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ON EVERY SHELF.
IN EVERY HOME.
FOR ALL CANADIANS.
Harnessing the power of partnerships to
revolutionize the business environment and
help our members contribute to a better Canada.
FHCP is the leading Canadian voice uniting companies, large and small,
that provide access to the food, health, and consumer products Canadians
rely on every day.
As a leader in evidence-based, growth-oriented policy, we help our
members support the well-being of all Canadians and the security of our
food supply, while contributing to the expansion of Canada’s economy,
and the sustainability of our healthcare system and the environment.
Together, we work to create a favourable business environment that
allows our members to grow, innovate, and provide value to Canadians.
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ACTING ON OUR
VISION FOR ALL
FOOD, HEALTH
AND CONSUMER
PRODUCTS
Food, Health & Consumer Products of Canada (FHCP) is the leading
Canadian voice representing companies, large and small, that provide
access to the food, health, and consumer products Canadians rely on
every day. These products are fixtures in kitchens, pantries, and medicine
cabinets around the country.
We help our members by advocating for a business environment that
supports the competitiveness of our sector so that Canadians have choice
and ready access to safe and innovative products.
In 2020, Food & Consumer Products of Canada and Consumer Health
Products Canada joined to become FHCP, a new association with a single
voice and common vision, to better serve our members in an ever-evolving
business environment. This past year was dedicated to acting on that
vision, by amplifying our voice among governments and advocating for the
issues that matter most to our sector.
Our members need their voices heard by governments now more than
ever. The operating landscape is changing at a blistering pace. The
unprecedented amount of regulatory change, consolidation in the retail
sector, and the cumulative labour and supply chain challenges that existed
before the pandemic have now escalated to dangerous levels.
At the same time, consumers are more knowledgeable and aware than ever
before, and their expectations for innovative, safe, and sustainably made
products is increasing. Collectively, we face some of the most pressing
global challenges of our time, from post-pandemic economic recovery to a
growing environmental crisis. FHCP works closely with governments and
our industry partners to manage the impact of this shifting landscape and
help shape relevant public policy decisions.
Against this backdrop, FHCP members continue to drive the Canadian
economy, across rural and urban communities, and in every province.
The food, health, and consumer products sector employs over 350,000
Canadians across businesses of all sizes that manufacture and distribute
the safe, high-quality products that are at the heart of healthy homes,
healthy communities, and a healthy Canada.
3

COVID-19
CHALLENGES
& RESPONSE
FHCP leadership helped shape the food, health, and consumer
products industry’s role for Canadians throughout the pandemic.
In 2021, with a focus towards economic recovery, FHCP and
its members collaborated with both government and our many
partners to quickly and efficiently:
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position our industry
as a strategic sector
and a critical player
in post-pandemic
economic recovery;
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advocate, federally and
provincially, on the essential
role that our members played
in keeping Canadian workers
safe, ensuring the continued
production of everyday
products for consumers;

raise member concerns
and deliver timely insights
to government on the
continuing supply chain
and labour challenges;
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support our members with
innovative operations and
supply chain solutions;
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celebrate members,
across media platforms,
for their contributions to
Canadian communities;
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provide tactical assistance
to members as they pivoted
their business imports and
manufacturing to support
the pandemic response, and;
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work with members and Health
Canada towards reasonable,
manufacturer-level transitions
away from temporary regulatory
measures designed to increase
the supply of hand sanitizers,
disinfectants, and foods for
special dietary purposes;
support our members with
the tools and best practices
for day-to-day operations
during a global pandemic,
and for their preparation
towards an uncertain future.

