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Tipman’s Trade Tip
Now	is	the	time	to	start	planning	for	the	trade	events	you	will	attend	in	2022.	Recognizing	that	
exhibiting at tradeshows is an investment (both in terms of time and money), it is important to 
do	your	research,	choose	the	ones	that	closely	align	with	your	products	and	services,	and	start	
preparing	for	them	in	orderto	achieve	the	best	value.

The Importance of Trade-Led Development in a post-COVID-19 World

When	 I	 look	 back	 at	 the	 year	 that	was	 in	 2021,	 there	 is	 little	 doubt	 that,	 once	
again,	 COVID-19	 dominated	 our	 lives.	 	 In	 addition	 to	 its	 toll	 on	 human	 life,	 the	
COVID-19	pandemic,	and	measures	to	contain	it,	have	harmed	numerous	companies	
worldwide.	TFO	Canada	 recognizes	 that	 this	 has	 been	 particularly	 challenging	 for	
small	 and	medium	enterprises	 (SMEs).	According	 to	 a	 recent	publication	 from	 the	
International	Trade	Centre	(ITC),	SMEs	have	suffered	the	most	from	the	pandemic,	
with	60%	of	micro	 and	57%	of	 small	 businesses	 strongly	 affected,	 compared	with	
43%	of	 large	firms.	The	 ITC’s	report	also	states	that,	since	SMEs	account	for	about	
90%	of	businesses	and	more	than	50%	of	employment	worldwide,	the	economic	toll	
has	delivered	catastrophic	social	and	economic	consequences.

SMEs	 are	 widely	 viewed	 as	 the	 engines	 of	 economic	 growth	 since	 they	 have	 a	
proportionately	higher	impact	on	job	creation.	In	addition,	women-owned	businesses	

participating	 in	 trade	 drive	 employment	 creation	 and	 inclusive	 sustainable	 economic	 development	 in	 their	
communities.	Firms	exposed	to	trade	are	more	productive,	and	firms	with	more	women	in	leadership	positions	
tend to generate higher returns and have	higher	revenue,	efficiency	and	productivity.

With	shutdowns	being	gradually	lifted	in	many	parts	of	the	world,	businesses	and	policymakers	have	shifted	their	
focus	towards	the	post-pandemic	world.	Collectively,	companies,	trade	support	 institutions	and	governments	
are	having	to	adapt	to	this	‘new	normal’	in	the	months	and	years	ahead.	

As	we	look	at	the	post-COVID-19	economic	recovery,	TFO	Canada’s	work	in	addressing	key	constraints	faced	
by	both	women-led	and	men-led	SMEs	will	be	more	important	than	ever.	Through	these	unprecedented	times,	
by	working	together	with	our	network	of	stakeholders,	TFO	Canada	shall	remain	committed	to	our	mission	of	
improving	lives	through	the	creation	of	sustainable	trade	partnerships	for	exporters	from	developing	countries	
with	Canadian	and	foreign	buyers.

On	behalf	of	the	team	at	TFO	Canada,	we	wish	you	a	happy	holiday	season	and	a	prosperous	2022	filled	with	
renewed	success	in	international	trade.

http://www.intracen.org/uploadedFiles/intracenorg/Content/Publications/women_in_trade_web.pdf
https://www.chemonics.com/wp-content/uploads/2017/10/Integrating_Gender_into_Trade_Capacity_Building_Programs_Report.pdf
https://www.adb.org/publications/aid-trade-asia-pacific-economic-diversification-empowerment
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By Marc Germain, TFO Canada Associate 

Like	elsewhere,	Canada	has	been	strongly	affected	by	COVID-19.	The	pandemic	has	had	a	negative	impact	on	the	
economy,	its	population	and	how	Canadians	have	adapted	their	lifestyle	to	deal	with	this	new	reality.	In	addition	to	
economic	hardship,	factors	such	as	labour	shortages,	holes	in	supply	chains	and	shipping	disruptions	have	adversely	
affected	the	food	sector	and	created	a	sense		of	“food	insecurity”	at	every	echelon	of	the	food	chain,	from	suppliers	
to	 consumers.	Manufacturers	 and	 retailers	 alike	 have	been	 forced	 to	 focus	 their	 efforts	 on	 their	 largest-selling	
products,	putting	other,	smaller-volume	items	on	the	back	burner	.		

