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High-stress levels, inflammation, 
poor dietary and lifestyle choices all 
wreak havoc on the digestive system. 
Digestive complaints include bloating, 
gas, cramping, and feeling tired after 
eating. In fact nearly one in three 
people experience some type of 
digestive problem. Although the body 
produces its own digestive enzymes,  
it may not be producing enough. 
 
The typical benefits of enzyme 
supplementation consist of reduced 
digestive distress, increased energy, 
and improved regularity.

TROUBLE DIGESTING  
GAS-PRODUCING 
VEGETABLES AND GRAINS?
Vegetarian MacroGest is an 
intensive-strength, 
full-spectrum 
plant enzyme 
formula designed 
to aid digestion 
of fermentable 
carbohydrates 
(FODMAPs) found in 
beans, vegetables, 
and grains. High- 
FODMAP foods 
are a common 
cause of indigestion, 
gas, bloating, and 
abdominal discomfort. 
The 100% plant-derived 

enzymes in Vegetarian MacroGest 
ensure high levels of activity and a 
wide range of pH stability to support 
complete digestion and relieve 
digestive discomfort.

HIGH-PROTEIN,  
HIGH-FAT DIET?
Keto Paleo MacroGest is an 
intensive-strength enzyme formula 
which supports the breakdown  
of protein-rich and high-fat foods such 
as dairy, eggs, 
and meat, making 
it ideal for anyone 
following a paleo  
or ketogenic diet.

GLUTEN 
ISSUES?
ReliefZyme 
contains a unique 
enzyme blend with 
DPP-IV (dipeptidyl
peptidase IV) activity 

to help 
support the complete 
digestion of wheat, 
gluten, and dairy proteins. 
This intensive-strength 
formula o�ers significant 
enzyme activity, helping to 
improve nutrient absorption 
in individuals with gluten 
and dairy sensitivities.

INFLAMMATION?
Zymactive is an 
intensive-strength 
systemic enzyme 
formula featuring 
pancreatic enzymes 
and serrapeptase 
– the proteolytic 
“miracle” enzyme 
that o�ers 
powerful support 
for inflammation 
and pain relief. 
Zymactive is  
useful for arthritis, sinusitis,  
sports injuries, allergies, and other 
inflammatory conditions.

CANDIDA? ClenzDida
A unique formula that supports natural 
inner intestinal balance, ClenzDida can 
help support natural detoxification and 
cleansing processes in the digestive 

tract to reduce indigestion, gas, 
bloating, and 
abdominal 
discomfort 
associated 
with Candida 
albicans and 
other yeasts.

The most powerful,  
e�ective  

digestive enzymes
Good health starts in your gut. These NEW intensive-strength enzyme 
formulas target specific digestive issues to REJUVENATE YOUR LIFE!
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Speak with your  
Natural Factors  

sales representative  
for more information.

ORDER YOUR DISPLAY MATERIALS TODAY!

Vegetarian 
MacroGest  
Counter Display

ReliefZyme
Counter Display

ClenzDida
Counter Display

Keto Paleo  
MacroGest
Counter Display

Zymactive
Counter Display

Enzymes 
BrochureWhere Great Health Begins
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Premium enzyme 

formulas for targeted 

digestive support

Intensive Strength

Enzyme Formulas
 

 
  

 
     

 
  

   

   

  
 

  

 
  

  

       

 

 
 

 
 

 
 

  
 

  

  

 
 

   

  
 

 
 

 

 
  

  
  

  
  

  

 
  

  
 

  

 
 

 
 

 
 

 
  

   
 

  

   
  

  
    

  
 

  
    

  

   
  

   
   

    
        

  
 

  
 

 
  

 
  

 
   

   
 

  

 

    
 

 
 

   
       

   
 

   
    

   

  
  

  
  

 

 
 

 

  
 

   

  
 

   

    
  

  

   
   

   
 

 
   

 

  
     

 

  
 

Enzymes Chart

Intensive Strength Enzyme Formulas 92
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DIGESTIVE ENZYMES SYSTEMIC ENZYMES, CLEANSING  
– INFLAMMATION & CLEANSING SUPPORT

Digestive aid to help digest 
gas-causing foods

Promotes healthy digestion  
of protein and fermentable  
carbohydrates (FODMAPs) 

Helps reduce gas, bloating,  
and abdominal discomfort  
after eating vegetables, beans, 
and whole grains

Supports natural intestinal  
balance and regularity

Supports the digestion of  
protein-rich and high-fat foods 

Digestive aid to help decrease 
bloating after high-caloric,  
high-fat foods such as dairy, 
eggs, and meat

Supports natural intestinal  
balance and regularity

Supports enhanced digestion, 
nutrient absorption, and  
colon health

Supports the digestion of gluten, 
wheat, and dairy proteins  
(such as casein, whey,  
and lactoglobulins)

Eases digestive complaints  
associated with food sensitivities

Relieves gas and bloating

Promotes healthy digestion

Reduces unhealthy candida  
fungi in your colon

Used on an empty stomach to 
help break down food particles 
trapped in the intestine

Candida enzyme formula acts  
directly on yeast such as  
Candida albicans

Supports natural inner  
intestinal balance

Maintains optimal colon health

Anti-inflammatory  
and immune support

Systemic enzyme formula

Proteolytic enzyme complex  
to digest dietary proteins 

Decreases bloating after  
high-calorie or high-fat meals

Ideal for vegetarian, vegan,  
and raw food diets  

Anyone who experiences high- 
gas production as a result of 
eating high FODMAPs including 
beans, certain fruits as well as 
vegetables, dairy, and grains 

Individuals with IBS learning  
to follow a low-FODMAP diet

Anyone following a paleo  
or ketogenic diet and/or  
who has difficulties digesting 
high-fat, high-protein, and  
animal-derived foods

Individuals with symptoms of 
incomplete digestion, such as 
bloating, fatty stools, abdominal 
pain, and cramps

People with sensitivity/ 
intolerance to wheat, gluten,  
and/or dairy proteins 

Ideal for anyone who has 
difficulty eliminating these foods 
from their diet, for example when 
travelling or dining out

Individuals wishing to improve 
their colon health, energy,  
and vitality and support bowel  
regularity and digestion

Anyone prone to yeast infections, 
food sensitivities, and indigestion

Older adults who may  
have reduced bowel and  
digestive function

Anyone with symptoms  
of protein indigestion

Taken between meals, excellent 
for inflammation, post-surgical 
swelling, sport injuries, carpal 
tunnel syndrome, sinusitis,  
and more

Contains a unique blend of 
naturally occurring highly active 
amylase, protease, diastase,  
glucoamylase, lactase, alpha- 
galactosidase, lipase, cellulase, 
bromelain, papain, hemicellulase, 
and invertase

Contains a unique blend  
of highly active pancreatic and 
proteolytic enzymes, lipase, 
fungal protease, alpha-amylase, 
bromelain, papain, and serratio-
peptidase, rutin, and alma

Fungal protease, bacterial  
protease, alpha-amylase,  
bromelain, papain, cellulase,  
and hemicellulase

Contains a unique blend of 
naturally occurring highly active 
amylase, protease, cellulase, 
hemicellulase, pectinase, lipase, 
bromelain, and papain

Pancreatic enzymes 10x  
(amylase, protease, lipase 
activity), papain, serrapeptase, 
bromelain

Derived from 100% plant  
(not animal) sources ensuring  
high levels of activity and a wide 
range of pH stability 

Contains the essential enzyme 
alpha-galactosidase, which works 
in the digestive tract to break 
down flatulence-causing foods, 
such as legumes and cruciferous  
vegetables

Suitable for vegetarians  
and vegans

Contains a full-strength undiluted 
pancreatic enzyme that is eight 
times stronger than standard 
pancreatin in a delayed-release 
capsule to resist stomach acid  
for targeted delivery to the  
duodenum

Provides DPP-IV (dipeptidyl  
peptidase IV) activity to help 
break down casein and gluten 
protein fragments

Features plant-derived enzymes 
with high levels of activity and 
stability at a wide range of pH 

Suitable for vegetarians  
and vegans

Taken between meals to promote 
proper digestion of incompletely 
digested food

Assists natural detoxification  
and cleansing process in the 
digestive tract

Suitable for vegetarians  
and vegans

Twice the strength of other  
proteolytic enzyme formulas

Enteric coated to protect the 
tablet from stomach acid

MacroGestTM 
Vegetarian
1762, 1763

Zymactive® 
Regular/Double Strength

1764, 1765

MacroGestTM 
Keto Paleo
1760

ClenzDidaTM 

1726

ReliefZymeTM 

1727

ReliefZyme™

Digestion of  
wheat and dairy

Vegetarian 
MacroGest™

Digestion of  
beans and grains

Keto Paleo 
MacroGest™

Digestion of protein-
rich, high-fat foods

ClenzDida™

For yeast  
overgrowth

Zymactive®

Relief from pain, 
inflammation,  
and swelling

Enzymes Shelftalker

Enzyme line Poster

ReliefZyme 
Poster

For DIGESTION of 
PROTEIN-RICH  

and HIGH-FAT foods

IDEAL FOR PALEO  
& KETO DIETS

REDUCES  
BLOATING

     Manufactured in Canada

 naturalfactors.com  •  1-800-663-8900   
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MacroGest 
Keto Paleo 
Poster

DIGESTIVE AID  
to help digest 

GAS-CAUSING 
FOODS

VEGETARIAN, 
VEGAN &  

RAW FOOD DIETS

REDUCES  
BLOATING

     Manufactured in Canada

 naturalfactors.com  •  1-800-663-8900   

92
20
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R
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MacroGest 
Vegetarian 
Poster

     Manufactured in Canada

 naturalfactors.com  •  1-800-663-8900   

92
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4 

R
0

CANDIDA FUNGI  
in your COLON 

CLEANSING  
PROCESSES

OPTIMAL  
COLON HEALTH

Reduces UNHEALTHY 

ClenzDida 
Poster

     Manufactured in Canada

 naturalfactors.com  •  1-800-663-8900   
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REDUCES  
INFLAMMATION

AIDS PROPER 
DIGESTION

INFLAMMATION,  
ARTHRITIS,  

and DIGESTION

The “MIRACLE” ENZYME for 

Zymactive 
Poster

ReliefZyme
Digestion of  

wheat  
and dairy

Vegetarian 
MacroGest
Digestion of  

beans  
and grains

Keto Paleo 
MacroGest
Digestion of  
protein-rich,  

high-fat foods

ClenzDida
For yeast  

overgrowth

Zymactive
Relief from pain, 

inflammation  
and swelling

NON-GMO · MASS SPEC
Documentation Lab Tested naturalfactors.com  •  1-800-663-8900   92

20
28
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REJUVENATE  
YOUR LIFE  

INTENSIVE STRENGTH ENZYMES

Supports WHEAT,  GLUTEN, and DAIRY  PROTEIN digestion

     
Manufactured in Canada

 naturalfactors.com  •  1-800-663-8900
  

92
20

34
5 

R
0

GLUTEN & DAIRY 
DIGESTION

REDUCES  
BLOATING
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NHPs, CBD and 
Healthier by Nature. 
by Helen Long

What retailers value most
when it comes to buying
product.

12 Must see stores in the
greater Toronto area.

A look back from a 
first-year retailer.

Retailing in the northern
B.C. wilderness.

The Sweet Potato is 
focused on farm-fresh,
fun and families.

Deane and Rheece’s 
excellent training 
adventure.

Cover Photo: Mike Schreiner

CHFA East takes place
September 12 to 15.

Puresource conference
draws retailers from
across Canada.

Some of the things taking
place during CHFA East.

Productive conversations
with customers.
by Deane Parkes

Things to consider when
opening a second store.
by Carolee Colter

Do you think your store
can last 100 years?
by Dave Fuller

Writing your first blog.
by Nicole Klimek

Interview on “win-win”
with Sanjiv Jagota.
by Alain Roy
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Plan now for cold & flu season! 
Ask your sales rep about exclusive Ester-C® savings.

DIFFERENCE

THE

release your inner strength
1.800.663.4163

FREE merchandising support 
to help you GROW your business.

Ask your account manager about custom options.

Shelf talker

24-hour immune support, B vitamins for energy  
metabolism, and electrolytes for hydration – in 
4 delicious flavours to energize your tastebuds!

@sisuvitamins

Ester-C® Energy BoostTM  

New look, same great taste! 
Plus a new 4-flavour variety pack. 

91
0

8
0

  1
2

/2
0

18

Posters

WHY ESTER-C?
Simple. It stays in your body longer.

PLUS, IT’S:
• Better absorbed and more bioavailable due   
 to the active vitamin C metabolites only found   
 in Ester-C®

• Better for your stomach: non-acidic and   
 gentle unlike regular vitamin C

• Better researched than all other buffered   
 forms of vitamin C

Ester-C® is the only form of vitamin C  
that delivers 24-HOUR IMMUNE SUPPORT

release your inner strength
Ester-C and Ester -C logo are reg. TMs of The Ester C Company

PRINTED ON SUSTAINABLE SUGAR SHEET PAPER

CERTIFIED TREE, WATER AND CO2 SAVINGS

Info cards

PLUS IT’S:
Better absorbed and more bioavailable due to 
the active vitamin C metabolites only found in 
Ester-C®

Better for your stomach: non-acidic and 
gentle unlike regular vitamin C

Better researched than all other buffered 
forms of vitamin C

Ester-C® stays in your body longer

24
immune support

IS the better vitamin C

HERE’S WHY

H
O

U
R

 

release your inner strength

91
3

4
7

Shelf card

WHY ESTER-C?
Simple. It stays in your body longer.

REGULAR VITAMIN C

PLACEBO

ESTER-C® 24-HOUR IM
M

UN
E SU

P
P

O
R

T

H
O

U
R

immune support

 
 

What makes Ester-C® better?
Only Ester-C® stays in your white blood cells for 24 hours.

Regular vitamin C can’t compare.

2 h0

10%

20%

30%

40%

50%

4 h 8 h 24 h
Ester-C® Regular vitamin C Placebo

1,000 mg | once a day
% of vitamin C in white blood cells over 24 hours

Wobblers

Your daily boost of 

Ester-C® Energy Boost™ 
daily vitamin drink mix

Ester-C, B vitamins and 
electrolytes in 4 delicious, 

energy-filled flavours

 Ester-C and Ester-C logo are reg. TMs  
of The Ester C Company    

 

91079 12/2018

End Cap Displays

Metro Rack Displays

Better immune support 
Ester-C® is the only form of vitamin C that 
delivers 24-hour immune support

Better absorbed and more bioavailable 
due to the active vitamin C metabolites only 
found in Ester-C®

Better for your stomach 
non-acidic and gentle unlike regular vitamin C

Better researched 
than all other buffered forms of vitamin C

1

2

3

4

immune  
support24

hour
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Editorial

It’s all about a partnership
between retailers, suppliers

For years, I have been visiting health
food stores across Canada, telling
the stories of our retailers.  One of

the most interesting dynamics I have wit-
nessed over this time is the relationship
the retailers have with their manufac-
turer, distributor and broker sales reps
and vice versa.  There are so many close
friendships that have sprung up between
retailers and suppliers, and really, that’s
no surprise.  Both parties are in the busi-
ness of wellness.

Many times – especially these past few
years – I have asked myself, “Are the re-
tailers buying from the companies or are
they buying from the reps?”  To clarify,
does a company’s reputation, longevity,
quality, standing in the industry, etc.
mean as much or more than the relation-
ship that has been forged between the
rep and the buyer?

I ask this mostly because I am curious.
It takes be back to a point early in my ca-
reer, when I worked as a media buyer for
a manufacturing company. I dealt prima-
rily with publishers and sales reps from
magazines.  In general, this was an ex-
tremely professional group of people.
And for the most part, everyone was very
likeable and easy to work with.  Some-
times, I had to turn down some very like-
able people, usually because their
magazine was not a fit for us.  And it was
often tough when two competing maga-
zines offered everything I wanted and
there was virtually no difference between
them, including an outstanding rep.  In
that case, I recall splitting the business
equally between them.  

Enough about me…back to the matter
at hand.  To get a feel for the direction
this could take if it had potential to be a
story, I made a call to my friend Christina
Barrett, homeopath, formerly of Harmony
Whole Foods and a former buyer for the

Fortinos supermarket group.  She is cur-
rently a field rep for one of our industry
suppliers.  Christina’s take on the ques-
tion I posed is as follows: “It’s a combi-
nation of things.  First thing is the
company and its size.  Secondly, what
are customers asking for?  And how can
the company support me?  You need a
company that understands the needs of
your buyer because not every buyer is
the same.  The company reputation is im-
portant but you need the rep to help you
get stuff flying off the shelves.  They need
to get to know you and your demograph-
ics.” It’s a partnership, explains Christina.
“If a vendor doesn’t get that, it’s hard to
work with them. Your reputation gets you
the appointment.  The rep gets you the
business. Every retailer is different and
needs a personal approach, but it’s al-
ways about a partnership.”

Christina’s answer confirmed this story
had legs.  So, I sent out interview re-
quests to many retailers I know person-
ally to ask them the question: are you
buying the company or are you buying
the rep?  Their thoughts are revealed on
Page 32.  Turns out that yes, the supplier
and rep were both very important, but re-
tailers are looking at many aspects that
influence their buying process, including
customer demand, ingredients, packag-
ing, local, etc.  Thanks to all the retailers
who helped me out with this story.

Calling all industry stars!  (yes, YOU!).
We have some fun planned at our booth
during CHFA East in Toronto.  We’re get-
ting into the TIFF spirit with a red carpet,
a photo wall and doing mini-interviews for
our Facebook page.  Come get your
photo taken and tell us a bit about your
store.  After all, you are one of the stars
of our industry and you deserve some
media attention!  CNHR Booth 1313.  •

Sluggish profits? People problems? Lack of systems or strategies?
Cost overruns? Lack of sales growth? Competition issues? 
Call for a free coaching session .