A GOVERNMENT
RELATIONS
POWERHOUSE

The COVID-19 crisis dramatically showed how important it is for governments and
industry to work collaboratively, ensuring policies are relevant and business-friendly
while focusing on post-pandemic economic recovery.
In Ottawa, FHCP increased efforts to build presence and influence at the highest levels
of government, working with Ministers, key government policy makers, opposition
parties, and Parliamentarians.
During the 2021 federal election, FHCP actively communicated its election platform
and questionnaire to every federal candidate. We secured support from the major
political parties on critical issues like establishing a grocery code of conduct, the need
for a national self-care strategy, and strengthening our sector and supply chains by
addressing barriers to innovation, competitiveness, and growth. The commitments
received, from all parties, reinforced FHCP’s leadership role in advocating for members’
priorities and challenges.
Last year, the federal government established the Industry Strategy Council (ISC) to
assess the impact of COVID-19 and pressures across various sectors including advanced
manufacturing, agri-food, and health and biosciences. FHCP was quickly recognized
as a critical stakeholder in this process and provided input on the new realities for our
members during COVID-19.
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Entitled “Restart, recover, and reimagine prosperity for all
Canadians”, the ISC report made recommendations to boost
innovation, accelerate technology adoption, ensure consistent
labour availability, alleviate supply chain bottlenecks, and
prioritize regulatory agility to support Canadian businesses’
growth and scale.
These recommendations strongly echoed FHCP’s vision for the
future of domestic manufacturing. With those commitments
only further highlighted during the election, FHCP is now
advocating for the report to be adopted to shape the future of
Canadian manufacturing post-pandemic.
In the provinces, FHCP also expanded its profile in Ontario,
Quebec, and British Columbia to advocate for a grocery code
of conduct and the need to work collaboratively on COVID-19
response measures, economic recovery, and to address the
escalating labour and supply chain challenges facing our
industry. By tailoring our approach to provincial advocacy, we
were well-positioned to support members and promote the
food, health, and consumer products sector to all Canadians.
Beyond our achievements within government, FHCP’s impact
was recognized as a powerhouse by public policy influencers.
The Hill Times recognized FHCP as a key influencer on agri-food
issues, ranking ninth in engagement with government officials
out of all national agri-food lobby organizations, while our
Senior Vice President of Government Relations, Carla Ventin,
ranked as a Top 100 Lobbyist in Canada (out of 5,000 registered
lobbyists).
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INDUSTRY
CHALLENGES &
OPPORTUNITIES
Canada’s food, health and consumer product industry and its supply
chain are currently facing critical challenges. That’s why FHCP is
consistently connected with our members to discuss their needs and
provide expertise on supply chain and other industry challenges.
Our members continue to face significant labour, supply chain, and
inflationary challenges that impact their delivery of essential everyday
products to Canadians. Higher ingredient prices, logistical costs,
labour costs, and retailer supply chain compliance fines, are impacting
member operations every day.
Based on these member insights and on our decades-long experience,
FHCP developed a variety of initiatives to support our members now
and for years to come. We continued running an industry on-shelf
availability framework & pilot, conducted benchmarking for “retailer
fines”, established the Supply Chain Council, Best Practices Sharing
Group, & Symposium, which delivered insights on automation,
electrification & digital tools, and hosted a webinar for members on
cyber security & the “Ocean Freight” Forum with MSC.
These initiatives only begin to cover the challenges that our members
continue to face in their day-to-day operations, and FHCP is determined
to continue expanding our offerings as these challenges further evolve.
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ESTABLISHING
A GROCERY CODE
OF CONDUCT
In Canada, five companies control more than 80 per cent of grocery and
drug store sales while the largest supplier represents
less than three (3) per cent of a large retailer’s
volume.
For many years, grocery giants have used
this power imbalance to unilaterally
impose fees and raise costs on suppliers,
contributing to massive increases in the
cost of doing business with no return on
investment or growth for manufacturers
and no innovation for consumers. These
unfair practices pose a serious threat to
the food, health, and consumer products
manufacturing sector in Canada, as well as
primary (farmers) and secondary suppliers to
industry.
A central pillar of FHCP year-long government
relations efforts included actively engaging federal and provincial
government and political decision-makers and working with industry
stakeholders to build and expand broad support for a Grocery Code
in Canada. The creation of a Federal, Provincial, and Territorial (FPT)
Working Group supported by FHCP and two unanimous parliamentary
reports calling for a code demonstrated FHCP’s leadership in
successfully persuading elected officials across the country that a
problem exists, and timely action is necessary.
The launch of a legislated Grocery Supply Code of Practice for Canada
by FHCP and Empire Company Ltd. was the first of its kind and further
drove the national conversation on this issue. Government, political, and
industry leaders across the country reacted positively to the groundbreaking proposal, applauding FHCP and Empire’s strong leadership. In
July 2021, FPT Agriculture Ministers formally recognized that a solution
such as a code of conduct was needed to ensure that the retailer-supplier
relationship is transparent, stable and fair and called on industry to
achieve a concrete solution by the end of 2021 (recently extended to
March 2022). FHCP, along with farmers and grocers, are key stakeholder
participants in the now-launched facilitated industry process.
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ESTABLISHING A GROCERY
CODE OF CONDUCT:

