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A Message from 
our Leaders

At Nestlé, we are committed 
to being the most trusted and 
respected Food and Beverage 
Company in Canada. Our 
mission of bringing Good Food, 
Good Life to consumers extends 
beyond providing great-tasting, 
wholesome foods and beverages 
to consumers and their pets. 
For long-term success, we 
believe we must create value for 
shareholders and society at the 
same time. We call our approach 
Creating Shared Value.

Creating Shared Value is 
fundamental to Nestlé’s way 
of doing business worldwide, 
and focuses on specific areas 
of the company’s core business 
activities – namely nutrition, 
water and rural development.

Nutrition: because food and 
nutrition are the basis of 
health and the health of our 
business – it’s the reason we 
exist.

Water: because the ongoing 
quality and availability of it is 
critical to life, the production of 
food and our operations.

Rural development: because the 
overall well-being of the farmers, 
rural communities, workers, 
small entrepreneurs and suppliers 
are intrinsic to our ability to 
continue to do business in  
the future.

Our leaders in Canada (standing, from left) Tim Brown, President and Chief 
Executive Officer, Nestlé Canada Inc.; John Zupo, President, Nestlé Waters 
Canada; and (sitting, from left) Paolo Dutto, Country Business Manager, 
Nestlé Professional; Karen Kuwahara, President, Nestlé Purina PetCare 
Canada; and Marilyn Knox, Regional Business Head, Infant Nutrition,  
North America.

In Canada, we implement our 
commitment to Creating Shared 
Value in many ways:

• Contributing to the strength 
of local economies by 
providing employment and 
creating economic vitality 
for businesses across our 
supply chain.

• Providing consumers and 
their pets with nutritious, 
great-tasting foods and 
beverages throughout their 
lives.

• Conducting our business 
in an environmentally 
responsible way that 
protects and preserves water 
and other natural resources 
for future generations.

• Investing in communities 
where we do business by 
partnering with organizations 
to advance health, nutrition 
and water education, 
encouraging physical activity 
among children, youth and 
their families, protecting the 
environment and more.

This report highlights Nestlé’s 
progress on the road to 
Creating Shared Value in 
Canada. We are grateful to all 
our stakeholders – consumers, 
customers, employees and 
business partners – for their 
support along the way, and we 
look forward to continuing this 
journey together.
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Bringing Good 
Food, Good Life 
to Canadians

Nestlé provides Canadian 
consumers with the best- 
tasting, most nutritious food 
and beverages for every 
occasion – from morning  
to night.

Whether it’s a Nestlé Carnation 
Breakfast Essentials you grab 
for a nourishing breakfast-on-
the-go, the satisfying Stouffer’s 
Lean Cuisine you enjoy at lunch, 

or the Kit Kat you indulge in 
after work; the Gerber foods 
you feed your infant or the Boost 
nutritional supplements you pick 
up for an aging parent; the Nestlé 
Pure Life water you drink to stay 
hydrated, or the Purina pet food 
you choose for your pet – trust 
Nestlé to be there with quality 
products that you can rely on 
throughout your life.
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Creating Shared Value 
Through Our Business 
Operations 
Nestlé in Canada operates six 
businesses: Nestlé Canada, 
Nestlé Nutrition, Nestlé Health 
Science, Nestlé Professional, 
Nestlé Waters and Nestlé Purina. 
Together, these companies 
employ 3,600 people in 21 
manufacturing sites, sales offices 
and distribution centres across 
the country.

Economic Impacts

• In 2010, Nestlé and its 
businesses purchased goods 
and services totaling over 
$600 million from more than 
5,000 suppliers.

• Locally sourced ingredients 
mean jobs and income 
for Canadian farmers. 
Each year, Nestlé Canada 
purchases more than 3 
million kilograms of flour 
and approximately 47 
million litres of milk from 
Canadian producers. This 
represents the equivalent 
of approximately 4.2 million 
kilograms of wheat, and milk 
from approximately 5,500 
cows and 70 dairy farms.

• Total payroll and benefits  
for 2010 was more than 
$310 million.

• During the past three 
years, Nestlé has invested 
more than $11.5 million 
in its food service factory 
in Trenton, Ontario, to 
improve efficiency, reduce its 
environmental footprint and 
further strengthen its food 
safety program.

