SECTION 3

Key Trends That Are
Driving The Canadian
Grocery Industry

Section 3

Section 3 will explore the
primary and secondary
consumer and retail trends
in the food industry and
discuss the impact that
these trends are having
on the food industry value
chain. Section 3 will also
focus on how trends create
both opportunities in the
retail environment and
barriers to entry. Content
will be provided on how to
monitor and react to the
opportunities that these
trends will create in the
food industry.
Content will identify what
constitutes a trend, how trends are formed,
how long they last and the strategic importance
of using trend information to develop both new
products and to position new and existing food
products in the marketplace.

existing product in the market. The secondary
food trends include the following:
1. Local
2. Ethnic

Content will also focus in detail on the four
primary trends that are currently driving the
food industry and the necessity of “value add”
food products being positioned in one or more
of these primary or secondary trend categories.

3. Functional foods
4. Fair Trade
5. Slow foods

1. Health and Wellness

6. Low sodium/low fat

2. Indulgence/Premium

7. Budget and smart choices

3. Convenience

8. Portion size

4. Social

9. Environment (packaging/food miles)

Section 3 will also discuss how secondary food
trends can have a significant impact on product
development and the positioning of a new or

10. Shopping experience (smaller/local/
store within a store)
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Content will discuss how a combination of two or
three primary and secondary trends can position
a value added product at retail and provide a
competitive advantage through “differentiation”.

also provide opportunities for innovative food
companies.

Examples of products that have been positioned
to capture both primary and secondary trends
will be provided. Content will show how these
products can command both market share and
premium margins at retail.

2. Changing shopper buying behavior

1. Competition/Consolidation

3. Margin capture versus price wars
4. Private label broadening and deepening
5. Convenience redefined
6. Increased reliance on technology (e.g.
RFID, Scanning Data)
7. QA and complete traceability
8. New store formats and locations
9. Food grocery and food service converge
10. More non-food and complementary
services

Overlaid in the content will be the necessity of
developing effective and functional value chains
to keep abreast of market trends. Content will
also discuss how value chains can be critical to
the development and marketing of food products
that fit into the opportunities presented by these
market trends.

Section 3 Overview

Content will also discuss how food companies
such as Kraft, Heinz, General Mills and Mars are
repositioning and reformulating products to take
advantage of primary, secondary and emerging
food trends.
Content in Section 3 will identify and discuss
some of the following key retail trends in the
Canadian market. The content will discuss
how retail trends impact food vendors and
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Food, clothing and shelter are primal needs,
however, in Canada consumers have a wide
range of choices as to what food to eat, where
to buy it, how much to buy, and where to eat
it. And usually consumers in Canada usually
do this 2 or 3 times a day. There is a complex
and highly evolved food industry infrastructure
that ensures that Canadian consumers have
the type of food that they want, when they want
it and in the quantities that are affordable. In
point of fact, for the first time in human history
there are more people on the planet who are
overweight (1.8 billion) than are underweight
(800 million).
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everyone in the food industry, to one degree or
another for the next 5-10 years.
The development of trends is based on several
factors not the least of which are societal
norms and concerns. Primary influences on
food trends also mirror trends and concerns in
society:
• Psychographics (environmental concerns,
health concerns, food safety, trust in the
food system, bottled water, tainted meat,
pet food, urban growth)

Consumers in Canada make decisions every
day about what food to purchase. Canadians
will impulsively buy up to 70% of our food and
throw away, uneaten, approximately 10%-30%
of all the food we purchase. As consumers,
up to 75% of our decisions as to what product
or brand to purchase is made in the store
standing for 3 – 5 seconds in front of the shelf.

• Demographics (population age and
growth, education, income levels,
spending habits, immigration, family size,
ethnic blend)
• Economic (employment, real disposable
income, pricing of substitutes, food
distribution, food sourcing)

Canadians purchase food based on a variety
of feelings, beliefs, perceptions, moods and
views. The food industry spends a great
deal of time and resources in attempting to
discover what consumers are looking for in the
way of food products, and in developing and
launching new products and line extensions
(over 40,000 worldwide per annum) to meet
anticipated consumer needs.

