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Natural health is on the rise with 8% growth predicted over
the coming years to reach $74 billion USD by 2024
CAGR

8%

Compound Annual Growth Rate - 2025

Turnover
USD

45bn

2018

`

Fastest Growing Segment

Functional Beverage
2019

Largest Growing Segment

Functional Food
2019

www.ocoglobal.com
Source: CBI, 2019 – Market Data Forecast, 2019
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This unprecedented growth in the market is a result of growing
consumer demand for more natural ingredients in health products
Greater Transparency

Consumers are demanding health products with shorter ingredient
lists and greater transparency. They desire to know where their
products come from and what exactly goes into their products.

The Natural/Organic
Megatrend

European consumers are trend setters with the mega
natural/organic consumer trend originated from Europe. The
German market for natural cosmetics is expanding by 10% every
year. 1 in 5 German households purchase natural cosmetics and
skincare products.

`

Increased Awareness of
Natural/Organic Products

Consumers are more aware of the importance of healthy lifestyles,
taking more responsibility for their mental health and physical
wellbeing. The perception of what it means to be healthy is
changing amongst Europeans. Instead of focusing on treating illness,
consumers perceive health increasingly in terms of preventing illness,
feeling good and looking radiant. As a result, demand for natural
health products and food supplements is growing.

Antimicrobial
Resistance Concerns

Antimicrobial resistance is a growing concern in Europe with
consumers concerned that antibiotics will not be as effective in the
future. Consumers and manufacturers are turning to natural products
as alternatives, or to supplement antibiotics.

www.ocoglobal.com
Source: Investopedia, 2019, Import Promotion Desk, 2019 – CAM Europe, 2019
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Consumers are not the only drivers for this market’s growth,
societal & political factors are also involved

www.ocoglobal.com
Source: CBI, 2019

Increasing Life
Expectancy

Europe’s population is ageing at a high rate. Even though the EU population is expected to
increase to 520 million by 2070, the total number of the working age population will decrease
from 333 million in 2016 to 292 million in 2070. This demographic change will force European
countries to put more emphasis on long-term healthcare and will result in rising healthcare
costs. This trend provides opportunities for the need of natural health products.

Increasing
Investment in R&D

Europe is the second highest spending region in the world in terms of pharmaceutical R&D,
spending more than €35 billion in 2017 compared to around €17.8 billion in 2000. Switzerland,
Germany France `and the UK are the main contributors to these R&D expenditures. R&D
expenditure on pharmaceuticals, nutraceuticals and related products is expected to rise in the
coming years, meaning there may be growing demand for natural ingredients from external
countries. More investment is expected in plant-based proteins, especially as consumers
demand vegan and plant products. Exporters of natural ingredients for health products from
outside Europe should take advantage of this trend, especially since R&D investment and
innovation involves a wide range of natural ingredients.

Brexit Lending a
Hand

Brexit has opened the doors for markets in Europe to grow in this area. Conversely, this also
creates opportunities in the UK market for countries outside of the EU to export and take
advantage of new trade deals.

6

The global agricultural biologicals market is growing

as a result of new trends, with Europe at the heart of the growth

`

www.ocoglobal.com
Source: Technavio, 2020
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The cosmetics industry is also displaying growth with
natural and organic cosmetics key drivers in this

`

www.ocoglobal.com
Source: Technavio, 2020
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Enhancing connections is important as there are a multitude of
Canadian companies experiencing success in Europe
•

88Herbs is a premium brand of Canadian natural health
products. ”88Herbs see the exciting opportunity for
companies or individuals looking to resell products in
various countries in Europe as a result of CETA. European
consumers appreciate the very pure and high quality of
Canadian products”.

•

Nature's Path Foods, Inc. produces and sells organic
breakfast foods. The company has a European
distribution partner and distributes products throughout
the region.

