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There are various long-term trends converging on the world of food in a

way that will profoundly change almost everything about the way we eat:

• Food safety concerns are rising with the growing number of food recalls.

Canadians are better educated, and care more about food sourcing and

safety issues than ever before.

• The health of Canadians is increasingly linked to what they eat. Diet is 

a driving factor in four leading chronic health conditions – heart disease,

obesity, diabetes and cancer. These conditions are placing an

unsustainable burden on our health care system.

• Population growth is raising concerns about the availability and

affordability of food around the world. Fish stocks are in decline, farmland

is being converted into industrial uses and productive land is being

bought up. Will food be affordable in this environment? How will rising

food prices, availability, land use and population growth affect Canadians'

food supply and diet? We fully expect that population-driven food security

issues will intensify over the next decade or two.

• Climate change also affects the availability and affordability of food

supplies. For example, agricultural production in California is facing

serious threats from a shortage of water. We need to understand what is

likely to happen to Canada’s agricultural heartlands. Emissions trading 

for the reduction of carbon may impact food production. 

The capacity of government and regulators to deal with these issues is

challenging to say the least. We believe that as Canada’s largest grocery

retailer, Loblaw is well positioned to play a leading role in responding to

these critical issues and effecting change.

We have found that there are two approaches to driving effective change.

The first is when initiatives are led entirely by business. Loblaw has a 

clear track record of using its own brands to do so. For example, in 2008,

we converted all of our President’s Choice laundry detergents to 2x

concentrate, dramatically reducing water and packaging waste, and clearing

the path for others to follow suit. Our Blue Menu line, which now has more

than 400 products, makes healthy eating choices affordable for our

customers. These products are developed by dedicated product developers

with an in-house team of nutrition researchers, registered dietitians and

nutritionists, who follow Canada’s Food Guide.

The second approach requires a greater degree of collaboration with key

stakeholders to enact change. In 2009, we implemented a national five-cent

charge for every plastic bag provided at checkout, to reduce plastic bag use.

Partial proceeds from the sale of bags are being donated to WWF-Canada to

create programs that encourage Canadians to take more environmental

actions. These actions led to a 55% reduction in plastic bag consumption

and 1.3 billion plastic bags being diverted from landfill by the end of 2009.

We also committed to source 100% of our seafood from sustainable sources

by year-end 2013. As Canada’s largest purchaser of seafood, we are

working with many partners including WWF-Canada, the Marine Stewardship

Council, seafood scientists, our vendors, and governments at the federal

and provincial levels to facilitate this major shift.

In addition, we are engaging more frequently with policymakers. This past

year, I was fortunate to attend the 2009 United Nations Climate Change

Conference in Copenhagen as an advisor to the Canadian government.

There, I experienced first-hand both the enormity of the challenges and the

opportunity to collaborate on solutions.

By embedding corporate social responsibility into our core business

strategy, Loblaw is helping tackle these complex issues in ways that enable

us to compete successfully today while preparing for the world of tomorrow.

It is a highly strategic, values-based approach to doing business that we

believe helps us serve our customers better and, in so doing, makes Loblaw

a higher-performing organization.

We are proud of the progress we are making and are pleased to share our

challenges, strategies and achievements in this year’s corporate social

responsibility report.

Sincerely,

Galen G. Weston

Executive Chairman

Loblaw Companies Limited 
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