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Tipman’s Trade Tip
Telling	the	story	behind	your	product	can	be	an	effective	way	to	market	your	products.		It	makes	
socially	conscious	consumers	feel	good	about	their	purchase.

What Constitutes an Essential Business?

In	 the	 first	 few	months	 of	 the	COVID-19	 global	 pandemic,	 there	 was	much	 talk	
about	what	constitutes	an	essential	business.	 	This	became	necessary	as	decisions	
around	lockdowns	and	forced	shutting	down	of	certain	industries	became	the	norm	
during	the	early	phases	of	the	pandemic.	 	Home	décor	and	handicrafts	are	sectors	
that	 were	 greatly	 impacted.	The	 impact	 felt	 was	 twofold	 in	 that	 production	 (and	
the	 corresponding	 demand)	 decreased	 tremendously,	 along	 with	 the	 fact	 that	
many	traditional	handicrafts	have	a	close	link	to	tourism	–	another	sector	that	was	
devastated	through	2020	and	2021.		However,	the	handicrafts	sector	was	not	deemed	
essential.		Try	explaining	that	to	the	business	owner.		When	it	comes	to	enterprises,	
and	small	and	medium	enterprises	(SMEs)	in	particular,	ALL	businesses	are	essential.

In	 the	March	2022	edition	of	our	newsletter,	we	covered	 the	challenges	 the	world	
is	experiencing	in	global	supply	chains.		Unfortunately,	this	is	another	obstacle	SMEs	in	the	handicrafts	sector	
are	having	to	navigate	given	the	increasing	logistics	costs	and	availability	of	transport	options.		That	said,	with	
more	people	now	travelling,	tourism	is	seeing	a	resurgence	which	is	also	having	a	positive	effect	on	the	selling	of	
handicrafts.		

Outside	 the	 realities	experienced	over	 the	past	 couple	of	 years,	 there	 is	hope	 for	 the	 future	–	particularly	 in	
Canada.	 	Consider	the	following	trends	that	 lend	themselves	to	opportunities.	 	First,	a	couple	target	markets	
that	handicrafts	and	home	décor	exporters	should	consider	are	the	millennials	(born	between	1981	and	1996)	
and	baby-boomers	(born	between	1946	and	1964).		Consider	that	millennials	in	Canada	now	represent	50%	of	
employment	in	the	country	and	will	continue	to	grow	as	more	baby-boomers	leave	the	workforce	and	retire.		It	is	
also	worth	noting	that	millennials	have	more	discretionary	income	than	previous	generations	but	have	more	debt	
too.		When	looking	at	the	baby-boomers,	we	will	see	more	of	them	retiring	over	the	few	years	–	approximately	
25%	more	by	2030.	 	They	also	have	a	good	amount	of	disposable	 income	and	are	more	 inclined	to	purchase	
higher-end	decorative	items	that	are	unique,	tell	a	story,	and	support	a	social	cause.			

There’s	no	question	 that	 the	home	décor	and	handicrafts	sectors	have	been	among	the	most	 impacted	over	
the	past	couple	of	years.	With	this	 in	mind,	as	the	world	continues	towards	the	“new	normal”,	we	can	expect	
interesting	opportunities	for	many	exporters	now	and	into	the	future.		
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TFO CANADA’S LATEST REPORT ON HOME DÉCOR & 
GIFTWARE – WHAT’S NEW?

By Marc Germain, TFO Canada Associate 

Like	 elsewhere	 around	 the	 world,	 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,	gaps	in	supply	chains	and	shipping	
disruptions	have	adversely	affected	imports,	contributing	to	product	shortages,	higher	prices	and	inventory,	and	
stocking	issues	at	every	echelon	of	the	supply	chain,	from	suppliers	to	consumers.	Manufacturers	and	retailers	had	
to	focus	on	their	largest	selling	products	with	less	emphasis	on	lower-volume	products.	