•

`

According to the Canadian Organic Trade Association,
the Canadian organic market is worth $4 billion per year,
growing over 10% annually and making Canada the 5th
largest organic market in world. Canada’s organic
exports are estimated at over $550 million per year.

www.ocoglobal.com
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Global trade is expected to fall as the COVID-19 pandemic
disrupts normal economic activity but is expected to bounce back in 2021
World merchandise trade volume, 2000-2022
Index, 2015 = 100
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`
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Like many sectors, Natural Health Products have felt the
impact of COVID-19 but to a lesser effect than other major industries
Supply Chain
Disruptions

Closure of Retail
Stores

Focus on Sustainability

`

With supply chains disrupted
globally and across Europe,
producers of natural cosmetics
and food products are faced
with new challenges in
reaching suppliers, distributors
and customers.

www.ocoglobal.com
Source: FAO, 2020

As Europe locked down during
the pandemic, retail stores
across the region temporarily
closed with some experiencing
significant financial difficulty.
The decline of brick and
mortar has accelerated the
growth of e-commerce.

Tangible, positive effects on
the environment can be seen
as a result of reduced activity
during the pandemic, this has
brought sustainability to the
forefront of consumers’ minds
and re-emphasized the
importance of ethical goods.
12

Despite the many challenges and obstacles, COVID-19
has boosted the market for health ingredients
Greater awareness has increased consumer interest in
health, nutrition and wellbeing. Retailers across Europe are
reporting a big increase in the demand for food
supplements, healthy foods and essential oils.
Consumers are focusing on a healthy lifestyle and healthy
food, especially foods that strengthen the immune system.
The demand for food supplements, health foods and natural
products is high and continue to grow, even in the “new `
normal” of post-COVID-19 society.
Retailers are also benefiting from the rising demand and
being forced in adopting tech as physical stores close.
Organic and natural specialists are attracting more
customers and growing expenditure of existing customers. In
France, some organic food shops are reporting growth in
excess of 40%.

www.ocoglobal.com
Source: CBI, 2020

Higher consumer
awareness have
converted into
familiarity
Familiarity that
increased demand
for natural
ingredients
Seeing through the
benefits, will lead
to loyal consumers
even post the crisis
13

The Natural Health Products sector is seeing a surging demand across
Europe as COVID-19 sparks new opportunities
Integration
of Tech

Product Safety

Immune
Boosters

E-Commerce

Ethics and the
Environment

`
Traceability is becoming
increasing important to
consumers and producers
need to be able to prove
they meet high standards
at every stage of the supply
chain. The integration of
technologies like
blockchain are allowing this
to occur across Europe,
particularly in the food and
cosmetics industries.
Source: New Food

14
www.ocoglobal.com

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.

The closure of brick and
mortar stores across Europe
has resulted in significant
growth in the e-commerce
market. Consumers are
buying more products
online than ever before
which is causing
companies to pivot their
strategies and routes to
market.

From organic foods to Fair
Trade, animal testing free to
natural ingredients, products
that fall into the category of
sustainable and ethical are
becoming increasingly
important to consumers.
COVID-19 has accelerated
growth in this area with
products that fall into these
categories being seen as
long-term opportunities.

The pandemic is leaving a significant impact on how consumers
Perceive healthy food, shaping their biggest shopping drivers
Fear &
Comfort

Health vs.
Indulgence

Importance
of Belief

Sustainability
vs. Health

Total
Wellbeing

With uncertainty
surrounding the pandemic
and driven by this need for
comfort, consumers have
now got back to basics.
They are baking their own
bread, making their own
kombucha and enjoy
getting down to the nuts
and bolts of the ingredients
of food. Additionally, this
need for comfort has driven
the ‘snackification’ trend,
as snacking has never been
so important than it is
today.

The pandemic opens the
door for the biggest
innovation opportunity,
that being ‘healthy
indulgence’. For instance,
‘Oreo Thins’, the same Oreo
, only thinner. This gives
consumers something they
consider healthier and also
allows them to make a
pleasurable indulgent
choice. Protein rich ice
cream as another example,
Halo Top pioneered this
market and their sales
soared early on.

It is becoming more
important to invest in
building consumer
awareness about the
health benefits of
ingredients. People
`
instinctively purchase
products they trust. This
period is a silver lining for
products that have a wellestablished connections to
immunity, specifically
vitamin C, vitamin D and
probiotics.

Sustainability of a product is
analysed using completely
different criteria from one
consumer to another. Some
think that ‘local’ means
sustainability, while others
think origin of product is not
a motivator of purchase. As
such, one way to be trusted
is to be open with
consumers about what the
brand does and doesn’t
do.