Non-essential	business	closures	which	occurred	repeatedly	since	the	beginning	of	the	pandemic	have	meant	that	
sectors	such	as	the	restaurant	trade,	supplied	largely	by	the	foodservices	sector,	have	suffered	immensely.	Over	
80%	of	food	services	and	drinking	establishments	experienced	a	decrease	in	revenue	in	2020.	A	decline	in	revenue	
of	40%	or	more	in	2020	was	a	reality	for	over	two-fifths	of	food	services	and	drinking	places	.	In	addition,	Statistics	
Canada	revealed	that	the	annual	pace	of	inflation	rose	by	4.7%	in	October	2021.	Canada’s	Consumer	Price	Index	
(CPI)	posted	its	largest	year-over-year	gain	in	close	to	20	years.	This	has	translated	into	a	considerable	increase	in	
food	costs	for	suppliers	and,	consequently,	higher	retail	prices	at	the	consumer	level.

The	pandemic	has	accentuated	some	of	 the	 food	trends	already	present	 in	Canada.	These	 trends	are	similar	 to	
trends	found	elsewhere	in	North	America	and	around	the	world	,	including:	

Health  Concerns:	 A	 healthy	 diet	 continues	 to	 gain	 strong	 popularity	 influencing	 what	 suppliers	 sell	 in	 the	
marketplace	to	meet	Canadian	consumer	demands.	For	example,	plant-based	products	 (such	as	burgers,	bacon	
and	other	meat	alternatives)	are	gaining	popularity	as	meat	products	are	increasingly	perceived	negatively.	Diets	
for	vegans	and	vegetarians	are	also		on	the	rise.	Organic	products	continue	to	occupy	larger	space	in	retail	stores	
and	markets.	

The	challenge	for	suppliers	is	to	offer	foods	that	taste	good	and	that	are	healthy	in	terms	of	their	ingredients.	This	
health	trend	has	also	given	rise	to		demand	for	functional	foods	–	that	is	those	foods	that	include	health	nutrients	
and	that	provide	health	benefits.	Probiotics	 in	health	drinks	and	yogurts	are	a	great	example	of	how	functional	
foods	are	increasingly	present	on	Canadian	retail	store	shelves.

Sustainability and the Environment: Canadian	consumers	are	increasingly	conscientious	about	the		sustainability		of	
the	products	they	purchase	,	especially	in	terms	of	how	they	are	made	(processes),	how	responsible	the		manufacturing	
practices	are	and	how	these	products	impact	on	the	environment.	A	good	example	is	product	packaging.	More	and	
more,	food	suppliers	have	to	come	up	with	packaging	that	minimizes	waste	and	is	environmentally	friendly.

Food Safety and Transparency throughout the Supply Chain: Food safety remains one of the most important 
factors	for	all	food	items	sold	in	Canada.	Consumers	require	knowledge	of	where	a	product	comes	from	and	how	it	
is	made.	This	means	labels	must	provide	clean,	consistent	and	accurate	information.	The	Canadian	government	will	
be	adapting	labelling	requirements	to	ensure	consumers	have	easy	access	to	such	information	and	that	the	labels	
are	standardized.

FOOD TRENDS IN CANADA
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By Susan Baka, TFO Canada Regional Representative 

Borders	are	re-opening.	COVID	restrictions	are	loosening.	As	the	world	opens	up	and	we	gather	face-to-face	more,	
will	the	virtual	or	hybrid	model	of	trade	show	participation	slip	away?	It’s	difficult	to	say	for	certain.	Here	are	a	few	
things	to	consider.

