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Commissioner Matthew Boswell 
C/O Mr. Greg Lang, Major Case Director 
and Strategic Policy Advisor 
Competition Promotion Branch 
Competition Bureau of Canada  

Dear Commissioner Boswell: 

Re: Competition In Canada’s Grocery Sector Market Study 

On behalf of its members, Food, Health & Consumer Products of Canada (“FHCP”) welcomes 
the opportunity to provide this submission in response to the Competition Bureau’s (the 
“Bureau”) market study regarding the competitiveness of the Canadian grocery sector.  

FHCP is the voice of Canada’s largest manufacturing employers. Canada’s food, health, and 
consumer product manufacturers make the foods we love, the over-the-counter medicines and 
natural health products we trust to treat our common ailments, the paper products that clean 
up life’s little messes, and so much more. Consumers have trusted FHCP members’ brands for 
more than a century. 

Food, health, and consumer product manufacturers directly employ more than 350,000 people 
in Canada. We transform Canada’s agricultural riches into value-added finished goods that feed 
families here at home and around the world. We work closely with Canadian farmers and are 
the single largest employer in rural Canada, serving as a critical link between rural and urban 
communities. We make safe over-the-counter medications and natural health products that 
empower Canadians to practice self-care while relieving pressure on the healthcare system. 

Throughout the pandemic, our industry has been making significant investments to keep our 
front-line workers safe and taking all steps necessary to keep essential products stocked on 
store shelves. With our significant footprint, food, health, and consumer product 
manufacturing is a critical driver of Canada’s economy and has the potential to be an engine 
for Canada’s post- COVID recovery and self-reliance, creating good jobs and opportunities 
along the way. A list of our current member company logos and Board of Directors is 
enclosed. 

mailto:cbmarketstudies-etudesdemarchebc@ised-isde.gc.ca


1. CONCENTRATION IN CANADA’S RETAIL GROCERY SECTOR

As noted in the Bureau’s Market Study Notice dated October 24, 2022, the Canadian retail grocery sector 
is highly concentrated. In large part, this is the result of significant mergers in the sector over the several 
years, including the following mergers (in chronological order): 

• 2012 - Empire Company Limited (Sobeys) acquisition of more than 200 Safeway stores

• 2014 – Loblaw acquisition of Shoppers Drug Mart

• 2018 – Metro Inc. acquisition of The Jean Coutu Group Inc.

• 2018 – Sobeys acquisition of Farm Boy Inc.

• 2021 – Sobeys acquisition of 51% interest in Longo’s and Grocery Gateway

While the Bureau negotiated consent agreements in connection with some of these transactions, those 
consent agreements involved a small number of grocery stores (23 by Sobeys in connection with its 
acquisition of Safeway stores and 18 retail stores and nine pharmacy operations within stores by Loblaw 
in connection with its acquisition of Shoppers Drug Mart).   In addition, the consent agreement entered 
into by Loblaw in connection with its acquisition of Shoppers Drug Mart included time-limited behavioural 
remedies related to the potential exercise of market power over suppliers as a result of its increased 
volume of purchases. 

In these cases, it appears that there was little focus on the ability of large retail grocers to adopt similar 
practices or coordinated behaviour, either with respect to their retail activities or terms of dealings with 
suppliers.  With regard to large grocers’ terms of business with suppliers, there is an especially high 
degree of similar behavior in terms of practices ranging from demanding margin protection payments, 
requiring suppliers to make mandatory “investments” into grocers’ business programs and infrastructure 
projects, as well as imposing significant fines where suppliers are not able to meet order fulfilment targets 
unilaterally set by the grocer (known as “supply chain fines” within the industry). Most troubling is that 
these supply chain fines were imposed at various times during the COVID-19 pandemic and continue to 
be imposed, despite the current supply chain difficulties faced by many grocery suppliers.1   

A recent example of this is that manufacturers struggling to meet the unprecedented surge in demand for 
children’s pain and fever medicines during the recent “tripledemic” of pediatric RSV, flu and COVID 
infections have been hit with millions of dollars of supply chain fines by large integrated retail 
pharmacy/grocery operators.  These fines were levied despite the fact that it was common knowledge 
that there was a shortage of these products and despite the fact that suppliers of these products were 
taking extraordinary efforts to increase product deliveries well beyond previous record levels. 