A TIMELINE

FHCP launched a political campaign
calling for Fairness & Accountability in
Retail Practices and the implementation
of Grocery Code of Conduct in Canada.

September 2020
FPT Agriculture Ministers announced the
creation of a Working Group to look at
unfair grocery practices and propose
concrete next steps.

November 2020
FHCP and Empire proposed
a legislated Grocery Supply
Code of Practice for Canada.

March 2021
Nine leading organizations representing a
broad range of manufacturers, farmers
and suppliers officially endorsed FHCP
and Empire’s proposed Code.

May 2021
Two federal parliamentary committees –
Agriculture and Agri-Food and Industry,
Science and Technology - unanimously
supported FHCP’s call for a Code of Conduct.

May - June 2021
FHCP published an open letter in the Hill
Times calling on FPT Working Group
Ministerial co-chairs to support FHCP and
Empire’s proposed Grocery Code.

June 2021
FPT Agriculture Ministers officially recognized
a code of conduct is needed to stabilize the
retailer-supplier relationship and called on
industry to achieve a concrete solution.

July 2021
During the federal election campaign all
political parties officially expressed support
for a pan-Canadian grocery code of conduct
to stabilize the retailer-supplier relationship.

August - September 2021
Facilitated-led Industry process officially
launched, with FHCP formally recognized
as a key stakeholder along with farmers,
grocers, and processors.

September 2021
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PREPARING
FOR RECOVERY:
A MESSAGE
FROM CEO
MICHAEL
GRAYDON
There is an adage that says adversity is forever the foundation
of great success.
Amidst a global pandemic, Canada’s food, health and consumer
products industry has faced a perfect storm of challenges that
include labour shortages, a growing regulatory burden, an
unpredictable retail environment and supply chain disruptions
that continue to dramatically shape all aspects of our day-to
-day life.
Despite these challenges, our industry continued to deliver on
the expectations of Canadians in their time of need, ensuring
quantities of the many staple products that people coast to
coast depend on each and every day. Throughout 2021, our
industry reinforced its critical value to communities and to the
economy, maintaining manufacturing efforts while ensuring
public and community safety remained at the forefront, giving
back through a myriad of charitable and community action and
innovating solutions aimed at driving post-pandemic recovery.
From day one of the pandemic, we were there for members
with knowledge, education, fast and effective advocacy across
all jurisdictions, and a consistent message to Canadians.
Now, after many months of adapting and growing, both as
an industry and as an association, we have many things to
celebrate.
Working with members, we resolved critical supply chain
issues to keep shelves stocked and kept manufacturing
working. In collaboration with governments, we solved
member challenges by communicating the changing nature
of their operations to decisionmakers and supporting critical
regulatory flexibility.
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As one voice with stakeholders, we fostered collaboration
across sectors and encouraged conversations on how
to safely reopen and work towards fast but sustainable
economic recovery.
We brought members, governments, and stakeholders
together to promote stability and growth in the Canadian
retail/supplier relationship through a grocery code of
conduct.
We championed the need for a national self-care strategy
that could be a difference-maker to millions of Canadians,
empowering them to manage their health in a positive and
cost-effective way, while ensuring that there is a sustainable
healthcare system there for them when they need it.
Our members however continue to face challenges. Multiple
unpredictable factors continue to impact our global supply
chain. Labour gaps persist across the country. Food inflation
is an increasingly real threat for all Canadians.
That’s why FHCP continues to adapt and evolve. Building
from the effective of collaborations that our association
has had with members and stakeholders, we created a
Business Growth & Competitiveness Policy Council, allowing
members the opportunity to identify, discuss, and tackle
emerging issues that hinder innovation and growth in our
sector while helping FHCP bring those issues forward as
quickly as possible.
We joined hundreds of voices across many sectors to
envision a better future for Canada, through initiatives like
the Coalition for a Better Future.
Today, we are utilizing our experience, both in the short
term as the COVID-19 pandemic continues, and in the long
term, to serve members and better our industry. Quite
simply, as long as our members continue to grow and adapt,
so will we. Canadians expect no less.

