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MINISTER’S MESSAGE
British Columbia’s agrifood and seafood sector is growing both domestically and internationally.
Our customers have confidence that “British Columbia-sourced” is a promise of excellence in
quality, nutrition and safety.
We have achieved this result together – growers, producers, food and beverage processors,
marketing representatives, researchers, government and others – working collaboratively to
ensure our strong performance results in a safe and secure food supply.
Guided by the B.C. Agrifood and Seafood Strategic Growth Plan, we will continue to work
together to address challenges and opportunities by ensuring our collective actions reflect
sector priorities.
Our conference name – Growing the Future Together – means just that. We brought together
the very best thinkers and practitioners to respond to priorities identified by the B.C. agrifood
and seafood sector to promote food supply security now and into the future.
From the Agritech Innovation Challenge to the exhibitor showcase and breakout sessions to
networking opportunities, the conference presented a great opportunity for us to have a
conversation about how we can develop, strengthen and build relationships.
This report presents a summary of some of the important discussions that took place on
November 14-15, 2016 in Kelowna.
Thank you for supporting the
continued growth of B.C. agrifood
and seafood industry.
NORM LETNICK
Minister of Agriculture
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STRENGTHENING B.C.’S FOOD SUPPLY SECURITY
British Columbia’s agrifood and seafood sector is an integral part of many communities across
the province and is a major contributor to our economy. That is why it was identified as one of
eight key drivers in the B.C. Jobs Plan. The sector produces one of the most diverse ranges of
agrifood and seafood products in Canada – over 200 agriculture commodities, 100 seafood
species, and hundreds more value-added products produced by over 2,400 processing
businesses located around B.C. Approximately 57,000 jobs are generated by agrifood and
seafood production and processing in B.C., with the entire agrifood and seafood value chain
employing nearly 330,000 people.

Global trends such as a growing world population, rising incomes and climate change are
increasing overall demand for B.C.’s agrifood and seafood products, highlighting the importance
of continuing to grow and strengthen B.C.’s agrifood and seafood sector to ensure a safe,
secure supply of high-quality food and beverage products are available for current and future
generations. The B.C. Government works closely with B.C.’s agrifood and seafood sector to
develop and implement strategies to increase production capacity, strengthen B.C.’s ability to
compete in domestic and international markets, and adapt to changing climate conditions.
To support growth of the sector, the
provincial government released the B.C. Jobs
Plan Agrifoods Strategy in 2012 which set out
49 action items focused on producing highquality, high-value products, enhancing
competitiveness, and expanding domestic and
international markets. Over its first three
years, the strategy helped contribute to over
a billion dollar increase in the sector’s annual
revenues, which reached $13 billion in 2015.
Building on the success of this Strategy, the provincial government worked closely with the
Minister’s Agrifood Advisory Committee in 2015 to develop the B.C. Agrifood and Seafood
Strategic Growth Plan, which set out an ambitious goal to increase the sector’s annual revenues
to $15 billion per year by 2020. To achieve this goal, the Strategic Growth Plan focuses on
objectives and targets for 2020 relating to three key priorities:
 increasing production;
 driving competitiveness; and,
 building markets.
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B.C. AGRIFOOD AND SEAFOOD CONFERENCE OVERVIEW
The B.C. Agrifood and Seafood Conference: Growing the Future Together was
held at the Coast Capri Hotel in Kelowna on November 14-15, 2016, bringing
together over 300 participants, 37 expert speakers and 17 innovative exhibitors to
share their expertise and insight on the role they and others can play in
strengthening food supply security and supporting continued growth of B.C.’s
agrifood and seafood sector. Conference
speakers included agri-entrepreneurs and
business executives, tech leaders and
business developers, distribution and
retail companies, government
representatives, and research and policy
leaders from universities, not-for-profits
and research organizations.
The conference launched on Monday, November 14 with the Agritech Innovation
Challenge, a meeting of the Minister’s Agrifood Advisory Committee, and an
opening reception featuring keynote speaker, Chef Vikram Vij. On Tuesday,
November 15, the exhibitor showcase presented the opportunity for participants
to interact with an array of innovative organizations offering products and
services that support the growth of B.C. agrifood and seafood industry, as well as
a range of engaging sessions covering important topics such as climate change, ecommerce, sector development, succession planning and urban agriculture.

By The Numbers


300+ attendees from across the agrifood and seafood sector



100+ companies and 25 industry associations represented



37 speakers representing industry, government and academia



17 innovative organizations featured in the Exhibitor Showcase



14 engaging sessions covering a variety of topics

Minister’s Agrifood
Advisory Committee
The Minister’s Agrifood
Advisory Committee is
comprised of more than
20 stakeholder groups,
including leaders from
the business community,
the agrifood and seafood
sector, academia, the
local food movement as
well as provincial and
federal government
staff. The committee
came together in 2014 to
provide strategic advice
on how to grow a strong
agrifood and seafood
economy and create
high-paying jobs for
British Columbians,
which resulted in the BC
Agrifood and Seafood
Strategic Growth Plan.
Building on the key
priorities identified in
the Strategic Growth
Plan, the Minister’s
Agrifood Advisory
Committee provided
guidance into the
development of the BC
Agrifood and Seafood
Conference, providing an
industry voice into the
process. The committee
determined the location
of the conference,
provided direction on
key themes and topics to
be explored, and also
suggested specific
speakers for the event.
During the conference,
members of the
committee were on hand
to network with
participants, participate
in conference sessions
and take part in the
important conversation
around how we can work
together to continue to
strengthen the security
of B.C.’s food supply.
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Conference participants had the opportunity to learn about a variety of topics by participating
in plenary sessions organized under four key themes:
Food Supply Security
 Agritech – a discussion about the opportunities and connections between technology
and food and what could happen next.
 Institutional Procurement – a discussion about leveraging industry and government
partnerships to increase local food consumption.
 Zero Waste – a discussion about the opportunities, benefits and challenges that come
along with getting to zero-waste.
 Urban Agriculture – a discussion on urban growth and ensuring agrifood production can
support hungry cities.
Domestic Growth
 Climate Change – a discussion about what we know and how to stay informed about
challenges and opportunities.
 Financing for New Entrants – a discussion about the sometimes complicated path to
success, planning for financing and how to prepare effectively for financing discussions.
 Succession Planning – a discussion about the next generation of growers, harvesters,
processors and participants, and the conditions for sustainable success.
Innovation
 New Sector Development – a discussion about leveraging innovations and opportunity
to grow new sectors in B.C., with a special focus on hops and craft beer.
 Science of Food – a discussion on the role that genomics can play in supporting a
sustainable food sector.
 Traceability and Food Safety – a discussion about strategies and best practices
supporting food safety and quality assurance in B.C.
Access to Markets
 Branding and Marketing – a discussion about the critical importance of leveraging a
strong brand strategy to attract consumers in today’s market.
 Commercial Buyers Panel – a discussion about getting products to market in B.C.’s
diverse retail and distribution landscape.
 E-Commerce – a discussion about emerging opportunities in the online marketplace and
how to achieve success.
 Export Readiness – a discussion about the key factors determining the right move, the
right market and the right time.
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In addition to learning from expert speakers in the plenary sessions, conference participants
also had the opportunity to engage with a range of innovative companies and organizations in
the exhibitor showcase, including:


Aerobotika Aerial Intelligence



Agriculture and Agri-Food Canada – Drought Watch Demonstration



B.C. Ministry of Agriculture – Agriculture Land Use Inventories Demonstration



Big Mountain Foods



BW GLOBAL



Choices Markets



Ecoation Innovative Solutions Inc.



Golden Eagle Sablefish



Gordon Food Service



Kin’s Farm Market



My Green Space



NutraEx



Nutriva Group



Spa Hills Compost



Sunshine Coast Aquaponics



Sysco



Vitalus
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FEEDBACK FROM CONFERENCE PARTICIPANTS

“I haven’t stopped talking
about it… about how well it
was done and how many
people I had the
opportunity to connect
with.”

“Very well organized, fantastic speakers, and an overall great
learning experience that I would definitely recommend to others
and would love to attend again”

“The conference
was very well
organized, good
location and
good
information
presented.”

“The new connections and
sharing ideas within the
industry was a lot of fun
and valuable.“

“It was a great
conference, I look
forward to attending
the next one.”

“Very informative.”

“There was some
really good
information for BC
producers
especially for the
small producers,
who, you never
know, might
become the next
big thing in
agrifood.”

“I certainly gained some
insight on the challenges for
agriculture and potential
solutions especially related
to agri-technology. Cohosting the conference with
the agritech innovation
challenge was a great idea.”
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AGRITECH INNOVATION CHALLENGE
The Agritech Innovation Challenge launched the conference by bringing together leading
innovators, investors, venture capitalists, tech experts and marketing experts to support the
next generation of technology development aimed at enhancing the competitiveness and
resiliency of B.C.’s agrifood sector.
The global food economy continues to challenge the world’s
best thinkers and achievers with respect to meeting the
growing demand for safe and readily accessible nutrition. By
combining leading agricultural practices and advanced
technology B.C. companies are able to take advantage of
domestic and international opportunities.
The Challenge helped advance thinking about promoting
overall food supply security for the Province of B.C. and presented four focus themes:
 Enhancing productivity and profitability of B.C. berries through mechanization;
 Minimizing losses through pest management and loss reduction solutions;
 Promoting sustainable practices and finding efficiencies in greenhouse; and
 Creating new revenue streams and addressing environmental concerns through
effective nutrient management and nutrient recovery solutions.
At the event, participants received information packages that outlined in detail the agrifood
sector challenges that were presented. Additionally, participants had the opportunity to discuss
ideas and innovations with technology, entrepreneurship and agriculture sector experts.
The BC Innovation Council then provided template for project submissions to innovators with
ideas about how to address the four challenge themes. Submissions will now be adjudicated by
a panel of experts, with successful candidates advancing towards funding opportunities and an
opportunity to pitch at the #BCTECH Summit in March 2017.
Successful candidates will also receive the support of technical, financial and marketing experts
to contribute to the development of their proposed technology solutions.
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OPENING RECEPTION
Chef Vikram Vij – a B.C.-based food processor, restauranteur, award-winning cook book author,
certified sommelier, and Food Network host and judge – kicked off the conference’s opening
reception with a passionate presentation on the importance of sourcing local food and how to
leverage collaboration to strengthen B.C.’s agrifood and seafood value chain.

