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The European Food and beverage sector continues to be the largest
manufacturing sector in Europe with further growth predicted
Annual Growth

5.9%
CAGR*

Turnover
USD$

1,289bn

Largest manufacturing sector

USD$

80bn

European Food and Beverage
Imports

The Rise of E-Commerce In Europe
`

F&B E-Commerce Revenue 2017 – 2024 (in million USD$)

Employment

4.72m people
Leading employer

23,393

14,569

15,862

25,565

27,527

29,185

30,520

17,503

SMEs Share

47.5%

of Food & Beverage turnover

www.ocoglobal.com
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Food exports from Atlantic Canada have continued to grow steadily
post-CETA, with Belgium the largest export market
Atlantic Canada Key European Market
Food Exports Jan ‘16 – Jan ’20 (in C$ ‘000)
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Canadian food and beverage products are viewed favourably by
European consumers particular amongst younger generations
Younger generations show significant promise with a
higher intent to purchase than other age groups. 71%
of millennials, for example, said they had bought
Canadian food and beverage products, versus 54% for
the greatest generation and 59% for baby boomers.
Millennial and Gen X are also more likely to buy
Canadian Alcohol (68.8%) followed by Gen Z (59.4%)
baby Boomers (53.4) and the greatest generation
(52%)

`

Europeans prefer buying Canadian goods through a
local or national retailer, as opposed to purchasing
items directly from producers

Overall 67% said they purchased Canadian food
and beverage products in the past
88% believe that Canadian food and beverages to
be of equal or greater quality than local products

www.ocoglobal.com
Source: PwC
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European consumers consider the origin of food the most important
factor when buying groceries
The most important factors for Europeans when
buying groceries are…

53%
Origin of Food

51%
Price

50%
Food Safety

49%
Taste

Buying Habits

European consumers are paying closer attention to labels and
claims on food and drinks before making their purchases
Online shopping is important but European consumers are still
`
predominantly
shopping in physical stores

Across the drinks industry there is a willingness to try out new
brands and trends
Consumers in Europe are actively looking for Non-GMO,
Initiatives around the ethical treatment of farmers, and products
associated with low carbon footprints
8

www.ocoglobal.com
Source: Eurobarometer study, Euromonitor International, & New food Magazine

Food and drink retail is a competitive landscape throughout Europe
with local leading market players who also operate across the region

`
Food
&
Beverages

www.ocoglobal.com
Source: Statista 2018
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German discounters Lidl and Aldi dominate Europe’s food and beverage
retail market with the highest revenue across the region
Top 10 Revenue in 2018
in billion USD

122
billion
USD$

106

`

84

Schwarz
Groupe (Lidl
& Kaufland)
(Germany)

www.ocoglobal.com
Source: Statista 2018

Aldi Einkauf
GMbH & Co.
OHG
(Germany)

Carrefour
S.A.
(France)

83

Tesco PLC
(UK)

74

Ahold
Delhaize

(Netherlands)

62
Edeka
Group

(Germany)

59
Auchan
Holding SA
(France)

56
Rewe Group
(Germany)

44

43

Centers
Distributeurs
E. Leclerc

Casino
GuichardPerrachon
S.A

(France)

(France)
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There are many success stories from Canadian food and beverage
companies in Europe serving both the retail and food service industries

McCain Food
•
•
•

Maple Leaf Foods

Present in 23 markets across Europe, mainly in: UK, Germany,
France, Belgium, Netherlands, Italy & Spain
Export to 160 countries worldwide
10 billion Canadian Dollars Global Annual Revenue

And more…

www.ocoglobal.com
Source: McCain, 2016 – Maple Leaf Foods, 2018

•
•
•

Headquartered in Canada with multiple acquisitions of different
brands.
Export to around 120 countries worldwide
5 billion Canadian Dollars Global Annual Revenue

`
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Convenience and health are driving the trends for European
consumers as they look to meet the demand for healthier lifestyles
whilst becoming increasingly time-conscious

Convenience is
Key

Convenient, Yet
Healthy

Improving Quality
Alternatives

Clean Labelling

`
Consumers in Europe are
increasingly time poor, as longer
working hours and an always-on
culture have become
commonplace. This has driven a
constantly evolving demand for
convenience and 'food-on thego.’ Consumers now prefer to do
either standalone daily shops, or
using them to top up a bigger
weekly shop.

www.ocoglobal.com
Source: Mintel, 2020

Healthy snacking has been
fuelled in part by the rise of
bloggers and social media
influencers who focus on diet,
nutrition and wellbeing.
Consumers now expect more
from their snacks, requiring them
to provide a range of health
benefits, from increasing energy
and strength to promoting regular
sleep patterns. They also pay
close attention to the ingredients
and nutritional facts

Consumers are increasingly
adjusting their diet because of
allergies and intolerances
European consumers believe that
gluten-free tastes better. Not only
are allergies driving the need for
a wider variety of diet
adjustments, but even those who
don’t need it are influenced to.
Modern consumers are looking
towards plant-based nutrition as
a lifestyle choice as opposed to
being driven by a specific diet

