
Canada-wide celebration
gaining ground

Farm tours, open gardens, wine
tastings, food fairs, special deals
and in-store education sessions

are just a few examples of what’s on
offer during Canada’s National Organic
Week, held from September 19 to 27.
The events – reflecting a wide range
of facets and members of Canada’s
organic community – are sure to ap-
peal to participants and audiences of
all ages and backgrounds.
Organized by the Canada Organic

Trade Association (COTA), Canadian
Organic Growers (COG) and the Cana-
dian Health Food Association (CHFA),
the largest annual celebration of
organic food, farming and products
builds awareness about what the
sector has to offer across the country
– it’s also a chance to take note of
important achievements.
Among the milestones to celebrate

are the recently signed organic equiva-
lency agreement with Japan and
the imminent release of updated
national organic standards, says
Rochelle Eisen, president of COG.
“Organics are now available in every
province and territory and there are
900,000 hectares of organic product
being grown in Canada,” she adds.
“Twelve per cent of organic farmers
in Canada are under the age of 35 and,
compared to the mainstream sector,
there are 5 to 10 per centmore females
engaged in organic farming.”
Another highlight for Eisen is seeing

how much Organic Week has grown
over the last six years.
“Each year, there are more farm

and winery tours, promotions and
bloggers celebrating organics,” she
says. “This year, we are proud to be
reaching out to a variety of restaurants
across the country that will be featur-
ing recipes with organic ingredients.
Keep an eye out for organic menu
items at your favourite restaurant,
as well as events happening at retail
locations.”
For Helen Long, president of the

CHFA, the campaign is a chance to
“shine a spotlight on the important
impact of the organic industry.
“The national reach of Organic

Week allows Canadians to celebrate in
their individual way. As more organic
products emerge on the market, it’s
becoming increasingly easier to go
organic,” she says. “The events rep-
resent the creative ways Canadians
are choosing to add organic products
to their lives while protecting their
environment and their bodies, and
supporting local farmers.”

This content was produced by Randall
Anthony Communications, in partnership
with The Globe and Mail’s advertising

department. The Globe’s editorial depart-
ment was not involved in its creation.

Online? Visit globeandmail.com/adv/organicweek for more information.

BY THE
NUMBERS

The organic
market is worth
over

$4-
billion
per year.

58%
of Canadians
purchase some
organic products
every week.

98%
of organic
shoppers expect
to increase or
maintain their
spending on
organic fruits
and vegetables
over the next
year.

B.C. is the
strongest
organic market
in Canada:

66%
of British
Columbians buy
organic groceries
weekly.

Saskatchewan
has the most
organic
operations,

97%
of them in field
crops.

Ontario has
Canada’s largest
consumer
market for
organics,
valued at

$1-
billion
per year.

40%
of organic sales
at mainstream
retail are fresh
fruits and
vegetables.

Source: COTA

GOVERNMENT SUPPORT. New programs and incentives
are boosting organic sector. COTA 4

EXPORT OPPORTUNITIES. Canadian organic standard is
finding international recognition. COTA 5

THINK BEFORE YOU EAT. Growing evidence is pointing to
benefits of organic diet. COTA 6

THE RISE OF ORGANICS. Consumer demand driving the
increase of organic offerings. COTA 9

INSIDE

“It’s the only national
event where the focus is
Canadian organics, from
a positive perspective,
and I believe it is popular
because people want to
learn more about where
their food comes from
and how it gets to us all.”

Rochelle Eisen
is president of Canadian Organic
Growers

Fuelled by rising consumer awareness and demand in Canada and abroad, the organic
movement continues to build momentum. National Organic Week, held from
September 19-27, celebrates a community that strives to provide healthy, toxin-free
products while creating sustainable ecosystems and food security for future generations.
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360Incentives
GET INSPIRED!
National Organic Week events
are happening all across the
country. Visit organicweek.ca
to find one in your area.

Celebration, Page COTA 3

TOP ROW: MARTIN DEE; BOTTOM ROW: DEBRA STRINGFELLOW

10TH ANNUAL ORGANIC OKANAGAN FESTIVAL: BEE ORGANIC!
Summerhill Pyramid Winery, Kelowna, BC
September 27, 11 a.m. – 4 p.m.
Green living exposition in the Okanagan Valley: attendees can
sample organic food and wine, enjoy live music and children’s
entertainment and get inspired with activist alley.

SPOT THE LOGO CONTEST
ONLINE
September 19-27
Spot the Canada Organic logo on your product purchase and, for a chance
to win a prize basket, share your photo on Instagram, Pinterest, Facebook or
Twitter with the hashtag #SpotCanadaOrganic (www.organicweek.ca/contest).



,

,

,

COTA 2 • SPONSOR CONTENT THE GLOBE AND MAIL • TUESDAY , SEPTEMBER 22 , 2015

ORGANIC WEEK

Vote organic

Celebration:
Connecting
producers,
retailers and
consumers

What organic farming looks like

Matthew Holmes
Executive Director, Canada
Organic Trade Association

We’re less thanonemonth from
election day in Canada, and
it’s hard not to see even the

smallest part of everyday life through
a political lens.
The general election is a chance to

reaffirm where we stand on issues of
justice, health, the economy and the
environment. But whywait every four
years? The daily choices we make
about the foodwe eat are some of our
most profoundly political decisions.
Not all food has the same impact

on the world. You have to ask: Where
does this food come from? How was
it made? What effect did it have on
my community and the ecosystem?
Does it fight erosion, and the pollu-

tion of our soil and waterways? Does
it support pollinators, biodiversity and
the availability of seeds to farmers and
future generations? Do you know the
country, the region or, better yet, the
farm, where it was grown? How does
that farm treat its workers and are its
animals raised humanely? What’s in
your food: Was it grown with known
carcinogens or synthetic fossil-fuel
fertilizers? Does it contain artificial fla-
vours, colours, preservatives orGMOs?
There are many confusing claims

on food today that only tell part of
the story. But organic is backed by
federal regulation, overseen by the
Canadian Food Inspection Agency.
Organic meets all food health and
safety laws and is also inspected to
national organic standards, making

Sometimes the benefits of con-
suming organic food are best
explained by what you’re not

doing to your body and the environ-
ment, says one of Canada’s leading
organic meat producers.

it the most regulated food in Canada.
When it comes to the real meaning

behind the claim, organic is the gold
standard for eco-conscious consumers.
It is time for Canada to re-imagine

agriculture as something more than
just a major trade sector that results
in edible commodities. We need our
policy-makers to thinkof foodand farm-
ing as something that brings together
agriculture, community, health and the
environment.
Consumers are already there: studies

show that over 20 million Canadians
– in fact a strong, stable majority –
already choose organic products every
week. And, as happens in politics, the
parties are starting to follow them.
The Greens and NDP both have

OPINION

clear language in their official policies
and party platforms this election that
pledge to increase organic farming and
support Canada’s non-organic farmers
whowant to transition to organic. The
Liberal Party has passed resolutions to
restrict the use of neonicotinoids (or
“neonics”), pervasive toxic pesticides
linked to massive declines in our bee
and pollinator populations. And the
Conservative Party, during its time in
government, has overseen the first full
regulation to guarantee organic claims
are backed by law and the inspection
system is overseen by government
agencies.
Meanwhile, all parties (except for

the Conservatives) have made past
calls for mandatory GMO labelling or

a more balanced process that weighs
the financial, trade and possible health
consequences before approving new
GMOs in Canada.
Organic means safe, natural practices

thatprotectandnourishourenvironment
and ourselves. Organic food is great
tasting, nutritious and certified to meet
national standards. It reduces our expo-
sure topesticidesandGMOs.Animalsare
raisedwithout the routine use of drugs,
antibiotics or synthetic hormones. It’s
healthy for soil, plants and animals, and
reduces our carbon footprint.
Whatever your politics, on voting

day, consider voting for the “O” party
– look for the “Canada Organic” logo
to vote organic. Think before you eat.
Think Canada Organic!

