy D’s Kettle Korn ...............Elite International Foods Inc.
Hickory Farms ...............................................Elite Brands Inc.
Highland ..................................Pro-Fresh Marketing Intl. Ltd.
Highliner Foods .............................Warner and Spruyt Sales
Hindustand Unilever Ltd. ............. Acosta Sales & Marketing
HJ Heinz .........................................Acosta Sales & Marketing
HK Anderson Pretzels .............................Canada Food Group
HK Anderson Pretzels .............Elite International Foods Inc.
Hodgson Mills ....................................National Importers Inc.
Holy Crap Cereal .....................................Canada Food Group
Holy Crap Cereal ......................Elite International Foods Inc.
Homefire Logs .............................................Tempo Sales Ltd.
Homepride Cook-in-Sauce ..................TFB & Associates Ltd.
Hoody Peanuts ..Shillito’s Grocery Brokers & Importers Ltd.
Hormel Foods ............................... Acosta Sales & Marketing
Hormel Real Bacon ........................................C.B. Powell Ltd.
Hot-Kid ..............................................National Importers Inc.
Hot-Kid Rice Crisps .......................... National Importers Inc.
House of Tsang Asian Sauces ....................... C.B. Powell Ltd.
Hy Life .................................................. Westrow Food Group
I
I.Magid Bros.................................................Pro Can Sales Ltd.
Ice Cream Cakes & Ice Cream.................Marathon Marketing
Services Inc.
Icy Hot .....................................Advantage Sales & Marketing
Idahoan Foods LLC ...................... Impact Sales & Marketing/
An Insight Group Company
Idahoan Potatoes ..................Advantage Sales & Marketing
If You Care ..........................................NuStart Marketing Ltd.
Innotech Nutrition .....Michael Theodore Brokerage Inc. (MTBI)
Inovata Foods ............................................. Concord National
Inovata Foods ..................................JBM Management Group
Inovata Foods........................................Westrow Food Group
International Collection Oils .................TFB & Associates Ltd.
International Gourmet .........................................Bosa Foods
Italissima .............................................................. Bosa Foods
Ital Pasta ......................................................Concord National
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J
J-Cloth .....................................Advantage Sales & Marketing
Jack Links .........................Cyba Stevens Management Group
Jake Baked Pretzels ................................Canada Food Group
Jackson Reece ...Cornerstone Products Management Group
Jamieson ...............Michael Theodore Brokerage Inc. (MTBI)
Janes .....................................................Westrow Food Group
Japan Gold USA ....New Age Marketing & Brand Management Inc.
Jarden Branded Consumables Canada ....Acosta Sales & Marketing
Jasmine .........................................................Tempo Sales Ltd.
Java Works Coffee Co............................Westrow Food Group
JazTea .......................................Quantum Marketing Services
(formerly Mayfield Solutions Inc.)
Jim Beam Sauces ....................................Canada Food Group
Jim Beam Sauces .................... Elite International Foods Inc.
JL Freeman .....................................Acosta Sales & Marketing
JM Smucker Foods of Canada Corp. ...Acosta Sales & Marketing
Jo Juicy ..................................................I-D Food Corporation
Johnny’s .................................................. Star Marketing Ltd.
Johnson & Johnson .......................Acosta Sales & Marketing
Johnson & Johnson .....................Impact Sales & Marketing/
An Insight Group Company
Johnsonville ..........................................Westrow Food Group
Jovial (Organic Gluten-Free & Einkorn
Cookies and Pasta) ................Linda Bottier Naturals (LBN)
Jules Destrooper ................................ I-D Foods Corporation
Just for Men ............................Advantage Sales & Marketing
Jyoti .......................Michael Theodore Brokerage Inc. (MTBI)
K
Kahlua Gourmet Coffee ..........................Canada Food Group
Kahlua Gourmet Coffee .......... Elite International Foods Inc.
Kasseler Breads........................................Canada Food Group
Kavli .................................................... I-D Foods Corporation
Kaz ......................................... Advantage Sales & Marketing
Keg Brands Impact Sales & Marketing/An Insight Group
Company
Kelloggs Canada Inc. .....................Acosta Sales & Marketing
Ken’s Foods Inc.............................. Acosta Sales & Marketing
Kernels...................................................... Star Marketing Ltd.
Kettle Potato Chips ....................................Kimmel Sales Ltd.
Kii Naturals ...................................Impact Sales & Marketing/
An Insight Group Company
Kii Naturals ...............................................Star Marketing Ltd.
Kiju .........................Michael Theodore Brokerage Inc. (MTBI)
KIK Disposable Cigarette Lighters ............Kimmel Sales Ltd.
Kimberley Clark ........................................Crossmark Canada
Kind ...................... Michael Theodore Brokerage Inc. (MTBI)
Kind Snacks ....................................Acosta Sales & Marketing
Kisko Products ...............................Acosta Sales & Marketing
Kitchen Basics .................Cyba Stevens Management Group
Kitchen Basics (McCormick) .............. New Age Marketing &
Brand Management Inc.
Knox Gelatin ...........................Advantage Sales & Marketing
Koda Farms Heirloom Rice ......Linda Bottier Naturals (LBN)
Kombucha Wonder Drink ...................New Age Marketing &
Brand Management Inc.
Kootenay Kitchen (North of 49) .........New Age Marketing &
Brand Management Inc.
Kozy Shack Pudding ..............Advantage Sales & Marketing
Kronos ...................................................Westrow Food Group
Kraft Boca Burger.......................BRAND BUILDERS A Division
of AAA Brand Builders Inc.
L
La Terra Fina ..................................Acosta Sales & Marketing
Last Mountain Berry Farms ...........JBM Management Group

