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The millennial generation – the
new driving force for organics

Consumer demand is fuelling an
expansion of Canadian organic
products, with a growing array

of retail options extending beyond the
produce section into the traditional
grocery aisles.
New research data from the Canada

Organic Trade Association (COTA)
identifies millennials as a key driving
force in the organics marketplace.
According to COTA’s national con-

sumer survey in the summer of 2016,
one in five shoppers (21 per cent) in
the 18 to 34 demographic say they
are buying more organic than in the
past. By comparison, consumers in the
older age groups are holding steady
in their organic purchases.
“It really is revealing how millen-

nials are very much the major con-
verted purchaser of organic,” says
Tia Loftsgard, executive director of

COTA. “This group is really choosing
to spend according to their conscience
and their values.”
The survey also found that millen-

nials spend proportionally more of
their budget on organic food than
other shoppers. One-quarter (25 per
cent) in the 18 to 34 group spend 10
to 24 per cent on organic, compared
to 19 per cent for those 35 to 54 and
12 per cent for people 55 and older.
On average, this younger generation
reports spending 23 per cent of their
food budget on organic.
Loblaw Companies Ltd. has expe-

rienced the growing significance of
young adults as the purchasers of
organics and has responded to the
evolving demands of these consumers
by expanding and diversifying its PC
Organics product line.

Online? Visit globeandmail.com/adv/organicweek for more information.
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“Canada has strict
standards in place,
overseen by our
government, so you can
trust that both domestic
and imported foods with
an organic logo have
been produced using
environmentally and
animal-friendly methods
every step of the way.”

Helen Long
is CHFA president
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THE ORGANIC SHOPPER’S
WEEKLY GROCERY BUDGET

86%
expect to increase

or maintain
their organic spending

in the
near future

On average, organic grocery shoppers spend
$26.70 more per week for groceries compared
to non-organic buyers. The organic shopper’s
weekly grocery basket was $132.70 four years

ago compared to $143.40 today.

56%
of Canadians (20 million)
say they regularly buy

11%
of total grocery
purchases for
the household

comprise organic
purchases

Millennials, Page COTA 3

360Incentives
GET INSPIRED!
National Organic Week events
are happening all across the
country. Visit organicweek.ca
to find one in your area.

2ND CANADIAN ORGANIC SCIENCE CONFERENCE
Longueuil, QC
September 19-21, 8 a.m. to 6 p.m.
Conference presentations (in English) about organic research and a
field day of visits to Quebec organic farms. Hosted by the Institut de
Recherche et de Développement en Agroenvironnement.

SPOT THE LOGO CONTEST
ONLINE
September 17-25
Spot the Canada Organic logo on your product purchase and, for a chance
to win a prize basket, share your photo on Instagram, Facebook or Twitter with
the hashtag #SpotCanadaOrganic (www.organicweek.ca/contest).

BY THE
NUMBERS

Millennials are
shifting towards
organic in
Canada:

25%
of millennials
spend between
10 and 24%
on organic
compared to
19% for 35 to
54 and 12% for
people 55+

Overall, on
average,
this younger
generation
indicates they
spend

23%
of their food
budget on
organic

Source: COTA
national consumer
survey, summer 2016
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Canada Organic a brand consumers can trust

Designed to help consumers
make informed choices, a
great number of logos and

descriptors adorn the goods available
at retailers and markets across the
country. Among them is the Canada
Organic logo. Yet while Canadians
increasingly choose the products
bearing this mark of certification,
they may not be all that familiar with
the stringent standards supporting
it, says Rochelle Eisen, president of
Canadian Organic Growers (COG).

“The recognition of the Canada
Organic logo is growing, but not
as fast as consumer demand for
organic products,” she explains. “As
the demand grows, more people
want to know what organic – and
therefore certified – actually means.
The logo helps convey that informa-
tion, and events like Organic Week
create awareness about what the logo
stands for.”

Organized by the Canada Organic
Trade Association (COTA), COG and
the Canadian Health Food Association

(CHFA), OrganicWeek – the largest an-
nual celebration of organic food, farm-
ing and products – is an opportunity to
shine a spotlight on the organic sector
and what it has to offer.

A recent consumer survey conduct-
ed by COTA, which aimed to under-
stand consumers’ purchasing habits
and determine the level of trust in
organic claims, found that in addition
to environmental and animal welfare
concerns, Canadians are buying organ-
ics to avoid pesticides, chemicals and
artificial ingredients.

“It’s no secret that Canadians are
becoming more health conscious,”
says Helen Long, CHFA president. She
adds that Canada organic standards –
which are widely recognized across
the globe – place limits and prohibit
the use of drugs, antibiotics, genetic
engineering, irradiation, synthetic
fertilizers and hormones, and toxic
and persistent pesticides. “To ensure
the food you bring home is made
without harmfulmaterials, simply look
for the Canada Organic logo. It’s really
that easy.”

