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4. Key organic foods
In this section, we examine major organic food types
in order of sales value. Beverages led organic sales
in 2017 (Table 4.1). Non-alcoholic beverages ranked
first in overall sales, while dairy was the largest selling
food segment, followed by bakery products and ready
meals. Maple products were the number one product
processed by Canadian organic processors (227
processors), followed by non-alcoholic beverages
(184), baked goods (138), fruit and vegetable products
(98) and meat (88) (Table 4.2).
Table 4.1 Top organic packaged foods sold at retail in
2017, $CAN millions
Processed Product

Value

Table 4.2. Top Canadian processed organic foods and
beverages by number of processors
Processed Product

Number of
Processors

Maple products

227

Non alcoholic beverages

184

Baked goods

138

Fruits & vegetables

98

Meat products

92

Dairy products

71

Snack foods

70

Edible oils

55

Sauces, dressings & condiments

39

Alcoholic beverages

37

Breakfast cereals

35

Spreads

28

Rice & pasta

27

Non alcoholic beverages

779.0

Ready meals

23

Dairy

377.6

Soup

Bakery products

237.4

16

Alcoholic beverages

230.0

Aquaculture products

8

Ready meals

192.3

Baby food

6

Breakfast cereals

132.3

Processed fruits/vegetables

86.4

Snacks

72.6

Baby food

68.0

Meat

64.3

Sauces, dressings & condiments

56.9

Pasta and rice

47.6

Soup

47.5

Spreads

41.2

Edible oils

27.6

Sugar & sugar substitutes

10.4

Maple syrup

Total

8.3

2.5 B

Source: Values estimated from Euromonitor 2017,
Neilsen, 2017 and COTA, 2017

4.1 BEVERAGES
Non-alcoholic beverages
Canadian sales of organic non-alcoholic beverages, were worth $779 M in 2017 (Euromonitor International, 2018, Table 4.1). Data include all beverages except dairy which are covered in section 4.2.

Canadian retail sales values for each of the types
of non-alcoholic beverages are shown in Table 4.3.
There were 184 organic non-alcoholic beverage manufacturers in 2018, with the majority located in ON.
Table 4.4 shows the number of manufacturers for each
non-alcoholic beverage type. Note that the values do
not sum to 184 (Table 4.2) because individual companies may produce more than one beverage type.
Table 4.3 Canadian retail sales of organic nonalcoholic beverages 2012-2017, $CAD, millions
Product
Hot

2012 2013 2014 2015 2016 2017
263.7

288.1

316.1

347.7

384.9

421.7

Coffee

212.8

232.0

252.6

275.9

305.2

334.8

Tea

50.7

56.0

63.4

71.8

79.6

86.8

0.1

0.1

0.1

0.1

0.1

0.1

Soft drinks

Other hot

114.5

117.3

121.0

127.6

137.2

148.0

Fruit/vegetable drinks

113.9

116.6

120.3

127.0

136.6

147.2

-

-

-

-

-

61.4

0.8

0.8

0.7

0.7

0.7

0.7

Plant beverages
Powder
concenrates

Total

492.9 522.8 558.1 603.0 659.4 779.0

Source: All estimates from Euromonitor International,
2018, except plant beverages which are from COTA,
2018b
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Table 4.4 Number of organic non-alcoholic beverage
processors in Canada by beverage type, 2018
Province

Coffee

Tea

Other
Hot

Soft
Drinks/
Other

YT

1

0

0

0

0

0

1

BC

24

18

1

5

7

1

55

AB

3

1

0

0

1

0

5

MB

0

2

0

0

1

ON

21

25

1

5

15

3

70

QC

18

10

1

2

21

5

55

NB

0

0

0

0

1

0

1

NS

2

0

0

0

0

0

2

69

56

3

12

46

9

192

Total

Juice/ Plant
Purees Bevs

Total

3

Coffee
Canadians love coffee. It is the dominant beverage in
both organic and conventional channels with Canadians
ranking amongst the highest per capita coffee drinkers
on the planet. In 2015, Canadians consumed 2.3 B
servings of coffee (The NDP Group, 2016).
Organic coffee is the single highest value organic
product processed in Canada, representing 43% of the
value of all organic non-alcoholic beverage sales and
close to four times times the value of organic tea sales.
Of course Canada does not grow coffee, but it does
roast it. According to Euromonitor International (2018),
organic coffee sold by Canadian grocery retailers was
worth $334.8 M in 2017 (Table 4.3), growing at a CAGR
of 8.9% between 2013 and 2017. Organic coffee sales
are expected to grow at the same rate (8.9 CAGR)
between 2018 and 2022 (Euromonitor International,
2018). Fair trade organic whole-bean coffee, now
represents 12% of the Canadian organic coffee market
and this segment is dominated by Vancouver based
Kicking Horse Coffee.
Since Canada began tracking organic imports, raw
coffee has been the number one import amongst
tracked commodities. As of December 2018, the value
of unroasted organic coffee bean imports was $126.4
M for the year. A further $9.9 M of roasted beans were
imported over the same time period. The value of
imported roasted coffee has been declining since 2013
when it was $35.6 M, while the value of unroasted coffee
imports has been increasing ($77.9 M in 2013) over the
same time period (Statistics Canada, 2019). This trend

Company Profile
Ethical Bean, Vancouver, BC
Lloyd Bernhardt and his wife Kim Schachte started
an coffee roasting business in Vancouver in 2003.
Bernhardt was a former executive at a software
company. Initially, the pair opened several cafés
around the city, but closed all but one to focus on
retail and wholesale sales. The company started by
building a loyal customer base in BC, then expanded
into ON and QC, primarily through large retailers,
followed by expansion into the U.S. market.
The organic and fair trade certified B Corporation
differentiates itself from its competitors in a hypercompetitive marketplace through transparency and
environmental stewardship across the value chain.
Each bag of coffee comes with a QR code that allows
consumers to track where their coffee beans were
grown, who grew them, and even when the beans
were roasted. The company spent about $10,000
on an app that has yielded benefits in bringing
new retailers on-stream. It has also allowed Ethical
Bean to track purchase location when consumers
opt in. The app also allows consumers to make
online purchases, a factor that has enhanced sales.
Future directions include an app for the growers
that will enable them to communicate directly with
the people who use their products.
Ethical Bean uses compostable coffee pods made
from coffee bean chaff. Pods break down in less than
84 days. The company also runs a return program
for its foil-lined bags. For every 12 bags returned,
consumers receive a free bag of coffee. Bags are
turned into tote bags, seeding pots or are donated
to schools for use in craft projects. Ethical Bean’s
10,000 sq. ft. roasting facility was built to LEED
Gold Standard specifications. The plant has been
Carbon Neutral since 2007. In 2010, the company
partnered with Climate Smart to track and measure
greenhouse gas emissions. A new energy-efficient
Loring Smart Roaster allowed the company to roast
11% more coffee while reducing natural gas use by
70%. Power is purchased from Bullfrog Power which
uses methane captured from a landfill. Carbon
credits are purchased to offset total emissions to 0.
Chaff and other waste is composted.
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reflects the growth in domestic organic coffee roasting
capacity. Exports of roasted coffee were worth $40.4 M
in 2017, with 95% of exports destined for U.S. markets.
British Columbia exports the most organic roasted
coffee at a 2017 value of $15.1 M, followed by QC at
$12.7 M and ON at $12.5 M (Statistics Canada, 2019).
Globally, there was close to 0.9 million hectares
of organic coffee production in 2017 (Willer and
Lernoud, 2019). This represents 8.5% of the total
coffee harvest. Leading organic coffee producing
nations are Mexico (231,000 ha), Ethiopia (161,000
ha) and Peru (110,000 ha) (Willer and Lernoud, 2019).
Canadian consumers want coffee to be sustainably
produced. According to the World of Organic Agriculture,
coffee leads the globe in sustainability standards with
25.8% of the global coffee area certified under at least
one sustainability standard (Willer and Lernoud, 2019).
In 2018, there were 69 organic coffee roasters across the
country (Table 4.4). Not surprisingly, British Columbia
is home to the largest share of these establishments
with 35% of the total. Ontario has 30% and Quebec
has 26%. An even larger number of coffee brands
make organic claims even though the roasting process
may not be certified. These claims are made most
frequently in provinces that lack organic regulations,
possibly as a result of confusion over the requirement
to certify the roasting process.

Trends
According to a 2014 article published in Food in Canada
(Ward, 2014), “today’s (coffee consumer) mindset is
hyper-focused on quality and taste. It used to be all
about flavours like Irish coffee or salted caramel ...
today, it’s more about the coffee itself – respecting the
bean, the roasting process and the work of the farmer.”
Single-serve coffee pods are the latest innovation in
the sector, with 40% of Canadian homes owning a
single brew system (The NPD Group, 2016). However,
increasing awareness of the negative environmental
impact of pods is likely to stall future growth. Already,
pods have been banned in government buildings in
Hamburg, Germany. Sales of Keurig’s single serve
machines and pods are in decline. Club Coffee, an
Ontario based business with organic coffee and tea
products has introduced 100% compostable single
serve coffee and tea pods. Coffee pod lids are made

from compostable paper and other materials, the rings
are made from a blend of bioresins from renewable
sources with at least 20% of the materials from coffee
chaff, and the mesh is also made from a compostable
bio-based substance. The pods won gold in the
sustainable packaging category in May 2017 at the
PAC Canadian Leadership Awards. Other companies
with organic lines, including Mother Parkers, are also
developing their own sustainable packaging concepts
for the single serve coffee market.
Another trend is cold brewed coffee in a can. Canned
coffee is available at retail from organic businesses
such as Salt Spring Coffee and Kicking Horse Coffee.

Key players
Coffee, including fair trade and organic, is a competitive
and heavily fragmented business. Top players by
market share in 2017 (Euromonitor, 2018) were Kicking
Horse Coffee owned by Luigi Lavazza SpA (7.0% of
total organic packaged food sales and 21.1% of the
organic beverage category), the Van Houtte brand
by Keurig Canada (3.3% of total packaged organic
foods and 9.9% of the organic beverage category)
and Starbucks (0.2%) (Euromonitor International,
2018). Private label has an 8.4% share, down from
9.1% in 2013 (Euromonitor International, 2018), of
the organic beverage category and coffee plays a key
role with Loblaw ‘s leading the way with its Presidents
Choice brand organic coffee. Mother Parkers
blends organic coffees for private label in Canada.
Kicking Horse was sold to Italian company Luigi Lavazza
SpA, one of the globe’s largest coffee makers in May
2017 (80% share for $215 M). Founder and CEO, Elana
Rosenfeld retains a 20% share. Keurig Canada is a
subsidiary of Keurig Dr Pepper which has a long history
of acquisition. It was formerly Keurig Green Mountain
and before that it was Green Mountain Coffee Roasters.
Keurig was a publicly traded company between 1993
and 2015 until it was acquired by a private German
holding company (JAB Holding Company) putting
together a global coffee empire. In 2018, Keurig aquired
the Dr Pepper Snapple Group and resumed public
trading. JAB continues to hold the majority of shares.

Technical considerations
In this section, the focus is on the parts of the process
performed in Canada. When the raw beans arrive,
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they are green and can be stored for a year or more
if properly protected from direct sunlight in conditions
of relative low humidity. At this stage, the beans are
soft and spongy, full of antioxidants but they do not yet
have the flavour and aroma we associate with coffee.
These attributes are created in the roasting process
as water is removed. Processors roast beans only
when they are ready to be packaged and shipped,
as the fresh roast flavour declines quickly in storage.
Roasting is both an art and a science, requiring
years of experiential training to achieve the perfect
roast. Many organic and artisanal coffee makers rely
on ‘sight roasting’ in which a human operator makes
many of the decisions related to the ‘roasting curve’,
the protocol that determines the time and temperature
of roasting and the ‘air-to-bean’ ratio; both are key
factors in flavour formation. Modern coffee roasting
equipment, managed by sophisticated software, aids
rather than replaces the decisions made by the ‘roast
master’. The software can track decisions made by
the roast master or the roast master can design the
roast curve, which the equipment then implements.
There are two main classes of of coffee roasting
equipment: drums and fluidized beds. Drums are
preferred for small batch (15-70 kg) while fluidized
beds are used for large scale roasting. Drums are
often powered by natural gas or propane and harmful
emissions can be an issue. Thermal oxidizers can be
installed downstream of the chaff collectors to burn off
harmful by-products. Processors need to be aware that
high roasting temperatures can destroy the beneficial
polyphenols in the beans.

Tea
After water, tea is the world’s second most consumed
beverage. Tea consumption is on the rise in this country
as more Canadians become aware of its beneficial
properties. Tea is a natural source of polyphenols and
flavonoids that have antioxidant properties and has
only about half the caffeine of coffee.
Canadians consume ten billion cups of tea a year
(CBC, 2014) and the share of organic tea is increasing.
Organic tea sales are only 25.9% of the organic coffee
market, but tea’s share of the organic beverage
category is increasing. In 2017, organic tea sales in
Canada were worth $86.8 M, a 71% increase over

2012 (Euromonitor International, 2018). Organic tea
sales grew at a CAGR of 11.6% between 2013 and
2017, a rate exceeding growth of all other organic
beverages (Euromonitor International, 2018). This
growth is expected to slow slightly to 8.8% from 2018
to 2022 (Euromonitor International, 2018).
A total of 143,662 ha of organic tea was grown
globally in 2017, an increase of 33% over 2016
(Willer and Lernoud, 2019). Seventy-six percent of
the organic tea crop is in Asia, while 19% is grown
in African countries (Willer and Lernoud, 2019). Over
13% of global tea acreage is grown under some
type of sustainability standard, including organic
(542,000 ha in 2017, Willer and Lernoud, 2019).
Given global production statistics, it is not surpising
that most teas and tea ingredients are imported. The
majority of organic black and green teas imported
to Canada originate in China, Japan, India, the
U.S. and Germany with dozens of other countries
contributing small volumes (Statistics Canada, 2019).
Organic tea is imported both in bags ($13.9 M in 2018)
and as loose leaves ($12.5 M in 2018) with volumes
and values of imported green teas edging out black and
herbal teas (Figure 4.1). However, Statistics Canada is
probably not tracking total organic tea imports through
existing HS codes. This theory is backed by retail sales
of organic teas: $40.1 M for herbal, $29.3 M for black,
and $17.3 M for green tea sales in 2017 (Euromonitor
International, 2018). These numbers make sense if
we assume that the majority of green and black tea
is imported, while herbal teas are made with domestic
cultivated or wild-crafted ingredients or imported as
herbs which would be recorded under other untracked
HS codes. While it is common for small companies to
sell herbal teas at farmers’ markets, we found only a few
larger businesses that produce organic herbal and tea
blends using locally grown or wildcrafted ingredients.
Very few contract with Canadian organic farmers to
grow herbal tea ingredients.
Figure 4.1 Value of organic tea imports by tea type,
2018, $CAN millions

Source: Data from
Statistics Canada,
2019
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In terms of processing capacity, Canada has fewer
organic tea (56) than coffee (69) processors (Table
4.4). Ontario is the leading organic tea processor with
25 processors, while BC and QC have 18 and 10,
respectively (Table 4.4).

as organic processors in order to blend teas. Ontariobased companies, Mother Parkers Tea & Coffee Inc.
and Steeped Tea Inc. have a 0.6% and 0.2% share of
the total organic packaged food market, respectively
(Euromonitor International, 2018).

Trends

Multinationals have entered the organic tea market,
either by acquiring small organic brands or through
their own efforts. However, the challenges of producing
organic tea on a large scale are daunting and there are
many competing third party certifications. This has left
the organic tea market relatively open to smaller scale
organic operators who are up to the challenge.

Product offerings are changing as consumers
increasingly seek out sustainably grown, good
tasting, high quality teas in convenient formats. Of
the 259 organic tea product launches between 2011
and 2016, top claims were kosher (60%), followed
by environmentally friendly packaging (45%),
environmentally friendly product (39%), ethical (37%),
caffeine-free (34%), GE free (16%), gluten-free (13%),
and reduced allergen (13%) (Mintel, 2019).
Consumers are experimenting with different brewing
technologies. Tea bags are losing market share to
loose teas and pods. Mother Parker’s, an ON-based
company with organic products, has introduced
industry-disruptive technology to the food service
sector that allows tea to be steeped by having water
remain in contact with the tea for a longer period of time
without the annoying tea bag. Normally, in this sector,
the tea-to-water contact is only around 35 seconds
rather than the five minutes needed for optimal flavour.
Many organic teas tout additional functional benefits
on their packaging and food manufacturers are taking
advantage of the consumer perception of the health
benefits of tea by adding tea as an ingredient in multiingredient processed foods.
Ready-to-drink bottled teas and fermented organic
kombucha teas are trends worth watching. There were
four Canadian organic kombucha tea processors,
along with several imports in mainstream Canadian
retail in 2018. U.S. sales of organic kombucha were
worth $412 M U.S. in 2018, up 42% over the previous
year (Nielsen, 2018).

Key players
David’s Tea is the dominant Canadian player in this
space. The company has a health-oriented, artisanal
approach to tea. In 2017, David’s Tea had a 2.5% share
of the total organic packaged food market (Euromonitor
International, 2018). The retailer has around 115 stores
in Canada and many of the outlets brands are certified

Some of the major non-Canadian companies and
brands with market share in the organic tea sector
include Hain Celestial’s Celestial Seasonings
Teahouse, which is increasingly focussed on organic
teas. Unilever has gotten into this category by
acquiring the Pukka and Tazo tea brands. Indiabased Tata Tea Ltd is another large player. Seattlebased Choice Tea, and California-based Numi are
big organic companies that are also fairly traded.

Technical considerations
Most teas are processed overseas where Camellia
sinensis shrubs grow, but Canadian organic processors
add value by blending different loose teas - often from
different locations, in drums, adding flavours and by
packaging teas in individual bags.
Tea consumers are sophisticated and increasingly are
expressing concerns about production methods. Tea
leaves are typically not washed before air drying.
This leaves the final product vulnerable to pesticide
contamination, particularly since many of the chemicals
used in tea production are water soluble. This means
they can penetrate the leaf structure of the plant and
end up in the tea water during steeping.
Consumers are also concerned about conventional tea
bags. The bags are made from a variety of materials
including Manila hemp, plastics such as polypropylene,
polyvinyl chloride (PVC), viscose rayon or thermoplastic.
Because tea is heated, leaching of plastic components
into the tea water is a potential issue. Paper tea bags
may be treated with epichlorohydrin, an organochlorine
compound used to make epoxy resins. In contact with
water, the compound hydrolyzes to 3-MCPD, a known
carcinogen. Bleaching of tea bags is also common in
conventional tea manufacturing.
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Organic tea companies use alternative tea packaging.
Some sell only loose leaf tea, but environmentally
friendly tea bag options are available, including Manila
hemp cellulose and packaging materials made from
non GE corn or potato starch and wood cellulose
fibres. Bags can be made from recycled materials and
packaging options include non GE soy-based inks.
Bags can be whitened using oxygen washing (forcing
air between the fibres) and sealed with cotton string.
All tea - whether black, green or something else, is
created by steeping leaves from the plant Camellia
sinensis in hot water. Businesses differentiate their
products through different handling methods and by
incorporating herbs, flowers, fruits and roots to create
unique flavours. Some teas feature nutraceutical
ingredients marketed for their health benefits.
Ready-to-drink formulations often alter the pH of
naturally alkaline tea by adding ascorbic acid and
sugar or artificial sweeteners to offset the bitter taste.
Conventional teas may incorporate flavourings from
natural sources obtained using chemical processes,
artificial flavouring, or a combination of the two
processes. In organic processing, all additives and
flavours must be compliant with the Canada Organic
Standard, but organic-compliant flavours are becoming
more available.
For ready-to-drink teas, aseptic processing helps to
preserve the original brewed tea quality and makes
the product shelf-stable for up to a year without
preservatives. It is equally effective for high- and
low-acid products and is an acceptable method for
organic processing. Aseptic paper-based cartons keep
oxygen and light away from brewed tea, preserving
more of its beneficial properties and have the added
benefit of being lightweight and more environmentally
sustainable.

