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Whether it’s a romantic date with your 
special person, a weekly meal 

with your friends or family, or an extravagant soiree to connect 
with members of your community, food brings people together, 
and that togetherness helps foster positive relationships and cre-
ate lasting memories.

There’s something special about sharing meals, and there’s 
something to be said for the effort that goes into preparing 
food for those who will savour the end-product. There are 
many types of food, beverages, and ingredients that contribute 
to what we eat across the country and around the globe, and 
Canada plays a significant role in exporting some of those 
items worldwide.

The Canadian Food Exporters Association (CFEA) has 
worked for nearly a quarter-century (next year marks our 25th 
anniversary!) to raise the international profile of Canadian 
food and beverage and ingredient products, increase the num-
ber of small to medium-sized food and beverage processors 
and manufacturers that are exporting, and increase the profit-
able export sales of Canadian food and beverage products.

As you may know, the CFEA is a voluntary, non-profit 
industry association. It was founded in 1996 by 14 companies 
that recognized the need for a resource focused on enhancing 
export efforts in the food and beverage industry, particularly 
for small to medium-sized enterprises. In keeping with our 
mandate, we are excited to share another vehicle of communi-
cation for our membership, industry professionals, Canadian 
embassies, and government officials: Export Savvy, the publica-
tion you’re reading right now.

One of the magazine’s major goals is to encourage profes-
sional improvement and knowledge exchange among people 
interested in food export. In this edition of Export Savvy, our 
lead feature, Meet Your Market, delves into a principle sec-
tor of Canada’s agri-business industry and how it helps drive 
the Canadian economy. Flip to page 14 to learn about the 

“Cooking is like love. It should be entered into 
with abandon or not at all.” 

—Harriet van Horne

Susan Powell, President
Canadian Food  

Exporters Association

UP FRONT From the Desk of the President of the CFEA 

“People who love to eat are 
always the best people.” 

—Julia Child

Canadian agri-food sector and the role 
it plays in the industry and in export-
ing Canadian food products around the 
world.

The CFEA can assist buyers out-
side of Canada looking to source Can-
adian products. Whether it’s a pinch 
of this, or a dash of that, the Canadian 
ingredient sector has much to offer. 
The article on page 20 offers readers 
a closer look at this sector and gives 
ingredient buyers an idea of what our 
country has to offer.

You’ll also be updated on the trade 
agreements that have been making 
headlines. We’ll take an in-depth 
look at both the Canada-United 
States-Mexico Agreement  and the 
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Comprehensive and Progressive Agree-
ment for Trans-Pacific Partnership and 
how they will create jobs, growth, 
and long-term prosperity for Canadi-
ans, including food, beverage and / or 
ingredient manufacturers. These arti-
cles, on page 22 and 25, respectively, 
will also give insight on how compan-
ies can take advantage of the benefits 
of each of the agreements.

At the CFEA, we focus on export 
market development activities. Our 
programs include training tailored to 
acquaint and educate the established 

and novice exporters about potential 
export markets. Without this opportu-
nity, exporters might not be aware of 
the opportunities and / or challenges 
for their products. Trade shows around 
the globe can help CFEA members 
promote products in new markets and 
bring awareness of Canadian excellence 
to potential buyers. Our outgoing mis-
sions bring experienced exporters to the 
market to enhance their portfolio in 
the international marketplace, match 
exporters to buyers, and educate export-
ers on trends and opportunities in the 
marketplace. 

To become a member of the CFEA 
or find out how you can benefit from 
the association and its initiatives, go 
to www.cfea.com. We have plenty of 
helpful industry links and delightful 
recipes there, too. Be sure to flip to 
page 10 of this magazine, where you’ll 
find resplendent recipes to share with 
your favourite folks. From savoury 
starters, to exquisite entrées, to deca-
dent desserts, these culinary concoc-
tions from CFEA members will have 
your guests going gaga.

There is certainly much to look for-
ward to throughout the rest of 2020, 
and the CFEA is proud and excited 
to have a hand in exporting Canada... 
one bite at a time! 

STAY CURRENT ON UPCOMING EVENTS
Industry events, trade shows, and 

outgoing missions around the world 
help CFEA members promote prod-
ucts, bring awareness to potential 
buyers, match exporters to buyers, 
and educate exporters about opportu-
nities in the marketplace.

While there are usually many 
events year-round for members to par-
ticipate in, the COVID-19 pandem-
ic has wreaked havoc on worldwide 
plans. As we deal with the impact of 
these uncertain times, countless events 
have been cancelled or postponed. 

While it could take months before 
we get back to our normal routines, 
we’ll eventually be back to business as 
usual. In the meantime, please check our 
website, https://www.cfea.com/events, 
for the most up-to-date event details.

UP FRONT From the Desk of the President of the CFEA

http://www.fcc-fac.ca/
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Culinary
DELECTABLE DISHES Savoury Starters, Exquisite Entrées, Decadent Desserts

delights
“A recipe has no soul. 
You, as the cook, 
must bring soul to the 
recipe.” 

—Thomas Keller
Foodies rejoice! Ready your 
kitchens, collect your fellow 
connoisseurs, and prepare to go 
gourmet with your next gathering. 
These resplendent recipes will 
have your guests coming back 
for thirds and clearing their 
calendars for all future festivities.

SAVOURY STARTERS

DECADENT DESSERTS

EXQUISITE ENTRÉES

*All recipes provided by members of the 
Canadian Food Exporters Association

SAVOURY STARTERS
HUMMUS SWIRL
Provided by Summer Fresh

Ingredients:
•   1 cup (227 g) Summer Fresh 

avocado hummus
•   1 cup (227 g) Summer Fresh 

sweet potato hummus
•  ¼ cup pomegranate seeds
•  ¼ cup pine nuts, toasted
•  ¼ cup pumpkin seeds
•  ¼ cup fresh parsley, chopped
•  Olive oil

Directions: In a large bowl, fill one side with avocado hummus and the other side 
with sweet potato hummus. Use the back of a spoon to smooth out the hummus 
and create a small indentation for the toppings. Drizzle hummus with olive oil and 
top with toasted pine nuts, pomegranate seeds, pumpkin seeds, and chopped 
parsley. Place hummus in the centre of your charcuterie board and surround the 
bowl with your favourite colourful veggies, breads, and crackers.

