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A TRUE STORY: A sandwich maker came to Reiser at
a tradeshow lamenting how much labor was required to make
a simple peanut butter and jelly sandwich for commissaries
and vending machines. The problem was that the peanut butter
needed to be spread onto both slices of bread to prevent
the jelly from leaking through and “staining” the bread.

Reiser put its engineers to work and they developed the
Vemag Slice Depositor. This system automatically deposits a
clean, even, exact-weight covering of peanut butter directly
onto the bread. Now making sandwiches was a snap. The
customer then determined that the same technology could be
applied to cheese slices, and then tuna salad, chicken salad
and other sandwich fillngs. The sandwich maker’s sales took
off and Reiser had earned another customer’s loyalty.
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EDITORIAL
Carolyn Cooper

Why do there seem to be so many copy-
right battles in the confectionery sector? 
Multi-country lawsuits between con-
fectionery giants seem to outpace legal 
skirmishes in other food sectors.

In Europe for many years Swiss 
chocolatier Lindt & Sprüngli vigorously 
protected its gold foil-wrapped chocolate 
bunny against imitators from various 
countries, ultimately failing last year to 
have the Easter confectionery trademarked. 
The company itself was taken to court 
recently by German confectionery maker 
Haribo — and won — for perceived 
copyright infringement of Haribo's  
gummy bears. Cadbury and Nestlé 
waged a five-year battle over Cadbury’s 
desire to trademark the colour purple for 
chocolate bar packaging — the company 
lost, despite having used the distinctive 
wrap for 100 years. And in the U.S.  
Mars is now suing Hershey, saying 
the company’s “fake” Malteser brand 
confuses consumers looking for Mars’ 
Maltesers candy. 

The reason for these and other legal 
battles may be because a significant 
portion of sales in the highly competi-
tive confectionery market are impulse, 
holiday and special occasion buys, making 
brand recognition and eye-catching 
packaging for candy crucial. It’s no 
wonder candy makers may feel pressured 
to attempt to copyright distinctive shapes 
and colours, something that doesn’t  
happen too often in other food sectors. 

And of course manufacturers know that 
to keep consumers interested in purchasing 
what is essentially an indulgence — and 
not necessarily a healthy one at that — 
they must continue to constantly innovate. 

According to a report from market  
researcher Lucintel, the global confec-
tionery sector is expected to reach $176 
billion by 2018. In Canada, confectionery 
sales reached $3.4 billion last year — 
more than $4 billion if ingredients used 
in restaurants, bakeries and dairies are 
included. 

The drive to push boundaries in this 
market means confectioners like Vancou-
ver’s award-winning Beta 5 are produc-
ing hand-finished signature chocolates 
in unexpected flavours like imperial 
stout, tobacco and lemon verbena. The 
company also features a candy bar made 
with applewood-smoked bacon in maple 
caramel with a layer of roasted almond 
and milk chocolate nougat, coated with 
63-per-cent dark chocolate and finished 
with smoked sea salt. And at Purdy’s 
Chocolates, also based in Vancouver, 
head chocolatier Gary Mitchell is mixing 
chocolate with toasted shiitake mush-
room, goji berries and Himalayan Pink 
Salt (for more on the company and the 
confectionery market see “The New 
Candy Land,” starting on pg. 32). 

Research from marketing agency  
Saatchi & Saatchi X shows that confec-
tionery brands have just three seconds 
for consumers to notice them on the 
shelf. With 30,000 new candy SKUs 
introduced each year, it’s no wonder the 
competition to offer something unique, 
and maintain that advantage, is so  
fierce.  

Candy Cravings

CCooper@foodincanada.com

After 53 Years,  
We’ve Sweetened 
Our Offer.

After 53 years of supplying quality ingredients from the 

world’s finest principals to clients in the food sector,  

we are delighted to launch the Lomas Technical Center.  

The concept is simple: To add value for our clients by 

inviting them on a journey of discovery and invention.  

Part kitchen, part lab  and part education nexus, the 

Technical Center is where our people work with yours, 

where imagination and possibility can create ingenious  

new products and opportunities.

Discover the wonderful world of possibilities at lvlomas.com or contact us at 1 800 575 3382

Toronto Montreal Vancouver Portland

For more innovation  
inspiration, turn to  

pg. 42 to see this year’s  
Top 10 Innovators.
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FRUIT&VEGETABLE Report

1 Square Snacks Inc. 
Toronto, Ont.  www.squaresnacks.com 
The energy bar company is co-owned by Mary-

Ann Scandiffio, a registered nutritionist, and her business 
partner Susan Wilkes. It launched in 2012.

Q: What challenges did you 
face getting started?
MaryAnn Scandiffio: “Budgeting 
and accessing funds. Figuring out 
the best manufacturing process 
for our snacks, meeting packaging 
requirements and having limited 
marketing dollars.”

Q: How is your snack different 
from other energy/nutrition bars?
Scandiffio: “All of our ingredients 
have a nutritional benefit.  
The snack-size bars are raw and 
have a balance of carbohydrates, 
protein and good fats (from 
nuts and seeds). There’s no soy, 
corn, wheat, dairy and whey, 
and they’re made with carefully 
sourced non-GMO ingredients.”

Q: Where are your products sold?
Scandiffio: “Our products are mostly found in Ontario in health 
food stores, including Whole Foods, cafés, catering companies 
and naturopathic and wellness clinics. We also deliver to offices.” 

Q: Future plans?
Scandiffio: “We are launching a nut-free line this year that is 
seed-based and can go into schools and camps. We are planning 
to have our products available nationally before the end of 2014.”

2 Golden Beef Producers Co-operative Ltd. 
Belle Vallée, Ont.  www.goldenbeef.ca
The co-op was incorporated in 2008 and consists of 

10 members, who are all farmers from North Bay to Iroquois 
Falls. The company’s main abattoir is located in Belle Vallée near 
New Liskeard, Ont. Jason Desrochers is president of the co-op.

Q: What challenges did you face getting started?
Jason Desrochers: “Marketing, cash flow, supply, storage, inventory 
challenges and logistics. Most of these challenges have been resolved.”

Q:What makes your beef unique?
Desrochers: “Our beef cuts are much smaller in size than most 
beef at the store because we harvest our animals at a younger 
age. There’s a lack of marbling since our animals are not fed 
grain to be fattened. It’s lean. It also has high levels of vitamin 
B-12, omega 3, and conjugated linoleic acid (CLA). It’s raised 
without growth promoting hormones or antibiotics.”

Q: Where are your products found?
Desrochers: “Our product is now available online, as well as 
through retailers such as Eat Local Sudbury, Railside Country 
Store in Val Gagné, Dabrowski’s Smoked Meats Ltd. in  
Timmins and Yves’ Prime Cut Meats in New Liskeard.

Q: Future plans?
Desrochers: “We plan to reach out to more populated areas  
in Southern Ontario. We also might consider partnering  
with other grass-fed groups in Ontario.”

10 Innovators10 Innovators
TOP

By Deanna Rosolen

Each year new companies land on the food scene in Canada — creating whole new categories or shaking up 
existing ones. And each year Food in Canada looks at 10 of these companies to showcase what new innovations 

in products, packaging or technology they have to offer. Unfortunately, we have room for just 10, making our 
decision on which to profile a difficult one. Here are our picks for 2014, in no particular order.
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News> file

Calling all bacon lovers
Listen up, bacon lovers. Now you can drink your bacon and feel good about it too. It seems a U.S. company has 

found a way to take the deliciousness of bacon and make it “healthy.” The company, based in Seattle, Wash., has 

launched what it says is the world’s first bacon-flavoured weight-loss shake, BaconTrim (for a sizzling hot body). 

The company has even launched gravy-flavoured versions called GravyTrim and It’s All Gravy! (gravy your way to 

a better you). The shakes have only 120 calories per serving, include 30 g of protein, are low in fat, high in fibre, 

have zero sugar, and contain 20 vitamins and nutrients. The best part? These meal replacements are naturally 

flavoured. As the company explains, “Instead of fighting against people’s natural tendencies to cover everything 

in bacon and gravy, we’re embracing it.”

Grocery showcase
The Canadian Federation of Independent 
Grocers (CFIG) held its annual Grocery 
Showcase West in Vancouver from April 
6 to 7.  The annual conference and trade 
show for independent grocers featured 
350 exhibitors highlighting their prod-
ucts, as well as the latest industry trends 
and innovations.

Each year a team of judges evaluates 
showcased products based on three criteria 
— the most unique, most buzz-worthy 
and best consumer response — to come 
up with a Top 10 list of the year’s best 
products. With an amazing array of 
creative new products, the CFIG says it 
was tricky to narrow the selection down 
to just 10. Here’s this year’s Top 10 Most 
Innovative Products (in no particular 
order):

• Gourmet Yogurt Dips – Get Sauced 
& Spiced Inc. (www.getsauced.com)

• Activate Water – Unique Foods 
Canada (www.activatedrinks.com)

• Goat Milk Ice Cream – Woolwich 
Dairy (www.woolwichdairy.com)

• Mochi Mochi Green Tea 
Non-Dairy Frozen Dessert – 
Canda Six Fortune Enterprise 
Co. Ltd.  
(www.candasixfortune.com)

• Wise Bites Quinoa Baked 
Goods – Alfa1 General Trading 
Company/ L’Oliveraire Quality 
Whole Foods  
(www.wise-bites.com) 

• Arriba Horchata Energy Drink – 
International Herbs (B.C.) Ltd.  
(www.drinkarriba.com)

• Quinoa Powder – Organika  
(www.organika.ca)

• Cheese Bread – Gramma Dee’s  
(www.grammadees.com)

• Coconut Oil Spray – Rockwell’s 
(www.rockwellswholefoods.com)

• Urban Mac & Cheese Balls – Moccia 
& Urbani (www.mocciaurbani.com) 
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Receive incentives of up to 50% of the cost of your energy effi ciency projects 
including lighting upgrades, retrofi tting ineffi cient HVAC or refrigeration units 
and installing building automation systems. 

Learn more about available incentives at saveonenergy.ca/business

Saving energy makes sense
– business sense. 

Subject to additional terms and conditions found at saveonenergy.ca. Subject to change without notice. 
OMOf� cial Mark of the Ontario Power Authority. 

   LIBRARY FROM OUR Who doesn’t know Nutella? It could very well be the 

most famous hazelnut chocolate spread there is.  

And if you think it just belongs on toast, Ferrero U.S.A. Inc.  

has created a book that will change your mind.

Nutella — The 30 Best Recipes, published by Jacqui Small LLP, 

explores new ways of using, baking with and enjoying the creamy spread. The recipes include 

irresistible truffles and tasty tartlets. There’s also Nutella lollies, 

crème brulee, crumble, coulants, pies, croissants, palmiers and 

cheesecake. The book is divided into sections such as “little 

Nutella” and “Nutella for sharing” and includes full-colour photos. 

Best of all — it’s bound in the shape of a Nutella jar.

Chin, chin!
ProWein 2014 — the trade show 
for international wine and spirits — 
took place in Düsseldorf, Germany 
from March 23 to 25. Among the 
48,000 international trade visitors, 
there were more than 230 Canadian 
wine buyers and decision makers — a 
record number for the show. ProWein 
2014 also saw a record 14 Canadian 
wineries exhibiting in the Canadian 
Pavilion. And for the first time there 
were wineries from B.C., Nova Scotia 
and Quebec, as well as Ontario.
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NEWSFILE

Foods for aging populations
A German company is thinking ahead 
when it comes to aging consumers 
around the world.

Biozoon Food Innovations GMBH of 
Bremerhaven is developing a 3D food 
printing system that will print foods for 

seniors and elderly people who find it dif-
ficult to chew and swallow. The foods will 
dissolve quickly in the mouth when eaten.

The company’s in-
novation is called the 
PERFORMANCE 
system, or PERsonalized 

FOod, using Rapid MAnufacturing for 
the Nutrition of elderly ConsumErs. It’s 
part of a three-year E.U. funded research 
project that aims to help consumers 
who suffer from dysphagia, decreased 

FDA, OSHA, CFIA 
Compliant

Shat-R-Shield Offers a Full Line Of Safety-Coated, 
Shatter-Resistant Lamps and 

Lighting Products:

When you see Shat-R-Shield’s trademark orange 
bands installed in the field, you can feel confident 
that customers, employees, equipment and 
businesses are safe from the potential threat of 
broken glass from light bulbs.

SShat-R-Shield’s skin-tight, non-yellowing plastic 
coating, applied using Zero Gap Technology, will 
safely contain virtually all glass, phosphors and 
mercury if a lamp is accidentally broken!

THE BIG CHEESE
The Great Canadian Cheese Festival 

held its first Canadian Cheese 

Awards this spring.

Seventy-five producers from  

Newfoundland to B.C. submitted  

290 cheeses for judging, which  

took place in March at Ontario’s  

University of Guelph, with the 

winners announced last month in 

Toronto. The winner of the Cheese 

of the Year was La Baluchon from 

Fromagerie FX Pichet in Sainte-

Anne-de-la-Pérade, Que. 

The organizers say the aim of  

the new competition is to raise 

the profile of Canadian cheese – 

especially since the Canada-E.U. 

Comprehensive Economic and 

Trade Agreement will mean more 

European cheeses will be arriving 

in Canada. The competition will be 

held every two years, with the 2016 

in Montreal and the 2018 event in 

Vancouver. For more information, 

visit: www.cheeseawards.ca.
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Marie-Claude Harvey of Fromagerie 
FX Pichet.
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NEWSFILE

organoleptic perception, and mastication 
and swallowing problems. Biozoon 
hopes to increase the food choices of 
these consumers, who are often limited 
to only soft or liquid food.

PERFORMANCE caters to each  
consumer’s food preferences and  
nutrition needs, and can be used in  
a hospital, long-term care or nursing 
home setting. Not only would it print 
the food, it would also offer each  
consumer a personalized packaging 
concept (including identification  
codes), special reusable trays, and a  
sealing concept for individualized  
heating of the meal. The system can 
make it easier for small and medium- 
size enterprises to manufacture and  
supply personalized food as well.

 Abellpestcontrol.com

Get Audit Ready 
           with Abell
Get Audit Ready 
           with Abell
Get Audit Ready 
           with Abell

With a little help from Abell, you and your team 
will be ready for third party inspections and 
pass the most in-depth audits with � ying colours.

Abell will help:
Identify all possible sources of problems
Plan necessary preventative action
Educate and train your personnel
Resolve chronic pest, sanitation or structural issues

Call 888-949-4949 to � nd out more about our 
Audit Services. 

 Abellpestcontrol.com
AN

NIVERS
ARY

Good things brewing
The 11th annual Ontario Brewing Awards 

took place last month in Toronto. Forty 

breweries from across Ontario entered for a 

chance to win a gold, silver or bronze in 31 

categories. More than 200 industry members 

and media attended the event. Listed below 

are just a few of the gold winners in various 

categories. For more on the winners, visit: 

www.ontariobrewingawards.com.

Gold winners included:

•  Hogsback Brewing Company – Vintage 

Lager;

•  Hopcity Brewing Company – Barking 

Squirrel Lager;

•  Side Launch Brewing Company – 

Dunkel;

•  King Brewery – King Bock;

•  F&M Brewery – Stone Hammer Maple Red;

•  Big Rig Brewery – Hefe;

•  Mill Street Brewery – Belgian Wit;

•  Stack Brewing – Portes de l’Enfers;

•  The Publican House Brewery – House Ale;

•  Muskoka Brewery – Cream Ale;

•  Kilannan Brewing Company – New 

Zealand Red;

•  Magnotta Brewery – Copper Altbier;

•  F&M Brewery – Stone Hammer Coffee 

Stout;

•  Descendants Beer and Beverage Com-

pany – Prologue Belgian Blonde; and,

•  Nickel Brook Brewery Company – 

Gluten Free.

Photo: Waterloo Brewing
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> Agropur Cooperative of Longueuil, Que. 

is merging with Dairytown Products Ltd. 

of Sussex, N.B. The companies say the 

merger allows them both to benefit from the 

advantage of being part of a larger national 

co-operative and better serve customers 

across the country.

> Two Canadian MSC certified fisheries, the 

Gulf of St. Lawrence northern shrimp and 

the Gulf of St. Lawrence trawl Esquiman 

Channel fisheries, have joined to form one 

combined shrimp fishery that has earned 

MSC re-certification as a sustainable and 

well-managed fishery.

> Agriculture and Agri-Food Canada is invest-

ing $5 million in Maple Leaf Foods’ plant in 

Hamilton, Ont. The funding will help Maple Leaf 

Foods purchase and install new meat process-

ing technology. Once the project is complete, 

the plant will have the capacity to produce 82 

million kg of deli products annually.

> Viterra Inc. of Regina is building a new high 

throughput grain elevator in Kindersley, Sask. 

The new facility will have a storage capacity of 

34,000 metric tonnes and a 108-railcar spot.

> M&M Meat Shops of Toronto has launched 

a new online Nutrition & Allergen Search Tool. 

The tool allows consumers to search products 

by nutrition attributes such as Low Fat, No 

Trans Fat, Sodium Conscious and Calorie Con-

scious. Consumers can also select common 

food ingredients and allergens they want to 

avoid, such as peanuts, tree nuts, eggs, milk 

and gluten. They can also view the Nutrition 

Facts tables for every M&M product online.

> NSF-GFTC has announced a partnership 

with Longueuil, Que.-based Gestion Quali-

terra Inc. The partnership means NSF-GFTC 

can offer CanadaGAP Certification services  

in Quebec through Gestion Qualiterra’s  

inspection and auditing team. 

