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With the recent announcement that Save-On Foods will
be opening two locations in Winnipeg, and plans afoot for
expansion in Saskatchewan, Jimmy Pattison’s Overwaitea
Food Group is making the jump to become a fully regional
player in Western Canada, a move that has been anticipated
now for some time. The move makes all the more sense with
Sobeys’ purchase of Canada Safeway, the consequences of
which are now unfolding with greater rationalization through store closures and consolidation and automation of warehouses throughout the West. Once again, the West
will have two very strong players vying for the consumer dollar.
Save-On Food’s expansion across the West means that it is now very unlikely
that Metro will undertake any initiative here... unless it is making a pitch for
Save-On itself, which was also widely rumoured for some time. But it seems pretty
clear that the Pattison Group is not very interested in that at this juncture.
Indeed, the company seems intent on continuing to build its footprint and with
Sobeys still shedding locations and closing warehouse operations (it was recently
announced that the entire King Edward operation in Winnipeg will be shuttered)
there will be plenty of real estate available.
Of course, the recent announcements only concern Save-On Foods. Overwaitea also
operates Cooper’s Foods, Urban Fare and PriceSmart Foods (see article this issue) and
these banners may yet make an appearance in Manitoba and Saskatchewan as well. It
all adds up to a very dynamic and fluid market at the moment which no doubt will
lead to a re-balancing of market share as time goes by.
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market
update
Anuga 2015 - Fully Booked, Excellent Lineup
From October 10 to 14, around 6,800 exhibitors from
all over the world are expected to take part in the
most important and biggest summit meeting of the
international food industry: Anuga 2015.
Anuga spans the entire Cologne fairgrounds, i.e. 284,000 m2 of
gross exhibition space. The leading trade fair, which is held in Cologne
every two years, presents the entire spectrum of the international
offer of food and drinks. All 10 trade fairs boast a strong, international
lineup of exhibitors, which is especially underlined by the participation of numerous key players. New country participations are bringing even more diversity
and internationality to Anuga. Around 155,000 trade visitors from 187 countries attended
the last trade fair in 2013.
Once again in 2015, the successful concept of Anuga — “10 trade fairs under one roof”
— will ensure a good overview and a well-arranged layout divided up into themed areas. The
overview of the range of exhibits and the hall plan demonstrate that Anuga is again in 2015
the decisive information and sourcing platform of the international food business.
Anuga Fine Food is the biggest of the Anuga trade fairs and bundles the exhibition segments delicatessen, gourmet and basic food. Numerous international pavilions offer the
buyers an overview of the specialities of the respective country. The big country pavilions in
the Anuga Fine Food zone include for instance Italy, France, Greece, Great Britain, Spain and
Turkey. Countries such as China, India, Korea, Mexico, Singapore and Thailand are also represented as well as Austria, Switzerland and Poland. Newcomers among the country pavilions this year include the Fiji Islands, Georgia, Qatar, Moldavia, Saudi Arabia and the Ukraine.
Among the ten distinct trade fairs, there is frozen foods, meats, dairy, chilled and fresh
food, bread and bakery, hot beverages, drinks, organic, foodservice and retail technology.

Upcoming EVENTS

www.anuga.com

September 19-20, 2015

TASTE THE FUTURE

CHFA East
Metro Toronto Convention
Centre (South Building)
Toronto, ON
For more info: www.chfa.ca

September 28-29, 2015
Grocery Innovations
Canada 2015
Toronto Congress Centre
Toronto, ON
For more info:
www.groceryinnovations.com

10 TRADE SHOWS
IN ONE

October 10-13, 2015
National Frozen &
Refrigerated Foods
Convention
Hilton Anatole.
Dallas, TX, U.S.A
For more info:
www.NFRAweb.org

October 10-14, 2015
Anuga 2015
Cologne, Germany
Fore more info:
www.anuga.com

April 4-5, 2016
Grocery & Specialty
Food West
Vancouver Convention Centre
Vancouver, BC
For more info: www.cfig.ca

Your ticket to the food & beverage world
An impressive array of food and drink:

April 13-15, 2016

International industry innovations and trends.

SIAL Canada
Palais des congres
Montreal, Quebec
For more info:
www.sialcanada.com

Anuga impresses as the most important and largest food trade fair once again in 2015 with a
diverse line-up of international exhibitors. The ten Anuga trade fairs bring the interests of the
exhibitors and the visitors together in a focused manner. Look forward to top-class evening
events, an inspiring supporting programme and trends that move the industry.

May 7-8, 2016
CHFA West
Vancouver Convention Centre, West Building
Vancouver, BC
For more info: www.chfa.ca
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Cologne, Oct. 10-14, 2015
Koelnmesse Inc.
8700 West Bryn Mawr Avenue
Suite 640 North
Chicago, Illinois, 60631
Phone +1 773 326 9922
v.woods@koelnmessenafta.com

Buy admission tickets online now and
save up to 44%: www.anuga.com/tickets

market
update
Johnsonville Connects With
Canadians over Hockey,
Multicultural Meals and Backyard
Barbecueing
Johnsonville is deepening its connection with Canadians,
with a new campaign celebrating its rich history as an experienced, successful and the most authentic purveyor of quality
sausages. Johnsonville’s campaign aims to surprise and delight Canadian consumers
through multiple touchpoints. They include a TV spot and print ads that take Canadians
back to Johnsonville’s humble, small-town beginnings 70 years ago, noting that while
the butcher shop where it was born might have changed quite a bit since then, the family recipe that gave birth to Johnsonville’s sumptuous sausages has stayed exactly the
same. The campaign also includes a significant social media component that’s being
brought to life on platforms including facebook, twitter, Pinterest and Johnsonville’s
mobile-optimized website, which was launched at the end of June. It will share content
that, while telling the Johnsonville story, uses four other key storytelling themes — the
unique flavour of Johnsonville, the backyard experience, the big game at home and a
multicultural feast — to promote things like recipe inspirations and barbecue tips.

Amerlux Recognized
PECO Pallet
Promotes Lisa Vegso
to General Manager,
Canada and Opens
New Depot in
Calgary
PECO Pallet announced that Lisa Vegso has
been promoted to the
position of general
manager, Canada. In
this new position, Vegso
will have overall responsibility for PECO’s sales,
service, and operations in Canada. The
company recently opened a new pallet depot in Calgary to service the pallet pooler’s customers in Calgary and
surrounding areas.
Adrian Potgieter, senior vice-president
of sales, stated, “Opening a new depot in
Calgary reflects PECO Pallet’s commitment to serving the Canadian market. We
provide the highest quality pallets and
best service in the industry and are building a robust infrastructure to support
continued growth throughout Canada.”

Amerlux was honoured for three commercial LED indoor lighting
products during the eighth annual Next Generation Luminaires (NGL)
Solid-State Lighting Design Competition. MURRO LED Wall Wash,
LINEA 1.5 Linear Direct/Indirect LED and FINO Ceiling LED received
the awards for excellence and technological development, which
were sponsored by the United States Department of Energy (DOE),
the Illuminating Engineering Society (IES) and the International Association of Lighting Designers (IALD) at LightFair International.
“We’re very proud to have won three NGL awards this year, as we
(L-R) James Brodrick, lighting
have achieved this extraordinary industry recognition seven out of
program manager, US Department
the past eight years,” said Amerlux CEO and President Chuck Camof Energy, building technologies
pagna. “Murro, Linea and Fino are truly lighting innovations and we
program and Chuck Campagna,
are honored that they have been recognized by the NGL’s distinAmerlux CEO, President.
guished panel of judges.”
Recognized in the categories of Wall Wash and Downlights, FINO Ceiling LED is a 5/8-inch shallow,
ceiling mounted wall wash, which runs seamlessly across ceilings without interfering with the studs
while creating a beautiful visual impression. With engineered optics that deliver 630-plus lumens per
foot onto the vertical surface, FINO was acclaimed by the judges who “loved the look and creative
design of its minimalistic appearance and great thin profile.”
“It’s not an easy feat to achieve NGL recognition,” said DOE Solid-State Lighting Program Manager
James Brodrick. “The judges are a tough-minded bunch who look for every flaw imaginable and don’t
issue their stamp of approval lightly.”

Greg Mohr Promoted to VP Business Growth
at Bee Maid Honey Limited
Bee Maid Honey Limited has appointed Greg Mohr to
the newly created position of vice president, business
growth, accountable for developing Bee Maid business by identifying and assessing possible new business ventures, finding opportunities to leverage existing business and
ensuring the organization has effective value propositions for both customers and
members. “Mohr’s proven track record on execution and his vast experience with several world-class organizations will ensure a successful outcome for both Mohr and our organization,” comments Guy Chartier, CEO.

Local Snacking
Company
Helps Women
Let Go of
Guilty Snacking
Bringing snackers out
of hiding, CheeCha Puffs
offers a healthier alternative that can be eaten with
pride and shared with families and friends. To re-inforce
this, CadCan Marketing is
launching its “Don’t Hide,
Have Pride” campaign which
includes a series of ads illustrating the fun “Don’t Hide,
Have Pride” scenarios of
freedom from guilty eating,
plus a sequence of ‘Guilt-Free
Snacking’ idioms as social
media engagement.

Guru, World’s First
Natural Energy Drink,
Announces Canada
Organic Certification
GURU Beverage Inc has achieved another company milestone
by obtaining Canada Organic certification for GURU Energy
Drink. The certification, issued by Ecocert Canada, ensures that
GURU beverages are produced without antibiotics, pesticides,
irradiation or bioengineering. In addition to this new certification, GURU beverages are also certified vegan, gluten-free, and
non-GMO Project Verified.

GraceKennedy Targets Canada’s Growing
Latin American Community
GraceKennedy is firmly committed to
be the leading distributor of Latin American food products by supplying this
exciting growth market with brands such as
COLOMBINA, SAN MARCOS and LA FE. “We are
ready to market this broad range of almost 80 products to
Canadian grocery retailers and establish a profitable, well-managed Latino section in international aisles to service this growing community. We have operated in Canada for 30 years and
have a long track record of bringing retailers specialty brands
that consumers trust and love from back home,” says Lucky
Lankage, GraceKennedy’s president and CEO.

Correction Notice
In the last issue of Western Grocer Magazine Mark Pelechaty
from Lowe Mechanical was listed as Mark Polecat in the Refrigeration article. Western Grocer Magazine apologizes for this error.
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ON OUR COVER
By Frank Yeo

It has been a long
time coming,
but the Overwaitea
Food Group has
finally made the leap
into Manitoba and
Saskatchewan,
vowing to open over
40 stores over the
next several years.

Overwaitea Food Group
Becomes True Regional Player

T

his is in addition to
another 20 stores to open
in the B.C. and Alberta
Daryll Jones,
OFG President
markets, where the company
with Jim Pattison.
currently operates over 140
stores. By any standard, this is
a major capital investment and bold statement on how the
western Canadian grocery industry will begin to look in the
wake of Sobeys acquisition of Canada Safeway.
At a press conference in Winnipeg, President Daryll
Jones, who was there with Overwaitea Owner Jim Pattison,
said the expansion into Manitoba and Saskatchewan will
create around 4,000 jobs. The first store to open in
Winnipeg will be at the Northgate Shopping Centre. Jones
emphasized Overwaitea’s policy of tailoring each store’s
assortments to the local demographic and as such the first
location will be a Save-On International to cater to the
wide ethnic diversity of the area. This store and two
others — one on St. James Street in a former Future shop
location and a new build in the Bridgewater Forest
townsite — will open in the fall of 2016. A total of 12
stores are being considered for Winnipeg. More stores will
open in other urban centres such as Brandon, Steinbach
and Portage la Prairie. Online grocery shopping and home
delivery will be part of the mix.
Plans seem to a bit further ahead in Saskatchewan with
the planned roll-out of seven stores next year in Regina,
Saskatoon, Yorkton, and Moose Jaw.
For now, says Jones, distribution will be conducted out of
their Edmonton warehouse, although he does not dismiss
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the idea that a distribution facility could be opened in
Winnipeg as well.
While Manitoba and Saskatchewan are still experiencing
positive population growth, the addition of this amount of
square footage will surely change the competitive landscape,
especially as Walmart is very much intent on growing
its share of the grocery
market and Sobeys, while
shuttering stores, will
very much want to maintain its current combined
sales between Safeway
and Sobeys stores.

The atmosphere was electric with close to 2,000 in attendence.

What will the outcome be? That depends ultimately on
who the better operator is. Save-On does not have an easy
job ahead given the difficulty of finding ideal locations, at
least in a large saturated urban center like Winnipeg. But
certainly the determination is there and market timing
could not have been better given the current fluidity
created by recent consolidation.
●

BACK TO SCHOOL

By Robin Brunet

B

ack to school is both a relief and a time of stress for parents. On one hand the homestead is finally free of the bedlam associated with summer vacation; on the other,
it can be a major task to fill lunch boxes with healthy products that kids enjoy.
It’s up to retailers to make that task as simple as possible. “We start planning at least
a month in advance for what is essentially a two week event — or perhaps three, if
you’re doing business in a neighbourhood that also has private schools,” says Louis
Campbell, store manager for Stong’s Market.
Troy Dewinetz, general manager - marketing & merchandising for Buy-Low Foods,
says back to school is also a time that “marks the return of many of our shoppers from
summer vacations. The foot traffic increases, so it’s vital we merchandise well to take
advantage and increase our baskets.”
Dewinetz and his colleagues go all-out in their merchandising efforts. “We
plan our programs two to three months in advance to ensure we’re ready
to go as the season is upon us,” he says, adding that “We generally run
back to school promotions and features for two to four weeks,
depending on the program.”
Buy-Low also acknowledges purchasing trends while planning
its back to school strategies. “For instance, there seems to be a
shift away from some of the traditional food items such as
peanut butter due to allergy concerns, and juice boxes due to
sugar content, and more of a focus on fresh and
healthy products,” says Dewinetz.
Any retailer who doubts the significance of back to school needs only
consult a Pollara study showing that
Canadians generally spend an average of
$428 per child as their kids head
back to class, and that this
spending is increasing by as much
as 18 per cent yearly.
Meanwhile, a Deloitte survey
provides insights about who does
the shopping and what informs the
shopping experience. Conducted last
year and involving parents whose
children attend grades K to 12,
the survey found that women
are more price and budget
conscious than men
when shopping for
back to school items
(59 per cent buy more
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New Product
Showcase
Tasty treats for
the lunchbox
Kraft has the Kraft
Peanut Butter Jar
promotion for
younger students,
and the KD Golden
Noodle for older
students.