LENTIL, CORN & BLACK BEAN SALSA
Provided by Three Farmers

Ingredients:
•   ¾ cup (175 ml) cooked split 

red lentils,* chilled
•   ¾ cup (175 ml) pico de gallo 

(prepared, or make your own 
by combining tomatoes, 
onion, jalapeño, cilantro, and 
lime juice)

•   ¾ cup (175 ml) canned black 
beans, rinsed and drained

• ¾ cup (175 ml) whole kernel corn (frozen and thawed, or canned and 
rinsed)

• ¾ cup (175 ml) finely chopped red or green bell pepper
• 2 garlic cloves, minced
• 1 lime, juiced
• ½ tsp (2 ml) salt
• ¼ tsp (1 ml) pepper
• Cilantro and / or lime wedges (optional for serving)

Directions: Mix ingredients together in a bowl. Chill for two hours or overnight. 
Garnish with cilantro and lime wedges. Serve as an appetizer or snack with 
crackers and chips or use as a topping for nachos and eggs.
*To prepare ¾ cup (250 ml) cooked split red lentils: Combine ¼ cup (60 ml) split 
red lentils with ¾ cup (175 ml) water. Bring to a boil, cover, reduce heat, and 
simmer for five to seven minutes, until lentils are tender. Drain liquid and let cool.

Lentil, Corn & Black 
Bean Salsa
Provided by Three Farmers

Broken Beaver Dam
Provided by Pillitteri 
Estates Winery

Hummus Swirl
Provided by Summer Fresh

Maple Coconut Custard 
Tassies
Provided by Maple Treat Corp.

Halal Gyro Bowl
Provided by Al Safa Foods

Oat Rice California Roll
Provided by FDH Global

Bison Niçoise 
Steak Salad
Provided by 
Noble Premium 
Bison
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EXQUISITE ENTRÉES
HALAL GYRO BOWL
Provided by Al Safa Foods

Ingredients: 
•  1 ½ cups parboiled basmati rice
• 3 cups of water
• 2 bay leaves
• ¼ tsp turmeric
•  1 ½ tsp chicken bouillon powder
• ½ tsp allspice
• 3 tbsp oil 

Directions: Turn on the Instant Pot’s sauté feature. Mix 
the oil and rice, and then add in the seasonings, mixing 
well. Add in water and turn off the sauté feature. Close 
the lid and set the rice button for 12 minutes, on high 
pressure. When finished, use the quick release.

Tzatziki Sauce: 
• ½ cup sour cream
• ¼ cup mayonnaise
• ¼ cup cucumber, finely chopped
• ¼ cup fresh dill, chopped
• 1 clove garlic
• 1 tsp salt 

Directions: In a food processor, puree the cucumber with 
the garlic, add in the salt, sour cream, and mayonnaise, 
and mix together. Add in the dill and pulse a few times 
together. Place in a glass jar and refrigerate a few hours 
before using. Assemble your gyro bowl with ingredients 
of your choice. This recipe includes halal chicken 
gyro slices, cherry tomatoes, grilled roti / naan, sliced 
cucumbers, kalamata olives, feta cheese, pickled onions, 
and arugula.

BISON NIÇOISE STEAK SALAD
Provided by Noble Premium Bison

Ingredients:
• 1 cup red wine
• ¼ cup (60 ml) olive oil
• 4 cloves garlic, sliced
•  2 tsp (10 ml) herbes de Provence
•  1 tsp (5 ml) salt and pepper
•  ¼ tsp (1 ml) brown sugar
•  4 Noble Premium Bison inside round steaks or Noble Premium Bison 

top sirloin steaks (2 lb / 908 g)
• 1 lb (500 g) mini potatoes
• ½ lb (250 g) French green beans, trimmed
• 4 cups arugula
• 2 cups halved cherry tomatoes

Olive Tapenade Vinaigrette:
•  cup (75 ml) olive oil
• 3 tbsp (45 ml) white wine vinegar
• 1 tsp (5 ml) Dijon mustard
• ½ tsp (2 ml) salt and pepper 
• ¼ cup (60 ml) Niçoise olives, finely chopped
• 1 small shallot, minced
• 1 tbsp (15 ml) fresh thyme, finely chopped
• 4 tsp (20 ml) fresh tarragon, finely chopped 

Directions: Prepare the salad in a shallow dish. Stir together wine, oil, 
garlic, herbes de Provence, salt, pepper, and brown sugar. Add steaks, 
tossing to coat. Refrigerate for at least four hours or up to overnight. 
Meanwhile, cook potatoes in pot of boiling salted water for 12 to 15 
minutes or until tender. Drain well; let cool completely and cut in half. 
Set aside. In same pot, cook green beans in boiling salted water for 
three to five minutes or until just tender. Transfer to bowl of ice water to 
refresh; drain well and set aside. 

To prepare the olive tapenade vinaigrette, whisk together oil, 
vinegar, mustard, salt, and pepper; stir in olives, shallot, thyme, and 
tarragon. Pre-heat grill to medium-high heat; grease grate well. Remove 
steaks from marinade, shaking off any excess. Discard marinade. Grill 
steaks for four to five minutes per side for medium-rare or until cooked 
as desired. Let rest for 10 minutes before slicing. Arrange arugula, 
tomatoes, potatoes, green beans, and sliced steak on four plates; drizzle 
with vinaigrette. Add halved hard-boiled eggs to salad, if desired. 
Garnish salad with finely crumbled goat cheese, if desired.
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DECADENT DESSERTS
MAPLE COCONUT CUSTARD TASSIES
Provided by Maple Treat Corp.