> The US$3.9 billion nut-based and sweet 

spreads category has grown 34 per cent 

from 2008 to 2013, says market research firm  

Mintel. The category is expected to increase 

by 65 per cent from 2013 to 2018 to reach 

sales of US$6.5 billion in 2018.

> Dairy Farmers of Canada has launched a 

new website that provides information about 

100-per-cent Canadian milk, and includes six 

videos about healthy cows, safety standards, 

accountability, strict regulations, consistent 

quality and innovation. The six videos follow 

three dairy farming families, who take  

viewers through their farms.

> The Sake Institute 

of Ontario (SIO) is 

holding its 3rd Annual 

Kampai Toronto on May 

29, the largest sake 

festival of its kind in 
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Canada. SIO is also holding the inaugural 

Toronto International Sake Challenge, the first 

sake tasting competition held in Canada.

> The North American Meat Association’s 

board of directors has voted to merge with the 

American Meat Institute as of Jan. 1, 2015. 

> A fire has damaged a potato storage facility 

near Lethbridge, Alta. The property is owned 

by Houweling Farms Ltd. 

> Coca-Cola Canada has a new distribution 

centre in Windsor, 

Ont. The new DC has 

15 associates and 

will allow the bever-

age company to bet-

ter serve customers 

in Windsor and the 

Greater Essex area.

> Farm Credit Canada (FCC) has created the 

FCC Expression Fund as a way to contribute 

to the vitality of Canada’s official languages. 

This year, FCC is awarding $50,000 to seven 

minority language projects across Canada.

In other news, Corporate Knights Magazine 

has recognized the FCC as one of the Future 

40 most responsible corporate leaders.

> The British Retail Consortium Global 

Standards has published a guideline to help 

food manufacturers identify allergens and 

ensure risks are reduced.

> Researchers at the U.S. Department of 

Agriculture have developed a pasteurization 

process, currently in the prototype stage, 

which kills 99.999 per cent of the Salmonella 

injected into raw in-shell eggs for laboratory 

tests. The pasteurization procedure targets 

Salmonella but doesn’t ruin the taste, texture, 

colour or other important qualities.

> The federal government is investing $1.6 

million to help establish an Animal Nutrition 

and Ingredient Development Program at 

the University of Alberta. The program will 

offer students the opportunity to receive 

training in pet food development, pet health 

and nutrition, as well as valuable hands-on 

experience in an industrial environment.

> Danone Canada has announced the 15th 

edition of the Danone Nations Cup, an inter-

national soccer tournament for 10 to 12 year 

olds. Team Canada coaches tour the coun-

try’s major cities to select young players who 

will compete for the opportunity to represent 

Canada in Brazil, the host country of the 2014 

FIFA World Cup.
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Climate change will affect crop yields
A study from the University of Leeds in the U.K. 

published in Nature Climate Change has found 

that global warming of only 2˚C will affect rice, 

maize and wheat. The study says beginning in the 

early 2030s, yields from those crops may start to 

decline significantly.
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The Gen Y Factor:  
Bye Bye Gen X!
At this time of the year, when a good 
part of 2014 new products have been 
rolled out, one would be wise to  

remember General Mills CEO Kendall J. 
Powell’s words on the influence this pow-
erhouse would have on innovation this 
year: “We continue to focus on product 
ideas that appeal to the fastest-growing 
consumer groups. In the U.S., these are 

older adults, the millennial generation 
and multicultural families.” If we take 
this statement word for word, it means: 
bye bye cash-strapped Generation Xers, 
welcome to the market Generation Yers! 

The reasons for this shift are more 
than convincing: Gen Yers account for 
1.8 billion of the population; they will 
outpace boomers earn-
ings by 2018; they will 
represent 75 per cent 
of the workforce by 
2025; and 75 per cent 
say they influence 
purchase decisions 
of others, according 
to Edelman’s 8095 
Exchange, a global 
benchmark study 
on millennials. And 
yes, although they are very sensitive to 
price, 73 per cent say they are willing  
to pay more for desirable attributes,  
such as organic. 

So, in terms of lifecycle, boomers are 
getting older and are mostly empty  
nesters by now, Gen Yers are starting 
a family or living as a young couple or 
young single on the move, and Gen Xers 

are full nesters 
where older kids 
are teenagers. 
Let’s take a look 
at the Food 
Should Taste 
Good guaca-
mole flavour 
line extension 
— this bag of 
chips would 
rapidly be 

empty if teenagers (the children of Gen 
Xers) got their hands on it. On the other 
hand, it’s perfect for singles and young 
couples, both Gen Y and boomers,  
looking for a different chip experience. 
How about Fiber One getting into  
new-age snack bars, or the Larabar — 
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not so long ago positioned as 
an alternative energy bar —  
going crazy for nuts in a 
sweet and salty way. Two 
very similar products, two 
different targets.

At Kraft, there is no  
doubt that new trends like 
increased snacking,  
a demand for simpler ingre-
dients, higher protein and 
fewer processed foods, and a heightened 
interest in sourcing transparency — 
mostly driven by the younger generation  

— drive innovation. As 
Tony Vernon of Kraft 
Foods Group told the 
Consumer Analyst Group 
of New York Conference 
(CAGNY) last month, 
“We’ve used these trends to 
inform our fewer, bigger, 
better new products and 
Big Bets for 2014.”  

Gen Xers will find 
choices, but they may not march to 
the beat of their own drum. 

Louis Giguère, M.Sc., is vice-president, 
Innovation and Commercialization, for 
Enzyme, the Food and Health Agency. 
Contact him at LGiguere@enzymefh.com

Buckhorn offers an 
unmatched selection 
of reusable packaging 
solutions designed 
to protect your liquid 
handling products 
and increase your 
profitability.  
 
Buckhorn’s Caliber® Intermediate Bulk Containers are 
injection molded of FDA-approved materials and have 
smooth surfaces to satisfy the strictest standards.  They 
collapse flat when empty or stack up to five high with a load 
capacity of 3,300 lbs. per container.

Visit buckhorncanada.com to learn more about our full 
line of IBCs, and request a quote today!

BULK BOXES   |   HAND-HELD CONTAINERS   |   IBCs   |   PALLETS   |   SPECIALTY BOXES

US: 1.800.543.4454
Canada: 1.800.461.7579
www.buckhorncanada.com

©2014 Buckhorn / Myers Industries, Inc.    #032012

YOU PERFECT IT.
WE’LL PROTECT IT.

R U REALLY GOING 
TO EAT THAT?

A new app called Meal Snap 

might make you rethink your food 

choices. Meal Snap lets you take 

pictures of a meal or snack you’re 

about to eat, tells you what’s in 

it and then estimates how many 

calories it contains.
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Food: More than 
Nourishment 
By David McInnes

It’s vital to our health and wellbeing;  
it’s an emotional part of our lives; and  
it’s core to our Canadian economy. 

Many of us might recall the news of a 
recent food plant closure and the impact 
this has on jobs and communities. Or, 
that food processing in Canada has a 
trade deficit of $6.8 billion — further 
processed food imports have been  
consistently exceeding our exports,  
and the deficit continues to rise. 

We need to understand what’s  
happening here, but there are inspiring 
stories, too. Canada’s food industry 
has a legacy of innovation and global 
excellence. Our food companies are also 
investing and creating great tasting new 
products sourced from quality ingredients 
from across Canada. Food processors  
provide farmers and ranchers with a 
channel to market for nearly 40 per 
cent of all of this country’s agricultural 
production. 

Food is integral to our Canadian 
economy — it’s the number-1 manufac-
turing sector by number of employees 
and, lately, number-1 in terms of  
GDP — and is even larger than our  
auto manufacturing sector. It’s time  
Canadians recognize this. 

The food industry has undergone 
significant restructuring, in many cases 
to consolidate manufacturing and cope 
with an ever-changing marketplace. De-
spite the challenges, there are companies 
that are resilient and thriving; they’ve 
tapped into the right combination of 
factors to do so. 

The Canadian Agri-Food Policy 
Institute (CAPI) asked leading business 
schools to build 13 case studies on suc-
cessful Canadian food manufacturing 

companies to answer one question — 
why are they successful? These companies 
span the country from family-owned to 
larger publicly listed companies and  
multinationals. Together, they display 
some strikingly common characteristics. 

First, without clarity of purpose from 
the CEO and senior leaders, companies 
cannot thrive. Ferrero’s Canadian-led 
North American operations are focused 
on producing truly unique products that 
are virtually impossible to duplicate. And 
Bonduelle Americas’ focus on harness-
ing the value chain in processing frozen 
vegetables sets it apart from competitors. 
These and the other companies truly 
make their purpose come alive with  
employees, suppliers and customers.

Companies with layers of uniqueness 
are able to differentiate themselves — 
it’s the essence of innovation. Quebec’s 
Domaine Pinnacle is a family-owned 
company that quickly became the largest 
global producer of ice cider by defying 
boundaries and creating a new category. 
Saskatchewan-based InfraReady excels 
at delivering innovative grain and pulse 
products to global customers and backs 
them by meeting a long list of quality 
standards, including kosher and halal. 
Multiple points of differentiation make 
companies competitive. 

Quality relationships with stakeholders 
propel businesses forward. Alberta’s  
Heritage Frozen Foods, makers of the 
popular Cheemo perogy brand, prides 
itself on its relationships with Alberta 
potato growers and with grocery retailers 
who manage the freezer space. Group 
Leclerc, a leader in the cookies and 

snack bars business, 
strives to enhance relationships with 
technical and research institutions to 
drive product innovation. 

The profiled companies revealed 
their “secret sauce” to uniquely position 
themselves for growth. While they have 
seemingly overcome the challenges facing 
the sector as a whole — exchange rate 
swings, regulatory complexities, pressures 
on margins and shifting consumer pref-
erences — there are no assurances that 
we can continue to nurture or attract 
these companies in the future. 

This is why the fourth factor of success 
is so important — supportive external 
conditions. We need food manufacturing 
companies to excel here because this is  
a leading economic sector. Global 
consumers should increasingly want 
what Canada has to offer: good, safe, 
nutritious and sustainably produced 
food. Ensuring that Canadian food 
companies can be globally competitive 
and meet such consumer food needs is 
key. Government at all levels needs to 
work together on the conditions required 
to support these companies. It starts by 
acknowledging that this is the largest 
manufacturing sector in Canada.  
Companies need to do their part —  
and these case examples point the way. 

It’s time we show our Canadian pride 
and be smart by recognizing what our 
food industry can do for our economy 
and communities across this country  
for generations to come.

For more about CAPI’s processed food 
sector research program and the 13 food 
companies studied, visit  
www.capi-icpa.ca/proc-food/proc4b.html 

David McInnes is president and CEO  

of the Canadian Agri-Food Policy  

Institute (CAPI). Contact him at  

mcinnesd@capi-icpa.ca or at  

(613) 232-8008. 

NEWSFILE > INDUSTRY PARTNERS: THE CANADIAN AGRI-FOOD POLICY INSTITUTE
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> Loma Systems Group — an ITW company 

and provider of quality inspection systems 

for the food, pharmaceutical and packaging 

industries — won the Best Weighing Com-

pany award from the International Weighing 

Review Awards. Carol Stream, Ill.-based  

Loma Systems also won the Best Dosing,  

Filling and Packaging Solution for its LCW/

CW3 Dual-lane Checkweigher, and Best 

Weighing Software for its TRACS data  

management solution.

> The North American Meat As-

sociation gave its 2014 Supplier 

of the Year Award to Robert 

Reiser & Co., a processing and 

packaging equipment supplier. 

The company employs more than 

1,000 people and serves customers  

in more than 100 countries.

> Germany-based Symrise, a scents and  

flavours company, has acquired Diana 

Group, a France-based food ingredient 

maker. 

> Crown Equipment, a material handling 

company, has opened a new branch office  

in Barcelona, Spain.

> The Process Systems Business Unit at  

Aurora, Ohio-based Saint-Gobain Perfor-

mance Plastics has extended its bio-based, 

phthalate- and Bisphenol A-free (BPA) 

technology of Tygon S3 to its entire portfolio 

of tubing solutions for the food and beverage 

industries, without sacrificing performance.

> DuBois, Penn.-based Magnet Applica-

tions, a subsidiary of Bunting Magnetics  

Co., is celebrating 50 years of providing  

magnets, magnet assemblies and magnet 

technology to manufacturers around  

the world.

> Food ingredients and solutions supplier 

Tate & Lyle has opened a new office in 

Tokyo, Japan.

> The European Aluminium Foil Associa-

tion has given Amcor Flexibles two awards 

at the Alufoil Trophy 2014. In the category 

of Consumer Convenience, Amcor EMEND 

Tri-pack Formpack won the Alufoil Trophy 

for greatly improved openability and product 

protection. In the category of Marketing & 

Design, Amcor won the Alufoil Trophy for 

Belmoca coffee capsules.

> Balchem Corp. has acquired Performance 

Chemicals & Ingredients Co. (Sensory 

Effects), a supplier of customized food  

and beverage ingredients systems in St. 

Louis, Mo.

> Kalsec of Kalamazoo, Mich. has appointed 

Pacific Flavours & Ingredients as its Chan-

nel Partner of Kalsec products in the New 

Zealand food and beverage market.

> Kerry Group of Beloit, Wis. has acquired 

Wynnstarr Flavors, a developer of savoury 

flavours and food products with offices in 

New York State and Kentucky.

> PAC, the Packaging Association is now 

known as PAC, the Packaging Consortium. 

The organization says the new name reflects 

its broader reach.

Alcohol spending  
in Canada grows  

2.2 per cent

Canadians spent $21.4 billion 
on alcoholic beverages in the last 
fiscal year, according to Statistics 
Canada, a 2.2-per-cent increase 

from a year ago.
Beer is still the number-1  

alcoholic beverage in Canada, 
with sales of $9.1 billion for the 
year ended March 31, a slight 

drop from last year (0.1 per cent).
Domestic beer sales by volume 
dropped 1.7 per cent to two  

billion litres, while import beer 
sales fell 3.8 per cent to 300  
million litres. Per capita sales 

were 78 L, down from 83.6 L in 
2003. Statistics Canada says the 
drop is consistent with a longer-

term trend away from beer.
By contrast, wine sales grew 

4.9 per cent last year to $6.8 
billion, while sales of spirits grew 

2.9 per cent to $5.4 billion. 
Wine volume equalled 506.6 

million L in 2013, a 3.9-per-cent 
jump, while spirits volume grew 
2.7 per cent to 222.4 million L. 

On a per capita basis wine  
sales were 17.4 L, while spirits 

were 7.6 L.

MOST ETHICAL COMPANIES
Arizona-based Ethisphere has announced its 2014 list  

of the most ethical companies. In the food and beverage  

category, the companies were New Zealand-based All  

Good Organics, Italy-based illycaff, and U.S.-based  

Ingredion Incorporated, Kellogg Company and PepsiCo Inc.

SUPPLIER NEWS
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NEWSFILE

> Carl Dare, who helped to rebuild and  

modernize Ontario-based Dare Foods Ltd., 

has died at the age of 96. 

> Gary Maksymetz will take over from  

Richard Lan as COO at Maple Leaf Foods. 

Debbie Simpson is the new CFO and will 

replace Michael Vels.

> Bill Green has joined The 

Allergen Control Group (ACG) 

in the newly created position 

of senior manager of Train-

ing Services. ACG owns and 

manages the North American 

Gluten-Free Certification Program endorsed 

by the Canadian Celiac Association and the 

National Foundation for Celiac Awareness. 

> Earl Geddes, the CEO of the Canadian Inter-

national Grains Institute, has announced he is 

retiring. CIGI is currently searching for a CEO.

> Charles Langmead, president of Sparks, 

Md.-based McCormick & Co. Inc.’s global 

industrial business plans, has announced his 

retirement this July.

> Ready Pac Foods Inc. of Irwindale, Calif. has 

hired Peter Laport as its new chief Supply 

Chain officer.

> Key Technology, based 

in Walla Walla, Wash., has 

appointed Peter Wood as 

its new Process Systems 

Product manager.

> Paul Michaels, president 

of Mars Inc., has announced he is retiring. 

Grant Reid, currently the global president  

of Mars Chocolate, will become president  

in January 2015.

> The Alexandria, Va.-based International 

Bottled Water Association has named Kristin 

Pearson Wilcox as its new vice-president of 

Government Relations.

> Colin Scott is now the Global Category 

director – Savory at Takasago International 

Corp. (USA) Flavor Division, based in Cologne, 

Germany.

> David Feller is now CFO of Lyco Manufac-

turing of Columbus, Wis. 

> Belinda Elysee-Collen 

is now account manager — 

Food Ingredients for Ontario  

with Dempsey Corpora-

tion. She is also the current 

national president of the Canadian Institute of 

Food Science and Technology. 

Visit www.cccabox.org to learn more.
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MARKET OUTLOOK 
Markets are again at major turning points. The grains have 
moved sideways for some time with continuous offsetting  
bullish and bearish news. So they seem to have reached a bit of 
an equilibrium. The extremely negative reaction to rainfall in 
the Midwest on April 21 is an indicator of just how tentative 
that equilibrium is. We know there will be more U.S. soybean 
acres this summer, as well as slightly fewer corn acres and a bit 
more wheat. While there are almost daily releases on the final 
size of the Brazilian and Argentinian soybean and corn crops, 
time is close enough to the end that one would expect only 
marginal adjustments from here barring a huge drought in the 
safrinha (second) crop and even then mainly for corn.