Chef’s Vij described his “think global; act local” approach to business and cooking, which has
enabled him to combine spices and cooking techniques from all regions of India, with meats,
produce and seafood from across B.C. , to create culinary experiences that satisfy consumers
from every corner of the globe. He explained how he established his first restaurant in B.C. in
1994 with a commitment to never compromise his vision or values. His key goal was to spread
his love of Indian food by creating menus that would showcase the wide variety of flavours that
Indian food has to offer by using local ingredients, and he continues to do that today. Chef Vij
spoke about the strong connections he established with local suppliers when he first started in
B.C.’s restaurant businesses and the commitment and loyalty he has always had to supporting
the success of these suppliers over the years. Today, Chef Vij still buys many of his local
ingredients from the same B.C. farm that supplied his first restaurant over twenty years ago.
After sharing insights from his experience building successful agrifood businesses in B.C., Chef
Vij challenged all those in attendance to think about the important role they play in supporting
the growth of B.C.’s agrifood and seafood sector and the next generation of growers, producers
and processors across the province. The following day, conference attendees accepted Chef
Vij’s challenge while engaging in a series of plenary sessions that included thought-provoking
perspectives from 37 different speakers.
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CONFERENCE SESSIONS – EMERGING THEMES
The following section provides an overview of the emerging themes that were captured from
speaker presentations and the discussion that followed during each of the 14 plenary sessions.

Session 1: Branding and Marketing Session
About the Session
With a love for food, good design, and great
ideas, two brand experts shared their
experience creating brand strategies that
stand out in highly competitive markets.
Attendees received advice on creating and
delivering a brand promise that meets the
needs of today’s consumers.
Marketing and the brand an organization
creates is essential to success here in B.C. and
around the world. The importance of these
two elements cannot be underestimated.
Brands are living entities that are developed over time and are the promise an organization
makes to customers about what they can consistently expect. Developing marketing activities
and strengthening a brand begins by determining what a company wants people to say about
the organization. This is the fundamental element to building a strong brand and using it to
increase marketing capabilities.
Speakers
Roger Nairn
Business Director, Karacters Design Group
Braden Douglas
Founding Partner, Crew Marketing Partners Inc.
Themes Emerging from Session Presentations:
What is a brand?
 A common misperception is that a brand is simply a logo. While a logo is usually part of a
brand, there are many more components. A brand encompasses all visual, written and
expressed identity (even down to customer service and interactions). It’s everything the
public thinks it knows about a company offering—which includes facts, but also emotional
and perceived elements.

P a g e | 13




A brand should be the purpose the company exists. At the end of the day, companies want
to stand out and be recognized easily for what they stand for. A properly implemented
brand positively affects a major part of their business.
A brand is also a valuable business tool as it represents anywhere from 17 to 65 per cent of
the decision making criteria customers use to decide on a company’s products – depending
on the nature of the product.
Regular assessment of a company’s brand identity is needed to better align the brand with
customer expectations.

What does a good brand provide?
 A brand provides an intangible element beyond the product or service a company is selling
or offering, and many experts would argue that the brand is one of the most important
parts of any business. John Stuart from Quaker is quoted as saying, “If this business were
split up, I would give you the land and the bricks and mortar, and I would take the brands
and trademarks, and I would fare better than you.”
 Brands influence customer choice, command pricing premiums and create ongoing loyalty.
Why should a company care about building a brand?
 Companies need to stand out in a sea of sameness and the best way to do that is to focus
on the brand. Creating a unique brand provides growth opportunities, and in order to grow
a brand companies must give it the attention it deserves.
What are the criteria for creating a good brand?
 A brand should be distinctive. It should stand out from other companies and be easily
identifiable to consumers.
 A brand should elicit emotion. An example is the Snickers slogan “you’re not you when
you’re hungry.” The slogan brings to life all the negative connotations related to hunger and
provides a solution to the problem. Something rational turned emotional.
 A brand should be coherent. An example is the new Oreo packaging that incorporates bright
colours and intricate designs, but still features a picture of the original cookie prominently
at the centre of the packaging. Despite the drastic change from their original packaging, the
key brand elements are all tied into the new packaging which ensures the consumer can
connect with the same brand identity they have always known.
 A brand should be engaging. An example is Marmite. At the heart of the brand is the
question that identifies with everyone who has eaten the product – do you love the taste,
or do you hate it? Marmite uses its brand messaging to divide consumers into these two
groups, indicating that there is no middle ground. This approach attracts and engages new
consumers who are unfamiliar with the product and are intrigued by the non-traditional
approach to product marketing. Marmite ads often include consumers expressing their
dissatisfaction with the product next to others expressing their love of the product, or a call
to action for consumers to send the product to someone that hates it.
 A brand should be inspiring. An example is the Quebec grocery stores that are now selling
“ugly” produce instead of throwing it away. This type of action makes consumers feel
good about the retailers brand because it inspires them to think differently
about the contribution they can have to reducing food waste and
connects them with what is important to the retailers.
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Session 2: Agritech
About the Session
B.C. is on the path to becoming a technology leader
and increasingly the drive to innovation is creating
opportunities for food production and processing. This
session provided insight into how B.C. agritech can
help meet the challenge of feeding a growing global
population without damaging the natural
environment; improve food supply security through
efficient farm management; improve the traceability
of our food; and, promote consumer and producer
connectedness.
Speakers
Rickey Yada
Dean of the Faculty of Land and Food Systems, Professor of Food Science at UBC
Dave Smardon
CEO, Bioenterprise
Raymond Szabada
Founder and Chairman of the Board, SRCTec
Timothy Kendrick
President and Chief Designer, BW GLOBAL Structures Inc.
Themes Emerging from Session Presentations:
How is technology impacting agriculture in B.C.?
 Since 2007, B.C. has seen the agritech industry grow by approximately 200 companies.
 Agritech is all about achieving efficiencies, increasing productivity and decreasing costs.
Technologies range from crop input to food packaging and processing and beyond.
 There are also non-traditional uses of agritech which are growing in a variety of industrial
purposes and there is a global movement to reduce reliance on coal and other fossil fuels.
Agriculture plays an important role in identifying other, cleaner options.
What are some trends, opportunities and challenges in agritech?
 Many financial investors are now looking at whether companies are operating on the basis
of sustainability when determining whether or not to support their business. This is driving
demand for new technologies that can assist agrifood and seafood companies in becoming
more environmentally sustainable.
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Business process automation (BPA) is also becoming a trend in agriculture, presenting
opportunities for agritech companies to develop technologies that can help increase the
productivity of farming and food processing.
As food safety becomes increasingly important, the food distribution system needs to
continuously adapt to ensure products can be transported from the point of production to
the end consumer in controlled environments. This is presenting opportunities for
innovators that can provide technologies to improve temperature control, decrease product
spoilage, manage pests and maintain product quality.
Business leaders need to think outside of the traditional business model. This might mean
inviting other businesses to collaborate with them or seeking new innovations in order to
shorten or eliminate the traditional start-up phase. These leaders are encouraged to ask
two important questions when addressing challenges and opportunities facing their
business: What technology do we need to solve these issues? Is it available, and where can
we find it?
Companies also need to examine their hiring practices to ensure they are getting the right
people. The importance of employees that embrace new technologies and support
continuous improvement needs to be recognized.

What does the future hold for agritech?
 Globally, there is a massive opportunity for indoor growing as traditional production
methods are expected to struggle to feed a growing population. It is expected that agritech
will increasingly play a strong role in supporting the expansion of indoor food production.
 Climate change is also affecting agricultural conditions in a variety of ways, which presents
an array of challenges that agritech can help resolve. From reducing water usage to
strengthening pest management, agritech has already begun addressing some of these
challenges in B.C.
 Increasingly, food production is being driven by data collected by sensors or robotics which
is then used to inform what adjustments need to be made to support proper crop or
livestock growth. It is anticipated that agritech will increasingly play a critical role in
assessing the health of crops and livestock to better inform decisions around when to take
specific actions with regards to food production.
How does someone address issues around intellectual property?
 Innovation isn’t always attached to intellectual property, but it is preferred. It is difficult to
patent a food product, but often the technologies that enable those food products to be
produced in a certain way can be patented.
 Due to the complicated nature of intellectual property, businesses are advised to invest in a
good lawyer with this background.
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Session 3: Zero Waste
About the Session
More and more companies are finding
innovative ways to get to zero waste, often
by using their extra outputs for unique
products. During this session, a panel of
industry leaders discussed opportunities,
benefits and challenges that come along
with getting to zero waste.
Zero waste is a collective term for a variety
of measures designed to eliminate waste in
ways that challenge old ways of thinking.
Aiming for a zero waste environment means
viewing waste as having potential for valueadded products with substantial profit and growth potential, rather than simply considering
waste as a problem to be dealt with. Several organizations across B.C. are utilizing previously
unrealized waste streams to not only produce value added products, but also to create an
environment of continuous innovation and sustainability.
Speakers
Jerry Keulen
Owner, Seabreeze Farm
Pamela Ambriz
Director, New Product Development, Vitalus Nutrition Inc.
Matt Dickson
Managing Director, Hallbar Consulting
Chris Bush
President, Catalyst Agri-Innovations Society
Themes Emerging from Session Presentations:
What is the value of moving towards a zero waste environment?
 Zero waste can generate new streams of revenue, reduce costs and promote job
development. This can be supported through research and collaboration between
producers, processors, academic institutions, community organizations and government.
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Creating high-quality, value-added products from by-products that would otherwise enter
the landfill or be used for low-grade animal feed promotes environmental health and
sustainability.
The move to zero waste will positively contribute to the growth of biofuels, biochemical and
biomaterials, environmental solutions, and health and wellness products.