Consumers across Europe are
exploring the idea of
improving their general dayto-day lifestyle through the
food and drink they consume.
Examples of this can be seen
in herbal teas to aid
relaxation and super-foods
which improve physical and
mental wellbeing.
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The Nu3 Bio Lunch Bowl, produced in Germany, is a great example
of a trending product in Europe

Convenient

Healthy
`

Vegan
Clean Labelling
High Protein

www.ocoglobal.com
Source: Mintel, 2020
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European consumers are using food and drink more than ever to
influence their mood and match their lifestyle

Mood from Food

Brands That Match
Their Values & Growing
Sense of Nostalgia

Sugar Reduction

High Protein

`
Consumers more than ever want
food brands and retailers to be
honest and transparent about
what is in their food and drink,
and where it comes from. Clean
labelling encourages producers
to highlight certain key
information in labelling and
packaging. Whether good or
bad, displaying nutritional facts,
origin of produce and
sustainability impact to build trust
with consumers.

www.ocoglobal.com
Source: Mintel, 2020

People increasingly see themselves as
their own brands. They chose products
relevant to them, those that have
meaning and help share their identify
within the society. Even before the crisis,
European consumers have showcased a
strong desire for nostalgia. Nostalgia has
traditionally emerged at trouble times.
For brands, it could be about conjuring
images of a former time in their
campaigns, or else brining out ranges
that will allow consumers to immerse
themselves in the safety of their own
memories

Throughout Europe, there has
been an emphasis on reducing
sugar in products. This is seen
particularly in soft drinks with
notoriously high sugar content.
The UK has introduced a tax on
products with certain amounts of
sugar in to try and encourage
producers to find alternative
ways to sweeten products.

Across Europe, consumers are
showing high interest in products
with high protein - drawn by
protein being viewed as helping
to provide greater satiety at meal
times, as well as for weight
management purposes.
Between 2015 and 2019 launches
of products to the European
market claiming to be have
added or high protein increased
by 176%. Plant based proteins in
particular are a key growth area
as consumers seek to limit meat
consumption.
14

UK based PhD Nutrition also provide a strong example of a product
that meets a lot of consumer trends in Europe currently

Low Sugar

Healthy
`

Mood for Food
Clean Labelling
High Protein

www.ocoglobal.com
Source: Mintel, 2020
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Global trade is expected to fall by between 11 to 33 % in 2020 as the
COVID-19 pandemic disrupts normal economic activity but is
expected to bounce back strongly in 2021
World merchandise trade volume, 2000-2022
Index, 2015 = 100
Optimistic Scenario

120

100

`

Pessimistic Scenario

80
60
40
20
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Despite falling trade levels across Europe and the rest of the world,
food and beverage is predicted to be one of the more resilient sectors
Expected spending per category compared to usual consumption
Net intent in %
US

UK

Italy

India

Groceries
Hospitality

Apparel

Japan

China
Above 30%

`
0% to 30%

Household products
Entertainment

-30% to 0%

Services
Travel & Transportation

www.ocoglobal.com
Source: McKinsey & Company Consumer Pulse Surveys, March 15 to April 19, 2020

Below -30%
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Despite the sharp rise in demand for the European food and beverage
sector, there are some substantial tests to overcome
Labour Market Shortage – With thousands of people across
European in lockdown or unable to go to work, there has been a
shortage in the number of people in every stage of the food and
beverage supply chain.

Just-in-time Supply Chains – These supply chains normally
allowed food retailers and the hospitality industry to quickly adapt to
consumer preferences, but have now meant that retailers have
struggled to cope with the increased demand.

Protectionism – With panic buying and empty shelves across
Europe, people have turned away from the interconnected global
supply chains with a focus on protecting local industry.

`

Food Waste – Despite the increased demand; the closure of
restaurants, labor shortages and increased home cooking, it is
estimated that food waste could increase by 40%.

Food Fraud – Surging demand is predicted to lead to a rise in food
fraud with shipments of horse meat already seized in Europe.

Changing landscape – The move towards predominately
consumer retail has meant there is a large supply of products that
would otherwise have been destined for the food service industry
now needing a home, exposing supply chains to exploitation.

www.ocoglobal.com
Source: McKinsey & Company Consumer Pulse Surveys, March 15 to April 19, 2020
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Food & beverage brands can learn from the 2008-09 global recession
where the industry proved to be more resilient than many
Prove your ‘VALUE’ to the
consumer
•

Focus on ‘value’ as well as price; these
recessions cause consumers to prioritize
value. Although low prices are attractive for
consumers of lower SEC, premium brands,
which delivered clear benefits were still able
to thrive.

