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SERVING UP

S

ocial media has broken the barriers of online communication,
with buzzwords and invitations
to connect online infiltrating
face-to-face meetings. That’s because
social networking has evolved from
being a mere garnish favoured by keen
communicators into an essential ingredient for employers and employees
who want to remain the cream of the
crop.
Just as email is not the final solution to all communication tests, social
media is not a magic bullet for sales,
public relations or professional development, but social media is a creative,
flexible and a fun means to meeting
organizational and professional goals.
Social networking is here to stay – it’s
where your target market, colleagues
and competition already hang out. It
might just be time to taste test what’s
on the social media carte du jour.
SOCIAL NETWORKING DEFINED
Social networking is the term used to
describe the relationships we form
with others on the Internet using a
variety of digital platforms. Social
media networks (Facebook is a social
network, LinkedIn is another) all depend on their users to publish their
own media – text, photos and video –
then share that content with a specific or general audience. Contrast social media with traditional media like
television, where networks create and
serve up the content.
The social nature of social media is
what keeps users worldwide plugged in.
Social media connects people with
common interests in interactive, realtime, engaging ways. With social
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SOCIAL MEDIA
An introduction to
the ever-expanding world
of social networking
for individuals and
organizations
By Zoey Duncan

media, anyone can comment live from
a tradeshow floor or ask for food fad
advice from peers and find where to get
the latest industry news from experts.
Social networking across the many
available platforms provides a practical
opportunity to share messages, discover new markets and connect with
real people. Yes, you can get a job by
“meeting” the right people on Twitter.
Yes, you can benefit your organization’s members or get your first book
deal or hone your craft by maintaining
a blog. And, yes, untamed social media
can become a time-waster that keeps
otherwise industrious people distracted
from other duties. So can email, television, meetings, too many good books
on the shelf or an invitation to dinner.

WHO IS ALREADY CONNECTING?
Most Canadians are familiar with online social networks. In their 2012 Fact
Guide on Canadians and the Internet,
research firm Ipsos Reid found 62 per
cent of Canadians have browsed a social media website, up from 51 per
cent two years earlier. Maybe it’s the
cold weather, or maybe we’re just an
interactive bunch but, of all people,
Canadians are among the most connected to the Internet with 83 per
cent of Canadians online in 2012,
compared to 78 per cent in the United
States and 34 per cent worldwide.
Daily Facebook usage in the Great
White North, for example, is higher
than usage globally (19 million Canadians logging on monthly).
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The social media universe is constantly expanding, and the prospect of
sampling a piece of every possible network is enough to give anyone indigestion. With every social network that
passes its best-before date, you can be
sure there’s a fresh-baked platform
ready to entice new users. A network
might focus on any variety of media options: video (like Vine’s six-second
videos – vine.twitter.com), perfect for
recording concise training videos; photo
(like teen mobile favourite, SnapChat,
which appeals to the photo storyteller
in everyone – snapchat.com); or even
real-life events happening where you
are or where you are going (like
Meetup’s network of local social calendars – meetup.com). The key to participating in social media, as in menu
planning, is to know your goals and resources and then limit your options.
Some social networking sites lend
themselves better to professional endeavours than others. We’re going to
narrow down the choices to some of the
most popular and populated social networks out there and point out opportunities within each.
STAY LINKEDIN
LinkedIn (linkedin.com) acts as both a
digital resume and the workplace water
cooler. It’s a valuable tool for the job
hunt and recruiting, positioning oneself as an expert or connecting with
like-minded professionals. For individuals, LinkedIn can be passive, as a
place to host a CV, or it can be a more
active social network in the vein of
Facebook, with the opportunity to post
updates and join LinkedIn Groups.
Organizations and employers can
create LinkedIn Groups to add value
by keeping their members communicating. Groups function as an interactive discussion board or as a landing
page for company announcements.
They can be fully public or private for

approved members only, as is the
Canadian Society of Nutrition Management group. The Canadian Food Inspection Agency, for example, uses
their company page predominantly to
post current job openings. Get familiar
with LinkedIn’s email alert settings to
control the notifications sent to your
inbox, as the site tends to be overzealous in the email department. Why use
it: networking, finding leads.
FACEBOOK IN YOUR KITCHEN
In the beginning, many users turn to
Facebook (facebook.com) to stay connected with far-flung family or classmates from the past, but now it’s a
prime medium on which to engage
customers and would-be clients, or to
find suppliers and supplies. There are
plenty of users available to be wooed:
86 per cent of Canadians have a Facebook profile (Ipsos Reid). If Facebook
were a place, it might be the kitchen
of a sitcom family where friends and
relatives drop by unannounced with
life updates or to play some games
and swap shopping tips. With professional organizations and Fortune 500
companies on Facebook getting cozy
with advertising options that direct
their ads to those who already “Like”
related products, one might also welcome a knock on the metaphorical
kitchen door from a favourite brand.
The best professional Facebook
pages are updated multiple times a
week with posts encouraging people to
Like, comment and click on those updates. Images have proven to be the
most engaging material to post on
Facebook, though quality is always the
primary consideration for any update.
Seniors’ service provider, Revera
Inc., which runs 250 sites across
Canada and the U.S., uses their Facebook page to share positive stories
about “living life to the fullest at any
age.” Their subscribers, also called Fol-