Is your business stuck? Dave Fuller, MBA. 
Certified Professional 
Business Coach 
250/617-7467
www.unstuckstrategies.com

Contributors
Carolee Colter
Emma Davidson
Dave Fuller
Nicole Klimek
Helen Long

Dylan Marek
Deane Parkes
Alain Roy
Michael Schreiner
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20 g
PROTEIN

100%
CERTIFIED
ORGANIC

6  
RAW PROTEIN

SOURCES

myvegiday.com

VegiDay® 100% vegan protein contains a wholesome 
blend of six raw protein sources plus a full spectrum  
of essential amino acids. Tested and certi ed clean,  
100% certi ed organic (includes avours and sweeteners), 
non-GMO, gluten-free, and sustainable plant-based foods 
that are nourishing for you and the environment. 

Available in four delicious avours: VERY BERRY,  
FRENCH VANILLA, DECADENT CHOCOLATE,  
and UNFLAVOURED. 

GLU
TE

N FR
EE

EVEN THE FLAVOURS AND SWEETENERS!

ORGANIC

THE ONLY

100%
VEGAN
PROTEIN

TO ORDER PLEASE CONTACT US

TEL: 888-826-9625 | FAX: 888-773-7069
E-MAIL: customercare@assurednatural.com
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CHFA East is right around the corner and
if you haven't done so yet, you should

check out the show
website to see all of
the great things that
are planned.  The
conference program
has something for
everyone, including
a workshop for store
front employees to
help boost your cus-

tomer service game and a Retail Leaders
Panel for the owner/operators in atten-
dance.  The CHFA Launch Pad competi-

Marquis Milling and Grain – makers of
Nunweiler’s organic flour – has opened
a brand new 8,000 sq. ft. processing fa-
cility in Hague, SK, roughly 50 kms from
Saskatoon. “It is a brand new building
and brand new equipment,” says owner
Russ Schroeder.  “It has a new grain
cleaning system installed to ensure the
best quality grains are used in our flour.
The new mill is still an impact hammer
mill but it is a very different design than
our old one – it is a vertical mill instead
of horizontal. This will allow us to mill at
cooler temperatures. Its rated capacity is
roughly 2,000 kg per hour, twice the ca-
pacity of our old mill.  We now have a de-
huller or  pearling machine. This will
allow us to strip some of the bran layer
off the grain and produce a light flour.
We’ll also be able to make a semolina
flour for pasta.”  •

CHFA East promises over 1,000 booths,
retailer-focused education seminars

Flora’s new Mānuka Honey is 100 per
cent authenticated, 100 per cent trace-
able, and is the first made in an unprece-
dented partnership with a 100 per cent
Māori-owned honey operation based in
New Zealand. Flora is the only brand that
boasts a UMF certification and MGO
grade on its labels. Attend Flora’s prod-
uct education session September 13,
1:15 to 2:00 pm, Room 715A.  Join Les
Stowell of Onuku Ltd. as he discusses
what makes Flora Mānuka Honey
unique.  He has over 15 years experi-
ence in the mānuka honey industry.  •

Flora launching Manuka
honey at CHFA East 

Bodywise UK Ltd., manufacturers of Na-
tracare plastic-free, organic and natural
period products, has received the
Queen's Award for its outstanding contri-
bution to international trade.

On achieving this award, Natracare
owner, founder and developer Susie
Hewson said: “Winning the Queen’s
Award has been an incredible honour.
When you’re busy running a business,
you’re always right in the middle of every-
thing and there’s not often time to step
back and take stock of your achieve-
ments. An award as prestigious as this
reminds me how far we’ve come. I am
proud that Natracare has been able to

Natracare wins Queen’s Award for international trade

Natural Retail Marketing Group (NRMG)
has come up with some options to help
natural retailers with their social media
needs.   Rose Scapin is the vice-presi-
dent of NRMG, a company that has been
creating effective marketing for natural
health retail stores since 2016.  She says
NRMG makes social media easy for
stores.  “Now more than ever, natural
health food retailers need to find new
customers, increase their store traffic
and maintain customer loyalty. We can
help you figure out what social marketing
will work best for you, how to do it most
effectively and perhaps help you better
utilize your co-op dollars.”

NRMG offers retailers two plans to
choose from.  Social Media Package A –
at $399 – includes one hour consulta-
tion/planning, social media schedule (vi-
tamins, supplements, natural health

NRMG offers retailers help with social media

Makers of Nunweiler’s 
opens new milling plant

Body Plus marks 35 years
with party at CHFA East

Trade Talk

The folks at Body Plus invite retailers to
join them the evening of Saturday, Sep-
tember 14 to celebrate the company’s
35th anniversary.  Dust off your favourite
pair of leg warmers and bust out your
brightest neon gear because it’s an 80s
themed party!   “We started out in 1984,
a short 35 years ago and now it’s time to
celebrate how far we’ve come, and
there’s no one we’d rather celebrate with
than you,” said Body Plus’ Shawna Ket-
ter.  At press time, details were still being
fine tuned.  For more information, please
contact your Body Plus rep.  •

tion returns with eight companies vying
for the title of Most Innovative Product
and, if you pre-register by August 23, you
could be selected to be one of the judges
and earn $200 for your participation.  The
demand for exhibit space this year re-
quired that CHFA add an additional hall
so the show now boasts well over 1,000
booths! A special feature this year is In-
cubator Alley, which will showcase
smaller brands who are new to market.
This section is located in the new Exhibit
Hall G, near the CHFA booth.  Be sure to
drop by to say hello while you're there.
Visit chfa.ca for more details.  •

reach out across the world to women,
forging friends through trade and shared
values.” 

Natracare evolved from an environmen-
tal and health campaign in the late 80s
because Susie was appalled at the lack
of awareness of the environmental and
health impacts of period products. After
30 years of sustained growth and inno-
vation in a competitive market, the com-
pany has built markets for Natracare in
over 80 countries. The award, valid for
five years, gives Natracare the right to
use the Queen’s Award emblem and to
fly the Queen’s Award flag at its head of-
fices in Bristol, UK.  •

foods, special offers, events, lifestyle,
and recipes), along with 20 posts on
Facebook and Instagram.

Social Media Package B – at $649 – in-
cludes one hour consultation/planning,
social media schedule (vitamins, supple-
ments, natural health foods, special of-
fers, events, lifestyle and recipes), plus
40 posts on Facebook and Instagram.
Boosting is extra for both plans.

Customized programs are also avail-
able, including LinkedIn, Google Busi-
ness and more, along with customized
monthly digital flyer program.

If you’re seeking social media help,
contact Rose Scapin at 905/251-4961 or
rose@naturalrmg.com.  •
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People   
Prairie Naturals has announced the promo-
tion of Shawna Harvey to field sales in the
BC Lower Mainland.  Prior to her new posi-
tion, Shawna has been a valuable member
of the customer care team at Prairie for the
past few years.  Shawna can be reached at
shawna@prairienaturals.ca.

Body Plus has named Jenn Slattery as west-
ern regional sales manager.  She brings over
15 years of experience in the industry with
roles in health food retail, product education,
and regional sales management.  Jenn is
highly respected in the industry, with a repu-
tation as being one of the best at engaging
employees and customers.  Jenn can be
reached at jslattery@bodyplus.ca.

Angela Dagnall has joined Body Plus as ac-
count manager covering Vancouver for
Sarah Morissette’s maternity leave.   Previ-
ously, Angela was a nutrition/sales consult-
ant with Genesis Nutrition and The Big
Carrot Dispensary.   She was also a brand
ambassador for Ecotrend.  Angela has her
holistic nutrition diploma from the Canadian
School of Natural Nutrition.  She can be
reached at adagnall@bodyplus.ca.

Body Plus has welcomed back Kelly Scott
from her maternity leave to assume her
role as account manager for northern
Alberta. Kelly can be reached at
kscott@bodyplus.ca.

Joudi Mohktar has joined Body Plus as ac-
count manager for the North Shore Quebec
territory.   Previously, she has worked with
both Platinum Naturals and Genuine Health
as an account manager, and as an educator
for Platinum.  In addition to these positions,
Joudi has also worked in the Quebec health
food industry doing demos, as well as work-
ing on the retail side at TAU and Nutrition
House.  Joudi can be reached at jmohk-
tar@bodyplus.ca.

Body Plus has promoted Shawna Ketter to
senior director sales, with responsibility for
the company’s health food retail partners
nationally.  She brings over 20 years of ex-
perience in the industry with increasing sales
responsibilities.  Shawna has established
herself as a leader in the industry with her
tremendous passion, commitment to cus-
tomer service and collaborative approach,
resulting in joint business growth.  She will
lead the national Body Plus sales team and
have responsibility for the entire Jamieson
Wellness portfolio of leading brands across
the health food channel.  Shawna can be
reached at sketter@bodyplus.ca.

Vista has welcomed digital account execu-
tives Tina Gravalos, Amera Musleh, Dr
Megan Druet, Stephenie Farrell, Nancy An-
derson, Jenna Fabello, Shauna Mann and
digital marketing coordinator, Andrea Toole.
Vista is looking forward to all their new team
members bringing their passion and experi-
ence in natural health to the table.  •

Shawna Harvey

Jenn Slattery

Angela Dagnall

Kelly Scott

Joudi Mohktar

Shawna Ketter
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Trade Talk

WomenSense continues to support the launch of its recently re-
leased PCOSense. Polycystic ovarian syndrome (PCOS) is one
of the most common metabolic and hormonal disorders, affect-
ing one in 10 women of reproductive age.  Women with PCOS
present with a variety of symptoms associated with menstrual
dysfunction and androgen excess, including ir-
regular menstrual cycles, weight gain, infertility,
and insulin resistance. 
In a release, WomenSense says, “PCOSense

is the most effective natural solution for PCOS,
providing two complementary and naturally
occurring forms of inositol, myo-inositol and
D-chiro-inositol, at a 40:1 ratio, plus folate and
vitamin B12. This combination is clinically
shown to manage both metabolic and hormonal symptoms of
PCOS including normal menstrual cycle and fertility, healthy
glucose balance and reduced serum testosterone in women
with PCOS. Additionally, PCOSense supports in vitro fertilization
(IVF) outcomes and healthy oocyte (egg) quality.”  PCOSense
comes in an unflavoured powder form for easy twice-per-day
dosing. Each container provides 60 servings (a one month
supply).  888/826-9625.  •

Genuine Health has acquired basd, a brand that has been a
leader in plant-based body care products. Along with the
brand, come the two basd founders, Phil LeBeau and Ashley
Meston, both former executives from Vega (plant-based protein
company). 
“We have always operated with the belief that what we put in

the bottle matters,” said Stewart Brown, founder and CEO of
Genuine Health.  “For many years, we have excelled at provid-
ing supplements that make a difference in people’s lives by
focusing on the best quality products we can offer. Now, with
the addition of basd body care to the Genuine Health family,
we can provide our consumers a total body approach to opti-
mal health with an amazing brand and product line that fits in
perfectly with our mission.”
The addition of basd to the Genuine Health portfolio of brands

(which already includes greens+, clean collagen, and ad-
vanced gut health) is designed to create further opportunities
for growth, while giving Genuine Health a total body approach
to natural health. The acquisition solidifies Genuine Health’s
commitment to innovation and growth within the natural health
industry across North America.  •

Genuine Health acquires basd

WomenSense introduces new PCOSense

Healthy Times has
reformulated its or-
ganic baby teethers.
They are designed
by pediatric teething
specialists to have
the perfect curved
shape for little hands,
a ridged exterior to
help stimulate and
soothe gums and
probiotics for the
digestive system.  •

+ PREBIOTICS!

PROGRESS IVENUTR ITIONAL.COM

SEED AND FEED WITH

PRO +
ALL IN ONE PRODUCT

PREBIOTICS GIVE YOUR LIVING PROBIOTICS 
THE FOOD THEY NEED TO THRIVE IN YOUR 

DIGESTIVE TRACT.

Choose a daily prebiotic + probiotic 
combo to support your immunity, digestion 

and intestinal function. Our professional 
formula comes in a delayed-release 

vegetable capsule for optimal results.

Available exclusively through 
Body Plus Nutritional Products Inc.

1-888-788-3396

Ferlow Botanicals has re-introduced
its neem cream in new soft
tube packaging.  It is fully
recyclable and it uses half
the plastic of typical cos-
metic jars.  It is available in
full graphics in both the
100ml and 7.5ml trial size.
The company has been
manufacturing neem products for over
25 years.  The neem tree has been
used in ayurvedic medicine for over
5,000 years. For more information,
visit: ferlowbotanicals.com.  •

Neem in new soft tubeOrganic baby
teethers 
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Organika has introduced its “super pow-
ders” – 100 per cent organic, sustainably
-sourced adaptogen powders that pro-
vide all natural support to the body’s
stress response. They feature chaga,
lion’s mane and reishi mushrooms, as
well as schisandra berry and ashwa-
gandha root. Steam-activated and con-
veniently processed into powder form,
these mushrooms and herbs can be eas-
ily added to coffee, broths, smoothies,
shakes or cooking, fitting any routine. As
whole plant foods, the adaptogen line is
great for vegetarian and vegan diets. For
recipes and other product uses, follow
@organikahealth or visit organika.com. •

New: sustainably sourced 
organic adaptogen powders

W. Gifford-Jones MD
adding to his team

Blueberry flavoured granola
Rawcology has launched a new blue-
berry with acai granola. It’s organic,
grain-free, free from the top 11 allergens,
and only has one gram of natural
sugar/serving. rawcology.com  •

LeBeau adds three new lines
Lebeau Excel has announced its partner-
ship with three companies: ChocXO
(Chewters), Babyganics and Green
Table Foods. 

Please reach out to Lebeau Excel sales
representatives for new placement op-
portunities for these brands.  •

joyofthemountains.com  1-866-547-0268           Available in health food stores, select grocery stores and pharmacies.

With W. Gifford-Jones MD now in his mid
90s, he is involving his children – Robert
Walker, John Walker, Brett Walker and
Diana (Walker) MacKay – more in his
communication and educational endeav-
ours.  His daughter Diana will be the
most involved of the four siblings, taking
an active role in continuing her father's
work to bring retailers and consumers in-
sights on the latest research. She and
her father are collaborating on a new
book that will be published in time for
CHFA East. The team at W. Gifford-
Jones, MD has recently introduced the
No Nonsense Health News, a quarterly
newsletter available exclusively in natural
health stores. 

Dr. W. Gifford-Jones, the formulator
and face behind Medi-C, has been tour-
ing Canada for years, sharing his views
of natural health and promoting common
sense in health and lifestyle choices. At
the recently re-launched website,
www.docgiff.com, retailers and con-
sumers will find the full collection of his
articles and products he recommends as

beneficial to health. The website also in-
cludes medical tips, testimonials, and in-
formative and promotional videos.  

For more information, please contact
Diana@docgiff.com.  •

W. Gifford-Jones MD has added daughter 
Diana MacKay and his three sons to his team.
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Trade Talk

The annual two-day Puresource retailer
conference, held June 20 and 21 in
Guelph, ON, featured a full agenda.
There were 66 retailer attendees from
across Canada, including B.C., Ontario,
Manitoba, Nova Scotia and
Saskatchewan.   The focus was business
and there was something for everyone.
Puresource made it fun with a few games
and contests, great meals and a good
mix of business and product education
sessions.

Peter Wardell, who recently joined
Puresource as country leader after sev-
eral years at Health First Network, wel-
comed the group.  Education sessions
included Neil Levin, senior nutrition edu-
cation manager, who delivered a semi-
nar called, What Quality Means to NOW.
Heather Lazickas of Seven Roots pre-
sented a detailed session for attendees
called Creating the ultimate natural
health foods retail experience from the
inside out.

Joy Hayhoe, brand manager for Pure-
source, led a workshop – Making your
own perfumes and personal care prod-

Puresource conference draws retailers from across Canada

Sarah Kork and Leane Janz, Good n’ Natural,
Steinbach, MB, Daniel Silva, Healthy Planet,
London, ON and Anna Barabas, Sangster’s, 
Tillsonburg, ON.

Montana MacAulay, Dad’s Organic Market,
Saskatoon, SK, keynote speaker Heather
Lazickas of Seven Roots and Murray Bell,
Natural Life, Thornhill, ON.

Puresource’s Gary Masse, Jody Tonin,
Randy Betts and Joy Hayhoe all played 
an important role in putting on the retailer
conference.

Brenton MacKenzie, Nature’s Fare, 
Nelson, B.C., Haley Bellet, Nature’s Fare
Kelowna, B.C. and Kaila Seguin, Wellness
Market, Windsor, ON.

Pam Doney, Healthward Bound, Goderich, ON.,
Sam Smith and Barbara Peddie, Fine Fettle, 
Kincardine, ON, Kim Boril, Fiddleheads, Kitchener,
ON and Jyne Greenley, The Big Carrot, Toronto.

ucts – so retailers can create their own
in-store workshops.  Puresource nutrition
and health education manager Dr. Thalia
Charney ND gave a seminar titled Selling
the Hell-th out of Fads: Legitimizing the
Keto Diet. Retailers also toured the NOW
manufacturing and Puresource distribu-
tion facilities in Guelph.

One of the side benefits for retailer at-

tendees was the opportunity to network
with their peers, a chance to trade ideas
and share their in-store experiences. 

The conference came to a close with a
keynote address – Do The Right Thing In
Business and in Life – by Jim Estill, who
is the chairman of the board for NOW
Health Group and also the CEO of Danby
Appliances. •

On Thursday June 13, Vita Health Fresh
Market in Winnipeg hosted a staff and
consumer event featuring over 20 local
producers.  

“The focus was to let our customers
know that we are local,” explained Vita
Health marketing manager Kelly Lyons.
“This event allowed all attendees to learn
about the many local brands carried in
our stores, right from the producers
themselves.” •

Vita Health showcases local products in consumer, staff event
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Organika Booth 1203
Come Visit Organika and see our 
Enhanced Life Cafe!

Body Plus Booth 1419, 1425
Drop by booth 1425 and try our
refreshing new flavour of Vege-
Greens in Cucumber Mint, and
booth 1419 and try our Iron
Vegan Sprouted Protein, Salted
Caramel.

