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OVERVIEW 
Canada’s market for food and beverages is estimated to be worth C$187.7 billion; in category 
percentages:  meat/poultry 24%, dairy 14%, beverages 11%, baked goods 9% and processed 
fruit/vegetables 9%; the remaining 33% represents pet foods, grain/oilseed milling, 
sugar/confectionery, seafood and other speciality foods. Foodservice/hospitality account for 
approximately C$58 billion Imports account for approximately 23% of the market and equally 
23% is attributed to exports.  The USA continues to hold its position as Canada’s main supplier 
and buyer.   
 
The market is dominated, in most sectors, by multinationals, some of whom have established 
manufacturing/processing in market, e.g. Kraft, Nestle, Cadbury and  Baxter’s  
 
Food imports from the UK in 2008 amounted to approximately C$220 million. On average 
Canadians spent 11.3% of their personal consumption expenditure on retail food purchases.                                
 
The Canadian alcoholic beverage industry is estimated to be worth over C$20 billion. UK alcohol 
exports to Canada amounted to approx. C$189 million in 2008. On average the sale of alcohol 
beverages is on the increase due in part to a shift in demographics (baby boomers) and their 
interest in better quality premium beverages.  Beer continues as the alcoholic beverage of 
choice in Canada at 52.2% (of legal age) per capita consumption; about 80%.   Euromonitor 
predicts moderate growth within the sector.    
 
The UK is a well-established supplier to the Canadian market and enjoys an on-going reputation 
for producing high quality innovative products and attractive packaging.  Because almost 25% 
of the population of Canada is either British, of British descent, or of Commonwealth 
extractions, there is a built-in knowledge of, and loyalty towards, British brands and confidence 
in British food and beverage products. 
 
The current global economic downturn has had impact on the cost of food and beverages, 
without exception. Key factors are the cost of fuel, energy and ingredient prices plus currency 
exchange rates.  Fuel costs ultimately increase  transportation costs and as Canada relies 
heavily on food imports, particularly fresh produce, during the winter months this has had a 
significant effect.  Typical ingredients travel at least 1,500 miles.2  There is, however, a small 
but growing trend towards sourcing locally grown and prepared foods, and this is likely to 
develop as consumers embrace ways of improving their lifestyle and eating habits, reducing 
waste and their individual environmental impact.     
  

OPPORTUNITIES 
 
FOOD 
 
Today’s economic downturn is causing consumers to ‘watch their pennies’ in many areas of 
their lives. Many consumers are trading down to find affordable food/beverage options; 
shopping in discount retailers, buying lower value  private label brands, bulk shopping, taking 
advantage of sales/discounts and preparing more stay at home meals.  Bill McEwan, 
President/CEO of Sobeys recently remarked that his company has experienced a 15-20% 
increase in some categories (pasta and soup) that were, up until this past year, relatively 
stable. The Private Label market in Canada is estimated to be worth almost C$11 billion3 and 

                                          
1 C$ = Canadian Dollar  
2 “100-Mile Diet” Book 
3 Nielsen Market Track 
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supermarkets are heavily promoting private label as an affordable alternative to national 
brands.  National brands are valued at C$46 billion and according to Neilsen Market Track are 
maintaining  growth rate, but not gaining ground. The industry has adopted a new term ‘shift to 
thrift’.     
 
