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Tipman’s Trade Tip

As	you	prepare	for	2021,	take	time	to	reflect	on	the	many	challenges	that	came	your	
way	 over	 the	 past	 9	months	 and	 how	 you	were	 able	 to	 adapt.	 	Think	 about	 what	
worked	 well	 and	 what	 you	 would	 do	 differently.	 	Take	 what	 you	 learned	 this	 year	
and	incorporate	the	most	important	of	these	elements	to	your	plans	for	the	next	12	
months.				

As	I	reflect	on	2020,	there	is	little	doubt	that	the	international	trading	system	
has	experienced	significant	challenges	brought	on	by	the	COVID-19	pandemic.		
According	to	statistics	from	the	World	Trade	Organization,	global	merchandise	trade	
was	down	21%	 in	US	dollar	 terms	and	17%	 in	 volume	 terms	 in	 the	 second	quarter	
compared	to	the	same	time	last	year.	When	looking	at	the	services	sectors,	trade	in	
these	areas	was	affected	in	a	more	significant	way,	dropping	29%	in	dollar	terms	and	
23%	in	volume	terms	over	the	same	period.

Given	 the	challenges	we	all	 faced	with	many	countries	 limiting	 international	 travel,	
often	closing	their	borders	for	non-essential	movement,	many	of	us	had	to	adapt	to	
new	ways	of	conducting	business.		In	a	short	time,	frame,	we	have	become	experts	in	
using	online	platforms	such	as	Zoom,	Skype,	Microsoft	Teams,	WhatsApp	and	many	
others.		In	fact,	I	would	not	be	surprised	to	learn	that	one	of	the	phrases	that	was	used	
the	most	in	2020	is	“you are on MUTE”!  

At	TFO	Canada,	we	have	also	adapted	offering	more	of	our	 services	online.	We	have	also	worked	 in	 a	more	
meaningful	way	with	consultants	on	the	ground.		Furthermore,	our	training	places	a	greater	emphasis	on	how	to	
use	digital	tools,	online	marketing	and	leveraging	e-commerce	platforms.		Trade	promotion	activities	have	also	
gone	online	and	we	participated	in	virtual	tradeshows	such	as	SIAL	Canada	and	the	Apparel	Textile	Sourcing	–	
Virtual.		

Looking	 ahead	 to	 2021,	 there	 is	 a	 growing	 consensus	 that	 progress	 towards	 a	 Coronavirus	 vaccine	 will	 be	
instrumental	 in	 restoring	consumer	and	 investment	confidence	over	the	course	of	2021,	 thus	contributing	to	
trade	volumes	recovering	to	their	pre-pandemic	levels.		That	said,	some	experts	state	that,	even	though	trade	
will	respond	quickly	as	demand	recovers,	it	may	take	until	2022	to	reach	pre-pandemic	volumes	again.	We	can	
also	anticipate	further	advancements	on	trade	agreements	in	the	multilateral	trading	system.		Two	agreements	
that	are	of	particular	importance	to	countries	with	whom	TFO	Canada	works	are	the	African	Continental	Free	
Trade	Area,	which	includes	54	African	countries,	and	the	Regional	Comprehensive	Economic	Partnership,	which	
has	15	member	countries	accounting	for	30%	of	the	world’s	population.

Through	these	unprecedented	times,	by	working	together	with	our	network	of	stakeholders,	TFO	Canada	shall	
remain	ever	vigilant	in	the	delivery	of	our	mission	of	improving	lives	through	the	creation	of	sustainable	trade	
partnerships	for	exporters	from	developing	countries	with	Canadian	and	foreign	buyers.
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IT IS EASY TO  
REPLICATE A PAVILION OR 
BOOTH AND CREATE A  

DIGITAL TWIN. HOWEVER, IT IS 
NOT AS EASY TO REPLICATE  

THE VALUABLE HUMAN  
INTERACTIONS AND  

NETWORKING.

By Marcus Ewert-Johns 
  
Covid-19	has	forced	many	of	us	to	change	how	we	conduct	business.	Many	organizations	closed	their	offices	and	
asked	teams	to	work	from	home.	If	your	role	is	sales,	being	at	home	poses	some	challenges	when	trying	to	build	
new	contacts	and	make	product	introductions.	

By	now,	all	of	us	are	very	familiar	with	the	shift	away	from	face-to-face	meetings	to	the	telephone	or	video	
conference	platforms	such	as	Zoom,	Teams	or	Meet.	Many	will	recall	an	adjustment	period	getting	used	to	the	
technology,	finding	the	best	location	at	home	with	good	background	and	lighting,	deciding	on	appropriate	
wardrobe	and	mitigating	background	disturbances	from	family	members	and	pets.	

