
RETURN UNDELIVERED TO MERCURY PUBLICATIONS LTD., 1740 WELLINGTON AVENUE, WINNIPEG MB R3H 0E8  CPM SALES AGREEMENT #40062509

MARCH/APRIL 2014



©
A

G
C

, L
LC

. 

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.©
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It was widely predicted some time ago that the era
of good margins in the Canadian grocery industry
would come to an end as the pace of new square
footage added, largely due to the expansion of mass
discounters, was greater than the growth of demand.
This has certainly come to pass and is evident both in
the low inflation rate with grocery store prices rising
only one per cent in the last year and the fact that
supermarket sales in Canada only increased half a
percentage point in 2013. It is further compounded
by the decrease in the Canadian dollar, making the
cost of inputs much higher than enjoyed over the pre-
vious several years.
This has also been the context for the recent consolidation trend, which has seen a

major realignment in Western Canada in particular with the merger of Safeway and
Sobeys. It is indeed understandable that under all this pressure retailers would have to
move to protect their margins, the latest indication of which is the demand by Sobeys
that suppliers pay a “synergy cost” by rolling back prices by one per cent retroactive
to November. The move has now been followed by the Overwaitea Group. Further, sup-
pliers are being told that there should be no price increases in the coming year.
For food manufacturers, input costs have been relatively stable over the past sev-

eral years but things are now beginning to change as this sector too faces tighter
margins with input prices on the rise. The meat industry in particular is facing huge
price increases — beef prices alone have risen by 20 per cent over the last quarter
and with deadly viruses spreading through the U.S. and now Canadian pig stocks
there will surely be big increases here too.
Food manufacturers will only be able to hold pricing for a short period of time

under these circumstances. And with the competitive situation only getting worse
for retailers, it is likely to be a tough year ahead in price negotiations. In the end,
consumers will have to pay more for their groceries one way or another, otherwise it
will be a completely untenable situation.

Frank Yeo,
Publisher & Editor

The Margin Squeeze

publisher’s perspective

Robin Bradley

Associate Publisher &
National Account Manager

robin@mercury.mb.ca

Melanie Bayluk

Western Account Manager

melanie@mercury.mb.ca
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UGI is proud to welcome many new Suppliers who became 
UGI partners over the last months.  

Since the implementation of its New Mission at the beginning of 2012, over 70 Suppliers
became UGI partners.  As per Denis Gendron’s comments, ‘many of these new partnerships are
with Suppliers of all Fresh Department Areas, and we are in discussion with several others’.

Our new partnerships with Equipment Suppliers, such as Hussmann, GBS Foodservice Equipment,
True Food International, Digi Canada, and many others or with organizations like Bell for mobile
services, TD Merchant Services, AVIS, Budget, and recently Canada Post show the interest of these
companies and our Members to work together.

We are totally confident that these new agreements will generate mutual benefits for all of
these Suppliers and our Members.

What else is new at UGI? Any new Members?
As we mentioned many weeks ago, our discussions are progressing with different Retailers and

we will be making announcements in the near future.
Like anyone, we would like to have made some confirmations a few weeks ago, and, we are

confident that our organization will continue to grow in Membership and new Suppliers.

Stay tuned for more news.

For more information contact us at: 416.626.6554 
or visit our website: www.ugi.ca
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Sartori
Celebrates 75 Years 
of Cheesemaking

Sartori Cheese is celebrating 75
years of hand-crafted award-winning
cheese-making this year.  Founded in
1939 by Italian immigrant Paolo
Sartori, the company is now in its 4th
generation of family ownership and
operation. Current CEO Jim Sartori is
thrilled to continue his family’s tradi-
tion of using the freshest, highest qual-
ity ingredients to make world-class
Sartori cheese.

Sartori credits
much of their suc-
cess through the
years to the skills
and dedication of
their patron farm
families, cheesemak-
ers and team mem-
bers.  They’ve part-
nered up with local
family-owned patron
farms to source the
freshest, highest quality rBST-free milk.
Within hours, that milk is turned into
cheese by Sartori’s four master cheese-
makers and their team of licensed
cheesemakers.  “Our cheese-making
process is still very hands-on today.  We
use a lot of the same techniques we’ve
used since day one,” states Jim Sartori.
“I believe that’s one way we set our-
selves apart from others.  We take time
to perfect our cheese, whether it’s cur-
ing the cheese to the right age or hand-
rubbing each treated wheel; we know
the love and care we put into making
our cheese resonate with those sharing
it around the dinner tables.”

In celebration of the 75th anniversary,
the artisan cheese producer is releasing
a special Family Heirloom 36 month
aged Parmesan. “Our Family Heirloom
36 month aged Parmesan cheese is a
treat we’ve been able to pass down
through the generations and now we’re
happy to be able to share it with others,”
stated Sartori. 

Arneg Appoints Henry Friedmann
Henry Friedmann has been appointed as Western Canadian

sales representative for Arneg Canada. He brings a combined
30 years experience in the retail food and refrigeration busi-
ness. Arneg is a major Canadian manufacturer of refrigerated
display cases as well as having 17 factories around the world.
The Canadian factory is located in Lacolle, Southern Quebec.

“Arneg is very proud to be manufacturing Canadian prod-
ucts for Canadians,” says Friedmann.

For more information contact Henry Friedmann at 250-880-1105  or e-mail
hfriedmann@arnegdml.com

Training.Iddba.Org Brings Free Training to Food Retailers

The International Dairy·Deli·Bakery Association (IDDBA) has launched training.iddba.org, a free online training
website. Primarily aimed at supermarket dairy, deli, bakery, and prepared foods associates, the site offers train-
ing in food safety, bakery, and cheese in both English and Spanish. Training is free and available any time on any

device at training.iddba.org. The site delivers training through short
videos efficiently accessed through smart phones, tablets, desktop com-
puters, and a host of other internet-connected devices including some
department scales. Each video is accompanied by a short assessment

to test knowledge and retention. A personalized certificate of recognition is available upon successful comple-
tion along with additional training resources available from IDDBA and other organizations. Associate tracking also makes record-
keeping easy. A simple account must be created before a certificate or a tracking record can be generated.

Concord Appoints Wes Chapman
Wes Chapman has been appointed Southern Alberta
Territory Manager with Concord National.

Chapman will be based out of his home office in Lethbridge
and will cover the territory previously handled by Wendy
Kennedy (now in Central Alberta, Red Deer). He is a graduate of
the University of Lethbridge and has a Bachelors Degree in Man-
agement, Marketing Major and has CPG industry experience as
an account manager for Frito Lay in Southern Alberta.   

FMS Celebrates 40 Years in Business
This year, FMS Solutions celebrates 
40 years of providing independent 
retailers with financial, accounting and 
consulting services.  

Founded in 1974 by John Schock and Rudy Ander-
son, the goal of FMS was to provide independent
retailers the tools they needed to increase efficiency
and profits.  FMS has steadily broadened its client base both in industries served and
geography. While many things have changed within FMS over 40 years, its mission of
helping the independents has stayed the same.  Bob Graybill, president and CEO of
FMS stated, “As I look at our clients, I remember individuals with two stores that now
have seven, or a five store operator now with nine stores, or a 20 store operator with
32 stores. In addition to visible growth, watching an independent retailer with a sin-
gle store fend off big box competition and be successful is sometimes more reward-
ing, especially when that store has been around for generations within a family.  It is
these stories that make working for our clients so rewarding.”
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Get into the dance
Our dancing cows spot for IÖGO Greko has created quite a buzz. We’ve already had
nearly 800,000 hits on YouTube. We’ve also been a big hit on Facebook and Twitter with 
lots of people asking “where can I get it?” Well, we’d like it to be your store. You’ll not only 
profit from the increased interest; you’ll be selling a great Greek yogurt that’s nice and 
thick with twice the protein,* and a taste that speaks for itself. 
Stock up now, and get into the dance.

IÖGO. Owned by Canadian dairy farmers.

*compared to our regular yogurts
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IDDBA’s Show & Sell Center 2014. 
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Upcoming EVENTS

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

market
update

Ocean’s and Gold Seal Brands to be Jointly Managed
Ocean’s and Gold Seal seafood brands will now be managed by Ocean Brands.
Each label will continue to develop, grow and market their unique range of quality
products and compete in the Canadian marketplace.  

This new operating structure will be completed in May, 2014
and, until then, both companies will work together to ensure a
successful transition.

Ocean Brands markets high quality, authentic foods from
around the world under its Ocean’s, Ocean’s World Cuisine and now Gold Seal brands.  Ocean’s
has been a leader in seafood product innovation, quality and sustainability for over 30 years;
Ocean’s World Cuisine offers exceptional-tasting food prod-
ucts from around the world; and Gold Seal has been one of
Canada’s most trusted seafood brands for over 70 years.

With over 100 years in the seafood business, Canadian Fishing
Company (Canfisco) harvests, processes and markets premium quality fresh, frozen, canned and
value-added seafood in North America, and exports its products throughout the world. For the Cana-
dian market, Canfisco will continue to be a key supplier of canned salmon products to Ocean Brands
(Gold Seal and Ocean’s) from its processing facilities and extensive access to wild salmon in British
Columbia and Alaska.  The restructuring of Ocean Brands and Canfisco will allow both divisions to
focus on its respective core strengths as well as benefit from continued vertical integration.

Checkpoint Systems Inc. and Halo Metrics 
Sign Master Distributor Agreement to Support Canadian Retailers

Checkpoint Systems, Inc., a leading global supplier of mer-
chandise availability solutions for the retail industry and its supply
chain, announced that Halo Metrics signed a Master Distributor
Agreement to support Canadian retailers.

Under the terms of the agreement, Halo Metrics will actively
market, sell, install and service Checkpoint’s electronic article

surveillance (EAS) product portfolio for all retailers in the Canadian
market that are not currently part of Checkpoint’s national account
program. Checkpoint will continue to directly support its Canadian
national accounts on a direct basis through its sales and customer
Merchandise Availability team offices in Markham and Winnipeg.

Halo Metrics began providing security solutions to Canadian retail-
ers in August of 1988 from its British Columbia location. Over the last
25 years Halo has grown and been able to work with retailers across

Canada with local representation in B.C., Ontario and Quebec. 
“Our focus is to balance the retailer’s loss prevention efforts with the honest shopper’s

need for easy access to merchandise on display” says Cheryl Gillott, president of Halo Met-
rics. “The new agreement with Checkpoint enables Halo to offer our retail customers more of
a complete security solution. We are very pleased to deepen our Checkpoint relationship with
the signing of this Master Distribution Agreement.”

 

  

 

 

 

           
        

        

    
 

Tetra Pak® Acquires MITECO
Acquisition strengthens Tetra Pak’s capabilities in processing of carbonated soft drinks. Tetra

Pak®, has acquired Switzerland-based Miteco, a leading provider of production solutions for soft
drinks, fruit juices and liquid food, with a particular strength in carbonated soft drinks.   “The
acquisition of Miteco positions Tetra Pak as a world leader in production solutions for carbonat-
ed soft drinks, with an unrivalled product portfolio backed by strong technical support and broad
geographic presence,” says Tim High, executive vice-president of Tetra Pak Processing Systems.
“It also extends the company’s beverage production capabilities in a number of key areas, includ-
ing sugar handling, dissolving, refining, mixing and blending beverage ingredients, providing an
important complement to our existing portfolio of processing solutions.”
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Indianlife Foods Chips and Snacks
Winning Rave Reviews

Demand for Indianlife Foods’ unique non-GMO Project Ver-
ified Chips and healthy snacks is growing with new retailer-
friendly, eye-catching packaging.

The company’s unique new all-natural vegan chips, launched
in 2013, have been described as “A Taste of Southeast Asia in a
Chip Bag” (Rita DeMontis, Toronto Sun). Low in sodium and Non-
GMO, they’re high in flavour and healthful Indian seasonings. 

Indianlife offers the largest variety of oversized wraps made
with non-GMO and organic ingredients. Their rainbow of colours
and flavours includes Indian-inspired, low-gluten spelt and tra-
ditional options. New Indianlife Organics wraps feature the added nutrition of popular superfoods.
Indianlife also offers the only certified organic whole wheat Naan bread in North America.

All Indianlife products are based on beloved family recipes, and are vegetarian or vegan with
only the finest all natural, non-GMO and organic ingredients and exclusive spice blends. Indian-
life supports farmers using sustainable growing practices. 

For more information on Indianlife please visit www.indianlife.com, 
email sales@indianlife.com, or call 1-888-436-7888. 

Retailers Modify
Objectives in 2014 
as Mobile Tops 
Priority Lists

Corresponding with the growing num-
ber of mobile users among shoppers,
retailers overwhelmingly agree mobile
must be the number one priority for
their digital business in 2014. According
to the 2014 Shop.org/Forrester Research
Inc. State of Retailing Online survey,
which surveyed 70 retailers in October
and November 2013, more than half (53
per cent) marked mobile efforts as a top
priority, identifying responsive design,
mobile site optimization, and tablet
redesign among key focus areas.

“Retailers grew their digital busi-
ness with impressive strength in 2013,
reflecting their laser focus on improv-
ing the customer experience across all
of their channels, striving for a ‘mobile
first’ mindset that will be a key driver in
all business decisions,” said  Shop.org

Executive Director Vicki Cantrell.
“In 2014, they will continue

investing to further their
relat ionships
with customers,

exploring every-
thing from per-

sonalization and
site usability to all
things mobile.”
Retailers under-

stand how crucial a
well-executed mobile

strategy is to their overall
growth:   on average, retailers’ total
2013 smartphone revenue grew 113
per cent over 2012, and tablet rev-
enue grew 86 per cent over the
same period. The survey also found
that 21 per cent of retailers’ web rev-
enue derived from either a smart-
phone or tablet in 2013.

Green Mountain 
Coffee Roasters
Partners with Laura Secord®

to Create Hot Chocolate 
K-Cup® Packs for Keurig®

Single Cup Brewers
GMCR Canada Holding Inc., a subsidiary

of Green Mountain Coffee Roasters, Inc.,
has partnered with Laura Secord®, Cana-
da’s largest and best-known chocolatier,
to bring Laura Secord® signature hot
chocolate to K-Cup® packs for the
Keurig® brewing system in fall 2014.

With this partnership, the one-of-a-kind
Laura Secord® experience will now be
available like never before, through the
convenience, quality, and reach of the

Keurig® brew-
ing system. The
five year agree-
ment includes
the launch of a
first variety of
hot chocolate

in fall 2014,
which will be
an intense and
creamy hot chocolate variety, reminding
consumers of the finesse and the exper-
tise of the renowned chocolatier. The
agreement also contains the launch of
more varieties of Laura Secord® hot
chocolate in fall 2015.

“GMCR is always looking to partner for
success and to innovate with passion; this
exciting new collaboration is a great illus-
tration of our values. We are pleased to
offer the time-honoured recipes and emo-
tional value associated with Laura Sec-
ord® to our Keurig® consumers,” stated
Sylvain Toutant, president of GMCR Cana-
da Holding Inc. (GMCR Canada).

With over 120 varieties of coffee, cocoa
and tea, the Keurig® brewing system
delivers a completely customizable experi-
ence with each and every cup to best suit
the diverse tastes of consumers in Canada. 

Retailers Shifting Objectives to
Focus on Customer Experience

Digital retailing fundamentals such as improved usability
and conversion rates continue to be important for retailers,
and this year loyalty and CRM efforts also figure prominently on
priority lists. For instance, more than one-third (36 per cent) of
retailers surveyed are prioritizing improved marketing efforts as
they continue to focus on both retaining and acquiring new cus-
tomers. In fact, repeat customers in 2014 will grow in importance:
the survey found that half (51 per cent) of web revenues are being

driven by these shoppers and nearly two-thirds (63 per cent) note that repeat customers
drove more web sales in 2013 than in 2012.  Many retailers will also prioritize site redesign in 2014,
with four in 10 (46 per cent) retailers surveyed planning to engage in some site overhaul. Efforts
will focus on site personalization and usability enhancements, or the reconfiguration of the core
site experience to positively affect conversion rates. As retailers report average conversion rates
of approximately 2.7 per cent, even small gains can bring meaningful revenue growth. 

ASSOCIATIONS ACROSS CANADA BAND TOGETHER TO FORM NEW COALITION REPRESENTING INDEPENDENT BUSINESS
Small Business Matters, a newly-formed coalition with more than 10-member associations, has come together to advocate on behalf of

small and medium-sized businesses in an effort to preserve their presence and sustainability in Canada’s economic landscape.
A key issue for Small Business Matters is swipe fees incurred when merchants process credit card payments. Swipe fees are eroding the

already slim margins of independent business owners, jeopardizing their economic competitiveness and in some cases, their future in busi-
ness.   “Through the formation of the coalition, we look forward to working with government and relevant stakeholders to raise awareness
about the current payments landscape, and advocate for informed and education-based initiatives in an effort to drive change,” said Gary
Sands, vice-president, Canadian Federation of Independent Grocers.   Through its membership, Small Business Matters represents more
than 10 associations and thousands of members: integral players in Canada’s independent business sector. 

The coalition will be making formal recommendations to government in the coming months. 

market
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The BrandSpark Canadian Shopper
Study is Canada’s most comprehensive
source of insights about Canadians’ shop-
ping habits for everyday food and bever-
age, health and beauty, household and kids
products that Canadians regularly pur-
chase. Now in its eleventh year, the study
surveys Canadians about their everyday
purchasing decisions and their attitudes
towards such topics as food and nutrition,
health, media habits, the economy, the
environment, and new technology. More
than 100,000 Canadian shoppers partici-
pated in the 2014 study.

Canadian Shopper Trends from 
The 2014 Study Include:

Economic Outlook: 
33 per cent are less loyal to companies
now than before the latest recession

The global economic crisis, while
arguably in the past, is still fresh in the
minds of many Canadians and continues to
have an impact on their purchasing deci-
sions. Thirty-three per cent say that their
life was negatively impacted by the recent
economic downturn and 20 per cent feel
that their family is better off financially
now than six months earlier, while 22 per
cent believe that they are worse off.
Though 28 per cent expect their financial
situation to improve in the next six months,
55 per cent of Canadians do not expect
their financial situation to change, and 11
per cent expect it to be worse. In this cli-
mate, perception of value will remain key
to product success, with 81 per cent of
Canadians saying that they are always
looking for ways to reduce spending on
everyday items, and 79 per cent saying
that they often postpone making purchas-
es until they spot a good deal.

New Product Interest: 
77 per cent like trying new products

Canadians are interested in trying new
and innovative products and many are open
to the idea of paying a premium for quality
innovation. Roughly 67 per cent of Canadi-
ans say that they would be willing to pay

more for a new product if it was better than
the current selection of similar products.  

Shopping Habits: 
88 per cent report that they always or
sometimes use written shopping lists

Shopping lists are a routine for most
Canadians and were used on 60 per cent of
CPG shopping trips. However, even with
the list in hand, shoppers reported that
they forgot to pick up something they
needed 11 per cent of the time, and they
purchased items they did not plan to buy
on 49 per cent of trips.

Value: 
92 per cent feel proud when they get
great value for their money

Getting value for money continues to be
a major area of focus for Canadians, lead-
ing them to look for lower-priced private
label products. In fact, 55 per cent of Cana-
dians believe that private label products
are just as good as brand name products
while 45 per cent consider store brands to
be of better value. Despite this, Canadians
still see value in established brands and 76
per cent prefer to buy brand name prod-
ucts when they’re on sale as opposed to
purchasing a private label equivalent.

Environment: 
Consumers appreciate environmental ben-
efits, but few, 40 per cent, will pay more
for environmentally friendly products

Eighty per cent of Canadians believe
that their choices each day can have a pos-
itive effect on the environment, and they
are willing to take small steps like purchas-
ing reusable shopping bags to reduce plas-
tic waste. Yet, only 40 per cent say they
are willing to pay more for products that
are environmentally friendly. 

Baby/Kids Products: 
Parents of young children are looking for
convenience and health guarantees, and
are drawn to organics more than the
average shopper

When considering baby products, par-
ents want products that will be healthy and

safe, and they look to brands they know
and trust. Busy parents also want conve-
nience, with 70 per cent wanting new baby
products that are easy to prepare or use,
and 60 per cent looking for them to save
them time. Parents of the youngest chil-
dren also continue to lead the way with
organics, with 49 per cent agreeing that
organic products are healthier among 38
per cent of shoppers overall, and 35 per
cent are willing to pay more for organics,
compared to 26 per cent overall. 

Food and Health: 
76 per cent of Canadians are actively
making changes in their lifestyle 
to be healthier

Canadians want to live healthier and rec-
ognize the importance of diet in improving
overall health. In fact, 88 per cent of Cana-
dians are convinced that there is a lot they
can do with food and nutrition to prevent
illness. 

Mobile Shopping Habits: 
54 per cent of Canadians have used their
smartphone to make a purchase decision

Fifty per cent of Canadians own a smart-
phone and many are using them to make
purchase decisions. Smartphone owners
only report using their device for a shop-
ping related purpose on seven per cent of
CPG shopping trips; however, overall 54
per cent report having used their smart-
phone in this way at some point. 

Purchase Influencers: 
95 per cent of Canadians check grocery
store flyers every month

Flyers remain crucial to influencing the
purchasing behavior of CPG shoppers, with
95 per cent of Canadian shoppers report-
ing that they check grocery store flyers
every month at the least. Readership
remains high for mass merchandise retail-
ers and drug stores at 85 per cent and 79
per cent respectively. 

Plastic Packaging: Doing More with Less
Many people assume that packaging must be recyclable to be

“sustainable.” Recycling certainly does help reduce the environmen-
tal impact of packaging. Recycling reduces energy use, and it cuts
greenhouse gas. Plus, recycling industries create significantly more
and better jobs than simply hauling and burying garbage. Simply put,
when materials have value, burying them in a big hole in the ground
is an egregious waste of resources.

But looking only at recycling when reviewing the sustainability of
packaging is sort of like choosing a spouse based solely on good looks
— there’s lots more to consider. There actually are standards for mea-
suring environmental sustainability that look at impacts across the
entire “life cycle” of packaging. This includes all the material and ener-
gy inputs and outputs of the packaging. We need to look at energy used
in manufacturing, water use, energy used in transportation, greenhouse
gas and other emissions, impacts of solid waste disposal, and so on.

And then there’s the big impact: food waste. Just imagine all the
energy and resources invested in growing, protecting, delivering,
preparing, and serving our food, and the accompanying impact on the
environment. To protect that investment, we should use the packaging
that delivers more food with less food waste and packaging waste.

And this is precisely where plastic packaging contributes to sus-
tainability.

The very nature of plastics — lightweight yet strong — makes them
ideal for all sorts of packaging and helps minimize the environmen-
tal impact of the packaging. A recent life cycle study compared six
types of plastic packaging (caps and closures, beverage containers,
other rigid containers, carrier bags, stretch/shrink wrap, and other
flexible packaging) to the alternatives made with other materials.

The findings are stark. The alternatives for these six
types of plastic packaging would:

•     require 450 per cent more material by weight;
•     require 80 per cent more energy demand — on an annual 

basis, that’s equivalent to the energy from more than 
3,800 oil supertankers;

• result in 130 per cent more global warming potential 
impacts — that’s equivalent to adding 15.7 million more 
cars to our roads each year.

This means that plastic packaging delivers more food with signifi-
cantly less waste, energy use, and global warming potential.

In addition to these benefits, plastic packaging can provide barriers
to oxygen, light, temperatures, moisture, microbes, critters and dirt,
which can greatly extend the shelf life of food and retard spoilage —
leading to less food waste. Studies find that up to 10 times more
resources (materials, energy, water) are used to make and distribute
food than are used to make the packaging that protects it. In the case
of plastic packaging, the numbers can be even better — for example,
only three percent of the energy used to produce a loaf of store-
brought bread is needed to make its thin, lightweight plastic bread bag.

In other words, plastic packaging is an investment in protecting
our food – and the resources we use to produce it.

The Shopping Habits of More than 100,000 
Canadians are Revealed with 
BrandSpark’s Annual Canadian Shopper Study



Polybags, rigid 
containers featuring 
labelling capabilities,
folding cartons and paper 
products, we’ve got the 
packaging you need.

We’ve got 
You Covered!

oP lybagsol s, rigid ybags, rigid 
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market
update

market update UPCOMING EVENT

For its 11th edition, 

SIAL Canada
returns to the Palais des
Congrès, Montréal

The 2013 show, which took place at
Toronto’s Direct Energy Centre last
April, was a huge success with a

record number of exhibitors and an
increase of more than five per cent in
professional attendees. Almost 13,000
visitors from across Canada and from 60
different countries came to enjoy the
show this year.
Now back in Montreal for 2014, SIAL

Canada is proud to position itself as the
only trade show in Canada that reflects
the very latest consumer trends. With
more than 750 exhibitors expected from
50 countries ready to greet 14,000 pro-
fessional attendees, this year’s show is a
must-see event in the industry! Less
than two months before its opening, the
show is already sold out. It is a growth of
over 15 per cent this year; announcing
an exceptional edition.

Three pillars that form the
strength of the SIAL 
Canada brand:

1. Importance of local markets
More than 350 Canadian companies will

be represented this year and the show can
again count on the invaluable participation
of provincial brands, including Les Aliments
du Québec, as well as many Canadian asso-
ciations that support local brands’ efforts.
This is why SIAL Canada is considered the
standard-bearer for the pan-Canadian offer.
All of the country’s know-how will be on
show for the benefit of national buyers,
who are expected in ever-larger numbers.

2. An international brand image
With more than 45 countries partici-

pating and 25 national pavilions, SIAL
Canada offers a world of products wait-

Ice River Springs Water Co. Inc.Acquires Fernbrook 
In operation since 2005, Fernbrook has a fully integrated manufacturing

facility located in Halton Hills, Ontario, packaging spring water into 500ml, 4L
and 15L bottles. This plant will be Ice River Springs’ tenth in North America,
providing increased capacity to support both private label and branded bot-
tled water customers.  To continue its robust growth Ice River will deploy
business practices that include efficient manufacturing, plastic recycling,
energy savings, environmental stewardship and exemplary customer ser-
vice.  “We will work closely with Fernbrook’s trade partners and employees
to ensure a smooth transition and continue to develop meaningful relation-
ships with all customers, employees and suppliers,” stated Ice River Springs
Executive Vice-President, Sandy Gott.  The purchase is directly aligned
with Ice River Springs’ corporate vision, “to be the global leader in environ-
mentally sustainable hydration products.” The company already leads the
way in the recycling of plastic, which will be used to produce Fernbrook

products, reducing their carbon footprint.  Ice River Springs is the only beverage
company in North America to self-manufacture resin in a closed loop recycling system. This
pioneering operation takes in bottles from municipal recycling programs, sorts, purifies and then
produces certified food-grade plastic ready for reuse in 100 per cent recycled water bottles. Offering a 

World of Products
SIAL Canada (the International Food and Beverage trade show in
North America) is back in Montreal, April 2 to 4, 2014 for an
11th edition with the promise of many new features. 

ing to be discovered!  By 2050, some 50
per cent of the Canadian population will
be of foreign origin, which makes SIAL
Canada the ideal place to anticipate the
demands of tomorrow’s consumers. The
200,000 square foot exhibition area will
feature more than 400 companies from
all over the world, ready to introduce
their local gastronomy to visitors. 