What does a company looking at zero waste need to know?
 Zero waste can offer great benefits, but not without a significant amount of strategic
planning sourced from a comprehensive business plan.
 Companies looking to develop and/or advance towards a zero-waste environment must first
establish an effective business plan that identifies the company’s direction, current
circumstances, and financial capabilities. This plan will be required by financial institutions
to determine the company’s’ financial stability.
 Key elements necessary to include in a successful business plan include:
o a clear description of a company’s mission and vision; and,
o goals that are measurable, can be achieved within a reasonable timeframe, and are
realistic.
What is the process of moving to a zero-waste environment?
 A zero-waste environment can be highly beneficial to a company, but the pathway is a
significant process. Businesses must take into account the size of their project, cost, the
realistic potential of product and sales, and have strong answers to the following questions:
o Where will the product be sold and for how much?
o What is the target market size and related opportunity (today and in the future)?
o Who and where is the competition for this product?
o Does the product need to meet certain regulations and standards?
o Do you have a strategic marketing plan for your new product?
What considerations should companies be aware of?
 The size of the project matters. Within reason, the larger the project size, the greater the
likelihood of economic viability. Smaller projects tend to have a more difficult time creating
economic viability when smaller amounts of feedstock are used.
 Cost is important as usually the only “free” feedstock is the material you already have.
Feedstock that you are thinking about sourcing will often quickly increase in price as
potential suppliers realize they can affix a price. Companies should also take into
consideration the cost of transporting the raw materials to their production facilities.
 Be realistic about potential future products and savings and understand the true motivation
for producing the product to ensure it is a smart business decision.
 Always be skeptical of technology that promises the world and always ask to see proof of
the technology working successfully for an extended period of time before purchasing it.

P a g e | 18
How has Vitalus been successful at putting zero waste into action?
 Vitalus is a dairy processing company located in Abbostford, B.C. The company has been
around for 55 years, they are a leading manufacturer of specialized dairy ingredients, and
they export protein products globally.
 Traditional dairy processing results in a lactose and mineral by-product that accounts for
50% of solid material that is treated as wasted. Vitalus invested more than 10,000 hours of
staff time into research and development over a four year period, attempting to identify
different opportunities that could unlock the value from the permeate and minerals. They
explored different product potentials that could transform the by-product from an energy
source into something with higher value, and eventually investigated lactic acid, lactobionic
acid, purified lactose, tagatose and Galacto-oligosacharides (GOS).
 The team concluded that Galacto-oligosacharides (GOS) would bridge the gap between
technological possibility and commercialization. GOS are considered prebiotics and have
multiple health benefits. Today there are a handful of GOS manufacturers around the globe;
over the past two years, Vitalus has developed the process and design for the first GOS
plant in North America and will be ready to commercialize their product (VITAGOS) by
October 2017.
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Session 4: E-Commerce
About the Session
This session helped peel away the
complexity around the new opportunity that
e-commerce presents. Speakers presented
information on the potential for
e-commerce domestically and
internationally, shared their insight into
what B.C. companies need to consider when
expanding online, and discussed some of the
models that can be used to achieve success.
Speakers
Suthamie Poologasingham
Director, U.S. Marketing & Research, JC Williams
Peter van Stolk
CEO, Spud.ca
Themes Emerging from Session Presentations:
What is the current state of online grocery retailing in Canada?
 E-commerce in the food/grocery industry is very much in the early stages in Canada. Online
food/grocery purchases represent only four per cent of retail products bought online by
Canadians, falling well behind the entertainment, electronics and clothing categories. In
Canada, across all sectors, the value of e-commerce sales is estimated at approximately $30
billion, which is eight to ten per cent of all retail sales. In comparison, the U.S. e-commerce
market is valued at $350 billion and the China e-commerce market is valued at $500 billion.
 Other product categories, including apparel and home furnishings, have experienced
explosive online growth once e-commerce companies solved the logistics of online ordering
and delivery. It is expected that consumers will increasingly be shopping online for food and
beverage products as grocery retailers continue to expand their e-commerce presence and
overcome some of the logistics challenges involved.


What is the online grocery potential?
Online grocery might still be in the early days of adoption in Canada, but food is the fastest
growing category in e-commerce. By 2019, the online grocery market in Canada is expected
to reach $3.6 billion in sales, driven largely by tech savvy consumers who are shopping on
their mobile devices.
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Globally, fresh online grocery adoption is expected to rise from 21 to 34 per cent in 2016.
One international study looked at consumers who have bought groceries online in the last
three months, and compared this across countries. China led the way with 90 per cent of
respondents indicating that they had recently bought groceries online, followed by the
United Kingdom at 60 per cent. The U.S. trailed behind China and the United Kingdom at
just 25 per cent, highlighting the significant potential for expanding e-commerce sales of
food and beverage products in North America. By 2019, the online grocery market in the
U.S. is expected to reach $100 billion in sales.

What are the key factors that influence a business’s e-commerce success?
 A number of factors can influence a business’s e-commerce success, whether it is
knowledge of e-commerce, cost of goods, marketing expertise and branding, technology,
operations and fulfillment, customer care, trade barriers, customer acceptance, product
type (packaged, fresh, frozen), or product margins.
 As the world changes and competitors evolve, e-commerce moves towards being more of a
basket business. Those who are currently successful at doing e-commerce are primarily
logistics platform providers. Online grocery is a logistics business that is enabled by
technology. Every successful e-commerce retailer outsources logistics to achieve delivery
efficiencies in order to focus on the customer experience.
What are the common grocery retail e-commerce models and their challenges?
 Click & Collect: In the click and collect model, customers shop online and the grocery store
prepares the items for pickup by the consumer at the store. Several retailers have
implemented this model, including Loblaws, Walmart, and Save-on-Foods. Some of the
challenges associated with this model include: the additional costs of an online system and
labour associated with packaging items; a lack of quality in online infrastructure that results
in a reduction of user experience; space requirements within traditional brick and mortar
stores; and customers still needing to make a trip to the store to pick up their products.
 Third-Party Shopper Model: For the third-party shopper model, businesses operate on an
InstaCart or Uber-type practice where contractors pick up the food for the customer. Key
challenges associated with this type of model include intense competition due to low entry
barriers and a third-party customer transaction that includes fees and service charges for
the service provided.
 Pure Play Online Model: The pure play online model removes the need for a brick and
mortar store, providing the services of selecting, packaging and shipping orders directly to
customers from a warehouse location. Examples of companies that use this model include
Amazon Fresh, Ocado and Fresh Direct. Some of the challenges associated with this model
include: the requirement for a highly dense market population to be profitable; the inability
for customers to touch or see products prior to making a purchase; and, the need for the ecommerce company to undertake significant capital investments to develop the logistical
infrastructure required to provide same-day delivery.
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How does Spud.ca leverage e-commerce?
 Spud.ca is a hybrid model. They have a pure-play model with store-based strategies, where
they can pack a $100 grocery order in 4 minutes.
 Spud.ca runs on a “no subscriptions, no contracts, no commitments” model and provides a
100 per cent satisfaction guarantee. The focus of their business is to seek to understand the
consumer, and offer products that are in demand such as organic and local produce and
healthy groceries with free delivery. All items are subjected to strict standards before they
end up on shelves.
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Session 5: Institutional Procurement
About the Session
Buying and selling is an expression of
values. Organizational purchasing sends
a clear message and the University of
British Columbia (UBC) uses its
purchasing power to create change and
promote sustainability. In this session,
UBC representatives provided insight
into the benefits, challenges and
opportunities related to sourcing local
products by a public-sector institution.
Speakers
Lisa Powell
Centre for Sustainable Food Systems at UBC Farm
Victoria Wakefield
Director Procurement, UBC
Themes Emerging from Session Presentations:
What is institutional procurement and what are the benefits?
 Schools, seniors care facilities, government cafeterias, and other public institutions source a
significant amount of products and services, including food and beverages. While there are
many factors that go into determining which products to purchase, including quality, safety,
cost and availability, public sector institutions are increasingly adapting their procurement
policies to support more local purchases.
 In addition to supporting the growth and success of local producers and processors, and
strengthening food supply security, local food procurement also has the ability to support
healthy eating (improving nutrition, wellness and health), community engagement (creating
the linkages and relationships between consumers and the people who work in their food
systems) and food literacy (increasing people’s understanding of and engagement with the
food system).
What are some of the challenges facing institutional procurement initiatives in B.C.?
 Consistency of Supply: The seasonality of primary food commodities produced in B.C.
creates a challenge for institutions looking to offer locally-sourced products on a consistent
basis.
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Certifications and Food Safety: Institutions in B.C. sometimes face challenges sourcing local
foods as many small B.C. farmers and companies are unable to meet certifications and food
safety regulations that are required.
Availability from Distributors: Institutional purchasers often find that the long-term nature
of the contracts they have with distributors influence the degree to which local foods can be
sourced. Distributors typically seek out suppliers that are able to consistently deliver safe,
high-quality products on a larger scale, which can create challenges for local suppliers that
are unable to meet the standards they require.