Other non-alcoholic beverages
Soft drinks
According to the Beverage Marketing Corporation
(2018), the U.S. carbonated beverage category
has been in decline between 2007 and 2017.
Similarly, Canadian soft drink consumption has been
in steep decline, dropping from 82.9 L per capita
in 2010 to 58.3 L in 2018 (Shahbandeh, 2019).

In 2018, soft drink and ice sales in Canada were worth
$1.67 B (Shahbandeh, 2019). Sales of organic soft
drinks were worth $148 M in 2017, up close to 30%
over 2012 (Euromonitor International, 2018). We
identified a total of 12 organic soft drink manufacturers,
primarily based in BC and ON (Table 4.4).

Trends
Big changes are affecting the beverage sector, many
of which are driven by Millenials who do not share the
tastes of their parents, and by all consumers’ desire to
reduce sugar consumption. Sugary, carbonated sodas,
including diet brands containing artificial sweeteners,
are out. Sugar-free carbonated beverages, energy
drinks and craft sodas are changing the way Canadians
consume beverages.
Soda manufacturers are trying to create new excitement
by mimicking the craft beer sector; beverages are
brewed with primarily natural ingredients in small
batches.
Plant water brands that include flavourings such as
birch, coconut and maple, are flying off the shelves.

Key players
Larger players have been unable to respond to
the rapid changes in the category, while smaller
companies and start-up brands are prospering. Many
of these companies are producing artisanal sodas and
mineral water. The organic category is dominated by
non Canadian brands such as Santa Cruz Organic
and Knudsen. We found only two Canadian brands of
organic craft soda: Bec Cola, based in Montreal and
Sol Maté Cola manufactured by Sea Springs Mineral
Water Company Ltd. in Nova Scotia. Bec has produced
a cola with a simple ingredient list and local organic
maple syrup.
The company famous for its energy drinks - Red Bull,
entered the Canadian retail market in the summer of
2018 with a new line of carbonated drinks made with
natural flavours from plant extracts such as kola nut,
ginger, citrus extracts, lemon juice concentrate, herbal
bitters and cinnamon. A 250 ml can of Simply Cola
contains 32 mg of caffeine from organic coffee beans.
The drinks are gluten and dairy free, but do contain 22
g of sugar per can.
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Technical considerations
The main issue in this category is sugar. Consumers
want minimal sugar and natural sweeteners when
sweetening is needed. Organic drink manufacturers
use stevia, honey, maple syrup, cane sugar and other
natural sweeteners.

Fruit and vegetable juice
Canadian retail sales of organic soft drinks and juices
are roughly of equal value, but the latter is far more
likely to manufactured in Canada (Table 4.4).
Fruit and vegetable based juices are a high growth
category for organic, though still a very small part of the
overall market at 2% penetration in 2017 (Lee, 2018).
According to Euromonitor International (Lee, 2018),
penetration is expected to reach 3% of global sales by
2022, growing at a 5% CAGR between 2017 and 2022.
Sales of juice overall are actually in decline because of
increasing concerns over sugar content (Lee, 2018).
The global market for cold pressed juices is worth
around $100 million U.S. and the global market is
expected to grow at a CAGR of over 10% between
2016 and 2022 (Euromonitor International, 2016).
OTA’s 2018 survey found that fresh juices were the key
growth driver in the rapidly growing organic beverage
sales category between 2016 and 2017. U.S. organic
juice sales jumped almost 25% to $1.2 B U.S.
In 2012, Canadian sales of organic fruit and vegetable
beverages were only 70.9% of organic soft drink sales.
By 2017, the two categories were worth roughly the same
($147.2 M for organic fruit and vegetable beverages
versus $148.0 M for organic soft drinks, Table 4.3).
While sales are similar, Canadian companies have a
much larger share of the organic juice sales than of
organic soft drink sales with 46 manufacturers, versus
12 for organic soft drinks (Table 4.4).
According to Euromonitor International, 2018, within
the organic fruit and vegetable juice category, 100%
juices dominate with 76% of category sales ($111.9
million). Nectors with 25-99% juice were second with
$33.1 M in sales, while dilute organic juices with
less than 24% juice were worth only $2.4 million.
Powder concentrates were worth $0.6 million in 2017.

Euromonitor International believes that the future
category will continue to be products containing 100%
organic juice (Lee, 2018).
Organic juices sell at a healthy premium over
conventional brands by the same company - usually
above 30%.

Trends
The category is one of rapid growth and innovation.
Sales grew at a CAGR of 6.0% between 2013 and 2017
and are expected to grow at a CAGR of 8.4% between
2018 and 2022 (Euromonitor International, 2018). The
rising demand for vegetable juices and for cold pressed
fruit and vegetable juices across the globe is the result
of increasing awareness and concern about health and
for a desire to consume nutritionally dense food.
Millenials seeking pure, high quality and artisianal food
products are driving sales. In the U.S., 25% of men
and 20% of women aged 18-24 find organic, “freefrom” formulations and GMO claims influential in juice
purchasing decisions (FONA International, 2016). Although they are sensitive to price, Millennials have
demonstrated they are willing to pay more for quality if
they perceive the product to be healthier.
The category for both conventional and organic juices
is emphasizing darker product colours associated with
health. Other trends include the use of unusual vegetables such as chickpeas and pumpkin, juices with functional properties such as body detoxing and combining
fruit and vegetables with unusual partners such as aloe
and cocoa water.

Key players
According to Euromonitor International (Lee, 2018),
the North American market for organic juice is very
fragmented compared to that in western Europe. The
sector is populated by small independent companies,
competing in their local area (Lee, 2018). Recently,
multi-nationals have been getting into the organic juice
game with organic product extensions. Campbells
Soup Co. owns the Bolthouse Farms brand which
sells both organic fruit and vegetable juices and
smoothies under its 1915 brand and controlled 18.8%
of the Canadian retail organic juice market in 2017
(Euromonitor International, 2018). In 2019, the private
equity firm Butterfly purchased Bolthouse Farm for
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$510 M U.S. The JM Smucker Co. had the second
largest market share with 5.9%. The JM Smucker Co.
had a 0.5% share of all organic packaged foods sold
at retail in Canada in 2018 (Euromonitor International,
2018). Thurella was third with a 1.7% category share
and a 0.1% share of the overall packaged organic food
market in Canada (Euromonitor International, 2018).
Ocean Spray has developed line extensions of organic
cranberry, blueberry and cranberry apple juice. Kraft
also has had skin in the game with its Capri Sun line
of organic juices launched in 2016. Coca Cola is a
minority shareholder in Suja juice, a California based
juice processed using HPP. Close to 12% of the organic
juice market is controlled by private label products
(Euromonitor International, 2018). This may be because
consumers find organic juices to be too expensive (Lee,
2018) and private label offers a more affordable option.
Lassonde Industries is the dominant Canadian player.

Technical considerations
Organic fruit and vegetable beverages represent a
challenge in a category where food safety concerns
are paramount. Consumers value product purity and
minimal processing. Products that are pasteurized are
not considered “fresh.” Cold-pressed and fresh juices
must be consumed within three days or their valuable
nutrients degrade. This technology is appropriate for
juice bars in which fruits and vegetables are juiced
in front of customers, but it does not work for food
processing applications that require longer shelf life.
Fortunately, new processing technologies are
available that can minimally process the beverage,
while addressing food safety concerns. High pressure
processing (HPP) is an alternative to traditional
pasteurization that uses pressure instead of heat to
eliminate the growth of pathogens. HPP extends the
life of the juice by up to three weeks. Cold-pressed/
HPP juices are cold-pressed and then processed using
HPP to maintain the raw, fresh natural characteristics
of the ingredients intact. Many bottled cold-pressed
juices on grocer or health club shelves are cold
pressed HPP. The major downside to HPP technology
is that it is expensive, particularly for start-ups. For this
reason, many entrepreneurs begin processing using
toll processing services.
Organic juice formulations can only contain Vitamins
C or D or calcium if these products are being used as
acidity regulators, stabilizers, or as preservatives as

indicated in Table 6.3 of the PSL (Table 4.35 in this
report). They cannot be added for the purposes of
fortification. This is because fortification is only allowed
in organic if it is required for that food by law. In the
case of juices, fortification is optional.
In addition to technical processing challenges, fruit
processors often find sourcing organic fruit to be
challenging.

Dairy beverage alternatives
Plant-based beverages are a rapidly growing category
in which organic products are heavily represented. The
category includes products derived from nuts such as
almond, macadamia, cashew, pecan, hazelnut, walnut,
or from soy, hemp, coconut, rice, quinoa, flax, pea or
oat. Beverages in this category are marketed as being
“easier to digest” than milk and appeal to consumers
who are lactose intolerant or who associate dairy
products with intestinal discomfort. Some consumers
also believe plant-based products to be healthier than
animal-derived products. Plant-based beverages often
have a lower carbohydrate profile than dairy milk and
thus appeals to consumers on low-carb diets. Plant
beverages are also recommended in low-FODMAP
diets for people with irritable bowel syndrom (IBS).
FODMAP stands for “fermentable oligo-, di, monosaccharides and polyols” which are short-chain
carbohydrates that are resistant to digestion. They are
not readily absorbed into the bloodstream, but rather
end up as fuel for gut bacteria which can produce
hydrogen gas and bloating.
Dairy industry representatives argue that dairy milk is
purer, contains no added sugars and generally has more
protein than most of the plant based alternatives except
for pea - and soy-based milks. Much of the pulp is filtered
out of plant beverages, leaving them watery and less
nutrient-dense than dairy milk. Products such as almond
milk actually only contain about 2% almonds, with the
remainder composed of water. Conventional plant
beverages can be heavily fortified to provide as much
calcium as cow’s milk. Unsweetened plant beverages
have only about half the sugar of dairy beverages.
The Dietitians of Canada and the Canadian Paediatric
Society issued a joint statement (2017) that plant
beverages are “inappropriate alternatives to cow milk
in the first two years”, citing lack of protein, fortification,

24 |ORGANIC FOOD PROCESSING IN CANADA

sugar content and “potential to displace hunger” as
the key reasons. In 2018, the U.S. FDA cited cases
of protein and Vitamin D deficiencies in children as
potential cause for issuing guidance on labelling dairy
alternatives as “milk”.
Globally, dairy alternative drink sales are expected to
reach $16.3 B $U.S. in 2018 and they accounted for
more than 8% of the global dairy launches in 2017, up
7% from 2016 (Innova Market Insights, 2017). In the
U.S., plant beverages of all kinds have a 12% share
of the fluid milk market (Euromonitor International,
2018) and organic and nonorganic dairy processors
worry about the competition. In 2017 and 2018, U.S.
organic fluid milk sales declined by 2.5%, while plant
based milk sales (organic and nonorganic) increased
by 2.9%. Retail sales of organic plant beverages were
worth $61.4 M in 2017 in Canada (COTA, 2017b).

Trends
More than half of the new product launches between
2012 and 2016 were marketed as lactose-free, 40%
as vegan and just under a quarter as GMO free (Innova
Market Insights, 2017).
Businesses in this category, whether organic or not,
focus on shorter, cleaner labels, added protein and
improved functionality or flavour. For example, for
products such as almond milk which are mostly
water, some companies are increasing the nut
content of their beverages to increase protein content.
Soy milk has long been the organic category leader
with the highest protein per unit, but in recent years,
almond milk has has come on strong. In 2017, almond
milk had a 64% market share, while soy milk held 13%
and coconut milk 12% (Euromonitor International,
2018). While U.S. sales of organic milk declined by
2.3% between 2017 and 2018, sales of organic almond
milk increased by 23.3%. Consumers also had close
to 30% more organic almond milk products to choose
from on store shelves (Nielsen, 2018).
Plant beverage manufacturers are experimenting with
nut blends, flavours such as vanilla and chocolate,
individual servings and vitamin fortification.

Key players
There are a lot of players in this space and Canadian
companies are very competitive at Canadian retail.
We identified a total of 9 organic plant beverage
manufacturers in Canada (Table 4.3).
Earth’s Own Food Co. (previously Soya World),
headquartered in Vancouver with a processing facility
in Ontario, had a 6% share of total organic packaged
foods in 2016 (Euromonitor International, 2016).
Product lines include So Nice and So Good soy milk
and So Fresh almond, cashew and oat milks. The
company was owned by the Seventh-Day Adventists
until 2012 when it was purchased by one of Canada’s
largest co-ops, Agrifoods International. In 2019, Earth’s
Own consolidated its sub brands under a single Earth’s
Own brand, along with new packaging made from
plants grown in sustainably managed forests, a new
logo and a new tagline “We dig plants”.
Quebec has five organic plant beverage manufacturers
with Aliments Horium Foods (soy beverages), Natura
Foods (formerly Aliments Nutrisoya inc., Natur-a brand
rice and soy beverages), Kerry Canada (rice and
soy beverages), Soylutions (rice and soy beverages)
and Unisoya (soy beverages). Private label is also
represented in this category with Loblaw’s PC Organics
Almond Drink.
White Wave Foods, now merged with Danone Foods,
owns the Silk brand (soy beverages) and So Delicious
which includes organic coconut and almond milk as
well as nut blends. The company recently introduced
an organic amond-cashew blend in a plant-based
bottle. The Hain Celestial Group which now owns
Imagine Foods and its Dream brand of organic soy
and rice beverages is also a key player. Campbell’s
now owns Pacific Foods which has the most extensive
organic plant milk offerings with soy, almond, coconut
and oat, as well as unsweetened, flavoured and single
serve offerings in this category.

Technical considerations
Plant milks are processed beverages, and as such
they contain additives such as sugar, thickeners, antifoaming agents and acidity regulators. Organic plant
milks are equally processed and also require additives
to achieve their objectives. There are a number of food
additives and extraction processes that are effective
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and allowed in organic beverages. Xanthan and other
allowable gums or carageenen are used to thicken
organic beverages and to provide good mouthfeel.
Sodium bicarbonate (baking soda) and potassium
citrate can regulate acidity and non-GE soybean
oil or silicon dioxide are used to reduce foaming.
Sunflower lecithin may be used as an emulsifier.
Sunflower is often substituted for soy because of
the negative associations that consumers have with
soy. Carrageenan can also be used as an emulsifier.
Despite the fact that it is extracted from edible seaweed
and allowed in organic food processing, carrageenen
has fallen out of favour with consumers and many
beverage manufacturers are rushing to reformulate
recipes without it. Without an emulsifier, some plant
beverages such as almond will separate into oil and
water phases with sedementation at the bottom.
Some manufacturers leave out the emulsifier and
simply warn consumers that separation can happen
and that the product should be shaken before use.
Because of concerns that plant beverages do not contain
the same nutrition as cow or goat milk, mainstream
manufacturers are fortifying plant beverages with
Vitamin A, D and B. Calcium carbonate is often added
to soy beverages. The calcium in cow’s milk is also in
calcium carbonate form which comes from the grasses
that cows eat. Fortification per se is not allowed in
organic unless it is mandated by Health Canada for
that product. However, vitamins and calcium may be
added if they have another functional purpose as a
food processing aid.
Plant beverages are also subjected to high heat. In the
case of soy, soy naturally contains trypsin inhibitors that
make it indigestible. This enzyme is inactivated at high
heat. Plant beverages are also low acid and are thus
susceptible to bacterial contamination and must be
pasteurized like regular milk. Many organic processors
such as DanoneWave’s Silk brand are sterilized using
UHT (Ultra High Temperature) pasteurization methods.

Alcoholic beverages
There were 37 manufacturers producing organic beer,
cider, wine or spirits in 2018. Wine had the largest
number of processors with 21, followed by beer (10),
cider (6) and spirits (3) (Table 4.5). Note that numbers
in the table do not sum to 37 because some companies
produce more than one type of alcoholic product).
Wine, beer and spirits are considered in more detail

below. COTA (2017b) has estimated the value of
organic alcohol sales in Canada to be $230 M in 2017.
Table 4.5 Number of organic alcoholic beverage
processors in Canada, 2018
Beer

Cider

Spirits

Total

BC

Province Wine
3

3

3

1

10

AB

1

0

0

0

1

MB

1

0

0

0

1

ON

7

5

0

2

14

QC

8

2

3

0

13

NS

1

0

0

0

1

21

10

6

3

40

Total

Wine
Global acreage of organic grapes reached 403,047
ha in 2017, 5.7% of total grape production (Willer
and Lernoud, 2019). Ninety percent of organic grape
production is in Europe, with Spain (100,000 ha), Italy
(100,000 ha) and France (78,000 ha) having the largest
crop shares. Organic grape acreage has quadrupled
since 2004. There are no data on the percentage of the
crop used for wine versus table grapes.
Canada grew 598 ha of organic grapes In 2017 which
is less than 1% of global production area (Willer and
Lernoud, 2019). Organic represents roughly 5% of
Canada’s total grape crop. The 2017 organic grape
crop was much smaller than the 2016 crop which was
1,000 ha and 2.6% of global organic production.
In order to label wine as organic, the processor must
be certified. There were only 21 certified processors
in Canada in 2018 with 6 in QC, 4 in BC and 2 in ON.
There are many more organic grape producers and
processors that use the “made with organic grapes”
claim.
There are no hard data available in Canada, or
even globally, on organic wine sales. The LCBO in
Ontario reported a doubling of organic wine sales
between 2010 and 2014 (Buck, 2014). The SAQ in
Quebec reported organic alcohol sales of $97 million
in 2017. Based on a quick survey of the liquor store
catalogues in BC and ON, the key organic wine import
regions include Chile, Argentina, Italy and Greece.
Only a few organic brands come in from the U.S. and
even fewer Canadian brands are on retail shelves.
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Key players
The Liquor Control Board of Ontario’s website boasts
that it stocks “more than 100 organic and biodynamic
wines, beers and spirits.” Summerhill Pyramid Winery
is the largest organic winery in the Canada and it is
also biodynamic. Southbrook Vineyards markets itself
as the first biodynamic certified winery in Canada. Both
brands are available in provincially run liquor stores.

Technical considerations
Only a small number of wine manufacturers have
opted to certify as organic in Canada. This may be due
to some early challenges related to product quality and
consistency that continue to haunt the industry even
though many of these issues have been resolved.
The key issue in organic wine production is added
sulphites. A small percentage of the population (<1%)
is sensitive to sulphites. Sulphites are produced
naturally during the fermentation process, usually at
levels of up to 10 parts per million (ppm). Mainstream
wines can contain up to 350 ppm. Organic standards
dictate the amount of sulphites that can be added and
the corresponding market claims that can be made for
different levels. These rules vary amongst countries.
When developing organic standards, Canada made the
decision to harmonize with E.U. countries, rather than
with the U.S. This means that sulphites can be added
to wines that carry an organic claim (and potentially the
Canada Organic label) depending on the sugar level of
the alcohol. For wines containing less than 5% residual
sugar, maximum allowable levels of S03 are 100 ppm
and 30 ppm for total and free sulphites, respectively.
For alcohol with more than 10% residual sugar,
allowable levels are 250 and 45 ppm total and free
sulphites, respectively. In the U.S., wines containing
more than 10 ppm sulphites must carry a warning that
the product contains sulphites and bottles cannot carry
an organic claim. Organic wines between 10 and 100
ppm can carry a ‘made with organic grapes’ claim.
Permitted sources for sulphites include S03 bottled gas
as liquid S03 or liberated from burning of asbestos-free
sulphur wicks.
Wine making is considerably more difficult without
added sulphites and early efforts created inconsistent
results; the wines either tasted odd or they didn’t
age well. Sulphites decrease the risk of spoilage and

contamination; without them, processors have a very
narrow margin for error for bacterial contamination.
Wines without added sulphites are also at risk of
degradation at temperatures above 18 C from the
moment the grapes enter the winery to uncorking.
These issues were largely responsible for the bad
reputation of early organic wines. This has led many
businesses to conclude that the organic label is not
a useful marketing tool. This means that companies
do not usually bother to certify their processing, even
though they may use organic ingredients, or they may
decide not to use the organic label even if they are a
certified processor. Interestingly, the biodynamic claim
has not suffered the same fate in the marketplace
despite the fact that biodynamic wines are first and
foremost organic.