COTA’s executive director Mat-
thew Holmes says there is much to
celebrate. “The 2015 Organic Week is
marked not only by the highest con-
sumer sales ever – $4-billion annually
in Canada – but also the most sig-
nificant level of government support
we’ve seen, from federal investment
in the organic grain sector to provin-
cial initiatives supporting farmers to
transition to organic,” he says.“We
are excited to celebrate all the Cana-
dian organic sector has achieved.”
Eisen explains that COG, a national

charity focused on sharing organic
food knowledge, uses its expertise
and network to connect with busi-
nesses across Canada. “Businesses are
pivotal to the success of OrganicWeek
as they are the ones connecting with
consumers. Themore businesses we
can partnerwith, themore consumers
we can reach,” she says. “Last year,
over 100 retail locations received of-
ficial retail partner packages containing
promotional and educational materi-
als. This year, we hope to reach at
least twice as many retail locations.”
To amplify the reach of Organic

Week, COG invites guest bloggers
to share their insights on Canadian
organics and uses social media to get
the word out.
Organic Week also gives organic

producers a chance to reach retailers
and consumers with their story and
allows the organic industry to better
educate consumers on what organic
is, says Eisen. “It’s the only national
event where the focus is Canadian
organics, from a positive perspective,
and I believe it is popular because
people want to learn more about
where their food comes from and
how it gets to us all.”
Long adds, “During Organic Week,

we hope that all Canadians take the
time to think about how their food is
produced and how these choices im-
pact their health andour environment.
This is a great time to celebrate the
local harvest by picking up some fresh
organic ingredients to try in a new
recipe. Not sure what to make? Visit
chfa.ca for some organic recipes that
will be the perfect way to celebrate.”

The organic market in Canada
has grown exponentially over
a very short period. New data
illuminates the popularity and
wide-ranging impact of this
industry. COTA

Many organic farms look exactly the way people would imagine a farm, says Cynthia Beretta of Beretta Farms. SUPPLIED

“When you’re eating an organic diet,
you are minimizing what you are put-
ting into your body as far as toxins and
chemicals,” says Cynthia Beretta, who
purchased her first farm in 1993 with
her husband Mike. Today, after more

BERETTA FARMS

FROM PAGE 1

than 20 years of producing and selling
organic beef, chicken, pork, turkey and
bison, Ontario-based Beretta Farms is a
premier partner and supplier toWhole
Foods, farmers’ markets, restaurants
and other outlets.

Organic meat comes from animals
that have not been fed anything grown
with toxic or synthetic fertilizers,
pesticides, herbicides, fungicides or
fumigants, says Beretta. “That is impor-
tant – not only are you not ingesting
these chemicals but you’re not putting
them into the environment.”
Onecriteria required fororganic certifi-

cation is that livestock be raisedwithout
growth hormones, antibiotics or GMO
products. “And no animal byproducts
are permitted in feed,” she adds.
In addition, the animals are provided

with living conditions appropriate to
their behavioural requirements. “The
biggest thing is that they have access to
outside year-round,” says Beretta, who
believes that when people think about
farming, a lot of them have romantic
notions of what that looks like. “They
think about green fields and animals
grazing – and many organic farms are
like this,” she says. “But unfortunately,
a lotof conventional farminghasmoved
away from that.”
All organic farmers need third-party

certification and are subject to no-notice
audits, says Beretta. And the organic
standard applies to the complete cycle,
from when the animal was born and
raised to when it was butchered and
processed. “All those elements have to
follow organic regulations,” she says.
Eating organic is not only about the

individual, says Beretta. It’s about the
world aswell: “You are also helping the
environment andwhat that entails, like
soil and water quality.”
Beretta says she enjoys her educator

role in the organic movement. “I was
born on the very first Earth Day, on
April 22, 1970, and my mother always
said I was destined to make the earth
a better place,” she says with a laugh.

JOIN IN
There are many more National
Organic Week events to choose
from – please see
organicweek.ca for details.

Not all food
has the
same impact
on the world. You have
to ask: Where does this
food come from? How
was it made? What
effect did it have on
my community and the
ecosystem?

BY THE
NUMBERS

Organic farmers
create jobs at

twice
the rate of
conventional
farms.

Although organic
farms only
represent

1.8%
of farms in
Canada, the
organic sector
employs

3.75%
of the total farm
workforce.

12%
of organic
farmers in
Canada are
under 35 years
old, compared to
8% in the farm
industry overall.

Source: COTA

ACORN’S GIVE A TOONIE, GROW A FARMER CAMPAIGN
Locations across the Atlantic provinces
September 19-27
Several retailers and restaurants are participating in ACORN’s Give A
Toonie, Grow A Farmer campaign to support the future development
and sustainability of organic farmer training initiative (growafarmer.ca).

COABC ROADSHOW
Richmond, BC
September 24, 4 p.m.
Speaker Chris Bodnar from the
Certified Organic Associations of
British Columbia.

CANADIAN ORGANIC GROWERS’
NATIONAL ORGANIC PICNIC
PALOOZA
Ottawa
September 26, 11 a.m. – 2 p.m.
Picnic in the park with organic goodies.

Ontario’s 1st Certified Organic retailer.
Celebrating our 32nd Anniversary!
Specializing in local, organic, Non-GMO
and environmentally safe products.

Natural Food Market 416.466.2129
Wholistic Dispensary 416.466.8432
Organic Juice Bar thebigcarrot.ca
348 Danforth Avenue

THE BIG CARROT JUICE BAR IS CERTIFIED TO THE CANADA ORGANIC STANDARD
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Farming innovation driven by community needs

An exponential increase in de-
mand for organic food products
is driving a variety of innova-

tive research projects in organic
farming methods at the University
of British Columbia’s Faculty of Land
and Food Systems.“People are in-
creasingly aware of the personal and
ecological benefits of organic food and
organic farming, sowe need to supply
the next generation of farmers with
the tools and expertise they need to
be productive and profitable in this
environment,” says Dr. Hannah Witt-
man, academic director at the Centre
for Sustainable Food Systems.
Organic soil amendments are a

particular area of interest. Soils eventu-
ally become depleted of the nutrients
plants need, and researchers are
looking for ways to replenish them
with inputs that comply with organic
certification. The university is also
looking at different mulching materi-
als – soil-surface barriers that act as
both weed suppressants and water
conservation tools. Another field of
investigation is the organic seed variet-
ies project chargedwith increasing the

quality and quantity of disease- and
pest-resistant seeds that can survive
and thrive in the organic environment
in the variable soil conditions found in
different geographic locations.
Wittman adds that the university

conducts its research at UBC Farm in
collaborationwith a variety of different
stakeholders and partners, including

growers, manufacturers, exporters
and First Nations representatives.
“They are important both in terms of
project support and in identifying key
challenges. They are the ones who
are going to implement the technolo-
gies we develop,” says Wittman. “We
are sensitive to what communities
and industry need, and we try to

REPORTS

provide solutions that meet the ide-
als of sustainability that our mandate
requires.” She adds that a community
of partners is investing generously to
build UBC Farm’s capacity.
A particularly supportive partner

has been Nature’s Path Foods in
Richmond, British Columbia, the
largest organic breakfast and snack

food company in North America.
“My wife Ratana and I have pledged
$2-million toward the UBC Farm,”
says co-CEO Arran Stephens. “We’re
doing it partly because we want to
help preserve the largest – and one of
the last –working farms in Vancouver,
and partly because we want to help
the UBC Farm increase its ability to
serve the community and transform
local and global food systems towards
sustainability.”
And the way to do that, he adds,

is by growing and training future
organic agriculturalists, supporting
agricultural research and enhancing
the credibility of organic agriculture.
“We need to help young farmers
learn how to get started, how to be
financially viable and how to adopt
the latest agricultural techniques.”
Wittman says UBC Farm is always

“reaching out to other potential
partners who share its goals.” The
university is also looking at ways to
“expand the discipline” by introduc-
ing organics as a concept to students
in nutrition and marketing courses.