Non-essential	business	closures,	which	occurred	repeatedly	since	the	beginning	of	the	pandemic,	have	affected	
retail	sales	adversely.	Online	shopping,	in	turn,	has	flourished	during	that	period.	In	addition,	with	travel	restrictions	
in	place,	Canadians	stayed	at	home	and	spent	considerably	more	on	home-related	products.	According	to	Statistics 
Canada,	82%	of	Canadians	shopped online	in	2020,	spending	a	total	of	$84.4	billion.	This	is	a	significant	increase	
since	2018	when	74%	of	respondents	shopped	online	and	spent	a	total	of	$57.4	billion.	Of	this	amount,	76%	of	
consumers	purchased	physical	goods	(things	like	clothing	or	furniture).	Furthermore,	between	November	2020	and	
March	2021,	9%	of	Canadians	said	they	bought	physical	goods	online	for	the	first	time.	In	addition	to	retail	home	
furnishing	chains,	the	report	identifies	online	stores	which	could	be	of	interest	to	the	exporter	wishing	to	enter	the	
Canadian	market	for	home	décor.

Here	are	trends	in	the	Canadian	marketplace,	often	like	trends	found	elsewhere	in	North	America	and	around	the	
world:

• Socioeconomic concerns, sustainability and the environment:	Canadian	consumers	are	increasingly	conscious	
of	how	sustainable	the	products	 they	purchase	are,	especially	how	they	are	made	(processes),	how	responsible	
the	manufacturing	 practices	 are	 and	 how	 these	 products	 impact	 the	 environment.	A	 good	 example	 is	 product	
packaging.	Increasingly,	suppliers	have	to	come	up	with	packaging	that	minimizes	waste	and	is	environmentally	
friendly.	Similarly,	ethical	 sourcing	plays	an	active	 role	 in	 the	purchasing	decision.	The	sustainability	of	product	
material	will	weigh	more	on	the	purchase	decision	than	ever	before.

• Affinity with Nature:	Nature’s	place	in	the	home	continues	to	play	a	key	role.	Earthenware,	earth	tones	and	other	
attributes	as	reminders	of	nature	continue	to	be	in	high	demand.	The	use	of	natural	materials	(e.g.,	wood,	bamboo,	
natural	fibres)	and	eco-friendly	materials,	including	recycled,	reclaimed	and	upcycled	inputs,	is	of	particular	interest.

• Healthy lifestyles: Healthy	and	active	living	has	become	one	of	the	biggest	consumer	trends	in	Canada.	It	has	
been	observed	for	many	years	already	and	is	not	expected	to	disappear.	This	trend	is	reflected	through	gifts	that	
promote	living	full,	healthy,	and	balanced	lives.	Examples	include	gifts	inspired	by	spa/relaxation	(e.g.,	bath	soaps,	
salts,	and	aromatherapy/candles),	meditation/yoga,	etc.	

• Smaller living spaces:	The	rise	of	condominium	or	apartment	 living,	driven	by	both	retired	seniors	 looking	to	
downsize	their	homes,	urban	young	professionals,	and	millennial	families	has	created	a	market	for	home	décor	and	
accessories	that	accommodate	smaller	living	spaces.

The	updated	 version	of	 the	Market	 Information	Paper	 in	 the	home	décor	 sector	will	 be	 available	 soon	on	TFO 
Canada’s	website.

https://www.statcan.gc.ca/o1/en/plus/183-lets-go-online-shopping
https://www.statcan.gc.ca/o1/en/plus/183-lets-go-online-shopping
https://www150.statcan.gc.ca/n1/pub/11-627-m/11-627-m2021048-eng.htm
https://tfocanada.ca/
https://tfocanada.ca/


03 EXPORT TO CANADA NEWS

By Jacques Nadeau, TFO Canada Trade Representative - Quebec

TFO	 Canada	 is	 bringing	 African	 SMEs	 on	 a	 market	
familiarization	 tour	 to	 NY	 Now	 and	 Shoppe	 Object	 shows,	
and	 Guatemalan	 SMEs	 to	 participate	 in	 the	 NY	 Now	 show.	
These	recommendations	on	the	major	facets	of	preparing	and	
showcasing	 products	 at	 an	 international	 show,	 regardless	 of	
where	it	takes	place	worldwide,	are	drawn	from	my	experience	
as	a	Small	and	Medium	Enterprise	(SME)	exhibitor	in	multiple	
fashion	accessories	and	home	décor	shows	in	New	York,	Atlanta,	
High	Point,	Toronto,	Montreal	and	the	Philippines.