This is a mega consumer
trend that was growing
even before the pandemic,
however specific subsectors are enjoying double
the growth during this crisis.
‘Wellness witchcraft’ trend,
has seen an increase
interest in ancient
remedies, herbs, spices and
wellness rituals. Similarly,
‘prevention through plants’
trend, sees consumers look
to plant-based diets to help
prevent ill-health. ‘Holistic
health’ trend in snacking
behavior is also booming
during the crisis.

www.ocoglobal.com
Source: NUTRA Ingredients, 2020
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Natural & Organic
Cosmetics & Skin
Care Products

Cosmetic and Skin Care
products that contain
organically grown ingredients
and products free from synthetic
chemicals
www.ocoglobal.com
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The UK and
Germany
dominate the
market with
strong growth
across the sector.

$3.82Bn

+7.2%

Revenue

Growth of the

Natural & Organic
Cosmetic Industry
in Europe 2018 `

Natural & Organic
Cosmetic Industry
in Europe 2018/19

Brazilian Natura’s €1+
billion acquisition of
the UK’s Body Shop
in 2018 has resulted
in European profit
increases of 62% for
the natural
cosmetics brand.

Natural & Organic Cosmetics
In Europe, sales of natural and organic cosmetics have grown at an
average of +7% per year over the past five years and are expected to
reach €5 billion by 2023.
www.ocoglobal.com
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Target Demographic

#1
Germany

Valued at
approximately €13.80
billion in 2018

Top 5 Cosmetic and Personal Care
Markets in Europe by Consumption

#2

#3

#4

#5

France

The UK

Italy

Spain

Valued at €11.39 billion
in 2018

Valued at €10.94 billion
in 2018

Valued at €10.15 billion
in 2018

Valued at €6.95 billion
in 2018

Growth in Natural & Organic in the Industry
Sales of natural and
organic cosmetics
grew by 9% in 2019 in
Germany and now
have a market share
of 18.5 percent in
Germany.

19

www.ocoglobal.com

With a double-digit
growth (18.7%) in
2018, sales of natural
and organic
cosmetics are the
driving force behind
the French market.

At the European
level, sales of
natural and
organic cosmetics
grew by +7.2% in
2018.

The UK has
increased their
sales in NOCs by
23% between
2018 and 2019.

Germany, France
and the United
Kingdom also have
the highest number
of natural product
launches.

Ethics and sustainability are driving growth in the natural
cosmetics market with consumers also seeking transparency

Clean
Beauty

Feel
Good

Conscious
Beauty

Cosmetic
Claims

EU consumers want to buy
ethically produced and
sustainably sourced beauty
products. This movement is called
“conscious beauty” and it
involves not just the quality of the
formulation and the brand ethos,
but also aspects like packaging
(ethical certification of cosmetics
and personal care products is
rising.) Similarly, animal welfare
and protection are also a great
concern for EU consumers.

Growing demand for organic
cosmetics with multiple benefits
claims such as anti-ageing,
moisturizing and SPF protection is
poised to boost growth in global
organic cosmetics markets.

`
Many consumers of cosmetics in
the EU base their purchase
decisions on the avoidance of
various fossil fuel-based
ingredients perceived as
hazardous such as parabens,
aluminum and refined
petroleum.

www.ocoglobal.com

Due to their connection to nature
and their active ingredients,
natural and organic cosmetics
are increasingly popular not only
among consumers who’s lifestyle
and values are in line with a
natural approach, but also
among those looking to improve
their wellbeing.

20

There are numerous opportunities arising for
Natural & Organic Cosmetic & Skin Care Companies

The Informed
Consumer

The Market
is Booming

Younger
Generation

`
European consumers more
aware of the benefits of natural
and organic products. Consumer
concerns about synthetic
chemicals in cosmetics and
toiletries are helping to support
demand in the sector.

www.ocoglobal.com

Across Europe the organic and
natural cosmetic and skin care
markets are booming. As
mentioned, in Europe, sales of
natural and organic cosmetics
have grown at an average of
+7% per year. As there is a clear
demand for organic and natural
products Canadian companies
should take advantage of the
opportunities in the market.