3. Innovation 
SIAL Innovation is the only internation-

al competition of its kind highlighting nov-
elties covering every part of the world.
Made up of experts from the food industry
and in partnership with XTC World Innova-
tion, the jury selects 10 finalists and one
Grand Prix winner. All of the finalists and
the Grand Prix winner will have the unique
opportunity to travel worldwide, visiting all
the SIAL trade shows — in China, Brazil,
the Philippines, Paris and Abu Dhabi.
The SIAL Innovation competition will

present a Retailer Award, a Foodservice
Award and a Children’s Special Prize, anoth-
er new creation for SIAL Canada 2014!
These products can be found in the

SIAL Innovation area on the exhibition
floor, where attendees can ask questions

Sardo Foods
Appoints 
Concord National
as its Marketing
Agency 

Sardo Foods has
appointed Concord
National as its mar-
keting agency for
Western Canada.

Concord National will assume
provincial head-office responsi-
bility for Grocery/Mass/Drug
and Discount accounts. “We
believe that this new partner-

ship not only demonstrates our
commitment to increase focus
and customer support for West-
ern Canada but also to working
with you to build sales and
opportunities,” said Mario
Sardo, president/CEO.



Available at fi ne grocery, health food and pet stores. 
See our ads in Modern Dog, Animal Wellness, and Natural Dog.

From the makers of the award-winning Joy of the MountainsTM  Oil of Oregano.  A leader in the natural health products industry since 2001.

www.oregapet.com
For more info, please call: 1-866-547-0268

Toothpaste Dental Spray Dental Health Treats Ear Drops Oil of Oregano Shampoo Therapy Bed & Body Spray First Aid Gel

Oil of Oregano is unmatched in its strength against bacterial, viral, fungal and parasitic infections. We created 
OregaPetTM in response to the huge popularity of Oil of Oregano, and the overwhelming demand for natural pet products 
containing this proven herbal ingredient. OregaPetTM products are all-natural, non-toxic, safe and effective, and give 
pet owners the means to prevent and treat a wide range of common health conditions from the comfort of home.

www.oregapet.com

A LARGE & GROWING MARKET:  

Pet Owners Seek “Natural”

Did you know that 56% of Canadi-

ans own a dog or a cat?  Today, pets 

are viewed as family members and 

owners are spending record num-

bers of dollars to keep their pets 

healthy and happy.  The pet indus-

try in Canada booms at an estimated 

$5 billion a year, with more strong 

growth expected.  With infection-

related conditions on the rise, a 

growing market of health conscious 

customers are looking for natural al-

ternatives to prescription drugs and 

expensive veterinary bills.  They 

want affordable and effective treat-

ment options that can be safely and 

easily administered to pets at home.  

Treatments that support the immune 

system and speed healing, without 

toxic chemicals and side effects.  

OregaPet Natural First Aid & Oral 

Hygiene products give pet owners 

preventing and treating all types of 

infections, both topical and internal 

- whether viral, bacterial, fungal, 

or parasitic.  OregaPet is your best 

step towards increased sales in this 

lucrative market.  (Sources: Can 

Vet J. 2009 January; 50(1): 48–52; 

Ipsos Reid Polls; Pet Industry Joint 

Advisory Council of Canada)
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to experts when they visit the observa-
tory and witness the shooting of video
clips. Privileged visitors and journalists
will also have the chance to attend a
tasting of the Grand Prize winning prod-
uct in the media zone! 

New and innovative 
contests and events! 

Olive d’Or: 
This is the most important competition

for extra virgin olive oil in Canada. Olive
d’Or is an opportunity to discover and taste

THE LAB: 
For its first edition, the event will cel-

ebrate the magical and inspiring world of
pastry! A three-day event where the
masterpiece is created before your eyes
and you can taste every creative steps. A
new and unique activity to experience
the passion of the craftsman for his art
and stimulate all your senses!
To help attendees see everything in

peace and save time, the organizers pro-
vide recommended visitor paths. Unique
in North America, these expertly designed
circuits are tailored to specific interests
from among the various product cate-
gories available. So, if attendees are look-
ing for new gluten-free, organic or region-
al products, the appropriate pathway will
guide them to all the right places!

Educational sessions: 
Following its success in 2012 and

2013, the educational program is back
with themes that are current and in the
news: food innovations, ethnic products,
packaging and food waste, health, gas-
tronomy, etc. Speakers have been invit-
ed from several renowned organizations,
including XTC, Nielsen and UQAM. 

Food expeditions
This is a chance to discover some

unique Montreal locations and meet food
distribution professionals who have suc-
ceeded by developing very specific con-
cepts. These tours bring visitors up close
to the founders of successful companies
who base their businesses on health and
sustainable development!   Got a taste for
the exotic? The “out-of-the-ordinary
restaurant” tour promises some unexpect-
ed experiences! One visit will be entirely
dedicated to tea! Places are limited!

Cheese by SIAL 
A world first event within SIAL Group network,
where exceptional products from around the world
come together with expertise, in order to better
meet the needs of a rapidly changing market.

SIAL à manger
A whole new project that highlights Montreal’s
restaurants! Organized in partnership with the
Association des Restaurateurs du Québec (ARQ). 

50th anniversary of the SIAL brand
The 11th edition of SIAL Canada in Montreal is the
first opportunity to celebrate the brand’s 50th
anniversary. The year then continues with SIAL
trade shows around the world, culminating with
SIAL Paris in October 2014.

the best olive oils in the world, directly
from the producers! A tasting session of
the 2014 winning oils is set for April 3 at
1:00 p.m. Also, the “pros talking to pros”
get-togethers are not to be missed!

La Cuisine by SIAL: 
This is the key event for the foodser-

vice sector! The only competition for
corporate chefs, it will have several new
features this year, including educational
sessions organized every morning. Ali-
ments du Québec products will be in the
spotlight on April 2. Not to be missed!
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The success of his community store, Market Street
Vulcan, offers persuasive evidence that you don’t have
to be situated in a large urban centre to achieve success
as an independent retail entrepreneur. As some of his
colleagues in the industry have stated, Mitchell “runs a
large store in a small town.”  
Mitchell proudly recounts his family’s multi-genera-

tional history in the retail trade. His grandfather came
to southern Alberta from Toronto in the 1920s. With
the predominance of agriculture in the region it was
natural that he would first be attracted to the ranching
profession, but his credentials as a pharmacist soon
presented him with other opportunities. By the early
1940s Mitchell’s grandfather had established a success-

ful pharmacy in the small town of Vulcan. An influx of
airmen would have facilitated the growth of the little
pharmacy, providing additional customers to help it
flourish. During the Second World War a British Com-
monwealth Air Training Plan base, RCAF Station Vulcan,
was located a few kilometres southwest of the town.
Progressing with the times and with the community of

Vulcan, the family drugstore business was expanded in
the 1970s and then again in 1988. However, it was the
third expansion in 2005 that was the most significant
and that saw the construction of the 24,500 sq. ft. Mar-
ket Street Vulcan. According to Mitchell it took about 15
years for him to acquire enough land for such a major
endeavour. “I think at that time we wanted to show peo-
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ON OUR COVER

By Jaqueline Chartier

The career of Scott Mitchell, the new chair of the Canadian Federation
of Independent Grocers, is inspiring for those in the grocery business.



ple in the community that just because
you live in a rural setting doesn’t mean
you can’t have nice things as well,” he
explains. “We wanted to share our success
with the community and our commitment
was to build a very appealing store in a
community that deserved a nice store.” 
Mitchell recalls that his ambitious

project required a lot of homework, and
he was diligent enough to seek sound
advice from others in the industry. His
wholesaler, The Grocery People (TGP),
were instrumental in the launch of
Market Street Vulcan and Mitchell has

had a partnership
with them ever
since. During Mar-
ket Street’s for-
mative period,
TGP arranged for
Mitchell and his team to tour some stores in
Seattle. Such industry tours are typically
beneficial for independent grocers in the
sense that they provide motivation and
new ideas. “In Seattle we saw a lot of
gathering places in stores, and so we put
a fireplace area in our store where people
can get together,” expounds Mitchell.
“Outside, we now have a courtyard in our
greenhouse where we can launch local
products and hold events.”
Mitchell chose King Design, an innov-

ative multi-disciplinary design consul-
tancy, to assist him with creating the
appropriate look for his retail business.
His goal was to own one of Canada’s most
well designed and visually impressive
small town supermarkets. Today, Market
Street Vulcan customers enjoy the kind
of shopping esthetics usually experi-
enced only in larger urban centres. With
50 to 55 employees, Market Street Vulcan
is one of the town’s largest employers
and a solid anchor in the community.
Meanwhile, shoppers have the advantage
of a small town staff that is genuinely
committed to them and prepared to help
them meet their day-to-day needs.

When disastrous floods occurred in
southern Alberta last June, Vulcan was
one of three communities offering assis-
tance to the residents of High River. “We
embraced them and provided respite for
many people who were displaced, our
hospital took in patients,” Mitchell
recalls. Mitchell and his staff at Market
Street Vulcan were indispensible during
the tragedy. They handed out food, set up
donations bins for clothes, liaised with
government officials and held barbecues
for evacuees billeted in Vulcan’s homes
and schools. “It’s not anything that other

independent grocers don’t do
across the country, he insists.

“When there’s an accident, when a house
burns down, when a child is sick, inde-
pendent grocers step up to the plate.”
As chair of the CFIG, Mitchell empha-

sizes the numerous choices and the flexi-
bility that independents enjoy in regard to
what they can do inside their stores. Inde-
pendents can also make more unique con-
tributions within their communities and
are highly individualized in areas such as
human resources and marketing plans.
“Independents are quicker to adapt to sit-
uations within communities, we’re more
frontline,” he stresses. “I think we’re more
grassroots, we understand the subtleties of
the Canadian economy better than corpo-
rations do.”
Mitchell affirms that one of the

biggest challenges for independents is the
ever-increasing tendency toward conver-
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gence within the grocery industry. “Cana-
dians have to ask themselves what they
want to see for their grandchildren. Do
they want vibrant independent communi-
ties that have an independent flavour and
that can respond to their local needs? Do
they want a grassroots initiative or do
they want a corporate environment? Once
you have a landscape like that you’ve lost
your flexibility, you’ve lost your vitality,”
worries Mitchell.
One unique advantage that Market

Street will continue to capitalize on is
Vulcan’s thriving tourism industry. The
town’s name has generated worldwide
attention—in the Star Trek television and

feature film series it’s the
home planet of Mr. Spock and
his fellow Vulcans. It’s not
every day you see a tourist
information centre shaped
like a spaceship, unless of

course you are in Vulcan, Alberta. The
town of approximately 1,800 hosts an
annual community wide Star Trek conven-
tion known as Spock Days. This gathering
regularly attracts hundreds of Star Trek
fans from around the world.
Beyond their Star Trek connection, the

town’s administrators and business owners
take technology, science and innovation
seriously. “You can have cutting edge
technology in a small rural community,”
Mitchell argues. The Town of Vulcan wants
to set a benchmark as the hub of develop-
ment for the county and area. They’re
determined to move forward with numer-
ous ideas and innovations. Demonstrating
that they are idealistic and progressive,
community leaders recently introduced a
blueprint to become the most technologi-
cally advanced town in Canada.  ●
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It appears Canadians are very hungry
for foods that are GMO free, pro-
duced without pesticides, and come

from sustainable, animal-friendly farms.
According to the Canada Organic Trade
Association (COTA) report “Canada’s
Organic Market 2013 — Growth, Trends
and Opportunities,” organics now repre-
sent $3.7 billion a year in sales in Cana-
da, a number that has tripled since
2006, making the Canadian market for
organics the fourth-largest in the world.
Organic products have been steadily

gaining in retail market share. In 2006,
organic products made up just under one
per cent of grocery sales (excluding fresh)
in mainstream retail in Canada. By
2008 this climbed to 1.3 per
cent, and in 2012 reached
1.6 per cent nationally.
British Columbia con-
tinues to lead this
trend with organic

value of all organic beverage sales. Bread
and ready-to-eat cereals lead sales in the
bread and grains category.
The report also finds that Canadians

who believe in the value of organic food
are putting their money where their
mouth is — 58 per cent buy organic
foods weekly, with such foods represent-
ing 23 per cent of their grocery bill,
according to the report. 

It’s About the Beliefs
The COTA report shows that 59 per cent

of Canadians believe organic farming is
better for a healthy environment, while 46
per cent agree that ecological sustainabil-

ity is an important consideration when
deciding what products to buy. 

It also maintains that 41
per cent of Canadians be-
lieve organic foods offer
better nutrition and are
healthier. Many are
also motivated to

ORGANIC FARE By Carly Peters

products enjoying nearly double the mar-
ket share than that seen in the rest of
the country. Alberta and Ontario have
the next most developed organic mar-
kets based on mainstream retail sales.
In mainstream retail, organic whole

foods tend to outperform packaged, pre-
pared, and snack food categories. Fruit
and vegetables are the clear leaders in
organic sales, capturing over 40 per cent
of total sales, while the beverage catego-
ry narrowly beat out dairy and eggs in
terms of sales due to strong sales of
organic coffee — representing half the

Prairie Harvest,  Canada’s top selling organic
pasta, welcomes beans, barley and popcorn to

their family of popular, great selling lines.

12538 - 126 Street,
Edmonton, Alberta T5L 0X3

Ph: (780) 454-4004
Fax: (780) 452-7238

E-mail: info@phcanadaltd.com

PRAIRIE  HARVEST  CANADA  LTD.

Organic consumers demand value. We demand they also
get quality. Your customers can taste the di�erence!

Prairie Harvest is Canada’s top selling
organic pasta. Our San Zenone brand
of organic corn and rice pastas  –––

manufactured in a dedicated 100% wheat-
free, gluten-free facility ––– are following
suit and �ying o� shelves everywhere.

 Our �ve Prairie Harvest organic pasta
sauces – all secret and delicious blends –
generate amazing turn rates. Try them on 
superb Kamut pastas from Artesian Acres!
Mmmm! Now you can add organic beans,
barley and popcorn to the mix.

 All our popular lines boast excellent
margin points. �ey are all great sellers.
Prairie Harvest is a one-stop shop for
organic pasta, sauces and legumes.
Available now from all major distributors.
Call today.
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Introducing
Two Delicious New 
Growth Opportunities.
Crunchy Honey & Crunchy Cinnamon Sunrise

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”.

naturespath.com

* Mintel, Gluten-free foods - US, Sept 2013
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buy organic to protect the health of their children; COTA
reports that households with children under two are the
highest buyers of such products.
Don Rees, CEO of Organic Meadow, a co-op of 100 organic

family farms that produce milk, eggs, cheese, and other
dairy products, can vouch for that statistic.
“The organic entry point for many young families is at the

dairy level,” he says. “They have a baby and think ‘I want to
give them the purest milk possible.’ To them organic milk and
its standards provide that assurance.”
While organic milk currently only has a two per cent share of

the liquid milk market, it’s actually keeping that category alive.
“We have seen an erosion of the traditional fluid milk cate-

gory as people are becoming more health-conscious, and turn-
ing to things like soy or
almond milk,” he says.
“But, organic milk is grow-
ing. It’s the protector of
the milk pool.”
Organic Meadow’s yogurt,

cheese, butter, and kéfir —
value added by-products of organic milk
— are also seeing growth, and are consistent
with traditional offerings in taste.
“We’ve really focused on quality. In the

past when you had organic you might have had to sacrifice
taste, but not anymore,” says Rees.
Another reservation many people had about organics

— price — seems to also be changing. 

“We are witnessing the rise of the conscious consumer, where
value plays a larger role than price. People are voting with their
dollars and are choosing to invest proactively in cleaner health-
ier foods that promote their wellbeing as well as that of the
planet,” says Kyla Hochfilzer, communications manager for
Nature’s Path, which makes certified organic cereals, granolas,
snacks and waffles under the Nature’s Path, Qi’a, EnviroKidz,
and Que Pasa brand names.
“In the organic category, prices and margins are typically

higher, and consumers focus much more on quality and
taste than value for conventional products,” states Chris
MacDonald of Bosa Foods,
a leading importer and dis-
tributor of specialty food
products whose recently added
Italissima Organic Gluten Free
Polenta, Augusto Organic Fair
Trade Espresso Coffee, and
Preferisco Organic Tomatoes
to their extensive lineup. “This
provides an opportunity for
specialty food retailers to dif-
ferentiate themselves with quality as the primary metric, as
opposed to price, and results in the organic market segment
having higher quality products overall than the convention-
al market segment, at a higher price point.”
Yet, he adds, in recent years in many product categories,

including olive oil and coffee, the price gap has narrowed,
increasing overall volume of organic products sold, and expos-
ing a larger market segment to this steadily growing category.

Say No to GMO
The great appeal of organics for consumers is the guaran-

tee products are non-GMO, says Jim Kavanagh, director of
marketing, Natural/Organic, Tree of Life Canada Inc. which
distributes organic products from brands such as Jordans
Cereals, Bob’s Red Mill, Omega Nutrition, and a new line of
organic pasta and olive oil from Bella Italia.
“While organic is seeing faster growth in Canada, we’re

still years behind other countries,” he
says. “Many European countries have
banned GMO years ago.
In Canada, companies are not

required to label products that con-
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Growing Organic
“Regular farmers will call organic farmers crazy. But organic

farmers are in it for a reason — to make the world a better place
to eat.” — Don Rees, CEO of Organic Meadow To help educate
consumers on the issue of GMOs, Nature’s Path is the present-
ing sponsor of the award-winning documentary, GMO OMG,
which will be released on DVD and Netflix in the spring.  To sup-
port the growth in organics and to help B.C. producers promote
their certified organic products at farmers markets and retail, Certified Organic Associations of BC created Organic Week,
which runs in September, and coordinating materials that producers and retailers can download and customize. Colourful
posters and info cards sport Organic Week graphics and the new “Think Before You Eat” organic brand messaging.

Organic Meadow are 
seeing growth and are 
consistent with traditional
offerings in taste.

Nature’s Path Qi’a products are
part of their organic lineup.
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tain GMOs, but in the European Union there have been reg-
ulations requiring such labels for more than a decade. Some
manufactures have taken voluntary steps to obtain non-
GMO Project™ verification, North America’s only third party
verification and labeling for non-GMO food and products.
In March of 2013, Whole Foods announced they would

label all products in their U.S. and Canadian stores to indi-
cate whether they contain GMOs.
The store currently sells over
4,800 non-GMO Project verified
products from 250 brands, more
than any other retailer in North
America, and are expanding
efforts, working with suppliers
in all categories as they transi-
tion to ingredients from non-
GMO sources or clearly label
products containing GMOs by a
2018 deadline.
Safeway Canada too is mak-

ing movement towards lower-
ing their GMO offerings. Of their 8,000 Safeway brand
products, the O Organics™  line meets USDA organic stan-
dards, which do not allow the use of GMO ingredients,
while Safeway’s Open Nature® line of products, which
contain no preservatives or artificial flavours and already
include a number of non-GMO products, will be entirely
non-GMO by January 2015.

Finders Buyers
While organics used to be set-up like a store within a

store, Kavanagh says that too is changing.
“Stores are putting organics beside conventional which

allows the consumer to compare and trade up,” he says.
“This means people aren’t hunting through the store to find
what they want. This is happening across all category, even

in places like organic meat.”
Kavanagh adds that some organic prod-
ucts are now offering merchandisers with
display read shippers that can hold 36 to
72 units, store staff is not tied up creat-

ing an organic product display, and it can be moved
anywhere in the store for impulse purchases.
Rees adds store employees also must be well-versed in the

benefits of organic, beyond
the physical and health-relat-
ed attributes. 
Through the promotion of

local producers, co-operatives
and farmers that get up to
milk the cows at 4 a.m., ver-
sus corporate brands that
decided to make an organic
option just because it’s
trendy, you unlock the oppor-
tunity to drive consumers to
your store. 
“It’s worth the investment

to bring in unique organic
offerings. Organic shoppers will make the extra trip, and
then your store becomes a destination,” he says. “We know
that 60 per cent of Organic Meadow’s loyal consumers will
switch stores to find our products.”
Western Canadians’ hunger for organics is growing, and in

turn retailers with the right products and promotions are
making the grocery aisle a better place to shop. ●

Augusto Organic Fair Trade Espresso Coffee
and Preferisco Organic Tomatoes were
recently added to Bosa Foods lineup.

Tree of Life distributes many
organic products from brands like
Jordans Cereals, Bob’s Red Mill,
Omega Nutrition and Bella Italia.



Ken is the vice-president of sales and marketing for New Age Marketing & Brand Management Inc,, (NAM&BMI) a national bro-
kerage 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.

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.
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Facebook celebrates its 10th birthday
this last month.  Most impressively, all
of the Canadian retailers in this table of
data had a facebook presence.  Almost
all accounts were properly branded with
a custom URL (except for a handful —
please fix it if you are reading this — it’s
annoying long).  Again, here, the major
national chains have a consistent partic-
ipation in facebook.  Interestingly, Tar-
get chose to hide its birthday — or I
couldn’t find it amongst its timeline.
The # of likes on facebook, amongst the
top ranked, also shows that facebook has
become the social medial platform of
choice amongst the national retailers.
Again, Target Canada is the first of its
Canadian peers to surpass the 1 million
mark with 1.1 million likes.  

Facebook Age:
Loblaws = .........................5 yr. 1 mo.
Shoppers = .....................4 yr. 8 mo.
Sobeys = ..........................4 yr. 6 mo.
Country Grocer = .........4 yr. 6 mo.
Buylow Foods =  ..........4 yr. 5 mo.
Longos = .........................4 yr. 5 mo.

Facebook Top 6 # of Likes 
Target = ...................................1.1 mil+
Walmart = ...............................916 K+
Shoppers = ............................795 K+
Loblaws = ..............................364 K+
Costco = .................................306 K+
Metro Que = ..........................272 K+

Pinterest will be almost four years old
when this column is published. Although
it’s had some major competition from
Instagram (owned by facebook), Pinterest
has held up independently as the social
media platform of choice for photo sharing
amongst the social media purist.  That is
why I will only be sharing data from Pin-
terest.  Again, Target blows away its peers
with 144,175 followers (almost 100 X more
than second place).  In terms of # of pins,

Target pinned more than the sum of the
next five.   In looking at just Pinterest,
there is a lot of opportunity for growth
and development. (However, that’s said
without researching what else has been
done by these retailers on Instagram.)

Top 6 # Pinterest followers
Target = ...................................144 K+
Safeway = .................................1.6 K+
Loblaws = .................................1.5 K+
Sobeys = ...................................1.2 K+
Shoppers = ...................................935
London Drugs = .........................705

Top 6 # of Pins
Target = .......................................6149
London Drugs = ........................1245
Sobeys = .....................................1009
Longos = .......................................646
Shopper = .....................................643
Jean Coutu = ...............................535

YouTube will be nine years old this
month. A little under half of the retail-
ers researched for this column had
YouTube channels.  Obviously this is
probably because it takes a lot more
work to publish a video clip than to post
a picture or a tweet.   Retailers that host
YouTube channels feature everything
from product reviews, showcase new
lines, creative cooking segments, sea-
sonal marketing and shameless plugs for
their own brands.  In review of the top
six retailers with the most number of
views, the major national chains are at
the top (with honourable mention of
London Drugs in seventh place, with
almost 600,000 views.).  

YouTube # views
Target = ................................2.9 Mil +
Loblaws = ..............................1.1 mil +
Costco = ................................1.1 mil +
Shoppers = ............................955 K+
Safeway = ...............................813 K+
Sobeys = ..................................715 K+
London Drugs = ..................589 K+

The landscape of social media mar-
keting for the Canadian grocery retailer
has advanced quite significantly in the
last three years.  I believe that it will
continue to progress and develop as a
key component of the grocery retailer’s
marketing strategy.  Retailers will need
to continue to invest into marketing
and management of their online pres-
ence.  As technology evolves, new social
media platforms and tools with be cre-
ated in the coming years to help mar-
keters better connect the consumer. ●
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SOCIAL MEDIA

Marketing Insights:

Social 
Media 
in the 
Canadian 
Grocery
Retail 
Channel
Ireceived a number of requests to fol-

low-up on a column I wrote (with the
same title) back in Sept 2011.  In that

column, I discussed the social media mar-
keting landscape in the grocery industry
in the United States and United Kingdom.
I, then, compared it to the Canadian gro-
cery industry and also highlighted a few
tools to measure one’s social media mar-
keting influence.  But the most popular
feature of that particular column was the
table of data I put together for a side-by-
side comparison of a select number of
Canadian retailers and their respective
social media tools.  It was, to say the
least, quite an eye opener and a reality
check of how far behind the Canadian
Grocery Retail channel was in terms of
social media marketing — when com-
pared to the U.S. and U.K. counterparts. 
Fast-forward two and a half years later,

and I am pleased to say that a lot has
evolved.  I have re-compiled the table of
data with current information (as of Feb
12, 2014).  However, this time, I have
added in additional columns with extra

information, which may or may not be of
interest to various readers. Again, all of
this data is readily available online (and
subject to correction of course).

Let’s review some interesting
stats that can be seen in this 
set of non-scientific data 
(for those who care about these
types of stats):

Twitter is almost eight years old
(come July 2014).  The data shows that
the major Canadian National chains have
been quite consistent in twitter pres-
ence (plus one notable Western chain
stood out amongst its peers).  Unfortu-
nately, I was unable to locate the twitter
account for one major grocery chain in
Eastern Canada.  I also noted that any
chain with multiple banners had a chal-
lenge creating and maintaining multiple
twitter accounts.  Usually the dominant
banner becomes the twitter identity for
that chain.  Also, noted was the quiet
disappearance of the twitter account for

Loblaws @worthswitching4  — which
was to coincide with their marketing
campaign a couple years ago.  How does
Target Canada get 1.1 mil followers
(when Walmart Canada only has 59 K)?