•

Brands need to prove they are better value
than private label; brand loyalty becomes
less important than price sensitivity. This
makes it inevitable private label will erode
some share from brands. The challenge in
2020, is to convince consumers they are
worth the extra money vs. increasingly
sophisticated private label alternatives

•

Simplicity is a winning strategy; the search for
simplicity is an understandable consumer
response to the stress inflicted by the
pandemic.

www.ocoglobal.com
Source: Mintel, 2020

Keep INNOVATING
Keep COMMUNICATING
•

•

Resist the urge for deep cuts in marketing &
innovation budgets; recessions tend to lead
to a steep decline in advertising. However,
with competitors reducing marketing &
advertising budgets, now is a great time to
take advantage of `less “noise” from your
competitors and cheaper ad space.
Innovation becomes even more important
during such crisis; previous crises and
recessions have found that new product
introduction has resulted in strongest growth.
This is likely to be a result of new launches
having less competition from rivals both in
innovation and the advertising necessary to
create awareness of the new launch

Deliver affordable
ASPIRATION
•

Small indulgences from the ‘lipstick effect’;
this effect describes the psychological
necessity for consumers to treat themselves
to affordable, small treats that lift moods in
uncertain and difficult times.

•

Premium in-home meal options thrived in last
recession; examples include: UK adults
choosing premium ready meals over
takeaways, Spanish consumers embraced at
home restaurant deliveries and Europeans
embrace premium filled pasta.

•

Savvy shopping is a legacy of the 08’ – 09’
recession; while value triumphed over
premium products, there was still some
demand for luxuries, and this is happening
during these times too. In 2010, 49% of UK
adults stopped buying some expensive food
brands and migrated to cheaper ones
instead.
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The F&B sector is seeing a surging demand in many areas as a result
of COVID-19, sparking new opportunities across Europe
Blockchain

Food Safety

Immune
Boosters

Food
Delivery

Sustainability

`
Blockchain’s ability to
create a transparent,
immutable ledger was
attractive to the food
and beverage industry
prior to COVID-19 but
has become even more
relevant now. The ability
to track and trace
supply chains from
“farm to fork” taps into
one of the key
considerations of
European consumers.

www.ocoglobal.com
Source: New Food / Mintel

The coronavirus
pandemic has brought
hygiene to the forefront
of people’s minds, and
the food industry is a
key part of this. From
food and beverage
testing to packaging,
food safety is an area
that is predicted to
become increasingly
more important to
consumers and
producers.

Even amidst the fake
cures for COVID-19, the
health food and natural
products industry is
experiencing a growth
in demand as people
seek to boost their
immune system and
generally become
healthier. Areas such as
CBD products are
particularly pertinent as
long-term opportunities.

Consumer’s confidence
to leave their house to
buy food has dropped.
The increased efficiency
and choice of food
delivery services, from
ready-to-cook meal
boxes to groceries has
made this an appealing
proposition both during
and post-crisis. More
companies than ever
are offering a direct-toconsumer service.

Sustainability was a
growing trend before
COVID-19 and has
picked up pace in the
months following the
outbreak. Tangible,
positive effects on the
environment can be
seen and it is predicted
that the popularity of
sustainable farming and
plant based diets will
continue to grow.

E-commerce offers a big opportunity as COVID-19 accelerates an
already growing trend

E-COMMERCE is

opportunity

a major

With online retail sales estimated to reach an eyewatering $6.5 trillion by 2023, the e-commerce
sector
`
was already due to boom. But since the pandemic
outbreak, online shopping has gone into early
overdrive. Even the largest retailers on the planet are
struggling to keep up with the unprecedented
demand.

www.ocoglobal.com
Source: Hill & Knowlton Strategies, 2020

Way Forward

to Leverage The
E-commerce Space
Define a unique
offer

Provide accessible info
& customer service

Keep the site clear &
simple

Prioritise SEO

Make checkout
easy

Partner with influencers
to drive credibility
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As COVID-19’s impact grows, European food and beverage
companies are recognizing the importance and need for digitization

88%

F&B companies that are fully
aware of the new prospects
brought by the digital
transformation

59%

F&B companies have the
necessary skills to harness digital
transformation

www.ocoglobal.com
Source: Food Drink Europe, 2019

9 Key Technologies
Big Data
Analytics

Robotics &
Automated
Machinery

Cloud
Technology

Companies that invested to
develop new products or
services enabled by digital
technologies

Cloud Tech

`
Mobile
Devices

Internet of
Things (IoT)

Cybersecurity
Solutions

Artificial
Intelligence

Additive
Manufacturing

Cyber
Security
Solutions

Social
Media

Internet of
Things

58%

Social
Media

74%

Companies that invested to
improve production processes
through digital technologies
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The food and beverage sector has started to fulfil its e-commerce
potential with strong growth and greater user penetration in recent
years and the pandemic has only accelerated this

7.2%

CAGR 2020-2024

19.6%

42%

User Penetration
in 2019

1st

Users aged below
34 years old

Rank in Growth
Segments 2019

42% of online shoppers
are aged below 34 years.
Adding to that, 14% of
those users are younger
than 24 years old.