Le Champ du Coq ..................Rosemount Sales & Marketing
Le pain des fleurs .....................................Lyndhurst Naturals
Lee’s Food Products ..................... Acosta Sales & Marketing
Legacy Pork ......................................... Westrow Food Group
Leonardo ..................................................... Tempo Sales Ltd.
Level Ground Coffee................................. Lyndhurst Naturals
Level Ground Fruits ..................................Lyndhurst Naturals
Level Ground Teas.................................... Lyndhurst Naturals
Level Ground Cane Sugar ....................... Lyndhurst Naturals
Level Ground Coconut Oil ....................... Lyndhurst Naturals
Lily of the Desert ..... Michael Theodore Brokerage Inc. (MTBI)
Linsey ....................................................Westrow Food Group
Litehouse Inc. ............................................. Concord National
Little Duck Organics ..................... Tony Water Agencies Inc.
Little Potato Company .........................Westrow Food Group
London Fruit & Herb Tea ................................C.B. Powell Ltd.
Lorina .................................................. I-D Foods Corporation
Louisiana ................................................. Star Marketing Ltd.
Lounsberry Foods ..........................Acosta Sales & Marketing
Luen Chinese ................................................Tempo Sales Ltd.
M
M’ Lord .................................................I-D Foods Corporation
MAAD ...................................................I-D Foods Corporation
Mackie’s of Scotland (Crisps, Chocolate) ......... Linda Bottier
Naturals (LBN)
Made in Nature.....New Age Marketing & Brand Management Inc.
Maggi ............................................................. Global Appetite
Maggi ...................................................I-D Foods Corporation
Maille .................................................. I-D Foods Corporation
Maison Orphee .................................... Westrow Food Group
Make Offs ................................Advantage Sales & Marketing
Mamma Chia ....New Age Marketing & Brand Management Inc.
Mapleton’s Organic Ice Cream .....Linda Bottier Naturals (LBN)
Marcy’s Dorset Cereal ...............................Star Marketing Ltd.
Margarine .........................Marathon Marketing Services Inc.
Margaritaville Sauces .............................Canada Food Group
Margaritaville Sauces ............. Elite International Foods Inc.
Martinelli’s ................................................Star Marketing Ltd.
Marukan ................Michael Theodore Brokerage Inc. (MTBI)
Mary’s Organic Crackers ..................... New Age Marketing &
Brand Management Inc.
Marzetti’s ................................Advantage Sales & Marketing
Mash Water ............................................. Canada Food Group
Mash Water.............................. Elite International Foods Inc.
Matt & Steve’s ..........................................Star Marketing Ltd.
Maverick Brands ..........................Impact Sales & Marketing/
An Insight Group Company
Mayacamas .............................................. Star Marketing Ltd.
McCain’s Irish Oatmeal .........................TFB & Associates Ltd.
McCormick’s Spices ................Advantage Sales & Marketing
McIhenny Company ......................Acosta Sales & Marketing
McNeil Consumer Healthcare ........Acosta Sales & Marketing
Mediterranean Gourmet ...................................... Bosa Foods
Melt Organic ......... Michael Theodore Brokerage Inc. (MTBI)
Milo ................................................................ Global Appetite
Melitta Canada ............................................ Concord National
Merck (Schering Plough) ........... Impact Sales & Marketing/
An Insight Group Company
Mestemacher............................ Terra International Food Inc.
Method ............................ Cyba Stevens Management Group
Mezzetta ...................................................Star Marketing Ltd.
Michelina’s Frozen Dinners ...Advantage Sales & Marketing
Milford Valley Farms Stuffed Chicken .......Rosemount Sales
& Marketing
Milo ......................................................I-D Foods Corporation
Mimi’s Chilli ................................. Tony Waters Agencies Inc.

Misionero Vegetables ................... Shillito’s Grocery Brokers
& Importers Ltd.
Mo[ut de Pom .................................... I-D Foods Corporation
Modern Products ...New Age Marketing & Brand Management Inc.
Molina ......................................Quantum Marketing Services
(formerly Mayfield Solutions Inc.)
Molly B’s Gluten Free Kitchen ..Linda Bottier Naturals (LBN)
Molly McButter ...............................................C.B. Powell Ltd.
Mom’s Healthy Secrets.............................Lyndhurst Naturals
Monari...................................................I-D Foods Corporation
Money’s Canned Mushrooms ................Calkins & Burke Ltd.
Monini .......................................................Star Marketing Ltd.
Morning Glory .........Pro-Fresh Marketing International Ltd.
Morton & Bassett Spices .........Elite International Foods Inc.
Mother Parkers Tea & Coffee ........Impact Sales & Marketing/
An Insight Group Company
Mrs. Leepers .............................................Star Marketing Ltd.
Mrs. May’s .................................................Star Marketing Ltd.
Multbionata ............................Advantage Sales & Marketing
Mum Mum Toddlers ..........................National Importers Inc.
Murdochs Muffins ........................................Tempo Sales Ltd.
Musselman’s .................William M. Dunne & Associates Ltd.
N
Nair...........................................Advantage Sales & Marketing
Nairn’s Crackers & Cookies ......................Star Marketing Ltd.
Nairn’s Oatcakes ...................................TFB & Associates Ltd.
Naked Coconuts ...New Age Marketing & Brand Management Inc.
Naleway Foods................................Warner and Spruyt Sales
Nanak Chee (Punjab Milk Foods) ...... New Age Marketing &
Brand Management Inc.
Nandos Cooking Sauces ...................National Importers Inc.
Napa Valley Naturals .........................NuStart Marketing Ltd.
Nasoya .......New Age Marketing & Brand Management Inc.
Natren ........New Age Marketing & Brand Management Inc.
Natural Foods..........................................................Tree of Life
Naturally Splendid ..............................New Age Marketing &
Brand Management Inc.
Nature Clean Treehouse ....Michael Theodore Brokerage Inc. (MTBI)
Nature’s Earthly Choice ............Linda Bottier Naturals (LBN)
Nature’s Path .................................Acosta Sales & Marketing
Natures Plus ..........Michael Theodore Brokerage Inc. (MTBI)
Navitas Naturals ..........................Tony Waters Agencies Ltd.
Nekutli .....................................Quantum Marketing Services
(formerly Mayfield Solutions Inc.)
Nescafe ................................................ I.D. Food Corporation
Nes Cafe ..........................................................Global Appetite
New York Style ..................................... I.D. Food Corporation
Newman’s Own Inc .......................Acosta Sales & Marketing
Nissin Foods (USA) Co. Inc ............Acosta Sales & Marketing
Nong Shim ................................................Star Marketing Ltd.
Northern Delight .....Pro-Fresh Marketing International Ltd.
Northern Gold ........................Advantage Sales & Marketing
Northern Star ..........Pro-Fresh Marketing International Ltd.
Nuk .............................................................Crossmark Canada
Numi Tea ...............Michael Theodore Brokerage Inc. (MTBI)
Nutribar ................................. Advantage Sales & Marketing
Nutrition Now ...New Age Marketing & Brand Management Inc.
O
Ocean Brands ..............................................Concord National
Ocean Spray ...........................Advantage Sales & Marketing
Ocfo Italia ..............................................................Bosa Foods
Odense .................................................I-D Foods Corporation
Oil-Dri Canada ...............................Acosta Sales & Marketing
Okanagan Falls ......................................................Bosa Foods
Olde York Halloween Potato Chips ..........Kimmel Sales Ltd.
Olivier’s Candies ...................................Westrow Food Group