• Information (internet, knowledge transfer,
communications)
• Technology (packaging, processing)
• Logistics (distribution, transportation,
sourcing)

Trends in the food industry are ignored by
food companies and retailers at their peril. The
market is relentless and ruthless in eliminating
those products and companies that do not
meet some of the major consumer trends in
the food industry.

• Safety (food standards, labeling laws,
legislation, NAFTA, international
agreements)

Information
What is a food trend?

Information has become a key driver to
developing, maintaining and reinforcing food
trends. The consumer in North America,
Europe and in the Far East has access
to information that influences purchases.
Information on food safety, nutrition, the

It is useful to understand that while trends in
the food industry take approximately 5 years to
develop, they also take 5 years to decline. The
trends that are in the market today will impact
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environment, food pricing and other factors is
readily and instantly available to the consumer.
Word of mouth can build or destroy a product.
Blogs, chat rooms, social media and websites
are all forums for disseminating information
and building trends and brands.
Major trends in the food industry over the
past ten years have remained consistent and
sub-trends or fads emerge frequently then
disappear. Some sub-trends that emerged
several years ago, such as organic, natural and
local food, have become mainstream and part
of trends related to health and society.

Food Trends

Brand and Product Positioning

There are four primary and six secondary
trends that have emerged in the food industry
over the past 10 years.

It is important for all companies in the food
industry in Canada to understand the major
trends and the impact that these trends have
on the purchase decision. It is obviously more
advantageous, from a marketing perspective,
to position both existing and new food products
in such a manner as to fall under the “umbrella”
of one or several of the major trends.

Primary Trends
1. Health and Wellness
2. Premium/Indulgence
3. Convenience

Brands that respond to the various key trends
have a distinct advantage over other brands
that ignore these trends. Thousands of
existing food brands have been reformulated
and repositioned to be healthy, green and
safe. They make the claim that they are low
in salt, lower in fat, higher in fibre, use local
ingredients, are natural, are pure, are organic,
or are more green and the list goes on. These
repositioned brands understand that consumer
will not only respond to these claims but will
purchase fewer of the products that have not
been reformulated to meet current trends.

4. Social
Secondary Trends
1. Functional foods
2. Organics/Natural/Pure
3. Local
4. Fair Trade
5. Environment
6. Smart shopper
4

Section 3

• Sodium levels
• Artificial colors and ingredients
• Food safety
• Chemical additives
• Pesticides on food
• Aging and skin care

Health and Wellness

• Mental well being

As is the case in most sectors across the
industry, increasing awareness on the health
benefits and risks associated with food and
drink has led to a consistent drive by consumers
towards buying healthier and more nutritious
products. Consumers in most demographic and
psychographic groups are becoming increasingly
concerned about not only their own health but
their family’s health and wellness.

A recent Data Monitor survey found that 67% of
Europeans and North Americans made active
attempts to eat healthier in 2010-2011. The
demand for “better-for-you” food products has
resulted in manufacturers making concerted
efforts to reformulate food products. Surveys
also indicate that the health and wellness trend
cuts across virtually all demographic lines.
Reports indicate that there were 17% more
better-for-you products launched in the U.S. in
2009 than in 2008. For example, there were
198 low, no, or reduced fat bakery products
launched in the U.S. in 2010, up from 197
in 2009. In fact, most new bread and bread
product launches over the past three years
have been positioned in the health and
wellness category.

Food manufacturers and retailers have been
responding to this increasing demand for
“better-for-you” food products. This trend is also
evident by the pressures from governments
and regulators to reduce sugar, salt, trans fats,
artificial dyes and colors in both current and
future food products.
The health and wellness consumers have
concerns about range from a number of health
related issues:

Similarly, there were 43 healthy-for-you soup
products launched in 2010 in the U.S., and
there have been over
1,435 new functional foods
and beverages launched
in the U.S. over the past
5 years. According to the
Package Facts report
“Baby Boomer Attitudes
and Opportunities At
Home, At Work and On
the Road”, baby boomers
are trying to eat their way
to a younger complexion
with fresh, natural foods
which offer “ageless health
and beauty”.

• Obesity
• Diabetes
• Trans and saturated fat
• Nutrition
• Cardiovascular disease
• Colon and other cancers
• High blood pressure
• Sugar levels
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products and non-carbonated beverages which
highlight health claims for ingredients such as
fibre or whole grains, fruits, omega-3 or other
natural additives.