• In 2009-2010, Nestlé 
invested $6.8 million to 
add two new ice cream 
novelty lines at its factory 
in London, Ontario. Six 
full-time, 21 part-time 
and more than 

150 seasonal employees 
were hired to manage the 
increased production.

• Nestlé Waters Canada 
invested $15 million to 
expand its Distribution Centre 
in Guelph, Ontario, in 2009. 
The company invests more 
than $2 million annually in its 
Guelph and Hope facilities to 
ensure they exceed internal 
and external compliance 
requirements for food 
safety, energy reduction and 
environmental sustainability.

Strengthening 
Ties

Nestlé in Canada Operations

Nestlé Canada
Nestlé Waters
Nestlé Purina

2011 Sales of $2.2 Billion

Sales by business
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Employees are the backbone of 
our company and our strongest 
competitive advantage. Nestlé 
is committed to recruiting and 
retaining employees from diverse 
backgrounds who exemplify our 
core values of integrity, respect, 
collaboration, risk-taking and 
passion.

We offer all members of the 
Nestlé team superior working 
conditions, the opportunity 
for continuous learning and 
professional development, and 
an exciting career filled with 
possibilities.

Policies and programs are in place 
to ensure that each employee has 
the opportunity to develop his 
or her potential in a safe and fair 
workplace where they are listened 
to and valued, and where diversity 
and equality are respected.

In 2010, the Company invested 
more than $3.9 million in 
employee training and 
development. As part of our 
commitment to education and 
learning, all Nestlé Canada 
employees have participated in 
Nestlé’s Nutrition Quotient (NQ) 
training program. Implemented in 
Canada in 2008, this global Nestlé 
initiative equips our people with 
key nutrition skills and knowledge. 
Globally, close to 146,000 
employees have received 
nutrition training.

Our People

Nestlé Global

Nestlé is the world’s leading 
Nutrition, Health and Wellness 
company, with 2011 sales of 
$83.6 billion Swiss francs. 
Founded in 1866 by Henri Nestlé 
in Vevey, Switzerland, the 
company today employs around 
327,000 people, with operations 
in almost every country in the 
world.

Nestlé Production Facility
Toronto, Ontario
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Providing Quality 
Products

Creating Shared Value with 
great‑tasting, nutritious 
foods and beverages
At Nestlé, we produce and 
market a wide range of foods 
and beverages to satisfy many 
consumer needs – nutrition, 
variety, pleasure and convenience  
– which contribute to achieving 
a balanced diet and overall 
well-being.

Ensuring The Highest Quality

Each day, more than a billion 
consumers worldwide show 
their confidence by choosing 
Nestlé products. Almost 95% 
of all households in Canada 
have purchased at least one 
Nestlé product in the past year. 
This confidence is based on 
our reputation for the highest 
standards, established more than 
140 years ago.

Our commitment to the highest 
quality and food safety is 
non-negotiable. As a minimum, 
all products meet or exceed 
government regulations for 
quality and food safety. We work 
closely with Health Canada and 
the Canadian Food Inspection 
Agency.  In addition, the majority 
of the Company’s production 
facilities have achieved  ISO 
22001 certification, which is an 
externally verified international 

standard in food safety 
management systems. 

Formal quality management 
programs are carefully followed, 
including the Nestlé Quality 
Management System, Good 
Manufacturing Practices and the 
Nestlé Continuous Excellence 
program. All programs adhere to 
stringent quality and traceability 
standards, as well as regular 
quality audits at all Nestlé Canada 
factories.

In Canada, we employ more than 
45 registered dietitians, four 
specialists with PhDs in Nutrition 
and Food Science, and four 
veterinarians at Purina, as part of 
the technical services, sales and 
marketing process. These experts 
guide nutritional improvements 
to current products, assist in 
developing new and nutritious 
food options, and play an active 
role in educating consumers 
about our products. For example, 
Nestlé’s infant nutrition 
team recently launched 
Gerber Baby Cereal with 
probiotics – the first of its 
kind in Canada.

Purina developed Optistart in 
Pro Plan puppy foods that helps 
nourish a puppy’s developing 
immune and digestive systems, 
as well as Fortiflora from Purina 
Veterinary Diets that promotes 
intestinal health and balance, and 
helps in dietary management of 
dogs with diarrhea.