1) Is the timing right to exhibit?	Participating	in	a	trade	show	
is	 expensive	 for	 SMEs	 (whether	 private	 or	 social	 enterprises)	
especially	since	results	can	only	be	achieved	through	repeated	
attendance.	 Be	mindful	 to	 commit	 funds	 at	 the	 right	 time	 in	
periods	of	economic	growth	when	buyers	are	feverish	to	buy	in	
order	to	meet	the	demand.	During	a	recession,	be	cautious	and	adapt	your	marketing	strategy	accordingly.

2)	Preparing for a trade show begins with mental preparation:Preparing for a trade show begins with mental preparation:	Inspire	yourself	to	develop	distinctive	collections.	
Immerse	 yourself	 in	 global	 offerings.	 Internet	 access	 and	 e-commerce	websites	make	 it	 easy	 for	 any	 exporter.	
Browse	the	collections	of	successful	brands	(Williams	Sonoma,	Crate	&	Barrel,	Restoration	Hardware,	etc.)	already	
making	room	for	artisans.	New	ideas	will	take	shape	to	create	a	unique	trendy	collection	that	borrows	from	SMEs	
strengths,	as	well	as	those	linked	to	the	environment	and	culture.

3)	The right price is a must: You	know	your	products	 are	excellent,	but	prices	must	be	 competitive.	Calculate	
the	 costs	 of	manufacturing	 and	 packaging	 carefully	 so	 that	 you	 are	 both	 competitive	 and	 profitable.	 	To	 that	
end,	comparing	with	similar	products	on	e-commerce	platforms	will	be	a	determining	factor.	Moreover,	seek	the	
assistance	of	a	freight	forwarder	to	guide	you	on	all	aspects	of	logistics.	

4)	Your products’ presentation begins long before the show:	 Don’t	 rely	 solely	 on	 the	 trade	 show	 traffic	 to	
generate	business.	Promote	products	(pull	effect)	at	least	two	to	three	months	before	the	show.	Send	invitations	
and	promote	products	through	social	media	like	Instagram	and	LinkedIn	and	other	communication	tools	(e.g.	TFO	
Canada	website)	to	ensure	you	are	on	the	buyers’	priority	list	of	visits.

5)	What about the booth display?	Buyers	passing	in	front	of	a	booth	will	stare	at	it	for	only	a	few	seconds.	Something	
out	of	the	ordinary	must	fix	their	gaze.	The	size	and	configuration	of	a	booth,	its	lighting,	shelves,	flooring,	booth	
identification,	and	layout	of	products	make	a	difference.	Make	a	scale	drawing	of	your	booth	and	its	layout	of	objects	
in	advance	so	that	you	consider	all	aspects.

6)	The buyer stops:	The	first	contact	with	a	buyer	is	of	utmost	importance.	Speak	with	confidence	and	pride.	Engage	
in	 a	 conversation	 that	matches	 the	 interest	 of	 the	buyer.	 Listen	 carefully	 and	be	prepared	 to	 answer	 technical	
questions	clearly	and	promptly.		Technical	questions	will	certainly	occur	(minimum	quantity,	price,	delivery	times,	
etc.)	for	which	clear	answers	will	be	expected	promptly	and	without	hesitation.	

7) The buyer confirms the order: Take	buyer	coordinates	rapidly.	Have	the	pre-printed	order	pad	handy	to	write	
down	the	order	and	take	notes	as	a	reminder	a	few	days	after	the	show.	Hand	the	buyer	a	copy	of	the	order	along	
with	your	business	card	and	a	line	sheet	showing	product	photos.	

The	next	challenge	is	to	keep	building	a	sound	network	of	buyers	day	after	day,	month	after	month	and	year	after	
year.	Keep	 in	mind	 that	TFO	Canada	 is	always	 there	 to	assist	exporting	SMEs	and	 to	 facilitate	networking	with	
buyers.