The number of North Americans eating
healthier has increased, according to NPD
Group’s National Eating Trends report. It finds
that at least once in a two-week period, more
than 80% of North Americans are consuming
reduced-fat foods, and over half of them are
eating reduced-calorie, whole-grain or fortified
foods. In addition to these foods, other “betterfor-you” items consumed include diet, light,
reduced-cholesterol, reduced-sodium, caffeinefree, sugar-free, fortified, organic and low-carb
foods. The average North American, according
to National Eating Trends, has at least two
better-for-you products a day. Sales of “healthy
for you” food products totaled $140 billion in
2011.

In the functional food business there is a term
called the “healthy halo”: public awareness plus
clinical backing plus willingness to purchase
equals healthy halo. According to a recent
report, functional foods providing health and
beauty benefits are experiencing overwhelming
growth with North Americans spending more
than $38 billion on such products in 2011.

Consumers are increasingly balancing health
concerns with pleasurable eating, spawning a
rapidly expanding healthier menu movement
in quick and full-service restaurants. Just
about one-third of the best-selling new foods
and beverages introduced in 2010–11 carried
a natural claim; one-quarter claimed added
nutrients/nutrition, high fiber/whole grain,
reduced calories or low-fat/fat-free content.
Healthy foods are dominating new channels.
Two-thirds of consumers say they’re more
likely to shop in a convenience store that
offers healthy options. The top 10 fastestgrowing drug store categories all feature edible
products, and six of them include frozen or
refrigerated products.

The average North American consumer now
spends $108 a year on functional foods and
beverages, said the report called “Emerging
Health and Wellness Culinary Trend Mapping
Report” from the Center for Culinary
Development (CCD) and Packaged Facts.

Within the healthy-for-you trend is the
functional food segment.
Functional Foods

Worldwide sales of omega 3 enhanced
products totaled $25.4 billion in 2011 and are
expected to reach $34.7 billion in 2016. In
order to meet growing competition from other
drinks, particularly in developed countries,
producers have increasingly focused on adding
functionality - in one year, over 2,300 new
functional dairy drinks were launched.

Functional foods are foods which encompass
both fresh and processed foods and claim to
have health-promoting or disease preventing
properties beyond the basic nutritional
function of supplying nutrients. These are
often described as “souped-up” versions of
foods such as breakfast cereals, juices, dairy
6

Section 3

Organic Foods

for children. Parents report to
be “investing in their children’s
health”, however organic is now
being included among several
“symbolic” distinctions of equal
importance (kosher) subsumed
under the moniker of “quality”.

The organic food market is now
mainstream and is growing at
17-25% per annum based on the
category of product. The organic
market in Canada in 2011 was
$2.6 billion (twice the size of the
hockey equipment business)
and approximately $56 billion
worldwide. Growth in the conventional food
market is 2-4% per annum. Organic food sales
grew by 9.5% in the U.S in 2011 and totaled
over $30.0 billion.

The concept of “fresh”
products, which is often
linked intrinsically in the minds of consumers
to organics, has moved to the forefront of
importance for conventional consumers.
Concerns for quality and health mean that
consumers are drawn to fresh organic
categories which offer the perceived benefits of
being hormone or pesticide free. These include
dairy, fruit, vegetables, prepared foods, meats,
breads, juices and pasta.

Consumers are increasingly concerned about
hormones and antibiotics, food dyes, and
pesticide residues in or on food and their
impact on family health.
According to the Hartman Group surveys in
2012, the number of consumers using organics
in the U.S. now totals 74%. Surveys also found
that 67% prefer to buy natural and organic
foods to conventional foods, if prices are
comparable.

As the perception of health and taste
(indulgence, not tree bark) benefits from
organic products drive sales across all
demographics, opportunities are arising in
every sector of the food industry. While fresh
fruit, vegetables and dairy products are proving
the most popular among health conscious
consumers, more unusual groups such as beer
and vodka are also becoming successful.

However, it is no longer the case that if food
manufacturers make a product organic,
that consumers will buy it for that reason
alone. There is still an enormous amount of
opportunity in the organic category but food
companies must now be more judicial as to
where they put their investment dollars.