1 This view is consistent with the findings of the Commerce Commission of New Zealand’s recent Market study into the retail 
grocery sector, which found that where there are a small number of large retailers and a “fringe of other competitors” the 
intensity of competition between the large grocers is “muted”.  This study also concluded that where there are few large 
grocers, there limited competition for the purchase of suppliers’ products, which creates an imbalance of bargaining power. 
See: New Zealand Market Study Into the Retail Grocery Sector - Executive Summary. 

https://comcom.govt.nz/__data/assets/pdf_file/0023/278402/Market-study-into-the-retail-grocery-sector-Executive-summary-8-March-2022.pdf


As a result of this industry consolidation, the five largest Canadian retail grocers (Loblaw, Sobeys, Metro, 
Walmart and Costco) now account for approximately 80% of total Canadian retail grocery sales. 
Underscoring the imbalance of power as between Canadian grocery suppliers and large grocery retailers 
is the fact that the largest grocery supplier accounts for less than 3% of a large retailer’s sales. 
Accordingly, the overwhelming majority of Canadian grocery suppliers must do business with these large 
retail grocers, regardless of the fairness of their practices.   

FHCP believes that, given the highly concentrated nature of Canada’s retail grocery sector, when 
reviewing future retail grocery mergers, the Bureau should include significant consideration of possible 
coordinated effects (at both the retail and supplier levels).  Given the high level of concentration, even a 
small increase in share of purchases from grocery suppliers not only increases the monopsony power of 
the grocer who is seeking to acquire a competitor, but also of all remaining retail grocers. This is because 
Canadian grocery suppliers (regardless of size) must continue to do business with large Canadian grocery 
retailers given their market share and a lack of viable competitive alternatives. 

2. THE ECONOMICS OF THE CANADIAN GROCERY SUPPLY SECTOR

Even before the COVID-19 pandemic and the current supply chain issues, the Canadian grocery supply 
sector faced significant economic headwinds.   A 2018 study conducted by FHCP’s predecessor 
organization, Food & Consumer Products of Canada, found that, on average, the net profit margin of 
Canadian food manufacturers and suppliers (including the Canadian subsidiaries of multi-national 
companies) was only 4.4% - which was lower than the margins of manufacturers of motor vehicle parts, 
paper, aerospace products, textiles and apparel.2  Some of the key drivers of the continued under-
performance of the Canadian grocery supply sector relative to peer sectors are highlighted below.  

It is important to note that, unlike the concentrated retail grocery sector, the Canadian grocery supply 
sector is highly fragmented and extremely competitive.  The high level of competitiveness in the 
Canadian grocery supply sector significantly constrains the ability of companies to increase prices 
above competitive levels, which is why the overwhelming majority of Canadian grocery suppliers have 
absorbed a significant amount of their increased costs, as opposed to passing these on to their retail 
customers. 

a. Trade Spend

One of the key contributing factors to the weak economic performance of the Canadian grocery supply 
sector was, and continues to be, the high everyday cost of doing business with grocery retailers and the 
cost of promoting products through retailers (collectively, “trade spend”).   

Between 2013 and 2017, trade spend grew at more than twice the rate of sales, a trend that continues 
to increase the cost of doing business with large grocers.  Between 2013 and 2017, trade spend as a 

2 FCPC Industry Sustainability & Competitiveness Study, which was conducted by Analysis Group and released in November 
2018 (the “FCPC Study”).  The FCPC Study was based on 2017 financial data and can be found at: FCPC Industry Sustainability 
& Competitiveness Study While the FCPC Study is based on historic information, the conclusions reached remain accurate.  
In addition, when considering the financial viability of the Canadian grocery supply sector it is important to note that the 
Canadian operations of multinational companies typically perform at a significantly lower level than that reported at the 
parent level.  In other words, public financial information published by multinational grocery suppliers does not accurately 
reflect the performance of their Canadian operations.  

https://www.fhcp.ca/Portals/0/Userfiles/PAResources/Public%202019/FCPC%20Industry%20Sustainability%20Study_v1.pdf?ver=2019-04-23-121158-917&timestamp=1556036554242
https://www.fhcp.ca/Portals/0/Userfiles/PAResources/Public%202019/FCPC%20Industry%20Sustainability%20Study_v1.pdf?ver=2019-04-23-121158-917&timestamp=1556036554242


percentage of gross sales rose from 25.3% to 28.2%.  In contrast, in the United States, trade spend was 
only approximately 18% of suppliers’ gross sales3, and is a discrepancy that continues to exist. The 
primary reason why trade spend levels are so much higher in Canada than in the United States is due to 
the highly concentrated nature of the Canadian grocery retail sector.  