lowers, see links to things like quizzes
on arthritis facts, photos from real
people in their retirement residences
participating in events and dialogues
on the experience of aging.
Kraft Canada has dedicated a page
solely to recipes and kitchen tips for
their more than 320,000 Followers.
They’ve opened the channels of communication with their customers while
also regularly broadcasting reasons for
people to think “Kraft” next time they
plan a meal.
Social media provides an arena for
dissatisfied clients to vent their frustrations. This fear has driven many a
marketing VP away from launching a
social media presence. But failing to
create a communication hub like a
Facebook page won’t stop the criticism, it will just drive it elsewhere.
Monitoring a social networking profile
such as a Facebook page to field people’s concerns returns control to the
brand. Why use it: simple, cheaper
than developing a whole website, answer customer questions, share content from a blog, potential access to
millions of Canadians.
TWITTER IN BITE-SIZED PIECES
Twitter (twitter.com) is characterized
by its 140-character messages, called
tweets, which cascade from users at a
rate of 5,700 messages per second
worldwide. Its popularity is on the rise
in Canada; from 2010 to 2012, Twitter
use nearly doubled, to 19 per cent from
10 per cent of the Canadian population. Think of Twitter like a radio show
for the 21st Century. An individual
might broadcast daily activities, share
ideas and ask questions, while also tuning into accounts (stations) of interest.
A business or organization might
use Twitter to broadcast lunch specials, share relevant news articles and,
most importantly, interact with the
public.
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If your goals include expanding your customer base, growing your network or
simply learning, social media can truly be an asset
The greatest Twitter myth is that
it’s just people talking about what
they ate for dinner. While tweeting
one’s remarkable borscht technique is
acceptable, Twitter facilitates deeper
interaction than a photo of a beet ever
could. There is perhaps no better social media tool today than Twitter for
creating and leveraging “weak ties.”
Sociologist Mark Granovetter’s weak
ties theory suggests it is the weak
ties, people at the edges of our networks (old classmates, a neighbour’s
uncle), rather than strong ties (close
friends, spouses, cubicle-mates) who
will link us to new opportunities for
social and financial growth.
Twitter is all about conversations.
It’s increasingly being seen as the place
where consumers make their decisions.
An airline that doesn’t respond to a
complaint about delayed flights may
have lost a customer – and all that customer’s followers. Similarly, a local cupcake shop that addresses a tweet
complaining of underbaked sweets with
an offer to rectify the error could save
and even win customers.
The coffee pros at Bunn use Twitter
to educate their 3,500 followers on the
finer points of brewing a rich cup of
coffee, to promote their products and
even suggest coffee filter craft projects. Health Canada extends their role
in safety to Twitter, by posting current
product recalls and food safety tips, as
well as promoting government initiatives in the health arena. Why use it:
conversations with customers, network, shared content.
AN ASSORTMENT OF PINTERESTS
Pinterest (pinterest.com) is a digital
corkboard where users can link to or
“pin” images of interest. It’s a particu-
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larly popular social network among
women, especially those who like to
collect recipes, do-it-yourself or shop
online, but is emerging as a more diverse network for information as well.
Pinterest’s highly visual design lends
the network to audiences for whom
English is not their first language and
those who may struggle with reading
text on screen. There are about 3.8 million Canadians already pinning according to Semiocast.com and businesses
and organizations are just starting to
get the hang of it. Why use it: share visual content, collect relevant links in a
visually stimulating way.
BLOGS BRING ALL TOGETHER
Blogs are a place to publish content
for an online audience. Blogs can be
self-contained or operate as part of a
website. Blog posts are excellent content to share across social networks.
Technically speaking, publishing a
blog post isn’t much different from
sending an email. In fact, blogs are an
efficient, simple way to keep an organization’s website up to date without
contracting web designers. Plus, by
blogging regularly on topics people
are searching for, you are giving
search engines more reasons to link to
you, and therefore more chances for
people to find you online.
For organizations, a blog can be another place to publish important
newsletter content, to entice new members and to get out information to the
public. Businesses may find success in
publishing blog posts that complement
their products, whether through recipes,
sharing research, endorsements, or howto videos. Why use it: publishing content, keeping online presence current,
establishing expertise.

MORE IS NOT ALWAYS BETTER
Social media monitoring can be done
in as little as 30 minutes a day, but to
make it an effective part of a business
strategy, it’s important to approach it
thoughtfully. Like any work task, social media management can begin to
eat up more time than you have. How
do you make social media work for
you instead of the other way around?
Answer these three questions: what is
your goal, where is your audience and
how much time are you able to commit? Decide whether to stay in-house
or contract out social media tasks. If
your goals include expanding your
customer base, growing your network
or simply learning, social media can
truly be an asset.
Log on and try a helping of social
media. You might find it’s just what
you were craving.
■■■■

Zoey Duncan is a freelance
journalist and communications director with ZEDS
Communication Consulting
Corporation. ZEDS specializes in writing services, social media consulting for
beginners and bringing humour to corporate communications.
• www.ZEDScc.com
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USE IT OR LOSE IT
How exercise and diet can relieve or prevent
the stresses and strains of the job
By Marlo Brausse, BAJS, AFLCA; and Janine Elenko, RD
ood nutrition is an important partner of physical activity. The 2004
Canadian Community Health Survey Cycle 2.2 included a nutrition
component that revealed eating patterns of Canadians. Fifty per
cent of women and 70 per cent of men were found to be eating
more calories, or energy, than they need. How our energy intake is distributed over carbohydrate, protein and fat is an important concept in healthy
eating. Not only are the majority of Canadians eating too many calories, 25
per cent of males and 23 per cent of females are eating too much fat. The
survey also revealed that many adults do not meet their calcium and vitamin D requirements. These numbers point to the urgent need to shift the
way Canadians eat to promote health and decrease the rate of chronic diseases. Maintaining good health and managing weight have been reported by
Canadians as important factors in making food choices. Fat content was also
found to be the basis for food-related decisions in 76 per cent of Canadians. These findings demonstrate that while Canadians are trying to make
healthy food choices, excessive energy and fat intake is still prevalent.