The perception that organic food and drinks
(perception is reality in the market place)
are also better quality and better tasting
(indulgence) results in growth in a wide range
of areas.

The Hartman Group report – “The Many Faces
of Organic” – noted that “A renaissance within
the culture of food itself has brought increasing
cultural focus on formerly fringe categories
notably, local and artisan products, as well
as categories that may link by dotted lines
to organics, but can also stand on their own
(including Fair Trade, SPCA Certified, cage
free or free range).”
Organic certification is an important cue to
hundreds of millions of consumers as products
that contribute to healthy lifestyles, especially
7
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all respondents “strongly” (12%) or
“somewhat” (25%) agree that they
seek out natural and organic foods and
beverages.
Overall projections are that the market
for natural and organic food products
will grow by 103% between 2010 and
2015, with total annual sales exceeding
$78 billion in 2015. Helping to fuel
growth are recent moves by major
marketers and manufacturers seeking
to capitalize on consumer demand for
these products. At the beginning of 2011,
Frito-Lay North America, the $13 billion snack
food division of PepsiCo, announced that by
the end of the year, approximately half of its
product portfolio will be made with all natural
ingredients. The change will affect three of
Frito-Lay’s biggest brands: Lay’s potato chips,
Tostitos tortilla chips, and SunChips multigrain
snacks.

The organic food trend
is now mainstream
and has crossed all
demographic groups.
Organics were originally targeted at women (2545) with families seeking the healthiest options
for their children. The trend has now become
trans-demographic, migrating first down to 17-24
year olds and now up to the older generations
(45-65).
The growth in the organic meat market and
poultry market is substantial and fast food organic
restaurants are opening in the U.S. and Canada.

However, there is evidence of growing
consumer distrust in the term due to a lack
of clear definition by the FDA. For example:
in 2007 Cadbury Schweppes faced lawsuits
after making a “natural” label claim on 7UP.
The label was changed before any legal action
was taken. Tyson Foods withdrew claims on its
labels stating that their chickens “were raised
without antibiotics” after it became subject to
a lawsuit. Tyson qualified the claim to read
“chickens raised without antibiotics that impact
antibiotic resistance in humans”. That label was
also withdrawn by the company in 2008.

The primary issue facing the organic sector
is supply not consumer demand. The cost of
organic inputs has increased significantly (corn
up 60%, soy and oats up 10% and 30%) with the
result that supply is being curtailed as farmers
cannot get good returns on dairy and meat
products.
Natural
Natural foods are generally considered in the
industry to be processed foods without any
artificial ingredients or preservatives.

Industry Response

A February 2011 Packaged Facts consumer
survey found that 38% of adults who are grocery
shoppers regularly buy organic groceries, and
58% buy packaged food products marketed
as “all-natural” (but not organic). Furthermore,
the Packaged Facts survey found that 37% of
8

The food industry has responded to consumers
concerns about health and wellness by
developing and marketing products that directly
address these concerns. The response in
some areas has been rapid (functional foods,
organics, convenience and natural); slow in
others such as trans-fat reduction, and salt and
sugar reduction.
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The trend toward healthy indulgence is evident
in the health or food bar business. According
to Packaged Facts, “Health and variety are the
two major growth factors that should continue
to drive this industry forward”. Just about every
new food bar recently introduced touted either
health benefits or nutritional content while
continuing to allure consumers with provocative
ingredients and flavours that push to blur the
lines between health food and confectionery.

Most major food companies now have a
healthy-for-you offering of products and
are reformulating many existing products
to present a healthier option (reduced fat,
reduced salt, reduced sugar, no artificial
flavours, more fibre etc.)
Food retailers have responded by significantly
increasing the number of healthy-for-you
products on the shelf. Retailers have also
discovered that healthy-for-you products can,
in some cases, command a higher margin than
other products. It should also be noted that
most major retailers now offer a healthy-foryou option in their house brand or private label
products.

The smart strategy for food companies intent
on tapping the healthy indulgence market is
to focus on the ingredients consumers equate
with indulgence yet deliver healthy profiles to
the foods and beverages they enhance.