The implementation of online
retail in F&B has been
lagging for two decades.
However, it has finally taken
off now, becoming the
fastest-growing product
category in E-commerce.

`

Revenue is expected
strongly as a result of
COVID with an annual
growth rate (CAGR 20202024) of 7.6%, leading to
a market volume of USD
$25 billion in 2024.

www.ocoglobal.com
Source: Statista, 2020

With internet penetration
rapidly growing in Europe,
user penetration of the
F&B segment in Ecommerce is at 19.5% in
2019 and is expected to
hit 28.9% by 2024

24

As well as shopping online, more UK consumers are shopping locally
rather than at larger retailers
 Sales of food and drink from
specialist retailers, who stock artisan,
high-end or specialized goods,
increased 11.7% to £13.1 billion
between 2016 and 2019.

 This trend has continued during the
pandemic, with 41% of UK
consumers shopping more locally.

`

 Building on this COVID-19 demand
increase, 36% of consumers plan to
use their local stores more after
lockdown lifts in the UK.

www.ocoglobal.com
Source: Mintel, 2020
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Some major European brands are taking novel approaches to
respond to the COVID-19 crisis

`

Donating €15 million to support
the Red Cross relief efforts for
the most vulnerable people
effected by COVID-19.
Introduced #socialiseresponsibly
advertising campaign.

www.ocoglobal.com

Committed €100 million in free
food and other products
donated to the World
Economic Forum’s COVID-19
Action Platform.

Started the ‘Heinz to Home’
initiative, delivering Heinz
products direct to consumers
– including free delivery for UK
frontline workers.

26

Across Europe, major brands and retailers have responded and
pivoted towards new and different ways of doing of business
Germany:

France:

France:

UK:

Online retailer
Picnic offers
priority delivery
for medical staff

UberEATS to
deliver Carrefour
groceries

Carrefour offers
key workers free
lunchboxes

Costcutter
launches 20
pop-up stores in
NHS hospitals

Germany:

UK:

UK:

UK:

Aldi hires
McDonald’s staff
made redundant
in temporary
deal

Iceland to open
an hour early for
the elderly
during the
outbreak

Morrisons to
expand home
delivery service
& price cuts

Waitrose
reserves delivery
slots for elderly
and vulnerable

www.ocoglobal.com
Source: Mintel, 2020

`
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Alcoholic
Beverages

All below types of alcoholic beverages are covered:

01

02

03

Fermented

Distilled

Other

Wine
Beer
Cider

Spirits (i.e. Vodka,
Gin, Whiskey, Rum,
Tequila, Brandy,
etc.)

Cocktail Bitters
Alcopops/RTDs

`

Our coverage of alcoholic
beverages evolves around
any drink that contains
ethanol / ethyl alcohol

www.ocoglobal.com
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With a growing alcoholic beverage market and as a hub for innovation and
trends in this space, Europe possesses an attractive proposition
Market Value (Revenue)
in million $USD 2013 – 2023

The Rise of Craft Beer




Younger generations seeking new tastes show
increasing interest in craft beer.

Microbreweries and craft beer pubs are
springing up across Europe, with opportunities
for large multinationals and small breweries
alike.



Beer 52 offers a delivery service of craft beers
with a different country or region represented
each month.



Diversifying their product range, AB In Bev
reported an 18.3% rise in revenue for craft and
specialty beer from 2017 to 2018.

www.ocoglobal.com
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Beer

Spirits

Wine

400,000.00
300,000.00
200,000.00

`

100,000.00
2016

2017

$438

2018

2019

2020

2021

2022

2023

775L

Billion USD

Billion liters

Europe’s Market Value

Europe’s Market Volume
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Traditionally European consumers tend to favour drinking away from
home, however, this has reversed in the wake of COVID-19
Place of Consumption Value Share
In % 2013 – 2023
At home

Away from Home

100%
90%

Revenue in million USD

80%
70%

54%

54%

53%

53%

54%

46%

46%

47%

47%

2013

2014

2015

2016

`

54%

54%

46%

46%

46%

2017

2018

2019

47%

52%

54%

55%

48%

46%

45%

2021

2022

2023

60%
50%
40%
30%

20%

53%

10%
0%

www.ocoglobal.com
Source: Statista

2020
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Canadian exports of alcoholic beverages has remained consistent
over the past 10 years

Canada’s Alcoholic Beverages Exports to
Europe in value & volume 2009 – 2019
Value ($USD)
40,000,000

Value in million USD

35,000,000

`

30,000,000
25,000,000
20,000,000
15,000,000
10,000,000
5,000,000
-

2009
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Source: Trend Economy
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It is an ever-changing industry that continues to grow and places
Europe at the forefront of the global market

Largest

Producer of the
biggest brands

Quality

over Quantity

2.6%

CAGR*
2019 – 2023

€509

€159billion

The market value of the
European alcoholic
beverage was approximate
€424 billion in 2018, that
amounts to approximately
€509 per consumer revenue.