Olivieri Pasta & Sauce ............Advantage Sales & Marketing
Olymel Foods ...............................................Concord National
Omanhene The Cocoa Bean Co. ....Linda Bottier Naturals (LBN)
Once Again Nut Butter Collective ....Linda Bottier Naturals (LBN)
One Degree Organics ..Michael Theodore Brokerage Inc. (MTBI)
One with Nature ...Michael Theodore Brokerage Inc. (MTBI)
Oogie’s Gourmet Popcorn .......................Lyndhurst Naturals
Orajel .......................................Advantage Sales & Marketing
Oregon Chai ..............................................Star Marketing Ltd.
Organic Food Bar ..Michael Theodore Brokerage Inc. (MTBI)
Organic India ........................... Linda Bottier Naturals (LBN)
Organic Valley ...........................Linda Bottier Naturals (LBN)
Organika ................Michael Theodore Brokerage Inc. (MTBI)
Organimals (sugar free sodas) .............. Lyndhurst Naturals
Organyc ......New Age Marketing & Brand Management Inc.
Orient Foods ......................................National Importers Inc.
Oxi Clean .................................Advantage Sales & Marketing
Ozery Pita Break ....New Age Marketing & Brand Management Inc.
P
Pagen ...................................................I-D Foods Corporation
Pai Skincare ......... Michael Theodore Brokerage Inc. (MTBI)
Palmers Cream .......................Advantage Sales & Marketing
Partner’s Crackers ..............................NuStart Marketing Ltd.
Pasificio Fabianelu Pasta ..............Shillito’s Grocery Brokers
& Importers Ltd.
Pastryworld ...................................................Elite Brands Inc.
Patak’s ................................................National Importers Inc.
Patel’s Indian Cuisine ....................... NuStart Marketing Ltd.
Penguin ...................Pro-Fresh Marketing International Ltd.
Penotti .................................... Quantum Marketing Services
(formerly Mayfield Solutions Inc.)
Pepperidge Farm ................................I-D Foods Corporation
Perfetti Van Melle ......................... Acosta Sales & Marketing
Philips Lighting ..............................Acosta Sales & Marketing
Phoenix Brands ..............Cyba Stevens Management Group
Pinnacle Foods Canada .................Acosta Sales & Marketing
Pinty’s ..........................................Impact Sales & Marketing/
An Insight Group Company
Pita Break ..............................................Westrow Food Group
Pita Valle ..................................Quantum Marketing Services
(formerly Mayfield Solutions Inc.)
Plats Du Chef ................................Impact Sales & Marketing/
An Insight Group Company
Plocky’s Fine Snacks ............................New Age Marketing &
Brand Management Inc.
Polident ..................................Advantage Sales & Marketing
POM Wonderful ....................................Westrow Food Group
Post Cereals ............................Advantage Sales & Marketing
Posters ..................................................... Star Marketing Ltd.
Powerhouse Soaps ......................................Tempo Sales Ltd.
Prairie Harvest ..... Michael Theodore Brokerage Inc. (MTBI)
Prana Snacks & Chia Oil ...........................Lyndhurst Naturals
Preferisco ...............................................................Bosa Foods
Preferred Brands ............................Acosta Sales & Marketing
Premier Inc. ....................................Acosta Sales & Marketing
Primo Pasta & Sauces............ Advantage Sales & Marketing
Principal Sales Inc. ........................Acosta Sales & Marketing
Private Label ..................................Warner and Spruyt Sales
Private Label Conventional .......................Kimmel Sales Ltd.
PROBAR .....................................Linda Bottier Naturals (LBN)
Probar ....................Michael Theodore Brokerage Inc. (MTBI)
Prodotti dal Sole ...................................................Bosa Foods
Produce..............................Marathon Marketing Services Inc.
Producers Rice Mills .................................W.H. Escott Co. Ltd.
Pure Market Express......Michael Theodore Brokerage Inc. (MTBI)
Purely Decadent ..........................Tony Waters Agencies Ltd.
Purity Factories Ltd. ................................... Concord National

