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Letter from
the Editor

follow us

@CDNFood

54 years and we’re
still sweetening
our offer.
Nicolas Heffernan
editor for
canadian food insights

Sugar
Even when something appears to be an easy target,
there is often some validity to what is being said.
Having been following sugar in the news very closely over
the last year, it’s hard to argue that the sweet stuff isn’t being
singled out. I can understand the position of the sugar industry.
Sugar isn’t the sole culprit behind obesity and other chronic
conditions, as it is often portrayed.
But it is a large contributor.
I’ll be honest; I’ve tried to avoid it as much as possible when
I shop. One of the offshoots since becoming the editor of this
magazine is it has changed the way I shop at the grocery store.
I used to enjoy it. Now I’m constantly looking to see how
much sugar or sodium or fat is in what I’m buying. Canadians’
shopping habits are changing so I don’t think I’m too dissimilar
to other consumers. Recent polls suggest people are paying
more and more attention to what’s in their food, with sugar
increasingly near the top of the list.
That presents an issue for food processors. Sugar is seemingly
the next salt or fat and you don’t need to pay much attention
at a grocery store to know how much those ingredients have
been cut from many products. It will be intriguing to see how
many companies try and get in front of sugar reduction before it
becomes more mainstream.
It was interesting to hear Luke Haffenden’s views on sugar.
He is Chief Flavourist at Novotaste, a Montreal flavour house,
where sugar reduction is one of the services the company offers.
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While he took pains to point out members of the food industry
are often unfairly painted by the same brush, he was unequivocal
in his thoughts on sugar. He put it into very personal context for
me. He told me about his uncle who passed away because of
complications from diabetes three weeks prior to our interview.
Haffenden studied Maillard reactions for his PhD. Have you
ever had a roasting pan that’s almost impossible to scrub clean,
or come close to throwing away a baking pan after a little too
much heat or time seared baked-on caramelized leftovers of
a cookie to it? The Maillard reaction takes place when amino
acids, sugars, and heat come together. What happens to the
baking sheet and roasting pan can also happen in the body.
“I can tell you the last 10 years of his life were really not
pleasant,” Haffenden said. “He didn’t drink, he didn’t smoke,
he didn’t do anything, except he could not control eating and
that killed him. I don’t see the difference between smoking and
eating. Smoking will kill you over a long period of time; the
same thing with overeating or eating too much sugar.”
While it’s convenient and easy to blame sugar, it doesn’t
necessarily mean there isn’t some truth to it.

Sincerely
Nicolas Heffernan

After 54 years of supplying quality ingredients
from the world’s finest Principals to clients
in the Food Sector, we are delighted to launch the
Lomas Technical Center. The concept is simple:
To add value for our clients by inviting them on a
journey of discovery and invention. Part kitchen,
part laboratory and part education nexus, the
Technical Center is where our people work with
yours, where imagination and possibility can
create ingenious new products and opportunities.

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

Letter from the
Editor-In-Chief

President’s
Message

Belinda Elysée-Collen, M.Sc., P.Eng, CFS
P r e s i d e n t , C a n a d i a n I n s t i t u t e o f F o o d S c i e n c e a n d T e c h n o l o g y ( CIF S T )
Michael T. Nickerson, Ph.D., P.Ag.
Saskatchewan Ministry of Agriculture
Research Chair
(Protein Quality and Utilization)
Department of Food and Bioproduct Sciences
U n i ve r s i t y o f S a s k a t c h e w a n

As Canadian Food Insights settles into its new role
as the heart of the Canadian Food and Beverage
Sector, we wish to welcome our continually expanding
membership base that makes us strong. In this issue, we
are spreading our wings further to showcase what Canada
has to offer to readers south of the 49th parallel at the 2014
Institute of Food Technologist Annual Meeting and Food
Expo in New Orleans from July 21st to the 24th, and to the
global food science community at this year’s 17th World
Congress in Food Science and Technology & Expo (www.
iufost2014.org) held in Montreal Aug 17th to the 21st.
I want to start by highlighting some of the interesting
technical review articles found in this issue of Canadian
Food Insights, such as ‘Honeybees and humans, a critical and
threatened relationship’, which highlights Canadian honey
production, composition, application and draws attention
to the complex symbiotic relationship between honeybees
and humans; ‘Canadian super fruits: are they real?’, which
address the importance of fruit bioactives, processing
challenges, advances in fruit-based research and the ‘super
fruit’ marketing spin; and ‘Maple syrup quality control
benefits from advances in technology’, which discusses the
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quality of one of Canada’s most prized products. The issue
also includes a special report highlighting Agriculture and
Agri-Food Canada’s nine sector-based science strategies
they are pushing forward on. And finally, Sara Zborovski’s
Regulatory Arena discusses one of the more recent
elements of the inspection modernization makeover: ‘the
Integrated Agency Inspection Model’ for Canadian industry.
Combined with exciting profiles of companies and
people on the move, and the latest on consumer trends
in cereals and sugars – this is a jam packed issue – worthy
for the world to see. Thanks to all my colleagues on our
Editorial Board and at Dovetail Communications for
their continued excellence. And thanks to our readers for
allowing us to pass on your successes to the world. So sit
back and enjoy a little taste of Canada.

Sincerely
Michael T. Nickerson

CIFST’s National
Conference goes
BIG in 2014!
When 2,000 food science professionals from Canada and
around the world gather in Montreal this August, it
will mark the achievement of a vision that has been eight years
in the making for CIFST. Embracing an attitude of “Go Big or
Go Home”, CIFST has upsized the National Conference for 2014
– and is hosting the 17th World Congress of Food Science and
Technology at Montreal’s Palais des congrès August 17 – 21.
It was 2006 when CIFST’s leadership made the bold decision
to bid on hosting this prestigious international gathering once
again in Canada. In 1991, CIFST staged a highly successful
World Congress in Toronto, and now after 25 years, CIFST
will proudly welcome the global food science community from
all sectors – industry, academia and government – to explore
the Congress theme “Research that Resonates”. Together we will
examine some of the most important questions food science
professionals have ever faced. What needs to be done today to
prepare for tomorrow, both here in Canada and abroad? How
can all the sectors work together in a more collaborative way
to ensure ongoing innovation that resonates with consumers?
How does the industry secure the safety and sustainability of the
world’s food?

What will you experience at the 2014 World Congress?
Besides being shoulder to shoulder with peers, colleagues
and customers from around the globe, the Congress offers a
unique environment to focus on your needs as a food science
professional, whether for expanding your knowledge in a
subject area, developing your business and client base, or
gathering research and learning about the latest innovations.
What will strike you most about this Congress is how easy it is
to take advantage of so many different activities, sessions and
networking opportunities – and not be overwhelmed by the size
the event.

Here’s a sample of what CIFST has on the menu for the
5-day Congress
• Gain in-depth insight from world-renowned keynote
speakers, including Bernhard van Lengerich – General Mills,
Marcel Paques – Friesland Campina, Brian Keating – CSIRO
Sustainable Agriculture Flagship, Riette de Kock – University
of Pretoria.
• Choose and learn from more than 80 concurrent sessions
on food safety, regulatory issues, consumer behaviour, food
processing, developments in food and health, to highlight just
a few of the 11 subject themes.
• Get the inside perspective from industry giants Guy Wollaert –
Coca-Cola, Phillip Donne – Campbell and Johannes Baensch
– Nestlé at the Industry Leader Summit.
• Network and get down to business at the 3-day EXPO, complete
with dedicated Canadian marketplaces, delegate lounge, coffee
stations and Montreal food trucks (for lunching attendees)
right on the EXPO floor.
• Cheer on Canadian students as they take centre stage in the
EXPO during CIFST’s Jeopardy-style Student Challenge
Competition.
• Discover what research resonates at the classic poster sessions
and moderated ePoster stations in the EXPO.
• Sign up for Technical Tours, Awards Presentations, CIFST
AGM, networking Opening Reception in the EXPO Hall,
closing Gala Banquet and much more!
• PLUS, we are banking on you and all of Montreal to donate
30,000 cans of food to help us break the Guinness World
Record for “The longest line-up of canned food” 2.7 km – with
the donated cans all going to Montreal-area food banks.

The 2014 Congress has something for everyone
If ever there was an opportunity in Canada to catch up on food
industry innovation and collaboration, the 2014 Congress in
Montreal is it. Be there to learn and connect with colleagues
from industry, academia and government at what will be the
biggest gathering of food science professionals this country has
ever seen. Whether you exhibit at the innovative EXPO, attend
the jam-packed scientific and technical program, or participate
in the student activities, you will be taking part in a historymaking event. CIFST is counting on you to be in Montreal to
bring this milestone to life and help us welcome the world’s
food science community to Canada. Don’t delay. Sign up now at
www.iufost2014.org. I look forward to meeting you in Montreal.
Canadian Food Insights www.cifst.ca
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dr. oetker opens neW
facility in london

dr. august oetker speaking at the grand opening of the
company's new pizza plant in London.

After some recent high-profile closures the food manufacturing
industry received a boost with the official opening of the new Dr.
Oetker’s facility in London.
The company's new frozen pizza production facility, which has
been in operation since mid-March, will act as a production hub
for the company's North American pizza operations.
“Canada is an excellent market for Dr. Oetker,” said Dr. Christian
von Twickel, Executive Vice President at Dr. Oetker Canada.
“Canadians are particularly receptive to our type of innovative
and high-quality products and we are excited to have opened
our first North American frozen pizza plant in London. We are
confident in the local workforce, the Ontario agri-food sector
and the North American market and we are honoured to be part
of the London community.”
The London facility houses production of the company’s pizza
lines, including Ristorante, a thin-crust gourmet pizza, Casa di
Mama, its Italian homemade style pizza and Panebello, its bakery
crust pizza. Over time, the facility will produce up to 50 million
frozen pizzas every year for both the Canadian and U.S. markets,
and will source millions of pounds of high-quality raw ingredients
from Ontario farmers and food processors.
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Loblaw Enhances
Multicultural Oﬀering
Loblaw Companies Limited announced the purchase
of Arz Fine Foods, an established Middle Eastern grocery
retailer located in Toronto. It will operate as a unique
operating division of Loblaw.
Canada’s Middle Eastern population represents about 2
per cent of the population and is one of the fastest growing
market segments.
“This key partnership holds great promise as Canada’s
Middle Eastern population and the Canadian taste for
Middle Eastern food continues to grow,” said Vicente Trius,
President, Loblaw Companies Limited. “Arz Fine Foods is
a trusted Middle Eastern supermarket with strong product
expertise. The combination of Arz Fine Foods and Loblaw
will follow the same approach used with our T&T business,
which introduced ethnic expertise and products into our
broader business in a very authentic way.”
Founded in 1989 by the Boyadjian family, Arz Fine
Foods began as a specialty bakery and has since grown to
include deli, fresh produce, halal meat, groceries and ready
to eat foods. The business also includes a 10,000-squarefoot retail store, commercial bakery, food commissary, and
distribution centre.
“This is a tremendous partnership for our family and
our business”, said Armand Boyadjian, co-founder. “This
acquisition recognizes the commitment of our employees to
become a leader in our field. With Loblaw, we will continue
to maintain our authenticity and enhance our customer
experience and reach. This is a great opportunity to share
our passion and products with even more Canadians.”

Score Card Helps Farmers
And Processors Improve
Their Business
Ontario farmers and processors have a new
tool to measure current business performance
and help build an action plan for greater success.
The Agricultural Management Institute’s (AMI)
Business Score Card is an online business assessment
tool developed for farmers and processors to help them
to identify business management strengths, weaknesses
and gaps; develop action plans to improve business
management performance; and provide clear direction
towards resources that can help their business.
“The Business Score Card will deliver great benefits
for farmers and processors,” said Ryan Koeslag,
AMI executive director. “It will help them gain a
greater understanding of their business strengths and
weaknesses; help assess current systems, knowledge and
skills; and prioritize areas for improvement.”
Participants are required to answer a short series of
questions on 10 different business management focus
areas. These focus areas include: strategy/leadership,
customers/markets, production, suppliers, finances,
information systems, people, risks, responsibilities and
succession planning.
In addition, the tool prompts users to create an
action plan for each business area to help them address
any management gaps that have been identified. It takes
about 30 minutes to complete the assessment.
When completed, participants instantly receive
a report detailing the assessment results, priority
rankings, action plans and recommended resources
based on the identified priorities and opportunities
for improvement.
“We believe it can have a bottom line impact. It will
help farmers and processors achieve better efficiency
and profitability,” added Koeslag.

chfa's top natural health trends for
summer 2014
The Canadian Health Food Association (CHFA) announced the
top natural health trends to look for this summer at local health
food stores.
“Summer heat and seasonal changes put new stresses on
our body's systems,” said CHFA president Helen Long. “Leading
experts helped us find new, exciting, natural solutions that we are
pleased to share with Canadians across the country to help them
get the most out of summer.”
Natural Hydration
The first choice for summer 2014 hydration is a new beverage
that's close to home: maple water. In its purest form, maple sap is
an effective summer hydrator, filled with minerals like potassium,
calcium, magnesium and manganese.
Ultimate Summer Supplements
The hottest supplements to watch for on the shelves of your
local natural health retailer this summer include omega-3s and
Astaxanthin. Astaxanthin is a supplement naturally derived from
a pink carotenoid antioxidant found in algae, which studies have
found protects against wrinkles, redness, and UV damage.
Label Literacy
Canadians are increasingly demanding simple, transparent
labelling. Canadians should look for labels like the Canadian
Organic Symbol that tells you at a glance that the ingredients
used are obtained from certified organic sources.
Summer Superfoods for Natural Health
The trendiest superfood this summer is going to be watermelon.
Watermelon is also a great source of lycopene, a potent
antioxidant pigment that gives the watermelon its rich colour,
with a growing list of benefits from prostate to skin health. Other
delicious and healthy summer superfoods range from seaweed
snacks and healthy bars, to anything and everything coconut.