Indulgence/Premium

Convenience

The indulgent food market now embodies
much more than the products traditionally
regarded as ‘treat’ items such as confectionery,
cakes and biscuits. The indulgence trend
has widened, in-line with changing consumer
demands, to encompass premium, gourmet,
fine and speciality foods.

The average consumer today is pressed for
time. Meal preparation time has dramatically
declined over the years and is now measured
in increments of minutes, not quarter or half
hours. The generation divide in meals and meal
preparation is very stark and all indications
are that frozen meals, frozen desserts, frozen
snacks, ready-to-eat meals, semi-prepared
foods and ingredients will continue to undergo
double digit growth in the future.

The rate of new product development (NPD)
in these sectors has risen rapidly in recent
years, as time-pressured, stressed, and tired
consumers seek pleasure, relaxation and selfreward through certain food and drink products.
Consumer awareness of nutrition has also
resulted in a raft of new healthy indulgence
products.

The advent of prepared salads is a classic
example. A $2 billion industry was created
from nothing. Prepared organic salads are now
trucked from California and sold throughout
Canada.
Surveys consistently indicate that more and
more people are eating out in restaurants,
where they are experiencing exotic foods and
dishes from different cultures. The expansion
of flavour horizons that comes with this has
a trickle-down effect on manufactured foods,
since consumers would like to experience the
same taste profile at home.

People are becoming more self-indulgent in
their eating and drinking habits, which have
created marketing and NPD opportunities for
food manufacturers, suppliers and retailers.
The self-reward culture is prevalent, and will
continue to grow worldwide over the next five
years as consumers balance healthy eating
habits with the occasional treat. The desire
for healthy foods is balanced by a demand for
indulgent products that increasingly have exotic
flavours and formulations.
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FOOD PREPARATION AT HOME
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In addition, we have raised a generation of
“dashboard dinners”. A staggering 30-40% of
meals consumed outside the home are eaten
in the car. Meal preparation is considered
using the microwave to thaw out, or warm
up a prepared meal or the “assembly” of
prepared dinner items. The convenience
trend is reflected in packaging (soup in a
cup), formulations, flavour profile, ingredients,
preservatives and marketing.

The food service industry in North America is
now almost as large as the retail food industry.
Taking into consideration that institution sales
such as schools, prisons, and retirement
homes represent a portion of food service
sales, the majority of food service sales are to
restaurants.
Dining out at fast food outlets, restaurants,
corner stores, hot dog stands, and vending
machines now represent over 40% of food
dollars spent in North America.

The demand for healthy, yet indulgent and
convenient food shows no sign of subsiding.
Many manufactures now consider health and
wellness a requirement for both current and
future profitability and viability.

The frozen food category is one of the fastest
growing categories at retail with virtually
thousands of new product introductions every
year. But the category is no longer restricted
to frozen turkeys, vegetables and ice-cream.
The category now includes thousands of SKUs
that range from ethnic cuisine, soups, meats,
pizzas, organic and natural foods. The only
thing missing is toast. However, consumers
can now buy frozen peanut butter and jam
sandwiches in many stores.

A recent report from Business Insight said that
the health and wellness trend is “a core focus
for flavour companies in the $2 billion flavour
industry”. In particular, consumers are driving
food manufacturers to turn to natural flavours
that, in addition to offering an all-natural
ingredient appeal, meet clean label needs.
The demand for convenience also extends
into packaging. Companies will need to focus
on “easy to open packaging”. According to
surveys, 3 out of 5 consumers will switch
brands if the package is difficult to read or not
easy to open. Consumers are also demanding
more information.

Ready-to-eat meals are one the largest growth
segments at retail. One store manager recently
described his 40,000 sq ft store as “a deli
surrounded by grocery”. The convenience
factor is critical when your customers are time
starved.
10
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means buying right after harvest regardless of
where it comes from; local is perceived as being
fresher healthier and of a higher quality.

The use of technology to inform and advise
consumers about a product is an innovation
that is about to explode onto the market. Smart
phone technology will now enable a consumer
to check information on-line about a company,
a product, pricing, and store locations. One
day a consumer will be able to shop from the
parking lot of the store. Graphic Packaging
recently announced the development of an
interactive tag incorporating the use of mobile
phones that enhances the promotional aspect
of packaging while delivering additional
information to consumers.