So now eyes will turn to the northern hemisphere crops and, 
of course, import demand. There are major questions about the 
northern hemisphere, led by the continued unrest in Ukraine 
and all the concerns about the ability of Ukrainian farmers to 
obtain fertilizer. Some of the same concerns evident in Western 
Canada were that fertilizer prices are extremely high and, in 
some cases, supplies are limited. This doesn’t seem to be  
such a problem in Eastern Canada and the U.S., though  

the continued high price of natural gas may affect nitrogen 
prices. Of course, the Ukrainian situation may affect the ability 
to export potash.

Underlying all this is, of course, the weather, and the fact 
that inflation is moving up even without the effect of much 
higher pork and beef prices at retail yet. Putting all this to-
gether, not surprisingly we look for a fair amount of volatility, 
most likely beginning with a drop in prices — until someone 
finds an excuse to “kill” the U.S. crop just before or after it is 
actually planted!

Oil prices depend on what happens in the next few weeks in 
Ukraine. We will watch that major resistance plane at around 
$112 very closely. Similarly, the rally back toward the top of the 
natural gas chart suggests that higher prices are possible. That 
resistance plane will tell the tale. 

Market Trends is prepared by Dr. Larry Martin, who offers a course on 
managing risk with futures and options, Canadian Food and Agri-business 
Management Excellence (CFAME), a management training course for 
food industry personnel. Contact him at larry@agrifoodtraining.com or  
at (519) 841-1698.

The grain and oilseed complex moved sideways 

during the past month, while energy threatens 

to break through resistance. The grain complex 

remains relatively short on inventories, but with 

potential large North American crops coming. 

The prolonged rallies have withered. 

> Corn – The USDA came in slightly under ex-

pectations for the March inventory level and the 

expected switch from corn to soybean acreage 

for the 2014 crop. This sustained a rally from 

January’s low. After a high of $5.17, July futures 

backed off to $4.92 and seem to aim at testing 

support at $4.80. The next set of major news 

will be planting progress in the winter-affected 

U.S. Midwest. Buyers should watch that $4.80 

level closely – if it supports, it will be a good 

place to make purchases.

> Soy oil – Soy oil fell again after our last  

report, then headed north to test the recent 

high of $0.44 on the July contract. It stalled at 

$0.43 and is showing signs of weaken-

ing, reflecting plentiful supplies of 

palm oil. Contrast this to the protein 

market where concerns remain about 

the adequacy of U.S. supplies, sending soybean 

meal prices to contract highs. We said last 

month to buy pullbacks toward $0.37 and be 

covered above $0.43. Nothing changes.

> Wheat – Wheat prices rally again to $7.25 on 

the July contract, largely from concerns about 

winter kill and drought in the U.S., drought in 

Australia and, especially, the Ukraine crisis af-

fecting Baltic trade. Rains in the Western wheat 

belt on April 20 sent prices skidding to $6.67, 

illustrating the sensitivity. This is a support 

area. Movement lower would suggest removing 

protection and waiting for a move back toward 

lower levels of support. 

> Sugar – With more normal weather condi-

tions in Brazil, the sugar market has retracted 

somewhat from the highs reached in early 

March. The July contract that peaked at $0.185 

is at $0.175. A bullish factor is continued large 

Chinese imports that are absorbing some of the 

increased production around the world. On the 

July, $0.1705 is a significant chart point above 

which we would want protection. Below it, the 

next level of support remains $0.152.

> Natural gas – After peaking at $0.049 on 

the July contract, natural gas prices eased to 

$0.043 but rallied back to $0.047 on continued 

strong demand and somewhat disappointing 

stocks. We continue to suggest that buyers 

protect against a rally above $0.049.

> Crude oil – The oil market continues side-

ways. July fell under $105 after a brief flirtation 

with the channel’s top near $112 but is rallying 

back toward it. The immediate cause is, of 

course, the conflict in Ukraine. With China 

continuing to warn of a possible economic 

slowdown, we have two offsetting factors. We 

think the thing to worry about is a breakthrough 

of the $112 area — it will tell which force wins 

in the short term. 

> Canadian dollar – The loonie has spent this 

entire calendar year in a range between $0.92 

and $0.885 on the June contract, currently at 

$0.9065. Almost daily there are arguments  

for why it should rise and why it should fall.  

Nobody knows what’s going to happen. If  

your risk is that the loonie will rise against the 

U.S. dollar, we would buy $0.92 Calls. If your  

risk is that the dollar will fall, we would buy 

$0.89 Puts.

MARKETTRENDS
Larry Martin

MARKET HIGHLIGHTS
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FOODLAW
Ronald Doering

The proposal to remove  
growth promotion claims  
from vet drugs

health Canada (HC) and the 
Canadian Animal Health In-
stitute (CAHI), the trade asso-

ciation representing Canadian veterinary 
drug manufacturers, are to be com-
mended for their decision on April 10 to 
follow the American initiative to address 
the growing concern over antimicrobial 
resistance in humans by introducing 
measures to promote the more prudent 
use of antimicrobials in animal produc-
tion. HC announced its intention (1) 
“to work towards the removal of growth 
promotion and/or production claims 
of medically important antimicrobial 
drugs” and (2) “to develop options to 
strengthen the veterinary oversight of 
antimicrobial use in food animals.”

Contrary to many mainstream media 
reports, this does not mean that Canada 
is phasing out antibiotic use in meat 
production. Moreover, both initiatives face 
several difficult barriers to implementa-
tion. This month we look at the difficulties 
associated with the first proposal, leaving 
next month for an analysis of why the 
oversight role by veterinarians must be 
strengthened if we are ever going to make 
real progress on what may be the most 
serious public health problem of our time.

First some law. The licensing and sale 
of antimicrobials fall under the jurisdic-
tion of the federal government and its 
Food and Drugs Act, but the authority to 
manage their “use” lies with the provinces. 
The provinces also have the exclusive 

authority over the practice of veterinary 
medicine. What this means is that HC 
can require that a vet drug no longer have 
“growth promotion” as an indicated use 
on its label, but under the current regime 
it has limited power to actually determine 
how the drugs are used.

The issue of preventing growth 
promotion claims, and whether such a 
step will actually make a real difference, 
is a complex one. To begin with, most 
antibiotics are not actually used directly 
for growth promotion purposes but 
rather for disease prevention and control, 
what is often called disease prophylaxis. 
Removal of growth promotion claims 
will not prevent drugs to claim and be 
used for disease prevention. Farmers 
can continue to give their animals low 
doses of antibiotics to keep them from 
getting sick. The Public Health Agency 
of Canada, estimating that 90 per cent 
of the medication on farms is used for 
disease prevention, argues that antimicro-
bials should not be used in this way and 
should be “limited to treating infection 
and not long-term mass medication for 
growth promotion or guarding against 
disease.” Others argue that there is insuf-
ficient science to support the conclusion 
that low doses given to animals contrib-
ute to antimicrobial resistance in humans 
and that outlawing the practice would 
result in more animal disease and the 
need for more drugs for disease treat-
ment, possibly exacerbating the problem 
of antimicrobial resistance. When the 

science is uncertain, policy development 
is always difficult.

What is clear is that the proposal will 
not even apply to a large amount of anti-
biotic use because of regulatory loopholes 
that result in part from our jurisdiction-
ally fragmented regulatory framework. 
Our provinces still allow veterinarians to 
prescribe drugs for purposes not indicated 
on the product label (extra-label use). 
Unapproved drugs may be used on ani-
mals because it is still legal for drugs to 
be imported for livestock production  
“own use” (OUI) if the drug is not 
offered for resale and it is not a prescrip-
tion drug. As well, Active Pharmaceutical 
Ingredients (APIs) can still be imported 
by livestock producers to be mixed into 
feed on farm. None of these unregulated 
antibiotics are covered by the proposal. 
The latest Canadian Medical Association 
Journal contains a critical assessment 
of Canada’s performance in enhancing 
antimicrobial stewardship in agriculture 
and veterinary medicine, but it does state 
that HC has recently proposed measures 
to address OUI and API so, hopefully, 
reforms may be imminent.

As we shall see next month, none 
of the barriers described above can be 
adequately tackled without Canada’s  
veterinarians and their provincial regula-
tory bodies taking a greater leadership 
role in combating the serious and growing 
problem of antimicrobial resistance in 
humans. Nowhere is the concept of  
One Health more compelling. 

Ronald L. Doering, BA, LL.B., MA, LL.D., is 

a past president of the Canadian Food 

Inspection Agency. He is counsel in the  

Ottawa offices of Gowlings. Contact him  

at Ronald.doering@gowlings.com

Reducing  
antibiotics  
in meat
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choice, due to its high percentage of 
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REGULATORYAFFAIRS
Gary Gnirss

shazam! In a flash it was trans-
formed. The Canadian Food In-
spection Agency’s (CFIA) “Guide 

to Food Labelling and Advertising” 
(GFLA) has been reinvented into CFIA’s 
new offering “Food Labelling for Indus-
try.” The GFLA has been a repository of 
food labelling and advertising policy and 
guidelines since 1961. Over the decades 
“The Guide” has had several major revi-
sions, with the most recent major change 
in 2003. This followed the introduction 
of mandatory nutrition labelling (MNL) 
in December 2002. The CFIA, in com-
parison, has had a comparatively short 
existence, since 1997. It too is undergoing 
a renaissance of sorts.

The new Food Labelling for Industry 
is a web collection of policies and guide-
lines that have been largely recomposed 
from what had been in the GFLA and in 
the CFIA’s collection of “Decisions.” The 
GFLA was well known, but the CFIA’s 
Decisions less so. The Decisions them-
selves were a collection of food, labelling 
and advertising interpretations developed 
since the early 1990s. 

The new format has no chapters or 
section references. In this respect it lacks 
the old fashioned intuitiveness of the 
GFLA. This loss of navigational references 
also makes searching for known informa-
tion a chore. The search for unknown 
information is an even harder task.

For example, try looking up the guide-
lines on “natural.” If you find a page on 
natural production claims and think that 
is all there is, think again. To begin with, 
one has to assume this might be under 
a specific tab such as “Composition and 

Quality” claims. The link under that tab 
is to natural production claims. Under 
the “Method of Production” tab there 
is the link to more conventional con-
texts of “natural.” While each addresses 
specific scenarios of natural, intuitively 
one might expect to see these grouped 
together and not on separate web pages. 
Under the “Shipping Container” label-
ling tab there is only a generic version of 
shipping containers, but no commodity-
specific information on which items 
have unique shipping or bulk container 

labelling requirements. For that, one 
must find the applicable references under 
the commodity-specific section. If one 
did not know this already, the search for 
labelling references for shipping containers 
could be rather frustrating.

There has been some tweaking and 
some new additions to the guidelines, 
including those related to artisan and 
natural production claims. These are 
not absolutely new, as the CFIA has had 
guidelines on these for a while. But they 
are now being expressed more formally. 
Interestingly, there are some new additions 
that had previously not been in the 
GFLA, but which were in the guide prior 
to the 2003 version. So it’s a resurrection of 
sorts. When the 2003 version was created 
it was done with some haste following 
the introduction of MNL. That caused 
a major rewrite, and a few things did 

not find their way back into the guide. 
For example, the term “nutritious” is 
now again defined as requiring a food to 
contain a source of a nutrient that may 
be declared in the nutrition facts table. 
Rounding rules for the very specific 
nutrition information format required for 
foods made for special dietary use, like 
meal replacements and nutritional supple-
ments, are now included, but are also 
based on those that were in the guide 
before 2003.

It’s not all bad for those who have a more 
positive outlook. There is a new search 
tool, the “Guidance Document Reposi-
tory.” This search feature does not allow for 
keywords, but can be used to narrow down 
categories for searching. For example, if 
you search for “food/labelling/labelling,” 
which might sound peculiar, you get 41 
hits. Search for “food/meat and poultry 
products/manual of procedures” and you 
get 274 hits. Unless you are prepared to 
spend the whole day reading, this is not 
much help. If you are looking for anything 
specific, you may as well get the manual 
and browse through it the old fashioned 
way. And there is always the general search 
feature on the CFIA’s website.

The transformation is not complete. 
Food labelling modernization is still 
underway. Regulations under the Safe Food 
for Canadians Act (SFCA) also still need to 
be created. And once these are finalized, 
further revisions to the information will be 
needed. Both the SFCA and the Food and 
Drugs Act have provisions to incorporate 
documents by reference. It will be interest-
ing to see if the CFIA will consider this. 

Gary Gnirss is a partner and president of 

Legal Suites Inc., specializing in regulatory 

software and services. Contact him at  

president@legalsuites.com
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reinvented into CFIA’s new offering 

“Food Labelling for Industry. 

Memories of the Guide to Food 
Labelling and Advertising
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Ron Wasik

FOCUSonFOODSAFETY

so where should a food safety 
culture begin? For the vast 
majority of us in this business it’s 

when we started working in the industry 
and had the good fortune to work for a 
company that was really committed to 
food safety. Unfortunately, we all know 
that developing a food safety culture 
isn’t easy, especially when employees 
have limited food safety knowledge or 
a legacy of poor food safety practices. 
The fact is that employers prefer to hire 
people who already have good food safety 
experience, and try to hire people from 
other companies that have good food 
safety cultures. But what if the basics of 
a food safety culture could start in grade 
school so that the value of food safety 
is internalized as a priority? Wouldn’t 
this reduce our training costs? Could 
it reduce recalls? Could this have other 
societal benefits?

Youth today
I can tell you from my more than 25 
years as a youth leader, that most 11- to 
12-year-old boys and girls demonstrate 
woefully little knowledge of personal 
hygiene, sanitation, cross contamination, 
cooking and cooling, foodborne illnesses 
and other risky food safety behaviours. 
During youth group activities involving 
food, my professional food safety bias is 
often in conflict with society’s view that 
“kids will be kids.” That was until I read 
a research paper on the subject in a  

January/February issue of Food Protection 
Trends, coauthored by Jennifer Richards 
and Amy Beavers from the University of 
Tennessee, Knoxville. After reading the 
article, I had to agree with the authors 
that teaching food safety to youth would 
have huge benefits to youth and society 
in general but also, I thought, to the 
food industry. 

The study
First some background about the study. 
Students in 18 schools with grades 6 
to 8 in six states (Alabama, Georgia, 
Kentucky, North and South Carolina 
and Tennessee) submitted 1,125 “useable 
questionnaires” to provide the data for this 
study. Forty-three per cent of respondents 
were male, while 57 per cent were female.

The questionnaire asked students 
about their knowledge about food safety 
and its importance, with such topics as:

1.  How to wash hands as an important 
part of personal hygiene.

2.  The difference between cleaning and 
sanitation.

3.  Prevention of cross contamination.
4.  How to measure temperatures when 

cooking and cooling foods and how 
to store foods.

5.  Why food safety is important to 
prevent foodborne illness.

6.  How to avoid food high-risk 
behaviours that could lead to food 
poisoning.

The highest score reported was for 
personal hygiene, which the authors 

contend reflects, a “strong and consistent 
message students receive beginning in 
early childhood…about the need for and 
importance of frequent hand washing.” 
All of the other food safety skills scored 
well below personal hygiene, with cross 
contamination and high-risk behaviour 
scoring the lowest. I believe that the 
results would be no different in Canada 
if such a study was done here.

Our problem or our  
opportunity
The potential benefits of educating our 
youth about food safety don’t stop at 
lowering our training cost and reducing 
food-related incidents. Studies have shown 
that people who adopt and follow good 
lifestyles, which include good food safety 
habits, lead healthier and more productive 
lives, and that, in turn, reduces costs to our 
health care system. 

Industry needs to convince both fed-
eral and provincial governments that the 
benefits of food safety culture curricula 
to youth, the agri-food industry and society 
in general are worth the investment. 
Then the challenge facing educators will 
be to develop curricula that interest and 
inspire students to want to learn and apply 
good food safety skills. To accomplish 
that, industry leaders must be willing 
to share their knowledge and expertise 
with educators and to participate in cur-
riculum development. This is something 
that national and provincial agri-food 
associations should do on behalf of their 
members. Who is up to the challenge? 

Dr. R.J. (Ron) Wasik PhD, MBA, CFS, is  

president of RJW Consulting Canada Ltd., 

based in Delta, B.C. Contact him at  

rwasik@rjwconsultingcanada.com

Where should 
food safety  
culture start?
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Recognizing excellence in 
food safety
The fifth annual Safe Food Canada  
Symposium took place in Brampton, Ont.  
this spring, presented by NSF-GFTC. 

As well as a lively discussion featur-
ing food safety and regulatory experts, 
the one-day event included the second 
edition of the NSF-GFTC Food Safety 
Recognition Awards. The awards program 
celebrates the food safety success stories 
of Canadian food and beverage processors, 
suppliers and individuals. This year’s 
winners were: 

•  Randy Huffman, chief food safety 
officer and senior vice-president, Six 
Sigma and Quality, at Toronto’s Maple 
Leaf Foods Inc. — Food Safety Leader-
ship Award.

•  Dartmouth, N.S.’ Oland Brewery 
— Food Safety Excellence Award (the 
finalist was Oakville, Ont.-based Tim 
Hortons).

•  Sealed Air – Food Care, Ontario — 
Allied Trades Food Safety Award (the 
finalist was Toronto’s TrainCan Inc.).
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THE LINE OF  
DEFENSE
This spring the 10th annual North American 

Summit on Food Safety took place in 

Toronto, drawing more than 200 industry 

professionals.

A highlight of the two-day event was a 

discussion by Colin Barthel, food defense 

and emergency coordination staff at the 

U.S. Food and Drug Administration (FDA), 

on protecting food from acts of intentional 

contamination. 

Barthel stressed the need for manu-

facturers to identify vulnerabilities within 

their production supply chain, and the 

importance of preparing for risks and food 

tampering. “The best prevention is to  

develop a food defense plan,” noted 

Barthel. “Training and building awareness 

among employees can have the biggest 

bang for your buck.”