One area of the food sector that seems to be unaffected is the natural and organics segment.  
Health Canada’s baseline study in 2005 suggested that 7 in 10 Canadians use natural health 
products (vitamins/minerals, herbal remedies and teas, additive-free foods and organics).  
Consumption of organics is about 1-2% of total food consumption but it is a growth area at 
about 20% per annum.  Canada introduced it’s own organic standards and regulations4 in June 
2009.  this should in turn bring about greater consumer confidence and a further lift in 
consumption.   
Natural products, once only found in health food stores, have found their way into main stream 
grocery and supermarkets thus meeting the increased demand of consumers who continue to 
explore healthier alternatives in their daily diets.  Digestive health (probiotics and prebiotics), 
omega-3’s, antioxidants and weight management coupled with preservative-free products 
(additives, artificial colours/flavours, fats, sugars and sodium), and whole grains  are a key 
growth area as are Kosher and Halal foods, which are sought out by mainstream consumers 
because of their perceived health benefits.  According to a spokesperson5 with the Halal 
Monitoring Authority in Toronto there are minimal choices of halal-certified products available 
for Canada’s 1 million Muslims.  To counteract the lack of choice many Muslims resort to 
kosher-certified foods, both segments are well positioned for growth in the near future.  Other 
segments unaffected by the current recession are baby/infant and pet foods  
   
Other categories that offer current opportunities include: 6Baking Aids, Couscous, Instant 
Breakfasts, Toaster Pastries, Coffee Creamers, Rice Drinks, Snack Foods, single serve 
confectionery/chocolate, Infant/Toddler Snacks, Energy Drinks, Bagged Vegetables/Salads, 
Canned Vegetables, Stuffing Mixes, Cake Decor, Canned Ice Tea, Cocktail Mixes.   
 
 
ALCOHOLIC BEVERAGES 
 
The Canadian industry has shown tremendous growth over the past 6 years with UK companies 
being well positioned to take advantage of continuing trends in key areas such as speciality 
beers, single malts and deluxe spirits. The UK exported approx C$189 million in 2008.    
 
UK companies have achieved success with most liquor commission in Canada, however, The 
Liquor Control Board of Ontario (LCBO) aside from being the largest of the provincial liquor 
commission (604 outlets), has been the most active in showcasing and listing British products.  
The LCBO has established itself as an effective merchandiser with programmes aimed at 
educating it’s customers with tastings, cooking demos, shelf flyers and a high quality 
(complimentary) monthly magazine.  The LCBO’s total net sales in 2007-08 amounted to C$4.1  
billion.  The UK was 2nd in the spirits category with net sales of C$208 million, Wine: C$7.7 
million and 8th in the beer category with C$14.7 million.  
 
Knowledge and developed tastes among consumers, for wines, high-end spirits (including single 
malts) and speciality beers will continue and will ensure growth in these sectors. The UK is well 
positioned to serve most of these categories. 
 
 
 

                                          
4 Organic Products Regulations (Canada Agricultural Products Act)  
5 Imam Yusuf Badat  
6 AC Nielsen’s ‘What’s Hot’  
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UKTI publishes international business opportunities gathered by our network of personnel 
located at British Embassies, High Commissions and Consulates world-wide. These opportunities 
appear in the Opportunities portlet on the relevant sector and country pages on the UKTI 
website.  By setting up a profile you can be alerted by email when relevant new opportunities 
are published. New or updated alert profiles can be set in My Account on the website. 

 

CHARACTERISTICS OF MARKET 
 
FOOD 
 
Market Size 
 
Total sales within the food industry were estimated to be worth approximately C$91 billion. 
Large supermarket and independent grocery chains account for approximately C$79 billion , 
with the balance attributed to mass merchandisers C$4 billion) warehouse clubs (C$5 billion) 
drugstores (C$2 billion) and speciality stores and non-traditional outlets (C$1 billion).   
Canadian Grocer magazine predicts an increase of 3.1% in 2009, despite the economic 
downturn, based on the industry maintaining a high level of special promotions.  2008 saw the 
lowest consumer expenditure on food/beverages in recorded history at 8.51% of total 
expenditure (down from 9.45% in 2001).     
 
The foodservice industry accounted for sales of approximately C$57.5 billion in 20077 generated 
via full service restaurants, fast food outlets, hotels, hospitals, recreational facilities, and 
vending machines.  This segment of the industry is experiencing a downturn as the consumer, 
feeling the economic pinch, reverts to home cooking.  The Canadian Restaurant and 
Foodservices Association, however, are predicting a recovery in 2010.   
 