• While	the	hybrid	model	–	both	virtual	and	in-person	–	still	exists,	the	in-person	only	trade	show	format	is	making	
a	big	comeback.	For	instance, SIAL Canada (Apr.	20-22,	2022)	and	the	Canadian	Produce	Marketing	Association	
Convention	(Apr.	5-7,	2022)	will	be	held	in-person	in	Montreal	as	will	the Toronto Gift & Home Market Show 
(Jan.	30-Feb.	3,	2022).		The	NY Now Future Market	in	New	York	(Feb.	6-9,	2022)	will	also	be	an	in-person	show.	

• It’s	important	to	know	the	current	travel	restrictions	to	the	country	you	are	visiting.	The	Government	of	Canada	
website	is	a	good	source	for	learning	what	you	need	to	know	before	arrival,	and	the	US	Department	of	State	
provides information here. 

It’s	also	important	to	know	local	and	show-specific	COVID	protocols:

• SIAL	Canada	and	Canadian	Produce	Marketing	Association	Convention:	Protocols	are	the	same	as	for	the	cities	
of	Montreal	and	Toronto	–	 ie,	 international	 travelers	must	 show	photo	 ID	and	proof	 issued	by	 their	 country	
that	they	have	had	two	doses	of	a	recognized	vaccine	in	order	to	have	access	to	non-essential	activities	and	
businesses,	such	as	restaurants,	bars,	gyms,	festivals	and	events.	In	addition,	a	face	mask	is	required	in	indoor	
spaces	except	while	eating.	Show	organizers	are	committed	 to	 following,	even	exceeding,	government	and	
public	health	&	safety	protocols.	The Gift & Home Market Show	has	outlined	quite	detailed	protocols	for	both	
attendees and exhibitors. 

• The NY Now Future Market:	All	event	organizers,	contractors,	exhibitors,	and	attendees	will	be	required	to	
show	proof	of	COVID-19	vaccination	and	must	wear	a	face	covering.	And	in	New	York	City,	people	12	and	older	
are	required	to	show	proof	that	they	have	received	at	least	one	vaccine	dose	to	enjoy	indoor	activities	including	
dining,	fitness,	and	entertainment.	

• A	rule	of	thumb:	Travel	documentation	and	protocols	that	you	have	met	in	order	to	enter	either	country	should	
stand	you	in	good	stead	for	enjoying	the	venues	and	cities	you	visit.			

An	emerging	trend	is	the	rising	popularity	of	regional	shows	since	people	are	currently	more	comfortable	in	smaller	
settings.		The	quality	of	brands	participating	in	them	is	also	higher	than	before.	But	change	these	days	is	fast	paced.	

We’ll	have	to	stay	tuned	to	see	how	trade	shows	will	evolve	in	the	long	term.

NORTH AMERICAN TRADE SHOWS IN 2022: 
WHAT TO EXPECT

https://sialcanada.com/
https://convention.cpma.ca/home
https://convention.cpma.ca/home
https://www.cangift.org/toronto-gift-fair/en/home/
https://nynow.com/future-market/
https://travel.gc.ca/travel-covid?_ga=2.109437445.1202728554.1639427290-1316329836.1639427290
https://travel.state.gov/content/travel/en/traveladvisories/ea/requirements-for-air-travelers-to-the-us.html
https://convention.cpma.ca/fr/accueil
https://www.cangift.org/toronto-gift-fair/fr/home/
https://www.cangift.org/media/552361/safetyfirstplan_retailers.pdf
https://www.cangift.org/media/552359/safetyfirstplan_exhibitors.pdf
https://nynow.com/future-market/
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Manufactured	Food	Sector	in	Canada

We	are	pleased	to	announce	that	we	have	updated	our	Market	Information	Paper	(MIP)	on	Manufactured	Foods.	This	
guide	includes	information	on	best	practices	for	Small	and	Medium	Enterprises	(SMEs)	trying	to	access	the	Canadian	
market	for	products	such	as	baked	goods,	confectionary,	snack	foods	and	speciality	foods	including	canned,	frozen	
foods.	The	full	guide	is	available	on	our	website	in	English,	French	and	Spanish.	Please	ensure	you	are	registered with 
us	to	access	the	full	document.