Twitter Age: 
Sobeys = ..........................5 yr. 4 mo.
Buylow Foods = ............5 yr. 3 mo.
London Drugs = .............5 yr. 1 mo.
Loblaws = ......................4 yr. 10 mo.
Shopper = .....................4 yr. 10 mo.
Bulk Barn = .....................4 yr. 7 mo.

Top Five # of tweets
London Drugs = ..........................23K+
Sobeys = .....................................10K+
Target = .........................................9K+
Walmart = ....................................7K+
Loblaws = .....................................4K+
Shopper = ....................................4K+

Top Six # Twitter Followers
Target = ..................................1.1 mil +
Walmart = ..................................59K+
Shopper = ..................................25K+
Sobeys = .....................................25K+
Loblaws = ...................................10K+
London Drugs = .........................9K+

I believe that it will continue to progress and develop as a key component
of the grocery retailer’s marketing strategy.  Retailers will need to continue
to invest into marketing and management of their online presence. 

By Ken Kwong

Courtesy of Shutterstock
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Most people would consider being popular a good
thing, but it’s not so great when you’re a
tuna. According to Greenpeace Canada over-

fishing of desired species like cod, salmon, and tuna,
along with destructive fishing methods, have taken a
major toll on marine life. Therefore, it is up to con-
sumers and retailers to ensure they both become
more aware of sustainable seafood options that create
both a healthy plate and ocean state.
“Consumers are becoming more aware about sus-

tainable seafood; however, it still isn’t easy to always
make a green choice,” states Sarah King, MASc,
Oceans campaign coordinator, Greenpeace Canada.
“There isn’t a silver bullet when it comes to choosing
sustainable seafood. That is why Greenpeace and
other groups like SeaChoice are working to put the
burden on the retailer to only ensure greener choices
for their consumers.”

Why Buy?
Both Greenpeace Canada and the Vancouver Aquar-

ium agree that the number one issue facing oceans
today is overfishing. 
“Improvements in fisheries-related technology

mean we can remove animals from the oceans more
quickly and with less effort than ever before, putting
increased pressure on the oceans,” says Teddie Geach,
Ocean Wise, a conservation program created by the
Vancouver Aquarium in 2005. “Scientists estimate
that 90 per cent of all large, predatory fish are
already gone from our oceans, which means we’re
fishing the last 10 per cent of species such as tunas,

swordfish, marlins, and sharks. Quite simply,
our marine species cannot reproduce fast
enough to keep up with the hunt.”

SEAFOOD By Carly Peters

Courtesy of Shutterstock
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ONE MAN. 
ONE HOOK. 
ONE FISH.

Ocean’s is committed to sourcing its tuna products from 
sustainable � sheries. Ocean’s Pole&Line tuna is caught 
using an environmentally responsible � shing method that 

reduces the impact on other marine life.
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Overwaitea Food Group (OFG) made a
commitment to introduce a new FAD-free
product line and only source sustainable
tuna by end of 2015. OFG’s new FAD-free
product hit shelves late in 2013, joining
its line of troll-caught albacore as more
sustainable options.  
Loblaw made a commitment to increase

its sustainable PC canned albacore line
and switch to more sustainable sources of
tuna for its entire private label by 2018.

The More You Know
According to a study by EKOS Research

Associates, 65 per cent of Canadians look
to retailers and other front-line staff for
information about where their seafood
comes from. It’s important for that staff
to be well trained to speak knowledge-
ably about the importance of choosing
ocean-friendly seafood and to help cus-
tomers make informed decisions about
seafood purchases. Ocean Wise provides
training sessions for retail staff, either in
person or via our online training tool
when in-person sessions are not possible.
“Ocean Wise provides our partners

with access to promotional materials

such as our blue info booklet, which lists
the Top 12 Ocean Wise options, and out-
lines the importance of choosing ocean-
friendly options. We also have species
profile binders for staff which offer more
detailed information about different
seafood species and their sustainability
rankings should customers have ques-
tions,” says Geach.
Greenpeace Canada is also happy to

help retailers with promotional material
and provide advice and insight for
employees. Yet, King states the best way
for retailers to ensure sustainable prac-

tices is only offering one choice. 
“Overall, retailers should not only

introduce new, more sustainable prod-
ucts to their consumers but must also
cease promotion of unsustainable prod-
ucts, so as to not undermine sustainabil-
ity initiatives,” she says. 
While many retailers are increasing

the number of more sustainable products
they offer, there is still a lot of work to
be done before consumers can be assured
that when they eat fish they are not
contributing to the potential collapse of
the food chain. ●
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In 2006, Scientist Boris Worm
studied extraction rates of all com-
mercial fisheries around the world,
from the large predatory fish such as
tunas and sharks right down to
shellfish such as mussels and clams. 
“He looked at the trend of those

extraction rates to determine what
would happen if we continued to
remove fish from the ocean at the
same rate, and found there would be
a global collapse of commercial fish-
eries by 2048. However, his conclu-
sion was based on the extraction
rates at that time, so if we can
change the rate of extraction, we can
change that trajectory. That’s where
Ocean Wise comes in,” states Geach.
Ocean Wise makes it easy for con-

sumers to make sustainable seafood
choices that help ensure the health
of our oceans for generations to
come. The Ocean Wise Symbol next to a seafood item is the Vancouver Aquari-
um’s assurance of an ocean-friendly seafood choice.
“By creating awareness, we help create a market for sustainable seafood

that will trickle down the supply chain to the fishermen or farmers at the
producer level,” he says.
More and more retailers are aware of sustainable seafood products and

most will have sustainable seafood policies in place with goals and targets to
improve their sourcing over time, adds Geach. Ocean Wise partner retailers
such as Marketplace IGA and Thrifty Foods identify their Ocean Wise options
with the Ocean Wise logo in their display cases, making it easier for con-
sumers to identify their ocean-friendly options.
Greenpeace Canada’s Oceans campaigns also help direct consumers to sus-

tainable retailers, and products. Their 2012 supermarket seafood sustainabili-
ty ranking, which will once again be available in spring 2014, ranks the eight
major grocery retailers across the country in an effort to convince them to stop
selling Redlist seafood — the most destructively fished or farmed species — and

develop policies for greener seafood.
This year the group conducted a

tuna sustainability ranking, which
evaluates and compares the sustain-
ability of fourteen well-known canned
tuna brands. Companies are scored on
the strength of their tuna procurement
practices and policies. Strong policies
ensure the company is sourcing from
healthy tuna stocks, selective fishing
methods that minimize by-catch of
other species, and traceable, fair, and
fully legal supply chains.

“Greenpeace conducts the ranking to push key brands to do their part to
protect our oceans and ensure a brighter future for ailing tuna stocks. We
also use it as a way to raise public awareness about sustainability concerns
associated with everyday household products,” states King.
The 2013 ranking noted some key changes by Canada’s big retailers. Canada

Safeway took third place in the ranking for its complete replacement of its pri-
vate label canned skipjack tuna with a more sustainable FAD-free skipjack prod-
uct. They were the first of the major retailers to take this step. The company
also committed to replace its albacore tuna with sustainable product by 2015. 

Fish Food
New Sustainable Seafood
Options for Grocery Retail

Clearwater offers the widest selection of
MSC-certified species of any harvester
worldwide. Their MSC-certified species
include Canadian
Sea Scallops, Ar-
gentine Scallops,
C o l d w a t e r
Shrimp, Eastern
Canadian Offshore
Lobster, Arctic Surf
Clams, and Nova
Scotia Snow Crab.  The com-
pany has recently entered the value-added
seafood arena with the launches of Bacon
Wrapped Sea Scallops and Scallops &
Sauce products in Garlic Cream, Sun-Dried
Tomato, and Mariana.

“Sustainable seafood harvesting is at the
core of Clearwater’s business. Investing in
the long-term health of the oceans and its
bounty provides us a reliable, long-term
supply of the best shellfish available,”
states Jeff Duffin, vice-president of market-
ing, Clearwater Seafoods. “We partner with
MSC because the program provides addi-
tional assurance to our customers of the
traceability and environmental sustainabili-
ty of our products.”

High Liner, the leading seafood company
in North America, has
also partnered with MSC,
and other organizations,
such as Ocean Wise,
committed to sustainabil-

ity to ensure that
100 per cent of
the seafood they
purchase comes
from sustainable or
responsible sources
— a goal they
achieved at the
end of 2013.

This is especially important in the
company’s kid-geared lineup, Captain’s
Crew™, which features two new prod-
ucts — Captain’s Crew™ breaded fish
strips, and nuggets.

Making it Happen
As resources for retail partners, Clear-

water is able to develop a variety of
point-of-sales materials to help effective-
ly market their MSC products. Some
examples might include freezer clings or
shelf talkers and wobblers.

They also offer culinary support to devel-
op specific serving suggestions tailored to
meet the needs of any retailer’s customer
base and are committed to co-marketing on
any retailer-specific promotional programs.

To see more info about each retailer in Green-
peace Canada’s tuna sustainability ranking visit
www.greenpeace.ca/tunaranking

Becoming more aware of 
sustainable seafood options is 
something that both consumers and
retailers need to be more aware of.

“By creating awareness, 
we help create a market for 
sustainable seafood that will 
trickle down the supply chain 
to the fishermen or farmers 
at the producer level.”
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At a time when smartphones have
become enormously efficient transac-
tion tools, standard grocery POS sys-

tems seem antiquated by comparison — and
potentially off-putting to consumers who
have come to expect instant processing.
Fortunately, POS manufacturers and

dealers are acutely aware of the situation.
“The speeds and feeds of many grocery
systems leave something to be desired,
but exciting developments are happening
in software and hardware development,

including vastly improved self-check-
outs,” says Brent Krause, director of cor-
porate affairs for AM/PM Service Ltd. 
Tony Carter, director of product manage-

ment for NCR Corporation, has simple
advice on how grocers should select the
best POS system for their needs. “Front-end
performance is critical and through-put is
the king of all considerations,” he says. “If
a system enables retailers to downsize
check-out time, then that’s the system to
invest in. Our solutions do just that and
have full redundancy to ensure reliability.”
AM/PM, a best-of-the-breed national
POS provider (Toshiba, IBM, etc.), helps

retailers by developing interfaces
to convert existing POS sys-

tems into self-check-
out. “However,
often it makes
more econom-

ic sense to rip and replace, and we often
do so after performing extensive analysis
of store operations,” says Krause. 
But AM/PM offers more than just self-

checkout. LaneHawk, a smart camera
flush-mounted in the checkout lane at
foot level, continuously watches for
items on the bottom of shopping carts.
Using Visual Pattern Recognition soft-
ware, the camera detects and recognize
items that pass by and then sends the
UPC information directly to the POS. 
LaneHawk’s efficiency is such that it

reportedly pays for itself in less than a
year (retailers using this technology in
the U.S. include Kroger and A&P; Krause
reports that “a large Canadian grocery
retailer has adopted the technology in
2014 with our assistance”).
According to Krause, an increasing

number of customers are demanding
Omni-channel retailing, whereby a host
of multi-channel and multi-touch points
are available. “That will probably become

commonplace within a few years,”
he predicts.

POINT OF SALE SYSTEMS By Robin Brunet

Courtesy of Shutterstock
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Of course, dribs and drabs of the Omni-
channel experience are already ensconced
in the grocery setting, with mobile appli-
cations being a key driver. For example,
the CRS app used by customers of the Co-
op chain of grocery stores allows them to
receive exclusive opportunities to save
on goods (coupons appear on their

mobile devices, which they
show to the clerk upon
checkout). The app also allows
them to view flyers online. 
Carter acknowledges that consumers

in general would like to pay for mer-
chandise in ways other than having to
converge on fixed checkouts. “And that
is happening: but more so in high-end
specialty retail environments compared
to the low-end/high-volume environ-
ment of grocery retailing,” he says.
However, NCR is at the forefront of sub-

stantial improvement to existing check-
out technology. “We’ve got a self-check-
out that easily converts during peak
hours to a checkout run by clerks, and

this system is becoming very popular in
Europe,” says Carter. “We’re also test-
piloting a checkout scan portal in North
America and Europe. This is an arch that
scans items as fast as you can put them
on the conveyor. While standard self-
checkouts are intended for hand-held
basket purchases, this unit is ideal for
shoppers with full shopping carts.”

NCR’s latest POS
terminal, the XR7,
serves either as a
POS solution or as
a kiosk; it features

exceptional performance
and reliability as well as support for

multi-touch. NCR’s RealScan 79 Bi-
Optic Imager is a scanner that reads
1D, 2D and mobile bar codes fast and
efficiently. The imager has the ability
to improve store security, provide real-
time scanner feedback to managers,
simplify cashier training and stream
live images and videos.
Wayne Irwin, IT specialist for Stong’s

Markets Ltd., points out that as attrac-
tive as technological advances may be,
“Store size really dictates what can be
used in a way that makes economic
sense. For example, our main store has
eight checkouts and I really don’t fore-
see a time when we would use self-
checkout in a big way.”

LaneHawk from AM/PM is a smart camera
that is flush-mounted in the checkout 
lane at foot level to watch for items at the
bottom of the cart.

NCR is at the forefront when it
comes to improving existing
checkout technology.
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However, even a mid-size company like Stong’s is eager to meet
customer needs using the latest technology. “Our POS provider is
Howell Data Systems, and we’re currently working with that firm
to develop software that will improve our online shopping com-
ponent, so that when prices and products change, the changes
are registered automatically on our website,” he says.
Irwin adds that online shopping “is popular with everyone

from young and old shoppers to university students who want
groceries delivered to their dorm.” 
Paul Howell, president and CEO of Howell Data systems Inc.,

says that in the near future (meaning, beginning later this year),
companies will be able to expand their footprint
without suffering the prohibitive ex-
pense of building new brick and
mortar locations. “Instead, we’ll
be able to provide them with
shopping walls, which are inter-
active displays that can be placed
in public spaces such as subway

stations and other venues,” he says. “The wall will display items
on grocery shelves, and users will use their smartphones to select
items. The transactions will be registered automatically at the
physical store location, and the groceries will be delivered to
wherever the customer wants later that day.” Howell is unveiling
his company’s shopping wall at Grocery Showcase West in April.
Grocers’ concerns don’t stop with selecting the appropriate POS

system: they also must safeguard that system against theft, and
that’s where companies like Halo Metrics Inc. come in.  “In terms
of PIN theft any industry is vulnerable, and the bigger the busi-
ness, the more prone they are to attack,” says Halo Marketing
Manager Ravinder Sangha. “We help businesses establish best
practices and also offer a full range of preventative solutions.”
Halo Metrics solutions include heavy-duty security brackets

for handheld POS devices, tamper-proof labels for these devices,
and electronic alarms. Halo Metrics will continue to expand its
solutions, because as Sangha points out, “As technology
evolves, so do the criminals.”
The POS evolution promises to change the shopping experience,

and most experts agree that the change will boost revenue as dif-
ferent checkout options satisfy customers and reduce lineups.  ●

Halo Metrics Inc. offers heavy-duty security 
brackets for handheld POS devices as well as 
tamper-proof labels for the devices.
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Where the West Meets Grocery’s Best
There will never be a time when it is more important for you to be a member of

the Canadian Federation of Independent Grocers.   
Since we last convened in Vancouver for GSW 2013, a lot has happened within the

grocery industry. The acquisition of Safeway by Sobeys and of Shoppers Drug Mart
by the Loblaw Co, are resulting in seismic changes in the retail grocery landscape
over the last year. These changes could impact the ability of many retail grocers to
be able to survive and for many of the potential independent grocers to have the
opportunity to even enter the industry.
John Pecman, Commissioner of Competition is one of our featured speakers at GSW

this year. His timely and engaging presentation is one that you do not want to miss.  
The payments industry continues to evolve producing dramatic changes in payment

methods and of course, retailers must ensure they are informed and prepared for these
changes and the costs that can eat away very quickly at your bottom line.  CFIG con-
tinues to work diligently to ensure their members are armed with the knowledge sur-
rounding these new payment technologies and the fees associated with them.   
CFIG has been undertaking on your behalf to protect our livelihood as indepen-

dents and the challenges that lie ahead.
This is our time to try and make a difference, as individual retailers and collective-

ly, through your association. We all need to be at a point years from now, where we
can look back and ask of ourselves, did we do everything we could to protect the
right of independent grocers to be competitive, viable and the important part of the
fabric of some many communities across this country?
We gather at GSW annually to toast those who have made an impact on our indus-

try; like Brice Logan, who will be honoured as a CFIG Life Member, to celebrate inno-
vation and to listen to and share information with our peers, mentors and advocates
for best practices on how to better ourselves and our industry. 
The organizers of GSW 2014 have worked tirelessly to put together a world class

show for us all to enjoy. Please take advantage of all that GSW has to offer. Explore
our show floor pavilions, sample the products, make connections, share an idea and
learn a new one, but most of all, have a blast!

Welcome to Grocery Showcase West 2014, The Industry’s Greatest
Western Grocery Summit. 
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Blair Ruelens
Vice President, 
National Sales
Pepsico Foods Canada

Joe Weber
National Vice President, 
Retail Dairy Sales
Saputo Dairy Products 
Canada GP

Tom Michaelis
Vice President, 
Customer Development
Unilever Canada

Tom Szostok
Vice President, Sales
McCain Foods (Canada)

Doug McGillivray
Vice President, Sales
General Mills Canada 
Corporation

Tom Shurrie
EVP, Customer & GM
Ontario
Acosta Canada
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Dana Lougheed
Central Butte Fine Foods
Moose Jaw, SK

Denis Moncion 
Moncion Grocers
Petawawa, ON

Dianne Hamilton
Pete’s
Bedford,NS

Doug Lovsin
Freson Bros. IGA
Stoney Plain, AB

Gary Sorenson
H.Y. Louie Co. Limited
Burnaby, BC

Laurie Jennings
Masstown Market
Masstown, NS

Christy McMullen 
Summerhill Market
Toronto, ON

Ron Welke
Federated Co-operative Ltd.
Saskatoon, SK

Jacqui Knipfel
Chesley Grocery Store
Chesley, ON

Jeffrey Min
Korea Food Trading/
Galleria Supermarket
Vaughan, ON
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Scott Mitchell
CHAIR*
Market Street Vulcan 
Vulcan, AB

Joey Longo
VICE CHAIR*
Longo Brothers 
Fruit Markets Inc.
Mississauga, ON

Dave Powell
TREASURER*
Powell’s Supermarket Ltd.
Bay Roberts, NL

Peter Cavin
SECRETARY*
Country Grocer
Victoria, BC

Jim Bexis
MEMBER AT LARGE*
Sun Valley Supermarket,
Scarborough, ON

Shannon Forner 
Value Plus Foods
Keremeos, BC

* = EXECUTIVE COMMITTEE 

CFIG is governed by a Board of Directors elected from the membership and reflecting a regional distribution. A national office consisting 
of the President and staff implement the federation’s operations in a manner consistent with the policies established by the Board. 
The Board and the President also receive ongoing input from advisory committees consisting of members and established across Canada.

CFIG Board of Directors

Associate Members’Council
Co-operation and communication between supplier and retailer have become increasingly important in grocery retail. CFIG’s Associate Members’ Council (AMC) has 
in turn become more integral to the direction of the federation as a whole. The Associate Members’ Council is a group of senior executives representing a variety of 
Canadian grocery product companies. The AMC meets quarterly, and provides professional guidance to the Board of Directors on industry news and trends.

Thomas Barlow
C.E.O. & PRESIDENT*
Canadian Federation of Independent Grocers
Toronto, ON

Dean Yuzdepski
Vice President, Sales
Weston Bakeries Ltd

Light that slows a pace,
quickens a pulse, turns a head.

That’s the beauty
of Amerlux.
Light. The crucial link between sight and sale. At Amerlux,
we create that link with innovative lighting design.

Discover what the right light can do for you, and your
business at www.amerlux.com.

Passion. Power. Performance.
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Grocery Showcase West’s Advisory Board is composed of exceptional Western retailers who are dedicated to providing 
retailers, attendees and exhibitors with a valuable and rewarding trade show and conference experience.

Grocery Showcase West 

2014 Advisory Board

Shannon Forner HONOURARY CHAIR, Keremeos, BC
Darrell Jones VICE CHAIR, OFG, Vancouver, BC
Albert Lum PAST HONOURARY CHAIR, Buy Low Foods, Surrey, BC

CFIG Staff
Thomas Barlow
President  & C.E.O.

Ward Hanlon
Vice President, Industry Relations & Business

Laura Knetsch
Director, Member Resources

Irmeli Koskinen
Coordinator, Member Services

Dan Leggieri
Manager, Communications

Sharon Lindsay
Accounting Assistant & Office Coordinator

Heather MacAulay
Manager, Operations & Events

Elaine Martyn
Manager, Conference & Events

Alex Nielsen
Manager, Technology & Production

Fran Nielsen
Vice President, Finance & Administration

Gary Sands
Vice President, Public Policy

Diana Stevenson
Executive Assistant to the President

Rolster Taylor
Manager, Sales

Peter Richmond
49th Parellel, Ladysmith, BC

Andy Porteous
Old Dutch Foods, Kitchener, ON

Doug Lovsin
Freson Markets, Stony Plain, AB

Linda Kynoch
Safety Mart #7, Chase, BC

Steve Lockhart
Choices Markets, Vancouver, BC

Dana Lougheed
Fine Foods, Central Butte, SK

Chris Powell
Tree of Life, Mississauga, ON

Rob Sage
The Grocery Store, Whistler, BC

Craig Baranyk
Weston Foods, Calgary, AB
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Saturday, April 5

Pre-Event THE PAN PACIFIC VANCOUVER HOTEL

Highlights

6:30 pm Grocery Showcase West Opening
Night Reception
STEAMWORKS BREWERY

A Meet & Greet for 
ALL Attendees and Exhibitors

Sunday, April 6

Conference THE PAN PACIFIC VANCOUVER HOTEL

Highlights

9:30 am Grocery Showcase West 
Celebratory Brunch 
(Crystal Pavilion Ballroom)

11:00 am Keynote Presentation

Bob Phibbs
The Retail Doctor
“You Can Compete!”

Trade Show VANCOUVER CONVENTION 
CENTRE EAST

12:00 pm - 5:00 pm Grocery Showcase West 
Trade Show
Where the West Meets 
Grocery’s Best

Featuring: 
• First Time Exhibitors Pavilion
• Fresh Produce Pavilion
• Consumer Insight Workshops

Evening VANCOUVER CONVENTION CENTRE 
WEST – SUMMIT ROOM

7:00 pm Delight in the spectacular view 
from every angle while enjoying
dinner and drinks at the Vancouver
Convention Centre, West Building. 
The winner of the Trip For 2 to 
GIC will be drawn.

(Registration for this event is required)

Monday, April 7

Conference THE PAN PACIFIC VANCOUVER HOTEL

Highlights

7:30 am Breakfast Session 
(Crystal Pavilion Ballroom)

8:30 am Keynote Presentation
(Crystal Pavilion Ballroom)

John Pecman
Commissioner of Competition
Bureau of Canada

9:15 am Keynote Presentation
(Crystal Pavilion Ballroom)

Panel Presentation 
Manufacturers & Retailers discuss
industry consolidation and the 
challenges/opportunities it poses
in the retail sector.

10:30 am Keynote Presentation
(Crystal Pavilion Ballroom)

Marketing Magazine Panel 
Presentation 

Moderated by: 
Nancy Kwon; Canadian Grocer 
Catherine Hou: Lee Kum Kee’s 
trade marketing magazine

Eva Sun: President, The Rice People
Sangeetha Chandru: 
Sobey’s VP Corp. Strategy
Kam Choi: Overwaitea, 
Director of Ethnic
Tony Singh: Fruitcana, Owner

Trade Show VANCOUVER CONVENTION 
CENTRE EAST

12:00 pm - 5:00 pm Grocery Showcase West 
Trade Show
Where the West Meets 
Grocery’s Best

Featuring: 
• First Time Exhibitors Pavilion
• Fresh Produce Pavilion
• Consumer Insight Workshops

Program at a Glance

2014 SHOW GUIDE

Each year, CFIG honors the lifetime achievements of individuals who have made a significant contribution to the 
Independent Grocers, their communities and the Food Industry.

Life Member Designation

Bruce Logan 
To Receive Life Member Designation

When the residents of Sooke, BC need

something out of the ordinary, it’s a good

bet that they will find it at Village Food

Markets. It could be hard-to-source ice

cream, gluten-free bread fresh from the in

store bakery or a toy for a special birth-

day party.

When Bruce, Jerry Liedtke and Chris

Craig opened Village Food Markets in

1979, they were the only grocery store in

town. But that didn’t mean that they had

no competition. Situated in a bedroom

community of Victoria, they compete with

every major retailer in that city and all

others along the drive home.

Village Food Market continually gives

back to the community of Sooke. A com-

munity room on the second floor is avail-

able free of charge to any non-profit groups in the area. The store supports more than a

dozen programs on a regular basis, and just recently it partnered with Dairyland to develop

a program to assist badly underfunded schools. In just the first nine months of the program,

Village Food donated $5,000 to local schools.

Bruce’s sons Scott and Russell are the second generation Logan’s to work in the store, shar-

ing the same work ethic as their father.

Bruce Logan will be honoured at Grocery Showcase West 2014 
on Sunday, April 6th at the The Pan Pacific Vancouver Hotel; 
9:30 am Grocery Showcase West Celebratory Brunch - Crystal Pavilion Ballroom

10 GROCERY SHOWCASE WEST 2014 SHOW GUIDE

Highlights

WHERE THE WEST MEETS GROCERY’S BEST

There are TWO Life member categories: Retailer & Industry Builder.  The industry builder sector recognizes outstanding suppliers, manufacturers and distributors
or those directly involved in the betterment of the independent and franchised grocer community. For the Retailer, this designation is given to a retailer who has
demonstrated a commitment to the industry through their work, community involvement and CFIG activities.
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Detailed Program

Saturday, April 5

Evening THE STEAMWORKS BREW PUB BREWERY

Highlight

6:30 pm Grocery Showcase West
Opening Night Reception
Steamworks Brew Pub Brewery (Back Room)
375 Water Street, Vancouver, BC 

Join us for this fabulous Meet & Greet event 
at one of Vancouver’s most iconic venues, 
just minutes away from the Vancouver 
Convention Centre.
Open to ALL Attendees & Exhibitors 
of GSW 2014

Sponsored by: 

Beer & Wine Sponsored by:

Sunday, April 6
Conference PAN PACIFIC VANCOUVER HOTEL

Highlights

9:30 am Grocery Showcase West 
Celebratory Brunch
Crystal Pavilion Ballroom
Come and help celebrate as Bruce Logan 
from Village Food Markets, Sooke, BC
Is honoured with a Life Member award
Open to Full Delegates and Sunday 
Conference Registrants

Brunch Sponsored by: 

11:00 am - 12:00 pm Keynote Presentation with 
Bob Phibbs - The Retail Doctor
Crystal Pavilion Ballroom
“You Can Compete!” Bob Phibbs is a nationally 
recognized expert on business strategy, 
customer service, sales, and marketing. 
With over thirty years’ experience beginning 
in the trenches of retail and extending to 
senior management positions, he has been a 
corporate officer, franchisor and entrepreneur. 