Q
Quality Bakery ..........................................Lyndhurst Naturals
R
R.W. Garcia ...................................Tony Waters Agencies Ltd.
R.W. Knudsen (Smuckers Natural Foods) ...............New Age
Marketing & Brand Management Inc.
Radex ....................................................I.D. Food Corporation
Rao’s .........................................Terra International Food Inc.
Real Foods Corn Thins ............................ Star Marketing Ltd.
Rebar ........................................................Star Marketing Ltd.
Rebar ........................................... Tony Waters Agencies Ltd.
Reckitt Benckiser ............Cyba Stevens Management Group
Red Feather Canned Fruits .....................W.H. Escott Co. Ltd.
Red Gold .......................William M. Dunne & Associates Ltd.
Reggae Reggae ............................... National Importers Inc.
Reichel ...................................................Westrow Food Group
Reinhart Foods Ltd. .......................Acosta Sales & Marketing
Renee’s ..................................................Westrow Food Group
Reser’s ...................................................Westrow Food Group
Revlon ....................................................... Crossmark Canada
Revlon Canada Inc........................ Impact Sales & Marketing
Reynolds Aluminum Foil ...............................C.B. Powell Ltd.
Reynolds Baking Cups ...................................C.B. Powell Ltd.
Reynolds Parchment Paper ......................... C.B. Powell Ltd.
Rice ...................................Marathon Marketing Services Inc.
Rice Bowl Rice ......................................... W.H. Escott Co. Ltd.
Rice Works ................................................Star Marketing Ltd.
Rich’s Products of Canada ............Acosta Sales & Marketing
Rich’s Products ............................................Concord National
Richardson Oil ............................................Pro Can Sales Ltd.
Rickland Orchards ............................. NuStart Marketing Ltd.
Ridgways Organic Tea ..................................C.B. Powell Ltd.
Ritter Sport ...............................Terra International Food Inc.
RJ’s Licorice ...............................Terra International Food Inc.
Rob Roy .................................................TFB & Associates Ltd.
Rockwell’s Whole Foods .....................New Age Marketing &
Brand Management Inc.
Roger’s Foods ............................................. Concord National
Rosemount ............................Rosemount Sales & Marketing
Royal Food Products ............................Westrow Food Group
Royal Oak ..................................................Crossmark Canada
Royal Speciality Sales ...................................Elite Brands Inc.
RP’s Pasta........................................... NuStart Marketing Ltd.
Rub A535 .................................Advantage Sales & Marketing
Ruiz Foods ...................................................Concord National
Rupari ...................................................Westrow Food Group
S
Sable & Rosenfeld ....................Terra International Food Inc.
Sabra Dipping Company............... Acosta Sales & Marketing
Sachs Peanuts ......................................Westrow Food Group
Salba Smart/Salba Chia ......................New Age Marketing &
Brand Management Inc.
Salt Spring Coffee.....................................Star Marketing Ltd.
San Francisco Style Breadsticks ............ Canada Food Group
San-J .........................................................Star Marketing Ltd.
Santa Cruz (Smuckers Natural Foods) ... New Age Marketing &
Brand Management Inc.
Scentuals ...............Michael Theodore Brokerage Inc. (MTBI)
Scrub Free .............................. Advantage Sales & Marketing
Sea-Far ..............................................National Importers Inc.
Seapoint Farms.............................Tony Waters Agencies Ltd.
SeaSnax .....................................Linda Bottier Naturals (LBN)
Sensible Foods & Patel’s Indian Cuisine ....NuStart Marketing Ltd.
Sensodyne Toothpaste...........Advantage Sales & Marketing
Setton International Foods ........Impact Sales & Marketing/
An Insight Group Company
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Seventh Generation ...............Advantage Sales & Marketing
Sezme Sesame Snaps .......................National Importers Inc.
Shafer Haggart ..............................Acosta Sales & Marketing
Shafer-Haggart Ltd. ...................................Pro Can Sales Ltd.
Shore Lunch Soups ...........................National Importers Inc.
Sibu ........................Michael Theodore Brokerage Inc. (MTBI)
Sifto Salt .............Shillito’s Grocery Brokers & Importers Ltd.
Siljan ................................................... I-D Foods Corporation
Silly Cow Hot Chocolate ..........................Canada Food Group
Simply Asia (McCormick) .................. New Age Marketing &
Brand Management Inc.
Simply Natural .............................Tony Waters Agencies Ltd.
Six Fortune ...............................Elite International Foods Inc.
S.J. Irvine ...............................................Westrow Food Group
Skinny Pop .........................................NuStart Marketing Ltd.
Skippy Peanut Butter......................................C.B. Powell Ltd.
Sleep Squares .......Michael Theodore Brokerage Inc. (MTBI)
Snapdragon....................................... National Importers Inc.
Snapdragon Asian Cuisine .................New Age Marketing &
Brand Management Inc.
So Delicious Dairy Free .............. Tony Waters Agencies Ltd.
So Fresh ...................Pro-Fresh Marketing International Ltd.
Solo Fruits ..New Age Marketing & Brand Management Inc.
Somersault Snacks .................................Canada Food Group
Somersault Snacks ..................Elite International Foods Inc.
Soyatoo ...............................................NuStart Marketing Ltd.
Specialty Foods ......................................................Tree of Life
Spice Market ................................Tony Waters Agencies Ltd.
Spice Sanctuary .............................................Elite Brands Inc.
Spinbrush ................................Advantage Sales & Marketing
Splendid Chocolates .... William M. Dunne & Associates Ltd.
Spring Creek Ranch ..............................Westrow Food Group
St-Michel ............................................. I-D Foods Corporation
St-Regis .............................................. I-D Foods Corporation
Stagg Chili .......................................................C.B. Powell Ltd.
Stahlbush Island Farms ......................New Age Marketing &
Brand Management Inc.
Stain Devils......................................................C.B. Powell Ltd.
Starbucks ...................................................Crossmark Canada
Starbucks Coffee Company ...........Acosta Sales & Marketing
Starlite Cuisine ....New Age Marketing & Brand Management Inc.
Stash Tea ............................................ I-D Foods Corporation
Static Guard ....................................................C.B. Powell Ltd.
Stay Brite Baking Cups ..................................C.B. Powell Ltd.
Steakalicious Bacon-Wrapped Steakettes ......... Rosemount
Sales & Marketing
Stellas .............................................................Elite Brands Inc.
Stickling’s Organic Bakery ..................... Lyndhurst Naturals
Stokley Canned Vegetables ....................W.H. Escott Co. Ltd.
Stoneridge Orchards ................New Age Marketing & Brand
Management Inc.
Stonewall Kitchen ...................Elite International Foods Inc.
Straight Arrow ........................Advantage Sales & Marketing
Strub’s....................................................Westrow Food Group
Stubb’s BBQ Sauce .............................NuStart Marketing Ltd.
Sugar Twin.......................................................C.B. Powell Ltd.
Sugaresque ........................................ I-D Foods Corporation
Sum-m! (Fine Choice Foods)................Westrow Food Group
Summerland Sweets .............Advantage Sales & Marketing
Summerland Sweets Impact Sales & Marketing/An Insight
Group Company
Sumo Bio Bags .............................Tony Waters Agencies Inc.
Sun Maid Growers .........................Acosta Sales & Marketing
Sun Products Canada Corp. ..........Acosta Sales & Marketing
Sundia Fruit ........Shillito’s Grocery Brokers & Importers Ltd.
Sunkist Smoothies .................. Elite International Foods Inc.
Sunrise Soy Foods .........................Acosta Sales & Marketing
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Sunrise Soya Foods .................................... Concord National
Sun-Rype .................................................... Concord National
Sun-Rype Products Inc. ................Acosta Sales & Marketing
Sunco Foods ..... New Age Marketing & Brand Management Inc.
Superior Farms Lamb ...........Rosemount Sales & Marketing
Superslims..........................................National Importers Inc.
Supreme Pickles/Vinegar .......................W.H. Escott Co. Ltd.
Surf Sweets/Trusweets .......................New Age Marketing &
Brand Management Inc.
Sweat Leaf................................................ Star Marketing Ltd.
Sweetpea Baby Food ................. Tony Waters Agencies Ltd.
Sweetworks Candy... Shillito’s Grocery Brokers & Importers Ltd.
Swheat Scoop ......................................... Star Marketing Ltd.
Sylvania Light Bulbs ..............Advantage Sales & Marketing
T
T. Marzetti ....................................Impact Sales & Marketing/
An Insight Group Company
T.W. Garner ....................................Acosta Sales & Marketing
Tabasco Pepper Sauce .................................. C.B. Powell Ltd.
Talia Foods.................................................. Pro Can Sales Ltd.
Tashodi ..................Michael Theodore Brokerage Inc. (MTBI)
Tate & Lyle Golden Syrup................................C.B. Powell Ltd.
Tchibo ........................................Terra International Food Inc.
Tea Tibet ....New Age Marketing & Brand Management Inc.
Tenderflake Frozen Pastry .....Advantage Sales & Marketing
Terra Nostra........................................ NuStart Marketing Ltd.
Tetley Tea .....................................................Concord National
T.G.I. Fridays Snacks .....William M. Dunne & Associates Ltd.
Thai House Restaurants ....................NuStart Marketing Ltd.
Thai Kitchen (McCormick) ..................New Age Marketing &
Brand Management Inc.
The Allan Candy Company Ltd .....Acosta Sales & Marketing
The Funky Gourmet ................................Canada Food Group
The Little Potato Company...................Westrow Food Group
The Meat Factory (Lou’s RTE Entrees) .......Concord National
Theoboma Chocolates...Michael Theodore Brokerage Inc. (MTBI)
Theobroma Chocolates ...............Tony Waters Agencies Inc.
Tho’z Barz ......................................................Elite Brands Inc.
Tiger Tiger ................................................Star Marketing Ltd.
Tints of Nature...... Michael Theodore Brokerage Inc. (MTBI)
Tip Top Poultry...................... Rosemount Sales & Marketing
Tipiak ................................................... I-D Foods Corporation
Tony Roma’s BBQ Sauces .................National Importers Inc.
Tosca ...................................................National Importers Inc.
Tosuta International .......................JBM Management Group
Town Squares.....................................National Importers Inc.
Toyo Importing (Sappuro Ichiban) ............Concord National
Traditional Medicinal Tea..........................Star Marketing Ltd.
Tri-V Pet Foods ..Shillito’s Grocery Brokers & Importers Ltd.
Tribal Java Coffee ........................... JBM Management Group
Trident Seafoods......................... Impact Sales & Marketing/
An Insight Group Company
Trojan .......................................Advantage Sales & Marketing
Trophy Foods.........................................Murray Market Access
Trump’s Fine Foods...............................Westrow Food Group
Trumpf Chocolates ..................................Canada Food Group
TruSweet ....New Age Marketing & Brand Management Inc.
Tulip Canned Meats ..Shillito’s Grocery Brokers & Importers Ltd.
Tums ...................................... Advantage Sales & Marketing
Turtle Island Foods ......................Impact Sales & Marketing/
An Insight Group Company
Tutti Gourmet (Bana Krisp)......................Lyndhurst Naturals
Tutti Gourmet (Biscotti) .......................... Lyndhurst Naturals
Twinings Teas ................................... National Importers Inc.
Typhoo Tea ..................................................... C.B. Powell Ltd.