Wine is the largest segment
of the European alcoholic
beverage industry with a
market size of €159 billion.

per Consumer
Revenue in 2018

Wine Market
Size in 2019

`

European countries are
the largest producers of
the biggest global
alcoholic brands.

The European alcoholic
beverage industry trend is
to consume less alcohol
but a better quality or a
premium one.

www.ocoglobal.com
Source: Food Drink Europe, 2019 *: CAGR = Compound Annual Growth Rate

The European alcoholic
beverage industry is
expected to grow by 2.6%
according to the
compound annual growth
rate (CAGR) over the
period 2019–2023.
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The alcoholic drinks sector is adapting to new consumer trends like
never before and retailers across Europe are adapting to meet
demand
Healthier
Alternatives

Natural

Greater Choice

Cross-Category

Young adults are driving
increasing demand for low- or
alcohol-free alternatives.
Traditionally, these have been
perceived as lower quality
alternatives in Europe but that
trend has started to change.

Europe is observing alcoholic
drinks brands becoming
increasingly more involved in
cross-category activity.
Particularly using technology
and social media to appeal
to younger consumers.

`

Recent health trends have
prompted alcoholic beverage
brands to offer low-calorie, lowsugar or vegan friendly alternatives
to their products. Moves towards
healthier lifestyles has not seen an
impact on market size or growth of
alcohol in Europe in recent years.

www.ocoglobal.com
Source: Food Drink Europe, 2019

There has been an increased
demand for natural botanical
ingredients in spirits and use of real
fruit flavours in ciders. There has also
been a move towards more
sustainable or organic wines and
spirits.

34

Non – Alcoholic
Beverages

All below types of non-alcoholic beverages are covered:

01

02

03

Stimulating

Refreshing

Nourishing

Tea,
`
Coffee, etc.

Water
Syrup
Soft Drinks
Tonic Water, etc.

Milk
Juices, etc.

Our coverage of nonalcoholic beverages evolves
around all other drinks that do
not include any form of
alcohol
www.ocoglobal.com
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The non-alcoholic beverage market continues to grow and Canadian exports
of soft-drink products have increased 39% from 2018 to 2019
Canada’s Non – Alcoholic Beverages Exports
to Europe in value & volume 2009 – 2019

Key Trends

Value ($USD)

De-Alcoholization – the process of removing

8000000

alcohol from drinks has becoming a lot easier
and more accessible as these beverages
increase in popularity. Heineken’s ‘0.0% Blue’
reported a 123% increase in sales in 2019.

6000000
4000000
2000000

`

0
2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

660L
Billion liters

Europe’s Market Volume

www.ocoglobal.com

$236
Billion USD

Europe’s Market Value

Low Sugar – Irish consumers were more

concerned with low sugar than low salt, fat or
calorie in 2019. Major brands have been
working to dramatically reduce the amount
of sugar in their soft drinks.

Natural – There has been a recent move

towards more natural or organic drinks with
top brands emphasizing the benefits for
physical and mental health. The UK’s
Innocent smoothies and fruit juices brand
posted revenue growth of 22% in 2018.
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Mirroring the general trend of falling revenue in 2020 due to the
COVID-19 pandemic, non-alcoholic beverage market growth is
forecast to continue in 2021
Market Value (Revenue)
in million $USD 2013 – 2023
Bottled Water

Soft Drinks

Juices

300,000

Revenue in million USD

250,000

200,000

196,610

201,465

208,023

214,365

221,026

2016

2017

`

229,134

234,244

236,000

251,145

262,064

210,054

150,000

100,000

50,000

-

2013
www.ocoglobal.com
Source: Statista

2014

2015

2018

2019

2020

2021

2022

2023
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Food
Ingredients

The data in this section covers these types of ingredients:

01

02

03

Maple

Frozen
Fruits/Nuts

Molasses

04

05

06

Seaweed

Other
Algae

Seafood
Additive

`

Our coverage of food
ingredients include specific
ones highlighted here…

www.ocoglobal.com
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Europe’s importing of these food ingredients reached approximately
£1.4 billion in 2019 after increasing steadily since 2016
Europe’s Food Ingredients Imports
in value & volume 2009 – 2019
Value ($USD)
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1,400,000,000
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Canadian exports of these food ingredients to Europe has increased
positively 21% post-CETA
Canada’s Food Ingredients Exports to Europe in
value & volume 2009 – 2019
Value ($USD)

Netweight (kg)
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Demand for these ingredients is influenced by different factors but the
continued emphasis on healthy and natural foods cuts across them all

Maple
Growing consumer demand for
natural and organic products is
expected to help the sales of
maple syrup, during the forecast
period.
An emphasis on organic or
sustainability will help maple
products become even more
competitive in the European.
Market.

Frozen Fruits/Nuts
Market growth can be
attributed to the rise of
functional foods and other
trends around healthy living.
Frozen fruit and nuts not only fit
into the market as standalone
products but also feed into
manufactured products as raw
materials.

www.ocoglobal.com
Source: Mordor Intelligence, 2019 - Business Wire, 2019 – Markets and Markets, 2019.