G

FIRST - FOOD CHOICES
Stress can cause wear and tear on
healthy eating habits. Adults typically
eat at least one meal per day in the
work place. Time demands lead to the
search for convenience foods as readymade meals at the grocery store or a
quick bite from a fast-food restaurant.
These foods are processed and have
high fat and sodium. Excess sodium
intake is a known risk factor for high
blood pressure (the majority of Canadians eat too much sodium). The other
partner in crime, saturated and trans
fats, can increase LDL cholesterol in
the blood, another risk factor for heart
disease. Although convenience foods
can save time, these choices can lead
to costly health effects in the future.
Stress also impacts our appetite and
food cravings. Research has demonstrated that stress is linked to increased intake of high-fat, high-sugar
foods. There are two potential pathways for how stress impacts our
choices. First, stress increases the secretion of cortisol which is an appetite-stimulating hormone. Second,
consumption of food stimulates the
“reward” centre in the brain which can
provide temporary relief of stress,
hence the concept of emotional eating. The short-lived relief from emotional eating is often followed by
feelings of guilt, shame and further
stress related to the awareness of the
unhealthy choices being made. These
influences of stress on eating patterns
emphasize the need to create a supportive environment to promote
healthy food choices.
It is important to have strategies to
help make the healthy choice the easier choice. Keeping healthy snacks on
hand at home and at work help to fend
off temptation to purchase items from
vending machines or cafeterias. Choose
a variety of foods full of colour like
fresh fruit, vegetable sticks, a handful
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of unsalted nuts, low-fat Greek yogurt
or a small whole-wheat tortilla with
natural peanut butter and banana.
NEXT – PHYSICAL ACTIVITY
The importance of regular exercise is
necessary for good physical health and
mental well-being. When we are physically active, the body responds with
positive signs: the ability to cope with
stress, improved sleep patterns, increased motivation, positive thought
patterns and a stronger immune system. A lack of physical activity can
show up as aches and pains in the
back, knees, hips, and a weakened immune system.
As we age, we naturally start to lose
lean muscle mass. A recent study reports that we will lose 50 per cent of
our muscle mass between the ages of
20 and 90 with the majority lost (30
per cent) between 50 and 70 years of
age. How much muscle is lost and how
fast it happens depends a lot on how
well we take care of our bodies. People
who live a sedentary lifestyle lose muscle at a faster rate; in other words, we
need to use it or we lose it.
Muscles become weaker and bone

density decreases through the aging
process. Loss in bone density and muscle affects coordination which can lead
to more slips and falls resulting in possible breaks and fractures. Gaining stability and building muscle can be
improved through small, routine, balance-challenges like standing on one
foot when washing the dishes or when
brushing your teeth. Research has
shown that if an individual older than
65 falls and breaks a bone, it has the potential to substantially lower overall life
expectancy. This alone is significant.
In 2011, Statistics Canada’s Canadian
Health Measures Survey, a joint venture
with Health Canada and Public Health
Agency of Canada reported that fewer
than 15 per cent of Canadian adults met
the required guidelines of 150 minutes
of moderate-to-vigorous physical activity each week. Furthermore, the study
indicates that males (17 per cent) were
slightly more active than females (13
per cent) and the younger population
aged 18 to 39 years (19 per cent) were
more likely to meet the guidelines for
physical activity compared to adults
aged 40 to 59 years (13 per cent) and 60
to 79 years (11 per cent). This study

also shows that physical activity in
Canadians decreases with age.
Most participants report not having
enough time in their schedule as a
huge factor in not being physically active. Yet, physical activity is one of the
main contributing factors in reducing
stress and maintaining balance.
The great news is that it is never
too late, or too early, to work on
maintaining, building and protecting
your muscle. Staying active and exercising regularly can significantly slow
muscle loss due to aging along with a
list of other benefits. So, how do we
make the time and what exercises are
most effective?
As a beginner, it is often overwhelming to know where to start and
how to balance a workout regime. The
Canadian Physical Activity Guidelines
for Adults 18-64 Years recommends at
least 150 minutes of moderate-to-vigorous intensity aerobic activity per
week, in 10-minute bouts or more. The
guide also recommends adding muscleand bone-strengthening activities
using your major muscle groups at
least two days per week. Check out our
list of strength training exercises

EXERCISE: START NOW!
Here is a list of strength training exercises that are aimed at targeting each major muscle group. These exercises can be added
to your daily routine either at home, at the gym, or at the office. Pick a time and place and start to move! Complete eight to 10
repetitions of one or two exercises from each muscle group, twice through. By adding some or all of these exercises into your
workout program, you will start to see results. Try these exercises in your morning routine, your lunch break or while watching
TV. Remember, 10-minute bouts of exercise can be just as effective as a steady 60 minute workout if you have enough intensity.
Work towards increasing your activity to three times a week and the gains will significantly increase.
Shoulders (deltoid): Overhead press or anterior raise with small hand held weights.
Arms (tricep, bicep): Bicep or hammer curls and overhead tricep extensions using small hand held weights. Tricep dips can be
done with your own body weight.
Thighs (quadriceps, hamstrings): lunges, squats, and/or deadlifts with or without added hand weights.
Back (rhomboids, trapezius muscles, latissimus dorsi): Deadlifts, squatted narrow rows and reverse flies with hand held weights.
Calf (gastrocnemius, soleus): calf raise with or without added hand held weights or walking up several flights of stairs.
Abdominals (rectus abdominals, internal and external obliques, transverse abdominals): crunches, oblique twist, pelvic tilts,
and planks.
Chest (pectoralis major and minor): push-ups and bench press with hand weights or barbell.
Glutes (minimus, medius, maximus): wall or narrow squats with or without handheld weights and leg press.
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below. Cardiovascular training alone
such as jogging or cycling is not
enough. Adding weight exercises to
your regime just twice a week will help
to build and protect muscles while also
aiding in motivation levels, metabolism and stress. Strength training exercises are critical in assisting with
weight loss while also helping to maintain bone density and muscle strength.
Making change is not easy, but there
is professional help. The Dietitians of
Canada website (www.dietitians.ca)
has tools available to identify areas of
your eating pattern to target for
change and to assist in meal planning.
EatRight Ontario (www.eatrightontario.ca) is another resource that has
ideas on how to create healthy lunches
to take to work rather than purchasing meals on the run. You can also find
a menu-planner tool in this site that
caters to various health goals including eating right with a busy lifestyle.

Regular exercise and proper nutrition play an overall factor in our wellbeing. Developing a supportive
environment within the workforce is
important to help carry healthy habits
throughout the day. Building a support group at work is a great way to
share new recipes or exercise ideas
and build healthy working relationships to aid in stress reduction. Registered dietitians and certified
personal and group fitness trainers
can be valuable resources to help at
both the individual level and in the
workplace.
■■■■

Marlo Brausse is a certified
group fitness, yoga, and
Pilates instructor and a member of the Alberta Fitness
Leadership Association. In
January 2013, she opened
Barre Body Studio, a fitness
facility, in Calgary.
• marlo@barrebodystudio.com