“

The difference between conventional
and organic farming is one of degree;
biodynamic farming is more one of kind.
By tolerating low levels of infection in the
vineyard, the grapes cultivate thick skins
rich in tannins and bio-flavonoinds and by
using wild yeasts, fermentation takes longer
and occurs in unique succession. It’s the
difference between a note and a chord.

”

Bill Redelmeier
Southbrook Vineyards,
quoted in Buck, 2014
Allowable stabilizing agents for organic wine include:
citric (synthetic and non-synthetic sources), tartaric
(if non-synthetic form is not commercially available,
the synthetic form may be used), malic and ascorbic
acids. Potassium carbonates are allowed for use
as a buffering agent in mead and wine. Potassium
tartrate is used to regulate acidity in organic wines.
Clarifiation and fining agents and methods allowed in
organic wine processing include Isinglass, gelatin from
animal bones (must be free of specified risk materials),
bentonite, kaolin clay, casein (from organic sources if
commercially available; if non-organic casein is used,
it must not be from the milk of animals treated with
rBGH), calcium sulphate (gypsum), diatomaceous
earth, organic egg whites, cellulose plate filters (non
chlorine bleached), centrifugation, sterile filtration with
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membrane filters, and cross-flow filtration. Use of some
of these substances can be an issue for vegans and
vegetarians. Isinglass is made from fish, gelatin from
animal bones, casein from milk proteins and of course
egg whites come from chickens. The use of active
yeast cultures is allowed in organic wine processing.
Activated charcoal is allowed for use in organic wine
making to absorb colour from white wines. Calcium
sulphate can also be used to control tartness.

Beer and Malt
Along with coffee, Canadians drink a lot of beer - close
to 23 million hectolitres with an average consumption
of 63 L per person in 2015. However, total consumption
did decline by 3.5% between 2010 and 2015 (Beer
Canada, 2016). Due to the high costs of transporting
heavy liquid beer, production and sales are highly
localized with breweries close to the major markets.

in the number of licensed breweries between 2015
and 2018, from 644 in 2015 and 995 in 2018 (Beer
Canada, 2019). Of the total, most are small, with 93%
producing less than 15,000 hL of beer in 2018, with
only about 30 large commercial brewers. According to
Beer Canada, in 2018, 85% of the beer consumed in
Canada was brewed in Canada, a figure that stands in
sharp contrast to the wine industry.
Many provinces have changed provincial regulations to
support the development of the craft brewing industry.
A micro malting industry has also been developed to
provide specialized malt ingredients. Craft brewers
believe that mainstream malts are not appropriate for
their needs, that is, they are designed for weak-tasting
low alcohol lagers.

Ontario is the largest beer market in Canada with 34%
of processors, followed by BC with 27% and QC with
22%. Overall, Canadian brewers have an 84% share of
the domestic beer market (Beer Canada, 2016).

Craft beer is made using traditional methods in small
batches, usually less than 40 million L per year.
Organic beer is present in the marketplace, but from a
marketing perspective, organic takes a back seat to the
craft or artisanal claim. In this sector, locally-sourced
ingredients trump organic. Some craft breweries are
using some organic ingredients when they can source
them, but they are not taking all of the steps to go organic.

The first reported organic brewery was the PinkusMueller Brewery in Germany in 1980. The brewmaster
was concerned with the declining quality of malting
barley grown with chemical fertilizers. Organic beer
took a further 15 years to get to the U.S. The Canadian
industry is still nascent, with only ten organic beer
processors (3 in BC, 5 in ON, and 2 in QC).

Consumers are choosing quality over quantity and
favour cask-conditioned ales and locally grown barley
and hops. New flavours such as pumpkin, coffee, maple
syrup, fruits and spices abound, and some breweries
have introduced unpasteurized and or unfiltered beers.
Breweries are also experimenting with different aging
vessels such as oak to impart flavour to the beer.

The U.S. market for organic beer is worth $79 million,
with a 20.7% increase in organic craft beer sales
between December 2013 and 2014 (Nielson, 2015).
There is even an Organic Beer Fest in Oregon featuring
over 50 organic brews from across the country. There
are no official statistics on domestic sales of organic
beer in Canada. However, growth appears to be strong,
with Ontario’s LCBO reporting a quadrupling of organic
beer sales between 2010 and 2014 (Buck, 2014).

Amongst organic brewers, the top marketing claims in
order are: seasonal, ethical/environmentally-friendly
packaging, no additives/preservatives, all natural, low/
reduced sugar and premium (Mintel, 2019). Steve
Abrams, co-founder of Mill Street Brewery, reminds us
that despite consumer interest in sustainability, flavour
is still the dominant driver in beer choice (Buck, 2014).
There is also a trend towards increasing ‘hoppiness’.
Hoppy beers like IPAs are flying off the shelves. This
has led to some concern in the industry that hop
production cannot keep up. In 2015, Canada had just
under 260 acres under hop cultivation. In the same
year, Ontario imported $7 million worth of hops.

Trends
By far the most significant and fastest growing trend
in the beer industry is the craft brewing segment,
although craft beer sales still represent only a small
part of the domestic beer market. Consumer interest
in craft beer has led to an impressive increase of 55%

Another key trend in the sector is the move towards
aluminium cans away from traditional bottles. Over
50% of beer sold in Canada is in cans. Craft brewers
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believe aluminium to be a superior environmental
choice because shipping costs are reduced with the
lighter packaging. Aluminum is also thought to improve
shelf life due to greater resistance to light and oxygen
penetration.

Key players
The $5.7 B mainstream brewing industry in Canada
is dominated by Anheuser-Busch with a 28% market
share and Molson Coors Brewing Company with a 24%
market share (Euromonitor International, 2017). With the
exception of Mill Street Brewery, which produces around
40,000 HL/of organic brew per year, the organic beer
sector is much less consolidated and remains populated
by a handful of small craft breweries (10 in 2018).
To gain entry to the craft brewing sector, mainstream
brewers are buying up craft breweries. In 2015, organic
leader Mill Street was purchased by Labatt Brewery.
Beau’s All Natural Brewing Co. now considers itself the
largest craft brewery - a title it believes Mill Street to
have surrendered upon selling out to Labatt. Beau’s
did not undertake national distribution until 2016.
Mainstream malting is consolidated. Canada Malting
is the largest commercial scale malting house with
processing facilities in BC, AB, ON and QC, with organic
barley and wheat malt processing in the Thunder
Bay and Calgary facilities. The alternative micro malt
business is anything but consolidated. Some of the
organic micro malteries include: Harvest Hop and Malt
in Ontario, Malterie Frontenac in Quebec, Gambrinous
Malting Corp. in British Columbia and Horton Ridge in
Nova Scotia.
Demand for craft malt is also generating demand
for heritage barley varieties. Mainstream malting is
consolidated. Canada Malting is the largest commercial
scale malting house with processing facilities in BC,
AB, ON and QC, with organic barley and wheat malt
processing in the Thunder Bay facility. The alternative
micro malt business is anything but consolidated.
Some of the organic micro malteries include: Harvest
Hop and Malt in Ontario, Malterie Frontenac in Quebec,
Gambrinous Malting Corp. in British Columbia and
Horton Ridge in Nova Scotia. Demand for craft malt is
also generating demand for heritage barley varieties.

Technical considerations
Beer processing is similar to, but slightly more complex
than wine making. For wine, natural sugars in the fruit
are converted to alcohol by yeast, while grain starches
must first be converted to sugars through an enzymatic
process for beer making. There are two separate
processes involved in beer making: malting and
brewing. These processes are usually undertaken by
separate businesses and are considered separately.

Malting
Malting is an ancient process based on the natural
germination of grain; it is a relatively simple process
to go organic. Challenges are more related to markets
than to technical issues in the malting process. There
are very few organic brewers - a factor that limits
the market. However, organic craft maltsters are
discovering that non organic craft breweries are willing
to pay for high quality organic malts.
Malts are cereal seeds that have been tricked into
germinating and then abruptly halted before they
can become plants. The malting process makes the
nutrients and enzymes in grain seeds available to
brewers. Almost any cereal grain can be malted, but
barley is by far the most common grain used for malting.
The malting process involves germinating, halting
germination and air warming of the grain seed.
The process facilitates enzymatic degradation of
the internal starches and proteins in the seeds and
conversion to sugars. Kilning is used to halt germination
using a combination of heat and air. Different curing
temperatures produce malts with different flavour
profiles. Maltsters can also roast malt as one might
roast coffee. Roasted malts go through the entire
process, all the way through kilning, but these malts
are then further kilned at a high temperature or for
longer periods of time to yield roasted flavours.
The basic processes are the same in conventional and
organic/craft malting, although some craft maltsters
use the ancient floor malting process in which the
germinated grain is hand turned on the floor of the
processing facility. Turning prevents the rootlets from
matting and helps to keep the grain bed loosely packed.
Floor malting is not a requirement for organic malting.
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Environmental sustainability
in the organic brewing sector
Beer brewing has a significant environmental
footprint. It takes a lot of water to produce a bottle
of beer; on average, 7 L of water for a single litre.
Most of the water is used for steam to boil the wort
and for cleaning. Inefficient brewers can use up to
12 L. Beer making also takes a lot of energy and
the process emits C02.
It doesn’t have to be this way. Existing technology
can be implemented to greatly reduce the sector’s
environmental impact and brewers are making
great gains in energy reduction and greenhouse
gas emissions. These were down 61.2% and
52.4%, respectively in 2018 relative to 1990 (Beer
Canada, 2018). Organic brewers are leading the
way on sustainability initiatives.
Crannóg Ales, an Irish-style microbrewery in BC’s
Okanogan region, uses less than 2 litres of water for
each litre of beer. It has also eliminated two of the
most energy-intensive processes in beer-making:
thermal pasteurization and bottling. However,
unpasteurized beer cannot be sold through the
liquor board. Most of the ingredients, including
the hops, come from the business’s own 10-acre
farm and spent grains are fed to the farm’s pigs.
Mill Street Brewery in Toronto has invested
heavily in reducing its environmental footprint. It
has energy-efficient refrigeration, Clean In Place
programs to reduce water use through recycling,
rooftop solar panels, and a centrifuge to remove
excess yeast from waste water. Spent malt and
the recovered yeast are picked up by a dairy cattle
producer for use as feed. Eventually, the company
would like to find a food processing market for the
reclaimed yeast. A heat-recovery system uses
steam to heat water for brewing. City water comes
in at 5 C, and the system can heat 150 hl a day to
90 C. Mill Street uses ceramic ink labels applied
to bottles using a silk-screening process instead
of paper labels. The bottles are refired after the
ink is applied so that the ceramic becomes part of
the bottle. The LCBO returns the same bottles for
a sorting fee with a 75% return rate. The painted
bottles are washed and reused over and over with
no degradation of the ceramic label.

Brewing
Brewing organic and conventional beer is similar.
However, organic standards require 100% organic
ingredients and include a very small list of processing
aids as compared to mainstream brewing. There
are no definitions or laws governing craft brewing
in Canada, but the industry seems to have evolved
a code that eschews short cuts such as the use
of malt extracts or ‘adjunct brewing’. This process
involves using malts with high levels of enzymes
that facilitate the addition of other cheaper grains
to the mash, such as corn. Ontario’s craft brewing
code covers variables such as size (< than 400,000
HL), independence (cannot be significantly controlled
by a beer company that does not qualify under the
Ontario Craft Brewer Code), tradition (brewers must
brew traditional and innovative beers according to
the Ontario Craft Brewers’ Brewing Philosophy), and
80% of ON sales must come from an ON brewery.
Canadian law does not require beer manufacturers
to disclose ingredients, but the Food and Drugs
Regulations provide a list of allowable ingredients. The
list includes approximately 109 additives including:
enzymes, preservation aids, stabilizers, colourants,
foam enhancers, artifical colours and pH adjusters.
Like the malting process, beer making is an ancient
process that does not require additives. Organic and
craft beers use just a few simple ingredients: barley,
hops, yeast and water, although additional ingredients
can be added for flavour.
The PSL does contain a few substances that could
be used as food additives in organic beer processing.
These include calcium carbonate and potassium
chloride which are used as a food for yeast, calcium
sulphate (gypsum) which is used to condition water,
magnesium sulphate used as brewing salt to adjust
the ion content of the water and to enhance enzymatic
action in the mash or to improve flavour and potassium
tartrate which is used as a foaming agent.
Commercial breweries have a number of additional
chemical tools to improve shelf life that organic and
craft breweries do not have. Both alcohol and hops are
natural preservatives; shelf life is determined at least
in part by the levels of both. Beyond this, craft and
organic brewers can use one of three methods to
further improve shelf life: sterile filtration involves
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Company Profile
Horton Ridge Malt and Grain Company,
King’s County, NS
Horton Ridge, founded in 2016, is the first and
only craft malting house in Atlantic Canada. It is
also organic. Owner Alan Stewart was looking for
a way to add value to his own farm-grown organic
grains. He admits that he knew nothing about the
malting industry when he started.
After discovering that affordable small batch
malting equipment was not commercially
available, he set about designing and building his
own steep tank and kiln. Technical support was
available from the North American Craft Maltsters
Guild and Alan was able to raise the initial capital
of $650,000 from the Nova Scotia Community
Economic Development Investment Fund.
When asked why he decided to use organic
grains, Alan responded that as an organic
producer he didn’t know any other way. Organic
is not a requirement to participate in the craft
brewing industry, and in fact adds significantly to
ingredient costs.
Horton Ridge’s barley malt is purchased by
more than a dozen local craft breweries. In
2017, a brewery, taproom and store were added
to products and to provide home brewers with
everything they need to make small batches of
beer.
Horton Ridge is currently malting only barley, but
there are plans to add malted rye. The company
uses a process called Floor Malting. The barley
is placed in a Steep Tank and immersed in water.
Water is then drained, the grain is re-wetted and
drained again. Once the grain achieves about a
45% moisture level, it is spread out on the malting
floor where it is raked and turned to ensure
adequate oxygenation. The green malt is then
placed in a Malt Kiln and heated for about twentyfour hours. The temperature varies depending on
the type of malt desired. Once it is dried to about

5% moisture, the barley is cooled and bagged,
ready for shipping.
Horton Ridge’s biggest challenge is procurement
of organic ingredients. Malt barley does not flourish
in the humid environment of Atlantic Canada.
Because fungicides are banned in organic
production, high humidity represents a particular
challenge for organic barley production.
Alan is attempting to solve production challenges
by working with organic researchers at Dalhousie
University who hope to develop organic barley
varieties adapted to local conditions. He is also
working closely with area producers to build the
supply of organic barley. In 2015 there was no
organic barley in the region. In the summer of
2016, one local organic grower supplied some
product. The rest was brought in at great expense
from Saskatchewan.
Although a farmer himself, Alan is unable to grow
malting barley on his own heavy clay soils. He
can, however, grow fall rye, a crop that he hopes
to soon begin malting. This vertical integration can
help to reduce costs, increase supply and allow
the company to expand its customer base beyond
Atlantic Canada. However, rye is notoriously
difficult to brew with and for this reason it is usually
restricted to a maximum of 30% of the grains used.
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Company Profile
Beau’s All Natural Brewing Company,
Vankleek Hill, ON
Located near the nation’s capital in the small town
of Vankleek Hill, Beau’s was founded by father and
son Tim and Steve Beauchesne. Like many craft
breweries, Beau’s had humble beginnings with a
very small staff which manually filled and cleaned
returnable, non-standardized growler bottles.
In 2016, as part of its ten year anniversary
celebrations, Beau’s decided to sell part of the
business to its employees. It now refers to itself
as family run, employee-owned and totally
independent. In the same year, the company
also went national. Beau’s now markets itself as
Canada’s largest organic craft brewery. This is a
big step for a company that once publicly declared
that it would sell beer only within a one day drive of
the brewery. The change of heart was in response
to the acquisition of Mill Street Brewery by Labatt
Brewery. In a media release, co-owner Steve
Beauchesne noted “with the recent and sudden
acquisitions that the ‘hyper-mega’ breweries have
made of strong Canadian craft breweries, we
became quite concerned that with only a small
handful of national independent craft breweries,
the whole industry is at risk of being commoditized.
Our commitment to staying regional made us part
of the problem. We have made this expansion
to make sure that there are strong voices on a
national level for craft beer in this country”.
The company has garnered 80 awards for excellence
in brewing, sustainability and business practices. It
is one of only a few craft breweries to go organic in
Canada. In 2013, it became Canada’s first B-Corp
brewery which means that it meets high standards
of accountability and environmental sustainability.
Beau’s utilizes environmentally-friendly packaging,
marketing materials and ingredients. Wanting to
avoid small bottles and their environmental footprint, Beau’s initially started with growler-sized

beers. Eventually the company was forced to
adopt more standardized bottles when it ran into
trouble getting Ontario’s LCBO to carry and return
the bottles. The beer is made from local spring
water. Faced with a hop shortage one year, the
company turned to a local bog to source bitter
plants to replace the hoppy taste.
Beau’s is a big supporter of Canada’s craft
brewing sector, eager to share what it has learned
over ten years. It also has a great relationship with
the local community. It offers free brewery tours
in French and English and tastings in its brewery
store. Beau’s also runs an annual Oktoberfest
celebration which hosts 20,000 people, raising
over half a million dollars for agricultural charities
over 8 years. More recently, the company has
supported the development of a women-owned
microbrewery in Rwanda.
Beau’s is also experimenting with innovative
marketing initiatives, including a membership
program for wine or rum barrel-aged rare beers.
A membership fee of $125 gets subscribers 10
barrel-aged beers per year (600 ML). Beau’s also
runs a BYBO (Buy Your Beau’s Online) program
which delivers beer to people in the Ottawa region.
It also rents out 20-50 L kegs for parties.
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physical filtration to remove particles larger than about
five microns, pasteurization conditioning uses yeast
that is either left over from the brewing process
or added in a secondary fermentation process to
‘condition’ unpasteurized, unfiltered beer. Yeast inhibits
oxidation and contributes its own complex flavour
that evolves over time in the bottle. Some companies
like Crannóg Ales believe that preservation methods
reduce the flavour of the beer. The company avoids
bottles and sells beer for quick consumption in barrels
and growlers.
Commercial breweries also have a number of colouring
and flavouring options that craft and organic brewers
don’t have. Beer colour is largely determined by the
colour of the malt. Malt colour develops in the kiln as
the grains are cooked and exposed to air. However, the
brewing process and the addition of hops also affect
beer colour. Commercial breweries may add caramel
colour made from high dextrose GE corn to further
adjust the colour of the final product. Organic caramel
colour from cane sucrose is available, but few craft
and organic breweries use colourants. Most choose to
let the colour and flavour produced using high quality
ingredients stand on their own. However, if breweries
do enhance flavour, this is usually achieved by aging
the beer in barrels or casks or with a few simple
ingredients such as dry hops, or vanilla beans.
Organic and craft brewers face a scarcity of
ingredients that meet their exacting specifications.
In 2002, when Mill Street started making organic
beer, the company was forced to source organic
hops from New Zealand and organic barley from
Germany. These ingredients remain in short
supply, but now they can be sourced domestically.
The surge in craft brewing has created a ‘beer to farm’
movement with interest amongst local producers in
growing hops. According to Buck (2014), the Ontario
Hop Growers’ Association has 30 commercial growers,
up from “next to none” in 2009. We identified about a
half dozen organic hop producers, but there are likely
more. About the same number of organic malting
houses produced base versus specialty malts.
In addition to challenges in sourcing and the staff
investment related to sourcing, organic brewers face
steep ingredient costs. Organic hops and malts can
cost up to 40% more, although the price is on the
way down. Some breweries have stopped producing
organic options because they have been unable to
pass added the costs to their consumers.

