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What is Foodland Ontario? 

Who We Are: Marketing area of the Business 
Development Branch, Ministry of Agriculture, 
Food and Rural Affairs 

Our Scope: All Ontario food – fruit, vegetables, meat, 
deli meat, dairy, eggs, grains, honey, maple 
syrup and processed foods 

Our Strategy: 1.  Create consumer demand 
2.  Identify Ontario foods at retail and food 

service settings 
3.  Reinforce consumers connection with 

local 

Ontario Foods First – Anticipated, Identified and Chosen 
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Our Program Strategy and Objectives 

Help consumers care about the good things that grow in 
Ontario 

•  Showcase the depth, breadth and variety of local food 
•  Communicate the size and diversity of the Ontario food industry 
•  Encourage and empower consumers to ask for Ontario food 

when they don’t see it in grocery stores, markets and 
restaurants 

 
“Build a connection in the minds of consumers between their food 

and the Ontario farmers who produce it” 
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Marketing To What Matters Most To 
Consumers 

Your Community 

In Ontario 

In Canada 

In North America 

Today’s Trend - People looking for food as close to home as possible 

Prefer Ontario food over 
Canadian or value priced 

3 to 1 

4 



5 

How Foodland Ontario Can Help 

Of Ontario’s principal grocery shoppers  
recognize the Foodland Ontario logo* 94% 

Of Ontario’s principal grocery shoppers intend to 
purchase fresh Ontario food* 80% 

Support the Foodland Ontario program* 83% 

*Source: 2012 Foodland Ontario Advertising & Awareness Tracking Study 
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Creating Awareness 

Campaign Elements: 
Television & Radio 
Closed Captioning 
OMNI TV  
Billboards 
Digital Media  
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Foodland Ontario Website 

•  Average 1,700 
visitors daily 

 
•  15 million page 

views per year 
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•  Over 116K “likes” 
 
•  Over 3,100 people 

talk about the 
Foodland Ontario 
Facebook page 
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•   Over 15,500 twitter 
followers since 
August  ‘08 
 
•   5.4 tweets per day 
(approx) 
 
•   Over 100 tweets per 
month 
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•  Over 360 followers 
   
•  Opportunity to 
showcase the “good” 

•  Can “pin” to our 
boards and re-pin to 
increase exposure 



Public Relations for 2011-2012 
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728 Print articles 
 
109 TV 
appearances 
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2013 Foodland Ontario Calendar 

For 2012, the Foodland 
Ontario Calendar will be 
featured in the LCBO’s 
Food + Drink magazine 
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•   500 000 copies are now being 
distributed in stores 
•   100% distribution, over 80% 
retention   



2013 Recipe Brochures 

Coming soon…. 
Spring, Summer and Fall 

Recipe Brochures 

Fall Brochure 
in 

Development 
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Sampling All The Good Things Grown in 
Ontario 
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Coming soon… 
 
Sampling program in 300 
venues including retail, 
farmers’ markets and on-farm 
markets 
 
Showcasing the depth, breath 
and variety of Ontario 
 
Tentatively starting May and 
run thru summer to mid-
September 



Local Food Marketing – Building Partnerships 

Increase in Foodland Ontario 
logos since March 2007 

240% 

Of Foodland Ontario logos 
holders that are non-produce 

45% 
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Local Food Marketing – Building Partnerships 



Local Food Marketing – Building Partnerships 
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Local Food Marketing – Building Partnerships 

“The positive reaction from our guests tells 
us we are going in the right direction”  
- Patrick Armstrong, Casino Rama 
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How To Get The Logo 

Three Simple Steps 
1.  Ensure your product meets the Consumer and Industry  approved 

definitions of Ontario Food Products www.foodland.on.ca 
2.  Prepare an email, letter or fax describing your products and your 

intended use of the Foodland Ontario logo to our Client Services 
Officer 

 sandra.jones@ontario.ca 
 1-888-466-2372 ext.63947 

3.  Sign the Foodland Ontario logo agreement  
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Thank you 
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