Different stakeholders and partners, including growers, food manufacturers, exporters and First Nations representatives come together to work at the UBC
Faculty of Land and Food Systems, to advance the understanding of organic food systems and the conditions they need to flourish. UBC

STUDY

Feed the world, save the bees

There are many interacting causes behind the decline of bees, but heavy
pesticide use and the predominance of vast single crop acreages are
two of the most significant factors, says Dr. Mark Winston, author of

the award-winning Bee Time: Lessons from the Hive.
Conventional agriculture advocates often suggest that organic farming is

impractical given global food security challenges, but new studies prove that
argument to be flawed, says Winston, a bee biologist and professor at Simon
Fraser University in Vancouver.
For example, one University of California study that analyzed 1,071 organic

versus conventional yield comparisons from 115 studies found that the differ-
ence was less than 10 per cent for organic farms that usedmulti-cropping and
crop rotation systems. “As the authors note, this has been achieved without

the benefit of the research empires
and extensive government subsidies that have
supported conventional growers,” says
Dr. Winston. “Appropriate investment
could greatly reduce or eliminate the yield gap.”
Another extensive study from Washington State

University found that the higher premiums received
for organic food make it between 22 per cent and 35 per cent more profit-
able for growers.
“Organic options will not only save the bees by reducing pesticide use

and diversifying crops, but will provide the kind of agriculture that benefits
us all, growers and consumers alike,” says Dr. Winston.

WHAT’S ORGANIC ABOUT ORGANIC?
Halifax, NS
September 22, 7 – 8 p.m.
Community info session and dialogue about what
organic means, with Tegan Renner of ACORN
(Atlantic Canadian Organic Regional Network).

ORGANIC WEEK AT L’ACADIE VINEYARDS
Gaspereau, NS
September 21-23, 11 a.m. and 2 p.m.
Visit the first and only certified organic winery in Nova
Scotia to taste the products and learn about organic grape
growing and winemaking.

OPEN GARDEN DAY AT LES JARDINS DE LA MONTAGNE
Rougemont, QC
September 23, 7:45 p.m.
Guided tour of the organic farm and presentation by owner Sylvain
Brunet on plant physiology and nutrition, organic farming and the
benefits of eating organic.

Canada’s National Organic Week is the largest
annual celebration of organic food, farming and
products. Hundreds of individual events are held
across Canada, showcasing the benefits of organic
and its positive impact on the environment
and human health.

Events include everything from pickling workshops
to recipe contests, farm tours, or organic food and
drink tastings in retail locations. Every school, retailer,
chef, organic grower or advocate is encouraged to

get involved.

@OrganicWeek/OrganicWeek

Organic Week is supported by regional partners, and organized by Canadian Organic Growers,
the Canada Organic Trade Association, and the Canadian Health Food Association.

Organic Week would like to extend a special thanks to our National Champion & National Leader Sponsors:

NAT I ONA L CHAMP ION S

PA R T N E R SNAT I ONA L L E AD E R S



Provincial support grows from coast to coast

Canadian organic products sold
internationally or inter-provin-
cially are subject to federal or-

ganic products regulations,which have
made certification to the Canadian
organic standards mandatory since
2009. While these regulations don’t
apply to products that stay within a
province, provincial governments
are increasingly supporting organic
farmers and consumers with clear
provincial programs that support the
federal law.
TheBritishColumbiagovernment, for

example,will require all food products

marketed as organic in B.C. to be certi-
fied under either a provincial or national
certification programbeginning in 2018.
“The demand for organic prod-

ucts has increased rapidly in the last
10 years, and our requirements for
businesses producing and marketing
agrifoods products as organic need to
reflect current consumer and business
expectations,” says B.C. agriculture
minister Norm Letnick. “We are com-
mitted to ensuring consumers in B.C.,
Canada and around the world can
enjoy organic B.C. agrifoods with the
full confidence and certainty that they

are produced to recognized organic
standards.”
This means that producers and pro-

cessors of organic food products –
including farm gate sales and farmers
markets – will require documentation
verifying that their products have
organic certification.
“By becoming certified, newentrants

to organics are joining a brand of
recognized standards that consumers
can purchasewith confidence,” Letnick
states, adding that the B.C. government
will work with the Certified Organic
Associations of B.C. (COABC) to assist

POLICY

farmers and growers interested in
achieving organic certification by 2018.
“There are growing domestic and

international market opportunities
for B.C. organic food producers and
we are working with stakeholders to
help position the B.C. organic sector
to best take advantage of those op-
portunities,” says Letnick.
In addition to B.C., provinces that

endorse the Canadian organic leg-
islation – and require in-province
certification – are Manitoba, Quebec
and New Brunswick. It is expected
that other provinces, including Nova
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Annual global organic sales
are now valued at more than
$72-billion (U.S.) and 58 per

cent of Canadians buy organic prod-
ucts every week. Yet certified organic
operations still represent just 1.8 per
cent of all farms in Canada.
Two federal government fund-

ing measures announced this May
promise to help address that gap,
as well as expand international and
domestic markets, reports Matthew
Holmes, executive director of the
Canada Organic Trade Association
(COTA).
The first, a $785,660 AgriMarketing

Program investment, supports a four-
year $1.5-million program overseen
by COTA. The program, projected
to result in more than $20-million
in Canadian organic export growth,
will include technical assessments
of new and emerging markets for
government and industry and will
enable COTA to lead outgoing mis-

sions to key markets in Europe,
the United States, Asia and Latin
America. A domestic component
will focus on increasing awareness
and support for Canadian organic
options at home.
“This investment will allow our

farmers and businesses to stra-
tegically achieve an even greater
market impact,” says Holmes, noting
that Canada’s annual organic exports
have reached an estimated $554-
million.
Western Diversification Program

support of $1.2-million will also
enable the Prairie Organic Grain
Initiative (POGI) to enhance organic
grain and field crop growers’ pro-
duction, quality and profitability, as
well as support participation in trade
shows and international missions.
A pan-western par tnersh ip

between Organic Alberta, the Sas-
katchewan Organic Directorate, the
Manitoba Organic Alliance and the

Certified Organic Associations of Brit-
ish Columbia, POGI has also received
funding from a number of industry
partners.
“This funding will help Western

Canadian farmers meet accelerat-
ing consumer demand for organic
products, benefiting Prairie commu-
nities as well as the companies who
depend on our farmers’ high-quality
organic ingredients,” says Holmes.
“With very strong global demand

for organic products, there is also a
strong need for the ingredients that
go into those products, including
grain produced on the Canadian Prai-
ries,” says Becky Lipton, executive
director of Organic Alberta. “Many
of the larger companies producing
those products – including Nature’s
Path, Dave’s Killer Bread, Grain Mill-
ers and Clif Bar – came to us to say
they wanted to put funding towards
a program that would increase the
supply of organic ingredients.”