Great products get better!

Since 2008, Nestlé Canada has 
changed more than 100 recipes 
to improve the fat, sodium, sugar 
and trans fat levels in many of 
our most popular foods and 
beverages. For example:

• We cut 50% of the fat of 
regular Häagen‑Dazs ice 
cream while keeping the 
creamy texture to create 
Häagen‑Dazs Half the Fat.

• Artificial colouring was 
removed from Smarties.

• Kit Kat, Aero, Smarties and 
Coffee Crisp chocolate 
bars now include natural 
flavours.
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• Seventeen single-serve 
ice cream cups including 
Häagen‑Dazs, Sundae, 
Real Dairy and Skinny Cow.

• A comprehensive weight 
loss management program, 
Jenny Craig, serving 
Canadians with in-centre  
and on-line counseling.

Superior Taste “Plus” 
Nutrition

Combining superb taste and 
good nutrition is our passion. 
That’s why we continuously 
review our products to improve 
taste while enhancing nutritional 
value using a test called 60/40+. 
This measures whether at 
least 60% of consumers prefer 
our products over the leading 
competitor based on taste. We 
also identify the health benefits 
of a food or beverage to measure 
how taste is combined with 
good nutrition in order to work 
towards the perfect balance. 
For example, we recently 
reduced sodium and removed 
preservatives in our Stouffer’s 
Turkey and Stuffing and Veal 
Parmigiana to improve their 
nutritional profiles. Consumers 
preferred our new recipes over 
the competitor on taste!

Consumer Understanding

At Nestlé, we provide factual, 
transparent nutrition and 
health information in all our 
communication. We continually 
encourage and empower 
consumers to make informed 
choices about their diet and 
lifestyle. We communicate 
about the nutritional benefits of 
our products to consumers in 
many ways: providing nutrition 
information on our company 
websites, through consumer 
services and directly on-pack.

• We reduced sodium levels in 
Stouffer’s products by 25% 
and in Sauté Sensations 
by 30%.

• Non-hydrogenated fats 
are now used in Nescafé 
Cappuccino and Nescafé 
Latte specialty coffee mixes. 

• We renovated many of 
our Gerber Graduates Lil’ 
Entrées toddler foods to 
bring their sodium levels 
below the international 
recommendations for 
children’s meals.

• Nestlé Professional launched 
five new Maggi soups. 
Each soup is trans fat-free 
and contains 750 mg or 
less sodium per serving. All 
soups achieved consumer 
taste preference against the 
competition in panel testing 
prior to being launched.

Moderation, Balance  
and Pleasure

At Nestlé, we believe that all 
foods and beverages can play 
an important and pleasurable 
role in a balanced, healthy diet 
and lifestyle. To help Canadians 
manage their calories and weight, 
we offer more than 75 portion- 
and calorie-controlled options 
across consumers’ favourite 
Nestlé brands including:

• Nestlé Mini Crunch, Drumstick 
and Rolo frozen bars with 
120 calories or less per bar.

• Nescafé Cappuccino “Skinny” 
with 80% less fat than the 
original, and only 40 calories.

• Nutritious and delicious Lean 
Cuisine entrées, with the 
majority under 300 calories.

• Treat size versions of 
popular brands such as 
Kit Kat, Smarties, Aero and 
Coffee Crisp.



The Nestlé Canada Creating Shared Value Report 2011 9

The Nestlé Nutritional Compass, 
which appears on our products, 
provides consumers with quick, 
easy-to-understand information 
about the nutritional benefits of 
our products, allowing them to 
make informed choices. 

It includes the Nutrition Facts 
Table and more in-depth 
information about a product’s 
specific nutrition benefits, tips 
on maintaining healthier choices, 
and a 1-800 number to call for 
more nutrition details.

As a global company, Nestlé has 
a strong position on advertising 
to children that is consistent 
with the Canadian Advertising 
Initiative, an industry 
commitment to responsible 
advertising. Nestlé does not 
advertise to children under six 
years old and will only advertise 
products that have a nutritional 
benefit to children between the 
ages of 6 and 11 years old.

Nestlé Canada is proud to 
be a member of Concerned 
Children’s Advertisers, a 
credible and authoritative voice of 
responsible children’s advertising 
and communications in Canada, 
which works in partnership 
with government, educators, 
parents and experts to identify 
and address issues of concern in 
children’s lives.