Sponsored by:  

Trade Show VANCOUVER CONVENTION CENTRE EAST

Highlights
12:00 pm - 5:00 pm Grocery Showcase West 

Trade Show featuring:
• NEW ENHANCED Small Canadian 
Processors Pavilion

• First Time Exhibitors Pavilion
• Fresh Produce Pavilion

4:00 pm Daily Prize Draw 
Retailer’s Lounge

Sponsored by: 

Evening VANCOUVER CONVENTION CENTRE WEST

Highlight

7:00 pm - 10:00 pm Grocery Showcase West 2014 –
The Summit Experience Gala Dinner
Summit Room - Third Level

Delight in the spectacular view from every 
angle of this gorgeous space while enjoying 
dinner and drinks at the Vancouver Convention
Centre West building.  
Winner for Trip to GIC 2014 will be drawn

Dinner sponsored by:

Venue Sponsored by: 

Wine & Beer Sponsored by:

SUNDAY, APRIL 6, 2014 VANCOUVER CONVENTION CENTRE EAST
MONDAY, APRIL 7, 2014

ATTENTION: FULL DELEGATE RETAILERS!!!
Win a trip to GIC 2014!! Includes: Return airfare for one; accommodations duringGIC2014; One Full Delegate Pass and a chance to win theGRAND PRIZE - A SPECTACULAR TRIP TO LAS VEGAS!!!Prize includes: return air-fare for two, hotel accommoda-tions and a free pass to the NGA trade show.

Prizes Sponsored by:  

14-C
B
4-402

 ®/TM The Coca-Cola Ltd., used under license.

Enjoy simply 
fresh-squeezed taste.
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Detailed Program
SUNDAY, APRIL 6, 2014 VANCOUVER CONVENTION CENTRE EAST
MONDAY, APRIL 7, 2014

2014 SHOW GUIDE
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Monday, April 7

Conference PAN PACIFIC VANCOUVER HOTEL

Highlights

7:30 am - 8:15 am Continental Breakfast
Crystal Pavilion Ballroom

Breakfast Sponsored by: 

8:30 am - 9:15 am Conference Session
John Pecman, Commissioner of Competition,
Competition Bureau of Canada
Crystal Pavilion Ballroom

John Pecman was appointed Commissioner 
of Competition on June 12, 2013 for a five-
year term. Mr. Pecman is an economist and 
has worked at the Competition Bureau as an 
investigator, manager and executive for 
more than 29 years

Speaker Sponsored by:  

9:15 am - 10:00 am Panel Presentation
Panel: Manufacturers and Retailers discuss 
Industry Consolidation and the Challenges/ 
Opportunities it poses 
Crystal Pavilion Ballroom

Sponsored by: 

10:00 am - 10:30 am Kraft Mix & Mingle Coffee Break
Crystal Pavilion Ballroom Foyer

Sponsored by: 

10:30 am - 12:00 pm

Ethnic Consumer Insights
Crystal Pavilion Ballroom

10:30 am - 10:45 am Conference Session
Graham Candy, Cultural Strategist at 
Fresh Squeezed Ideas

Stop chasing trends and “dive under the surface”
to understand the hidden cultural forces at play.
Fresh Squeezed Ideas will walk through 
examples of how companies can leverage 
cultural forces to drive the purchase behaviours
of various ethnic groups in Canada (Canadians
of Chinese, Filipino, Middle Eastern and 
Caribbean origin

10:45 am - 11:00 am Conference Session
John Chan, Managing Director, 
Pearl Strategy and Innovation Design

Pearl Strategy & Innovation Design shares 
the brands and categories that resonate with
South Asian consumers based on their 
exclusive shop-along and in-depth studies 
among new immigrants and those who’ve 
been in Canada five (5) years or more.

Speaker Sponsored by: 

11:00 am - 11:30 am Conference Session
Marketing Magazine presents…
case studies with leading advertising agencies
that specialize in multicultural marketing. 
Each will share ethnic consumer insights and 
explain how marketers can tailor their brand 
messages to connect with those consumers.  

A panel discussion with Marketing magazine’s
executive editor, David Brown will follow.

Presenters:
• George Kan: Partner/Creative Director, 
Captus Advertising

• Jatinder Rai: President, Response Advertising
• Sonny Wong: President and Creative Director, 
Hamazaki Wong Marketing Group

Moderator: David Thomas, Editor in Chief, 
Marketing magazine

11:30 am - 12:00 pm CPG & Retail Panel
A retail panel discussion moderated by 
Canadian Grocer’s Managing Editor Nancy 
Kwon features both chains and independent 
grocery retailers. Focus will be on how each 
is connecting and marketing to ethnic 
consumers through products, store formats 
and retail environment

Panelists:
• Catherine Hou, Lee Kum Kee’s trade 
marketing manager

• Eva Sun, President, The Rice People
• Sangeetha Chandru, Sobey’s VP Corporate Strategy
• Kam Choi, Overwaitea Director of Ethnic
• Tony Singh, Fruitcana, Owner

Moderator: Nancy Kwon, Managing Editor, 
Canadian Grocer

Trade Show VANCOUVER CONVENTION CENTRE EAST

Highlights
12:00 pm - 5:00 pm Grocery Showcase West 

Trade Show featuring:

• First Time Exhibitors Pavilion
• Fresh Produce Pavilion
• Sustain Lane
• Consumer Insight Workshops

3:30 pm Daily Prize Draw 
Retailer’s Lounge

Sponsored by: 

Detailed Program
SUNDAY, APRIL 6, 2014 VANCOUVER CONVENTION CENTRE EAST
MONDAY, APRIL 7, 2014

Fresh Produce Pavilion
In 2013, a few astute companies noticed a void of produce being displayed at Gro-

cery Showcase West in Vancouver and decided to address it. Not only did these

Fresh Produce providers do some solid business but retailers in attendance at GSW

2013 were thrilled with the display of produce and quite simply, wanted more.  As a

result, The Fresh Produce Pavilion was born and is here at GSW 2014, giving retailers

what they want!  

New Product Showcase
A favorite amoung exhibitors and attendees alike, the New Product

Showcase is a unique window into what new and innovative products

will be on independent store shelves this year! Displayed just outside

the GSW show floor, this area is a must see! 

The First Time Exhibitors Pavilion
This area has proven to be a staple at GSW, providing companies that

are NEW to Grocery Innovations Canada the chance to participate in

the show at a greatly reduced rate.

What is The Sustain Lane?
This is where GSW attendees and retailers can find all the latest and

greatest in cost effective, eco-friendly grocery technology. Everything

exhibited in Sustain Lane is kind to the environment, the industry and

your wallet. It truly is yours to discover. 

WHERE THE WEST MEETS GROCERY’S BESTThroughout the
Show Floor…
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Thanks to Our Sponsors
Grocery Showcase West 2014 Would Like to Thank its Sponsors For Their Support
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A. Lassonde Inc. 718
170 - 5th Ave
Rougemont, QC
P: 866.552.7643
www.lassonde.com
A. Lassonde Inc. is a Canadian juice and
food manufacturer providing high quality
innovative products under various brands.
Our locally made brands include Oasis, Del
Monte, Allen’s and Everfresh.

Acosta Sales & Marketing 1300
#100-9440 202 Street, 
Langley, BC  V1M 4A6
P: 604.881.1414
F: 604.881.1092
www.acosta.com
Major Grocery Brands from:Baking, Dry
Goods, Househould, Personal Care, Jams,
Condiments, Beverages.

Advantage Sales & 
Marketing Canada 1101
#115-7455-132nd Street, 
Surrey, BC  V3W 1J8
P: 604.572.8686
F: 604.572.6006
teddie.edmundson@asmnet.com
www.asmnet.com
Advantage represents brands from dry
goods, frozen, condiments, beverages, per-
sonal care, household, baking and pet sup-
plies. We look forward to seeing you there.

Agropur Cooperative 1215
101 boul. Roland-Therrien, Suite 600
Longueuil, PQ  J4H 4B9
P: 450.646.1010 X4564
F: 450.646.1561
josee.lessard@agropur.com
www.agropur.com
Agropur is the largest dairy cooperative in
Canada. With such popular brands as
Natrel, OKA, IOGO, Island Farms, Olympic
and Agropur Grand Cheddar.

Alfa1 General Trading Company
-L’Oliveraie Quality Whole Foods 720
214-470 Granville Street, 
Vancouver, BC V6C 1V5
P: 604.569.3699
F: 604.569.1331
info@oliveraiefoods.ca
www.oliveraiefoods.ca
L’Oliveraie is a Canadian wholesaler/distrib-
utor for the JOHN GREEK brand and
KROKUS KOZANIS Herbal Infusions and
Red Saffron. Alfa1 is an exporter of special-
ty food products.

Amerlux Lighting Solutions 705
23 Daniel Road East, 
Fairfield, NJ  07004
P: 973-882-5010 X228
F: 973-882-2605
dknickerbocker@amerlux.com
www.amerlux.com

Anita’s Organic Grain
& Flour Mill 518
43615 Yale Rd
Chilliwack, BC   V2R 4T6
P: 604.823.5543
www.anitasorganic.com

Arneg Canada Inc. 1100
18 Richelieu Street, 
Lacolle, PQ  J0J 1J0
P: 800.363.3439  F: 450-246-4428
arney@arnegdml.com
www.arnegcanada.ca
Manufacturer of refrigerated display cases.

Associated Grocers 1109
7100 44th Street SE, 
Calgary, AB  T2C 2V7
P: 403.236.6300
F: 403.236.3969
ian_dickson@associatedgrocers.ca
www.associated-grocers.com
Associated Grocers, a division of Buy-Low
Foods, is a full service wholesaler to leading
independent retailers in BC,AB & SK with
distribution centers in Surrey BC & Calgary
AB. Proud to be the “Home to the Indepen-
dent” in Western Canada 1927.

Atlantic Stainless 
Fabricators Ltd. 1203
62 Howden Road, 
Scarborough, ON  M1R 3E9
P: 416.285.5535  F: 416.285.6649
mrafik@bellnet.ca
www.atlanticstainless.ca

AWP/Advance Wire 
Products Ltd. 1021
19095-24th Avenue, 
Surrey, BC  V3S 3S9
P: 604.541.4666  F: 604.541.4669
richardk@awp.ca
www.awp.ca
Located in South Surrey, AWP has been a
leader in innovative merchandizing solu-
tions in metal, plastic, wood and wire for
sixty years!

Bagcraft Papercon 904
3900 West 43rd Street, 
Chicago, IL  60632
P: 773-843-8014
tmazur@pkdy.com
www.bagcraft.com

Bee Maid Honey Limited 1732
625 Roseberry Street, 
Winnipeg, MB  R3H 0T4
P: 204.786.8977  F: 204.783.8468
honey@beemaid.com
www.beemaid.com
Bee Maid Honey Limited. True source certi-
fied supplier of 100% pure Canadian honey.
Packaging operations are HACCP & SQF
certified and recognized by CFIA.

Best Gourmet Coffee 
Wholesalers 520
20091-113B Ave
Maple Ridge, BC  V2X 0Z2
P: 604.465.5112
info@bestgourmet.ca
www.bestgourmet.com

Bosa Foods    1205
1465 Kootenay Street, 
Vancouver, BC  V5K 4Y3
P: 604.253.5578
F: 604.253.5656
sales@bosafoods.com
www.bosafoods.com
Bosa Foods is a leader in importing and dis-
tributing over 7,500 Italian and Mediter-
ranean specialty food products to the retail
and foodservice markets of the Northwest.

Brencar 905
#207-15272 Croydon Drive, 
Surrey, BC  V3S 0Z5
P: 604.531.5122
F: 604.531.5106
info@Brencar.com
www.Brencar.com
Brencar is Canada’s leader in supplying the
finest Government Approved, NSF, User
Friendly, Bulk Food Dispensing Systems
available in North America. Bulk, The Ulti-
mate Green Packaging- BULK UP!

Burnbrae Farms Ltd. 1204
RR #1, 
3356 County Road No. 27, 
Lyn, ON  K0E 1M0
P:1.800.
F: 613-345-6946
general@burnbraefarms.com
www.burnbraefarms.com
Burnbrae Farms sells eggs and egg prod-
ucts to major grocery store chains, food
service operations and large bakery/indus-
trial customers throughout Canada.

Campbell Company 
of Canada 1108
60 Birmingham St, 
Mississauga, ON  M8V 2B8
P: 416.251.1131
www.campbellsoup.ca
The Cambell’s Kitchen will feature innova-
tive and healthy products!

Canada First Brands 1120
80 Carrying Place Road
Trenton, ON  K8V 3E6
613.394.4122
613.394.4184
sales@canadafirstbrands.com
www.canadafirstbrands.com
Canada First Brands is a specialized meat
and food processing company providing
innovative value added meat products to
further processors, food service and retail.

Exhibitors by Company
SUNDAY, APRIL 6, 2014 VANCOUVER CONVENTION CENTRE EAST
MONDAY, APRIL 7, 2014

Visit us at the GSW Show Booth #1748
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Canadian Food  & Grocery 
Industry Guide 709
4917 Prospect Avenue, 
Victoria, BC  V9E 1J5
P: 250-708-0427
F: 250-708-0429

Canadian Grocer 
Magazine 303
One Mount Pleasant Road, 
Floor 7
Toronto, ON  M4Y 2Y5
P: 416.764.2005
F: 416.764.1523
meagan.kashty@rci.rogers.com
www.canadiangrocer.com
Canadian Grocer is the #1 publication 
of the grocery industry and has 
supported Canadian independents 
for over 125 years, reaching 70,000+ 
readers every month.

Canadian Organic Spice 
& Herb Co. Inc. 1754
113 Railway Ave N.W.
Watson, SK  S0K 4V0
P: 306.287.1980  F: 888.700.8219
Info.splendorgarden@sasktel.net
www.splendorgarden.com
Manufacturer of the Splendor Garden retail
brand of Certified Organic, Gluten free &
Nut free spices, herbs & seasong blends.
Presenting a unique packaging feature.

Canda Six Fortune 920
8138 North Fraser Way
Burnaby, BC   V5J 0E7
P: 604.432.9000  F: 604.432.6601
info@canadasixfortune.com
www.canadasixfortune.com
With over 28 years of experience and
unmatched reputation in importing and dis-
tributing food products, Canda has posi-
tioned itself as a reliable and premier sup-
plier of ethnic products.

CashTech Currency 
Products Inc. 1720
1040 Cardiff Blvd
Mississauga, ON   L5S 1P3
P: 905.696.8123  F: 905.696.0733
robinsteinberg@cashtechcurrency.com
www.cashtechcurrency.com
CashTech provides retail cash solutions and
precision equipment and services across
Canada. We carry polymer ready currency
counters, coin and cheque processing
equipment and supplies.

Cavendish Farms 623
1551 Weston Road
Toronto, ON    M6M 4Y4
P: 403.477.3663
helmkay.lorraine@cavendishfarms.com
www.cavendishfarms.com
At Cavendish Farms we take pride in produc-
ing the highest quality frozen potatoe prod-
ucts and appetizers. Every day we deliver
excellence, consistency and unbeatable taste! 
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CCD International Trading 
& Marketing Ltd 605
#320-3771 Jacombs Road
Richmond, BC  V6V 2L9
P: 604.207.0271
F: 604.207.7798
info@ccd-trading.com
www.ccd-trading.com
Delivering Turkey’s vast experience in food
and farming to the global markets and con-
sumers.

Chapman’s Ice Cream 1320
100 Chapman’s Crescent, PO Box 379, 
Markdale, ON  N0C 1H0
P: 800.265.9110
F: 519.986.4280
contactus@chapmans.ca
www.chapmans.ca
Chapman’s Ice Cream is Canada’s largest
independent ice cream manufacturer. All
Chapman’s dairy products are produced
with 100% Canadian milk.

Cheeky Umbrella 1764
1304 Aborlynn Dr.
North Vancouver, BC   V7J 2V3
P: 604.980.4236
F: 1.888.234.2790
info@cheekyumbrella.com
www.cheekyumbrella.com
We are a Vancouver-based manufacturer of
durable umbrellas with unique designs.

CMR Home Entertainment 618
3737 Cote Vertu
St. Laurent, QC    H4R 2C9
P: 514.956.7482
rwashko@inetvideo.com

Coca-Cola Refreshments Inc. 901
42 Overlea Boulevard, 
Toronto, ON  M4H 1B8
P: 416.424.6115
F: 416.424.6182

Dairy Farmers of Canada 1315
1801 McGill College Avenue, Suite 700
Montreal, PQ  H3A 2N4
P: 514.284.1092
F: 514-284-0449
sabrina.paquette@dfc-plc.ca

Dan-D Foods Ltd. 821
11760 Machrina Way, 
Richmond, BC  V7A 4V1
P: 604.274.3263
F: 604.274.3268
info@dan-d-pak.com
www.dan-d-pak.com
Dan-D Foods Ltd. Is an importer, manu-
facturer and distributor of cashews, dried
fruits, rice crackers, snack foods, spices,
and other packaged foods from around
the world.
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Exhibitors by Booth Number
Booth Number Location Name
301 Grocerease 
303 Canadian Grocer
305 Retail Learning Institute or CFIG Online
307 Distribution Canada Inc.
309 Kost Klip Manufacturing Ltd.
311 Nimbus Water Systems Inc.
314 CHEP Canada Inc.
315 River Ranch Fresh Foods
321A Sunshine Pickles
324 Ecolab Ltd
400 On Route Distribution Inc.
401 I-D Foods Corporation 
404 Federated Insurance
406 Daniel Le Chocolat Belge
407 JD Farms Specialty Turkey 
409 Krinos Foods
410 Etalex Inc.
414 Unitex Sales Ltd.
415 L.B. Maple Treat Inc.
417 Grocery Business Media Inc.
419 Western Spring And Wire Ltd.
421 Sara’s Ice Cream
422 International Herbs Ltd.
423 Sellers Publishing
500 Heatcraft Worldwide Refrigeration
501 IDEON Packaging LLP
505 McCain Foods (Canada)
506 Euro-Excellence
514 Parmalat Canada Inc.
515 PepsiCo Beverages Canada
518 Anita’s Organic Grain & Flour Mill
519 Golden Valley Foods Ltd.
520 Best Gourmet Coffee Wholesales Ltd.
521 Phillips Soda Works
521 Lekker Foods
522 Miwe Canada Inc
523 OK Frozen Dough
601 Solo Cup Canada 
605 CCD International Trading & Marketing Ltd.
609 Unilever Canada
615 Nestle Canada Inc.
618 CMR Home Entertainment
619 Uneek Brands 
620 Digi Canada Inc.
623 Cavendish Farms
700 Hussmann Canada Inc.
701 Organika Health Products Inc.
705 Amerlux Lighting Solutions
706 Trumps Food Interest Ltd.
709 Canadian Food & Grocery Industry Guide
711 The Grocery People Ltd.
715 Weston Foods (Canada) Inc.
718 A. Lassonde Inc.
720 Alfa 1/L’Oliveraie Quality Whole Foods Inc.
722 GLH Vending 
723 Inform Food Brokerage Inc.
800 Procter & Gamble 
801 Howell Data Systems
804 Tree of Life
805 Diva International Inc.
807 Tree of Life
809 Macdonalds Consolidated
815 Kruger Products L.P. 

Booth Number Location Name
819 DC Payments Inc.
821 Dan-D Foods Ltd.
901 Coca-Cola Refreshments Canada
904 Bagcraft Papercon
905 Brencar
907 Maple Leaf Foods Inc.
908 Saputo Dairy Products Canada G. P.
914 Sun-Rype Products Ltd.
915 Kraft Canada Inc.
918 Western Grocer Magazine (Mercury Publications)
920 Canda Six Fortune Enterprise Co. Ltd.
921 SodaStream Canada 
1001 Loblaw Companies Ltd.
1004 Moccia & Urbani 
1005 Old Dutch Foods Ltd.
1009 Jack Links Company Canada 
1015 Mondelez Canada Inc.
1021 AWP/Advance Wire Products Ltd.
1023 Universal Impex Corporation
1100 Arneg Canada Inc.
1101 Advantage Sales and Marketing Canada
1105 Systemes L.M.P. Inc.
1106 FMS Solutions Inc.
1108 Campbell Company of Canada 
1109 Associated Grocers/ Buy-Low Foods
1115 General Mills Canada, Corp.
1119 GMCR Canada
1120 Canada First Brands (Willard Group Inc.)
1122 Glenwood Label And Box Mfg. Ltd.
1201 EcoDurable Products by Colnuck
1203 Atlantic Stainless Fabricators Ltd.
1204 Burnbrae Farms Ltd.
1205 A. Bosa & Co. Ltd. (Bosa Foods)
1206 Woolwich Dairy Inc.
1215 Agropur Cooperative
1218 Idea Worldwide Foods
1220 Ishida Canada Inc.
1221 Rockwell’s Whole Foods
1223 Gia Foods Ltd.
1300 Acosta Sales & Marketing
1315 Dairy Farmers of Canada
1320 Chapman’s Ice Cream
1401 Edoko Food Importers Ltd.
1406 WorkSafeBC
1409 Fazio Foods International Ltd
1423 RCG Inc Rochester Consulting Group
1704B Nature’s Choice
1712 Gramma Dee’s Gourmet Snacks
1714 PECO Pallet Inc.
1716 Varavoot Industry Ltd., Part.
1718 Double D Beverage Co.
1720 CashTech Currency Products Inc. 
1730 ItalPasta Limited
1732 Bee Maid Honey Limited
1736 Frobisher International Enterprise Ltd
1744 Everest Enterprises International LTD
1748 GBS Food Service Equipment Inc.
1754 Canadian Organic Spice & Herb Co. Inc.
1756 European Food Group Inc.
1758 Park’s Bread ‘N’ Buns Factory Ltd.
1760 Thank You Products TM 
1762 Jesse Tree Importing 
1764 Cheeky Umbrella
1766 Lakeview Farms 
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Daniel Le Chocolat Belge 406
88 E. 7th Avenue East
Vancouver, BC    V5T 1M2
P: 604.879.7782
www.danielechocolates.com

DC Payments Inc. 819
Bay 6, 1420 - 28th Street, N.E.
Calgary, AB    T2A 7W6
P: 1.88.414.3730
sales@directcash.net
www.directcash.net
DC Payments Inc. is a leading provider of
ATMs, debit terminals, prepaid phone cards
and prepaid cash cards in Canada.

Digi Canada Inc. 620
87 Moyal Court, 
Concord, ON  M3C 1E4
P: 905.879.0833 
F: 905.879.4008
nicolae.berbec@digicanada.ca
www.digicanada.ca

Distribution Canada Inc. (dci) 307
3425 Harvester Road, Suite 102
Burlington, ON  L7N 3N1
P: 905.681.3933
F: 905.681.0314
sharon@distributioncanada.ca
www.distributioncanada.ca
dci is a national organization of indepen-
dent grocers that fosters collaboraborative
selling relationships between its sharehold-
ers, manufacturers and key stakeholders in
the Canadian grocery industry.

Diva International Inc. 805
1221 Webber St. E.#25809
Kitchener, ON   N2A 4A5
P: 519.896.9103
F: 519.220.5911
remy@divacup.com
www.divacup.com
Since 2003, Diva International Inc, has been
working closely with industry, trade and dis-
tributor partners to provide women with a
better period care experience.  

Double D Beverage Co. 1718
201  - 19138 26th Ave
Surrey, BC    V3S 3V7
P: 604.536.4046
adrayson@ddbevco.com
www.beaverbuzz.com

EcoDurable Products 
by Colnuck 1201
2910 Ellwood Drive SW, 
Edmonton, AB  T6X 0A9
P: 866.594,2247
F: 780.481.5099
info@colnuck.com
www.colnuck.com
Custom-made reusable bags and other envi-
ronmentally friendly products. Design Services. 

Ecolab Canada 324
5105 Tomken Rd
Mississauga, ON    L4W.2X5
P: 403.863.4566
mike.fotie@ecolab.ca

Edoko Food Importers 1401
1335 Kebet Way
Port Coquitlam, BC   V3C 6G1
P: 604.944.7332
F: 604.944.8557
www.edokofood.ca
For over 5 years, Edoko Food Importers has
served major chain stores and independent
retailers in Western Canada with European,
ethnic and traditional delicacies.

Etalex Inc. 410
8501 Jarry East
Montreal, QC    H1J 1H7
P: 514.351.2000
acharbonneau@etalex.net
www.etalex.net
Founded in 1966, Etalex is the Canadian
leader and manufacturer of metal fixtures
and shelving, wood furnishings, and heavy-
duty racking systems.

Euro-Excellence 506
305 Av. Liberte, 
Candiac, QC  J5R 6Z7
P: 450.632.9440  F: 450.632.4645
info@euro-excellence.ca
www.euro-excellence.ca
Euro-Excellence is one of the leading
importers and distributors of gourmet prod-
ucts in Canada, with nearly 50 suppliers
from all around the world.

European Food Group Inc. 1756
1118 Richards St.
Vancouver, BC   V6B 3E6
P: 778.926.5002
info@ef-group.net
www.ef-group.net
The EFG is the exclusive agent of food pro-
ducers from Germany in North America.
Candies, Marshmallows, Chocolates, Wafers,
Baked Goods and Edible Modeling Dough.

Everest Enterprises 
International Ltd. 1744
1047 26 St. NE
Calgary, AB  T2A 6K8
P: 403.777.1886
sales@everestenterprises.ca
www.everestenterprises.ca
Everest Enterprises International Ltd. Is a
Western Canadian distributor for single
serve cups for Keurig, Cuisinart, Café Bre-
ville and Real Cup brewers.