`

Molasses

Seaweed and Algae

Growing applications of
molasses extract is driving the
market’s growth, with coldpressed molasses extraction as
one of the current market
trends. As a result, the global
molasses market is projected to
grow at a CAGR of close to 7%
by 2022

Seaweed and algae products fit
perfectly into category of
functional foods and health
foods, which are both booming
markets. Equally, the tie in with
the rising trend of Asian food
across Europe, as a key
ingredient of the increasingly
popular Japanese and Korean
cuisine.
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83%
Canada is number 1
globally with an 83%
share of Maple
product exports.
20,000
15,000
10,000

15,661
8,545 6,977

5,000

3,218 1,660
1,197

$

324

Million USD

Canada’s
Maple
Exports

$

105

Million USD

Europe’s
` Maple
Imports

Leading
European
Export
Destinations for Maple from
Canada (USD$ Millions)

-

Apart from Germany, which accounts for 11 % of Canada’s
maple product exports, other European countries that top
the list of export destinations include the UK, France,
Denmark, the Netherlands and Belgium.

www.ocoglobal.com
Source: Statista, EDC, World’s Top Exporters

Maple syrup remains
one of Canada’s
most popular food
exports
Global sales for maple syrup exporters
totalled US$392.8 million during 2019.
That figure reflects a 13.8% increase
since 2015 when exported maple syrup
sales amounted to $345.3 million. From
2018 to 2019, maple syrup exports
gained in value by 2.9%.
Canada, the world’s largest maple
syrup
exporter,
expanded
its
international trade sales of maple
syrup and maple sugar products by
15% between 2015 and 2019.
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European Food and
Beverage Market
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Assessing the Impact
of COVID-19

Food and Beverage:
Sub-Sector Deep
Dives

Accessing The
European Market

Understanding the current
state of play, opportunities
created, trends and major
changes to consumers
and the market.

Exploring the detail of
specific sub-sectors in
Europe; their growth, key
statistics and current
trends.

Evaluating packaging,
logistics and regulations of
the European market.
Developing a market entry
strategy to be successful.

Exploring market size,
opportunity, import trends
and Canada’s position
within Europe.
Understanding the retail
landscape and consumer
preferences.
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Canadian companies accessing Europe should take into
account the following key findings

There is demand across
Europe for sustainable and
environmentally friendly
packaging. With the
majority of EU consumers
stating that the
environmental impact of a
products packaging
affects their purchasing
decision.

www.ocoglobal.com
Source: Mintel 2020

Canadian exporters must ` While CETA has eliminated
conform to EU labeling
most tariffs there are still a
and packaging laws. For
number of non-tariff
example identification of
barriers in place that
genetically modified
Canadian exporters must
ingredients and relevant
consider – such as on
nutrition information.
certain processed foods.

Different markets in Europe
have different structures
and not all are
accountable to EU rules. In
order to determine the
best route to market for
your business it's important
to evaluate each market in
terms of it’s merits and
understand the approach
needed.
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The Comprehensive Economic and Trade Agreement offers significant
advantages for companies in the food and beverage industry
CETA offers opportunities to strengthen Canada’s relationship
with the EU in the food and beverage sector.

Key benefits for the industry include:

`

Canada gains a preferential trade advantage with
the EU that many competitors won’t have.

With CETA, 94% of the EU's agricultural and 96% of its
fish and seafood import tariffs are duty-free.

CETA has eliminated all tariffs on processed foods
(except sweet corn and refined sugar).

www.ocoglobal.com
Source: Canadian Government
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CETA sets out some specific provisions that the EU and Canada
have agreed on when it comes to exporting

Rules of origin
To claim preferential duty under CETA a product must be
deemed as originating in the territory of the exporting party.
The maximum percentage of the product’s total value
deriving from sources other than Canada should not exceed
10%.
A product that is considered originating in Canada or the EU
according to the terms of the Agreement can keep its
originating status even if transported via a third country.

www.ocoglobal.com
Source: European Commission & Canadian Government

Proof of origin

`

For imports into the EU under this agreement the proof
of origin must be in the form of an ‘origin declaration’.
This declaration must be provided on an invoice, or any
other commercial document (excluding a Bill of Lading)
and describes the originating product in sufficient detail
to enable its identification and should contain the
Canadian exporter’s business number.

46

Some restrictions on product naming will come into effect with CETA and
although standards are aligned, some certification will still need to be provided

Canadian food companies will no longer be able
to name some products in a certain way – for
example, ‘Feta’ must become ‘Feta-like’ and
‘Parma Ham’ must become ‘Parma-style Ham’.
EU provisions prohibit the use of terminology with
regionally associated products that originate in the
EU which applies to certain food products across
the region.