POGI has expanded upon that objec-
tive to increase the resiliency and
stability of the organic sector in the
Prairies, says Lipton. The initiative’s
aims include demonstrating the solid
business case for organic production
to the larger agricultural community
and providing transition support pro-
grams. It also works with organic pro-
ducers to increase production quality
and quantity through organic farming
best practices such as weed manage-
ment, soil fertility and crop rotations,
she adds.
A second focus is enhancingmarket

stability.
“Organic farmers have good busi-

nesses – they’re producing an excel-
lent product that is in strong demand
and that will be in even stronger
demand in the future,” says Lipton. “By
strengthening relationships and devel-
oping systems to improve information
sharing, we can support growth and
increase market resilience.”

Federal investments help address production gap
FUNDING

STAY INVOLVED
See organicweek.ca for
initiatives in your area
showcased during National
Organic Week.

Scotia, will follow suit.
“The Nova Scotia department of

agriculture supports the organic com-
munity and isworking on the develop-
ment of organic regulations for Nova
Scotia,” says Keith Colwell, Nova
Scotia minister of agriculture. “We
are working closely with our organic
sector partners and will announce the
details of the regulations as soon as
they are finalized. In the meantime,
we’re looking forward to the procla-
mation of this year’s Organic Week
and increasing public awareness of
the importance of the organic sector.”

“By strengthening
relationships and
developing systems to
improve information
sharing, we can support
growth and increase
market resilience.”

Becky Lipton
is executive director of
Organic Alberta

WHAT’S ORGANIC ABOUT ORGANIC?
Truro, NS
September 24, 7 – 8 p.m.
Community info session and dialogue about what
organic means with Tegan Renner of ACORN
(Atlantic Canadian Organic Regional Network).

FEASTIVAL
Vancouver Island Conference Centre, Nanoose Bay, BC
September 26, 10 a.m. – 4 p.m.
A showcase of Vancouver Island’s food and beverage
scene featuring some of the finest locally sourced
products, ingredients, talent and attractions.

COABC ROADSHOW
Fort St. James, BC
September 22, 10 a.m. – 12 p.m.
Learning session on value-added food
businesses with B.C.’s industry expert
Candice Appleby.

Watch the Nature’s Pathmini-movie
to see why your choicesmatter.
www.naturespath.com/choosewell

e

ell

September 19-27th 2015 organicweek.ca

Increasing recognition of Canadian organics

Consumer demand is driving an
expansion of organic products,
both in volume and variety, in

Canada and international markets.
An organic producer that has felt
the impact is the Swiss Water Decaf-
feinated Coffee Company, says the
company’s brand manager Andrea
Piccolo. “The good news is there
are many more organic choices in
the grocery aisles and the produce
department,” she explains. “Organic
coffee, for example, nowhas a variety
of blends and origins to choose from,
even within decaf selections. This
is great for consumers and organic
coffee farmers alike.”
Part of the popularity of organic

choices is due to increased consumer
awareness, according to Piccolo.
“Coffee companies are including
many of the relevant and important
food provenance information on
packaging now. It’s exciting to pick

up a package of organic coffee and
understand the care that goes into
producing it.”
It’s not only Canadian shoppers

who increasingly opt for organic
decaf coffee products, says Piccolo.
In Japan, for example, Swiss Water’s
100 per cent chemical-free processing
brings a unique advantage as methy-
lene chloride, a chemical commonly
used in the decaffeination process
of the company’s competitors, is a
banned substance there.
Japan is the largest organic market

in Asia, with a very high demand
for many quality Canadian organic
products, particularly maple syrup,
specialty-roasted coffee, soybeans
and cereal grains, says Matthew
Holmes, executive director of the
Canada Organic Trade Association
(COTA).
Equivalency in organic productswas

recognized by Japan and Canada in

EXPORTS

2015, Holmes explains, adding that an
in-depth review and audit of the rules
for organic production concluded that
the organic standards and enforce-
ment regimes of both countries meet
the same objectives. “The Japanese
Agricultural Standard for organic
products is very strict: the recognition
of Canada’s organic system reaffirms
that Canada’s organic standards are
among the most recognized and
widely respected in the world,” he
says. Japan joins the United States,
European Union, Switzerland and
Costa Rica in formally recognizing
Canada’s organic standards.
“Having Canada’s certified organic

logo authorized for use in Japan en-
sures our producers enjoy privileged
market access, while saving Canadian
organic farms and businesses the
costs of additional inspections and re-
dundant certification,” Holmes adds.
Swiss Water’s export manager

Marisol Pinzon also welcomes this
development. “The equivalency
does help as we do not need to get
recertified for the Japanese organic
process. The agreement helps level
the playing field as it is providing the
legal framework to domore business
and grow ourmarket share in Japan,”
she explains.
The equivalency agreement will

enable Canadian organics exports to
Japan to reach $20-million annually
within the next five years, according
to industry estimates. In order to
increase the visibility of the Canada
organic brand, COTA, in partnership
with the Canada Embassy in Japan,
will organize its first trade mission to
Japan fromOctober 5 to 8. Among the
objectives are helping participating
companies understand the speci-
ficities of the Japanese market and
supporting them in expanding their
business to the region.
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CERTIFICATION

Organic standards

The term “organics” is now part of the Canadian lexicon and it’s widely
recognized that keeping pesticides off organic products also keeps them
out of people’s bodieswhile protectingwildlife and the surrounding

ecosystem from potentially harmful effects, says Rochelle Eisen,
president of Canadian Organic Growers (COG).
Yet while increased awareness means Eisen no longer has to

explain what COG does every time she meets someone new,
she feels that Canadian consumers need to be reminded that
the organic certification process provides reliable field-to-table
traceability.
Helen Long, president of the Canadian Health Food Associa-

tion, agrees. “Organic food is produced using environmentally
and animal-friendly farming methods. And organic certification
lets consumers know that every step along the supply chain has
protected andmaintained the organic integrity that begins at the farm,”

she says. “In Canada, this system is overseen by government organic stan-
dards and regulations, and applies to both domestic and imported products.”

Eisen explains that auditable records are a requirement of the stan-
dards. “Site inspections are done annually and the records are

audited on site. Unannounced inspections are also performed
annually,” she adds.
Longbelieves consumers should also know that the standards

place strict limits and prohibitions on the use of toxic and per-
sistent pesticides, synthetic fertilizers, the routine use of drugs,
antibiotics or synthetic hormones, animal cloning, genetic
engineering (GMOs) and irradiation. “Organic standards also
forbid the use of artificial food colours, flavours, sweeteners,

preservatives and many other processing aids and ingredients
in processed foods,” she says. “Canada’s organic standards are

among the most widely recognized in the world.”

The Canadian Food Inspection Agency’s Daniel Miller (right), executive
director of the Food Import Export and Consumer Protection Directorate,
exchanges letters with Japanese representative Hiroshi Aimoto recognizing
the Japan-Canada Organic Equivalency Arrangement. SUPPLIED

ORGANIC BEEF IMMERSION
The Beef Centre of Excellence, Calgary, AB
September 26, 9 a.m. – 3:30 p.m.
Home chefs, cooks and foodies can watch a master
butcher’s demonstration on the fine art of breaking down
beautiful cuts of meat that are right for the dinner table.

ORGANIC SHOWCASE AND NETWORKING DINNER
Winnipeg, MB
September 26, 6 p.m.
Connecting organic producers and traders and teaming up with
Jane’s Restaurant and Red River Culinary School, the Manitoba
Organic Alliance presents guest speaker Terry Tyson of Grain Millers.