But the recognition level of the
organic logo fell short of the expecta-
tions of Tia Loftsgard, COTA’s execu-
tive director. “According to the con-
sumer survey, 57 per cent of Canadians

are still unfamiliar with the organic
logo in Canada, which was launched
in 2009,” she says.

Ms. Eisen has also noticed lingering
“misconceptions around terminology,
especially certified organic and local,”
she explains. “Both are important for
consumers, but local does not equal
certified organic. Certified organic
means that it adheres to a rigorous
set of procedures and requirements.”

“Organic integrity begins at the
farm and reaches all the way into
your home,” says Ms. Long. “Canada
has strict standards in place, overseen
by our government, so you can trust
that both domestic and imported
foods with an organic logo have been
produced using environmentally and
animal-friendly methods every step
of the way.”

Ms. Eisen adds, “Buying organic
products is an easy way to say you
care about the environment.”

Ms. Long has seen “dramatic
growth” within the organic industry
in recent years as a result of increased
awareness of the benefits of going
organic. “People have the right to
make informed choices about what
they eat, and to know that choosing
organic means choosing to support
your body, the environment and the

jobs of local farmers.”
This trend is also reflected in the

uptake of Organic Week, where the
growing number of local partners is
making it a truly national celebration,
says Ms. Loftsgard. “That sends the
message to the broader industry and
the government that there is a strong
national network of organic support-
ers, retailers and businesses teaming
up for this celebration.”

Ms. Long adds, “During Organic
Week, we encourage you to take
part in the special events, or take
some time to enjoy food and drink
tastings, farm tours, workshops and
more, all across the country. Wewant
everyone to see just how easy it is to
go organic.”

Organic Week continues to grow
and get better every year, says Ms.
Eisen. “This year is no exception. In
2016, we have over 2,000 retailers
across Canada participating in Organic
Week. That is fantastic exposure for
the organic brand.”

SEPTEMBER 17-25, 2016

Source: COTA national consumer survey, summer 2016

ORGANIC PURCHASE PRIORITIES

22%

23%

77%

organic meat
and/or poultry

organic milk/dairy
product

organic fruits and
vegetables +$26.70

CANADIAN CONSUMERS ARE MAINTAINING
THEIR SPENDING ON ORGANIC FOOD

THE CANADIAN ORGANIC MARKET IS WORTH $4.7-BILLION PER YEAR

Online? Visit globeandmail.com/adv/researchandinnovation2016 for more information.
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If you listen to Andrew Pelling, you’ll
believe yourmost creative andwild
ideas are worth paying attention

to. You may even feel compelled to
submit them for further investigation
in his lab, where biohacking and DIY
science are par for the course. Dr. Pel-
ling leads the Laboratory for Biophysi-
cal Manipulation at the University of
Ottawa, described on its home page
as “an openly curious and exploratory
space where scientists, engineers and
artists work in close quarters.”

“My lab is about ideas,” says Dr.
Pelling, who is also Canada Research
Chair in Experimental Cell Mechanics.
“The best way to come up with really
unconventional ideas is by getting a
whole bunch of different perspectives
in the same room and saying ‘Ask
questions! Be creative!’”

That kind of open-minded approach
to research, especially when con-
trasted with a more conservative
approach to research and innovation
– where a problem is identified and
research is done to find a solution – is
a unique example of how intrinsically
research and communities are linked.
This might just be a missing piece of
the research and innovation puzzle
in Canada.

It’s also what led Dr. Pelling to
launch pHacktory, a small company
that collects proposals from people
with out-of-the-box ideas they want
to test through “experiments in dis-
tributed and community-driven street-
level research.”

Only the most audacious ideas will
be considered, says Dr. Pelling. “We
want ideas that are 99 per cent certain
to fail. We want to try them anyway,
because failure can lead to some of
the most profound discoveries. And
if they were to work, they could be
transformative.”

The notion of making research
a grassroots effort – and inviting

everyone to participate – has earned
Dr. Pelling a large fan base. His TED
talk, where he explains the process of
creating a human ear from an apple,
has garneredwell over amillion views.

It’s also a novel approach to feeding
the innovation pipeline. “There seems
to be this caveat that knowledge is
only valuable if it leads to a billion-
dollar enterprise,” says Dr. Pelling.
“But if we forget to generate new ideas
and new knowledge, then eventually
the pipeline runs dry.”

With unapologetic curiosity as a
guidepost, Dr. Pelling says his lab
“generates ideas that just don’t exist at
themoment, but that may have a real-
ly disruptive effect down the road.” He
cites his ears-from-apples experiment
as an example. Inspired by Little Shop
of Horrors, the lab set out to create a
man-eating plant, a “miserable failure”
in Dr. Pelling’s words. “But during that
process we discovered we could use

plants as a biomaterial, and all of a
sudden we’ve got this biotechnology
that’s insanely cheap and solvesmany
of the problems that come along with
current biomaterial strategies.”