chfa's top picks for natural
hydration for summer 2014 include
coconut water, maple water and
kombucha. for tips on how to stay
hydrated and healthy this summer
visit chfa.ca (cnW).

www.scorecard.takeanewapproach.ca

Canadian Food Insights www.cifst.ca
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diet beverages play positive
role in Weight loss
A groundbreaking new study published recently
in Obesity, the journal of The Obesity Society,
says drinking diet beverages helps people lose
weight.
“This study clearly demonstrates that diet
beverages can in fact help people lose weight,
directly countering myths in recent years that
suggest the opposite effect – weight gain,” said
James O. Hill, Ph.D., executive director of the
University of Colorado Anschutz Health and
Wellness Center and a co-author of the study.
“In fact, those who drank diet beverages lost
more weight and reported feeling significantly
less hungry than those who drank water alone.”
The 12-week clinical study of 303 participants
is the first prospective, randomized clinical trial
to directly compare the effects of water and diet
beverages on weight loss within a behavioural
weight loss program. Conducted simultaneously
by researchers at the University of Colorado
Anschutz Center for Health and Wellness in
Aurora and Temple University’s Center for
Obesity Research and Education in Philadelphia,
the study shows that subjects who consumed
diet beverages lost an average of 13 pounds –
44 percent more than the control group, which
lost an average of nine pounds. More than half
of the participants in the diet beverage group
– 64 percent – lost at least five percent of their
body weight, compared with only 43 percent
of the control group. Losing just five percent
of body weight has been shown to significantly
improve health, including lowering the risk of
heart disease, high blood pressure and type
2 diabetes.
Study participants were randomly assigned
to one of two groups: those who were allowed
to drink diet beverages, such as diet sodas, teas
and flavoured waters, or those who were in a
control group that drank water only. With the
exception of beverage options, both groups
followed an identical diet and exercise program
for the duration of the study.
12
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Government Grant Helps Rural
Farmer’s Product Development
nova Scotian BeekeePer receiveS reSearch helP after
receiving nSerc engage grant
Text by Lindsay Grummett
When Margaret Cornect and her husband bought land in rural
Nova Scotia over 20 years ago, they decided to start a blueberry farm.
“We realised we would need bees to pollinate the blueberries so I
bought two beehives,” says Cornect. Since then Cornect Family Farm’s
two beehives grew into 300. Honey became the farm’s primary focus
and the company’s product line has expanded from liquid and creamed
honey to spreads, sauces, skincare and candles.
“I didn’t have anyone to teach me about all of this,” she explains. “It all
happened through trial and error.”
Last year, Margaret was contacted by Adam Wile, an agriculture
transition officer with Nova Scotia’s Department of Agriculture. Wile
asked to bring professors and researchers from St. Francis Xavier
University in Antigonish to the Cornect farm in New Glasgow to review
Margaret’s process.
“I showed them everything in a beehive – the honey, the beeswax, the
propolis – anything that you can use that’s available and they said if we
had any problems, they’d like to look at them and see if they could help
us in any way.”
Cornect has been adding products to the family brand since she started
the company, but has recently been struggling with the development of
a new idea, which she is not able to describe in detail. “I know there’s a
solution to it, but I can only deal with it from what I know. They can look
at it from the scientific point and tell me why it isn’t working.”
Cornect applied for and received an Engage Grant from Natural
Sciences and Engineering Research Council of Canada (NSERC), which
is designed to bridge the gap between Canadian companies and university
experts. St. Francis Xavier researchers including food physicist, Dr. David
Pink, have been investigating the honey issue and expect to have results
by August.
Cornect is hopeful the results will help expand her company further
and is grateful for the interest in her small business. “This is a truly
unique opportunity for a small, rural based business to collaborate in
applied research with a small, focused and excellent university with an
anticipated end result that would benefit us all.”
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New Food Science Exhibition
Opens In Ottawa
canada agriculture and food MuSeuM exPloreS the
Science Behind food PreServation
The Canada Agriculture and Food Museum’s (CAFM) new exhibition, Food
Preservation: The Science You Eat, gives the topic of food science centre stage.
The CAFM’s mandate, to foster scientific and technological literacy, meant
the science behind food preservation was a natural fit. “Early testing on the topic
of the ‘science behind food preservation’ told us that we were on the right track
and that our visitors wanted to know more,” says the Museum’s Director General,
Kerry-Leigh Burchill.
The goal of the exhibit is to demystify the science behind food
preservation. “The exhibition is about how we ensure our food
is safe, from field to processor, during transit, in the kitchen
and at the table,” says Burchill. The museum was able to launch
the exhibit thanks to guidance of the Food Science National
Advisory Committee (FSNAC). “We’d like to thank CIFST for
their leadership and active participation on the FSNAC,” she says.
The exhibition covers thousands of years of food preservation
as well as exploring more contemporary food preservation
methods through the eyes of a consumer or producer of
preserved goods.
Burchill says the section that looks at some of the ‘newer’
methods of food preservation might surprise visitors.
“To museum visitors food irradiation and high-pressure
pasteurization might seem like new technologies but they will
learn that both have been around for decades,” she says. The
exhibition also showcases recent innovations such as REV
dehydration, ultrasound, electron beams and bio-preservatives.
The museum hopes to update this section at least once a year
with advances in research and ingenuity.
In addition to the food preservation exhibition the museum
launched a five-year commitment to develop food literacy
programming both on site and as national, educational
resources. The museum also offers daily cooking and baking
demonstrations and has been actively working with partners to
offer workshops, lectures and special events which tackle food
literacy topics including food science.
The museum will also have a presence at IUFoST with a
display of the Food Preservation: The Science You Eat exhibit at
the World Congress in Montreal.

Banff centre,
B a n f f, a l B e r ta
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We saved time and money
with improved analysis

Reinforcing Continuing Education
Through CFS Certiﬁcation

With help from our FOSS solution we have been able to
improve profitability by:
• Producing consistently high quality products and
increasing yield
• Reducing process variation by quickly making
production adjustments
• Utilizing raw materials more efficiently
• Saving hours of tedious lab work
• Eliminating the need for expensive reagents
• Managing results online, and networking to
other locations

Jim Smith, PhD, CFS

Learn how you can too at
www.foss.us/Canada

Stay informed about the latest
analysis technology at a FREE web seminar.

www.foss.us/webinars

ProFoss™

In production analyzer
to make real-time
adjustments

MilkoScanTM FT1

FTIR analyzer ideal for
milk analysis

FoodScanTM

NIR analyzer for
improved product quality

SoxtecTM 8000

Safe, easy and automated
reference chemistry

Every day the global food
enterprise becomes more and
more complex. The worldwide
demand for food is increasing, and
supply chains are more global and interconnected than ever.
As a result, the need to easily identify knowledgeable food
professionals that meet scientific and workforce needs along
the value chain is imperative to delivering safe, quality food to
consumers. Continuing education and staying on top of the
latest advancements in food science through certification will
be an increasingly crucial part to help achieve this.
I am honored to be one of the more than 1,500 Certified
Food Scientists (CFS) from around the world and want to share
my perspective on why the program is important to me. The
CFS credential is a global certification program created by the
Institute of Food Technologists (IFT) that evaluates the applied
scientific knowledge and skills of food scientists worldwide
through a third-party assessment. Certified Food Scientists
represent 866 organizations from 54 countries around the
world. These range from ingredient and consumer package
goods companies, universities, consultancies, government
agencies, and many more. The program is officially endorsed
by the Canadian Institute of Food Science and Technology
(CIFST) and the Australian Institute of Food Science and
Technology (AIFST). More global partnerships will be formed
as the program continues to grow worldwide.
It Is also my privilege to represent CIFST as a commissioner
on the International Food Science Certification Commission,
the governing board for this certification, and would like to
personally congratulate my colleagues in Canada who have
already received the CFS. Canada currently ranks second in
terms of countries with the most Certified Food Scientists, and
these credential holders come from impressive backgrounds in
industry, academia, and government. No matter where you are
from, CFS can create a common language for the profession.
After graduating with a bachelor’s degree in Food Science
from the University of Strathclyde in Scotland, I decided to
continue my studies by earning a Masters’ in Food Science from
the University of Manitoba and PhD in Food Science from
the University of Nottingham in England. After my studies at

these world-renowned food science programs, I quickly realized
that my learning was not complete, but had only just begun.
As food scientists, our world is constantly changing, and we
are in a never-ending quest to stay current on the latest food
technology developments.
The CFS exam tests the real-world abilities and skills that
are imperative for food scientists in their roles. Based on a
statistically valid research study of more than 1,800 global
food professionals, it was created to help current and potential
employers around the world know the level of expertise and
applied knowledge that a food scientist has attained. Becoming a
Certified Food Scientist also indicates a commitment to lifelong
learning, as there are continuing education requirements that
are necessary to maintaining the credential. It also pays off.
An extensive global salary survey conducted by IFT found that
Certified Food Scientists overall earned an average of 24%
more than their peers who had not yet earned the credential.
Regardless of your career stage, it’s an advantage that sets
those who are certified apart from others seeking promotion
or employment.
To achieve the credential, food professionals must be current
on the latest food science developments, and they must have
work experience and academic credentials demonstrating
their dedication to the profession and to advancing the science
of food. Finally, they must pass an exam, which is offered at
more than 5,000 testing centers worldwide, including many
in Canada.
I recommend you go to www.ift.org/certification to learn
more about the CFS and see the list of your colleagues who
are already certified. You can even download the Candidate
Handbook, which has detailed information on the exam
content outline, testing dates, and recommended preparation
resources, including the CFS Prep Course, which is offered in
Canada through NSF-GFTC.
I strongly encourage you to join me in including the
CFS in both your personal and organizational professional
development plans.

Jim Smith, PhD, MBA, FIFST, FCIFST, CSci, CFS
Executive Director, BioFoodTech
IFSCC Commissioner
CIFST Past President

Dedicated Analytical Solutions
Canadian Food Insights www.cifst.ca
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Moderated ePoster Stations

Circle Monday, August 18 at 5 p.m. in your calendar.
On the second day of the IUFoST World Congress three leading industry
experts from Nestlé, Coca-Cola and Campbell will discuss the challenges
their respective sectors face and how the industry as a whole can work to
achieve common goals.
All congress delegates, participating sponsors and exhibitors will have the
chance to hear from Guy Wollaert, Senior Vice President and Chief Technical
Officer at The Coca-Cola Company; Philip Donne, President of Campbell
Company of Canada; and Johannes Baensch, Global Head of Research and
Development, Nestlé, Vevey, Switzerland.
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✓ Create a relaxed and convivial atmosphere on the Expo floor
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Maximize your lunch times.
Connect, meet and network!
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Keynote Speakers
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Parallel Sessions
Innovation + collaboration
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INTERNATIONAL LOUNGE
✓ Features a large bar area
✓ Each continent will have a dedicated area
Your opportunity to target speciﬁc regions.

8
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KNOWLEDGE ARENA
✓ Student Challenge - A CIFST Feature Event
Monday: 14:00-17:00
✓ Product Theatre

What can you bring to the stage? Maybe break a Guinness
World Record? Or sponsor one of the Canadian teams?
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In the
Spotlight
The fresh food movement is moving quickly and
Randy White won’t let Sysco get left behind.
The president of Sysco’s Canadian operations is trying
to position the company to meet both consumer and
client demands for fresh food. Canadian Food Insights sat
down with White after he gave a speech, Finding Fresh:
Changing Foodservice Dynamics, at the Toronto Board
of Trade.

You’ve seen a lot in your 30-plus years with Sysco. Are
you surprised by the changes in the industry?
Maybe somewhat surprised but I’ll acknowledge it has
changed dramatically and it continues to change. That
goes for most businesses but the speed within food has
been enhanced by the economic changes in 2008-2009 as
consumers began to get very thoughtful about spending
their money and food and foodservice have rapidly
linked up to that. At the same time, there’s an appetite
around fresh and healthy eating that is not going away.
This is not a trend, this is a lifestyle. The speed of which
that is changing the industry is interesting but I’m not
surprised by it, I’m fascinated by it actually.

Has the move to fresh and healthy food changed Sysco’s
business model?

Fresh
over Fast
Randy White, President of Sysco
Canada, dishes on how the
a pp e t i t e f o r f r e s h a n d h e a l t h y i s
affecting the industry
Interview by
Nicolas Heffernan
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Absolutely. Over the years, we were formed as a
consolidation of frozen food manufacturers and
distributors in the U.S. that got together to become more
national. As you think about those roots, we’ve expanded
over the years to add fresh meat and fresh produce
companies, as well as fresh seafood to our repertoire.
You’ve seen with that shift Sysco has been keeping up
with the shift in consumption. It wasn’t that long ago
when fresh chicken was only available from the fresh
chicken processor to the restauranteur. The problem is
getting that out across North America. The logistics was
financially impossible for a processor so we’ve allowed
people to facilitate the logistics and bring those fresh
products to the industry. I would say we’re changing
with the trend. Are we changing the industry? No. We’re
a response to our customers. What our customers are
looking for is how we will navigate it. We also need to
figure out what the future consumer may be interested
in because there’s a very real demand that may not be
mainstream today – in fresh, local and community – that
will become significant in the next three to five years in
most areas.

