


positive health benefits. A new
fat-free version of Activia as
well as a fiber-enriched version
have recently been introduced to
the Canadian market.

In the fall of 2007, Danone
Canada launched DanActive, a pro-
biotic drink with scientifically
proven immune benefits. Backed by
37 scientific studies, DanActive has
been shown to strengthen the body’s
natural defences when consumed
daily. The company rounds out this
category with Danino, a yogurt for chil-
dren enriched with DHA, an essential omega-3
fatty acid that contributes to the normal develop-
ment of the brain, eyes and nerves. Danino also
comes in a drinkable version called Danino Go.

Danone Canada is also known for its wide
offering of tasty, nutritious yogurts meant to
please every taste bud. One of its top-sellers,
Silhouette, leads the way in the fat-free category.
It also comes in a whipped version, Silhouette

Mousse. A special treat, the Danissimo yogurt con-
tains a touch of real cream, which gives it a unique
texture. Its Mousse version offers unique flavours
in a whipped texture.

Danone Creamy, with its soft texture, is a
good source of calcium, vitamin B2, phosphorus
and vitamin B12. Infants and toddlers also get to

PROMOTION
Canada has some of the strictest guidelines regard-
ing health claims made by food manufacturers.
This can pose quite a challenge in terms of prod-
uct advertising. Danone Canada has opted for
creativity to produce memorable concepts and
promote its products’ health benefits with its long-
time partner agency Saint-Jacques Vallée Y&R. 

For example, TV viewers have become famil-
iar with the Activia ads, which 
show people dancing around with
their bare tummies. Another great
example is the Danino ads, which
show kids bearing Einstein-like 
hair and moustaches to demonstrate 
the link between the DHA-enriched 
yogurt and the notion of brain
development. Danone has also turned
to other outlets, such as public rela-
tions, micro sites and in-store strate-
gies, as a way to get the word out
and communicate their products’

health benefits to consumers. 

BRAND VALUES
At the very heart of the Danone Group is a core
belief that food plays a major role in promoting
well-being and health. As a result, the company
continually strives to enhance the nutritional
quality of its products, invests in research, and
develops information and educational programs
aimed at promoting the virtues of physical activ-
ity and a balanced diet. 

Danone Canada is committed to contributing
to the health and well-being of the communi-

ties it serves. That’s why the company is
involved in two major com munity

activities: the Danone Nations 
Cup and the Quebec Breakfast
Club. The Danone Nations Cup
offers children aged 11-12 the
opportunity to take part in soccer
camps all across the country and

the chance to be selected to repre-
sent Canada at the Cup finals in

France. Closer to home, Danone
Canada donates over one million indi-

vidual yogurt servings every year and is a
major financial supporter of the Quebec Break -
fast Club and the Breakfast for Learn  ing non-
profit organizations (NPOs). 

In addition, any funds raised by its employees
through various voluntary activities for these
NPOs are matched by Danone Canada. 

enjoy a product designed for them
with Danimals, a fresh cheese that’s

a good source of calcium, perfect for
a snack or dessert. 

One of the more recent products
on the market, the new Naturalia con-
tains only natural ingredients and is
made from quality milk, flavourful
fresh fruits, with no preservatives, gel-
atin, artificial colors or flavours. It is
also an excellent source of calcium.

Finally, Danone Canada recently
introduced the Stonyfield Farm

family of organic yogurts to the
Canadian market, made here with
Cana dian organic whole milk. 

RECENT DEVELOPMENTS
There have been two major
developments for Danone
Canada since August 2007. In
the Fall, the company launched
DanActive. This probiotic drink is

designed to counteract today’s
stress-filled lifestyle and reinforce
the body’s natural defences. This drink,
which is marketed under the name
Actimel in Europe, is already available
in 35 countries, with 10 million people
consuming it each day.

Danone Canada also expanded its
offering in late 2007 by launch ing
Stonyfield Farm organic yogurts in
Canada, a New Hamp shire–based com-
pany founded in 1983 that is now part 
of Group Danone. The yogurt is produced
in Boucherville, Quebec, with Canadian
organic milk and fine certified organic
ingredients. Each serving contains a unique
blend of five active cultures as well as

inulin, a natural dietary prebiotic fiber derived
from chicory root. Ten percent of the profits from
Stony field products go to Eco initiatives. Stonyfield
Farm also comes in a version for toddlers, called
YoBaby. Both can be found in health food stores
and in the organic food sections of major grocery
stores across Canada.
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� How did Danone get its name? The founder,
Isaac Carasso, named his company after his
son Daniel, or Danon in Catalan.

� In the US, Danone is called Dannon to
ensure the correct pronunciation of the
company name.

� The Danone Group employs 90,000 people
on five continents around the globe.

THINGS YOU DIDN’T KNOW ABOUT 
DANONE
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