Trends in Market 
 
The Canadian food industry, particularly supermarkets and grocery chains, looks to the UK as 
an innovator and leader in the development and marketing of private label or store brands. This 
is an area that continues to be a force within the industry. Many of the large food retailers have 
remodelled and expanded their stores to include non-food items, such as 
pharmacy/health/beauty boutiques, photo services, etc. Likewise non-traditional food outlets, 
such as drugstores, mega-retailers, and gas bars are expanding their food/beverage ranges.  
 
The UK is highly regarded as a supplier of quality high-value confectionery, preserves, teas and 
biscuits. While many of these products, especially the well known global brands, are found on 
supermarket shelves, they more frequently are available in smaller speciality and gourmet food 
stores, whose clientele tend to be well travelled, knowledgeable about UK brands and with a 
larger disposable income.  
 
Confectionery continues to sell well. Speciality stores look to supply their customers with quality 
and attractively packaged products and while consumers buy reduced quantities of 
confectionery, their purchases tend to be more expensive.  The rise in Type 2 diabetes and an 
increased rate of obesity has adults looking to downsize their confectionery ‘treats’ rather than 
eliminating them altogether.  Opportunities exist for manufacturers producing single-serve and 
bite size confectionery and premium chocolate.  
                                          
7 Statistics Canada CANSIM Tables 80-0015-0006 and CRFA Foodservice Facts 
2008.   
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Tea consumption continues to grow, fuelled by its perceived health benefits. Nine out of ten 
Canadians drink tea. There is a rising demand for speciality teas including high-end blends, 
herbal/fruit, iced (powders and liquids) and green teas. The number of ‘coffee shop’ retailers 
has risen sharply, most are franchise businesses that serve and retail their own private-label 
lines. It is estimated that at least 30% of all coffee is consumed in restaurants and coffee shops 
with the average coffee drinker consuming 2.828 cups per day.   Overall, the tea and coffee 
market is worth about C$368 million.  
 
The non-alcoholic beverage sector represents a large category within grocery stores. The 
growth trends have been in the following categories: chilled juices, nectars, iced teas, soya 
drinks and the ever-popular soda pops. The future trend is however towards energy 
drinks/nutraceutical blends, which offer built in vitamins and minerals. However, as Canada 
regulates the sale of these products, the growth of the sector may not be immediately visible.   
 
The market for high quality 'ethnic' products, such as Mediterranean and Mexican, and those 
that crossover into the mainstream food market are currently very popular and offer potential 
growth. Indian food continues to see steady growth particularly in ready meals, breads and 
accompaniments.  Nielsen’s Market Track recorded total sales of Indian food brands in 2008 to 
be valued at C$27 million, up 15% from 2007.   
 
Of continuing importance and highlighted for steady growth9 are the high-quality functional and 
nutritional foods that appeal to the growing demand for tasty, natural and safe foods. This 
‘category’ includes food and beverage products enhanced with probiotics, omega fats, fibre, 
antioxidants, calcium, vitamins etc.  Currently this market segment is estimated to be worth 
C$6.6 billion10 with a per capita spend of approximately C$212 and every indication of rapid 
growth.    Canada’s institutions and research facilities are  well positioned to partner with UK 
companies to develop new and diverse products.   
 
The organic market continues to show steady growth and is estimated to be worth C$1 billion11.  
Supermarkets sold C$41212 million (£206 million) worth of certified organic food in 200613, a 
26% increase over 2005, representing 41% of total organic foods sales in Canada.   Consumers 
are purchasing organics for their perceived health benefits and in support of sustainable 
agriculture, a trend that can only grow as scientific evidence proves the benefits of organic 
consumption.    

As consumers become more environmentally conscious there will be further demand for food 
and beverage products to be packaged in biodegradable, recyclable or re-usable packaging.  
Consumers will want evidence that a manufacturer is ‘green’ and environmentally friendly.    
Supermarkets and retailers in general are encouraging customers to use re-usable shopping 
bags and charging fees for plastic bags.    