`on sale’ products and 32 per cent use
more coupons). Also, nearly one in
five respondents said they use social
media sites to plan their shopping, and
they are increasingly seeking online
purchasing solutions.
This doesn’t surprise Jennifer Salter,
director, shopper marketing, for Kraft Canada.
“Ecommerce is one of
the biggest trends today
and it will continue to
grow,” she says.
Salter adds, “We work
closely with retailers to
ensure that our products
can be sold through
their online sites and
that shoppers can make
a purchase as easily as
tapping a few keys on their smartphones.”
Ryan Johnson, director, customer
insights for Kraft Canada, agrees that social
media is playing an increasingly important
role in helping shoppers plan for back
to school. “Brandspark
research indicates

that while 85 per cent of shoppers still rely
on print flyers to determine what to
purchase and check for sales, the digital
realm — including social media — is where
the growth is,” he says.
Kraft is a master at helping retailers
make the most of the September event.
“We’re constantly trying
to understand shoppers’
preferences and what
resonates with them,
whether it is recipes,
website content, or special promotions and
contests. We provide this
relevant content through
our own social and
digital vehicles, websites
(kraftcanada.com), as well
as through our retailers’
media, whether that be flyers, digital, social
or through loyalty apps,” says Salter.
Kraft may not be unique in providing
retailers with anchor displays for its
products, but its sales force goes a step
further by working closely with store
managers to determine the optimum
placement for these displays. “We get very
creative in terms of determining what
works and what doesn’t in
different stores, and since
our sales people have
an intimate knowledge
of the communities
they serve, they provide
genuine tailored solutions,” says Salter.

Nearly one in five
respondents said they
use social media sites to
plan their shopping,
and they are increasingly
seeking online
purchasing solutions.
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Frullo from
SunRype
has 50 per
cent less
sugar and
no artificial
sweeteners.

Grimm’s Fine Foods has
launched three varieties of Pep
Bites that go great in school

lunches for those looking for a
non-sugary snack.
Mcsweeney’s
beef jerky has
flavours that
highlight Canadianna – including Hickory
Smoked Bacon and
Canadian Maple.
GoGo squeeze from Materne
are all fruit
desserts which
have no
preservatives,
food colouring
or artificial
flavouring.
Ocean Brands’
SnacKit is
available in six
flavours; including gluten free
Albacore Tuna.

Get these, do this, done!
Your customers don’t have time to create new recipes, so we’ll show them
how to make their weekly faves amazing again with Kraft Dressings!
This impactful retail campaign will help grow basket size and drive sales for
your store by pairing Kraft Dressings with a protein to offer quick and easy
meal solutions consumers will love. To participate and drive sales for your
store, talk to your Kraft rep today!
For recipes visit DressUpYourFaves.ca.
Program runs from May 4 to October 31.

Two new launches from Kraft effectively pair promotional content with
food. “At the end of August we’ll unveil
a limited edition Kraft Peanut Butter Jar,
which doubles as a teddy bear keepsake
bank, and will be accompanied by a
contest for a chance to
win $10,000 towards your
child’s RESP,” says Salter.
With a nod toward s
older students, Kraft’s KD
multi-packs will be accompanied by a contest in
which the winner receives
a solid gold one-pound KD
noodle. “That too will
launch in August, and the
intent of both those prizes
is to get everyone thinking about kids’ and
youths’ future,” says Salter.
When asked to cite examples of notso-effective back to school strategies,
Johnson pauses a moment before
replying, “Some retailers may not think
about the fact that the consumer of
products isn’t necessarily the shopper,
especially at the back to school timeframe. Marketing strategies are built to
specifically address this matter.”
Barb Broder, consumer communications
manager for Sun-Rype Products Ltd., says
displays are the ideal way to remind
mothers to stock up. “It’s a busy time of

year: summer isn’t quite over, but the
stresses of planning for that big change in
routine are upon them,” she explains.
“Cross promos and displays make it easy for
mom to re-fill the pantry and save money.”
As for retail opportunities that are
occasionally overlooked, Broder points
out that “Price signage is vital, and we
see that missed sometimes. If Mom
doesn’t know the price, she’s not likely to
pick it up. Also, with so many products
available, retailers need to make it easier
for mom to understand the features and
benefits. Using POS to call attention to
the fact a new product like SunRype
Frullo has 50 per cent less sugar with no
artificial sweeteners helps mom to make
the right choice.”
Broder acknowledges that the other
challenge of back to school is getting
kids to eat healthy. “SunRype offers
several convenient products that make it
easier,” she says. “Our Fruit Plus Veggies
Plus Fibre juices are 100 per cent fruit
and vegetable juices that taste like fruit
— so kids love them — but offer the
benefits of veggies too. They also
contain fibre, but with the same texture
and taste as fruit juice.”
Peter Boudewyn, national sales
manager for Direct Plus Food Group, notes
that in addition to healthy options, clean
protein items and meat
snacks are on the rise.
Grimm’s Fine Foods and
Mcsweeney’s meat products
(available through Direct
Plus) are a great addition
to parents’ back to school
shopping lists.
Boudewyn says, “Grimm’s
recently launched three
varieties of Pep Bites —
Original, Hot, Honey garlic
— which are bite size pieces of premium
quality pepperoni that go great in
lunches instead of sugary snacks or cookies.
We also offer a naturally formulated turkey
pepperoni for consumers looking for

“Price signage is vital,
and we see that
missed sometimes.
If Mom doesn’t know
the price, she’s not
likely to pick it up.”
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New Product
Showcase

TUNA FOR TWO

Tasty treats for
the lunchbox
Nature Valley
peanut free Lunch
Box Double Chocolate flavour granola
and Betty Crocker
Soft Baked
Snacks from
General Mills
provide great
fuel in lunches.

General Mills Canada has
been at the forefront of back
to school promotions with
items such as Betty Crocker

and Cheerios.
Gluten Free Bar
from Brandseed Marketing is
gluten free, vegan, soy free
and corn free but has a taste
that kids will enjoy and parents will feel good about.

Wild Garden Hummus Dip is
great for lunches and has a
shelf life of 18 months.

TW
PACIN
K

INTRODUCING NEW

With two delicious flavours
to choose from and two tuna
Snackits per pack, it’s healthy,
convenient and shareable!
oceanbrands.com

IN
TWCK
PA

an eve n leane r, healthier option.
Mcsweeney’s has recently introduced a
number of new beef jerky varieties that
highlight Canadianna, including a Hickory
Smoked Bacon Jerky and a Canadian
Maple Jerky.”
Ravish Kohly, vice-president sales –
general manager of Materne Canada,
calls back to school “huge
fo r ret ai lers a nd fo r
companies like mine in
the business of making
healthy fruit-based snacks
that appeal to kids.”
Materne is in a particularly enviable market
because while the snacking category is growing,
sugar-laden puddings are
in heavy decline, thus
creating a vacuum that Materne’s GoGo
squeeZe products (all fruit desserts that
contain no preservatives, food colouring
or artificial flavouring) ably fill. “Our data
indicates that while the ready to eat
dessert category is up four per cent in
dollar sales and fruit-based desserts like
apple sauce are up 11 per cent, GoGo
has enjoyed a 78 per cent jump,” says

Kohly. “So yes, we highly anticipate
back to school because it provides our
biggest sales spike.”
Kohly has several tips for retailers.
“The most important thing is to have the
right products in the right place, and
after that the right mix at the right
price. A lot of back to school products are
destination items, so
create multiple points of
interaction within the
store. GoGo squeeZ is
something that can be
put in various aisles and
departments to maximize
sales. Also, retailers should
order adequate quantities
of back to school fare:
there’s nothing worse
than being out of stock
during this time.”
Stong’s Louis Campbell agrees, but he
says it takes careful planning to
determine correct quantities. “When
ordering for back to school we make sure
we don’t over order on our initial orders
as we are aware that we can reorder from
our suppliers on a weekly basis.”
Jackie Mendoza, senior brand manager

popular Minions characters from the
Despicable Me movies on the box.
These two brands are particularly
relevant to back to school in that both are
made in a peanut free facility. “As a mom
I know that I can only send peanut free
snacks to school. If it isn’t peanut free
it doesn’t make it onto my grocery list,”
says Eriksson. “Peanut products are not
allowed in schools or sports facilities, and
that’s why we emphasize our peanut-free
offering for the back to school season.”

“With so many
product available,
retailers need to make
it easier for mom to
understand the
features and benefits.”
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for Ocean Brands, believes retailers
should be generous with their facings
during the fall months. “Mothers want
variety, and therefore five facings of a
particular brand is far more effective
than just one,” she says. “I’d even argue
that a single facing of a particular brand

would compel a typical shopper to buy
the product only once, as opposed to
coming back later to purchase different
variations of the same thing.”
Ocean’s contribution to back to school
is the ready to eat Ocean’s SnacKit,
available in six flavours including the
new gluten free Albacore Tuna (the tuna
in the kit is paired with rice crackers).
“We’ve also developed SnacKit Dips
whereby younger kids just have to peel
off the package cover and dip their
crackers into the tuna instead of having
to open a can,” says Mendoza.
Since arriving in this country in 1954
with the launch of Betty Crocker and
Cheerios, General Mills Canada has been
at the forefront of back to school
promotions, and this year it’s offering
`Power Up Your Back to School Hero,’
which Marketing Director Emma Eriksson
describes as a turnkey solution that
will drive great instore traffic. “Power Up
will take the form of in store displays
and POS accompanied by a consumer
campaign using television, social media
and blogger outreach.”
Eriksson goes on to explain, “The idea
behind Power Up is that your child is
a ‘super hero’ who in September will
embark on new challenges and adventures and needs to fuel his/her body
to be ready for their day.”
Some of the new ‘fuel’ from General
Mills includes Nature Valley peanut free
Lunch Box Double Chocolate flavour
granola bars; and Betty Crocker Soft
Baked Snacks featuring the wildly

For the record, despite the peanut ban,
Ryan Johnson reports that sales of Kraft
Peanut Butter are not negatively
impacted during the fall months. “In
fact, they’re very strong,” he says. “Don’t
forget, back to school isn’t just what is
consumed at school: peanut butter is a
huge before- and after-school food.”
The issue of allergies prompts the
question: exactly what health issues do
parents worry about when filling their
children’s lunch boxes?
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This is exactly what General Mills
Canada asked in a recent study, and the
findings may strike some retailers as
surprising. “The absolute primary concern
of the mothers we asked was that the
food they buy for their children contains
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no artificial colours or flavours,” says
Eriksson. “This was followed by whole
grains and fibre. Finally, mothers want to
know that products they purchase for
their children contain an acceptable
amount of sugar.”

The procurement team at BrandSeed
Marketing Inc. has all bases covered with
regards to allergies and health: their
portable foods, snacks, and lunch items
are nutritious, natural, organic, and
gluten-free. “For example, in March we
made available the GFB, or Gluten Free Bar,
which, in addition to being gluten free
and vegan, is soy free and corn free but
tastes absolutely incredible and is exactly
the food mothers can put into kids’ lunch
buckets without worrying about compromising on health,” says BrandSeed
President/Founder Jim Kavanagh.
The same can be said of Wild Garden
Hummus Dip, also available from BrandSeed,
which has the added bonus of having a
shelf life of 18 months.
While parents gird themselves for
September, the bottom line for retailers is
that back to school can be a bonanza —
especially considering the wealth of products
that meet the typical parent’s requirements
of nutrition, portability and convenience.
But maintaining healthy inventories alone is
not enough: promotions, along with calling
attention to price and ingredients, is also
required to make the most out of this
limited-time event.
●

PRODUCE

B

ananas from Ecuador, peppers from
Mexico and blueberries from Chile:
so common in today’s marketplace,
yet unheard of just a few decades ago.
With today’s sophisticated distribution
networks, the make-up of produce departments has changed irrevocably giving
consumers more choice than ever before.
Along with greater variety, the
produce department is changing in other
ways with the unrelenting growth in
organic and fair trade produce. Twenty

By Ronda Payne

years ago, organic produce was something primarily grown in backyard
gardens and while producers may have
been growing their crops organically, it
wasn’t the buzz term it is today.
Requests for organic and fair trade
produce stem from the grassroots thirst
for knowledge about where food comes
from, who grows it and how.

Zachary Haigh, produce specialist
with Pomme Natural Market notes that
the organic produce market grows in
leaps and bounds each and every year.
“[Customers] care where their food is
coming from,” he says. “It’s a great
time right now.”
Haigh’s observation is supported by
the increase in the number of certified
organic farms in B.C. increasing from
150 in 1992 to just shy of 500 in 2012.
While the growth in B.C. is indicative of
the industry, organics from around the
world are making their way into Western
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Canadian shopping carts. A study by the
Canadian Organic Trade Association
estimated the value of Canadian organic
food and beverage sales to
be slightly more than $2.8
billion in 2012.
“Organic is at maximum
four per cent of the industry
[ of a l l p ro d uc e ] , ” no t e s
Haigh. “But it is growing
exponentially.”
It isn’t just organic that
has the attention of the consumer. Fair trade produce is also in high
demand because shoppers can choose
produce that supports economic viability in exporting countries.
Fair trade is defined as a trading
partnership, based on dialogue, transparency and respect that seeks greater
equality in international trade; according
to John Marron, senior retail specialist
with Fairtrade Canada, the Canadian
certification organization.
“When a product carries the Fairtrade
mark, it means the producers and traders
have met Fairtrade economic, social and
environmental standards,” Marron says.
“There are designed to address the
imbalance of power in trading relationships, unstable markets and the

Zachary Haigh, produce specialist, Pomme
Natural Market.

injustices of conventional trade.”
While demand for specific produce is
somewhat seasonal according to Haigh,
some items are definitely more sought after
in the organic and fairtrade categories.
“Grapes are huge right now,” says
Haigh. “Blueberries finally became a year
round [organic] crop last year or the year
before. Kale is such a buzz word and
broccoli has exploded.”
Randy Hooper, owner of Discovery
Organics agrees with the growth of kale
and adds another item to the list:
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STORE PROFILE

PriceSmart’s
International store
caters to changing
demographics.