The price for fresh, local produce is more than regular
produce yet consumers have an idea that food should
always be cheap. How do you marry consumer desire
with the reality?
I don’t know if you can ever appease and put out that
strong expectation. I think we all hope that the things that
we want on our fingertips, when we want them would
be low cost. But when it comes to food, it’s such a core,

it’s like drinking water, you expect it to be available, you expect
it to be fresh and safe, and you expect it to be economically
reasonable for everyone. The problem is logistics is expensive,
so as a food logistics organization – we don’t market ourselves
that way but at the end of the day that’s a big part of who we
are and what we do – the cost of logistics is the issue and so
as we become more efficient we can lower the cost. The waste
that comes with fresh products is resolved through mass and
economies of scale. The way to combat that is to help facilitate
what our customers want and do more of it. So I believe over
time, in relative terms, fresh wholesome local food products that
might be considered expensive and probably out of reach for a
lot of people will come down relative to the other products that
are out there. I never think they will be cheap because it is high
logistical touch – there is more touches through a local supply
chain than one would realize to bring it to the masses. Local and
mass economies of scale, they don’t always match and so our
challenge ahead is how we match those. Local can piggyback on
the economies and efficiencies of mass and that’s the objective.

Baby boomers changed the way people viewed food. With
demographics changing, what do you have to do to stay in
front of new generations?
We’re looking at the next generation beyond the baby boomers,
the next few generations, Generation X and Y and a few others
after that. If you think about it, those are all a product of baby
boomer families. The typical baby boomer has gone through the
food service revolution, grew up with fast food and has come to
the realization that fresh, healthy eating is essential to a healthy
lifestyle and a long life. What’s happening is the children of the
boomer have been raised as those thoughts have been brought to
their lifestyle and so they’re coming out as the spenders now and
as much as they have been exposed to fast food, it’s not their first
choice; it’s their third and fifth choice and maybe not at all. It’s
that demographic, the children of the boomers that are driving
the fresh local future, without any doubt in my mind. How
do you see that changing? I think to follow those early trends
from those folks we can probably find where things will end up
because they’re the ones with the purchasing power when the
boomers fully retire over the next five and 10 years.
We’re looking at people like you.

I try to eat healthy, sometimes with more success than others.
Well that’s my point; the fact that you think about it. I’m the
last year of the baby boomer. I never thought about healthy
eating properly until probably about 15 years ago. It was less
of a concern. But just from your comment and your physique I
suggest that you think about what you eat and when you don’t
eat perfectly you still think about it. That is a shift.

With this shift to fresh food, how does fast food and food
service adapt?
Because the drive-through restaurant in some segments is
starting to lose business, they will begin to look at why that is.
You walk into a local unnamed grocery store in Toronto and to
the left you’ll find their take home section that has fresh cooked

meat, soups, vegetable product already prepared and ready to
go. I think that’s going to drive those restaurant chains to want
to get into that market that is expanding so rapidly, that’s where
they’re losing their share. They’re going to need to offer those
offerings. I believe because of the need for fast in our busy lives
that that’s going to start to become more of an option at some
of these fast food organizations. And the key is we don’t think
of fast, healthy, wholesome all in the same sentence and we have
to because it’s going that way. If those organizations don’t do
that, the retail side will continue to take a share from the food
service operator.

How did retail take away that share from food service?
About 25 years ago I did a paper on this at university and it’s
funny how it’s playing out. My predictions are pretty true. Now
you can walk in, get a fresh sandwich made, a fresh soup made
with a local-branded bottled water, and walk out the door for
less than the of a cost than picking it up at a restaurant because
there’s no cost of transporting that to the restaurant. The
economies of scale of bringing those ingredients into retail have
driven out those high costs of restaurant distribution and that’s
where it really spawned the cost differentiator. From there it was
trickling along for the last 20 years with modest growth and then
the economy did a reset in 2008 and 2009 and that’s when that
took off because quality was still top of mind, wholesomeness
was top of mind for a lot of consumers, but now price is more
important to them than it was two years earlier. That kind of
drove that evolution.

But you don’t think that’s hit its peak?
No, I think it’s just starting to grow.

How big can it get?
If you go to Manhattan, there’s not a lot of room for grocery
stores. People have busy lifestyles, most people have a career. To
me, this is the purest way to look at this, the majority of those
folks buy the food they consume from a restaurant operator that
is a walk-in and they consume it on-site or they grab it and take
it home and consume it and then they go back the next day. It’s
quite a European model because that’s what you see in a lot of
the developed European countries, where there’s a lot of daily
food purchasing versus weekly which is more North American. I
think we’ll start to see that shift and that to me is where it could
end up and because we have such an established food service
industry, the food service operators, they’re not going to stand
by and lose all this share so that’s where they step up and they’ll
be stepping up to protect their business. So how do they do that?
They’re going to offer the same or similar or more value-added
offerings that meet that shift.

“

The waste that comes with fresh products is
r e s o l v e d t h r o u g h m a ss a n d e c o n o m i e s o f s c a l e .
T h e w a y t o c o mb a t t h a t i s t o h e l p f a c i l i t a t e
what our customers want and do more of it.

”
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recent trendS have led to lower cereal
co n S u M Pt i o n , B u t f o r co M Pa n i e S t h at c a n f i n d a
niche, cereal can Still Be lucrative
Text by Nicolas Heffernan
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There’s a killer on the loose. Cereal has
been a staple of breakfasts for more than 100
years but changing consumer demands have
become cereal killers for world famous brands
like Kellogg and General Mills.
Stagnating cereal growth over the last decade
has forced General Mills to shift its focus away
from marketing cereal to pushing its yogurt
brands. Kellogg recently announced it would be
cutting thousands of jobs in an effort to boost
profits as cereal sales fell four per cent in the
latest quarter and two per cent for all of 2013, as
consumers increasingly switch to other breakfast
foods, like breakfast bars, bagels and increasingly
fast food options.
North American cereal sales have been steadily
declining for years as busy consumers are faced
with less time for breakfast and an array of
healthier choices they can dash out the door with.
Cereal consumption has been decreasing one
per cent per year for the last decade. On average,
U.S. cereal sales grew less than one per cent per
annum since the start of the century, compared
to three per cent for the wider packaged food
market, which is just slightly above the inflation
rate. A recent Rabobank Group report said,
“Flat sales and declining volumes over the past
decade indicate consumers are tiring of boxed
cereals. They are being lured away by more
contemporary, aspirational, and convenient
morning eating options.”
But the same Rabobank report wasn’t
dismissive of cereals’ outlook altogether. After
all, this is still a $10-billion market and the
top breakfast option for the vast majority of
consumers. It’s twice as popular as the secondplace choice for breakfast – fresh fruit – and is

a key driver of supermarket traffic, trailing
only fresh bread and snacks in dry grocery
purchasing frequency.
But other breakfast options are catching
up as consumer eating habits are changing.
Fewer and fewer people are sitting around
the kitchen table with a bowl full of cereal.
That’s the result of both a culture change to
extremely busy lifestyles but also because of
increasing consumer desire for nutrition and
health. In order for cereal manufacturers to
be competitive, they need to find a niche and
innovate, say experts. “We believe that breakfast
cereals can aspire to more than single-digit
growth and erosion of market share,” says
Nicholas Fereday, author of the Rabobank
report. “To turn the tide, we suggest a renewed
focus on innovation.”

“We believe that
breakfast cereals can
aspire to more than
single-digit growth
and erosion of market
share. To turn the tide,
we suggest a renewed
focus on innovation.”
–Nicholas Fereday

h o ly c ra P
Amidst the stagnating sales, an innovative
company from B.C. has been able to make
astounding progress by exploiting a niche in
the cereal market. With health becoming such
an important driver for consumers, HapiFoods
Group Inc. was able to fill a gap that nobody
else was. “No one wants frosted sugar bombs
anymore for breakfast,” says Rob MacNeil,
Director of Canadian Sales for HapiFoods
Group. “When CBC does a big expose on
sugar and the white death that it is, that’s
how mainstream this idea is getting. That
consciousness has already hit the consumer and
people are turning away from these cereals just
because they’re looking for something a little
healthier in the morning that actually gives
them real nutrition.”
Corin and Brian Mullins launched
HapiFoods, a gluten-free, vegan, certified
organic breakfast cereal at Sechelt Farmer’s
Market in B.C. in 2009. But the surprising
popularity of the cereal prompted a name
change. “Customers started coming back
week after week,” says MacNeil. “A lot of
people would go, ‘Holy crap... This stuff is
amazing.’ So Brian thought about this for
a while and they switched the name to Holy
Crap as a little bit of a tongue-in-cheek thing to
see what would happen.” Sales increased 1,000
per cent – from 10 bags a day to more than 100.
Canadian Food Insights www.cifst.ca
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Top Left: Brian and Corin Mullins, co-founders of Holy Crap cereal.
Top Right: Holy Crap can be used in various recipes.
Right: Holy Crap cereal comes in a convient single cup serving following its successful
space travel.

The cereal started to go mainstream when
Overwaitea Foods and then IGA in B.C. picked up
the cereal. “What happens when you have a local
store carrying you’re product is all of a sudden
accounting will say, ‘Look at the till, look at the
frequency, we need them in the warehouse,’”
says MacNeil. “Sales speak volumes.”
The company is also starting to expand the
company’s product line, with some inspiration
from an unlikely source: space travel. After
winning a Canadian Space Agency contest,
Commander Chris Hadfield was eating Holy
Crap for breakfast for five months between
December 2012 and May 2013. “I think the
winning suggestion came from an 11-year-old
out in Abbotsford, B.C.,” says MacNeil. “We
didn’t even know there was a contest until
we were told we were in it and had a winning
submission and it was like, ‘Oh, wow. Great,
NASA wants our cereal. Well, sure, here you go.’”
Holy Crap’s space odyssey not only garnered
the company excellent publicity, but also gave
them the idea for a single serve cup. Part of the
rationale for developing the packaging was to
address misconceptions about the price of the
cereal. Holy Crap retails for around $11.95. At
face value that can sound expensive compared
with competitors but the portion size for Holy
Crap is two tablespoons of the cereal soaked in
milk or water. “People look at our cereal and
24
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say, ‘Oh, that
costs a lot,’ but
it works out to
be about $1.50
a serving which
is cheaper than
a
doughnut
in most cases, and
infinitely better for you,” he
says. The single serve cup allowed the company
to fill different mandates from allowing new
consumers to try the cereal, offering an easy
delivery system and convenient packaging for
traveling. “The value proposition of the cup is
huge,” says MacNeil.
After starting five years ago at the farmer’s
market with that $129, Holy Crap brought
in revenue of $5 million last year and is now
carried in 2,200 health food stores and grocery
stores across Canada with expansion into
the United States underway. “We’ve created a
category now in the cereal aisle,” says MacNeil.
“The whole idea of a gluten-free, salt-free,
sugar-free product was basically unheard of in
cereal. The segment is filling in quite rapidly
behind us but when we started the whole idea,
it was out there, but not like it is now. Glutenfree three years ago in most mainstream grocery
stores just didn’t exist and now gluten-free is
pretty much all you see.”

Despite Holy Crap’s success, it is the exception
rather than the norm. With cereal consumption
on a steady decline, retailers are scrambling to
find the product that consumers will buy.
While Holy Crap is leading the nutritional
charge, grocery aisles are still chalk full of sugary,
unhealthy products. Slowly, some multinationals
are jumping on the health trend by introducing
high-protein products. A Technomic report
found that 77 per cent of consumers consider
food that is high in protein to be relatively
healthy. The health halo that protein carries
has led to companies introducing products like
Kellogg’s Special K with Protein and General
Mills’ Nature Valley Protein Crunchy Granola to
attract health-conscious consumers.
The desire for protein has also led to an
increase in Greek yogurt products as well as
protein bars and drinks being sold for breakfast.
Upscale preparations and ingredients are leading
the expansion of products at retail stores. As
consumers’ busy mornings show no sign of
slowing down, manufacturers and retailers are
devising portable options such as single serving
foods and handheld beverages.
Manufacturers are also missing an
opportunity to capture a large portion of the
market that isn’t eating the most important
meal of the day regularly. According to a
Technomic report, just 40 per cent of people
who eat breakfast say they always eat the meal
and 43 per cent skip it at least weekly. “We find
the biggest reason consumers are skipping is
because of the convenience factor,” says Kelly
Weikel, Senior Consumer Research Manager at
Technomic. “A lot of opportunity comes in those
skipped meals.”

by 159.7 million visits. Weikel says breakfast
has surpassed lunch and dinner as the biggest
battleground.
“It’s highly competitive between in home
and fast food or food service,” she says. “The
biggest obstacle to consumers purchasing food
away from home is price.” Technomic found
that 52 per cent of consumers who eat breakfast
at home do so to save money. “Basically, they
know they can make food at home much more
economically, but at the same time, because
convenience is such a strong factor it really plays
into that value equation.”
While price will always be a large tipping
point for consumers, going to the drive through
and picking up a hot breakfast is becoming an
increasing viable alternative for consumers.
“I think the biggest thing is convenience,” says
Weikel. “Retailers really need to find some
options that make it easy for the consumer.” To
that end, breakfast sandwiches are becoming
more and more popular as they’re affordable,
easy to prepare and portable.