Younger generations prefer to
use organic cosmetics. Research
carried out by Cosmetics Business
found that Millennials are a key
target group in Europe for natural
and organic brands, and
influencer marketing can help to
educate a brand’s audience on
its core values and ethics.

21

Nutraceuticals

Nutraceutical can be
defined as a “food, or parts of a
food, that provide medical or
health benefits, including the
prevention and treatment of
disease
www.ocoglobal.com
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Germany

dominates the market
on both fronts…

$41.95Bn

+400%

$52.92Bn

Value

Growth

Forecasted
Value

European
Nutraceutical
Industry

`

CBD European
Market

Production & Consumption

European Nutrition
& Supplements
Market by 2025

Probiotics
Europe Probiotics Market value is projected
to reach $21.5 Billion by 2024
www.ocoglobal.com
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Target Demographic

Germany is the largest nutraceuticals
market in Europe, followed by the UK
and France.

Functional food is the largest
share-holding category of the
market, followed by functional
beverage and dietary
supplements.

Key European
markets in this
category include
Italy, Germany,
France, Spain and
the UK.

24 www.ocoglobal.com

Germany, Netherlands,
and Sweden have
emerged as the key
nutraceutical innovation
hubs

Functional beverage is the
fastest-growing segment.

Natural Heatlh Care Supplements
In terms of age group,
the adult segment
dominated the market
in owing to presence
of a large target
population in the
region.

Nutraceutical Markets in
Europe

Natural Heatlh Product Ingredients
Western European countries
such as Germany, Italy, France,
Switzerland, UK and Spain are
the most attractive country
markets for suppliers of natural
ingredients for health products.
These countries have the biggest
consumer markets and large
companies that use natural
ingredients to make health
products.

The ageing
population makes
Europe a promising
market for natural
ingredients.

Consumers are seeking alternative natural products as well as
more personalized nutrition to add to their diets

Personalized
Nutrition

Consumers
Diet

Seeking
Alternatives

The growing preference for personalized
nutrition is one of the key nutraceuticals
market trends, which may further stimulate
market growth – growth of Vegetarianism &
Veganism highlights this. The trend of
personalized nutrition is growing particularly
among individuals with gut-related medical
conditions, where generic treatment is not
effective. Thanks to technology consumers
can construct hyper-individualised
approaches to physical and mental health.

Nutraceuticals are gaining importance and
becoming a part of the European
consumer’s daily diet. The reasons for this
change have been attributed to the
increased prevalence of lifestyle-related
diseases and people taking preventive
healthcare measures.

EU Consumers are seeking alternatives. There
are growing consumer concerns about
potential side effects of pharmaceutical
drugs or regular medication. So consumers
have been turning to alternative medicines,
such as homeopathy, natural remedies and
supplements. Additionally, consumers are
seeking alternatives as their trust in food
science and technology increase
acceptance of innovation, packaging
innovation, for example the Oohos edible
capsule (100ml), delivery system of alternative
proteins and isotonics.

www.ocoglobal.com
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These trends are becoming a normality within the region and as such
nutraceuticals players need to consider them with a specific messaging

European
Lifestyles

Germany

Europe's Ageing
Population

Seaweed

Europe’s population is ageing at
an incredibly high rate. Many
Europeans, especially the older
population, are increasingly
incorporating nutritional
supplements into their diets
hoping to reduce the negative
effects of ageing on their overall
health.

The demand for edible seaweeds
is increasing in Europe. An
increasing demand for
supplements in Europe, rising
health-consciousness and a
growing demand for alternative
proteins are major drivers of the
edible seaweed market in
Europe.

`
Consumers are more aware of
the importance of healthy
lifestyle. Consumers perceive
health increasingly in terms of
preventing illness, feeling good
and looking radiant. As a result,
demand for natural health
products and food supplements
is growing creating opportunities
in the market for Canadian
suppliers.

www.ocoglobal.com

Germany is a key market for
Canadian exporters across the
nutraceutical industry with key
opportunities for Probiotic and
CBD companies.