Ingredients:
• 1 ¼ cups all-purpose flour
• 2 tbsp (25 g) granulated sugar
• ¼ tsp salt
• ½ cup cold, unsalted butter, cut into ¾-inch cubes 
• 2 to 3 tbsp (30 to 45 ml) cold milk

Filling:
• ½ cup TMTC dark maple syrup 
• ½ cup coconut milk
• 3 large egg yolks
• 3 tbsp (45 g) light brown sugar, packed
•  tsp salt
• 1 tsp all-purpose flour

Directions: To make the pastry, whisk together flour, sugar, and salt in a large bowl. Add the butter and rub it into the flour mixture 
using your fingertips until it resembles coarse crumbs and there is no dusty flour in the bowl. Gradually sprinkle in the cold milk, one 
tablespoon at a time, while gently tossing with a fork until the dough is moistened and it holds together in clumps. Turn dough out 
onto a clean surface and bring it together with your hands, pressing in loose bits until it is cohesive. Flatten it into a disk, wrap well with 
plastic wrap, and refrigerate for at least two hours. 

Pre-heat oven to 375°F. On a lightly floured surface, roll the dough out to 1/8-inch thickness. Rotate the dough and add flour as 
necessary to prevent sticking. Use a three-inch round cutter to cut out as many circles as you can. Fit dough rounds into the individual 
cups of a 24-cup mini muffin pan, pressing the dough into the base and up the sides. Transfer pan to the fridge to chill the pastry shells.

To prepare the filling, whisk together maple syrup, coconut milk, egg yolks, brown sugar, salt, and flour until smooth. Spoon about 
one tablespoon of this mixture into each pastry shell, and bake for 15 to 20 minutes, until pastry is golden and filling is set.

Transfer the pan to a wire rack to cool for five minutes, then gently run a knife around the edges of the tartlets to loosen and pop 
them out of the pan. Transfer them to the wire rack to finish cooling. These are best served chilled. Makes about 20 tartlets.

You can make the pastry up to one day in advance, if wrapped well in the refrigerator. To prevent cracking, leave it to stand at room 
temperature for 10 minutes before rolling. Store tarts in the refrigerator in an airtight container for up to three days. 

OAT RICE CALIFORNIA ROLL
Provided by FDH Global

BROKEN BEAVER DAM
Provided by Pillitteri Estates Winery

Directions: Prepare sushi rice by mixing oat 
rice with white rice. Cook the mixed rice by 
following your rice cooker instructions. Chill 
and add vinegar to rest. Prepare the roll 
by putting a batch of chilled oat rice on a 
bamboo mat evenly. Add chopped crab meat, 
cucumber, and avocado. Tightly roll the mat 
and keep rolling using the bamboo mat until 
you have a nice roll. Remove the mat and cut 
the roll into pieces. Garnish with Otelia shelled 
flax and fish roe.

Directions: Add coffee, Triple Sec, and whisky 
to coffee cup. Stir with cinnamon stick and pour 
Icewine along stick as stirring. Leave stick in coffee 
and lay other cinnamon stick across cup. Sprinkle with 
chocolate shavings.

Ingredients:
• 1 cup Otelia oat rice
• 2 cups regular white rice
• 1 avocado
• 1 cup (250 g) crab meat 
• 1 cucumber
• 2 tsp (10 g) fish roe 
•  1 tsp (5 g) Otelia shelled flax

Ingredients:
• 1 cup hot, black coffee
• 4 tbsp (2 oz) Cabernet Icewine
• ½ tbsp (¼ oz) Triple Sec
• 1 tbsp (½ oz) Canadian Whisky
• 2 cinnamon sticks
• Chocolate shavings

EXQUISITE ENTRÉES continued

DELECTABLE DISHES Savoury Starters, Exquisite Entrées, Decadent Desserts



https://www.pillitteri.com/
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FEATURE By Paul Adair

The Canadian 
Agri-Food 
Sector

Market: Meet 
Your

As of the end of 2019...the Canadian 
food and beverage processing industry 
was the single largest manufacturing 
employer in the country, providing 
employment opportunities for 
approximately 289,000 Canadians; 
more than the automotive and 
aerospace industries combined.

Over the years, the term “processed” seems to have garnered a bad rap among 

some segments of the public, fueled by a false narrative that eating processed in 

some way equates to eating unhealthily, which cannot be further from the truth.O Everyday items, like bacon, eggs, porridge, toast, jam, milk, coffee, orange juice, 
yogurt, cereal, or anything that has been dried, cut, packaged, washed, frozen, or canned, 
are made by the Canadian processed food industry for use across the country and for 
export around the globe. 

The significance of the Canadian food and beverage processing industry may come 
as a surprise to many of those not familiar with it. In terms of the value of production, 
it’s the second largest manufacturing industry in the country, with shipments totalling 
$117.8 billion in 2019. The sector also accounts for 17 per cent of total manufacturing 
shipments and for two per cent of the national Gross Domestic Product.

While the commodities industry claims the lion’s share of Canada’s agriculture and 
food export, the country’s food and beverage processing industry also plays a large role. 
As of the end of 2019, the period for which the latest statistics are available, the Canadian 
food and beverage processing industry was the single largest manufacturing employer in 
the country, providing employment opportunities for approximately 289,000 Canadians; 
more than the automotive and aerospace industries combined. And not only does this 
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vital industry employ more Canadians 
than any other manufacturing sector, it 
can also be found in all regions across 
Canada, from coast to coast to coast. 
Ontario and Quebec account for most 
of the production, with approximately 
62 per cent of sales, followed by British 
Columbia and Alberta, with 22 per 
cent. The remaining provinces account 
for 16 per cent of sales.