Trade	shows	and	trade	missions,	a	ubiquitous	tool	in	the	export	sales	and	marketing	toolkit,	have	historically	been	
a	cost-effective	way	to	meet	many	contacts	in	a	short	period	of	time.	Unfortunately,	pandemic	restrictions	have	
curtailed	many	of	these	conventions	and	events.	Fortunately,	technology	is	filling	this	critical	business	gap.	

Over	the	last	nine	months,	TFO	Canada	has	participated	in	several	virtual	
trade	 events	 and	 some	 key	 highlights	 and	 lessons	 learned	 are	 worth	
sharing	as	best	practices.

Technology: Simpler is better

Replicating	 large-scale	events	online	does	not	always	work	well.	Many	
specialized	virtual	trade	show	platforms	are	complex.	Every	platform	is	
different,	and	some	try	to	replicate	concepts	from	popular	video	games	
and	 their	 virtual	worlds.	 It	 is	 easy	 to	 replicate	 a	 pavilion	or	 booth	 and	
create	a	digital	twin.	However,	it	is	not	as	easy	to	replicate	the	valuable	
human	 interactions	 and	 networking.	 Participants	 are	 first	 challenged	
by	having	to	 learn	the	platform	and	then	begin	their	quest	to	discover	
exhibitors	 and	 products	while	 navigating	menus	 and	 virtual	 exhibition	
halls.	Conversations	 by	 chat	 can	 be	 impersonal.	 Passive	 presentations	
can	 feel	 like	 “talking	 heads”.	All	 this	 can	 quickly	 lead	 to	 frustration	 and	 disinterest.	An	 application	 like	Zoom	
does	a	better	 job	promoting	dialogue	than	many	specialized	trade	show	applications.	This	 is	 likely	why	virtual	
trade	missions	which	directly	link	exporters	with	importers	through	applications	like	zoom	are	perceived	as	more	
successful	than	virtual	exhibitions.

Success	will	flow	from	managing	expectations.	Try	and	use	a	technology	platform	that	is	simple	and	familiar	to	your	
audience.	Keep	in	mind	that	an	app	or	software	which	is	popular	in	North	America	may	not	be	the	most	popular	
or	useful	 in	other	 regions	due	 to	cultural,	 technological	or	 legal	 reasons.	Also	keep	 in	mind	 that	not	everyone	
has	access	to	the	same	level	of	high-speed	internet	and	some	razzle	dazzle	features	may	not	play	well	with	your	
audience.

Focus: Smaller is better

Anyone	that	has	participated	in	a	Zoom-like	call	will	be	aware	that	generally	the	value	and	utility	decreases	as	the	
number	of	participants	increases	and	the	agenda	becomes	cumbersome.	Participants	want	to	participate!	As	a	
group	gets	larger	people	can	disengage	and	fade	into	the	background.	Engagement	can	also	suffer	as	participants	
get	distracted	by	phone	 calls,	 emails	 and	other	 interruptions,	or	 simply	because	 they	discover	an	exciting	 cat	
video	on	YouTube.	To	encourage	engagement,	it	is	best	to	focus	the	topic	of	a	session	and	keep	the	number	of	
participants	small.	More	will	be	gained	from	targeted	discussions	which	will	encourage	more	conversation.	

Continues on the next page

THE FUTURE OF TRADE SHOW AND TRADE MISSIONS
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Networking	 is	 also	enhanced	 this	way.	One	great	example	are	 the	 small	groups	of	professionals	who	have	 set-
up	weekly	coffee	and	cocktail	events	to	stay	in	touch	with	their	peers.	Other	groups	have	popularized	“lunch	and	
learns”	so	small	groups	can	explore	a	unique	topic	or	issue.

Hybrid: Anchor the virtual in reality

In	 addition	 to	 technology	 limiting	 fulsome	 interactions	 between	 people	 it	 has	 also	 limited	 their	 interactions	
with	objects	such	as	products.	Companies	that	have	embraced	a	hybrid	approach	have	had	greater	success	with	
virtual	 events.	 Some	 have	 sent	 product	 samples	 such	 as	 garments	 or	 food	 items	 to	 their	 contacts	 ahead	 of	 a	
digital	presentation	and	discussion.	This	has	allowed	the	potential	buyer	 to	 interact	with	 the	product	 in	a	more	
traditional	manner.	Many	organizations	have	also	adopted	the	hybrid	approach	to	improve	the	richness	of	online	
presentations.	Chambers	of	commerce	have	broadcast	awards	ceremonies	with	presenters	appearing	on	stage	in	
full	 regalia	while	 the	audience	participated	virtually.	Some	sporting	events	have	 continued	with	 cardboard	 cut-
outs	of	fans	rather	than	live	audiences.	The	more	exciting	ones	have	found	ways	for	audiences	to	participate	in	the	
stadium	virtually	by	leveraging	technology	to	recreate	the	atmosphere	of	being	there.	Be	creative	and	find	ways	
to	blend	traditional	elements	with	technology	to	enrich	the	experience	while	still	respecting	social	distancing	and	
other	health	guidelines.