Spirits
This category includes unsweetened alcoholic
beverages with an alcohol content of at least 20%. There
are not a lot of companies in Canada or even globally
that produce organic spirits. That said, no matter what
your poison, you can find an organic version of almost
every spirit, including tequila, gin, vodka, whiskey,
absinthe and liqueur, although most companies are not
Canadian. Two percent of the 94 Canadian distilleries
(2%) manufacture organic spirits. We were unable to
obtain sales values for this category.

Trends
As in the beer sector, there is growing interest in craft or
artisanal spirits. Consumers want to know more about
the history and production methods behind their drinks.
This reduces brand loyalty as consumers experiment
with different spirits.
Craft spirits emphasize local ingredients, small batch
production and minimal ingredients other than natural
flavours. A testament to the growth in the category
is BC’s annual artisinal distillery festival. Both of the
Canadian organic distilleries are craft distilleries.
The major challenge facing expansion in the craft
distiling sector is provincial government regulations
relating to excise taxes. Changes in government
policy that have led to dramatic growth in the craft
brewing sector have been slow to materialize for
the craft distillery sector. At least one organic craft
distillery in Ontario - the Toronto Distillery Co. recently
shuttered operations because of the tax environment
for distilleries. The BC government appears to be
leading the charge in creating policies to promote small
scale distillers. Companies are exempt from provincial
taxes up to 50,000 L per year - a factor that no doubt
explains why two of three of the Canada’s organic
craft distillers are based in BC. Craft distilleries can be
disadvantaged by provincially owned liquor boards that
do not necessarily have a mandate to preferentially list
and market locally produced products.
As in the beer industry, the organic label does not confer
a big marketing advantage. Most consumers are more
interested in the craft claim and organic processors
cannot significantly increase market price beyond that
of craft products.
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The world of alcoholic beverages is not immune to
the ‘free-from’ claims that abound in the food domain.
Gluten-free, GMO-free and even grain-free claims are
being adopted by spirit manufacturers.

Key players
Most of the major players in this category are not
Canadian. Pemberton Distillery Inc. and Monashee
Spirits Craft Distillery in BC and King’s Lock Craft
Distillery in ON are the only Canadian organic
distillers. Pemberton Distillery markets itself as a
distiller of the famous Pemberton potato, which goes
into the world’s only organic potato vodka, as well as
gin, absinthe, schnapps and liqueurs. The company
also manufactures organic whisky and brandy from
locally grown grain and fruits. Monashee Spirits Craft
Distillery produces vodka, single malt scotch, triticale
whiskey and gin. King’s Lock Craft Distillery in Ontario
makes gluten-free vodka and gin as well as rum and
rye. Toronto Distillery Co. recently closed its retail store
but remains committed to making spirits in partnership
with distillers such as King’s Lock.

Technical considerations
Making alcoholic spirits is an ancient process. Many
process refinements have been made by modern
industry in the name of efficiency and speed, but it
is a relatively straightforward process to create the
wide variety of spirits that are available using organic
methods and ancient fermentation processes. For the
most part, organic distillers rely on a very small list of
ingredients and processing aids. Those that are used,
such as yeast, are sourced organically.
A typical process for creating organic whisky would
be to make a mash by combining grains such as
whole grain organic rye, wheat flour, sorghum, rice,
buckwheat or corn in a small batch kettle (usually
around 500 L) by adding filtered water. The mash is
then heated, along with non-GMO enzymes to convert
the starch to sugars, followed by a fermentation period
of up to a week with organic yeast which converts
sugars to alcohol. The resulting “wash” - between 7
and 9% alcohol, is then poured back into the still where
it is vapourized and condensed. Copper plates in the
still absorb some of the sulphites from the grain. The
alcohol vapour is then recondensed by circulating
cold water. The clear whisky comes out of the still at
about 80% alcohol. The most flavourful part of the

alcohol with the least amount of unpleasant congeners
from the grain is called “hearts”. The hearts portion is
placed, along with distilled water, into freshly charred
oak barrels. If the barrels have previously been used
for nonorganic whiskey, bourban or wine, they must be
scraped and charred deep enough so that the new spirits
will not come into contact with conventional products.
The easiest way to ensure that there is no comingling
or organic and conventoinal product is to purchase
virgin oak casks. The ash in the char acts to filter out
some of the harsher elements and combined with the
aging process, the result is a smoother whiskey which
is by now at a strength of around 62.5%. Typically, no
additives or flavours are used throughout the process.
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4.2 DAIRY
The volume of organic milk produced in Canada nearly doubled (193%) between 2007 and 2018 (Canadian Dairy Information Centre, 2019a). Production was
1,306,870 hectolitres from 246 organic dairy farms in
2018 (Figure 4.2, Table 4.6).
Figure 4.2 Organic milk volume and number of
producers in Canada 2008-2018

Source: Canadian Dairy Information Centre, 2019a
Organic milk production in Canada is concentrated in
Quebec, Ontario and British Columbia. See Table 4.6.
Table 4.6 Number of organic milk producers in Canada
and volume of milk produced, hl x 1000
Producers
Milk volume

BC

AB

ON

QC

Canada

30

6

82

126

246

326.7

84.8

340.8

549.6

1,306.9

Source: Canadian Dairy Information Centre, 2019a
Even with supply management, organic dairy is susceptible to regional fluctuations in supply and demand because it is still a relatively small sector. Regional shortfalls have been common. For instance, in 2015, Ontario
experienced a milk deficit of 800,000 L of class 2 and 3
(used for cheese making) and 4 (butter) milk. In order
to rebalance supply and demand, Ontario’s largest organic dairy – Organic Meadow Co-operative increased
its organic premium by $0.03 a litre to entice more
conventional dairies to transition to organic. The quota
available to organic growers and the number of ‘incentive days’ in which organic farmers are able to produce
more milk have been increased in both ON and QC.
The Dairy Farmers of Ontario (DFO) introduced a
New Entrant Quota Assistance Program in 2009
to help new dairy farmes to access production quota. Between 2009 and 2018, 80 new producers
obtained quota. DFO prioritied applicants wanting to ship organic milk and as a result, 9% (7)

were organic (Dairy Farmers of Ontario, 2018).
Two new applicants were selected in 2018 to start as
organic producers in 2019 (DFO, 2018).
ON increased organic milk production by one million
litres in 2018 versus 2017. There are now 82 farms
and 20 organic processing facilities processing
34.1 million L of organic milk. According to the Dairy
Farmers of Ontario (2018), the percentage of milk
that is actually sold as organic has been increasing.
Between November 2016 and October 2017, 91.6%
of total organic production was sold as organic while
between November 2017 and October 2018, 99.2%
of organic milk was sold into the organic system. Just
over ninety percent of this milk was sold to class 1 and
2 plants which means that it was used to produce fluid
milk products, yogurt, kefir, ice cream and sour cream
rather than butter or cheese products (Table 4.10).
Market demand has also outpaced production in
Quebec, causing the Syndicate des producteurs
de lait biologique to create a plan to double organic
milk production between 2017 and 2024. In the first
year of the plan, existing organic milk producers
increased milk production by 10%. Between 2017 and
2018, 14 new producers gained organic certification.
Other regions of the country have suffered from
overproduction, and despite national shortages,
some organic fluid milk continues to be sold as
conventional. For instance, Alberta which represents
a growing market for organic dairy, initially brought on
too much production, creating an oversupply of milk.
Several producers eventually returned to conventional
production and between 2013 and 2017, supply and
demand have been reasonably balanced with six dairy
farmers producing 8.5 million litres of organic milk
(Canadian Dairy Information Centre, 2019a). In 2018,
Alberta experienced a milk shortage, prompting Alberta
Milk to introduce the Organic Entrants Assistance
Program which targets producers who have never
owned a dairy farm anywhere in the country. The
program allows new producers to borrow up to 3 kg of
quota for every kiligram purchased to a maximum of
25 kg. During the transition to organic, producers will
receive a $0.10/kg premium.
Most Albera organic milk is processed by the province’s
largest milk processor – Saputo which sells organic fluid
milk throughout western Canada under the Dairyland
brand. Foothills Creamery in Calgary processes
organic milk for BC-based Avalon Dairy. Three small
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Organic represents:
2.1% of total dairy farms
1.3% of total milk volume
2.5% of total sales
8% of processors

Growth in the Canadian organic dairy sector is
limited not by the domestic appetite for organic
dairy products, but by supply management and
the ability to segregate organic fluid milk from
conventional.
Not all provinces have developed the infrastructure
to segregate and process organic milk, a factor
that inhibits organic dairy sector development
in provinces such as Saskatchewan. The most
established organic dairy sectors with the strongest
markets and largest volume of organic milk
production are Quebec, with close to 38% of the
total volume, Ontario (28%) and British Columbia
(21%). Figure 4.3 shows the relative distribution
of organic dairy processors across the country.
Almost all of the processors are Canadian owned
with the exception of Liberte in QC. Most of the
major brands own their own dairy processing, and
there are three or four processors that do toll dairy
processing.

Figure 4.3 Organic dairy processors by province
MB 1

independent producers process their own milk for the
local market (Fair Winds Farm - goat milk only, Rock
Ridge Dairy and Vital Greens Farm).
One survey respondent reported that smaller Alberta
operators face challenges accessing markets. The
independent natural food retailers that represent an
obvious market for local organic producers tend to
purchase their fresh produce from BC distributors.
Because of mandatory minimum orders, retailers often
top up their orders with organic milk from BC. Since
milk is perishable and orders are made weekly, the
independents tend to sell the milk at a very low price
so that they can use up their supply and order more
the next week, making it difficult for Alberta producers
to compete on price.
In Manitoba, Organic Meadow Co-operative, based
in Ontario, helped a small group of organic dairy
producers get started. Unfortunately, due to the small
population and imports of Dairyland organic milk from
the west, there was insufficient consumer demand to
support local organic milk production. As a result, the
number of organic dairy producers scaled back from
the initial five to two. In 2017, the co-processor was
purchased by a company that decided not to continue
processing organic milk. One of the dairy producers is
fighting back. In 2015, it established an on-farm microcreamery (Stony Brook Creamery) which is winning
over consumers with its pint-sized processing facility,
non-homogenized milk and retro glass milk bottles. This
dairy is not counted in the Canadian Dairy Information
Centre’s census.
After a promising start in 2012, Atlantic Canada’s East
Coast Organic Milk Co-Operative was forced to shutter
its operation after only two years. The province faced
challenges similar to those in Manitoba – a small population coupled with fierce out-of-province competition.
Today, Agropur operates Scotsburn Co-overative Services to make organic frozen dessert bars.
During supply shortages, processors are able to obtain
supplemental import permits. In 2015, surplus organic
milk from Quebec was the obvious solution, since the
U.S. market was experiencing its own shortfall. Organic
milk imports have historically been small, worth only
$540,000 in 2012 and $299,459 in 2018 (Statistics
Canada, 2019).
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Premiums for organic milk vary by province, ranging
from $0.16/L to $0.30/l. Premiums in BC are the largest
and producers are paid the same for all classes of milk.
QC producers receive lower premiums and payments
vary with usage. Producers receive $0.30/l for yogurt
and $0.19/l for cheese and butter. Milk producers
also pay administrative and transportation fees which
are often deducted directly from their premiums and
average $0.08-$0.12/L (Agriculture and Agri-Food
Canada, 2012).

Dairy processing by product type
There are a total of 68 organic dairy manufacturers,
in Canada. Organic dairy facilities tend to process
one or two types of dairy products, but larger
companies process a large number of products, often
at multiple facilities. Table 4.7 shows the number
of food processors that manufacture each type
of organic dairy product. There are an additional
3 handlers that are certified for custom handling,
but not manufacturing, of organic dairy products.
Table 4.7 Number of organic dairy manufacturers
producing each organic dairy product type

In this report, we include fluid milk, cream, butter,
cheese, ice cream, sour milk products, yogurt,
fromage frais and quark as dairy. Plant milks are
considered under Beverages in section 4.1. According
to a 2017 study done by COTA, of the Canadians
who purchase organic, 27% purchase organic dairy
products. Collectively, Canadian sales of these
products were worth $377.6 million in 2017 (Table
4.8), representing a CAGR of 8.9% between 2013 and
2017 (Euromonitor International, 2018). Euromonitor
International (2018) estimates future CAGR of 10.7%
between 2028 and 2022. Category drivers are fluid
milk ($255.7 M) and yogurt ($60.2 M). Euromonitor
International (2016) projects organic dairy product
sales in Canada to reach $491 million by 2020.
Canadian retail sales from 2012 to 2017 are shown for
each of the major organic dairy products in Table 4.8.
Table 4.8 Canadian retail sales of organic dairy
products 2012-2017, $CAD, millions

Product 2012 2013 2014 2015 2016 2017
Dairy

266.9

279.5

294.7

314.5

345.8

377.6

Milk

175.3

183.8

194.4

207.3

231.6

255.7

Low fat

151.0

159.3

169.3

180.8

200.9

220.9

Standard
milk

24.3

24.6

25.1

26.5

30.7

34.9

Yogurt

44.6

47.4

50.6

53.5

56.7

60.2

Ice cream

22.3

22.9

23.5

25.0

26.4

27.9

Cheese

6.6

6.7

7.0

7.8

8.5

9.2

6.9

7.2

7.4

7.9

8.5

9.3

#

Organic Dairy Product

35

Cheese (cow and goat milk)

33

Fluid milk and or cream

15

Yogurt

11

Butter

8

Ice cream

Sour milk
products

4

Sour cream

Cream

5.5

5.6

5.7

6.2

6.7

7.2

3

Cream cheese

Butter

3.2

3.3

3.4

3.8

4.2

4.7

2

Cottage cheese

2.0

2.1

2.2

2.4

2.6

2.8

3

Whey protein

Flavoured
milk

3

Kefir

Fromage
frais &
quark

0.5

0.5

0.5

0.6

0.6

0.6

Sales

Source: Euromonitor International, 2018

According to Statistics Canada (2016), the total value
of all processed milk and dairy products in 2015 was
$17 B, representing 16% of all food and beverages
sold in Canada. Only the meat sector is worth more.
Organic dairy sales make up only 2.5% of the total, but
sales of organic dairy products make up close to a third
of the retail value of all organic packaged goods sold
at retail in Canada (Euromonitor International, 2018).

Health benefits of organic milk
Strong sales of organic milk are driven by consumer
perception of health benefits coupled with avoidance of
the perceived health risks of conventional milk. A 2016
meta-analysis of 196 papers (published in the British
Journal of Nutrition showed that a switch to organic
milk can raise dietary intake of omega-3 fatty acids
without increasing calories and undesirable saturated
fat Srednicka-Tober et al., 2016). For instance, a half
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litre of full fat organic milk (or equivalent) provides
16% (39 mg) of the recommended daily intake of very
long-chain omega-3s, while conventional milk provides
11% (25 mg). Figure 4.4 illustrates the lower ratio of
omega-6 to omega-3 fatty acids in organic milk versus
conventional milk. Organic milk also contains higher
levels of soluble vitamin E and carotenoids and 40%
more CLA (conjugated linoleic acid). Much of the
improved fatty acid profile is thought to be related to
the higher forage intake of organic dairy cattle. This
shift in fatty acids is preserved even after organic milk
is processed.
Figure 4.4 Fatty acid composition of organic and
conventional milk: ratio of omega-6 to omega-3 fatty
acids

Source: Bickle and Rossier, 2015

Dairy and genetic engineering
Bovine somatotropin, a peptide hormone produced
naturally by cattle, can be produced in the lab using
recombinant DNA technology (rBST). This technology
has been licensed in the U.S., Mexico, Brazil, Russia
and many other countries for use in the dairy industry to
increase milk production and to synchronize breeding.
rBST has never been licensed in Canada, Australia,
New Zealand, Japan, the European Union and several
other countries because of potential animal and human
health issues. There is some concern from consumers
that these products may be able to enter Canada
through the products of ultrafiltration which are not
treated as dairy by Canadian Border Services.

Key players
Market shares of the total organic dairy sector are
shown in Table 4.9 (Euromonitor International, 2018).
Saputo, with its Dairyland brand of organic fluid milk
had a 31% market share in 2017, down slightly from
32.4% in 2012. The company also had a 6.3% share of
the total organic packaged food market in 2017

(Euromonitor International, 2018), the second highest
share behind Lavazza’s Kicking Horse coffee. Ontariobased Organic Meadow Cooperative, owned by AgriFoods International Cooperative Ltd., a subsidiary of
Saputo, has an 18.8% share of organic dairy and a
4.4% share of total organic packaged food sales. Ultima
Foods has a 17.0% share of the organic dairy sector and
3.5% of all organic packaged foods. Ultima Foods was
owned jointly by Agropur Cooperative and Agrifoods
International Cooperative, but in 2017, Agropur became
a 100% owner. Ultima’s strong position in organic dairy
is due to its Olympic Dairy brand. General Mills has
2.5% of organic dairy (Liberte brand) and 0.5% of all
organic packaged food sales. Danone has 2.3% of
organic dairy and 4.9% of the total organic packaged
food market. The company’s success in organic dairy
was largely due to its Stonyfield brand which has since
been sold to French company Lactalis.
With the notable exceptions of the Stonyfield brand
(now owned by Lactalis) and General Mills’ Liberte
brand, the top selling organic dairy brands in Canada
are Canadian-owned. In fact, several of the major
players are farmer-owned co-operatives. According
to the Canada Organic Trade Association in 2013,
fluid milk topped the list of organic products grown,
packaged or processed in Canada. There is also a
strong independent organic dairy industry in Canada
servicing local markets, but these processors account
for only a tiny fraction of the total organic milk volume.
Table 4.9 Company market share of Canadian organic
dairy sales 2012-2017
Company 2012 2013 2014 2015

2016 2017

Saputo

32.4

32.1

31.8

31.2

31.2

31.0

Organic
Meadow

19.3

17.5

17.4

17.6

18.2

18.8

Ultima
Foods

16.4

16.6

16.7

17.4

17.2

17.0

General
Mills

3.5

3.6

3.5

3.0

2.7

2.5

Danone

2.5

2.5

2.5

2.5

2.4

2.3

Avalon
Dairy

0.7

0.7

0.7

0.7

0.8

0.8

Harmony
Organic

0.2

0.2

0.2

0.2

0.3

0.3

Arla Foods

0.2

0.2

0.2

0.2

0.2

0.2

Private
label

13.4

13.0

12.8

12.7

12.6

12.5

Others

11.3

13.6

14.1

14.5

14.5

14.7

Total
100 100 100 100
100
Source:Euromonitor International, 2018

100
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Trends

Understanding Canadian dairy processing

Consumers are eating fewer low fat dairy products
and more full fat products. This trend is driven by
evolving views on the health benefits of real versus
faux fats. This change in consumption patterns has led
to dramatic surpluses of skim milk and shortages of
milk fat. Consumption of fluid milk decreased by 33%
between 1998 to 2017, while consumption of cream
increased by 84% in the same period (Canada Dairy
Information Centre, 2019b). In mainstream dairy,
surplus skim is processed into skim milk powder and
sold into the domestic animal feed market or on world
markets within Canada’s WTO limit commitments.