A
The produce department is changing as consumers look to organic and fairtrade items in this section.

avocados. “I think the two hottest items
are seeing substantial growth in both
organic and conventional markets,”
he comments. “Avocadoes are seeing
stupendous growth every year across the
continent, and kale has exploded over
the past three or four years… and at our
end kale outsells lettuce three to one.
That’s a very powerful indicator that
consumers are reaching out for what the
industry is calling superfoods.”
Marron also adds a regular produce
staple to the list. “Bananas would come out
very high on the list,” he says. “Strong,
strong double-digit growth. Consumers
are looking for organic first of all, but
they are also looking for fairtrade.”
Mangoes are another item Marron
comments on, noting they have contributed to the growth of fairtrade food
sales of 213 per cent from 2012 to 2013.
When it comes to merchandising organic and fairtrade produce, a retailer
like Pomme Natural Market is in an easier
position than conventional retailers.
“My entire world is organic and natural
food,” notes Haigh. “We chose a way
to showcase food… to look like a typical
grocery store. It’s in a very beautiful
format that people are used to.
We merchandise with the customer’s
experience in mind.”
Because they only carry organic
produce (even the Fairtrade produce is
organic), there is no need to use signage
to identify organic items. For other
retailers however, there are challenges.
“Visibility on shelves is the big
challenge that exists,” says Marron.
On the plus side, however, Fairtrade

has a complete point of sale program
available to retailers.
“Retailers that put that up see a large
increase in sales,” he notes. “It [Fairtrade
products] should be merchandised close
to conventional products.”
“Produce is hard to market — it’s a
tough category and always has been
because there is no real branding,”
Hooper says. “However, more than 50 per
cent of customers recognize the Fairtrade
logos. We think that Fairtrade-labelled
products have the most brand recognition in the produce aisle.
Consumers care about their food and
are increasingly aware of their food
choices. By providing clearly labelled
organic and Fairtrade produce options,
retailers are more likely to connect with
their customers and prove that selection
driven by customer demand is part of an
ongoing relationship.
●

Fairtrade Canada knows that consumers are
looking for fairtrade items as well as organic
when it comes to their produce, and has seen
growth in both bananas and mangoes.

banner above the entrance of the
new PriceSmart Foods International store in the Fleetwood district of Surrey, B.C., proudly proclaims,
“Explore a world of flavour.”
At first the invitation seems at odds
with its surroundings, which are
suburban, working class, low-key.
However, Fleetwood has been changing
in recent years, evolving from its
western roots into a community that
includes a huge range of ethnic
cultures. As a way to continue to meet
the needs of the customers it serves,
PriceSmart Foods decided to make this
store an even better fit for their
customers in Fleetwood.
PriceSmart Foods, part of Overwaitea
Food Group (OFG) is a familiar face in the
neighbourhood, but in order to remain
relevant it didn’t so much have to
upgrade or expand (the store has always
been 60,000 square feet in size) as it did
transform into something that would
better serve the new demographic.
Once inside the store, first-time
shoppers are greeted by a massive
welcome sign in multiple languages:
the first indication something unique
is afoot. Past the sign is a kitchen with
a fresh sushi bar, soup bar, hot wing
bar, pizza oven, as well as South Asian,
Mexican and other global cuisine.
Gigantic messaging — Seafood, Deli,
Salad Bar, Cheese — lines the perimeter
of the interior and enables instant wayfinding. Subtle touches, such as wood
flooring throughout the checkout area,
impart a welcome ambience to the large
scale of the building.
The 16 aisles are wide and brightly
lit. But it’s only when shoppers walk
along any of these aisles to the store’s
midpoint that they truly understand
what makes this PriceSmart Foods
different. “Essentially, beyond midpoint
the types of products in each aisle
remain the same but have been sourced

Ken Christensen,
store manager.

By Robin Brunet
photos courtesy of Robin Brunet
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from different parts of the world, for the
convenience of Asian, Filipino, Italian,
Mexican, and British shoppers as well as
other cultures thriving in Fleetwood,”
says Store Manager Ken Christensen. “We
want to make sure that we are catering to
every type of customer – so if we can
make dinner or lunch a little bit easier
with our in-store kitchen or incredibly
diverse selection of foods from around the
world, we will take pride in making sure
that all of our customers’ needs are met.”
PriceSmart Foods International focuses
on three key attiributes — offering a
unique world of flavours, service and
value. PriceSmart Foods’ International
format also appeals to the growing
sophistication of western palates:
customers can shop for their everyday
favourites and then add global fare to
their baskets without having to journey
to ethnic-only groceries. “OFG noticed
that international cuisine is becoming
more and more popular and found a way
to conveniently offer this to customers
without taking away what they are
already familiar with,” says Christensen.
Overwaitea Food Group (OFG) has spent
years developing an International concept,
and the first manifestation was the
2011 opening of a
PriceSmart Foods
“East Meets West”

concept in Richmond catering to
that city’s predominant Asian
population: half of the floor space
contains over 7,000 Asian grocery
products (with a red colour
scheme), and the other half (blue) features
mainstream, western food so customers
could complete their total shop without
having to make more than one stop.
Since its opening, the Richmond store
has enjoyed enormous success (OFG doesn’t
disclose sales figures), but PriceSmart
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Foods International is the most
comprehensive outcome of OFG’s attempt
to stay abreast of evolving demographics.
In addition to groceries, many of the store’s
220-member staff speak other languages
(20 in total) in addition to English. “One
team member in our pharmacy is fluent
in five languages, and we even have
someone who speaks Siberian,” says
Christensen. “Multilingualism is an
enormous asset to customer service: the
fact that a staffer in the aisles can
communicate in the language you grew
up with is by itself a strong inducement
to make repeat visits to the store.”
The conversion of the Fleetwood
PriceSmart was a study in precise
construction scheduling. “It took about
six months and the store remained open
throughout,” says Christensen. “Crews
worked double shifts, and heavy
construction work was performed at
night. Temporary walls were erected so
that shoppers wouldn’t have to see
elements such as our kitchen being

built.” The renovation also included an
updating of most of the store’s freezers
and other hardware.
Purely from a business perspective,
PriceSmart Foods in Fleetwood has in one
fell swoop gained enormous traction over
the local competition — and there’s plenty

of it. Directly across the road is a Safeway;
behind PriceSmart Foods on another site is
a No Frills grocery; and a few minutes’
drive away are two T&T Supermarkets and
a Walmart Supercentre, plus numerous
small grocery outlets scattered in
between. “This is a highly competitive
neighbourhood in which to do business,
and we have to stay on our toes at all
times,” says Christensen.
When asked about its future plans for
the international concept OFG states.
“We’ve been lucky to have the opportunity to re-focus our PriceSmart Foods

SOUP

brand, and we feel that it has been
positioned for future growth and
evolution with a continued dual focus
on a low price platform with marketspecific ethnic offerings that attract new
shoppers to our stores.”
To which Christensen, who has been
part of the OFG family for 26 years, adds,
“If the demographics of other communities warrant the development of
another International store, OFG will
build one. Meanwhile, Fleetwood is doing
very well: since our March re-launch
we’ve seen a steady growth in weekly
transactions and the store is really
resonating with its customers.
“I think the International concept has
a very bright future.”
●

anadians love their soup. According to a September 2014 Mintel
Insight Report on soup trends in
Canada, per capital consumer spending
for Canadians far outpaced that of the
British or Americans. Those living north
of the 49th parallel spent an average of
US$20.94 in 2013, exceeding the
US$15.87 of those in the U.K. and the
US$14.54 of Americans.
Mintel reports that the prepared
soup market in Canada was estimated
at $760.3 million in 2013 and has
grown at a CAGR of 2.5 per cent since
2008. The market, adds Mintel, is
projected to grow at an estimated CAGR
of 2.7 per cent from 2013 through to
2017 to reach $845.7 million.

By Melanie Franner

C
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Innovation drives sales
Despite a projected growth rate of less
than three per cent CAGR, the prepared
soup category still offers significant
potential. One of these lucrative areas is
in the fresh and frozen soup segment.
“In addition to the move from shelfstable canned soup to fresh and frozen
soups, there has been an explosion of new
varieties,” states Anne Chong, owner &
founder, Global Gourmet Foods Inc. “The
main trends we are noticing include the
embracing of more ethnic and international
flavours — not surprising, as more people
travel and are exposed to different cultures.
Exotic flavours fit the bill for many
Canadians but some still prefer the tried
and true — but with a twist.

“Folks are either looking for comforttype foods like tomato soup but with a
gourmet food experience or they are
looking for something outside the norm,
like an ethnic soup with different
flavours,” says Helen Midwood, Canadian
sales manager, Pacific Foods.
In its Country Report on Soup in
Canada, Euromonitor International
reports that certain segments of the
Canadian population are consuming soup
more often than others. The report states
that this is the case for consumers aged
above 45 years, with a stronger
consumption level being increasingly
evident for those over the age of 65.
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Health top of mind
Nutrition is another significant trend
in the soup category. Campbell Company of
Canada reports that consumers are
increasingly embracing the homemade soup
trend, with its broth segment showing
increased sales as a result.
The company is launching a new line
of ready-to-serve soups under the
Healthy Request brand (made with
nutrient-dense vegetables and no
preservatives), along with new Soup Kits
that contain all of the ingredients
needed to form the base of soup.
Consumers need only add broth, a fresh
protein and/or vegetables.
Global Gourmet Foods’ Chong also
recognizes the importance of nutrition in
this category. The company remains
passionate about its Smart Soup line of
American Heart Checked certified, vegan
and gluten-free products and will be
offering single-serve portion pouches to
increase consumer convenience and
provide a lower price point to drive trial.
“Consumers are increasingly seeking
heart-healthy, minimally processed foods
with recognizable and short ingredient
lists,” says Chong. “Other major trends

that continue to gain momentum include
the desire for lower salt offerings,
gluten-free, vegan and natural soups.”
This health sentiment is echoed by
Pacific Food’s Midwood.
“I believe there is a trend of mixed
generational (Baby Boomers, GenX and
Millennials) to look for what I call authentic
food and authentic companies,” she says.
“They are looking for products made from
real ingredients and from simple recipes but
with great taste. Additionally, people are
looking for these companies to have
integrity in organic/GMO/sustainability.”
To demonstrate its commitment to this
trend, Pacific Foods will likely be
incorporating two well recognized health
foods – kale and quinoa – in some of
their soup products in Canada in 2016.

Tips from the floor
Mintel’s Insight Report suggests that
soup companies can take advantage of
this nutritional element by emphasizing
the number of vegetable servings in soups
— a point that has proven to resonate
with the health-conscious consumer.
“Manufacturers of healthy, vegetable-rich
foods such as soups have an opportunity to

benefit from campaigns that are focused on
easy ways to incorporate more servings of
vegetables for better health.”
Mintel goes on to cite Campbell, which
holds about a 70 per cent market share
in the category, as having begun to
emphasize vegetable servings in its
labeling and soup marketing efforts.
Other tips to increase retail sales
include innovative displays and bundling.
“Promote when the season calls for
fall/winter soups,” says Midwood. “Don’t
be afraid to put case stacks in the produce
department beside the salads (soup and
salad), in the dairy department beside
cheese (soup and grilled cheese
sandwiches). Bundle pricing also seems to
be popular with consumers.”
According to Jennifer Blackburn, director
of marketing – Campbell’s Soup & Simple
Meals, Campbell Company of Canada, basket
building provides opportunities to partner
with perimeter-fresh items like broth.
“The average basket size for Campbell
Aseptic Broth is $181.80 versus $90.20 as
the average for Total Grocery Composite,”
she says. “Therefore, the average shopping
basket with Campbell Aseptic Broth in it is
2x larger than the grocery average.
●

COCONUT

By Frank Yeo

Whether it is milk, oil or water, the market for coconut products has exploded
in North America. High in fibre, vitamins and minerals, the coconut provides
health benefits that consumers can find in few other places.

C

oconut water, which contains naturally high levels of
electrolytes, including potassium, calcium and magnesium, is the fastest growing beverage category and is
eating into sports drinks and water sales. Globally it’s estimated to be an $800 million market, and in Canada represents from two-four per cent of that but with a rapid growth
rate. Its growth rate has actually slowed from 2012 when it
hit a 70 per cent increase. Growth was 49 per cent for 2013.
Coconut oil has been posting its best numbers yet,
growing by 78 per cent in 2013, a momentum it appears to
have maintained through 2014.
Coconut milk sales in the U.S. increased 15.5 per cent
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from 2013 to 2014 ... from 116 million to 134 million.
According to Gail Findlay-Shirras, brand manager for the
Tosca brand at National Importers, coconut milk has had a
steady demand as a base in sauces and soups for many years but
the newer interest in coconut water and other coconut products
had a positive effect on the sales of coconut milk as well.
Coconut milk is an alternative to dairy and soy milk and a
quick source of energy with its healthy fats that can be
converted to energy really quickly. In addition to the vitamins,
minerals and antioxidants it is also a source of lauric acid and
has antibacterial and antiviral properties, so it helps eliminate
a variety of disease causing organisms/agents. Lauric acid even
helps reduce the risk of heart disease.
Part of the reason for the growth says Findlay-Shirras is
that consumers are finding new uses for the product
including skin and hair care. “Also, consumers are starting to
get more adventurous in their food preparation, and use
coconut milk as a cream substitute and in more dessert/sweet
dishes. It’s not just for curry anymore. Try whipped cream,
cake or caramel sauce with a coconut base.”
Tosca, says Findlay-Shirras, now has a cleaner ingredient deck
making it easier for consumers to read and understand what’s in
coconut milk. The product is also kosher certified with no added
sulphites, which many companies use to bleach the product.
“We also noticed that most coconut milks in the
Canadian market are from Thailand. Thailand is not in
fact a major producer of coconuts, but a distant ninth,
well out of the top three nations. This isn’t a bad thing,
but I think buying product from a country with a bigger
potential capacity (and sustainability) provides Tosca
with another unique identifier, setting us apart on the
shelf from the wide-range of competitors.” As consumers
become more familiar with the many uses of coconut
milk, expect to see sales continue to rise.
●
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SALTY SNACKS

By Anne-Marie Hardie

C

anadians are eating
more snacks than
ever before. Today,
over 25% of all meals in Canada are
snack meals, compared to 22% in 2000,
according to the NPD Group. But what you
may find surprising is that the principal
growth has been focused on fruits and vegetables rather than the traditional salty snack segment. Snacks, indeed, are becoming a meal substitute and evolving into a fourth meal of the day.
“People are often in search of a mid-day snack,
so the market is certainly there for those who
want to play,” says Stephanie Grunenfelder,
American Peanut Council.
In the salty snack segment potato chips
and nuts are still the top-selling items.
Midday is the most popular time for
consumption, says Joel Gregoire, food and
drink senior analyst, Mintel, with 51 per
cent of consumers reaching for nuts while
37 per cent still crave the tried and true
potato chip.
This marks a significant change
since potato chips once dominated the
segment but now have fallen out of favour
for a growing number of consumers who
are seeking out snacks that offer some
health benefit.
Today’s customers are seeking out
salty snacks that offer more, says Jeetu
Patel, sales and marketing manager,
Gurulucky Snacks and Sweet Ltd., whether
its high protein, high fibre, or simply offering
a wholesome food. Products such as soybeans,
quinoa, chia, chickpeas and lentil based snacks
are showing increased interest as customers are
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Merchandising Tips
Show off your Snacks
Entice the Market
Draw in the millennial audience, with merchandisers
that highlight creative flavours and new offerings.
These powerful displays will resonate with a market
that is ripe for experimentation.

Be Bold
Salty snacks are a rapid consumable. Big, impactful
displays will encourage your consumers to reach
out and add the product into their shopping cart.

Provide Alternatives
Maximize the appeal, by offering your consumer options. Showcasing multiple
flavours will ensure that your merchandiser reaches a diverse market from those
wanting the tried and true to the shoppers wanting to experiment.

Think Outside of the Snack Aisle
Increase impulse purchases by displaying salty snacks in other areas like the deli
or produce aisle. These unique pairings will provide your shoppers new opportunities for their favourite snack food.