Executive	Summary
When	it	comes	to	food	and	beverage	manufacturing	in	Canada,	it	is	big	industry.	Food	and	beverage	manufacturing	is	
the	second	biggest	manufacturing	sector	in	Canada	.	The	sector	accounted	for	13.5%	of	Canada’s	overall	GDP	in	2020		
.	70%	of	processed	foods	and	beverages	sold	in	Canada	are	from	domestic	manufacturers	.		However,	the	sector	has	its	
challenges	and,	with	low	investment	from	the	government,	labour	shortages	compounded	by	the	COVID-19	impacts,	
there	are	opportunities	for	manufactured	food	exporters.	

The	2021	version	of	the	MIP	covers	baked	goods,	confectionery,	snack	foods,	specialty	items	(canned	and	frozen),	
seasonings	 and	 ethnic	 products	 using	 the	North	American	 Industry	Classification	System	 (NAICS).	 It	will	 give	 the	
SME	exporters	an	understanding	of	the	market	in	Canada	for	manufactured	foods	by	looking	at	consumer	trends	and	
opportunities,	trade	practices,	imports,	regulations	as	well	as	successful	tips	for	exporting	to	Canada.

Even	though	the	COVID-19	pandemic	has	had	a	negative	impact	on	trade	and	exports	to	Canada	in	particular,	the	
demand	for	 food	products	 from	many	of	TFO	Canada	client	countries	 is	 remaining	and	will	continue	to	be	strong,	
provided	 the	products	 conform	with	norms	on	 the	 regulatory	 side	as	well	 as	 tastes	 that	 correspond	 to	 consumer	
preferences	while	satisfying	safety,	transparency	and	sustainability	requirements.	

 

https://tfocanada.ca/
https://tfocanada.ca/log-in-register/
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Asia and the Middle East

Africa & Haiti

Under	the	Women	in	Trade	for	Inclusive	and	Sustainable	Growth	
(WIT)	project,	the	Asia	team	is	actively	working	with	partners,	local	
technical	experts	and	local	coordinators	to	implement	effectively	
the	next	program	activities	 in	 the	 region.	The	activities	 include	
ongoing	development/implementation	of	TSI	gender	action	plans	
(GAP)	and	SME	capacity	building	by	delivering	gender-sensitive	
training on export readiness to SMEs in Indonesia, Jordan and 
Bangladesh	in	Q4	2021.	

One	 virtual	 Gender	 Equality	 and	 Social	 Inclusion	 (GESI)	
workshop	was	planned	 in	Cambodia	 (Nov-Dec	2021)	 for	 senior	
management	 staff	 and	 board	members.	 In	 addition,	 two	 local	
gender-sensitive	market	research	was	 initiated:	one	 in	Vietnam	
and	one	in	Cambodia	(Nov-Dec	2021).

A	virtual	Training	of	trainers	(ToT)	was	facilitated	for	trade	support	institutions	(TSIs)	in	Vietnam	on	exporting	to	Canada	
and	another	on	 international	markets,	 including	 information	on	consumer	demand,	Corporate	Social	Responsibility	
(CSR)	and	climate-smart	business	practices,	regulations	and	export-readiness.	Fifteen	Vietnamese	TSI	representatives	
(all	women)	were	trained	from	four	TSIs	in	October	2021.	

Under the Women	 in	 Trade	 knowledge	 platform	 to	 boost	 inclusive	 and	 sustainable	 growth	 project, TFO Canada 
-	 in	collaboration	with	 its	regional	research	partner	 in	Asia-Mekong	Institute	(MI)	-	conducted	an	online	SME	survey	
in	Cambodia	and	Vietnam.	MI	finalized	 the	quantitative	analysis	of	 the	 survey	findings	and	prepared	a	plan	 for	 the	
qualitative	analysis.	The	findings	were	presented	at	the	2nd	multi-stakeholder	consultation	workshop	in	Nov-Dec	2021.	
The	WIT	Knowledge	Platform	will	contain	solutions	to	enable	women-led	SMEs	from	developing	countries	to	benefit	
from	international	trade	opportunities	which	can	be	used	by	both	the	private	and	public	sector	at	country,	regional	and	
global	levels.