Retail Advantage

With the importance of health apparent
in the cereal segment, nutrition is a good
differentiator for retailers compared to the food
service industry. “The perception around how
unhealthy fast food is, is definitely a strength of
the retail industry,” says Weikel. “And that’s why
you see so many operators trying to improve its
positioning.”
The retail sector can entice new consumers
and retain old ones by taking a page from the
enemy. “I see the retailers taking a page from the
food service industry,” says Weikel. “Because our
culture is becoming more pressed for time and
faster paced, I think it’s
going to start trending to
more premade breakfast
While price will always be a large tipping point for
sandwiches,
premade
products that aren’t
consumers, going to the drive through and picking
to take consumers
up a hot breakfast is becoming an increasing viable going
long to make themselves
alternative for consumers.
and that are going to be
easier.”
The other thing both
retailers and food service
F a s t F o o d C o mp e t i t i o n
companies are looking at is fresh prepared food.
While cereal is fighting to keep its share of the
There isn’t much interest yet for breakfast but
retail breakfast market, that’s just one battle in
given its popularity for lunch and dinner, Weikel
the war for breakfast. Grocery stores are facing
thinks it’s only a matter of time. “That could be
increasingly fierce competition from the food
opportunity as well for retailers, to take that
service industry to capture breakfast consumers.
healthy, home-style positioning and provide
Since 2007, annual breakfast/brunch occasions
consumers with a middle ground between retail
at restaurants and fast food locations have grown
and food service.”

While price will
always be a large
tipping point
for consumers,

going to
the drive
through
and picking up a hot

breakfast is becoming
an increasing viable
alternative for
consumers
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The Canadian sugar
industry produces

more than
1.2 million
tonnes
of refined sugar
annually
with a value of
shipments of over

$1 billion
dollars
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large portion of the blame for the amount of
added sugar in food but amid all the confusion
there seems to be consumer desire for sugarreduced products. While the sugar industry tries
to combat consumer perceptions around the
health risks of sugar, some companies are getting
ahead of the curve and looking into sugar
reduction strategies. “Similar to what happened
with salt about three or four years ago,” says
Haffenden. “You have the companies that are
ahead of the curve that want to make products
that are healthier, more appealing, sexier and
nutritional, however, the industry is lagging.”
The problem is: reduction might be easier
said than done.

First it was fat; then came salt; now sugar
is in the crosshairs.
Sugar has been under increasing attack
in the media with reports comparing the
overconsumption of the sweetener to cocaine
addiction and having similar risks to tobacco and
alcohol abuse. All the attention sugar has been
getting seems to be having a trickledown effect
Whose science is right?
to consumers. A survey in February indicates
According to Statistics Canada, the average
that 67 per cent of Canadians want to lead a
Canadian consumes 26 teaspoons of sugar
healthier lifestyle in 2014 and 39 per cent plan to
per day, which works out to 40 kilograms per
reduce their sugar intake. A Wall Street Journal
year or 20 bags. Neither the Canadian or U.S.
and NBC poll asked consumers their opinion on
governments have a recommended daily limit
the most harmful of four substances. Tobacco
for sugar consumption but the American Heart
(49 per cent) and alcohol
(24 per cent) came in
first and second place,
followed by sugar (15 In light of the evolution of the science on sugar,
per cent) and marijuana. which now more strongly than ever links sugar to
Meanwhile a survey by
British company OnePoll obesity, heart disease, tooth decay and diabetes,
found 65 per cent of the World Health Organization released new
people think that added
sugar is one of the main consumption guidelines.
contributors to the rise in
UK obesity, with 10 per
cent believing sugar to be
Association recommends men consume no
the main contributor.
more than nine teaspoons a day, while women
“It’s just an easy target because people are
have a maximum of six teaspoons.
focussing more and more on the nutritional
effect of what they’re buying,” says Luke
Not all sugar is bad, though. Concern centres
Haffenden, Chief Flavourist at Novotaste Corp,
on refined sugar like high-fructose corn syrup
a Montreal flavour house which strives to fill a
and regular table sugar which has been stripped
healthy niche in the market. “They’re reading
of any nutritional value. Mainstream natural
labels more and more and they’re starting to
sweeteners include: Thaumatin, a protein
realize, ‘hey, why is sugar the second ingredient
extracted from the West African katemfe fruit;
or third ingredient in the food that I’m eating?’
Monk Fruit, from China; agave; nectars; cane
And sometimes products have four or five
sugars; and beet sugar.
different kinds of sugars.”
In light of the evolution of the science on
While the mainstream media is predominantly
sugar, which now more strongly than ever links
reporting on research condemning sugar, there
sugar to obesity, heart disease, tooth decay
is a lot of science that isn’t so quick to blame
and diabetes, the World Health Organization
sugar. The processed food industry is taking a
released new consumption guidelines. In March,
Canadian Food Insights

the WHO called for sugar consumption to be
reduced to five per cent of daily calories as the
best way to achieve “additional health benefits.”
The agency also renewed its call for governments
around the world to recommend a firm limit
of no more than 10 per cent of calories per day
from sugar.
Despite concerns from health authorities, the
sugar industry maintains the sweet stuff is being
made a scapegoat. “The media is promoting a lot
of misinformation around sugar but it’s hard to
say whether the public is changing their attitude.
But there seems to be an interest in targeting sugar
even though the science isn’t supporting that,”
says Sandra Marsden, President of the Canadian
Sugar Institute, the association representing
Canadian sugar manufacturers. Marsden points
out that most of the diseases attributed to sugar
are complex and cannot be attributed solely to
one cause. “The problem is obesity is a big issue
so people are looking for simple solutions and
there isn’t a simple solution,” she says. “If people
are going to divert their attention to sugar it’s not
going to help address the problem.”
The Canadian sugar industry produces
more than 1.2 million tonnes of refined sugar
annually with a value of shipments of over
$1 billion dollars. But industry growth has
stagnated because per capita sugar table sugar

consumption in Canada has not increased since
the early 1940s and export markets are extremely
limited because of foreign trade barriers. “The
market isn’t growing domestically except for
population growth,” says Marsden. “The biggest
impact on the market has been some relocation
of food processing out of Canada. It means
our companies shipped less domestically for
companies that would be exporting to the U.S.”
With over 85 per cent of Canada’s refined
sugar being sold to the food industry and with
about half of that exported in food products
sold to the U.S. and other foreign markets, the
sugar industry isn’t worried about processors
reducing sugar in formulations. “Canadian
manufactures will continue to supply sugar for
Canadian foods as we have since the industry
was established in the 1800s,” says Marsden.
“The industry is not going to react in any
way other than encourage us to continue to
communicate the science around sugar. It’s
a very big challenge when there’s so much
misinformation being propagated.”

“They’re reading labels
more and more and
they’re starting to
realize, ‘hey, why is
sugar the second
ingredient or third
ingredient in the food
that I’m eating?’ And
sometimes products have
four or five different
kinds of sugars.”
–Luke Haffenden

Industry Acts
As the sugar industry tries to fight the waves of
research castigating sugar, more and more food
processors are enquiring about sugar reduction
strategies from companies like Novotaste. The
Canadian Food Insights www.cifst.ca
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more than

$100
million
annually in sales

the sWeetener With the
most buZZ right noW
is stevia, Which Was
approved by health
canada in november 2012
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reformulate a recipe depends on the product.
company has been offering sugar reduction
A beverage project can be done in a matter of
strategies for years, when businesses were
days or weeks because the main functional
looking at cutting sugar to save money. “In
concern revolves around taste and mouth feel.
many cases, sugar is one of the biggest costs in a
But a baking application can easily take two
formulation,” says Haffenden. “Over the last five
years because sugar does so much in a recipe.
years, probably 50 per cent of the time people
Sugar acts as a binding or bulking agent, retains
come to us because they want to lower the cost
moisture, acts as a preservative and can be
of their formulations. Now, more and more
involved in the browning process. “The clearest
companies are coming back to us and just want
thing I can tell you is the more natural a product
to make their products healthier and it’s not
is the longer it will take,” says Haffenden. “Now
presented to us as a cost-savings project.”
if you’re talking about a Twinkie or any of these
A confluence of factors has allowed sugar
radioactive processed desserts I don’t think it
reduction strategies to become a viable option.
would take as long because they’re filled with
“It’s becoming easier and easier,” says Haffenden.
preservatives and all sorts of kinds of funky
“If you went back 10 years ago, I wouldn’t use the
compounds.”
word impossible but it was a lot more difficult
to do what we’re doing right now. Technologies
are changing and consumers
are demanding more from
food companies and processed
Along with salt and fat, sugar also serves
foods.”

the pharma industry 20 or 30 years ago; most
of their formulations were inspired by what was
found in nature and right now the same thing is
going on in food.”
The sweetener with the most buzz right
now is stevia, which was approved by Health
Canada in November 2012. As with all the other
ingredients, there are pros and cons to the plant
with up to 300 times the sweetness of sugar. “For
certain applications it is effective, however, it’s
extremely expensive,” Haffenden says. “It has a
tendency to leave an aftertaste, it activates the
taste buds, and it sometimes numbs the palette.
There’s all this excitement around stevia but it’s
no magic bullet.”
For example, stevia cannot be used to
completely replace the sugar in a baking
application. “The main problem is it’s so potent
that if you remove 30 per cent of the sugar, great,
but the volume of your cake is going to be reduced
by 30 per cent so you need a bulking agent.”

not SiMPle

truvia

numerous purposes as a functional ingredient.
For example, sugar acts as a preservative,
extending the shelf life of a product.

It’s not an easy decision for
a company to reformulate a
money-maker. “There’s often
a risk because when you’re
modifying a formula that’s
bringing in let’s say $1 million, you don’t want
to start playing around with what’s bringing you
money, so often our clients will be cautious,”
says Haffenden. Over the years, Novotaste has
found the most efficient strategies involve close
collaboration with clients. “Our clients know
their products, we know our flavour,” says
Haffenden. “We bring both R&D labs together;
at the end of the day, that is the most efficient
way to reduce sugar or any other ingredient.”
While technology has made the job easier,
the process of reformulating a product is
complicated. Reducing or replacing sugar is not
a simple like for like replacement because sugar
is so much more than just a sweetener. Sugar is
also a flavour enhancer, stimulating the sensory
experience of foods and beverages. “Remove
sugar and you’re basically removing a lot of the
flavour, the texture, and you’re taking away from
the overall experience,” says Haffenden.
Along with salt and fat, sugar also serves
numerous purposes as a functional ingredient.
For example, sugar acts as a preservative,
extending the shelf life of a product. “A perfect
example is jam,” says Haffenden. “Remove
the sugar out of jam without processing it
completely and the thing is going to go bad after
about a month.”
The functionality means the time it takes to
Canadian Food Insights

Sugar alternativeS
Sugar alternatives do not offer cut and dry
solutions. Companies are looking to all-natural
solutions, avoiding artificial sweeteners like
sucralose, which works very well. But natural
sweeteners have pros and cons. For example,
some sugar alcohols can cause intestinal
discomfort as was the case when German
confectioner Haribo, tried to replace sugar with
the alcohol, maltitol, in its gummy bears, says
Haffenden.
That’s why companies should beware of the
ingredient on the tradeshow floor that offers the
magic bullet solution. “That’s why Novotaste
is involved in sugar reduction strategies,” says
Haffenden, “because while some of these sugar
replacers have certain advantages you can’t
simply just use one. You often have to use a
combination of different sugar alternatives and
at the same time reformulate the favours in the
products; formulate a solution that is synergistic
so the flavour works with the sugar replacers.”
Despite the issues Haribo had with
maltitol, sugar alcohols like erythritol can be
very effective. Other sweeteners can be used
depending on the formulation or the other
functionalities the sweetener possesses. “There’s
all sort of interesting ingredients that are being
discovered,” says Haffenden. “It’s a little bit like

Stevia has gathered momentum as industry
giants like Cargill have brought the plant
mainstream through brands like Truvia. Truvia
has been successful by positioning itself as
zero-calorie, natural sweetener. While sales for
artificial sweeteners like Splenda have dropped,
Truvia’s sales have nearly tripled since 2008.
“The marketing of Truvia hasn’t been difficult
because in our eyes it’s all about choice and
as consumers are looking for a zero-calorie
option we have Truvia,” says Colleen May, Vice
President, Food Segment Lead, Cargill Corn
Milling. “Whereas, if consumers are looking for
sugar, that’s a different marketplace. It is two
different segments.”
Truvia originally made great progress as a
tabletop sweetener for consumers but food
processors are increasingly interested in the
product. “A number of food companies are
working it into their formulations and it’s been
applied for customers that make various things
from beverages all the way to yogurt,” says May.
“That continues to grow just like our tabletop
business.”
Truvia’s packet sweeteners for consumers
generate more than $100 million annually in
sales but May thinks it has untapped potential
for value-added applications. “As the scientists
and formulators and application scientists are
working and continuing to deliver ingredient
formulations that allow you to have caloric
reductions along with greater taste profiles, we’ll
see even more applications for it, just as we’ve
seen over the last number of years.”