Tantalize the Test Buds
Smaller offerings provide your consumers with an inexpensive option to try new
flavours and products. Entice them to try out these new products, with the
hope that they will soon return for more.

looking for snacks that both
satisfy a craving while working
with their dietary needs.
“Gluten free, organic and nonGMO are the three buzz words that
are standing out,” said John
Vuckovic, director category insights, Star Marketing.
“Consumers are looking for
product traceability,” says Gerry
Miller, Fresh is Best Salsa & Co,
whether it’s where the product
comes from or simply what the
product is. Once drawn in by the
marketing and price, customers
are now picking up the package
and reading its ingredient panel.
“We are definitely seeing a more
discerning consumer,” says Kirk Homenick,
Hardbite. “They are really starting to look
for ingredients and products that have
words that they can pronounce. “Salty
snacks are still by and large an impulse
purchase. Although health is starting to
drive the decision, manufacturers need to
ensure that they do not compromise
flavour. “People have busy lives. Between
work, balancing family schedules and the
desire for healthy, cost-effective options,

consumers are looking for snacks that
satisfy their needs,” says Grunenfelder.
“This ‘keep up the pace’ lifestyle is actually
quite beneficial to the snack category. It
provides an opportunity to offer something
that appeals to consumers. “

conversely, ethnic snacks seem to
increase market share by gravitating
away from the ethnic area. In order to
crossover to the mainstream market,
Patel recommends offering ethnic salty
snacks in the mainstream aisle.

The reality is that Canadians continue to
crave their salty snacks. Grocery stores can
maximize penetration with this impulsedriven category by offering their customers
both traditional flavours and unique
products that will leave an impact.
●

Play with the Flavours
The rise of the millennial shopper has
also opened up the opportunity for
manufacturers to play with new flavours
and unique offerings. “This consumer
cohort spends a greater percentage of
their disposable income on food, more
than any other demographic group,” said
Kathryn Matheson, vice-president research
& development and innovation, PepsiCo
Foods Canada. The millennial consumer
wants flavours that appeal to all of their
all senses. Today’s salty snacks have
responded to this need by offering
products with bold flavours and shapes.
All which offer a unique eating experience
and reap success from this large market.
Innovation is key to staying relatable
to the consumers, says Homenick, it not
only keeps product fresh but also helps
gain household penetration. This
innovation can come with new flavors or

American Peanut Council knows that a salty
snack such as peanuts are a great fix for
those in search of a mid-day snack.

other product innovations such as the
continued growth in veggie snacks
expanding from the traditional potato to
beets, carrots, and even parsnips.

Expand your Snack
Footprint
As salty snack offerings expand their
offerings, retailers can maximize the
purchase opportunity by showcasing
these products throughout the store.
Healthier offerings increase their appeal,
says Vuckovic, by being offered in a
section dedicated to health. While
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CONFECTIONERY

A

ccording to the National Confectioners Association,
candy continues to be enjoyed across every age,
demographic group and lifestyle. Consumers are
looking for fun, innovative products but they are also seeking healthier options.
Some of the new flavours seen at the Sweets and Snacks
Expo held in Chicago in May looked to the past for their
inspiration. There were traditional flavours like s’more,
birthday cake, lemonade, marshmallow, cinnamon and
peppermint. Others looked to breakfast foods for
inspiration with maple, waffle and bacon flavours. There
was also a trend towards more sophisticated fruit flavours
such as blood orange.
Innovation is a growth driver within confectionery,
accounting for over 100 per cent of category growth, says
Ryan Denys, confectionery marketing leader for Nestlé
Canada. Globally Nestlé is launching a new Kit Kat Chunky
Double Caramel to address the No. 1 consumer flavour
inclusion of caramel. Haribo is launching two new products in
Canada this year: Fruity Frutti and Sour Stixx. North
Americans tend to skew towards a sour preference,
says Marcus Daum, director with MDMC Inc.
which represents Haribo in Canada.
While consumers are looking to try
new products and flavours, they are
looking for healthier options.
According to Nielsen, a global
information company, 44 per
cent of consumers are looking
for what’s not in the candy, as
in no artificial colours or
flavours. In response, Nestlé’s
removed the artificial colours
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By Helen Lammers-Helps

from Smarties in 2009 and the artificial flavours from their
most popular confectionery products including Smarties,
Kit Kat, Aero and Coffee Crisp in 2011.
Denys says offering a cleaner ingredient list or products
that contain positive nutrition through real ingredients
such as nuts, fruit, seeds, dark chocolate, and super fruits
may be important in a consumer category where there is a
lot of choice.
Portion control sizing is another way to make indulging
in sweet treats more permissible to health-conscious
consumers. Nestlé has divided the regular Smarties box
into three compartments, with each compartment
containing a single portion of 15 Smarties. All of their
seasonal products have also been reduced to single
portions so that people can feel good about giving during
the various holiday seasons.
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Product Showcase
Sweeten Things Up!
Add some fun to your day
Fruity Frutti, a new candy from Haribo, the
original maker of gummy bears, is a delicious
combination of a fruity gummy top, soft foam
bottom and a fruit-infused filling.

This novel candy is fun to share on your next
camping trip or backyard barbecue.

This is part of Nestlé’s global commitment to sell only children’s products
that meet Nestlé’s Nutritional Foundation
Criteria for an individual portion. Some
products that do not meet the criteria
such as the Smarties king-size box and
some of the larger format seasonal items
have been discontinued as a result.
Although consumers are looking for
healthier options, Nielsen statistics
indicate sixty-four per cent of consumers
are also looking for fun and a mood lifter
when they purchase candy. This seems to
fit perfectly with Haribo’s tagline, “Kids
and grownups love it so — the happy
world of Haribo,” says Daum.

Pucker up
Sour Stixx, a new candy from Haribo, come
in five unique fruit flavours with a sour outer
coating to satisfy your sour cravings.

This sour treat is sure to become popular
with consumers.

Portion control
The innovative new Smarties box is physically
divided into three compartments, each
containing a single serving of 15 pieces which
provides 70 calories and 11 g of sugar.

This packaging is a great help when it
comes to portion sizes.

Recyclable package
The Smarties Cello bag has been redesigned
into a recyclable container with a custom lid
that allows a consumer to measure out a single portion of 15 Smarties.

This packaging is a great help when it
comes to portion sizes.

Take a break with Kit Kat
Nestlé has launched the Kit Kat #mybreak
campaign. Kit Kat is all about the breaks,
whether it’s a 10-minute break from work or a
weekend getaway with friends.

The campaign is supported with TV, digital
and a strong in-store component.
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Although consumers are
looking for healthier options,
Nielsen statistics indicate
sixty-four per cent of
consumers are also looking
for fun and a mood lifter
when they purchase candy.
In response to a growing “sharing”
trend, Nestlé launched Aero Tablets which
are easier to share. Daum says Haribo sees
an increase in sales of their gummies in
summer when people are picking up a few
packages to share around the campfire or
at a sporting event. It’s also popular to
set out a bowl of gummies on the sweets
table at parties, he adds.
Another trend at the Sweets and
Snacks Expo were Do-it-Yourself options
that give the consumer opportunities
to dip, decorate or
customize the
experience

Canadians are particularly
keen on buying
confectionery products
when they are on sale.

in other ways. On the horizon, we can
expect to see cleaner ingredient lists
and more innovative and sustainable
packaging and customizable snacks.
According to Nielsen, almost 60 per cent
of confectionery purchases are impulse
buys. Retailers would be wise to provide
confectionery in permanent locations but
also in secondary locations to drive sales,
says Daum. Floor stands, clip strips and
sidekick displays will enhance visibility
and improve sales, especially during high
traffic seasons, says Daum.
Denys agrees that confectionery purchases are highly impulsive. “It’s all
about engaging the shopper,” he says.
“It’s critical to leverage multiple points of
engagement throughout the store.” Most
importantly, there should be confectionery displays in high traffic areas
around the perimeter and at every
point of purchase.
While it’s important to display the best
items in the best locations, Denys
suggests retailers should also leverage
innovation to convert shoppers.
“Consumers love trying new products and
a chocolate bar is a low risk, impulsive
purchase,” he says.

When making a merchandising plan for
the year, Daum recommends retailers
include sufficient sale opportunities.
Canadians are particularly keen on
buying confectionery products when
they are on sale, he says.
Manufacturers are responding to
consumer demand for more healthconscious treats with more natural
ingredients and portion control packaging
while still appealing to the consumer’s
desire for a fun and tasty treat. Retailers
can take advantage of the consumer
tendency to impulse buy candy by
creating highly visible displays in high
traffic areas of the store.
●

CATEGORY MANAGEMENT

By Sue Nicholls

Category Management is Evolving.
Category Management has been around for a long time. It was
introduced in the early 1990s as part of Efficient Consumer
Response to address the industry problems associated with the
entire demand and supply operating continuum.
t has evolved – and continues to evolve –
as the shopper changes, data and technology become more sophisticated, digital continues to play a bigger role and
organizations are striving to achieve collaboration with their retail and vendor
partners. Despite all of these industry
changes, many organizations fail to make
the necessary changes internally to meet
the changing needs.

I

Who Owns Category
Management?
Each unique retailer drives their own
catman process, which should be built on a
solid foundation of overarching strategies
associated with their store format(s), target shopper(s), competitors and private
label or store brands (where applicable).
The category management framework
allows retailers to become more strategic in
their overall approach for total store based on
their shoppers. The resultant guidelines and
processes developed in this framework arms
category management, retail operations and
procurement with a toolkit to help them make
easier and more strategic choices that align to
the bigger picture strategies for the retailer.
Retailers who are able to clearly
define and articulate their processes,
principles and guidelines are much more
likely to be successful in their endeavors
in category management. There’s an
opportunity for retailers to review their
category management foundations –
including their strategies and approach –
to ensure that they are relevant,
refreshed and effectively communicated
both internally and externally.

The opportunity?
The opportunity is to develop betterdefined strategies, guidelines and processes
that are shared both internally and with your
vendor partners.
As part of your
overall strategies,
you also need to:

Properly define your categories
and your segments:
• Category Definitions need to start
with the shopper! Maximize your
opportunity for success by grouping
products together based on products
that deliver the solution to a similar
consumer need, are substitutable in
consumer usage and/or have similarities that when managed together create a total effect for the shopper.
• Category Definitions are affected by
retailer format, strategies, category role
and their target shopper.

How the term ‘category’ is defined is
also essential to achieving success for your
store. A meaningful way to achieve clarity
and a shared common business language
definition for “category” is to consider its
many applications. Considerations for your
retail format, programs, store layout, and
category roles will affect how you define
different categories. These definitions
become the foundations for your unique
retailer strategy.
Categories that are larger and more
important to the retailer and their shoppers will usually have a more narrow definition, while ones that are less important will
have a broader one.
It’s important to get your category definitions right because it directly affects
other areas of the business. Sometimes
the definitions are determined based on
internal and external influences that
have nothing to do with the shopper,
including how product is purchased, how
a company reports their business, how
data is purchased and how data is segmented. The definition of a “category”
can also differ between you (the retailer),
vendors and third party data vendor (like
Nielsen or IRI) definition. And your definition drives all of the data and analysis
and results for the category.

Are You?
Assign category roles to
give you more focus
Not all categories are created equal, nor
should they be treated equal! Category
roles allow you to take a broad look at your
category mix, determine the category’s relative importance and apply similar tactical
strategies across categories with the same
role. This is an important foundation of
your overall retailer strategy. Of note, it’s
not the vendors who decide the role that
the category plays for their retailers – it’s
based on you and the importance of that
category to your shoppers.
Once you assign your categories, you
need to establish your own strategic guidelines and principles across the tactics
based on the role that is assigned. For
example, destination categories may have
a broader assortment, more promotional
activity and more competitive market pricing strategies. By applying these strategies
broadly across categories within a specific
role, it makes a category manager’s job
much easier when they are making tactical
choices for their categories.
To summarize — category roles are an
important part of a retailer’s strategic
category management foundations. By
assigning these roles and formalizing the
tactical guidelines for each role, it ensures
a more aligned and consistent approach to
categories across the store.
Think about the diverse backgrounds on
your team and the range of experience
across individuals. They need to have a
common language and approach to category management that may not currently
exist. Getting back to the basics as a team
will help to get everyone on the same page.
It’s also a great learning experience for all
●
team members.

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

T

he “malaise” in overall retail sales of edible oils between 2010 and 2012 seems to have given way to a host of
new product introductions in 2013. Numbers from a May 2014 Mintel Insight Report on Edible Oils show an 83
per cent increase in new product launches in 2013 – a trend that the company reports had continued into the
first quarter of 2014.
The report identifies two of the most active innovators — Cauvin and Colavita —– as specializing in selling
premium imported oils such as olive, walnut and sesame. It adds that these specialty oils represent but a relatively
“niche” part of the retail market in Canada.
The largest segment, by far, is canola/rapeseed oil. The segment accounted for 60,000 tons in 2013, as
compared to the second-largest category, which was soybean oil at 42,200 tons.

Courtesy of Shutterstock

WWW.WESTERNGROCER.COM 43

The world’s your oyster
“We focus primarily on the olive oil
segment,” says Frank DeMichino, COO,
Italpasta Ltd., who describes his
company’s strategy as two-tier: the
everyday one that includes different
olive oils in lighter blends; and the
premium one in which they partner with
other brands.
“We’ve seen a lot more specialty oils
come in recently,” continues DeMichino.
“Everybody is looking for something
different in terms of quality of oil. For
example, are the olives from Italy only or
are they mixed with olives from Greece?
We’re also seeing flavoured oils, like lemon
and pepper, that are geared towards dishes
being made by weekend gourmets.”
The “foodie” is certainly one reason
why specialty oils are seeing increased
consumer interest. Another is the trend
to lead a more healthy lifestyle.
“People are looking for natural oils,”
continues DeMichino, who adds that one
of the brands carried by his company —
Costa d’Ora Il Grezzo — is a 100 per cent
Italian unfiltered, extra virgin olive oil.
“Olive oil is still considered by many
people to be a healthy alternative.”
Adam Mass, director of sales and
product development BG Health Group
Inc., also speaks to the growing use of
oils as part of a healthy diet.
“In 2003, salad/cooking oils represented
31 per cent of the total and fat and oil
group,” he says. “By 2020, this share will
have increased to 44 per cent.
Substitutions within the oil and fat
category have, and will likely continue
44 WWW.WESTERNGROCER.COM

to occur, as consumer acceptance of ‘healthy’
fats like non-hydrogenated canola
and olive oil continues.
Switching of fats is also a
function of the adoption of Mediterranean cuisine.”
BG Health Group is focused on building
its Alligga brand of flax oil, which is rich
in Omega 3 essential fatty acids – even
after heating at high temperatures.