Michael Graydon
Chief Executive Officer
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A POLICY &
REGULATORY
POWERHOUSE
AN INDUSTRY CODE AND GUIDE
TO ADVERTISING TO CHILDREN
In June 2021, a coalition of Canada’s largest advertisers, food and beverage brands and
manufacturers and restaurants announced their commitment to a comprehensive Code
and Guide to govern the advertising of food and beverage products to children. FHCP
and three other leading industry associations made this commitment on behalf of their
members, following more than two years of work.
The new Code and Guide governs all food and beverage advertising across Canada on
any media, provides clarity for advertisers on how to best comply with the established
standards and follows Health Canada’s recommendations published in December 2018.
The Code for the Responsible Advertising of Food and Beverage Products to Children is
administered by Advertising Standards Canada, which is implementing preclearance
services under this Code and a compliance and complaint reporting mechanism.
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ADVOCATING FOR
CANADIAN SELF-CARE
Self-care encompasses everything from making healthy
lifestyle choices to treating minor health ailments, managing
— or better yet preventing — chronic diseases, and more. That’s
precisely why self-care — and the products that support it –
is essential to confident, independent, healthy lives. FHCP
has been a leader in all things self-care for decades. As the
representative of the global self-care movement in Canada, we
work with national and international stakeholders to promote
self-care practices, advocate for the advancement of self-care
with Canadian decision-makers and lead the International SelfCare Day national celebrations every July 24, highlighting our
advocacy priorities and bringing together our most prominent
self-care partners.
Leading this wave of support for self-care, FHCP launched the
Self-Care Blueprint, advocating for a parliamentary study of the
value of self-care, with an eye to the development of a national
self-care strategy that:
recognizes and respects each person’s capability to manage
their health with the right supports, products, and services;
provides Canadians with fair and affordable access to self-care
products and services;
harnesses self-care’s potential to save time and money,
and make our healthcare system more sustainable by
complementing investments in the publicly-funded healthcare
system; and
supports growth and innovation in Canada’s health industries
to help people care for themselves.
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SUPPORTING A CIRCULAR ECONOMY
In 2021, protecting our planet and its valuable resources remained a key priority for
our member companies and Canadians alike. As the first national trade association to
endorse the Ellen MacArthur Foundation’s vision for a New Plastics Economy in June
2019, we have been at the forefront of efforts to move Canada towards a future of zero
plastic waste.
Stemming from this commitment, FHCP is a leader in facilitating industry alignment
and influencing government proposals and policies to lead to a circular economy. Our
members, accordingly, continue to seek support in developing effective and progressive
policies towards environmental sustainability while promoting progress and innovation
in business and the recovery of the Canadian economy.
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Focused on the journey to a circular economy, FHCP
works with governments and partners across the
country to develop:
• improved alignment across Canada in
environmental policy focused on packaging,
including Extended Producer Responsibility (EPR),
which transfers financial and operational oversight
for the delivery of recycling programs to ensure
packaging never enters the environment;
• industry-led collaborative initiatives to ensure
progress in eliminating plastic waste through
innovations in packaging, packaging materials and
system design;
• approaches grounded in the feasibility and
efficacy of their measures, and;
• productive and positive engagement of
manufacturers, regulators, and advocates across
environmental issues.
Building on FHCP’s leadership in these issues, we
are working to support the development of other
bodies that can drive Canadian and international
sustainability efforts that impact our sector. This year
we:
• co-founded the Canada Plastics Pact, an
organization driving collaboration in rethinking
how we design, use, and reuse plastic packaging to
realize a circular economy for plastic in Canada;
• supported the development and launch of Circular
Materials, a not-for-profit producer responsibility
organization created by producers, for producers,
that will operate across provinces as new EPR
initiatives are introduced;
• pledged the Global Self-Care Federation’s Charter
for Environmentally Sustainable Self-Care which
aims to mitigate the impact of pharmaceuticals in
the environment; and,
• demonstrated commitment to efficient and
effective medications waste management through
our leadership in the Health Product Stewardship
Association (HPSA).
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SHAPING EFFECTIVE
REGULATIONS