Barthel explained that certain processing 

steps are more vulnerable — like mixing 

and handling and storage of liquids — 

regardless of the food being produced. 

He stressed too that businesses must 

be aware of activities and isolated areas 

where an outsider could potentially gain 

access. “Manufacturers are aware of 

HACCP and areas where food safety  

accidents can occur, but mitigation  

programs for food defense involve a  

different focus — you’re looking at actions 

of human intervention and intentional 

alteration.” 

While some broad mitigation strategies 

are fairly simple, such as having perimeter 

fencing or a visitor policy, companies 

should also have focused strategies 

tailored to their operations and products. 

Barthel noted that the FDA has numer-

ous mitigation strategies in its database, 

which can be viewed at www.accessdata.

fda.gov/scripts/FoodDefenseMitigation-

Strategies/

Jim Kostuch of 
TrainCan Inc.

(Left to right) Theresa Dunkley-
Verhage, Jennifer Sankey and Silvia 
Espinoza Chávez of Tim Hortons.

Roger Wagler (left) and Doug 
McPhee of Sealed Air.

Randy Huffman 
of Maple Leaf 
Foods.

Jill Firman 
of Oland 
Brewery.
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w hen someone doesn’t speak the same language as 
you, important information can be lost in transla-
tion when trying to communicate. While GS1, a 
non-profit trade run organization, has provided a 

global language of communication for business, we struggle with 
the goal of supply chain traceability because too many companies 
have not adopted the standard. GS1 is the organization that grants 
GTIN codes (formerly called UPC) for retail items and operates 
the ECCNET registry of retail and trade units.

Far too many raw materials suppliers offer lot number informa-
tion printed only in a human readable format. Even if a processor 
has a handheld warehouse management system that can scan 
barcodes, they won’t be able to use that system for traceability 
without re-labelling those items. Scanning can be a very efficient 
way to control the movement of items within a facility and along 
a supply chain. But it is only an advantage when you can capture 
the information you need with a minimum of user touch points, 
thereby reducing the opportunities for human error. One-scan 
product movement is possible with the GS1-128 barcode format, 
which allows for multiple pieces of information to be encoded 
within a single barcode. 

In this example, the segments (called AIs, or application iden-
tifiers) included are 01 (GTIN), 17 (expiry date) and 10 (lot 
number). One scan can grab all three pieces of information. More 
than 100 segments exist, including segments for country of origin, 
weight and size. For a list of AIs visit:  www.gs1.org/barcodes/tech-
nical/application_identifiers  

While many major retailers have label requirements for items 
they purchase, often their traceability requirements are linked 
only to the skid level. At the trade level, Target Canada and  
Loblaw request detail of what items, quantities and lot numbers 
are on each skid delivered to their distribution centres, but don’t 
require GS1-128 labelling of those master cases. Processors often 
order master cases permanently printed with the GTIN case code 
as a barcode. While they may use a box marking device when 
packing the cases to print a date or lot code on each case, it is 

often not printed as a barcode or is separate from the item and 
expiry information. This means that if the retailer must break 
your skid to case pick for stores they could lose track of any trace-
ability information that was provided about the skid, and they 
often don’t track which lots they send each store. In a recall, the 
retailer has to ask stores to check their shelves for affected lots, 
which adds to the cost of recalls for everyone. 

If processors were to adopt GS1-128 barcodes (or databars, 
or tags with application identifiers) for trade units, including 
the important segments for traceability, it could enable retailers 
to adapt their software systems to use one scan to capture and 
track the lots to stores. If ingredient suppliers were to adopt the 
standard on the raw materials they supply to processors, those  
processors with GS1-128 capable warehouse management sys-
tems could scan those labels to populate their inventory with item 
and lot information in a single scan. Until that time, processors 
must re-label raw materials at receiving if they want something 
useful to scan around their warehouse and to production. This 
slows down the receiving process but allows for faster movement 
of the product from that point forward. 

Processors need to ask their suppliers for one-scan labels as they 
adopt the technology to use that information. Similarly, they need 
to provide that same standard on items they produce. Supply chain 
traceability has a common language available, but if people won’t 
make the investment to use the language, miscommunication will 
continue. 

Judith Kirkness is the author of The Traceability Factor, 

founder of Traceability Matters and a Principal  

Consultant at Minotaur Software. Contact her at 

judith@traceabilitymatters.com

Play it safe 
Tips to achieving better food safety

Over the past 20 years, increasing globalization has 
had a noticeable impact on the food processing 
industry. While globalization introduces many 
opportunities to expand your business, it also 

brings a greater number of variables into the food processing 
system — and with that, greater opportunity for pests to com-
promise food safety.

From farm to table, there are a number of chances for patho-
gens, allergens and irritants to be introduced to food. Pests can 

BY ALICE SINIA

A common language is 
only useful if adopted
BY JUDITH KIRKNESS

28-30_SafetySpecial.indd   28 14-04-23   4:30 PM

http://www.gs1.org/barcodes/technical/application_identifiers
mailto:judith@traceabilitymatters.com


FOOD IN CANADA    29

compromise food safety by transmitting disease-causing 
pathogens, or by contamination through allergens and irritants 
spread by hairs, feathers, skin, or other body parts. So, what can 
you do to protect your product and reputation?

It starts with an Integrated Pest Management (IPM) program 
for all stages in the food supply chain. IPM is the most effective 
and environmentally friendly approach to preventing pest issues. 
It employs preventive measures such as sanitation and facility 
maintenance processes to eliminate the potential for pest issues. 
The goal of this approach is to restrict pests’ access to food, water 
and shelter. An IPM program is recommended for all industries, 
but has its roots in the agricultural industry where it originated to 
reduce the use of chemical treatments around food. 

Here are three more tips to protect your supply chain against 
foodborne illness:

1. Invest in your staff
Your staff is your biggest asset in keeping food safety top of 
mind. As the eyes and ears of the processing line and the first 

line of defense against pests, they can be the most effective  
preventive measure in an IPM program. Your pest management 
partner is well versed in pest entomology and ecology, so educate 
and empower your staff through IPM training sessions. A few 
topics you may want to address include Good Manufacturing 
Practices (GMPs) focusing on incoming and outgoing shipment 
inspections; good storage and housekeeping practices; pest iden-
tification and basic biology; monitoring for pest activity; and  
communication strategies. Most importantly, if any signs of 
damage, pest activity, or pests themselves are found, staff should 
notify management immediately so that corrective action can be 
implemented.  

2. Stay clean and sound
IPM relies heavily on sanitation and sound structure for the 
overall success of the program. Your pest management partner 
can identify the proper sanitation practices that will alleviate sup-
ply chain management pest concerns. Basic practices that will 
help in preventing pest activity include routinely cleaning  
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caulking holes, gaps, cracks and crevices. Finally, maintain a neat and  
well-groomed landscape. A clean work environment eliminates hiding places 
and feeding spots for pests.

3. Be proactive
Develop a co-operative relationship with your pest management partner. 

The more aware you both are of your facility’s 
unique conditions and needs, the more suc-
cessful your IPM program will be. Through 
regular inspections and communications, your 
pest management program will be seamlessly 
integrated into your facility’s day-to-day oper-
ations. You may want to consider implement-
ing proactive measures for your facility, such 
as electronic reporting and scanning devices, 
ultrasonic technology and electronic trap 
monitors. Implementing technology in your 
IPM program allows you to work smarter, not 
harder, while providing the convenience and 
accuracy of electronic documentation. 

The beauty of an IPM approach is that it  
focuses on common sense sanitation and fa-
cility maintenance steps to proactively reduce 
pest pressures. By partnering with your pest 
management professional, you can strengthen 
the protocols and processes you already have 
in place to further reduce the potential for 
foodborne illnesses and the safety risks that 
come with contaminated product. 

An effective IPM program implemented 
throughout the supply chain will help ensure 
food is safely delivered to the end-consumer, 
but it requires a commitment from everyone 
involved in the process. Working together with 
your pest management professional, suppliers 
and employees, and through an IPM program, 
you can help deliver a safe food product from 
farm to table. 

Alice Sinia, Ph.D., is Resident 

Entomologist — Regulatory/Lab 

Services, for Orkin Canada, focusing 

on government regulations pertaining 

to the pest control industry. She manages the 

Quality Assurance Laboratory for Orkin Canada,  

performs analytical entomology and provides 

technical support to branch offices and clients. 

Contact her at asinia@orkincanada.com, or visit 

www.orkincanada.com

shipping and receiving areas; inspecting incoming 
shipments; sanitizing food preparation areas and 
packaging surfaces; establishing regular deep clean 
schedules; and monitoring storage areas for build-
up of debris and food spills. It is also important to 
inspect and replace worn-out door sweeps/seals, 

For your temperature-sensitive goods, trust the  
Mobile Flex-Cool, your cold chain solution. It offers precise 
controls to guarantee the right temperatures for your cargo 
at all times, no matter where you are. 

To learn more, visit www.espar.com  
or call 1-800-387-4800.
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W
hen he started working for Purdy’s 20 years 
ago, head chocolatier Gary Mitchell says the 
company was focused mostly on manufactur-
ing the usual stuff like creams and caramels. 

But consumer tastes and demand have changed to the point 
where he now spends much of his time whipping up wild 
chocolate creations like Himalayan Pink Salt caramels, Al-
mond and Tonka bean chocolates, and Thai Chilli brittle.

“Things are nothing close to being the same old around 
here,” says Mitchell from Purdys’ purple headquarters in the 
heart of Vancouver, B.C. Mitchell creates some 150 new choc-
olates a year — about a dozen of which will make it into the 
company’s fast-growing chain of stores — in a test kitchen 
that is also used to shoot commercials and YouTube videos on 
cooking with chocolate. “They’ve let me loose in the kitchen,” 
he laughs. “It’s exciting [and] I love it.”

Sweet and savoury chocolates, and chocolates with unusual 
combinations and intense flavours are just some of the con-
sumer trends that are currently driving innovation and sales 
in Canada’s multi-billion-dollar confectionery market. And 
just like in other sectors of the food industry, confectioners 
are working hard to meet changing demands in a fast-paced, 
wireless world where consumers with a sweet tooth still want 
their treats — but want them healthier, more customized, and 
even with some added health or social-responsibility benefits. 

“You have to keep up with the times,” says Mitchell. The 
chocolatier also produces free online e-books on ways to use 
chocolate in everything from barbecue sauce for ribs or port 
wine on beef tenderloin, to a strawberry salad with chocolate 
balsamic vinegar dressing and chocolate rice crispy squares 
with peanut butter and bacon. 

Though Purdy’s best seller remains the Hedgehog (smooth 
hazelnut gianduja filling inside a shell shaped like a hedgehog,  
a company classic that was developed and introduced a year 
or two before Mitchell arrived), Mitchell says demand is 
strong for his fantasy chocolates, as well as for “healthier” 
Purdy’s chocolates like an 88-per-cent cocoa bar, 70-per-cent 

THE NEW

CONFECTIONERS ARE 
TWEAKING TRADITIONAL 
SWEET TREATS TO SUIT  

NEW CONSUMER TASTES 

CONFECTIONERY Report

BY MARK CARDWELL
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cocoa chocolates infused with either goji berries and cocoa nibs 
or blueberries and almonds, and a 45-per-cent cocoa Ghana 
milk chocolate bar with dried and toasted shiitake mushroom and 
Hawaiian Red Sea salt.

That jives with the findings of Euromonitor’s report in  
December on chocolate confectionery in Canada. In addition 
to noting a trend “towards planned purchases of chocolate in 
larger size packaging than singles, increasing sales at the back 
of stores at a faster rate than impulse/front of store sales, as well 
as packaging which allowed for use and reuse becoming more 
popular,” the report found sales of premium chocolate “contin-
ued to edge up.” 

The 57-page report also found that growth in fair trade and 
organic chocolate contributed “to an overall rise in value terms. 
These trends are expected to  continue.” Both of these are key 
issues for an industry that is unique among segments of the 
Canadian food and beverage manufacturing system in that it 
is dependent on foreign supplies of its two primary ingredients: 
sugar and cocoa.

However, one enduring trend that never seems to grow old — 
and which continues to be a driver for chocolate confectioners — is 
the joy many people get when they sink their 
teeth into chocolate. “It’s all about enjoying 
the moment,” says Laura Secord spokesperson 
Anne-Émilie Sicard from the company’s manu-
facturing facility in picturesque Quebec City.

According to Sicard, Laura Secord keeps an 
eye on trends and “makes decisions every day” 
on a variety of issues such as health concerns 
over ingredients like palm oil, ensuring that 
cocoa farms use acceptable social and fair trade  
practices, and working with its network of 
Canadian subcontractors and suppliers to get 
the most recyclable and eco-friendly packaging 
possible.

But those issues are all secondary, she adds, 
to the real reason people buy Laura Secord 

chocolates. “They want to experience the pleasure they remem-
ber as a kid or from some special occasion like Christmas  
or Easter,” explains Sicard. That’s why, she adds, people are  
willing to drive an hour or more to buy a box of chocolates at 
one of Laura Secord’s 108 stores in seven provinces. “They know 
they can rely on the same recipe and the same taste from an old-
fashioned product that is tied to precious moments with their 
friends and family. That reality is our world [and] is the bottom 
line in our business.” 

Health concerns, however, are in particular changing the very 
nature of the confectionery industry in Canada and other devel-
oped countries, a trend that has been on the rise since the 2009 
recession.

A May 2011 Agriculture and Agri-Food Canada pathfinder  
report on packaged confectionery trends suggested that the re-
cession caused many consumers to prefer volume over quality, 
and use confectionery as a reward or means to alleviate stress.  
“However, sugarized gum, milk chocolate tablets and boiled 
sweets confectionery are all being adversely affected by mount-
ing consumer health concerns,” notes the report. “Obesity and 
diabetes are major health issues that are increasingly affecting 

both the young and aging populations.”
When it comes to “healthy” confectionery, 

the report suggests consumers are now on the 
prowl for products that benefit dental and car-
diovascular health, as well as low-calorie prod-
ucts that help assuage guilt over indulgence. 
Confectionery, it notes, “has well-established 
links with healthcare as a delivery format for 
active ingredients, including nicotine chewing 
gum for smoking cessation, and medicated 
confectionery to treat coughs and colds. In 
recent years, we have seen confectionery and 
healthcare converge even further. For exam-
ple, both dietary supplements and digestive 
remedies are now found in chewable tablet 
form.” 

 SWEET AND  
SAVOURY CHOCOLATES, 
AND CHOCOLATES WITH 
UNUSUAL COMBINATIONS 
AND INTENSE FLAVOURS 
ARE JUST SOME OF THE 

CONSUMER TRENDS THAT 
ARE CURRENTLY  

DRIVING INNOVATION 
AND SALES IN CANADA’S 
MULTI-BILLION-DOLLAR 

CONFECTIONERY  
MARKET. 
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During the two years it took to get Health Canada 
approval, the pair invested some $150,000 to devel-
op catchy and self-descriptive bilingual packaging 
and counter displays. They also did a public relations 
blitz under the theme “A Healthier Chew,” and nota-
bly shot a YouTube commercial filmed in downtown 
Toronto. They then launched Vitamingum in six  

retail locations in the GTA in October 2013.
The results have surpassed even Kover’s optimistic expectations. 

Within four months, all 90,000 packs of Vitamingum that were initially 
ordered and produced as a private label by Ford Gum in the Buffalo region 
had been sold. And as new orders roll off the production line, the number 
of retailers carrying the product in Ontario, where 12-stick packs sell for 
between $1.99 and $2.99, has expanded exponentially with the addition of 
big retail chain outlets like Petro Canada and 7-Eleven.

“We’re not trying to replace vitamins — that would be crazy,” says Kover, a 
former university basketball player and law student who dropped out — for 
now — to develop Vitamingum. “But lots of people don’t have or don’t take 
the time to eat properly and to get the nutrition they need on a daily basis. 
So we’re offering gum chewers — even people who don’t chew, but who want 
the functional health benefits — a healthier chew.” 

That demand is opening doors for new con-
fectionery entrepreneurs like Brendan Kover and 
Jesse Beaulac of Hamilton, Ont. One morning 
in 2011, the two 28-year-old friends, athletes 
and successful businessmen, were sharing a cof-
fee and talking about finding some fun product 
they could develop together. “I was tired and 
Jesse offered me a gum, saying too bad you can’t get 
a boost from gum,” recalls Kover. “A light went on 
right away.”

In the weeks that followed that eureka moment, 
the idea evolved from the development of a pick-me-
up gum into one of a gum that delivered vitamins. An 
Internet search revealed that an American company 
had developed a patented gum just three months ear-
lier that delivered 10 per cent of the recommended 
daily dose of 12 vitamins in every two pieces. The two 
contacted the company, tried some samples (“They 
were great,” says Kover, a life-long gum chewer), then 
travelled to Pennsylvania and bought the Canadian 
rights for Vitamingum.
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Grain Processing Corporation — Gluten-Free Solutions

At Grain Processing Corporation 
(GPC), we know consumers 
are increasingly searching for 

gluten-free foods. In the past, there 
was a limited selection of gluten-free 
products to choose from and most 
of those options were undesirable 
in terms of taste and texture. In 
addition to poor quality, these 
gluten-free foods were lacking in 
nutrition, with low amounts of fi ber 
and high amounts of sugar and fat.

That’s why GPC is increasingly 
supplying gluten-free ingredient 
solutions. Our technical experts have 
created proven trial formulas for a wide range 
of gluten-free applications, from quick breads 
and yeast breads, to cookies and cakes, even 
doughnuts. Using corn-based, gluten-free 
functional ingredients, we’ve developed 
innovative, customizable solutions to many 
traditional problems, including those of 
texture, shelf life and product volume.