Data: The new gold

It	 is	 also	 important	 to	 learn	 how	 to	 best	 leverage	 available	 technology.	The	 shift	 to	 digital	 creates	 significant	
opportunities	to	gather	business	intelligence	which	is	worth	more	than	gold	for	a	business.	Information	can	include	
essential	details	about	customers,	their	profiles	and	interests.	 Insights	can	be	gained	from	how	visitors	navigate	
through	content	and	what	catches	 their	eyes,	and	what	materials	are	most	downloaded.	Serious	players	 in	 the	
digital	world	invest	heavily	in	data	capture	because	it	can	tell	a	lot	about	individual	human	behaviour	and	how	sales	
pitches	can	be	customized	for	a	particular	audience.

As	we	head	into	2021,	concerns	around	the	pandemic	are	likely	to	continue	and	new	ways	of	delivering	trade	shows	
and	missions	will	continue	to	be	explored.	Keep	in	mind	that	a	virtual	trade	mission	is	about	creating	interest	in	a	
product	to	gain	sales	leads,	developing	deeper	relationships	with	potential	customers	and	ultimately	concluding	a	
commercial	transaction.	Smart	use	of	technology	can	definitely	help	a	business	achieve	its	export	targets.

NEW STAFF  
Fadi Bassily 
Project Manager - Trade Support Services 

Fadi	Bassily	is	responsible	for	the	promotion	of	TFO	Canada’s	mission	to	its	stakeholders	
through	 the	 management	 of	 the	 organization’s	 online	 platforms,	 capacity-building	
exporter	training,	trade	show	support	and	the	tracking	of	program	results.	He	also	works	
in	close	cooperation	with	 the	 regional	project	managers	 to	develop	communications	
strategies	in	support	of	project	activities.		

Fadi’s	 experience	 in	 trade	 export	 &	 import	 in	 different	 countries	 helped	 him	 better	
understand	 the	needs	of	all	 International	Trade	Stakeholders,	 including	exporter	and	
importer	 SMEs.	 Fadi	 also	 has	 experience	working	 at	 a	 consulting	 firm,	managing	 &	
preparing	market	studies	and	business	plans	for	different	companies	around	the	globe.	

Fadi	 holds	 a	master’s	 degree	 in	 international	 business	 administration,	 from	ESLSCA	
business	school,	Paris,	France;	and	an	International	Trade	Certificate,	from	Université	
du	Québec	à	Montréal	(UQÀM),	Québec,	Canada.		He	was	also	assigned	as	a	volunteer	
mentor	for	Youth	Startups”	project	by	the	UN.	



The	Canadian	Coffee	Market
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We	are	pleased	to	announce	the	release	of	our	new	Market	Information	Paper	(MIP)	for	the	Coffee	sector.	This	guide	
includes	information	about	the	coffee	industry	in	Canada	providing	details	about	how	importers	can	leverage	the	Ca-
nadian	market.	The	full	guide	will	be	available	on	our	website	January	11th,	2021	in	English,	French	and	Spanish.	You	
must	be	registered	with	us	to	access	the	full	document.

Executive	Summary
TFO	Canada’s	latest	MIP		focuses	on	the	Canadian	market	for	green	beans	(caffeinated,	under	the	HS	category	090111)	
given	the	majority	of	TFO’s	client	countries	export	coffee	in	this	form.	

Canadians	are	big	coffee	drinkers,	making	it	one	of	the	largest	coffee	consuming	countries	 in	the	world.	 Imports	of	
green	beans	into	Canada	reached	209	million	Kgs	in	2019	(CAD$805	million),	more	than	60%	of	which	were	organically	
certified	beans.	On	a	per	capita	basis,	Canadians	consume	more	coffee	than	the	United	States	or	Britain.

Latin	America	 (Colombia	and	Brazil	 leading	the	way)	 is	 the	most	 important	exporting	region	of	green	coffee	beans	
to	Canada	(180	million	Kgs	or	86%	of	the	total	volume	in	2019),	followed	by	Asia	(Indonesia	and	Vietnam	lead)	and	
Africa	(Ethiopia,	Kenya	and	Uganda	lead).	Over	40	countries	exported	green	coffee	beans	to	Canada	in	the	same	year,	
making	Canada	an	extremely	competitive	marketplace.	Most	of	the	roasting,	blending	and	packaging	occurs	in	Canada	
once	the	green	beans	have	been	imported	and	cleared.	There	are	several	large	roasting	companies	and	many	smaller	
roasters,	totalling	close	to	300	roasting	facilities.