DID YOU
KNOW?
Plant-Based Foods
of Canada (PBFC), a
division of Food, Health
& Consumer Products of
Canada, acts as a strong
collective voice for the
companies that make and
market plant-based foods
to increase awareness with
consumers, government,
and industry partners of
this fast-growing industry,
to modernize regulations
and make plant-based
foods more available.
PBFC’s Policy &
Regulatory Committee is
actively advocating for
a modernized regulatory
environment that will
allow members to
market their plant-based
products effectively and
to make them accessible
to all consumers.

In addition to the sustained and long-term effects
of COVID-19, Canada’s food, health, and consumer
products sector continues to face significant
regulatory challenges as well. FHCP has been a
long-standing industry leader in the policy and
regulatory dialogue with government, advocating
for the development of modern and effective
regulations to create a business operating
environment that promotes growth, innovation
and competitiveness without compromising
safety and quality. Bringing industry’s unique
perspective to issues of importance to Canadians
is critical to ensuring sound public policy.
We impacted food regulations by:
successfully confirming enforcement flexibility
for meeting the 2016 nutrition labelling regulatory
requirements ensuring a more efficient and costeffective transition for industry;
advocating that the regulatory framework on
supplemented foods should be transparent,
incentivize innovation, increase speed to market
and should not place greater restrictions on
supplemented foods over conventional foods;
challenging the Canadian Food Inspection
Agency’s proposed outcome-based approach to
achieve regulatory requirements for “natural”
claims to ensure fairness in the marketplace;
continuing to advocate for evidence-based policy
for final front-of-package nutrition labelling
(FOPNL) regulations by calling on Health Canada
to formally launch additional consultation to
reassess the path forward given the impacts of the
pandemic on operations; and,
achieving policy adjustments in Food Labelling
Coordination, including prioritizing certain
inspections, improved transparency and
predictability around exceptions, and raising
economic and regulatory burden to the industry
as a factor to be considered in implementation.
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We influenced health product regulations by:
challenging the premise, process, evidence-base and rigor of the
cost-benefit analysis underpinning the NHP labelling proposal
and proposed cost-effective alternatives;
recommending immediate measures that can provide interim
regulatory relief for OTCs while we work to a coherent, riskbased consistent Self-Care Framework;
leading a broad coalition of stakeholders urging Health Canada
to pause finalization of the NHP labelling proposal to align with
all phases of the proposed integrated Self-Care Framework;
persuading Health Canada to launch a consultation on
integrating provincial drug scheduling into the federal product
approval process, tackling the main barrier to successful RX to
OTC switching and self-care industry growth, and contributed
with a comprehensive White Paper;
raising the profile of how drug scheduling creates barriers to
digital self-care and e-commerce with the Competition Bureau
by contributing to their Digital Health Market Study to help
shape pro-competitive policies and facilitate greater access and
choice to products and services; and,
collaborating in policy and regulatory consultations impacting
cosmetics to improve transparency and predictability, as well
as potential downstream impacts on NHPs and OTCs within the
context of the Self-Care Framework.
leading the development of innovative regulatory approaches to
minimize administrative burden and encourage innovation and
trade for biocides as part of the Biocides Framework;
demonstrating industry leadership with GS1 Canada by
securing relief for self-care products from a proposed a new
barcoding requirement that mainly targets prescription drugs;
Through our Infant Formula Cluster, FHCP has been:
actively collaborating with Health Canada to improve access
to new and improved infant formulas while reducing regulatory
burden.
engaging in early consultations on proposed Regulatory
Framework to Enable Clinical Trials on Foods for a Special
Dietary Purpose (FSDP) to ensure regulations are transparent
and address current barriers to research and development of
new FSDP in Canada.
17