Fazio Foods 
International Ltd. 1409
1050 Glen Drive
Vancouver, BC   V6A 3M6
P: 604.253.2668
F: 604.253.5535
fjlau@faziofoods.com
www.faziofoods.com

Federated Insurance 404
3100 Bl. Le Carrefour, #660
Laval, PQ  H7T 2K7
P: 800.361.0790 X204
F: 450.687.6663
mauro.ditullio@federated.ca
www.federated.ca

FMS Solutions 1106
5331 SW Macadam Avenue, 
Suite 339
Portland, OR  97239
P: 503-201-9892
F: 503-388-3198
robint@fmssolutions.com
www.fmssolutions.com
For 40 years, FMS Solutions helps inde-
pendent retail grocers succeed by trans-
forming historic accounting and financial
activities into timely, accurate decision
support tools. FMS proudly serves over
2,500 customers across North America
and the Caribbean.

Frobisher International 
Enterprise Ltd. 1736
1380 Cliveden Avenue, 
Delta, BC  V3M 6K2
P: 604.525.3333
F: 604.525.1111
mark.hendrickson@oceanmama.ca
www.oceanmama.ca

GBS Foodservice 
Equipment Inc. 1748
951 Matheson Blvd East, 
Mississauga, ON  L4W 2R7
P: 905.897.2333  F: 905.897.2334
pdouglas@gbscooks.com
www.gbscooks.com
GBS offers a full line of combi-ovens, blast
chiller/freezers, heated and refrigerated
display cases, fryers, gas or electric rotis-
series, on-site training and Canada wide
service/support.

General Mills Canada 1115
#100, 6060-90 Ave SE, 
Calgary, AB  T2C 5B7
P: 403-203-5958
www.generalmills.ca

Get Sauced & Spiced Inc. 1323
9620 – 58 Ave.
Edmonton, AB    T6E 6C1
P: 780.462.2418  
F: 780.466.3135
sales@getsauced.com
www.getsauced.com
Edmonton based manufacturer of gluten
free: sauces, glazes, spices & dry yogurt dip
mixes. GSI, HACCP/allergen control systems
protocol in place. Private label available.

Gia Foods Ltd. 1223
Suite 120 - 13471 Vulcan Way
Richmond, BC    V6V 1K4
P: 604.505.7424  F: 604.278.7423
fharris@giafoods.com

Everything about this case is built for your fast-paced store.

• Flexible merchandising options for medium and low temperature products

• Plug & Play feature allows for quick, easy relocation to high-tra�c areas

• Grab-and-go convenience for your customers

MOBILE. FLEXIBLE. FAST.

The company behind the brands you trust.

Learn more about our 
Mobile Merchandiser 

Display Cases.

Visit Heatcraftrpd.com/FAST to learn more.

Visit Heatcraft Booth #500 at Grocery Store West
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Glenwood Label & 
Box MFG. Ltd. 1122
117 - 15 Braid St.
New Westminster, BC    V3L 5N7
P: 604.522.6001
F: 604.522.8980
ralphschetz@glenwoodlabel.com
www.glenwoodlabel.com
Glenwood Label: Quality, Service, Price. As
your label supermarket, we have supplied
the grocery industry since 1969 for all of
your labelling needs. 

GLH Vending 722
PO Box 2391 
Kelowna, BC  V1X 6A5
P: 250.870.3643
info@glhvending.com
www.glhvending.com
Entertain your clients and generate no-cost
revenue by utilizing your unused space to
earn income. We provide and install and
service all vending equipment. 

GMCR Canada Holding Inc.     1119
3700 Jean Rivard
Montreal, QC    H1Z 4K3
P: 514.593.7711  F: 514.593.8755
www.gmcrcanada.ca
Hot and cold beverages with the innovative
brewing technology.

Golden Valley Foods 519
3841 Vanderpol Ct.
Abbotsford, BC    V2T 2W5
P: 604.857.0704  F: 607.607.5504
www.goldenvalley.com

Gramma Dee’s 1712
104-19721 64th Ave.
Langley, BC    V2Y 1L1
P: 604.807.9388
info@grammadees.com
www.grammadees.com 
Gramma Dee’s naturally gluten free snacks,
ready to bake, locally made. Cheese bread avail-
able in traditional jalapeno and garlic flavours.

Grocerease 301
130 Spadina Ave. Suite 305
Toronto, ON    M5V 2L4
P: 1.866.966.8446
jeff@grocerease.ca
www.grocerease.ca
Innovative patent-pending solution for
stores to allow their customers to shop
online and have employees do in-store ful-
fillment.  Enables differentiation based on
customer loyalty and convenience, while
maximizing operational efficiency.

Grocery Business 
Media Inc. 417
460 Queens Quay West, Suite 702E
Toronto, ON  M5V 2Y4
P: 416.817.5278
danbordun@grocerybusiness.ca
www.grocerybusiness.ca
Canada’s Premier National Grocery Publi-
cation - a better reach, a better read, a
better value. 
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Heatcraft Worldwide 
Refrigeration 500
2175 West Park Place Blvd. 
Stone Mountain, GA  30087
P: 770.465.5600
F: 770.465.5990
www.heatcraftrpd.com
Kysor/Warren is a leading brand of refriger-
ated display cases and refrigeration systems
for supermarkets throughout North America
from Heatcraft Worldwide Refrigeration.

Howell Data Systems 801
170-1 Memorial Avenue, Suite 202
Orillia, ON  L3V 7M9
P: 800,410.6871
sales@howelldatasystems.com

Hussmann Canada Inc. 700
5 Cherry Blossom Road, Bldg 1, Unit 3, 
Cambridge, ON  N3H 4R7
P: 519.653.9980
F: 519.653.4511
rob.arabski@hussmann.com
www.hussmann.com
Hussmann enables excellence in food retail-
ing with merchandising and display equip-
ment, refrigeration systems,service, mainte-
nance, energy solutions, food quality exper-
tise and store planning services.

I-D Foods Corporation 401
1800 Autoroute Laval, 
Laval, PQ  H7S 2E7
P: 1.800.361.9157
F: 45.682.4797
infor@idfoods.com
www.idfoods.com
Largest Canadian full-service distributor &
importer of specialty food products, servic-
ing retailers in all channels. Brands include
Maille, Stash, Deverde, Bahlsen, Wasa, Blue
Dragon, Maggi, CattleBoyz. 

Idea Worldwide Foods 1218
#103 - 11568 Eburne Way
Richmond, BC   V6V 0A7
info@ideaworldwide.ca
ideaworldwide.ca
Idea Worldwide Foods brings you high quali-
ty foods, beverages and natural foods. Visit
us to explore SEVA 100% pure Maple Water,
Frozen Coconut - Ice Cream for Everyone,
and BC 100% pure Coconut Water.

Ideon Packaging 501
11251 Dyke Road
Richmond, BC  V7A 0A1
P: 604.524.0524
F: 604.524.0523
info@ideonpackaging.com
www.ideonpackaging.com
Custom designed full colour P.O.P./ P.O.S mer-
chandisers, floor displays and retail packaging
along with corrugated boxes and folding car-
tons. Visit our booth and experience colour. 

A: is experiencing double digit growth* in the Fem Hy category?

B: is increasing category pro�tability & basket size ?

C: is ranked in the top 50 skus by $SPPD* ?

D: does all of the above!!!

AA: is experiencing double digit growth* in the Fem Hy category?A: is experiencing double digit growth* in the Fem Hy category?

BB: is increasing category pro�tability & basket size ?

Is she thinking, The DivaCup...

For inquiries : sales@divacup.com or 1.866.444.3482
*Source: Nielsen: L52 w/e Sept. 21st, 2013 West GB+Drug+MM

: is ranked in the top 50 skus by $SPPD* ?

does all of the above!!!

*Source: Nielsen: L52 w/e Sept. 21st, 2013 West GB+Drug+MM*Source: Nielsen: L52 w/e Sept. 21st, 2013 West GB+Drug+MM

For inquiries : sales@divacup.com or 1.866.444.3482
*Source: Nielsen: L52 w/e Sept. 21st, 2013 West GB+Drug+MM

: is ranked in the top 50 skus by $SPPD* ?

For inquiries : sales@divacup.com or 1.866.444.3482For inquiries : sales@divacup.com or 1.866.444.3482

: is ranked in the top 50 skus by $SPPD* ?

Learn more about menstrual cups at
divacup.com
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Inform Food Brokerage 723
2286 Holdom Avenue, 
Burnaby, BC  V5B 4Y5
P: 604.315.1412
F: 604.324.215
ecanvel@informbrokerage.com
www.informbrokerage.com
Fentimans. Wise Bites. Fontaine Sante.
Peanut Butter & Co. Viau Foods. Ital Pasta.
Tai Foong USA. Woolwich. Sukhi’s. 

International Herbs 
(B.C.) Ltd. 422
4151 184th Street
Surrey, BC    V3S 0L5
P: 604.576.2345
F: 604.574.3689
david@internationalherbs.net
www.internationalherbs.ne
Aloe Gloe-First North American produced
organic Aloe Beverage. Non-GMO. Gluten
Free. 18 calories. Chris Family - 100% fresh
Pressed within 24 hours. Organic Juices.

Ishida Canada Inc. 1220
12692 82nd Avenue, 
Surrey, BC  V3W 3G1
P: 778.578.2928
F: 778.578.2927
sales@ishidacanada.ca
www.ishidacanada.com
It is Ishida’s primary goal to make life more
convenient and profitable for our cus-
tomers, through our weighing technology
and our “Customer First” policy.

Italpasta Limited 1730
116 Nuggett Court
Brampton, ON L6T 5A9
905.792.9928
905.792.2381
Italpasta.com
Established in 1989, Italpasta creates premi-
um pasta using only 100% #1 Canadian
durum semolina and offers imported prod-
ucts that help create authentic Italian
inspired meals. 

Jack Links Canada 
Company 1009
2430 Meadowpine Blvd., 
Suite 109
Mississauga, ON  L5N 6S2
P: 905.542.2185
F: 905.542.7454
canada@jacklinks.com
www.jacklinks.com
Canadian, North American and Global
leader in manufacturing and marketing of
shelf stable meat snacks including Jerky,
Nuggets, Sticks and Pepperoni.

JD Farms Specialty Turkey 407
24726 52 Avenue, 
Langley, BC  V2Z 1E2
P: 60.-856.2431  F: 604.856.2437
turkey@jdfarms.ca
www.jdfarms.ca
Turkeys raised under the JD Farms 
specialty turkey certification are fed a
natural diet of grain, vitamins and 
minerals, without any antibiotics or 
animal by-products.

Jesse Tree Fine Foods 1762
31 Parr Blvd
Bolton, ON   L7E 4E3
P: 905.951.2124 or 1-855.645.2124
F: 905.951.1868
pete@jessestreefinefoods.com
www.jessetreefinefoods.com 
Discover the Beauty in Food. Importers and
Creators of Healthy and Artisanal Food
Products.

Kostklip 309
119-1611 Broadway St.
Port Coquitlam, BC    V3C 2M7
P: 604.468.1117  F: 604.468.1132
www.kostklip.com
Kostklip is a supplier of shelf edge ticket
moulding, printed plastic ShelfTalkers TM,
sign holders and merchandisers with the
ability to customize solutions for retailers.

Kraft Canada Inc.  915
95 Moatfield Drive, 
Toronto, ON  M3B 3L6
P: 416.441.5000
www.kraftcanada.com
Kraft Canada is a leader in the Canadian
food industry with a wide portfolio of brands
consumers know and trust. We are commit-
ted to collaborative partnerships with our
customers and retailers across the indusrty.
Please visit our booth to learn more.

Krinos Foods Canada Ltd. 409
198-12759 Vulcan Way, 
Richmond, BC  V6V 3C8
P: 604.247.0011  F: 604.247.0021
robertm@krinos.ca
www.krinos.ca
Foods imported from Greece. Real Greek
yogurt. Specialty baked goods. Olives, pep-
pers, confectionary. Greek specialty
cheeses. Best selecton of feta.

Kruger Products L.P. 815
1900 Minnesota Court, Suite 200
Mississauga, ON  L5N 5R5
P: 905.812.6900  F: 905.812.6910
steve.turner@krugerproducts.ca
www.krugerproducts.ca
Kruger Products is a leading Canadian man-
ufacturer and distributer of tissue and paper
towel products for consumer, in-home use
and commercial away-from-home use.

Lakeview Farms 1766
229 E 2nd Street
Delphos, OH   45833
P:1.800.755.9925
F: 419.695.9900
erniewilliams@sympatico.ca
www.lakeviewfarms.com
Lakeview Farms make Layered Dips, 
Ring Molds, Gelatin & Pudding cups. 
Branded/Private Label, all products bilin-
gual for the Canadian Marketplace 
- Retail & Bulk.

L.B. Maple Treat Corp. 415
5608 Goring Street, #8
Burnaby, BC  V5B 3A3
P: 604.731.4422
gloriad@Lbmapletreat.com
www.Lbmapletreat.com
Pure maple syrup, certified organic maple
syrup, maple cookies, candies, spreads, 
tea & coffee.

Loblaw Companies 
Limited 1001
400 Avenue Sainte-Croix, 
Montreal, PQ  H4N 3L4
P: 514.383.8800
sdoth@provigo.ca
National supplier to independent stores 
& affiliates. No Name & President’s Choice
products. 

Macdonalds Consolidated 809
1020 64th Ave NE
Calgary, AB   T2E 5V8
P: 403.730.3621
F: 403.730.3969 
Jim.garand@safeway.com
Macdonalds Consolidated is the wholesale
division of Canada Safeway, currently serving
over 1000 customers in Western Canada. We
offer over 18,000 SKU’s of quality product to
our independent customers under the Family
Foods retail banner.

Maple Leaf Foods 907
Regina, SK
www.mapleleaffoods.com
Maple Leaf Natural Selections and 
Schneider Country Naturals are great 
tasting products that consumers feel confi-
dent serving because they are crafted with
quality natural ingredients.

McCain Foods Canada 505
439 King St. West, 
Toronto, ON  M5V 1K4
www.mccain.ca
Visit the McCain team at booth #505 to find
out more about the latest innovative prod-
ucts in frozen food. McCain, It’s All Good!
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Old Dutch Foods Ltd. 1005
www.olddutchfoods.com
All natural. At Old Dutch Foods, 
quality lives here and sharing 
starts here.

On Route 
Distribution Inc. 400
1175 Corporate Dr., 
Unit 5
Burlington, ON    L7L 5V5
P: 905.592.2060
F: 905. 592.1130
kelly@onroutedistribution.on.com
www.onreoutedistribution.com

Organika Health 
Products 701
13480 Verdun Place, 
Richmond, BC  V6V 1V2
P: 604.277.3302
F: 604.277.3352
henry@organika.com
www.organika.com
Organika is a manufacturier and supplier
of over 550 NPN registered supplements,
and supplier of functional food products.
Proudly Canadian. Contact us for branded
or private label products.

Park’s Bread ‘N ‘Buns 
Factory Ltd. 1758
P: 604.777.2824
F: 604.777.2825
jasoninnobakery@gmail.com
www.innobakery.com

Parmalat Canada Inc 514
1939 Centre Avenue SE 
Calgary, AB  T2E 0A8
P: 403.221.8453
F: 403.221.9583
angela_cove@parmalat.ca
www.parmalat.ca
Parmalat Canada is a leading producer of
milk and dairy products. Our brands include
Beatrice, Lactantia, Astro, Black Diamond,
Balderson and Galbani.

Peco Pallet 1714
2 Bridge St., 
Suite 210
Irvington, NY    10533
P: 914.376.5444
F: 914.376.7376
sales@pecopallet.com
www.pecopallet.com
Peco Pallet is a North American leader in
pallet rental services with an outstanding
reputation for quality, service and sustain-
ability. For more information, visit
www.pecopallet.com 

Nestlé Canada Inc. 615
5970 Centre Street S.E., 
Suite 100
Calgary, AB  T2H 0C1
P: 403.319.2285
joan.engelhart@ca.nestle.com
www.nestle.ca
Nestlé Canada provides food and beverages
for every occasion and stage of life, helping
Canadians live healthier and happier lives.

Nimbus Water Systems Inc. 311
928 Wilson Avenue, 
Toronto, ON  M3K 1E4
P: 800.508.7125
steve@nimbuswatersystems.com
www.nimbuswatersystems.com
Full service water systems company. Best
range of equipment and options for both
vended and store-use water. Purchase, 
leasing, rental and revenue share available.

OK Frozen Dough 523
4145 Spallumcheen Place, 
Armstrong, BC   V0E 1B6
P: 250.546.0311
info@okfrozendough.com
www.okfrozendough.com
OK Frozen Dough is a Western Canadian
manufacturer of quality frozen bread and
bun dough.  “Knead to Bake” is our trade-
mark retail line of breads and rolls.
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Miwe Canada Inc 522
4195 Dundas St. W. Suite 320
Toronto, ON    M8X 1Y4
b.garisto@miwe.com
www.miwe.com

MOCCIA & URBANI 1004
2723B Murray St. 
Port Moody, BC    V3H 1X1
P: 778.355.9339  F: 778.312.0121
info@mocciaurbani.com
www.mocciaurbani.com

Mondelez Canada Inc.               1015
2660 Matheson Blvd. East, 
Mississauga, ON L4W 5M2
P: 289.374.4251  
F: 289.374.4482
bsekand@mdlz.com
www.mondelezinternational.com
At Mondelèz International we provide life’s
delicious moments of joy through the
world’s favourite brands - products that
make people smile! Learn about our exciting
product innovations, merchandising materi-
als & media advertising.

Nature’s Choice 1704B
PO Box 93
Maple Ridge, BC    VZX 7E9
P: 604.465.2100  F: 604.465.4372
herb@natureschoice.ca
www.natureschoce.ca
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Saputo Dairy Products 
Canada GP 908
6800 Lougheed Hwy, 
Burnaby, BC  V5A 1W2
P: 604.420.6611
F: 604.444.7303
www.saputo.com
Manufacturer & distributor of a vast
range of fluid & cultured dairy 
products, cheeses and beverages. 
We market under well known brands 
such as Dairyland, Milk2Go, 
Armstrong & Alexis de Portneuf.

Sara’s Ice Cream 421
8262 Manitoba St.
Vancouver, BC    V5X 3A2
P: 604.519.6847

Sellers Publishing 423
161 John Roberts Road
South Portland, Maine    04106
P: 800.625.3386
F: 207.772.6814
ashapiro@rsvp.com
www.rsvp.com
RSVP band greeting cards, licensed 
calendars & book programs. We provide
vendor-managed, highly productive 
programs at high margins - starting as 
small as 2 1/2 square feet.  

Sodastream 921
5450 Explorer Drive, 
Suite 202
Mississauga, ON    L4W 5N1
L4W 5N1
1.877.436.5866
1.877.561.7598
diana@sodastream.ca
www.sodastream.ca
SodaStream is empowering consumers 
to create and enjoy great tasting, 
better-for-you beverages, personalized 
to suit each consumers individual taste
preference, and delivered in an 
environmentally sensitive and 
sustainable fashion.

Solo Cup Canada Inc 601
2121 Markham Road, 
Toronto, ON  M1B 2W3
P: 416.293.2877
F: 416.332.3489
Hector.Hofilena@solocup.com
www.solocanada.com
Solo Cup is the leading supplier of
single-use tableware in Canada, offering
a complete range of plates, bowls, 
cups and cutlery.
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PepsiCo Canada 515
5550 Explorer Drive, 8th Floor
Mississauga, ON  L4W 0C3
P: 289.374.5000
www.pepsico.ca
PepsiCo Canada is home to some of the
world’s most recognized and respected
brands. PepsiCo will feature occasion-based
merchandising solutions and new product
innovation.

Phillips Soda Works 521
210 Government St.
Victoria, BC  V8T 4P1
P: 250.380.1912
F: 250.380.1913
simon@phillipsbeer.com
www.phillipssoda.com
We are a craft soda manufacturer commit-
ted to using natural ingredients, which
means no syrups, artificial flavours or
colours. It’s a difference you can taste.

Procter & Gamble 800
4711 Yonge Street, 
Toronto, ON  M2N 6K8
P: 416.730.4317
www.pg.com
P & G has upgraded all value added variants
to driver Laundry category trade-up and
growth by a One Wash Wow! More Retailer
Value, new Tide and Gain Flings.

RCG Inc. Rochester 
Consulting Group 1423
861 Quarry, Rochester Hills, MI 48306
www.rochesterconsultinggroup.com

Retail Learning Institute 
or CFIG Online 305
8745 West Higgins Road, Suite 350
Chicago, IL    60631
P: 773.695.2638  F: 773.693.9178
pgoelzer@igainc.com
www.retaillearning.org 

River Ranch Fresh Foods 315
1156 Abbott Street, 
Salinas, CT  93901
P: 831.770.6290
F: 831.784.4002
www.riverranchfreshfoods.com
River Ranch Fresh Foods markets high
quality field fresh commodity vegetables,
offering full service consolidation, 
supplying North America and Canada retail,
foodservice and club stores.

Rockwell’s Whole Foods 1221
P.O. Box 32026 Erindale
Saskatoon, SK    S7S 1M7
P: 306.220.2055
info@rockwellswholefoods.com
www.rockwellswholefoods.com
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Sun-Rype Products Ltd. 914
1165 Ethel Street, 
Kelowna, BC  V1Y 2W4
P: 250.470.6442
F: 250-762-3611
rduchscher@sunrype.com
www.sunrype.com
Sunrype is a Canadian juice & fruit snack com-
pany located in BC’s Okanagan Valley. We’ve
been providing families with a wide range of
quality fruit based products since 1946.

Sunshine Pickles 321A
30043 Jane Road, 
Thamesville, ON  N0P 2K0
P: 519.692.4416  F: 519.692.5590
info@picklesplease.ca
www.picklesplease.ca
We produce a variety of Natural and Certified
Organic pickled vegetables. All products
are grown and processed in Canada. Private
Label and Copacking available. 

Systemes LMP Inc 1105
785 Rue Salaberry, 
Laval, PQ  H7S 1H5
P: 450-629-9864
F: 450-629-8348
jgingras@Lesageinc.ca
www.lmpinc.ca
LMP the leader in CO2 and ice slurry
refrigeration. Let LMP help guide you 
in your choice for an environmentally
friendly solution.

Thank You Products TM 1760
555 Goodwin Rd.
Cambell River, BC  V9H 1T6
P: 250.850.9972
info@thankyouproducts.ca
www.thankyouproducts.ca
Thank You Products “A Business With 
Purpose”. Supporting children’s charities.
Natural Canadian Mountain Spring Water
with Stevua, organic teas & coffee   

The Grocery People Ltd. (TGP) 711
14505 Yellowhead Trail, 
Edmonton, AB  T5L 3C4
P: 1.800.941.9401
corporateadmin@tgp.ca
www.tgp.ca
Full service food distributor and wholesaler
committed to expanding our strong, 
independent base in Western Canada and
the Territories, ensuring prosperity of 
independent retailers in their community.

Tree of Life, a KeHe 
Company 804 & 807
19488 Telegraph Trail 
Surrey, BC  V4N 4H1
P: 604-881-7100
www.treeoflife.com
As the nation’s leading distributor of natural,
organic, specialty and Gourmet food 
producers, Tree of Life Canada continues to
help Canada Eat Well and Live Well.
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Trumps Food Interests Ltd. 706
646 Powell Street, 
Vancouver, BC  V6A 1H4
P: 604.732.8473
info@trumpsfood.com
www.trumpsfood.com
Trumps food is showcasing a new line of
gluten-free products as well as all-time
favourites: cookies, loaves, individual
desserts and the Slims Dessert cracker col-
lection.

Uneek Brands 619
541-19th Ave NW
Calgary, AB    T2M 0Y7
P: 403.612.0762
F: 403.270.9716
dino@uneekbrands.com
www.uneekbrands.com
Uneek Brands is launching a new line of
Italian Espresso capsules for home use. North
American launch exclusive to GSW 2014.

Unilever Canada 609
160 Bloor Street East, Suite 1400 
Toronto, ON    M4N 3R2
P: 1.800.387.0691
www.unilever.ca
Unilever’s mission is to add vitality to life.
We meet everyday needs for nutrition,
hygiene and personal care with brands that
help people feel good, look good, and get
more out of life.

Unitex Sales Ltd. 414
30720 Simpson Rd., Unit 102
Abbotsford, BC  V2T 6C7
P: 604.855.1850
unitex@unitexsales.com
www.unitexsales.com
Unitex is proud to supply our customers
with corporate apparel, embroidery,
screen printing, uniforms, and promotion-
al merchandise. It’s our job to make you
look good!

Universal Impex Corporation 1023
780 Fenmar Drive
Toronto, ON M9L 2T9
P: 416.743.7778
info@universalimpexcorp.com
www.universalimpexcorp.com
Distributor/Manufacturer of Gourmet
Caribbean & South Asian Food, Established
since 1992. We carry a variety of season-
ings, sauces, marinades, sugars and special-
ty oils. Located in Toronto.  

Varavoot Industry Ltd. Part. 1716
294 Moo 7 Salchaorongthong
Wisechaichan  
Angthong, Thailand 14110
P: +6635.631.305  F: +6635.627.124
varavoot@windowslive.com
sales@varavoot.com
Rice flour and glutinous rice flour in 20, 25
kg bag and small pack for grocery. Also
supply tabioca starch and sago.
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Western Grocer Magazine 
(Mercury Publications) 918
1740 Wellington Ave. 
Winnipeg, MB  R3H 0E8
P: 800.337.6372
F: 204.954.2057
rbradley@mercurypublications.ca
or mbayluk@mercurypublications.ca
www.westerngrocer.com
or www.mercury.mb.ca
Publishers of the Official Showguide for
Grocery Showcase West! Western Grocer
Magazine has been servicing the grocery
trade for over 98 years!

Western Spring & Wire 419
55 Keith Road
Winnipeg, MB    R3C 0H7
P: 204.694.7128
F: 204.694.7129
www.wsw.ca

Weston Foods Canada Inc. 715
400-5920 Macleod Trail SW, 
Calgary, AB  T2H 0K2
P: 403.259.1500
F: 403.259.1538
www.westonfoodscanada.ca
Weston’s introduces ALL BUT GLUTEN.
Great taste. Better nutrition. No gluten.
Ready Bake provides solutions for all your
in-store bakery needs.