`

CETA will ensure that there are certain shared
standards between the EU and Canada which
make the movement of machinery and skilled
labour easier, however, this does not apply to food
standards.

www.ocoglobal.com
Source: European Commission & Canadian Government
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Industry recognized accreditations and certifications are an important
factor in purchasing decisions, generating confidence in your brand
Whilst many Europeans already have a positive
perception of Canadian goods and services,
voluntarily obtaining professional accreditations
and certifications by independently recognised
authorities can go a long way with enhancing your
brands image and reputation in market.

`

More consumers now actively look for labels on
products, particularly those in the food and drink
category, and expect to observe labels such as
sustainably sourced, organic, and local origins.
Furthermore, research conducted by the European
Commission suggests that consumers are willing to
pay a premium of up to 30% for products with an
animal welfare logo or a health-related logo.
In addition, consumers also perceive such products
of being of a higher quality, healthier and safer to
eat than their un-labelled counterparts, giving them
a competitive edge.

www.ocoglobal.com
Source: European Commission
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The European consumer values more transparency in labelling and packaging of
the food and beverages they consume as well as an emphasis on sustainability

52%

Europeans are seeking out
products with environmentallyfriendly packaging

90%

Consumers want on-pack
labeling to demonstrate
environmentally-friendly
packaging.

www.ocoglobal.com
Source:
Ceresana & Food Ingredients First

Key Packaging Features
Recyclable

`

Consumers across Europe say
the environmental impact of a
products packaging affects
their purchasing decision.

Clean
Labelling

Nutritional Information

Sustainability

Design
Consumer
Information
Transparency

75%

Food
safety

91%

Consumers who would shop at a
supermarket or retailer that
proactively encouraged
environmentally packaging
from its suppliers.
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When exporting to the EU, Canadian exporters must conform to EU Food
labelling and packaging requirements
Labeling Requirements

Packaging Requirements

Canadian F&B products must conform to EU food labeling requirements
including:

Canadians exporting foodstuffs to the EU must make sure that
packaging complies with EU requirements for food contact materials.

 font-size standards
 identification of genetically modified ingredients and relevant
nutrition information.

EU regulation requires that materials and articles intended to come
into contact with foodstuffs (e.g. packaging materials etc.) must be
safe and must be manufactured so that they do not transfer their
constituents to food in quantities.

Moreover, labels must not be misleading and display, at a minimum:
 Country of origin and manufacturers information
 Specifications and description
 Weight, volume, quantity or other dimensions
 Ingredients and nutritional composition
 Relevant hazard warnings, such as allergen information
 Best before, use by and sell by dates
 Cooking and storage instructions
 Indication of substitute ingredient for 'Imitation' foods
 Indication of "formed meat" or "formed fish"
 Indication of defrosted products.
 With respect to beverages containing more than 1,2 % by volume of
alcohol, the actual alcoholic strength by volume

www.ocoglobal.com
Source: European Commission

`

Canadian Exporters can also apply for an EU Eco-Label. This
is a voluntary product certification that illustrates that a
product meets strict environmental standards.
It is
encouraged by CETA as part of promoting sustainable
development.
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Canadian exporters have a number of options to transport goods from
Canada to Europe
The best transport mode will
depend on a number of
factors including costeffectiveness of
transportation, availability
and frequency of
transportation mode, type
of product, shelf life and well
as the customers demand
and requested timeline for
delivery.
Many exporters have used
multiple transportation
modes to deliver their good
to a market. Multimodal
combines the best features
of all modes and multiple
uses.

www.ocoglobal.com
Source: OCO Analysis

Air
Major cargo airports in the EU include
Charles de Gaulle, Schiphol and
Frankfurt. In Canada the Pearson
International Airport in Toronto handles
45% of Canada air cargo. Halifax
Stanfield Airport in Nova Scotia has
plans to increase cargo capacity at the
airport.
This is the best route for products with a
`
limited shelf life. It is the costliest
transport method available and is not
ideal for transporting in bulk.
Road
This route is highly flexible, low cost,
and is best for bulk and finished goods.
However, there are size and weight
restrictions and can affected by
weather, road conditions and traffic.

Sea
Key Ports in Canada include Vancouver,
Montreal & Price Rupert. The Port of
Halifax in Nova Scotia is the largest
container port in the Atlantic region. Key
ports in the EU include Rotterdam,
Hamburg and Antwerp.
Less expensive than air and plays a major
role, with specialized vessels such as
refrigerated cargo (e.g. frozen fruit) and
container ships. Typically the slowest
method of transportation.

Rail
This route has limited flexibility. This is the best
for bulk and finished goods. Rail can carry
larger volumes over greater distances.
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Atlantic Canada has a direct shipping line into one of Europe’s
largest ports
The table illustrates the estimated
costs of shipping goods from the
Port of Halifax (Atlantic Canada’s
largest container port) to the Port
of Rotterdam in the Netherlands
(Europe’s largest port) in a
standard 40ft container.
These figures exclude the cost of
insurance and other fees.

www.ocoglobal.com
Source: WorldFreightRates

Product Type

Current Market Rate
Estimate

Frozen Food
(Refrigerated Container)

USD$2,033.98 - $2,248.08

`
Non-Perishable Food
items such as cereal
and grains
(Non-refrigerated
Container)

USD$1,002.26 - $1,107.76

Frozen Meat
(Refrigerated Container)

USD$2,104.09 - $2,325.58
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Certain documentation must accompany all products entering the EU

Commercial
Invoice

Customs
Value
Declaration

Freight
Documents

Freight
insurance

Packing List

Customs Import
Declaration (SAD)

`
Contains the basic
information on the
transaction and is
always required for
customs
clearance.