The	last	quarter	has	been	a	prolific	one	for	the	region	with	several	
training	activities	conducted	in	13	countries	out	of	the	15	involved	
in	 the	 WIT	 and	 Lesotho,	 Uganda,	 Madagascar	 and	 Ethiopia	
(LUME)	projects.		ToT	has	been	conducted	in	the	majority	of	our	
anglophone	partner	countries	(Ethiopia,	Ghana,	Kenya,	Lesotho,	
Nigeria,	 Uganda,	 Zambia).	 This	 training	 aims	 at	 building	 the	
capacity	of	our	partner	TSIs	for	a	better	delivery	of	export	support	
services	to	their	SME	members.	Each	TSI	has	selected	five	staff	to	
participate	in	a	five-day	workshop	which	consists	of	eight	modules	
delivered	by	a	local	TFO	Canada	associate.	Overall,	80	participants	
from	16	TSIs	have	received	the	training.	

In	 the	 francophone	 countries,	 partnership	 agreements	 have	
been	signed	between	TFO	Canada	and	all	the	local	implementing	

partner	TSIs.	The	GESI	training	was	completed	in	Burkina	Faso,	Senegal,	Côte	d’Ivoire,	and	Mozambique.	All	the	GESI	
training	has	been	completed	with	TSI	partners	on	the	continent.	The	ToT	has	been	conducted	in	Madagascar,	Benin,	and	
Morocco	with	a	total	of	30	staff	from	5	TSIs	trained	on	export	support	services.

Continues on the next page

https://www.idrc.ca/en/project/women-trade-knowledge-platform-boost-inclusive-and-sustainable-growth
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Latin America & the Caribbean

Program Updates – Africa & Haiti Cont’d

In	summary,	the	last	quarter	has	been	productive	for	the	team,	and	some	of	the	sustainable	impacts	expected	from	
our	projects	are	starting	to	materialize.	Indeed,	many	of	our	partner	TSIs	are	building	synergy	with	other	stakeholders	
to	expand	their	outreach	in	terms	of	gender	responsive	trade	services.	For	instance,	in	Uganda	the	Uganda	Small	Scale	
Industries	Association	(USSIA)	and	Uganda	Export	Promotion	Board	(UEPB)	signed	a	joint	MOU	to	promote	Ugandan	
women’s	participation	in	international	trade.	Another	example	in	the	francophone	countries	is	the	partnership	and	
synergy	between	TFO	Canada	and	 ITC	 /SheTrades	project	 in	Morocco	 for	effective	management	of	 resources.	 ITC	
agreed	to	conduct	some	of	the	cross-cutting	activities	such	as	institutional	gender	analysis	and	come	up	with	a	clear	
roadmap	for	mainstreaming	gender	in	ASEMEX.		

Between	October	and	December	2021,	the	Latin	America	team	
and the TSIs partners from Colombia, Peru, Guatemala, and 
Honduras	advanced	in	the	implementations	of	the	working	plans	
under	the	WIT	project.		

The team has worked with the TSIs to design and implement the 
ToT program about the Canadian market post-COVID related to 
the	 following	 sectors:	produce,	handmade,	 services,	processed	
food	and	export	logistics.	19	participants	from	the	4	TSIs	attended	
this	 training,	 including	 12	women.	Moreover,	 further	 technical	
assistance	 was	 provided	 to	 the	TSIs	 to	 design	 and	 implement	
climate	change/environment	and	CSR	training	for	SMEs.

In	preparation	for	participation	in	SIAL	Montreal	2022,	the	team	started	the	logistics	preparation	to	support	a	delegation	
of	 exporters	 from	Colombia	 and	 Peru.	The	 team,	 with	 the	 support	 of	 a	Canadian	 sector	 expert,	 conducted	 export	
readiness	assessments	for	14	SMEs	from	Colombia	and	21	SMEs	from	Peru.		These	SMEs	were	interviewed,	and	their	
information	was	analyzed,	to	evaluate	their	export	potential	in	the	Canadian	market.	A	total	of	10	SMEs	were	selected	
from	each	country.