E is for education
“There are so many different oils
available,” says Tania Gallina, general
manager, Falesca Importing Ltd. “Con

sumers need to know the difference
between them. Are the olives all from
one country or are they a blend? Are
the olives picked when they are ripe or
just before they are ripe in order to try
to get a more fruity taste? What end
use is the oil intended for?”
Falesca Importing offers a broad
selection of oils, ranging in
different brands, qualities
and flavours. Its Colavita
and Basso oils, for
example, are more
mainstream, while its
Frantoi Cutrera is
premium.
Education is also on
the radar for Dianne
Hunter, marketing sales
manager, Mountainview Farming.
“Education is, by far, lacking at this
stage,” she says. “It is coming, but we all
need to work together to overcome past
perceptions and opinions of canola.”
Mountainview Farming offers a highquality cold-pressed canola oil, rich in
Omega 3, 6 and 9 fatty acids. The company offers bulk, 17-litre jugs, 1-litre,
500 ml and now, a 250 ml bottle.
“There is a real need for in-store demos,”
says Hunter, who adds that trade shows and
social media are other avenues that can be
used to help educate consumers.
Mass concedes that retailers do a good
job with oils.“It’s hard to determine what
oil will do well on the shelf,” he says.
“Retailers tend to look at consumer
trends and consumer buying power to
make their decisions. High product

turnover and visibility mean profitability. They may want the next best
thing but if the manufacturer doesn’t
provide the consumer with a reason to
buy it or education on the product, then
there’s a greater chance of failure. It’s
important for manufacturers to show the
retailer that they are proactive in
promoting the product, getting it into
the hands of people who can help spread
the word. There are many avenues of
social marketing that prove effective and
consumer trends are moving towards
healthy balanced oils. Versatility in an

oil is also a great consideration when
looking at new oils.”

Choice abounds
It would seem that retailers have an
ever-increasing array of mainstream and
specialty oils from which to stock their
shelves. But with an increase in skus
comes an increase in consumer confusion. Demos, hang tags and other
educational initiatives may be what’s
needed to help drive trial of specialty
oils in particular and to help with
mainstream substitutions as well.
●

Prodotti Dal Sole is a line of premium products, most of which
are organic, all-natural, and health-conscious options, perfect for
those seeking high-quality and healthy culinary choices.

Mountainview
Farming provides
high-quality, coldpressed oil that is
rich in Omega 3,6
and 9 fatty acids.

Colavita and Frantoi
Cutrera are just
two of the broad
selection of oils that
Falesca Importing
offers.

Costa d’Ora Il
Grezzo from
Italpasta Ltd. is
100 per cent Italian
unfiltered, extra
virgin olive oil.

Alligga from
BG Health Group
is a flax oil that
is rich in Omega 3
essential fatty
acids.

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

Benefits to you…

While shoppers may not be aware of it, store lighting has a big impact on
the overall shopping experience. “The right light influences sales in every corner of
every store,” says Bill Plageman, vice-president of marketing and product management
with Amerlux. Every corner of every market has a different purpose, different merchandise and different clientele so different lighting is required, he adds.
Store lighting and merchandising systems are undergoing major improvements with
changing technology. “For the past five to seven years, lighting quality has made dramatic
improvements,” says Bruce Schneider, a sales specialist at Hussmann. Three out of four
decisions to purchase are made in the store and the lighting can make the product pop so you
sell more, he adds.
In general, lighting has to look good, work even better, deliver high efficiency and low
maintenance to achieve maximum return on investment, notes Plageman. It also has to
deliver the right intensity to read labels clearly and represent the colour of fruit, vegetables,
floral and packaging to their truest most vivid colour, he continues.
Lighting systems are becoming increasingly energy efficient. LED lights can reduce
energy use by as much as 70 per cent.
“With lighting accounting for about 30 per cent of the energy used in most
retail stores, replacing fluorescent lights with LED lights can have a big
impact on a store’s energy use,” explains Michael Parker, vice-president
of operations and sustainability at EcoLight LED Solutions.
“This is the low-hanging fruit when it comes to
improving energy efficiency,” says Parker. With
the financial incentives available
from many power utilities it’s
usually very cost-effective, he
says, adding that it’s possible to
retrofit existing fixtures.
In addition to energy efficiency, LED lights have many other
advantages.
“They produce significantly less
heat which means air conditioning

By Helen Lammers-Helps

Courtesy of Shutterstock
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The right lighting can also
draw people from other
parts of the store.

Amerlux knows that lighting needs to deliver
the right intensity to read labels clearly and
represent items to their truest most vivid colour.

and cooling systems don’t have to work
as hard and will be more energy
efficient,” says Parker. There is also less
maintenance as LED lights can last for
several years which saves the cost of
frequently replacing bulbs. They are also
more environmentally friendly since they

don’t contain mercury and many are
completely recyclable.
Putting doors on refrigerated display
cases is another way to save energy and
money but some grocers have been
concerned that putting products behind
glass doors would make them less visible

and discourage shoppers from
purchasing, notes Schneider.
However, Schneider says
those fears are un-founded.
Focalpoint LED lighting on
brackets within the display
cases makes it possible to
adjust the lighting for
maximum effect. “Lighting
is no longer an afterthought,” he says.
One of the big improvements in lighting has
been in the Colour Rendering
Index (CRI). This is a measurement
of how well a light source shows the true
colours of an object in comparison with
an ideal or natural light source.
Fluorescent lights didn’t give true
colours, explains Parker.
The right lighting can also draw people
from other parts of the store, continues
Schneider. The floral or service deli can
be a destination department. “The
colours of the department will pop.”
Another way to attract customer
interest is by using a combination of
colour and motion. Hussmann’s Splash
system makes it possible to highlight
products on promotion or draw attention
to specific items or new brands.

Change the way you
view aisle lighting.
Introducing Stellina.
Thin. Curvy. Flexible. Revolutionary.
Stellina Direct and Stellina 22 luminaires
deliver advanced optics and output control
that maximize energy savings and compel
customers to purchase more.
Learn more about Stellina at
amerlux.com/stellina.
Follow us @AmerluxLighting.

EcoLight LED Solutions
knows the advantages of LED
lights when it comes to energy efficiency
among other things.

“The colour of the lighting can be
programmed to match the product you
are selling,” says Schneider. You can also
program flashing, blinking and wave
motions to create a billboard effect.
In the past, with tight profit margins,
traditional grocers have put less atten48 WWW.WESTERNGROCER.COM
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Another way to attract customer
interest is by using a combination
of colour and motion.

Hussmann knows that the right lighting can draw
consumers from other areas of the store and make
it a destination department.

tion on the lighting in the centre aisles.
Plageman says that’s changing. “It’s no
secret that the centre aisles have long
been the “stepchildren” of the supermarket but we’re starting to challenge
that notion with powerhouses like the

Producer or Stellina models.”
Parker advises store managers to
consider lighting requirements in all
areas of the store. For instance, back of
house lighting needs are different from
the front. He recommends paying

special attention to areas that are lit
24/7 such as stairwells. It’s also
possible to measure light levels at eye
level to more accurately reflect the
shopper experience.
And when choosing lights,
Parker advises looking for
either the Energy Star or the
DesignLights Consortium (DLC)
rating. These certifying organizations ensure lights meet
minimum standards.
While shoppers may not
be aware of the impact of
in-store lighting, having the
right lights in the right
place can engage the shopper and have
them buying more. And choosing the
right lights will not only improve the
shopper experience, but also save
money while improving energy efficiency and sustainability.
●

WHAT MAKES

YOUR STORE
SO SPECIAL?

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

G

ay Lea Foods Co-Operative Ltd. and
Nutrinor Cooperative were the big winners of the night at the annual Canadian
Grand Prix New Product Awards. Gay Lea Foods
Co-Operative Ltd. was presented two awards for
its Gay Lea Foods Real Coconut Whipped Cream
(best Condiment & Sauce, and the coveted All
Canadian Special Award). Nutrinor Cooperative
was presented two awards for its Organic Nordic
Milk (best Dairy Product, and the much soughtafter Healthy Innovation Special Award).
During the June 3rd gala at the Toronto
Congress Centre, attended by industry insiders
from across the country, the awards program
recognized the top new grocery products in
food, non-food and private label categories in
Canada. A total of 34 awards were presented,
as selected by a 30-member jury.
“The Canadian Grand Prix New Product
Awards Program is key to our industry as it
celebrates creativity and innovation. Investing in new products is the lifeblood of the
grocery industry and it is instrumental in
driving its success,” says Diane J. Brisebois,
president & CEO, Retail Council of Canada.
There was a three-way tie for winning three
awards each: Procter & Gamble Inc. won
awards for Health Care, Personal Care,
and Paper, Plastic & Foil; Sobeys Inc.
won awards for Confectionery,
Snack & Dessert, Condiments &
Sauces, and Dairy, Eggs, Meat &
Seafood; Walmart Canada won
for Bakery, Baby Care, and
Paper, Plastic & Foil.

The only other company to win multiple
Canadian Grand Prix New Product Awards was
Metro Brands, G.P., which grabbed private label
awards in the Prepared Foods & Entrees category
for Irresistibles Flatbread and in the Household
Products category for Irresistibles Dish Soap.
In the three other special awards categories,
Parmalat Canada Astro Original won Consumer
Acceptance. Veg Pro International Inc. AsianStyleStir Fries won Innovation and Originality.
The Clorox Company of Canada, Ltd. LIQUIDPLUMR – Hair Clog Eliminator won Innovative
Packaging.
“Canadian Grand Prix New Product Awards
Winners are a testament to the very best in
product development and consumer satisfaction,” says Brisebois. “We are proud to
recognize the teams and brands behind these
outstanding new products.”
The jury comprised consumer goods experts
and Marcus Von Albrecht, a B.C. chef and
president of Mava Foods, who served as chair.
They evaluated the food and private label
products in March at Montreal’s Institut de
tourisme et d’hôtellerie du Québec, and assessed
the non-food products at home over six weeks.
Through a rigorous judging process, the jury
graded each entry on five criteria: uniqueness
and innovation, product characteristics,
presentation and packaging, overall consumer
value, and consumer acceptance (household
penetration rate of a product).
Among the award presenters at the gala
were representatives from sponsors CHEP
Canada, Dairy Farmers of Canada, Interac, and
TC Media & TC Transcontinental Printing.
This year’s Canadian Grand Prix New
Product Awards Program was open to
manufacturers and distributors of all sizes, for
products introduced during the 2014 calendar
year. Winners and finalists can use the
Canadian Grand Prix New Product Awards logo
on their packaging for the next two years. ●

Let us tell the West Why Your Store is so Special!
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The Canadian Grand Prix New Product Awards™
recognize food, non-food and private label categories,
29 categories in all from dairy to personal care.

Winners Food

DARE FOODS LTD.
Dare Cookie Chips
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GARDEIN
Gardein™

GAY LEA FOODS CO-OPERATIVE LTD.
Gay Lea Foods Real Coconut
Whipped Cream

INDUSTRIE GASTRONOMIQUE CASCAJARES
Porchetta Festive Box

KRAFT CANADA
Kraft Peanut Butter - Holiday Cookie Kit

MARS CANADA INC.
M&M’S® Bottles

NUPASTA INC.
NuPasta

NUTRINOR COOPERATIVE
Organic Nordic Milk

SCOTSBURN DAIRY GROUP
Scotsburn Premium Inclusion
Ice Cream Bars

SOFINA FOODS INC.
Deli Naturally!

TREE OF LIFE CANADA ULC
MADD Virgin Craft Brewed Lager

WESTON BAKERIES LIMITED
Country Harvest

Winners Non-Food
-v|-mmo-| bom


BABY GOURMET FOODS LTD.
Baby Gourmet Plus
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bm|_;"_;Ѵ="|-0Ѵ;u;r-u;7 oo7
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BERNARDIN LTD.
[JARDEN BRANDED CONSUMABLES CANADA]
Bernardin™ Sip & Straw Lids

)bmm;uo="mmo-|bom-u7
ƑƏƐƔ
DLM FOODS CANADA CORP.
Milk-Bone® Brushing Chews

PROCTER & GAMBLE INC.
Charmin Basics®

PROCTER & GAMBLE INC.
Crest® Sensi-Relief™ Whitening + Scope®

PROCTER & GAMBLE INC.
Gillette® Fusion® ProGlide®
with FlexBall™ Technology

S. C. JOHNSON AND SON, LIMITED
Scrubbing Bubbles® Mega Shower Foamer®
with Ultra Cling – Rain Shower®
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Winners Private Label

WALMART CANADA
Parent’s Choice Infant Formula
(For babies sensitive to lactose)

WALMART CANADA
Our Finest Mini Croissants

METRO BRANDS, G.P.
Irresistibles Life Smart Juice Blend

SOBEYS INC.
Compliments presents Jamie
Oliver Condiments

SOBEYS INC.
Compliments Balance Fruit &
Vegetable Bars

SOBEYS INC.
Compliments presents Jamie
Oliver Sausages

METRO BRANDS, G.P.
Irresistibles Dish Soap

WALMART CANADA
Great Value Paper Towels – Strong and
Absorbent (Family Size)

MONDOU
Vetdiet® - Care

METRO BRANDS, G.P.
Irresistibles Flatbread

Winners Special Awards
All Canadian

Consumer Acceptance

Healthy Innovation

Innovation & Originality

Innovative Packaging

GAY LEA FOODS CO-OPERATIVE LTD.
Gay Lea Foods Real Coconut
Whipped Cream

PARMALAT CANADA
Astro® Original

NUTRINOR COOPERATIVE
Organic Nordic Milk

VEG PRO INTERNATIONAL INC.
Asian-Style Stir Fries

THE CLOROX COMPANY OF CANADA, LTD.
LIQUID-PLUMR® - Hair Clog Eliminator™
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CONVENIENT MEALS
By Jaan Koel

A

new wind started blowing into the
retail grocery sector in the 1950s
with the advent of frozen TV dinners, and has since developed into part of
a broad new category that’s become a real
force to be reckoned with. That wind is
called home meal replacements, or HMRs,
and it’s causing quite the dust-up in Canada, the U.S., and pretty much every other
country around the world.
The main reason is that HMRs are
turning out to be one of the few growth
centres left in an otherwise cut-throat
industry, where profit margins for prepackaged grocery items have become
razor-thin due to intense competition.
The popularity of HMRs has grown
out of dramatic changes in demographics and consumer attitudes. Millennials are exerting a big influence.
They’re visiting restaurants less often in
lieu of meals they can buy from
supermarkets, convenience stores and
other retail outlets and bring them
home for supper. Think time, think

The Only
Constant
cost. The NPD Group, a leading global
information company based in the U.S.,
predicts that by 2022 instances of
prepared food purchased at retailers for
at-home consumption will increase by
ten per cent, compared to a four per
cent increase in restaurant traffic.
According to NPD’s study “A Look into
the Future of Foodservice,” HMRs meet
the needs of different groups in different
ways. For instance, adults 35 years and
older are more likely than 18-34 year
olds to use prepared foods from retail to
meet their in-home supper needs. Lunchat-home interests are also met by these
retailers, especially for seniors 65 and
over. Meanwhile, consumers 18-24 are
more inclined than others to make
purchases from these retail outlets to
satisfy their interest in afternoon or
evening snacks.

Beyond Pizza
HMRs cover a wide range of food items, but
one of the most significant for retailers is
what’s happening beyond snacks, frozen
pizza, hot dogs, burgers, and cooked chicken
— namely the chilled prepared food sections
of grocery stores, which are populated by
numerous high quality and nutritious
varieties of fresh bean, grain, vegetable, and
shrimp salads, sandwiches, and other foods.
There’s an interesting difference
between hot and chilled, says John Scott,
a well-known retail food specialist based
in Niagara-on-the-Lake, Ontario. “With
hot, there’s always an issue to maintain
quality. With chilled, not so much.
Frozen is a whole different thing,” he
notes. “There’s still definitely a strong
market for that, but if you want a quick
meal with the greatest fresh appeal,
chilled seems to be the growing choice.”