                                                                                                                                                                                

HOW TO PREPARE FOR AN INTERNATIONAL TRADE SHOW: 
LEARNING FROM THE TRENCHES 
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PROGRAM UPDATES
Asia and the Middle East

PROGRAM UPDATES
Africa & Haiti

Under	the	WITSG	project,	the	Africa	team	organized	a	market	
familiarization	 visit	 for	 15	Moroccan	 SMEs	 which	 included	
their	participation	in	SIAL	Montreal	2022.	In	liaison	with	the	
Moroccan	TSI	partner	-	the	Moroccan	exporters	association	
(ASMEX)	 -	 and	 in	 partnership	with	 the	 International	Trade	
Centre	 (ITC)	 -	 supported	 Shetrades	 Morocco	 project,	 the	
Africa	 team	 was	 able	 to	 facilitate	 the	 first	 post-pandemic	
trade	mission.	The	 initiative	was	 a	 success	with	more	 than	
60	B2B	meetings	organized	and	two	booth	spaces	under	the	
Moroccan	banner.	

                                                                                                                                                                                  Continues on the next page

The	Asia	team	is	actively	working	to	implement	the	program	activities	in	the	region,	that	includes	the	preparation	
for	attending	international	trade	shows,	and	building	the	capacity	of	SMEs	on	export	readiness	in	the	sectors	of	
processed	and	organic	foods,	handicraft	and	home	décor.

In	April	2022,	nine	Jordanian	SMEs	from	the	processed	food	sector	were	prepared	through	one-on-one	coaching	
sessions	to	participate	in	SIAL	Canada	2022	in	Montreal.		

So	far,	68	individuals	(57	women)	were	trained	through	the	Training	of	Trainers	(TOT)	component	of	the	project	to	
deliver	training	to	SMEs	on	trade	and	export	in	Vietnam,	Cambodia,	Jordan,	Bangladesh,	and	Indonesia.	

TFO	Canada	supported	four	TSIs	to	facilitate	training	on	export	readiness	for	152	SMEs	(38	women-owned/led)	
from	 Indonesia,	 Jordan,	 Bangladesh,	 and	Vietnam.	The	 training	 included	Gender	 Equality	 and	Social	 Inclusion	
(GESI),	Digital	Marketing,	Corporate	Social	Responsibility	
(CSR)	and	Climate-smart	business	practices.

Under the WIT	 Knowledge	 Platform	 to	 boost	 inclusive	
and	 sustainable	 growth	 project,	 TFO	 Canada,	 the	 Asia-
Mekong	Institute	(MI)	and	Africa-	Centre	for	the	Study	of	
the	Economies	of	Africa	(CSEA)	completed	online	surveys	
in	six	targeted	countries	and	presented	the	survey	findings	
along	 with	 a	 plan	 for	 the	 qualitative	 research.	 In	 April,	
regional	research	partners	conducted	qualitative	research	
data	collection	on	women’s	economic	empowerment.	The	
WIT	 Knowledge	 Platform	 will	 explore	 how	 women-led	
SMEs	from	developing	countries	benefit	from	international	
trade	opportunities,	data	which	can	be	used	by	private	and	
public	sectors	at	country,	regional	and	global	levels.

https://www.idrc.ca/en/project/women-trade-knowledge-platform-boost-inclusive-and-sustainable-growth
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
Haiti & Africa

With	 the	 easing	 of	 travel	 restrictions	 in	 Canada	 and	
in	 many	 other	 countries,	 project	 monitoring	 missions	
also	 resumed.	 The	 field	 mission	 coincided	 with	 the	
13th	World	Trade	 Promotion	Organization	 Conference	
which	 took	 place	 in	 Ghana,	 Accra,	 from	 May	 17	 to	
18.	 TFO	 Canada’s	 Executive	 Director,	 Steve	 Tipman,	
attended	 the	 conference	 and	 met	 with	 our	 partner	
TSIs’	 representatives	 who	 were	 also	 at	 the	 event.	 On	
May	19,	TFO	Canada	 coordinated	a	one-day	workshop	
with	 those	 TSI	 partners	 that	 had	 participated	 in	 the	
conference.	The	presence	of	five	partners	and	one	trade	
commissioner	 in	 Accra	 provided	 TFO	 Canada	 with	 an	
opportunity	to	present	the	latest	results	from	the	WITSG	
and	 SMO-LUME	 project	 activities	 and	 to	 discuss	 the	
future	direction	of	our	partnerships.	Following	the	workshop,	TFO	Canada	met	with	partner	TSIs	and	SMEs	beneficiaries	
in	Kenya	and	Uganda.	Most	of	the	activities	going	forward	will	focus	on	engaging	women-led	SMEs	in	market	access.	