We are committed to listening 
to consumers, and in 2010, 
we interacted with more than 
100,000 consumers who called 
our 1-800 number or emailed 
through the information found on 

the back of products. Consumers 
can speak with representatives 
who inform them about all 
Nestlé’s products – how they are 
made, ingredients, nutrition facts 
and food safety.

Consumer Education

Nestlé offers consumers a wealth 
of resources on health, wellness 
and nutrition:

• The Nestlé Baby program 
offers help, advice and 
support for moms and  
their baby.

• Our monthly e-newsletter, 
The Good Report, provides 
updates on product news, 
special offers, recipes, 
and health and wellness 
information.

• Educational websites such 
as purina.ca, mypuppy.ca, 
mykitten.ca and pawsway.ca 
promote responsible pet 
ownership and the health 
and wellness of pets.

• Comprehensive information 
about healthy hydration is 
available on Nestlé Waters 
Canada’s website at 
www.nestle‑waters.ca.

Nutrition Facts Education 
Campaign

Nestlé Canada is proud to 
support the Nutrition Facts 
Education Campaign, a 
collaboration between Health 
Canada and Food & Consumer 
Products of Canada. This 
educational campaign raises 
awareness as to how Canadians 
can better use and understand 
the Nutrition Facts table, 
specifically the % Daily Value 
information, to make informed 
food choices for themselves and 
their families.

PawsWay Toronto is dedicated to the understanding and celebration of 
pets. This pet‑friendly facility promotes responsible pet ownership and gives 
pet owners access to pet‑related tools, experts and programs, as well as a 
chance to meet other pet owners.
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Nestlé Research Center
Lausanne, Switzerland

Nestlé Global

Nestlé has the world’s largest private research and development 
network, with 5,000 people in 29 research, development 
and technology centres around the globe. In 2011 alone, 
the company invested 1.423 billion Swiss francs on research 
and development projects.

Chocolate Bars Made in a 
Peanut-free Facility

Canadians with life-threatening 
peanut allergies can count on 
Nestlé to proudly deliver the 
chocolate bars they love and 
trust, produced in a dedicated, 
peanut-free facility with rigorous 
quality controls. Clear labeling on 
Fav*rites confectionery products 
made in our peanut-free facility 
assures Canadians that they can 
enjoy their favourite treats with 
confidence.

Healthy Hydration Solutions

Consuming water is an important 
component of a healthy lifestyle, 
according to Health Canada. 
Nestlé Waters Canada takes 
pride in providing the highest-
quality, best-tasting bottled water 
brands in the country. From the 
sparkling bubbles of Perrier to the 
naturalness of Nestlé Pure Life, 
our healthy hydration solutions 
are market leaders and some of 
the best-known brands in the 
beverage category.

Nestlé Waters Canada 
participates in Clear on Calories, 
a voluntary, national industry 
initiative that has put calorie 
information at consumer's 
fingertips.
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Protecting the 
Environment

Creating Shared Value 
Through Sustainable 
Business Practices
At Nestlé, environmental 
sustainability means meeting 
the needs of today, without 
compromising the ability to meet 
the needs of the future.

Since its implementation in 
1996, the Nestlé Environmental 
Management System (NEMS) 
has provided a framework 
through which we aim to 
continually monitor and improve 
the company’s environmental 
performance. NEMS was 
developed in line with the 
International Standard ISO 14001 
for environmental management. 
The majority of the Company’s 
manufacturing facilities are ISO 
14001 certified.

Factory initiatives such as 
lighting improvements, energy 
conservation and waste 
reduction, have helped to lessen 
our environmental impact. All 
sites encourage employees to 
recycle waste, including paper, 
cardboard, plastics, aluminum 
cans and toner/cartridges. 

Nestlé, along with all packaged 
goods companies, actively 
contributes 50% of the cost of 
municipal recycling in Ontario 
and Quebec.

We continually evaluate our 
packaging, pursuing innovative 
designs that reduce the amount, 
use recycled materials and 
improve recyclability. Since 1998, 
Nestlé Canada has reduced 
packaging by over two million 
tons.

