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“Island

Pilot project yields 16% lift in
sales across four Island grocers

by PETER VAN DONGEN

NANAIMO - Farmers, food
processors and retailers on
Vancouver Island have a new
tool in their marketing
toolbox to help tap into local
consumer preferences for
Island products.

“Island Good” is a new
brand the Vancouver Island
Economic Alliance (VIEA)
created last year. The brand
was launched as a pilot
project aimed at increasing
awareness and demand for
Island-grown and made food
products among mainstream
consumers in major grocery
stores on Vancouver Island.

“We wanted to test
whether the development
and use of an Island brand
would increase consumption
of Island products,” explains
Dan Dagg, chair of VIEA's
Island Good committee and
president of Hot House
Marketing, which designed
the brand. “So we put a

bunch of the right people in
the room together - retailers,
producers and processors —
and came up with a six-
month test case so we could
show some empirical data”

From March 18 to
September 19, 2018, four

participating grocery chains —
including Country Grocer,
49th Parallel Grocery, Quality
Foods and Thrifty Foods - ran
a point-of-sale campaign in
45 retail stores across the
Island. Each grocer submitted
monthly reports of 2018
product sales compared with
same-store, same-month
sales from 2017 for a variety
of Island products.

Using the Island Good
brand, the retail partners
identified their Island-grown
and Island-made products
with in-store shelf talkers and
markers, product stickers,
signage and demonstrations
by participating producers.
With funding support frorq
the Island Coastal Economic
Trust and a number of agri-
food industry partners, VIEA

supported the point-of-sale_
campaign with a paid multi-
media campaign that
included print, television,
radio, billboard, social media
and earned editorial
coverage.

“The pilot focused on retail
marketing and sales of Island
made and grown agri-food,
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And respond they did.

During the six-month pilot,

sales of Island products
among the four grocers
Increased by an average of
16.4%.

“We succeeded beyond
anyone’s expectations,’
Hanson reflects. “Consumer
response has been
phenomenal and, as logically
follows, so has industry
response from supply and
demand stakeholders!”

Country Grocer alone saw
its sales of Island products
rise by more than 45%.

“We are Island owned and
operated so it just made
sense,” says Tammy Averill,
marketing manager for
Country Grocer. “The impact
is huge. It just takes a small
shift to make a big
difference.”

Buoyed by the success of
the pilot project, VIEA is
making the Island Good
brand available for licensing
and direct use by anyone in
the commercial food and
beverage sector. This includes

food and beverage producers
and processors (including

wineries, breweries and

distilleries), as well as
distributors and retailers such
as grocers, restaurants and
liquor stores where Island
products are sold.

Nanoose Edibles Farm was
one of the first farms to apply
for licensing. Owned and
operated by Lorne and
Barbara Ebell, the farm has
been growing organic fruits
and vegetables in Nanoose
Bay since 1989. They sell their
products direct to consumers
as well as through grocery
stores, restaurants and
farmers markets in various
communities across the
Island.

sIsland Good is the kind of
organization we have been
looking for since we began
farming 30 years ago;’ says

Barbara. “With Island Good’s
branding, we hope to attract
more attention to our efforts
in providing local businesses
with certified organic, highly
nutritious food.

Ebell notes Vancouver
Island currently imports the
vast majority of its food. She
sees the need for greater
production on the Island, and
improved support from
consumers for what's already
being prcduce‘d.

Good” campaign drives local sales

e,

sustainability across all
sectors of the Island
economy.

“Our ultimate goal is to
have every Island product,
from potatoes to airplane
parts, marked as Island Good,"
Hanson concludes. “We had
to start somewhere and
advocating for a point-of-sale
pilot project to promote
Island products already
carried in the stores of major
grocery retailers seemed like
the easiest starting point.”

To learn more about the
Island Good program and
licensing options, go to
[www.islandgood.ca].
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‘Farmers helping farmers with their real estate needs”
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. REIGHTON VALLEY RD, LUMBY

Great hobby farm for horses or cattle. 102 acres incl 30 cultivated hayland. Geod 3

bed/2.5 bath home. 25x34 hip-roof barn, 18x32 hay cover, 14x60 machine shed. Well pro-
vides 400 GPM flow, 135 acre ft irrigation water rights. Second home-site on w/hydro, 3
water, septic. Access to riding and quad trails. MLS®10175163 $799,000 “
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Personal Real Estate Corporation
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Bus: 250/545-5371 (24 hr)
Cell: 250/308-0938
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Loy

—
J90EY ROYAL LEPAGE

Downtown Realty
4007 - 32nd Street, Vernon, BC V1T 5P2
1800434-9122 www.royallegpage ca

hinery.com

1.800.242.9737, 44725 Yale Road W
65.9060, 21869, 56" Avenue

POTTINGER

549 info@rollinsmachinery.ca