U
Uncle Dan’s ...............................................Star Marketing Ltd.
Underwood Devilled Ham..............................C.B. Powell Ltd.
Unico Foods.............................Advantage Sales & Marketing
Unico Inc. .........................................JBM Management Group
Upper Crust .......................................... Westrow Food Group
Utopia.................... Michael Theodore Brokerage Inc. (MTBI)
V
Vagisil .....................................Advantage Sales & Marketing
Van’s Waffles ........Michael Theodore Brokerage Inc. (MTBI)
Vancouver Island Salt .................... JBM Management Group
Vanee .................................... Rosemount Sales & Marketing
Vegemite ................................................. Star Marketing Ltd.
Veggie-Go’s ..............................Linda Bottier Naturals (LBN)
Venetian Tapenades, Dips & Antipasto ......Canada Food Group
Village Harvest ....................................New Age Marketing &
Brand Management Inc.
Vincenzi ...............................................I-D Foods Corporation
VIP Soap Products ..........................JBM Management Group
Vita Health Products Inc. ..............Acosta Sales & Marketing
Vitacoco .... New Age Marketing & Brand Management Inc.
Vitamin Tea ........................................ I-D Foods Corporation
Vitasoy/Nasoya ....................... New Age Marketing & Brand
Management Inc.
Voets Coffee ....................................JBM Management Group
W
WD-40 Products (Canada) Ltd. ... Acosta Sales & Marketing
Wafu ................................................... I-D Foods Corporation
Wasa ................................................... I-D Foods Corporation
Weddel Ltd ..................................Impact Sales & Marketing/
An Insight Group Company
Weetabix of Canada Ltd. ..............Acosta Sales & Marketing
Wellness Foods (Simply Bars) ............... Lyndhurst Naturals
Western Rice Mills ..........................JBM Management Group
W.H. Escott .................................... Warner and Spruyt Sales
Whirlpool .......................................Acosta Sales & Marketing
White Wave Inc. ............................ Acosta Sales & Marketing
Whole Alternatives .... Michael Theodore Brokerage Inc. (MTBI)
Wholesome Goodness .......................New Age Marketing &
Brand Management Inc.
Wholly Guacamole ...Shillito’s Grocery Brokers & Importers Ltd.
Wild Garden ............................................ Star Marketing Ltd.
Wild Ocean ........... Michael Theodore Brokerage Inc. (MTBI)
Wildbrine ................................. Linda Bottier Naturals (LBN)
Wilkin & Sons Ltd. ...............................I-D Foods Corporation
X
Xyenergy Energy Drinks ........Advantage Sales & Marketing
Xyla ........................Michael Theodore Brokerage Inc. (MTBI)
Y
Yogi Tea ................ Michael Theodore Brokerage Inc. (MTBI)
Yohay Baking Co................................... Westrow Food Group
Yorkshire (Taylors of Harrogate)...Terra International Food Inc.
Yoso .................................................... NuStart Marketing Ltd.
Yucatan Foods ......................................Westrow Food Group
Z
Ziggy Marley .........Michael Theodore Brokerage Inc. (MTBI)
Zippo Manufacturing Company ... Acosta Sales & Marketing
Zola Brazilian Superfruits ........... Impact Sales & Marketing