EVENTS

22
virtual events

attendee satisfaction
PARTICIPATION RATE
AMONG MEMBER COMPANIES

94

%

event
participation
JANUARY – DECEMBER 2021

EDUCATION
FOR NOW
AND THE
FUTURE
Throughout 2021, FHCP provided industry leading
member education and support to help them adapt
to the changing demands of our sector. We did this
through 22 virtual events that engaged discussions
by highlighting hot button issues, timely marketing
data and consumer analytics presented by FHCP
associate members and special guests. With an
average 4.3/5 in attendee satisfaction, it is no surprise
that our participation rate among member companies
reached 94%!
As FHCP was educating decision makers and the
public about the need for a grocery code of conduct,
our members were getting unique insights from
experts from the UK. As supply chain challenges
were growing, we worked with leaders in the field of
supply chain management to provide current and
critical knowledge. As more and more governments
implemented policies promoting a circular economy,
we connected members with the people, partners,
and resources that will advance movement on
sustainability targets and industry’s obligations.
And yet, we also did not forget our history. In the
midst of pandemic restrictions, we held another
successful CEO & Executive Leadership Conference,
which brought industry leaders together. We
delivered our annual signature supply chain and sales
& marketing events and offered members exclusive
insights with trade talk events with two major
retailers. We organised roundtables on everything
from leadership to inclusivity in the workplace and
fostered engaging discussions on the future of our
sector and its role in the Canadian economy.
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OUR
VALUE FOR
MEMBERS
From government relations to regulatory support,
and from education initiatives to day-to-day digital
information, FHCP caters to the evolving needs of
our members. With 117 manufacturing members, 50
associate members, and 6 sales/broker agencies, we
represent and support leaders across all aspects of
our industry.
Even as our members faced huge challenges, our value
alongside them has been crystal clear. That’s why FHCP
welcomed 15 new members in 2021 while also retaining
over 97% of its membership in the last fiscal year!
The reason is simple. As one of Canada’s leading
national associations we consistently:
add value and increase participation in member
programs while introducing new initiatives in
response to listening to our members’ needs;
grow by adding member companies that reflect both
manufacturers of all size and regions across Canada
and innovative problem-solvers from new business
sectors;
increase member engagement with opportunities
to participate on committees within functional
areas and provide increased touch points with FHCP
experts;
enhance associate membership value by working
closely with members to identify issues and topics
most timely and relevant to manufacturers and
finding the best ways to communicate them;
optimize our members business efficiencies by
delivering key insights on topic areas across all
functional business areas and;
tailor member communications to members’ specific
needs and interests through the creation of three
newly designed publications.
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BOARD OF DIRECTORS
Gary Wade (Chair)
Unilever Canada

James Crosby
Crosby Molasses Co Ltd.