 
One of the main overriding drivers of trends in the market in Canada is the ever changing 
demographics that includes the age-related shopper14 (boomers, gen x and y), shifting 
immigration patterns, and economic factors as they pertain to the ‘have and have-nots’.  
 
  

                                          
8 Maritz Research 
9 Nutrition Business Journal in 2004 Canada’s functional food market was valued at C$2.7 billion, with     projected 
growth rate of 5-7% per annum.  
10 Agriculture and Agri-Food Canada data 
11 Canadian Grocer  
12 Organic Agriculture Centre of Canada (OACC)  
13 Latest confirmed figures 
14 By 2026, 21% of Canada’s population will be over 65 years of age.     
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Constraints, Regulations and Standards 
 
Contact details for Canadian Food Inspection Agency (CFIA) are provided in the Regulatory 
Contacts Section of this overview. 

   

Meat and Poultry:  Meat Inspection Act and Regulations and the Export and Import Permits Act. 

 

Before products are imported into Canada, the exporting country must be evaluated by the 
Canadian Food Inspection Agency.  The country must prove that they have a national meat 
inspection system, including a residue monitoring programme, equivalent to that of Canada. 
Also, the Canadian Food Inspection Agency must inspect and approve individual foreign 
manufacturing and processing companies before they are eligible to export their products to 
Canada.   

 
Dairy Products: Agricultural Products Act  
 
Butter, Cheddar Cheese, dry milk products and variety cheeses are regulated by the above Act.  
Each shipment must be accompanied by an Import Declaration and is subject to Import Control 
(Quota). 
 
Cheese and other dairy products are controlled under a Quotation System. Quotas are given to 
Canadian companies, and only those importers/distributors/retailers holding quota are able to 
import dairy products. 
 
The Meat and Dairy sectors are of particular importance to British producers, but there are also 
many other Acts and Regulations that govern the importation of food products into Canada. UK 
companies requiring further information should contact The Canadian Food Inspection Agency 
to obtain their “Guide to Importing Food Commercially”. 
 
Labelling:  Food and Drug Act and Regulations and the Consumer Packaging and Labelling Act 
and Regulations. 
 
All food packaged for consumer use and imported into Canada must comply with basic food 
labelling requirements. Labelling requirements include the common name of the food, a list of 
ingredients and components, the name and address of the responsible party, a net quantity 
declaration in metric and a “best before” date when required. Nutritional labelling is mandatory 
on pre-packaged goods, with few exceptions. The package must include a standard nutritional 
box with a detailed breakdown of contents based on a serving size. The format and information 
provided must comply with the Guidelines on Nutritional Labelling developed by Health Canada. 
All mandatory labelling information and nutritional labelling, other than the name and address 
of responsible party, is required to be declared in both French and English. Additional 
information on labelling is available from Canadian Food Inspection Agency. 
 
Natural Health Products Directorate: 
 
This department is part of Health Canada’s Health Products and Food Branch. It is responsible 
for setting new rules and regulations to govern the sale of natural health products. All products 
will be classified as either a food or a drug, the latter of which will require a Drug ID Number. 
Products are required to carry clear identification and instructions for use, warnings and 
cautions.   
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Product Codes: 
 
Product codes are not regulated by government, but rather administered by the not-for-profit 
standards council GS1 Canada (formerly the Electronic Commerce Council of Canada). Until 
2005 retailers required that the food merchandise they carry, other than alcoholic beverages, 
be labelled with a Universal Product Code (UPC), a 12 digit machine-readable code that 
identifies a consumer package. However, GS1 Canada agreed to 2005 Sunrise, an agreement 
designed to ease trade restrictions between Europe and North America. As a result, Canadian 
retailers can also scan and process European Article Number (EAN) codes. The new DataBar-
code is being tested in some Canadian supermarkets, while it will not replace the UPC code it is 
becoming very popular as it can store more information and can be used successfully on loose 
produce (fresh vegetables and fruit).   
 