According to James Watson, spokes-
person for Agriculture and Agri-Food 
Canada, exports of processed food and 
beverage products for 2019 stood at a 
record-setting value of $38.9 billion. 
That dollar amount is an increase of 
seven per cent over the previous year, 

with agri-food accounting for two per 
cent of the national gross domestic 
product.

Recent trade agreements such as 
the Comprehensive Economic and 
Trade Agreement with the European 
Union, the Comprehensive and 
Progressive Agreement for Trans-
Pacific Partnership, and the Canada-
United States-Mexico Agreement have 
also reinforced a greater appetite for 
Canadian exports, to the point where 
the agri-food industry is now running at 
up to 90 per cent capacity.

In addition, it’s estimated that global 
agricultural demand by 2050 will be 
more than 50 per cent higher than it 

was just five years ago, which would 
indicate that Canada’s agri-food sec-
tor has a tremendous opportunity for 
significant growth over the next three 
decades and beyond. This is particularly 
true in emerging Asia-Pacific markets, 
where middle-class consumer spending 
is projected to climb from $12.3 trillion 
in 2015 to $36.6 trillion by 2030.

Because of this fruitful outlook going 
forward, Canada is aiming to grow its 
agri-food exports to at least $75 billion 
annually by 2025.

Meat i s  the most  s ignif icant 
food industry in Quebec, Ontario, 
Manitoba, and Alberta. The beverage 
industry is the most important sub-
sector in British Columbia, while grain 
and oilseed milling is the largest food 
industry in Saskatchewan. Seafood is 
most significant along the east coast 
in the provinces of New Brunswick, 
Nova Scotia, and Newfoundland & 
Labrador.

And, unlike many other types of 
manufacturing, Canadian food and bev-
erage processing companies are well-
represented in both urban and rural 
communities across the country, and 
the sector is the single largest employer 
for rural Canada. Canada’s food pro-
cessing industry drives over half of the 
country’s agriculture and food exports, 
and it is the single largest customer for 
Canadian farmers.  

Continued on page 18

...it’s estimated that 
global agricultural 
demand by 2050 
will be more than 
50 per cent higher 
than it was just five 
years ago...Canada’s 
agri-food sector 
has a tremendous 
opportunity for 
significant growth 
over the next three 
decades and beyond.
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The food and beverage processing 
industry offers economic opportunities 
that provide incentives to help ensure 
communities remain vibrant.

The largest segment of the food and 
beverage processing industry is in meat 
product manufacturing, which, last 
year, accounted for a quarter of all ship-
ments, valued at approximately $30 bil-
lion. Dairy product manufacturing was 
the second-largest industry, with sales 
of $14.8 billion, followed by other food 
manufacturing, with sales of $12.6 billion. 

Other food processing industries in 
Canada that international buyers can 
tap into for worldwide export include:
• Bakeries and tortilla manufacturing 

($12.1 billion);
• Beverage manufacturing ($11.9  

billion);
• Grain and oilseed milling ($10.6  

billion);
• An ima l  food  manufac tu r ing 

($8.1 billion);
• Fruit and vegetable preserving 

and specialty food manufacturing 
($8.1 billion);

• Seafood product preparation and 
packaging ($5.6 billion); and

• Sugar and confectionery product 
manufacturing ($4.0 billion).
On the global stage, Canada has 

earned the well-deserved reputation as 
a reliable supplier of high-quality prod-
ucts backed by an internationally recog-
nized food inspection system. In total, 
Canada accounts for 2.8 per cent of all 
global exports and ranks as the eighth-
largest exporter of processed food and 
beverage products.

The country’s largest food and bev-
erage processing exports consist of meat, 
grains and oilseed products, and sea-
food, which are sent out to approxi-
mately 192 nations, with a significant 
proportion being sent to just a few 
countries. In 2019, 86 per cent of total 
exports went to three major markets: 
the U.S. (72 per cent), China (eight per 
cent), and Japan (six per cent). In the 
future, the Canadian food and beverage 
processing industry sees great potential 
for additional growth in Asian-Pacific 
markets, which are demonstrating an 
increased demand for western packaged 
foods. 

Over the last five years, exports of 
Canadian processed food and bever-
age products grew at an average annual 
rate of 6.9 per cent. During that same 
period, imports grew at an annual rate 
of 3.9 per cent, reaching $5.0 billion in 
2019. This growth resulted in a signifi-
cant improvement in the overall trade 
balance, going from a negative balance 
of $1 billion in 2014 to a positive trade 
balance of $3.9 billion in 2019.

“Food manufacturing (excluding the 
beverage sector) has maintained a posi-
tive trade balance over the last 20 years, 
with it standing at $8.3 billion in 2019,” 
says Watson, adding that beverage man-
ufacturing stood at $4.5 billion in 2019.

“The processed food and beverage 
sector is a key driver for the Canadian 
economy and is a high priority for the 
Government of Canada,” says Watson. 
“The government is committed to helping 
the sector take advantage of the growing 
global population, in particular, the grow-
ing middle class in emerging markets, and 
equip Canadian processors with the tools 
they need to supply high-quality products 
to customers worldwide.” 

FEATURE Meet Your Market

Continued from page 15

http://www.hutchinsonacres.ca/
https://www.legaultseeds.com/
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https://forthoughtdesign.com/
http://www.tropicallinkcanada.ca/


For the agri-food sector to succeed in reaching the ambitious tar-
gets set by the federal government over the next five years, while still 
meeting current commitments, it will have to increasingly depend 
on the Canadian raw, semi-processed, and processed ingredients sec-
tor to grow.

The food ingredients sector is typically segmented into two main 
categories: specialty food ingredients and bulk ingredients. Most of 
these ingredients can be further divided into smaller sub-categories 
such as preservatives, sweeteners, colour additives, flavours and spic-
es, flavour enhancers, fat replacers, nutrients, emulsifiers, acidulants, 
and leavening agents. 

Canada is proud to offer a vast variety of safe and high-quality 
ingredients for export to international countries. Used to enhance 
countless food and beverage products around the world, the possi-
bilities with these ingredients are endless. 