PLANTING SEEDS: GROWING TOMORROW’S FARM AND
FOOD LEADERS
Regina, SK
September 25
Organic Connections event at the Saskatchewan Science
Centre for students Grades 5-7.

Visit globeandmail.com/adv/organicweek

#OrganicWeek

Visit chfa.ca to learn more.Visit chfa.ca to learn more.

The Canadian Health Food Association (CHFA) is a proud partner of

Organic Week, helping to raise awareness and educate Canadians on

the benefits of organics and the Organic Products Regulations.

We benefit.



The organic advantage:
Taste, nutrients and reduced exposure to pesticide and herbicide residues

Budget-conscious? Tips for optimizing the organic grocery bill

For Dr. Rimjhim Duggal Stephens
it’s no contest: eating organic
food just makes more sense.

“Organic foods contain higher nutri-
ent levels, leading to improved diets
and overall health, and they also help
reduce the risk of disease, includingdia-
betes, stroke and heart disease,” says
the senior health and nutrition strate-
gist at Nature’s Path Foods. Dwindling
nutrient levels inmany conventionally
grown and produced foods are a real
concern, she adds.
“There are a range of essential nu-

trients that have been declining in
our foods in recent years, including
iron, zinc, calcium and selenium,” she
says. “We think this can be traced to
root damage caused by pesticides and

Organic produce is good for you,
but it can also be more costly
compared to conventional food

choices. However, there areways Can-
adian families canmaximize thebenefit
while minimizing the expense, says
Sarah Dobec, holistic nutritionist for
The Big Carrot, an organic health food
store in Toronto’s east end.

KNOWLEDGE

COSTS

herbicides. You may get lower yields
with organics, but you produce a crop
that has a higher concentration of the
vitamins,micronutrients, phytochemi-
cals and antioxidants needed for good
health.” She adds that it is alwaysbetter
to obtain vitamins from natural food
sources because they come in naturally
occurring combinations thatmake them
moreabsorbable. “Thevitaminspresent
complement each other,” she says.
In addition to organic foods providing

higher nutrition levels, reduced expo-
sure to pesticide and herbicide residues
leads to amore robust immune system
and reduced ratesofobesity. “Pesticides
interfere with hormone production,”
she says. “Limiting exposure to them
leads to cleaner kidneys and livers,

resulting in better toxin removal from
the body and improved digestion.”
Registered dietician Desiree Nielsen

adds that a growing body of solid
research supports the argument that
organic foods promote human health.
“For example, a 2014 review published
in the British Journal of Nutrition found
organic foods contain higher levels of
antioxidants, which are important for
protecting cells from damage,” she
says. Additionally, a National Center
for Biotechnology Information study
indicates that organic milk contains
higher levels of omega-3, which is
important for brain development in
children and also helps regulate and
normalize cholesterol triglyceride levels.
Despite the provable health and

nutritional benefits of organic foods,
however,many Canadians still harbour
misconceptions about them.“One of
the biggest is that a lot of people don’t
think organic labellingmeans anything,
but in Canada it is highly regulated by
the Canadian Food Inspection Agency
through the Organic Products Regula-
tions; consumers just need to look for
the Canada Organic logo.”
If for no other reason, Nielsen says

many Canadians may want to go
organic for the taste. “There’s quite an
association between nutritive value
and taste, and research is beginning
to show that some organics are more
nutritious,” she says. “And the better
food tastes to start with, the less need
for artificial flavour enhancers.”

“Start by planning ahead,” she
says. “Studies indicate that 40 per
cent of the food Canadians buy ends
up in the green bin or the garbage.
Eliminating that waste alone will
more than cover the extra cost of
organics. It’s also less expensive to
cook from scratch than it is to use
processed ingredients.”

Savings can also be realized by
buying seasonally. “We’re used to
getting what we want when we want
it whether it’s in season locally or
not, but that can be very expensive,”
she says. A quick Internet search will
typically turn up guides to what is
growing locally in any given region.
“And it’s interesting because what’s
available locally is generally what we
need and want,” says Dobec. “In the
spring, we get fresh herbs and greens,
and these are good for cleansing after
a long winter. And in the fall, we get
root vegetables – hardy fare we can
use in soups and stews to fortify us

for the cold months ahead.”
Other tips: comparison shop tomake

sure you’re getting the best price, read
the flyers that come in the paper (most
retailers also publish theirweekly flyers
on the web) and cut coupons.
Ultimately,making shopping dollars

go further when buying organic is a
matter of adopting new habits, both
in the kitchen and in the supermarket.
“But it’sworth it,” says Dobec. “It’s im-
portant to remember that while foods
grown using pesticides and herbicides
often cost less, there’s a cost to both
personal and environmental health by
consuming them.”
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ORGANIC WEEK

GET CREATIVE
Think about starting your
own National Organic
Week event. Visit organicweek.ca
for ideas.

“You may get lower
yields with organics,
but you produce a
crop that has a higher
concentration of the
vitamins, micronutrients,
phytochemicals and
antioxidants needed for
good health.”

Dr. Rimjhim Duggal Stephens
is the senior health and nutrition
strategist at Nature’s Path Foods

“It’s important to remember
that while foods grown
using pesticides and
herbicides often cost less,
there’s a cost to both
personal and environmental
health by consuming them.”

Sarah Dobec
is an holistic nutritionist for
The Big Carrot

In addition to offering a wide range of organic products, organic retailer The Big Carrot presents a variety of pro-
grams and events during Organic Week and year-round to build customer awareness. SUPPLIED

LIFESTYLE

Choosing clean cleaning products

Consumers increasingly care about what they eat. The concerns
they bring to their food – that it’s produced with environmental
impact, animal welfare and personal health in mind – apply to

other products as well.
“Even though you’re not consuming them, just being in contact with

certain chemicals, such as in cosmetic or cleaning products, can affect
your and your pet’s health,” says Alicia Sokolowski. As the president
and co-CEO of Aspen Clean, a company that has won a Better Business
Bureau Green Torch Award and received the recognition of product of
the year in the natural cleaning products category for 2015, Sokolowski
is passionate about raising awareness about how to choose “clean”
cleaning products.
“For cleaning products, unlike food and cosmetics, there are no govern-

ment requirements to disclose ingredients,” she says, adding that produc-
ers that list ingredients, as Aspen Clean does, go beyond expectations.
For consumers looking for full disclosure, Sokolowski suggests pay-

ing attention that all ingredients are listed, with the actual name of the
chemical and not just its source. “Look for products with third-party
certifications,” she adds. “Ecocert is a European certification that audits
the ingredients as well as manufacturing processes and facilities. This
means cosmetic-grade ingredients are going into cleaning products.”
When reading the labels, Sokolowski recommends looking out for

ingredients, which, although they are botanically based, have been linked
to cancer or other diseases, such as SLS, SLeS and ethoxylated alcohols.
“These are in a lot of so-called green cleaning products,” she cautions.
Other ingredients to watch are fragrances. “Fragrance is increasingly

cited as a trigger in health conditions such as asthma, allergies and
migraine headaches. In addition, some fragrance materials have been
found to accumulate in adipose tissue and are present in breast milk,”
she says. “Other materials are suspected of being hormone disruptors.
The implications are not fully known, as there has been little evaluation
of systemic effects.”
Sokolowski explains that there are environmental concerns as well, as

fragrances are volatile compounds, which add to air pollution. Synthetic
musk compounds, for example, are known to be persistent in the envi-
ronment and contaminate waterways and aquatic wildlife.
Concerned about animal testing? Sokolowski recommends looking for

the Leaping Bunny certification.