For more information concerning product codes contact GS1 Canada (www.gs1ca.org)  
 
 
ALCOHOLIC BEVERAGES 
 
Market Size 
 
The sale of alcoholic beverages in Canada is controlled by Provincially-managed  monopolies 
and licensing systems. Each Provincial Commission or Board has it’s own set of rules/regulations 
that govern the purchasing, sale and distribution in their respective jurisdiction.  The provincial 
systems should not, however, be considered a deterrent to doing business in market.  The 
alcoholic beverage market in Canada is estimated to be worth $20 billion.  The Canadian 
industry has shown tremendous growth over the past 6 years with UK companies being well 
positioned to take advantage of continuing trends in key areas such as speciality beers, single 
malts and deluxe spirits. The UK exported approx C$189 million in 2008.    
 
The western provinces of Alberta, British Columbia and Saskatchewan have just announced the 
creation of a partnership designed to strengthen interprovincial and cross border trade.  This 
could have a very positive benefit to the alcohol beverage  industry in the West as it may lead 
to streamlined liquor distribution and regulations.  Business opportunities as a result of this 
partnership will become apparent in the near future.     
 
Trends in Market 
 
Consumers have developed tastes and are very knowledgeable about alcoholic beverages, a 
fact reflected in the steadily increasing demand for imported wines and high-end spirits. These 
categories continue to grow and are much less price-sensitive than imported beers. Prepared 
alcoholic beverages (RTD’s and coolers) are growing in popularity as they appeal to new 
consumers and those interested in trying something innovative whilst still enjoying their 
favourite flavours.     
 
Canada is considered a ‘nation of beer drinkers’; the market is dominated by a small number of 
global and North American companies. There is a quickly growing market for cheap “no frills” 
beer, which is comparable to standard domestic products but is retailed for a considerably 
cheaper price. This has pushed low-end domestic brands to reduce their prices in order to 
compete, and helped push a number of companies into mergers. Despite this, there continues 
to be a steady market for darker, tastier beers produced by the craft or microbreweries. 
 

www.uktradeinvest.gov.uk   Page 8 of 13 
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KEY METHODS OF DOING BUSINESS 
 
FOOD 
 
The appointment of a local distributor, who acts either as an importer or works in connection 
with a national broker, is usually the best way to enter the market.     Canada is a very large 
country and to ensure complete coverage it is necessary to appoint a distributor who has 
representation nation-wide, via a team of sales representatives and warehouses.      
 
Supermarkets and grocery chains, in some cases, will buy directly from manufacturers, however 
they usually stipulate that the supplier must have current sales experience in dealing with UK 
supermarkets.   
 
Many speciality food products are sold, on an exclusive basis, directly to independent food 
retailers, who specialise in the niche gourmet market.    
 
Trade shows are an effective avenue for launching new product lines, as distributors and agents 
take advantage of the many annual shows nation-wide and in the USA and Europe.    Many 
supermarkets and chains provide opportunities for in-store tastings. Direct marketing 
campaigns, flyer advertising, discount coupons, and giveaway deals are all used in marketing 
and advertising campaigns. 
 
E-Commerce as a method of selling groceries via Internet shopping is surviving in larger urban 
areas. It remains to be seen whether consumers will continue to support this method of grocery 
shopping, and it is unlikely to impact on traditional shopping.    
 
ALCOHOLIC BEVERAGES 
 
The best method of approaching this very competitive market is through the appointment of a 
local agent or representative. Many of the large agencies have offices/representatives in all of 
the major regions across the country. However, smaller agencies may only work within one 
region, if this is the case, it may be prudent to investigate the appointment of several different 
regional agents.   
 
 
Constraints, Regulations and Standards: 
 
Canadian provincial government liquor boards have exclusive control over Canada's alcoholic 
beverage retail pricing, listings, distribution and sales in most provinces.    Alberta is the only 
province that has deregulated the sale and distribution of alcoholic beverages. British Columbia 
started the process of deregulation in January 2003, but the project is currently on hold. Each 
province should be viewed as a separate market, as some regulations and requirements may 
differ between liquor boards.  
 
