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balance sheet,” says Drew Macaskill, 

the company’s Vice-President of fi nance/

administration. And since virtually all 

CBPL’s principals are non-Canadian, the 

company must deal with and hedge other 

currencies. “You really have to stay on top 

of many factors,” he says. 

65-year evolution from 
broker to brand builder
Tim Powell comes by the entrepreneurial 

spirit he possesses—and which he instills 

in the CBPL team— honestly. By the time 

Cliff Powell (C.B., as he was affectionately 

known to all employees) founded his food 

brokerage company in 1945, he’d already 

spent many years in the food industry, fi rst 

Tim Powell at CBPL head offi ce in Mississauga, Ont. 

“Once he’d signed up 
six or seven clients he 
returned to Montreal to 
open up his own food 
brokerage company—
C.B. Powell Limited.”
—Tim Powell

in the 1920s as a young man working for one 

of Canada’s earliest food brokers in Montreal. 

and then as sales manager for B.C. Packers 

in Vancouver during the early 1940s. “But 

my dad wasn’t content with corporate life—he 

was a true entrepreneur,” says Tim, C.B.’s son 

who entered the family business in 1965 and 

is now chairman and Chief Executive Offi cer. 

“In 1945 dad left B.C. Packers and drove 

down the West Coast of the U.S.A., stopping 

in at food plants and asking manufacturers 

if they needed representation in Canada. 

Once he’d signed up six or seven clients he 

returned to Montreal to open up his own food 

brokerage company—C.B. Powell Limited.”

For the fi rst 15 years, CBPL was a 

pure food broker—a middleman between 

manufacturers and distributors. But it 

wasn’t long before C.B. set the company on 

a different path. At a time when virtually 

all brokers were provincial in scope, CBPL 

opened regional offi ces in Toronto and 

Vancouver. While most brokers focus on 

either the retail or the industrial side of the 

business, but not both, in the 1950s CBPL 

added an industrial division to sell bulk 

products to Canadian manufacturers.



MAY  2010  |  CANADIAN GROCER  |  35     SPECIAL PROMOTIONAL SUPPLEMENT

C.B. Powell Limited Turns6565656565
On the industrial side, CBPL has 

been selling truckloads of Sun Maid 

raisins, Diamond Walnuts and Sunsweet 

prunes to cereal, cookie, and ice cream 

manufacturers for more than 35 years. 

Additional products include fruit from 

Chile, rice from the United States, Asian 

sauces, tomato paste from a number of 

countries, dried fruits from Turkey, as well 

as freeze-dried fruits and vegetables. 

By 1960, the company veered further 

from the traditional model. C.B’s. work 

with the Canadian government during the 

Second World War to expand trade with 

the United Kingdom brought him to the 

attention of offi cials in Ottawa. Through 

these contacts he secured the Canadian 

franchises to manufacture and distribute 

Welch’s Grape products, Ocean Spray 

cranberry products, Tabasco brand pepper 

sauce and Roses Lime Juice at a facility 

in St. Catharines, Ont. In these pre-Free 

Trade days, it made economic sense to 

manufacture certain products in Canada 

rather than pay duty at the border for 

imported products.

In 1969, Schweppes’ desire to expand in 

North America led to a merger with CBPL’s 

manufacturing and selling business. When 

Schweppes merged with Cadbury later 

that year, Cadbury Schweppes Powell was 

born. For the fi rst few years, C.B. assumed 

leadership of the new company but in 1976, 

Tim returned from a three-year stint in the 

United Kingdom to become President.

When Cadbury Schweppes reorganized 

its North American operation in 1979 to 

shift the base of management and market 

focus to the United States, Tim decided to 

stay in Canada and buy back the family 

sales business leaving the manufacturing 

side with Cadbury Schweppes.

Over the next two decades with Tim 

as CEO, Walter Morgan as President 

of C.B. Powell Sales and Ken Sibley as 

Vice President, Finance, the company 

saw impressive growth and innovation. 