GPC’s line of corn starches, 
both native and modifi ed, offer an 
exceptionally clean fl avor and help 
provide the appropriate structure and 
textural properties without leaving the 
fi nished product dry, crumbly, gritty 
or with off-fl avors. Unlike other fi ber 
sources, GPC’s TruBran® corn bran 
lets you reach higher desired fi ber 
content levels in formulations with 
minimal impact on fl avor, appearance 
or texture. Because TruBran® corn 
bran is minimally processed, it’s a 
natural fi t for a clean label.

GPC scientists continue to work 
on gluten-free applications. If you have a gluten-free 

challenge, it’s likely we’ve already found a solution. 
All you have to do is ask!

Grain Processing Corporation (GPC)
WEBSITE: grainprocessing.com
EMAIL: food.sales@ grainprocessing.com
PHONE: 563-264-4265 • Fax: 563.264.4289

TRENDS  IN FOOD APPLICATIONS

34    MAY 2014

32-36_Confection.indd   34 14-04-23   4:53 PM

http://www.grainprocessing.com
mailto:food.sales@grainprocessing.com


We’re with you, right down the line.™

Stop bacteria in its tracks

Harvest hands free

Clean up without the downtime

Reduce chemical usage

HYGIENE WITH THE JBT DIFFERENCE

Harvesting   |   Frying & Filtration   |   Cooking   |   Freezing

Experience JBT fi rst hand. Book your time at our
Tech Center in Sandusky, OH. 419 627 4319

S p e c i a l  A d v e r t i s i n g  S u p p l e m e n t

32-36_Confection.indd   35 14-04-23   4:53 PM

http://www.jbtfoodtech.com


36    MAY 2014

By Daniel Scholes
While some say that men and women have different planetary origins, as 

sensory researchers we are often asked about the differences between 

men and women when it comes to tasting evaluations and preferences. 

And while there are a countless number of taste notes we could use to 

explore this question, we set our sights on sweetness to find out…do 

men and women have different “sweet spots?”

Sweet Talk

This exploration is based on a recent blind product 

test conducted among men and women in the Greater Toronto Area, 

sampling products within the categories of confectionery, snack bars, 

dairy and beverages. We also analyzed the aggregate data of close to 

13,000 individual blind product evaluations over the past three years for 

85 different products randomly selected from our database. Our focus 

was solely on the consumer attribute of sweet-

ness, and in particular the “Just About Right” scale: 

a five-point scale where one end point is labelled 

“much too sweet,” the other end point as “not 

sweet enough,” and the middle point is “just right.”

Battle of the Sweetness

Overall, there was a fairly high degree of “sweet” 

satisfaction — with 67 per cent of respondents 

rating the products as just right. This observation 

was similar among both men and women. How-

ever, it was with the remainder of the sample, or 

the unsatisfied category, that some interesting 

differences were revealed. 

Among those who were unsatisfied with sweet-

ness, it was because the product was too sweet 

— 60 out of 85 products had a greater leaning to too 

sweet than not sweet enough. But this leaning was 

significantly greater among females — with 21.2 per 

cent rating the products as too sweet — compared 

to a significantly lower 17.1 per cent of men. And 

on the other side of the equation, 15.4 per cent of 

men wanted to up the sweetness, while significantly 

fewer women (12.4 per cent) wanted the same. 

Within the confectionery category, the differ-

ences between men and women were even more 

exaggerated.

The Short and Sweet of it

Consistent with these results, scientists have proven 

that women have more taste buds and generally 

have a finer sense of taste than men. So for many 

aspects of a product’s flavour profile, males tend to 

require a greater intensity than women in order to 

recognize tastes and process their impressions.

Finding the ideal product profile may be an  

elusive goal, after all, some say that you can’t be  

all things to all men — and the same goes for 

women. But if you’re developing a product which 

 is positioned to appeal more to the palates of your 

male consumers you may just want to sweeten  

the deal. 

Contract Testing Inc. is an industry leader in 

sensory evaluation and consumer product 

testing. For questions about this research, or 

how you can leverage consumer taste buds in 

your business, contact Dan Scholes at info@

contracttesting.com or at (905) 456-0783.

In search of the sweet spot

SENSORY 
TRENDS
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FOODTRENDSBotanicals

lants have been recognized for their medicinal or therapeutic 
properties since prehistoric times. There’s evidence that some 
60,000 years ago, Neanderthals valued botanicals as curatives.

Today, little has changed, with perhaps as much as 80 per 
cent of the world’s population continuing to rely on medicinal plants as a 
primary form of medicine. Even in countries where modern medical care 
is available, many still choose to achieve health and wellness through  
traditional medicine and medicinal plants.

Retail sales of herbal dietary supplements in the U.S. alone showed an 
increase for the ninth consecutive year, reaching a total estimated figure 
of nearly US$5.6 billion in 2012, according to a report by the American  
Botanical Council (ABC). With growing worldwide use, including in the 
food industry, comes the challenge of meeting the demand for high-quality 
raw materials. It’s no surprise that alteration and sustainability are two of the 

challenges facing botanicals.

In demand
According to a report released last fall by the Freedonia 
Group, worldwide demand for nutraceutical ingredi-

ents is forecasted to rise 7.2 per cent annually to US$30  
billion by 2017. In particular, herbal and botanical extracts are 

predicted to see the fastest growth. 
The most popular botanicals, according 

to World Nutraceutical Ingredients, are cranberry, 
garlic, ginkgo biloba, and ginseng. Interest-
ingly, garlic ranks consistently in the top five 
selling herb and botanical supplements in 

the U.S., reports 
NutraIngredients.com.

Dr. Judy Nelson, vice-pres-
ident of herbal studies at Do-
minion Herbal College, says 
Canadians tend to favour the non-
medicinal botanicals such as chamomile 
and peppermint, as well as medicinal types 
like calendula, echinacea, hawthorn, milk 
thistle or valerian. Dominion Herbal Col-
lege, located in Burnaby, B.C., is the oldest 
school in North America for herbal medicine.

Across the pond, a recent landmark 
study in Europe found that one in five 
Europeans takes “plant food supple-
ments,” with ginkgo biloba, evening 
primrose, artichoke, aloe, fennel, 
valerian, soy, lemon balm, echinacea 
and blueberry being the most popular.

Asian botanicals
More acceptance of alternative medicine means 

more Canadians are familiar with traditional  
Chinese medicine (TCM) and Ayurveda. Botani-
cals play a central role in these systems and their 

medicinal ingredients are starting to 
creep into our collective vocabulary. 

TRADITIONAL BOTANICALS FOR  
MODERN TIMES

Panax  
ginseng

Echinacea

BY NATALIE CAJIC
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Gou-Qi-Zi may not sound 
familiar to the average con-
sumer, but many have heard of goji 
berries. The Asian “superfruit” has 
been a rising star for a number of 
years due to its high antioxidant profile. Consumers 
may see more of this TCM ingredient in beverages 
that alleviate fatigue. A patent application reveals that 
beverage giant PepsiCo is exploring how Gou-Qi-
Zi and other Chinese herbal extracts can reduce or  
eliminate caffeine all together in energy drinks.

Botanicals from India have been generating inter-
est amongst researchers and ingredient developers 
for some time now, and many have achieved GRAS 
(generally recognized as safe) status, a U.S. Food and 
Drug Administration designation that approves its 
use in food and beverages.

Mark Blumenthal, founder and director of the 
American Botanical Council, says product developers 
ought to keep an eye on medicinal plants from the 
Ayurvedic tradition as they will see “strong market  
acceptance in the coming years.” These include 
the amla fruit, also known as Indian gooseberry, 
shown to be an effective anti-inflammatory agent; 
ashwagandha, or Indian ginseng, for its role in 
stress management; and, pterostilbene for its 
heart health benefits.

Caralluma fimbriata is another one. GE Nutri-
ents, Inc., operating as Gencor, has offices in India 
and Hong Kong and manufactures Ayurvedic in-
gredients in India, and recently opened shop in the 
U.S. Gita Kasiri, a senior manager, says Gencor’s 
ingredient Slimaluma, a standardized extract of the  
succulent cactus, would be “ideal for use in foods that 
are intended for appetite suppression and satiety,” she 
says. Slimaluma is self-affirmed GRAS, stable at high 
temperatures and over 90 per cent water soluble. 

Customer expectations
Greater demand for healthier products necessitates a 
clean label and botanicals offer the possibility of mak-
ing extra claims on the packaging such as “no artificial 
colour” or “natural flavours.”

Amandine de Santi of Naturex says in some cases 
botanicals are not only welcome additions, but an  
expectation from today’s shopper. Take the example of 
food colour. “The use of natural colours, for example, 
is no longer a way to differentiate from the compe-

tition, but has become a key requirement for 
consumers.” Naturex is a global leader in natural  

specialty botanical ingredients.
It may be hard to believe but most of the world’s 

supply of medicinal herbs is picked in the wild, not 
grown by cultivation, according to a report on medical plants released by 
Agriculture and Agri-Food Canada. 

When a plant becomes popular medicinally, the result may be over collec-
tion. Canadian medicinal plants such as ginseng, goldenseal, Mayapple and 
Pacific yew have been susceptible to this. Worse, economically motivated 
alteration can result. As the world’s largest supplier of botanical extracts,  
Naturex continually battles with this issue as it deals with hundreds of  
suppliers and growers out of eight purchasing offices. The company has  
developed 350 different methods of analyses to test purchased botanicals, 
and if alteration is detected the company takes immediate action that, in 
some cases, may include prosecution. 

Cultivation may be preferable to wildcrafting in many cases. Wild plants 
are preserved in their natural habitats and growers can explore new crops, 
grow different cultivars, and obtain organic certification, to name a few.

The federal government sees medicinal plants as an important  
opportunity for the development and diversification of Canadian  

agriculture. After all, last summer, the Conservatives 
changed how eligible persons can access medical marijuana 

and gave the okay to more licensed producers to sell or  
provide cannabis. 

Plants have had and continue to play a crucial role in 
human history. From providing nutrition to medicines 
to commerce, plants have the power. 

TOP 10 BOTANICALS (IN ALPHABETICAL ORDER)
Aloe Supports digestive system

Black cohosh Female reproductive health

Cranberry Fights urinary tract infections

Curcumin
Protects against prostate cancer,  
Alzheimer’s, heart failure, diabetes and 
arthritis

Echinacea Helps battle common cold

Flax
Lowers cholesterol levels, reduces  
blood pressure

Garlic Prized for cardiovascular benefits

Ginseng Boosts brain health

Ginkgo biloba
Enhances concentration and is an  
anti-vertigo agent

Saw Palmetto Promotes prostate gland health

Valerian Used as a mild sedative or sleep aid

SOURCE:  American Botanical Council 
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Hipster 
greens
Dark green leafy vegetables 
have always been nutritious, 
but a collection of factors has 
led to this category becoming 
suddenly popular

depending on your cultural 
background you may be no 
stranger to dark green leafy  

vegetables. As a Canadian of Italian  
ancestry, for instance, I’ve always 
consumed a lot of dandelion, as well as 
broccoli rabe (or rapini). Consuming 
these vegetables wasn’t out of the ordi-
nary and it most certainly wasn’t hip.

In the last few years, though, some-
thing’s happened. Maybe it’s got to do 
with marketing but leafy greens have 
been “rediscovered” by chefs and foodies 
alike. They are “it” foods. For now the 
ringleader of the category appears to be 
kale. A New York Times article by Pagan 
Kennedy published in October 2013 ex-
plains that kale may have hit the big time 
in America as growers began introducing 
more varieties and colours. The proliferation 
of farmers’ markets also helped to raise 
consumer awareness.

While kale may be stealing most of  
the spotlight, it does share nutritional 
traits with many others in the leafy  
green category.

What are dark green leafy 
vegetables?
Brooke Bulloch, a registered dietitian 
and owner of Food to Fit in Saskatoon, 
Sask., says the category tends to include 
“lettuce, such as butter, head, red or 

green leaf and romaine. It includes 
spinach, kale and cabbage. It can include 
arugula, dandelion greens, bok choy and 
Swiss chard.” The list can go on, it just 
depends on the source, explains Bulloch. 
Some people will include broccoli in the 
category and others won’t. 

Why are they so good for us?
Bulloch explains that leafy greens “tend 
to be very high in folate, vitamin A, 
vitamin C, calcium, fibre and iron.” 
Vitamins A and C and the carotenoids in 
leafy greens are important antioxidants 
associated with eye health. They might 
also play a role in reducing risk for heart 
disease, diabetes and cancer. But, adds 
Bulloch, “the studies are still fairly new.”

The fibre in these vegetables is key 
because it binds bioacids, which help to 
lower blood cholesterol, says Bulloch. The 
calcium component is an added bonus for 
vegans who seek out non-animal sources 
of calcium. One cup of chopped kale, 
says Bulloch, has about the same amount 
of calcium as a third of a cup of milk. 

“So it is fairly high in calcium and it does 
make that alternative option.”

According to the University of Ken-
tucky College of Agriculture, dark green 
leafy vegetables also contain vitamin K, 
which plays an important role in blood 
clotting and building strong bones. In a 
report called The Health Benefits of Dark 
Green Leafy Vegetables, author Ingrid 
Adams writes that these vegetables act 
as antioxidants in the body and remove 
free radicals before they become harmful. 
Some research has found carotenoids can 
help stop the growth of certain types of 
cancers. But to absorb the carotenoids 
and vitamin K, the body needs a little 
dietary fat, which means either cooking 
them with olive or canola oil or eating 
them raw with some low-fat dressing.

Formulating with leafy 
greens
Arnie Hydamaka says there’s no reason 
why food processors couldn’t incorporate 
key elements of leafy greens into food 
products. The professor of Food Science 
and senior instructor in the Food Science 
department at the University of Manitoba 
in Winnipeg says “extracting, drying and 
size reducing leafy greens into powder 
form could create a ready-made mix 
that could go directly to processing that 
would be valuable to a food processor.” 

Hydamaka adds that while the 
vitamins in leafy greens may decrease 
through processing, the phytochemicals 
(antioxidants) don’t necessarily lose 
their potency. “Not enough research 
has been done to prove that one way or 
the other,” he says. “But in general we’re 
finding that phytochemicals are not lost; 
they’re just converted from one form to 
another.” 
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1 Square Snacks Inc. 
Toronto, Ont.  www.squaresnacks.com 
The energy bar company is co-owned by Mary-

Ann Scandiffio, a registered nutritionist, and her business 
partner Susan Wilkes. It launched in 2012.

Q: What challenges did you 
face getting started?
MaryAnn Scandiffio: “Budgeting 
and accessing funds. Figuring out 
the best manufacturing process 
for our snacks, meeting packaging 
requirements and having limited 
marketing dollars.”

Q: How is your snack different 
from other energy/nutrition bars?
Scandiffio: “All of our ingredients 
have a nutritional benefit.  
The snack-size bars are raw and 
have a balance of carbohydrates, 
protein and good fats (from 
nuts and seeds). There’s no soy, 
corn, wheat, dairy and whey, 
and they’re made with carefully 
sourced non-GMO ingredients.”

Q: Where are your products sold?
Scandiffio: “Our products are mostly found in Ontario in health 
food stores, including Whole Foods, cafés, catering companies 
and naturopathic and wellness clinics. We also deliver to offices.” 

Q: Future plans?
Scandiffio: “We are launching a nut-free line this year that is 
seed-based and can go into schools and camps. We are planning 
to have our products available nationally before the end of 2014.”

2 Golden Beef Producers Co-operative Ltd. 
Belle Vallée, Ont.  www.goldenbeef.ca
The co-op was incorporated in 2008 and consists of 

10 members, who are all farmers from North Bay to Iroquois 
Falls. The company’s main abattoir is located in Belle Vallée near 
New Liskeard, Ont. Jason Desrochers is president of the co-op.

Q: What challenges did you face getting started?
Jason Desrochers: “Marketing, cash flow, supply, storage, inventory 
challenges and logistics. Most of these challenges have been resolved.”

Q:What makes your beef unique?
Desrochers: “Our beef cuts are much smaller in size than most 
beef at the store because we harvest our animals at a younger 
age. There’s a lack of marbling since our animals are not fed 
grain to be fattened. It’s lean. It also has high levels of vitamin 
B-12, omega 3, and conjugated linoleic acid (CLA). It’s raised 
without growth promoting hormones or antibiotics.”

Q: Where are your products found?
Desrochers: “Our product is now available online, as well as 
through retailers such as Eat Local Sudbury, Railside Country 
Store in Val Gagné, Dabrowski’s Smoked Meats Ltd. in  
Timmins and Yves’ Prime Cut Meats in New Liskeard.

Q: Future plans?
Desrochers: “We plan to reach out to more populated areas  
in Southern Ontario. We also might consider partnering  
with other grass-fed groups in Ontario.”

10 Innovators10 Innovators
TOP

By Deanna Rosolen

Each year new companies land on the food scene in Canada — creating whole new categories or shaking up 
existing ones. And each year Food in Canada looks at 10 of these companies to showcase what new innovations 

in products, packaging or technology they have to offer. Unfortunately, we have room for just 10, making our 
decision on which to profile a difficult one. Here are our picks for 2014, in no particular order.
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3 Latin Foods Inc.
Calgary, Alta.  www.fresk-o.com 
The company is owned by Rafael Chavez and family, 

who launched it in 2010. It produces the brand Fresk-O cheese, 
white fresh cheese made from 100-per-cent Canadian milk. The 
cheese is available in three varieties: Paisa that is suitable for frying 
and grilling; White Fresh cheese that doesn’t melt, and which is 
good for soups, stir-frys or pasta; and White Duro Cheese which is 
salty with a hard cheese texture and which is used ground. 