Janine Elenko is a registered
dietitian who completed the
Southeastern Ontario Dietetic
Internship Program with a
focus on community nutrition.
She works in neuro-rehabilitation in Calgary.
• jnelenko@gmail.com
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EMERGING TRENDS
ne of the highlights of The Association of Nutrition and
Foodservice Professionals’ recent national leadership conference in Savannah, Georgia,
was the announcement by its foundation, The Nutrition and Foodservice
Education Foundation (NFEF), of the
first activity of its newly expanded
mission aimed at encouraging innovation and leadership among nutrition
and foodservice professionals.
NFEF partnered with Technomic,
one of the nation’s leading food research firms, on a project that yielded
data-driven evidence about emerging
trends in the dining habits and preferences of long-term care residents, a
topic that NFEF believes will increasingly impact the nutrition and foodservice profession.
“The aging of the Baby Boom generation is heading into a new phase
that will bring significant change to
the way senior living facilities approach food service and nutrition,”
said NFEF board of trustees chair,
Vicky Kearney, CDM, CFPP. “This research validates the current dialogue
among industry leaders and demonstrates a pressing need to take the
necessary steps to equip the senior
living industry with best practices and
tactical solutions.”
Technomic surveyed 500 residents
of long-term care facilities, including
those in assisted living, continuous
care retirement centres, nursing

O
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The ANFP announces
results of the
first project of its
expanded mission
By Ginger W. Cater, MEd, CDM, CFPP

homes and senior living; 500 family
member decision makers; and 400
ANFP members. Qualitative interviews
were also held with ANFP and NFEF
board members, resulting in several
key findings.
FOODSERVICE TRENDS
ANFP members generally agree that
the foodservice trends surrounding
health (e.g., freshness, low sodium,
low sugar or sugar free, “better for
you,” etc.) are most important to facilities; however, other food trends,
such as ethnic foods, are gaining
awareness or becoming more important. Foodservice programs are seeking
products that meet these trends while
maintaining or lowering food costs.
DECISION-MAKING FACTORS
For residents and family members, food
service is one of the most important decision-making factors when choosing a
long-term facility (90 per cent).
FOODSERVICE SATISFACTION
More than half (52 per cent) suggest
that there are currently enough “better for you” foods and those with nutritional supplements, indicating that
these areas should no longer be a
focus. Residents are generally satisfied
with their facility’s food service, but
want more snacking options (40 per
cent), dining hours available all day
(39 per cent), fresh (39 per cent), and
grab-and-go options (38 per cent).
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CHANGING NEEDS
Resident demographics are changing
significantly. A younger population is
moving in and staying in long-term
care facilities for longer periods of
time. These residents are more “foodcentric” and more vocal about food
preferences and satisfaction. ANFP
members anticipate several changes in
the next five years including changing menu offerings (86 per cent). A
majority of members also anticipate
more flexibility around timing of
meals (71 per cent) and think
changes will occur with dining options in their facility (67 per cent).
Not surprisingly, 70 per cent believe
resident demographics will change,
most likely leading to the anticipated
foodservice changes.
FUTURE FOODSERVICE TRENDS
Unique and innovative food offerings,
as well as authentic ethnic foods, are
expected to become extremely important in the coming years as the Baby
Boomers begin moving into these
types of facilities. Younger residents
are more aware of green, organic/natural and local-sourcing practices,
which are likely to gain importance in
the next five years.
SHIFT TO NEIGHBOURHOOD MODEL
The need to commercialize food service
is widely recognized. The model will
shift from “medical” to “neighbourhood,” changing most factors currently
surrounding foodservice programs. Facilities will have to renovate building
structures to add mini kitchens to each
neighbourhood, making the centralized kitchen used mostly for storage
and prep. Staffing needs will change,
as universal workers are responsible for
all aspects of care and day-to-day life
in neighbourhoods, requiring crosstrained staff with knowledge and expertise across all areas.

FUTURE EXPECTATIONS
To meet changing resident needs,
ANFP members expect changes to
foodservice areas in the next five
years, offering residents more flexibility and variety. Carts/kiosks, snack
shops, alcohol service, convenience
stores and food courts are expected
to become more commonplace in
long-term care facilities. It is expected that dining rooms with waitstaff will still be common in the next
five years; however, they will likely
resemble restaurant service with a
full menu.
FUTURE CHALLENGES
Despite the pending changes, a majority of long-term care facilities do not
plan to add staff, specialists, outside
services, or make significant investments due to budget constraints. As a
consequence, foodservice departments
need to be more vocal about the value
that they provide to long-term care facilities in order to “win” bigger budgets. Cross-trained foodservice staff will
also be needed in order to develop
knowledge and skills in culinary, nutrition and sanitation.

IMPLICATIONS FOR SUPPLIERS
Foodservice programs have to evolve
in order to meet residents’ changing
needs, providing opportunity for suppliers to be a valuable resource. Communication and collaboration as well
as staying ahead of trends that impact
menus, preparation methods, facility
design, and staffing, will allow for
seamless transitions for both suppliers
and operators.
■■■■

Ginger W. Cater is employed
by Healthcare Services
Group, currently contracted
to Glorified Health and Rehabilitation in Greenville,
South Carolina as a manager
of nutritional services. She is
the immediate past chair of
the board for the Association of Nutrition & Foodservice Professionals.
• gingercater@yahoo.com

LONG-TERM IMPLICATIONS
Resident needs are changing, and
foodservice programs have to evolve in
order to meet those needs. As these
changes occur, food service will play
an even greater role in resident decision making and satisfaction. As residents mention their desire for more
flexibility and variety, it is important
that foodservice programs/service
areas meet these needs. It is also extremely important for these facilities
to maintain the balance of health/nutrition with taste/flavour when developing new menu options. Trends will
greatly impact menu, preparation
methods, facility design and staffing –
investment is required.
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ASK AN EXPERT

Buy Organic? Buy Local?
There is still much to be said about whether customers are willing to pay more
By Shayna McCagg