How has UBC been able to support B.C.’s agrifood and seafood industry through their
institutional procurement policies?
 UBC’s practices help reduce waste and create large savings by purchasing items in bulk
without the need for packing material. UBC is Canada’s first Fair Trade certified campus,
sourcing cage-free, free-range protein; hormone-free, antibiotic-free products; 100 percent
Ocean Wise seafood; and, Halal-certified fresh poultry. UBC is responsible for an estimated
$130 billion in annual spending conducted by professional procurement officers, which
includes all of the products and services – including food and beverages – needed to
support the 51,000 students who are enrolled in the school.
 Institutional procurement practices can provide a range of key benefits to their
communities. For example, UBC is proud that almost two-thirds of its total food
expenditure is on locally-raised or grown organic products, or food processed within 150
miles of its campus.
 Approximately 15,000 staff and students eat on campus each day, and UBC has nine chefs
who constantly advocate and push for more high-quality produce sourced locally. They are
internal champions who understand local food and nutrition and its value in society.
 The UBC Farm is a 24-ha teaching and learning space, and integrated production farm. The
farm is situated within a 90-year old coastal hemlock forest that comprises a mosaic of
cultivated annual crop fields, perennial hedgerows and orchards, pasture, teaching gardens,
and forest stands. The UBC Farm is certified organic, and grows over 200 varieties of fruits,
vegetables and herbs. The farm also features honey beehives and egg-laying, open-pasture
hens. While it does produce some goods for the university, UBC Farm’s primary role is to be
a research centre.
 When discussing food procurement contracts, the question is often asked about how much
is being spent on local food. However, in UBC’s instance, there was no clear definition of
local so it couldn’t be accurately measured. A US sustainable report card defined local as
“raised or grown or processed or produced within 150 miles of where you reside.” UBC
adopted and shared this definition with suppliers so they could measure what was being
sourced and whether it fit into those categories.
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Session 6: New Sector Development
About the Session
The number of craft
brewers has more than
doubled in B.C. over the
last 10 years with a
continued increase in
product diversification. The
craft brewers are served by
an equally vibrant hops
production sector,
reestablishing B.C. as a
leader in hops growing and
production. There is a lot to
learn from those on the growth curve.
Speakers
Dwayne Stewart
Manager – BC Hop Company
Ken Beattie
Executive Director – BC Craft Brewers Guild
Themes Emerging from Session Presentations:
What is the history and the current state of B.C.’s hops sector?
 At its peak in the 1940’s the Fraser Valley represented the largest hop-growing region in the
British Empire. Over the following decades, B.C.’s hops production declined as global
competition increased and supply began exceeding demand.
 B.C.’s craft brewery sector is now driving a resurgence of hops production in B.C. In 2014,
the total market size for hops in B.C. was estimated somewhere between 450 to 500 acres
under full production.
 While local hops production plays a significant role in supporting the growth of B.C.’s craft
beer sector, B.C.’s hops supply is still very small in relation to total global production.
What does B.C.’s craft beer sector look like today?
 There are currently over 125 independently owned and operated B.C. craft breweries/
brewpubs in over 60 communities across the province, with another 28 scheduled to open
in 2016. B.C.’s craft beer sector currently employs approximately 4,500 employees directly.
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British Columbians bought $205 million worth of craft beer in 2014, compared to $110
million in 2010. B.C.’s craft beer sales in 2016 are estimated to reach $225 million.
While conventional beer brands have been experiencing declining sales of -3.3 per cent
annually, craft beer sales have been benefitting from a compound annual growth rate of 17
per cent annually since 2010.

What is contributing to the growth of B.C.’s craft beer sector?
 Three elements are contributing to the growth of the sector:
o The worldwide movement to “buy local” by supporting local producers and artisans,
which includes craft beers.
o In February 2013, the B.C. Government announced changes to the liquor policy
allowing brewers and distillers to apply for endorsement areas at their
manufacturing site where patrons may consume liquor manufactured under the
license.
o In August 2014, the B.C. Government announced a gradual mark-up system for
breweries. The new graduated mark-up system will enable breweries to expand at
their own pace and encourage growth by smoothing out the mark-up rate increases.
How will these recent B.C. policy changes benefit the industry?
 The recent policy changes will further stimulate the growth of B.C.’s craft beer sector as
they:
o Support economic growth of B.C. craft breweries through increased visibility in retail
markets, government relations, communities and the media.
o Create jobs throughout B.C. by encouraging investment for independently-owned
and operated B.C. craft brewers through wholesale markup and tax relief to remove
barriers to growth and strategic relationship building.
o Support increased craft beer related tourism to benefit communities throughout
B.C. by developing a beer tourism industry modeled after the B.C. wine industry.
What role does the B.C. Craft Brewers Guild play in supporting sector growth?
 The B.C. Craft Brewers Guild plays a key role in managing the growth of the sector. With 90
members, the Guild is a collective voice that works with local and provincial governments
to support the sector across the province. The Guild supports the use of B.C. ingredients
and sustainable brewing and business practices, holds seminars and supports local festivals
and community events.
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What are some of the emerging opportunities for the hops and craft beer sectors in B.C.?
 There is a huge opportunity to increase B.C.’s hops processing capacity. Currently, B.C.’s
hops processing capacity reaches a maximum efficiency at 200 acres through the
harvesting season. The current processing capacity in B.C. doesn’t meet the current
demand, which obliges the sector to export hops to Oregon for processing. When growing
hops, the processing time and access to processing are critical so the grower must capture
the essential oil when harvesting and be able to process the product quickly
to retain the essence. As a result, growers need access to local
processing facilities in order to maximize product quality.
 As B.C.’s craft beer sector continues to innovate by integrating local agriculture ingredients
into its brews – whether it is pumpkins, raspberries or herbs – B.C. farmers have an
opportunity to supply breweries with a range of crops grown across the province.
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Session 7: Financing for New Entrants Session
About the Session
Starting a new farm or agrifood enterprise requires capital. For most
new ventures, outside financing from investors or financial
institutions will be required. Despite historically low interest rates,
raising capital remains one of the biggest hurdles for new entrants.
The key to accessing capital is business and marketing planning.
Solid, well-crafted business and marketing plans that demonstrate a
vision and how the enterprise will provide a return on investment
increase the success of securing capital needed to launch the new
entrant’s enterprise.
Speakers
Chris Henderson CPA, CA
Rossworn Henderson LLP
Matt Thurston
Senior Relationship Manager – Agribusiness and Agri-Food Division, Farm Credit Canada
Themes Emerging from Session Presentations:
How does a business plan help with financing?
 A business plan helps defines a company’s current state of affairs and identifies the desired
path forward. The strategic planning elements of the business plan provide financial
institutions with the ability to review and assess the financial position of a company.
What a business plan should contain?
 Any business plan should contain a company’s mission and vision, be short and concise, and
allow the company to stay on the desired path.
 It’s important that the document contain goals that are measurable and realistic. A
company should look at what needs to be done in a specific time frame and then measure
performance by asking hard questions.
 The business plan should include a definitive SWOT analysis and form a perspective of the
internal and external parameters which will eventually make up the pillars of the company’s
strengths and weaknesses.
 The greatest limitation with a business plan is that it is difficult to know if it will work until it
is implemented. It is recommended that companies include a monthly cash flow plan to
help track the progress of the business plan over time.
 The business plan should identify how products will be sold and the demand for these
products. The best way to determine this is through talking with customers to get an
understanding of their needs.
 A business plan should not be a generic written document, but rather be tailor-made to fit
the specific nature of each company.
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Where can I get help writing a business plan?
 There are many business professionals available for hire to produce business plans for a
company; however, it’s important to understand that while they may have significant
experience with financial elements, they may not always have an industry expert available
specific to the agrifood and seafood sector. Choose services accordingly.
 The Ministry of Agriculture’s B.C. Farm Business Advisory Services Program can provide
assistance to help B.C.’s agrifood and seafood companies develop a business plan.
How will financial institutions evaluate a company seeking financing?
 Lenders will typically look at five criteria when evaluating a company: character, collateral,
conditions, capacity and capital.
o Character is a subjective measure of whether or not a financer feels that a borrower
is sufficiently trustworthy enough to repay the loan. To assesses, a lender often
investigates the borrower’s payment history and credit scores from a credit bureau.
o Collateral is a form of financial security for the lender, and is often required by
lenders as a type of insurance in case a borrower is unable to repay the loan. In the
case of a default on payment, a lender takes possession of all items listed within the
loan agreement. In some cases, the lender may ask for a third party to guarantee the
loan, when the money being requested is greater than the borrower’s ability to put
up collateral.
o Conditions refer to what the money will be used for and how different factors will
affect the ability of the company to pay back the loan. Some common intended
purposes include working capital, additional equipment or new offices. Lenders are
often looking for answers to some of the following questions: What stage of the
business cycle is the company at? Why does the company want to be in the
business? What are the factors at play in the external environment? Is this an
established industry?
o Capacity refers to the ability of the borrower to meet the loan payments. Lenders
will often consider the cash flow from the business, the timing of repayment, and
the probability of successful repayment of the loan. Lenders will also consider
payment history as an indicator of future payment potential, and whether the
business has contingencies in case it faces unforeseen circumstances.
o Capital refers to the money invested in the business and is an indicator of how much
is at risk should the business fail. Lenders will generally consider the company's
debt-to-equity ratio to understand how much money the lender is being asked to
lend (debt) in relation to how much the owners have invested (equity). A high debtto-equity ratio also indicates that the company already has a high level of loans and
could be a higher financial risk.
 Financing opportunities for immigrant individuals are identical to citizens and residents.
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What can Farm Credit Canada help businesses with?