Q: What challenges did you face getting started?
Rafael Chavez: “Obtaining a federal license. Raising awareness 
of our product to consumers and non-Latino consumers.”

Q: How did you determine there was a need for these 
cheeses?
Chavez: “The Latino community is continually growing and there 
just aren’t enough products. For the non-Latino community, it’s 
something new and interesting — a cheese that is grilled.”

Q: How are consumers responding to your products?
Chavez: “It’s a product widely known in the Latino community. 
And we were surprised to find how well received it was by non-
Latino Canadian consumers.”

Q: Where are your products sold?
Chavez: “It’s sold in grocery stores in Western Canada,  
such as Real Canadian Superstores, Loblaws, Sobeys,  
Save on Foods Market, Sunterra Market, Calgary Co-op  
Markets and Latin American grocery stores, and La  
fromagerie Hamel in Montreal. We’re distributed by  
Antoronto Fine Foods in Ontario.”

Q: Future plans?
Chavez: “We’re going to be building a new federally licensed 
plant in Alberta. We’re also developing new cheeses like Oxaca, 
Cotija, Asadero, Trenzas, which are highly sought after by 
consumers.”

4 Pluck Tea Inc.  
Toronto, Ont.   
www.pluckteas.com 

The tea company was launched in 2013 
by tea sommelier Jennifer Commins.

Q: What challenges did you face  
getting started?
Jennifer Commins: “In the tea busi-
ness, differentiation is critical. We blend 
unique, 100-per-cent natural teas using 
local ingredients. Getting the message 
out about our approach and our values 

has been challenging; we’re 
competing with larger 
companies.”

Q: How are your teas 
unique?
Commins: “Pluck 

sources tea from Ethical 
Tea Partnership sources.  

We use local 100-per-cent natural 
ingredients wherever possible. We work 
alongside chefs and retail customers to 
create custom teas.”

Q: Can you talk about the  
Bespoke Tea?
Commins: “Our bespoke program  
allows us to be flexible in the teas we 
make for restaurants, 
corporate customers and 
retailers. From Orange 
Pekoe of York for the York 
Club, and Director’s Cut 

for TIFF, to the Right to Play blend for a 
charity event, it’s creative and explores the 
boundaries of what tea can do.” 

Q: Where are your products sold?
Commins: “On top menus around 
Toronto and select retailers including 
Toronto International Film Festival  
(concessions and the shop), the Art  
Gallery of Ontario Shop, Rowe Farms 
stores and McEwan Gourmet Grocery.  
In the fall, Pluck will be available at 
one of Canada’s largest retailers across 
Canada. You can also purchase online.”

Q: Future plans?
Commins: “We plan to grow our  
foodservice and wholesale business, so  
we will be investing in packing equip-
ment to help us scale up production. 
Currently, all blending and packing is 
done by hand. And we’ll be revamping 
our online store.”
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10 Innovators

5 Uncle Berwyn’s Yukon Birch Syrup
Yukon  www.yukonbirch.ca 
The company is owned by the Lyndsey Berwyn 

Larson and Sylvia Frisch Family, who launched it in 2004.

Q: Challenges getting started:
Lyndsey Berwyn Larson: “Finding a large healthy birch 
stand and setting up the syrup camp. It is not easy getting 
equipment from Quebec into a remote Yukon location. 
Then making the delicious syrup.” 

Q: How is birch syrup different from maple?
Larson: “Expecting birch syrup to taste like maple syrup 
is like expecting apples to taste like oranges. Birches make 
a much darker and stronger syrup and it’s used mostly in 
cooking. While maple trees can be tapped each year, birch 
trees can only be tapped two years in a row. The sugar 
content of birch sap is far less than maple. The main sugar 
in birch syrup is fructose, which can burn at just above the 
boiling point.”

Q: Why go through the effort?
Larson: “My wife says, ‘Birch syruping is the process of 
transforming subtly flavoured sap into a precious syrup; 
through hell or high snowdrifts, the reward draws us back 
each spring and ensures that the treasures of the boreal forest 
are not forgotten.’”

Q: Where are your products sold?
Larson: “Mostly in the Yukon. A distributor has approached 
us to distribute our syrup in Ontario and Quebec.”

Q: Future Plans?
Larson: “We are harvesting the Chaga fungus that grows  
on birch trees and is valued as a healthful tea. We are  
experimenting with northern beekeeping to see if we can 
make wild honey and perhaps a birch/honey blend.”

6 Seed to 
Sausage 
Corporation

Sharbot Lake, Ont.   
www.seedtosausage.ca 
The meat business launched 
in 2011 and is owned by 
Michael and Kenneth  
McKenzie. 

Q: What challenges did 
you face getting started?
Mike McKenzie: “Finding 
a small space where I could 
make dry salami; meeting 
provincial guidelines. After 
that it was getting the pork 
we needed to our door. I had 
to pick up everything in our 
delivery van.”

Q: Why the name Seed  
to Sausage?
McKenzie: “When we first 
started I was getting all our 
pork from Haanover View 
Farms in Marysville. We 
could trace our salami right 
back to the feed that was 
grown for that pig. Since then 
we have grown. But the idea 
is still to produce a product 
while looking at the whole 
chain of traceability. We 
source antibiotic-free pork, 
certified-humane meats, we 
use few preservatives and 
everything is gluten free.”

Q: What is your company’s 
specialty?
McKenzie: “We make cured 
meats in general, dry salami, 
bacon, sausages. We make 
food we love and love to 
see people enjoy it whether 
they’re eating our saucisson 
sec at the House of Com-

mons or our cheese smokie at 
a dive bar.”  

Q: Where are your  
products sold?
McKenzie: “There are a few 
stores in Toronto, many in 
Kingston and Ottawa and 
then spots all over the rest  
of Ontario.”

Q: Future plans?
McKenzie: “We’re setting up 
our own lab to do our own 
food safety testing. We also 
want to use those same re-
sources to better understand 
what is happening to the 
food we make. For instance, 
how does bacteria, time, 
humidity and temperature 
affect the food from a flavour 
perspective. We’re also open-
ing a small store in Ottawa 
to showcase our products, 
as well as other artisan food 
processors. We want to work 
with producers, distributors, 
retailers and restaurants to 
help smaller processors get 
past those first hurtles.”  
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7 Troll Bridge Creek Inc. 
Arthur, Ont.   
www.trollbridgecreek.ca 

Keith and Lorraine Harris formed the 
company in 2009 and launched the KiKi 
Maple Sweet Water beverages in 2010. 

Q: What challenges did you face  
getting started?
Keith Harris: “Everything. I knew very 
little about maple sap, how to form a 
company, how to market a new product.”

Q: What challenges were/are there 
raising awareness among consumers 
about your product?
Harris: “Money doesn’t solve everything 
with marketing but it does help. The fact 
that this product is close to the Canadian 
experience helps, too. The difficulty was 
that up until last year we were in this alone. 
Now there are several companies (with more 
advertising dollars than us) starting up.”

Q: Where are your products sold?
Harris: “It is available in high-end whole/
health food locations, such as Nature’s 
Emporium, Whole Foods Markets, 
Fiddleheads Health & Nutrition in Kitch-
ener, and Bamboo Natural Food Market 
in St. Catharines. We are now available at 
Ryerson University in Toronto. We’ve also 
sent our first shipment to Europe.”

Q: Who are your customers?
Harris: “Almost anyone who reads food 
labels. We have young athletes, people 
who want to live and eat better, and 
golden-agers who are looking for a taste 
from the past.”

Q: What makes your products unique?
Harris: “KiKi Maple Sweet Water bever-
ages were the first maple sap beverages 
made from 100-per-cent pure maple sap 
and offered globally and year round. We 
are still the only company to offer maple 

sap with popular berry 
flavours, using natural 
berry concentrates and purées. 
We are also the only product offered in 
glass. Beware the products that are made 
with the process wastewaters from the 
sugaring off or that add water.”

Q: Future plans?
Harris: “We’re targeting foodservice as 
well as universities in Canada. We plan 
to ship to the U.S. this summer.  Long 
term we are continuing to promote our 
products in Europe and Asia.”

8 LaHave Forests 
Lunenburg County, N.S. www.haskapa.com
www.lahavenaturalfarms.com  

The company and brand Haskapa are owned by Simon  
Fineman and Evie Kemp, who launched it in 2010. Logie  
Cassells and Liam Tayler are directors of the company.  
The company’s haskaps were first planted in 2011.

Q: What challenges did you face getting started?
Liam Taylor: “Despite the fact that there are indigenous  
haskap across Canada, the idea that a new crop could be made 
profitable was met with significant doubt. We started growing 
the berries, imported a few tonnes from Europe, from Saskatch-
ewan and with our own orchards we created the first haskap 
products outside Asia in October 2013. Since the launch,  
interest in haskap production throughout Canada has 
grown significantly. Funding was also a huge challenge.” 

Q: Is it a challenge raising awareness among consumers?
Taylor: “A significant part of what we do is educate the 
consumer and retailer. What does it taste like? A combi-
nation of blackberry, raspberry with a hint of blueberry. 
Where does it come from? Siberia and Northern Japan. 

Is it healthy? It has more vitamin C 
than an orange, triple the antioxi-
dants of a high bush blueberry and 
more calcium than an apple.”

Q: Where are your products sold?
Taylor: “Through our website, or 
resellers throughout Nova Scotia. 

We launched our products in Ontario this year.”

Q: Future plans?
Taylor: “We continue to introduce new haskap varieties that 
are high yielding and tasty. We’ll be launching a haskap jalapeño 
jam, chutney and other condiments. We are developing a 
health juice. We have also started developing haskap wine, 
port and beer. We are working with research teams to extract 
the antioxidants and other bioactives from the haskap for 
health products.”

Q: What makes your products unique?
Taylor: “The nutritional benefits are way above any other 
Canadian-grown berry. They add a unique taste experience 
with a tangy, zingy flavour and a pleasing aftertaste.”
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9 Lufa Farms
Montreal, Que. www.lufa.com 
The rooftop greenhouse business, which is  

privately held, was launched in 2009 by Mohamed Hage. 

Q: What challenges were there getting started?
Mohamed Hage: “Getting buy-in from architects,  
engineers and building owners. Finding a rooftop that 
would work. As a team, we also had to learn to grow  
vegetables from scratch.”

Q: How long was it from the concept to the first  
rooftop greenhouse?
Hage: “I originally had the idea to grow lettuce  
hydroponically in Lebanon, where my family is from,  
in the early 2000s. Then I decided there might be more  
potential in feeding Montrealers hyper-locally. Our team 
spent a lot of 2009 and 2010 testing hydroponics. We  
also started approaching architects about how to make the 
rooftop greenhouse idea work. It took us about 18 months 
to find a site, then we started construction in late 2010.  
We had our first harvest in April 2011.”

Q: Did anyone think the idea was crazy?
Hage: “Yes. There was one two-hour meeting with an  
owner to explain the concept. At the end, he was quiet for 
a few minutes and then said, ‘Very interesting, but I really 
don’t want cows and tractors on my roof.’ There were a lot  
of misunderstandings and people thinking it was crazy.”

Q: How have consumers and industry responded?
Hage: “Incredibly well. We’re seeing a huge unmet demand 
for local and responsible food, especially in the dead of 
winter. We give public tours every few months and see about 
2,000 people. Industry folks are starting to realize how 
powerful this can be.”

Q: Future plans?
Hage: “We’re only feeding about 5,000 Montrealers out of 
1.6 million, so there’s room to grow. We’re also looking at 
new cities for expansion.”

10 Naturally 
Homegrown 
Foods Ltd.

Maple Ridge, B.C. 
www.hardbitechips.com
The company, which produces 
handcrafted potato chips 
under the Hardbite brand, 
launched in 2000, and was 
acquired by new owners in 
fall of 2011. In the last two 
years it has been rebranded, 
and embarked on an aggressive 
marketing campaign. Kirk 
Homenick is president. 

Q: What challenges did 
you face getting started?
Kirk Homenick: “We batch 
fry all of our chips by hand 
and it is a real art form to 
cook the chips consistently  
over time due to the different 
nature of the potatoes  
used (sugars and starch  
values fluctuate over the 
course of a season).”

Q: How long was it before 
you arrived at a potato chip 
that met all your criteria?
Homenick: “Our process has 
been perfected throughout 
the years, and we are very 
proud of our fry cooks. We 
stamp every bag with the 
name of the fry cook who 
made those chips.”

Q:  What flavours do you 
produce?
Homenick: “All Natural, Rock 
Salt & Vinegar, Smokin’ 
BBQ, Wild Onion & Yogurt, 
Jalapeño, Schezwan Pepper-
corn, Sea Salt & Pepper, and 
Ketchup. We just recently 
launched a Parsnip Chip 

made from fresh parsnips, 
which has been really well 
received by the trade, and we 
are excited about this alternate 
root vegetable snack.”

Q: Where are your  
products found?
Homenick: “Throughout 
Canada through partner-
ships with Overwaitea Food 
Group, Loblaw, Sobeys, 
Whole Foods Markets, 
Choices Markets, Buy Low 
Food Group, Federated 
Co-op, among a number of 
independents. Last year we 
also launched the brand into 
the U.S. and have Hardbite 
in Whole Foods, Market  
of Choice, Metropolitan 
Market, Zupan’s Market,  
as well as independents.” 

Q: Future plans?
Homenick: “We believe that 
the future of the snack category 
is going to be driven 
by innovation. On 
the heels of our 
Parsnip Chip launch 
you will see other 
new and innovative 
veggie snacks from 
us soon.” 

10 Innovators10 Innovators
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Portable scale
The ICS226 Compact Scale from Mettler Toledo takes 

checkweighing to a new level. Designed for dry to 

light wash-down applications, the new scale features 

full stainless steel construction and one-of-a-kind 

keypad design for operator ease and efficiency. The 

unit also includes a large and excellent visibility, 

six-digit, backlit LCD display. With removable carrying 

handles, the ICS226 is portable and flexible enough  

to use throughout any facility.  

www.mt.com/over-under-checkweighers

Sweet, but without the sugar
Cargill’s ViaTech is the next generation of stevia-

based sweeteners designed to improve the taste of 

reduced-sugar products. With Cargill’s proprietary 

taste prediction model, producers can obtain clean 

sweetness even in the most 

difficult to perfect zero-calorie 

and reduced-calorie food 

and beverage formula-

tions. The ViaTech 

portfolio builds on 

previous stevia-based 

sweeteners by improving 

taste performance at high 

usage levels. www.cargillfoods.com/na

Smoother transportation
Westfalia Technologies, Inc. introduces a new spring 

chain pallet transport conveyor that features small 

diameter wheels, double staggered, for smooth pallet 

transportation. The spring chain design allows the 

unit to be used in combination with air-chain  

accumulator models, meaning that there are fewer 

moving parts and that two modes of operation  

(transport/accumulation) can be done within the 

same conveyor. www.westfaliausa.com

Particle reduction
TIC Gums has released an educational video explain-

ing how the Ticaloid Ultrasmooth system can be used 

to decrease the perceived awareness of particles in 

instant protein beverages. Ticaloid Ultrasmooth is a 

cold water hydrocolloid system that dissolves easily 

so that the perception of particulates in a beverage is 

reduced. The video discusses emerging trends in  

protein beverages, as well as textural issues manufac-

turers should be aware of. The video can be viewed 

at www.ticgums.com/news-a-events/gum-guru-

blog/1217-texture-instant-beverages.html

Advanced sorting
TOMRA Sorting Solutions offers a 

wide range of advanced sorting and 

processing systems. These include 

the Halo, the latest advancement in 

sensor-based optical food sorting; 

the Primus Gemini optical sorter for 

fruit processors; and the Field Potato 

Sorter, the first successful high through-

put optical sorting solution for unwashed 

potatoes. Each of the units is flexible and 

efficient, and can increase productivity, quality  

and yield. www.tomra.com

Full service, smaller package
The Micro Breader from Heat and Control is just 90-in. 

long, allowing operators to free up two feet of line 

length while offering all the features of the company’s 

full-size breading applicator. The unit uniformly  

applies all styles of predust, crumb and flake coatings, 

and features interchangeable top hoppers and large 

clean outs for fast changeovers between coatings. 

www.heatandcontrol.com

Natural astaxanthin
Algatechnologies Ltd., a supplier 

of natural algae astaxanthin, 

introduces AstaPure 20-per-

cent astaxanthin oleoresin. The 

product exceeds the content of 

any astaxanthin in the market-

place. The astaxanthin’s natural 

bioactive properties are kept 

intact through the company’s 

unique sourcing and extraction 

technology, without the use of 

organic solvents. The resulting 

high quality, high concentration 

and extended shelf life is ideal for 

natural astaxanthin inclusion in 

various formulations.  

www.algatech.com

Primus Gemini
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Flexible packaging
New from Bosch is the CCM 

3100 case packer vertical and  

horizontal bag presentation.  

The unit is ideal for increasing 

flexibility in secondary packaging 

of bags and flow wrapped pack-

ages, and offers fast, tool-less 

changeover between stand up 

and lay flat packaging formats, 

allowing operators to do shorter 

production runs and make more 

frequent changes in packaging 

styles. Its open frame design 

also provides complete machine 

access for set-up and cleaning. 

www.boschpackaging.com

Precise flow control
The bench top supercritical fluid extractor  

(SFE) model SFT-110XW is the latest addition to  

Supercritical Fluid Technologies’ SFE product line. 