taSte reignS SuPreMe
While Haffenden believes stevia can be an
effective replacement when used as part of
a strategy, it’s still not an absolute answer.
“They’ve been pushing stevia hard because
many of the big boys in the industry have gotten
into the whole stevia market, realizing that
people want more natural kinds of products,”
says Haffenden.
Despite all the concern around health and
nutrition, the most important factor that
comes into play still hasn’t changed.
“A person will eat a product
because of how it tastes,”
says Haffenden. “If it has
the greatest nutritionals
and has the most beautiful
packaging, you might get away
with a slightly off taste but at the
end of the day, if it doesn’t provide
the consumer that full multisensory
experience where you have a great
taste and the evolution of flavour
in the mouth, consumers will not
buy it.”
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Sara Zborovski
In the last edition of the
Regulatory Arena, we introduced
you to Health Canada’s “modernization
makeover”. As we noted, in part that
endeavor is focused on making over
the CFIA’s inspection program. In this
edition of the Regulatory Arena, we
will cover one of the more recent elements of the inspection
modernization makeover: the Integrated Agency Inspection
Model (or “iAIM”).
Recall that the CFIA has responsibility for safeguarding
human, animal and plant health and the environment. Thus,
in addition to food for human consumption, the Agency also
oversees the regulation of plants and animals.
A core element of Health Canada’s modernization
makeover is ensuring consistency in the treatment of all of the
commodities it regulates. The iAIM is a fundamental step in that
direction, bringing all of the commodities for which the CFIA
has oversight (food, plants and animals) under one umbrella.
The iAIM expands the Improved Food Inspection Model
(“iFIM”) to include animal and plant safety, with a goal of
ensuring a “robust approach” to human, animal and plant
health and consumer protection.
Recall that the iFIM integrates all CFIA inspection activities
relating to food safety, and applies them across regulated food
commodities. The iAIM takes the same approach to the parties
and commodities regulated under the Seeds Act, Fertilizers Act,
Plant Breeders’ Rights Act, Plant Protection Act, Feeds Act and
Health of Animals Act.
The iAIM is based on the same principles as the iFIM: the
importance of assigning responsibility for demonstrating
ongoing compliance to industry, prevention, prevention,
prevention, and a risk-based approach to the allocation of
resources. Similar to the iFIM, the iAIM is supported by the
use of permissions (including permits, authorizations, licenses)
and preventive control plans. It essentially proposes a riskbased, establishment-based inspection system similar to what
currently applies (and/or is proposed) for food commodities.
The 5 primary components of the iAIM are as follows:
• Permissions, which are broader than “licensing” and includes
certificates, licenses, registrations and permits to operate and
facilitate access to markets;
• CFIA oversight corresponding to the regulated party’s ability
to meet regulatory requirements;
• Standardized, consistent and risk-based inspection and
verification approaches across all regulated commodities
(food, plants and animals);
• Risk-based, consistent, transparent and graduated regulatory
response; and

• Validation of overall system performance effectiveness on an
ongoing basis through use of objective performance measures.
According to the CFIA’s discussion paper on the iAIM:
A strengthened single inspection delivery model, based on
common inspection activities and standard processes, will be
flexible across commodities and capable of recognizing and
responding to emerging risks. It will provide a balance between
traditional inspection and the verification of the effectiveness of
industry control systems.
The expected outcomes of the single inspection model will
include more predictability, consistency and transparency for
regulated parties as well as administrative and operational
efficiencies for the CFIA. This will support a strengthened
food safety system, and improved plant, animal and
environmental health.
Like the Safe Food for Canadians Act provided the
foundation for the changes to the food inspection system
proposed in the iFIM, the Agricultural Growth Act will
facilitate the modernization of the inspection system relating to
plants and animals.
The Agricultural Growth Act was tabled in December 2013. It
is a bill designed to modernize and strengthen federal agriculture
legislation, support innovation in the Canadian agriculture
industry and enhance global market opportunities (similar to
the goals of the Safe Food for Canadians Act). The Act proposes
changes to a number of pieces of federal legislation, including
some under the oversight of the CFIA and others under the
oversight of Agriculture and Agri-Food Canada.
Together, the Safe Food for Canadians Act and the
Agricultural Growth Act will provide a more consolidated
legislative framework, and the basis for a consistent approach to
inspection of regulated commodities.
The Safe Food for Canadians Act will provide for the safety
of foods for human consumption, the Agricultural Growth Act
(if passed) will provide for the safety of plants and animals, and
our Food and Drugs Act will continue to provide for regulatory
oversight of all food sold in Canada. And the CFIA will apply
a prevention, and risk-managed approach to the oversight
of all regulated parties in accordance with the iAIM, i.e. in a
standardized, consistent, risk-based and transparent manner.
The CFIA is currently consulting on the iAIM – interested
parties can submit comments until July. Once consultations
close, the iAIM will be finalized and posted along with a “What
we heard” report.
In other Health Canada modernization news, industry
anxiously awaits the release of proposed regulations under the
Safe Food for Canadians Act. Stay tuned for updates in the next
edition of the Regulatory Arena, and as always, you can visit
www.thefoodlawyer.ca for information in the interim.
Canadian Food Insights www.cifst.ca
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Maple syrup quality control
benefits from advances in technology

Alain Clément1 | Bernard Panneton2 | Nathalie Martin3 | Luc Lagacé3*

E

very spring, when daytime temperatures rise above the
freezing point and night-time temperatures are below
zero, the sap in maple trees starts moving from the roots
to the stem. This sap contains everything the tree needs to prepare for the growing season: water, sugars, amino acids, vitamins, etc. Abundant sap in maple trees is collected by simply
inserting a spout in its trunk. Maple sap is collected, and then
boiled to evaporate water until sugar content reaches a level
of 66%. The resulting syrup is light colored at the beginning
of the harvesting season and much darker towards the end.
Its delicate taste, that has attracted the interest of Canadian
consumers for a long time, is increasingly being exported all
around the world, particularly in the US and in Japan. The
Canadian maple syrup industry represents an important economic sector especially in Québec where more than 70% of
the world’s maple syrup production takes place. In 2013, 130
million pounds were produced in Canada, worth about $375
million at the farm.
In recent years, technological advances have allowed for
more efficient and modern ways to produce maple syrup. It
is a dynamic industry that is constantly growing. Like other
food products, maple syrup production is facing to a number
of important challenges. One of them is to assure high
quality products to meet consumers’ demand and regulatory
standards. As a typical Canadian product, maple syrup needs
to abide by the highest quality and purity standards. In fact,
like many other high value-added products, maple syrup is
vulnerable to falsification by addition of low cost sugar for
profit consideration. This illegal process called ‘adulteration’
misleads consumers. This represents a challenge for the
quality and purity control system. Furthermore, maple syrup
is a minimally processed food without any additives. Maple
syrup production is very much dependent on the changing
environmental conditions throughout the sap harvesting
season during springtime. This causes additional variation in
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syrup organoleptic profiles. In the end, a certain percentage
of maple syrup batches must be rejected every year because of
natural taste defects. For instance, an unpleasant Woody flavor
occasionally appears early in the season, while late season syrup
is sometimes very dark and develops a ‘Buddy’ taste.
To face this challenge, a quality and purity control system is in
place. Led by the Federation of Quebec Maple Syrup Producers,
this system is responsible for the grading and quality control of
all bulk maple syrup batches produced every year. This task
is devoted to ACER Division Inspection Inc. Nearly 250,000
maple syrup barrels were analysed in 2013, a record production.
By tasting and measuring various physico-chemical and
sensory characteristics of maple syrup, the quality and purity
control system strives to offer high quality products to maple
bottling and processing industries. Recently, Centre ACER and
Agriculture and Agri-Food Canada (AAFC) supported by the
Federation of Quebec Maple Syrup Producers, have explored
new technological avenues to improve the quality and purity
control processes and support the work done by maple syrup
inspectors. Optical spectroscopy was therefore selected as a
promising opportunity and research studies were conducted.
A number of methods used in quality control are based on the
interaction between food and light. Traditionally, maple syrup
color has been measured by the proportion of green light
(560 nm) passing through a 1 cm cell. There are three maple
syrup categories in Canada. Category no 1 includes extra-light,
light or medium syrups, according to the proportion of light
transmitted in a standard cell. Category 2 includes amber
syrups (darker than medium). Category 3 includes extralight to dark syrups that have a slight taste defect (caramel,
plant bud or sap taste). The sugar content is also regulated; it
is measured using a refractometer, with readings on a degree
Brix scale (equivalent percent sucrose content). These methods
are convenient within a quality control system, since results

are obtained instantly. Our research teams tried to extend the
possibilities of rapid methods and two discoveries came out
of Centre ACER - AAFC collaboration projects. First, it was
found that maple syrup is highly luminescent when exposed
to ultraviolet light, a phenomenon known as ‘fluorescence’.
Second, exposing maple syrup to a laser beam allows for
the assessment of the various sugar constituents in a much
more detailed manner, as compared to the Brix reading.
Fluorescence is caused by the presence of specific compounds
including phenolics, a diversified group of molecules that
accounts for much of the antioxidant potential of maple syrup.
These findings are at the base of a current new way to detect
adulteration and sensory defects in maple syrup. Since no
commercial and adapted system was readily available on the
market, researchers from AAFC and Centre ACER have built
a new system based on spectroscopy called SpectrAcer. This
system enables the detection of adulteration with added sugars
in maple syrup as well as certain types of taste defects such
as the so-called ‘Buddy taste’. SpectrAcer integrates well in the
current purity and quality control system and provides instant
results without any sample preparation.
Laboratory research was the key to achieve this type of
development and ACC and Centre ACER have invested time
and money with successful results. Today the third generation
of SpectrAcer, SA-3 (see Figure 1) is now available. This
highly automated device is designed to operate under the
same conditions already in use for traditional quality control
operations. SA-3 is still a prototype but it is expected that more
units will be deployed in the future with two identical devices
in 2014. It is worth noting that all design and development
was done at AAFC laboratories, including electronic circuits
controlling the various parts of the measurement systems. A

figure 1.
SpectrAcer prototype developed by Agriculture and Agri-Food
Canada and Centre ACER for adulteration detection and quality
control of maple syrup.

highly modular design greatly facilitates assembly of new units.
Centre ACER is currently developing the expertise necessary
for in-house assembly.
SpectrAcer was designed as a programmable instrument. Its
duty is to collect light signals and proceed to interpretation
using signal interpretation models that will certainly keep on
evolving with the needs of the industry. Since 2011, models
aiming at proving maple syrup authenticity have already been
developed and tested. The need to detect falsified syrup was the
main driver of innovation. Prior to SpectrAcer, there were few
means to detect syrup adulteration, besides the assessment of
trained inspectors. A sample must be pure and have a ‘typical’
flavour to be suitable for market. But the natural diversity of
syrups makes it difficult for inspectors to draw a clear line
between genuine and falsified syrups. This is where SpectrAcer
becomes a valuable tool that extends the performance of
sensory analysis.
AAFC and Centre ACER are still planning for the future.
Much remains to be done for interpretation of the light signals
produced by maple syrup in order to fully exploit possible
opportunities. In this sense, a new approach to authenticity will
be evaluated. The concept of ‘Typicity’ will be assessed based
on fluorescence profiles, reflecting the unique make-up of each
production batch in terms of phenolics and other aromatic
compounds. Samples with unusual Typicity, i.e., significantly
different from historic values, could automatically be detected.
The approach that the maple syrup industry has adopted to
face quality control challenges can perhaps be transferred.
SpectrAcer can possibly be adapted to other high value
Canadian products. Ice wine, ice cider, specialty liquors and
honey may eventually benefit from the technology.
SpectrAcer design, engineering and testing was done by AAFC
and Centre ACER, with financial support by the AgriInnovation
Program of AAFC, the Federation of Quebec Maple Syrup
Producers and Centre ACER.

Food Research and Development Centre, Agriculture and Agri-Food Canada, St.
Hyacinthe, Québec, Canada
2
Horticulture Research and Development Centre, Agriculture and Agri-Food
Canada, Saint-Jean-sur-Richelieu, Québec, Canada
3
Centre ACER, St-Norbert d’Arthabaska, Québec, Canada
1

(*Corresponding author: E-mail: luclagace@centreacer.qc.ca)

reviews
Canadian Food Insights

Canadian Food Insights www.cifst.ca

|||

35

Reviews
Table 1. Honey Production and Economic Value by Canadian Province1
Province
Alberta
British Columbia
Manitoba
New Brunswick
Nova Scotia
Ontario
Quebec
Prince Edward Island
Saskatchewan

Honeybees and Humans,
a Critical and Threatened Relationship

Nicholas Low

I

n the relatively short history of humans, our relationship with
bees and the honey that they produce has been a mutually
beneficial enterprise. It has been postulated that this relationship may have played an important role in our evolution, due to
the fact that honey was a readily available energy dense food that
is rich in the carbohydrate glucose, which plays an important role
in human brain development1. Although the role of honey and
human evolution can only be inferred, there can be no argument
that honeybees and honey have, and continue to play, an important role in the lives of humans.

liquid among themselves, carrying out the process of ripening by
mixing glandular secretions and by removing water. The process
of ripening is continued, which results in approximately 50%
water loss to the sweet liquid. This material is then transferred to
the cells of the comb where additional water removal occurs due
to the ventilation system of the hive. When a moisture content
of the produced honey is approximately 20%, the comb cells are
capped with wax by the bees. It is important to note that all of the
work in transforming nectar to honey is carried out by the female
population of the hive2.