ORGANIC WEEK BREAKFAST IN THE COURTYARD
The Big Carrot, Toronto, ON
September 26, 10 a.m. – 12:30 p.m.
Delicious organic breakfast that includes granola, yogurt, milk
and milk alternatives, hemp seeds, cranberries, chia, coffee,
juice, Chaga drink and special smoothies from the juice bar.

TASTE THE ORGANIC
DIFFERENCE
Nanette’s Healthy Pantry, Grand Falls, NB
Showcasing organic products
and sample recipes for customers
to taste test.

COABC ROADSHOW WITH ROCHELLE EISEN
Winlaw, BC
September 27, 1 – 3 p.m.
Presentation explores the first fully revised
Canadian Organic Standards set for
publication this fall.

NOW HAS 6 LOCALLY
GROWN ITEMS

...WITH MORE TO COME!

Peas, Corn, Mixed Vegetables,
Butternut Squash, Green Beans,
Pea and Carrot Mix, with local
Edamame to come.

ORGANIC • GMO FREE • KOSHER

Kids’ power to affect change

Sixteen-year-old Rachel Parent
knows all the angles of cam-
paigning against genetically

modified organisms (GMOs) and even
debated the subject on TV with CBC
business commentator KevinO’Leary.
Aswell as building a crediblewebsite

to reach kids (kidsrighttoknow.com),
her outreach takes the form of speak-
ing engagements, guest columns, TV
appearances andworldwide travels to
meet with thought leaders on GMOs.
Her trips have taken her to Australia as
a speaker, to South America to learn
more about the increasing problems
associated with GM soy agriculture,
and to India, where she attended a
10-day course on Gandhi’s teachings.
The Ontario teen, who first drew

attention to the topic in a school pre-
sentation at age 11, says awareness of
GMO issues is “growing exponentially.
“I believe that no matter what age,

nomatterwhat religion or ethnic back-

ADVOCACY

ground, every kid and every person
has the power to make incredible
changes in this world. I also want to
reach out to kids because, first of all,
it’s our future,” she adds.
This passion has prompted Parent

tomakemandatory labelling of GMO
foods an issue during the current
Canadian election campaign – she
has asked party leaders to state their
positions.
“I’ve spoken to Tom Mulcair of

the NDP and Elizabeth May of the
Green Party and both are huge sup-
porters of labelling GMOs. I did ask
Justin Trudeau the question and he
responded that the Liberal Party be-
lieves in giving consumers the most
information possible aboutwhat they
are purchasing and putting in their
own bodies.”
On theother hand, shehas not been

getting a positive response to GMO
labelling from the Conservatives, says

Parent. Shemet privatelywith federal
Health Minister Rona Ambrose, but
emerged from the sessionwithmore
questions than answers, particularly
about whowas responsible for label-
ling food products.
“[GMOs] are affecting us on every

single level and we can no longer
wait for our elected officials to make
our decisions for us,” says Parent,
who fervently believes kids have a

“huge influence” over parents’ choices
of the foods their kids eat.
Examples are the response by Gen-

eral Mills, adding a non-GMO version
of Cheerios, and the growth of other
non-GMOproducts in the grocery food
aisles. “One of the best ways to get
food companies to change what they
put in their food is for consumers to
stopbuyingproducts that contain these
(GMO) ingredients.”
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“I believe that no matter
what age, no matter
what religion or ethnic
background, every kid and
every person has the power
to make incredible changes
in this world.”

Rachel Parent
is an advocate for mandatory
labelling of GMO foods in Canada

GMOs

Purchasing organics limits
GE exposure, sends message
to government

Much of the public debate about genetically modified organisms
(GMOs) has focused on health and ecological concerns, yet
advocates are increasingly drawing attention to the threat of

contamination faced by organic farmers and growers.
“We believe it is important to be aware of the environmental and

potential long-term, unknown health risks of consuming GMOs,” says
Helen Long, president of the Canadian Health Food Association (CHFA).
“And more attention needs to be given to the economic risk for those
small to mid-sized businesses and farms devoted to providing certified
organic food to Canadians.”
CHFA supports the farmers and producers of organic food and is con-

cerned about the high level of risk GMOcrops pose for the organic industry,
Long explains. As a result, CHFA is focused on educating Canadians about
the importance of informed choice, while also raising awareness about
the benefits of choosing organic. “We believe Canadians concerned about
GMOs should understand that organic foods have been grown and handled
according to strict procedures and without the use of GMOs,” she adds.
Rochelle Eisen, president of CanadianOrganic Growers (COG), also draws

attention to the fact that the use of genetic engineering (GE) is prohibited
in organic production. “The organic community has not wavered on that
commitment,” she says. “In fact, in the new version of the Canada Or-
ganic Standard, the concept of isolation distances is being introduced as
a means to sustain organic integrity where drift from known genetically
engineered contaminants is possible.”
For consumers who are concerned about the negative impacts genetic

engineering has on their food and the environment, Eisen advises, “The
best way to avoid GE is to buy organic, as certified organic foods will
minimize GE exposure and simultaneously send a message to govern-
ment. Consumers have the power to influence public policy with each
food purchase.”

Rachel Parent has been a passionate advocate for GMO labelling since she was 11 years old. SUPPLIED

ORGANIC BARBECUE AT TAU
Langelier, QC
September 26 and 27
BBQs at TAU with vegan options, gift baskets for a draw and
bags filled with surprises. In addition, TAU promotes organic
products at incredible prices at all stores during Organic Week.

ORGANIC FOOD FAIR
Sobey’s West Royalty, Charlottetown, PEI
September 25, 1 – 4 p.m.
Samples of different organic selections
available throughout the store, plus organic
prizes and gift baskets.

INTERESTED IN ORGANICS?
Demmitt, AB
September 27, 2 p.m.
Presentations from local organic farmers
about market gardening, livestock
production and organic grain growing.

ORGANIC WEEK AT DOLMA
FOOD
Moncton, NB
Local and organic salad bar with
farmer Susan Linkletter from
Earth Friendly Farm.

Visit globeandmail.com/adv/organicweek

Organic food is great tasting and

nutritious; it reduces our exposure to

pesticides and GMOs; it’s produced

and certified to meet national

organic standards; it’s healthy

for soil, plants and animals and

reduces our carbon footprint.

The Canada Organic Trade Association would like to extend a special thanks
to our advertisers for making this Special Report possible:

For more information on The Canada Organic Trade Association (COTA) visit OTACanada.ca
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A three-pronged approach to seed security:
Research, education, policy

Partnerships for creating transparency and fostering growth

Oneof the challenges Canadian
organic growers face is finding
high-quality organic seed of

the varieties and quantities they need,
according to a recent study. While the
research focused primarily on supply,
it also examined the potential for
developing the organic seed sector,
says Jane Rabinowicz, director of The
Bauta Family Initiative on Canadian
Seed Security at USC Canada.
The study estimates the current

value of organic and ecological seed
in Canada at over $78-million per year,
including $28-million in vegetable
seed and $20-million in purchased
field crop seed, says Rabinowicz.
“This number shows that organic
and ecological farmers are an impor-
tant market and their needs should
be considered in seed research and
development.”
Presently, organic growers often

have to opt for conventional untreated
seed or source outside of Canada,
Rabinowicz states. “While price is a
concern, growers consistently tell us
they are willing to pay a premium
for local organic seed if their quality,
quantity and variety needs are met,”
she explains. “Our aim is to help build
a resilient and sustainable Canadian
seed system; the organic sector is a
big part of the equation.”
To evaluate the situation, the study

posed a number of questions: Where
do organic growers source their seed?
How much are they buying? Which
crops are most valuable? Which are
hardest to source organically and
locally? “The answers help us orient
our programming in the field. And
crop-specific figures and regional data
allow seedproducers to identifywhere
there is potential to develop the local
market,” Rabinowicz explains.
For Rabinowicz, seed security is

a local and a global issue. It means
ready access by farmers and farming
communities to adequate quantities
of quality seed and planting materi-