An Verhulst-Santos
L’Oréal Canada Inc.

Liz Beemer (Vice-Chair)
Bayer Inc.

Peter Luik
Dare Foods Limited

Mark Taylor
Lactalis Canada Inc.

John Pigott (Vice-Chair)
Club Coffee L.P.

Jerry Mancini
Dole Foods of Canada Ltd.

Dan Magliocco (ViceChair)
Danone Inc.

Alessandro Natola
Ferrero Canada Ltd.

Ana Dominguez
Lindt & Sprügli
Canada Inc.

Aurelio Calabretta
(Vice-Chair)
Smucker Foods of
Canada Corp.
Mike Pilato (Treasurer)
Jamieson Wellness Inc.
Claire Bara
A. Lassonde Inc.
Sheryl Willison
Purdue Pharma Canada
Margaret Hudson
Burnbrae Farms Limited
Caroline Nadeau
Coca-Cola Ltd. Canada
Todd Parsons
Coke Canada Bottling Ltd.

Bryana Ganong
Ganong Bros., Limited
Rupa Bahri
GSK Consumer
Healthcare

Chantal Templeton
Mars Canada Inc.
Matthew Kohler
McCain Foods (Canada)
John Carmichael
Nestlé Canada Inc.

Sarah Woods
Henkel Canada Corp.

Cara Keating
PepsiCo Foods Canada

Cory Price
Johnson & Johnson Inc.

Geraldine Huse
Procter & Gamble Inc.

Tony Chow
Kellogg Canada Inc.

Nate Challen
Sanofi Consumer
Health Inc.

Olivier Lemire
Keurig Dr. Pepper Canada
KDP
Bruno Keller
Kraft Heinz Company

Jamie Moody
Tree of Life Canada ULC
Carmela Serebryany
Upper Crust

Dino Bianco
Kruger Products L.P.

BOARD OF GOVERNORS
Matt Harris
Abbott Laboratories, Co.
Deb Cochrane
Aspire Bakeries
Sumit Luthra
Campbell Company
of Canada
Jean-David Tardif
Cascades Tissue Group
Gregory Major
Church & Dwight Canada
Sophie Bailly Maitre
Colgate-Palmolive
Canada Inc.
Paul Hogan
Conagra Brands
Tony Luongo
Concord Sales Ltd.

Helen Kargas
Edgewell Personal Care
Canada
Vince Mendes de
Franca
General Mills
Canada Corp.
Glen Fowlie
Hain Celestial Canada
Sam Chehabeddine
Hershey Canada Inc.
Scott Bjaanes
Jelly Belly Candy
Company (Canada) Ltd.
Todd Fisher
Kimberly-Clark Inc.
Trevor Squires
McCormick Canada
Martin Parent
Mondelez Canada Inc.

David Pigott
Morrison Lamothe Inc.
Ian Ricketts
Ocean Brands
Mike Ruff
PepsiCo Beverages
Canada
Erik Igel
Peter Igel Group Inc.

2700 MATHESON BOULEVARD EAST,
EAST TOWER, SUITE 602E
MISSISSAUGA, ON L4W 4V9

Jennifer Hutchinson
Post Foods Canada, Inc.

TEL: (416) 510-8024
FAX: (416) 510-8043

Scott Singer
Reinhart Foods Limited

240-340 ALBERT STREET,
CONSTITUTION SQUARE, TOWER III

Douglas Watt
Riviana Foods Canada
Corporation
Dan Bajor
The Clorox Company
of Canada Ltd.
John Porco
Unico Inc.

OTTAWA, ON K1R 7Y6
TEL: (613) 723-0777
FAX: (613) 723-0779
INFO@FHCP.CA
fhcpcanada

fhcp-canada

@FHCP_PASC
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