Egyptians were believed to be the first domesticators of bees,
which is supported by wall illustrations dating back to 2422 B.C.
showing beekeepers blowing smoke into hives in order to remove
the honeycomb. Bees also played an integral role in Egyptian
mythology as they were created when the golden tears of Ra, the
sun god, fell to earth.

World honey production in 2009 was estimated at 1,521,930
metric tonnes with an economic value of more than $6.3 billion
US3. By a large margin, China is the world’s largest honey producer
(~398,000 metric tonnes) followed by Turkey (~81,000) and the
United States (~80,000). Canada ranks 14th in global honey
production with approximately 36,000 metric tonnes and an
economic value of approximately $150 million dollars4. Honey
production in Canada by province is shown in Table 1. Alberta is
the major Canadian honey producer followed by Saskatchewan
and Manitoba, and the three Prairie Provinces account for
approximately 80% of total honey production in Canada5.

In this short paper, a number of topics dealing with honeybees
and honey will be discussed. Included are, the role of honeybees
in honey production, the chemical composition and uses
(food, cosmetics and pharmaceutical) of honey, Canadian
honey production figures, and a brief synopsis on the critical
and currently threatened relationship between humans
and honeybees.

Honey Production and Canadian Honey
Production Figures
Honey is made by bees, and the raw material for practically
all of the world’s honey supply is the nectar produced in the
nectaries of flowers. Generally, only the social bees that establish
permanent colonies store honey in sufficient quantities to be of
economic importance. These social bees are termed honeybees
(Apis), and the tropical stingless bees, Meliponins. There are four
“widely recognized” species of Apis (A. cerana, A. dorsata, A.
florea and A. mellifera), of which A. mellifera and A. cerana are
responsible for the production of the bulk of the world’s honey.
The production of honey from nectar by the honeybee is an
interesting and complex process. Foraging bees carry the nectar
in their honey sac, mix it with enzyme-rich secretions from their
hypopharyngeal glands, carry it to the hive, and transfer it to the
house bees orally. The house bees, in turn, transmit the sweet
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Data on beekeepers and colony numbers in Canada are shown
in Table 2. Ontario has the largest number of beekeepers
(approximately 2,400) with a total colony number of about
80,000; indicating an average colony number per beekeeper of
approximately 33. These numbers are in stark contrast with
Alberta with only 706 beekeepers and a total colony number of
approximately 250,000; resulting in an average colony number
per beekeeper of approximately 350. According to the Canadian
Honey Council, 80% of bee colonies in Canada are owned by
only 20% of the beekeepers6. In general, a commercial beekeeping
operation maintains between 500 to 13,000 colonies with an
average of 2,000. Based on this information, the data presented in
Table 2 clearly shows that the majority of commercial beekeeping
operations in Canada are located in the Prairie provinces5.

C h e m i c a l C o mp o s i t i o n o f H o n e y
Although honey is comprised of a large number of chemical
compounds, carbohydrates (~80%) and water (~18%) account
for approximately 98% of honey constituents. The two major

Production2 	Economic Value3
15,003
43,765
1,090
6,860
6,263
13,316
94
489
233
1,094
3,029
13,316
1,397
7,650
92
459
8,493
24,263

2006-2010 average values. Adapted from www.statcan.gc.ca/pub/23-221-x/2011000/
t001-eng.htm 2metric tonnes 3thousands of dollars

1

Table 2. Beekeeper and Colony Numbers by Canadian Province1
Province
Alberta
British Columbia
Manitoba
New Brunswick
Nova Scotia
Ontario
Quebec
Prince Edward Island
Saskatchewan

Beekeepers 	Colony Numbers
706
246,800
1,885
42,886
548
77,284
203
4,346
236
18,840
2,400
79,710
255
35,968
24
2,993
1,016
91,200

1
2006-2010 average values.
Adapted from www.statcan.gc.ca/pub/23-221-x/2011000/t001-eng.htm

carbohydrates present in honey are the monosaccharides
D-fructose and D-glucose, and these two compounds are
responsible for about 92% of honey carbohydrates with the
remainder being oligosaccharides such as sucrose7. Generally,
the fructose (F) to glucose (G) ratio (F/G) in honey is about 1.2.
In addition to carbohydrate, other important (i.e. for the health
of the honeybee) honey constituents include minerals, organic
acids and proteins, however these compounds are present at
levels <0.3%8.

F o o d a n d N o n - f o o d Us e s o f H o n e y
The chemical and physical properties of honey have made it an
ideal ingredient in many food formulations and also as a standalone product. As honey is comprised mainly of carbohydrate,
its major use is as a sweetener for foods and drinks. The relative
sweetness values for the major carbohydrates in honey are,
glucose (sweetness value of 0.7), fructose (1.5) and sucrose (1.0).
As honey is fructose rich, it is approximately 20% sweeter than
table sugar (i.e. sucrose) on a moisture equivalent weight-toweight basis therefore, one can use less honey to bring about
the same sweet taste response in a food or beverage. Honey is

an important ingredient in baked goods as it has the ability to
hold moisture (humectant) in these products during heating
thus eliminating textural problems in the finished product such
as dryness and crumbliness. Honey has also been shown to act
as a natural preservative for foods. This property is based on its
high carbohydrate content, which affords water binding with
a concomitant lowering of water activity, its low pH (~3.9),
and the presence of antimicrobial agents including but not
limited to bacteriocins and hydrogen peroxide (produced by
glucose oxidase). Other uses of honey as an ingredient in food
formulations include but are not limited to: pH balance in dairy
products and beverages; flavouring agent in dressings and sauces;
colouring agent in yogurts, puddings and bakery products; a
carbohydrate source for the alcoholic beverage mead; and as a
viscosity modifying agent in salad dressings.
Honey is also commonly used in non-food products such
as pharmaceuticals and cosmetics. In cosmetics, honey is
particularly desired for its emollient effect on the skin. As such,
honey is present in a number of commercial products including,
facial masks, handcreams, lotions and soaps9. It is also used in hair
conditioners and shampoos. In pharmaceuticals, honey is used as
a sweetening or palatability agent for general pharmaceuticals (e.g.
cough syrups) and as a base agent for ointments. Honey has also
been employed for: wound dressing, based on its antimicrobial
and oxygen barrier properties; for sobering inebriated patients
via its ability to increase alcohol metabolism based on fructose
content and the presence of catalase; and for the treatment of
respiratory infections, among many others10.

S y mb i o t i c R e l a t i o n s h i p B e t w e e n H u m a n s a n d
Honeybees
Our ancestors realized the important symbiotic relationship
that we, as humans have with these animals and invested great
time and energy into honeybee domestication and health. In
Canada and other Northern climate regions, a common practice
of beekeepers is to provide their colonies with a source of food,
which is typically honey but may also include carbohydrate syrups
such as high fructose corn syrup, when foraging is not possible;
a practice known as overwintering. Beekeepers are also actively
involved in maintaining the overall health of their colonies. This
is an ongoing and sometimes very difficult practice due to the
social nature of bees as once a disease or infection enters the hive
it generally spreads rapidly. Examples of a honeybee disease and
an infection and their treatments are: (a) American foulbrood,
which is a highly contagious bacterial (Paenibacillus larvae ssp.)
disease of honeybee larvae. The sources of this infection include:
spore-contaminated nectar; and spore-contaminated honey
that is robbed from afflicted colonies too weak to effectively
defend their stores. In either case, spore contaminated nectar or
honey is brought back to the hive by foraging bees. Treatment
usually involves feeding the colony with a carbohydrate source
containing an antibiotic (e.g. Terramycin; Tylan). In severe cases,
the entire hive population including all infected materials (boxes,
frames, etc.) are burnt; and (b) Varroa mites (Varroa destructor),
are parasites that feed on the body fluids of adult and developing
reviews
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honeybees. The presence of these mites in the hive results in a
severe weakening of the colony directly, and they also serve as
transmitters of several viruses that can result in bee death. If
not promptly and effectively treated, complete destruction of
the colony occurs. A number of treatment methods have been
introduced, which include but are not limited to, the use of ‘sticky
boards’ in the colony to physically trap the mites; and chemical
(pesticide) treatment with amitraz, coumaphos or fluvalinate. A
more recent advancement in the control of Varroa mites is the
“bee gate”/“varroa gate” developed by research scientists at Bayer
CropScience through their Bee Care Program11. In this method,
when the foraging bee returns to the hive she passes through
holes (i.e. gate) lined with a plastic strip containing an anti-mite
chemical (acaricide), this brushing action transfers a mite poison
to the bee and kills the mite. Beekeepers are keenly aware of the
relationship between the timing of any disease/parasite treatment
and the presence of chemical residues in honey. Because of this
delicate relationship, alternate treatments for the control of
bacterial diseases and parasitic infections are under investigation,
which include: biological control employing fungal pathogens
(e.g. Beauveria bassiana); and breeding bees that will be more
resistant to the mite12,13.
Honeybees are critical in the pollination of many world fruit
and vegetable crops with an estimated commercial value ranging
from $200-$300 billion (US)/annually. It has been reported that
fruit, vegetable or seed production from 87 of the leading global
food crops are dependent upon animal pollination14. In Canada,
examples of the importance of pollination by honeybees include
but are not limited to the horticulture (e.g. apples and blueberries)
and hybrid canola (seed production) industries, with an estimated
pollination value >$2 billion annually6. Currently, the symbiotic
relationship between humans and honeybees is being stretched
to its breaking point. This issue is clearly illustrated by the recent
massive decline in honeybee colonies labeled ‘Colony Collapse
Disorder” (CCD). This massive loss (30-90%) of bee colonies
was first observed in the United States in 200615. It should be
pointed out that CCD is not believed to be an issue in Canada
today16,17. Although these significant losses have decreased over
the past few years, CCD continues to be a significant problem
in many parts of the world. A number of possible causes for
CCD have been postulated, which include: cell phones/cell
phone towers, hive transportation stresses (pollination-service
bees), genetically modified crops, global climate change, high
fructose corn syrup, nutritional deficiencies (due to monoculture
pollination), parasites, pathogens, pesticides, and ozone.
However, each of these issues has been investigated scientifically
with no clear correlation of cause-and-effect being conclusively
proven18. The most widely accepted hypothesis for CCD is the
combined effect of a selection of the aforementioned factors,
referred to as primary causal agents, which negatively impact the
immune system of the honeybee making them less resistant to
infections. This hypothesis is supported by the increased winter
colony mortality rate, from the normal 5-15% (2002-03) to
~36% (2007-09) observed in Canada. The main cause for this
dramatic increase in colony mortality was related to the observed
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high levels of Varroa destructor, inadequate treatment regimes
and acaricide resistance16.
How our relationship with honeybees can be improved is, I believe,
an issue that we can both control and implement. Reducing the
negative impact that we have on the environment, taking more
care in the use and timing of, and being more aware of (i.e.
types, concentrations and treatment regimes) our agricultural
chemical use on crops visited by animal pollinators, our
beekeeping practices, and our development and implementation
of disease/infection treatments will go a long way in restoring this
symbiotic relationship.
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Canadian “Super Fruits”:
are they real?