Canadian milk is sold to processors based on enduse classes and on the basis of the component
parts, namely skim and butterfat. Table 4.10 shows
the current end use classifications. Prices can vary
significantly by component and class, with lower prices
offered by processors for protein in higher classes. This
matters because the cost of ingredients can influence
a processor’s decision to produce a particular product.
For some classes, such as fluid, milk is allocated to
processors on-demand as it is available. For other
classes, processors receive quotas that assign a fixed
share of remaining milk after on-demand classes are
allocated or that entitle them to fixed volumes of milk
for processing (Mussell, 2016). Prices are set and
regularly adjusted based on a formula incorporating the
cost of farm production and the consumer price index.

The same movement towards full fat milk and away
from low fat milk appears to also be occurring in the
organic sector. Evidence for this comes from USDA
data which shows a 5% increase in organic whole
milk sales and a 15% decrease in organic nonfat milk
between 2018 and 2019 (USDA-AMS, 2019).
‘Micro-creameries’ represent a trend that capitalizes
on consumer nostalgia. These micro dairies, which
are often organic, serve up nostalgic products such as
milk in glass bottles and creamy homemade ice cream.
Examples include Limestone Creamery in Ontario and
Stoney Brook Creamery in Manitoba.
Sales of fermented milk, called Kefir, have also
taken off. This trend builds on increasing consumer
awareness of the ‘gut biome’ and the health benefits
of probiotics.
Organic dairies have been relatively slow to recognize
the strength of the grass fed craze sweeping the dairy
aisles. For the most part, it is conventional dairies such
as Rolling Meadow Dairy in Ontario that have capitalized
on the trend, but the fact that Organic Meadow and
the Happy Planet Foods (owned by Agropur) spin-off,
Happy Planet Creamery, have introduced grass fed
organic milk products suggests that we won’t have to
wait long. The non-GMO craze has also hit the dairy
world. Bothwell Cheese in Manitoba and new owner of
Notre Dame Creamery, former processor of Manitoba’s
organic milk, markets itself as the first dairy to sign onto
the non-GMO project.

Table 4.10 Canadian harmonized milk classification
system
Class
Products
1

Fluid milk products including eggnog and
cream

Yogurt, kefir, frozen products including
2
ice cream and soft products such as sour
cream
3
Cheese
Butter, milk powders, milk concentrates
4
and milk components
Dairy products used as an ingredient for
5
further processing for domestic or export
markets
Source: adapted from the Canadian Dairy Commission,
2019

Key dairy sub-sectors
Fluid milk
Overall, sales of organic fluid milk, including cream,
regular milk, low fat milk and flavoured milk in Canada
were worth $265.7 M in 2017, representing growth of
45.9% since 2012 (Table 4.8). Euromonitor International
(2018) estimates a CAGR (cumulative annual growth
rate) of 11.2% from 2018 to 2022. Flavoured organic
milk sales were worth $2.8 M in 2017 - 40% growth
over 2012 (Table 4.8).
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At the end of 2017, the Wall Street Journal reported
that U.S. sales of organic fluid milk declined by 2.5%
while sales of plant based milks increased by 2.9%.
The report noted that U.S. retailers were beginning to
shift shelf space to plant-based milks. Canada is seeing
a similar trend, but it is not as strong as in the U.S.
Organic cream was worth $7.2 M in 2017 (Table 4.8).

Trends
An aging population is one of the factors contributing to
the general decline in fluid milk consumption, as is the
general trend towards consuming higher fat products.
There is also increasing competition from dairy free
protein beverages and from yogurt.

Key players
There are 33 organic fluid milk processors in Canada,
evenly split between QC (10), ON (9) and BC (9).
Saputo Inc. controls almost 42% of the organic fluid
milk market (Table 4.11). Organic Meadow Inc. has
a 4.4% share of all organic packaged foods and just
over 17% of the organic fluid milk market (Table 4.11).
Private labels had a 14.1% share of the organic milk
market in 2017 (Euromonitor International, 2018).
Table 4.11 Organic fluid milk company market share
2012-2017
Company 2012 2013 2014 2015 2016 2017
Saputo Inc.

44.7

44.4

43.9

43.0

42.5

41.9

Organic

18.31

15.5

15.4

15.4

16.3

17.1

12.6

12.7

12.7

12.7

12.0

11.5

2.3

2.3

2.3

2.3

2.1

2.0

0.8

0.8

0.8

0.8

0.8

0.9

0.3

0.3

0.3

0.3

0.3

0.3

15.5

15.0

14.7

14.5

14.3

14.1

Others

5.7

9.1

10.0

11.0

11.6

12.1

Total

100

100

100

100

100

100

Meadow
Ultima
Foods Ltd.
General
Mills Inc.
Avalon
Dairy
Harmony
Organic
Private
Label

Source: Euromonitor International, 2018

Technical considerations
Although milk is arguably the oldest and simplest
of all processed foods, modern dairies bear little
resemblance to the dairies of the 1960’s. Conventional
milk now undergoes energy-intensive processing
before reaching store shelves. After arriving at the
processor in a tanker trunk from multiple farms, a
separator is used to split the fluid milk into butterfat
and skim fractions. Various percentages of cream are
then added back to the skim to create a range of milk
fat percentages. Some, but not all processors microfilter the milk in order to remove unwanted bacteria
or spores prior to pasteurization. The process is
expensive, but it can help to extend shelf life. It can
also be used to separate casein and whey proteins
and butterfat. The milk is then pumped at high pressure
through small holes that effectively decrease the size
of each fat globule to produce homogenized milk with
a uniform texture and no separation between fat and
non-fat components. Homogenization is not required
by law in Canada and several of the smaller scale
organic dairies such as Harmony Organic in Ontario
and Stony Brook Creamery in Manitoba are bucking
the trend and serving non-homogenized fluid milk.
Although many organic consumers would prefer
unpasteurized milk because some of milk’s beneficial
nutrients such as probiotics and enzymes are heat
sensitive; pasteurization is required by law in Canada.
Low temperature processing requires longer periods of
pasteurization and produces a product with a shorter
shelf life. The original method for pasteurizing fluid
milk is Vat Pasteurization, in which milk is heated to
63 C for 30 minutes. Ultra Pasteurization (UP) uses
high temperatures (138 C) to process the milk for just 2
seconds. Aseptic packaging technology involves Ultra
High Temperature (UHT) pasteurization of the milk and
filling packages under sterile conditions. The aseptic
process can dramatically enhance shelf life up to 12
months until the product is opened, creating marketing
opportunities further afield from the manufacturing
facility and outside of the cooler. However, UHT can
also significantly alter the taste, smell, appearance
and structure of the milk, while decreasing nutrient
content. Some conventional dairies add flavonoids
to mask the cooked taste of UHT processed milk.
Organic standards permit all of these pasteurization
methods, including UHT and ultraviolet radiation, but
some organic dairy processors opt for lower heat in
order to meet the consumer mandate for minimal
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processing and to avoid the cooked taste associated
with higher temperatures. When Organic Meadow was
building its new milk processing facility in Guelph in
2010, the company made a conscious choice to go
with lower temperature pasteurization using a process
called High Temperature Short Time (HTST) that
involves heating the milk to 72-74 C for 15 seconds
followed by rapid cooling. This produces a shelf life
of 22-24 days. Subsequently, the company also
introduced shelf-stable milk made using UHT.
Canadian law requires the addition of vitamins A and D
to cow’s milk. This is not a requirement for goat’s milk.
Processors must exercise extreme due diligence in
sourcing vitamins as many are commercially produced
using GE technology (Appendix 2).
Carageenen may be used in products such as eggnog,
chocolate milk and whipping cream. Recently as
manufacturers move away from carageenen, it is being
replaced with gellan gum to perform the functions of
suspending ingredients such as cocoa or nutmeg to
keep them from settling to the bottom of the carton and
to increase viscosity.

Milk components
Until fairly recently, Canadian milk was the primary
ingredient in Canadian dairy products. Now, with
the advent of new processing techniques such as
ultrafiltration, Canadian food processors are liberally
adding new ingredients made from milk components
to both dairy and non-dairy processed food products.
There is debate about whether these products meet
the current definition of milk. Ultrafiltration uses fine
semi-permeable membranes to partially remove
water, lactose, minerals and water-soluble vitamins
without changing the casein-to-whey protein ratio
of the milk. Ultrafiltered milk has up to 70% of the
carbohydrate lactose removed allowing it to be used
in low carbohydrate-high protein food formulations.
Ultrafiltration can also increase the yield of cheese at
lower cost without affecting the physical properties or
taste while reducing transportation costs. When dried,
the resulting product is called milk protein concentrate
(MPC). After processing, MPCs are very thick as
some of the water has been filtered out. Diafiltration
adds water to reduce viscosity and to remove even
more lactose and minerals. When dried, the product of
diafiltration is called milk protein isolate (MPI).

The U.S. does not currently allow the products
of ultrafiltration to be used in industrial cheeses,
but Canada has not been enforcing its cheese
compositional standards. Ultrafiltration products
originate primarily from China, New Zealand and
Mexico. Canadian Border Services (CBSA) treats the
products of ultrafiltration as non tariff food ingredients.
However, once in Canada, they are regarded as
milk by CFIA. This creates challenges to supply
management as it creates an unregulated channel
for milk to enter the country. It could potentially also
represent an avenue for a restricted product – rBST
to enter the Canadian food system. Originally, milk
protein substances were imported in dried form. Now
according to Dairy Farmers of Canada, these proteins
are entering in a fluid form that can readily be added
to yogurt and cheese products to increase yield.
The products of ultrafiltration have a price advantage
over other imported milk proteins such as ‘milk
products’ that are subject to 270% tariffs. Canada
has recently made some changes in order to address
the issue of low cost imported diafiltered milk/MPI, by
reducing the price of domestic ultrafiltered skim milk/
MPC, diafiltered milk/MPI or other skim milk products.
There is nothing in Canada`s organic standards that
would prohibit the use of ultrafiltration and other similar
processing methods in organic. However, the limited
supply of organic fluid milk, combined with the ever
vigilant organic consumer, is likely to keep ultrafiltration
at bay at present. There is one certified organic
company in BC (Vitalus Nutrition) that specializes in
producing products such as whey protein concentrates
and milk protein concentrates for use in other processed
food products. However, the company is not currently
actively marketing organic versions of these products.

Sour milk
The organic sour milk sector, which includes yogurt,
buttermilk and kefir, was worth $69.5 M in 2017 (Table
4.7). Buttermilk and kefir sales were worth $9.3 M,
representing 35% growth since 2012 (Euromonitor
International, 2018). Buttermilk sales were relatively
flat with most of the growth coming from kefir sales.
In the food industry, yogurt has been called the
category of the decade. Global sales are worth
$86.9 B U.S. (Future Market Insights, 2017a).
Per capita consumption of all yogurt has grown
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by 43.7% between 2007 and 2016 from 7.7 L
to 11.0 L (Canadian Dairy Commission, 2018).
Retail sales of organic dairy-based yogurt reached
$60.2 M in Canada in 2017 (Euromonitor International,
2018, Table 4.8), with 35% growth since 2012.
Euromonitor International (2018) estimates future
growth of 7.0% (CAGR) between 2018 and 2022.
Most of the organic yogurt sold in Canada is
manufactured domestically, with imports worth less
than 1% of Canadian organic sales (Figure 3.17). While
Quebec dominates in terms of total yogurt consumption,
when it comes to organic, British Columbians are
responsible for one of every four organic yogurt
purchases in the country ($12 M in 2012, COTA, 2013b).
In BC, organic yogurt sales exceed those of fluid milk.
According to COTA, yogurt is the product that
commands the highest retail price premium at 4.6:1
(COTA, 2013a).

Trends
Brands marketing themselves as light or low calorie are
losing out to higher fat products. Greek yogurt is now
the most popular yogurt and is responsible for much of
the growth in the category. Original flavours dominate
new product offerings in this category. Canadians are
also shifting from containers to single-serving products.
In 1995, sales of yogurt containers made up 45% of
sales; today they represent only 3% of sales with most
Canadians choosing individual servings packaged
in multi-packs of 4-24 units. Sugar is also becoming
a very big deal in the yogurt category. Trend setter,
Stonyfield recently announced plans to reduce sugar
across all of its yogurt lines by up to 40% by the end
of 2017. Quebec company, Laiterie Chalifoux has also
reduced sugar in its non-fat Greek yogurt.

Key players
In 2017, Agropur Cooperative became the sole
owner of Ultima Foods, previously a joint venture
of Canada’s two leading dairy cooperatives
Agropur and Agrifoods International Cooperative.
Ultima, with its Olympic Dairy brand is the
dominant player in the organic sour milk category.
Market share of the major companies in the sour milk
market are shown in Table 4.12. The key organic kefir
brands in this category are: Olympic Dairy (Ultima/
Agropur) and Liberte (General Mills).

Table 4.12 Organic sour milk company market share
2012-2017
Company 2012 2013 2014 2015 2016 2017
Ultima

-

-

-

30.4

47.2

53.6

64.2

68.2

68.4

51.9

44.1

37.6

Avalon Dairy

3.9

4.1

4.1

4.0

4.0

3.8

Pinehedge

1.9

1.9

1.9

1.8

1.8

1.7

Others

30.0

25.8

25.6

11.9

2.9

3.3

Total

100

100

100

100

100

100

Foods
General
Mills

Farms

Source: Euromonitor International, 2018
Canada has 15 organic yogurt manufacturers with 7
in ON and 5 in BC. The leading organic yogurt brands
sold in Canada are Olympic Dairy (Ultima Foods/
Agropur), Stonyfield Farm (Lactalis) and Organic
Meadow (Agrifoods International). Market shares
are shown in Table 4.13. Liberte, owned by General
Mills is also a key brand (listed under Others in Table
4.12) as is Presidents Choice (Loblaw Companies,
listed under private label in Table 4.13). In 2017,
Groupe Danone sold its Stonyfield yogurt brand to
French company Lactalis for $875 million in order to
avoid anti-trust claims leading up to its acquisition
of the much larger White Wave Foods. In October,
2018 Danone’s key remaining yogurt brand - Oikos
jumped into the fray by announcing its first organic
yogurt line. Oikos is the top selling yogurt brand in
Canada by at least 10 points. The company is targeting
Ontario consumers by marketing the yogurt as being
exclusively sourced from Ontario organic farms.

Technical considerations
Yogurt often contains additives such as gelatin (from
animal sources) to prevent the product from separating
and to maintain creaminess and thickness, milk
protein concentrates, corn starch (usually derived
from GE corn) to provide additional creaminess and
thickness, milk powder to thicken, preservatives such
as potassium sorbate to extend shelf life, and artificial
or natural colours such as carmine. Flavoured yogurt
typically contains artificial sweeteners to appeal to
people who don’t want the added calories associated
with traditional sweeteners. Since 2000, aspartame has
been phased out as a sweetener. Mainstream yogurt
processors are beginning to use some of the alternative
sweeteners employed by organic processors such
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Table 4.13 Organic yogurt company market share Nestlé’s Haagen-Dazs brand. Better for you marketing
claims are gaining traction in the ice cream market,
2012-2017
along with absence (free-from) claims.
Company 2012 2013 2014 2015 2016 2017
40.4

40.7

40.8

40.8

41.2

41.4

Trends

14.0

13.3

13.3

13.3

13.3

13.2

10.6

10.7

10.7

10.7

10.8

10.7

6.3

6.1

6.1

6.1

6.1

6.0

Others

28.8

29.2

29.1

29.1

28.8

28.6

Total

100

100

100

100

100

100

Selling ice cream is becoming more difficult in Canada.
Many Canadians are reducing ice cream consumption
because they believe it to be unhealthy. Consumers
are also seeking indulgence and good for you in a
single package. Sales of natural and creamier, higher
fat ice creams are on the rise. Most ice cream contains
roughly 10% butterfat, but artisanal varieties are
pushing fat content to 15%. Consumers now recognize
that real ice cream is made with cream while frozen
desserts are produced from oil.

Ultima
Foods
Groupe
Danone
Organic
Meadow
Private
Label

Source: Euromonitor International, 2018

as cane sugar, honey, maple syrup, fruit, stevia,
monk fruit and chicory root fibre (inulin) as well as Key players
reducing the overall sugar levels of yogurt products.
Nestlé Canada, Unilever Canada and Chapman`s
Fortunately for organic dairy processors, mankind dominate the conventional ice cream sector (Dairy
has been making yogurt for millennia, and only two Information Centre, 2019a). There are 8 companies
simple ingredients are required: milk and live bacterial manufacturing organic ice cream in Canada with 5 of
cultures. The micro-organisms in organic dairy cultures these based in Ontario. Canadian company Organic
are considered to be non-agricultural and non- Meadow, owned by Agrifoods International is the
synthetic. They are allowed provided that they are food- llargest player in the organic ice cream category with a
grade bacteria and are not grown on petrochemical 31.9% market share in 2017 (Table 4.14, Euromonitor
substrates or genetically engineered. The resulting International, 2018). Organic Meadow had a 5% share
yogurt, can, however be too thin for Canadian tastes. of all organic packaged products in 2015 (Euromonitor
Thicker yogurt can be obtained by removing some of International, 2016). Mapleton Dairy Inc. is second with
the water by heating or other allowable methods. U.S. a 16.3% share. In 2015, Mapleton had a 0.3% share of
yogurt maker Stonyfield spent two years developing all organic packaged goods in Canada (Euromonitor
reduced sugar products without sacrificing taste. International, 2016).
By experimenting with different culture strains they
were able to reduce tartness and balance sweetness.
Table 4.14 Canadian organic ice cream company
market share 2012-2017

Ice cream

Company 2012 2013 2014 2015

2016 2017

Retail sales of ice cream reached $591 M in 2015 in
Canada representing a contraction of -3.7% from 2011
(IBISWorld, 2016). Organic sales were 5% of total sales
at $27.9 M in 2017 (Table 4.8). Due to the high cost
of transportation, ice cream makers are concentrated
in the dairy production centres of Canada - QC, BC
and ON. Unlike conventional sales, organic ice cream
sales continue to rise with 23% growth since 2011
(Euromonitor International, 2018) although the market
in most localities, with the possible exception of BC, is
price sensitive. The key competition comes from high
end conventional brands such as Ben and Jerry’s and

Organic
Meadow

30.3

30.6

30.9

31.1

31.6

31.9

Mapleton
Dairy Inc.

15.8

15.9

16.2

16.2

16.3

16.3

Artisianal

14.0

14.4

15.0

15.2

15.3

15.4

Private
Label

5.1

5.1

5.2

5.2

5.2

5.2

Others

34.8

34.0

32.7

32.2

31.6

31.3

Total

100

100

100

100

100

100

Source: Euromonitor International, 2018
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Technical considerations

Cheese

Processing shelf-stable ice cream for retail represents
more of a challenge in organic than does butter or
fluid milk, primarily because of issues such as ice
crystallization and separation between fat and non fat
milk components. Emulsifiers, stabilizers and thickeners
are required for most commercial formulations. In
mainstream ice cream making, processing aids with
complicated names are routinely used. Emulsifer/
stabilizer blends made from mono and diglycerides,
guar and locust beans and carrageenan or soy lecithin
are common. Artificial colour, high fructose corn syrup,
and modified milk ingredients (MMI) are also common.

Canada exports less cheese than it once did with a 24%
reduction in volume between 2014 and 2015. However,
Canadians are eating more cheese thanks to the trend
affecting all full-fat dairy products. Retail sales of all
cheese rose 3% from 2015 to 2016 to reach 190,000
tonnes and $4 B in 2016. Organic cheese sales grew
39% from 2012 to 2017 ($6.6 to $9.2 M, Table 4.8,
Euromonitor International, 2018). The organic cheese
sector is expected to experience the highest growth of
all cheese subsectors with 53.9% growth from 2018 to
2022 (AAFC, 2018a).