Under	the	WITSG	project,	20	SMEs	from	Peru	and	Colombia	in	the	
agri-food	sector,	participated	in	the	SIAL	tradeshow	in	Montreal	
in	 April	 (60%	 were	 women-led	 companies).	 This	 commercial	
mission	was	a	success,	generating	252	business	contacts	and	an	
estimated	of	more	than	$1.8	million	in	orders.

In	Guatemala,	 10	women-led	SME	 exporters	 in	 the	 handmade	
sector	 were	 pre-selected	 to	 initiate	 a	 coaching	 and	 product	
adaptation	process	to	prepare	them	for	two	trade	missions:	five	
women-led	firms	will	 participate	 in	 the	NY	Now	 trade	 show	 in	
August	2022,	and	the	rest	will	attend	a	virtual	tradeshow	in	2023.	

A	 monitoring	 visit	 to	 Guatemala	 was	 also	 conducted	 in	 early	
May,	to	discuss	the	progress	of	the	activities,	and	to	evaluate	the	
possibility	of	including	the	Agritrade	show	as	a	future	venue	for	a	
trade	mission	and	to	create	new	partnerships	and	potential	synergies.

In	Honduras,	the	team	continues	its	capacity-building	process	in	
export	 readiness,	 in	view	of	upcoming	 tradeshows	 in	2023.	And	
in	Peru,	the	LAC	team,	in	partnership	with	the	local	TSI,	lauched	a	
gender	assessment	on	the	current	situation	and	challenges	faced	
by	women	in	trade	activities.	
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TFO Canada webinar on Supply Chain Challenges in the Canadian 
Market

April 6

TFO	 Canada	 hosted	 the	 webinar	 “Supply	 Chain	 Challenges	 in	 the	
Canadian	 Market”,	 presented	 by	 Christian	 Sivière,	 TFO	 Canada	
Associate.	The	session	provided	 insight	on	 the	current	 situation,	along	
with	key	information	on	the	requirements	to	enter	the	Canadian	market,	
with	attention	 to	 food	products.	Some	100	attendees	 took	part	 in	 this	
informative	session.

SIAL Montreal 2022

April 18-22

TFO	Canada	participated	in	the	SIAL	2022	trade	show	in	Montreal.	44	
companies	from	Colombia,	Jordan,	Morocco,	and	Peru,	selected	under	
the	WITSG	project,	had	the	opportunity	to	showcase	their	products,	
participate	 in	 B2B	 business	meetings	 with	Canadian	 importers	 and	
interact	with	potential	importers.	Activities	organized	by	TFO	Canada	
during	 the	week	 included	 a	market	 familiarization	 tour	 and	 an	 info	
session	 with	 representatives	 from	 the	 Canadian	 Food	 Inspection	
Agency	(CFIA)	and	the	logistics	company	PCB	Customs	Brokers.	The	
WITSG	project	aims	to	increase	the	number	of	women	from	developing	
countries	participating	in	international	trade	as	exporters.	It	also	aims	to	increase	the	share	of	exports	from	SMEs	run	
by	women.