T

he Canadian organic industry has seen
unprecedented growth, tripling since
2006, and is now worth $3 billion per
year, making it the fourth largest in the
world. Though the number of Canadian farms
decreased 17 per cent from 2001 to 2011,
certified organic farms grew by 66.5 per cent, according to
the Canada Organic Trade Association (COTA). The organic industry’s boom comes as implementation of mandatory regulation standards in 2009 created transparency and increased
consumer confidence. Now, more than half of Canadians buy
some type of organic product each week and consumption is
set to increase with 98 per cent committing to increasing or
maintaining their purchases of organic fruit and vegetables
over the next year. Not surprisingly, urban populations,
young families and university-educated consumers have the
highest rate of buying organic.
The most common appeal of organics is the improved environmental impact through ecological sustainability, but
nearly half of proponents also feel organic is a healthier,
more nutritious choice and want to avoid genetically engineered foods. Consumers wishing to reduce exposure to synthetic pesticides and herbicides may buy organic versions of
produce. Furthermore, different ethical standards such as
animal welfare regulations and safer working conditions for
farmers may also motivate customers to buy certain products.
Today, competition and economies of scale are making organic foods more accessible. According to COTA research, all
socio-economic categories purchase organic food which they
feel discredits the common misconception that organic products are too expensive for many Canadians.
Canadian organic consumers want Canadian products, as
shown by the 48 per cent market share going to Canadianproduced goods. Both organic and conventional agriculture
sectors have recognized consumer demand for local (but not
necessarily organic) foods and their perceived benefits, such
as being more nutritious, fresher and supporting their local
economy. Furthermore, The National Farmers’ Market Impact
Study 2009 Report found that local Canadian farmers’ markets created an economic impact of a little more than $3 bil-
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lion in 2008. The study also found 92 per cent of shoppers
consider it important to buy directly from their farmer and
that farmers’ markets are the number-two source of groceries
for 62 per cent of shoppers. Of those not shopping at farmers’ markets, 48 per cent state they have no accessible local
market. Still, the amount of farmers’ markets and Community Supported Agriculture (CSA) programs continue to increase. In Ontario, for example, farmers’ markets grew from 60
in 1990 to 181 by 2012, and CSA initiatives have climbed
from zero to 228.
Buying local has also captured the attention of big business. According to a 2013 national survey, healthcare facilities
and universities have indicated an interest in increasing their
local food activity, similarly reporting increased quality, freshness, taste and nutrition as key benefits of local food procurement. To assist with this movement, provincial initiatives
are creating easy access to affordable, consistent and safe food
sources imperative to successful institutional and local food
relationships. They link local farmers with healthcare facilities
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and schools to help farmers meet strict safety and traceability standards and to abide by contractual agreements required
by foodservice operations. Large food distributers such as Aramark, Gordon Food Service and Sysco have committed to
sourcing more local food for their clients, and many institutions are taking steps to gain a greater connection to local
products including using local food in special event meals,
hosting farmers’ markets, featuring local vegetables in salad
bars, planting vegetables gardens, incorporating a featured
local item on the menu or participating in CSA baskets.
However, local does not necessarily equal organic or sustainable production. A large spectrum exists between organic
and conventional farming methods. Some farmers may produce food with sustainable methods but choose not to proceed with certification due to cost or other barriers. For
example, an Ontario grass-fed beef farmer whose operation is
not certified organic argues that developing a relationship
with your farmer fosters trust and allows the customer to
exert influence on production methods. This creates a sustainable food system that fairly compensates the farmer. In
contrast, his neighbour, a certified-organic vegetable farmer,
counters that organic certification serves as an important

regulatory standard that guarantees farmers are accountable
for their production methods, an assurance especially important to those consumers who are unable to get to know
their local producer
As customers become more aware of food production methods, their desire to be more connected with food becomes
more prevalent. So, programs like Local Food Plus, a Canadian non-profit, and Équiterre, a NGO operating in Quebec,
are being created. Their mandate is to source local food
farmed with improved sustainability measures (certified-organic or not) and to facilitate procurement agreements with
institutions. Initiatives like these that amalgamate the benefits of both local and sustainable production are gaining
support from farmers and consumers alike which will only
benefit this rapidly expanding market.
■■■■

Shayna McCagg, a clinical and consulting dietitian and member of the Ontario
Long Term Care Action Group, has advocated for food security initiatives for
more than six years through writing and volunteering for associations such as
Just Food and completing an Organic Farm Internship to gain better understanding of alternate food systems.
• shayna.mccagg@gmail.com

Food for Thought: Fanshawe College
Food & Nutrition Management
FULLY ACCREDITED BY THE CSNM

Pursue a career as a service manager in the dynamic, growing food service industry. Areas of study
include nutrition, food science, menu planning, maintenance, budgeting and human relations.

Culinary Skills – Chef Training
(1-year certificate)

Culinary
Management Diploma
(1 year after Chef Training
Certificate)

Transform your college diploma into a degree!

Food & Nutrition
Management Diploma
(1 year after Chef Training
Certificate)
CSNM Accredited

Honours Specialization
in Nutrition and
Dietetics Degree
(Brescia College,
University of Western
Ontario)

Registered Dietitian
Internship

For more information,
Contact Tracy Jones, Coordinator
(519) 452-4430, ext. 4868 tjones@fanshawec.ca

CANADIAN SOCIETY OF NUTRITION MANAGEMENT NEWS – WINTER 2014

15

CSNM MEMBER PROFILE

An Appetite for Education
Nutrition manager program takes a bigger slice of the scholastic pie
By Jamie Parcells