Prairie Naturals 
Booth 1031,1527
We’ll  be introducing our new
omega formula, New Liquid Solu-
tions, Adrenal-Force, Grass-Fed
Bone Broth, Bovine Gelatin and
more. 

Flora Booth 1437
Sample Flora’s Mānuka Honey—
100% authenticated and 100%
traceable, the first made in an un-
precedented partnership with a
100% Māori-owned honey opera-
tion based in New Zealand.  

Joy of the Mountains 
Booth 1408
Please visit us to learn more
about our award-winning Oil of
Oregano.  A family-owned busi-
ness since 2001.

Genuine Health & 
basd body care Booth 1237
basd body care is now part of the
Genuine Health family! Visit the
Genuine Health booth to meet
the team, sample product… and
more!

Nunweilers Booth 719/819
We will be featuring our light spelt
and dark rye flour.

Puresource Booth 1337, 1343
Visit Puresource to learn about
new and exciting products from
NOW, as well as our new per-
sonal care brand, Saavy Natu-
rals. 

Soul Scents Booth 2171
An independently owned distribu-
tor of incense, smudges, aro-
matherapy and body care since
1992.

VISTA Magazine  Booth 1552
We will have our team of brand
ambassadors walking the show
floor doing live instastories and
group posts at brands’ booths. 

Vitalité Québec Booth 1651
Meet with us to see how you can
get an edge in this market with
print and our exclusive events.

Terry Naturally CANADA    
Booth 2040
Two new products launching at
the show!  Be one of the first to
see this “dynamic duo” and learn
how you can win a new Vitamix
Ascent Series blender.

Sisu Booth 1227
Visit the Sisu booth at CHFA 
East to meet the team, take 
advantage of great specials and
learn about new products!

Healthy Moms Booth 225
Stop by the Healthy Moms 
booth  and connect with their
community of 20,000+ moms
looking for natural and 
sustainable products.

North Coast Naturals 
Booth 2119
Visit us for a complimentary 
premium coffee boosted with 
our all new North Coast Naturals
Boosted MCT Oil Powder
(French Vanilla)  and Boosted
MCT Bovine Collagen Powder
(French Vanilla).

LeBeau Excel Booth 1615
We will be having a happy hour
from 3:30 to 4:30 at the Navitas
booth in the LeBeau Excel aisle.

Jewels Under the Kilt
Booth 800A
Come by to sample our awe-
some, Canadian-made, maple
roasted nuts and take advantage
of our show special!

Hedley's Booth 803
Come in and meet W. Gifford-
Jones, MD on September 14 
and 15 from 1PM to 3PM.

Orion Sales & Marketing 
Booth 704, 706, 708, 710
Presenting two speakers Friday:
Tony Rechtman of INIKA Organic:
Natural and Organic Cosmetics
and Cathy Galileos of Sukin Nat-
uals: Natural Skincare.

Drizzle Honey  Booth 1615
Drizzle Honey has launched its
new Berry Bliss honey: lush, juicy
and bursting with super berry
goodness. Drizzle onto baked
goods, blend into a vinaigrette or
enjoy by the spoonful.

CNHR Magazine Booth  1313
Catch the TIFF spirit: walk the red
carpet and get your photo taken
for CNHR’s Facebook page.  Get
a free retail consult with CNHR
columnist Nicole Klimek.

Pre-Show BuzzPre-Show Buzz
Some things happening at CHFA East
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Trade Talk

Two new products for blood sugar levels and healthy
nerve function from Terry Naturally CANADA

Free retail consults at
CNHR booth at CHFA East

Guelph organic conference
January 23-26, 2020

Two new fresh scents 

Terry Naturally CANADA has introduced
two new products that Canadian retailers
and natural healthcare practitioners have
been asking for: Sucontral D and Healthy
Feet & Nerves. 

“To anyone working in the field of natu-
ral health – or simply reading current
headlines – the fact that we received re-
quests for supplements that support
healthy blood glucose metabolism and
healthy nerve function probably comes
as no surprise,” said  Terry Naturally
CANADA’s Sue Hahn.

Sucontral D delivers clinically studied
hintonia latiflora to support healthy blood
sugar levels, and Healthy Feet & Nerves
was formulated for what its name indi-
cates – supporting healthy nerve function

throughout the body.
“We believe that these two products

are a fantastic duo, arriving in just the
nick of time – and we think you will, too.
These products will be showcased at the
upcoming CHFA East trade show in
Toronto. If you’re attending the show, be
sure to visit our booth – #2040 – to find
out more about them.  Or feel free to con-
tact your Terry Naturally CANADA ac-
count representatives, JulieAnn Van
Boxtel and Kyale Gospodarek, for more
information. You can reach them at
855/287-2646 or info@TerryNaturally.ca.
And, as always, you can learn more
about these and other outstanding prod-
ucts available from Terry Naturally
CANADA at TerryNaturally.ca.”  •

North Coast Naturals is making a big
splash this fall, with the announcement
the company is launching six new prod-
ucts. “What makes these products
unique is their fresh and innova-
tive approach to these estab-
lished categories," said NCN
brand director Nelson Narciso.
“We’re very excited to be able
to offer natural health retailers a
high-quality range of products.
Consumers are increasingly
looking for quality food-sourced
products that can do the job,
and we think the combination of the in-
gredients in these formulations will differ-
entiate these products from others in
these categories.”

Nelson shares some details about the
six products:
Boosted Bovine Collagen: “Grass-fed

bovine collagen peptides boosted with L-
tryptophan to make this a complete pro-
tein and L-lysine, glycine, vitamin C and
biotin to help further boost overall joint,
hair, nail and skin collagen formation.”
Boosted Marine Collagen: “Sustainably

sourced marine collagen peptides
boosted with L-tryptophan to make this a
complete protein and L-lysine, glycine,
vitamin C and biotin to help further boost
overall joint, hair, nail and skin collagen
formation.”
Boosted MCT Cooking Oil: “MCT Cook-

ing Oil is specially made to handle higher
heat than regular MCT oil; a great dairy-
free and cholesterol-free alternative to
butter and a liquid alternative to regular

Six new products from North Coast Naturals 
coconut oil.”
Boosted MTC Powder: “This creamy

and delicious French vanilla, travel-
friendly MCT powder uses acacia fibre

and inulin in place of commonly
used casein. Provides 25 per
cent higher C:8 levels than the
leading national brand.” 
Boosted Plant Protein: “25 g of

sprouted and fermented non-
GMO plant-based proteins with
added enzymes and probiotics
for easier digestion. No sugar
and tastes great!”

Boosted Vegan All-In-One: “Specially
formulated with sprouted and fermented
non-GMO plant-based proteins and en-
zyme fortified for easier digestion. This
next-level ‘all in one’ shake delivers a po-
tent raw whole food blend of 39 greens,
veggies, fruits and antioxidants with
added moringa and aquamin (red marine
algae)! The addition of prebiotic fibres,
probiotics, omega-3 EFAs further bal-
ances out this formula. Boosted Vegan
All-In-One is the next evolution in all in
one shakes.”

For more information, contact Nelson at
nnarciso@fitfoods.ca or visit northcoast-
naturals.com.  •

Retailers: put the CNHR booth (#1313)
on your “must-see” list during CHFA East
in Toronto (Sept. 12-15) for a couple of
reasons.

First, you’ll get a chance to meet and
speak with CNHR columnist Nicole
Klimek.  Nicole is part of Seven Roots, a
design and operational support group
that works exclusively with co-ops and
natural food stores. The group has col-
lectively designed over 700 stores in the
US and Canada, and works with retailers
to: design and build, to tell their busi-
ness' story, and help with day-to-day op-
erations.  Nicole will be providing FREE
meetings all day long to retailers who
visit the booth. Don't miss your chance
for advice from a natural food pro who is
dedicated to our industry. 

Reason two to stop by the booth is
more fun focused.  In honour of the
Toronto International Film Festival (TIFF,
which is running the same weekend as
CHFA), we’ll have a distinct Hollywood
flavour, complete with a red carpet, a
photographer and a “photo op” back
wall.  We want to shoot “the stars of the
natural health industry.”  Pop in, get your
photo taken and do a quick interview
about your store with a CNHR reporter.
All photos and stories will be posted to
CNHR’s Facebook page.

While you’re at the booth, be sure to
sign up for your own free copy of CNHR
Magazine.  It will be delivered to you at
your store six times a year.  •

Heading into its 39th year, the Guelph
Organic Conference & Trade Show –
running January 23-26, 2020 – will once
again be a great organic experience for
retailers, growers, processors and con-
sumers.  It features a large, sampling-fo-
cused trade show, full of the leading
organic marketers in Canada – Nature’s
Path, Pfenning’s, Harmony Dairy,
Crofters and many others.  You’ll find 40
workshops covering a huge range of top-
ics from establishing your organic or-
chard, to organic maple syrup
production, to growing your own urban
farm.  Anyone motivated towards learn-
ing about organic foods, farming, gar-
dening and other emerging ecological
topics like permaculture should attend
this show to get their one-stop winter or-
ganic fix.  Great networking oppotunities,
too.  Visit www.guelphorganicconf.ca.  •

Mrs. Meyer’s Clean Day has introduced
two new garden fresh scents: bluebell
and rosemary and two new products: au-
tomatic dishwasher soap packs and dish
soap refills.  •

        
         

       

         
                     

    

 

 

  
 

CNHR Sept-Oct 19.qxp_Layout 1  2019-07-24  8:50 PM  Page 16



TerryNaturally.ca
info@TerryNaturally.ca

Terry Naturally® CANADA specializes in clinically studied ingredients 
and proprietary, custom formulations that are exclusively available  

to Canadian health food stores & natural pharmacies.

*Distributed in Canada by Terry Naturally CANADA, a Canadian compnay.
*To be sure these products are right for you, always read and follow the labels. *Helps to maintain normal blood glucose levels.

To Maintain Blood Glucose Levels*...

START HERE

New Products!

Visit CHFA EastBooth #2040
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Deane Parkes is an advisor, ed-
ucator and creator of consumer
demand to the natural product
industry.  Sign up for Deane
Parkes weekly news at
www.deaneparkes.com.  Keep
up with trends, business tips, in-
dustry events, regulations,
GMOs and more. 

by Deane Parkes

Ibelieve the selling process comes
down to having conversations with cus-
tomers, to help guide them toward a

healthier lifestyle.  I also believe the
biggest challenge for managers and
owners of specialty retail stores is train-
ing staff on how to have conversations
with customers to satisfy the customer’s
natural lifestyle needs.  This varies from
customer to customer. If I wrote a book
on health, it would be called Seven Billion
Lifestyles.

When hiring new staff, before education
or product knowledge, the ability to like
people and have conversations is impor-
tant.  Conversations are the magic of
successful selling/service in a health
store.  A person with a keen interest in
natural health will easily be taught the key
messages to serve and sell products in
the store.  However, no amount of prod-
uct knowledge will teach a person to care
about helping another person on their
journey of wellbeing.

The health food store staff play an im-
portant role in communities across
Canada.  Why? Because their conversa-
tions change people’s lives. Across
Canada, thousands of women and a guy
or two act as “lifestyle guides” helping
customers sort through the mass of con-
fusion about what diet, antioxidant, pro-
biotic, or gluten-free fermented nut bar is
best.

Products come and go, however, you
want customers coming back.  The con-
versations do not need to ‘sell,’ ‘up sell,’
or ‘arm twist.’  They need to make the
customers feel like coming back.

The two key ingredients in your conver-
sation handbook are probing questions
and listening.

Probing questions
I suggest you have a staff meeting to

just come up with probing questions.
Make it fun, yet a learning experience,
especially for new staff who may require

some help to open the customer up to a
conversation.  Here are a few probing
questions:
• So what brings you in the store today?
This is the number one opening retail
question based on research.
• Have you shopped in a natural food
store before? Helps understand their
level of engagement with products you
sell.
• The customer may ask if you sell detox
cleanses.  Yes we do, have you done a
cleanse before? This helps identify the
level of experience with a cleanse. If they
answer no, ask another probing ques-
tion.  So, why are you doing a cleanse?
They might say my friend told me it would
be a good idea.  And what results are
you looking for? This leads to choosing
proper product. Please let me know how
it works! This shows the customer you
actually care.  Here is some information
on the ABC Cleanse. I suggest you read
it before using. I believe this creates the
mind-body connection which will make
the product work better.  Say ‘thank you’
as often as possible, and input the cus-
tomer’s name in the database to ensure
you stay in touch.

Some other questions you should ask: 
• How long have you been a vegan,
homeopath, shaman, etc.?
• Do you take any other supplements
other than vitamin C?
• Did you see we have an entire freezer
dedicated to gluten-free products?
• Tell me more about your raw food diet,
homeopathic medicine, eating grass-fed
meats.  Use “Tell me more” as a way to
get the customer sharing information that
could help another customer.
• So, you are an an athlete.  What do you
eat and drink to prepare for an event?
• Do you use xeno estrogen-free body
care to complement your detox pro-
gram?

Take the time to sit with all staff to come
up with questions, especially if you find

staff have difficulty engaging customers
in conversations. (I am hearing young
staff today need support and guidance
to feel comfortable having conversations
with customers.)  The more the customer
talks, the more they trust you.

Listening is the key to building trust
throughout the conversation. Listening
heals and is one of the reasons health
food stores play an important role in
healthcare, as the staff listens and do
care what the customers are saying. Lis-
tening attentively to a person while they
talk helps their immune system, creates
happy hormones, happy neurons and ig-
nites a variety of healing properties.

Can you name another retail business
in your community that has people who
listen and help guide customers on a
journey to wellbeing?

Probing question to you
Do you provide staff with a list of prob-

ing questions so they feel comfortable
starting a conversation? Some personal-
ities find getting others to talk easy.  For
those who find it a bit awkward, create a
list of questions to have at your disposal
until you have the experience to do it nat-
urally.

A final note: in today’s ‘no time’ world, I
understand customers do not want to
carry on long conversations. This is not
about long conversations, it is about un-
covering the customer’s needs in the
most direct way possible, so you do not
end up wasting the customer’s time.

Happy sales!  •

Conversations 
with

Customers
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Carolee Colter has been
consulting for the natural
foods industry since 1984.
She is a member of Columi-
nate, a network of consult-
ants sharing strategies,
tools, and skills to help or-
ganizations build and em-
power community. Her
areas of expertise include employee
surveys, personnel policies, staffing
plans and pay scales.  https://columi-
nate.coop/consultants/carolee-colter/

Opening a Second Store? 

by Carolee Colter

When you open a second busi-
ness location, there may be joy
and excitement. But there may

also be jealousy and feelings of aban-
donment. In times of stress and per-
ceived scarcity, that “us versus them”
tendency can raise its head among the
staff in both locations. 

Two is an awkward number. Once you
add a third store, the issues are different
and, in my experience, less intense.
There’s less of that “us and them” with
multiple stores because there’s no longer
just one other “them.” Also, by the time

you open a third location, you will have
already worked out new systems for mul-
tiple stores. 

If a second store is in your plans, it’s
important to bring the leadership team to-
gether (or the whole staff if your store is
small) well before opening day to come
up with answers to questions about how
the staff of the two stores will relate to
each other. 

The overarching question is: what
would it look like if the staff of the two
stores worked for each other’s success?
And exactly what will it take to make that

happen?
Here are questions I suggest asking to

get to the point where you can answer
the overarching one:

• What names will we use to identify the
two stores?  Are there words we will try to
avoid (e.g. “old store,” “second store”)?

• Will we encourage staff to transfer to
the new store? If a significant number of
staff transfers, how will we manage the
impact on the first store? 

• Will we encourage
staff to work in both
stores? Will we try to
use staff from one
store to fill holes in
the schedule of the
other store?

• In what ways will
the counterpart de-
partments in each
store be expected
to support each
other?  Will expecta-
tions be different
between depart-
ments?

• How can we make
the HR, marketing,
IT and accounting

functions accessible to the staff in both
stores, without appearing to favour the lo-
cation where they’re based?

• How might the cultures of the two
stores be different? Are there differences
that we would celebrate (as opposed to
merely accept)? Are there differences we
would consider not acceptable and try to
change?

• What will the current staff be giving up
in the expansion? e.g. will some people
lose autonomy and variety because cer-

tain decisions will now be made by a
centralized function?

• What are potential impacts on existing
staff if the new store does not meet pro-
jections? If that happens, how will we
work to mitigate the impacts?

• What forums can we use for staff to ask
questions and express honest concerns
about the expansion without fear of get-
ting shut down?

• How will we keep the staff informed
throughout the expansion process? What
talking points will we give the staff to an-
swer customer questions?

It makes a difference how well the new
store performs. If sales don't meet pro-
jections, staff at the first location may feel
they’ve been asked to sacrifice raises or
benefits due to financial strains caused
by the new store. One GM relates, “I
chose to combat this with transparency –
being as upfront with staff as possible on
the store's performance and our plans for
improvement.”

Remember that language matters. As
a store manager shared with me, “The
narrative isn't ‘the other store is bringing
us down,’ it's ‘what can we do to get the
other store up to profitability and make
the organization stronger?’ I'm constantly
preaching empathy, collaboration and
understanding.”  • 

Consider Impact on Staff
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@organikahealthwww.organika.com

Lion’s Mane
Mushroom

Schisandra
& Hibiscus

Ashwagandha
Root

Reishi
Mushroom

Chaga
Mushroom

To The

TOO MUCH STRESS? 

Adaptogens are herbs and mushrooms that help our 
bodies adapt or adjust to the challenges life throws at us. 
Enhance your routine and bring your body to its natural 
place of balance with Organika’s adaptogen powders!

NEW
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Dave Fuller, MBA is an award
winning business coach with
over 30 years experience in the
natural health industry. Dave is
the author of the book Profit
Yourself Healthy.   Email
dave@profityourselfhealthy.com
or check out his website
www.profityourselfhealthy.com.