Organic ice cream processors must be creative. Eggs
are often used as emulsifiers and guar, locust bean,
karaya and acacia gum can all be used as stabilizers.
Locust bean gum controls both crystal formation and
texture. Alginates and agar derived from seaweed
can be used to emulsify, stabilize, gell and thicken
organic ice cream. Calcium sulphate (gypsum) is
also approved as a stabilizer. Gelatin is approved as
a gelling agent. Increasing the fat content is another
option to food additives; it decreases the need for
stabilizers. Conventionally made Haagen Daz ice
cream contains 17% milk fat (7% more than standard
ice cream) and requires no additional stabilizers.
Carageenen is allowed in Canadian organic standards
as a thickener. Calcium citrate may be used as an
acidity regulator. Fruits are used in organic both as
sweeteners and for flavour. Fruits can be challenging
to work with in ice cream because of their high water
content. Solutions include roasting and dehydration to
reduce water content. Natural fruit flavours tend not
to be as flavourful as artificial flavours once frozen.
The cost of all natural ingredients such as vanilla and
organic fruit is a significant consideration given the
price sensitivity of ice cream.

Organic was amongst the top 10 claims for new
cheese product introductions in the U.S. between
2008 and 2017, along with free-from claims such as
gluten-free, hormone-free and GMO-free (Euromonitor
International, 2018).
Although organic cheese production is relatively low
value compared to other organic dairy products sold
at retail (Table 4.7), it is the food product most likely
to be produced by Canadian organic dairy processors,
with 35 organic cheese makers (excluding cream
cheese, Table 4.6). Most organic cheese makers
are small scale with many processing cheese on
farm. Quebec leads the way with 16 organic cheese
processors, followed by BC and ON with eight each.

Trends
The Canadian cheese industry is expected to be
negatively impacted by the Comprehensive Economic
and Trade Agreement between Canada and the
European Union which will authorize importation
of 18,000 tonnes of cheese from Europe. This is
expected to decrease domestic cheese production
by about 4%, representing losses of $233 M.
The most common types of organic cheese made in
Canada are cheddar, goat’s milk fetta, other types of
goat cheese, mozzarella and Parmessan. We also
found a variety of other cheese types including Asiago,
Fontina, raclette, Grana, brie and others.

Key players
The key organic cheese processors selling in the
Canadian retail market and their market shares are
shown in Figure 4.15.
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Company Profile
Mapleton’s Dairy, Wellington County, Ontario
Ineke Booy and Martin de Groot arrived in Canada
in 1980 from The Netherlands with two daughters.
They purchased a farm 20 minutes north-west of
Elora ON and began to farm conventionally. By the
mid-nineties the couple was ready to go organic.
Farm production is based around 80 cows and
their feed. The dairy cows produce 600,000 L of
fluid milk each year and when ice cream sales
are slow, excess milk is sold back to the Dairy
Farmers of Ontario. A modern dairy barn based
on a European design allows the cows to set their
own milking schedule. When they are ready, the
cows hook themselves up to the milking machines.
Mapleton’s plays a key role in educating Ontarians
about agriculture. Each year, thousands of people
visit the farm for events or as a tourist destination,
eating lunch or ice cream and purchasing farm
grown products, including pastured meats.
Daughter Arwa has developed a curriculum-based
farm tour program for school groups from preschool to high school that helps children learn how
their food is produced. The farm also supports
other farmers and has “loaned” 70 acres of land
to an organic community shared agriculture (CSA)
operation.
Ineke wanted to produce value-added products
from the plants and animals raised on the farm.
She started with a course on traditional ice cream
making offered by the University of Guelph and
convinced Martin to build a milk processing
facility on the farm, and later a farm store. The
milk processing facility was certified for organic
processing in 1999. Value-added products include
fresh and frozen yogurt and ice cream. Initially, the
food processing enterprise was slow to grow with
financial losses in the first three years. Eventually
the couple gained the attention of the media and
began to attract a loyal customer base. At first,
dairy products were sold only on-farm and at small
local retailers. In 2004, an ice cream cafe was
added to the farm store.

The couple have faced some technical challenges,
but through trial and error they have figured out
how to make delicious, creamy ice cream while
following organic standards. The main ingredients
are cream and condensed skim milk. The skim is
condensed by removing 50% of its water content.
The remaining watery skim component is used
to make yogurt. Egg yolks from farm raised hens
are used as natural emulsifiers to create a creamy
product. Additives are limited to dehydrated cane
sugar from Uruguay for sweetness, guar and
organic locust bean are used as a stabilizers to
prevent crystallization (only for retail, not for local
sales), cocoa and natural flavours such as vanilla,
coffee, lavender, pumpkin, raspberry pureé,
ginger and dandelion. Ingredients are fair trade
where possible and organic.
Finding organic ingredients is challenging and
costly. For instance, the price of the natural vanilla
sourced from Madagascar has ballooned tenfold from $80 a gallon to $800 since the couple
began making ice cream. Mainstream ice cream
makers use much cheaper artificial vanilla which
is mass produced using GE technology and thus
not allowed in organic. High brix (sugar) frozen
organic berries which are sometimes used to
enhance flavour are transported from BC.
With higher costs and competition from premium
conventional brands, it is not easy to succeed
in the organic ice cream business. Butterfat has
also been difficult to access in recent times for
reasons discussed above. Martin and Ineke have
a guaranteed supply only because they produce
their own milk. These factors no doubt account for
why Canada has such a small number of organic
ice cream makers. In British Columbia, with its
more mature organic market, organic consumers
are willing to pay a little more for products carrying
the organic label. Quebecers tend to support local,
rather than organic and in Ontario Mapleton’s
competes with high end ice cream brands such as
Ben and Jerry’s and Haagen-Dazs.
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Table 4.15 Canadian organic cheese market share by
company 2012-2017
Company 2012 2013 2014 2015

2016 2017

Organic
Meadow
Arla
Foods
Private
Label
Others
Total

65.3

67.2

68.6

68.7

69.1

69.5

7.8

8.0

8.1

7.8

7.5

7.2

21.7

22.0

22.2

22.4

22.1

22.0

5.1
100

2.8
100

1.1
100

1.1
100

1.3
100

1.3
100

Source: Euromonitor International, 2018

Technical considerations
The most significant challenge in the manufacture of
hard organic cheeses relates to the enzyme that causes
milk to coagulate. The enzyme facilitates separation of
cheese curd and whey. Traditionally, cheese makers
used rennet harvested from stomachs of calves. With
the decline of the veal industry in the 1990’s, animal
rennet became hard to source and the price escalated.
A plant-based enzyme produced by Rhizomucor miehei
fungi was discovered that performs the same function.
Cheese makers still prefer rennet because it produces
smaller cheese curds. More recently, a biotech solution
has been introduced based on a fermentation process
that produces an enzyme called chymosin. However,
it relies on GE organisms and is prohibited in organic
processing. Today about 70% of the hard cheese
produced in North America uses the GE fermentation
process, about 25% uses a non GE microbial process
and about 5% relies on traditional animal rennet.
Organic processor L’Ancetre utilizes the plant-based
enzyme method. Milk is placed in a large tank, along
with cultures and plant-based rennet, and the mixture
coagulates after about 30 minutes. It is then cut, heated
and the whey and curd are separated. Cheese is then
turned and pressed several times and run through a
mill until the resulting curds are a consistent size. It is
then salted to facilitate hardening and placed into molds
and pressed for a further 6-8 hours. Cheese is then
rested for 6-8 weeks for maturing prior to packaging.
Several food additives are approved for use in
organic cheese processing. These include calcium
citrate to promote enzyme activity in hard cheeses,
calcium sulphate (gypsum) to improve stability in
blue cheeses, calcium chloride to ensure consistent

texture in cheeses such as feta and swiss and
to restore calcium levels removed during milk
processing to facilitate curd formation. Calcium
phosphate (dibasic form) is used to gel or thicken
cheese products. Gums such as locust bean, guar
and xanthan are used as stabilizers in organic
cottage and cream cheeses to prevent whey and
curd separation. The enzyme, egg white lysozyme,
is used to preserve some varies of hard cheese
such as Edam, Gouda and some Italian cheeses.
Activated charcoal from plant sources is used to help
form rinds on soft cheeses, to encourage beneficial
mold growth and inhibit unwanted bacterial growth.
Cellulose, usually extracted using a chemical
delignification process from wood pulp, is commonly
used as an anti-caking agent to prevent clumping
in conventional shredded cheese. Non chlorine
bleached cellulose is allowed by the U.S. National
Organic Program (NOP) as an anti-caking agent, but
it is not allowed under the COS. However, grated
cheese products made in the U.S. according to
the NOP standard are allowed into Canada under
the NOP-COR equivalency arrangement. Only
one shredded organic cheese product made by
Riviera in Quebec is processed in Canada and the
ingredient list does not include anti-caking agents.
Liquid nitrogen may be used in the packaging process
to displace oxygen and keep shredded cheese fresh
longer. Organic goat feta producers use traditional
methods to package the cheese in its own whey. The
pH of the whey matches that of the cheese and thus
there is no need to add artificial acidifiers.
Ultraviolet radiation is allowed to decrease microbial
contamination in cheese.

Butter
Canadian sales of organic butter were worth $4.7 M in
2017, representing 47% growth over 2012 (Table 4.8).

Trends
2016 was the year of butter as consumers finally
became convinced that consuming the product would
not put them in an early grave. Milk butterfat sold to
processors for butter production jumped 15% between
2014 and 2015. The butter market, in Canada and
globally, grew 3-4%, on already tight cream stocks.
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Supplemental butter imports for 2017 are expected to
be in the order of 12,000 tonnes, or about 3% of the
current national quota. The fact that butter is in class 4
(Table 4.10) doesn’t help the shortage. In the case of a
milk shortfall, supplying butterfat to butter makers is low
priority. Butter also receives a lower price than products
in classes with lower numbers. This means suppliers
make more money selling to ice cream (class 2) makers.

Key players
Canadian company Organic Meadow, owned by
Agrifoods International Cooperative Ltd. dominates the
organic butter market in Canada with a close to 80%
market share in 2017 (Table 4.16). Private labels such
as Sobey’s Compliments brand account for most of the
rest of sales. Other Canadian organic butter brands
include, Avalon Dairy and L’Ancetre. Natrel, owned by
Agropur Co-op has just added organic butter to its lineup, but it is currently only available in ON and QC.
Table 4.16 Canadian organic butter company market
share 2012-2017
Company 2012 2013 2014 2015

2016 2017

Organic
Meadow
Private
Label
Others
Total

4.3 BAKING
In 2018, there were 138 Canadian enterprises
processing organic baked goods including bread,
cookies, muffins, granola, tortillas, waffles, tarts,
cookies, cake, squares, crackers/crisps, pastry. The
provincial distribution of these enterprises is shown in
Table 4.17. Baking ingredients, including flour, are also
included in this category.
Table 4.17 Provincial distribution of organic bakeries
(commercial and retail) and flour mills

78.3

79.9

79.3

79.5

79.3

79.5

15.5

16.4

16.3

16.0

15.9

16.2

Province

6.2
100

3.7
100

4.3
100

4.5
100

4.8
100

4.3
100

BC
AB

24
8

SK

13

MB
ON
QC
NB
NS
Total

7
45
39
1
1
138

Source: Euromonitor International, 2018 ek

Technical considerations
Like other dairy products, butter processing is simple
and ancient. The processor we spoke with said
there are no particular challenges associated with
organic butter making. In fact, since butter colour
is determined largely by an animal`s diet, organic
processors have an advantage because pasturegrazed organic animals consume carotene which
imparts colour to the fat portion of the milk. Most
modern dairy cows do not have access to pasture.
Processing aids tend to be minimal, but lactic
acid may be added to butter to extend shelf life
and ensure consistent flavour development. T

Number of processors

The total value of the organic baking sector, including
baking ingredients was $237.4 million in 2017
(estimated using data from Euromonitor International,
2018 and COTA, 2017b). The top 10 most commonly
processed organic bakery items in Canada are shown
in Figure 4.5. Flour processors (mills) are the most
common type of processing facility with 66 mills
nation-wide processing organic grains of all types into
flour for the baking industry. Note that the majority of
flour is sold wholesale to bakeries. Retail sales likely
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represent only a fraction of total sales. Bread is the
next most common food type produced in the organic
baking sector with 34 commercial and retail bakeries.
Figure 4.5 Top organic bakery products by number of
Canadian processors

Trends
Key trends shaping both conventional and organic
baking include: clean labels, gluten-free, artisanal,
low sugar, trans-fat free, whole grain, use of sprouted
or ancient grains such as Red Fife, Khorasan wheat
(Kamut), spelt, emmer and einkorn, fresh-baked and
edible printing (cakes). The gluten-free trend is creating
new demand for non-gluten organic grains and flours
such as buckwheat, flax, millet, legumes, corn, quinoa
and oats. Artisanal breads comprised more than a
third of all bread sold in Canada in 2012 (Agriculture
& Agri-Food Canada, 2013). One major organic
bakery in BC claims to be “veganic” and goes so far
as to exclude grain operations that use products from
animals, including manure, in their production systems.

Technical considerations
Consumers want minimally processed baked
goods with few additives and preservatives, while
manufacturers and retailers want products that rise
rapidly, have good texture, brown properly and, most
importantly, have long shelf-lives.
The mainstream baking sector relies on a wide array
of food additives and processing aids to achieve
these objectives. Dough conditioners play a key
role. They include oxidizing agents to strengthen
the dough, reducing agents to encourage gluten
development, emulsifiers to improve loaf volume
and uniformity, relaxing agents to improve handling,
and yeast food to reduce the amount of yeast
needed. Dough conditioners may contain L-cysteine,

azodicarbonamide, sodium stearol lactylate, datem,
cystein, bisulfite, soy lecithin (likely GE) and other
chemicals. Bleach may be used to whiten wheat. GE
cornstarch is also commonly used in baking. Calcium
proprionate may be used to help maintain freshness,
and artificial sweeteners such as sucralose are
common. Conventional yeast may contain anti-foamers
and additives such as ammonium chloride, synthetic
vitamins, ammonium phosphate and or ammonium
sulphate. Strains of S. cerevisiae (Bakers yeast) may be
produced using biotechnologies such as mutagenesis,
protoplast fusion and other DNA technologies.
The Canadian organic Permitted Substances List (PSL)
is limited with respect to additives that can be used in
organic baking with the following exceptions: mono and
diglycerides from organic sources are allowed for use in
drum drying applications, lecithin from organic sources
(used as an emulsifier to help obtain soft crumb and
tenderness in baked products and to reduce staling),
organic cornstarch (thickener) and non-synthetic
sources of ascorbic acid (preservative). Vinegar
and cultured wheat may be used to replace calcium
proprionate. Calcium carbonate can be used as a dough
conditioner. Several options are available for leavening
including natural enzymes, calcium sulphate, sodium
acid pyrophosphate and monocalcium phosphate
(used in baking powder), glucono delta lactone and
ammonium carbonate and bicarbonate for use in flat
baked products such as cookies and crackers.
Despite this relatively small list, organic bakers still
manage to make nutritious baked goods using simple,

Tall Grass Prairie Bread Company in Winnipeg,

Manitoba has become an expert at making
heavenly nutritious breads the old fashioned way
over a two day period. The bakery buys all grains
from local organic growers. It does not use dough
conditioners and has found innovative ways to
get relatively low protein (12-13%) grains to rise.
For some breads, sour dough starter is used. The
bakery also finds natural vitamin C to be helpful
in overcoming deficiencies in wheat quality.
Vitamin C boosts yeast activation by providing the
slightly acidic environment in which yeast thrives.
It also strengthens the dough, helping to trap the
bubbles created by the yeast. Vitamin C is also an
antioxidant that helps to increase the shelf life of
bread.
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mostly whole ingredients. However, without the use
of modern dough conditioners with their multitude of
functions, organic bread requires longer rest times.
Conventional bakeries can produce bread in just
a few hours, while artisanal and organic bakeries
mix, proof and bake over 2-3 days. This means
that at any given time, more dough is in process,
requiring more space, labour and equipment.
Baked products are susceptible to microbial spoilage.
Natural options for shelf life extension include
reducing the amount of water in the product, and salt,
sugar or honey act as natural humectants. Natural
preservatives include raisin paste (contains proprionic
acid) and cultured sugar, wheat and milk ingredients.
Ascorbic acid (vitamin C), tocopherols (vitamin E)
from organic vegetable oils and rosemary extract
can help prevent oxidation/rancidity. Some of the
ancient grains contain unsaturated fat that can potentially
oxidize. Bakers can use packaging with oxygen barrier
properties and antioxidants to minimize this risk.
Up until fairly recently, sourcing organic Bakers yeast
was challenging, but with the advent of companies such
as Bioreal this issue has largely been resolved. However, organic yeast can add considerable expense to
bread making because it is made with more expensive
organic cane sugar and non chemical processing aids.
The yeast also tends to be slower acting, performing
more like a sour dough starter. Some bakeries resolve
this challenge by not using yeast, others have managed to source organic compliant varieties of yeast.
Protein levels, and consequently, gluten levels, are often lower in organically versus conventionally grown
wheat in Europe (Bickel and Rossier, 2015), but this is
not the case for Canadian hard red spring wheat (Annett et al., 2007). In the case where gluten is lower,
bakers can use sourdough instead of yeast or incorporate added gluten.

Bread
Bread is the most consumed bakery product globally.
In 2017, Canadian sales of organic bread were $178.3
M (Euromonitor International, 2018), accounting for
7% of total organic retail sales. Organic bread sales
had a CAGR of 6.1% between 2013 and 2017 and are
expected to grow at a CAGR of 10.5% between 2018
and 2022 (Euromonitor International, 2019). There are
34 organic bread processors in Canada, including both
retail and commercial bakeries (Figure 4.5).

Health benefits of organic bread
A 2012 investigation by the Organic Centre in the U.S.
(Smith et al., 2012) found significant differences between breads marketed as organic or natural versus
conventional. Organic breads in the U.S. contained
49% whole food ingredients versus 24% in breads
marketed as natural and 12% in conventional breads.
Preservatives and additives made up 7% of organic
breads versus 10% of natural and 27% of conventional
breads. The authors concluded that 63% of the ingredients in organic bread are nutritious as compared to
only 28% of the ingredients in conventional bread. If
nutritional supplements are excluded, only 19% of conventional bread ingredients met the authors’ standard
of nutritious. The organic breads also contained fewer
sweeteners and flavour and texture enhancers.

Key players
Quebec-based La Boulangerie St-Methode is the leading Canadian organic bread maker with a 3.2% share
of the total organic packaged food sector (Euromonitor, 2017). Mexican Grupo Bimbo SAB de CV also has
a stake in the Canadian organic retail organic bread
market through its ownership of Canada Bread, which
in turn purchased the Stonemill Bakehouse Ltd. in Ontario in 2017 to help the company grow its artisanal and
organic bakery offerings. Grupo Bimbo has a 0.4%
share of the total organic packaged food market (Euromonitor, 2017). With availability in Walmart, Silver Hills
Bakery in BC is an up-and-comer in this market.

Other baked goods
This category includes the non-bread products shown
in Figure 4.10 and more. Overall sales of organic
baked goods are doing very well. According to Nielsen
retail data collected in 2017 and aggregated by COTA
(2017b), the value of the most significant products in
this category exceeded $28 M (Table 4.18).