ACIDULANTS
Used to enhance taste, flavours, and colours, to reach a desired 

pH level, and to preserve food products, acidulants can include ace-
tic, citric, phosphoric, fumaric, lactic, malic, tartaric, and ascorbic 
acid, among others.

The Canadian agri-food industry is among the most sophisti-

cated in the world, with a reputation built on having the rigor-

ous regulatory systems in place to ensure the highest mea-

sures of safety and quality. It’s these stringent systems that 

help companies meet the wholesome certifications required 

to meet the global expectations of customers and make it 

possible for Canada’s finest food, beverage, and ingredients 

products to be exported worldwide to the globe’s leading food 

manufacturers and processors.

FEATURE By Paul Adair

A Closer Look at the Canadian 
Ingredients Sector

A Pinch of 
This, a Dash 
of That:

T
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COLOURS
Colouring agents can be used to enhance 

the appearance of, and to restore uniform 
colour to, food or beverage products. 
Naturally occurring pigments are sourced 
from plants, animals, and minerals, while 
other colouring agents are manufactured. 
They can be categorized as dyes or lakes. 

Dyes, which dissolve in water, are avail-
able in powders, granules, liquids, or other 
forms and can be used in beverages, dry 
mixes, baked goods, dairy products, jams, 
puddings, and pie fillings, and more. 

Lakes, which are water-insoluble, are 
more stable than dyes. They’re ideal for 
colouring products that contain fats and oils 
or items that don’t have enough moisture 
to dissolve dyes. Lakes are commonly used 
for coated tablets, cake and doughnut mixes, 
cheese, margarine, candy, and chewing gum.

EMULSIFIERS
Used to improve a product’s texture, 

oil stabilization, aeration, or freshness, 
emulsifiers can also modify the viscosity of 
a food and have de-foaming capabilities to 
prevent separation and improve the blend-
ing quality of many items, from bread, 
to cakes, to cream fillings and whipped 
toppings, and more. Emulsifiers also help 
with starch complexing, protein interac-
tion, and crystal modification.

Common emulsifiers include:
• Lecithins: Mixtures of fats extracted 

from sources such as egg yolk, soy-
beans, sunflower, and canola;

• Mono- and di-glycerides: Made from 
natural fatty acids, glycerol, and an 
organic acid;

• Polysorbates: A water-soluble liquid 
sourced from etoxilated sorbitan esteri-
fied with fatty acids; and

• Sodium stearoyllactylate: An additive 
used to improve the mix tolerance and 
volume of processed foods.

ENHANCERS
Enhancers can help maintain a product’s 

nutritive quality, enhance shelf-life quality, 
or make flavours more effective. They can be 
used to add flavour or sweetener to food prod-
ucts, including items such as cheese, fat, oils, 
and milk products, to baking, pickling mix, 
soups, wines, and more. Canada offers an 
array of options for buyers around the world.

An enhancer like potassium carbonate, 
for example, can adjust the pH level and 

enhance aroma or colour; as a buffering 
agent for producing mead or wine; or a 
source of carbon dioxide for leavening in 
baking. Other enhancers include items 
such as glutamic acid (a natural amino 
acid found in animals and plants that can 
be used for flavouring), salt substitutes, 
like yeast extracts, autolyzed yeast extract, 
calcium chloride, monosodium glutamate, 
potassium chloride, hydrolyzed vegetable 
proteins, or lactates, and others.

FLAVOURS
Natural and artificial flavours can amplify 

taste after food is processed, stored, or pas-
teurized and can help ensure product uni-
formity. Items used to flavour a product can 
be adjusted to meet a customer’s various 
requirements, whether it’s using only vegetar-
ian or vegan ingredients or using ingredients 
that comply with religious restrictions and 
must be certified kosher or halal.

Natural flavours come from natural 
sources—meat, fruits, vegetables, herbs, 
spices, bark, roots, or other plant material—
and are then purified, extracted, and added 
back into the food. Artificial flavours are 
manufactured, in part or whole, through 
chemical synthesis. There are thousands 
of flavour compounds that can be used to 
enhance the consumer experience.

PRESERVATIVES
Used to prevent spoiling, improve 

overall appearance, and maintain nutri-
tional quality, preservatives can come from 
natural sources, like salt, sugar, and vin-
egar. They can also be manufactured.

They’re commonly used in processed 
and packaged foods—crackers, cereals, 
breads, snacks, cheeses, deli meats, and 
sauces, to name a few. There are a plethora 
of preservatives. Some examples include 
benzoic acid, calcium sorbate, erythorbic 
acid, potassium nitrate, and sodium ben-
zoate. Antioxidants can also be used as pre-
servatives to increase a product’s shelf-life. 

SWEETENERS
When added to food and beverage 

products, sweetening agents can enhance 
the item’s overall taste and flavour profile. 
Most sweeteners added to food products 
are non-nutritive, meaning they don’t pro-
vide calories on their own.

Some sweeteners include aspartame, 
sucralose, acesulfame-potassium, neotame, 

polydextrose, 
and sugar alco-
hols such as 
h y d r o g e n a t e d 
starch hydrolysates, 
isomalt, lactitol, maltitol, maltitol syrup, 
mannitol, sorbitol, sorbitol syrup, xylitol, 
and erythritol.

Trends are currently moving the 
Canadian ingredients sector to better meet 
the evolving—and increasingly progres-
sive—needs of the consumer, both at 
home and abroad. Shifting demographics, 
coupled with a greater desire for healthier 
food choices and a growing demand for 
higher environmental, social, and gover-
nance standards in food manufacturing, 
are continuously defining and re-defining 
new consumer preferences. 

Updated and released in 2019, the lat-
est version of the Canada Food Guide aims 
to reinforce a trend toward healthier eat-
ing and, in doing so, has placed a greater 
emphasis on plant-based proteins. This has 
helped to encourage an increased invest-
ment in plant-based protein innovation, 
and, because of this, a growing number of 
consumers are switching from food made 
with so-called traditional ingredients to 
foods now made from soy, rice, and pulses. 