The 

Recently, a retail store in my commu-
nity celebrated 100 years of
operations.   There was a party,

celebrations and even recognition from
politicians for their years of service to the
community.  I honestly don’t know much
about the business except for the great
service I have experienced as a patron
over the years. What I do know however,
from my own decades in business, is that
there needs to be a lot more than great
customer service happening behind the
scenes for any operation to survive for a
century. 

Every business has a lifecycle
A retail business usually begins with an

idea and a struggle.  In this stage, the
business owners are trying to generate
enough sales to get to break even. They
are doing everything they can to find a
business model that will work.  They must
look for profitable products or services
that will put money in the bank and en-
sure that they have a cash flow in order
to pay their suppliers and their lenders.
Most retailers fail to get past this stage. 

Light at the end of the tunnel
If you are lucky enough to get through

the early days – which typically takes
about three years – there is the thrill of
watching your business grow and flour-
ish.  While you might not be making
much money, you can see the fruits of
your early labours generating results.
Customers are starting to come to you
and while you might be still working 12 or
14 hour days as an entrepreneur, you
can see some light at the end of the tun-
nel. You probably love what you are
doing. 

Then come the good times.  You have
figured it out and your business is gener-
ating some cash for the lean years you
have gone through. You are happy to be
employing some good people and mak-
ing a difference in your community.  You
decide to expand your operations or start
another business.  You might run for city
council or try to make the world better be-
cause you think you are set and need a

new challenge. 
But wait! As you become distracted,

your business starts to struggle. Key
people retire or move on, a recession
hits, or because you aren’t paying atten-
tion, some key customers leave.

One day, you wake to the fact that you
need a busi-
ness that is sus-
tainable through
good times and
bad, which can
operate when
you are not pay-
ing attention.  At
this time, we
tend to diversify
our revenue
streams, imple-
ment systems,
and have pro-
cedures in
place to ensure
we hire great
people to manage our store.  If we are
lucky, our business gets back on track.

For years, we might enjoy that thriving
business, until one day, it seems that our
business becomes monotonous. We are
just doing the same thing over and over.
It doesn’t generate the thrill it once did for
us, our employees and even our cus-
tomers.  If we aren’t careful at this point,
competition can swoop in and take away
our competitive advantage because we
have become complacent. Yes, we reas-
sure ourselves that we are still growing
because the population is changing.         

Things will change
However, at some point, things will

change, the economy will turn, and we
will realize that our business is suffering. 
If we are fortunate, we can recreate a vi-
sion that will revitalize our store, re-ener-
gize our employees and thrill our
customers again.  This will take different
forms for every business, but it might
mean that we will need to replace out-
dated strategies with new, more relevant
concepts. Many businesses never get
beyond this stage in their history and

begin the long decline into oblivion. 
For a store or a business to survive 100

years, there is a history of challenges that
have been overcome, hardships that
their customers have never seen, exper-
iments that have failed and strategies
that have been doomed.  Yes, perhaps

fortunes were
made, but also
many grateful
households and
c o m m u n i t i e s
have benefited
from years of
e m p l o y m e n t
and stability. 

Could you en-
able your busi-
ness to survive
100 years? If so,
you will need to
create the foun-
dation now, to
ensure that

management has the tools to communi-
cate challenges and the ability to make
decisions that will allow it to thrive into the
future.  You will also need to craft sys-
tems that ensure the generational trans-
fer of knowledge from leader to leader.
Finally, you will have to be content in
knowing that how your business looks
and operates today will inevitably evolve
and change to adapt to advancing tech-
nology 80 years from now.  

One hundred years in business is
indeed something to celebrate and
admire, especially when you consider
what the owners of that store have gone
through in the past and what its future
may entail.  •

Year Retailer
by Dave Fuller

For a store or a business to 
survive 100 years, there is a
history of challenges that have
been overcome, hardships that
their customers have never
seen, experiments that have
failed and strategies that have
been doomed. 
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Nicole is obsessed about local eco-
nomic sustainability and is focused on
food co-ops and independent natural
food stores. She has worked on over
250 projects and combines store plan-
ning and design, interior design, mar-
keting and branding to create unique
shopping experiences and efficient operations.
nicolek@sevenrootsgroup.com

Blogging is successful when it’s
done right.  It drives traffic, influ-
ences people, and develops that

odd cult-like following. You’ve probably
wondered if a blog could work for your
store or maybe you’ve already decided
that starting a blog is exactly what you
need to do to grow your store’s business
and customer loyalty. But, you’ve got
mixed feelings. On one hand, you may
feel rather euphoric – think of the sales
you could increase and the people you
can reach! On the other hand, there is
the fear and confusion that comes with
blogging. What if you get stuck? What if
no one reads it? No need to panic, I’ve
been here before too. And you can learn
from my mistakes to create a path to
carefree blogging.

Step 1: What should you write about?
You need lots of ideas and you need a

way to keep track of these ideas. I like to
use Evernote or Trello to keep track of my
ideas but something else may work for
you. You should spend an hour or so
brainstorming what you want to tell peo-
ple. Do you have a theme? What topics
are your customers interested in? 

In case you’re really stuck, below are
five ideas to get you going.

1. Dispel some food or supplement myth
by matching the myth to actual facts.
2. Create an “Ultimate Guide” post on a
topic you know really well. You know
more than you think you do!
3. Is there a holiday around the corner?
Give the gift of recipes or share some-
thing that is a tradition in your store or
neighbourhood.
4. Tell people how to do something better
and faster.
5. Describe one of the most common
problems facing your customers (price
perception anyone?) and suggest a way
to solve it or work around it.

Step 2: Organize your brainstorm
Remember that the first goal  is to help

your target audience. When you start to
go through your list of brilliant ideas, try
to put them through the “are my cus-
tomers interested in this?” filter. Come up
with your top three post ideas and ask for
some feedback from your marketing
team, other staff or colleagues.  After you
have their feedback, pick your top choice
and run with it.

Step 3: Check out the competition
Just like in your retail sales, your com-

petitors can be a great resource for your
blog. Once you have your topic chosen,
Google your competitors and see if they
have anything written on your topic. What
if they do? Great! Make sure your blog
answers other questions or answers
them better than your competitor. Keep
track of your research results and follow
the blogs you find – they’ll be invaluable
as you plan your content in the future.

Step 4: Make friends!
I’ll be honest, this is one of the most im-

portant steps to making your blog suc-
cessful. You need to connect with other
experts, bloggers and professionals who
can help you with your online marketing
of your blog and your brand. So follow
them, make useful comments on their
posts and re-post on your social media
platforms. You can tag them in posts and
they can tag you back. You can reach
their customers and they can reach
yours. Win win!

Step 5: Keywords
One of the most common mistakes

among amateur bloggers is they don’t
know how to use keywords to further their
visibility on search engines. When you’re
starting off, the best thing you can do is
check your potential keywords on
Google Keyword Planner and check out
your competitors’ most viewed blog

posts – the primary keyword is normally
used in the first 200 words. ‘Natural
foods’, ‘grocery store,’ and others may
be a good place to start.

Step 6: Outline
Once you have your topic and the as-

sociated keywords you want to include,
it’s time to start your first blog outline –
yay! Here is the basic structure you
should start with:

1. Title ideas: write them all down so you
can choose when you’re ready.
2. Introduction: why should customers
read your post?

a. What is the problem?
b. The agitation?
c. The solution?

3. Basic content: it’s best to subdivide the
content into sections.
4. Conclusion: always have a call to ac-
tion! It can be to share, request more in-
formation, send in your comments,
whatever. Get people to engage!

Note: keep track of your keywords and
the links you’re going to include in your
blog. Make sure your keywords are used
and your links are to authoritative
sources.

Step 7: Post away!
Now you’re ready to post your very first

blog. Keep in mind that this is a science
that you can master but you must be
diligent and stay informed. Reach out to
other bloggers, promote your blog like
nuts on social media and network,
network, network. Good luck, blogger! •

Writing your 
first blog post

by Nicole Klimek

“You’ve probably wondered if

a blog could work for your

store or maybe you’ve already

decided that starting a blog is

exactly what you need to do

to grow your store’s business

and customer loyalty.”
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BRAGG.com 800-446-1990

PAUL C. BRAGG
Follow us on Facebook
& Twitter @bragglivefoods

PATRICIA BRAGG
Follow us on Instagram
@bragglivefoodproducts

SEE STORE LOCATOR TAB ON BRAGG.COM TO FIND BRAGG AT STORES NEAR YOU

BRAGG 100% ORGANIC
Your family will love Bragg with all their meals!

10 oz Glass

Apple Cider 
Vinegar has been 
highly regarded 
throughout 
history for its 
amazing cleansing 
qualities. Bragg 
Organic Vinegar 
adds delicious 
flavor to water, 
smoothies, tea, 
salads, veggies, 
marinades, and 
recipes. Can be 
used diluted for a 
great face toner, 
to make a face 
mask, in bath, & 
a clarifying hair 
rinse. Learn the 
bene� ts for your 
pets at Bragg.com 

 Non-GMO 
 Kosher
 Gluten Free

BRAGG ORGANIC 
Apple Cider Vinegar

BRAGG ORGANIC 
Coconut Nectar

A delicious organic 
option to Soy Sauce, 
and Tamari  with a 
subtle sweetness. 
Great when added 
to Salads, Soups, 
Veggies, Sushi,
Rice, Beans, 
Potatoes, Tofu, 
Stir-frys, Poultry, 
Fish, Jerky, Sauces, 
Marinades, and 
most foods. A 
favorite among 
those that follow 
a Paleo Diet but 
enjoyed by all for 
its great � avor. 
Contains less sodium 
than traditional 
soy sauce.

 Non-GMO 
 Kosher
 Gluten Free 

SCAN TO BRAGG

In 16 & 32 oz Glass
and Gallons

For You & 
Your Pets!

Soy Free 
Seasoning

In 10 oz Glass

CNHR Sept-Oct 19.qxp_Layout 1  2019-07-24  8:50 PM  Page 25



Make plans now to attend the largest 
trade show in Canada providing one-stop 
shopping for retailers.

      

  
     

      
      

      
        

          
          

          
    

       
    

    
     

      
      

      
      

 
  

     
   

     
    

   
    
         
          
 exhibit halls 

bursting 
with product

4

booths showcasing 
specialty food and 
beverage

(includes hemp, organic, vegetarian, vegan, gluten free and more)

568

  
   

  
  

  

DIAMOND SPONSOR

PLATINUM SPONSORS  PLATINUM SPONSORS  

 

 

 

CONFERENCE: SEPTEMBER 12 & 13
TRADE SHOW: SEPTEMBER 14 & 15  2019
METRO TORONTO CONVENTION CENTRE, SOUTH BUILDING

™

1000+
exhibiting
companies

SHOW SPONSORS *Sponsors as of
June 2019

booths showcasing 
specialty food and 568

™
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Visit chfa.ca/east for details and to register

Keynote
Colin Milner, 
CEO International Council on Active Aging

There has been much discussion in 
recent years about the shopping habits 
of millennials. But what about the 
aging demographic, the 50+ population with the disposable 
income? Recognized by the World Economic Forum as one of 
"the most innovative and influential minds" in the world on 
aging-related topics, Colin Milner will share how to tap into 
this demographic to increase sales.

Want to be the first to learn 
about the most innovative 
products coming to market? 
Join hundreds of your retail 
colleagues as the top 8 finalists 
vie for most innovative product.  
Register early and you could win 
a spot as one of the judges!

Retailer 
Bus Tour 
Join us for a full 
day of exploration 
as we visit some of 
the top stores in 
Toronto. Learn tips 
and tricks that you 
can implement, compare notes on best practices and create 
new relationships. It’s a great way to start your CHFA 
East weekend.  

 
 

  
   

        

first-time exhibitors 
(as of June 2019)

60

432
booths showcasing 
natural health 
products

this demographic to increase sales.

Want to be the first to learn 
about the most innovative 
products coming to market? 
Join hundreds of your retail 
colleagues as the top 8 finalists 
vie for most innovative product.  
Register early and you could win 

In partnership 
with

 

  SILVER SPONSORSGOLD SPONSOR

MEDIA SPONSOR

GREEN MOUNTAIN

ORGANIC SPONSORS
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Win-Win?
by Alain Roy

This month, I got to interview a real re-
tailer pioneer. Way back in 1998, Sanjiv
Jagota saw the need for a natural
products store with a strong focus on
professionalism and science. Nature’s
Source was born and has grown into an
Ontario-wide chain. Enjoy!

Alain: The first thing I want to do is ask
you for an introduction. Tell us a bit about
yourself and about Nature’s Source/Na-
ture’s Signature.

Sanjiv: We started Nature’s Source in
1998. I have a background in organic
chemistry and biochemistry. My work ex-
perience is from the pharma side in R&D
as well as sales and marketing. I was not
happy in that space. I decided to get into
the health food industry and I
haven’t looked back since.

Alain: Haven’t looked back, no kid-
ding. How many stores do you have
now?

Sanjiv: We now have nine stores and
more are coming.

Alain: The reason I started this win-win
series is that I see enough relationships
out there that are not exactly balanced.
My first question: what are the top factors
that make a successful relationship with
your vendors? 

Sanjiv: I think win-win for me is a mutual
understanding of each other’s long term
goals and brand equity. And with that
comes culture and values. Some organi-
zations are sales driven. Some are driven
by R&D. Some are driven by other
factors, and some are into what’s hot
now. So we have to look at each vendor
individually.  Part of understanding each
other is not grinding vendors to their last
penny. There has to be money left on the
table for both parties to succeed.

It’s becoming harder to do win-win
though. As the industry grows, vendors
have gone into other channels that are
more price sensitive. So it’s becoming

challenging to have conversations
around ingredients and research, or their
purpose and cause. Conversations
nowadays seem to start with pricing. We
are forced to ask for the best price pos-
sible in order to compete, while asking
for demos, education and help with dis-
plays and returns. How much can a ven-
dor do when all we do is take and take?
It puts us in an awkward situation.

Alain: I think vendors understand that
price is an important part of the conver-
sation, and that you also need trade
support in many forms. The vendor’s
perspective is that it’s okay to ask for all
of that, but in return, they want support
for the brand. 

Sanjiv: Agreed. And I think we, as retail-
ers, need to do a better job at category
management. Maybe a “good-better-
best” approach is preferable, rather than
offering all brands and ask for the best
price from all those brands. That’s our
challenge. Who do we support, and why?
We need to identify who is a great part-
ner. For instance, does the vendor come
in and educate our staff? A company like
Genuine Health has qualified reps on the
road, and they visit us regularly. But not
all companies do.

Alain: So are you craving those in-person
visits, or are we squarely in the age of
email and telephone relationships?

Sanjiv: No, I want face-to-face. Emails
can be misread. A perfectly nice person
might come across as cold, only be-
cause she/he doesn’t have time for email
(like me).

Alain: Lots of food for thought here. My
second question is this: Do you care to
share a great relationship story?

Sanjiv: I’ll share the Body Plus story.
When we opened our second store, it
was double the size of our first store.  We
underestimated the amount of inventory
required to open. So I called Renzo Mar-
iani from Body Plus on a Thursday night,
the night before opening day. Renzo said
he’d send a truck over with inventory. I
explained to Renzo that I couldn’t pay for
such an order. He said “Don’t worry
about that. Fill your store, open your
store, and we’ll deal with payment as we
go.” Those kinds of relationships are get-
ting harder to find, but they still exist. If
our vendors didn’t have my back, I

wouldn’t have the courage to open
more stores.

Alain: That’s so great! You know,
after 18 years of consulting, I can tell
you that I always encourage ven-
dors to think of the long term. 

Sanjiv: Even at CHFA shows,
vendors are looking for orders.

Vendors should realize that retailers have
leases for five or 10 years. We’re not
going anywhere. It’s not about one-off or-
ders. The orders will come. We have to
partner with vendors who get that.

Alain: There’s a lot of good stuff in this
interview, Sanjiv. Thanks so much for
sharing with the readers.

In later issues, we’ll be asking other in-
dustry leaders and experts for their views
on what the ideal win-win situation is. •

An interview with Sanjiv Jagota, president of Nature’s Source 

and Nature’s Signature stores in Ontario

•  Mutual understanding
•  Avoid grinding to the last penny
•  Get better at category management
•  Train our staff, see us in person

Sanjiv’s Top Win-Win Factors

Alain Roy is president of
Veeva and founder of Natural
Business Partners, a consult-
ing company responsible for
many of our industry’s most
successful products.  You can
reach Alain at:
alain@veeva.ca.

What is
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Everything you need to know about

NHPs, CBD and Healthier by Nature 
by Helen Long

Here at CHFA, we have always
strongly believed and advocated
that NHPs are not drugs and

should not be treated or regulated the
same. Over the 15 years since the intro-
duction of the Natural Health Products
Regulations (NHPR), we’ve defended our
industry through the various Health
Canada consultations that could impact
NHPs, and our position has not changed.
CHFA has and will continue to strongly
advocate that the rules for NHPs remain
separate and distinct from drugs. 

In June, the Natural and Non-prescrip-
tion Health Products Directorate
(NNHPD) provided updates on activities
related to the self-care products frame-
work.  In terms of the Plain Language La-
belling (PLL) initiative, NNHPD is
scheduled “to submit, in the spring of
2020, targeted amendments to the NHPR
for consultation purposes to change the
labelling of NHPs.”  This spring, NNHPD
consulted with many industry stakehold-
ers to further inform the PLL policy and
we were expecting to see a revised draft
guidance document in June.  However,
that has not yet materialized.

Also of concern to our industry are po-
tential changes to product categoriza-
tion, authorization pathways, vigilance
and GMP requirements, all of which
could impact standards of evidence and
claims for NHPs.  With NNHPD’s current
focus on Phase 1  (PLL) and Phase 2
(Simplified regulatory pathways to market
non-prescription drugs under the Food
and Drug Regulations), we don’t expect
to see any further updates or activity be-
yond these two phases until sometime in
late 2020.  Rest assured that we are pre-
pared to continue to support our industry
and the existing regulations. 