b. The High Cost of Doing Business

Canada is a high-cost jurisdiction in which to do business.  High rates of taxation, labour costs, significant 
regulatory costs and transportation costs were negatively affecting the Canadian grocery supply sector 
even before the COVID-19 pandemic and the ongoing supply chain disruption. For example, between 
2007 and 2017, trucking costs increased by approximately 15% and have increased by a further 32% over 
the past 2-3 years.4  These same factors have also increased the cost of inputs needed by Canadian 
grocery suppliers (including agricultural products, other raw materials, packaging, etc.).  Between 2013 
and 2017, Canadian grocery suppliers’ costs of goods sold increased by approximately 2.26% - a faster 
rate than that of gross sales.5 In addition to impacting the prices of groceries, the high cost of doing 
business in Canada incentivizes suppliers to move production out of Canada, as well as resulting in less 
innovation and choice for Canadian consumers.  

From a regulatory perspective, there are several overlapping federal initiatives that will require Canadian 
grocery suppliers to make significant labelling changes. While FHCP and its members understand the 
importance of ensuring that product labelling addresses the needs of Canadian consumers, the breadth 
and extent of the required changes will be very costly for suppliers to implement.  For example, new 
federal labelling requirements for non-prescription (over the counter) drugs and natural health products 
will cost suppliers of these products approximately $500 million over five years.  Similarly, new front-of-
pack labelling regulations6 for food products will cost Canadian grocery suppliers over $1 billion. These 
types of costs are exacerbated by the fact that there are additional multiple concurrent regulatory 
initiatives that will require costly labelling or packaging changes. In other words, a lack of coordination at 
the regulatory level significantly increases the costs that must be borne by Canadian grocery suppliers.  

Contributing to these cost pressures is the fact that many Canadian grocery suppliers import raw 
materials or finished product from other countries, thereby making them susceptible to foreign exchange 
fluctuations. In this regard, it is worth noting that, since mid-2021 and December 2022, the value of the 
Canadian dollar has decreased from approximately 83 cents to approximately 73 cents – a decline of 
more than 13% in just over 18 months.  

A final domestic factor that has significantly impacted Canadian grocery suppliers’ costs of goods are the 
costs associated with the Canadian government’s measures intended to address global climate change.  
For example, as of April 2022, the carbon tax accounts for approximately 11 cents per litre of gas.7 
Similarly, switching packaging to more environmentally sustainable options is often more expensive than 

3 FCPC Study, at page 20. 
4 FCPC Study, at page 15 
5 FCPC Study, at page 23 
6 Canada Gazette, Part 2, Volume 156, Number 15: Regulations Amending the Food and Drug Regulations 
(Nutrition Symbols, Other Labelling Provisions, Vitamin D and Hydrogenated Fats or Oils) 
7 Fuel Charge Rates - Canada.ca 

https://canadagazette.gc.ca/rp-pr/p2/2022/2022-07-20/html/sor-dors168-eng.html
https://canadagazette.gc.ca/rp-pr/p2/2022/2022-07-20/html/sor-dors168-eng.html
https://www.canada.ca/en/revenue-agency/services/forms-publications/publications/fcrates/fuel-charge-rates.html


traditional packaging. 

Another governmental initiative that has significant cost implications for the Canadian grocery suppliers is 
the move to extended producer responsibility.   In 2022 alone, extended producer responsibility cost the 
Canadian grocery supply sector approximately $560 million. This figure is expected to increase 
significantly over the next two years as provinces introduce or change existing extended producer 
responsibility programs.8  While FHCP and its members acknowledge and understand the necessity of 
taking steps to reduce the Canadian grocery supply sector’s environmental footprint, these measures 
increase grocery suppliers’ costs of supplying the products that Canadian consumers rely on.  