Must be
presented if the
value of the
imported goods
exceeds
20,000EUR
(30,419 CAD)

www.ocoglobal.com
Source: European Commission

Depending on the means of
transport used the following
documents may be required:
 Bill of Lading
 FIATA Bill of Lading
 Road Waybill (CMR)
 Air Waybill (AWB)
 Rail Waybill (CIM)
 ATA Carnet
 TIR Carnet

Insurance invoice is
required for customs
clearance only when
the relevant data do
not appear in the
commercial invoice
indicating the premium
paid to insure the
merchandise.

Provides information
on the imported items
and the packaging
details of each
shipment.

All goods imported into the
EU must be declared to the
customs authorities of the
respective Member State
using the SAD. Declaration
must be drawn up in one of
the official languages of the
EU and must be acceptable
to the customs authorities of
the Member State where
the formalities are carried
out.
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There are some non-CETA related aspects to bear in mind when
exporting food and beverage products to the EU

Approved
Facility

Genetically
Modified
Products

CFIA
Certificate

Labeling
Requirements

`
Products for export to the EU must
be produced in a federally
registered establishment and for
meat products an EU approved
facility.

www.ocoglobal.com
Source: Canadian Government

For the export of most
products, a CFIA export
certificate and/or a CFIA
health certificate will need to
accompany the shipment.

Genetically modified (GM)
products or products that
contains ingredients that
are GM. The GM trait
must be authorized in the
EU and the product must
be labeled accordingly.

There may also be specific
labelling requirements at
the Member State level or
for specific products being
sold in the EU market.

54

Although CETA has eliminated most tariffs there are still some non-tariff
barriers in place that should be considered

Import Quotas
& Licensing

Documentation
& Customs clearance

Domestic
Subsidies

Sanitary & Phytosanitary
requirements

`
Imports of some agricultural products
(such as cereals, milk products, beef,
wine, etc.) must be accompanied by
import licenses. There are also limits on
the amounts of a products that can be
imported, so even if there are no customs
duties for a product under CETA, it may
be bound by quotas. Europe has quotas
on Canadian products including shrimp,
cod, beef, dairy products, pork and
some cereals.

www.ocoglobal.com
Source: Canadian Government & European Commission

CETA does not remove the need
for customs checks and
obtaining the relevant
documentation. However the
agreement has streamlined this
process and enables customs
checks prior to goods departing
for the EU, in order to alleviate
some trade frictions.

The European Union spends
approximately €60 Billion annually in
order to subsidise domestic agricultural
production.
These policies and practices improve
the productive capacity of domestic
manufacturers, which in turn, reduces
the cost of their produce, making the
marketplace more competitive.

Canadian exporters must meet EU rules
on technical standards, consumer
safety, environmental protection,
animal or plant health and food safety
(including rules on GMO)
E.g. Animals and animal products can
only be imported into the EU if they
come from approved establishments,
are accompanied by a health
certificate, passed health controls and
fishery products will need a certificate
to demonstrate that the product has
been caught legally.
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A strategic approach to enter the European market with marketing
and promotion at the heart
Market Assessment

Competitor Analysis

Go to Market
Strategy

Business Model

Implementation

`
Size

Target Customers

Demand drivers

Market Share

Regulation
High Growth
Opportunities
Target Market

www.ocoglobal.com
Source: OCO Analysis

USP
Cost differences

Short/ long term
goals

Target
prioritization

Will product
need to be
localized? i.e.
labeling and
packaging

Distribution
Channels

Resources

Mode of Entry

Finance
modelling

Deliver products
or services to
customers
Develop
marketing and
promotion
strategy
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OCO is a boutique consulting firm that specialises in supporting
private sector companies with their international growth ambitions
 Established in 2001, OCO are specialists in international
trade and investment. We provide consulting, lead
generation, research and representation services to
Economic Development Organisations and private firms
around the world.
 We have a proven track record of helping companies
access new markets, using our expertise, global
presence and local networks to accelerate exports and
international trade

`

 We support companies with market analysis, go-tomarket strategy, customer and partner search, meeting
agendas, representation, location selection and
establishment.
 OCO is the delivery partner for Atlantic Chamber on
the European Trade Programme with our teams based
in Brussels, Frankfurt, Paris, London, Dublin and Belfast.

www.ocoglobal.com

57

OCO has a truly global presence with 16 offices in key markets
worldwide

`

KEY
OCO Owned Office
OCO Franchised Office
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