H.P. Vasantha Rupasinghe
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Agropur Ingredients helps companies create food, designed for Life

anadian fruit crops are worth over $700 million annually post-farm gate to the food industry. Apples, blueberries, grapes, cranberries and strawberries represent
the major fruit crops grown in Canada. However, recently market trends are shifting towards newer varieties, imported exotic
fruits, and value-added fruit products as consumer demand
is growing for healthier antioxidants-rich foods1. Emerging
imported fruits within Canadian markets includes hascap,
chokecherries, black currents, pomegranate, dragon fruit,
star fruit, papaya, goji, passion fruit and mangosteen. Evolving value-added fruit products includes juice blends, energy
drinks, meal-replacement beverages, smoothies and shakes,
bakery ingredients, specialty teas, and various snacks. Recently,
some manufacturers have started to identify specific fruits and
their products as “super fruits” as a marketing strategy. However, these products have neither received proper scientific assessment nor endorsement by Health Canada. Nevertheless, it
seems that as the science-based health benefits associated with
antioxidants become more prevalent, existing and newly introduced fruits rich in antioxidants are expanding market opportunities for Canadian fruit producers and processing industries.
The overall aim of this article is to discuss the significance and
future potential of Canadian fruit crops and their products.
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Canadian fruits (those grown in cooler climates) tend to
have high levels of natural polyphenols which are known for
their high antioxidant properties2. Typically, fruits contain
complex mixtures of these compounds3, which include
flavonoids (anthocyanins, flavonols, catechins, flavanones,
quercetin glycosides), stilbenes, and chlorogenic acid, as well
as triterpenes, such as ursolic and oleanoic acids. Flavonoids,
in particular, have attracted a great deal of interest during the
last two decades due to growing evidence of their beneficial
effects on human health which is beyond their direct role as
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antioxidants2. The interest was stimulated mainly by in vitro,
animal model and epidemiological studies indicating an
inverse association between the intake of flavonoid-rich fruits
and the incidence of chronic diseases such as cardiovascular
disease, various cancers and neurodegenerative disorders2,7.
The profile and content of flavonoids varies among different
fruits, which is one of the reasons for identifying some fruits
as “super fruits”. Fruit flavonoids have shown to be positively
associated with vasodilator, anti-atherosclerotic, cholesterol
lowering and antithrombotic effects against cardiovascular
diseases9-11. Polyphenols present in berries are thought to be
potent anti-cancer agents that act on several sites along the
carcinogenic pathway such as in the modulation of carcinogen
activation and detoxification, inhibition of oxidative DNA
damage, alteration in cell signaling, and inhibition of cell
invasiveness and metastasis12-14. Research shows that resveratrol
(found in grapes) can extend the life span15 and reduce blood
glucose16 of experimental animals. Moreover, fruit flavonoids
exhibit various other health benefits including neuroprotective
and anti-inflammatory effects17-19.
In spite of scientific advancements, there are no defined
scientific criteria that allows for an objective assessment of
nutrients, bioactives and potential health benefits to classify
fruits as “super fruits”. Some manufacturers have attempted
to display ORAC values (oxygen radical absorbance capacity)
as a marketing tool. ORAC measures the ability of food
antioxidants to scavenge peroxyl radicals under experimental
conditions in a test tube4. One could argue that ORAC values
represent the antioxidant benefits of free radical scavenging to
protect biological tissues from oxidative stress, which is linked
to almost all chronic diseases and aging. Although ORAC values
may provide some basis to biological affects, the true effects of
antioxidant constituents from fruits within the human body
are much more complex.
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What makes a fruit ‘super’?
The health benefits of fruit polyphenols are largely governed
by their bioavailability, which differs greatly depending on
which bioactive compound is present, and may not be the ones
that are dominant within the fruit20,21. As a result, marketing of
foods based on the content of specific bioactive compounds,
ORAC values or an in vitro assay can be misleading to the
consumer if the bioactive is poorly absorbed and subject to
excessive bio-transformation. It is important to understand
that disease prevention is based on complex factors including
cellular uptake of bioactives, their metabolism and interactions
with cellular signaling molecules and many more20,21. Thus, to
establish conclusive evidence for recognizing “super fruits” for
specific disease prevention and health benefits, it is essential
not only to determine their bioactive profile and content but
also the health effects in the context of disease prevention
or reduction of the risk22. Carefully designed in vitro studies
however still can be useful for initial testing, which then need
to be followed-up by the appropriate pre-clinical animal
models for specific disease. Though it is costly, confirmation
of health benefits need to be supported by well-conducted
clinical studies. Despite growing scientific evidence, under
the current regulatory framework Health Canada does not
allow any health claim to be made for fruits or their isolated
bioactives to treat serious life-threatening diseases (Schedule
A disease) such as cancers and Alzheimer’s disease (the revised
Canadian Food and Drugs Act – amended 26th October 2012).
However, the newly introduced Canadian Food Health Claim
Roadmap provides the food industry with marketing and
promotion strategies, through quantitative declaration
of non-nutrients such as polyphenols and specific
food health claims such as maintenance of
good health, reducing disease risk, and
restoring a body function23.

new fruit crop with higher ORAC values and potential to use
for value-added product development24. However, one of the
challenges is to understand the adaptability of new fruit crops
to Canadian climate and establishing required horticultural
practices. Ambrosia, Honeycrisp, Gala, SweeTango, Creston,
Sonya, Salish are examples of new apple cultivars that have
recently become popular in Canada. Breeding fruit crops for
enhanced quality attributes as well as health promoting bioactive
profiles should be a future direction. Opportunities also exist
to promote unique Canadian fruit crops such as blueberry,
Saskatoon berry, hascap, cloudberry, partridgeberry, cowberry,
sea buckthorn, aronia berry, mulberry, black raspberry, black
currant and elderberry for functional food development.
Commercialization of value-added products of Canadian fruit
crops could also elude issues related to pesticide residues and
allergens associated with imported exotic fruits. Marketing
such healthier food products with established clinical evidence
will also help in mitigating rising Canadian health care costs
due to obesity and metabolic syndrome associated chronic
disorders. Innovative and cost-effective technologies need
to be further developed for promoting minimally-processed
fruits, fruit-based snacks and healthier ingredients.

P r o c e ss i n g c h a l l e n g e s f o r t h e f r u i t i n d u s t r y

Processing of fruits subject natural bioactives to degradation
and/or alteration25. Loss of bioactives of processed fruit
products such as juice even when refrigerated or frozen is
more rapid than in fresh produce26. Thermal processing steps
such as pasteurization of fruit juices, baking or cooking, and
heat-based drying cause rapid degradation of bioactives
such as anthocyanins27-29. Therefore, applications
of ‘mild’ processing technologies such as
vacuum-dehydration, high hydrostatic
Apples
pressure, membrane filtration and UV
grapes
exposure have better applications
in fruit processing. For example,
A dva n c e s i n f ru i t- ba s e d
innovations and future
when compared to the deepdirections
fried apple chips, apple snacks
produced through dehydration
The consumer interest in “super
retained
significantly
higher
fruit” products has recently
antioxidants30,31. Food matrix
increased as the food industries
strawberries
blueberries
and formulations such as mixing
are continually developing new
fruits with proteins in shakes and
innovative products. Canadian
dairy-based protein drinks could
horticulturalists are required to
reduce the bioavailability of fruit
continuously select, breed and assess
cranberries
polyphenols due to their interactions
new fruit crops and verities to meet the
with proteins32,33. Strategies to preserve
rapidly changing consumer preference
the bioactives during processing and
due to changing demography and health
improvement of their bioavailability need
consciousness in food selection. For
5 major fruit crops grown in Canada
to be developed. Fruits and their processing
example, Haskap is a recently introduced

reviews
42

|||

SUMMER 2014

by-products also provide candidate molecules for developing
food additives such as antioxidants, colorings, fiber, pectin,
organic acids, edible coatings and preservatives/anti-microbial
agents34. Established standardized methods of testing for fruit
bioactives and assessment of their safety levels when consumed
as isolated ingredients or nutraceuticals are required.
Understanding of the interaction of some fruit bioactives with
prescribed drugs such as statins and chemotherapy drugs need
to be better understood. Success of fruit-based natural health
products (NHP) in the format of medicine seems to be hindered
by the stringent regulatory requirements by Health Canada as
well as consumer desire to go for more natural forms of food
rather than a pill. To address above challenges and advance
fruit processing practices, our food industry, and government
and university researchers must work collaboratively in their
research efforts.

Conclusion
In conclusion, key value propositions in successful “super fruit”
product marketing include selection of a unique fruit, scientific
evidence supporting a potential health benefit, protection
of intellectual property and innovative branding to attract
consumers. It can be speculated that fruit flavonoids could
become another mainstream “omega-3” within the functional
foods industry. Further understanding of the physiological
role of the bioactives of Canadian fruits will expand our food
choices and influence our health and overall well-being.
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passion fruit
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dragon
fruit
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New Sector Science Strategies Guide
Federal Agricultural Science and Technology

The third objective, improving attributes for food and
non-food uses, includes RDT in the food and feed area that
examines nutrition and health promotion, feed quality for
animal production, food quality for marketable traits and characteristics, shelf life and post-harvest storage, edible vaccines,
food processing and packaging. RDT in the area of non-food,
or industrial, applications encompasses biofuels and bioenergy,
feedstocks for pharmaceuticals, biochemicals, and fibre, as well
as biopesticides and biofumigants.

Debbie Lockrey-Wessel

T

he role of science and technology continues to be critically important in maintaining the profitability and
competitiveness of Canada’s agriculture, agri-food
and agri-based products sector. At the same time, the sector’s
science requirements are growing in complexity, new technologies are emerging, the government policy and program
landscape is changing, and the science capacity of many
players in Canada’s agri-innovation system – such as federal
and provincial governments, universities and the private sector
– continues to evolve.
In this context, Agriculture and Agri-Food Canada (AAFC)
continues to modernize its delivery of science and technology. Throughout 2012 and 2013, AAFC conducted a strategic
planning process to shape the future direction of its Science and
Technology Branch (STB) and establish the Branch’s role along
the innovation continuum in providing research (R) resulting
in knowledge acquisition, developing (D) or applying that
knowledge, together with concerted efforts to transfer (T) this
knowledge and technology or practices to stakeholders.
Recognizing that the sector is organized along commodity lines,
the Branch is also focusing its planning of RDT activities to
reflect commodity lines.

Nine Sector Science Strategies
Nine sector science strategies have been developed to set
priorities for AAFC’s science activities over the medium term
and provide the basis for detailed work planning within STB.
Engagement with a multitude of Canadian stakeholders and
AAFC staff has helped ensure that the sector science strategies
resonate with Canada’s agriculture and agri-food sector.
Seven of the strategies are commodity-focused, encompass-
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management practices, improves management of water
resources and the energy sustainability of agricultural practices,
mitigates greenhouse gas production, improves soil quality, and
more generally reduces the environmental footprint of agriculture and agri-food production and processing.

ing science activity for: Forages and Beef; Cereals and Pulses;
Oilseeds; Horticulture; Dairy, Pork, Poultry and Other
Livestock; Bioproducts; and Agri-Food. Two other strategies
capture cross-cutting agricultural challenges: Agro-Ecosystem
Productivity and Health; and Biodiversity and Bioresources.
These are not listed in any priority order.
Each strategy identifies the unique context, issues, challenges
and opportunities for the sector and outlines STB’s objectives and focus areas for research, development and transfer,
provides a framework for scientists to propose areas of work,
and describes the role STB will play in relation to, and in collaboration with, other organizations.

S t r a t e g i c Obj e c t i v e s
To provide a consistent framework for the strategies; each one
sets out areas of focus for AAFC science within four strategic
objectives that represent the major scientific challenges facing
21st century agri-based production and processing systems.
The first objective, increasing agricultural productivity, includes
RDT that increases the yield potential of crops, improves feed
efficiency for livestock, and decreases the yield gap (the gap
between potential yield and realized yield) by addressing biotic
stresses (weeds, insects and diseases), abiotic stresses (nutrients,
water, cold, salinity, soil structure, heat), and system-level
productivity (e.g., crop rotation, pasture systems). This area
of research also includes finding suitable uses for marginal
lands and using agricultural biodiversity for greater economic
sustainability.
The second objective, improving environmental performance,
includes RDT focused on ways to improve the efficiency of
nutrient utilization and recycling, enhances integrated pest

The fourth objective, addressing threats to the agriculture and
agri-food value chain, includes RDT that addresses significant
production impacts related to biotic and abiotic stresses, and
ensures food safety in agricultural production systems as well
as processed and pre-packaged foods.

Integrated nature of strategies

These strategies will be shared with partners and will be used to
communicate expectations concerning the appropriate role for
AAFC’s RDT activities. This will enable the Science and Technology Branch to clarify its role in relation to academia, other
AAFC branches, other government departments, and science
partners outside of government (industry, academia, Value
Chain Round Tables, and science clusters, to name a few) and
lay the foundation for a stronger collaborative approach.
The priorities set forth in these strategies play a pivotal role in
supporting AAFC’s overall mission: to provide leadership in
the growth and development of a competitive, innovative and
sustainable Canadian agriculture and agri-food sector. Working
with the agriculture sector and Canada’s RDT community
continues to be the key to helping Canadian agriculture and
agri-food industries achieve a sustainable increase in productivity and profitability, respond to market demands for product
attributes, and enable greater Canadian participation in global
trade in agri-based products.

Seven of the New Sector

The integrated nature of the strategies makes it important to
Science strategies are:
consider them as a group, in terms of understanding the full
contribution and impact of AAFC science activities. Some of
the commodity-based strategies identify areas of focus for
Forages
AAFC research, development and knowledge transfer to
and Beef
directly support production, but there are RDT activiDairy, Pork
ties in other strategies whose benefits extend beyond
Poultry and
production, such as work to increase foundational
Agri-Food
Other Livestock
knowledge of crop diseases and pests (Biodiversity
and Bioresources Strategy), the impacts on crop production of changes in weather and climate conditions (AgroEcosystem Productivity and Health Strategy), or post-farmBioproducts
Oilseeds
gate processing (Agri-Food).
An overview of the sector science strategies is now available on
AAFC’s website (www.agr.gc.ca/eng/science-and-innovation/
science-publications-and-resources). In addition to providing
the framework for the new strategic direction of AAFC’s
Science and Technology Branch, the document highlights the
areas where AAFC will focus its RDT efforts for each sector.