A Q&A with Manitoba Harvest
CEO & co-founder Mike Fata

What’s the current trend in consumer
demand for organic foods and how
do you think it will continue?
People are becomingmore discerning
about what they are consuming. The
“certified organic” stamp of approval
is associated with quality – which
is something consumers value. We
expect demand for organic foods to
continue increasing.

als of crop varieties adapted to local
growing conditions. These seedsmust
be affordable and available at planting
time, under normal and abnormal
weather conditions.
Seed Matters, a Clif Bar Family

Foundation initiative, has similar ob-
jectives, says Matthew Dillon, Clif
Bar’s director of agriculture policy and
programs. “Our projects improve the
nutritional density of food, provide
farmers with a greater diversity of
crops and income, extend availability
of local fresh produce by breeding for
season extension, and reduce the
ecological impact of crops bybreeding
for characteristics like weed competi-
tion, drought tolerance and ability to
uptake nutrients from the soil.
“Today, most of the seed used to

grow organic crops is conventional
seed, which is bred for the needs and
environment of high-input chemical
agriculture,” Dillon explains. “Organic
farmers using this seed are at a com-

SUSTAINABILITY

petitive disadvantage, often getting
lower yields from their crops.”
Farmers need seed bred for specific

environments, says Dillon, who notes
that the use of synthetic fertilizer and
spray-on pesticides in conventional
farming create a very different environ-
ment than the one in organic farming.
“In organic farming, soil fertility is cre-
ated through cover crops and compost,
and pests are managed through crop
rotation, cultivation, improved soil and
insect biodiversity.We can breed crops
that are adapted to synthetic fertilizer
or crops with root systems that are
more efficient at getting their nutrients
from organic fertility.”
Dillon believes the answer lies in a

“three-pronged approach – increased
funding for organic research, more
organic plant breeders and a shift in
public policy that levels the playing
field for organic.”
As part of Clif Bar’s commitment to

organic, the company is spearhead-

What’s the key aspect that consum-
ers and farmers should understand
about organic methods?
Key aspect? That organic is the most
heavily regulated (and scrutinized)
food system in Canada. Certified or-
ganic means meeting strict national
standards of how the product is grown
and how it is manufactured. For farm-
ers, it is also about showcasing that
organic farming is prosperous and it
can be a smart business decision to
transition even some conventional
acres to organic acres.

HowdoesManitoba Harvest promote
better understanding of organics and
encourage more hemp (and organic)
acres?
Education is part of our mission. For
the past 17 years, we have been edu-
cating people about hemp foods, how
organic hemp is grown and different

options. We are out at community
events and within the retail space,
partneringwith key influencers.We’re
also active online, educating and pro-
moting. As the world’s largest hemp
foods manufacturer to grow, make
and sell our own line of hemp food
products, we proudly have a dedicated
farm services team. Members of our
farm services team are out building
partnerships with the agriculture
community. Our farm team also of-
fers agronomic advice and educates
on the opportunities within organic
farming–hopefully transitioningmore
acres to organic.

What roles do partnerships play
in strengthening supply chains
as well as the organic sector as a
whole?
Partnerships within the supply chain
are essential for creating transparency,

ing a $10-million investment to fund
five endowed chairs in organic plant
breeding, says Dillon. “Endowments
provide funding in perpetuity, and
this puts a deep organic stake in the
ground at our public [North American]
agricultural institutions.”
Rabinowicz recommends that public

policy be designed to support the con-
tinued growth of the organic sector,
including the practice of seed-saving.
“Seed-saving is important for all grow-
ers, but especially for organic produc-
ers, whose needs can be distinct, and
are not prioritized in conventional
plant breeding,” she says. “Selecting
the seeds that perform best – and
saving them to replant the next year
– is an investment in the vitality and
productivity of the farm. Beyond the
benefits to individual producers, seed-
saving has broader implications for
food security andmaintaining access
to the biodiversity we need to adapt
to a changing climate.”

encouraging growth and fostering
positive change. Partnerships create a
unified approach – power in numbers.
Look at Manitoba Harvest’s vertical
integration model as an example.
We’re helping to drive demand for
organic products on the retail shelf.
We then take our sales forecast and
try to contract the right amount of
organic acres tomeet that anticipated
demand. This way, our organic farmer
partners know there is a guaranteed
market for their hemp crops.We often
communicate the growing demand for
organic, and associated premiums,
to conventional farmers too so that
they are aware of opportunities – and
hopefully think about converting some
acres to organic.ManitobaHarvest also
sources organic ingredients where
possible for our natural product line
to help showcase the ongoing need
for organic options.

INTERVIEW

GET ENGAGED
There are many more National
Organic Week events to choose
from – please see
organicweek.ca for details.

Certified organic means
meeting strict national
standards of how the
product is grown and
how it is manufactured.
For farmers, it is also
about showcasing
that organic farming is
prosperous.

Ready access to adequate quantity and quality seed is important for organic farmers, as documented by Seed Matters and The Bauta Family Initiative on
Canadian Seed Security. SUPPLIED

“Beyond the benefits
to individual producers,
seed-saving has broader
implications for food
security and maintaining
access to the biodiversity
we need to adapt to a
changing climate.”

Jane Rabinowicz
is director of The Bauta Family
Initiative on Canadian Seed Security
at USC Canada

ORGANIC WEEK AT ORGANIC EARTH MARKET
Halifax, NS
September 19-27
Organic Earth Market staff will share their
favourite organic recipes and products
throughout the week.

MEET YOUR FARMER
Nanaimo, BC
September 25, 12 – 6 p.m.
Learn about Avalon Blueberries, the
McNab’s Family Farms and the region’s
famous kale grower at Pomme Nanaimo.

ORGANIC FOOD FAIR
Sobey’s Stratford, ON
September 26, 10 a.m. – 4 p.m.
Samples of different organic selections
throughout the store, plus organic
prizes and gift baskets.

Simply Prepared-Pure Fruit
no shortcuts, no refined sugars or additives needed

400 Pure & Purifying foods and
1,130 free recipes edenfoods.com

Organic EDEN Apple Sauces - a blend of organically grown

family orchard fruit from Great Lakes’ shores. The fruit did

not need sugar, only protection from adulteration. These

superb apple sauces are kettle cooked the traditional way

with nothing else, whatsoever, added.
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of those who identified as non-Caucasian ethnicity67%

of British Columbians66%

of people in Canada’s largest cities63%

of families with children under two years old62%

of those between the ages of 35 and 4462%

of those who have attended university61%
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Organics – a robust and growing market
Longgone are the dayswhenbuy-

ing organic at the grocery store
meant choosing froma limited se-

lection of fresh fruits and vegetables in
a small corner of the produce section.
Organic food products have evolved
fromniche tomainstream, and today’s
supermarket shoppers seeking organic
options have much to choose from.
Elizabeth Crawley haswitnessed this

evolution first-hand, over her 17 years at
LoblawCompanies Ltd.,which includes
Loblaws, Fortinos, Provigo and other
retail banners across the country. As
the senior category director of health
food, she currentlymanages thenatural
foods category – approximately 60 per
cent of which is organic.
“When I first began in this position,

natural food departments were small
and still relatively rare,” Crawley says.
“The growth has been significant.
The space allocated to these depart-
ments in our stores has steadily ex-
panded, and in tandem,we have seen