26

Increasing awareness of gut health and its importance
Has led to a growth in the European probiotic industry
The European Probiotics Market value is projected to reach $21.5
Billion by 2024.
The rising awareness regarding immune and gut health, rapidly
ageing population and rising incidences of gut-related diseases are
predicted to significantly enhance the market size.
The highest contribution to this market comes from Germany and the
`
UK.
Some of the well-known probiotics manufacturing companies in this
region are Nestle S.A., Chr. Hansen Holdings A/S, Protexin, Nebraska
Cultures, Yakult Honsha Co Ltd, General Mills Inc, Mother Dairy Fruit
And Vegetables Inc, Lifeway Foods Inc., Danisco (Acquired By
Dupont), Ganeden, Arla Food Inc., Danone, I-Health Inc, Bio Gaia
Ab, Probi Ab, and Lallemand Inc.

27

Origin and a search for alternatives are driving growth
for the European seaweed industry
•

Consumers are now more concerned about the origin of the
product, its ‘naturality’ and ‘sustainability value proposition’.

•

For Algaia, the French seaweed ingredient specialist have seen
shifts in the dynamic of the marketplace. Algaia has recorded
triple-digit growth in active ingredients used in plant care.

•

Consumers will be paying more attention to the quality,
` provenance, health credentials and the food packaging.

•

In 2019, sales growth where at 17% and an additional 25% sales
growth over the first four months of 2020 was recorded.

•

Bohin, Algaia CEO said: “After COVID, we’ve seen even stronger
growth due to the fact that seaweed extracts are getting more
and more popular in the recipes of the food manufacturers”.

28
Source: Food Navigator, 2020

With now widely held beliefs about medicinal properties
there has been a monumental increase in demand CBD in Europe
In Europe, the CBD market is on course to grow 400% over the next
four years.
According to New Frontier Data‘s EU CBD Consumer Report: 2019
Overview:
•
•

`

46% of Europeans view CBD favorably
77% of surveyed respondents also believe CBD should be
accessible in some way

All of which is creating sizable opportunity for Canadian companies
in the sector.

Germany is already Europe’s biggest medical cannabis market and
the largest market outside of North America. While CBD sales are
currently higher in the UK and Austria, Germany is expected to
overtake that top European spot by 2023.
Several top Canadian marijuana producers supply products to the
German market, including Aurora Cannabis, Canopy Growth
and Tilray.

29

German Supplement
Market

Market Access Deep-Dive

The German supplement market is the second largest supplement
market in Europe growing at CAGR 6%, with strong natural & health trend
Turnover

EUR 1.44 BN
Europe’s 2nd largest supplement
market

Sales Breakdown Top Supplements Germany
Sales in million packs, 2018

Magnesium

36.8

Vitamin C

29.2

Multivitamin + Minerals

CAGR

6%

2015-2018

Packages sold

225 MN
2018

www.ocoglobal.com

17.5

Calcium

16.4

Vitamin B12
Zinc

5.7
3
Source: INSIGHT HEALTH, Statista, 2020

Trends
 Natural & Organic
 Vegetarian & Vegan certified
 Probiotics (CAGR +15%)

31

Drug stores as top sales channel in Germany, followed by grocery
stores and pharmacies – e-pharmacies fastest growing segment
Where do Germans buy most supplements?
Sales in millions of packs 2018, growth in %

1
Drug Stores
92.9 MN
+10.5%

Grocery Stores
73 MN
-1.7%

2

2018
225 MN
+5,5%

4

www.ocoglobal.com

Pharmacies
43.3 MN
+2.7%
Mail-order pharmacies
16.5 MN
+23.3%

3

Source: INSIGHT Health
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There are three routes to enter the German supplement market:

1 Direct sales to retail, 2 via distributor to pharmacies and 3 e-commerce
In Germany, the Route-to-Market in supplements is three-fold: Canadian manufacturers may choose to 1)
sell direct to drug or grocery stores that usually only buy from the supplier itself. Alternatively, Canadian
companies may 2) sell through a distributor into the pharmacy market. The third sales channel would be via
3) e-commerce.