I

n November, the federal government
announced that a historic free-trade
deal has been stuck with the European
Union (EU). Rivalling the U.S./Canada
Free Trade Agreement (and the ensuing
NAFTA deal), this deal will have impacts
on the grocery landscape across Canada.
Recently, I had a chance to speak with
the BC Dairy Industry Conference and my
interactions with the producers (read:
farmers) and processors (read: dairies)
got me thinking about how this new free
trade agreement will affect both grocery
retailing and the industry of suppliers
that provide us with the food we eat.
I also reflected on the two years that
I spent living in Paris, France and how
the grocery shopping experience there
compares to our weekly shopping trips
at home in Calgary, Alberta.
One of the pleasures of living in Paris
was shopping on rue Montorgueil, a pedestrian street lined with bakeries, patisseries, deli, cheese mongers, wine purveyors and butcher shops. Fresh was the order
of the day and the variety of products
found on one short street would put most

By Jeff Doucette

of cheese, meats, wines and other
products will likely drive an increase in
the number of specialty shops that
bring the boutique experience to shopping for fresh food. It will also result in
an increase of ethnic grocers who will
now have access to products from the
home country without all the barriers
and tariffs that currently exist.
What does this mean for traditional
supermarkets? More competition. Unfortunately this competition comes in the
high-margin store perimeter where the
bulk of profits are earned.
Supermarket operators must “think forward” to enhance their fresh food offerings today and be proactive about sourcing products in Europe that will be attractive to their shoppers. Working closely
with brokers and distributors to anticipate
the upcoming changes will be critical.
The alternative may be being relegated to the “centre-store” stock-up shop
where you will be in head-to-head battle
with Walmart. A grim outlook indeed.
The removal of tariffs and influx of
new products will place price pressure

da, that build a connection with Canadian consumers and their love of their
country, province and region.
We have made good progress on local
food awareness in supermarkets in the
past few years (i.e. Buy Alberta) but
more needs to be done.
Finally, I have previously written in
this column about the potential for
European retailers to expand into the
Canadian market. Considering that a
combined Loblaw/Shoppers Drug Mart
will rank in the low to mid 30s on the
list of the world’s largest retailers
(Sobeys/Safeway will rank even further

Getting Ready for the
European Free Trade Agreement
Canadian supermarkets to shame.
There were also two supermarkets
on rue Montorgueil. One discount
supermarket provided all the “centrestore”/packaged grocery categories
at the lowest possible price; while
the high end chain Daily Monop’
offered a wide range of prepared
foods and meals-to-go when time was
of the essence.
While most Parisians shop at all
three types of retailers, the bulk of
Euros were being spent at the small
independent shops who could tell you
about the grass the cows had been fed
before they produced the milk for your
cheese or how many chickens were on
the free-range farm.
While the pending EU deal will not
change the way that Canadians shop
overnight, the influx of new varieties

More than stinky cheese, foreign fish and lots of prosciutto
on existing players in the Canadian market, while competing for shelf space,
which is always at a premium in-store.
There may also be restrictions on
what suppliers can call certain products. What we know today as Feta
Cheese may become “Feta-like Cheese
Product” if Canada concedes on
Europe’s strict “appelations”, which
means that products can only bear a
certain name (Feta, Bordeaux, Cheddar,
Parma) if they actually are produced in
those regions.
Canadian suppliers also need to be
proactive. A focus on high-quality products that can compete with the European imports on a level playing field is
important — as is the development of
local/regional food offerings from Cana-

down the list) there are many potential
suitors for existing assets (Save On
Foods, for example) as well as exciting
new entrants such as the German hard
discounter ALDI, that already has more
than 1,100 stores in the United States.
While the EU trade deal will not make
it easier for a European retailer to
launch in Canada, they will bring with
them an in-depth understanding of
these new “free-trade products”, strong
vendor relationships and the massive
purchasing power of their home market.
We have a few years to prepare for
these changes. But in the end the
retailer that manages to stock a highquality, reasonably-priced Comté (look
it up) will definitely be the winner of
my store perimeter purchases!
●

Jeff Doucette is the founder of “Field Agent Canada” an iPhone driven audit service that is revolutionizing how retail audits and mystery shops are completed in Canada. Contact: jeff.doucette@fieldagentcanada.com
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What’s new & improved in the grocery aisle

How Sweet They Are!
Tree of Life has introduced SweetSeeds to their Natural brand portfolio. Available in chia, golden
flax and quinoa these nutritional crispy snacks are packed full of minerals, all of which offer
a very high source of fibre, great for the gluten free shopper. SweetSeeds have no
preservatives, artificial flavours or glucose / fructose. It is a perfect snack that is school
safe as it is nut free, gluten free and dairy free.

Holy Crap Introduces Single Serve Cups
New Weber® “Just Add Juice” Marinade Mixes
Weber® Just Add Juice Dry Marinade Mixes are designed to fuel every grilling enthusiast’s
culinary creativity and deliver fresh, flavourful meals. Blended with any juice, not oil,
naturally tenderizes the meat in just 30 minutes with amazingly tasty results. Grilling with
Weber® Just Add Juice Marinade mixes brings out all the fresh flavours and aromas of your
favourite protein: including beef, poultry, pork or seafood.
For more information contact infoACHCanada@achfood.com or 1-866-848-5723.

New Improved Peggable Twin-Packs on Fisherman’s Friend!
Fisherman’s Friend is introducing new and improved hanging bag twin-packs on its Original Extra Strong
and Cherry Sucrose Free lozenges, two of the top-selling skus in the Canadian cough drop & throat lozenge
market. The new twin packs contain two individually resealable packages to increase consumer appeal and
convenience…identical to the highly successful retail singles, which were introduced last year.
The packs are fully peggable for merchandising in the hanging bag section and offer a higher profit per
pack than the singles.

