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Branding update
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Branding a commodity
CWB brand premise / objectives
Producer and consumer insights
CWB and Robin Hood – results
Primo GrainWise activity 
Relationship benefits RH / Primo 
Other progress

Questions
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Branding a Commodity
Why do it?

Maximize sales and financial returns to farmers 
Because brands have personalities – commodities don’t
Develop global demand (new and existing markets)
“Lock up” the market segment

How do you do it?
Create a meaningful point of difference
Provide evidence of brand superiority / explain benefits
Position the brand via communications and service
Deliver on the brand promise along all touch points– highest quality 
wheat, barley and service for millers, bakers, consumers
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Marketing a Commodity
Well known commodity branding:
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Marketing a Commodity

Juan Valdez
National 
Federation of 
Coffee Growers of 
Colombia
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NFCGC Brand Model

Similarities to the CWB

Not for profit organization representing 560,00 farmers….same as CWB 
but 85,000
In existence since 1927 – Juan Valdez since 1959….CWB since 1935
Colombia produces a premium quality crop due to a unique 
environment and farmer expertise….same as Canada
Because of the high quality blending can be an issue….same as CWB
Sells at a premium price….same as CWB
Offer a price guarantee….same as CWB
Recognize that branding creates awareness and ultimately 
demand….same as CWB
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What is our brand premise?

Characteristics:
Is premised on high quality wheat and barley not the CWB!
Is targeted at all stakeholders – customers, farmers, consumers
Can only be delivered by the CWB
We are the grain equivalent of:
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CWB brand objectives:

Promote western Canadian wheat as the gold standard 
Increase consumer awareness of the CWB brand position      
through a communication plan and specific tactics
Secure a permanent position on consumers’ shopping menu for   
western Canadian wheat-based products that is frequency and / 
or volume based and value driven 
Capitalize on supportable health claims / refute health myths
Lock up major market-leading customers in strategic branding 
alliances
Ultimately, stabilize /grow the domestic market in terms of per 
capita flour / bread / pasta consumption
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Producer / Consumer Insights:
CWB 2007 Producer survey:

77 per cent of producers felt it was very/somewhat important to brand western Canadian 
wheat to domestic consumers
86 per cent of producers felt it was very /somewhat important to brand western Canadian 
wheat to consumers in foreign markets
76 per cent felt that a marketing campaign could help generate a premium price for their 
product

2007 AAFC survey:
Price is a good indicator of safety and the “brand” is a better indicator of  quality in food 
products
85 per cent of consumers look for the word “Canada” on the label as an indication of 
quality grade

2007 CFA survey:
84 per cent of consumers said they would favour “Canadian grown” grain products
Consumers prefer by a margin of 3:1 grain products that are identified as Canadian grown 
versus even locally grown grain products that are not
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Domestic campaign results- 2007- 08

AND
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RH / CWB brand partnership - overview
Since entering into partnership in Fall 2007, the CWB has 
participated in the following Robin Hood activities:

Print Advertising

National Fall Promotions: ‘08 and ‘09

‘The Love of Bread’ Spring Promotion ’08 and ‘09 

Robin Hood Packaging: Side Panel Advertising

Robinhood.ca web page activity
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RH / CWB brand partnership - print
Media Buy: 
Full Page + 1/3 Ad had distribution in 
Canadian Living, Canadian Family, 
Homemakers and Today’s Parent in 
December 2007

Results: 

Advertising reached 33.7% of the 
target consumer through these 
magazines with over 122,000 
consumer impressions.
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RH / CWB brand partnership – Fall ’07 
promotion

Program: 
3.4 Million recipe books distributed nationally

Results: 
During Fall Bake months (Sept – Dec) Flour 

category increased 5% $ Vol VYA while Robin 
Hood increased 9%

Category tonnage volume decreased -3% while 
Robin Hood increased 1%
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CWB insert into BIB – Fall 2007
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RH / CWB brand partnership – Spring 2008 
national promotion

Program:
650,000 recipe books distributed nationally

Results:
During Spring months (March & April) Flour category 

increased 42% $ Vol VYA outpacing Robin Hood at 34%,
expected with market conditions 

Category tonnage volume increased 5% while Robin 
Hood increased 3%
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RH / CWB brand partnership - packaging

All Purpose Bleached, 2.5kg, 7lb, 5kg, 10kg
Best for Bread Homestyle White 2.5kg, 5kg, 
Cake & Pastry 2.5kg
Whole Wheat 2.5kg
All Purpose Unbleached 2.5kg, 5kg
Best for Bread Multigrain 5kg 
Best for Bread Whole Wheat 5kg 
Best for Blending 2.5kg 
Whole Wheat 5kg

Messages on 14 types of RH Flour
4 to 5 million packages produced nationally 
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RH / CWB brand partnership - Web site

During key promotion timing (March/April), 
Spring Promotion was featured on RH’s 
Home Page.