Chilled HMRs are transforming the retail grocery landscape.
Courtesy of Shutterstock
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No Longer an
Option
John Scott, a
retail food consultant based in Niagara-on-the-Lake
has the following
tips retailers
should consider when developing HMR
sales from their chilled sections:
First of all, find a consultant
who has experience and fully
understands the logistics of
convenience foods.

1

2

Store layout is critical. Be sure
to place the fresh chilled cabinets in highly visible and welltrafficked areas.

3

Give careful thought to what
kind of equipment is needed,
both for preparing the various
items in the chilled aisle, as well
as cabinets that display them in
the most appealing manner.

4

Engage an experienced chef
who is able to design the right
products that will sell and be
the most profitable. Keep in
mind consumers are looking
for variety, and also be sure to
steer toward the special preferences of local communities
including ethnic consumers.

5

Keep in mind the need for
proper advice from experts,
because the cost of redesigning
a store to accommodate chilled
HMRs can be substantial and, if
not designed properly, can sink
you. Nonetheless, it’s no longer
an option just to stock shelves
with pre-packaged items.
Chilled HMRs are here to stay
and a component that every
retailer needs to look at.

The trend is toward chilled HMRs at a
low cost with the greatest flavour and as
close to restaurant quality as possible.
And there are more and more products
out there — and grocery stores — that
are delivering them.
That said, proponents of
frozen HMRs point out
there’s less waste compared
to chilled prepared foods
having to be tossed if they
don’t sell fast enough, and
nutrients that remain intact.

Low sodium
Those are some of the
many reasons the frozen
category is definitely still
holding its own. An example
is the range of El Monterey
frozen Mexican entrees offered by Ruiz
Foods based in California’s Central San
Joaquin Valley. El Monterey is now the
most popular brand of frozen Mexican
food sold both in Canada and the United
States. The range consists of taquitos,
burritos, breakfast burritos, chimichangas, tamales, and quesadillas.

Interruption
Inovata Foods of Edmonton, AB, is a large national frozen entrée manufacturer with plants in western and eastern Canada, selling frozen meat lasagna
under the Bassilli’s Best brand as well as a large variety of private label frozen
entrées in trays.
“Consumers are always looking for convenient, nutritious and easy-to-prepare meals,” says National Sales Manager Mike Thurstan. What advice for
retailers in selling these sorts of items? “It would be good to have additional
points of interruption during key selling periods for the products, such as
theme events and seasonal tie-in’s.”
On the prepared food side, time-pressed consumers want convenience and
more importantly nutrition in their take-away fare. It’s a multi-billion dollar
industry in Canada and the fastest growing one as grocery operators continue
to try to lure empty-fridge consumers away from restaurants to their prepared
food cabinets instead of local fast food pizza or other outlets.
The dust-up continues. Frozen may be flat, but TV dinners remain. Pre-packaged is cut-throat. Chilled is growing, and becoming more a competitive advantage and a profit centre to competitors from Loblaws and Overwaitea to Sobeys
and Metro. The new wind used to be about convenience. That’s continued. But
now that wind has been intensified by needs for variety, taste, quality, nutrition
and health, not to mention increased environmental performance.

“Canadian eating habits are similar to
those in the U.S.,” says Ruiz Food
Products President & CEO Rachel Cullen.
“Canadian consumers want convenience,
quality, great taste and value. And their
schedules are not only busy, but getting
busier all the time.”
Another example is the range of frozen
Indian food products manufactured by
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Indianlife Food Corp of Burnaby, British
Columbia. The company’s President &
CEO Rakesh Raniga makes a point about
products being not too spicy, so everyone
can enjoy them, but more importantly
that they have low sodium content.

“Demand for products like ours has gone
crazy all over the world,” he says. “Low
sodium is becoming more and more of an
issue, and our products offer that along with
good fibre content. In B.C., one out of four
people suffers from health issues connected
with low fibre. We’re also looking into
increasing protein levels, which is also very
important for good health.”
●

with cinnamon, herbs, spices or other flavours, honey helps
bring out those taste and aromas.
“Probably the biggest benefit I’ve seen is how much fresher
my baked goods stay when I’ve used honey. Oatmeal cookies I
made recently, remained soft and chewy for two weeks after
baking. Family members thought they had been freshly
baked. Baked goods that use honey dry out more slowly and
have less of a tendency to crack,” explains Bowden, adding
honey is about one and a half times sweeter than sugar so
often you can use less.
Bee Maid has a sugar to honey converter on their website to
make the replacement of sugar to honey easy (www.beemaid.com/
recipe-converter). Bowden notes, honey’s acidic nature requires
the addition of a small amount of baking soda when using
large amounts of honey — about one teaspoon for every cup
of honey — and you’ll also want to reduce the oven
temperature by about 25˚F to prevent over-browning.
During baking season, it’s great to place honey on an end
aisle to remind consumers to pick it up before they get
baking, adds Bowden. “Some retailers will create baking
displays, where the honey is merchandised with other
baking ingredients like baking chips, flour etc.”

BAKING INGREDIENTS
By Carly Peters

Pinterest Worthy
With everyone posting their creative cakes, or crushworthy cupcakes on Instagram and Pinterest, the pressure is
on to make baking memorable. General Mills’ Betty Crocker
line, which includes mixes for cookies, brownies, cakes, and
muffins, gluten-free baking mixes, as well as frosting
options, ensures that no matter what you’re making it
comes out perfect every time.

RELIABLE

FOOD
PROCESSING EQUIPMENT
www.birosaw.com

Md. B300M
12” Manual Feed Slicer

O

ne cake does not fit all. With more and more specialized dietary concerns — gluten-free, reduced sugar, lactose-free,
etc. - consumers are in need of ingredients that can help them both bake something that meets those requirements,
but also tastes great.
Sugar has been on many people’s healthy hit list. According to Smucker Foods of Canada the Nielsen statistics they’ve
received show strong total category flour sales with increases over 10 per cent in Western Canada, which they attribute
to an increase in scratch baking. Overall total sugar sales have declined by two per cent1 likely due to health concerns, as
the Tubinado Sugar and Stevia sub-categories are increasing.
“Honey in general continues to see steady growth year over year as consumers are looking for healthier alternatives to
refined sugar,” states Shannon Bowden of Bee Maid Honey. “Liquid honey outsells creamed honey due to its versatility in
being used in baking, cooking, sauces, smoothies etc.”
While honey is an excellent sweetener for baking purposes, it also acts as a flavour enhancer, she adds. The naturally
occurring organic acids in honey, such as gluconic acid, enhance the flavours of spices, fruits and nuts, and when used
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“Our promise is ‘Bake like a pro with Betty Crocker,’” states
Catherine Jackson, director, corporate communications,
General Mills Canada, who suggests customers take a Betty
product as a base and turn it into something unique. “You
can use your own individual creativity; make it your own.
But you can be confident with a Betty Crocker mix whatever
you bake will turn out.”
She also points to General Mills Canada’s Life Made
Delicious website which offers up some unique ways to use
the mixes and frostings for any occasion.
“Baking doesn’t have to be occasion- based. Baking is a
fun thing to do with your family anytime. Have a cupcake
day at the cottage, or make a cake on a rainy day,” states
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Multi-Speed Slicer

Md. B350Comfort
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Jackson, adding retailers should create
“everyday” baking displays to encourage
customers to move beyond just baking
for birthdays.

Multiple Times
Smucker Foods of Canada , which
oversees baking brands such as Robin
Hood flour, Carnation Evaporated Milk,
Eagle Brand Sweetened Condensed Milk,
Crisco Shortening and Oil, Sugar in The
Raw, and Stevia in The Raw, is launching
a new gluten-free banana flavoured quick
bread mix under their Robin Hood Quick

How much
Canadian honey is
in your bottle?

Bread Mix line. Gluten free continues to
be a key consumer trend, growing at 10
per cent a year, and brings in a premium
shopper and bigger basket. The mixes
category is certainly an area of growth for
gluten free, seeing 28 new skus entering
the category last year. To push quick
distribution at launch and continue
momentum through the prime fall baking
season, the company will offer retailers a
floor stand which can easily be placed
within a variety of areas in-store.
The company also suggests creating a better
buying experience for the baker. Engage in-

Retailers should create
“everyday” baking displays
to encourage customers
to move beyond just baking
for birthdays.

Product
of China
& Canada

uct
Prodanada
of C

Read the back label.
The front label may say “Canada No. 1”, but it’s the
back label that tells the whole story. Read carefully,
and know what’s really in your bottle. BeeMaid Honey
is produced to the highest standards, and always 100%
Canadian. Choose Canadian. Choose BeeMaid.
beemaid.com/choosecanadian

Proudly Owned by Canadian Beekeepers

store with multi-ingredient displays, inspire
with lifestyle and recipe imagery, tips and
recipes to remove the disconnect between
the emotion they feel when baking and
the activity of bake shopping.
According to JMS Baking Moments
Shopper Study conducted in 2013 — 77
per cent of Western bakers bake with
fresh produce during the summer
months. Seasonal produce inspires
bakers, bringing on a desire to bake with
fresh; and the baking activity increases
produce consumption. The study’s
suggested action states grocers can drive
cross-category basket growth through
summer baking with fresh themes and
cross-merchandising.
With options for a variety of dietary
concerns, day-parts, and occasions,
today’s baking ingredients ensure
customers can serve up the perfect slice
of whatever they chose.
●
1 Market Track and Strategic Planner, TL West
All Channels, Latest 52 Weeks Period Ending
January 10, 2015
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By Franco Amantea

What You Need to Know About

Maple Water
ver the last few years, we have
seen the functional beverage category grow tremendously. With the
increasing popularity of coconut water; to
the introduction of new plant waters such
as maple water and even cactus water;
consumers and retail buyers are left with
more choice than ever. Such beverage and
brand diversity has left consumers wondering which brands to buy, and why.

O

The Market
Industry expert Julian Mellentin of New
Nutrition Business predicts that tree
waters, specifically maple and birch, will
reach a $2B market by 2025. In fact, the
number of maple water brands entering
the market has tripled across North America since 2012. Maple water is described as
pure nutrient-rich maple sap – the clear
and light water that naturally flows from
maple trees each spring. Pioneering
brands such as Canada’s SEVA Maple
Water have experienced first hand the rising trend and global demand for maple
water. In 2014, they saw sales increase by
over 150 per cent and exports grow from
two countries to 12. In the brand’s first six
months in 2015, they’ve seen those numbers increase even more dramatically.
“The positive effects surrounding the
increasing availability of a product like
maple water are its contribution to society’s movement toward healthier food
choices, and a rising and sustainable
Canadian maple farming industry,” says
Denis Normandin, president-CEO of
SEVA Maple Water Inc. “By supporting
local products, we’re reducing our carbon footprint, and giving our farmers an
alternative source of revenue beyond
cutting down trees for lumber. Consumers are thirsty to be a part of some-

thing bigger. They want
their purchases to be
good for them, and for
our communities.”
According to Agriculture and Agri-Food Canada, Canada was responsible
for $277.9 million in maple
product exports in 2013, with the
US at $26.4 million. What this means
for Canadians is that this international
and local demand for maple products
will help drive more research and development around the nutritional benefits
of maple water, further supporting the
category’s growth.

Nutrient Claims
Existing studies such as that by Dr Yves
Desjardins (Institut des Neutraceutiques
et des Aliments Fonctionnels) reveal that
maple water (also known as maple sap)
contains abscisic acid, which is known to
be important in the fight against diabetes. The University of Rhode Island
explored the chemical composition (sugars, amino and organic acids, minerals
etc) and antioxidant activity in sterilized
maple sap and found that even after sterilization, maple sap maintained its 46+
diverse and unique bioactive nutrient
compounds. Key to preserving these natural nutrients is aseptic packaging such
as Tetra Pak. While these studies are
essential to proving maple water’s nutritional benefits, the category’s key players
are ready for more research to secure the
already existing scientific claims.

sumer. The wealth of media attention and
buzz since the product was first introduced to the market, has certainly paved
a path for maple water. The category’s
next challenge is simply differentiation.
Most commonly, ‘maple water’ is 100 per
cent pure maple sap from maple trees.
With the rising popularity of the beverage, new brands are emerging and using
the common name ‘maple water’ for
diluted maple sap, maple permeate,
mixes, and even maple flavoured mineral
water. Fortunately, consumers are more
label savvy than we think.
The industry’s major players appreciate a consumer’s curiosity for reading
labels but feel standards around the
labeling of maple water are very necessary. Fortunately, The Federation of Quebec Maple Syrup Producers (FPAQ) has
set up a certification scheme, NAPSI,
which addresses some of the standards
that the industry is looking for. Industry
stakeholders from across North America
have gathered to explore other various
testing and regulatory standards that
could be put in place to ensure authenticity and quality of maple sap products.

The Search for Standards
The category’s earliest and most challenging hurdle was educating the con-

Merchandising Tips
• Ask vendors to support sales with demonstrations
• Book these demonstrations between 5-10 p.m. on weekends or 3-7 p.m. earlier in the week
• Strategically place single-serve maple water products in the deli or cooler to cater
to the consumer group’s impulsive nature
• Ask vendors to provide shelf talkers
• Support brands by building displays and showcase POS material
• Encourage vendors to promote your store on their social networks to help Millennials
find your store

What’s Next?
As on trend with coconut water, maple
water brands are feeling the excitement
around the product and are already
launching line extensions. Flavour profiles and new size options are hitting the
shelves as soft drinks and juices move
out and natural functional beverages
move in. With a wealth of new options to
discover, buyers can look forward to
exploring a deeper side to maple waters
●
when making purchase decisions.