3. UNPRECEDENTED INFLATIONARY PRESSURE

As we are all aware, the Canadian inflation rate has risen to levels not previously seen since the 1980s.  
While the consumer price index has gone up significantly, the inflationary pressures faced by Canadian 
grocery suppliers is unprecedented.  The following graphic taken from Statistics Canada shows the 
dramatic impact of inflation on the commodities used by Canadian grocery suppliers9: 

While much of the focus on the inflationary impact on the grocery supply sector has been on food 
products, it is important to note that these same inflationary pressures apply equally to the health and 
personal care products produced by FHCP members.    

8 Currently, there are extended producer responsibility programs in British Columbia, Manitoba, Ontario, Quebec and 
Saskatchewan. In 2023, the Ontario program will increase the amount paid for by producers and New Brunswick is expected 
to launch its program.  
9 See: Behind the Numbers: What’s Causing Growth in Food Prices (statcan.gc.ca)  

https://www150.statcan.gc.ca/n1/pub/62f0014m/62f0014m2022014-eng.htm


Contributing to the increased costs of goods faced by Canadian grocery suppliers is the war in Ukraine 
and related sanctions on Russia.  This has directly resulted in a surge in energy prices (in conjunction 
with reduced output from oil-producing nations), chemical fertilizers (ammonia fertilizer prices have 
almost doubled since January 2020), fresh and frozen fish, and edible oils.  One of the most important 
global commodities is wheat, which has experienced a price increase of almost 74% year over year in 
April 2022.10 

Compounding the effects of the war in Ukraine is the fact that in 2021 and 2022, there have been poor 
weather conditions in major agricultural producing regions. For example, drought conditions in the 
Canadian Prairie provinces in 2021 lead to higher prices for meat (beef in particular) and grains, which 
resulted in the need to import food at higher than usual prices.11  According to Statistics Canada, poor 
weather conditions in major US growing regions resulted in year-over-year price increases of 11% for 
fresh vegetable and 8.9% for fresh fruit.  Similarly, negative growing conditions have affected Brazil, 
which is the world’s largest exporter of sugar and coffee, which has resulted in increased prices for 
these commodities. 

On average, the input costs of FHCP’s members have increased on average by 23% in 2022.  Some key 
examples of the inflationary pressures on Canadian grocery suppliers include increased packaging costs 
(up by 42% for plastic packaging and 36% for paper packaging since January 2020), freight 
transportation (up by 32%), and labour costs (up by 16%).  In addition to these inflationary pressures, 
shortages of ingredients, packaging materials, workers and domestic trucking capacity are having a 
significant impact on many, if not most Canadian grocery suppliers.12 

In short, the combination of the COVID-19 pandemic and its impact on supply chain, the war in Ukraine, 
and poor growing conditions in several major agricultural regions have created a perfect inflationary 
storm. This has created unprecedented economic pressure on Canadian grocery suppliers (including the 
Canadian operations of multinational companies), who were already operating on extremely thin 
margins.  While these increased costs have, of necessity, have been reflected in higher prices, virtually 
all Canadian grocery suppliers have absorbed as much of these costs as possible through other means 
(for example operating efficiencies, reducing costs in other areas of their operations, etc.).   

As stated above, the high level of competitiveness in the Canadian grocery supply sector significantly 
constrains the ability of companies to increase their prices. As a result of this competitiveness, the 
overwhelming majority of Canadian grocery suppliers have absorbed a significant amount of their 
increased costs and not passed these on to their retail customers. 

4. A CANADIAN GROCERY CODE OF CONDUCT

In its Market Study Notice, the Bureau clearly indicated that it does not intend to focus on the 
relationship between grocery suppliers and grocery retailers, “except to the extent that they may 
impact retail competition”.  The reason for limiting the scope of the market study seems, in large part, 
driven by the fact that Canadian grocery suppliers, agricultural producers and grocery retailers are, with 

10 See: More Canadian wheat would sure be sweet - Statistics Canada (statcan.gc.ca) 
11 See: Behind the Numbers: What’s Causing Growth in Food Prices (statcan.gc.ca) 
12 Remarks delivered by Michael Graydon, Chief Executive Officer of FHCP to the Standing Committee on Agriculture and 
Agri-Food on December 5, 2022. 

https://www.statcan.gc.ca/o1/en/plus/1293-more-canadian-wheat-would-sure-be-sweet
https://www150.statcan.gc.ca/n1/pub/62f0014m/62f0014m2022014-eng.htm


the aid of a facilitator appointed by the Federal Government, working to develop an industry code of 
conduct.  