1

Canadian
Company

2

Canadian
Company

3

Canadian
Company

www.ocoglobal.com

Drug Stores
Grocery Stores

Pharma-Wholesaler

Pharmacies

Sales & Marketing Agent

Online Pharmacies
Smaller e-commerce shops

33

Case Study Market Entry Germany:
High-quality natural supplements for the pharmacy market

 UK manufacturer of high-quality food supplements, focus
on vitamin sprays & magnesium dermal applications
 OCO delivered a two-staged market entry plan
consisting of 1) an assessment of the overall market
potential and the ideal distribution channels and 2)
Distribution Partner Search
 OCO’s research showed that local pharmacies offer the
largest sales potential for Better You. Subsequently, OCO
qualified and connected five interested German
pharmacy wholesalers to Better You.
 The client has started direct negotiations with all
prospects
www.ocoglobal.com
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The Comprehensive Economic and Trade Agreement offers significant
advantages for companies in the Natural Health Products industry
Key benefits for the industry include:
Canadian companies can benefit from provisions in CETA
related to regulatory cooperation, temporary visas
government procurement and trade in services.

`

Eliminated 96% of Tariffs

Canada and the EU have concluded Mutual Recognition
Agreements (MRAs) covering Good Manufacturing Practice.

Equal Footing with EU Competitors – Access to EU
government Procurement Contracts

36
Source: Canadian Government

Specific provisions that the
EU and Canada have agreed on CETA

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

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.

37
Source: European Commission & Canadian Government

Canadian Exporters should also be aware
of the following legislation
Novel Food Regulation

Nutrition and Health Claims Regulation

The main challenge in selling Hemp CBD products in Europe
is that the European Foods Safety Authority (“EFSA”) has
classified cannabinoid as a “novel food” ingredient.

The Nutrition and Health Claims Regulation regulates the
nutrition and health claims that may be attached to
products.

“Novel food” is “food that was not used for human
consumption to a significant degree within the Union before
15 May 1997."

The Regulation states that a health claim is
‘any claim that states, suggests or implies that a relationship
exists between a food category, a food or one of its
constituents and health’.
Food bearing claims that could mislead consumers are
prohibited on the EU market. In its guidance, the European
Commission states that the phrase “contains probiotics” is a
health claim. In some EU Member States, but not in others,
the term “probiotic” is considered a “general health claim”,
meaning that it can be attached to a product as long as it is
accompanied somewhere in the labelling.

`

Under the novel food designation, manufacturers of CBD
supplements and edible products must be assessed by EU
authorities before it can be placed on the market.

To be attached to a product, a health claim must be
approved by the European Food Safety Authority. (EFSA)
www.ocoglobal.com
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When exporting to the EU, Canadian Natural Health Products exporters
must conform to EU labelling and packaging requirements
Labelling & Packaging Requirements for the Cosmetics Industry

Labelling & Packaging requirements for food supplements in the EU:

The EU Cosmetics Regulation requires cosmetic products to
provide the following information on the label or on the
packaging:

The 2002 EU Food Supplement Directive harmonises the rules for
labelling food supplements among the EU Member States. It stipulates
that the following must be included on the label of a food
supplement:
o
o
o

o

Name under which the product is sold: The sales name of the food
supplement product must mention the term “food supplement”
Product characteristics: The names/nature of nutrient
categories/substances characterizing the product
Instructions for use: The product label must contain information on
the portion of the product recommended for daily consumption
and the percentage in relation to the nutrient reference values as
currently defined in Commission Directive 2008/100/EC on nutrition
labelling for foodstuffs.
Warning statements: E.g. daily doses, keep out of reach of children
and that food supplements should not be used as a substitute for
a varied die

o
o

`

o
o
o
o
o
o

The name and the address of the company (Responsible
Person in EU).
An ingredients list, in decreasing order of weight of the
ingredients.
The nominal net
Any warnings that might be necessary on how to use the
product safely.
A “date of minimum durability”
What the product is (if not obvious from its appearance).
A reference (batch number) for product identification.
Country of origin

Making Natural & Organic Claims
The International Organization for Standardization (ISO) issued ISO
16128, a new series of guidelines for any product on the European
market claiming to be natural/organic. This, along with EU
Regulations EC 1223/2009 and EU 655/203 has put a system in
place to ensure any product on the European market claiming to
be natural or organic in nature can indeed hold up to that claim.