W

members, student graduates, present students and stakehen it comes to dishing out qualholders in the community, provide essential feedback from
ity online education for aspiring
the industry. “Their connection with the larger industry and
nutrition managers, one Albertathe input they provide has been essential to our continued
based college continues to provide a fullsuccess,” she says.
meal deal.
“We have expanded beyond Alberta’s borders. Of all of our
Since its inception in 2007, Bow Valley
students, 50 per cent are from Alberta, 25 per cent from B.C.,
College’s Nutrition Manager program continues to make con18 per cent from Ontario and the remainder from other parts
siderable strides (in an online format) for those looking for
of the country,” says Follett. “These numbers are indicative
a career in food service. Bow Valley showcases a number of
of the fact that online education works. It’s like another piece
online distance education programs, but the development of
that fits nicely into the puzzle of people’s everyday lives. All
the Nutrition Manager Program was a combination of exthat is required for success is a genuine interest in food servpanding the college’s current menu of online education proice, commitment and Ingrams
and
future
ternet access.”
forecasting.
Once students complete
The program (designed
“All that is required for success is a genuine
the program, they can
as a part-time program
interest in food service, commitment
apply for membership with
format) is marketed as
the
CSNM, thereby increasbeing accessible, feasible
and Internet access.”
ing their marketability.
and affordable and is
~ Sandra Follett, RD, program lead, Nutrition Manager Program
“There are substantial cabased on the Canadian
reer opportunities availSociety of Nutrition Manable to those who have
agement (CSNM) entryobtained the qualifications and membership in the CSNM,” says
level core competencies and standards to ensure consistency
Follett.
with professional expectations and current practice.
The CSNM is a recognized leader in food service and in proThe program provides the skills required for a career in the
viding information to food service managers. Members of the
foodservice industry, and graduates earn a certificate in nuCSNM have access to a continuing competency program. “Emtrition management. “The program is ideal for individuals
ployers know that if an applicant is a CSNM member, they
who are already working in the industry,” says Sandra Follett,
meet the standards,” says Follett.
registered dietitian and program lead. “Most of our students
Admission to Bow Valley’s Nutrition Manager Program does
are working in the food industry at some level, but they are
not require food service experience, but it is an asset – along
all after qualifications and knowledge designed to foster opwith basic computer skills. A high school diploma and credit
portunities for career advancement.”
in English are required for admission. The program consists of
Follett adds that since its inception, enrolment in the proeight courses and one eight-week work experience, an ingram has grown by approximately 300 per cent and the colcrease from six weeks when the program first started.
lege has recently hired additional staff to accommodate the
“Based on feedback form our preceptors and program adincreased demand. Its recent accreditation awarded in 2011
visory committee, we wanted to provide sufficient time to
by the CSNM has generated interest from numerous parts of
practice all those skills needed for today’s foodservice work
the country – all signs suggest a very positive outlook for
setting,” says Follett. Students have three years to complete
the online format.
the program and a maximum six months to complete any one
The program’s advisory committee, comprised of CSNM

16

CANADIAN SOCIETY OF NUTRITION MANAGEMENT NEWS – WINTER 2014

course. “Students can work at their own pace and accelerate
their completion time – depending on how much quality time
they can devote to it,” Follet says.
Tuition for the entire program – from start to finish – is
approximately $3,500 and, adhering to its promise of affordability, students can pay for each individual course as
they go.
“The cost is wonderful. I didn’t have to fork out the money
all at one time and that was one of the primary reasons that
attracted me to the program,” asserts recent program graduate Sheila Dalpre.
“I work as a chef manager and, having moved to a new facility where the job involved more intermediate and complex
care, I knew that I needed additional training. It took me
three years to complete the program, but the staff were both
supportive and accommodating. This was another great selling point for me,” she asserts.
Dalpre is currently pursuing membership in the CSNM and
offers advice to those considering enrolling in Bow Valley’s
Nutrition Manager Program. “Time management and discipline are very important. The course is heavy – especially if
you are working full time – but with personal commitment
and all that the program has to offer, completion is incredibly doable and highly rewarding,” she says “I know that I
just graduated last November, but I have to say that I am
quite proud of myself,” she says.
■■■■

FOOD FOR THOUGHT
Eight courses and work experience placements are
completed part-time over three years.
COURSE

CREDITS

HOURS

Introduction to
Nutrition Management

1

15

Business Communication

3

45

Food Service Safety

3

45

Foundations of Nutrition

3

45

Clinical Nutrition

3

45

Human Resources for
Nutrition Managers

4

60

Food Production Management

3

45

Business Management

3

45

Nutrition Manager
Work Experience

5

320

Jamie Parcells is the publisher of Food Service & Nutrition Canadian Society of
Nutrition Management News.
• jparcells@cecommunications.ca
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Aliments ED Foods www.ed.ca
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Culinary Software www.cheftec.com

5

Dure Foods Ltd. www.durefoods.com
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Fanshawe College www.fanshawec.ca

OBC Maple Leaf www.mapleleaffoodservice.com
IBC Olymel www.olymelfork.com
11

Thermodyne Foodservice Products, Inc. www.tdyne.com
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TBD

MARCH 2 – 4

APRIL 1 – 3

APRIL 22 – 25

Alberta Foodservice Expo
Edmonton, AB
www.albertafoodserviceexpo.ca

CRFA Foodservice 2014
Toronto, ON
www.crfashow.ca

Ontario Long-Term Care
Association Conference
Toronto, ON www.crfashow.ca

Diabetes Educator Course
Vancouver, B.C.
www.interprofessional.ubc.ca

ASNM
TODAY’S DIETITIAN MAGAZINE HAS RELEASED A SURVEY IN THE U.S. IN WHICH 500 DIETITIANS WERE ASKED FOR THEIR
predictions on rising nutrition trends in 2014. Gluten-free was cited as the number-one food trend. Despite the lack of proof that
wheat or gluten elimination diets support weight loss or health, consumers without clinical disorders or disease continue to
search for ways to control their weight. Other trends include a rise in the use of ancient grains, kale, coconut oil and omega-3
ALA-rich Chia seeds. The survey also predicts a rise in the number of grocery shoppers looking for healthier choices as well as
an increased consumer interest in nutrition and weight loss. Shoppers will also place more importance on locally-grown products
and sustainable goods. Also identified – more televised programs with doctors, dietitians and health-focused chefs promoting
health and wellness. As well, social media will play a larger role as more consumers turn to diet and health blogs for advice.

SSNM
SASKATCHEWAN WILL HOST THE CSNM 2014 NATIONAL CONFERENCE IN CONJUNCTION WITH THE SSNM (SASKATCHEWAN
Society of Nutrition Management) in Regina on May 7-9, 2014. This is a great opportunity to bring local and national members
together to showcase what Saskatchewan has to offer. SSNM held its first successful Potluck Social last November in Saskatoon.
SSNM hopes to host more events in the near future. Congratulations to Bolanle Amusa and Jayci Merkosky, winners of the halfprice conference registration fee door prizes!

OSNM
THE HAMILTON/NIAGARA CHAPTER HOSTED ITS CONFERENCE LAST SEPTEMBER FOLLOWED BY AN EDUCATION DAY IN
November. Angelo Collalillo from Complete Purchasing spoke on improving profit lines in your cafeteria and added insight into
residents of the future and what will be expected from your LTC Food Service. The bulk of the day was spent with Soo Ching Kikuta
who prepared participants for the RCI. She presented what will happen from the time the inspectors arrive and how to prepare
for an inspection. Delegates went away with knowledge of the new process for inspections for MOHLTC.
The Grey/Bruce Chapter held its fall symposium in Stratford this year with 3 CE points awarded to the 60 members who attended. The day started off with the Canadian Food Inspection Agency speaking on best-before dates and what they really mean.
Paula Blagrave, RD, spoke on RAI-MDS documentation, and the day ended with Pat Morden speaking on leadership today for a
better tomorrow. The chapter will continue to donate to the Lunch and Learn Program and the Good Food Box.
Preparation is underway for the 2014 Conference and AGM set for September in Eastern Ontario.