The New “IT” Drink for Spring: Maple Water
Step aside coconut water, SEVA Maple Water is 2014’s new buzzing health beverage. Naturally containing more
than 46 bioactive nutrients and electrolytes essential to health, this 100 per cent pure Canadian maple sap is
tapped right from the sugar maple trees of Quebec’s Laurentian Forest.
Maple water is a natural hydrator and a great way to replenish electrolytes after a jog or workout. Naturally occurring nutrients, including vitamins, minerals and antioxidants, help boost immune health, aid in the prevention of degenerative diseases and act as a non-dairy pre-biotic to support digestive health. SEVA Maple Water is NAPSI Certified, guaranteeing its authenticity and purity among other high standards, by the Federation of Quebec Maple Syrup Producers.
SEVA Maple Water was introduced to the world last spring at CHFA West and Grocery Showcase West. This new
and innovative product caught the eye of grocery stores across British Columbia and can now be found at participating Whole Foods and IGAs, Urban Fare, Nesters Markets, Buy-Low Foods, Nature’s Fare and more.
For more information go to drinkseva.com

SNAPZ – The New Healthy Crisps
Snapz is bringing the healthy back to snacking with these delicious, crunchy fruit and
vegetable crisps. Using DE-VAC technology, Snapz has many advantages over conventional air and freeze dry methods such as a puffy and crunchy texture, a long shelf life, while
retaining most of the essential nutrients. Perfect for kids’ lunch bags as they are gluten
free, nut free, GMO free, fat free, sugar free with no added preservatives, artificial flavourings or colours. Snapz is 100 per cent natural fruit and vegetables.
Contact your local Tree of Life Canada representative for more information.

New Single Serve Cereal Cups from Holy Crap “Best taste in space,” are available in two flavours,
Original and Plus Pure Oats. Commander Chris Hadfield enjoyed delicious Holy Crap Original during Expedition 35 on the International Space Station. Now convenient recyclable single serve cereal cups are available for busy consumers seeking a healthy breakfast option.
They’re ready-to-eat, hot or cold. Just add hot water, milk, and non-dairy beverage or yogurt.
Holy Crap Plus Pure Oats combines superfood Holy Crap cereal with the goodness of pure uncontaminated oats for one powerhouse of a breakfast. The cereal is organic, non-GMO and vegan.
Visit holycrap.ca. or contact 1-855-588-8860 or email: orders@holycrap.ca.

Fair Trade Brokers Ltd. Releases Gluten-Free Lactose-Free Vegan made
with STEVIA Chocolate Hearts, Truffles & Chocolate Covered Hazelnuts
Fair Trade Brokers has launched new fair trade, made with STEVIA truffles,
hazelnut cream filled hearts and chocolate covered hazelnuts from Belvas.
Their assorted delicacies offer a true chocolate experience, with a strong but
not bitter flavour made from fair trade and organic San Domingo 70 per cent +
dark chocolate and stevia, instead of sugar. Diabetes affects over nine million
people in Canada, who most likely crave chocolate like their peers. Belvas is
aware of this rising health concern and have developed, in addition to their regular line of truffles, three new chocolate treats made with stevia, a natural sugar
substitute. These new 70 per cent+ chocolate treats are not only made with stevia, but are gluten free, lactose free, and vegan. Stevia is the healthiest and
most trusted natural sweet plant on Earth and is 200 to 300 times sweeter than
sugar, but calorie and carbohydrate free. It also is nutrient rich, containing substantial amounts of protein, calcium, magnesium, zinc,
vitamin C, vitamin A and other nutrients.
Contact: Flavia Kilger 250-770-1177/250-492-1125 http://www.fairtradebrokers.com

New Certified Fair Trade & Organic Blends
from Doi Chaang Coffee Company
The 50 per cent farmer-owned ‘beyond fair trade’, Doi Chaang Coffee Company,
has introduced four new blends, with new packaging, for customers to enjoy.
The Canadian company has mixed its high quality Thai beans with those that are
also certified fair trade, organic and 100 per cent Arabica from Nicaragua, Peru,
Guatemala and Sumatra. The bright and colourful 340g packages of Social Medium (a medium roast), Hardwired (a dark roast), Espress-Yoself! (an Espresso) and
Chillin’ (a light roast) will light up any kitchen counter, and are available at an affordable price. They are a new addition to the company’s
six Single Estate roasts and Wild Thai Civet Coffee. Two of the blends, Social Medium and Hardwired, are also available in the first ‘beyond
fair trade’, 90 per cent biodegradable Keurig®-compatible aroma cups — perfect for the coffee lover on the go.
Get your Doi Chaang Coffee Company roasts and blends at a number of retailers, or online at doichaangcoffee.com.

Make Succulent Roasted Chicken Meals Easily
Thanks to New Club House Line of Recipe Mixes
Big Cup, Short Noodle
Nissin has launched the latest instant noodle sensation: Spoonable. They are
easy to store and easy to eat with 25 per cent more soup than regular cup noodles
and are now available in beef and chicken flavours. Also launching is the new premium straight-cut (flat) noodle chow mein available in Teriyaki Beef & Chicken. A
little more like a pasta noodle, these wider, flatter noodles are perfect for picking up
hearty sauces or capturing the full-bodied flavours that have made Nissin famous.
Contact your local Tree of Life Canada representative for more information.
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McCormick Canada has launched a new line of recipe mixes called Club House Bag’n
Season, a unique seasoning mix format that comes with an oven-safe roasting bag to
lock in all the juices for tender, perfectly roasted chicken meals.
“This new Club House line provides the perfect method to make juicy, succulent roasted chicken dishes that your family will love,” says Linda Stiles, senior product manager,
McCormick Canada. “Simply place the chicken and ingredients in the roasting bag, pour
in the seasoning and roast it in the oven.” The new line currently offers three flavours:
Mediterranean Chicken, Paprika Chicken, and Mixed Herb Chicken.
For more information on Club House, and to find a variety of recipes, please visit www.clubhouse.ca or call toll-free at 1-800-265-2600.
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Blue Diamond, the No.1 Almond Milk brand in shelf-stable, has launched their two most popular
flavours, Original and Chocolate, in single serve containers. Blue Diamond’s category exclusive re-sealable packaging delivers superior convenience to the non-dairy beverage category. These skus are best
served chilled and are perfect for the grab and go beverage section as well as in-store bistros / delicatessens. Blue Diamond Almond Milk is lactose free, cholesterol free, trans fat free, and Kosher Parve.
Contact your local Tree of Life Canada representative for more information.