As you are well aware, the legalization
of recreational cannabis took place
across Canada in October 2018. Since
then, the government has taken steps to
legalize cannabis edibles, topicals and
extracts for recreational use. We expect
to see these products for sale in provin-
cially licensed stores in December of
2019.

What we’re not seeing, despite the
growing interest in using cannabidiol or
‘CBD’ for health and wellness reasons, is
a pathway for licensing CBD as an NHP.
Health Canada recently released a
consultation “to inform next steps on the
development of a regulatory pathway”
that will bring what they’re calling
“cannabis health products” to the Cana-
dian marketplace.

Health Canada’s proposal suggests
that businesses inter-
ested in producing a
CBD-only health product
would be required to ob-
tain a processing licence
under the Cannabis Reg-
ulations.  It would also
appear that selling these
products to consumers
will be limited to the same
provincially licensed
stores that can sell recre-
ational cannabis.  

At CHFA, we believe
CBD is an NHP and NHP
businesses should have
the opportunity to provide
Canadians with safe and
regulated CBD-containing health prod-
ucts, brought to market through the
NHPR. As a result, we continue to push
hard to have CBD removed from the
Prescription Drug List and to create a
pathway for CBD products to be legally
sold as an NHP. 

If you support this change, here’s what
you can do: go to www.getwellnothigh.ca
and use our online tool to send a letter to
your local MP or federal candidate
asking them to support your right to pro-
vide health conscious consumers with
safe, effective and regulated NHPs that
contain CBD.  

When it comes to health conscious
consumers, we know that our industry is
the best place to be.  Our vision at CHFA
is ‘Canadians achieving better health,
naturally.’  As we strive to reach that goal,
we recently launched Healthier by
Nature, an exciting new community of
natural living enthusiasts, who are com-

mitted to their own health and the health
of our planet.

You, too, can join the Healthier by Na-
ture community. Follow us on social
media (@HBNCanada on Facebook/
Instagram, and @IamHBN on Twitter,) or
visit www.healthierbynature.ca and sign
up for our newsletter. And spread the
word to your team, your customers and
your social circles so they can also ben-
efit from everything that Healthier by

Nature has to offer. The knowledge that
CHFA experts share on Healthier by
Nature, comes from credible sources
and the latest research.

As always, we’ve got an exciting line-
up of education sessions and events at
CHFA East for you and your staff to
attend, starting Thursday, September 12
and CHFA’s biggest trade show yet
starts Saturday, September 14.  Be sure
to register today and drop by the CHFA
booth to say hello!

Here’s hoping for a happy, healthy
remainder of the summer – I look forward
to seeing you at CHFA East!  •

Helen Long is the president of the
CHFA.  Since 2010, she has worked
on behalf of CHFA members to en-
sure a vibrant and growing industry
by advocating for appropriate regu-
lation and promoting the industry to
consumers across Canada.  Helen
can be reached at hlong@chfa.ca.
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HONEY, LET’S 
BEE REAL

florahealth.com | @florahealthy | #BeFloraHealthy | 1.888.436.6697
Visit Flora at CHFA East, booth 1437 to take advantage of show specials. 

You can trust that Flora’s Mānuka Honey is 100% genuine. 
Mānuka honey is a special honey made in New Zealand from the nectar of 
the mānuka tree. It’s important to note, some labels might say “mānuka” even 
when the honey inside is missing the enzymes and antioxidant properties of 
true mānuka honey. So how can you be sure you’re getting the real thing? 
Flora Mānuka Honey is UMF™-certified and every jar is 100% traceable, all the 
way back to the source. Just scan the code on the label to learn where your 
honey was made, its lab test results, and its UMF™ rating. Flora is dedicated to 
providing pure mānuka honey—because you deserve the sweet truth.

Non-GMO | Sustainable
Unpasteurized

CHFA 
EAST

BOOTH
#1437

Mānuka Honey  
Product Education Session

Friday, Sept. 13th, 1:15 – 2 pm

Each attendee will receive a FREE GIFT!
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We like to purchase new products from suppliers who
have been in the business for many years, for exam-
ple, suppliers like Natural Factors.  Our staff and

customers trust their manufacturing and quality.  We also
appreciate the fact that all of their products have Isura on the
label.  Newer suppliers do not have the same track record.
Natural Factors is also providing more value than most other
suppliers in that they are advertising on TV with no extra cost
to the retailer.  

Another key factor is the popularity of the product. Collagen
is a good example.  Several years ago, the general public was
not aware of the benefits.  Our stores may have had one
brand.  Now, quite of few of the suppliers that we have been
dealing with for a long time have collagen, bovine or marine
powder or caps.  One of our suppliers is just launching an
organic plant collagen builder.

Staff training is also a key component in the success of a
new product.  Most suppliers offer webinars which make it
easy for staff to learn about new products when they have the
time to actually focus on the information.  It's good to have a
sales rep come in to the store to talk about a new product.
The downside of this is that not all staff would be present and
some need to deal with the customers.  

A sales rep might be the first person to give us information
about a product, but I like to see and hear more about the
particular product before I jump in and order for all the
stores. Once the product is in the store, it is still up to the
sales rep to get the manager and staff excited so that they
can pass that enthusiasm on to the customer.  A final thing to
note is that there is now so much competition and low pricing
has become a problem.  For that reason, I would like to see
more suppliers follow a strict MAP policy.

Eunice McMahon, Good Health Mart, Newmarket, Ontario

We like a company with a track record Trust in the company and rep is key
I would say the most important things to me when I am evaluat-
ing a product to possibly buy are: ingredients, consumer
demand, presentation, sell sheets, and price.  A company’s size,
reputation and longevity are not necessarily important.

The sales rep however is extremely important for informing us
about the product and educating staff.  And trust in the company
and the rep is also very important, because whatever I am told,
I have to feel it is 100 per cent accurate.  It takes teamwork to
launch a product, so support from the company and rep is also
another very important factor.

Finally, customer demand also plays a role in my buying
decision, 100 per cent.  If it is a quality product and customers
are demanding it, I will order.

Janine Favreau, Nutter’s, Prince Albert, SK

Exclusivity is a great motivating factor
In our constant quest to differentiate, I will go out of my way to
look for brands that are not found in other stores. Anytime I can
find something that allows me to be first in my market, that is a
clear advantage for me. Exclusivity, even for a short period of
time, is a great motivating factor when selecting brands. 

If we are talking about a brand that we already work with and
they want to introduce a new product, then yes, the relationship
with the rep becomes important. The reps that do a good job
develop trust and a sense of collaboration with the retailer.
Together, we will strategically plan marketing and promotions
that will benefit all parties involved: the brand, the retailer and
the consumer. 

Sebastian Wong, Ki Nature et Santé, Montreal, QC

How do you buy?
When it comes to buying or selecting a new

product for your store, what are the most 

important factors that come into play for you?  

Do retailers buy from the

company or do they buy from

the company’s rep? This is

the question we posed to a

number of retailers across

Canada this issue.  And 

while there were a number of

different factors that retailers

touched on, such as staff

training, exclusive brands and

support, there was one factor

that stood out, time and time

again: the relationship with a

company rep. Most retailers

rated a trusted partnership

with a rep as essential.

A company’s reputation, 

consumer demand and 

ingredients also played 

important roles in the 

decision-making process. 

On the following pages, 

14 retailers tell us how they

choose to fill their shelves.  

Continued on Page 34
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When it comes to buying or selecting a new product for our
store, ingredients are a very important factor, regardless of sup-
plier or product line.  All products brought into the store must
meet our ingredient criteria. (e.g. no dyes, additives, sucralose) 

With certain suppliers, we are willing to bring in new products
because we know the quality of the product (although we always
do a quick run through of ingredients).

We also know that they are willing to offer a 90 day GTD sale
period or a return period (without penalty) if the product does
not sell, so there is no loss to us in trying.

We also have very good working relationships with these reps
and are willing to support the company.  These are mainly com-
panies that are NOT in mass markets.

For suppliers of products in mass store, if there is a good
relationship with the representative and the product fits the
criteria mentioned above, then we are more inclined to bring in
new products.

For a completely new supplier and product, we also want to
know if they will be selling in mass, as we are more likely to con-
sider it if not in mass.  Also, we ask if there are any introductory
deals and if there is lots of back up, including in-store demos,
training materials that we can forward to staff, online headers
that we can add to our social media and if they would like to take
advantage of a paid ad with us.   

Karen Smart, The Peanut Mill, St. Catharines, Ontario

Our focus is on local, artisanal and eth-
ical. We often deal with each
company/artist on a one-on-one basis
and choose only distributors with
aligned values. We are driven by what
our customers want. We just ensure that
we find the right fit for them. We are
simply the gallery for the artists.

Our distributors and reps of choice are
ones that offer the same ethics in choos-
ing their products, as well as lending
their support to clients like us that have
celebrated the profitable times and
supported us through the lean times.  
Sandra Millward, Nourish Market, 
North Vancouver, B.C.

One of our company values is building long-term relationships
with our customers, our staff and our reps.  

When considering a new product, the company the product is
listed with is important, not only for the product selection they
carry but equally for it’s mission and values. In addition to this,
and perhaps more important, are the reps that represent the
company as they are the face of the company. While I do my
research on new companies that are presenting to us, I also con-
sider the relationship I am able to build with the rep. Are they
easy to reach, do they know their products well, are they willing
to do what it takes to see their products grow in our stores?
Local, organic, non-GMO, unique items, trends and consumer
demand are also crucial when considering products.

Sylvie Matthews, Vita Health, Winnipeg, MB

One of the most important things we consider is whether or not
the product has gone to mass market yet. Years ago, the
health food stores had the advantage of being first to market
with new products and now that's often not the case. In the
Maritimes we also have to ensure that the minimum purchase
is met and that the shipping charges aren't outrageous.   
Another consideration is our relationship with our sales repre-

sentative and if they can guarantee the sale of the products. 
Kelly McCarthy, Corn Crib Natural Foods, Moncton, NB.

I know from the past when I did more buying, we certainly do
form relationships with the reps (especially long-term ones) and
inevitably we will want to try to support those companies (and
vice versa). I think in our industry especially, trust, passion and
values go a long way and if you connect with someone on those
levels you WANT to do business together.     

If we’re going to bring on a new line or distributor, we really
want to know what the support is going to be after the purchase
in terms of ease of returns, in-store sampling, staff training, ease
of re-ordering (minimums for shipping, etc), and transit time/
regularity. The majority of our orders are on a weekly or bi-
weekly schedule, so the more order/ship/receiving timing is kept
uniform, the better we can set our stock levels and the happier
our customers will be!

Jason Sebaslav, The Peanut Mill, St. Catharines, Ont.

Long-term relationships with reps Consumer demand plays a role

Must meet ingredient criteria

Trust, passion, value go a long way

Continued on Page 36

Driven by what our customers want

Has the product gone to mass yet?

The company’s size, reputation, and longevity are all things that
factor into our decisions. The questions are: who has captured
the largest share of mind of the decision makers in our store,
who is the easiest to do business with, and whose values and
goals align with ours?

But a top quality rep still plays a very important role. We ideally
look for a rep that has the passion, skills, and the support of their
company to help us meet the expectations of today’s consumers
and grow our business, instead of just telling us what they need
to sell to us and what discount they might offer. Ideally, a rep
will look at each of the product categories in our store and help
us identify how we can improve the category and only then offer
their product as a possible solution. 

Consumer demand does play a role in our decision process.
More consumers are sourcing their information from various on-
line sources or influencers. Over the past years, our buying
decision-making process has been evolving from the point
where we mostly relied on our suppliers to advise us on what we
should be stocking to utilizing social media analytics to identify
trends, and listening more carefully to our customers.  We also
consider which manufacturers keep their brands looking fresh
and present well visually in store and on social media. Today’s
consumer is less brand loyal and is easily distracted by new
branding that is appealing to the eye. If the company can’t keep
up with keeping their products looking fresh and inviting to
today’s consumers, their tired-looking brand makes our store
shelves look uninviting and thus less valuable to us in meeting
our customer’s expectations.

Dennis Schroeder, Good N’ Natural, Steinbach, MB

A rep can make all

of the difference

to a small retailer.

The reps that are

thoughtful, offer

solid information,

and actually add

value to us - so

that we can 

extend to our 

customers - are

the best reps!
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A company’s reputation does a play role in our buying decisions, as does brand
recognition.  The company’s sales rep also plays a role, but more so with the ongoing
process and success of the product.  We are definitely more open to listening to a
new product pitch from a rep that we work well with.  The quality of the company is
also key.  The challenge is getting the company’s informa-
tion to all of our staff.
Trust of a rep is important.  Even between my stores, the

buyers will use reps differently.  In some cases, we let the
rep generate the order, so you really need to trust them to
do that and not order what you do not need. Likability does
not hurt because of course you will give more time and en-
ergy to someone you like. The same goes for a company.
If a rep actually shows up and does their job, you stand a
much better chance of success with the products.   Top-
of-mind and in your face gets the orders.  If a vendor shows
up and offers assistance, it is usually an indication of suc-
cess. History with a vendor obviously plays into the equa-
tion.  We are hesitant to bring on new vendors.  They are
all fired up initially, but some fade away and you are left
with product that doesn't sell and with no support.  Of
course, consumer demand is a huge factor in our buying
decision and process as well.  We are way more likely to try a new, small vendor if it
is on trend.  That being said, the same goes for ongoing brand support.  If no one
ever asks for a brand over time, you may de-list.    

Rick Payant, Natural Food Pantry, Ottawa, Ontario

New product is selected on being unique and not in mass.  The size of a com-
pany does not influence my purchase. The issue is – does the product work? Rep-
utation and longevity are hard to evaluate for a new company. In this case, I try to
speak with fellow members of the Health First Network to get some input.

The sales rep is perhaps the most important component for a supplier.  This is
the face of the company.   Professionalism, knowledge and dress code play impor-
tant roles.  A buyer and rep must have a connection. In my case, all things being
equal, my dollars are spent with those reps that I can connect with.  And I expect
reps to give solid info that can be verified. Samples from companies are great.
However, if samples are not enough to produce results, this is an issue.  Demos,
staff training, advertising support and a reasonable return policy are all of great
value.

I like to deal with companies that have some depth, as this can reduce the num-
ber of orders placed and reduces minimums. But if a supplier only has a minimum
selection, I will still buy.  If a product is found in the mass, I normally refuse and
advise/refer clients elsewhere. I prefer to purchase products for specific issues,
versus generic ones (multiple usage).

Larry Ridge, Le Panier Vert, Chateauguay, QC

There are definitely some questions I ask
myself when considering buying product.
Would we be able to make the minimum for
free shipping regularly? How long has the
company been around for?  Are they com-
mitted to reducing packaging waste and
shipping waste? Do they support small
farmers as opposed to large conglomer-
ates? Priority is also given to local
companies, especially body care products.
We like to support our local community, the
island, B.C., Canada, in that order.  I also
always ask about support from our suppli-
ers. If the staff is not educated, then the
product is not going to move. 

The sales rep plays a role as well.  The
better the relationship I have with the rep,
the more our mutual effort to move the
product will be successful. I would say that
products that we sell the most are from the
companies whose reps visit the most.  We
also always look at the ingredients of the
products. Will it sell is the bottom line? But
we don't carry something solely based on
that. I don't want to carry something that I
would not take myself. 
Kira Neumann, Healthyway Natural Foods,

Campbell River, B.C.

Deciding which products to put on our
shelves has become more challenging now
with online shopping and with a saturation
of certain products in the marketplace.  The
company's reputation and consumer de-
mand are definitely determining factors
when we decide on products to order.  How
a distributor supports us as a small health
food store is extremely important in an in-
dustry that has changed so much over the
last 40 years. Are they offering a product
that is sold everywhere or is it exclusive to
health food stores?  Distributors who deal
with health food stores exclusively definitely
get our attention.  Ordering products from
them eliminates the competition with large-
scale, non-health food stores and more
specialized products can be offered to our
customers.   

Sales reps are, for me, one of the main
reasons some of the products stay on the
shelf – especially if they're personable!
When a sales rep takes the time to help us
promote their brand and educates us and
continues educating us on their products,
we want to keep selling their products and
tend to order new products from them. That
being said, we also look at the quality and
price when comparing similar products. 

Vesna Pew, Vita Health Foods, 
Niagara Falls, ON

I would say the most important thing is the ingredients.  That’s why we’re here, after
all.   Uniqueness is also important.  Do we really need another kombucha?  New
distributors come to us a lot, but unfortunately, they are approaching us with items
we already stock from current distributors. It would just create more work.

We're willing to try out any distributor, if they have a realistic minimum, consistent
deliveries and sensible margins.  Some distributors do work harder than others and I
suppose that’s what keeps us loyal. A supplier owner we work with once personally
delivered to us because we were short shipped from another supplier the day before
an event. In terms of company reps, I would have thought, ‘No, it doesn’t affect our
purchasing,’ but we have some great reps that have taken the time to know our store,
our standards and what we're looking for.  They don't waste our time with products
they know we wouldn't consider.  I have some that will work for us smaller stores,
getting us split shipments or negotiating smaller buy-ins.  When I look at purchasing
history with distributors, I can see when we lost good reps.

Carla Smith, The Peanut Mill, St. Catharines, Ontario

Company’s reputation plays role in buying decisions

Unique products not found in mass market are key

Ingredients of products is most important

We like to support local

Distributor support 

Packaging is 

becoming a factor.

People are moving

away from plastic 

so when we can 

and if we can, 

we will decide to

bring in or not a

product based on

their packaging. 
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The DivaCup is worn up to 12 hours. It’s reusable, leak-free, odor-free, and eco-friendly. 
Made of 100% medical grade silicone, free from latex, BPA, plastic, dyes and chemicals. 

DIVACUP.COM  |   @THEDIVACUP

Find us at CHFA East in the Purity Life aisle.

JOIN THE INNER REVOLUTION!

*Support #1 Selling cup with *QYResearch, “Global Menstrual Cups Market Research Report 2019. 