Effective in driving over 22,000 consumers 
to promotion entry page.

“Did You Know” buttons highlights 
interesting wheat facts.
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RH / CWB brand partnership – Web site

Quality Page reinforces message of Quality from field to flour with 
Canadian Wheat.  CWB presence with Spring Promotion and 
consistent presence on Home Page drives traffic to Quality page.
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CWB insert into Simply Homemade – Fall 2008 

3.6 million recipe 
books distributed 
nationally
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CWB insert into Simply Homemade – Spring 
2009

1.6 million recipe 
books distributed 
nationally
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Canadian Wheat Board &Canadian Wheat Board &
Primo Grain Wise PastasPrimo Grain Wise Pastas

Bringing healthy choices to Canadians
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New branding activity – Primo Foods

The Healthy Pasta category The Healthy Pasta category –– GrainWise entryGrainWise entry

Worth over $27 million nationally:
– Ontario 35%, Total West 33%, Quebec 24%, Maritimes 9%

GrainWise is Primo’s entry into category (< 1 year)
Over 50% of the category is dominated by 4 SKUs
Growth in sales & market acceptance creates an opportunity for further 
partnership & increasing both the CWB and Primo’s brand equity
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Primo packaging

Placing the CWB logo on Primo GrainWise pasta will:Placing the CWB logo on Primo GrainWise pasta will:

Create a sense of trust in consumers that the product is proudly made 
with Canadian Wheat
Generate a consumer relationship between healthy living and products 
containing Canadian Wheat

Canadian Wheat Makes it Good

Canadian Wheat Makes it Good
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Primo outdoor advertising – Montreal market
35 outdoor boards in each of September and January producing a total of 
26,460,000 gross impressions per month. 

CWB cost - $0.40 CPM  impressions
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CBC Web site banner ads

Sponsorship 
of Steven 
and Chris 
show as part 
of CBC 
media buy
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Canada Safeway POS material 

Approx 1,250 
pieces or six 
facings per store 
nationally
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Relationship benefits to Producers / RH & 
Primo
Benefits to producers:

Association with market leaders gives national voice to our brand 
message
Contributes to efforts to stabilize / ultimately grow flour / pasta markets
Locks up important customers on a new strategic level 
Cost effective, grass roots branding

Benefits to RH / Primo:
Provides RH / primo brands with point of difference / news with our 
brand logo
Captures “Canadian” benefit as per consumer research
Strong link to western producer expertise and iconic wheat imagery 
Some degree of cost sharing
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Other branding activity

Grains They’re Essential campaign

Three year campaign to influence consumption of grain based foods
Targets dieticians, nutritionists, teachers with health facts 
CWB funds half cost per year with matching funds from other partners 
Partners include: Canada Bread, CPMA, Dover Flour, Fleischmann’s 
Yeast, Horizon Milling, Lallemand, Ontario Wheat Producers, Port Royal 
Mills, Weston’s
Recent commitment from the CWB for a further three years to 2010

Campaign Logo
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Other branding activity

CWB brand logo variations
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Other branding activity

CWB consumer 
Web site
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Other branding activity

Dover Industries truck fleet branding

22 vehicles in S. 
Ontario running along 
the 401 corridor. 

Total cost –
$2,576.00 
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New branding activity

Rogers Foods 10kg Korean flour bags using CWB brand logo

First of other Rogers 
Foods off-shore 
packaging 
opportunities – no cost
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New branding activity - Moderna Alimentos S.A. 
– Ecuador

Co-marketing new PaniPlus flour brand as 
distinctly Canadian product made with 100 
per cent western Canadian Wheat. 
Targeted to commercial bakers. 
Total CWB cost – USD $22,600
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New branding activity

Guchuan Foods – China

100 per cent western 
Canadian Wheat 
milled in western Canada, 
packaged in China using 
Canadian designed 
packaging 
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New branding activity

Consumer oriented
customer poster
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QUESTIONS?
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