Like	in	so	many	sectors	of	the	economy,	the	COVID-19	pandemic	has	had	an	adverse	effect	on	coffee	imports,	processing	
and	consumption	in	Canada.	It	is	obviously	difficult	to	predict	when	these	sub-sectors	will	return	to	any	form	of	normalcy	
and	growth.	Assuming	it	eventually	will,	exporters	should	expect	to	find	opportunities	in	smaller	batches	along	with	
specialty	coffees	provided	they	offer	distinctive	or	unique	green	beans	that	stand	out	from	competing	suppliers.

Consumption	 in	Canada	 is	highly	 influenced	by	 the	palate	and	 it	 is	all	 about	 the	bean	 itself:	how	 it’s	been	 farmed,	
the	social	ethics	behind	the	brand,	its	sustainable	and	environmentally	friendly	practices,	and	what	certifications	the	
exporter	has	in	place;	in	addition	to	taste,	aroma	and	other	coffee	bean	attributes.

The	exporter	should	focus	on	developing	a	product	that	is	distinctive	and	unique.	The	Coffee	Market	Report	produced	
by	TFO	Canada,	as	well	as	the	resources	made	available	on	the	internet	are	great	tools	the	exporter	can	use	to	prepare	
and	develop	an	export	offer	that	will	incorporate	these	factors.	The	Coffee	Market	Report	identifies	many	of	the	tools	
available	to	exporters	form	TFO	client	countries.

https://www.tfocanada.ca/home.php


Organic,	Ethnic	and	Fairtrade	Foods		
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The	updated	version	of	our	Organic,	Ethnic	and	Fairtrade	Foods	Market	Information	Paper	(MIP)	contains	insights	on	
the	growing	ethnic	food	market	and	consumer	behaviors.	It	also	analyzes	the	Canadian	market	for	products	found	in	the	
organic,	ethnic,	and	fair-trade	consumer	sector	while	providing	exporters	with	key	information	they	can	use	to	leverage	
the	Canadian	market.	The	full	guide	will	be	available	on	our	website	January	11th,	2021	in	English,	Spanish,	and	French.	
You	must	be	registered	with	us	to	access	the	full	document.			

Executive	Summary	
Canada	is	the	6th	largest	organic	market	globally,	with	North	America	(United	States	and	Canada)	accounting	for	52%	
of	the	sales	of	organic	foods	globally.	In	2018,	Canadian	retail	sales	of	organic	products	reached	CAD	$4.94	billion.	The	
organic	sector	increased	its	market	share	of	1.7%	in	2012	to	3.2%	in	2018.	This	growth	is	experienced	across	the	industry,	
including	grocery	market	sales,	foodservice	sales,	value-added	goods	manufacturing,	and	primary	production	acreage.	
This	Market	Information	Paper	shows	that	imports	of	organic,	ethnic	and	Fairtrade	foods	reached	a	total	of	CAD$1.9	in	
2018,	with	growing	opportunities	for	businesses	to	enter	and	expand	their	supplies	within	this	niche	market.	

The	demand	for	foods	within	this	sector	is	tied	to	Canada’s	growing	immigration	numbers,	ethnically	diverse	population	
and	increased	consciousness	among	consumers	regarding	the	health	benefits	of	organic	foods.	While	all	industries	are	
being	cautious	on	account	of	the	COVID-19	pandemic,	the	organic	sector	appears	to	be	steady	and	growing,	with	grocery	
sales	amounting	to	CAD$6.9	billion	with	a	retained	market	share	of	3.2%	in	2020.

Consumers	purchase	the	food	in	this	sector	through	mainstream	retailers	like	Wal-Mart,	Loblaws	and	Metro;	in	large	
ethnic	supermarkets	like	T&	T;	from	natural	food	stores;	from	direct	farmer	channels;	drug	stores,	and	online	purchases.	
Most	supermarkets	now	have	aisles	and	sections	dedicated	to	organic,	ethnic,	and	international	foods	making	access	
and	shopping	easy	for	consumers.		

We	were	able	to	use	available	statistical	information	to	decipher	the	most	imported	certified	organic	products	into	Canada	
(coffee,	bananas,	strawberries	and	olive	oil)	and	where	they	came	from	(e.g.,	U.S.,	Mexico	and	Peru).	Also,	we	looked	at	
where	opportunities	lie	for	new	products	and	which	countries	are	expanding	their	exports	the	most.	For	example,	in	the	
ethnic	food	category,	supplies	from	India,	Thailand,	Vietnam,	among	other	Asian	countries,	are	steadily	increasing	with	
opportunities	to	supply	products	such	for	sauces	and	preparations,	semi	wholly	milled	rice	and	frozen	shrimp	or	prawns.