Model 1:
You are between the ages
of 19 and 30 and have a 
medium menstrual fl ow.
PL Code 348100 

Model 2:
You are over the age
of 30 and/or have a 
heavier menstrual fl ow.
PL Code 348105

DivaWash:
The best cleanser 
for your DivaCup.
PL Code 348110

Model 0:
You are new to the world 
of periods and 18 years 
of age or younger.
PL Code 348115

Goodbye tampons and pads, hello total period comfort. 
Welcome to the #innerrevolution.
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There’s always lots of excitement sur-
rounding a CHFA trade event.  With
CHFA East just around the corner (Sept.
12-15), and with thousands of industry
members coming into Toronto for the
show, CNHR has assembled a list of
“must-see” health food stores in
Toronto.

This list has been created with the
input of some of the GTA’s most amaz-
ing field sale reps.   The quotes in the
stories are directly from them.  They
were asked to name three of their
“must-see” stores and why they think it
is a must-see store. Our reps love their
stores, as many named more than
three.

The stores that appear on these
pages were the ones most mentioned

health food stores in Toronto

Essence of Life 
Toronto: Kensington Market

“A lovely couple, Frank and Jean Lu
and their daughters Wan Lu and Sandy
Lu, work the store.  They have strong
community connections in the Kensing-
ton Market area.  The prices are very
competitive and the store stocked well.”

“Essence of Life was created in
1999,” says daughter Wan Lu. “We are
still the original owners, in our 20th year
of operation.  We are located in vibrant
and eclectic Kensington Market, a
neighbourhood truly unique in that the
majority of stores are owned independ-
ently, often through generations.  We
currently employ 15 people.  It is still a
family business, and since the family

Evergreen Natural Foods
Toronto: St. Clair Ave. W. and Roncesvalles Ave.

“The stores are always stocked very well at all
times.  It is a community-based successful busi-
ness.  Owners Joe, Harry and Nash are in the
stores all the time, building relationships at both 
locations. Priced competitively.”

“With two locations on St. Clair W. and Ronces-
valles Ave., they have been around for 25+ years
and carry an excellent selection of supplements,
herbs and bulk foods.  Their St. Clair/Bathurst loca-
tion has recently been beautifully renovated with new fixtures and hardwood floors
and is definitely worth checking out, as it's a hidden gem.”

by reps, although there were many,
many more suggested.  (If you don’t
see your store name, that doesn’t mean
you weren’t mentioned.) Unfortunately,
we did not have room to run all the
names put forward. We did, however,
manage to squeeze in more than 10
over the three pages.  So, pick a day,
pick the ones that are most convenient
for you and have fun visiting some of
the best GTA stores!

Thanks to the following people for their
contributions to our 10 Must See Stores
feature.
ASSURED NATURAL: Eugene Beaudin,
Lisa Brown, Jenn Drummond
GENUINE HEALTH: Jennifer Johnson,
Nathalie Lefebvre, Lisa Rodrigues

Ambrosia Natural Foods 
Thornhill, Vaughan, Toronto

“Well, in my territory I would say 
Ambrosia Thornhill, although there is a
new one on Avenue Road. This chain is
family run and has transformed itself
from being just a discounter, ware-
house-type store to a full service 
grocery with excellent, well-trained staff.”

“Ambrosia has everything you can
possible want and if not, they will spe-
cial order it for you. Fresh organic 
produce that tastes great, great prices
and lots of variety to choose from. One-
stop shopping – frozen foods, gluten-
free food – lots to choose from. From
bulk food – which was how they started
– to now offering cosmetics, supple-
ments and household products. They
are still family owned and operated.”

“Ambrosia opened in the 70’s. This
full service retailer has it all.  They are
very price competitive and they have a
commitment to the industry.”  •

As selected by our industry field sales reps in the GTA, plus a few friends.  by Bruce W. Cole

MUST-SEE1212
GROW MARKETING: Norman Ayerst
LEBEAU EXCEL: Margo Green, William
Nadeau
NATURAL FACTORS: Joanne Aldridge,
Janice Andrews, Seron McKay, Jeremy
Stewart.
NEW CHAPTER: Nadiya Raphael
ONFC: Devika Rivera
ORGANIKA: Christine MacLean
PURESOURCE: Wes Harper, Elizabeth
Pacey, Alex Stefanovic
SISU: Bruce Chapman, Tracy
Creighton, Allan Kadish 
Robert Seemann. 
Also, a big thanks to photographer
Mike Schreiner.  Mike took most of the
photos for this feature and also all the
photos for the feature on The Sweet 
Potato on Page 46.  •

has grown by quite a bit, you’ll likely
bump into a few toddlers running down
the aisles.   Jean often has a grandchild
on her hip while assisting her loyal cus-
tomers.”  

Photo: Mike Schreiner

Photo: Wan Lu

Photo: BWC
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Foods For Life Toronto: Bloor West Village
“Thanos opened in the 70’s.  I love him.  This store has
been a High Park community staple for decades and
people come from all over Ontario to shop there.  His staff
is lovely, and the prices are the lowest in Toronto.  I would
guess this store does more business in the lowest square
feet of any natural health retail business in Toronto.”

“Their dynamic staff make this supplement store a must
to visit.  Supplements are piled high and low, it’s some-
times difficult to maneuver around at peak times, but you always get what you come 
in looking for.  Foods for Life takes advantage of the specials offered and they always 
pass along the savings to their consumers.”

“Great prices, great selection and friendly staff.”
“This store is a prime example of sometimes small is good, and despite the size,

they carry a wide selection of products that guarantees a line up at the cash on a
daily basis.  As someone who has been their rep with three different suppliers since
2001, I can honestly say it's a pleasure every time I walk into their store.”

“The Big Carrot is a worker-owned natural food market
that is committed to local, organic, non-GMO and sus-
tainable food systems. What I love most about The Big
Carrot is their contribution to the Toronto community.
They donate a percentage of their annual profits back to
the community through various programs. The Carrot
Common is a great place to meet up with friends and
family and shop the many stores near by.”

“The Big Carrot was the first completely non-GMO
health store in North America.  They have such a pas-
sion for natural health. The Carrot Common is a must-
see for those who haven’t already.  It is where 
Julie Daniluk got her start in the industry.”

“Uniquely located in a people-friendly plaza in a busy mixed commercial/residen-
tial neighbourhood. They carry a full range of organic and natural foods, vitamins
and supplements and health and beauty products. A pioneer in offering only non-
GMO products, worker-owned with a focus on a healthy lifestyle and education.” 

“Great selection, knowledgeable staff and attractive department layouts.”
“The store has been committed to local, organic, non-GMO and sustainable food

systems since 1983. Their juice and smoothie bar and kitchen serve up hundreds of
healthy dishes and drinks daily. Building community is at the core of their vision
which they deliver through education, outreach and superior customer service.”

“Located in the heart of Greektown on the Danforth, they have been around for 35+
years.  This is a very unique place to visit in the east end of Toronto and definitely
worth checking out!”

The Big Carrot 
Toronto: Danforth and Toronto Beach

Fiesta Farms 
Toronto: Christie St.
“Fiesta Farms at 200 Christie St. is a

family owned grocery store and garden
centre located in a busy residential
neighbourhood.  They carry a broad
range of organic, ethnic, specialty, fresh,
and frozen foods, cleaning supplies etc.
Focused on sustainable and ‘green’
products for the everyday shopper.”

“They have a mix of conventional and
natural and organic products, they have
one of the few urban garden centres
downtown and they support local.”  •

Goodness Me!  Mississauga
“If you’re pressed for time, Goodness Me is a great place to grab a quick and
healthy meal from their eatery and bakery, offering choices from their salad bar,
smoothie bar, juice bar, hot meals, packaged salads and – for that sweet tooth –
cookies, muffins, pies and so much more.”

“What makes them great is great customer service, providing a positive experience
by consistently changing things up with end caps, displays, featured and sale items
and continuous demos or passive sampling.  They have monthly flyers, social media
and regular education classes.”

“They give suppliers the opportunity to list new products, use their demo program
and their are multiple ways to use a co-op program. Open to trying new innovative
ways to bring in business.  Overall, one of the leaders in the industry.  Very profes-
sional and great partners to deal with!” Continued on Page 40

The Sweet Potato 
Toronto:  The Junction
“Whether you’re vegan or vegetarian,
gluten-free, on a budget, or just an en-
thusiastic foodie, if you love healthy,
ethically-sourced food, but dislike the
usual out-of-reach prices that go with it,
then check out the sweeter prices at the
Sweet Potato. One-stop shopping for
produce, grocery, prepared in-house
meals, meat, seafood, dairy, bulk, fine
cheese, body care, natural apothecary,
community support and environmental
stewardship.”

    

Photo: Mike Schreiner

Photo: Mike Schreiner

Photo: Mike Schreiner

Photo: Courtesy Goodness Me! 

Photo: Mike Schreiner
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Organic Garage 
Toronto Junction - five GTA locations

Noah’s Natural Foods 
Toronto Bloor St. W - six GTA locations
“Noah's is a pioneer to the industry with
six locations across the GTA.  They
have well educated staff to assist you
with your specific needs and goals.”
“Noah’s is a tri-service health retailer

– HABA, supplements and food (no
produce). It’s a family business and
everyone in Toronto knows Noah’s.
Higher margin with very good service.”
“Canadian-owned health food store

for over 38 years. They believe all cus-
tomers should have access to high-
quality supplement, grocery and body
care items and go out of their way to
ensure that the products they carry
reach this requirement. Customer serv-
ice is what sets them apart at Noah's
and you can trust their knowledgeable,
customer-focused staff members to as-
sist you with all of your natural health
care needs.”  •

Healthy Planet
Multiple GTA locations
“The store has everything from A to Z, offer-
ing reasonable pricing with promotions to
support the customer. Live demos and a
knowledgeable staff.”
“Good selection, good pricing and a large

store layout.”
“Healthy Planet (Hyde Park Mississauga) is another full service chain with excellent

execution. They seem to roll out a new location every few months, but their marketing
seems to be the driving force behind making them a household name. Internet, bus
ads, billboards, radio and sports team sponsorships, this group is really ‘big natural’
and is taking over.”

Nature’s Emporium 
Four GTA locations
“You will often find the owners on the
floor assisting customers and working
with staff.  A large selection of produce,
grocery, beauty, vitamins and supple-
ments are available to provide all your
needs. Knowledgeable staff make the
experience fun.”
“Family owned and operated for 25

years.  A full service health food store
with a fresh buffet of delicious organic
cuisine, Giuseppe's juice bar and a
health and beauty section too.  Their
well-educated staff make you feel com-
fortable and easy to trust with their ex-
pertise.”
“A beautiful full service grocery store

and amazing deli (plan to eat here!)
Huge organic produce section. Exten-
sive selection in supplements and
HABA. Worth a visit to this lovely family
owned business.”
“They’re always first to market with

Whole Foods Market 
Five GTA locations

“Organic Garage has a beautiful story of four genera-
tions, all with a driving passion to offer quality ingredients
in a one-stop shop. They do this while embracing the
motto, “We Sell For Less.” What I love about Organic
Garage is their urban market feel with their graffiti walls
and witty quotes, all while creating that unique shopping
experience.  Feeling hungry? They offer take-away food
options, a sushi bar, as well as specialty beverages like
kombucha and cold brewed coffee. For that sweet crav-
ing, a healthy alternative to a sundae can be ordered at
their deKefir stand, which is located at their newest location in Liberty Village.”
“They offer a very millennial experience and I love their flyer.  Matt’s family was in

the produce business for decades.  Great looking store with full service – produce
actually a focus here.  Worth a visit to see a different style of retailing.”
“The Junction Location, 43 Junction Road, is a beautiful example of what Organic

Garage is all about. A modern, innovative take on grocery shopping with produce as
a centrepiece, A very broad range of organic, specialty, fresh and frozen foods.
Their logo includes the phrase: ‘Healthier food for less!”  

“The environment has a feel to it that
makes you want to shop.  Their displays
are creative and attractive.  Knowledge-
able staff.  Demos and samples for
consumers to try.”
“They have great merchandising and

always have attractive displays.  What I
enjoy most is how Whole Foods sources
local foods and supports local busi-
nesses to fill their shelves. I should also
mention that I am a fan of their Whole
Kids Foundation programs.”
“Whole Foods Mississauga is a very

attractive store with a lot to offer, includ-
ing hot and cold foods that are ready to
eat, a café and a good selection of
products.”new exciting innovation. Their fresh or-

ganic prepared foods make my mouth
water each time I walk in their doors.
Their entire team always welcomes you
into their stores and they make it easy
to do business with.”
“Long-term, experienced and quali-

fied employees who are passionate
about this great industry and who have
made a career working at the stores.
This says a lot about the owners and
how they respect and treat their em-
ployees....like family!  They see the
value in having great customer service,
educating with new products, trends,
educational cooking classes, etc.” 

Photo: Mike Schreiner

Photo: Mike Schreiner

Photo: Mike Schreiner

Photo: Mike Schreiner

Photo: BWC

12 MUST-SEE health food stores in Toronto    continued from Page 39
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service to our customers.  Lastly, I
thought that Windsor was missing a com-
munity hub for wellness and I wanted to
create one.  We host workshops and
seminars (always free) to try and create
that place for the community.

CNHR: It has been just over a year
since you officially opened in July 2018.
What have been your biggest challenges
and issues so far? 

Kaila: There are three things that have
been most challenging so far.
Advertising: since my background is in

nutrition and science, advertising is new
to me and I'm always trying to figure out
the best ways to advertise for a retail
store, how to get new customers into the
store and how to let people know that
Wellness Market exists.
Accounting/bookkeeping: I've done my

own bookkeeping since the beginning,
but it's taken me a lot of time and effort

CNHR: You have a very attractive store.
Tell us a bit about how you developed
the look.

Kaila: The store is around 1,700 square
feet, including the back office where I do
consultations.  I designed it myself! I got
really lucky because it used to be a yoga
studio, so it already had good floors and
high ceilings (and good vibes!)  

I wanted it to look clean and bright and
airy and modern because I know the
feeling of going into a stuffy health food
store and feeling overwhelmed in the
crowded aisles.  

I think shoppers respond better to a
minimal look (less is more). I even try to
narrow down the number of SKUs in the
store, because when it comes to supple-
ments, too many options will confuse
people.

CNHR: What were the steps and rea-
sons that led you to start your own store?

Kaila: I spent two years working for a
family-owned health food store in Wind-
sor called Pure Nature, and then I spent
a year as a wellbeing counsellor at a
Sobeys store, managing its Natural
Source and supplement section.  So, I
loved working at a health food store and
having mini-consultations with every cus-
tomer that came in.  

I have a bachelor's degree in kinesiol-
ogy (human kinetics) from the University
of Windsor, and then I became a certified
nutritionist afterwards at The Institute of
Holistic Nutrition in Toronto.  I found I was
naturally good at conveying information
to customers about what's in a product
and how it works in the body.  I knew that
I couldn't work as a sales associate for-
ever, and that I had to get a "real job," so
I decided to create my own!  I also
thought that people need help with their
diet/lifestyle as much as they need sup-
plements, which is why we also provide
one-on-one nutritional counselling as a

Starting a health food store from scratch in these days of rising internet sales and other forms of
competition takes a special person.  A brave person.  As Wellness Market in Windsor, ON. celebrates
its one-year anniversary, CNHR turns the spotlight toward the store’s founder, Kaila Seguin.  She has

faced an interesting, challenging and yet rewarding first year at the helm of her own store.  In this 
exclusive interview with CNHR, Kaila shares an inside look of her first year as a store owner.

ONE YEAR IN...
PHOTOS: Emma Davidson Kaila Seguin
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bring in, I love being able to create the
business.  I think customers appreciate
how curated and hand-picked all the
products are in the store.
Lifestyle/atmosphere: I hated wearing
professional clothes every day to an of-
fice (this was seriously a big deal to me).

I feel like people should generally
be comfortable at work, from the
atmosphere to the food to the
clothing. Nobody wants to spend
40 hours a week somewhere they
hate! The store’s atmosphere is
relaxed and airy with lots of
natural light and comfortable
chairs and the dress code is very
athletic/casual.

CNHR: What is next for you?
What plans do you have for the
store in the coming future?

Kaila: I would like to build my web
presence and online sales; possibly
open a second store front in Windsor;
continue hosting workshops/seminars;
and maybe create a private label for
supplements for something different.  •

to understand how to do it correctly.
Staff: I'm trying to hire qualified-only

employees (certified nutritionists, dieti-
cians and naturopaths) to be able to pro-
vide proper advice/expertise to my
customers. Since we offer one-on-one
nutritional counselling, it could be an-
other source of income for employees.
Unfortunately, this narrows my selection
of people available for hire, especially for
part-time retail work.

CNHR: What are you doing to solve
these challenges?

Kaila: With advertising, I’m trying every-
thing and seeing the results. I've done
radio, print, social media and trade
shows and I always ask customers how
they found us, to see what's working.  I've
also partnered with a few gyms/fitness
centres in the area, which seems to help
get my name out.

Regarding bookkeeping, I've taken
courses to become educated and learn
how to do it. It's still a work in progress,
but I'd rather learn how to do it myself
than have to pay someone, because it
helps me understand the financials of the

business.
As for staff, the wellness community in

Windsor is small, so – through word of
mouth – I've been able to find qualified
practitioners who are available to work
casual/part time.  I'm paying them a good
wage (above minimum wage). 

CNHR: What have been
some of your success
stories to this point?

Kaila: There’s been a few
things I’m proud of.  I
doubled my sales target
for the year and launched
a loyalty program for my
customers.  In addition,
I’ve launched a website
and I’ve created my own
private label oil.

CNHR: What have been
some of the highlights and rewards of
owning your own store?

Kaila: Two things come to mind.
Creativity: From the branding, to the
store’s aesthetic, to the products that I

I knew that I
couldn't work 

as a sales 
associate 

forever, and that
I had to get a
"real job," so I

decided to 
create my own!
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CNHR: You mentioned the happiest
you’ve ever been was in Creston.  What
were the things that made you happiest?