Finally,	as	part	of	the	GESI	component,	the	project	supported	AGEXPORT	to	carry	out	the	Third	Summit	of	Exporting	
Women.	During	the	event,	Marysabel	Gonzalez,	Program	Director	 for	Latin	America	and	the	Caribbean,	highlighted	
the	 project’s	 contribution	 to	 the	 design	 of	AGEXPORT’s	 gender	 action	 plan.	The	 summit	 took	 place	 on	October	 28	
and	addressed	women-led	businesses’	challenges	and	opportunities,	the	importance	of	the	participation	of	women	in	
industries	in	a	sustainable	manner,	as	well	as	AGEXPORT’s	actions	to	support	them.	A	total	of	214	people	attended	the	
summit,	including	192	women.	Key	outcomes	included	the	participation	of	15	women-led	companies	in	the	Business	
Roundtable	where	29	business	meetings	were	held.	These	companies	belong	to	the	food,	handmade	and	the	cosmetics	
sectors.	

EXPORT TO CANADA NEWS
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ASEAN Creative Economy Business Forum Panel Discussion

Steve Tipman, Executive Director 
November 17, 2021

TFO	Canada’s	Executive	Director,	Steve	Tipman,	was	a	panelist	where	
the	 focus	was	 on	 “Fostering	Creative	 Economy	Policy	 to	Accelerate	
Economic	Development	 in	ASEAN”.	Connecting	 over	Zoom,	Steve’s	
comments	 highlighted	TFO	Canada’s	 work	 over	 the	 years	 with	 the	
region’s	developing	countries,	placing	an	emphasis	on	its	services	and	
support	brought	to	its	small	and	medium	enterprises.

Canadian Apparel Federation

Susan Baka, Regional Representative  
October 2021

Here are some takeaways from Canadian Apparel Federation	fall	webinars	on	breaking	into	the	North	American	market:

• Steps	to	success	include	branding,	market	research,	wholesale	structure,	right	partners	and	communication.	

• One	of	the	most	important	things	is	to	find	a	like-minded	partner.	

• Negotiate	a	deal	that	will	result	in	a	long-term	partnership.

• Market	is	open	to	new	brands	and	products	that	are	fun,	colourful	and	optimistic.

• Virtual showrooms are emerging like the Metta Studio which	take	a	modern	spin	on	the	traditional	showroom	and	
introduce	brands	to	distributors.

SPOTLIGHT ON TFO CANADA ACTIVITIES

SheTrades Global Road to Dubai

Susan Baka, Regional Representative  
October 2021

A	virtual	 session	highlighted	shifting	consumer	 retail	 trends	 that	help	brands	access	 international	markets	and	get	
retail	ready.		Consumers	are	demanding	more	sustainability	and	transparency	which	are	of	great	importance	to	them	
when	choosing	a	brand.		Knowing	how	to	tell	a	good	brand	story	is	crucial,	as	is	having	an	online	presence,	an	easy-to-
navigate	website	and	social	media	outreach.	

Toronto Global Forum

Susan Baka, Regional Representative  
November 2021

Regional	Representative	Susan	Baka	attended	her	first	in-person	event	
since	pre-Covid	at	the	Toronto	Global	Forum	in	November.		Above:	[left]	
with the Consul General of Colombia, Jorge Londoño de la Cuesta, and 
based	 in	Canada	 speaking	about	 the	 road	 to	 sustainable	and	 inclusive	
recovery	in	their	region	in	a	post-COVID	world	during	a	special	LATAM	
session.							

https://www.apparel.ca/
https://themettastudio.com/
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NEW WEBSITE

HAPPY HOLIDAYS!

After	months	in	the	work,	TFO	Canada	is	excited	to	announce	
the	launch	of	our	brand	new	website.	The	main	goal	is	to	pro-
vide	our	partners,	donors	and	beneficiaries	with	a	user-friendly	
experience	that	enables	 information	and	tools	to	be	more	ac-
cessible.	The	new	website	offers	a	refreshed	look	and	improved	
navigation,	 allowing	 you	 to	 enjoy	 this	 experience	 from	 your	
desktop,	laptop	and	mobile	device.