Morocco - Canada Conference

June 6, 2022

Organized	by	ASMEX,	TFO	Canada’s	Executive	Director,	Steve	Tipman,	
was	a	presenter	in	a	session	that	included	the	virtual	participation	of	
both	the	Ambassador	of	Morocco	to	Canada,	H.E.	Souriya	Otmani,	
and	the	Ambassador	of	Canada	to	Morocco,	H.E.	Nell	Stewart.	The	
session	was	 a	 showcase	 to	 discuss	 the	 role	 of	women	 in	 trade,	 as	
well	as	the	Canada-Morocco	bilateral	trade	relations,	focused	on	two	
sectors	under	the	WITSG	project	(funded	by	Global	Affairs	Canada):	
processed	food	and	home	décor.

Tunisia Business Export 2022

June 8-9, 2022

Organized	by	the	Chamber	of	Commerce	and	Industry	of	Sfax	(CCIS),	TFO	Canada’s	Executive	Director,	Steve	Tipman,	
was	a	speaker	in	a	forum	that	focused	on	manager	and	businesses	that	wish	to	develop	internationally,	look	for	new	
geographical	zones	and	better	understand	the	tools	and	support	systems.		Steve’s	presentation	highlighted	the	trends,	
market	opportunities,	and	the	support	that	TFO	Canada	provides	to	SMEs	wishing	to	export	to	Canada.

SPOTLIGHT ON TFO CANADA ACTIVITIES



NEW STAFF  
 
Jacques Nadeau 
Trade Representative in Quebec

TFO	Canada	 is	 pleased	 to	 announce	 the	 appointment	 of	Mr.	 Jacques	 Nadeau	
as	the	new	TFO	Canada	Regional	Trade	Representative	 in	Quebec.	Mr.	Nadeau	
(Master	 in	 International	 Management	 Sciences)	 is	 President	 of	 Consultaction	
Nadeau	 International	 Inc.	 (CNI),	 a	 private-owned	Company,	 founded	 in	 1985,		
and	 based	 in	Quebec,	Canada.	He	 dedicated	 his	whole	 career	 to	 international	
development,	 working	 closely	 with	 the	 private	 sector,	 social	 enterprises,	 and	
public	organizations	in	several	developing	and	emerging	countries.	Mr.	Nadeau	
has	and	is	still	acting	both	as	an	international	management	consultant	and	trader	
focusing	 his	 work	 mainly	 on	 the	 furniture,	 lighting,	 fashion,	 and	 home	 décor	
sectors.	He	also	operated	a	 trading	house	 in	 food	processing.	Mr.	Nadeau	has	
worked	closely	with	TFO	Canada	since	2012.

  
Waleed Bajai  
Project Accountant

Waleed	 Bajai	 joined	TFO	 Canada	 as	 Project	 Accountant	 in	 April	 2022.	 He	 has	
responsibility	 for	 accounts	 payable/receivables	 activities	 and	 for	 country-based	
financial	 expense	 tracking,	 including	 local	 partners’	 financial	 reports.	 He	 also	
supports	 the	project	management	 team	 in	day-to-day	financial	 transactions	 for	
the	projects	of	the	organization.

Prior	to	joining	TFO	Canada,	Waleed	was	Senior	Finance	Officer	for	Oxfam	Novib	
country	office,	based	in	Kabul,	Afghanistan.	Responsible	for	providing	support	to	
the	country	office	and	local	partners	on	finance	and	donor	compliance	at	the	field	
level,	he	was	also	a	safeguarding	focal	point	and	an	investigation	team	member.	
Before	that,	he	worked	as	an	Accountant	and	HR	Focal	Point	with	Welthungerhilfe	
(WHH)	providing	financial	support	to	the	program	team	and	local	partners	on	the	
field.	Waleed	 also	worked	with	 International	Manufacturing	Organization	 (IMO)	
as	Finance	Assistant	responsible	for	daily	financial	transactions	and	bookkeeping.	
Waleed	holds	Master’s	degree	specialized	in	financial	management	at	the	Indian	
School	of	Business	Management	and	Administration	and	a	Bachelor’s	degree	 in	
Accounting	and	Administration	from	Amir	Sher	Institute	of	Higher	Education	AFG.	
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PARAMO SNACKS: PROMOTION OF SUSTAINABLE AND INCLUSIVE 
RURAL COMMUNITIES

Paramo	Snacks	 is	 a	Colombian	 company	 created	 in	 2018	 that	 took	 shape	
in	2019,	thanks	to	the	leadership	of	its	manager	and	co-founder,	Margarita	
Cabal.	