Woolwich Dairy 1206
425 Richardson Rd.
Orangeville, ON  L9W 424
P: 604.939.7622
F: 604.939.3699
angela@woolwichnova.com
www,woolwichdairy.com
Canada’s leading goat cheese manufacturer.
Brands include: Chevrai, goat, brie, cheddar,
mozzarella, feta, Elites, Wholesome Goat ice
cream, spreadable cheese and salad dressings. 

WorkSafeBC 1406
PO Box 5350 Stn. Terminal, 
Vancouver, BC  V6B 5L5
P: 604.214,5465
smallbiz@worksafebc.com
www.WorkSafeBC.com
WorkSafeBC is committed to a safe and
healthy workplace and to providing return-
to-work rehabilitation and legislated com-
pensation benefits to workers injured as a
result of their employment.
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oceanbrands.com

Not only are all six � avours of Ocean’s tuna healthy 
and delicious but they are also sustainably sourced. 

The tough part now will be picking just one.

Monday

Thursday

Sunday

Friday Saturday

Tuesday Wednesday

7 REASONS TO TRY 
OCEAN’S TUNA
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Accounting/Financial Services 
FMS Solutions

Advertising/Media/Marketing 
Programs
Canadian Food & Grocery Guide
Canadian Grocer Magazine
Grocery Business Media Inc.

Bags
Eco Durable Products by Colnuck

Baked Goods: Fresh/ Frozen/ 
Refrigerated
European Food Group Inc.
Krinos Foods Canada Ltd. 
Maple Leaf Foods
OK Frozen Dough
Trumps Food Interest Ltd.
Weston Foods (Canada) Inc.

Beauty & Personal Care
Acosta Sales and Marketing
Diva International Inc.
Unilever Canada

Beverages
Advantage Sales and Marketing
A Lassonde Inc 
Idea Worldwide Foods
Inform Food Brokerage Inc.
International Herbs (B.C.) Ltd.
Kraft Canada Inc.
Nestlé Canada Inc.
Nimbus Water Systems Inc.
PepsiCo Canada
Phillips Soda Works
Saputo Dairy Products Canada
Sodastream
Uneek Brands 

Books & Calendars
Sellers Publishing

Cards
DirectCash Payments Inc.
Sellers Publishing 

Cleaners and Supplies
Advantage Sales & Marketing

Coffee & Tea
GMCR Canada Holding Inc.
Kraft Canada
Thank You Products, TM

Confectionery
CCd International Trading & Marketing Ltd.
Euro-Excellence
European Food Group Inc.
GLH Vending
Mondeléz
Nestlé Canada Inc.

Consulting Services
Grocery Business Media Inc.

Dairy & Eggs
Agropur
Burnbrae Farms Ltd.
Chapman’s Ice Cream 
Golden Valley Foods
Kraft Canada
Krinos Foods Canada Ltd.
Parmalat Canada Inc.
Saputo Dairy Products Canada 
Woolwich Dairy

Display Cases
Arneg Canada Inc.
GBS Foodservice Equipment Inc.
Heatcraft Worldwide Refrigeration 
Hussmann Canada Inc.

Financial Services
DirectCash Payments Inc. 

Fixtures: Stores
Arneg Canada Inc.
Brencar
Etalex Inc.

Food Preperation Equipment
GBS Food Service Equipment

Food Quality
Hussmann Canada Inc.

Food Service Equipment
Heatcraft Worldwide Refrigeration
Ishida Canada Inc.
Nimbus Water Vending Services Inc.

Foods: Canned
Eruo-Excellence

Foods: Deli
Bosa Foods 
Burnbrae Farms Ltd.
Jesse Tree Fine Foods
Lakeview Farms
Saputo Dairy Products Canada
Woolwich Dairy

Foods: Dry
Bosa Foods
Dan-D Foods Ltd. 
General Mills Canada
I-D Foods
Italpasta Limited
Mondeléz
Old Dutch Foods Ltd
Unilever Canada
Varavoot Industry Ltd. Part.

Foods: Ethnic
Alfa1 - L’Oliveraie Quality Whole Foods
Canda Six Fortune
I-D Foods 
Krinos Foods Canada Ltd.
Tree of Life Canada
Uneek Brands
Universal Impex Corporation

Foods: Frozen
Acosta Sales and Marketing
Canada First Brands
Canda Six Fortune
Cavendish Farms
Chapman’s Ice Cream
General Mills Canada
Gramma Dee’s
Idea Worldwide Foods
JD Farms Specialty Turkey
McCain Foods Canada
MOCCIA & URBANI
Nestlé Canada Inc.
OK Frozen Dough.

Foods: Kosher
Chapman’s Ice Cream
Dan-D Foods Ltd.
LB Maple Treat Corp.

Foods: Natural/ Organic
Alfa1 - L’Oliveraie Quality Whole Foods
Canadian Organic Spice & Herb Co. Inc.
CCD International Trading & Marketing Ltd.
Organika Health Products 
Inform Food Brokerage Inc.
International Herbs (B.C.) Ltd. 
LB Maple Treat Corp.
Oganica Health Products
Sunshine Pickles
Tree of Life Canada
Woolwich Dairy

Foods: Prepared
Campbell Company of Canada
Cavendish Farms
MOCCIA & URBANI

Foods: Snack
Canda Six Fortune
Campbell Company of Canada
Cavendish Farms
Dan-D Foods Ltd.
Gramma Dee’s
Jack Links Canada Company
Lakeview Farms
Old Dutch Foods Ltd.
PepsiCo Canada
Sun Rype Products Ltd.
Trumps Food Interest Ltd.

Foods: Specialty
A. Lassonde Inc. 
Bosa Foods
Campbell Company of Canada
Edoko Food Importers
Euro-Excellence
Gramma Dee’s
I-D Foods
Inform Food Brokerage
Italpasta Limited
Jesse Tree Fine Foods 
JD Farms Specialty Turkey
Sunshine Pickles
Tree of Life Canada
Universal Impex Corporation

Foods: Spreads
Bee Maid Honey Limited
LB Maple Treat Corp.
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Government Services
WorkSafeBC

Herbal Teas
Alfa1 - L’Oliveraie Quality Whole Foods

Home Appliances
GMCR Canada

Household Products, Cleaners 
and Supplies
Acosta Sales & Marketing
Advantage Sales & Marketing
Proctor & Gamble 
Unilever Canada

Housewares
Sodastream
Solo Cup Canada Inc.

Juices
A Lassonde Inc 
Sun Rype Products Ltd.
International Herbs (B.C.) Ltd.

Labeling & Pricing 
Equipment
Glenwood Label
Kost Klip Manufacturing Ltd.

Meats:
Maple Leaf Foods

Meat: Beef
Jack Links Canada Company

Meat:Poultry
JD Farms Specialty Turkey

Meat Other
Jack Links Canada Company

Meat: Pork
Canada First Brands

Meat Processing
Canada First Brands

Natural Products
Bee Maid Honey Limited)
Idea Worldwide Foods

A. Lassonde Inc ................................................4

Amerlux ...............................................................6

Arneg Canada Inc ..........................................21

Bee Maid Honey Ltd.................................... 27

Bosa Foods .................................................OBC

CCD Trading .....................................................37

Chapman’s Ice Cream ..................................16

Coca-Cola Bottling Co Ltd ........................12

Colnuck Ltd. ....................................................20

Dairy Farmers of Canada ..........................35

DirectCash ATM Mgmt Partnership ....IBC

Diva International Inc.................................. 26

Etalex ..................................................................32

FMS Solutions ................................................38

Frobisher International Enterprise Ltd ....34

GBS Foodservice Equipment Inc ........... 18

General Mills Cda. ..........................................31

Heatcraft Worldwide Refrigeration ......25

Howell Data Systems ..................................40

Idea Worldwide Foods ...............................36

Kostklip .............................................................30

Kruger Products ............................................29

Ocean Brands .................................................39

Rockwell’s Whole Foods ........................... 32

Systems LMP ...................................................33

Tree of Life .....................................................IFC
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Maple Leaf Foods
Old Dutch Foods
Organika Health Products Inc..
Sun Rype Products Ltd.
Thank You Products, TM 

Novelties
GLH Vending

Packaging
Bagcraft Papercon
Glenwood Label
Ideon Packaging
Ishida Canada Inc.
Solo Cup Canada Inc.

Pallet Solutions
Peco Pallet

Paper Products, Towels, Linens
Kruger Products L.P.
Solo Cup Canada Inc.

Personal Care
Acosta Sales & Marketing

Pet Foods & Supplies
Advantage Sales and Marketing

Point of Sale Systems 
& Equipment
DirectCash Payments Inc.
Etalex Inc.

Private Label
A Lassonde Inc
Burnbrae Farms Ltd. 
CCD International Trading & Marketing Ltd.
Bagcraft Papercon
Burnbrae Farms Ltd.
European Food Group Inc.
Italpasta Limited
Lakeview Farms
MOCCAI & URBANI
Sunshine Pickles

Produce
River Ranch Fresh Foods

Promotional
Unitex Sales Ltd.

Refrigeration, HVAC and Freezers
Arneg Canada Inc. 
GBS Foodservice Equipment
Heatcraft Worldwide Refrigeration
Hussmann Canada Inc. 

Signage & Graphics
Glenwood Label
Kost Klip Manufacturing, Ltd.

Selling Group
Distribution Canada Inc. (dci)

Signage & Graphics
Ideon Packaging

Spices & Flavourings
Canadian Organic Spice & Herb Co. Inc.
Universal Impex Corporation

Trade Publications
Canadian Grocer Magazine
Grocery Business Media 
Western Grocer Magazine

Transportation
Peco Pallet

Uniforms
Unitex Sales Ltd. 

Umbrellas 
Cheeky Umbrella

Vitamins and Supplements
Organika Health Products 

Vending
GLH Vending

Water
Nimbus Water Vending Services Inc.
Sodastream
Thank You Products, TM

Warehousing
Peco Pallet

Wholesaler
Associated Grocers / Buy-Low Foods
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In this article I will describe the basics 
of developing a marketing plan for meat
departments in relation to the four main
marketing elements — price, promotion, 
product and placement. A marketing plan 
is the blueprint or plan of action that is
consistent with market research and provides
the basis for responsible decision making
that is not just based on “gut” feelings.  

Pricing
The market research questions posed concerning pric-

ing (Do you feel the prices are too high; Do you buy
meat products elsewhere because you find them cheaper
there?), will give the manager the ability to pinpoint the
right prices for all his products. Getting more detailed,
the manager must also determine: holiday pricing; bulk
purchase discounts; repeat customer promotions, short
term promotional pricing; loss leader pricing on certain

goods; the idea of high
markups on certain high
end goods just to promote
a high quality image of the
department (not really for
actual profit); liquidation
pricing to move older
stock. Managers of new
meat departments may
decide to offer a “Just
Opened” advertised special
in flyers just to get the
customers in for the first
time.  To note, in general,

a price discount or special is only as good as its adver-
tising. The word needs to get out.

Promotion
As mentioned, the manager must make sure that his

price promotions are advertised effectively. In short,
the manager must make sure that the cost of the adver-
tising program is less than the additional profits that it
brings in.  Some managers overspend. To determine if
the advertising dollar is bringing in profits the manag-
er should make sure that they have a tool to measure
whether the client purchase was motivated by the ad. A
simple way is ‘cut out’ coupons that the client hands in
for a discount. A simple count of coupons and the net
profit it brought in can be estimated and compared to
the advertising expense. Promotional elements that

MARKETING STRATEGIES

By Ronnie P. Cons

Ronnie P. Cons, 
executive vice-president, 
C&C Packing Inc.
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must be considered are: which newspa-
pers, flyers, radio, etc. are used by your
clients to get information on meat prod-
ucts. The manager wants to make sure
that he advertises in the media actually
read by his target market. The manager
must decide on an advertising budget;
the message that he wants to convey (i.e.
special this week); frequency of the ad
(i.e. once a week in local neighbourhood
flyer for next three months), size of ad,
etc. In general it is advised that the use
of an advertising consultant be used as
there are many factors to consider.

Products
Market research questions concerning

the quality of products or whether
products are bought elsewhere because
they are not carried because they are of
higher quality in another store will
guide the manager in determining the
mix of products. In general, the manag-
er has limited shelf space and thus
wants to maximize the net profits of
the whole department, which usually
means maximizing the net profit per
unit of shelf space. Going further, the
manager must determine how to posi-

tion the store. The store may be in a
low income area that buys mostly
according to price, so specials are
important. The store may then be posi-
tioned as a low price, mid-quality meat
retailer. A high-income area would more
likely go for higher quality more expen-
sive cuts and special labels, so the
department may be positioned as a high
quality higher-priced meat retailer.
Thus each manager must understand
the client breakdown.  In addition, the
manager must always stay up to date on
the latest products and labels and keep

a close eye on the products and specials
sold by the competitor to keep up to
date on their offering. 

Place — Distribution
A department catering to wealthier

clients may have a segment of customer
who will be willing to pay for home
delivery. They will appreciate a ‘meat
consultant’ to talk to over the phone for
ideas and information. Ready-made
catered and delivered will also be more
appealing to this segment. A younger
market may be keen on the idea of
ordering online and delivered to their
office. On the other hand an older or
more conservative base of customers
prefers in-store purchasing and is not
keen on online purchases of groceries.
In addition, the lower income clients will
usually not be willing to pay for deliv-
ery. Thus, again, the manager must be
sensitive to these social and economic
realities of his market if he is to make
the right marketing decisions.

In summary, a well laid out marketing
plan that is consistent with the market
research realities will lead to optimal
decision making and maximum profits. ●
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Next to water, tea is the world’s most consumed beverage, beating out its other caffeine
counterpart, coffee.  Just like most beverages, it has evolved from just being orange
pekoe in a tea bag, to being offered in a variety of different flavours and forms.

Canadians drink almost 9.7 billion cups of tea each year, according to the Tea Associ-
ation of Canada, a trade organization that represents tea in Canada from bush to cup.
Tea is so popular, that according to the Canadian Food Trends to 2020, a report commis-
sioned by Agriculture and Agri-Food Canada, tea consumption is expected to jump 40 per
cent by 2020.  In fact, in 2012, the Canadian tea market was worth $423.8 million, with
specialty tea sales at $130,471,125, outpacing regular tea at $86,761,518.
“Tea is now growing in Canada as consumption increases; it’s different than other coun-

tries,” says Louise Roberge, president of the Tea Association of Canada, which is celebrat-
ing their 60th anniversary this year.  “Tea is definitely part of our hot beverage category

TEA

By Shayna Wiwierski

Tea takes 
top spot 
next to 

water and 
is not 

cooling off
anytime

soon.

Courtesy of Shutterstock



and it’s growing from regular black blends to specialty, to now
pods and capsules, so it’s growing as consumption is growing.”
Roberge says that consumption in Canada is increasing

because of the increase of new Canadians from Asian countries,
which often bring their culture with them.  She also credits the
fact that “tea is cool”, with the younger generation embracing
the beverage.
“Tea is a fast-growing category.  The leaders are the youth

who have grown up in a food market where they expect quali-
ty and want to know where and how it is produced.   They want
a quality product that is produced fairly and sustainably.  Peo-
ple are moving away from highly processed and toward hand-
crafted,” says Laurie Klassen, co-founder of Level Ground Trad-
ing, which produces fair-trade coffee and tea fairly and direct-
ly with small-scale producers in developing countries.  The
seven tea growers they work with in Assam, India all use organ-
ic methods and no chemicals.

Another trend is the increase of loose leaf and pods.  Though
tea bags are still the number-one format, nearly one-half use
loose leaf, and one-quarter use pods.  Among tea drinkers, 26
per cent report that they use tea pods, like the Keurig K-Cups
and the Tassimo T DISCs, either at home or out of home to make
tea, according to a Neilsen/Canadian Tea Association Panel Sur-
vey from September 2013.  As a result, pods have experienced
explosive growth, up 32 per cent in value versus a year ago, as
per Nielsen MarketTrack.  Pods are more expensive than
teabags, which drives their value share.  
Tetley is the largest tea brand in Canada, with the highest

brand loyalty.  They offer over 50 skus of tea, as well as a vari-
ety of flavours for the Tassimo and Keurig machines.
“What is great about single-serve pods is that if you loved the

taste of Tetley green tea in a tea bag for example, you can now
brew it a lot quicker and still get the same Tetley green tea
taste profile that you love,” says Joyce O’Connor, brand manag-
er for Tetley Tea, TATA Global Beverages Canada. 

Keep it Simple
In today’s hectic pace of life, there is so much power in keeping messaging simple.  
Joyce O’Connor from Tetley says that people are so busy with their lives and inundated 
with information.  

If you want to capture their attention, keep the messaging on merchandising 
as focused and succinct as possible.

A Perfect Pairing
With floor shippers, the cross-promotion in the store will help your sales like crazy, says Roch
Cyr from TRANS-HERBe.   

Use different flavours of tea and pair them with bakery items, showing 
recipes and offering samples.

Accessorize!
Laurie Klassen from Level Ground Trading says to display a variety of loose-leaf teas alongside
various methods to prepare them, such as tea strainers, tea balls, etc. to broaden customers’
awareness of the many ways to prepare tea at home.

“Consumers want a quality product that is produced fairly and sustainably.”

Where in the World?
There are so many varieties of tea on the shelf, but where does it come from?  

Louise Roberge from the Tea Association of Canada says that it’s good to have explanations 
of where the tea is from and then pair it up with products from that region for a true ethnic
experience.

To go, please!
Louise Roberge from the Tea Association of Canada recommends that if a 
retailer has a foodservice outlet in-store, cross-promote the tea they serve 
with the tea on the shelf.  

For instance, many Safeways offer Starbucks and Tim Hortons locations in-store.  Add some
boxes of their branded teas near the counter for maximum sales.

Product Showcase
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Tea is popular for good reason.  Not only is it available in a variety of
flavours, but it packs some serious health and wellness benefits too.  Retailers

must merchandise the category properly to get maximum results.

Tea is a fast-growing category. 
“The leaders are the youth who have grown up in a
food market where they expect quality and want to
know where and how it is produced.  They want a quali-
ty product that is produced fairly and sustainably.
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Specialty flavours are also a big trend.
With teashops popping up across Cana-
da, like David’s Tea, unconventional
flavours are making a big splash.
TRANS-HERBe, based in St-Bruno, Que.,
specializes in transforming herbs and
spices into teas and herbal teas.  They
put out seasonal collections, which fea-
ture unconventional tea flavours, such
as gingerbread, almond biscotti, truffle
mint, banana cinnamon, and more.
“One of the biggest trends we see is

specialty tea; teas with different flavours
as opposed to orange pekoe or black tea.
It’s a solid trend, one that we’ve seen
develop over the last five years and we
foresee it continuing over the next few
years,” says Roch Cyr, national director
for sales and marketing at TRANS-HERBe,

who adds that their spring/summer col-
lection features fun flavours like pineap-
ple-coconut, green tea cucumber mint,
fruit sangria, orange sorbet, strawberry
daiquiri, and pink lemonade.
From specialty flavours to loose leaf

and pods, tea is not slowing down anytime
soon.  The category is quickly increasing
and continues to take a top spot in the
beverage category in Canada. ●
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Q&A: Tea & Grocers
Manjiv Jayakumar, president of 
QTrade Teas & Herbs, talks with 
Western Grocer about the rising popularity 
of tea in North America.

Los Angeles, Calif.-based QTrade is a 20-year
pioneer in developing specialty blends and pack-
aging tea in numerous formats. The company is
the largest supplier of organic tea and Fair Trade
tea in North America, blends up to 40,000 lbs. of
tea a day, and packs 120,000 conventional and
10,000 pyramid tea bags daily.

Why are major beverage brands looking to enhance their 
portfolios with tea offerings?

Innovation in the tea segment continues to deliver outsized sales results for
beverage brands and those grocers and mass merchandisers that supply, so
the pace of new tea introductions is accelerating. And specialty tea has
evolved with a constant innovation cycle that is driven by convenience, smart
indulgence and wellness, with a remarkable variety of flavour combinations
entering the marketplace.

What kind of innovation is happening with tea?

Tea’s rising popularity is due in part to a wide range of innovative packaging
formats, from tag-less teabags to premium compostable pyramid sachets.
Loose leaf pouches, caddies and tins draw new attention to tea in the bever-
age aisle. As grocers nationwide expand shelf space and add premium special-
ty teas, it is important to re-introduce consumers to the taste of tea.  

What is the state of single-serve tea in capsules (K-cups), 
and why this is an important focus for grocers?

Single-serve tea is a game changer. In the coming year, nearly one-in-five
households will own single-cup brewers, a number expected to eventually
reach 40 per cent or roughly 50 million homes, according to Green Mountain
Coffee Roasters. Sales of tea in capsules already tops $1.3 billion, according to
StudyLogic, which estimates 1.9 billion tea units sold in the 12 months ending
July 2013. Coffee in pods last year rose to 25 per cent of coffee sales in gro-
cery. Pod sales are growing nine times faster than all other packaging formats.

It seems there have been some big investments in tea retail 
lately. What could that mean to grocers?

In the past 18 months, investors injected $1 billion into retail tea, an unprece-
dented sum that will construct a thousand new tea bars in North America.
Starbucks kick-started tea retail by acquiring Teavana and recently opened its
second Teavana Fine Tea + Tea Bar, a move that will lead to many new outlets.
Tea retailers in malls and store fronts introduce conventional and new tea
drinkers to the many delicious types of tea, which makes it essential for gro-
cers to offer a variety to capture their share.

What are consumers most interested in right now when it 
comes to tea?

Consumers are interested in the selection tea offers that include infinite
combinations of multiple ingredients such as herbs, fruits and other flavours.
And, of course, consumers are interested in tea’s health attributes. Also, tea
remedies and energy teas are a trend building momentum with offerings from
major brands.

What ways can grocers educate customers about tea?

Consider an in-store demo with hot, fresh-brewed tea. Dry samples are sim-
ple, but a sip sells. Promote convenience. Stock capsules and pods, the fastest
growing subcategory of tea and coffee. Also, sample specialty blends with in-
store demos. Chai is a favourite of coffee and tea drinkers. And Herbal reme-
dies sell well in winter — promote natural cold and flu relief. Promote that tea
has no calories and many health attributes. And remember: Variety boosts
sales. Customers welcome new brands, flavours and packaging.

For more information visit qtradeteas.com
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“One of the biggest trends
we see is specialty teas; 
teas with different flavours as
opposed to orange pekoe or black
tea. It’s a solid trend, one that
we’ve seen develop over the last
five years and we foresee it contin-
uing over the next few years.”
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Category Snapshot
According to Dairy Farmers of Canada, the only growth in ice cream is

being seen in the super-premium segment. Häagen-Dazs is a driver of
growth here, says Valerie Cummins, Nestle’s director of category sales
development (ice cream). New flavours, such as salted caramel and peanut
butter, as well as new packaging and in-store promotion are catching con-
sumers’ attention.
Sales for the rest of the ice cream category have declined by one per

cent over the past 12 months. “We don’t know why the trend is declin-
ing at this rate,” says Genevieve Latour, assistant director of commu-
nications at Dairy Farmers of Canada. “The good news for dairy is that
in the past, it was declining at a rate of four to five per cent.”
Latour cautions, however, that at least another year of data is
necessary to make the assumption that the decline has steadied. 
In the novelty segment of the category, 2013 represented the

first year in seven to show a decline. It’s a blip that Cummins says
will be short-lived. “The novelties segment holds potential for
more growth in the future considering the household pen-
etration opportunities that still exist in this segment
today versus the packaged/tub format.”
While tubs are still the best-selling for-

mat, novelties are indeed leading market
growth, agrees Jim Mackelvie, owner
of Retail Resource Services. This
could be due to consumers’
increasing health conscious-
ness, and preference for por-
tion control. “Also, with the
busy lifestyle people have
nowadays, it is something they
can enjoy on the go,” he says. 

ICE CREAM By Alex Van Tol

A perennial favourite, ice cream is a Canadian
crowd-pleaser, whether on a stick, in a cone 
or under hot fudge. With more choices than 
ever before, retailers can bring in a mix that
offers something for everyone.

Courtesy of Shutterstock
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The simple fact is that, in many
organizations, Occupational Health
and Safety (OH&S) has become a

Human Resources (HR) responsibility. In
an era where corporate social responsibil-
ity has grown to include health and safe-
ty, how can HR fulfil its role in building
an effective OH&S system?
Some organizations, which may have

come late to the realization of the
importance of OH&S, are defining it as
an HR responsibility rather than creat-
ing a separate OH&S structure within
the organization.

Getting Started
Successful organizations know the impor-

tance of a public commitment to corporate
social responsibility. The health, safety and
well-being of employees are critical part of
that commitment. Without them even the
most carefully crafted strategy will fail.
More than simply living up to the let-

ter of the law there are several benefits
to having a comprehensive OH&S system
in place, which those responsible for
health and safety must also embrace if
they are to succeed at the multiple goals
they are being asked to achieve.

These benefits include potential increas-
es in service quality, productivity, improved
employee morale and a decrease in all costs
associated with injuries and illnesses.
Today, more than ever, manufacturing

organizations face an overwhelmingly
complex situation trying to comply with
legal requirements.
This increased complexity results from

the increasing role of governments, govern-
ment agencies, improving technology,
increasing health and safety awareness of
staff and communities, increased human
rights awareness and economic constraints.
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Snacking is a trend that’s taken hold in
the market, and, as Cummins notes, is the
only meal occasion that has grown over
the last decade. Better-for-you options
(including smaller portions) continue to
evolve as manufacturers look for innova-
tive ideas to offer. Chapmans, for example,
came out with a 100 per cent Canadian
frozen yogurt sundae and calorie-wise
smoothie bars to serve this trend. 

There’s a Buyer for 
Every Kind
Value-conscious shop-

pers will look for bargains
in the economy segment,
while those with more
disposable income or
more discerning nutri-
tional requirements will
shell out for specialty and
premium products. 
Specific to ice cream,

“We’ve seen a preference
toward smaller formats,” says Latour,
“and that’s in addition to the reduction of
package size.” She notes this might par-
tially explain the overall decline in the
ice cream category: as packages get

smaller, less is sold. “That affects total
volume sold in recent years. But that’s
only one factor.” 
Others see growth in the standard seg-

ment. “If you look at the number of new
launches in the past few years, it goes
mostly to standard products,” says Mack-
elvie. Premium products, while they
have their place, just don’t own a huge
chunk of real estate in the market, he
says. “They have their fans but due to
the economy, people’s spending on plea-
sure food is decreased substantially.”