Franco Amantea is the chief marketing and operations officer, SEVA Maple Water Inc.
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CHEESE

T

he deli is about to get more sophisticated.
While traditional cheddar will always have
space on people’s plates, artisanal varieties, cleaner ingredients, and imported cheese are the products keeping the overall category growing.
According to Gilles M-Deschênes, assistant-director, market
development-retail, Dairy Farmers of Canada, the Nielsen data
they’ve received shows, in tonnage, every-day cheese sales are flat
for the latest 52 weeks, however there is an increase of 4.5 per
cent in occasional cheeses and 2.2 per cent in fine cheeses. Total
cheese sales nationally, pre-packaged and deli cheese, were up 2.7
per cent on volume with 43 per cent being sold at a temporary
price reduction. Current year to date, Manitoba/Saskatchewan is
up 2.1 per cent; Alberta is up 1.2 per cent; and B.C. is also up at
Courtesy of Shutterstock

By Carly Peters

four per cent. He adds an interesting trend being seen is natural
cheese sales are up four per cent and processed cheese sales are
slightly down by one per cent.
“The stats show that consumers are more and more interested in
discovering new natural cheeses, over and above the regular ones
they buy weekly like cheddar or mozzarella. They are very
interested in local cheeses and learning about the cheeses but
especially the cheesemakers,” states M-Deschênes. “Cheese is like
wine, it is handcrafted by artisans and if deli staff is knowledgeable
and can tell the consumers about the artisan and the cheese, what
makes it special, where it is made, the land that the cows graze on,
etc. they will sell that expensive piece of cheese and not
necessarily at a reduced price. With knowledge comes passion so
consult your cheese suppliers to help you train your staff.”
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M-Deschênes adds the top retailers now have
cheese experts on their head-office deli staff
that ensure that the right cheeses are carried in
each province, depending on availability, since
some cheesemakers are only provincially
licensed, so can only be sold in that province,
while others are federally licensed and can be
sold across Canada.
“Those retailer cheese gurus look at listings
per region, ensure that the optimum variety
is carried and train store staff through
courses, on-site training, e-learnings, newsletters, etc… Western Canada is full of
amazing artisan cheesemakers and you should
make it a point to discover which ones are

recently launched a new line of products
under the Kraft Natural Cheese brand with the
introduction of Kraft Block and Kraft
Shreds. “The search for ‘real’ and simple
ingredient lines continues to be increasingly
important for consumers.”
There is a trend towards cheese that offers
better health and wellness options — lactose
free, organic and non-processed, non GMO,
non-chemical additive cheese — adds David
Hazzard, brand manager, fresh, for Tree of Life,
a company always searching for new specialty
cheese from around the world to introduce to
the Canadian market. “Today we find that
mothers are looking for the healthier ‘allnatural’ snack options
to send with their
children to school.
Snack pack cheeses are
becoming a ‘must have’
item when shopping
for their families.”
Flavour innovation has also been a
significant driver of growth. The rise of spicy
flavours/offerings across all cheese segments
(natural, cream, process) in recent years, along
with sweet innovation in the cream cheese
segment (chocolate, cinnamon brown sugar,
mixed berry) provides consumers with a
broader range of offerings to satisfy and meet
against their different need states and
occasions, states Kraft’s Chodirker.

Consumers are interested in discovering
new natural cheese and finding deli-quality
cheeses when they go to the store.
near you, often only available in your
province,” he states. “Retailers that go this
extra mile become better cheese experts to
talk to consumers, educate them, make
suggestions, and hand out recipes versus just
checking date codes on cheeses.”
“There is definitely increased interest by
consumers to look beyond larger mainstream
brands. People want to explore and connect
with the brands that they purchase, looking
beyond price as the only
driver of purchase decisions. People will pay more
for quality, uniqueness, and
a product that aligns to
their belief systems,” explains Mike Raftis, director,
sales and marketing for
Manitoba-based Bothwell
Cheese, adding this trend is
not exclusive to the cheese
sector and can been seen in
other industries such as
craft beer, which helps
create a spillover effect into
all industries.
Along with paying attention to who’s making the
cheese, and where it comes from, consumers
are also reading labels and ingredients more
closely, he states, adding there is definitely a
shift to more natural products versus products
with modified ingredients or other additives.
“We have seen strong growth across natural
cheese of +3.9 per cent over the past three
years,” explains Lainey Chodirker, senior
brand manager with Kraft Canada, which
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Product
Showcase
Prep Placement
“Retailers should think outside the deli, and look
to implement various shopper marketing tactics
to drive interest in the deli. Guiding shoppers in
how to use the product is a great start. In the
meat section place Horseradish Cheddar next to
prime rib, Jalapeño Monterey Jack in the meat
section next to pre-made hamburger patties, or
place shredded cheddar next to the eggs.”
- Mike Raftis, Bothwell Cheese

Get in a Group
“The most successful deli displays out there will
regroup all the aged cheddars together or all the
blue cheeses together and then identify them by
country of origin, often using small signs or country flags. So if I am shopping for a blue cheese, I
don’t want to walk around all your displays looking for all of them. They are all together with
Canadian blues together and clearly identified
and then the French, the British, the Danish, etc.”
- Gilles M-Deschênes, Dairy Farmers
of Canada

Good Info
“Point of sale cards help – letting consumers
know what type of milk is used, what region the
cheese is made from, how long it’s aged, the
flavour and texture, pairings, etc. Having a cheese
counter staffed with an expert to engage the
consumer, and to provide insights and samples
drives significant sales.”
- Sue Merckx, Sartori Cheese

Just a Taste
“Having demos so consumers can taste the various cheese varieties will always spur interest and
sales. Many best loved cheeses are first discovered by consumers at their local retailer from
sampling a new cheese on demo.”
- David Hazzard, Tree of Life

Grab and Go
“We have seen an increased demand for
varieties that offer smoked and spicy flavour
profiles,” concurs Bothwell Cheese’s Raftis,
who points to their two most popular blocks
Jalapeño Monterey Jack and Smoked Gouda.
Whether it’s a touch of smoke, or an organic
variety, deli-quality cheese is what consumers
are looking for at their grocery store.
●

“We have seen growth in smaller, portion-sized,
fixed-weight cheeses in the grocery channel, due
to their ease of merchandizing, and the smaller
dollar amount per sale for a consumer that would
like to “grab and go.” We are now adding on a
number of new items to the list of products we
distribute that fit this bill…Anna’s Country Kitchen
brand Triple Cream Brie in a fixed-weight 300g
size, and an Italian mascarpone in a 500g size.”
- Chris MacDonald, Bosa Foods

SUSTAINABILITY

By Nicole Pasricha

C

anadian consumers are increasingly interested in ensuring
that their food and beverage purchases come from ethical,
environmentally-friendly sources — in fact, six in ten Canadians consider themselves to be ethical purchasers. Retailers, as
the bridge between food producers, food manufacturers, and consumers are in a unique position to capitalize on this trend. But
retailers can also feel excluded from the sustainability conversation, since most decisions on sourcing policies or requirements are
made by brands or manufacturers. However, there is a hidden
opportunity for retailers to help drive sustainability at the ground
level by implementing sustainable sourcing standards for suppliers
and their own private label lines.

Sustainability and Food:
What role do retailers play?

means that retailers can have
significant influence on the
sourcing decisions related to food,
beverage, and other ingredients or
products, and could potentially
even be held accountable for unsustainable practices in their
private label supply chains.
There are a few keys steps that retailers can take to get
started on the path to sustainable sourcing, such as defining key
categories or ingredients, creating a strong sustainable sourcing
policy, and following other retailers’ examples.

Identifying key categories or ingredients
First, retailers should determine what their goals are with
regards to making their private label products, or their suppliers’
products, more sustainable. For example, some companies are
concerned about potential direct or indirect impacts on
deforestation, human rights, or climate change. Broadly
speaking, there are a few product categories that are usually

In many markets, retailers have begun to play a larger role in
product assortment decisions, as well as in direct competition
with brands through private label programs. In 2012, the
Canadian private label packaged food market reached C$6.4
billion and attained a market share of 12.7 per cent.1 This
Courtesy of Shutterstock
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There is a hidden
opportunity for
retailers to help drive
sustainability at
the ground level
by implementing
sustainable sourcing
standards for suppliers
and their own private label lines.
high priority among retailers due to their
potential negative environmental and
social impacts in the supply chain.

Beverages: Coffee and tea jump to the
top of the list, given consumer awareness
around sustainable production practices
for these products. Many retailers have
their own brand coffees and teas that do
well in-store, making it an attractive and
easy place to focus sustainable sourcing.

Confectionery and chocolate: Cocoa
supply chains are often associated with
unsustainable or unethical practices,
such as child labour, especially in West
Africa where 90 per cent of the world’s
cocoa is produced.

Tropical produce: Bananas, pineapples,
grapes, oranges and other popular fruits
sourced from outside of North America
also present opportunities for more
sustainable
purchasing
decisions,
ensuring lower environmental impact, as
well as worker well-being on plantation
estates. Canned or frozen fruits can also
be considered under this category.

Fresh cut flowers: For retailers with floral
sections, many tropical blooms are sourced
from South America, where sustainable
options are becoming more available.

Home paper products: Bathroom tissue,
paper towels, and other home paper products
can be sourced from manufacturers that
work with sustainably managed forests, to
ensure they are produced without
deforestation or inappropriate social
practices in Canada or abroad.
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In general, retailers should
focus on a few main elements in
drafting their sustainable
sourcing policies:

T

he Alberta economy has been on somewhat shaky ground as the energy
sector continues to feel the effects of low oil prices, but so far the
province’s food industry has remained strong and resilient.
On the retail side, the effect of the downturn can be seen with more
consumers turning to discounters as budgets tighten. This has not stopped
Canada’s second largest grocer from continuing the restructuring of its western
Canadian operations in the wake of the 2013 acquisition of Canada Safeway. The
company recently announced the closure of several stores in western Canada
and the consolidation of its western Canadian operations in Alberta. A
new fully automated distribution centre acquired from Target Canada
for $50 million will open north of Calgary followed by the closure
of several older, inefficient facilities.
Marilynn Boehm is president of the Alberta Food
Processors Association, an organization representing all
segments of the food and beverage industry in the province.
The AFPA’s membership includes growers, processors and
retailers and their fundamental purpose is to build a
competitive advantage for their members while being the
representative voice of the Alberta food industry. According to
Boehm, the food industry hasn’t been strongly influenced by the
downturn in the energy sector. Manufacturing sales for Alberta’s
food and beverage processing industry totaled an impressive $13.7
billion in 2014, according to Alberta Agriculture and Rural Development.
“I think from our perspective that downturn hasn’t really affected
our members’ products, but what has happened is that there have
been more people from the oil and gas industry who are
applying for jobs in the food processing industry,” explains
Boehm. She immediately adds that managers in the food
business realize that this situation is temporary, and
that if the price of oil increases many candidates will
choose to return to the oil and gas industry. “Our
industry is still having trouble getting enough workers,
especially outside of Calgary, Edmonton and the major
centres. I believe we are still short about 1,000 workers.”

1) Policies are usually stronger (and easier
to defend) when the requirement is drafted
to an internationally recognized set of
standards.

Bakery and snacks: Many bakery
products, whether fresh or packaged,
contain palm oil, which is considered to
be one of the major contributors to
deforestation in Southeast Asia.
Sustainable palm oil options are also now
available in the marketplace.
There are other categories to consider,
and each retailer will have slightly
different priorities, depending on their
strongest product categories, private
labels, and customer demand.

Key Elements of
Strong Sustainable
Sourcing Policies
Luckily, many companies now publish their
sustainable sourcing commitments publicly,
and other organizations have also developed
resources to help retailers create strong
policies. For example, the Consumer Goods
Forum (http://www.theconsumergoodsforum.com/) has published guidelines for
its members on sustainable sourcing
policies for forest-derived products
(paper and pulp), beef, soy, and most
recently palm oil. In addition, the
recently launched webportal, Supply
Change (www.supply-change.org) was
developed to share company policy
commitments and progress in key
commodity areas, and has many links
back to company policies that are helpful
reading for retailers wishing to design
their own programs.

For example, standards developed by multistakeholder groups such as the Forest
Stewardship Council (FSC), the Marine
Stewardship Council (MSC), the Rainforest Alliance
and Sustainable Agriculture Network (SAN), and
other groups have already gained stakeholder
buy-in, and prevent the retailer from having to
determine what is considered sustainable by
environmental, social, and conservation experts.

2) Policies should include time-bound
commitments to achieving compliance.
Consider the statement “We will strive to
purchase sustainable palm oil as it is possible”
versus this commitment by the Delhaize Group
“By 2020, 100 per cent of palm oil in our own
brands will be traceable and deforestation-free.”
Wal-Mart has clear, time-bound commitments for
palm oil, soy, and beef. Smaller retailers need not
have such comprehensive policies, but even
narrow policies must have clear goals,
commitments, and timeframes.

3) Include a regular and public method
of communicating your progress against
policy commitments.
This shows a high level of accountability and
transparency, and demonstrates to the retailer’s
stakeholders - investors, employees, customers,
and community - that sustainable sourcing is an
important part of the organization’s strategy and
mission. A good example is Ahold’s “Responsible
Retailing Scorecard”, which shows each of their
commitments with per cent achieved to date.

Overall, Canadian retailers can take
advantage of the existing tools and
resources for sustainable sourcing, and
get started on their own path in showing
Canadians that private labels can be
●
delicious – and sustainable.

Nicole Pasricha is manager of markets transformation,
Rainforest Alliance

By Jaqueline Chartier

1 Agriculture and Agri-Food Canada. “Private Label Trends: Packaged Food in Canada.” June 2013.

Courtesy of Shutterstock
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Approximately 1,800 items have been
labelled in Safeway stores as part of the
Buy Alberta campaign.

This issue is particularly critical for the
province’s meat packing plants. Meat
manufacturing is by far the largest category
of food manufacturing in the province with
a 51.2 per cent share of food and beverage
manufacturing. These plants, including the
Cargill facility near High River, are among
Alberta’s largest employers. Cargill, like
other major players in the Canadian meat
packing industry, has been required to
supplement its domestic hiring with
temporary foreign workers. There has been
controversy surrounding the Canadian
government’s Temporary Foreign Worker
Program, with some implying that the food
industry exploits this labour force. Boehm
strongly denies such allegations. “We want
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our foreign workers to become Canadian
citizens and remain a permanent part of our
workforce. We’re not interested in a
revolving door,” she insists.
Meanwhile, the Alberta food industry is
constantly undergoing transformation
and new developments are occurring every
day. Members of both the retail and food
processing sectors of the industry must
remain alert and be extremely shrewd in
such an unpredictable environment. Boehm
says that there has been a big shift in the
public’s demand for local food in recent
years and that this is a strong movement
within the industry. Aging consumers
combined with a rising awareness of the
relationship between food choices and
personal health is influencing the type of
food products that consumers demand.
Healthy eating has become a way of life for
many consumers, and they are increasingly
demanding fresh, local and organic products.
The Alberta Food Processors Association has a buy local
program in collaboration with Safeway.
December 2012 saw
the launch of the
province-wide campaign called Buy
Alberta. The program
involves a collaborative effort between
the Alberta Food Marilynn Boehm,
Processors Associa- president, Alberta Food
tion, Safeway Canada Processors Association.
and the Government of Alberta. The
campaign’s key goal is to promote the
purchasing and consumption of Alberta
products. As part of Buy Alberta, labeling
has been added to about 1800 items in
Safeway stores. This allows shoppers to
more easily identify which products are
grown or manufactured in Alberta.
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Boehm stresses that buy local initiatives
are an advantage for the province’s small
food processors, but for larger more
established processors their better
opportunity is often to expand into other
Canadian and U.S. markets. A few
exporters, especially in the Alberta meat
industry, might even choose to look beyond
North America. Across the emerging world,
an army of newly rich consumers is growing
and the numbers are impressive. Brazil has
been adding five million annually to its
middle class. Indonesia exceeds that, at
seven million a year. Go to India, and

potential opportunities are even greater —
their annual number is between 10 and 20
million, and they hope to reach 30 million
in the near future.
As far as the future is concerned
competition in the Alberta food industry is
predicted to remain keen. Successful food
retailers and manufacturers will be the ones
who are able to pay attention to detail and
adapt to changing conditions. Innovation
in the food industry will remain critical for
brands to keep pace with emerging trends
and enable the industry as a whole to
continue to grow and develop.
●

AFPA
Announces 2015
Competition Categories
Award Winners
Best finished product using beef as a
primary ingredient
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What’s new & improved in the grocery aisle

The Gluten Free Bar

Spragg’s Meat Shop
Bacon Wrapped Meatballs
Greg and Bonnie Spragg
T: (403) 378 3800, Rosemary AB
www.spraggsmeatshop.com

Best snack food or confectionery

The Gluten Free Bar makes among the world’s best gluten-free high-protein snacks through a
relentless focus on creating amazing taste with simple, quality ingredients. All of their bars are: Certified Gluten-Free, Non-GMO Project Verified, High in Protein 10-12g, Certified Vegan, Soy-Free,
Dairy-Free, All Natural, Source of Omega-3, Low Sodium, Certified Kosher, Trans-Fat Free, Cholesterol Free and made in a dedicated gluten-free facility. For more information visit www.theglutenfreebar.com. To place orders in Eastern Canada
contact Neal Brothers Foods 1-800-738-7955 info@nealbrothersfoods.com. In Western Canada contact Left Coast Naturals
1-877-769-6887 goodpeople@leftcoastnaturals.com or BrandSeed Marketing www.brandseedmarketing.ca

Tyrrell’s Hand-Cooked English Chips
Tyrrells has introduced a new barbecue chip. The company cooks their chips by hand in small batches and they always
leave the jackets on. Tyrrells new Barbecue chips are Vegan, Gluten Free and free of Trans Fats –
Enjoy!” Contact your local Tree of Life Canada representative for more information.

