G0el 0 000
eat well .\Iive well

\.

Dietitians of Canada

www.dietitians.ca/eatwell

march 2010 | issue 15

direct

Compass Group Canada
Embraces Dietitians

of Canada’s National
Nutrition Month®

Compass Group Canada is proud to be an official
sponsor of Nutrition Month® in March, brought to
you by Dietitians of Canada, with four of our sectors
participating in the sponsorship: Eurest, Morrison,

Chartwells and ESS.

Compass Group Canada has
an important role to play in
educating our customers
about healthy eating strategies.
During March, we will execute
our annual Nutrition Month®
promotion in our food service
locations across Canada. This
year's campaign is a great
opportunity to promote the fact
that 90% of the food products
we buy as a company, are
produced in Canada.
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You can expect to nd:

e | atest fact sheets from Dietitians of Canada, which will provide education

regarding Canadian Agriculture.

e Canadian Food facts posted throughout our cafés to provide information

for our customers.

¢ Dietitian and Chef cooking demonstrations in select cafés. Emphasis will be
placed on spicing up the Canadian foods we serve.
* New recipes to try, featuring Canadian produced foods and seasonal produce.

2010 marks the 29" anniversary of Nutrition Month®

This year's campaign is “Celebrate
food... from field to table!”

The goal is to help Canadian
families make informed food
choices to best support their
health by providing information
about Canadian agriculture, food
processing, food labelling and
how these impact nutrition.

We are surrounded by
talk in the media encouraging
Canadians to become more
aware of where our food comes
from. The strong drive to
connect with our food source

may be stimulating the local
agri-food sector and at the same
time, points to the need for
research to answer questions
that arise with this trend.

The recent report “Building
Convergence — Toward An
Integrated Health and Agri-Food
Strategy for Canada,” stresses the
need for research into traceability
and states that, “whole chain
traceability” can enhance food
safety, increase efficiency, and
ensure consumer confidence in
the labelling of attributes, such
as “hormone-free,” “grown local”
or “fair trade” characteristics.
www.capi-icpa.ca/pdfs/Building
Convergence_Summary.pdf.

From Canadian Agri-Food Policy Institute.
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(27%), dairy (6%)
and vegetables
and fruit (5%).

e |n order to get ‘fresh’

to the trend of using locally
grown and seasonally available
foods. In Canada, being a
locavore all year would likely be
challenging for most families.

The Made in Canada label may be included when
a food product'is manufactured or processed in Canada
regardless of where the ingredients are from.
The last substantial transformation of the
product must have happened in Canada,
even if some ingredients are sourced
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Popular foods known for their

nutritional merits such oranges,

olives, tea, etc... are not grown
in Canada.

e Field crops farms represent
40% of the farms in Canada.
Field crops include: barley,
corn, oats, rye, canola,
flaxseed, soybeans, and
special crops like dry peas,
lentils, dry beans, chick peas,
buckwheat, canary seed,
forages, ginseng, herbs and
medicinal plants, spices,
industrial hemp, mustard
seed, safflower seed, seeds
for sowing, sugar beets, wild
rice and tobacco.

produce (vegetables and
fruit) to stores, they often are
picked before their nutrient
content has peaked and
once picked, nutrient values
do not increase. In contrast,
canned and frozen produce
are preserved at their peak of
ripeness. Frozen produce are
often preserved without added
salt or sugar compared to
some canned produce. Include
frozen and canned produce to
add variety to your menu in the
colder months.

® There are a number of factors

influencing the nutritive value of
produce including crop variety,
how it is grown, ripeness at
harvest, storage, processing,
packaging and cooking. The
vitamin and mineral content of
produce depends on the actions
of people all along the line, from
the seed right to the table.

® Hormones occur naturally in

animals, plants and humans.
Hormonal growth promoters
have been approved for

use in the Canadian beef
industry. They are not used
with pigs, poultry or dairy
COWS.

from other countries.

The growth hormone:
rBST — recombinant bovine
somatotropine is not legally
permitted for use in Canada.

¢ Health Canada allows the use

of antibiotics for dairy and beef
cattle, pork, sheep, chickens
and turkeys. But milk from
animals that are treated with
antibiotics cannot be sold. A
sample of milk is taken from
the farmer’s milk tank at time of
pick up to ensure compliance.

During the month of March, visit
www.dietitians.ca/eatwell to
assist you in making informed
food choices to best support your
nutritional health!

A Registered Dietitian (RD) can
help develop an individualized
eating and drinking strategy that’s
personalized for you. To find an
RD visit

www.dietitians.ca/find or call
Dietitians of Canada Consulting
Dietitians Network

at 1-888-901-7776.

Want More Information? Please con-
tact: Donna Bottrell RD, Director of
Nutrition, 1-800-465-2203 ext. 525,
donna.bottrell@compass-canada.com
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