Key players
Large multi-nationals have a stake in this category.
Christie’s brand of Mondelez International Inc. is a
key player in the cookies/sweet biscuit category. Dare
has a Breton line of organic crackers. Mary’s Organic
Crackers is a key player with gluten-free seed-based
crackers. Mary’s started out as a small independent

S TAT E O F T H E I N D U S T R Y 2 0 1 8 | 4 9

Table 4.18 Canadian retail sales of top non-bread
baked goods in 2017, $CAN millions
Product

Value

Crackers
Cookies/sweet biscuits/mixes

11.8
4.8

Cakes/cake mixes

4.1

Toaster pastries
Frozen confections
Frozen dough
Rolls
Other

3.2
1.7
1.2
1.1
0.9

Source: COTA, 2017b
U.S. organic business and was later sold to Japanese
company, Kameda Seika Co. Ltd. Sales are now very
main stream with products in both CostCo and Walmart. In Canada private label has an important role to
play in the category. PC Organics has several organic
cracker and cookie options. A number of companies,
including Annie’s (General Mills) and Riverside Naturals in Ontario offer cookies and crackers for kids.
Baking ingredients
Flour
There were 66 organic flour processors (all types of
flour), with 19 in ON and 13 in SK in 2018. Most of
these process wheat, but other organic flours such
as millet, rice and hemp are also produced. Retail
sales of organic flour were worth $9.4 million in 2017
(COTA, 2017b). However, the majority of the organic
flour is sold wholesale to bakers, not at retail, so the
total value of organic flour milling is much higher.
Key players
Not surprisingly, Canadian companies dominate retail
and food service sales of oganic flour in Canada and
most regions have at least one organic mill. There are
dozens of small and large scale organic mills across
the country milling producing a range of flours for
mainstream and artisanal markets. Some of the larger mills producing mainstream organic flours include
Parrish and Heimbecher in ON, NutraSun Foods in
SK, La Milanaise in QC and Prairie Flour in MB. Leading businesses in the artisanal organic flour market

include Oak Manor, Port Royal Mills, 1847 Stone Mill,
Jamestown Mills Inc., Brant Flour Mills Ltd., Maitland
River Milling and Fieldstone Granary in ON, Anita’s
Organic Gain and Flour Mill and True Grain Bread in
BC, Highwood Crossing Foods in AB, Nunweiler’s Flour
Company and Daybreak Mill in SK and The Speerville
Flour Mill in NB. There are also many farm enterprises
that grow, mill and market their own flours. Private label
is also well represented in this category with products
under Great Value (Walmart), PC Organics (Loblaw
Company) and Compliments (Sobey’s) brands. Bob’s
Red Mills is a major U.S. player found in all mainstream
grocers that produces specialty flours.
Most Canadian organic mills source grains as close as
they can to their mills in order to reduce transportation
costs which can be considerable. Larger mills are forced
to source at least some of the grains from the Prairie
region although there are a few mills, especially in eastern
Canada that purchase lower cost imported grains.

Technical considerations
Organic millers process a variety of grains to meet
specific needs of the artisanal and organic baking sector. They use a wide range of raw ingredients, ranging
from hard red spring, winter and soft wheats, ancient
grains such as Emmer, Einkorn, Red Fife Wheat and
spelt as well as oats, flax, buckwheat and other grains.
Artisanal bakers deal with a wider range of variation
in their raw materials than conventional bakers and
thus must adapt each formula and the timing of mixing,
rest, scaling, moulding and proofing, to variances in
flour quality. In contrast, because of the comparative
inflexibility of modern industrial processes, flour needs
to be adapted to the process, and thus requires flour
quality to be more consistent from batch to batch
(Ross, 2018). According to researcher Andrew Ross,
the greater flexibility inherent in the artisanal bread
making processes allow greater use of ingredients
with weaker dough properties such as ancient wheats.
Artisanal millers tend to market whole grain flours and
place less emphasis on protein levels than on gluten
qualities when purchasing organic wheat. One organic
miller told us that the company blends lower protein
hard red winter wheat with hard red spring wheat
as its gluten structure performs better with the long
fermentation times associated with artisanal baking.

50 |ORGANIC FOOD PROCESSING IN CANADA

Other baking ingredients

4.4 READY MEALS

Retail sales of the other key baking ingredients are
shown in Table 4.19. Organic baking ingredients that
are sold at retail, including flour, were worth $16.9 M
in 2017 (Nielsen, 2017). Organic flour alone is worth
significantly more than $9.4 million. This value represents retail sales only. The majority of the flour would
be sold wholesale to retail and commercial bakers.

According to Euromonitor International, ready meals,
also referred to as ‘ready-to-eat meals’, include
canned/ preserved, frozen, dried, chilled ready meals,
dinner mixes, frozen pizza and prepared salads. These
products are often marketed along with “recipe skills”.
Ready meals are generally accepted to be complete
meals that require few or no extra ingredients, however,
in the case of canned/preserved ready meals, the term
also encompasses meal ‘centres’ for dinner mixes.
Some ready meals may require cooking, others can be
consumed after opening the package or by reheating.

Table 4.19 Retail value of Canadian sales of select
baking ingredients in 2017, $CAN millions
Ingredient

Value

Flour
Baking extracts

9.4
1.8

Baking nuts

1.8

Baking chips

1.6

Cocoa powder

1.1

Other
Source: COTA, 2017b

1.3

Key players
Several companies, including Delca Enterprises
(Baker’s Supply House), Sandel Foods in BC and
Embassy Flavours in ON specialize in ingredients for
the organic baking sector including syrups, fillings,
glazing, sauces, baking powder, etc.

Ready meals have a poor reputation, and overall
the category is in decline. It is somewhat ironic that
ready meals represent the fifth largest market segment
for organic food in Canada in 2017 after alcoholic
beverages (Table 4.1). However, in the organic food
sector, prepared salads, presumably healthier than
other ready meal products, make up half of the category
value.
In 2017, organic ready meals were valued at $192.3
M, growing at a CAGR of 5.0% between 2013 and
2017 (Euromonitor International, 2019). The category
is expected to show continued growth of 6.7% CAGR
between 2018 and 2022 as more and more organic
consumers are looking for convenience. Euromonitor
International estimates that the Canadian organic
ready meal market will reach $212.5 million by 2020.
Of all of the organic food categories examined in this
report, ready meals show the greatest dependence
on imports. We identified only 23 organic ready meal
manufacturers, many of which are small scale retailers
and on-farm processors based in Quebec. Other than
a few Canadian organic soy product processors that
have a national presence in Canadian retail, Canadian
businesses have failed to capitalize on the ready meal
market. It is easy to come up with an explanation for
why Canadians have been left out of the organic salad
and salad kit explosion, but understanding the dearth
of Canadian companies in the other segments of the
ready meal category is more challenging. It is possible
that ‘first to market’ companies in the U.S. are viewed
as too difficult to displace.
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Frozen, canned, dried and chilled ready meals
These products were worth $95.2 M in Canadian
retail sales in 2017 (extrapolated from Euromonitor
International, 2018 and COTA, 2017b) data. Most of
the Canadian companies in this category operate in
the chilled category. These tend to be businesses that
are identified by organic certifiers as ‘food preparers’
which tend to be organic producers making readyto-eat products at home or in a commercial kitchen
or organic retailers. The certified entities tend to be in
Quebec. There are several reasons for this. First, many
of the ready meal products are meat based. Quebec’s
regulatory framework for meat and for organic, seems
to make it easier for farm-based operations to further
process meat products. Second, Quebec is the only
jurisdiction to require retailers who prepare organic food
products to certify. Finally, in Quebec, organic farmers
are more likely to be designated as processors when
they produce value-added products on farm and these
on-farm processors are listed in a public directory.
In other provinces, on-farm processing activities are
treated in a variety of ways and operators are often
not listed as ‘processors’ and even if they were, this
information is often not publically available.

Trends
Consumers want healthy food and they perceive ready
meals as anything but healthy as they usually contain
high levels of salt and artificial ingredients. If they are
too rushed to prepare food, organic consumers would
rather order take out or go to a restaurant. However,
certain categories of ready meals are experiencing
growth, including the organic and gluten-free categories.

Key players
Independent Amy`s Kitchen has over a 10% market
share of the organic ready meals cateogry and 1.1%
of the total Canadian organic packaged food market
(Euromonitor International, 2018). The company
specializes in frozen vegetarian meals with over 88
different frozen meal skews including pastas, pizzas,
rice and noodle bowls, vegetarian pot pies, burritos
etc. In 1999, the company added canned soups, beans
and chili as well as jarred pasta sauces and salsas.
Private label products have a greater than 11% market
share in this category (Euromonitor International,

2018). There are no branded products with more than
a 10% market share. Just over 14% of all new organic
product launches in Canada between 2011 and 2016
were private label (Euromonitor, 2018).
Not counting private label, there are less than a dozen
Canadian businesses producing ready meals. Four of
these were retail establishments with their own prepared
products, two were farm enterprises in Quebec making
prepared foods for local sale and one was a wholesaler
of frozen pre-cooked beans and grains. Only three
Canadian companies - So Soya, Sol Cuisine, and
Green Table Foods operate at a national level at
retail in this category and none are dominant players.

Technical considerations
With the wide range of products in this category, it is
difficult to identify specific challenges faced by organic
ready meal manufacturers. However, mainstream ready
meals such as frozen pizzas and frozen meals contain
high levels of salt, sugar, fat and preservatives, along
with food additives for colour, flavour and sweetness.
In the absence of these processing aids, organic
processors may encounter difficulties in producing
consistent, long shelf life products that deliver the
flavour and look of mainstream ready meals. The cost
of organic ingredients such as cheese is also very high
for products like pizza and sourcing organic ingredients
at scale may be challenging.
The fact that organic pioneer and dominant player
Amy’s, uses the ‘made with’ claim for many of its
ready meal products ranging from 70-91% organic
ingredients, rather than an organic claim is testimony
to how difficult it is to produce shelf stable ready meal
products. A label scan reveals that the key in that
are not organic in Amy’s products include: expeller
pressed safflower or sunflower oil, cheese, and milk.
Availability may limit use of organic oils although Amy’s
does produce some organic products with organic oils,
while cost is very likely the key variable for organic
dairy products. The price of multi-ingredient products
such as frozen meals and pizzas can only be raised so
high before the average consumer flinches.

Prepared salads
Euromonitor’s ready meal category includes washed
and cut and dressed salads. “Dressed salads come
with added dressing, either in a separate container or
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mixed into the salad. Packaging includes plastic bags
and containers (i.e., bowls or tubs)”. Coleslaw is included.
Not long ago, we were eating head lettuce. The first
mixed salad greens and loose spinach were offered by
small scale organic producers who hand-cut the young
greens and rushed them to market.
Now the ready-to-eat organic salad industry is big
business.The lettuce is grown primarily in the Salinas
Valley of California and in Arizona and Mexico. Major
players such as Earth Bound Farm and a few other
companies consolidate lettuce from many large organic
farms, switching production regions as the weather cools.
Pre-mixed and washed organic salads appeal to nearly
every demographic because of convenience, relative
low cost and their ability to make consumers feel virtuous.
In the food service industry salad mixes are worth
their weight in gold due to huge savings in prep time.
According to The Packer’s Fresh Trends 2018 (Kresin,
2018), nearly one-third of U.S. consumers (32%)
reported purchasing organic salad mix in the previous
year, up from 28% in 2017. Twelve percent purchased
organic product every time they purchased a salad mix.
More than half of salad mies sold in 2015 in the U.S.
were organic and they comprised 10% of total organic
produce sales (The Packer, 2019). Organic sales were
worth $97.1 M in Canada and $1.1 B in the U.S. in 2017
(COTA, 2017b). In Canada, mixed salads are among
the largest organic imports after coffee, although
imports have been declining in recent years (Table
4.20). Packaged organic salad mixes are imported
almost exclusively from the U.S. and Mexico.
Table 4.20 Value of imported packaged mixed organic
salads 2013-2018, $CAN millions
Package
size

2013

2014

2015

2016

2017

2018

< 1 kg

30.4

30.9

30.8

26.4

22.4

24.7

> 1 kg

26.9

18.3

6.9

3.1

0.7

0.6

Source: Statistics Canada, 2019

Trends
The salad kits that have been around for awhile in the
mainstream food industry are now available in organic.
These can include salad add-ons such as croutons or
cranberries and single use salad dressings.

The addition of high protein foods such as poultry to
mainstream salad kits is a new trend that is likely to hit
organic salad kits.

Key players
Earthbound Farm dominates the packaged salad
category in Canada. The company was aquired by
WhiteWave Foods in 2013 for $600 million U.S. In
2016, French food manufacturer Danone purchased
WhiteWave for $12.5 billion U.S. In 2017, Danone’s
share of total organic packaged food sales was 4.9%
with Earthbound Farm and Stonyfield Farm as its
largest organic brands (Euromonitor International,
2018). In 2019, Earthbound Farm was purchased
by Taylor Farms for $400 M U.S. Earthbound was
founded by Myra and Drew Goodman in Carmel Valley,
California in 1984 with 2.5 acres of land. The company
revolutionized the salad industry by being first to
market in the mid-80’s with prewashed, packaged
salads for retail sale. Through efficiencies gained
from mechanization in the field, packaging and shelf
life extension, Earthbound Farm became the largest
organic produce grower in the U.S. and revolutionized
the salad business.
There are no Canadian players of note in this space.
Most Canadian companies merely distribute U.S. and
Mexican products.

Technical considerations
Salad crops are subject to contamination by pathogens,
particularly if harvested multiple times as cut points
give pathogens a potential route into the crop. Salad
crops are also challenging to harvest, process and to
get to market quickly. Organic greens are sanitized in a
sodium hypochlorite wash. They are then spun dry and
stored in a cold room. Handled and stored properly, the
greens have a shelf life of about two weeks making it
challenging to get to markets across the continent.
New packaging formats have been a game changer,
allowing the industry to extend the shelf life of packaged
lettuce. Modified atmosphere packaging reduces
the oxygen available to the lettuce to less than 3%,
effectively putting it to sleep by slowing respiration. While
oxygen levels are decreased, carbon dioxide levels
are increased, slowing the growth of spoilage bacteria
and mold. Reduced oxygen also reduces browning.
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4.5 BREAKFAST CEREALS

Key players

This category includes packaged ready-to-eat
cereals, muesli, oatmeal and granola in hot and cold
formats. Organic breakfast cereals are big business in
Canada with $132.3 M in sales in 2017 (Table 4.1),
representing 27% growth since 2010 (Euromonitor
International, 2018). Pollaris Market Research (2019)
predicted a CAGR of 9.2% for the global orgainc
cereal market between 2019 and 2026, with the AsiaPacific region as the leading contributor to growth.

The organic category is dominated by large mainstream
brands, with the possible exception of Nature’s Path
Foods which is the category leader with a 4.7% share
of all organic packaged food sold in Canada in 2017
(Euromonitor International, 2018). Nature’s Path no
longer processes breakfast cereals in Canada but it
is Canadian owned with a head office in Richmond,
BC. U.S. company General Mills, with its Kashi brand
is also a major player with a 0.5% share of all organic
packaged foods in Canada in 2017 (Euromonitor
International, 2018). Venerable U.K. cereal company,
Weetabix, which was majority controlled by the Chinese
Bright Food Group, has been sold to U.S. based Post
Holdings. Weetabix manufactures organic breakfast
cereals in Coburg, ON. Kellogg Co. also produces
organic cereals and has a 0.1% share of all organic
packaged food sales in Canada in 2017 (Euromonitor
International, 2018).

There were 35 manufacturers across the country in
2019 (Table 4.21).
Table 4.21 Provincial distribution of organic breakfast
cereal manufacturers
Province

Number of processors

BC
AB

9
3

SK

1

ON
QC
Total

13
9
35

Trends
Packaged cold breakfast cereals are no longer as
popular as they once. This is due to changing eating
habits amongst millenials and to competition from
a wider range of breakfast options, including yogurt.
According to EuroMonitor International, many people
now consider breakfast cereals to be too sugary.
Kellogg’s, still the mainstream category leader,
shuttered its London, ON processing plant in 2014.
Mainstream sales were down 2% in Canada in 2016,
with declines of close to 18% over a five year period
from 2010 to 2015 (Euromonitor International, 2016).
Large mainstream players including General Mills,
Quaker Oats, Kellogg’s and Post are doing everything
they can to fight back. They collectively launched a new
marketing organization called the Breakfast Cereal
Manufacturers of Canada, which in turn, created a
campaign called “What’s in the bowl?” Kelloggs went
so far as to open a cereal bar in New York’s Times
Square in 2015.

In 2018, Cereal Partners Worldwide, a partnership
between General Mills and Nestlé, launched organic
versions of their existing cereal brands Chocapic,
Nesquick and Cheerios to western Europe, products
which are not yet available in North America.
Europe may be a test market for new cereal product
introductions because of the much faster pace of
growth of growth - 10.4% in 2017 in Europe versus
1.2% in North America (Yu, 2018).

Technical considerations
Many breakfast cereals are extruded, a process in which
ingredients are first ground to the correct particle size,
cooked at high temperature for short periods of time and
then forced through an opening in a perforated plate
(die) for shaping. The extruder usually puffs and alters
the texture of the product. The process can reduce the
nutritional value of proteins, gelatinize starches and
damage amino acids and vitamins. It can also increase
the glycemic index of food as it makes carbohydrates
more digestible. However, extrusion may actually
have less negative impact on food than ordinary
thermal processing in an oven. The process also has
some beneficial properties including increasing the
bioavailability of iron and reducing naturally occurring
toxins and micro-organisms. Extrusion is allowed in
organic food processing.
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Company Profile
Nature’s Path Foods, Richmond, BC

The key challenge in the organic breakfast cereal
category has been lack of organic grain ingredients.
However, this is changing as major breakfast cereal
companies pour money into organic initiatives on both
sides of the border in the Great Plains region in order
to increase supply.
General Mills has increased the organic acreage from
which it sources by 120% since 2009 and is now
among the top five organic ingredient purchasers in
North America. Nature’s Path has purchased its own
farmland as a way to control at least part of its organic
grain supply.

Nature’s Path was founded by Arran and Ratana
Stephens in 1985. With a product line of over
150 breakfast cereals, waffles, snack bars, and
cookies, the company has more than 4% market
share of all organic packaged foods sold in
Canada. The company purchased Que Pasa,
a tortilla chip company, in 2012. Currently, all
of Nature’s Path products except thoser of Que
Pasa are manufactured in the U.S. although many
of the grain ingredients are sourced in Canada.
The company owns its own organic farm land in
Saskatchewan.
Nature’s Path has set the bar very high for
sustainability. The company produces only organic
products and participates in the U.S.-based nonGMO project. It helped to establish a Sustainable
Food Trade Association in 2009 to promote
sustainable practices within the food industry. The
company become the first manufacturing facility in
Canada to become Zero Waste certified in 2010
by the U.S. Zero Waste Business Council. It has
diverted 95% of waste from landfills by recycling and
composting. Nature’s Path accrues annual savings
of $56,000 due to waste diversion. Efforts to reduce
packaging have resulted in savings of 437 tonnes
of paper board, 7,464 BTUs of energy, over 3 M L of
water and 0.6 million kilograms of carbon dioxide.
The company is aiming to be 100% carbon neutral
by 2020. Employees are encouraged to purchase
hybrid vehicles with a $1000 subsidy. One percent
of sales of EnviroKidz cereals goes to global
species and habitat conservation projects. The
company also funds community organic gardens.
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4.6 FRUIT AND VEGETABLE PRODUCTS
Canada has a relatively large number of food processors
that turn raw organic fruit and vegetables into valueadded food products. Here, we consider freezing,
cutting, canning and dehydration as processing
activities. The sale of fresh fruits and vegetables and
packing of these products is considered to be out of
scope. Baby carrots are treated as processed foods.
Packaged salad mixes are included under Ready
Meals in section 4.4.
The number of Canadian processors in each province
manufacturing each of the key processed fruit and
vegetable types is shown in Figure 4.6. BC leads the
country in frozen fruit processors, while mushroom
processing is evenly split between ON and BC.
Figure 4.6 Top organic fruit and vegetable processing
types by number of processors and province

Figure 4.7 Percentage of Canadian organic fruit and
vegetable processors producing each category of fruit
and vegetable-based products*

*Note that fruits and vegetables have been combined

Processed vegetables
The value of fresh organic vegetables sold at retail
in Canada in 2017 was $313.7 M (COTA, 2017b),
representing 4.5% of the total retail value of all
vegetables. Processed organic vegetables, including
dried, canned, pickled, frozen vegetables, baby carrots
and processed mushrooms were worth $63.0 M at
retail in 2017 (estimated from COTA and Statistics
Canada data).