PSNM
PSNM HELD A VERY SUCCESSFUL EDUCATION EVENT LAST OCTOBER. FIRE ON ALL CYLINDERS, THE SPIRIT OF TEAMWORK
was hosted by Planet Clean, a company that provides alternatives to chemical-based cleaning. Members were treated to a day of
interactive learning led by Joyanne Landers of Elephant Ears Training. Joyanne has gained a solid reputation for her 25 years as
a facilitator and trainer. Attendees said they found her learning sessions practical and easy to apply in real-world situations.
Kathi Holt, provincial rep, presented the 2013 CSNM Scholarship to Shane Bowman, a Langara College Student who is employed full time at Selkirk Place in Victoria while he continues his studies.
In November, members met at Windermere Care Center, a 211-bed complex care facility in Vancouver, and welcomed Nestle Professional to discuss Supplements, Tube Feedings as well as Med Pass. Winnie Li and Cezanne Goos also discussed the benefits of
using Thicken up Clear vs any type of thickener that relies on a corn starch base to thicken. Attendees had the opportunity to
see the ease in which the product gels, as well as taste the product after mixing into several different beverages.
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MAY 7 – 9

MAY 25 – 27

JUNE 2 –4

Ontario Association of Non-Profit
Homes & Services for Seniors
Toronto, ON www.oanhss.org

CSNM Conference/AGM
Regina, SK
csnm@csnm.ca

British Columbia Continuing Care
Providers Association Conference
Whistler, B.C. csnm@bccare.ca

Canada Building Green Council
Toronto, ON
info@cagbc.org

ATLANTIC

Nutrition and Hydration Week: Global Challenge

DURING THE HOLIDAYS, LOCAL NUTRITION
managers were delighted to get together to
celebrate the season. They were served a delicious lunch at the College of the North Atlantic which was prepared by the students
of 2013 Gold Plate Medal Award Winner Chef
Roger Andrews. This get-together was special as members celebrated the career and
retirement of long-time CSNM member
Bernadette Cocker. Bernadette has been a
CSNM member for more than 35 years and
served as president in 1996-1997. She represented the province of Newfoundland and
Labrador for many years as a strong advocate for the profession and has mentored
many nutrition managers.

NUTRITION AND HYDRATION WEEK 2014, MARCH 17 TO 23, IS A
collaboration between the Hospital Caterers Association (HCA), National Association of Care Catering (NACC) and Patient Safety First. We are asking everyone to pledge their support for raising awareness of nutrition and hydration as
an essential element of care.
What can you do? The most important thing is to get involved and to make
that commitment to make a difference to the people in your care. Show your
commitment now by pledging your support on the Nutrition and Hydration
Week 2014 website nutritionandhydrationweek.co.uk. You will find a selection
of activities that you can pledge to do during the week. You will also find a
range of resources to help you plan your week. We have developed a campaign
handbook packed with information, suggestions and tips – it’s ready to be
downloaded. The second-most important thing you can do is to tell everyone
that you are supporting Nutrition and Hydration Week 2014. Contact us via
the website or on Twitter: @NHWeek.

Empowering members. Creating leaders. Building professional excellence.

JOIN US!
BOOK NOW!
2014 Conference & AGM
May 7 - 9, 2014 – Regina, Saskatchewan
Radisson Plaza Hotel
To learn more about the conference program,
visit our website – www.csnm.ca
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CONTINUING EDUCATION QUIZ
YOUR NAME

MEMBERSHIP NUMBER

PHONE NUMBER

DATE

SERVING UP SOCIAL MEDIA

USE IT OR LOSE IT

Competency 1.0 Professionalism

Competency 3.0 Nutrition and Healthy Living

1.

What percentage of Canadians have a Facebook
profile?
A - 19%
B - 62%
C - 86%
D - 100%

1.

As we age, we start to lose muscle, balance and bone density.
What should we do to combat these factors?
A - Spend more time outdoors
B - Spend more time reading about health and wellness
C - Make physical activity a part of our regular routine
D - Focus only on following a dietary plan

2.

A good social media tool to use for training videos is:
A - Vine
B - Pinterest
C - Meetup
D - Snapchat

2.

3.

One of the key considerations in engaging in social
media is:
A - Your computer’s RAM
B - Time
C - Popularity
D - Your smartphone

The Canadian Physical Activity Guidelines recommends how
many minutes of moderate-to-vigorous intensity aerobic activity
per week?
A - 75 minutes
B - Two 60-minute sessions
C - 30 minutes
D - 150 minutes

3.

Stress may lead to increased intake of:
A - Vegetables
B - Fruit
C - High-fibre foods
D - High-fat and high-sugar foods

4.

Adult Canadians tend to fall short of recommended intake
for this nutrient:
A - Calories
B - Calcium
C - Fat
D - Sugar

4.

Social media is:
A - A one-way communication method
B - A set of tools to engage with others
C - Unlikely to relate to real-life goals
D - All of the above

COMPLETE THIS QUIZ ONLINE!
GO ONLINE TO WWW.CSNM.CA • CLICK ON MEMBERS ONLY (UPPER RIGHT)
LOGIN - COMPLETE THE QUIZ
OR, CLIP AND SUBMIT THIS PAGE BY MAIL OR FAX TO:

CSNM • 1370 DON MILLS ROAD, SUITE 300
• TORONTO, ON M3B 3N7 • TOLL FREE: 1-866-355-2766
FAX: (416) 441-0591

Available in French on the CSNM website | Seront maintenant disponible sur le site web de la CSNM/SCGN

MANAGEMENT NOTEBOOK

The Winning Business Plan
A good plan is not just a document, it’s a guideline to success
By Kyle Donovan