Slow Food
Slow Food believes in recognizing the
importance of pleasure connected to food.
Consumers should learn to enjoy the vast range
of recipes and flavours, recognize the variety
of places and people growing and producing
food. We should respect the rhythms of the
seasons and conviviality. The Slow Food
movement has developed an approach called
ecogastronomy. It is an attitude that combines
a respect and interest in ecogastronomy
culture with support for those battling to defend
food and agricultural biodiversity around the
world. Slow Food stresses the need for taste
education as the best defense against poor
quality and food adulteration. It is the main
way to combat the incursion of fast food into
our diets. It helps to safeguard local cuisines,
traditional products, and vegetable and animal
species at risk of extinction. It supports a new
model of agriculture, which is less intensive
and healthier, founded on the knowledge and
know-how of local communities. This is the
only type of agriculture able to offer prospects
for development to the poorest regions on our
planet.

Social
Social trends are having a pronounced effect
on the development, sourcing, packaging
and distribution of food in Canada, the U.S.,
Europe and beyond. These social trends are
becoming mainstream in many major markets
and are reflected in the range of new products
that reflect these trends. There is an increasing
demand that retailers source ethically and
in a way that demonstrates care for the
environment and the community.

For these reasons, Slow Food is committed to
safeguarding foods, raw materials and traditional
methods of cultivation and transformation. It
seeks to defend the biodiversity of cultivated
and wild varieties and protect convivial places
which form a part of cultural heritage because of
their historic, artistic or social value.

Local
Eating locally produced food is an increasing
trend in both North America and Europe.
According to the Hartman Group, 73% of
people bought products they perceived to be
locally made or produced.
Local can meaning buying within 100 miles of
where it is produced; 21% think local means
buying from a small company; 28% think it

Environment
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Some retailers are voluntarily reducing the
amount of plastic packaging in their stores.
Walmart has 6,000 suppliers who are now on
the packaging scorecard, with some 97,000
items included. Plastic packaging is already
under review. However, consumers must alter
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their behaviour for significant reductions to take
place. In Canada we spend $834 million on
plastic bottles for water and other beverages,
$820 million in polystyrene food trays, cups
etc., and $1.9 billion in plastic bags.

Fair Trade
Fair Trade is an organized social movement
and market-based approach to empower
producers in developing countries and promote
sustainability. The movement advocates the
payment of a fair price as well as social and
environmental standards in areas related to
the production of a wide variety of goods.
It focuses in particular on exports from
developing countries to developed countries,
most notably handicrafts, coffee, cocoa, sugar,
tea, bananas, honey, cotton, wine, fresh fruit
and flowers.

Companies such as Loblaws, Sobeys and
Metro have embarked upon a campaign to
reduce the use of plastic bags. The program
has eliminated millions of plastic bags from
going into the landfill and it is becoming
increasingly common for consumers to be
charged for plastic bags.
An example of how environmental concerns
can affect a market is the fish market. Many
major companies that sell fish products are
seeking to source only fish from “sustainable
fisheries”. Consumer groups are identifying and
reporting on companies that are sourcing fish
from unsustainable sources.

Fair Trade’s strategic intent is to deliberately
work with marginalized producers and
workers in order to help them move from a
position of vulnerability to one of security
and economic self-sufficiency. It also aims at
empowering them to become stakeholders
in their own organizations and actively play
a wider role in the global arena to achieve
greater equity in international trade. Fair
Trade proponents include a wide array of
international development aid, social, religious
and environmental organizations.

Where is The Consumer?
Authentic / Caring / Committed Organization
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Secondary Trends
There are many emerging secondary trends
that should be considered when developing
new products or repositioning an existing
product in the marketplace.
1. Ethnic – The market for ethnic food is
expanding rapidly in all the markets in
Canada. Most major stores now have an
ethnic aisle and ethnic food and spices
are becoming mainstream.
2. Low Sodium – Numerous reports indicate
that Canadians consume more than
twice their daily salt requirements. The
Canadian government has set up a task
force to study the issue. Consumers
are becoming educated on salt content
and the health effects of too much salt.
Companies are reformulating to reduce
salt, a low cost flavour enhancer, in order
to appeal to the healthy-for-you consumer.