Merchandising the 
Cold Stuff
Time-pressed shoppers are barraged

with shelves filled with competing prod-
ucts, packages and messaging. Add kids or
other distractions (like a phone call to a
spouse to clarify whether they wanted the
vanilla ripple or the vanilla ruffle), and
there’s a lot to process. Try merchandising
by format, suggests Cummins. “Merchan-

dising by manufacturer or brand does not
reflect consumer personal relevance on a
shopping trip,” she says. Put novelties in
one place, packaged ice cream in another,
and better-for-you offerings in yet anoth-
er. This makes price, quantity and quality
comparisons quick and easy.
Of course, you can’t go wrong with

product sampling, or with asking to add
a novelty item to an existing “bundle” at
an outdoor kiosk: “Many supermarkets

will offer pop and barbecue burgers or a
hot dog outside their storefront on warm
days,” says Mackelvie. You know the
trick: more exposure leads to more sales.
Break out the springtime samples!      ●

Product 
Showcase

Spreading the 
(Sweet) Word
A specialist in
novelty products,
Melona is offering
new flavours in its
ice bars, plus a
new type of ice
sandwich made
with lightweight sponge layers. As
growth comes from consumers
who have tried Melona products,
the company works with festivals
and charitable events to distribute
samples. Merchandising single-
serve Melona ice bars (available
with a distinct UPC) will drive
sales of multipacks.

Canadian Quality
Chapman’s new “slice
cream” comes in 1.5L
and presents as an
attractive roll.
Available in
three varieties
with three fla-
vours in each
(Truffle, Chocolate Symphony and
Vanilla), the 100 per cent Canadian

ice cream treat is
unique and cost-
effective. Refresh
your frozen dessert
section by mer-
chandising Chap-
man’s innovative
products there, as

well as with the ice
creams — and even in your small
bakery freezers. 

All the Top Brands
Nestlé launches 22 new items this
March, and “renovates” five
others.  “We will be launching a
major innovation of a new seg-
ment under Häagen-Dazs, as well
as innovation from… Del Monte,
Skinny Cow, Confectionery brands,

Peelin’  Pops, Par-

lour and more.”
Cummins suggests strategically
placing super premium items in the
middle of the aisle, “and where
both novelties and packaged skus
are shelved together.”

HUMAN RESOURCES By Heinrich Beukes, B-Tech, CRSP

Value-conscious shoppers will look for bargains in the economy segment,
while those with more disposable income or more discerning nutritional
requirements will shell out for specialty and premium products. 
{ }

There is something for 
everyone when it comes to 
the ice cream category, as it
has more choices than ever.

Courtesy of Shutterstock



Irecently was sitting in the lobby of
the Walmart Canada Home Office in
Mississauga, ON and one of my

favourite parts of visiting this retailer
is the “Wall of Fame / Wall of Shame”
that is predominantly placed in the
lobby showing the “Top Five” and “Bot-
tom Five” vendors in terms of fill rate
(the measure of cases delivered versus
cases ordered by Walmart).
Let’s just say that being on the “Bot-

tom Five” list is very undesirable for
vendors. Not only are they likely under
severe pressure from supply chain
focused buyers, they are also missing
thousands or hundreds of thousands of
dollars in sales every day because peo-
ple are going to Walmart but cannot
find their product on-shelf. 
Fill rate is important because it is

one factor in whether product is on-
shelf when the shopper wants to buy
it. As retailers have cut inventory in

order to improve cash flow, there is
very little wiggle room in the supply
chain if product flow is interrupted,
even for a few days. 

The measure of when a shopper
goes to the shelf and can find 
the product they want is called
OSA or On-Shelf Availability.

This is a more reflective measure-
ment of what is happening in your sup-
ply chain and the sales and profits that
are lost when the shelf is empty.
Fill rate is only part of the story. As

we walk around the store on a Saturday
afternoon it is easy to spot the holes in
the shelves. Every hole is a lost oppor-
tunity and a dissatisfied shopper (more
likely shoppers, plural) that walked out
of the store with a basket that was
emptier than it could have been.
The first step in overcoming OSA

challenges and working towards the
elusive 100 per cent OSA figure is to
understand the scope of the problem.
Which products are repeat offenders
and which times of the day/week are
most likely to present OSA issues are
important to understand.
At Field Agent we do quite a few OSA

studies and the initial results are
always a bit shocking for our clients. A

vendor client may show a fill rate of 98
per cent to the warehouse but only 82
per cent OSA on a Saturday afternoon.
Or in-stock per cent for a particular sku
may be at 100 per cent but OSA is sit-
ting at just 63 per cent. 
The issue is that inventory and sup-

ply chain systems only show what
inventory is in the total chain not what
is actually on-shelf. Only a photo taken
on-shelf at 3:00 p.m. on Saturday
afternoon showing a decimated selec-
tion can truly show what shoppers face
when they want to buy your product.
So what are the key drivers of OSA

issues and how can vendors and
retailers work together to increase
the OSA  per cent and drive more
sales and profits? 

Here are a few places to 
start to look once you 
have assessed the issue:

RETAIL COLLABORATION By Jeff Doucette

Retailers and vendors are both leaving millions on the table.
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Five Essential Steps

Developing a Health 
and Safety Policy
An organization’s OH&S policy is a

statement of principles and commitments
that form the backbone of the supporting
health and safety program. The employer’s
value of worker health and safety is the
cornerstone of a successful safety system. 

The policy should include 
aspects such as:

• A commitment to worker 
health and safety

• Overall expectations, goals 
and objectives of the health 
and safety program

• A commitment to comply 
with all relevant legislation 
as a minimum standard

• An outline of responsibilities
for all levels of employees 
and accountability statements
to support the responsibilities

Due Diligence 
The policy should be signed, dated

and prominently posted (by the employ-
er) in the workplace.

Developing defined goals 
or objectives 
It is considered a best practice to

involve the JHSC and workers in setting
health and safety goals and objectives for

the workplace. Health and safety should
not be seen as an additional task, it is
simply the way work is done. Goals
should be measurable and achievable,
contain time frames and clearly state
who in the organization is responsible
and accountable. Goals should also be
written and posted in the workplace.

Developing clearly
defined Roles and
Responsibilities 
The workplace parties — workers,

employers and supervisors — have an
obligation to know and comply with
the legislation that applies to their
workplace. These roles and responsibili-
ties are defined in the Workers Compen-
sation Act, Division 3 - General Duties of
Employers, Workers and Others

Developing a set of OH&S 
Programs specific to 
the organization 
The first step in developing a set

of programs for an organization is to rec-
ognize the existing hazards workers face
on the job. This can be accomplished
through a thorough “GAP Analysis”
offered by FIOSA-MIOSA. It includes a
review of existing records, an evalua-
tion of the work processes and condi-
tions as well as a review of existing pro-
grams. The employer and the JHSC should
participate in this assessment.Legislation
in British Columbia provides some good

guidelines as to the minimum requirements
of an OH&S Program. These can be found in
the Occupational Health and Safety Reg-
ulations, Part 3 Roles and Responsibili-
ties: (http://www2.worksafebc.com/pub-
lications/OH&SRegulation/Part3.asp)
Usually it is not possible to immediately
implement all of the required programs
at once. The second step, therefore, is to
prioritize the need for each program.
This is based on the risk associated
with the hazard to be controlled by the
specific health and safety program. The
third step is the development of the
content for each program. Each pro-
gram is unique and should be specific
to the organization. Common elements
typically include: A policy, program
goals, specific work procedures,
assigned roles and responsibilities,
accountability statements, orientation
and training, communication strate-
gies, and a program evaluation to
ensure continuous improvement.

Evaluating the System
Manufacturing organizations are con-

tinuously changing, as are developments
in OH&S. A regular review of each part of
the established programs by manage-
ment, workers and the JHSC is one way
to determine the continued effectiveness
and appropriateness of the programs. The
need for the development of new pro-
grams should also be continually
assessed. For example, the introduction
of new legislation, changes in the type of
products, chemicals, processes or equip-
ment may require the development of
additional programs. 
Successful implementation of the sys-

tem requires that specific responsibilities
are assigned to individuals, with target
dates for implementation firmly estab-
lished and monitored. During the imple-
mentation stage, communication and
training are crucial to the success of the
program, secondary to the visible affir-
mation by the employer that worker
health and safety is a primary value of
the organization. It is important that the
program is maintained. Proper record
keeping and control measures are
required to ensure the continued success
of the system. ●

For further information on development or
implementation your OH&S system, please
contact your regional Safety Advisor via
our web site, www.fmiosa.com. 
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OSA: Three Letters That ShouldBecome Your Mantra
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Retailer Warehouse —
Store Service Levels
While the fill rate from the vendor

warehouse to the retailer warehouse
may be 98.5 per cent, visibility is often
lost on the product once it hits the
retailer warehouse. 

Store Labour 
Management
Often the product is not out of stock

in the store but it is not available for
sale on-shelf. This is because there is
inventory in the back room that is not
getting put out quickly enough or there
may be a huge promotional display by
the front door but the main section only
holds 12 units and has been sold out
since 9:15 a.m. Ensuring that store
labour is scheduled to properly restock
shelves during busy periods is essential.
Even having a Top 200 skus list for one
person to work stock on a Saturday and
Sunday will show a ROI for the retailer.

Category Management 
— Plan-o-gram
There seems to be a drive to have the

widest assortment possible and give
every single sku one facing each. This is
crazy! This means that the top sku in
the category will almost always be out
of stock while cash is tied up carrying
inventory of a slow-moving item that
sells once every three weeks. While Tar-
get Canada has been criticized for a lot
of things, one thing they have done
right is focus their assortment in con-
sumer packaged goods which gives
them ample carrying power on the shelf
for busy periods. Are you spreading
your plan-o-grams too thin?

Data Management
Inventory used to be run by peo-

ple. Now it is run by computers. But
when the data in those computers is
incorrect things go bad very quickly.
Zellers was notorious for having

“phantom” inventory that had long
been sold, destroyed or stolen but sat
in their inventory systems for months
and years on end. Cycle counting
inventory and getting the counts
reset in the system will allow product
to flow back to the store once again.
Additionally, data management by
vendors which ensures that discon-
tinued skus are deleted out of retail-
er systems in a timely manner will
free up more “open-to-buy” for skus
that vendors want to sell and shop-
pers want to buy.
OSA is a complicated issue but one

worth investing behind driving towards
a perfect 100 per cent rating. Anything
else is leaving money on the table.   ●
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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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Who would have thought the main attraction for
consumers in the cold beverage category — which
not long ago was a source of carefree indulgence

— would be the clinical-sounding word isotonics?
But that’s exactly what data from Nielsen Market Track sug-

gests. Canadian sales growth for cold beverages in 2012 shows
that isotonic drinks (beverages that contain small amounts of
carbohydrate and the same concentration of sodium as blood
plasma, to replace sodium lost through exercise) grew by $13-
million; the next strongest beverage in terms of growth was
water, considerably further down the scale at $3-million. 
This growth is all the more spectacular considering tradi-

tional beverages like ice tea sales didn’t grow at all in 2012:
in fact, it declined by $5-million; even worse off was carbon-
ated drinks at a $20-million decline. Moreover, a five year

projection growth (2012-2017) by Mintel shows isotonics
sales expanding by 22 per cent; carbonated soft drinks and
juice will grow by only eight and two per cent respectively.
Leading the charge of the isotonic craze for 2014 is

coconut water — to a degree that stuns even seasoned
retailers. “In my 19 years in the grocery trade I’ve never seen
anything like it,” says Louis Campbell, store manager for
Stong’s Markets Ltd. in Vancouver. “I wrongly thought
coconut water was a fad that would die out four years ago.
But as far as sales of the product are concerned, we could
become a coconut water store and be very successful.”
Campbell of late has been downsizing his carbonated

soft drink coolers in favour of all things natural. “Water
is selling well again after a brief lull, and I think it’s due

COLD BEVERAGES

By Robin Brunet

Courtesy of Shutterstock



to coconut water bringing everyone back
to an intense focus on health.” 
Don Gibson, national sales manager for

Purely Natural Water systems (which
designs, manufactures and distributes
market-entry water dispensers and acces-
sories), is heartened by water’s comeback.
“There was a lull in popularity between
2005 and 2009, partly due
to vitamin water making
the category a bit confus-
ing for the average shop-
per,” he says. “Today, of
the three types of bottled
water making a resur-
gence — reverse osmosis
water, spring water and
distilled water — reverse
osmosis is the one people
most commonly put in
their baskets.”
Why? “Because it tastes

the best,” Gibson replies.
“Also, more consumers are
realizing that spring water
is merely filtered, not purified.”  
Many observers suspect the stampede

toward healthy beverages with few ingre-
dients will intensify even further thanks
to a new medical report. The biggest
study ever conducted on the health ram-
ifications of added sugars was published

in Jama Internal Medicine in
February; it concluded that
North America’s love affair
with sugary food and drink is
doubling our risk of heart-
related premature death, and
it cited sugar-sweetened bev-
erages as the leading source of
added sugar consumption. 
Campbell is well aware of

the report and its potential to
change shopping habits over
the long term. “The decline in
sugary sodas has been very,
very noticeable. People who

grew up with sweet pop still buy the
stuff, but by and large customers want
clear, simple, healthy: no preservatives,
and certainly no extra sugar.”
With the anti-sugar lobby in full

swing, even juices have come under fire
for containing too many sweeteners. But
using Nielsen HomeScan figures for the
52 weeks ending December 28, 2013,
Bruno Solby, director, national sales for

Coca-Cola Refreshments
at Coca-Cola Canada,
points out that juice
consumption is as vigor-
ous as ever. “Juice and
juice drinks rank as
number one among bev-
erage categories in house-
hold penetration, trips,
and dollars spent, and
Canadians have the high-
est juice consumption
in the world.  Our Simply
lineup is the fastest
growing chilled brand in
Canada, showing double
digit growth.”

Campbell says real juices (those with-
out additives or sweeteners) “are still
doing well sales-wise. But you’ll never
find them in a grab-and-go cooler. By
virtue of their short expiry dates, they’ll
always be located in or near the produce
department. And that’s a good place to

be, because of the association with nat-
ural products.”
If coconut water is the product with

the biggest sales and most growth poten-
tial, William Craig, executive vice-presi-
dent sales North America, for Jax Coco,
points out that not all coconut waters
are alike. “We think we’re onto some-
thing big because most coconut waters
available today come in cartons that
didn’t reveal the sediment on the
bottom,” he says. “That sedi-
ment, although pasteur-
ized, is from the
outer shell of the
coconut and con-
tains bird feces —
the result of the
coconut being split
in two to extract
the juice.”
Jax Coco is at-

tempting to dis-
tinguish itself from
its sizeable com-
petition by using
drilling and suction
extraction during
the manufacturing
process and then
combining micro-
filtering and pas-
teurization in a
high pressure/low temperature environ-
ment to produce a crystal-clear coconut
water. “Frankly, I think the growth of
coconut water is just beginning,” says
Craig. “I liken it to the early days of the
North American wine industry, when
people were only starting to appreciate
the premium brands.”
However, companies such as Genesis

Marketing Inc., a beverage brand man-
agement specialist that represents Koala
Springs and four other brands, is betting
there’s still plenty of opportunities for
soda to make a comeback. “This year
we’re introducing Joia line of fruit, herb

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. 

continued on page 106

There are many contenders in the cold beverage
category that retailers should be aware of.

Purely Natural Water Systems
designs, manufactures, and 
distributes market-entry water
dispensers and accessories.
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Stong’s Markets Ltd. has been
downsizing soft drink coolers in
favour of all things natural.



Scintillating Sodas
Joia is a combination of fruits, herbs and spices that create layers of intensely fresh
flavour. Available in pineapple; coconut and nutmeg; and lime, hibiscus and clove. 

“Retailers should emphasize the artisinal appeal of Joia by 
staging demos,” says Fletcher. 

Big Zero
Koala Zero Calorie lightly sparkling drink comes in Pink Grapefruit; Pomegranate; and
Summer Raspberry flavours. 

“There’s a lot of merchandising options for this product, but we 
recommend placement in the carbonated `adult’ section with beverages 
such as San Pellegrino,” says Fletcher.  

Introducing a Classic
Kool-Aid enters the liquids category for the first time in 2014 with some well-known
flavours, including Cherry, Orange, Grape and Tropical Punch. 

“All Kraft brands have dedicated floor stands, PDQs, and clip 
strips to maximize their in-store presence and drive complimentary 
and impulse sales,” says Kathy Murphy.

Let The Light Shine
Coca-Cola Canada is launching Minute Maid Lights in 2014, a variation of its venerable
brand for health-conscious consumers who don’t want to compromise on taste. Bruno
Solby suggests that this new product 

“Should be merchandised with the portfolio of Minute Maid offerings 
available today and supported on end caps and bunkers where applicable.”

Impossible But True
Beverage experts worldwide said sparkling coconut water in a glass bottle was impossible,
but that’s exactly what Jax Coco Sparkling has achieved. It’s available in original and cala-
mansi flavours. 

“Display prominently amongst mainstream beverages and rely on our
full-time samplers to promote its uniqueness,” says Craig. 

Product Showcase
Refreshing Merchandise that is sure to fly off the shelves.
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and spice sodas to the Canadian
market,” says Genesis President
Cris Fletcher. “We’re tapping into
the artisanal movement with
this product and expect good
response.” Fletcher admits, though,
that he is trying to persuade Joia
manufacturers to replace the
word ‘soda’ ‘with ‘refreshment’ on
the packaging.
Kathy Murphy, director, corporate

affairs for Kraft (whose firm is launching
Kool-Aid in the liquids category for the

first time), says traditional beverage
manufacturers have been inspired by
health concerns to find alternative
ingredients that provide the same
taste experience. “They’re continu-
ously innovating to minimize sugar
with ingredients like sucralose, Ste-
via, real juice, natural flavours.”

Bruno Solby points out that innova-
tions are an important part of meeting
consumer needs and demands. “We’re

continually looking at our portfolio to
ensure we’re offering the products and
packages that consumers are looking
for.  We have proven success with some of
Canada’s strongest innovations.  Coke
Zero, Dasani Drops and Powerade Drops,
ZICO coconut water beverages, glaceau
vitaminwater, Minute Maid frozen
Smoothies, Minute Maid Nectars, and
Minute Maid Heartwise are all examples
of winning innovation.”
As for future trends in the cold bever-

age category, Murphy predicts that big
brands will innovate across multiple for-
mats. “More and more we’re seeing famil-
iar brands break out of their traditional
segments,” she says. “US liquid water
enhancers now include competition from
big beverage brands from juice, sports
drinks, and water.”
Murphy adds that customization may be

the next big craze. “Companies are likely
going to give consumers more and more
opportunity to customize their beverages,
starting with products they can mix and

turn into something just for them.”
Health, concerns, of course, will drive

new product development. “We’ll see
drinks touting brain health and bone
health, as well as ‘healthy’ energy drinks,”
Kim Jage, marketing and sales director for
the Healthy Beverage Expo, recently told
the press. “Also, watch for healthy ready-
to-drink beverages that add essential
fatty acids such as omega 3s.”
But that doesn’t mean every so-called

healthy beverage entering the market
will be a success. The acutely health-con-
scious buying public is also acutely edu-
cated, thanks in no small way to a long
legacy of products claiming to be healthy
but have proven to be anything but. So
while many contenders will fight to dis-
lodge coconut water as the king of the
cold beverage aisles, it’s anyone’s guess if
any will survive over the long haul.    ●

continued from page 102 Genesis Marketing Inc. represents beverages like
John Crabbie, a ginger beer that is free from
artificial sweeteners, colours and flavours.
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Barbecuing is more than a passtime for
western Canadians — there is a strong
passion for the grill in the West that can

set the tone for grocery sales from spring to fall.
Are you ready to capture the sales opportunities?

Ripe for the Picking
Along with spring, comes the abundance of

tasty local produce that we are all craving.
Demand for traditional barbecue items, like
burgers, provides a great opportunity to cross-
promote seasonal items such as corn on the cob,
lettuce and tomatoes. 
Think about baked goods and specialty items

that enhance the barbecue experience. David
Sherwood, director of fresh programs for Hy
Louie says, “At Fresh Street Market [in Vancou-
ver], we build displays in our fresh depart-
ments, as foot traffic and our customer count is
heaviest here. Stacking just barbecue sauces at
the end of an aisle does not cut it. We hit every
barbecue category in the fresh departments and
pair it with grocery items. Standard displays
are: fresh baked buns and breads worked
into the meat show cases with fresh handmade
beef patties, along with rubs and marinades
that tie in for the whole season.” 
Sherwood continues, “We also post recipes in

the fresh seafood ice cases, and every week we
do what we call boom displays, which scream at
you. For example, in the middle of the produce
floor in June we will have fresh local salmon
cooking on a grill with all the ingredients used
in the recipe, from lemons to basil, in massive
displays. We are talking about cross-merchan-
dising extreme with the sample of the finished
product and demo staff who walk you through
it all. This will upsell grocery into fresh and
build basket size.”

BARBECUE
By Britt Burnham

Courtesy of Shutterstock
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Where’s the Beef?
While burgers and steak continue to

hold the top spots on the barbecue,
according to the annual Weber Grill-
Watch Survey, 61 per cent of grillers
report they have changed their grilling
style in the past year. The number one
change is grilling more vegetables (30
per cent), followed by 25 per cent who
report they are grilling to be healthier,
and 23 per cent opting for leaner meats
and poultry when grilling. 
Carrying local, unique organic and spe-

cialty items, in addition to your value
offers, will help round out your selection.
Take it from Sherwood; Fresh Street Mar-
ket recently opened a smaller version of

their store, called Fresh Street Farms, and
although the location is in a high-compe-
tition area of Vancouver, it is
differentiating itself with
fresh, local ingredients. “I am
excited about the Fresh Street
brand growing to more loca-
tions in British Columbia,” he
says. “It’s exciting to be a B.C.-
owned company, locally owned
and operated, while supporting
local farmers and merchants.” 

It’s in the Sauce
Condiments are in almost

every household and offer a
variety of ways to please the
griller. Although the standard
sellers (ketchup, mustard, may-
onnaise, and barbecue sauce) will always
hold the top spots, consumers are being
driven by a desire for healthier options and
more flavour, and many of these items pro-
vide better dollar sales than the staples. 
In terms of healthy options, consumers

are looking for the following: low fat or
low calorie sauces and condiments, low
sodium options and MSG free (“Consumer
Trends: Sauces, Dressings and Condi-
ments in the United States,” 2011, Agri-
culture and Agri-Food Canada). 
Shoppers are seeking out spicier and

ethnic-inspired items. They are also crav-
ing flavour variety — traditional as well

as novel flavours. Carrying small-sized
“craft” condiments will also appeal to
many cooks. However the majority need
to be shown how to use new ingredients
to achieve new flavour combinations
(Agriculture and Agri-Food Canada). This
presents an opportunity to find creative
ways to teach your customers about
product usage, offer recipes, and provide
cooking instructions. At Fresh Street
Market, for example, the team offers a
differently themed barbecue lunch every
weekend, such as a Wild West Coast
weekend with halibut burgers cooking on

TOP TEN
Foods Grilled
1.    Burgers
2.   Steak
3.   Chicken
4.   Hot dogs
5.   Pork chops
6.   Potatoes
7.   Vegetables
8.   Other pork cuts
9.   Sausage
10. Seafood

(NPD Group)

Ensure you have natural lines and promote healthier
options (Natural products show strong performance in
ethnic segment.)

Provide a variety of salad dressing options, different
price point, sizes and varieties.

Carry and market ethnic sauces and spicy flavours. 

Win sales of your staples (ketchup, mayonnaise and
mustard) back from the warehouse store (where cus-
tomers turned for value size staples during the reces-
sion) with promotions. And note that the recession
proved consumers are willing to forgo condiment brand
name for price.

Know that high-income households use the most types
of condiments, but low-income households use their
condiments more often.

Market flavour and find ways to bring in the 37 per cent
of condiment users who enjoy trying new and different
flavours (and note that middle-age, higher-
income women show most willingness to
try new products). 

Carry gluten-free and low/no/
reduced-allergen options for the
health-conscious salad eater
(these categories rose more than
250 per cent from 2007 to 2012).
“Gluten-free” showed the most
robust growth among salad dress-
ing claims, and was followed by
“low-/no-/reduced-allergen,” “low-
/no-/reduced-calorie,” and “no addi-
tives or preservatives.” Dietary and health
considerations are generally linked to the
salad dressing category. From 2008-2010, Caesar, Thou-
sand Islands, and French were the top salad dressing
flavours. Not surprisingly, herb, ranch, and honey were
not far behind and are expected to remain popular”
(Agriculture and Agri-Food Canada).

Show them the squeezable container, which is an
important selling feature for condiments (Parents, in
particular, appreciate the convenience.)

1

2

3

4

5

6

7

8

4 Market to Gen Xers with kids — they grill the most each week

4 Upsell beverages by complementing in-store displays and samples with 
products of your choice

4 Offer healthy grilling education and options for the many people who 
barbecue to eat healthier

4 Promote dessert on the barbecue (imagine grilled peaches with sorbet, 
or toasted shortcake with strawberries and whip cream) 

Opportunities

8 WAYS to Increase 
your Condiment Sales

The
Green Team

Did you know pickles,olives, and relish represents more than a quarter of condiment sales? 
(Mintel)



But where consumers bought those
condiments also shifted; they turned to
warehouse stores for volume purchases
(Mintel). While the economy picks up,
consumers continue to look for good
prices, but they will also be more inclined
to dine out. Mintel
forecasts conservative
growth through 2017.
Growing future sales
will require introduc-
ing new products with
strategies such as sam-

ples, education and recipes, and empha-
sizing the value and fun in eating and
entertaining at home.

Accessories
Last but not least is the opportunity to

sell barbecue-related products — especially
the ones that are needed to barbecue and
may entice a shopper into grilling a meal in
the immediate future, such as charcoal. In
a survey, 45 per cent of grill owners report
buying one or two accessories in the past
12 months, 17 per cent purchased more
than five (Weber GrillWatch Survey). 