Suppliers	should	carefully	research	the	market	entry	requirements	in	this	sector	to	ensure	they	meet	the	certification,	
packaging	and	labelling	standards	that	govern	organic	products.	Most	of	the	foods	in	this	sector	come	in	through	the	
same	distributions	channels	as	regular	food.	

https://www.tfocanada.ca/home.php
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Asia

Africa & Haiti

During	 October	 to	 December	 2020,	 the	 Asia	 team	 will	 work	
actively	 with	 TSI	 partners	 and	 SMEs	 in	 delivering	 virtual	 and	
hybrid	(part	virtual	and	part	face-to-face)	program	activities.

Under	Export	Launchpad	Bangladesh,	the	first	component	of	this	
project	was	successfully	completed	in	October	2020	involving	the	
development	and	delivery	of	a	train-the-trainers	(ToT)	program	
to	 32	 participants	 (15	men	 and	 17	women)	 from	 9	TSIs/TPOs/
BSOs.	

Under	Women	 in	 Trade	 for	 Inclusive	 and	 Sustainable	 Growth	
(WITISG)	 project,	 the	Asia	 team	 held	 several	 online	 meetings	

with	all	stakeholders	in	the	5	target	countries	in	order	to	finalize	the	implementation	agreements.	

Under	Canadian	Trade	and	Investment	Facility	for	Development	(CTIF),	the	Asia	team	is	currently	managing	2	projects:	
CTIF	VIETNAM	and	CTIF	ASEAN.	The	final	phase	of	CTIF	VIETNAM	project	was	successfully	completed	in	November	
2020.	Three	hundred	SMEs	from	three	sectors	(Apparel,	Furniture/Handicraft	and	Agri-food/Seafood)	were	trained	and	
27	of	them	benefitted	from	1-on-1	consultations	with	Vietnamese	trainers	and	TFO	Canada	experts.	Please	see	here	 

Under	CTIF	ASEAN	project,	TFO	Canada	 supported	 the	Organic	 Food	Associations	of	Thailand,	 Indonesia,	Vietnam	
and	Cambodia	to	enhance	the	capacity	of	organic	producers,	particularly	women-led	SMEs,	to	increase	their	business	
opportunities	in	the	Canadian	market	and	adapt	their	production	processes	to	meet	Canadian	organic	standards.	Virtual	
SME	trainings	and	1-on-1	consultations	took	place	in	November	2020,	for	all	4	countries.

TFO	 Canada	 Africa	 team	 participated	 in	 several	 webinars	
on	 the	 continent	 including	 the	 advantages	 of	 the	 Africa	
Continental	Free	Trade	Area	(AfCFTA)	agreement	for	women	
entrepreneurs	 and	 an	 E2C	 webinar	 with	 the	 South	 African	
Consulate	in	Toronto	to	promote	exports	from	WESGRO	and	
the	Eastern	Cape.

Through	the	WIT	Project	under	the	Women	Exporter	Fund,	TFO	
Canada	sponsored	three	companies	from	Uganda	and	Ethiopia	
to	 participate	 in	OWIT	 Nairobi’s	 virtual	 trade	 conference	 in	
September	2020.

Under	the	WIT	Project,	TFO	Canada	signed	agreements	with	
Egypt’s	 Economic	 and	 Commercial	 Bureau	 in	 Montreal	 and	

the	Center	 for	Accelerated	Women’s	 Economic	 Empowerment	 (CAWEE)	 to	 implement	 the	 five-year	 project	 and	
activity	agreements	with	the	Ghana	Export	Promotion	Agency	and	Kenya	Export	Promotion	and	Branding	Agency	to	
participate	in	the	Apparel	and	Textile	Sourcing	Virtual	trade	show	for	Canada.	

Continues on the next page

https://youtu.be/lC7flUXQKdc
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Latin America & the Caribbean

ACCESS CANADA GUIDE AVAILABLE IN PORTUGUES 

Women	in	Trade	for	Inclusive	and	Sustainable	Growth	(WIT)

The	Latin	American	team	finalized	the	partnership	agreements	with	all	the	implementing	partners	in	Peru,	Colombia,	
Honduras	and	Guatemala.	Between	October	and	November,	the	team	held	several	meetings	with	each	of	the	partners	
to	discuss	the	agreements	and	to	plan	the	initial	implementation	of	the	project.	By	December,	a	commitment	letters	
to	start	the	implementation	of	the	projects	were	signed	with	PROCOLOMBIA,	Cámara	de	Comercio	e	Industria	de	
Cortes	from	Honduras,	and	PROMPERU.	

Local	consultants	were	hired	for	the	project’s	initial	activities.	These	include		carrying	out	gender-sensitive	country	
research	in	the	four	countries	to	identify	specific	environmental	and	human	rights/governance	issues	in	the	selected	
economic	sectors;	and	conducting	Gender	Equality	and	Social	Inclusion	capacity	building	programs	for	the	lead	TSIs’	
senior	management.	The	team	also	designed	the	consultancy	to	implement	a	Training	of	Trainer	program	on	export	
readiness	services	in	Honduras.		