www.ocoglobal.com
Source: European Commission
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Transport and logistics between Canada and Europe
are well developed, tried and tested routes
Key Canadian Transport infrastructure includes The Port of
Vancouver, which is Canadas largest port, and North
Americas third largest in terms of tonnage capacity, handling
over 76 Million metric tonnes due to its strategic location.
Meanwhile, the Port of Halifax in Nova Scotia is Atlantic
Canada's largest container report. In Europe, The Port of
Rotterdam in the Netherlands is the regions largest port,
handling almost 469 million tonnes in 2018, Whilst, The Port of
Antwerp in Belgium is the second largest, handling over 200
million tonnes over the same period.
The Port of Hamburg in Germany is Europe's third largest port
and is known for its extensive storage capacity, and is often
used as a hub for re-exporting goods throughout Europe.
In contrast to seaports, Canadian air cargo ports moved only
1.27 Million metric tonnes annually combined.

40
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Key Canadian freight airports include Pearson International
Airport in Toronto, which alone handles 45% of Canadas air
cargo, in addition to Vancouver International Airport and
Calgary International Airport, all of which provide freight
services to Europe.

`

In Europe, The Charles de Gaulle International Airport in
Paris, France, which is Europe's largest cargo airport,
handles over 3.9M tonnes per annum. Other significant
airports include Frankfurt Airport in Germany and
Amsterdam Airport Schiphol in The Netherlands.
The typical transport route involves shipping goods from
either the Port Of Montreal or the Port of Vancouver in
Canada to key European ports, such as The Ports of
Rotterdam, Antwerp or Hamburg. Additionally, since the
CETA has come into effect, the number of Trade Routes
connecting Canada and Europe have expanded, and
now include passages through the Mediterranean basin.

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.

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.

` method
It is the costliest transport
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 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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General documents that 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)

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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While CETA has eliminated most tariffs
there are still a number of non-tariff barriers in place
Documentation
& Customs
clearance

Designated
Person

Technical
Requirements

Sanitary
& Phytosanitary
requirements

`
Canadian goods must still
comply with labelling,
packaging and other
technical standards such as
REACH. Canadian cosmetic
companies (including natural
and organic) must undergo
expert scientific safety
assessments.

A Canadian company without a presence in the
EU must use an EU-based importer or
representative to market any pharmaceutical or
Cosmetic product in the EU. For example, the
Responsible Person for a cosmetic company also
compiles the technical documentation for the
cosmetic product and includes this
documentation along with the results of safety
assessments in the product information file. The
Responsible Person must notify the European
Commission about the cosmetic product via
the Cosmetic Products Notification Portal
and inform national authorities of any serious
undesirable side effects.

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.

Canadian exporters must meet
EU rules on technical
standards, consumer safety,
environmental protection,
animal or plant health and
food safety E.g. Certain plants,
plant products and other
objects (listed in Annex XI and
XII of Regulation (EU)
2019/2072) entering the EU
must have a phytosanitary
certificate
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Canadian exporters should be
compliant with the following legislation
European
Directive on
Traditional Herbal
Medicinal
Products (THMPD)

EU food supplement
legislation and the
European General
Food Law

REACH

CITES

Cosmetic
Regulation

`
Canadian exporters must
comply with this
legislation e.g. New
natural ingredients in the
European market must
be registered for use in
traditional herbal
medicinal products
(THMP).

If your natural ingredients are
used in food supplements, you
must be compliant with EU food
supplement legislation and the
European General Food Law.
Established ingredients for food
supplements are listed in the
Novel Food Catalogue, the
Union List and the botanical list
for food supplements. If your
natural ingredients are not listed
here, then you must register them
for use.

The European ‘Registration,
Evaluation, Authorisation
and Restriction of Chemicals
(REACH)’ has some
restrictions in place.
Importers that import more
than 1 tonne of natural
ingredients are obliged to
register them with a REACH
central authority. Natural
ingredients that are not
registered cannot be used in
the EU, unless they are
exempt.

The Convention on
Cosmetic Regulation (EC
International Trade in
1223/2009) is the main
Endangered Species of Wild
regulatory framework for
Fauna and Flora (CITES).
cosmetics products on the
CITES has a list of plant
European market. The
species that you cannot
regulation affects
export/import or where
manufacturers and importers of
export/import is restricted.
cosmetics products as well as
Check if your product is listed
suppliers of cosmetics
in Annex A and Annex B of
ingredients.
Regulation (EC) No 338/97. If
it is listed, you must obtain an
export permit from your
country’s CITES authority.

