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TRUMPS FINE FOOD
MERCHANTS & WHOLESALERS

Persistent entrepreneur overcomes long-standing bias to become leader in baked goods

BY ZACH BALIVA

AT A GLANCE

LOCATION:
VANCOUVER, BC

FOUNDED:
1987

EMPLOYEES:
40

AREA OF SPECIALTY:

BAKED GOODS

ANNUAL REVENUE:
$4 MILLION

HEATHER ANGEL SAYS THAT AT AGE SEVEN, SHE
knew what direction her career would take after she
opened her first retail outlet: a sidewalk lemonade stand.
Unlike other, more simplistic hud(ling entrepreneurs,
Angel sold several types of cookies and miniature cakes

and gave her customers two beverage choices.

Angel, who credits this early business venture to being
raised in a “foodie-conscious” family that exposed her to a
varied cuisine, now operates Trumps Fine Food Merchants

& Wholesalers, a Vancouver-based business that sells more

than 200 bakery products to more than 300 clients, which
Angel has owned since 1987,

The road to success has not been casy for Angel, who faced
early gender-bias struggles. After reviewing her business
plan, a banker forced the unwed entrepreneur’s father to
co-sign the loan in place of a husband. “Sixty-five percent
of capital wasn't en¢ ugh for the h.mk,".'\ngel recalls. “They
said women lack business acumen and told me most
restaurants fail in the first year, but I wasn’t even opening 2
restaurant.” The loan was repaid in less than two years.

Although Trumps' primary service is that of a wholesales
Angel started by offering retail and catering services. “Ex-
eryone said [ would fail, so I picked three areas of busines
to give myself a better chance at success,” she says. At the
time, little competition existed in the wholesale markes.
but Angel made one fortuitous connection that would
completely alter the course of her business life.

Back in 1987, Angel approached a manager of a ﬂt@
coffee company that had 3 local stores and 20 locations
in Seattle. She offered to supply baked goods for a2 trial
period, and when they sold out in two hours, the cwnes
hired Trumps to provide deserts and salads and cater coe
porate meetings. Twenty-three years later, Starbucks s
is a Trumps client—Angel’s company bakes banana Seestt
for the Alberta and British Columbia stores and fursses
other products for additional licensee locations.

Though Starbucks may be Trumps’ most famous cliess.
other customers include hotels, country clubs, ressas-
rants, food distributors, and grocery stores. By foq
her efforts on the wholesale world, Angel has grows hes
company to 40 employees and $4 million in annesl sles
Trumps’ products stand out as high-quality alternatees &
a market flooded with subpar goods.

Angel’s next step is to make Trumps a household same
Her first retail product, Banana Slims, is abous s &
shelves across the nation. The 100-calorie snack Soad

is made without trans fats or preservatives and has &
yearlong shelf-life. The idea, Angel explains, & 2o sty
global brand. “For 23 years, Trumps has been the pealie




Trumps” busy GalP-accredited faciii)

behind the brand for major corporations. Now, the com-
pany would like to create its own brand of prutlu( ts to sell
worldwide," she says, adding that Trumps still will service

clients with products to sell as their own.

Though some owners are tempted to quickly fil large
orders, Angel believes that a slower, more calculated
approach offers several benefits. By spending money to
get the right packaging and the righl product, Angel can
work out any manufacturing problems early to ensure that
her product is well received, “I don't want someone to be
disappointed the first time they try a product because |
was tao eager to get it to market,” Angel says. She plans to
launch Banana Slims with a select group of stores with
which she has an existing relationship before expanding

to other locations and promoting at trade shows.

Angel's profits are subject to 2 seasonal cycle but enjoyed a
3-percent increase last year. She attributes her success to

a non-complacent approach that keeps her on the cutting
edge. “I'm always trying to improve and find new ways to be
faster, or save money, or get more pm(lud out for a lower

price while keeping a high standard of quality,” she says.

It's an appmach that she has maintained from the very be-
ginning, While the other kids simply sold lemonade, Angel
found a wav to stand out, Years later, she's still at the top

of her game—only on a much larger scale. ciq

CARMI FLAVORS offers a vast selection
of easy to use flavours specially
formulated for your application.

We carry a wide variety of natural, natural/artifical and
artifical flavours in liouid, powder and encapsulated
powder form. We have a no minimum requirement on
orders and stock flavours are shipped within 1 week.

For your complimentary samples,
please contact your local branch at:
(905) 563-6300 for Ontario

(450) 645-2500 for Quebec

c A (604) 468-9800 for BC

LAUO Rs or email us at:
cnsales@carmiflavors.com