Millennials are helping to lead the charge 
with this, tying in the concept of social 
change to help drive new product develop-
ment and consumption patterns. It’s esti-
mated that 23 per cent of millennials today 
consume meat alternatives several times per 
week, compared to only three per cent of 
baby boomers and two per cent of seniors.

More mainstream ingredients, like 
Canadian pulse crops, are seeing a shift in 
export demand. India remains the world’s 
largest consumer and importer of pulses, 
but because of its tariffs on pulse imports 
(lentils, peas, and chickpeas) imposed in 
2017, India is no longer the prime export 
market for Canadian pulses it once was.

Even so, most of Canada’s production 
continues to be destined for the export 
market, and Canada remains one of the 
world’s top producers and exporters of 
pulse crops, shipping to more than 130 
countries around the world. In 2016, 
Canadian farmers produced a record-high 
of 8.4 million tonnes of pulses, with the 
vast majority of production being con-
centrated in the western provinces of 
Saskatchewan, Alberta, and Manitoba. 
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Embracing 
Opportunities: 
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Despite all of this, there was a glimmer of good economic news in 
March. On March 13, Canada’s Parliament finally ratified the Canada-
United States-Mexico Agreement (CUSMA), following months of debate 
over the pact in Ottawa. Also known as the new NAFTA, this deal 
replaces the previous North American Free Trade Agreement (NAFTA) 
and is intended to modernize the way trade is conducted between the 
three countries. It contains several significant amendments, including 
updates to state-to-state dispute settlement, labour, the environment, 
intellectual property, and rules of origin.

While most of the effects of the ratified deal are expected to be 
relatively minor, it does offer some hope to Canadian food, beverage, and 
ingredient companies looking to extend their reach beyond this country’s 
borders. The new deal will take effect July 1, 2020.

FEATURE By Jim Timlick

The Canadian economy has endured multiple body blows over 

the past few months, from rail blockades that threatened to derail 

the economy, to the novel coronavirus pandemic that has seri-

ously curtailed business for virtually every sector of the economic 

landscape for the foreseeable future.TWhile better access 
to markets is a good 
thing...it’s important for 
companies to understand 
what they need to do...
to take advantage of such 
opportunities...everything 
from securing shelf space, 
to knowing the specific 
labelling requirements of a 
particular market.
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“Once implemented, the new 
NAFTA will provide much-needed  
certainty and stability for Canadian busi-
ness, including for producers and food 
processors who depend on trade,” said 
Natasha Nystrom, a spokesperson for 
Global Affairs Canada in a statement.

“Canadian agricultural (producers) will 
also have new market access into the U.S. 
in the form of tariff rate quotas for refined 
sugar and sugar-containing products,” she 
said, “as well as for certain dairy products, 
including cheese, cream and butter.”

Gustavo Zentner, who heads Interna-
tional Point of Commerce, a Canadian 
trade consultancy firm, says while it’s still 
too early to say exactly who will benefit 
from the new tri-country trade deal, it’s 
reasonable to expect it could provide a 
boost to many companies in the food, 
beverage, and ingredient sectors.

“Canadian producers would likely 
end up selling products into retail, food 
service, and the hotel industry,” he says, 
“or as food ingredients.”

One example, Zentner offers, could 
be so-called premium category prod-
ucts, including energy bars and drinks. 
Canada’s production costs are competi-
tive with those of European producers, 
and most North American consumers 
are unwilling to pay premium prices for 
similar products produced in countries 
such as China. Similarly, CUSMA could 
provide new opportunities for Canadian 
companies producing value-added food 
products, a host of different kinds of 
grains and pea products, and some dairy 
items, he adds.

Though it may be too soon to deter-
mine the full impact CUSMA will have 
on food, beverage, and ingredient pro-
ducers, the deal could mean new oppor-
tunities for companies in those sectors.

This could be especially true on the 
ingredient side of things. Canadian 

companies are already major suppliers 
of grain-based ingredients to companies 
such as Kellogg’s, and the solid reputa-
tion those producers have earned could 
lead to additional export opportunities, 
with sales in the U.S. and Mexico. 

In addition, there could be plenty 
of potential for growth in plant-based 
protein products such as meatless 
burgers and dairy alternatives to fill 
the protein needs of the food system 
around the world. Canadian growers 
and agri-food companies can capital-
ize on that opportunity. Beyond this, 
there could also be additional opportu-
nities for specialty desserts and cookie 
producers.

According to Export Development 
Canada’s most recent trade confidence 
survey, completed in December 2019, 
found that exporters—a mix of small, 
medium, and large-sized companies—are 
feeling better about the new trade deal 
between Canada, the U.S. and Mexico.

The new agreement preserves the 
tariff-free access to the North American 
marketplace that Canada’s beef, pork, and 
grain farmers enjoyed under NAFTA, and 
CUSMA has no provision for the return 
of mandatory country-of-origin labelling, 
a U.S. law repealed in 2015 after being 
challenge at the World Trade Organiza-
tion by Canada and Mexico.

“Today, the NAFTA region comprises 
almost 490 million consumers and has a 
combined GDP of more than US $23.5 
trillion. Our three countries account for 
more than one-quarter of the world’s 
GDP, with less than seven per cent of its 
population,” said Deputy Prime Minister 
Chrystia Freeland at a meeting prior to 
the ratification of the deal. 

“Trade between the NAFTA partners 
has helped us build a continental network 
of supply chains across a range of indus-
trial and agricultural sectors,” she added. 
“The new NAFTA is good for continued 
economic growth and prosperity.”

Using the New NAFTA 
to Your Advantage

https://silvervalleyfarms.ca/
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While better access to markets is a 
good thing, Zentner stresses it’s impor-
tant for companies to understand what 
they need to do, or be aware of, to take 
advantage of such opportunities.