Source: Center for the Promotion of Imports EU
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Europe’s changing role in global health products
market is increasing its attractiveness
Future Market Insights expects the European food supplement market to
increase 7% annually from 2015 to 2025. In 2025, the market would reach over
$60 billion. Demand for food supplements is strongest in western Europe, in
particular in Germany, France, Italy and the United Kingdom. the European
food supplement market is expected to increase 7% annually from 2015 to
2025. In 2025, the market would reach over $60 billion.

Exporting has been
made easier
In 2018, a new Novel Food regulation was released
and will make it easier to market new food and
supplements ingredients in Europe. The regulation also
aims to clarify, harmonise and centralise procedures.

Rapid market
growth showing no
signs of stopping
03
`

02

There are gaps
in demand
Demand for “made in Europe”
herbal
medicinal
products
is
increasing in foreign countries. This
drives gaps to fill as shortage of
domestic supply occurs.

www.ocoglobal.com
Source: CBI, 2019
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With consumers exploratory behaviour, now is the time to
penetrate the market, but before that, respond to COVID with agility

01.

Assess the impact
of COVID – 19 on
your supply chain

02.

Keep
communication
channels open
with all your
stakeholders

03.

Implement health
& safety measures
in your company

04.

05.

09.

10.

Control your costs
and keep reserves
for commercial
opportunities

Learn, train &
make sure you do
your homework

`

06.

Contribute to
collectivism –
every company is
a health company

www.ocoglobal.com
Source: CBI, 2020

07.

Adjust your
product range to
the post – COVID –
19 consumer

08.

Innovate, now
more than ever

Prepare for
tougher market
conditions

Transform into
digital and adapt
to the new normall
– be more
substantiable and
transparent
46

OCO is a boutique consulting firm that specializes 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
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OCO has a truly global presence
with 16 offices in key markets worldwide

`

KEY
OCO Owned Office
OCO Franchised Office

www.ocoglobal.com
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Europe Market Development
Program
Programme de dévelopment des
marches européans

First mover opportunity to diversify and expand export
sales in Europe.

Possibilité d’être un précuseur dans la diversification et
l’élargissement des ventes à l’exportation en Europe.

In-market trade development support to enhance
existing programs.
 Up to 20 days of in-market consultant resources
 Office / meeting space (subject to travel
restrictions)

Dispositifs de soutien au development du commerce sur place pour
completer les programmes existants.
 Jusqu’à 20 journées d’accès aux ressources dede
consultants sur place
 Locaux pour les bureaux et les reunions (en function des
restrictions frontalières)
`

Eligible applicants:
 Export ready exporters
 Fully-developed, exportable product or service
 Financial plan and operational capacity to
execute market plan
Initial focus – Belgium, Netherlands and Germany

www.ocoglobal.com

Critères d’admissibilité.
• Exportateur prêt pour marché
• Produit ou service entièrement développé et exportable
• Capacité financière et fonctionelle d’executer le plan
commercial
Priorités initiales: Belgique, Pays-Bas et Allemagne
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Program Contacts / Responsables du programme
 NB / N.-B. : Kristen Olson – E/courriel : Kristen.olson@oncanada.ca T/tél. : 506 461-4918
 NS / N.-É. : Pamela Rudolph – E/courriel : prudolph@nsbi.ca T/tél. : 902 424-6042
 PE / î.-P.É. : Bonnie MacDonald – E/courriel : bjmacdonald@gov.pe.ca T/tél. : 902
620-3508
`
 NL / T.-N.-L : Khizer Abbasi – E/courriel : khizerabbasi@gov.nl.ca
T/tél. : 709 729-5680
 ACOA / APECA : Alan Kinnie – E/courriel : alan.kinnie@Canada.ca T/tél. : 506 3819340
 ACC / CCA : Glenn Davis – E/courriel : glenn@atlanticchamber.ca T/tél. : 902 2920121

www.ocoglobal.com
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Thank You!
CHALLENGE.
CREATE.
COLLABORATE.
www.ocoglobal.com