The	company	has	its	Good Chips	brand,	which	offers	natural	baked,	oil-free	
products	prepared	from	100%	fresh	fruits	or	vegetables.

Paramo	 Snacks	 began	 its	 operations	 with	 a	 social	 aim,	 within	 an	 agro-
forestry	 conversion	 project	 in	 rural	 communities	 living	 on	 the	Colombian	
paramos.	Margarita	 began	working	with	women	 in	 a	 farming	 community	
called	 ASOARCE,	 to	 help	 communities	 to	 produce	 environmentally	 and	
sustainably	in	these	mountainous	areas.	

Likewise,	Paramo	Snacks	was	 created	as	 a	way	 to	 empower	 rural	women	
in	a	transformation	process	by	linking	their	farming	families	to	the	organic	
market	 and	 projecting	 them	 to	 the	 international	markets.	Margarita	 tells	
us,	“around 80% of food was lost due to lack of stable marketing systems and 
difficulties in the perishable product logistics.”	For	this	reason,	they	developed	
a	transformation	process	and	a	commercialization	channel	through	Paramo	
Snacks.

The	company	gained	support	to	achieve	the	organic	certification	of	vegetable	
and	tuber	varieties	such	as	beet	chips,	papa criolla	potatoes	and	cassava.	As	
Margarita	says:	“the organic market in Colombia is small and it is more difficult 
to obtain resources for certification. The solution was to integrate into value 
chains through mechanisms that allow the direct purchase of these products 
at fair prices, with products adapted to compete in international markets.”	
Therefore,	the	company	provides	financial	opportunities	to	100	farming	families	living	in	the	Colombian	paramo.

In	addition,	2%	of	all	sales	are	allocated	to	protect	and	reconvert	the	paramo.	Reforestation	is	a	pillar	in	this	initiative.	
The	region	has	been	actively	reforested	with	native	trees	with	an	emphasis	on	protecting	ecosystems	including	water	
sources.	

As	a	result	of	the	work	coordinated	between	TFO	Canada	and	PROCOLOMBIA,	Paramo	Snacks	was	one	of	the	companies	
selected	 from	Colombia	within	 the	 framework	of	 the	project	 “Women	 in	Trade	 for	 Inclusive	Growth	and	Sustainable	
Growth.”	This	 is	 carried	out	with	 the	financial	 support	of	 the	government	of	Canada	provided	 through	Global	Affairs	
Canada.	Paramo	Snacks	received	training	in	areas	such	as	Export	Plans,	Corporate	Social	Responsibility,	Digital	Marketing,	
and	E-commerce.

In	addition,	as	part	of	the	project	implementation	activities	in	April	2022,	Paramo	Snacks	attended	the	SIAL	2022	Agro-
Food	Trade	Show	held	in	the	city	of	Montreal.	At	the	event,	the	company	was	awarded	with	a	prize	for	the	sustainable	
development	 category	 due	 to	 its	 authenticity	 resulting	 from	 the	 ingredients,	 the	 transformation	 process,	 and	 the	
manufacturer’s	commitments	to	sustainable	development.	The	prize	is	a	recognition	of	the	efforts	made	by	the	company	
to	protect	ecosystems.	Margarita	says	“we would like to give special thanks to TFO Canada and PROCOLOMBIA for giving 
us the opportunity to be at SIAL Canada 2022. Thanks to the exposure they allowed us by being here at the stand, we were 
able to participate in this important SIAL innovation contest and win one of the prizes”.

TFO	Canada	 is	 pleased	 to	 see	 the	 implementation	 of	 strategies	 provided	 during	 trainings	 to	SMEs,	 and	 to	 enhance	
the	access	of	these	companies	to	international	markets	through	trade	fairs	participation.	We	are	committed	to	gender	
equality	through	our	work	by	creating	sustainable	business	partnerships	for	exporters	from	developing	countries.	We	
would	like	to	thank	Margarita	Cabal,	the	general	manager,	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.

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