Rhonda: It was the first time I realized
what a control freak I am.  Being self-em-
ployed means being autonomous.  It
means I get to take the blame or credit
for whatever is happening.   

I absolutely LOVE/LOVED the cus-
tomers.  There is something profound
and beyond rewarding to have the privi-
lege of helping someone help them-
selves.  To share their tears and
triumphs. There is a special trust that you
earn.  Seriously, how often do you get to
just outright ask someone if their bowels
are moving properly? You live through
people's pregnancies, losses, divorces,
engagements, graduations… all of life's
experiences that make us human. If I
was having a “feel sorry for me day,”
there is always that customer that walks
in with more courage and strength than I
could ever muster in a life time – just to
get out of bed.  Some folks are battling
just to stay alive.

CNHR: You’ve said before that you love
“all the moving parts” being a store owner
brings. Maybe that’s part of what makes
you happy?

Rhonda: You are stretched to the limits
on a daily basis, but it makes for great
character building.   It is the daily Rubik's
cube.  You simply cannot be linear.

CNHR: What is the population of Hazel-
ton and surrounding area?

Rhonda: We have about 1,200 folks.  First
Nations accounts for roughly 80 per cent
of the population in this area.  However,
we do draw a small amount of customers
from Terrace (11,000) and Smithers
(5,000), for those that enjoy a beautiful
hour to 90 minute drive.

CNHR:What were the main reasons you
decided to do this?

Rhonda: I moved to the area, because of
a new relationship. We were looking for a
home to buy and I was looking for some-
thing I loved to do.  I am also crazy.

CNHR: How long has this store been in
existence? 

Rhonda: The Hazeltons Health Food
Store has been around for 34 Years.  The
person I bought the store from – Lorna
McLeod – is an extraordinary woman.
October of 2018 would mark her 33rd
year of business. Back in 1985, Lorna
and her husband Don set up business in
their mobile home, with her cash register
on her kitchen counter.  Eventually, they
purchased an addition for the side of
their trailer, but soon they outgrew that,
too. Then the inspiration of building an in-
dependent building on their property
turned into a reality. Today, decades
later, the store is a gem to the Hazeltons.

Bringing organic to the wilds of northern B.C.

This is a story about my good friend Rhonda Taylor.  Last year, she bought The Hazel-

tons Health Food Store (formerly Country Herbs) – along with her sister Brenda Parkes

– in the very remote northern half of B.C.  (directly east of the Alaska panhandle!)

Rhonda and her partner Dave Marek, a retired wildland forest fire fighter who is now a

certified ocean fishing guide, came upon the store while looking for a home in the

Hazelton region.  Although it wasn’t for sale, owner and founder Lorna McLeod found

in Rhonda a kindred spirit, the kind of person she thought would take care of her

“baby,” the store she had founded and nurtured for more than three decades.

I first met Rhonda in early 1999 at her store, Vital Health in Creston, B.C.  Within a

year or two of that, she sold the store.  To get a phone call from her last year saying

she was coming back as a store owner made me happy, because to me, Rhonda is

the epitome of a natural retailer: passionate, knowledgeable and great with people.

Plus, she has that retailer spirit and soul.   It’s been a year since she bought the store,

so I thought you might enjoy a little tale about a woman who has settled in a wilderness

paradise with her true love and her family.  Here’s a Q & A with my friend about her lat-

est adventure.                     Story: Bruce W. Cole      Photos: Dylan Marek

Sisters Brenda Parkes (left) 
and Rhonda Taylor (right) have 

purchased the store in 
Hazelton, B.C. founded 

by Lorna McLeod (centre). 

WildernessWilderness
RetailingRetailing
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Boredom is hard to come by.  I would agree, if something can hold
my interest, it definitely makes me happy!

CNHR: Who else is involved in the store with you and what is every-
one’s job/responsibilities?

Rhonda: My partner Dave Marek has been a major support.  I have
hired part-time help and Lorna comes in on Sunday and Wednesday
afternoons.  

My mom Lynn Fleury moved here in late November, 2018. Over
Christmas 2018, I convinced my sister Brenda Parkes to invest in the
store.  She moved out in the spring. We haven't lived in the same
province for over 20 years, so it is awesome working together.  We
both bring different strengths to the table.  We all serve the customers,
price and stock items.  Brenda’s son Sean Parkes has been invaluable
for store appearance.  He makes sure the store is spotless.  He fills
the bulk bins, packages bulk foods, lifts everything over 100 pounds.
He keeps the grounds clean and tidy....cutting grass, sweeping, etc.  

The biggest job that we all do is engage the customers.  We have
amazing visits and conversations.  This area is extremely colourful.  It
supports a full spectrum of professions and passions.  The area is
magic.  People help and work together, it isn't dog-eat-dog.  It is a
true community!

CNHR:What are some of the things you’ve done since taking over?  

Rhonda: I have done a lot of renovations:  added windows, painted,
and built a deck for the customers to sit in our park area and enjoy
the view.  I have added a lot of different products.  As I have lived in
major cities for the majority of my life, I like to bring "the big city" to me
and fit it into this peaceful country lifestyle.

CNHR: What are the major challenges you’ve faced and how have you
overcomed them? 

Rhonda: My greatest challenge has simply been to be myself.  It was
important for me to approach the business in a way that was comfort-
able for me, but also reflective of me.    

Lorna was an icon.  She had some pretty massive shoes to fill.  She
offered many products that were reflective of her lifestyle.  I too have
my beliefs and had to be respectful to others, but also myself.  This
meant that I did bring in things like organic and/or free-range meats
and coffee.  The biggest change we have made is to bring in organic
produce.  It was a selfish move on my part, but the area has embraced
the convenience, especially during the winter months.  Out here in the
woods, folks are not used to a lot of choices.  The people here are
very honouring.  The most common comment we get is:  “Thank you
for buying the store and being here!”  Most folks had the assumption
that Lorna would just close up shop and the store would no longer be
here. During our casual conversation when I first walked into her store,
I expressed how much I missed my customers.  She said she just
knew that I would take care of the people that she had taken such
good care of for decades. 

CNHR: Any advice for retailers who are thinking of buying an existing
health food store?

Rhonda: When you want something and believe in something, nothing
can stop you!  I happened to have an awesome friend that helped me
with a loan, along with my amazing love interest, who believed in and
supported me as well.  You have to be a bit crazy and creative in your
thinking.  You cannot leave a lot of room for limitations.  

I don't think I would have felt as confident to start a store on a whim,
but this store was well established and the whole situation just felt
right.  There were too many magical moments to deny that this was
the right decision for us.  •

Brenda and Rhonda’s mom Lynn Fleury (above) enjoys the
deck at the front of the store.  ABOVE: the view from the deck.
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son? How about a local place where we
can shop year-round?’ So, I bought
some old fridges and some old wooden
shelves and opened The Sweet Potato a
few months later, just north of the park in
the booming Junction neighbourhood.”

Just weeks after opening, Digs con-
nected with CJ Chiddy, who came on
board in a temp role.  Eleven years later,
CJ is the opposite of a temp: he is now
the store’s chief operating officer, a co-
owner and a vital driving force behind
The Sweet Potato’s success.   

In the fall of 2017, The Sweet Potato
moved into a classic 100-year-old build-
ing on Vine Avenue,  featuring lots of ex-
posed brick and the original beams and
wood ceiling.  The massive space al-
lowed for things the old store didn’t have
room for, including a bakery, a butcher,
a cheese island, and – adds Digs –
“space for two carts to pass each other
in the aisles.”   

The Sweet Potato seems to have hit
on a winning formula.  The Toronto
store is built around a lot of words

that begin with “f,” including, friendly,
fun, farm fresh, family, full-service and
focus on local.  Unite these things with
organic, great pricing, an astute leader-
ship group  and a committed, passionate
staff, it is no surprise The Sweet Potato
has grown from a part-time weekend
venture into a 10,000 sq. ft. store, a high-
powered neighbourhood hub for all
things good and healthy.

“The Sweet Potato is truly a local suc-
cess story,” explains   Midori Miyamoto,
the store’s marketing manager. “It
started as a weekend farmer's market,
and has grown into a full-service organic
and natural foods grocery store, employ-
ing almost 100 people.  It is an important
community anchor.”

The Sweet Potato is without question a
food store. (Although it does have an ad-

jacent 1,200 sq. ft. apothecary.) The
spark that created the store comes from
Digs Dorfman, who grew up in the food
business,  stocking the shelves of his
grandfather’s grocery store at the age of
16.    After a brief foray into the music
business, Digs found his way back to his
roots in 2005 when he started running
the seasonal High Park Organic Market.
During the first few seasons, Digs began
to feel more a part of the community, get-
ting to know the neighbourhood resi-
dents who were his customers.  Also, he
began forming strong relationships with
local farmers, who were just as passion-
ate about healthy food as he was.

As each season ended, Digs recalls
how his customers couldn’t help but
voice their disappointment that his mar-
ket would be closing until spring.  “Peo-
ple would always ask me, ‘Where are we
going to go to buy healthy food once the
market shuts down at the end of the sea-

The Sweet Potato has grown from a 

weekend farmer’s market stall to a 

10,000 sq. ft. space, with a focus 

on farm-fresh, fun and families.

in 
the

Founder and co-owner Digs Dorfman
(left) with co-owner CJ Chiddy and
marketing manager Midori Miyamoto

SWEET HOME JUNCTION

Story by Bruce W. Cole  Photos by Mike Schreiner
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pool float.
Inclusion is also a unique focus for cus-

tomers of the store.  “We work really hard
to build an accessible and inclusive
store. We've got magnifiers for folks who
need help reading the fine print on food
labels, we've got places to rest if you
need to take a load off, we've got a quiet
nursing area with pillows and toys for
older siblings. We've got an all-gender
washroom with baby change station. We
host Fay and Fluffy, who are drag per-
formers and children's educators for the
most fun storytime right in our store. And
we're always looking for ways to make
people feel the most welcome and ap-
preciated here.” 

Midori says customers also appreciate
the store’s use of humour. “We're cer-
tainly not boring! We try to keep things
fun and light around the store from sales
signs to campaign art.”

Promotion
The Sweet Potato has a variety of ways

it promotes itself to its community, includ-
ing a weekly flyer and an eBlast cus-
tomers can sign up for, says Midori.  “We
have an amazing and engaged digital
audience and have great fun running
contests and building this same commu-
nity online, too.”

However, the prime focus is direct in-
volvement with its community. You'll find

Midori says there are multiple reasons
people shop The Sweet Potato. “We
have some of the freshest local, organic
produce in the city and at great prices.
And the same is true for our meat and
seafood, our fresh bread, and our gro-
cery, dairy, and frozen offerings – the
best quality local, organic and natural
foods at sweet prices.

She says customers love the store’s
focus on local. “Summer and fall, most of
our produce comes from Ontario farms
(most of which are organic) and this is
true year-round for a lot of our meat.  We
give shelf space to small local producers
and makers who are just getting started
and can't get on mass-market grocery
shelves.” 

It's also a fun experience, she adds.
“Our team here is friendly and funny and
knowledgable and go above and be-
yond with customer service. We build
solid relationships with our customers
and they appreciate that we know their
names, their kids' names, their dog's
names... and know their fave products.”

Count CNHR account manager Kather-
ine Stevens as a fan of The Sweet Potato.
She lives close by and shops the store
regularly. “As a shopper, I like the store
because the produce is really good and
very well priced.  There is a great variety
of vegetables, a big frozen section, dry
goods, health and beauty, take home
meals and a great bulk section.

“The other reason I like to shop there
is they have small shopping carts for
kids.  My kids love to push the carts
around and they get so excited to go to
the store. And they give the kids treats,
like a banana or an apple.”

Engaging customers
Midori says a special focus on engag-

ing its customers – of all ages – is one of
the things that has helped build the
store’s loyal following.  She explains that
there are many elements that go into
making it a fun and easy shopping expe-
rience.  “First, there’s our staff.  We really
do have the best team.  And we have
amazing relationships with brands and
farmers.  We've had our farmer friends
come sample their amazing fruits and
veggies with customers and talk about
where, how and why they're farming as
they do. 

“During the month of November, we
run our ‘Cheese Rules’ campaign, during
which we run really interactive demos.
Customers learn directly from local arti-
sanal cheese producers about how their
cheese is made, learn how to pair
cheese with wine from the local wine
pros, and craft beer with cheese from the
local brewmaster, and chocolate with
cheese.”

The store’s brand suppliers are always
up for running fun contests, offering sum-
mer prizes like a kayak and a giant llama Continued on Page 48
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shrimp from certain areas due to the in-
creased risk of multi-antibiotic drug-re-
sistant bacteria.  We stay up on research
and best-practices around food issues
which our educated customers really ap-
preciate.”

Wants versus needs
There is a healthy “push-pull” routine

the store has with its customers when it
comes to product availability.   “We keep
the lines of communication open with our
engaged and educated customers. We
do keep up on best-practices around
food issues, and keep our eye on food
trends, and we do carry a huge range of
items for specialized diets (gluten-free,
vegan, top allergen-free). But we also
love hearing from customers about their
specific needs and then meeting that
need. For instance, recently two sepa-
rate customers reached out about A2
milk in a two week period. About two
weeks after that, we'd found a local dis-
tributor and it was on our shelves.” 

Packaging
Reducing excess packaging has been

an on-going priority.  “We've partnered
with local farms this summer to ensure
we can go packaging-free for a number
of items that you'd usually find packaged
(cherry tomatoes, English cucumbers
are two examples). We urge our suppli-

the store in the thick of events like the
Junction Summer Solstice – a huge
street party attended by tens of thou-
sands – and The Junction Winter Market.
The store hosts community parties
throughout the year, like its annual
Baked Potato Block Party.  Summer time
brings Ice Cream Sundays, where cus-
tomers and passers-by re-
ceive icy treats.  During
Pumpkin Fest at Halloween,
families come by to pick a
free pumpkin to carve on the
spot. “We host school
groups through the store to
teach about the importance
of choosing local food,” ex-
plains Midori.  “We also sup-
port our community's
educational, sustainability,
and community-building ini-
tiatives, donating food,
funds, and gift cards and
baskets.” 

The store launched a newly
re-designed flyer program in
late summer called Spotlight
on Local Producers. “We
love highlighting and sup-
porting our community and we're build-
ing this into our flyer to help get these
products and – more importantly, amaz-
ing local stories – out!” 

The one activity that works above all

others, she says, is what she calls au-
thentic community-building.  “Much of
our mandate is about building relation-
ships with farmers, with brands and with
customers. And it's these solid relation-
ships that have helped fuel our incredi-
ble growth.”  

Facing competition
Mass-market grocery

stores are probably the
biggest competition for
The Sweet Potato.  Midori
says the challenege is
met head on with a focus
on local, organic, natural
foods, and by giving
space to smaller brands.
“More and more, people
are looking for engage-
ment and community in
their grocery shopping
experience and we're
doing that pretty well.
We'll make sure we keep
this experience front and
centre as we grow. It's a
harder thing for mass-
market to do in a mean-

ingful way.
The Sweet Potato takes food safety se-

riously.  “We have a frequently updated
list of banned ingredients that we adhere
to strictly. We recently banned farmed

“We build solid 

relationships with

our customers &

they appreciate

that we know their

names, their kids'

names, their

dog's names...

and know their

fave products.”

The Sweet Potato   continued from Page 47
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ers to do better when it comes to pack-
aging and ask our customers to get in
touch with them, too. Sometimes it takes
hearing from both sides to get a change
to happen.”

Since the city of Toronto has banned
black plastic from the municipal recy-
cling program, the store has found (at its
own cost) a private recycler to take back
black plastic. “We've opened this up to
the community and have folks travel from
all over the city to bring us their clean
food-grade black plastic to recycle. It
doesn't matter where they got it, we just
want to divert this stuff from the landfill.
It's been a wildly successful program.

We're doing the same with recycling
baby food pouches. It's not a perfect so-
lution, but we want to deal ethically and
responsibly with the waste we are help-
ing to create. And we are pleased to be
diverting a fair amount of waste away
from the landfill.”

Community
The Sweet Potato also has an amazing

food waste diversion program: every
weekday, folks from local community
agencies pick up excess food for their
community programs. “With this pro-
gram, we support Sistering's daily hot
meal program, Romero House, an organ-

ization that supports refugee food ham-
per program, and The Sharing Place's
food bank.

“To cut down on single-use plastics, we
offer a 5¢ donation to a local sustainability
organization for every bag that cus-
tomers bring in. It's been such a popular
initiative as we've diverted tens of thou-
sands of bags in the first few months.” 

The biggest challenge the Sweet Po-
tato is facing these days, says Midori, is
keeping up with its own growth. “We're
coming up to two years in this new space
and we're already looking at new
systems and a little bit of a reno to
address space.”  •

Mellie (left) and Janelle are just two mem-
bers of the Sweet Potato’s amazing cus-
tomer service team.

RHN Amanda LeBlanc has been with The
Sweet Potato Apothacary for two years.

CJ Chiddy (left) came to the Sweet Potato as a
part-timer.  Today, he is the store’s co-owner, along
with founder Digs Dorfman.

The spark that

created the

store comes

from Digs 

Dorfman, who

grew up in the

food business,

stocking the

shelves of his

grandfather’s

grocery store at

the age of 16. 
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Natural fibre bento box 
Eco Choice award winner from NY Now -
Minimal Natural Fibre Bento Box is made of
discarded rice husks. These husks are nor-
mally burned post-season, so recycling
them for the bento boxes helps reduce mil-
lions of tons of carbon emissions. Eco-
friendly, biodegradable, sustainable and
chip and crack resistant! Microwave and
dishwasher safe! Visit us at CHFA East at
booth#114 or nextenpro.com.