Canadian Standard Product Code (CSPC) 
 
The Canadian Standard Product Code is a six digit numeric code preceded by a "+" sign, used 
to universally identify alcoholic beverages marketed in Canada.   Provincial liquor control boards 
require that the CSPC be used on all individual bottles and cartons over 100 ml in size.  
 
It is recommended that companies seek guidance from the individual liquor boards with regard 
to use of product codes. 

www.uktradeinvest.gov.uk   Page 9 of 13 
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The Liquor Boards are all-different and operate independent of one another.   Obtaining a 
permanent listing for a beverage is the ultimate goal, however, shelf space is limited and not 
every supplier or product is viable.  There are year round time-limited presentations of 
products, usually by type (beer, whisky) and depending on consumer response a product may 
be invited back with a permanent listing.   Consumers and the hospitality sector may also take 
advantage of placing private orders thus providing opportunities for connoisseurs or restaurants 
to have exclusivity on particular brands/lines.   
 
Other background information on doing business in Canada can be found on UKTI’s website. 
Simply go to:  
https://www.uktradeinvest.gov.uk/ukti/appmanager/ukti/countries?_nfls=false&_nfpb=true&_p
ageLabel=CountryType1&navigationPageId=/canada  Where you will find information on:  
Economic background and geography, Customs and regulations, selling and communications, 
contacts and setting up a business, visiting and social hints/tips.  

MORE DETAILED SECTOR REPORTS 
 
 
 

 

 

 

 

 

 

 

 

 

 

Research is critical when considering new markets. UKTI provides market research services 
which can help UK companies doing business overseas including:  

• Overseas Market Introduction Service (OMIS). Bespoke research into potential 
markets, contacts and support during your visits overseas. 

• Export Marketing Research Scheme. Advice on market research and help to 
contact subsidised market research administered by the British Chambers of Commerce 
on behalf of UKTI.  

 
Contact your local International Trade Advisor if you are interested in accessing these services, 
or for general advice in developing your export strategy. 
 
When considering doing business in Canada, it is essential to obtain legal, financial and taxation 
advice. For further details, please contact: 
 
Valerie Strand, Trade Officer 
UK Trade and Investment/British Consulate-General 
777 Bay Street, Suite 2800 
Toronto, ON. M5G 2G2 
Tel: 001 416 593 1290 x2229 
Fax: 001 416 593 1229 
Email:  Valerie.strand@fco.gov.uk 
Web:  www.uktradeinvestcanada.org  
 

PUBLICATIONS 
L'ALIMENTATION FOOD IN CANADA 
W: www.l-alimentation.com  W: www.foodincanada.com 
  
BAKERS JOURNAL FOODSERVICE AND HOSPITALITY 

MAGAZINE W: www.bakers.retailfoodservice.com 
W: www.foodserviceworld.com CANADIAN GROCER 
 W: www.cdngrocer.com 
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GROCER TODAY MAGAZINE 
W: www.canadawide.com 
 

RESTAURANT NEWS 
W: www.can-restaurantnews.com  

EVENTS 
 
CANADIAN COFFEE AND TEA SHOW  
W: www.coffee-teashow.ca  
 
CANADIAN HEALTH FOODS SHOW(S) 
W: www.chfa.ca 
 
CANADIAN RESTAURANT AND 
FOODSERVICES ASSOCIATION SHOW 
W: www.crfa.ca 
 

FOOD AND WINE EXPO 
W: www.foodandwineexpo.ca  
 
GROCERY INNOVATIONS CANADA 
W: www.groceryinnovations.com 
 
SIAL  
W: http://www.sial-canada.com   
  

 
 
 
 

 

 

 

 

UK Trade & Investment’s Tradeshow Access Programme (TAP) can help eligible UK 
businesses take part in overseas exhibitions. Attendance at TAP events offers significant 
benefits: 

• possibilities for business opportunities both at the show and in the future  
• a chance to assess new markets and develop useful contacts  
• grants are available if you meet the criteria  
• UKTI staff overseas will be available to assist delegates 

 
Details of TAP events can be found in the Events portlet on the Canada page.   
 