The unit’s redesigned restrictor valve with integrat-

ed micrometer allows for very precise flow control,  

while the removable oven lid and large side panel 

allow easy access to the high-pressure vessel. For 

maximum versatility extraction vessels can be up 

to 500 mL, in either single or dual configurations.  

www.supercriticalfluids.com
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Table Ronde
des leaders MNP/CTAC 2014

TRANSFORMATION BIOALIMENTAIRE

Participants à la table ronde des leaders (de gauche à droite, assis): Lucie Chouinard, directrice principale — MNP SENCRL, srl; George 
Tiritidis, Vice-président, opérations  — Aliments Expresco; Sylvie Cloutier, présidente-directrice générale — CTAC; Dominique Bohec, 
vice-président Ventes et marketing — La petite Bretonne Distribution inc.; Élisabeth Bélanger, présidente-directrice générale — Maison 
Orphée; (debout) Charles Crawford, président et fondateur — Domaine Pinnacle; Daniel Vielfaure, président et chef de la direction — 
Bonduelle Amérique du Nord; Mike Leahy, président et chef de la direction — Vergers Leahy inc.; Martin Plante, directeur général —  
Coopérative Citadelle; Nicolas Pouliot, directeur Marketing et ventes — Aliments O’Sole Mio.
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ACCENT ALIMENTAIRE
sur le Québec

SIAL Canada 2014
Pour tous ceux qui aiment la nourriture, le 
Palais des congrès de Montréal était l'endroit où 
se trouver du 2 au 4 avril dernier. À quel autre 
endroit est-il possible de faire des dégustations 
d’aliments en provenance de pratiquement par-
tout dans le monde sous un même toit? La ville 
de Montréal été l’hôte du Salon international de 

l’alimentation (SIAL Canada) 2014, qui a  
rassemblé plus de 750 exposants de 45 pays.

Ce Salon, qui apporte assurément quelque 
chose à chaque personne oeuvrant dans 
l'industrie alimentaire, comportait des conférences 
traitant des actualités dans l'industrie alimentaire et 
des plus récentes innovations. Comme le SIAL 
partageait le Salon avec SET Canada, des  
équipements et technologies de distribution 
alimentaire étaient également en montre.

Cette exposition inclut également des con-
cours captivants. Le gagnant du Grand Prix In-
novation SIAL 2014 a été GÜ Desserts d’origine 
britannique. Cette entreprise, qui est un nou-
veau joueur en Amérique du Nord, fabrique des 
desserts de qualité restaurant, prêts à déguster à 
la maison. Parmi les 10 finalistes du concours, on 
retrouvait les compagnies canadiennes suivantes 
: Trans-Herbe inc., Canards du Lac Brome ltée, 
ID Foods Corporation, Basilur Tea Canada, 
Boulangerie Première Moisson inc., PEI Berries 
ltd et Y Olive inc. Les finalistes américains 

NOUVELLES

> Coteau Rougemont a remporté deux médailles d’or pour son vin de glace 

Vidal 2011 et Poiré de glace 2012, ainsi qu’une médaille d’argent pour son vin de 

glace Pinot gris 2012 au Vinalies internationales de Paris en mars.

> Le Baluchon, de la Fromagerie FX Pichet à Sainte-Anne-

de-la-Pérade, a remporté le titre de Fromage d’exception, 

soit le meilleur fromage de l’année, au premier Concours 

des fromages fins canadiens. Ce concours est ouvert à 

tous les fromages produits au Canada à partir du lait pur 

de vaches, chèvres, brebis ou bufflonnes. L’événement a 

attiré la participation de 291 fromages différents fabriqués 

par 76 fromagers de partout au Canada.

> Le ministère de l’Agiculture, des Pêcheries et de l’Alimentation du Québec 

(MAPAQ) investit plus de 3,3 millions $ sur une période de quatre ans dans le  

Conseil de promotion de l’agroalimentaire québécois pour aider 

l’organisation à promouvoir les produits alimentaires de la province.

> “Les réseaux/médias sociaux et l’économie de l’alimentation” se eut le thème 

du symposium conjoint 2014 de la Société canadienne d’agroéconomie 

(CAES), l’Association européenne des économistes agricoles (EAAE) et 

l’Agricultural & Applied Economics Association (AAEA), qui aura lieu (en 

anglais) à Montréal du 28 au 30 mai. Cet événement est un forum qui étudie 

l’économie de la production et des choix alimentaires, et l’influence des médias 

sociaux sur ces activités. Pour plus d’information, visiter le www.aaea.org/

meetings/2014-aaeaeaaecaes-joint-symposium.

> Le FoodCamp de Québec, qui a eu lieu en avril dans la vieille 

capitale, a pu compter sur Boulangerie ACE de Toronto comme 

nouveau partenaire pour son événement gastronomique, laquelle 

y a fait une présentation culinaire. 

> La compagnie québécoise Cascades inc. de Kingsey Falls  

célèbre son 50e anniversaire cette année. Pour souligner 

l’occasion, l’entreprise organise divers événements tout au long de l’année.

> Charles Langlois a été nommé nouveau président-directeur général du  

Conseil des industriels laitiers du Québec (CILQ).

> Groupe Export agroalimentaire a décerné le prix Entreprise exportatrice  

canadienne à O’Sole Mio, une compagnie de Montréal qui fabrique des pâtes  

alimentaires à partir d’ingrédients 100 % canadiens. L’entreprise, qui a été 

fondée en 1994 dans la cuisine du restaurant O’Sole Mio, a déménagé ses 

installations dans une usine à Boisbriand en 1998. Toujours soucieuse d’offrir 

le meilleur, elle construit actuellement un nouveau bâtiment de 185 000 pi ca. 

qui répondra aux normes environnementales LEED. Les produits O’Sole Mio se 

retrouvent au Canada, aux États-Unis et progressivement au Mexique.

ENBREF

MAI 2014
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étaient Southern Art et Safie Specialty Foods Company inc.
Les gagnants du concours Olive d'Or 2014 ont également été 

annoncés. Cette année, plus de 110 huiles d'olive en provenance 
de 14 pays ont été présentées, et 12 ont remporté des prix: soit 
or, argent ou bronze dans quatre catégories. Voici les gagnants 
Goutte d'or de cette année: Los Alamos du Chili, dans la catégorie 
Fruité mûr; L'Ottobratico d'Italie, dans la catégorie Fruité vert 

léger; Morellana d’Espagne, dans la catégorie Fruité vert médium; 
et Villa Magra d'Italie, dans la catégorie Fruité vert intense.

Pour en savoir plus sur le Salon, visiter le www.sialcanada.com

Que mangez-vous à Montréal?

David Buckeridge de l'Université McGill a trouvé un moyen  
de suivre les choix alimentaires des  
consommateurs de Montréal.

Le médecin de santé publique et 
professeur agrégé au Département 
d’épidémiologie, de biostatistique et de 
santé au travail de la Faculté de médecine 
puise dans mêmes données numériques 
utilisées par les spécialistes en marketing 

DEUX LAITERIES  
CANADIENNES  
FUSIONNENT
Le mois dernier, la coopérative 

Agropur de Longueuil et Dairytown 

Products ltd de Sussex au Nouveau-

Brunswick ont conclu une entente 

de principe visant la fusion des deux 

organisations. 

La coopérative Agropur est la 

propriété des 3348 producteurs de lait 

qui en sont membres. Elle transforme 

plus de 3,3 milliards de litres de lait par 

année dans ses 31 usines réparties 

en Amérique du Nord, générant un 

chiffre d’affaires annuel de plus de 3,8 

milliards $.

Dairytown Products est un fournis-

seur spécialisé de produits laitiers 

et d’ingrédients destinés à la vente 

au détail, aux services alimentaires 

et autres transformations, ainsi que 

de beurre, poudre de lait écrémé et 

mélanges de poudres de lait. Elle 

emploie 189 

personnes et 

est constituée de 

207 bénéficiaires 

qui sont tous 

des producteurs 

laitiers du Nou-

veau-Brunswick.
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pour promouvoir les produits alimen-
taires. En utilisant ces données, le  
professeur Buckeridge espère voir ce  
que les Montréalais mangent quartier  
par quartier.

Ce genre de connaissance — et nouvelle 
approche — aidera les organismes de 
santé publique dans leurs efforts visant à 
encourager les consommateurs à adopter 
un régime alimentaire plus sain.

“Nous collaborons avec les organismes 
de santé publique afin de déterminer 
comment les méthodes que nous avons 
conçues peuvent être utilisées pour 
réaliser le suivi des aliments consommés 
dans un quartier, et permettre d’élaborer 
des stratégies favorisant l’adoption de 
régimes alimentaires plus sains. Les 
données dont nous disposons indiquent 
clairement que la promotion de saines 
habitudes alimentaires contribue à  
prévenir les problèmes de santé, à en 
diminuer la fréquence, à améliorer la 
qualité de vie et à réduire les coûts liés 
aux soins de santé”, affirme le professeur 
Buckeridge, qui est également chercheur 
à l’Institut de recherche du Centre uni-
versitaire de santé McGill (IR-CUSM).

C'est comment vous vous 
sentez à l'intérieur
Danone Canada et la star d'origine 
colombienne Shakira? On pourrait croire 
à un mauvais jumelage, mais tous les 
deux croient que vous devez d’abord 
prendre soin de votre santé à l'intérieur. 
C’est ainsi qu’ensemble, ils ont lancé le 
16 mars la toute première campagne de 
marketing mondiale de Danone Canada 
incluant de la publicité télé, numérique, 
imprimée, extérieure et en magasin, ainsi 
que des activités de relations publiques.

Le coup d'envoi de la campagne s’est 
fait par la diffusion d'un nouveau message 
télé dans 50 pays, lequel donnera vie à 
l'initiative d'Activia “Se sentir bien, ça 
commence à l'intérieur”. Ce nouveau 

concept créatif s'inspire de la danse pour 
faire sourire votre ventre. Tournée à 
Barcelone, la nouvelle pub télé présente 
Shakira dans une forêt imaginaire, 
entourée d'une poussière d'étoiles dorées 
et dansant pour exprimer son bien-être 
intérieur. 

Prenez de l’expansion en augmentant 
votre capacité de production

«Grâce au système de surgélation   

 cryogénique de Praxair, notre 
client a rapatrié sous un même toit     
     l’ensemble de sa production,
     réduit ses coûts et

       amélioré le contrôle
      de la qualité.»

— Norman Leung                  
Ingénieur d’application,

Marketing, Praxair 

Résultats

Livraisons ponctuelles

Contrôle de la qualité des produits 
transformés à l’usine (température,
rendement et apparence)

Capacité de production accrue (1 000 kg 
de poitrines de poulet par heure)

Occasion avantageuse pour le client : 
Ramener sous un même toit la portion 
externalisée de la production en la faisant 
passer à 1 000 kg/h.

Défi à surmonter :
Contraintes d’espace limitant l’expansion. 

Solution Praxair :
Mise à niveau d’un tunnel de surgélation 
ColdFront™ à l’azote ou au dioxyde de 
carbone, redimensionné sur mesure.

Maîtrisez la chaîne du froid et optimisez vos procédés 
en faisant confiance à Praxair. Soyez certain d’obtenir 
la meilleure qualité possible de produits, durée de 
conservation et marges bénéficiaires. Contactez-
nous pour un audit gratuit de votre procédé  au  
514 856-7334 ou rendez-nous visite sur www.praxair.ca

© Copyright 2012, Praxair Technology, Inc. Tous droits réservés. Praxair, le Jet d’air du logo, Solutions de productivité pour notre planète et 
ColdFront sont des marques de commerce ou déposées de Praxair Technology, Inc. aux États-Unis et/ou d’autres pays.
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Chez Unisource, nous abordons la conception des  
emballages avec une approche fondée sur l’innovation. 

Nous mettons l’accent sur le développement  
de solutions qui vous aident à vous démarquer de  

la concurrence et à améliorer votre productivité,  
grâce aux services suivants :

Conception technique  
Conception graphique  

Mise à l’essai des emballages et des matériaux  
Prototypage rapide    

Gestion de programme de bout en bout

Communiquez avec nous aujourd’hui même  
pour découvrir comment un bon emballage  

peut générer un impact positif pour votre entreprise  
et propulser votre marque.

Visitez notre bibliothèque d’études de cas à 
www.unisourceemballage.ca

1.800.unisource

l’emballage réinventé
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M
NP est fier d’avoir travaillé en collaboration avec 
le Conseil de la transformation alimentaire et des 
produits de consommation et Food In Canada 
afin de fournir aux sociétés bioalimentaires du 

Québec un forum leur permettant de partager leurs connais-
sances et leurs points de vue.

Le secteur est loin d’être figé. Le paysage change. La croissance 
démographique dans les pays voisins, comme les États-Unis et le 
Mexique, représente de nouveaux segments de marchés à exploiter,  
et l’avancement des négociations vers un accord commercial  
entre le Canada et l’Union européenne permet d’entrevoir un 
tout nouveau potentiel sur le marché de l’exportation. Par contre, 
l’ouverture de nouveaux marchés comporte son lot de défis, car 
en même temps de nouveaux concurrents font leur entrée sur les 
marchés intérieurs et les sociétés doivent se tenir à l’affût et être 
prêt à répondre aux besoins émergeants des consommateurs. Des 
actions visant la réciprocité des normes entre les différents pays 
sont nécessaires pour maintenir la qualité et les profits dans un 
environnement équitable.

Il existe des possibilités d’innovation dans le service à la  
clientèle, les nouvelles gammes de produits, l’emballage et les 
pratiques de production allégée. La demande des consommateurs 
pour des produits spécialisés en matière de santé et de bien-être, 

des produits locaux frais et des produits artisanaux est forte sur 
les marchés intérieurs et étrangers. 

L’avantage concurrentiel des sociétés bioalimentaires québé-
coises est enraciné dans son héritage, sa culture et sa capacité 
d’innovation, grâce à la valeur et à l’attrait des produits. Les 
marchés à l’intérieur et à l’extérieur du Québec reconnaissent la 
grande qualité et le caractère unique  des produits du Québec. 
Les sociétés ont tout avantage à profiter de ces atouts.

MNP est très heureux de fournir une plateforme de discussion  
aux sociétés qui représentent fièrement le Québec. En tant 
qu’experts du secteur, nous continuerons à les soutenir par des 
initiatives d’affaires tout au long de leur développement sur les 
différents marchés. Nous sommes convaincus que l’année à venir 
sera porteuse de grands succès. 

Glenn Fraser, vice-président et 

directeur national, Transformation 

bioalimentaire, et Sheldon Krakower, 

associé et directeur, Transformation  

bioalimentaire pour le Québec, 

MNP sencrl, srl.

TIREZ PARTI DU PRÉSENT POUR 
CONNAÎTRE LE SUCCÈS DEMAIN
CAPITALISER SUR L’EXPORTATION, LES TENDANCES DE MARCHÉ ET LE POSITIONNEMENT

Ph
ot

os
 : 

Ry
an

 B
la

u,
 P

B
L 

ph
ot

og
ra

ph
y

TRANSFORMATION BIOALIMENTAIRE

57-64_Roundtable.indd   57 14-04-24   11:24 AM



58    MAI 2014

TABLERONDE

Sylvie Cloutier — Je propose de faire un tour de table afin de permettre à 
chacun de présenter brièvement son entreprise. 
Mike Leahy — Les Vergers Leahy a débuté ses activités de transformation 
des pommes en 1980. Notre équipe compte 240 employés.
Nicolas Pouliot — Les Aliments O’Sole Mio est une entreprise familiale 
dont l’expérience culinaire remonte à 40 ans, laquelle fabrique des pâtes et 
des sauces fraîches que l’on retrouve au Québec, au Canada, aux États-Unis 
et au Mexique. 
Élisabeth Bélanger — La Maison Orphée est également une compagnie 
familiale qui s’est tout d’abord concentrée sur l’importation. En affaires 
depuis 30 ans, nous fabriquons aujourd’hui de l’huile première pression à 
froid, de la moutarde et du vinaigre. Nous sommes surtout reconnus pour 
nos produits biologiques. 
George Tiritidis — Les Aliments Expresco est un transformateur de 
produits de viande à valeur ajoutée, notamment des brochettes, ainsi que 
des lanières et des ailes de poulet. Notre société exerce ses activités depuis 
25 ans et nous exportons en Amérique du Nord, surtout aux États-Unis.
Charles Crawford — Domaine Pinnacle a commencé ses activités en 
2000. Comme M. Leahy, nous sommes un producteur de pommes, avec 
lesquelles nous fabriquons notre produit principal: le cidre de glace. 
Toutefois, nous avons récemment développé une gamme de liqueurs à 
base de sirop d’érable et de spiritueux. Nos produits sont disponibles au 
Québec, au Canada et dans une cinquantaine d’autres pays. 
Martin Plante — Citadelle se veut une coopérative regroupant 2 000 
familles québécoises d’acériculteurs avant tout, mais aussi d’apiculteurs et 
de producteurs de canneberges. Nous cumulons 90 ans d’histoire et sommes 
présents dans 45 pays sur cinq continents. Nos 300 employés assurent le 
bon fonctionnement de six usines et d’un centre de distribution. Nous 
exploitons également cinq bistrots-boutiques Les Délices de l’érable.  

Daniel Vielfaure — Bonduelle est une entreprise mondiale de transformation 
de légumes en conserves et surgelés. En ce qui me concerne, je m’occupe du 
territoire couvert par les trois Amériques. 
Dominique Bohec — La petite Bretonne est un fabricant de croissants,  
madeleines, chocolatines… en affaires depuis tout près de 50 ans.  
Détenue par mes parents, l’entreprise exporte dans tout le Canada, les 
États-Unis, les Caraïbes et le Mexique. 
Sylvie Cloutier — Que pensez-vous des nouvelles occasions d’affaires  
générées par la population croissante en Asie, le redressement 
économique aux États-Unis et les récents accords Canada-Europe?  