Perhaps the most important piece of 
the puzzle is knowing the market you’re 
hoping to do business with and under-
standing their consumers. That includes 
everything from securing shelf space, to 
knowing the specific labelling require-
ments of a particular market.

“In a world of absolute uncertainty, 
the one comment I can guarantee is 

that selling into retail chains, hospital-
ity, and food processors is completely 
different in each of the three CUSMA 
countries,” says Zentner.

“One of the questions I often ask my 
clients is, ‘Would you sell into a specific 
region or demographic that loves your 
product or absolutely needs your prod-
uct?’ If people need your product to stay 
alive and feed their families, you’ve got 
a market for life. When you focus on 
selling your product to a demographic 
that loves it—well, love can be mean. 
Something new could come to market 

that’s the flavour of the month—and, 
suddenly, you’re out of the market.”

Zentner’s advice to food and bever-
age producers looking to crack some of 
the new markets that CUSMA could 
help open up is not to rush into any 
deal simply because of positive praise 
they receive from those around them.

“Companies quite often rush in 
because they fall in love with posi-
tive feedback from an associate, fam-
ily member, or someone who tried that 
market and says you have to bring it 
to market. That’s not exactly the case,” 
says Zentner. “Some companies simply 
don’t do a good job of understanding 
the demographics of a market, or whom 
would fall in love with or truly need 
that product.”

By understanding your market, you 
can also help minimize the chances of 
having to deal with any disruption—
legislative or otherwise—that can make 
or break business opportunities.

One of the keys for small- to medi-
um-sized companies looking to establish 
a presence in new markets is connecting 
with the right buying groups in those 
markets.

So, how do small- to mid-sized play-
ers connect with potential buyers? A 
targeted approach often works best. 
One of the more successful strategies 
includes setting up face-to-face meetings 
between Canadian businesses, foreign 
buyers, and trade officials to discuss 
mutual interests and concerns.

It’s also important for food and bev-
erage companies to remember that as 
good as their product or products may 
be, it doesn’t guarantee success when 
it comes to selling to non-domestic 
markets. That means needing to assure 
potential buyers that your product com-
plies with all food safety and trade regu-
lations and that your distribution net-
work can deliver your goods in a timely 
fashion.

Whether it’s during a formal product 
presentation, at an informal networking 
reception, or even at a trade show, com-
panies should be able to present the com-
plete package to potential buyers. The 
Canadian Food Exporters Association 
can help companies by offering advice 
on how to share that kind of information 
with international buyers. 

FEATURE Embracing Opportunities

https://bridgeimportgroup.com/
http://www.canadiangraininc.com/
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Once fully implemented, the CPTPP will establish a free trade area that 
spans the Asia-Pacific region, with the 11 member countries representing 
approximately 13.5 per cent of global GDP, and a half-billion consumers. 
This agreement will help level the playing field and give Canadian export-
ers the opportunity to better compete and succeed globally. In addition, 
as one of the first group of CPTPP countries to bring the agreement into 
force, Canada will retain first-mover advantage in many expanding Asia-
Pacific markets and will be the only G7 nation with free trade access to the 
Americas, Europe, and Asia-Pacific.

FEATURE By Paul Adair

Expanding
Your Horizons:

In October 2018, Canada ratified the Comprehensive and Progres-

sive Agreement for Trans-Pacific Partnership (CPTPP), a free trade 

agreement between Canada and other countries, including Aus-

tralia, Brunei, Chile, Japan, Malaysia, Mexico, New Zealand, Peru, 

Singapore, and Vietnam.I
How the 
CPTPP 
Can Give 
Your Market 
a Global 
Reach
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“Having preferential access for the 
first time to Japan, Vietnam, Malay-
sia, and Singapore will fire up the 
agri-food sector’s engine and move 
us toward the government’s ambi-
tious target of $75 billion in agri-food 
exports by 2025,” said Brian Innes, 
following the signing of the agree-
ment. Innes, who was president of the 
Canadian Agri-Food Trade Alliance 
at the time the CPTPP was signed, is 
now vice-president of public affairs at 
the Canola Council of Canada.

The CPTPP retains many of the 
same rules and market access out-
comes of the original Trans-Pacific 
Partnership (TPP) agreement, which 
died on the table after newly-elected 
President Donald Trump pulled the 
U.S. out of the negotiations in early 
2017, only three days after taking 
office. The CPTPP aims to preserve 
the high-level ambition of the TPP, 
and, apart from the suspended provi-
sions, the new agreement preserves all 
of the original and substantive TPP 
commitments related to market access 
for goods (which is expected to save 
Canadians up to $430 million annual-
ly), services, investments, state-owned 
enterprises, government procurement, 
and business mobility.

“While the CPTPP is technically 
a separate treaty, it incorporates near-
ly all of the provisions of the TPP 
as signed in 2016 by the original 12 
parties—including the U.S.—except 
for a handful of provisions that the 
remaining member countries agreed 
by consensus to suspend,” says Wendy 
Wagner, a partner at the international 
law firm Gowling WLG. 

“These provisions were primar-
ily aimed at achieving policy object-
ives that were of significant interest 
to various U.S. stakeholders such as 
enhanced intellectual property protec-
tion for biologic drugs, strict enforce-
ment of copyright and longer terms 
of protection, and certain provisions 
relating to investor-state dispute 
settlement.” 

Through the CPTPP, Canada’s 
agricultural sector will now have free 
trade agreements with, and prefer-
ential market access to, all CPTPP 
countries, including places like Japan, 

Vietnam, and Malaysia—countries 
where Canadian exporters currently 
face high tariffs and a lack of prefer-
ential access at this time. The average 
agricultural tariffs that Canada had 
faced in these countries were 17.3 per 
cent in Japan, 17 per cent in Vietnam, 
and 10.9 per cent in Malaysia. 