Horticulture

Cereals
and Pulses

N e x t S t e ps
Since the strategies will be adapted as new challenges and
opportunities arise, they will be updated on a regular basis using
input from the sector and AAFC staff to keep them “evergreen.”
This will enable AAFC to address new sector priorities as they
emerge, taking into account changes in science and technology
capacity.
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Around
the Country

Growing the Food
Industry in

PeI

Text by Lindsay Grummett

With its striking red soil and country charm, PEI is
a favourite vacation spot for tourists who are looking for a
little R&R. More recently, however, it’s become known for its
growing high-end food industry. In 2012, one of the world’s top
restaurant review websites, Zagat, ranked PEI among the top
‘foodie’ getaways in the world and described the province as a
‘shellfish junkie’s dream.’
The shellfish business, which is dominated by blue mussels, is
only part of PEI’s robust food industry which includes a healthy
agriculture industry and a developing selection of artisan options.
“We have a small jurisdiction which makes it easier to get things
done,” says Jim Smith, the executive director of Charlottetownbased BIO|FOOD|TECH. “Connections are easier to make and
there’s a lot of government support.”
John Rowe, the president and founder of Island Abbey
Foods Ltd., agrees. He says the biggest benefit to provincial
food companies is the access to resources and organizations
such as the National Research Council, the PEI BioAlliance and
BIO|FOOD|TECH. “These types of resources do not exist in
very many places and are harder to attain in other areas. They
provide continued support and great access to key decision
makers,” he says.
In last year’s Speech from the Throne, the province’s Lieutenant
Governor announced that government will take a leadership
role in the design and implementation of the province’s Food
Innovation Strategy. The goal of this new strategy is to move
from commodity-based products to niche market opportunities.
The new food plan will be headed by a collaboration of various
government departments including Agriculture and Forestry,
Fisheries, Aquaculture and Rural Development, Innovation and
Advanced Learning, and Tourism and Culture. “They’re working
to set things up so food tourism is enhanced,” says Smith.
46
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Middle: size comparison of an aquadvantage salmon (background) vs. a non-transgenic
atlantic salmon sibling (foreground) of the same age.
Bottom: Broodstock holding tanks at aquaBounty hatchery on Prince Edward island, canada.
Photo credit: aquaBounty technologies

S u P P o r t f o r S M a l l co M Pa n i e S
While the government’s Food Innovation Strategy gets underway,
companies like BIO|FOOD|TECH are leading the effort to
support small businesses. BIO|FOOD|TECH offers contract
research, processing and analytical services to companies and
entrepreneurs in both the food and bioprocessing sectors. The
company has completed more than 1,000 innovation projects in
the last 25 years and was presented the Food Innovation Award in
2012 by the Canadian Institute of Food Science and Technology.
BIO|FOOD|TECH’s Food Technology division also provides
integrated services such as food safety analysis, shelf-life studies
and private innovative workshops for clients. Most recently, the
company hosted a three-day workshop on “The Art and Science
of Making Cheese” and speakers from out of province were
brought in to provide hands-on instruction and training to those
in attendance.

BIO|FOOD|TECH workshops focus on both the
technical and business sides of production and Smith
says that although his team of 25 is made up of food and
bioprocessing scientists, microbiologists, technologists, the
company also seeks out industry experts from across North
America to educate workshop participants. “We do our
own workshops here with in-house experts, but we’re also
interested in finding experts from industry across Canada
and the U.S.,” explains Smith. “They’re quite knowledgeable
about all aspects of the business because they actually run
these businesses themselves.”
The company is not only educating the local food industry,
it’s also offering businesses a kick start through its innovative
incubation program. “We have four pilot plants: two food
and two bioscience technology. The food pilot plants are
registered with CFIA so we can make food products there
and sell them internationally,” says Smith. “That why it’s
useful as an incubation venue.”
One of BIO|FOOD|TECH’s success stories is Island Abbey
Foods Ltd., a sixth-generation agricultural business and
the maker of Honibe brand honey. Smith says they were
approached by Island Abbey approximately eight years ago
with an idea to create a solid honey product. “Island Abbey
came to us with a concept, but didn’t know if it was possible.
At first, we didn’t either, but we developed this dehydration
process that allowed them to make a lozenge of solid honey.
We scaled it up and they got to the stage where they were
earning revenue and investing that back into the business.
Then they went into their own facility.”
The company has had incredible success in recent years
by expanding its product lines. “We recently launched
PurAgave, an all-natural, pure-dried agave line and will be
launching IslandMaple in the near future, which is an allnatural, dried maple syrup product line,” says president
and founder, John Rowe. Island Abbey also partnered with
Orion Pharma to expand its Honibe Honey Lozenges into
the Finnish biopharmaceutical market, and Rowe says the
company will continue to develop natural health products
created through its pure-dried platform technology.
Rowe attributes much of the company’s success to its early
collaboration with BIO|FOOD|TECH. “We would not be
where we are today without [their] help and support.”
BIO|FOOD|TECH has also worked with a range of small
business owners to help them develop products for large
scale production including a grandmother’s tomato sauce
recipes and apple butter from a family-owned orchard. With
success comes failure, and the BIO|FOOD|TECH incubator
has seen its fair share.
One company approached BIO|FOOD|TECH with a
ready-to-heat-and-serve potato product for the Canadian
market, but after a year of working in the BIO|FOOD|TECH
facilities it became apparent that the product didn’t offer a
satisfactory margin to make a long-term business out of it.
Soon after, the company decided to fold. Smith describes
the incubator as a “fail fast, fail cheap approach” to food
production. “It’s still a win-win because they know without
investing too much that it’s either going to work or not work.”

what’S in the water
There are pockets of innovation all across the small province
of PEI, but AquaBounty Technologies is one company that’s
making waves with a very unique product. AquAdvantage
salmon is the brand name for a genetically modified Atlantic
salmon that grows to market size faster than the conventionally
farmed variety. A gene from the Chinook salmon is combined
with DNA fragments from an ocean pout and then added to the
Atlantic salmon’s genes. “The gene from the Chinook salmon
enables the AquAdvantage Salmon to produce growth hormone
and the fragments from the ocean pout act as an ‘on switch’ that
enables the AquAdvantage Salmon to more efficiently produce
growth hormone,” says Ronald L. Stotish, president and CEO of
AquaBounty Technologies.
This type of genetic construct allows the salmon to produce
growth hormone continuously throughout its production cycle.
The time it takes for the salmon to grow from egg to market size
is reduced from 32 to 36 months down to 16 to 18 months.
Canadian researchers created the AquAdvantage transgene
in 1989 and since then, AquaBounty’s breeding program has
produced 10 generations of the genetically modified salmon.
Although the corporate office is located in Massachusetts, the
hatchery is in Souris, a port town in PEI that is home to many of
the province’s potato farmers.
The company is currently focused on obtaining FDA approval
for the AquAdvantage salmon, but the president is already
looking at future areas of growth with regards to aquaculture.

top: apples are prepared in the Biofoodtech pilot plant.
Bottom: Biofoodtech hosted a three-day workshop called "the art and science of Making cheese".
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“Opportunities exist for other applications of modern
molecular biology to aquaculture including growth and
efficiency, disease prevention and treatment, and improving
environmental sustainability,” says Stotish. “Farmers are looking
for production technologies that will reduce costs, increase
profits, and be more environmentally responsible. AquaBounty
wants to contribute to the achievement of these goals.”
The province’s fishing and aquaculture industry has been
expanding for years. The mussel business has grown from
100,000 pounds in 1980 to over 50 million pounds in 2012
according to the Department of Fisheries, Aquaculture and
Rural Development. The lobster industry is thriving as well
with 2010 figures showing 23.8 million pounds of landings (the
amount of fish or lobster harvested from the sea and brought to
the land) with a value of $82.3 million.

iSland future
Smith says convenience products and niche market items have
become a primary focus for food industry growth. “We have all
the pieces here to have a really vibrant cluster,” he says. “We just
need better coordination and that is where AgriAlliance comes
in.”
Established in 2009, the AgriAlliance is an industry-led,
not-for-profit organization comprised of food producers,
processors, researchers as well as government and community

Marketplace

leaders. Board members include key players in the province’s
food industry from the Deputy Minister of the Department
of Agriculture to Rowe of Island Abbey Foods as well as
BIO|FOOD|TECH’s Smith. The group’s mandate is to facilitate
the coordination of targeted research and market development,
and it has been working to identify emerging issues and market
needs.
Smith says there’s potential for large-scale development in
the lobster industry and expects this area to blossom in the
coming years. “We really need to develop a range of products
that are suitable for the 21st century and we just don’t have
those convenient products available yet,” says Jim Smith. “But,
on the small-scale side, is the artisan industry. There’s a big
opportunity there because tourism isn’t going away.”
The Fall Flavours Festival is a month-long culinary
celebration that is described as highlighting the authentic island
tastes and traditions. Total attendance was up more than 16 per
cent last year, and this increasingly food-focused atmosphere is
encouraging small businesses to thrive.
“We currently don’t have enough products to be a Mecca for
foodies,” says Smith, who sees potential in artisan products to
sustain food tourism. “While we have quite a few wineries and
some distilled beverages, there’s still a lot of opportunity. We
need more cheeses and vinegars and there’s definitely potential
for small businesses and micro-businesses to do these things.”
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Affordable Titration Systems

Checkout
Around
the Country
you’ve Been involved in reStaurantS
for More than 30 yearS. how haS your
cooking Style changed over tiMe?
Sometimes many great chefs are great in a
certain style of cooking, French or Italian, and
it comes from culture. I always say I don’t really
have one culture. I love culture and that’s why I
like to share and borrow and learn. Since I was
young I always wanted to leave Hong Kong. I
wanted to see the rest of the world.

PeoPle refer to you aS the father of
fuSion. what doeS that Mean to you?
I’m a very old school chef and I believe the
way I train is about mastering. Being a master
you have to know everything but you have to
share the things you know. When people call
me the Father of Fusion it is such an honour
because people respect what I do, and people
understand my skill and what I’m going to
teach the next generation.

haS there Been any PerSon or thing
that haS influenced you a lot in your
cooking?

the

fatherof

fusion
Photo credit: nicolas heffernan

Text by Nicolas Heffernan
Sitting down in Luckee restaurant, it’s hard not to notice Susur Lee.
After being on TV for years, the face is recognizable yet he’s bouncing from
table to table, greeting guests, before he jumps into the kitchen – all seemingly
endless energy.
Lee opened Luckee, serving Chinese cuisine with around-the-clock dim sum
service, at the SoHo Metropolitan Hotel in downtown Toronto in March. Luckee
joins Bent and Lee as the chef ’s other restaurants in Toronto. He’s also consulted
for and owned restaurants around the world. “I just love to continue cooking and
to invent things and I found that it is my passion,” says Lee. “It came naturally
and also I love the excitement of doing something new. It makes you want to
follow through.”
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Oh, my mother is a terrible cook; I think that
was very important. It might sound funny but
it’s very true. Because I was picky when she
was making food I always criticized. I didn’t
want to eat her food and it would become a
habit, everything she would make, I’d use my
chopstick moving it around trying to see what
it was. I think that’s something to do with it but
I think I just bonded with [food].

HI 902C
HI 902C
Automatic Titration System
Automatic Titration System

HI 921
HI 921
Autosampler
Autosampler

out of all your accoMPliShMentS in your
life So far, what are you MoSt Proud of?
I don’t look back. I’m just looking forward to
what I’m going to do. As Buddha says, you just
look forward to what’s in front of you, don’t
look at the past and that makes life exciting.

what are you looking forward to then?
To continue to see food as another level of
things I’ve never done or seen before.

you’ve Been on tv and done a lot of
ShowS. did you alwayS want to get
into that?
I pick and choose about that. I’m not so
interested in cooking shows. I like competition
shows. I like shows that have to have some
meaning to me. Judging is good, sort of like
the language of testing your skills. Also I don’t
like to show up at the studio, over and over
again. It would be very boring for me.

The HI 902 Titrator is a powerful system for performing potentiometric titrations. HI902C can perform acid-base,
The HI 902 Titrator is a powerful system for performing potentiometric titrations. HI902C can perform acid-base,
redox, complexometric, precipitation, back titrations and titre determinations. It dispenses titrant, detects the
redox, complexometric, precipitation, back titrations and titre determinations. It dispenses titrant, detects the
endpoint and performs all necessary calculations automatically. This versatile titrator supports up to 100 standard or
endpoint and performs all necessary calculations automatically. This versatile titrator supports up to 100 standard or
user-defined methods.
user-defined methods.
The HI 921 Autosampler is an automated titration sample handling system designed for use with the HI902C
The HI 921 Autosampler is an automated titration sample handling system designed for use with the HI902C
Potentiometric Titration System. This high quality system makes the titration of multiple samples quick and easy.
Potentiometric Titration System. This high quality system makes the titration of multiple samples quick and easy.
In conjunction with the HI 902, the Autosampler allows you to titrate up to 18 samples at one time. The HI921 can
In conjunction with the HI 902, the Autosampler allows you to titrate up to 18 samples at one time. The HI921 can
utilize up to three peristaltic pumps and one diaphragm pump or reagent addition, sample leveling, and waste
utilize up to three peristaltic pumps and one diaphragm pump or reagent addition, sample leveling, and waste
aspiration. It also features a built-In magnetic stirrer, reagent addition, electrode rinse feature, USB interface with
aspiration. It also features a built-In magnetic stirrer, reagent addition, electrode rinse feature, USB interface with
compatible barcode reader and built-in RFID for each tray.
compatible barcode reader and built-in RFID for each tray.
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titration@hannacan.com

Food testing is a
dirty business
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results.
How you break down the complex matrices
of food samples affects the precision
and lifetime of columns, detectors and
electrodes—which, in turn affect the
accuracy of results. Metrohm systems handle
any type of food analysis. They’ll even
automate your sample prep tasks, so results
are accurate and stay aconsistent—always.
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• Diluting
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