Farm Credit Canada can take on the risks associated with being a guarantor to reduce the
risks associated with lending that face financial institutions such as banks. For more
information on Farm Credit Canada, please visit: https://www.fcc-fac.ca
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Session 8: Climate Change
About the Session
The practice and science of climate mitigation
and adaptation was the focus of this session,
with an emphasis on working together to
develop strategies and approaches to address
climate change.
Climate change is a key driver for the
agricultural sector, and successful adaptation
will be essential for the agrifood sector to
continue to grow and be an important
contributor to the B.C. economy. For B.C.
producers, climate change creates challenges
and opportunities.
Climate change will result in increased management complexity, business costs, and
uncertainty due to impacts such as drought, excess moisture, flood risk, and new pests and
diseases. There will also be an increase in growing days and opportunities for new crops.
Successful adaptation will require the industry to manage the risks and take advantage of the
opportunities. The B.C. Agriculture and Food Climate Action Initiative is one example of
support available for innovative practices on B.C. farms and ranches to address adaptation
strategies in key agricultural areas. The regional adaption strategies developed to date are
acknowledged as the most advanced in Canada.
Speakers
Emily MacNair
The BC Agriculture & Food Climate Action Initiative
Sean Smukler
Assistant Professor, Applied Biology and Soil Science, UBC
Denise Neilsen
Research Scientist, Agriculture and Agri-food Canada
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Themes Emerging from Session Presentations:
What is the B.C. Agriculture and Food Climate Action Initiative?
 The B.C. Agriculture and Food Climate Action Initiative – which was established in 2008 –
serves as a foundation for current programs across the province by developing tools and
resources to enhance the ability of the BC agriculture sector to adapt to climate change.
Between 2008 and 2012 the Initiative developed and delivered a number projects related to
climate change mitigation and adaptation. The BC Agriculture Climate Change Action Plan
was released in 2010, followed by the Adaptation Risk & Opportunity Assessment Series –
six reports summarizing climate impacts for key commodities across five BC regions.
 Since 2013, the Initiative has been providing strategic guidance and program management
for B.C. agriculture’s climate change adaptation programming.
What types of climate change are being seen?
 Climate variability (the way climate fluctuates yearly above or below a long-term average
value) is different from climate change (long-term continuous to average weather
conditions or the range of weather). Looking at long-term trends and shifts in the systems,
there has been an upward trend in temperature.
 Overall, there has also been an upward shift in precipitation. It is expected that more
precipitation will come in big events, and most of the increase will occur during winter,
spring and fall.
 There are also more extremes being seen – there are frequent ‘extremely hot days’, and
drier summer seasons, which result in increased demand for water.
 There has been an increase in wildfires, drought, and flooding, making it difficult for
producers managing these conditions. Seasonal windows are also becoming less consistent.
 Practices and infrastructure must be adapted to account for longer, hotter, drier summers.
This includes maintaining and enhancing water storage and supply, drought planning and
management with a focus on communications related to specific farmer’s water situation,
farm water management, planning and knowledge transfer support.
 Drought concerns also raise issues around food supply security. Changing pest populations,
including insects, diseases, and invasive species distribution, require equal reactions and
responses from the agriculture and seafood sectors. Depending on mountain snow pack,
water supply can be highly variable and less reliable.
How is climate change being addressed?
 A regional adaptation enhancement program is now in place, covering a broad cross-section
of issues where industry works collaboratively with local government and other partners.
 A series of workshops hosted by the BC Agriculture & Food Climate Action Initiative is also
underway, with 21 completed and 13 in progress. There are a number of others that are
currently under development. The goal of these workshops is to facilitate
collaborative planning with regards to how to address the challenges from
climate change and to learn adaptation strategies.
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Several monitoring and management tools for changing pest populations are available. The
main focus is to enhance landscape based monitoring, linking to weather, and
understanding how pest populations are related to climate.
Research is underway to look at mitigating impacts associated with extreme events that
affect the agrifood and seafood sector. This includes economic analysis and production
impact studies for what these events mean for the province.
The Farm Adaptation Innovator Program promotes collaboration between researchers and
the industry and seeks to build adaptive capacity and encourage the adoption of effective
farm practices to help mitigate impacts related to climate change.
While water demand is of interest, the impact of climate change on agriculture cannot be
completely understood without looking at water supply. Efforts are currently underway to
model changes in water and land use within the Agricultural Land Reserve using models that
are driven by special climate data. With climate change, accurate information is key and
there is a need for recording regional weather conditions.
Some adaptive management techniques that are being used include: shifting operations,
adopting agro-ecological approaches, conservation tillage, getting carbon into the soil, and
working to better understand the impact of using grasslands to rebuild soil quality and
habitat.
Nutrient application advisories are essential to improving efficiency and it’s important that
farmers understand the costs and benefits of these adaptation strategies to make more
informed decisions.
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Session 9: Commercial Buyers Panel
About the Session
The Commercial Buyers Panel session provided
insight into how companies can get B.C. products
to market through some of B.C.’s biggest retailers
and distributors. Representatives from Loblaw,
Sobeys and Sysco answered questions during the
session to provide key insight into what they are
looking for from B.C. companies.
Speakers
Robert Cunningham
Regional Business Development Manager, Healthcare, Sysco Western Canada
Jeff Nadon
Local Developer, Sobey’s
Carlos Machado
Vendor Development Manager for Western Canada, Loblaw Companies Ltd.
Themes Emerging from Session Presentations:
What are commercial buyers looking for from their B.C. agrifood and seafood suppliers?
 Commercial buyers are looking for new and/or innovative products that can be
differentiated from other products currently available in the market.
 Commercial buyers seek out local suppliers that can consistently produce safe, high-quality
products. Food safety is one of the most important criteria commercial buyers use when
evaluating potential partners. With food safety being a major concern, many commercial
buyers manage a database specific to the products they sell to help identify and address
concerns as they arise.
 The Commercial buyers stressed the importance of suppliers having an appropriate form of
food safety assurance, liability assurance, Good Agricultural Practices (GAP) certification,
ingredient labeling, nutrition panel, Universal Product Codes (UPC) on all packaged
products, and distributor or delivery capability.
 B.C. agrifood and seafood companies looking to work with commercial buyers should do
their homework before meeting with them, understand how to pitch to them, what types of
products the buyer is looking for and the level of quality buyers might be interested in.
 The B.C. Ministry of Agriculture provides an array of how-to guides and other resources to
help B.C. agrifood and seafood companies understand how to prepare for meetings with
commercial buyers. For more information, please contact foodsbc@gov.bc.ca.
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How do commercial buyers typically promote local B.C. agrifood and seafood products?
 Commercial buyers in B.C. often highlight and showcase local products by placing them in
highly visible areas. Many often provide increased marketing promotions for local products
through flyers, bios of local companies and inviting local companies into their stores to talk
with customers.
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Session 10: The Science of Food
About the Session
A sustainable food sector combines the
best of scientific research with the best
of practice. Increasingly, genomics is
playing an important role. The session
looked at several genomics-based
research projects to discuss how
scientific supports and breakthroughs
can benefit current producers. Genomics
has the potential to enable B.C.
producers to increase production, cut
costs, reduce losses, increase efficiency,
and improve sustainability while
providing greater food supply security.
Genomics is the science to decipher and understand the genetic information of an organism to
find solutions to complex biological challenges in the agrifood sector. Genomics is not to be
confused with Genetically Modified Organisms (GMOs). This branch of science holds a
significant potential to ensure the sustainability and resilience of the agrifood and seafood
sectors, ensuring our food supply security. The science of growing healthy, nutritious and safe
food continues to advance and genomics is certainly a growing part of that practice with regard
to climate adaptation, improving human and animal health, increasing global food security and
strengthening competitiveness. More than $86.3 million has been invested in genomics crop
research at Agriculture and Agrifood Canada labs since 1999. Research has been focused in
areas of disease reduction, increasing genomic application to wheat production, pest
management, wine varietals and yeasts, among other topics.
Speakers
Catalina Lopez-Correa
VP Sector Development & Chief Scientific Officer – Genome British Columbia
Leonard Foster
Director, Centre for High-Throughput Biology Department of Biochemistry & Molecular Biology,
University of British Columbia (UBC)
Chelsea Himsworth
Veterinary Pathologist, B.C. Ministry of Agriculture
Trish Schulte
Professor of Zoology, UBC
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Themes Emerging from Session Presentations:
What is the role of Genome BC?
 Genome British Columbia was formed in July 2000 and is a non-profit research organization
with a goal to advance genomics in different sectors. Working in close collaboration with
Genome Canada, Genome BC invests in and manages genomics and proteomics research
projects and enabling technologies.
What is genomics and what is the role and importance of genomics in food production?
 Genomics is a branch of molecular biology that focuses on the structure, function, evolution
and mapping of genomes. In the agrifood and seafood sector, genomics is being used to
address sustainability, productivity, animal health, climate changes and other
environmental challenges. Through the use of genomics, there are thousands of organisms
that have been sequenced from a rice genome to a sunflower genome.
 The genomics applications in the agrifood and seafood industry are trying to address
sustainability, productivity, animal health, climate change and other environmental
challenges.
What are some specific examples of application of genomics in the agrifood sector?
 In plant and animal health, genomics can help prevent the establishment and spread of
pests and pathogens via surveillance detection networks; assist in breeding new traits in
crops; test new crops for efficient water and nutrient use; or understand the plant/soil
interaction.
 In the livestock sector, genomics assists in breeding new traits in livestock for improved
feed efficiency, or breeding and testing new animal feeds with specific health or
environmental attributes to increase product quality.
 Genomics is also a great traceability tool when trying to differentiate between closely
related cultivars. By looking at the sequence, it can help address intellectual property
disputes and enforce plant breeders’ rights. It can ultimately protect revenue streams for
further research and development.
How are genomics strengthening the food supply security of B.C. and supporting the seafood
industry?
 Genome BC is currently working towards supporting the sustainability of B.C.’s salmon
farming industry. B.C. coastal waters experience low oxygen during some periods of the
year which creates an algal bloom off the coast. The algae take oxygen out of the water
which can be deadly for net-pen salmon, as most fish cannot tolerate low oxygen. Genome
BC is able to identify and isolate specific naturally occurring genetic variants that cause
increased ability to tolerate low oxygen which can then be used in traditional breeding to
improve strains of fish. Genome BC works towards ensuring that the other traits of these
fish are not impacted and that they can get to market size efficiently.
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Traceability is very important for the seafood industry and is a challenge Genome BC is
trying to address. Genome BC is working on implementing and integrating a
genomic-level traceability data bank within the supply chain.

