
1. What is the Heart &
Stroke Foundation’s Health
Check program? 
Health Check is the Heart &
Stroke Foundation’s front-of-
pack food information pro-
gram. The not-for-profit pro-
gram is open to food compa-
nies and restaurants who vol-
untarily submit products or
menu items to be evaluated by
our registered dietitians. Com-
panies and restaurants must
earn the right to display the
Health Check symbol. Regis-
tered dietitians ensure that the
products or menu items meet
the program’s nutrient stan-
dards.*

2. What is the purpose of
the Health Check program?
Health Check is designed to
help consumers quickly identi-
fy healthy food choices in
more than 70 different food
categories. The program is
meant to help Canadians iden-
tify foods that can be part of
an overall healthy diet. It is
not designed for those on a
therapeutic diet. 

3. How are Health Check
nutrient standards deter-
mined? 
The program’s nutrient stan-
dards are based on Canada’s
Food Guide for Healthy Eating
recommendations and nutrient
content claims. They are

developed by a national Tech-
nical Advisory Committee of
nutrition experts. Products,
depending on their category,
are evaluated on the basis of
total fat, saturated fat, sodium,
fibre, sugar, calcium and vita-
mins and minerals. 

Health Check recently
made changes to its fat, trans
fat, fibre and sodium criteria to
reflect new Food Guide rec-
ommendations. Our experts
have also developed new
sugar criteria for the program. 

4. What does the Health
Check symbol mean when I
see it on a product? 
The Health Check symbol tells
consumers that the company
has voluntarily submitted the
food for consideration, that
registered dietitians have eval-
uated the product and that it
meets specific nutrient stan-
dards based on Canada’s Food
Guide recommendations for

overall healthy eating. 

5. How does a product
obtain the Health Check
symbol? 
Food companies must submit
an analysis of their product
from an accredited lab, which
is reviewed by the founda-
tion’s registered dietitians. If
the product meets our nutrient
standards, the company earns
the right to place the symbol
on the front of its product.

6. Do companies pay to
participate in the Health
Check program? 
Yes. If a product meets our
nutrient standards, the compa-
ny signs a licensing agreement
and pays a modest annual fee
to help cover the cost of oper-
ating the program and devel-
oping tools to educate con-
sumers on healthy eating.
Health Check is not a fundrais-
ing program.

7. Could a product without
the symbol also be a
healthy choice?
Yes. Grocery stores have many
healthy choices, but for busy
shoppers, healthy choices can
be hard to identify. We encour-
age everyone to read the
Nutrition Facts table and com-
pare products. They can use
Health Check, found on more
than 1,500 products, as a quick

reference that says, “this prod-
uct meets specific nutrition
standards and fits within a bal-
anced diet.” 
Information about Health Check

can be found at
www.healthcheck.org.
* The Health Check program is
expanding to a growing number 
of restaurants. The restaurant 

program is based on the same
guiding principles as the symbol 
on food packages. The Health
Check symbol helps consumers
identify healthy menu options.
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Health Check program a signpost to healthier choices
But what does it mean?
A Q&A with Carol Dombrow, registered dietitian, Heart & Stroke Foundation Health CheckTM program

W hat do Albert Ein-
stein and Canada’s
veggie king have in

common? They both hold
stock in the future of a diet
that includes more vegetables. 

In one of his famous
quotes Albert Einstein said,
“Nothing will benefit human
health and increase the
chances for survival of life on
Earth as much as the evolu-
tion to a vegetarian diet.”

Mr. Potvin, who in 1988
invented the meatless wiener,
setting the stage for veggie
alternatives to hotdogs, ham-
burger, sandwich meats and
other convenient fare, is now
pushing the boundaries again
with new meatless mains
designed as a centerpiece for
traditional dinnerplates.

“There is a growing need
for vegetable-source protein in
our diet. Just look at the Asian
diet – less osteoporosis, less
heart problems, less cancer,
less obesity,” says Mr. Potvin,
noting that “flexitarians” –
meateaters seeking to intro-
duce more variety into their

diet either because of rising
meat prices, ethical concerns
or health concerns – are a
growing consumer group in
North America.

Mr. Potvin, who worked as
a chef before launching Yves
Veggie Cuisine, his namesake
company that he built over a
20-year period and eventually
sold in 2001, is now the force
behind Garden Protein Inter-
national (GPI).

The source of GPI’s trend-
setting endeavors is its cre-
ation of “Gardein” – a veg-
etable-based protein made
from soy, beet, wheat and car-
rot. GPI sells this trademarked
ingredient to foodmakers and
retailers including Loblaws,
Costco, Whole Foods, Safe-
way and others, and also uses
it to prepare its own brand of
meat alternatives that boast
the taste, texture and nutri-
tional benefits of lean meat.

The foods are remarkable.
Gardein-based meat alterna-
tives such as GPI’s “It’s All
Good” brand veggie beef
strips and Loblaws President’s

Choice brand Blue Menu
meatless chicken breasts are
nearly indistinguishable from
real meats.

The crux of the deal, says
Mr. Potvin, is “the cost of our
meatless chicken is the same
price as regular chicken
breast, but ours has no cho-
lesterol and 28 grams of pro-
tein; more than egg, chicken

or tofu.”
Mr. Potvin says while

today’s products mimic meats
– in response to western diets,
which tend to rely on beef,
chicken and pork – Gardein’s
future is nearly unlimited.

“With Gardein there is
more flexibility; we can vary
the flavour, the texture. The
sky is the limit.”

Veggie innovator breaking new ground

L everaging their creativity
and marketing finesse,
16 of Canada’s top food

and beverage manufacturers
are sending a message to chil-
dren under 12 years of age –
eat well and live well.  

Last April, the companies
announced the Canadian Chil-
dren’s Food and Beverage
Advertising Initiative, with the
goals of: emphasizing healthy
lifestyle choices; promoting
food and drinks with sound
nutritional value; promoting
only healthy dietary choices in
interactive games aimed at chil-
dren; and using at least 
50 per cent of their television,
radio, print and Internet adver-
tising to accomplish these goals. 

“The industry wanted to
make a contribution to pro-
moting healthy dietary choic-
es and healthy, active living
for children, and have com-
mitted themselves to doing

that,” says Janet Feasby, vice
president of Standards at
Advertising Standards Canada
(ASC).

Companies include 
Cadbury Adams Canada,
Campbell Company of 
Canada, Coca-Cola Canada,
General Mills Canada, 
Hershey Canada, Janes Family
Foods, Kellogg Canada, Kraft
Canada, Mars Canada,
McCain Foods Canada,
McDonald’s Restaurants of
Canada, Nestlé Canada, 
Parmalat Canada, PepsiCo
Canada, Unilever Canada and
Weston Bakeries.  

“All have exceeded what
they originally announced last
April. Eight have determined
that 100 per cent of their
advertising would meet these
principles and eight have
decided not to advertise to
children under 12 at all,” says
Ms. Feasby.

Eat well, live well…
advertising and children
Canadian food companies collaborate to positively 
influence children's food and lifestyle choices.

Yves Potvin, president of Garden Protein International, has
invented a vegetable-source protein called Gardein now used to
make tasty and nutritious meat-alternative products that are vir-
tually indistinguishable from real meats.  PHOTO: SUPPLIED

Food manufacturers must earn the right to display the Heart & Stroke Foundation’s Health Check
symbol by submitting their products for evaluation by registered dietitians who ensure the product
meets the program’s nutrient standards.  PHOTO: ISTOCKPHOTO.COM