Canada’s  participation in the 
CPTPP will  also ensure Canada 
remains a supplier of choice with its 
established free trade agreement part-
ners, like Mexico, Peru, and Chile. 
When the CPTTP is fully imple-
mented, 99 per cent of tariff lines 
among all CPTPP countries will be 
reduced to zero, and Canada will have 
duty-free access to CPTPP markets for 
a wide range of Canadian agricultural 
products such as meat, grains, pulses, 
maple syrup, wines and spirits, and 
processed food.

“The CPTPP is a very significant 
trade agreement due to its geograph-
ical scope, in that it provides preferential 
access to seven markets in the Asia-Pacif-
ic region, with whom Canada does not 
have an existing free trade agreement: 
Australia, Brunei, Japan, Malaysia, New 
Zealand, Singapore and Vietnam,” says 
Wagner. “In 2017, Canada’s merchan-
dise trade with these countries totalled 
$46.5 billion, in addition to $11.1 bil-
lion in services trade.” 

In return for this access, Canada 
will  provide permanent CPTPP-
wide tariff rate quotas covering dairy, 
poultry, and egg products, which will 
be gradually phased in over a five-
year period and followed by a smaller 
growth of the quota volume until year 
13 of the agreement. The volume of 
imports will only represent a small 
portion of Canada’s current annual 
production, and any imports that 
exceed these volumes will be subject to 
Canada’s usual most-favoured-nation 
tariffs of up to 313.5 per cent.

“More generally, however, the rea-
son for having the CPTPP will be to 
establish a single set of rules for trade 
across the Asia-Pacific countries such 
as enforceable fair business practices, 
simplified customs procedures, and 
reduced technical barriers to trade,” 
says Clifford Sosnow, co-Chair of 
Fasken’s International Trade and 

Investment Law Group. “This will 
help ensure trade becomes more pre-
dictable, transparent, and accessible to 
exporters both small and large.”

The CPTPP also aims to address a 
number of progressive trade measures, 
like the encouragement of corporate 
social responsibility, diversity, environ-
mental protection and conservation, 
gender equality, and Indigenous rights.

“As an example, the CPTPP includes 
a stand-alone, enforceable chapter on 
the environment, which requires mem-
ber countries to pursue high levels of 
environmental protection and enforce 
domestic environmental laws in a trans-
parent manner,” says Sosnow. “Non-
compliance with these provisions can 
be addressed through the CPTPP’s 
binding and enforceable dispute  
mechanism.”

The main challenge with bringing 
the CPTPP up to this point was the 
Republican elephant in the room, and, 
after the U.S. withdrew support for 
the original TPP, there was significant 
doubt whether the agreement could be 
brought to fruition, but that particular 
hurdle was obviously surpassed.

“In fact, Canada has touted the 
CPTPP as being of greater benefit to 
Canada compared to the TPP, in that the 
Government of Canada was not necessar-
ily supportive of several of the provisions 
that were desirable to the U.S. and then 
suspended in the CPTPP,” says Wagner. 

This is not to say, however, that 
Canada will have smooth sailing going 
forward, and there are still challenges. 
In the food export sector in particular, 
remaining challenges include the abil-
ity of Canadian exporters to capitalize 
on CPTPP opportunities by finding 
market-based opportunities for products 
that may not be well-known or accepted 
within foreign markets.

“Brand recognition, reputation, 
customer relationships and distribu-
tion channels will all present significant 
obstacles,” says Wagner. “Cost competi-
tiveness will also continue to present 
a barrier for Canadian food exporters, 
given the relatively high cost of labour 
within Canada. Transportation costs 
are also difficult, particularly for SMEs 
that cannot effectively consolidate  
shipments.” 

FEATURE Expanding Your Horizons
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http://www.bpgrower.com/
https://www.medallionmilk.com/
http://www.riversidenaturalfoods.com/
http://www.smartfoodsafe.com/
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https://erablor.ca/
http://www.kbhoneyfamily.com/
http://www.mmshortbread.com/
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ABOUT CFEA Membership Benefits

ADVERTISING
Members receive a free listing on the CFEA website, www.cfea.com, including a link 
to their website, plus a free listing in our published directory.

COMMUNICATION
Members receive communication weekly through the CFEA’s e-newsletter, Export 
Savvy, and they’re also privy to separate mail-outs of our program materials.

EXPORT DOCUMENTATION
The CFEA has an in-house notary service for your export documentation.

INFORMATION SHARING
At the CFEA, we provide a Central Information Clearinghouse for timely intelli-
gence, global marketplace information, and export assistance. We also have access to 
key export contacts such as buyers, brokers, and distributors.

MARKET & TECHNICAL REGULATIONS
Our office is here to assist with market-specific searches to get you the information 
you need to adequately assess your market of interest. We also provide assistance—or 
direct you to assistance—to help ensure you’re meeting technical regulations of all 
types in the various markets you want to serve.

PARK’N FLY
Because your business may take you across the country or around the world, we 
have signed an agreement with Park’N Fly. We’re proud to be able to offer CFEA  
members reduced parking rates at Canadian airports. 

SEMINARS
We organize several seminars each year, all focused on export. These sessions will 
help you get started or enhance your knowledge on exporting. Members can partici-
pate for free or at reduced rates.

TELUS
We have partnered with TELUS Business to offer exclusive member savings on the 
business solutions that matter to you such as mobility.

TRADE SHOWS
Every year, we organize many trade shows focused on retail, food service, specialty, 
and private label. CFEA members benefit from reduced pricing on space, shipping, 
and travel, and they also save staff time with trade show coordination, as our office is 
here to assist members with that.

TRADE MISSIONS
We organize outbound trade missions of various types—appointment style, table-top 
demos, and in-store demos—to those markets in which our members tell us they 
have a high interest. We target at least three missions per year. 

CFEA Membership Benefits & Services

Stay informed regarding market news and intelligence, 
industry trends and CFEA happenings.
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