Many	SME	exporters	and	TSIs	from	the	region	were	supported	with	information	on	the	Canadian	market.	Likewise,	
Canadian	 importers	were	supported	to	 identify	suitable	SME	suppliers.	Through	TFO	Canada’s	website,	the	team	
made	available	on	a	weekly	basis	relevant	news,	articles	and	tools	in	Spanish	for	SMEs,	TSIs	and	buyers.	In	October,	
the	team	promoted	TFO	Canada’s	Trade	Information	Services	with	TSIs	from	8	Caribbean	countries.		

Program Updates – Africa & Haiti Cont’d

Local	market	research	under	the	LUME	and	WIT	Projects	was	concluded	in	Ethiopia,	Uganda,	Lesotho,	Madagascar,	
Haiti,	Mozambique	and	Morocco.

The	 Africa	 team	 launched	 the	 Gender	 Equality	 and	 Social	 Inclusion	 Executive	 Seminar	 Series	 for	 partners	 in	
Madagascar,	Uganda,	Ethiopia	and	Lesotho.	In	total,	senior	management	and	board	members	of	15	trade	support	
institutions	(TSIs)	will	receive	capacity	building	through	a	local	Gender	expert.	It	is	expected	that	each	institution	will	
revise	strategies	to	further	mainstream	gender	equality	and	social	inclusion	in	their	policies	and	programmes	at	the	
end	of	this	training.

TFO	Canada	signed	an	agreement	with	UN	Women	Mali,	the	Malian	Export	Agency,	the	Mali	Women	Business	Center,	
the	Malian	Agency	for	the	Promotion	of	Investments	and	the	Republic	of	Mali	Embassy	to	Canada,	to	develop	the	
export	capacity,	marketing	and	e-commerce	skills	for	36	Malian	trainers.	The	trained	trainers	will	then	train	up	to	250	
Malian	businesswomen	who	will	register	in	TFO	Canada’s	Foreign	Supplier	database	with	the	aim	of	developing	trade	
relations	with	Canadian	importers.

EXPORT TO CANADA NEWS

With	 the	 support	of	our	partners,	 the	Ministry	of	Foreign	Affairs	of	Brazil	 and	 the	Consulate	General	of	Brazil	 in	
Montreal,	TFO	Canada	now	offers	the	“Access	Canada:	A	Guide	on	Exporting	to	Canada”	in	Portuguese.	The	full	guide	
will	be	available	on	our	website	January	11th,	2021	in	English,	French,	Spanish	and	Portuguese.	We’d	like	to	thank	
our	partners	for	their	support.

You	must	be	registered	with	us	to	access	the	full	document.

https://www.tfocanada.ca/home.php
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Handmade Futures Summit 

23 & 24 September 2020

The	 Africa	 Team	 collaborated	 with	 our	 partner	
Trade+Impact	for	the	Handmade	Futures	Summit,	
a	 virtual	 tradeshow	 and	 conference	 for	 African	
women	 artisans,	 social	 enterprises,	 and	 buyers.	
TFO	Canada’s	booth	 received	many	visits	and	we	
made	new	contacts	 through	“speed	networking.”	
Approximately	 30	 SMEs	 and	 25	 buyers	 were	
encouraged	 to	 register	 on	TFO	Canada’s	 Foreign	
Supplier	 Database.	 TFO	 Canada	 provided	
translation	for	two	Francophone	exhibitors	and	shared	our	Export	Market	Strategy	
Canvas	and	Pricing	Worksheet	for	the	show’s	digital	gift	bag.	The	Africa	Program	
Director	 spoke	 at	 the	 closing	 session	 to	 promote	TFO	Canada	 services	 to	SME	
exporters	in	the	handmade	sector.

SIAL 2020  
September 28 to October 2, 2020

TFO	Canada	 participated	 at	 the	Virtual	SIAL	Canada	
Show	from	September	28th	to	October	2nd,	2020.	

The	TFO	Canada	team	had	the	opportunity	to	network	
with	and	e-meet	exhibitors.	Our	booth	had	42	visitors	
and	 the	 team	 had	 virtual	 meetings	 to	 present	 its	
services	to	interested	parties.

Africa Continental Free Trade Area (AfCFTA) 
Agreement Webinar  

October 20, 2020 

TFO	Canada	developed	a	new	partnership	with	the	Africa	
Trade	Policy	Centre	(ATPC)	of	the	Economic	Commission	
for	Africa.	We	jointly	delivered	our	2nd	webinar	in	French	
in	October	on	the	AfCFTA	Agreement	for	55	SMEs	based	
in	Africa.	Aïssatou	Diallo,	a	Gender	and	Trade	Expert	with	
ATPC	was	the	main	speaker.	The	Webinar	Series	explains	
how	provisions	in	the	AfCFTA	Agreement	can	be	leveraged	
to	 advance	 opportunities	 for	 women	 entrepreneurs	 and	
traders,	and	the	benefits	of	women	engaging	 in	national	
processes	 to	 implement	 the	 AfCFTA.	 You	 can	 listen	 to	
the	 recorded	Webinar	Series	 in	 French or English	on	our	
website.	