E

very entrepreneur and businessperson
wants to succeed; nobody starts a business with failure in mind. While some
may get by on sheer tenacity and skills, most
of us require a winning business plan.
The business plan has become synonymous
with financing and investors. Although a business plan is
typically required to properly appraise the value and feasibility of a business, it has evolved to be far more useful to the
owners and operators themselves. This tool has the ability to
drive your company from concept to reality. It also allows
you to set goals and milestones to ensure your company is always growing according to the plan you set out.
There is an abundance of resources available; a simple online search will reveal hundreds of business plan templates
and philosophies. The challenge is to understand your business model, clientele, target markets and identify what success looks like to you. Is success defined as a total revenue
benchmark, a change in legislation, a cultural revolution
within an industry? How do you define success? What is the
end-goal for you and your company? How do you know if you
are winning? Once you have clearly identified and committed
yourself to your goals, the writing will flow smoothly.
EXECUTIVE SUMMARY
The executive summary gives an overview of what your company does and why you do it. Do you provide a service, product or both? What makes your service or product unique?
How can your product or service make a difference in the
lives of your potential customers? This will set the tone for
your company. Who are you? People buy people. Demonstrating your knowledge, skillset and passions allows potential clients and investors to understand who is driving the
business. People will buy from people they trust, respect and
believe. Be a subject matter expert and demonstrate that.
BUSINESS STRATEGY
How will you convert your concept into reality? It is imperative to demonstrate a logical and sound strategy. This is
your opportunity to systematically explain how you will pro-

duce your product or service from the design phase through
to completion. This includes creating other resources as well:
• Operations Plan – How will your business operate? Understanding the time, resources and personnel required is of the
utmost importance. By establishing how your company works
on a daily basis, you will streamline your processes and become much more efficient in your service or product delivery.
• Marketing Strategy – How will you get your brand into the
marketplace? Understanding your target market is the key to
a successful strategy which may include word of mouth, networking, formal proposals, advertising, social media or
printed materials and, in most cases, a mix of several. Some
of the most successful organizations offer educational opportunities pertaining to their target market which, in turn,
creates interest and buy-in.
• Community Outreach – Giving back to the community in
which your business will operate is common in today’s marketplace. Plan to be involved in events that support causes
that align well with your organization. Create a corporate
culture where you and your personnel care and are involved.
EVALUATION AND EVOLUTION
Understanding what success looks like to you and your organization may change over time. Organizational strengths
and weaknesses will surface and it is absolutely critical to be
aware of these and tailor your approach. As opportunities
evolve, legislations change and competition becomes fierce,
winning companies are those who truthfully gauge their performance, reassess their strategy and realign themselves to
meet the changing needs of their market.
Creating a winning business plan is enjoyable and rewarding. Set realistic and quantifiable goals. Re-evaluate and critique your plan regularly to ensure your business is meeting
the needs of your clients while providing you with a profit.
Most importantly, remember that a business plan is not just
a document but a guideline and map to success.
■■■■
Kyle Donovan is the corporate solutions manager for Seasons Care Inc., a consulting dieticians network specializing in seniors nutrition in long-term care
homes, retirement homes and private practices throughout Canada.
• www.seasonscare.com
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À LA CARTE

ALIMENTS ED FOODS
Since 1951, Aliments ED Foods has specialized in manufacturing soup bases, soup mixes, boosters, seasonings and gravy mixes for the food service and the industrial markets. Gold Rated HACCP facility, GFSI
recognized SQF 2000 certification, knowledgeable staff and a home-style approach toward recipe development, have contributed to the success behind thousands of private-label products and its own
brands: LUDA Inspiration, LUDA H, LUDA Original, LUDA Booster and LUDA ED. For information on Aliments ED Foods’ products and services, please visit www.ed.ca.
CULINARY SOFTWARE
Culinary Software Services is the leader in back-of-the-house technology for the foodservice industry.
ChefTec and CorTec Software provide state-of-the-art inventory control, recipe and menu costing, purchasing and ordering, sales analysis and menu engineering, production management, waste and lot
tracking and nutritional analysis. Systems available for independent restaurants to multi-unit and complex operations. For more information, visit www.cheftec.com

DURE FOODS LTD.
Dure FoodsLtd. is a Canadian family company that has been blending and packing fine powder products
for more than 30 years. We offer many flavoured Cappuccinos, Hot Chocolates, Cappuccino Foamer,
Chai Tea, Smoothies, Vending and Reliquifying Creamers and Sugar. All are available under our label
and within our private label program. Our in-house Quality Assurance lab maintains strict quality control as well as product research and development. GFSI Certified. Visit www.durefoods.com.

FANSHAWE COLLEGE – FOOD & NUTRITION MANAGEMENT
Students are trained in kitchen operations, employee relations and nutrition, enabling them to manage
kitchens in the dynamic food service industry. Areas of study included nutrition sciences, menu planning,
budgeting and institutional cooking. Graduates will be equipped to pursue careers as food service supervisor, nutrition managers and dietetic technicians in the health care and hospitality industries. Visit
fanshawec.ca/tourism for more information.

MAPLE LEAF FOODSERVICE
Maple Leaf Foodservice, a division of Maple Leaf Foods Inc., is Canada’s leading processed meat
provider. We are proud of our 100+ year history with our powerhouse brands like Schneider’s, Olympic,
Burns and Maple Leaf. Our commitment to being a food safety leader, to reducing sodium and to introducing new product innovation, have made us the top-of-mind protein supplier to the healthcare and
hospitality market. For recipe ideas, visit www.mapleleaffoodservice.com.

OLYMEL HEALTH & WELLNESS PROGRAM
Promoting healthy eating habits is now easy with Olymel’s range of more than 100 pork, chicken and
turkey products specially developed to meet the highest nutritional standards. In our Heath & Wellness
program, you will also discover menu and recipe suggestions meeting both flavour expectations and
health requirements. Each recipe comes with nutritional information, Canada’s Food Guide portions, Allergens and Food exchange system. Download your free copy of the program at www.olymelfork.com.

THERMODYNE FOODSERVICE PRODUCTS, INC.
Primarily used in institutional, industrial, and commercial kitchens, Commercial Food Warmers offer a versatility and ease of use not seen in traditional convection models. They feature our patented Fluid Shelf®
Technology, in which low-temperature heat is transferred throughout each shelf rather than through the
air, ensuring food quality and safety while allowing food products to be held for extended periods for
optimal quality and yield. For more information, visit www.tdyne.com.
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