We	 sincerely	 hope	 that	 you	 enjoy	 our	 new	 website.	 Go	 to														
www.tfocanada.ca	to	check	it	out.

 

http://www.tfocanada.ca


WOMEN SERVING AS AN EXAMPLE FOR OTHER WOMEN

During	 the	 months	 of	 March	 to	 June	 2021,	 TFO	
Canada	 conducted	 Gender	 Equality	 and	 Social	
Inclusion	 (GESI)	 trainings	 under	 the	Women	 in	Trade	
for	Inclusive	and	Sustainable	Growth	(WIT)	project	for	
beneficiary	countries	Trade	Support	Institutions	(TSIs).	
The training aimed to raise awareness on the value of 
women in leadership positions and develop strategies 
for	 equitable	 participation	 of	 women-led	 SMEs	 in	
international	 trade	 so	 that	 the	 TSIs	 can	 provide	
appropriate gender-responsive export readiness 
services	to	women-led	and	men-led	SMEs.	

In	December	(6	months	after	the	training)	we	had	the	
chance	to	catch	up	with	Maritza	Soto,	Board	Member	
of		La	Cámara	de	Comercio	e	Industrias	de	Cortés	(CCIC)	
Honduras	and	coordinator	of	the	Gender	Committee.

In	 Honduras,	 the	GESI	 training	 lasted	 five	 days	 and	
was	attended	by	eight	staff	members,	all	of	them	were	
women.		The	trainings	included	the	study	of	examples	from	international	companies	on	the	opportunity	to	improve	the	
employment	situation	of	women;	and		a	diversity	of	cases	from	other	countries	related	to	the	programs	that	help	Women	
Entrepreneurs	export	their	products.

Maritza	tells	us “Before the TFO Canada training La Cámara de Cortés did not have a gender policy. La Cámara Cortés has a 
great opportunity for a wide outreach when it come to implementing GESI activities. Particularly with the women from the 
Bazar del sábado (A marketplace created by La Cámara that is oriented in training entrepreneurial women). There are more 
than 200 women in the Bazar del sábado and with the training that La Cámara de Cortés has received, we feel that we’ve 
already made an impact on them. We’ve pushed the women from Bazar del sábado to be registered and to participate in 
international fairs. These women have faced multiple challenges such as lack of support from their partners and families”. 

After	the	training	La	Cámara	de	Cortés	created	an	Institutional	Gender	and	Social	Inclusion	Plan	and	developed	a	Gender	
policy,	the	plan	includes	capacity	building	activities	and	the	creation	of	a	business	culture	inclusive	of	justice	and	equality.	
The	action	plan	intends	to	align	organizational	policies	with	GESI	principles	and	support	businesswomen	access	training.	

According	to	Maritza,	“many of the women we work with have low self-esteem, now we have the satisfaction of seeing these 
women with one or more points of sales outside of the Bazar .  There has been a lot of impact made on women entrepreneurs”. 

The	onset	of	the	COVID-19	pandemic	created	new	challenges.	Maritza	says	“For a moment I felt that the pandemic had 
destroyed everything we had achieved. It was a real tragedy because many of these people don’t have any financial safety. 
We’ve heard many stories of people that we’re thriving in their business but because of the pandemic they couldn’t continue. 
We’re trying to work with them right and trying to help them get back on their feet again”.

“La Cámara de Cortés is one of the strongest organizations in Honduras because we have the greater quantity of businesses 
and industries. We have existed for more than 60 years and have been very involved in our communities. We want to teach our 
women that they shouldn’t give up. We aim to work towards economic and social development of Honduras. These women 
serve as an example for other women, so if one person achieves success or growth, this is good for all of us. My dream for 
the future is to see more women achieving their goals, reaching financial independence and security, and creating their own 
businesses with the trainings that we give them”. 

TFO	Canada	would	 like	 to	 thank	Maritza	 Soto	 from	 La	Cámara	 de	Comercio	 e	 Industrias	 de	Cortés	 for	 sharing	 her	
experiences.

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.
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