Consistent with the July 2021 Findings of the Federal-Provincial-Territorial Working Group on Retail 
Fees13, the goal of establishing a Canadian grocery code of conduct is to address the behaviours of large 
grocery retailers that can harm suppliers and farmers across the Canadian supply chain in a similar 
manner as has been done in other jurisdictions, the United Kingdom in particular.   

While the intent of a Canadian grocery code is to minimize practices that large grocery retailers have 
and continue to engage in that can impact retail competition, it is important to note that, for a grocery 
code of conduct to be effective, it must be adopted by all large Canadian grocery retailers.   

Further, even if the terms of a Canadian grocery code are agreed to, participation will be voluntary.  
This is an important distinction from the United Kingdom’s Grocery Supply Code of Practice (the 
“GSCOP”), which is a mandatory code that is administered and enforced by a Grocery Code Adjudicator 
appointed by statute.  Another significant distinction between the Canadian grocery code that is being 
developed and the GSCOP is that certain retailers were “designated” as being subject to the GSCOP 
when it was first established in 2010 and the United Kingdom Competition & Markets Authority has the 
discretion to designate additional retailers who meet the relevant sales volume threshold.  In this 
regard, FHCP notes that Amazon was designated under the GSCOP in February 2022.14  The experience 
with voluntary grocery sector codes of conduct such as that in place in Australia is that they are less 
effective than the GSCOP in terms of addressing behaviours that could have a negative impact on 
competition and consumers.  

While FHCP and its members are hopeful that all stakeholders will both align on the terms of a 
Canadian grocery sector code of conduct and agree to be bound by its terms, it believes that the 
Commissioner and Bureau will continue to have an important role in ensuring that the Canadian retail 
grocery sector remains competitive.  In other words, FHCP’s position is that a Canadian grocery code 
and the Competition Act must work in tandem to enhance the competitiveness of the sector. For this 
reason, FHCP believes that the Bureau can play an important role in the oversight of a Canadian grocery 
sector code of conduct to maximize the pro-competitive outcomes intended to be achieved by a code.  

5. IMPROVING THE COMPETITIVENESS OF THE CANADIAN RETAIL GROCERY SECTOR

There are many reasons why the Canadian retail grocery sector may not be as competitive as that in 
other countries, the United States in particular.  Some of the factors that contribute to the current 
situation include the cost of agricultural products, transportation costs, and high costs of compliance 
with complex governmental regulation, among others.  Rather than attempting to address all of these 
factors in this submission, we set out a limited number of proposals for consideration that FHCP 
believes are within the scope of the Bureau’s study. 

a. The Bureau’s Continuing Role

13 Retail fees in the Canadian food industry - agriculture.canada.ca 
14 See Notice of Designation for Amazon.com Incorporated - GOV.UK (www.gov.uk). 

https://agriculture.canada.ca/en/sector/data-market-information-economic-analysis/retail-fees-issue-canadian-food-industry
https://www.gov.uk/government/publications/notice-of-designation-for-amazoncom-incorporated


FHCP believes that the Bureau has and will continue to have an important role in promoting the 
competitiveness of the Canadian retail grocery sector.  Some proposals in this area include: 

• Greater scrutiny of both notifiable and non-notifiable transactions involving large Canadian
retailers - including an assessment of potential coordinated effects at both the consumer and
supplier level, as well as potential monopsony issues.

• Greater consideration of the fact that large Canadian grocery retailers have evolved significantly
over the past several years and are part of the digital economy – including online sales platforms,
collection and use of personal data, digital marketing, etc.

• Actively monitoring the behavior of large Canadian retail grocers for practices that may harm
competition - for example, practices that impact how grocery suppliers deal with competing
grocers, the ability to self-preference, and leverage their power over suppliers into adjacent
markets.

• Publishing enhanced guidance for companies regarding the application of the Competition Act to
unilateral behavior that may have anticompetitive effects, which will both promote compliance, as
well as enhance the ability of market participants to raise appropriate concerns to the Bureau.