SPOTLIGHT ON TFO CANADA ACTIVITIES

https://www.tfocanada.ca/webinarsview.php?view=56
https://www.tfocanada.ca/webinarsview.php?view=53
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Apparel and Textile Souring Virtual Trade Show   

October 26 – 30 2020

The	Africa	 team	participated	 in	 the	Apparel	 and	Textile	
Sourcing	 Virtual	 Trade	 Show	 Canada	 in	 October	 2020	
where	 three	 companies	 from	 Egypt,	Ghana	 and	 Kenya	
were	 sponsored	 and	 coached	 on	 how	 to	 meet	 buyers	
and	market	their	products	virtually.	TFO	Canada	hosted	a	
virtual	session	to	promote	the	benefits	of	African	suppliers	
featuring	representatives	from	Kenya	Export	Promotion	
and	Branding	Agency,	Ghana	Export	Promotion	Agency	
and	 Egypt	 Economic	 and	Commercial	Affairs	Consul	 in	
Montreal.	Steve	Tipman	delivered	a	presentation	on	the	
behalf	 of	 TFO	 Canada “Trade Facilitation Office (TFO) 
Canada:  Your partner in sourcing products from developing 
countries.”

Training of Trainers: Export Launchpad Bangladesh  
July-October 2020

TFO	 Canada	 in	 partnership	 with	 Business	 Promotion	
Council	 (BPC)	 of	 Bangladesh,	 organized	 a	 Training	 of	
Trainers	(ToT)	on	international	trade	with	the	objective	of	
building	a	pool	of	trainers	that	will	deliver	trade	training	
and	support	services	to	Bangladeshi	Small	and	Medium-
sized	 Enterprise	 (SME)	 exporters.	 The	 virtual	 ToT	 was	
attended	by	32	trainers	(17	women	and	15	men)	from	09	
Trade	Support	Institutions.	For	more	details	click	here	

SPOTLIGHT ON TFO CANADA ACTIVITIES

TFO Canada 40th Anniversary!  

November 26 2020 

On	 November	 26,	 2020	 TFO	 Canada	 celebrated	 its	 40-
year	 anniversary.	 TFO	 Canada	 has	 been	 improving	 lives	
through	 the	 creation	of	 sustainable	 trade	partnerships	 for	
exporters	 from	 developing	 countries	 with	 Canadian	 and	
foreign	 buyers.	 Founded	 in	 1980	 by	 an	 act	 of	 parliament,	
TFO	 Canada	 has	 been	 the	 primary	 Canadian	 provider	 of	
information,	 advice	 and	 buyer	 contacts	 for	 exporters	 in	
developing	and	transition	economies.

The	event	was	attended	by	Honourable	Mary	Ng,	Canadian	
Minister	 of	 Small	 Business,	 Export	 Promotion	 and	
International	 Trade,	 International	 Islamic	 Trade	 Finance	
Corporation’s	 CEO,	 Eng.	 Hani	 Salem	 Sonbol,	 Ms.	 Pamela	
Coke-Hamilton,	 Executive	 Director,	 International	 Trade	
Centre,	 Representatives	 from	 Global	 Affairs	 Canada,	 and	
many	of	our	partners	in	trade	and	development.		

You	can	access	the	press	release	for	the	event	here.	

Webinar: Challenges of women exporters in Pandemic times 
December 1st, 2020

TFO	 Canada	 in	 partnership	 with	 Women´s	 International	
Shipping	 &	 Trading	 Association	 (WISTA)	 –	 Chapter	 Peru,	
organized	 a	webinar	 on	 the	Challenges	 of	women	 exporters	
in	 Pandemic	 times.	TFO	Canada	 Program	Director	 for	 Latin	
America	 and	 the	 Caribbean	 and	 Trade	 Support	 Services	
delivered	 a	 presentation	 about	 TFO	 Canada	 and	 its	 online	
services	 to	 women	 exporters.	 Representatives	 from	WISTA	
shared	information	on	the	impact	of	the	pandemic	on	women-
led	 export	 SMEs	 and	 opportunities	 and	 tools	 available	 to	
improve	their	competitiveness.	The	webinar	was	attended	by	
23	women	led	SMEs.	If	you	missed	the	webinar,	please	check	
out	the	recording	on	our	website.

https://www.youtube.com/watch?v=4COKok5A4SQ&feature=youtu.be
https://www.tfocanada.ca/news.php?item=5401&thisnewsyear=2020
https://www.tfocanada.ca/webinarsview.php?view=57