For example, our Frozen Meals 
business recently achieved an 
annual corrugate reduction of 
166,840 kg by removing the 
corrugate disc from Delissio 
Thin Crispy Crust Pizza, without 
impacting the quality of the 
finished product. In addition, the 
thickness of the film surrounding 
the pizza was reduced, resulting 
in an annual film reduction of 
91,990 kg.

We endeavor to reduce the 
environmental impact of 
transporting and distributing 
products from our factories and 
distribution centres to customers 
and consumers. For example, 
Nestlé Waters manufactures 
its own bottles at each of its 
bottling facilities. This avoids 
the need to truck 20,000 trailer 
loads of empty plastic bottles 
per year and saves 12,000,000 
kg of greenhouse gas emissions 
annually.

Water is a top priority for Nestlé 
worldwide. In Canada, we are 
committed to reducing water use 
in our factories and offices.

Nestlé Waters Canada is one 
of only a few companies that 
manages water resources 
for sustainability, and is the 
only bottled water producer in 
Canada to employ a full-time 
Hydrogeologist on staff.

Sustainability in Action

• Nestlé Waters Canada’s 
recyclable Eco-Shape 500 ml 
bottle is one of the lightest 
containers in the Canadian 

beverage industry, containing 
27% less plastic than its 
predecessor and 60% less 
plastic than the original 
500 ml PET bottle.

• Nestlé Waters Canada 
produces Montclair natural 
spring water, one of the 
first bottled water brand 
families in the world to use 
a minimum of 50% recycled 
plastic (rPET) in all of its 
packaging.

• Since 1998, Nestlé Waters 
Canada has continuously 
reduced the size of its paper 
label, resulting in a savings 
to date of about 20 million 
pounds of paper.

• Nestlé Waters Canada 
received Atlantic Packaging’s 
2009 Certificate of 
Environmental Sustainability 
Award, an award that 
recognizes companies that 
are committed to sustainable 
packaging practices.
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• Annual packaging reduction 
programs at Purina in 2009 
and 2010 diverted 500 tons 
of packaging from landfill. 
In 2008, Pro Plan Cat Food 
transitioned its packaging 
from plastic jugs to bags, and 
reduced its total amount of 
packaging by 80%.

• Nestlé Canada collaborates 
with TerraCycle, an 
organization which collects 
difficult-to-recycle packaging 
and ‘upcycles’ it into fun, 
innovative products. This 
partnership created the first 
Chocolate Wrapper Brigade 
in Canada, a free program 
that pays schools and 
non-profits to collect used 
chocolate bar wrappers, 
which are then upcycled into 
eco-friendly items such as 
tote bags, kites, backpacks 
and more and sold at major 
Canadian retailers. For each 
wrapper returned through 
the program, Nestlé and 
TerraCycle pay two cents 
to a school or charity of the 
collector’s choice.

• In 2008, Nestlé Ice Cream 
changed the packaging 

material for our 1.62 litre and 
1.89 litre ice cream tubs from 
polyethylene-coated paper 
board to plastic, diverting 
more than one million 
kilograms of waste from 
landfill sites every year.

Sustainable Sourcing

Nestlé is an active member  
of global partnerships to support 
sustainable consumption 
and production including the 
International Cocoa Initiative, 
the UN Global Compact’s CEO 
Water Mandate, the Sustainable 
Agriculture Initiative,  
and many more.

Terri Tinella, President of Nestlé Confectionery, learns first‑hand how 
Nestlé’s Cocoa Plan is positively impacting farmers in Ecuador.

• The Nestlé Cocoa Plan 
includes an investment of 
110 million Swiss francs 
over 10 years and builds on 
Nestlé’s 60 million Swiss 
franc investment in cocoa 
sustainability initiatives 
over the last 15 years. 
Our commitment involves 

working with struggling 
cocoa farmers in developing 
countries to provide farming 
education, resources and 
support to ensure thriving 
cocoa farms and a long-
term sustainable business 
model. Around the world, 
consumers increasingly 
want to know that products 
were sourced and produced 
ethically. Nestlé’s Cocoa 
Plan is a comprehensive 
program that tackles the 
challenge from all sides and 
gives consumers even more 
reason to enjoy the chocolate 
bars they already love.