TRENDS

more innovation and variety – and
it’s all been in response to customer
demand.”
Muchof thedemand for organic food

products is being led by mothers, she
says. “Weseeourprimaryconsumers in
this area to bemoms,who increasingly
are raising ‘organic babies.’ Theywant
products that don’t contain artificial
colours or sweeteners, for example.”
Dairy products are also a common

consumer entry point into the organic
category, adds Crawley. “The demand
for organic milk is astounding and
continues to grow. And often, as their
children get older, mothers move
into areas such as organic cereals and
granola bars.”
Consumers in other demographic

segments are also looking for more
organicofferings, says LynneBrenegan,
president of UNFI Canada, a distributor
of natural, organic, kosher, specialty
and ethnic food products. She specifi-
callymentions “newCanadian families,

whose traditions focus on fresh, local
and healthy ingredients.”
According to Crawley, sales of organ-

ics and other natural foods are strong
in urban areas and in towns with high
populations of university students.
“We’re also seeingmore demand from
babyboomers,” Crawley says. “As that
population ages, they are looking to
take care of themselves and be more
proactive about their health – so the
adult segment is growing as well.”
She adds that LoblawCompanies has

responded to the surge in customer
demand with an ever-growing array
of organic products.
Brenegansays the increasingdemand

presents both opportunity and chal-
lenge. “More and more, conventional
retailers are looking to gain access to
these items while expecting organic
brands to operate to the same fill rate
and distribution standards as major
conventional brands,” she explains.
Challenges of meeting the fill rate,

a measure of how a supplier can
meet the demand, can lead to fines
and penalties and impose significant
financial duress for newer organic
brands, thereby impeding their ability
to invest in equipment, facilities and
people, says Brenegan.
“At the producer level, we see lots of

opportunity and need for young farm-
ers to get into organic production,” she
says. Believing the growing demand
cannot be met by the existing base of
certified organic farms, Brenegan calls
for “robust education and business
development programs for young
would-be farmers, as well as more
incentives and programs for farmers
who are willing and able to transition
from conventional crop or livestock
production to organic.

Frozen, organic and Ontario-grown

Canada’s highest weekly buyers of organic groceries

When Gary Lloyd launched
GreenOrganic Vegetable Inc.
in Canada in 2000, he envi-

sioned a partnership with local grow-
ers, who would supply fresh organic
vegetables for his frozen products line.
But this was a vision not quite ready to
be realized at a timewhen the organic
food marketplace was just starting to
gain a footing in Canada, says Lloyd,
who then partnered with an organic
produce grower from China.
Fifteen years later, the FoodlandOn-

tario logo appears on a considerable
number of the company’s products.
Consumer demand has steadily grown
for frozen organic produce, and so too
hasOntario’s organic farming commu-
nity – allowing Lloyd to build a strong
supply chain in his home province.
“Our list of local suppliers has

expanded over the last five years.
Today, close to 70 per cent of our
product is sourced from this province,”
says Lloyd. “We’re pleased that we
can meet consumers’ demand for
home-grown products and build new
opportunities for Ontario organic
growers.”
It has taken time to expand the local

supplier network, explains Lloyd. In
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the early days, when consumer inter-
estwasweaker, fewer farmers saw the
value of undertaking the complexities
of organic certification. “Those grow-
ing organics at the time were focused
on local farmers’ markets and didn’t
have the acreage to grow for the frozen
market,” he adds.
Green Organic Vegetable is now

selling a range of frozen Ontario
vegetables, including peas, corn,
green beans, carrots and butternut
squash. This year, the company is
harvesting its first crop of Ontario-
grown edamame– a product category
traditionally dominated by China. The
company’s vegetable products, which
are individually quick-frozen within
two or three hours of harvesting to
preserve flavour and nutrition, are sold
to major food retailers across Canada.
“We’re excited about the future

possibilities and are now looking at
exporting to the U.S.,” says Lloyd. He
explains that although it costs more
to grow the vegetables locally than to
import them, the company believes
in supporting the local economy. “We
all believe we’re changing the sector
in Ontario and Canada for the better,”
he adds.

“If we want tomake these products
more widely available, we need to
address the supply issue with real in-
vestment and commitment,” she adds.
Crawley says the ability to innovate

and boost the variety of affordable
organic products has increased as the
Canadian organics sector hasmatured.
“When we first began, the majority
of our products came from the U.S.
because thereweren’t a lot of Canadian
organic farmers and companies. Today,
we havemany Canadian partners and
they are giving us access to a range of
newandexciting products.We and the
broader organics industry have grown
together.”
Brenegan adds that “this is a fantas-

tic industry full of people who have
pioneered organic food production
and business practices over the last
30 years, at the ready to transfer their
knowledge and experience.
“We have consumers who see the

critical link between food and the
well-being of our children and our
ecosystems. We have young farmers
and entrepreneurs forging strong links
to their communities and reaching out
to each other and their consumers via
social media, and we have acreage
that is ripe for transition to organic,”
she says.
The organic industry has a great deal

to be proud of, yet it needs to tackle
the business models and practices
that have become obstacles, says
Brenegan. “To gain the kind of scale
we are seeking, we have to make
the choices that offer a future for the
organic industry in Canada: where
we spend our grocery money, how
we spend our time as advocates and
role models for our children, and at
the ballot box.”

Consumer demand is driving a rapid growth in organic products – both in quantity and variety – a trend that presents opportunities and challenges for Canadian organic growers and producers.
ISTOCKPHOTO.COM

“The space allocated to
[organic] departments in
our stores has steadily
expanded, and in tandem,
we have seen more
innovation and variety –
and it’s all been in response
to customer demand.”

Elizabeth Crawley
is senior category director of health
food at Loblaw Companies Ltd.

“We’re pleased that we
can meet consumers’
demand for home-grown
products and build new
opportunities for Ontario
organic growers.”

Gary Lloyd
is co-founder of Green Organic
Vegetable Inc.
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NWT GROWED DINNER
Aurora Village at Cassidy Point, Yellowknife, NT
Guided visit to France Benoit’s garden and
a meal at The Lodge at the Village, featuring
Inuvik reindeer and locally harvested
vegetables.

PANTRY PLUS HEALTH FOOD
Orléans, ON
September 19-22
End cap display, samples, plus a
table with staff top organic picks,
offered at a 10 per cent discount.

LECTURE: TRUE VALUE OF ORGANICS
The Big Carrot, Toronto, ON
September 24, 7 p.m.
Join nutritionist Alex Comrie for an interactive presentation on
organic, highlighting how organic farming practices impact our
agricultural system, the welfare of animals and human health.

SAVOURY SATURDAY
Saskatoon, SK
September 26
Saskatchewan Organic Connections
is hosting Savoury Saturday at the
Saskatoon Farmer’s Market.

Visit globeandmail.com/adv/organicweek

Book online at aspenclean.com • 1 855 925 9900

With AspenClean® award-winning house cleaning
service and 100% natural, vegan, Ecocert® certified products
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It’s your home. Keep it healthy!



®/TM Loblaws Inc. ©2015 Loblaws Inc.

pc.ca/organics

Over the past 14 years, we’ve introduced hundreds of fresh
and packaged PC® Organics foods, all of which adhere to the
Canadian Organic Standards. So when you walk through our
aisles, you’ll discover how organic is so much more than just
fruits and vegetables.

When it comes
to organics,
we produce
more than
just produce.