Other Market Visit Support may be available via your local International Trade Advisor. 
 

CONTACT LISTS 
CANADIAN BREWERS ASSOCIATION 
W:  www.brewers.ca 
 
CANADIAN HEALTH FOOD ASSOCIATION 
W:  www.chfa.ca 
 
 
 

CANADIAN RESTAURANT AND 
FOODSERVICE ASSOCIATION 
W: www.crfa.ca  
 
ASSOCIATION OF CANADIAN DISTILLERS 
(SPIRITS CANADA)  
W: www.canadiandistillers.com 

 
REGULATORY CONTACTS 
 
AGRICULTURE AND AGRI-FOOD CANADA 
W: www.ats.agr.gc.ca  
 
CANADA BORDER SERVICES (Customs and 
Excise)   
Tel: 001 204 983 3500  
W: www.cbsa-asfc.gc.ca 
 
CANADIAN FOOD INSPECTION AGENCY 
W: www.inspection.gc.ca   
 
 

 
 
 
CONSUMER PACKAGING AND LABELLING 
ACT AND REGULATIONS 
W: http://lois.justice.gc.ca/en/C-38/C.R.C.-
c.417/  
 
FISHERIES AND OCEANS CANADA 
W: www.dfo-mpo.gc.ca/ 
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FOOD AND DRUGS ACT AND 
REGULATIONS 
W: http://laws.justice.gc.ca/en/F-
27/http://www.hc-sc.gc.ca/fn-
an/legislation/acts-lois/fda-
lad/index_e.html 
 
 
FOREIGN AFFAIRS AND INTERNATIONAL 
TRADE (DFAIT) 
Export and Import Controls Bureau 
W: www.dfait-maeci.gc.ca 
www.international.gc.ca/international/index
.aspx 

 
 
GS1 CANADA 
W: www.gs1ca.org/home.asp 
 
HEALTH CANADA 
W: www.hc-sc.gc.ca  
 
NATURAL HEALTH PRODUCTS 
DIRECTORATE (part of Health Canada) 
W: www.hc-sc.gc.ca/dhp-
mps/prodnatur/index-eng.php

 
 
 
 
 
 
 
 
 
 
 
 
 

UKTI’s International Trade Advisers can provide you with essential and impartial advice 
on all aspects of international trade. Every UK region also has dedicated sector specialists 
who can provide advice tailored to your industry. You can trace your nearest advisor by 
entering your postcode into the Local Office Database on the homepage of our website. 
 
For new and inexperienced exporters, our Passport to Export process will take you through 
the mechanics of exporting. An International Trade Adviser will provide professional advice 
on a range of services, including financial subsidies, export documentation, contacts in 
overseas markets, overseas visits, translating marketing material, e-commerce, subsidised 
export training and market research. 
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http://www.hc-sc.gc.ca/fn-an/legislation/acts-lois/fda-lad/index_e.html
http://www.hc-sc.gc.ca/fn-an/legislation/acts-lois/fda-lad/index_e.html
http://www.dfait-maeci.gc.ca/
http://www.international.gc.ca/international/index.aspx
http://www.international.gc.ca/international/index.aspx
http://www.hc-sc.gc.ca/
http://www.hc-sc.gc.ca/dhp-mps/prodnatur/index-eng.php
http://www.hc-sc.gc.ca/dhp-mps/prodnatur/index-eng.php


Food and Drink – Canada  

 

www.uktradeinvest.gov.uk   Page 13 of 13 


	OVERVIEW
	OPPORTUNITIES
	CHARACTERISTICS OF MARKET
	KEY METHODS OF DOING BUSINESS
	MORE DETAILED SECTOR REPORTS
	PUBLICATIONS
	EVENTS
	CONTACT LISTS

