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Samuel de Champlain introduced cattle to
New France.

Today Canada boasts more than 350
cheeses, and 98% of Canadian households
consume cheese. Worth $4 billion in
Canada, the cheese category has universal
appeal and is the ultimate comfort food.

Cream. Real cream, used in coffee or
as a topping, makes food extra special and
is a chef’s secret ingredient when cooking
and baking. As with other milk products,
cream is also available in different vari-
eties: sour cream, whipping cream, double
cream and coffee or table cream.

According to Statistics Canada, Cana-
dians are using more cream and dairy
farmers are selling more cream to dairies.
Retail sales volume of Cream grew by
2.4% in 2006.

Nutrition. Recent surveys confirm
that milk products are a significantly
under-consumed food group in Canada.
Adults perceive dairy as the best source of
calcium, but they tend to overestimate

their intake. Adult consumption of milk is
low, at half a glass per day. Age is central to milk
consumption; the aging population accounts for a
loss of about one litre per person per year.

DFC’s group of Registered Dietitians edu-
cates consumers, teachers and health profes-
sionals on the role milk products play in overall
health. The unique value of dairy products in a
healthy diet and their important position in
Canada’s Food Guide is highlighted through
various marketing initiatives. Through their
work, DFC’s Registered Dietitians under-
stand and translate the science and art of healthy
eating into effective, innovative and award-
winning resources.

RECENT DEVELOPMENTS
The dairy industry continually develops new
products to respond to the continually changing
marketplace. Today there is a dazzling array
of innovative products. For example, consumers
can now purchase milk that is fine-filtered, con-
tains DHA (an important omega-3), has added
calcium or fibre, or contains prebiotics and pro-
biotics. Also, Canadian dairy

and appreciation of Canadian cheese among con-
sumers and industry professionals.

Pure Determination Fund. As a sponsor
of the Canadian Olympic Committee
(COC), Dairy Farmers of Canada cre-
ated the Pure Determination Fund in
2002. Its goal was to provide financial
support to Canada’s up-and-coming
Olympic athletes. Over the course of
this four-year program, a total of
$800,000 was distributed to Canadian
Olympic hopefuls. A committee com-
posed of athletes, COC members and DFC repre-
sentatives oversaw the Fund.

Nutrition Every Day Program. In early 2006
DFC launched a comprehensive two-year Every
Day national campaign aimed at consumers,
healthcare professionals and policy shapers to
promote the role of dairy products in maintaining
a healthy weight. The Every Day
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products are now more conven-
ient. Dairy products are now
available in re-sealable, single-
serve bottles that can be stored
without refrigeration.

DFC supports development
and innovation in the Canadian
dairy industry by creating part-
nerships with well-known dairy
and food processors.

PROMOTION

program is one of DFC’s biggest
nutrition marketing undertakings
to date. It reaffirms DFC’s com-
mitment to providing consumers
with accurate science-based
nutrition and lifestyle informa-
tion about milk products and
Canada’s Food Guide.

Wine Festivals. Throughout
the year, DFC provides cheese
information to visitors of various
events so that they can discover

Canadian Cheese Grand Prix.
The Canadian Cheese Grand Prix is a unique
opportunity for cheesemakers to show off their
best, most inventive cheeses. This competition
recognizes the high quality and variety of
Canadian cheese, and to win is a significant hon-
our for the cheesemakers.

DFC’s goal in organizing the Canadian
Cheese Grand Prix is to increase the knowledge

and learn about Canadian cheese.
For example, since 2004, DFC has sponsored
the Niagara and Okanagan Wine Festivals. Spon-
soring key events helps facilitate the discovery
of Canadian cheese through sampling activities,
tutored seminars and presentations. DFC’s involve-
ment in these activities creates new partnerships
and relationships with the wine and food indus-
tries, offering further opportunity to promote
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Canadian cheese. DFC also provides them with
cheese distribution contacts to help them access
Canadian cheese more easily.

Real Cream. Dairy Farmers of Canada
works with processors, retailers and
the foodservice and bakery industries
to expand the Real Cream program.
Advertising continues to build aware-

ness and enhance the image of real

cream with consumers and food-
service operators. A key factor in
the program is the ‘Made with Real
Cream’ logo, which appears on all advertising
and promotional material, differentiating real
cream from imitation products.
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BRAND VALUES

A corporate logo brings all DFC’s activities under
one common symbol, which is represented by a
cow and a maple leaf. DFC’s little blue cow with
the tagline ‘Quality Milk’ represents Canadian
dairy products made from milk of the highest stan-
dards. When consumers see the little blue cow,
they can be confident the food they are eating is
safe and wholesome, and they can feel proud that
they are purchasing a Made in Canada product.

THINGS YOU DIDN’T KNOW ABOUT

MILK AND CHEESE

O The average dairy farm in Canada has
about 65 cows.

O Two tablespoons of cream has only 5g of
fat and 49 calories, along with as much
vitamin A as a peach.

O Chocolate milk is just as nutritious as white
milk and has about the same amount of
sugar as unsweetened apple juice.

O A 50g serving of cheddar cheese contains
as much vitamin A as 125 ml of broccoli
and as much protein as 2 large eggs.
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