Jarritos: We’re Not from Here

Cococo Chocolatiers
Canadian Icewine Truffles
Kristen Halpen and Kristi Mehr
T: (403) 265 5777, Calgary AB
www.bernardcallebaut.com

Best dairy product, baked
product or sauce

Jarritos is a premium soft drink made with 100 per cent natural fruit flavours, using only the most authentic and
natural fruits from Mexico. Jarritos soft drinks are made with natural cane sugar, never high-fructuse corn syrup! Jarritos soft drinks come in 370 ml premium glass bottles, with crown seal caps which provide a great sense of satisfaction
when opened. Jarritos has subtle flavours and are lightly carbonated, making them easier and more
enjoyable to drink! Tree of Life welcomes two new flavours; Cola and Strawberry!
Contact your local Tree of Life Canada representative for more information.

Bringing the Heat and the Flavour!
The Cholula difference is all in its exclusive blend of piquin and arbol peppers, ground into a delicate pepper paste then combined with signature seasonings and natural ingredients. The result is a flavourful hot sauce with a balanced heat for which it
is fondly referred to as “The Flavourful Fire”. Cholula’s new Chili Lime Hot Sauce gives you all of what you love most about
Cholula’s original Flavourful Fire but with the distinctively delicious, tangy hint of fresh lime. It’s a hot ‘n’ tangy flavour sensation
that is incredible on tortilla chips, seafood, chicken, salad dressing and more!
Contact your local Tree of Life Canada representative for more information.

GBS Expands Lines
MacKay’s Cochrane Ice Cream
Haskap Berry Ice Cream
Mark and Meghan Tayfel
T: (403) 932 2455, Cochrane AB
www.mackaysicecream.com

GBS Foodservice Equipment has introduced their newest addition to the GBS product line: ITV Ice Makers of
Valencia, Spain and Miami, Florida. Founded in 1981, ITV has been successfully manufacturing ice makers with
worldwide distribution to in excess of 100 countries and every continent. With over 30 years of experience, ITV
offers a top-quality range of products which focus on state-of-the-art cube style and flake ice machines, dispensers and storage bins as well as filtration systems, parts and accessories.

Most Innovative

Snacking just got perfect, REESE Snacksters have arrived!
You may have already heard the buzz about the new REESE Snacksters. REESE Snacksters are perfect for on-the-go
snacking, delivering the authentic, one-of-a-kind, perfect combination of chocolate and peanut butter taste REESE Candy
lovers know and love in a convenient single-serve pack to enjoy anytime, anywhere.

Mia’s Kitchen makes it Right
Mountain Meadows Food Processing
No Nuts Chocolate Peabutter
portion paks
Caryll and Norman Carruthers
T: (780) 961 2470, Sturgeon County AB
www.peabutter.ca
74 WWW.WESTERNGROCER.COM

Mia’s Kitchen creates handcrafted pasta sauces from the finest and freshest ingredients grown in Sonoma, the
heart of California’s Wine Country, which the Sebastiani Family calls home. All of their pasta sauces are Non-GMO
as well as Gluten Free and come in four great flavours: Bistro Marinara, Portobello, Tomato Basil and Sriracha.
Contact your local UNFI representative or BrandSeed Marketing www.brandseedmarketing.ca for more information.
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New Flavours from NoNuts
NoNuts Peabutter has 3 delicious new flavours-Extra Creamy, Cinnamon, and Chocolate! Like the Original flavour, the new ones are free of the top 11 allergens, making this safe for peanut/ nut restricted locations such as schools. NoNuts Cinnamon flavour is a delicious, nutritious dip for sliced apples. NoNuts
Chocolate has less than half the sugar, per serving, of the leading chocolate spread and NoNuts Extra
Creamy makes wonderful sandwiches. NoNuts is available in a variety of sizes for retail and food service.
For further information call 1-800-961-2470 or email info@peabutter.ca.

What’s new & improved in the grocery aisle

Original Gourmet Innovation Unveiling at
Sweets and Snacks Expo 2015
Original Gourmet has introduced Squrtz, a new line of soft chewy candy with a juicy or
sour burst of flavour inside! Squrtz will be available as peg bags, plastic containers or a
600g tin of individually wrapped candy. Original Gourmet has also expanded their capability to create hand-pulled swirl style lollipops, using a technique that offers extra shine, vibrant colour and vivid fruity flavours in a variety of
sizes, paddles and unicorn pops are available as well as fun seasonal shapes to sweeten consumer festivities and decor. Bella Chocolate brings
Original Gourmet into the sharable chocolate category with a line of milk and dark chocolate-coated caramel pieces as well
as chocolate covered candies with assorted fruit (orange, strawberry, and pineapple) or coffee filling.

Healthy, Convenient, Delicious and Sustainable Snacks
From Ocean’s
Ocean’s has introduced a new Gluten Free Snackit variant: Lemon&Pepper Snackit. With this well loved flavour
paired with rice crackers, it is a perfect healthy snack for people on the go! Also new is the FAD Free Lemon&Pepper Tuna. With just the right balance between lemon & pepper, this makes for a delicious, healthy meal or snack.
Caught responsibly, it is good for you and the environment.
For further information, email: talktous@oceanbrands.com or visit www.oceanbrands.com.

Prema Chai Spices Up The Tea Aisle

Refreshing Mint Chocolate Bar from Green & Blacks

This summer, a traditionally brewed, ready-to drink chai is launching to the Canadian marketplace. Prema
Chai takes the labour-intensive process of preparing traditional Indian tea, and transforms it with a readyto-drink format perfect for enjoyment in a busy, modern world.
Prema, the Sanskrit word for love, is the inspiration behind Perma Chai. It was created by Tas Cheema, a
Surrey-based entrepreneur, using a family recipe passed down through generations. He saw the need for an
authentic chai that met the needs of his modern South Asian family.

Green & Blacks is proud to introduce a new refreshing mint chocolate bar with infused peppermint oil. This new bar from
Green & Blacks delivers the smooth indulgence of dark chocolate with a strong hit of refreshing peppermint flavour. The
peppermint oil works together in perfect harmony with the 60 per cent dark chocolate.
Please contact your Tree of Life representative for further information.

NEW Bee Maid Proudly Canadian Beaver!

Casa Giulia Agavi Award-Winning Products

Bee Maid is celebrating 60 years of packing only 100 per cent pure Canadian honey with the launch of their special edition 750g Beaver. With Bee Maid’s new blow molding equipment, bottle design creations are now virtually limitless. Working with a marketing agency, the beaver’s eye-catching shrink sleeve label came to life. Available for shipping in summer
2015, this Canadian beaver is sure to sweeten up the honey category. As always, it contains the delicious 100 per cent pure Canadian honey consumers know and love.

GH Cretors Introduces New Format
GH Cretors is now available in a 42g single serve bag, perfect for an on-the-go treat! This convenient and portion
controlled size offers a blend of caramel and cheese corn with simultaneous hits of sweet, salty, crunchy, and cheesy
all in one bite. It is gluten-free, certified Kosher, and made with all-natural ingredients, completely free of GMOs,
artificial colours, flavours, and preservatives. This new 42g bag is now available. Please contact your local Star Marketing representative for more information. Visit www.starmarketingcanada.com

Hi I’m Skinny
Here is a snack that is super tasty, convenient, good for you and doesn’t make the scales or your
skinny jeans a scary thought! Hi I’m Skinny is just that and is packed full of simple, real ingredients,
such as quinoa, whole grains, chia seeds, sweet potatoes, and real vegetables. This guilt-free snack
is full of flavour and has the perfect crunch! It contains no artificial colours or flavours, is certified
gluten-free, non-GMO Project Verified, and vegan. Please contact your local Star Marketing representative for more information. Visit www.starmarketingcanada.com

NEW Burt’s Bees Facial Cleansing Towelettes
Burt’s Bees Facial Cleansing Towelettes are a fresh new option for your daily beauty routine. Now available in Pink Grapefruit as well as Exfoliating Peach & Willow Bark, these natural face wipes allow you to remove make-up, cleanse and tone in one easy step, revealing a
beautiful complexion. The cloths are Forest Stewardship Council certified and are infused
with natural ingredients to keep your skin looking and feeling great. Burt’s Bees Facial
Cleansing Towelettes are also available in White Tea and Sensitive with Cotton Extract variants. Burt’s Bees has been offering distinctive,
earth-friendly natural beauty care products for 30 years.
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Casa Giulia Agavi has introduced innovative low glycemic index fruit
spreads sweetened with agave nectar. The product was recently named one
of the Top 10 Most Innovative Products at Grocery & Specialty Food West Trade Show.
For further information contact sales@falesca.com 604-929-5711

HARIBO, the Original Gummy Bear, Adds New Flavours
to Canada
HARIBO, the German confectionery giant, continues to gain ground in the Canadian marketplace by
adding two new flavours to its current lineup of official Canadian products. HARIBO has an exciting range of
sugar confectionery that set themselves apart from competitors with a focus on natural ingredients, high
quality detail in their gummy designs, innovative shapes and flavours, and a world-famous brand name. Fruity
Frutti is HARIBO’s most innovative new sku; it consists of three parts; a foam bottom, berry shaped gummy top, and an infusion of sweet, fruity filling. HARIBO’s Sour Stixx is known for its tangy and sour finish; they anticipate it will be popular with the average Canadian consumer who loves sour candy. HARIBO’s gummies are made with no artificial colours, and its unique flavours are derived from plant
and fruit concentrates. Contact your local National Importers representative for more information.
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TAKING STOCK

By S, Alexander

Cultivate Your Strategy
to Embrace Trends

B

uilding and sustaining a successful food and beverage business requires a constantly evolving strategy that embraces consumer
trends and turns them into opportunities. Consumer trends are ever-changing and food and beverage companies
need to adapt their tactics to fit with
this fluid landscape. Here are some
trends that you may want consider
incorporating into your strategy:

Convenience
While there are a number of consumer
trends impacting processors, convenience
is one of the most important and will
continue to be so in the future.
Consumers are willing to pay more for
convenience as their work habits and
lifestyles change. Also, some consumers
are becoming more disconnected from
food preparation. Shopping and eating
habits are sporadic, meal-planning
cycles shorter, snacking is replacing
courses as well as whole meals and
food is becoming more portable. These
trends will have implications for both
food and packaging waste.

Food Through Social Media
Food’s interface with social media
continues to be one of the most
exciting trends in the food and
beverage industry. Through social
media, Canadians are expressing their
love for food and finding out about
food in a variety of ways — through
food apps, food blogs, and other social
media platforms such as YouTube,
Pinterest, facebook, Instagram and
twitter. Also, consumers want to be
informed and more are utilizing social
media to get their information about
food. Understanding how to leverage
social media to inform and engage
with consumers is key to developing
consumer-driven strategies.

Changing Demographics
With growing and ethnically diverse
populations coming into Canada,
immigration continues to be a driving
factor of food innovation. Food
producers need to respond with
diversification, fusion and blended
cuisines and learn to deal with
unfamiliar food ingredients, cooking
methods and presentation styles.

Healthy Eating
Healthy eating is another critically
important trend that has considerable
influence over company strategies.
But while consumers want “healthy,”
some consumers aren’t willing to pay
for healthy food or are confused by
what healthy means. Food processors
need to continue to effectively
communicate to consumers the health
benefits of their products.

Organics and Non-GMO Foods
Demand for organics, at a modest
price premium, continues to rise, as
quality and availability matches that
of conventionally produced foods.

Farm-to-Fork
There will be increased emphasis on
the farm-to-fork journey. Shoppers
continue to ask questions about where
food comes from and there is added
emphasis on the farmer’s role in the food
production and preparation process.

Food Safety and Trust
Consumer confidence in foods tends
to shift with the news of the day.
Whether it is based on reality or
fiction, consumer perception drives
sales. Canadian processors need to be
vigilant at ensuring safe food and
communicating the facts about
ingredients, process and commitment
to food safety.

A Sustainable Response
to Trends: Strategy
Succeeding in the food and
beverage industry is not just about
spotting trends, it’s about how to
effectively analyze and respond to
new trends. Understanding trends will
only help your business if there is a
strategic process in place to respond.
Consumer trends are changing quickly
and are not always apparent until it’s
too late. No matter what successes
you’re seeing right now, remember
what’s working today for consumers
may not work tomorrow.
What Dan Millan wrote in 1980
holds true today: “The secret of
change is to focus all of your energy,
not on fighting the old, but on
building the new.”
Those who take active steps
towards developing a strategy that
positions them to effectively tap into
changing consumer trends will reap
the greatest rewards.
●

Ken Bulthuis, CPA, CA leads MNP’s Food and Ag Processing practice in B.C. Maria Gonzalez,
is a Senior Consultant in the consulting practice of MNP who provides clients with
market research and analysis, strategy and planning support.

For more information, contact Ken at ken.bulthuis@mnp.ca or 604.463.8831.
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PLAN TO ATTEND
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conference: september 17 & 18
trade show: september 19 & 20
metro toronto convention centre,
south building
#chfaeast

Pre-register Before August 28th and SAVE! | chfa.ca

THE DOLLARS ADD UP
Restaurant owners receive an average incentive of $2,477* by participating in the Power Smart
Express program. The incentive, plus the money you save on energy bills each year, means you
can reinvest back into what matters most—your business. And yes, that could include even more
kitchen gadgets. Five minutes is all it takes to get started or to request more information about
your potential savings.
Save power and money at bchydro.com/express.

*Incentive amount based on an average of 1,009 projects completed between 2010 and 2013.