How can genomic technology can be an effective tool to detect the avian influenza virus?
 Avian influenza is a viral disease present in wild waterfowl birds that can cause significant
illness and death in domestic poultry while the wild birds remain unaffected. Avian
influenza can have a significant impact on economies and food security.
 In 2014 and 2015, North America experienced an avian influenza pandemic in poultry which
resulted in increased food costs and food supply shortages. It is estimated that that the
avian influenza outbreak cost the U.S. economy alone $3.3 billion dollars. In the Fraser
Valley, there were a total of 13 farms affected and approximately 250,000 birds died or
were destroyed.
 Genomic technology is being used to support our food security by monitoring the risk of
avian influenza. Outbreaks may be preventable if the presence of the virus in waterfowl is
detected early.
 During the 2014-15 outbreak the B.C. Ministry of Agriculture began sampling wetland
sediments (for example, material that settles to the bottom of a pond) to determine
whether analyzing the samples using molecular and genomics technology would detect the
presence and characteristics of avian influenza in wild waterfowl.
 A total of 300 samples from the wetlands were sent for testing through a genomics
platform. Overall, the results from the targeted re-sequencing analysis detected avian
influenza in 30.4 per cent of the samples. This number is remarkable considering that the
current detection rate in the Canadian National Surveillance Program is approximately one
per cent.
How is genomics helping the growth of B.C.’s bee population?
 The Laboratories and Department of Biochemistry and Molecular Biology of UBC have led a
large scale research project to study and investigate the hygienic behaviour in bees. Honey
bee colony losses jumped up dramatically in 2006-07 and the study found that losses were
mostly due to infectious diseases – parasitic mite and fungal pathogen were the biggest
cause. To address the losses, beekeepers are currently using chemicals to fight diseases.
 The research tried to help beekeepers by looking at how genomics could help address the
problem of losses without the use of chemicals.
 Through genomics the research identifies and isolates hygienic behaviour traits that can
then be selectively bred in bees. The bees that with the identified genomic markers had an
80 per cent survival rate, which was better than the survival rate of bees treated chemically.

P a g e | 38

Session 11: Succession Planning
About the Session
Transfer of operations, labour supply,
education, and market shifts are all
factors that help determine future jobs
and opportunities. This session covered
practical ways to attract the right people
to support success, including
successfully navigating the complexities
of bringing in new people with new skill
sets to maintain industry strength.
Speakers
Marilyn Hutchinson
Director HR, Sustainability & Growth, Grieg Seafood
Rishi Sharma
B.C. Ministry of Jobs, Tourism and Skills Training
Steve Hughes
CEO, St. Jean’s Cannery
Themes Emerging from Session Presentations:
What does the job market look like for the B.C. agrifood and seafood sector?
 From a succession planning standpoint, the most important issue facing B.C.’s agrifood and
seafood sector is the aging population of workers. It is estimated that the sector will need
nearly 3,000 new employees at the management level in the industry over the next 10
years, with almost all being required due to retirements.
 With nearly nine million views per year, WorkBC.ca is a good resource for employers trying
to find the 150,000 individuals looking for work in B.C. B.C. agrifood and seafood companies
looking for new employees should look to the Agriculture WorkBC Industry Outlook Profiles
on WorkBC, and also post any available jobs at http://www.workbc.ca
What are some challenges around succession planning for agrifood and seafood companies?
 Many agrifood and seafood companies hire seasonal employees to work during certain
periods of any given year. This seasonality of work makes it difficult to find new employees
that understand the career opportunities within companies due to seasonal layoffs. In
addition, the seasonality of the work often results in new hires that are not broadly
experienced in the work relevant to the industry.
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Employee compensation can be a challenge for attracting new employees due to other
relatively higher paying industries, such as oil and gas. In addition, a large number of
employees with significant experience are close to retiring. The sector needs to create
succession plans that will allow companies to continue normal operations despite the
challenges.

How can companies encourage a committed workforce?
 A company’s employees are its best ambassadors. If a company can create happy engaged
employees, other individuals are more inclined to want to work there.
 Some companies provide an incentive to current employees for recruiting new staff, while
others lean heavily their own network within the industry to identify new employees who
may be a good fit.
 HR managers should consider going outside of their industry to look for talent. Attracting
people from other industries brings new skills and perspective that can ultimately add
value.
How can a company plan for future succession/management?
 The level of training and knowledge required to work in the industry is growing constantly,
due to changes in regulation and automation. To ensure that change can be effectively
managed, companies should proactively contribute to project management and
professional development training for employees.
 Some companies choose to have all employees take a leadership and management course,
which helps build internal capacity to take over new roles as others retire or move on and
enables employees to see career growth possibilities within the company.
How has Grieg Seafood been successful with their succession planning initiatives?
 Grieg Seafood is an international seafood company with fish farms in Norway, British
Columbia and Shetland, and an annual production of 80,000 tonnes of salmon and trout.
 Grieg Seafood recruits through partnerships, co-op placements, career and job fairs, and
through personal referrals. Their culture is about making employees glad about where they
are living (small rural communities) and glad about working for the company that they work
for. They want new employees to think about moving up within the company, starting from
technical entry-level positions and eventually moving into management roles.
How has St. Jean’s Cannery been successful with their succession planning initiatives?
 St. Jean’s is a medium-sized seafood company, with seven retail outlets including several
seasonal kiosks. They are also a brand owner, a processor and a co-packer. They have many
private label companies as clients, both domestically and internationally.
 St. Jean’s success in this area comes from a multi-faceted approach that ensures they:
o are continually open to change and are monitoring the environment to understand
where hires are coming from so they can adapt accordingly to reach them;
o think about roles differently, and recognize that as the market evolves they may not
have staff with the same level of specialty experience so will need to find ways to
work with what they have;
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o are strategic around performance reviews to ensure they take the opportunity to
look at what the employee’s path forward looks like, what the company’s path
forward looks like, and what skills the employee has that can be utilized in the future
within the company;
o go outside the industry to bring new skills and perspectives that can ultimately add
value, even when employees may not bring previous experience in the seafood
industry;
o are an employer of choice who protects their core workers and actively increases
wages over time to remain attractive (while recognizing the economic constraints of
the industry); and,
o build a strong work culture where employees want to stay in the company and grow.
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Session 12: Urban Agriculture
About the Session
Urban populations and demand for food is surging, growing
conditions are becoming increasingly variable, and urban
agriculture is expanding. This session provided perspectives on
urban growth, agrifood production and the future of “hungry
cities”.
The population of B.C. continues on a trend of urbanization, with
two relatively small areas of B.C. (the Okanagan Valley and the
southwest portion of B.C.) home to over 80 per cent of the
population and the same percentage of the province’s annual gross
farm receipts. People and agriculture are concentrated in the same
areas of the province.
As with a great number of agrifood and seafood topics this session
considers diversity a priority. Diversity with regard to land types, products, population growth,
location and competition for resources, all factor in framing agriculture on the urban edge.
Speakers
Brent Mansfield
Director, B.C. Food Systems Network
Theresa Duynstee
Regional Planner, Metro Vancouver
Themes Emerging from Session Presentations:
What is Urban Agriculture?
 Urban agriculture is agriculture that takes place “in (within) and around” cities or urban
areas. There is no standard example of what urban agriculture looks like as it is often
diverse even within a municipality and it can take a range of forms including: community
farms, intensified commercial farms, institutional farms and community gardens. Any form
that it does take depends on a land use perspective and the economic activity produced.
 Urban Agriculture is not a comprehensive method to solve food insecurity or to compensate
for the loss of agricultural land; however, it can add to the diversity of the sector. To
support strong food supply security, all lands need to be producing – it’s not an either or
option for urban and rural lands.
What are the benefits of Urban Agriculture?
 Urban agriculture often creates benefits in three categories: production (fresh produce and
local food products), education (public understanding about agriculture and training
opportunities for new farmers) and green space (enhances social interactions in
communities and provides urban green spaces).
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800 million people in the world grow vegetables, fruit or raise animals in cities, producing
15 to 20 per cent of the world’s food.
The North American Urban Agriculture Committee estimates that food grown in cities
contributes up to five per cent of urban food consumption.

What are some urban agriculture challenges when planning for food supply security?
 Agricultural operations in and around urban areas often suffer from the high cost of land.
This cost often limits the ability of new farmers to start businesses.
 Urban agricultural businesses also often have challenges getting the food they produce sold
within their local markets.
 Urban pressure in the form of loss of land is an important public concern/issue. The
Agricultural Land Reserve does help to some degree, but there needs to be a dialogue with
the urban population to help them understand the value of protecting land.
What are some of the policies and actions needed to feed hungry cities?
 There needs to be a focus on translating the demand for local food and being able to turn
that into a business that is profitable and robust.
 Increasing local food production relies on access to land. Policies should be enabled to make
it easier for farmers to obtain the land required to grow crops and protecting farm land is
important. With that said, protecting land does not always make it accessible for farming.
 Policy and programs need to be created to support the many different ways communities
grow food. Local governments can create zoning that enables agriculture in parks for
incubator farms.
 There needs to be a continued creation and strengthening of farmland and foodland trusts.
 Public education about the importance of local food production should increase and
actively engage people in the process.
What are some of the innovative agricultural businesses that can be found around cities?
 Fresh Roots Urban Farm, located in Vancouver, is a social enterprise focusing on
educational farms on school grounds.
 Sole Food Farms, located in Vancouver, is now B.C. largest social/educational farm providing
jobs and training opportunities.
 Green City Acres, located in Kelowna, rents out urban residential plots of less than an acre
to produce products.
 Farmer Koo, located in Surrey, grows food for cultural markets.
 Glen Valley Cooperative Farm, located in Langley, is a new initiative involving shared
ownership.
 Haliburton Community Organic Farm, located in Saanich, is an incubator farm and
community education facility.
 Rabbit River Farms, located in Richmond, is a socially-responsible farm offering free range
eggs.
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Tod Creek Craft Cider Orchard, located in Victoria, is a farm-based cidery operated by the
BC Farm Craft Cider Association.
Sunny Bay Greenhouses, located in Delta, showcases water conservation efforts.
Donia Farms, located in Surrey, is a third generation family farm offering grass-fed milk.
Brooklyn Grange, located in New York, it is a rooftop farm which produces $50,000
annually.
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Session 13: Traceability and Food Safety
About the Session
The purchasing public expects
unimpeded access to good information
on the health and quality of food. It’s in
everyone’s interest to ensure the right
system is in place to safeguard food
supply throughout the supply chain.
The B.C. agrifood and seafood sector
has a first-class reputation around the
world for providing safe, high-quality
products. The sector has recognized
traceability and food safety standards
and best practices not only to increase consumer confidence, but also to increase
competitiveness locally and globally, maintain and access new markets, and meet regulatory
requirements. Through Growing Forward 2, the Governments of B.C. and Canada are investing
$20 million in funding to support the industry to achieve their traceability and food safety
objectives.
Speakers
Lorraine McIntyre
B.C. Centre for Disease Control
Jill Hobbs
Professor, Agricultural and Resource Economics, University of Saskatchewan
Themes Emerging from Session Presentations:
What is traceability?
 Traceability is a systematic ability to access information through a products entire life cycle
by means of recorded identification.
 Traceability is about tracing (looking back down the supply chain) and tracking (look forward
on the supply chain) and trying to identify the changes that may occur or might have
occurred to a product.
Why is traceability important?
 Traceability is important because the general public puts a strong emphasis on having food
products that are safe to eat. For the most part, the general public is satisfied with the
safety of food in Canada, until something is reported that things have gone wrong.
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There is a range of individual ingredients that go into a range of different food and beverage
products. Each ingredient has its own lifecycle that interacts with the final product. It’s
important that when an issue is identified in a final product, that all information about the
individual ingredients is also available so that identifying the problem can go smoother.
Traceability provides quality verification on where products come from and how they are
processed, protects consumers and limits any potential collateral damage.