Table ronde des leaders 
MNP/CTAC 2014 
S’adapter et se distinguer dans un 
marché en constante évolution

P
our une deuxième année consécutive, le 
magazine national Food in Canada ouvre 
les pages de son supplément Accent alimen-
taire sur le Québec au cabinet de services 

conseils MNP SENCRL, srl, en collaboration avec le 
Conseil de la transformation agroalimentaire et des 
produits de consommation (CTAC), dans le cadre 
d’une table ronde réunissant des joueurs majeurs de 
l’industrie, visant à faire le point sur les enjeux et les 
défis du milieu. 

“S’adapter et se distinguer dans un marché en con-
stante évolution”, voilà le thème autour duquel nos 
invités échangeront, mettant en lumière les aspects qui 
concernent davantage leur secteur d’activité et soulevant 
les dynamiques et préoccupations qui les animent. Lais-
sons les hôtes de cette rencontre amorcer la discussion. 

Mieux connaître pour mieux aider
Je tiens tout d’abord à souhaiter la bienvenue à tous 
les participants. Il est important pour MNP de con-
naître les réalités dans lesquelles évoluent nos clients 
du secteur bioalimentaire afin de mieux les assister 
dans leur croissance. Avec plus de 80 bureaux, depuis 
le Québec jusqu’à la Colombie-Britannique, MNP 
est le 6e plus important cabinet-comptable au Can-
ada, ce qui nous a permis de développer une offre de 
services-conseils et de solutions comptables spécialisées 
dans le domaine de la transformation bioalimentaire. 
Henry Rosenblum 

Conseiller principal, MNP SENCRL, srl

Solidaire des défis à relever
En tant que principal regroupement d’entreprises 
dans le secteur de la transformation et de la distri-
bution alimentaire au Québec, le CTAC s’emploie à 
mettre en valeur la compétitivité de ses membres sur 
les marchés québécois, canadien et extérieurs. Dans 
cet esprit, il entretient des liens étroits avec ces der-
niers pour mieux cibler et répondre à leurs besoins. 
Cette rencontre sert cet objectif.
Sylvie Cloutier

Présidente-directrice générale, CTAC

“Certains segments de l’industrie  
doivent composer avec des systèmes  
de quotas. ”  —  George Tiritidis 
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S’agit-il d’occasions d’exportation à saisir pour les transformateurs québécois? 
M. Plante — C’est certain que l’exportation comporte son lot d’avantages, 
mais il ne faut pas s’y lancer n’importe comment; surtout, il faut s’armer de 
patience. En fait, les ententes commerciales sont le nerf de la guerre. Nous 
devons conclure rapidement l’entente commerciale Canada-Europe afin de 
profiter des avantages commerciaux qu’elle nous procure. Par exemple, dans 
les secteurs de la canneberge ou de l’érable, il est facile d’imaginer l’impact 
lourdement négatif qu’aurait une entente américaine sur la transformation 
canadienne. 

C. Crawford — J’aimerais ajouter aux propos de Martin que dans notre cas, 
comme petite entreprise qui a misé sur l’exportation dès ses débuts, trouver 
des partenaires stratégiques à l’étranger a donné une toute autre perspective 
à notre expérience d’exportation. À titre d’exemple, nous avons conclu une 
entente avec la compagnie Camus à Cognac il y a une dizaine d’années, grâce 
à laquelle nous avons pu accéder, entre autres, aux marchés de Russie et de 
Hong Kong. Les bureaux commerciaux du Canada et du Québec constituent 
aussi une ressource efficace et peu dispendieuse pour entamer une démarche 
d’exportation. 
S. Cloutier — En ce qui concerne la Corée du Sud comme nouveau 
marché, s’agit-il d’une bonne occasion?
C. Crawford — Oui, c’est excellent, surtout à long terme. En outre, comme 
nos ressources ne sont pas illimitées, je crois qu’il importe d’identifier nos 
marchés clés et d’y concentrer nos efforts. 
D. Vielfaure — Moi aussi je trouve que l’élimination des tarifs contre-
productifs rendue possible par de telles ententes s’avère très positive, 
surtout lorsqu’on peut vendre à une de nos compagnies sur place pour 
économiser des frais de douane, comme cette dernière s’occupera de 
l’approvisionnement local.
S. Cloutier — Et du côté américain, le fait que notre dollar soit plus 
faible…
D. Vielfaure — Cet avantage est toujours le bienvenu, mais cet aspect affecte 
moins notre entreprise comme on produit beaucoup de l’autre côté de la 
frontière. La baisse du dollar canadien aide un peu mais pour Bonduelle, 
elle n’a plus le même impact que par le passé.
N. Pouliot — De notre côté, comme 50 % de nos activités d’exportation  
se déroulent aux États-Unis et au Mexique, la devise devient un facteur 
important. Nous aussi, nous misons sur des ententes avec des partenaires. 
Des accords comme l’ALENA peuvent aussi faciliter les choses, mais  
notre présence à long terme sur ces marchés — en participant aux foires 

alimentaires, par exemple — crée un sentiment de 
continuité qui inspire la confiance et ouvre la porte à 
de nouveaux partenariats.
G. Tiritidis — J’ajouterais que certains segments de 
l’industrie doivent composer avec des systèmes de 
quotas. Par ailleurs, il ne faut pas oublier que, dans 
un contexte de libre-échange, les partenaires étrang-
ers visent également à exporter leurs produits chez 
nous. La gestion de l’offre aurait donc intérêt à être 
revue pour s’assurer d’un équilibre entre les marchés 
d’exportation visés et l’accès à notre marché local.
D. Bohec — Je suis d’accord avec ce point; nous 
devons avant tout être hautement compétitifs sur 
notre propre territoire pour contrer la menace 
d’importation qui vient avec le libre-échange. 
É. Bélanger — Pour nos premiers pas en exportation, 
nous nous sommes aussi tournés vers le sol américain. 
Le prix du dollar est un incitatif favorable, mais plus 
important encore, leur reprise économique ouvre 
la porte aux marchés de niche comme le nôtre. De 
plus, comme les gens sont de plus en plus sensibilisés 
à leur santé, il y a une tendance générale vers les 

aliments sains. Nous appliquons la même recette 
là-bas : nous assistons à des foires et nous tentons de 
trouver les distributeurs qui conviennent le mieux à 
notre marché, en termes de grosseur et de vocation.
D. Bohec — Pour La petite Bretonne, le marché 
d’exportation de prédilection s’avère également les 
États-Unis. En fait, les Européens veulent venir au 
Canada pour aller aux États-Unis, et nous som-
mes juste à côté… Par contre, je ne conseillerais à 
personne qui part en affaires de vouloir exporter le 
premier jour. C’est une dépense incroyable qui ne 
se rentabilise qu’à long terme. Comme Charles l’a 
fait avec Camus, nous avons conclu des ententes de 
distribution — et de coemballage dans notre cas — 
avec des gens sur place. 

“Comme les gens  
sont de plus en plus 
sensibilisés à leur  
santé, il y a une  
tendance générale  
vers les aliments sains. ” 
 — Élisabeth Bélanger

“Nous devons avant tout être hautement 
compétitifs sur notre propre territoire pour 
contrer la menace d’importation. ” — Dominique Bohec 
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S. Cloutier — Est-ce que vous adaptez vos stratégies 
en fonction des tendances d’achat local, d’achat 
santé ou d’achat spécialisé (généré, entre autres, 
par la population vieillissante et les communautés 
ethniques)?
M. Plante — Il est bien connu que le sirop d’érable, 
le miel et la canneberge sont excellents pour la santé. 
Alors, on mise sur ses aspects tout en s’adaptant 
au gout du jour. Par exemple, on a créé un beurre 
d’érable au gingembre qui vise la culture asiatique et 
on vient de développer un miel de type thaï. On fait 
aussi vivre des expériences culinaires à nos produits 
traditionnels, comme nous l’avons fait au mois de 
mars dans nos bistrots-boutiques en offrant un bar  
à tire d’érable parfumée à la Crème Irlandaise et 
autres saveurs.  
N. Pouliot — Je comprends Martin et l’aspect 
d’innovation des saveurs, cependant quand tu 
t’appelles O’Sole Mio, c’est difficile de faire dans 
le thaï. Par contre, on mise beaucoup sur la santé. 
D’ailleurs, on a récemment importé des pâtes 
sèches sans gluten contenant des omégas et autres 
ingrédients santé pour répondre aux besoins des 
consommateurs. Néanmoins, 95 % de nos produits 
proviennent du Canada.
É. Bélanger — C’est également notre expérience depuis 
30 ans : la qualité a quelque chose d’authentique. 
Voilà pourquoi nous misons sur le bio. Pour nous, 
c’est un courant porteur plus significatif que le côté 
ethnique.

D. Bohec — Nous, on se réjouit de l’arrivée des  
ethnies, pour la bonne raison que les croissants  
font souvent déjà partie de leurs habitudes alimen-
taires. En ce qui concerne les personnes âgées, nous 
avons commencé à réduire les formats, car c’est ce 

qu’elles demandent. J’aimerais aussi souligner que nous sommes en train 
d’évaluer si nous allons mettre le logo “Aliment du Québec” sur tous nos 
emballages, étant donné la bonne réputation dont jouissent plusieurs 
produits québécois. 
S. Cloutier — Comment vivez-vous les changements réglementaires,  
que ce soit ici ou à l’étranger? L’importation est-elle soumise aux mêmes 
règles? 
D. Vielfaure — Pour ma part, la deuxième partie de la question me  
préoccupe davantage, puisqu’à l’exportation, nos produits répondent aux  
différentes normes exigées. Par contre, que nous constations que des 
produits de normes différentes entrent ici sans trop de surveillance, pour 
toutes sortes de raisons, je trouve ça plus difficile à accepter.

M. Leahy — Je suis d’accord avec Daniel : les normes agroalimentaires et de 
salubrité au Québec et au Canada ne sont pas problématiques, au contraire; 
elles garantissent un standard aux consommateurs. Par contre, il est tout  
à fait inéquitable que la concurrence, en provenance des États-Unis et 
outre-mer, ne soient pas soumise aux mêmes règles, surtout que s’y  
conformer coûte de l’argent aux producteurs et aux transformateurs d’ici.
G. Tiritidis —Je pense que pour aspirer à faire sérieusement de l’exportation 
à l’échelle mondiale, il faut que les entreprises prennent les devants en 
matière de réglementation. Tout le monde devrait répondre aux normes 
GFSI (Initiative mondiale de la sécurité alimentaire). De cette façon, on 
éliminerait les iniquités exportation/importation.
N. Pouliot —Justement, il y a trois ans, un de nos clients majeurs a exigé 
que nous soyons certifiés GFSI. Comme nous ne voulions pas perdre sa 
clientèle, six mois plus tard nous avions notre certification. D’ailleurs,  
plusieurs appels d’offres incluent désormais cette condition. 
Lucie Chouinard, MNP — J’aimerais revenir sur la question de Sylvie concernant 
les aliments santé et de spécialité. Ça fait 20 ans qu’on en parle, mais  
dans le concret, est-ce que les gens ont vraiment changé leur habitude  
de consommation?
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entreprises qui interviennent dans toute la chaîne, de la ferme à l’assiette. 
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“Trouver des  
partenaires straté-
giques à l’étranger a 
donné une toute autre 
perspective à notre  
expérience 
d’exportation. ” —  Charles Crawford 

“La baisse du dollar canadien aide un peu 
mais pour Bonduelle, elle n’a plus le même 
impact que par le passé. ” —  Daniel Vielfaure 

“Les normes agroalimentaires et de  
salubrité au Québec et au Canada […] 
garantissent un standard aux  
consommateurs. ” —  Mike Leahy

57-64_Roundtable.indd   60 14-04-23   6:20 PM



Fier partenaire de la Table  
ronde des leaders du Québec
MNP est fier d’avoir participé avec des leaders québécois du domaine bioalimentaire à la table ronde qui portait sur les tendances 
du marché, l’environnement externe et le positionnement stratégique. Dans le marché complexe actuel, ces questions touchent 
autant les fabricants et les distributeurs que les détaillants.

MNP élabore des solutions stratégiques personnalisées en matière de services-conseils, de comptabilité et de fiscalité pour les 
entreprises qui interviennent dans toute la chaîne, de la ferme à l’assiette. 

Pour découvrir comment MNP peut vous aider, communiquez avec les membres de l’équipe du Québec : Lucie Chouinard 
(lucie.chouinard@mnp.ca), Sheldon Krakower (sheldon.krakower@mnp.ca), Isabelle Renaud (isabelle.renaud@mnp.ca) ou 
Henry Rosenblum (henry.rosenblum@mnp.ca) au 514.861.9724.

COMPTABILITÉ › CONSULTATION › FISCALITÉ

57-64_Roundtable.indd   61 14-04-23   6:20 PM

mailto:lucie.chouinard@mnp.ca
mailto:sheldon.krakower@mnp.ca
mailto:isabelle.renaud@mnp.ca
mailto:henry.rosenblum@mnp.ca


62    MAI 2014

TABLERONDE

D. Bohec — Moi je dis toujours qu’il faut innover, 
mais pas être trop en avance. Si les consommateurs 
ne sont pas prêts pour ton produit, il ne se vendra 
pas. À l’heure actuelle, on mise sur la farine non 
blanchie, on développe des produits sans agent de 
conservation, on épure notre étiquette, ce qui est très 
“tendance”. On se tient en avant de la vague, mais 
pas trop loin en avant.

É. Bélanger — C’est vrai qu’il arrive qu’on développe 
des produits qui dépassent les attentes des clients, 
et ça nous coûte de l’argent. Par contre, quelque 
part, c’est incrusté dans l’ADN de notre entreprise. 
Nous avons toujours considéré la santé comme un 
aspect des plus importants, mais sans négliger la 
notion de plaisir, sans laquelle les consommateurs 
n’achèteraient pas nos produits.
C. Crawford — C’est également notre expérience  
que le plaisir doit être au rendez-vous, avec le  
sentiment que le produit que nous consommons  
est authentique. À titre d’exemple, nous avons  
développé une liqueur d’érable, “Coureur des  
Bois”, uniquement constituée de sirop de première 
qualité.  
La réponse des consommateurs a été spectaculaire. 
M. Plante — J’ajouterais que pour se démarquer, 
l’innovation est un incontournable. Nous avons la 
chance de pouvoir tester nos nouveaux produits  
dans nos boutiques, pour ensuite documenter leur 
pénétration dans le marché lorsque nous les  
proposons aux grandes chaînes.
L. Chouinard — Et qu’en est-il de la dynamique  
entourant l’achat des produits locaux et de 
l’efficacité des politiques d’exportation?

M. Leahy — Nous considérons que transiger à cinq ou six heures de chez 
nous, c’est faire affaires avec le marché local, donc New York, Philadelphie, 
Boston, Toronto. À l’heure actuelle, environ 50% de nos ventes sont  
dirigées vers les marchés américains.
G. Tiritidis — Il est primordial de trouver des solutions créatives pour  
demeurer compétitif. Par exemple, nous avons relevé le défi d’offrir des 
produits frais jusqu’en Californie. Comme nous expédions en chargement 
partiel (LTL) à chaque semaine, nous avons conclu un partenariat pour 
partager le transport et diminuer nos coûts.
D. Bohec — Nous avons fait quelque chose de similaire pour l’exportation 
de nos croissants. Étant donné leur légèreté, nous nous sommes trouvés un 
partenaire qui occupe la partie inférieure des conteneurs avec de la viande, 
comme son poids limite leur remplissage.
L. Chouinard — De quelle façon la notion très en vogue du développement 
durable a-t-elle modifié votre façon de faire? 
G. Tiritidis — Elle a certainement un impact quand nous nous adressons à  
des distributeurs, mais je ne crois pas qu’elle ait un réel effet sur le  
consommateur, en tous cas, pas autant que la réduction des emballages  
sur laquelle nous misons beaucoup.
É. Bélanger — Chez nous aussi, l’emballage est un réel défi, pour les coûts  
qui y sont associés, mais aussi pour les avenues de recycler davantage. Je 
crois que ce défi mérite d’être relevé avec conviction puisqu’il s’agit en 
quelque sorte de notre héritage aux générations futures.

C. Crawford — L’emballage fait assurément une différence dans le succès d’un 
produit, tout comme l’image qu’il évoque dans certains cas. Par exemple, le 
produit “Coureur des Bois” que nous avons lancé au Québec a eu un gros 
succès, que nous attribuons en partie à son nom et à son image folklorique. 
Par contre, dans le reste du Canada, cette image n’évoquait rien. Nous 
avons donc changé son appellation pour “Cabot Trail” sur ces marchés,  
et la différence a été marquante.
D. Vielfaure — C’est exact, et j’ajouterais que l’image corporative est  
probablement la grande gagnante des bonnes pratiques environnementales 
d’une organisation, tel un emballage responsable. C’est vrai que ces  
pratiques ont un prix, mais elles permettent également souvent de réaliser 
des économies significatives, en termes d’efficacité énergétique, de  
consommation d’eau, de productivité, etc. 
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“Nous devons  
conclure rapidement 
l’entente commerciale 
Canada-Europe afin de 
profiter des avantages 
commerciaux qu’elle 
nous procure. ” — Martin Plante

“Notre présence à long terme sur ces 
marchés […] crée un sentiment de  
continuité qui inspire la confiance. ” — Nicolas Pouliot
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