Best-selling accessories on
Amazon include:

• Charcoal fire starters
• Grill brushes
• Drip pans
• Heat-resistant gloves
• Wood-smoking chips
• Grilling charcoal
• Cookware
• Barbecue thermometers

As the Temperature Cools
The barbecue season will run through

the fall, and some customers will contin-
ue to light up their grills year-round. 
“It’s convenient, saves time, tastes

good, and, perhaps most important to
women, the man does it,” says Harry
Balzer, vice president at NPD Group, a
market research company. “This is the
one cooking appliance men are more
likely to use than any other appliance in
the home,” says Balzer. 
Market your food items to appeal to

your shoppers, and make it easy on the
cooks with cooking instructions, recipes
and condiment ideas.  ●

Collaboration is one of the buzzwords
of 2014.  If your organization has
“collaboration” as one of its key

focus areas this year, you should ensure
your category management foundations
are right first.  In this article, I’ve put
together eight “essentials” required for
more strategic category management.
These category management essentials
will help create a platform from which col-
laboration will be much more achievable.

1) Know the Retailer’s Strategies:
The Retailer Strategy is an umbrella that

drives all the different components of the
category management
process.  Without a
well-articulated strate-
gy, or without sharing
retailer strategy with
suppliers, category man-
agement success is
much more difficult.  
These strategies cre-

ate the rules and prin-
ciples which guide
decisions made inter-
nally as well as exter-
nally, to ensure a con-
sistent approach to the business.  As a
retailer, ensure you articulate and share
your retailer strategies both internally
and externally.  As a supplier, ensure
that you understand and consider these
strategies in all business plans.

2) Know Your Data Sources:
Data is a required component in cate-

gory management, and everyone who
uses the data needs to understand how
it’s derived, and the watchouts and
strengths of each source.  For example,
retailer POS data is the “queen” of data
sources, but does not provide a bench-
mark of how the retailer is performing
versus total market. Consumer panel data
is derived by a panel, has great measures

that focus on consumer purchase behav-
iour, but is limited when it comes to
using the volumetric measures.  Train
your team on available data sources, and
provide easy access to it with easy to
access and well-built reports.

3) Segment Your Data Based on 
the Consumer Decision Tree:
By segmentation, I mean adding in

fields to your actual item level database
— whether it is supplier shipment data,
retailer POS data, or third party data —
anywhere that you have access to item
level information.  Then you have the

opportunity to view
your data in different
ways, based on how the
consumer looks at the
category.  Without this
information, you are
limited in your category
analysis based on the
fields that may or may
not be available to you.
I’ve seen many retailers
where their data is
only segmented to
business unit, depart-

ment and category level, and then the
only field below the category level is sup-
plier and item level information.  This
limits the insights that a category man-
ager can derive from their data.

4) Know How to Drill Through Data:
This is a skill that takes some finess-

ing, but one that will take you from
“good” to “great” when analyzing data.
First, you need a great set of dynamic
reports that allow you to quickly drill-
down.  Always start at a category and
market level, then drilling down
through segments and geographies.
Look at different time periods — 52
weeks, 24 weeks, 12 weeks — to see
short- and long-term trends.

5) Understand and Use the Tactics
to Drive Action:
This ties in to number four.  The tac-

tics (price, promotion, shelving, assort-
ment) influence volume and share with-
in a category.  They need to be moni-
tored, in order to understand how they
impact volume growth or decline within
a brand or category. Reports should tie
in overall volume results with measures
that indicate changes in the tactics (e.g.
# of promotions, displays, shelf space vs.
year ago; price changes, etc.).
It’s important to consider that, for sup-

pliers, the Four P’s from a marketing per-
spective are different than the retailer’s
perspective.  A supplier’s marketing team
is primarily focused on the consumer,
which is where only 30-50 per cent of
purchase decisions are made.  They need
the support of retailers (through their
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the grills. “We have line ups every week-
end at the barbecue,” says Sherwood. 
Offering condiments samples will

appeal to most customers, even the tradi-
tional ones who might appreciate just a
hint of something new or a healthier
option of their favourite sauce. 
The economic recession had an inter-

esting impact on condiments—sales
increased as people began cooking at
home more and dining out less. Sales
grew from 2007 to 2012 by four per cent
when accounting for inflation (Mintel).

CATEGORY MANAGEMENT By Sue Nicholls

Category Management 
Foundations First — 
Collaboration Second

Fresh Street Market hits every barbecue category in
their fresh departments and pairs it with grocery
items to enhance the barbecue experience.

Here are a few of the 
questions to be addressed in 
a retailer’s strategies:

a. What are the retailer’s goals 

and priorities, both short-
term and long-term? 

b. What are the retailer’s 
principles around the tactics?

c. Who are the retailer’s target 

shoppers?  Competitors?

d. What are the retailer’s plans 

for Private Label brands?

e. What are the retailer’s require-

ments in product supply?  



Four P’s) once consumers are in the store,
to meet the needs of the retailer’s shop-
pers.  See Diagram 1 for more details.

6) Align All Functions in Your 
Organization:
Within some supplier organizations,

there is a belief that sales and marketing
should not be engaged in, or understand,
category management.  In this scenario,
category management resources are the

only ones who “do” category manage-
ment work.  Sales should be selling and
marketing should be marketing.  Suppli-
ers who seek a collaborative approach
with their retailers need to engage their
organization in the fundamentals of cat-
egory management before they can be
successful in true collaboration.  Proper
and ongoing category management train-
ing should be available across functions
for retailers and suppliers.

7) No PowerPoint Decks!:
Presentations need to have a proper

flow, with a focus on the customer’s con-
ditions, needs, limitations and opportu-
nities.  If you only present what is rele-
vant to them, based on what is impor-
tant to them, they will stay engaged.
Many good ideas and solutions get lost in
poorly built presentations that don’t
focus on the customer’s priorities, but
only on the idea and too much informa-
tion.  Train your team on how to build
proper presentations, and ban “decks”.

8) Have a Plan and Desired Outcomes 
for Your Analysis Projects:
We’ve all been assigned projects in our

professional careers — whether they are
project requests from our manager, a
peer, or a client — and through a meet-
ing, a phone call, or an e-mail.  Translat-
ing the request to a project incorrectly
can result in output that doesn’t meet
the expectations.  This can easily be
avoided by SLOWING DOWN, and creating
a plan before “diving in” to complete the
work.  Refer to Diagram 2 for an easy
process to follow.
These essentials touch on many differ-

ent components of category manage-
ment.  Without considering these ele-
ments within your role, your team, and
ultimately your organization, your col-
laborative efforts may be more limited.●

CATEGORY MANAGEMENT

WWW.WESTERNGROCER.COM 115

Saskatchewan is the top agri-food exporting province in Canada, with foods sold glob-
ally, and a $4.3-billion food processing industry featuring over 300 processors.  But
the most exciting change in the past 24 months is happening within the province,

says Bryan Kosteroski, Agriculture Council of Saskatchewan value chain specialist.
“Retailers across Canada are promoting more local products,” he said. “That’s a trend by

consumers who are demanding more local and Canadian content of their products.”
Consumers are looking for foods with a local story, says Kosteroski, and smaller pro-

ducers are benefiting. Federated Co-op launched a pilot project 16 months ago look-
ing at increasing the number of Saskatchewan vegetables in Co-op stores. They worked
with 16 producers, who in turn created a new corporation: The Prairie Fresh Food Corp.
In their first year, they shipped 900,000 pounds of vegetables, said Kosteroski.
“It’s a major growth pattern, a major success story, and a major wake-up to the

vegetable industry, that Saskatchewan-grown vegetables can enter the Canadian gro-
cery retail industry,” he said.
Vegetables aren’t the only local food selling well. The Saskatchewan Food Industry

Development Centre is a non-profit business incubator based in Saskatoon, and Commu-
nications Director Carmen Ly says she is aware of the local movement. 
“Buying local is an increasing importance to consumers,” she said. “People are just

becoming more aware of food security, where their foods are coming from, making sure
that the foods they buy are healthy and safe and made from good ingredients.”
Since opening in 1997, the Food Centre has developed over 600 products, with about

50 per cent going into the marketplace. They work with over 40 clients annually, and
Ly says they try to assist everyone they can, but they are the only commercial incuba-
tion centre in Saskatchewan.
Gene Kessler, CEO of Clear Creek Organics, is concerned that local producers might not

have enough support. 

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.

SASKATCHEWAN FOODS

By Ashleigh Mattern

Courtesy of Shutterstock114 WWW.WESTERNGROCER.COM
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“I think there’s a real opportunity for
some expansion in the food processing
industry in Saskatchewan right now, and
primarily at the federal certified level,” he
said. “We have the Food Centre in Saska-
toon that does some work, but doesn’t have
the capacity to keep up with demand.”
Along with the local foods trend, organic

foods are also seeing
growth. Kessler says
organic sales contin-
ue to grow at about
20 per cent per year
in Saskatchewan.
Based out of Regina,
Clear Creek Organics
supplies organic meat
and beef raised in

Saskatchewan and Manitoba,
offering products such as
ground beef, steak, beef
jerky, hot dogs, smokies, beef
sticks, roasts, and new this
year, deli meats.

Listening to customers with health
concerns, two years ago Clear Creek
Organics stepped out of the marketplace
to retool all of their products. They elim-
inated all lactose in their products,
except for in their cheese smoked meats;
they reduced the sodium to Health Cana-
da’s 2016 goal levels; they ensured none
of their ingredients were genetically
modified; and they re-labelled their
packaging to reflect these changes.
Up until their recent rebranding, Clear

Creek Organics only sold their products
in Saskatchewan and Manitoba, but with
the launch of their deli line, they’ll be
working with retail chains across Canada.
Making these changes wasn’t an easy

task: they struggled to find a company that
would distribute their products at a price
that’s affordable for the consumer, and they
had a hard time finding a federal plant both

good. Everyone Western Grocer spoke to
agreed that the purchasing power of the
growing population is having a noticeable
effect, and that there are opportunities for
business growth, especially in local,
healthy foods, and innovative products. ●

cessing, organic and free range
meats, and gluten free foods. 
Despite the challenges of rising

costs and a lack of local federal facil-
ities, the outlook for food processing
and grocery retail in the province is

Saskatchewan Food Industry Development Centre
tries to assist everyone they can as Saskatchewan’s
only commercial incubation centre.

more people coming in. Their sales are
steady and growing a bit from year to
year, though even at the best of times,
margins are slim in the meat industry. 
Right now, Ediger says they’re seeing an

increase in the price of raw materials from
pork, beef, and spices to casings and the
film they use in packaging, and an increase
in the cost of freight and fuel. At the same
time, retailers are reluctant to accept
increases in prices from food processors. 
Ken Turcotte, vice-president of sales

and marketing at Harvest Meats, echoed
many of the same concerns with rising
costs, and noted that even the boom in
Saskatchewan has led to increased costs.
“We have to invest in new equipment

to help our efficiencies. It is so hard to
find people because Saskatchewan has
the lowest unemployment rate in all of
Canada,” said Turcotte.
Producing bacon, burgers, ham, deli

meats, sausages, sticks, jerky, wieners,
and more, Harvest Meats has been in
business since 1928. Kenn Propp, presi-
dent and general manager since 1974, is
the grandson of the founder of the fami-
ly sausage business; Kenn’s son is the
fourth generation now in the business. 
They are increasing their distribution

and availability from Western Canada to
Canada-wide, and Turcotte says there’s
growth in Eastern Canada especially,
though that market also has its chal-
lenges, such as high shipping costs. 
But Turcotte is optimistic about the oppor-

tunities in the province, and in Canada.
“As the Canadian economy becomes

more cautiously optimistic, consumers
will be more open to luxury items or pre-
mium brands,” he said. “We produce
quality products to differentiate our-
selves in the market. Our market is tar-
geted to people who prefer quality and
recognize the value in that.”
Consumer trends that Turcotte sees

catching hold include antibiotic free
meats, ethical animal welfare prior to pro-

Harvest Meats has been in business since 1928
producing bacon, burgers, ham, deli meats,
sausages, jerky, wieners and more.

willing to do sliced meats, and one that
shared their corporate philosophies.
Due to these challenges, they’ve moved

their production from Saskatchewan to a
federal producer in Quebec.
Drake Meats is another company that

may be forced to move production out-
side of Saskatchewan because they can’t
find what they need in the province.
They would like to sell more outside of

the province, but to do so, they need to
increase production at a federally inspect-
ed plant, said Kelly Ediger, CEO of Drake
Meats. They’ve been trying for five years to
find a plant, but there’s simply nowhere in
Saskatchewan that fits their needs.
“It’s too bad [the processing] can’t

stay in the province, but we’re living in a
global economy here and we have to go
where there’s a facility and there’s a good
fit,” said Ediger. “A federally-inspected
plant that can produce various things
— that’s definitely a need here in the
province that’s unmet.”
Generally, though, Ediger says the

province is doing well, especially with

Drake Meats may be forced to move their production
outside of the province due to being unable to find
a plant that meets their needs.

After their recent rebranding Clear Creek Organ-
ics will be working with retail chains across the
country with their launched deli line.
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in the bag
inthe

bag What’s new & improved in the grocery aisle

“No Mess with a Dragon”
The Dragon Towel is one of the most innovative products for home cleaning today.   Dragon Towels can pro-

vide incremental sales in your paper towel category or create a boost in your cleaning wipes section.   They are
100 per cent Tree Free and made from Bamboo which creates a cleaning towel that is more absorbent than
almost any other product.   Once you have cleaned up, rinse it out and use again or place it into the laundry
machine and wash up to 25 times.   The Dragon Towel name was chosen to reflect the incredible strength of
the towels, their superior functionality and huge capacity.   Remember:   No Mess with a Dragon.  

Find out more at: www.trueearthpaper.com

The New Healthy Snack –
Be 100 Per Cent Natural Coconut Chips

Be Coconut’s all natural baked coconut chips have now been introduced. Available in snack-sized
40g pouches, these chips are high in fibre, gluten free with no cholesterol, no artificial colours, no
artificial flavours and are guaranteed 100 per cent natural.  Packaged in re-sealable pouches, the
long shelf life makes these snacks perfect for those on the go all year round.  

For more information, contact info@becoconut.ca. 

100 Per Cent Pure – Be Coconut Water New Flavours
Be Coconut Water is a nutrient rich, natural way to rehydrate. The product is 100 per cent pure,

with no added sugar and never from concentrate. Indulge in the health benefits of coconut water
with 100 per cent pure superfruit juice.  With coconut water and superfruit juice sales on the rise,
get the best of both worlds with Be Aloevera Coconut Water, Be Mango Coconut Water and Be
Pomegranate Coconut Water.  For more information, contact info@becoconut.ca. 

Nutrient Enhanced Water a Game Changer
Now available from Unique Foods, ACTIVATE is a revolutionary nutrient-enhanced water with zero calories, zero

sugar, and is naturally sweetened with Stevia, providing an innovative better-for-you beverage option.  ACTIVATE
is disrupting the enhanced water category with a truly unique proposition that gives consumers a convenient way
to live an active healthy lifestyle. Because vitamins A, B5, B12 and C deteriorate sitting in water, ACTIVATE keeps
its nutrients stored separately in an innovative patented twist cap, to ensure that the vitamins stay fresh.   ACTI-
VATE is available in 6 varieties and functions, including Pineapple Coconut (Recovery), Passion Fruit (Recovery),
Exotic Berry (Antioxidant), Pomegranate Blue (antioxidant), Lemon Lime (Energy), and Fruit Punch (multivitamin).

Please contact info@uniquefoodscanada.ca for more information or go to activatedrinks.com

Rockwell’s Keeps Innovating with Introduction of Several New Healthy Items
Rockwells Coconut Syrup is available in two flavours, natural and maple.  They are

light tasting and work well in cooking and baking as a better alternative to other high
glycemic syrups.  Rockwell’s Coconut Oil Spray is 100 per cent oil, non-stick cooking
spray with no propellants or chemicals added.  It is a healthy and handy addition to
every cook’s kitchen.  Rockwell’s has also introduced Premium Grade Organic Coconut
Sugar.  The taste and texture is very light, unlike most on the market today making it
great for baking and as a substitute for other sugars. Due to customer demand, Rock-
well’s Liquid Coconut Oil is now available in a new, convenient 500 ml. size.

For more information contact New Age Marketing at 1-888-868-0127 
or service@newagemarketing.ca.

Decadence You Can Drink!
There is something decadent about the flavour of roasted hazelnuts that only gets better with rich chocolate

and real cocoa.  This new beverage from Pacific is a creamy indulgent dairy-free treat.  Made with Oregon Hazelnuts
and real chocolate the product is an excellence source of calcium, vitamin D and Roboflavin.

Contact your local Tree of Life Canada representative for more information.

In the Kitchen with PatsyPie
PatsyPie, the Canadian manufacturer of delicious gourmet gluten free treats, has  launched  Tradition-

al Scone Mixes available in Original and Cranberry flavours.  Certified gluten free by the Canadian Celiac
Association, these scone mixes are the perfect pantry addition for any GF household.
All PatsyPie products are prepared in small batches in a dedicated facility.

Contact your local Tree of Life Canada representative for more information.

Ocean’s Flavoured Flaked Tuna: 
Healthy, Delicious, and Sustainably Sourced 

Ocean’s has introduced a flavoured line of flaked light tuna, available in Thai Chili,
Tomato & Onion, Teriyaki, Mayonnaise, Smoked and Sriracha. The product is perfect as a

snack in between meals and for people on the go as they come in convenient, easy to open cans.
They are also responsibly caught FAD (Fish Aggregating Device) Free, which reduces the impact
on other marine life.

For further information, email: talktous@oceanbrands.com or visit www.oceanbrands.com

Ocean’s Pole & Line Tuna: Healthy, Sustainable Choices
There are now three variants available for Ocean’s Pole & Line tuna: Solid White (Albacore),

Chunk Light and Flaked Light. Now you can offer your consumers healthy and sustainable seafood
choices. Ocean’s Pole & Line tuna uses a simple and eco-friendly method of tuna fishing, using a
hook attached to a pole. It is rated by many conservation groups as the most sustainable method

of tuna fishing, as it reduces “by catch” of other marine life including sea turtles and sharks.
For further information, email: talktous@oceanbrands.com or visit www.oceanbrands.com. 

Doi Chaang Coffee Company Now Availabe in Ontario!
Ontario coffee lovers can now enjoy organic ‘beyond fair trade’ coffee as the 50 per cent-

farmer-owned Doi Chaang Coffee Company expands its product line with distribution on FreshCo
shelves in the organic section. The Ontario discount banner has picked up the Certified Organic and
Fair Trade Doi Chaang’s four new 340g blends; Social Medium (a medium roast), Hardwired (a dark
roast), Espress-Yoself! (an Espresso) and Chillin’ (a light roast). It will also carry the company’s inno-
vative biodegradable Keurig-compatible aroma cups, which are available in Hardwired and Social
Medium.  All blends are a mix of high quality Thai beans with those that are also certified fair trade, organic and 100 per cent Arabica,
from Nicaragua, Peru, Guatemala and Sumatra.

New Proudly Canadian Polar Bear!
The quintessential honey bear has remained virtually unchanged for decades.  Bee Maid decided it was time to

create a bear that was authentically Canadian… the Polar Bear!  With a unique bottle and label design, this appeal-
ing bear is sure to sweeten up the honey category.   Contains the delicious 100 per cent pure Canadian honey con-
sumers know and love.

Contact your Bee Maid broker to list Bee Maid Honey’s 750g polar bear.  

Spain’s No.1 Deli Meat Brand Campofrio, Now Available in
Canada Via Piller’s Fine Foods

Campofrio hand-crafted, cured meats are now available in Canada, distributed through Piller’s Fine
Foods.  Spanish foods are carefully crafted to bring people together. And nothing satisfies guests like the

rich tastes of Spanish specialty meats from Campofrio. Since 1952, the people of España have celebrated
friends, family and guests with delicious meats from Campofrio, making it the No.1 brand of traditional cured

meats in Spain. The Campofrio line features Jamón Ibérico and Jamón Serrano, the finest of dry cured hams,
and other Spanish charcuterie including Chorizo Clásico and Chorizo Sarta. Campofrio offers a delicious selection of meats that are
sure to bring the zesty taste of Spain to the tapas and entrées on Canadian dining tables.

Visit www.vivacampofrio.com for more information.
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in the bag
inthe

bag What’s new & improved in the grocery aisle

Bosa Foods Expands Product Offerings
Bosa Foods is now distributing a retail Mascarpone from Italissima in a 250g tub.  Beautifully packaged and

made with all-natural ingredients (no modified milk ingredients), this Mascarpone
product is sure to stand out on your shelf!  The company will also be distributing East-
ern Gourmet coconut milk.  This product has a smooth consistency, with a mildly sweet
flavour and pleasant aroma.  Used in a variety of tropical dishes, coconut milk is a com-
mon and integral ingredient for a number of staples dishes from around the world.

For further information contact: Order Desk and Sales Inquiries at 604-253-5578,
Fax: 604-253-5656 or email sales@bosafoods.com; www.bosafoods.com

Kellogg Canada New Product Offerings
Kellogg Canada is kicking off 2014 in style, with an exciting array of new products sure to be a

big hit with consumers across the country! From new breakfast and protein shakes to delicious
cereals and pastry crisps, there is truly something for
every member of the family. Canadians can wave good-
bye to hunger while enjoying the great taste and nutrition
they have come to know and expect from Kellogg Canada.
“As a leader in the breakfast and snack categories, Kel-
logg Canada is dedicated to the development of innova-

tive, Delicious, high quality products that meet the evolving tastes and needs of our consumers,” says Chris Bell,
vice-president marketing, Kellogg Canada Inc. “Canadians are busier than ever before. With the introduction of
these exciting new products, we are making it easier for them to get the nutrition they need to get through the
day, without compromising on taste.” New products include Kellogg’s To Go Breakfast Shakes, available in  Choco-
late  and  Vanilla  flavours with 22 essential nutrients, 10g of protein, and 5g of fibre per serving;  Special K Chocolatey Red
Berries  cereal; Special K Protein Morning Shakes, now available in  Mocha  and  Café Latte flavours; new Special K Pastry Crisps  are
crispy and delicious and only 100 calories per serving; with just 80 calories for 18 chips, the new mouth-puckering  Special K Crack-
er Chips  Salt & Vinegar; and Nutri-Grain* Fruit Crunch  bars in  Strawberry  and  Apple Crisp  flavours. 
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Real Cheese. Real Fast.
Annie’s Macaroni and Cheese is now available in microwaveable cups for instant satisfaction.

These Macaroni and Cheese cups are available in Organic White Cheddar as well as Gluten Free
Rice Pasta and Cheddar.  Both flavours are made without artificial flavours or preservatives and
contain only 100 per cent Real cheese.

Contact your local Tree of Life Canada representative for more information.
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In your 20 years in business, how
have you seen POS technology
change and what have the benefits
been to retailers?
In the late ’80s only the largest grocery

chains had scanning technology. It was
very expensive and not easy for indepen-
dent grocers to deploy scanning solutions
in their stores. 
The introduction of GST in 1990 was

unpopular in that it caused all retail
businesses to deploy new cash register
solutions that could calculate two taxes
with an anticipated “compounded” or
“tax-on-tax” scenario. However it was
really a blessing in disguise as it gave
merchants an incentive and a tax bene-
fit to upgrade their technology to enable
scanning of barcodes in their stores.
The return on investment was enor-

mous. Labour savings due to the elimi-
nation of ticketing each article with
price tags, and savings in transaction
speed and order accuracy were signifi-
cant. Today merchants wouldn’t consid-
er running a grocery store or a chain of
stores without scanning technology.
In the early ’90s Interac introduced

integrated debit and credit payments
technology. While payments processing
costs have been an ongoing concern for
grocers, the costs of electronic payments
whether the PINpad is integrated to the
point of sale solution or is a stand-
beside payment terminal are roughly
equal. However having the payment
solution integrated to the point of sale
solution has delivered enormous opera-
tional benefits to grocers. By eliminating
the need to “re-key” the transaction
value into the PINpad the integrated
solution speeds up transaction speed
and eliminates keying errors. 

Aside from your POS solutions, what
other products do you offer retailers
to help them increase business?
We offer on-line shopping sites that

integrate with our nexPOS in-store point
of sale solution. This allows grocers to
manage one item file with uniform or
unique pricing per item. Consumers are
able to either pick their order up at the
store or have it delivered to their home. 
We offer Digital Video Surveillance

(DVR) solutions integrated with the
point of sale transaction data so that
the grocer can search for and review
video of transactions by specific types
of cashier activity such as item voids,
open department sales, etc.
We offer Digital Shopping walls that

allow grocers to grow their business
footprint without building or leasing
entirely new stores. Grocers are able to
have a 20 X 8 foot space at a busy train
station, bus station, airport or office
tower. Shoppers are able to view virtual
shelves of the grocer’s products and can
scan purchase the product simply by
scanning the barcode with their smart-
phone. The grocery order can then be
assembled and made ready for pickup or
delivery to the customer.

Can Howell make it easy for even sin-
gle store operations to have access to
advanced software solutions?
All of Howell Data Systems’ products are

designed to work as well for single store
operators as they do for multi-store chains. 

Howell has gained a strong presence
in the independent grocery market,
even receiving special recognition at
last year’s Grocery Innovations Confer-
ence. What do you attribute this to?
Howell Data Systems recognizes that

we only exist because of our customers.
Canadian grocers have been generous

with their advice and support of our
company over the last 23 years. We try
very hard to deliver products and ser-
vices that help them run their business
profitably and progressively. We try to
deliver advanced tools that allow even
small businesses to compete with very
large chains. We have been extremely
fortunate to have attracted and
retained very talented and hard-work-
ing team members who are committed
to our customers’ success. We build rela-
tionships with our customers that have
lasted two decades now and our clients
have become our best friends. Our cus-
tomers know that if their in-store tech-
nology needs repairs, our team will stop
at nothing to ensure their business is
running optimally ASAP. 

Where is the future of POS 
headed, particularly in terms of the
independent?
Independent grocers are masters at

making customers feel special and val-
ued. Today’s consumers expect busi-
nesses to anticipate their needs and
deliver exciting new products and ser-
vices that enhance their lifestyle. Our
point of sale solutions help grocers
understand their shoppers’ purchasing
behaviour. We help grocers communi-
cate offers to the consumer that
encourage them to try new items in cat-
egories that they may not have previ-
ously shopped. We will continue to
deliver ever-expanding and ever more
convenient methods for consumers to
buy the grocers’ goods in whatever
manner suits the shopper. Whether the
purchase is made on-line, via digital
shopping wall, via smartphone applica-
tion or in person the old-fashioned way,
Howell Data Systems is committed to
providing technologies that give gro-
cers a competitive advantage. ●
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Paul Howell is the president and CEO of Howell Data Systems Inc.

The Future of POS
A Q&A with Paul Howell at Howell Data Systems Inc.