Premium organic whole grains
Nunweiler's Flour Company is proud to
produce a variety of premium, certified 
organic, non-GMO whole grains. From 
fostering strong relationships with local
farmers that we know and trust, to per-
fecting our unique cold temperature
milling process; we are committed to
providing our customers with top qual-
ity grains that are packed with nutrients
and quality.    Make the switch and taste the difference.   
nunweilersflour.com

Anti-stress herb
Ashwagandha is an anti-stress herb that helps
reduce cortisol levels by supporting your adre-
nal glands. This product has adaptogenic prop-
erties that improve physical and mental fitness,
and helps with daily stress management. You
get greater sustained energy levels without
stimulating your heart, and it promotes deeper
levels of relaxation for your occasional sleep-
lessness. Himalaya’s Ashwagandha is clinically
proven to reduce stress and anxiety, and is certified
USDA Organic, Non-GMO Project Verified and
vegan.   pppinc.ca

Magnesium Relaxation
Blend from Sisu
Sisu Magnesium Relaxation Blend is a great-
tasting drink mix that works quickly to re-
lieve stress and tension, promoting a more
relaxed state. It features magnesium bisgly-
cinate/citrate with GABA and L-theanine, to
safely and effectively manage signs of stress
including anxiety and insomnia. Delicious
raspberry-lemonade flavour.  For more infor-
mation, call 800/663-4163 or visit sisu.com

All natural care 
for childrens teeth
Jack N’ Jill Kids has everything you need to
care for children’s teeth. Organic, safe if 
swallowed toothpastes, composting brushes,
infant and bath accessories and
composting/recycleable packaging.  Just one
of the environmentally conscious and nature
oriented lines we carry at SVi distributing.
www.sportsfleets.com

made in
australia

safe if
swallowed

all natural,

flouride free

no sugar
and

no colour

organic 
fruit flavours

5

containsorganiccalendula

95% dark chocolate 80g bar
THEOBROMA Chocolat™ is proud to introduce the
new 95% dark chocolate 80g bar!  Made with only 3
ingredients, the unique flavour of pure cocoa is truly
nature at its purest. Indulge in the superior quality
and intensity of finely selected organic cocoa beans
in this prodigious and creamy chocolate recipe. Every
bite reveals the richness of dark chocolate with a
subtle fruity note for a perfect finish.
theobromachocolat.com

Support for healthy 
nerve function
Are you ready to put your best foot forward? Healthy
Feet & Nerves from Terry Naturally CANADA helps
support healthy nerve function, especially in the feet
and hands. In addition, it provides support for healthy
glucose metabolism. Pair this with Sucontral D and
you’ll have a dynamic duo!    
TerryNaturally.ca     855/287-2646

Apple cider vinegar, herbified
Flora’s new Apple Cider Vine-
gar Wellness Shots are
thoughtfully brewed in small
batches in Burnaby, British
Columbia. These daily well-
ness shots combine the high-
est quality, US-made apple
cider vinegar with herbs and
select botanicals to create four unique blends: earthy turmeric &
cinnamon, spicy ginger & lemon flavour, fruity elderberry, and
sweet red beet.   www.florahealth.com

Comfortable, reusable, 
and eco-friendly
Introducing Model 0: eco-friendly, reusable and 
perfect for those new to the world of periods! Ideal
for active young people, Model 0 is a reliable period
care solution for ages 18 and under.
divacup.com

Keto mayonnaise
Keto Mayo is made with sustainably-sourced
medium-chain triglycerides (MCT) oil and
unsweetened.  It's an easy, everyday option for
the restricted Keto follower. Chosen Foods Keto
Mayo offers eight grams of MCTs per serving, 
offering benefits for brain function, digestive
health, and weight management. Our Keto Mayo
is a soy and canola free formula. 
Chosenfoods.com
Infosales@chosenfoods.com

product profiles
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Certified organic cotton tampons
Three decades speaking out about the impact of dioxin, plastics, syn-
thetics, dyes, fragrances and toxic chemi-
cals being used in period products openly
and honestly.  Natracare certified organic,
100% cotton tampons were the world's
first fully certified organic cotton tampons
and independently created the highly suc-
cessful organic and natural feminine hy-
giene category women benefit from today.  Available with applicators in
Regular and Super and non-applicator Regular, Super and Super Plus
absorbencies. Certified to the Global Organic Textiles Standard • GM
free • totally chlorine-free • 100% certified organic cotton.  
natracare.com

Brain health supplement
Brain Armor Softgels: Brain Armor is a brain health
supplement that delivers the ideal ratio of vital nutri-
ents and healthy fats to support brain health and
performance at every stage of life. It has a 2:1 DHA
to EPA ratio, has added Vitamin D, Vitamin E, and
MCT oil, is keto friendly, and clinically proven. Brain
Armor is also vegan, as the omega-3s come from
agae rather than fish!
pppinc.ca

24 hour immunue support
What makes Ester-C better? In the world of vitamin C,
only one provides 24-hour immune support. Ester-C is
clinically proven to be absorbed faster and remain in
the white blood cells of the immune system longer. It
is pH neutral, gentle on the stomach, and is the only
form that contains active vitamin C metabolites thre-
onate and furanone for superior absorption. Regular
vitamin C just can’t compare.  For more information,
call 800-663-4163 or visit sisu.com

Introducing the all-new peanut butter-chocolate chip 
ProCookie by Julian Bakery

The best tasting Keto/Paleo cookie on the market today is not
only incredibly delicious, it also satisfies the sweet taste you

crave without setting you back on your diet plan.

ECOMAX NUTRITION
3115 Halpern, St. Laurent, PQ H4S 1P5

PHONE; 1(514) 344-7008
EMAIL; ecomaxth@bellnet.ca

Helps support healthy 
blood sugar levels
Terry Naturally CANADA’s Sucontral D contains a
clinically studied extract of a unique plant native to
Mexico and Central America called Hintonia latiflora.
In addition, it is combined with B-vitamins, folic
acid, vitamins C and E, and the trace minerals zinc
and chromium for support of healthy postprandial
glucose metabolism after eating. 
TerryNaturally.ca 855/287-2646

JULIAN BAKERY PRO-COOKIE

Got Mylk?
Organika’s Mylk Lattes are convenient
and delicious plant-based lattes! Featur-
ing coconut milk, spices, and superfoods
for every mood: Blue Mylk Latte for a 
relaxing moment, Pink Mylk Latte for a
refreshing detox, Turmeric Mylk Latte for
a nourishing pick-me-up, and coming
soon, energizing Adaptogen Mylk Latte,
brimming with revitalizing mushrooms
and herbs! Find out more at
organika.com

Methylized B Complex 
with Alkaline C
Have you discovered Veeva’s B Complex yet? It may
very well become your favourite professional B for-
mulation. Classic high potency as 50 mg. The latest
forms of methylized B6 (P-5-P), B12 (Methylcobal-
amine) and Folate (5-MTHF) amongst others. Plus,
vitamin C as calcium ascorbate. Priced as great
value compared to popular B complex products.
veeva.ca

Olive oil with premium 
Norwegian fish oil
Carlson Olive your Heart® blends cold-pressed Greek extra
virgin olive oil with premium Norwegian fish oil sourced from
deep, cold-water fish. Each serving provides 1,480 mg of
omega-3s, including EPA and DHA. Olive your Heart® is
mild and smooth and makes it easy and delicious to add
healthy nutrients into your diet.  Call Carlson: 800/323-4141 
or BioResource: 800/792-2082   
CarlsonLabs.com

KETO/PALEO

LOW-SUGAR

GLUTEN-FREE

ALL ORGANIC 
INGREDIENTS

LOW-CARB

GRAIN-FREE

Organic Tuscan Kale 
Vinaigrette & Marinade
A great-tasting, zesty dressing for all your leafy green 
salads, especially kale, and a flavourful seasoning for 
vegetables. It also makes a great marinade! This 
vinaigrette offers the sunny flavour of Tuscany with its
unique blend of nature’s organic herbs, kale & Bragg
Apple Cider Vinegar.
bragg.com

product profiles
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Supplements for kids
Introducing Genuine Health-y kids supplements, in partnership with
Joyous Health! Boost your child’s nutritional intake with fermented or-

ganic gut superfoods+ kids, build their
healthy gut flora with advanced gut
health probiotic kids and balance their
omega-3s with omega3+ kids +D3.   
www.genuinehealth.com

Alpha Emulsified MCT Boost
Energy boost for coffee, shakes and more!
Start the day off with a kick of healthy fats! Alpha MCT
Boost provides 100% coconut-sourced emulsified MCT
oil – simply stir into coffee, juice, smoothies or tea to
give them a rich, creamy and delicious boost of energy
that is keto and paleo diet friendly. Use as a non-dairy,
sugar-free creamer that mixes easily, no blender re-
quired. Zero mess or cleanup. Available in NEW Mocha
Cream flavour.  Exclusive to health food retailers.  
888/826-9625 assurednatural.com 

Fermented Chlorella Protein
Schinoussa Chlorella Protein: Our microalgae-based
protein from Chlorella is a patent fermentation tech-
nology used to produce a highly nutritious, naturally
derived, and minimally processed ingredient for 
outstanding nutritional benefits. It contains green 
nutrients from organic Spirulina, Chlorella & E3Live.
It’s soy-free, gluten-free, vegan, and non-GMO. 
With 23g of protein, this breakthrough in fermented
Chlorella protein supercharges the vegan diet!   
pppinc.ca

Support for male hormone health
Support male hormone health with Men’s Formulas
from Prairie Naturals.  Testosterone levels begin to
drop in men over 40 years old and along with it
muscle tone, strength and sexual stamina. Testos-
terone and estrogen levels are a delicate balance in
both males and females. Stress, sleep disorders and
normal aging are responsible for hormone fluctua-
tions that lead to feeling old and tired. AndroForce
helps the body manage stress and cortisol levels
which can aid your hormonal feedback mechanisms
to boost testosterone and reduce estrogen levels
resulting in a youthful energy.
prairienaturals.ca

Power Iron + 
Organic Spirulina 
NEW 120 vcap Power Iron + Organic Spirulina 
Fast acting and high absorption VITALITY
Power Iron + Organic Spirulina for your 
customers in a new, larger size! 45 mg of iron
bisglycinate, 1 mg folic acid and 1 mg vitamin
B12 (Methylobolamin), vitamin C and organic
spirulina. This powerful supplement will work
for customers or your money back! 
vitality.ca 
or call us: 888/855-7776 x 203

Elderberry Crystals 
Looking for relief from cold and flu
symptoms? Add delicious Flora 
Elderberry Crystals to the mix. Blend
them in with your favourite juice or
smoothie for a healthful, convenient
and delicious boost daily, or when you
feel the symptoms of seasonal issues
coming on. Gluten-Free + Non-GMO +
Organic + Vegan 
www.florahealth.com

Curcumin with aged garlic
Kyolic curcumin is the only product on the market
that combines curcumin with aged garlic extract.
Kyolic Curcumin contains meriva, which blends 
curcumin with phosphatidylcholine for superior 
absorption.  Helps to reduce inflammation and 
joint pain.  www.kyolic.com

Coconut sourced MCT oil
Considering a keto diet? Keep your carbs very
low (five per cent of calories), have moderate
protein (20 per cent) and very high fat (75 per
cent). For the ultimate keto friendly fat, look
no further than MCTs (medium chaintriglyc-
erides). North Coast Naturals coconut sourced
MCT oil provides the ideal ketogenic ratio (70
per cent C:8 and 30 per cent C:10) to ensure
the best possible results.
northcoastnaturals.com

Retailers:
If  you don’t get your own copy of  CNHR 
and you would like your own FREE copy 
of  CNHR – mailed to you six times per year –
please email your name, store name 
and address to donna@cnhr.ca.
Or sign up at cnhr.ca.  

Vendors:
Your Product Profile could be on 
this page of  the next issue of  CNHR 
for just $450.   Reach approximately
10,000 retail store owners, buyers, 
managers and staff  across Canada. 
That’s less than five cents per reader!

product profiles
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Let us customize an ad quote for you!
We have advertising options to fit any budget.  We have the audience 
you want to reach.  We have digital options.  If you let us know what your 
budget is, we will be happy to personally customize a proposal just for you... 
explaining all of the benefits, editorial opportunities and value-added features 
that CNHR has to offer your company!  CNHR can help you in so many ways!
Contact Katherine or Candace to get started!

Supplier Update

• introduces your company 
and your products

• helps support your  
new product launches
• gets your brand known…fast!
• supports both your
inside sales staff and your
field sales representatives
• tells retailers what you can 
do for them with training, 
POP, support, etc.
• positions your company 
as an industry leader

• delivers unsurpassed, 
very low cost-per-contact 
(just pennies per reader!)

• conveys your company’s 
passion, integrity, values, 
commitment, ideals and 
innovation

• creates familiarity with retailers,
establishes credibility and 
builds trust

• reaches stores across Canada 
even your sales team can’t 
get to regularly

• announces your marketing 
initiatives, programs, 
contests and events

• supports your digital initiatives
for consumer and trade 

• helps drive traffic to your website    
for more detailed information

Struggling with a small marketing budget? CNHR gives you the chance to reach 
thousands of retail buyers starting from $450 per issue.  This gives you a colour photo
and 40 words about your product.  Approximately 10,000 retail store owners, buyers,
managers and staff across Canada read each issue of CNHR. Just $450 to reach
10,000 retailers… that’s less than five cents per reader!

Candace Sicari
Account Manager
candace@cnhr.ca
705/209-9280

Katherine Stevens
Account Manager
kstevens@cnhr.ca
647/975-3370

CNHR’s ALL-BRANDS Page is an affordable way to unite ALL your brands under your
banner and give your company and brands national exposure to more than 10,000
natural health food store buyers, managers, staff, professionals and owners.  
And it is extremely affordable.  It allows your smaller or newer brands to get coast to
coast coverage.  We’ll work with you and your vendors to put together a full page ad
in CNHR (eight products per page).
What your vendors get: a product feature on your page (at a discounted rate), with a
colour photo of their product and between 30 and 40 words of text.  This connects the
brand directly to you, making it easier for retailers to find and purchase the product.
What you get: a full page ad of products you represent under your banner, your
name/logo at the top along with a message from your company, plus your contact info
at the bottom.  This is an ideal way for any brand manager, broker or distributor – of
ANY size – to reach key retail store buyers, owners, managers and sales staff.

Natural health retailers are always looking for new products.  
Launch your new products directly to your retail buying audience via CNHR.

Maximize your advertising budget:
Only $450 to reach 10,000+ retailers

Affordable advertising
for all your vendors!

New companies,
Small companies: 

Brokers,
Distributors,
Brand Managers:

What CNHR can 

do for YOU!

CNHR helps industry suppliers
reach retailers by providing a
trusted, proven, focused and 
consistent advertising vehicle. 
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On behalf of Assured Quality Network, I had the recent
pleasure of travelling through northern and interior B.C.
with my friend and long-time co-worker Rheece Hartte. 

Rheece was a rep that called on my store in the mid 90’s,
when I owned Vital Health in Creston. He is truly an example
of a great account manager: loyal, dedicated, an astute advi-
sor with a deep knowledge base.  And, he is a whole lot of
fun to travel with!  You know when you travel with Rheece, it
is always a ‘hug-first’ relationship with the customers, and it
was no different on this trip. 

We gave retail sales trainings in Prince George, Fort St.
John, Grande Prairie, 100 Mile House, Cranbrook, Creston,
Nelson, Castelgar and Penticton. We also visited stores in
Williams Lake and Dawson Creek.    
We met some truly amazing owners, managers and staff.

Not surprisingly, it was primarily women attending our train-
ings, but it was also good to see some men attend too.   

To the right are photos of some of the wonderful people we
met up in northern B.C. during our trainings.  

Highlights from the trainings
• These communities are lucky to have such well-run nat-
ural food stores with owners and management looking
for ways to continually improve.
• Women selling the natural health lifestyle to women – a
light went on as I spoke to a room full of women and one
guy. It was an “aha moment:” the entire natural health in-
dustry is built by women learning and teaching other
women the benefits of natural foods and medicines. As
in the past, women in most societies led the community
in wellbeing through food, medicine, and spirit.  This
age-old tradition is carried on in natural food stores coast
to coast. 
• Educate communities - I think there needs to be a focus
by suppliers and retailers to educate and teach the sur-
rounding communities about the SOLUTIONS we have
in our stores, with educated, caring and dedicated staff
to help guide people towards continual wellbeing. (All
stores had staff who had been there for 10+ years!) Lead
with solutions, not price.
• Educate customers and new staff - Signs in stores
telling/selling the solutions offered in the store is the
biggest opportunity I see for stores to increase sales and
educate their staff and customers.
• Vibrant places to shop: The stores were all thriving,
high energy places, with staff who love what they do and
it is obvious they care.  •

Excellent AdventureDeane and Rheece’s

in Natural Retailing

Roseanne Woods, Joan Swanberg, Ann Driedger,
Kier Baker, Homesteader Health, Fort St. John.

Devyn Griffith and Steph Royer with their son Bodhi
Griffith-Royer from Dawson Creek Health.

Steve and Trish Brousson, Homesteader Health,
Grand Prairie, Gateway location.

Bruce Mattson and  Rheece Hartte 
at Sta-Well Health, Williams Lake.

by Deane Parkes
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Learn about client service and product advising in a retail or nutritional counseling environment.
 

Key information on sales and marketing and customer service is provided, with detailed information on vitamins and minerals 
from A to Zinc and over 40 of the most common natural health supplements. Common health concerns from acne to weight loss 

are covered, with details on symptoms, causes, and how to get relief from these issues.

NATURAL PRODUCT ADVISOR COURSE

TOTAL COURSE COST: $349.00 PLUS APPLICABLE TAXES

Get a job in the natural health industry with our

1.800.663.6580  |  aliveacademy.com
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PROUDLY
CANADIAN

 The only research-
proven superfood

 
 Increase energy & vitality,  

provide antioxidant protection  
and balance your pH

 
 Phytonutrient-rich to  
feed the microbiome

greens+

G E N U I N E     H E A L T H

NOURISH AND ENERGIZE  
YOUR BODY WITH A BLEND  

OF 23 COLOURFUL  
PLANT-RICH SUPERFOODS

F R I E N D L Y
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