Retail Trends
Retail trends are as important to understand
as consumer trends. Retailers will assess the
consumer trends and incorporate these trends
into merchandising, marketing and strategic
plans.
1. Competition/Consolidation – Consolidation
has been occurring on a regular basis in
the food sector in Canada. Metro Stores
purchased A&P; Sobeys purchased
Thrifty Foods and Loblaws purchased
T&T Markets. Additional acquisitions
will probably occur in western Canada
as the major chains look to increase
national share. In addition, food retailers
and general merchandise stores are
renovating existing stores, changing
formats and increasing floor space.
Loblaws added over 1 million square feet
in 2011 and Walmart is adding over 38
locations in 2013.

3. Budget and Smart Choices – The
Canadian consumer has concerns
regarding the economic downturn and
is facing increased household debt. The
consumer has responded by, in many
cases, setting greater value by purchasing
house brands and value brands. The
consumer considers this exercise as
“shopping smarter” and this behavior may
become somewhat entrenched even as
the economy improves.
4. Portion Size – Consumers are demanding
portions that reflect their lifestyle and
eliminate waste. Portion size changes
have been used in the industry for
decades to protect pricing as ingredient
and packaging costs increased.
Various consumer segments such as
empty nesters, single adults and food
assemblers require portions that fit their
life style.

2. Margin Capture versus Price Wars Competition from general merchandisers
such as Walmart and Giant Tiger resulted
in price wars and margin erosion. The
wars have generally stopped and the
retailers are increasingly focused on
margin capture.
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3. Private Label - Private label sales and the
shelf space devoted to these brands have
been growing steadily over the past few
years as consumers increasingly demand
value. The margins on house brand
products are usually higher than branded
products.

the confusion. The objective of developing a
new product, reformulating or repositioning an
existing product is to be positioned in one or
two of the current trend areas and one of the
secondary trends.
For example, a product could be positioned
as both convenient and healthy (health bar)
or as social and healthy (local natural juice)
or indulgent and social (free trade chocolate
bar). The message and the position of a food
product should incorporate either one or a
combination of trends in order to differentiate
the product from competitors.

4. Food Grocery and Foodservice Converge
- The hot and cold deli area, prepared
foods and ready to eat meal areas are
very profitable and growing in volume
as consumers look for convenience and
healthy food.

How to Use the Trend
Information
No one product can represent all the consumer
trends that are in the market. A product that
had all the attributes of each consumer trend
would be too confusing for the consumer to
understand and the message would be lost in

Consumer Wellbeing
Food Plus
Food Minus
Natural
Organic
Vegetarian
GUILT FREE
INDULGENCE

Health

Convenience
The
Sweet
Spot

Indulgence
Sensory Experience
Indulgent & Premium
New Flavours

Time Factor
Snacking & Grazing
Heat & Serve
Meal Assembly

ONE STOP
NUTRITION

BETTER
BETTER FOR
FOR ME
ME &
&
MY
MY WORLD
WORLD
Source: Datamonitor
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CONVENIENCE
PLUS

Social

Local
Food Miles
Environment
Fair Trade

For additional information pertaining to the Grocery Retail Guide, please contact:
Bryan Kosteroski
Value Chain Specialist
Agriculture Council of Saskatchewan
104 - 411 Downey Road
Saskatoon Saskatchewan
Canada S7N 4L8
Office (306) 975-6851
Cellular (306) 229-8986
Email – kosteroskib@agcouncil.ca
Website – www.saskvaluechain.ca
The Agriculture Council of Saskatchewan (ACS) Inc. has developed this electronic guide for the Canadian
Grocery Retail Industry as part of its continuing efforts to support the agriculture and agri-food industry
and develop the capacity and tools for food growers and processors to enter the Canadian Grocery Retail
Industry.
The purpose of the guide is to provide food growers and processors with a better understanding of the
Grocery Retail Industry and how to tap into business opportunities within it. ACS has engaged Ackerman
& Associates, consultants to the Grocery Retail Industry, to help create this powerful reference tool.
Ackerman & Associates is an alliance of senior consultants focusing on business strategy support –
research, value chain design and implementation – for the Grocery Retail Industry.
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