During this time, the company established 

a national network of sales partners 

including Bellemont Powell in 1995 (in 

Quebec) and A.S. May Powell in 1998 (in 

Ontario) and a logistics network reporting 

to the Toronto head offi ce, along with 

 To build strong brands through our 
national sales, marketing, logistics and 
administrative network.

 To represent the company’s principals
and customers in an ethical and 
professional manner and to satisfy their 
needs through excellence of service.

 In the tradition established by our 
founder, to encourage all employees to 
fulfull their potential and to respect the 
dignity of all people associated with the 
company. 

 To discharge the obligations of good 
corporate citizenship in all communities 
in which the company operates. 

C.B. Powell Limited
Mission Statement

full administrative and logistics support 

were established. CBPL also appointed 

advertising and public relations companies 

and coordinated a national marketing 

service for its principals. By establishing 

this full array of services CBPL was able 

to attract a number of major international 

principals along with top sales, marketing 

and administrative professionals to the 

company, which resulted in impressive 

business growth.

In 1995 Morgan initiated the company’s 

“brand manager” concept whereby one 

person was dedicated to look after a princi-

pal’s sales and marketing needs in Canada. 

These brand managers became mini-gener-

al managers responsible for sales, market-

ing, ordering, costing and planning.

Ken Sibley—formerly of Dominion Stores 

and Laura Secord—joined the company 

in the late 70s as Vice President Finance/

Administration, raising the company’s 

fi nance, information technology and 

logistics to new service levels. “Much 

of CBPL’s success is due to Morgan and 

Sibley’s strong groundwork and building 

efforts,” says Powell.
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Happy employees add 
strength going forward 
Today 30 people work directly for 

CBPL, while several hundred more are 

employed by the company’s sales partners. 

Additionally, CBPL draws upon the 

professional and highly effi cient services 

of an array of vendor partners—culled from 

collective experiences across the industry—

in everything from merchandising and 

category management to market research, 

promotion, advertising, package design 

and testing services. 

The team, working out of CBPL’s head 

offi ce in Mississauga, Ont. is a tight-knit 

group. “We have a good reputation as 

an employer and work hard to create a 

positive working environment and culture, 

plus a family atmosphere in our offi ce,” 

says Powell. “Our people are our most 

important strength and 65% have been 

“Our people are 
our most important 
strength and 65% have 
been here for more 
than fi ve years and 
30% for more than 20 
years. The company’s 
success is due to the 
dedicated service of all 
our staff ”—Tim Powell 

here for more than fi ve years and 30% 

for more than 20 years. The company’s 

success is due to the dedicated service of 

all our staff ” 

Macaskill is one of the more recent hires, 

joining CBPL in 2005 after spending 30 

years working for various multinationals, 

including Nestlé, and private companies. 

“This is the best organization of them all,” 

he says. “The environment allows for effec-

tive decision making and communication. 

It also has a family culture and strong 

values related to employee recognition. 

This environment results in employee 

enthusiasm, dedication and productivity, 

which greatly benefi ts our principals.” 

In this year of the company’s 65th anni-

versary, the business remains in family 

hands; going forward, the vision is that 

a third generation family member will be 

involved in the business. There is a commit-

ment that family ownership will continue, 

alongside the commitment to maintain a 

synergistic balance between the core family 

business values and a challenging tier-one 

inspired business model.

“This company has been good to our 

family and all our employees,” says Powell. 

“Throughout our many incarnations 

over the years, we’ve been very aware 

and proactive to industry changes and 

we continue to be attuned to what our 

principals and customers want. We don’t 

always know what will happen in the 

future, but we do know we have to remain 

fl exible to meet the challenges ahead.” 

The CBPL team (L to R): Doug Curry, Director of Sales; Craig Inch, Brand Manager Hormel Foods; Sergey Myagkikh, Brand Manager Reynolds; 
Mike Mair, Brand Manager Tabasco; Chuck Corrigan, Brand Manager Blue Diamond/Typhoo Tea; Stan Atkinson, Director of Brand Development; 
and  Pam Rowe-Tetford, Brand Manager Patak’s.


