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Trust me doesn’t cut it anymore  
Why NFACC’s distinctive approach 
works as a model for success 

David Smith, Sobeys Inc. 
October 5, 2011 
Ottawa 

NFACC Conference 

About Sobeys Inc. 

•  One of two national supermarkets in Canada 

•  >$15 billion in sales;  

•  >1,300 stores 

•  >100 years old 

•  Owned by Empire Ltd; Sobeys family majority 

shareholder 
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Markers of Time: 25 Years 

Markers of Change: 8 Years 

Sustainability: Increasing Retailer / Foodservice 
Accountability for Products Sold 

•  Direct operations only ~ 10-20% of “footprint” 

•  Products sold ~ 80-90% of footprint 

•  Becoming a baseline need: pre-competitive 
–  Collaborative vs. proprietary 
–  Drive reduction in verification costs across supply chain 
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Supply Chain Transparency: 
Beyond Voluntary Best Practices 

“Trust  but Verify.” 
 
“Without documentation it’s just a rumour.” 
 
“Without measurability it’s just checking a box.” 

Products in Supply Chain: Sustainability Evolution 

From…. …To 

Food Safety Plus Social and Environmental 
Characteristic 

Best Practices Performance Metrics 

Producer Defined Standards 3rd Party / Stakeholder 

Auditing Capacity Building & Improvements 

Proprietary Collaborative 

Differing definitions, metrics Standardized 
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•  >1,000 different ethical and labor codes/criteria/standards globally 
(Global Social Compliance Program) 

•  No environmental standard, numerous competing to fill void 

•  Pioneering companies built up large in-house teams & overhead 

•  “audit fatigue” among suppliers: 20-30 or more differing audits per year 

•  Are “sustainable” supply chain systems to-date only creating expertise in 
passing audits? 

•  Companies embarking now:  face this and the escalation in these 
challenges with each new program added 

Indicators of the Need for Supply Chain Collaboration 

“Radical” Sustainability 

1)  Supply Side:  
“Radical Collaboration” 

2)  Demand Side:  
    “Radical Transparency” 
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Global Food Safety Initiative Reciprocity of 5 regional 
standards 

Global Social Compliance Program 
Walmart, Tesco, Carrefour, HP, Dell, The Gap, Best 
Buy, IKEA, Disney, Timberland, Hasbro, Chiquita, Dole 

Harmonized labour code from 
1,000 versions; and Facilities 
environmental module 

Global Packaging Project 
Tesco, Kraft, Walmart, Unilever, Safeway, Target, P&G, 
Kellogg, Pepsico, Coca-Cola, J&J, L!Oreal, Heineken 

Indicators & metrics for packaging 
sustainability 

Consumer Goods Forum 
Unilever, P&G, Kraft, Coca-Cola, Pepsico, General 
Mills, Nestle, Sara Lee; Tesco, Carrefour, Walmart, 
Kroger, Ahold, Delhaize 

Product sustainability 
measurement –WRI/WBCSD 
product GHG protocol; then add 
other indicators 

GS1 
B2C (US): Microsoft, Google, Apple, Verizon, 
Motorola, Oracle, P&G, Coca-Cola, Kimberly Clark 

Product registries 
Bar codes – add sustainability 
characteristics 
B2B & B2C 

"Radical Collaboration# – Supply Chain  

"Radical Transparency# 
Consumers: 
…want to "do the right thing# 
…want to "know the story# 

 
…will not sacrifice (performance, price, convenience) 
… are not enabled (products, information) 

5 years?  

All consumer products? 

Now. 70,000 products. 
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"External# led – start-ups Industry led 
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Supply Chain Sustainability Issues 

Reactive 
•  Seafood 
•  Packaging 

Proactive 
•  Animal Welfare 
•  Sustainable Agriculture 

Retailer / Foodservice Perspective:  
Endorsement of NFACC Approach 
NFACC works to: Benefits to Buyers: 

Uphold a credible, science-
based approach… 

•  Diverse stakeholder engagement (not 
avoidance) is critical (academics, veterinarians, 
humane society) 

•  Not just producer-defined 

•  Science-based rather than emotion 
Promote a standard approach… 

Facilitate information sharing 
and communication… 

Provide a link between 
government and other 
partners… 
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Retailer / Foodservice Perspective:  
Endorsement of NFACC Approach 

NFACC works to: Benefits to Buyers: 

Uphold a credible, science-based 
approach… 

Promote a standard approach… •  We don’t have dedicated experts; 
saves time 

•  NFACC “ brand” confers credibility 
on commodity groups using it 

Facilitate information sharing and 
communication… 

Provide a link between government 
and other partners… 

Retailer / Foodservice Perspective:  
Endorsement of NFACC Approach 
NFACC works to: Benefits to Buyers: 

Uphold a credible, science-based 
approach… 

Promote a standard approach… 

Facilitate information sharing and 
communication… 

•  Fosters more rapid industry 
adoption of leading insights/ 
practices / tools 

•  Facilitates connections when 
retailers needing to be reactive 

Provide a link between government 
and other partners… 
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Retailer / Foodservice Perspective:  
Endorsement of NFACC Approach 
NFACC works to: Benefits to Buyers: 

Uphold a credible, science-based 
approach… 

Promote a standard approach… 

Facilitate information sharing and 
communication… 

Provide a link between government 
and other partners… 

•  Government alignment important 

•  Provides effective / efficient 
mechanism to encourage supply chain 
action 

•  Awareness among buyers pre-empts 
proprietary buyer programs 

Thank You. 