WHERE TRADITION AND THE ENVIRONMENT MEET

DJiguiyaso-	 which	 means	 “house	 of	 hope”	 in	
the	Malian	language	Bambara-	is	a	cooperative	
established	 in	 Mali	 in	 2004.	 It	 specializes	
in	 textiles	 made	 using	 traditional	 methods	
and	 environmentally	 friendly	 dyes,	 creating	
a	 product	 that	 is	 distinctly	 Malian.	 Aïssata	
Namoko	 is	 the	 founder	 of	 Djiguyaso	 and	 has	
worked	 in	 the	 sector	 for	 60	 years	 along	 with	
her	 family	 members.	 From	 the	 age	 of	 6	 she	
learned	about	Malian	textiles	from	her	mother	
who	used	to	be	a	weaver.	This	intergenerational	
practice	 of	 textile	 production	 is	 essential	 for	
passing	 down	 traditional	 knowledge	 and	 led	
Aïssata	to	establish	Djiguyaso.	Diguyaso	offers	
the	world	quintessential	Malian	textiles	that	are	
turned	 into	 homeware,	 home	 décor,	 apparel	
and	accessories.	

In	2004	the	cooperative	started	out	with	10	women,	and	now	it	works	with	over	100	local	women	and	24	men.	Over	the	
years	Aïssata	has	provided	training	to	women	and	men	in	her	community	on	dying,	spinning,	cutting,	sewing,	crocheting,	
weaving,	and	product	finishing.		

“I was pushed by my passion for textiles and sewing; I learned these skills from my mother as a child. The most exciting thing 
about what I do is the dying process especially using indigo dye”. 

Indigo	is	a	plant	grown	in	Mali	whose	leaves	are	used	to	colour	textiles.	The	leaves	are	plucked	and	dried	for	several	
days,	then	crushed	into	a	powder.	The	powder	is	used	as	the	primary	ingredient	in	creating	different	hues	of	blues.	The	
powder	is	mixed	with	water	and	sometimes	potash	(mined	salts	that	contain	potassium)	is	thrown	into	the	mix	to	create	
different	variants	of	blue.	This	process	takes	approximately	two	weeks	to	one	month	to	achieve	the	right	colour	mixture.	
“This method of dying and creating textile patterns have existed in Mali for over three thousand years, this really sets us 
apart from a lot of our competitors since we use traditional methods to create the finalized product.” 

Aïssata	started	to	export	globally	with	the	support	of	TFO	Canada.	In	2007,	TFO	Canada	staff	connected	with	designers	
from	Mali	and	4	other	countries	for	“Design	Africa”	and	that’s	how	Aïssata	came	to	be	part	of	the	TFO	Canada	umbrella.	
That	year,	she	attended	a	leading	home	décor	trade	show,	Salon	International	de	Décoration	et	d’Intérieur	de	Montréal	
(SIDIM).	 	“Design	Africa”	was	funded	by	many	donors	and	sponsors	including	the	Canadian	Government	through	the	
Program	for	Building	African	Capacity	 in	Trade	 (PACT)	and	provided	training	on	accessing	 the	Canadian	and	 foreign	
markets	as	well	as	support	to	attend	SIDIM.		At	the	show	she	met	many	North	American	buyers	such	as	Aid	for	Artisans	
and	made	plenty	of	sales.	One	big	order	came	from	a	buyer	 in	Europe	for	800	 large	textile	cloths.	This	changed	the	
course	of	Djiguyaso	and	opened	the	door	to	the	European	market.		In	2010,	Djiguyaso	was	recognized	by	UNESCO	for	
its	use	of	traditional	techniques	and	its	community	development	initiatives.	

“This year has been a hard year for the handmade goods sector, but what I hope is to keep the cooperative moving forward. 
Through the cooperative, we’ve created a centre for youth, and we focus on training them in the crafts, dying, crocheting 
and sewing so they can take over in the future. Its important to keep passing down this traditional knowledge and methods 
of dying, its part of Malian history and culture. We want to motivate the youth, to be interested in the crafts, and promote 
Mali’s tradition and artisan work all over the world.”

TFO	Canada	improves	lives	through	the	creation	of	sustainable	trade	partnerships	for	exporters	from	developing	countries	with	
Canadian	and	foreign	buyers.	We	facilitate	access	to	the	Canadian	marketplace	and	share	Canadian	trade	expertise	for	the	benefit	
of	smaller	male	and	female	owned/managed	exporters	from	developing	countries	and	for	the	men	and	women	they	employ.

Founded	in	1980,	TFO	Canada	is	a	non-governmental,	non	profit	organization.

This	newsletter	is	produced	with	the	financial	support	of	the	Government	of	Canada	provided	through	Global	Affairs	Canada.

©	Trade	Facilitation	Office	Canada	/	Bureau	de	promotion	du	commerce	Canada	2020

http://www.djiguiyaso.com/