Dr. Pelling’s approach to discover-
ing game-changing new technologies
is more than great science-fiction-
turned-fact. That’s because finding
mechanisms for boosting innovation
is a pressing question to growing our
economy, according to Christopher
Ragan. He is a McGill University macro
economist and a member of the Ad-
visory Council on Economic Growth,
which has been chargedwith pointing
leaders and policy-makers to growth
policies and actions that can address
the slowing of Canada’s economy.

Innovation is widely recognized as
a key driver of productivity growth,
which, in turn, is responsible for im-
proving living standards over the
long term, he explains. “If you want

to know why we are better off on
average than our great grandparents,
productivity growth and innovation
are at the heart of it,” says Dr. Ragan.

Yet Canada’s productivity growth is
less than what it used to be, and less
than that of our competitors, says
Dr. Ragan. He adds that it’s no secret
that while Canadians excel in basic
research and are good at inventing
things, they often come up short in
the next step: turning the idea or
invention into a successful business
– and scaling that business up. “In-
novation is still a very tough nut to
crack,” says Dr. Ragan.

Even as economists and policy-
makers work to answer the difficult
questions around how to improve
innovation, the impact that research
and innovation have on Canadians’
quality of life will be the ultimate
measure of their success. In the broad-
est sense, innovation is the desire to

INSIDE

Science and infrastructure
CFI 16-19

Environment and sustainability
CFI 14-15

Entrepreneurship and innovation
CFI 12-13

Health and medicine
CFI 8-11

Water and food security
CFI 4-7

EXCELLENCE
IN RESEARCH AND INNOVATION

A CELEBRATION
OF WORLD-CLASS
RESEARCH
SUPPORTED BY
THE CANADA
FOUNDATION FOR
INNOVATION

20
YEARS

ANNIVERSARY

Dr. Andrew Pelling (left), who pioneered the process for turning an apple into a human ear, advocates the importance
of taking creative and wild ideas towards intangible outcomes; the research at Calgary’s Advancing Canadian
Wastewater Assets facility (right) has a direct impact on the city’s water quality. LEFT, PETER THORNTON; RIGHT, SUPPLIED

make things better and to build our
communities.

That’s a tenet that Calgary Mayor
Naheed Nenshi has embraced. He
sees research and innovation as es-
sential tools for serving the com-
munity and points to the Advancing
Canadian Wastewater Assets (ACWA)
facility, which is a research partner-
ship between the city and the Univer-
sity of Calgary, as an example. ACWA
includes 3.8 kilometres of naturalized,
experimental streams that replicate
real-life water situations and enable
one-of-a-kind research into finding
better ways to treat municipal waste-
water for the benefit of human health
and the environment.

“Every community along the Bow
River is responsible for keeping [the
water] healthy. That means being a
good neighbour to everyone living
downstream,” Mr. Nenshi explains.
Beyond their commercialization po-
tential, the technologies developed
at ACWA could have implications that
go far beyondwater quality in Calgary
– they can potentially help to address
the pressing global issue of access to
clean drinking water, he says.

While the ACWA research partner-
ship may appear radically different
from Dr. Pelling’s approach, the out-
comes are strikingly similar: both are
giving rise to valuable new technolo-
gies, and both are having an immedi-
ate impact on their communities. The
only difference is the starting point.
“What we’re doing at pHacktory is
creating the right conditions to bubble
up innovators en masse, rather than
waiting for them to randomly ap-
pear,” says Dr. Pelling.

Research builds our communities

We’ve had a long history of producing engaging print and digital features. Select a link below to view a previous feature.

Sources: Vividata Q2 2015 Study – Age 18+, comScore MediaMetrix Q4 Average 2015

NEXT STEPS? Contact Globe and Mail Project Manager RICHARD DEACON at 604.631.6636, or via e-mail at rdeacon@globeandmail.com

In 2017, Canada celebrates its 150th anniversary of Confederation. Individuals, families, organi-
zations and businesses across the country are coming together to celebrate this major national 
milestone. The many pan-Canadian projects, activities, performances and initiatives are designed 
to create shared experiences that strengthen the Canadian community, boost its resilience and 
recognition, and point the way towards a sustainable future.

Proposed editorial highlights:

ACROSS THE COUNTRY. We highlight the projects and initiatives that will bring Canadians together 
to celebrate, participate in events and share experiences.

MILESTONES. What are some of the milestones that define our nation and have shaped the 
values and goals of Canadians? 

DIVERSITY. Who are the leaders, organizations and businesses representing Canada as an inno-
vative, inclusive, multicultural and diverse nation?

NEXT GENERATION. We feature organizations and educational institutions that are equipping 
next-generation leaders with the skills and knowledge to make a positive difference.

CANADA’S LEGACY. We look at Canada’s impact on the world stage, from philanthropic endeav-
ours and educational exchanges to business connections and partnerships.
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