More Fibre Great Taste
Kikkoman has announced the newest addition to their breading and coating mix family, Whole Wheat Panko,
Japanese Style Bread Crumbs. Made with 100 per cent whole wheat bread that has been custom baked, Kikkoman Whole Wheat Panko contains three times more fibre per 1/2 cup than Kikkoman Original Panko. Now consumers can enjoy the healthy benefits of eating whole grains, without sacrificing that delicious crunch.
Contact your local Tree of Life Canada representative for more information.

Splash It On!
NAKANO has launched two new flavours — Mango and Citrus. Just like all of the NAKANO flavours, the
Mango and Citrus varieties are a great fat-free way to add delicious flavour to any dish. The balanced
aroma and sweet flavours of these versatile products will keep your customers coming back for more.
The Citrus Seasoned Rice Vinegar boasts flavours of lemon peel and a hint of ginger offering a unique
flavour profile perfect for fish or seafood and a variety of side dishes like rice or pasta. The Mango Seasoned Rice Vinegar is the perfect balance of lightly sweet tropical fruit flavours and low acidity.
Contact your local Tree of Life Canada representative for more information.

Coconut + Almond = Love
MaraNatha is first to market with the new Coconut Almond butter. Roasted almonds, whole coconut pulp
combined for a unique and delicious tasting butter with a hint of sweetness. MaraNatha’s coconut almond
butter is low in sodium, kosher certified with no artificial flavours or hydrogenated oils.
Contact your local Tree of Life Canada representative for more information.
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ith the visible minority population in
Canada estimated to more than double in
size from 6.3M to 12.8M it is no surprise
that the popularity and visibility of ethnic foods
has increased along with it. The majority of
recent immigrants to Canada come from three
countries: 13 per cent of total immigrants from
the Philippines, another 10 per cent from India
and 11 per cent from China.
In British Columbia, Alberta, Manitoba and
Saskatchewan the cooking sauce category has
demonstrated the importance of all three of these
ethnicities. As a whole, the ethnic cooking sauce category is worth $37.9MM and has grown +8.94% in
dollar volume in Western Canada. The largest segment
within this category is Asian foods, which represent
$28M and is growing +6.45 per cent, slightly behind
category growth. While the Indian and the Filipino
segments have not nearly as large a dollar volume
share as Asian, but their volume growth has exceeded the category growth indicating that there is ample
opportunity with Indian and Filipino cuisine.
An interesting piece regarding Asian cuisine is
that the segment is largely made up of ingredient

W

items, versus a cooking sauce. For example 80 per
cent of the Asian segment dollar volume is made up
of items such as: soy, teriyaki, sriracha chili and oyster sauces. The abundance of such items indicates
that this segment is well-developed among ethnic
and non-ethnic consumers, alike.
In reviewing the regional details of this category
in the West, we can see that B.C. leads the way in
terms of dollar volume and its growth rate continues
to exceed total West’s growth. According to Stats
Can, this volume distribution is in line with the rate
of immigration amongst the Western provinces. In
the West, B.C. has the highest largest per cent of
immigrants at 14 per cent, Alberta at 12.4 per cent
and Manitoba/Saskatchewan at 10 per cent.1
Recognizing the importance of the ethnic foods
category, retailers should not only consider a specific ethnic food section but should also incorporate ethnic food into other departments such as
produce, meat and frozen foods. As Canada’s ethnic population continues to evolve, the opportunity to benefit from this growing market will
depend on the continuous review and development of the product offering.2
●

Recognizing the importance of the ethnic foods category, retailers should not only
consider a specific ethnic food section but should also incorporate ethnic
food into other departments such as produce, meat and frozen foods.

1 Source: http://www.statcan.gc.ca/pub/91-209-x/2013001/article/11787/tbl/tblA3-eng.htm
2 Source: Nielsen, Cooking Sauces, L52wks, GR+DR+MM, TL West
Article provided by Tree of Life Canada, Marketing Services Department
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We’re celebrating 50 years
as the voice of the natural health industry.

With a membership of over 1,000 members and an industry that is poised for incredible
future growth, we are proud to present our largest Western trade show to-date. If you haven’t
experienced CHFA West, now is the best time to come and see what we are all about.

®

Vancouver Convention Centre
West Building
Conference April 10 & 11
Trade Show April 12 & 13

A must attend event for buyers of natural health products, natural & organic foods,
natural personal care and eco household products.
s $ISCOVER FUTURE BEST SELLERS FROM HUNDREDS OF COMPANIES
s %NGAGE WITH MORE THAN  EXHIBITORS ALL UNDER ONE ROOF
s 3EE TASTE AND COMPARE LOCAL AND INTERNATIONAL BRANDS
s %NJOY SAVINGS EXCLUSIVE TO SHOW ATTENDEES
s !TTEND FREE PRODUCT EDUCATION SESSIONS FROM LEADING INDUSTRY FIGURES
s *OIN IN THE FUN AT THE MANY RECEPTIONS AND PARTIES

BE AT THE HEART OF THE NATURAL PRODUCTS INDUSTRY
s NATURAL HEALTH PRODUCTS s HEALTH AND BEAUTY s SPORTS NUTRITION
s SPECIALTY FOOD s NUTRACEUTICALS s ORGANICS

CHFA West
#ONFERENCE n !PRIL    s 4RADE 3HOW n !PRIL   
6ANCOUVER #ONVENTION #ENTRE 7EST "UILDING

FOR COMPLETE DETAILS AND TO REGISTER VISIT chfa.ca
#(&! TRADE SHOWS ARE NOT OPEN TO THE PUBLIC 0ROOF OF INDUSTRY STATUS IS REQUIRED IN ORDER TO GAIN ADMISSION TO THE CONFERENCE AND TRADE SHOW
&OR ADDITIONAL INFORMATION ON THE SHOW AND OUR SHOW POLICIES PLEASE VISIT CHFACA