• Review any proposed Canadian grocery sector code of conduct before it comes into effect and, if
appropriate, provide input that may maximize its intended pro-competitive effects.

b. Amendments to the Competition Act

FHCP is aware of the consultation on the future of Canadian competition policy that was announced by 
Minister Champagne earlier this year.  While we do not intend to address all of the areas covered by 
that consultation process in this submission, to the extent that potential changes to Canada’s 
competition law and policy framework are under consideration, we comment briefly on areas raised in 
the consultation document that FHCP believes are relevant to enhancing the competitiveness of the 
Canadian retail grocery sector: 

• The focus on the acquisition of potential innovators applies equally to the Canadian retail
grocery sector.  There is a significant history of large grocery retailers acquiring innovative
smaller grocery retailers.

• Amendments to the Competition Act should enhance the ability of the Bureau to take
appropriate enforcement action in cases involving potential monopsony concerns.

• The concerns expressed regarding “Big Tech” apply equally to other sectors, including the
Canadian retail grocery sector – retail grocers are “platforms” (increasingly so as they transition
to the digital economy) and raise the same customer-as-competitor or self-preferencing
concerns as those raised by digital platforms generally.

c. Governmental Action

FHCP believes that there are several areas where government can take action that reduces barriers to 
entry and expansion by grocery suppliers and smaller grocery retailers, thereby enhancing the 
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competitiveness of the Canadian retail grocery sector, including: 

• Simplifying and streamlining the regulatory regimes applicable to grocery goods – while FHCP
understands the importance of a robust regulatory framework, there are many areas where
there are overlapping regulatory regimes that unnecessarily impose significant costs on grocery
suppliers or create barriers for the introduction of innovative products sold in other jurisdictions
into Canada.

• Increased alignment between Canadian regulatory regimes and those of Canada’s major trading
partners – the current lack of regulatory alignment between Canadian and US regulations
creates barriers to entry an expansion, dampening Canada’s regulatory competitiveness as a
destination for global capital and limits the incentives for companies to sell their products in
Canada.

FHCP appreciates the efforts the Bureau is taking to understand the increasingly complex dynamics of 
the Canadian retail grocery sector, which affects the daily lives of Canadians.  We look forward to 
continuing to engage with the Bureau as its study progresses, including having the opportunity to 
participate in both the stakeholder engagement and research, as well as the market testing phases of 
the Bureau’s study. 

Regards, 

Michael Graydon 
Chief Executive Officer 
Food, Health & Consumer Products of Canada 

Encl. FHCP Member company logos and FHCP Board of Directors 
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Our Members 



Board of Directors 
2022-2023 

Gary Wade (Chair) 
Elizabeth Beemer (Vice-Chair) 
John Pigott (Vice-Chair) 
Daniele Magliocco (Vice-Chair) 

Unilever Canada  
Bayer Inc. 
Club Coffee L.P. 
Danone Inc. 

Aurelio Calabretta (Vice-Chair) Smucker Foods of Canada Corp. 
Mike Pilato(Treasurer) 
Christine Cruz-Clarke 
Margaret Hudson 
Caroline Nadeau 
Todd Parsons 
James Crosby  
Peter Luik 
Jerry Mancini 
Alessandro Natola 
Bryana Ganong  
Rupa Bahri 
Cory Price  
Tony Chow  
Olivier Lemire 
Adam Butler 
Dino Bianco 
Mark Taylor 
Claire Bara
An Verhulst-Santos
Chantal Templeton 
Matthew Kohler 
Trevor Squires  
John Carmichael
Mike Ruff
Geraldine Huse 
Sheryl Willison 
Nate Challen
Dan Bajor  
Carmela Serebryany 

Jamieson Wellness Inc. 
Balzac's Coffee Ltd.
Burnbrae Farms Limited
Coca-Cola Ltd. Canada
Coke Canada Bottling Ltd.
Crosby Molasses Co Ltd.
Dare Foods Limited
Dole Foods of Canada Ltd. 
Ferrero Canada Ltd.
Ganong Bros., Limited
Haleon Canada
Johnson & Johnson Inc.
Kellogg Canada Inc.
Keurig Dr. Pepper Canada
Kraft Heinz Company
Kruger Products L.P.
Lactalis Canada Inc.
Lassonde Industries Inc.
L'Oréal Canada Inc.
Mars Canada Inc.
McCain Foods (Canada) 
McCormick Canada
Nestlé Canada Inc.
PepsiCo Beverages Canada
Procter & Gamble Inc.
Purdue Pharma Canada
Sanofi Consumer Health Inc.
The Clorox Company of Canada Ltd. 
Upper Crust

)
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