What are some examples of traceability systems?
 The Canadian Cattle Identification Agency relies on three pillars of traceability: animal
identification, premises identification and movement. Using these three elements, the
agency seeks to have industry-wide traceability systems to streamline and enhance
traceability throughout the supply chain.
 The European Union passed a general food law in 2002 with many aspects regarding food
safety, including traceability. Part of the system include what’s called “one-up, one-down
traceability” – each entity along the supply chain needs to know where the product came
from and where it’s going to.
What certification is needed by companies?
 Companies need to become Hazard Analysis and Critical Control Points (HACCP) certified.
Where can a company find information on traceability?
 Global Food Traceability Centre – http://www.ift.org/gftc.aspx
 Seafood Traceability – https://seafoodtraceability.org/
 National Food Agriculture and Traceability – http://www.agr.gc.ca/eng/industry-marketsand-trade/traceability/
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Session 14: Export Readiness
About the Session
With B.C.’s growing array of products
and international reputation for high
food safety standards, food importers
from around the world are exploring
what the province has to offer. This
session provided guidance for
companies who are ready to take the
next step towards their export goals and
explained how they can leverage federal
and provincial government resources to
achieve success.
Speakers
Jeff Lang
Senior Marketing and Trade Officer, Agriculture and Agri-Food Canada
Michael Ansara
Account Manager, Export Development Canada
John Nishidate
General Manager, Grand Hale Marine Products
Themes Emerging from Session Presentations:
What is the role of Agriculture and Agri-Foods Canada (AAFC)?
 AAFC provides market access, market intelligence and market development support to the
agrifood and seafood sectors across Canada. AAFC can also help companies understand
trade agreements and what products are able to be exported to which countries.
 A typical client for AAFC is a company that is currently selling domestically and looking to
expand its operations to include exporting. Most of the market development programs
AAFC provides are designed for export-ready companies.
What is the role of Export Development Canada (EDC)?
 EDC works with financial institutions to lower the perceived risk of providing financial assets
to companies looking to export products. Most banks have a hard time understanding the
risks associated with foreign partnerships and exporting. Upon reviewing the company’s
financials and business plan, EDC provides a guarantor to the bank that the export plan
meets an acceptable level of risk. This means that the performance risk for the bank is
mitigated and the bank is likely to be more comfortable with financing working capital to
the export company.
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What does a company need to know to effectively export?
 The Canadian brand is strong internationally and there is a high interest for products
sourced from Canada due to the perception that they are safe and of high-quality.
Companies should leverage this brand on their packaging and marketing materials when
doing business internationally. AAFC can provide resources to assist in this regard.
 Product-specific or sector-specific associations are an important part of exporting as they
provide a means to help deal with problems before they come up.
 Market barriers and trade access issues are challenges that whole sectors face and require a
patient and concentrated effort to resolve. For example, in 2016 the Chinese government
closed the Chinese market to B.C. prawns as a result of concerns over an antioxidant glaze
that the prawns were coated in. With alternative chemical products unable to provide a
similar benefit, the BC Seafood Alliance and AAFC worked together to successfully resolve
the issue through consistent discussions with Chinese officials that demonstrated that the
chemical was safe for human consumption, was the standard in the industry and was
superior to alternative chemical products for food-safety reasons.
 Close connections and trust are an integral part of successfully exporting to other countries.
It is important that companies get to know the capabilities of their foreign partners.
Exporters should do their research on any potential partners and identify early whether
they know the regulations of the market of interest.
 Companies should establish an export plan that ensures a diversification of export markets
to reduce impacts caused by market access closures. By having a secondary export market
that is able to accept a product while issues are being resolved in other export markets,
companies are able to remain competitive and more successfully over time.
 A range of programs and services are provided by the federal and provincial governments to
support export-ready companies.
o To learn more about the programs and services offered by AAFC, please visit:
http://www.agr.gc.ca/eng/programs-and-services
o To learn more about the programs and services offered by EDC, please visit:
http://www.edc.ca/
o To learn more about the programs offered by the B.C. Ministry of Agriculture, please
visit: http://www.gov.bc.ca/agricultureprograms
How can Canadian Trade Commissioners and B.C. Trade & Investment Representatives help?
 Canadian Trade Commissioners provide on-the-ground intelligence and practical advice on
foreign markets to help Canadian companies make better, timelier, cost-effective decisions
to achieve their goals abroad. They have privileged access to foreign governments, key
business leaders and decision-makers because they are part of Canada’s embassies and
consulates. Through their presence in 161 cities worldwide, Canadian Trade Commissioners
can facilitate introductions between B.C. exporters and international buyers in priority
export markets around the world. For more information, please visit:
http://www.tradecommissioner.gc.ca/office-bureau/international.aspx
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B.C.’s Trade & Investment Representatives work collaboratively with the Canadian Trade
Commissioner Service to support B.C. companies from offices located across North America,
Europe, East Asia and South Asia. They help international businesses discover B.C. as a
destination for investment, a partner for trade and innovation, and a source of quality
goods, services and resources. They also help B.C. exporters develop market opportunities
internationally by coordinating tradeshows and other promotional activities, and facilitating
introductions to foreign buyers. For more information, please visit:
http://www.britishcolumbia.ca/global/trade-and-investment-representatives/

What do companies need to know about trademarks in other countries?
 It is advisable that a company looking to export should retain the services of a trade lawyer,
as the process for protecting trademarks is different in each country and can be complex.
 No government programs are currently available to mitigate the risks associated with
developing, using or protecting trademarks in foreign markets.
How do B.C. companies get involved with international tradeshows?
 AAFC provides a monthly bulletin regarding upcoming tradeshow events – to register for
the Agri-Food Trade Service Bulletin, please contact mas-sam@agri.gc.ca.
 AAFC organizes a Canadian Pavilion at 12 flagship shows around the world. Companies
wishing to participate within the Canadian Pavilion at one of these international tradeshows
must sign-up for each event on a first-come first-served basis. For more information on
Canadian Pavilions organized by AAFC, please visit: http://www.agr.gc.ca/eng/industrymarkets-and-trade/agriculture-and-food-trade-show-service/
 The B.C. Ministry of Agriculture and B.C. Ministry of International Trade also support a
coordinated B.C. industry presence at various international tradeshows each year, often
within the Canadian Pavilions organized by AAFC. For more information on upcoming
events being supported by the B.C. Government, please visit:
http://www.britishcolumbia.ca/export/industry-sectors/agrifoods/
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EXHIBITOR SHOWCASE
Real world experience is a great teacher. A diverse group of organizations were showcasing
their products and services over the course of this event; sharing their experiences in B.C.’s
agrifood and seafood sector; and sharing valuable insights about how they address some of the
key challenges and opportunities discussed at the Conference. The following section provides a
brief overview of the 17 innovative organizations that participated in the Exhibitor Showcase.

AEROBOTIKA AERIAL INTELLIGENCE
Aerobotika Aerial Intelligence is a professional services organization that integrates leading
edge unmanned aviation technology to solve business problems in a variety of commercial
applications. Aerobotika works to enable clients with the knowledge, skills, and hardware to
create solutions to complement their businesses operations with the collection and processing
of valuable aerial data. In agriculture, Aerobotika is focused on providing farmers with
professional imagery, mapping and crop analytics. Aerobotika also offers businesses and
individuals training in theory, regulation, business processes and flight training with options in
video and photo, agriculture, geomatics and more.
WEBSITE: http://aerobotika.com/

AGRICULTURE AND AGRI-FOOD CANADA DROUGHT WATCH DEMONSTRATION
Agriculture and Agri-Food Canada’s National Agroclimate Information Service (NAIS) is an
authoritative source for agroclimate information in Canada. NAIS provides timely and proactive
data, information and tools to support the monitoring, assessment and reporting of weather
and climate-related risks to agricultural production and to assess opportunities. NAIS works
with data from weather stations, satellites, models and from people-networks and also
conducts applied research and development in agroclimate risk areas including drought and
excess moisture. Much of the work is done in partnership with others, and most of the
information and products are made available online on Drought Watch. Farmers can use this
website to find current and historic weather and climate conditions, view climate impacts on
agriculture, and learn about ways to help manage their farms during extreme weather
conditions and inform their decision making.
WEBSITE: www.agr.gc.ca/drought
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BIG MOUNTAIN FOODS
Big Mountain Foods manufactures quality whole food products that are both flavorful and
nutritious. All products are non-GMO, gluten free, soy free, vegan, high in protein, low in fat
and easy to prepare. Big Mountain Foods primary focus is product innovation using the entire
ingredient with minimal processing. Big Mountain Foods recently launched the Cauli Crumble, a
meatless veggie ground unlike anything on the market. The Cauli Crumble is protein packed
with four simple ingredients including; fresh cauliflower, red peppers, sunflower seeds and
yellow peas. This product is a true plant based product creating a high standard for the meat
alternative market.
WEBSITE: http://bigmountainfoods.com/