• The Nescafé Plan brings 
all of Nestlé’s Creating 
Shared Value coffee farming 
and production practices 
together. Under this plan 
Nestlé will invest 500 million 
Swiss francs in coffee 
projects by 2020, distribute 
220 million high-yield coffee 
plantlets, train 30,000 
farmers and support social 
projects in coffee-growing 
communities.
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Strengthening 
Communities

Creating Shared Value 
Through Charitable 
Partnerships
Nestlé Canada supports the 
promotion of health and wellness 
in the communities we all share, 
with a specific focus on partnering 
with charities and non-profits 
that advance children’s nutrition 
education and activity. We also 
support programs that protect 
water and other natural resources 
for future generations.

Nestlé Purina PetCare Canada 
proudly sponsors the annual Purina 
Walk for Dog Guides, the Lion’s 
Foundation of Canada’s largest 
annual fundraising event. To date, 
the walk has raised more than 
$8 million, with 100% of the funds 
raised going directly toward raising, 
training and providing Dog Guides 
to Canadians at no cost.

Carnation Breakfast Essentials is 
a proud supporter of Breakfast for 
Learning, a non‑profit organization 
that starts and sustains nutrition 
programs in schools across the 
country. Last year alone, Breakfast 
for Learning supported over 259,330 
children and youth serving over 
44,000,000 meals, in over 2,380 
nutrition programs across Canada.

Charitable Partnerships
Aberfoyle Adopt‑A‑School
Active Playgrounds
Anaphylaxis Canada
Boy Scouts/Girl Guides
Food Banks Canada
Canadian Breast Cancer FDN
Canadian Red Cross
EATracker (Dietitians of Canada)
Evergreen
Friends of Mill Creek
Hope Mountain Centre for 
Outdoor Learning
Humane Societies
Kids Help Phone
Lions Foundation Guide Dogs
National Service Dogs
Project Water
St. Felix Centre
Therapeutic Paws of Canada
United Way
University of Guelph

Nestlé Canada is a founding sponsor of Kids Help Phone, Canada’s leading 
youth counseling services. We sponsor the organization’s major national 
fundraising event – the annual Walk for Kids Help Phone, 
are active on KHP’s Board of Directors and print 
KHP’s toll‑free telephone number on more than  
1.5 million products each year.



In 2009, Nestlé Waters Canada and industry partners initiated programs 
to collect and recycle plastic beverage containers and other recyclable 
materials in public spaces. Pilots have taken place in Quebec, Ontario 
and Nova Scotia, and a pilot is underway in B.C. The Halifax pilot program 
yielded a 95% diversion rate for beverage containers and a combined 
container/paper diversion rate of 83%. Future pilots are planned for Alberta 
and Saskatchewan, with the first permanent program established in 
Manitoba in 2010.

Disaster Relief

Nestlé is committed to assisting 
with emergency disaster relief 
efforts at home and abroad. 

Over the past 10 years, Nestlé 
Waters Canada has donated 
millions of bottles of water to 
communities across Canada, 
during boil water advisories, 
floods, fires and other potable 
water challenges. In 2010 alone, 
the Company donated $135,000 
in bottled water to Canadians in 
need, largely through its national 
relationship with the Canadian 
Red Cross. 

During 2010-2011, Purina and 
Nestlé Canada donated over 
$43,000 to assist victims of the 
Haiti and Japan earthquakes 
and Pakistan floods, through 
a combination of employee 
donations as well as company 
and government matching.

Employee Volunteerism

Our employees give generously 
of their time and talents to 
many local charities. Whether 
participating in Food Bank 
Volunteer Day (photo to right), 
fundraising for prostate cancer 
through the annual “Movember” 
Campaign, or volunteering with 
one of our charitable partners, 
Nestlé employees create value by 
strengthening the communities 
where they live and work.

Nestlé Global

Nestlé S.A. supports education 
programs that reach over 
10 million children globally, 
including the Nestlé Healthy Kids 
Global program aimed at raising 
nutrition, health and wellness 
of primary school-aged children 
around the world.

In Closing

We trust this report has 
provided an overview of Nestlé’s 
commitment to Creating Shared 
Value in Canada. While we have 
made significant progress over 
the years, we know there is still 
much more work to be done. We 
are confident that by maintaining 
a long-term approach to our 

business we will continue to 
make a positive contribution to 
the communities in which we live 
and work. To learn more about 
how Nestlé is Creating Shared 
Value internationally, please visit 
www.nestle.com.
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