B.C. MINISTRY OF AGRICULTURE - AGRICULTURE LAND USE INVENTORIES
Much of the farming activity in British Columbia takes place in close proximity to urban areas.
Comprehensive planning for agriculture is becoming increasingly important to ensure a
sustainable future for food production and to reduce, or avoid, land use conflict. The B.C.
Ministry of Agriculture produces Agricultural Land Use Inventories which assist local
governments with planning, provide data for resource management strategies such as the
Agricultural Water Demand Model and support emergency response.
WEBSITE: http://www2.gov.bc.ca/gov/content/industry/agriculture-seafood/agricultural-landand-environment/strengthening-farming/planning-for-agriculture/agricultural-land-useinventories

BW GLOBAL
BW Global Structures Inc. specializes in controlled environment agriculture. BW Global is
Western Canada’s largest polyethylene and polycarbonate Greenhouse Manufacturer, serving
many countries around the world. Using innovative design, materials and systems, BW Global is
considered by many in the industry and around the world to be a leader in greenhouse design
and manufacturing. BW Global recently completed the construction of North America’s tallest
multi-peak greenhouse which looks to bring innovative, practical, cost-effective solutions to the
toughest commercial growing problems.
WEBSITE: http://bw-global.com/

CHOICES MARKETS
Choices Markets is a Vancouver-based supermarket chain that is focused on natural and organic
food. The chain has eleven stores: ten in metro Vancouver and one in Kelowna. Choices has
been a strong supporter of not only the farmers and food makers, but also local organizations
that work toward building healthy, sustainable communities, whether through food, education,
health or environmental initiatives. The Canadian Federation of Independent Grocers also
inducted the Choices Markets White Rock store (South Surrey, B.C.) into their Hall of Fame in
2015.
WEBSITE: https://www.choicesmarkets.com/
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ECOATION INNOVATIVE SOLUTIONS INC.
Ecoation Innovative Solutions Inc. (EIS) is a platform and application development firm that
develops wireless applications, dynamic websites and Machine-to-Machine solutions. EIS’s goal
is to create balance and provide organic implementation of new technologies. EIS has
developed technology that rapidly and precisely measures plants’ responses to internal and
external stressors using a mobile wireless sensory system that allows data collection at the
individual plant level. The EIS system provides rapid and accurate detection and reporting of
minute changes in crop health related to pests and diseases as well as nutrient and water
deficiencies.
WEBSITE: http://crop-sense.com/

GOLDEN EAGLE SABLEFISH
Founded in 2003, Golden Eagle SableFish is the only international provider of cultured sablefish.
They are an “egg to plate” supplier and market their premium product under the exclusive
Kyuquot Sound Sablefish brand in North America and Europe and the Kirari brand in Japan.
Originally only available in Japan, recently their elite sablefish was been featured in menus of
leading Michelin restaurants in Europe, North America and Hong Kong. With locations on Salt
Spring Island, Kyuqout Sound and Agassiz, Golden Eagle is a B.C.-based company owned by the
Aquilini Investment Group. The Agassiz location is a recirculating aquaculture system (RAS)
Coho site that is leading the way in B.C. in large-scale, on-land rearing technology for Coho
salmon.
WEBSITE: http://www.goldeneaglesablefish.com/

GORDON FOOD SERVICE
Gordon Food Service’s mission is to ensure that each product meets defined standards of food
safety and product quality. They achieve this through industry-leading, repeatable processes
that engage all aspects from farm to fork. As part of their Best of B.C. philosophy, Gordon Food
Service is proud to support B.C.’s communities and promote B.C. food supply security through
distributing and promoting local vendors and products. See their From Farm to Fork Guide to
learn more about their local commitment and the farmers the company promotes and
supports. Gordon Food Service wants to help their customers use local products whenever
possible. Seasonal, storage crop, and year round charts and lists are provided to inform when
B.C. products are available or at peak season, and in many cases they exclusively stock B.C.
products over imported equivalents. Their customer-facing ordering system, GFS Connect, is set
up for searching for local products by menu and alerts customers upon placing an order that
they’ve chosen B.C. grown produce and B.C. raised protein and dairy.
WEBSITE: https://www.gfs.ca/en
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KIN’S FARM MARKET
Kin’s Farm Market is a Canadian owned, specialty produce retailer that comprises corporate
and franchise stores with 29 locations in British Columbia. Their mission is to be a leader in
specialty produce through a family-team environment by delivering freshness, offering unique
customer service, promoting healthy lifestyles and providing rewarding careers. Kin’s Farm
Market and its employees organize and participate in a number of community events to
promote healthy living and environmental awareness, including the Green Fighter program, the
Dirty Apron Team and the B.C. Blueberry Festival. The company also contributes to
environmental causes and medical research. In 2013, Straight magazine named Kin’s Farm
Market the best produce store in the British Columbia lower mainland area and awarded them
the “Best of Vancouver Readers’ Choice Award” in 2012, 2013, 2014, 2015, and 2016.
WEBSITE: http://kinsfarmmarket.com/

MY GREEN SPACE
My Green Space started out with a mission to empower and educate as many people as
possible to take food supply security into their own hands by participating in growing their own
food. My Green Space allows urban farmers to manage their farm from planting to selling, using
a user-friendly mobile application. The mobile app helps people grow food with confidence and
accelerate the transition to a sustainable food system by helping millions of people experience
the benefits of growing their own food. The application allows users to visually plan their
garden space; pick and purchase the seeds, soil and equipment they need based on the season
and location; and, plant and maintain their garden with daily reminders and tutorials, including
when best to plant, water, thin and harvest.
WEBSITE: http://mygreenspace.co/

NUTRAEX
NutraEx Food is a leading sweetener manufacturer, headquartered in Burnaby, B.C. NutraEx
formulates natural sweeteners that replace sugar with artificial sweeteners as food ingredients
and in table top format. The company’s SugarLike branded product is currently sold in natural
food stores across Canada. NutraEx also supplies sweeteners to food manufacturers across
Canada and United States.
WEBSITE: http://nutraex.com/

NUTRIVA GROUP
Nutriva Group consists of seven grassroots companies developing, producing and bringing
healthy foods to the world with their “first to market” innovations in the dairy and egg
category. Their goal is to manage the value chain – Feed, Farm, Freight and Food. They are
driven by their commitment to a healthy planet, key partnerships, their customer relationships
and strategic brand development.
WEBSITE: http://nutrivagroup.com/
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SPA HILLS COMPOST
Spa Hills Compost aims to create the final link in the chain to a full-circle green solution for the
local economy and the local North Okanagan/Shuswap community. They achieve this by
collecting food waste and other organic material that would otherwise go to a landfill and
convert it to chemical-free fertilizer which can be used for farmlands that grow wheat, straw
and other crops to feed to their livestock. Spa Hills Farm also sells the finished compost, which
helps the soil to retain water, which is very important in dry areas. This also helps cut down on
the use of non-organic fertilizer and soil amendments while helping companies and
communities lower their greenhouse gas emissions.
WEBSITE: http://spahillscompost.ca/

SUNSHINE COAST AQUAPONICS
Sunshine Coast Aquaponics engages in the cultivation of fish and plants together in a
constructed, recirculating ecosystem utilizing natural bacterial cycles to convert fish waste to
plant nutrients. This is an environmentally friendly, natural food-growing method that
harnesses the best attributes of aquaculture and hydroponics without the need to discard or
filtrate any water or add chemical fertilizers.
WEBSITE: http://www.sunshinecoastaquaponics.com/

SYSCO
With a mission to market and deliver great products to their customers with exceptional
service, Sysco is a global leader in selling, marketing and distributing food products to
restaurants, healthcare and educational facilities, lodging establishments and other customers
who prepare meals away from home. Its scope of products includes food, equipment, supplies
and technology to help operators meet the growing needs of the foodservice marketplace.
WEBSITE: http://www.sysco.ca

VITALUS
Vitalus is the leading supplier of specialized, customized dairy ingredients for the world’s food,
beverage and nutraceutical industries. Through advanced facilities and a FSSC 22000 certified
processing plant, they fractionate, purify and customize the high-value, high-function
components of milk, allowing food product formulators to capitalize on the many functional
and nutritional benefits that milk has to offer. Their products are used in dairy products, infant
formula, protein drinks, nutrition bars, as well as bakery, confectionary, and snack foods.
WEBSITE: http://vitalus.com/
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BUILDING ON SUCCESS
The B.C. Agrifood and Seafood Conference was a platform to encourage dialogue and sharing of
ideas, success stories, and best practices. This was the first time in recent memory that
representatives from across B.C.’s agrifood and seafood value chain came together in one
location to address challenges and discuss solutions related to B.C.’s food supply security.
After meeting with an array of innovative exhibitors, participating in several engaging plenary
sessions and hearing from Chef Vij about his experience achieving success in B.C.’s food and
beverage industry, conference participants sent a clear message that the conversation about
strengthening B.C.’s food supply security was critically important and should be continued.
The BC Government is committed to the success of B.C.’s agrifood and seafood sector, and will
continue to encourage and support dialogue, ideas and actions that contribute to a strong,
secure food supply, as outlined in the B.C. Agrifood and Seafood Strategic Growth Plan.
To learn more about the B.C. Agrifood and Seafood Strategic Growth Plan please visit:
www2.gov.bc.ca/assets/gov/farming-natural-resources-and-industry/agriculture-andseafood/strategic-growth-plan.pdf
To connect with the Ministry to inquire about services and programs that support the growth
and sustainability of B.C.’s agrifood and seafood sector, please visit:
www.gov.bc.ca/agriservicebc