Baby carrots
Figure 4.7 shows the percentage of Canadian organic
fruit and vegetable processors processing each of
categories in which fruits and vegetables are a key
ingredient. Fruits and vegetables have been combined
for each of the processing activities. The total of these
categories equals 100. The analysis shows that an
equal percentage (19%) of processors turn fruits and
vegetables into condiments such as sauces, ketchups,
etc as are involved in freezing them. The category with
the fewest processors is canned fruits/vegetables.
Processed organic fruit and vegetable retail sales were
worth $86.4 million in 2017 (COTA, 2017b). There were
98 organic fruit and vegetable processors in Canada
in 2018 (Table 4.2). These processor types tend to be
clustered in BC, ON and QC where the majority of
the organic fruits and vegetables are grown. The major
types of organic vegetable and fruit processing are
covered in more detail below.

Nearly all organic baby carrots sold at retail in Canada
are imported from the U.S. In 2018, Canada imported
$10.2 M worth of organic baby carrots packaged in
containers under 1 kg and $ 7.8 M in packages over
1 kg for a total of $18.0 M (Statistics Canada, 2019).
Not all of these carrots are sold at retail, but it is likely
the majority are. Imports of baby carrots in containers
under 1 kg increased by 244% from 2013, while imports
of the larger containers increased by 186% over the
same time period.
Most of the nutrients in a carrot reside in the peels that
are discarded in processing, but parents who want the
convenience of processed vegetables can rest assured
that this is still a nutrient-dense food packed full of
vitamins A, B, C and E, minerals such as potassium
and d and phytonutrients such as beta-carotene.
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Key players
Bolthouse Farms is the global leader in the overall cut
and baby carrot categories, but other California-based
companies such as Grimmway are also major players.
In the U.S. market, Bolthouse has gone beyond baby
carrots, developing new lines of processed carrots
that include chips, matchsticks and julienned organic
carrots. These products help to further reduce the
waste produced in the carrot industry. There are no
serious Canadian contenders in this category.

Technical considerations
The idea for baby carrots originated with a California
farmer who estimated that 70% of carrots were going
to waste - either as a result of over production or
because they were not uniform enough for retail sale.
Growers plant sweet, slender carrots close together to
make them thinner. The carrots are harvested before
they achieve maturity and thus are lower in nutrients
and natural sugars than mature carrots.
Baby carrots are cut from larger carrots and then
machine polished and washed. In conventional
processing, wash water contains a small amount of
chlorine which is added to kill potential pathogens. A
common organic option is to treat baby carrots with an
approved citrus-based biocide called Citrox.

Canned pulses and vegetables
Although canned food played a key role in the
development of the food processing industry, it has
been in decline for decades, resulting in the shuttering
of many manufacturing facilities. Food processors
blame the shift on consumers who prefer fresh food
and the fact that fresh produce is now available yearround in supermarkets.
This category includes canned pulses, which are not
technically vegetables, but have historically been
considered in this category and canned and jarred
whole and crushed tomatoes with or without spices. It
does not include tomato pastes and sauces which are
covered in section 4.10. According to COTA’s (2017b)
recent market study, canned organic vegetables were
worth $12.6 M in 2017, while canned tomatoes were
valued at $3.2 M.

Demand for organic tomato products is high, driven in
part by science showing that organically grown tomatoes
have higher levels of antioxidant flavonoids than
conventionally grown tomatoes. A ten-year comparison
of organic and conventional crop management
on flavonoid content in conventional and organic
tomatoes revealed levels of the beneficial compounds
quercetin to be 79% higher in organic and kaempferol
levels to be 97% higher (Mitchell, et al., 2007).

Key players
Many of the canned beans and pulses sold at Canadian
retail are processed in Canada, although company
ownership may not necessarily be Canadian. Frenchowned company, Bonduelle, has facilities in ON and
QC that process organic kidney beans and chick peas.
Bonduelle’s manufacturing facilities process only in
season, which means they run only 5 months per year.
Other Canadian players include Sprague Foods and
KD Canners, both Ontario-based companies. Private
label also has a presence in this category with Loblaw’s
PC Organics canned pulses. In 2017, Eden Foods had
a 0.5% share of the total organic packaged food market
in Canada (Euromonitor International, 2018).
The main organic canned tomato processors are not
based in Canada with General Mills’ California-based
Muir Glen brand taking top spot. General Mills has an
overall 0.5% share of the Canadian organic packaged
food market in 2017 (all brands). Bioitalia Distribuzione
Srl held a 0.1% share of the total organic packaged
food market in Canada (Euromonitor International,
2018). The company produces canned tomato and
pasta products.
Long time Ontario organic tomato canner, Thomas
Canning went into receivership in 2017. This has
meant the loss of a significant market for Ontario
organic tomato producers. This was the second blow
to an industry still reeling from the 2014 closure of
H.J. Heinz Co. in Leamington. Assets from Thomas
Canning were sold to Ontario-based Golden Miles
Foods for $23.4 M. To date, this company is not
processing organic products. The only organic tomato
processor left standing in Ontario is Canadian business
Sun-Brite Foods. Sun-Brite purchased the Unico brand
and has recently added a line of organic tomatoes.
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Technical considerations
Many consumers perceive canned foods to be less
healthy than those packaged in other formats. Canned
foods have several strikes against them because they
are sterilized using high heat, a process that can destroy
healthy compounds including vitamin C, folic acid and
many antioxidants. They also tend to be loaded with
sugar and salt which are used as preservatives.
Tin cans have long been the package of choice for the
canning industry. The industry has survived two major
crises. Prior to the 1990’s, lead was used to solder the
joints. In 1995, the U.S. Food an Drug Administration
banned the use of lead in all domestic and imported
food cans. The second crisis was more recent. In
2010, Health Canada declared bisphenal-A (BPA),
an industrial chemical used in plastics and commonly
used in tin can liners, to be toxic and banned use of
the chemical in polycarbonate baby bottles. Early can
substitutes often contained another chemical called
bisphenal-S. In 2016, BPA, bisphenal-S and phthalatefree high-acid cans were developed. Manufacturers
should be aware that even the lids for glass bottles
may contain BPA. Companies concerned about BPAs
coming into contact with food can find caps with a
second BPA-free sealant layer that covers the BPA layer.
According to the Can Manufacturer’s Institute (Food
Packaging, 2018), at the beginning of 2018, 90% of
food cans were BPA-free. If true, this is remarkable
progress as an Environmental Defence Canada study
done in 2016 found 18 of 21 food cans purchased in
Ontario to contain BPA. ‘Next generation’ can linings
are now typically produced from acrylic and polyester
materials.
Although some manufacturers are reluctant to move
away from cans because they are strong, cheap to
produce, impervious to air and light and easy to ship,
many vegetable processors have switched to glass
bottles. In 1970, 34.6 billion food cans were shipped.
Thirty percent of the cans were used for vegetable
canning. In 2017, 26.6 billion cans were shipped, of
which 35% were used for vegetable canning (Nutting,
2018).
Organic manufacturers such as U.S.-based Eden
Foods use amber glass for their tomato packaging as
fluorescent lighting can damage tomato quality.

Beyond the package, organic canners face a few other
challenges. For example, in tomato processing, skins
are commonly loosened using a chemical process
involving caustic soda or lye (sodium hydroxide).
However, even conventional processors are moving
away from this method because the process can leave
unwanted residues, reduce fruit quality and flavour
and there are environmental risks associated with peel
disposal. There are several alternatives that organic
processors can use. The most common involves the
use of pressurized steam, coupled with cold water
or vacuum cooling. Mechanical peeling is also an
option. Peeling produces a significant amount of food
waste and it can be resource intensive, requiring large
amounts of water and energy. For example, 100 kg of
fresh tomatoes produces 60 kg of peeled tomatoes for
canning and 40 kg of waste. About 30 kg of the waste is
used to produce tomato concentrate or is added back
as juice to the canned tomatoes, leaving 10% waste.
Because of this, canning tomatoes only makes sense
if the company also produces other products such as
juice, sauce or paste that can use some of the lower
fruit and peel waste.
Mainstream tomato canners may employ additives
such as GE-derived citric acid and lye. Very few
additives are used in canned organic tomatoes with
the exception of calcium chloride which may be used
to keep tomatos firm.

Dried vegetables
The category includes freeze-dried, powdered and
dehydrated vegetables, excluding dried mushrooms
which are considered under the mushroom section.
Most of the products in this category are not sold as
finished products at retail with the possible exception of
dried tomatoes. These products appeal to survivalists
and backcountry enthusiasts, but more recently,
dehydrated organic vegetables are being added to
value-added processed foods to up their nutritional
content and to tempt parents into feeding the product
to their kids. Examples of value-added products
that incorporate dried vegetables include, soups,
pizza, baby food, veggie bite snacks and kale chips.
According to COTA’s recent market study (2017b), the
value of Canadian retail sales of dried vegetables was
$16.6 M in 2017.
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Key players
Les Aliments Cell Foods based in Quebec and De-Hy
Technology in Ontario are important Canadian players
in this category. There are also several farm-based
businesses active in this space.

Technical
Vegetables lose very little nutritients during
dehydration. They retain most of their minerals and A
and B vitamins. They can lose volatile nutrients such
as Vitamin C and beta carotene, but even these losses
can be minimized by using lower temperatures. Some
manufacturers minimize Vitamin C loss by pretreating
food with a citrus juice solution. Dehydration technology,
circulates heated air to dry vegetables. Vegetables
can be rehydrated by cooking or presoaking. Freezedrying uses a refrigerated vacuum to pull moisture out
of vegetables. This reduces nutrient loss and retains
the original appearance and shape of vegetables as
compared to dehydration, but the process is more
expensive. Powdered vegetables are dehydrated
vegetables that have been further processed into
powder form. Powders are an easy way to add nutrients
to all kinds of foods and beverages, but the downside is
that they do not contain the beneficial fibres associated
with freeze-dried or dehydrated vegetables.
Mainstream dehydrated vegetables may contain
sulfites or other preservatives to extend shelf life.

Frozen vegetables
There are 11 Canadian companies, two of which
are farms, processing and marketing organic frozen
vegetables. COTA (2017b) has valued retail sales in
this category at $15.0 M in 2017.

Key players
U.S. based Earthbound Farms is a dominant player
in this category. Loblaw Companies Ltd. is a major
Canadian player with a large and diverse line of frozen
offerings under its PC Organics Brand. Green Organic
Vegetables Inc. is likely the source of many of these
vegetables. The company is somewhat unusual as it
sells only organic vegetables. Most of the its frozen
vegetables are Individually Quick Frozen (IQF) and
are sold are sold under private label for other brands.

Initially, most of the company’s ingredients were
imported, but according to its website, most of
the organic vegetables are now sourced from
Ontario near company headquarters. Bonduelle
North America, owned by French multinational
Bonduelle has three vegetable processing facilities
in Canada - two in Quebec and one in Ontario. BC
Frozen Foods, Cavendish Farms Corporation and
the Toby Brand Corporation are other important
Canadian organic frozen vegetable processors.

Mushrooms
Mushrooms are considered separately from other
vegetables because close to 17% of Canadian
mushroom farms produce organic options. In the U.S.,
organic makes up 8% of total mushroom sales.
Changes in production practices have shortened
cultivation times and reduced the need for fungicides,
making it relatively easy to produce mushrooms
organically. One mushroom processor we spoke with
told us that the pressure to go organic came from their
retailer and the impetus to convert to organic was more
related to food safety than to market demand. In fact,
in the beginning, the company’s organic mushrooms
were not even marketed as organic, but now that the
organic market has grown, the company markets all of
its organically grown mushrooms as such.
Canadian mushroom production is heavily focussed on
fresh product with 40% exported to the U.S. Only about
2% of all mushrooms sold are considered as processed
by Statistics Canada. In fact, Canada imports 45 million
lbs. of canned, dried and frozen mushrooms every
year, mostly from China and Europe, making it difficult
for Canadian processors to compete on price.
For the purposes of this report, we consider mushrooms
that are sliced, frozen, canned, dried or powered as
processed.
According to COTA (2017b), canned and bagged
organic mushroom retail sales in Canada were worth
$0.47 M in 2017. There are 20 organic processors that
add value to mushrooms by slicing, drying, etc.
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Trends
Where once the market for mushrooms was dominated
by processed options - most notably canned, the
mushroom market is now all about fresh. In the fresh
market, several new trends have emerged in recent
years. These include a greater variety of mushroom
types, mixes of packaged whole, sliced or dried
mushrooms and a switch away from white button
mushrooms to brown - particularly in the organic
market. Consumers perceive brown mushrooms to be
more sustainable than white. There is also a growing
market for wild-crafted mushrooms, which can also be
certified organic.
Mushrooms Canada has partnered with the U.S.
Mushroom Council on a “blend and extend” marketing
program aimed at encouraging consumers to include
finely chopped mushrooms in traditional meat-based
dishes such as hamburger patties. According to the
Associations, the result is a more nutritious and costeffective product. U.S. fast food company Sonic Burger
has introduced a hamburger that includes mushrooms.
There is a growing market for ‘medicinal’ mushrooms
such as Reishi and Chaga. Many of these options
are organic and they tend to be sold in dried
and powdered forms or as tinctures or teas.

Key players
The main players in the mushroom category are
Canadian. Highline, which owns All Seasons and
Prairie Mushrooms, is the largest Canadian company
processing organic mushrooms, producing both fresh
and dried mushrooms. The organic businesses leading
the way in the medicinal mushroom market tend to be
smaller players including Misty Mountain Specialties in
BC and Annanda Chaga in Ontario.

Processed fruit
Sales of fresh organic fruit at retail were worth $272.7
million in 2017, 3.4% of total fresh fruit sales (COTA,
2017b). The focus here is on fruit that has been further
processed. Fruit is processed considerably more than
vegetables - into juice, frozen, canned and dried. Dried
fruit is covered in the snack food section in 4.7 and juice
is covered in the beverage section in 4.1. The value of
frozen fruits, apple sauce and single serve fruit cups is
estimated to be $23.5 M (COTA, 2017b).

Much of the organic fruit used by Canadian
processors is imported. Canada can grow many
temperate tree and bush fruits, but supply is limited
and restricted primarily to the Okanagan Valley of
BC. In 2017, Canadian fruit acreage comprised
a mere 900 ha, although this represents 4.4% of
total fruit production (Willer and Lernoud, 2019).
Globally, in 2017, there were 204,382 ha of organic
temperate fruit production (Willer and Lernoud, 2019).
Leading regions are Turkey with 26,000 ha, Italy with
25,000 ha, China with 22,400 ha, Pakistan with ~18,000
ha, France with 16,700 ha and the U.S. with 12,000
ha. Global organic temperate fruit acreage actually
declined by 19% between 2016 and 2017 (Willer and
Lernoud, 2019).
Apples make up 40% of global termperate organic fruit
production, followed by pears (10%), cherries (8%),
plums (8%) and apricots (7%) (Willer and Lernoud,
2019). Bananas have the largest share of tropical fruit
production with 88,581 ha, followed by avocados with
63,449 ha and mangos with 30,049 ha (Willer and
Lernoud, 2019).

Dried fruit
Dried fruit is consumed directly as a snack, incorporated
into other further processed fruit and snack bars, or
sold as an ingredient in other processed foods such
as ready-to-eat salads. There are 28 Canadian organic
processors that dehydrate their own fruit, but a lot of
organic dried fruit is imported. According to Industry
Canada (2019), 14 organic businesses imported dried
fruit in 2018. Some of these are food distributors that
may sell to processors, food services or retail, but the
majority are organic food processors that incorporate
the dried fruits into further processed foods such as
beverages and snacks.

Technical considerations
Preservation is a key issue for dried fruit. Conventional
dried fruits such as apricots are treated with up to 2000
mg/kg sulphur dioxide to preserve natural colour and
texture and to protect the fruit from fungi and bacteria.
Sulphur dioxide is not allowed in organic, a factor that
explains the brown colour of organic dried apricots.
Consumers have accepted this to the degree that even
some conventional dried fruit companies are cleaning
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their labels by avoiding sulphur dioxide (Figure 4.8).
Dried mangos and papayas are usually drenched in a
sugar bath to aid preservation.
Figure 4.8 Comparison of apricots treated with (right)
or without sulphur dioxide

Source: Bickle and Rossier, 2015
Ingredients supply is also a challenge in this industry.
Fruit juice makers, which use larger volumes, tend to
buy up much of the available organic fruits such as
apple, leaving dried fruit processors looking for new
suppliers. In 2017, a supply shortage of unsulphured
organic Turkish apricots sold for a larger than usual
organic price premium. Lack of available preservatives
compounds the supply problem as the fruits cannot be
stored as long.

Frozen fruit
Organic continues to gain overall market share in this
category as consumers as healthy eating becomes a
larger driver in consumer decision making. According
to SunOpta (2016), organic frozen fruit held a very high
share of the total U.S. frozen fruit market compared to
other food types with a 10.9% share of total sales value
and a 10.8% share of total volume in 2016.
The convenience of packages of frozen fruit that are
available year-round and that do not rot in the refrigerator
is also a driver. Consumers are increasingly adding
frozen fruit to oatmeal, yogurt and other products. The
frozen fruit market is growing at the expense of shelfstable products such as fruit juice and canned fruits.
There are 21 businesses that process frozen organic
fruit. Frozen organic fruit sales were worth $14.6 M
in 2017 (COA, 2017b). Canada exported $3.5 M U.S.
worth of organic frozen blueberries to the U.S. in 2018
(USDA FAS, 2019).
Not surprisingly, 62% (13) of organic frozen fruit
companies are based in BC, the heart of Canada’s
organic fruit production. Most of remaining organic

processors are based in Quebec. Cherries, cranberries
and blueberries (cultivated and wild) are the dominant
frozen fruits. Organic frozen fruit was worth $14.6 M in
2017 (COTA, 2017b).

Key players
This category is dominated by Earthbound Farms which
was purchased by WhiteWave Foods for $600 M U.S.
in 2015. Danone subsequently aquired WhiteWave for
$10.4 B in 2016. BC-based organic frozen fruit leaders
are Bremner Foods, Nature’s Touch and Snowcrest
Foods. Leading QC-based companies include Fruit
D’Or, FooDelicious which is a subsidiary of Alasko
Foods and Fruit Select. Private label is a key player
in this category with Loblaw’s PC Organics brand,
WalMart’s Great Value brand.

Trends
Berries are a key driver in the category because of
their perceived health benefits and their role in low
carbohydrate diets. The ‘superfood’ designation for
products such as blueberries has helped to increase
sales. Blends of frozen fruits marketed for their health
benefits are the major trend in this category.

Apple sauce and single serve fruit
Overall, global demand for preserved fruit packaged in
cans, bottles and pouches is in decline. Bottled organic
apple sauce was worth $2.2 M in 2017, while single serve
processed fruit was valued at $6.6 M in 2017 (COTA,
2017b). The latter is primarily comprised of apple sauce.

Key players
There are no serious contenders in this category that
process in Canada. The organic applesauce category
is dominated by U.S. giant, Mott’s.

Trends
Single serve options dominate this category. The key
driver seems to be quick and healthy products that can
easily be added to children’s lunchboxes.
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Technical considerations
Since applesauce is a product that is often fed to children
and infants, labels in this category, even in conventional
food aisles, are very clean. The product is available
without added sweeteners and it is minimally processed.
For example a comparison of Mott’s organic and
conventional applesauce reveals exactly the same three
ingredients: apples, water and ascorbic acid (vitamin
C). The key difference is in how the apples are grown.

Cut Fruit
Trends
With growing legions of shoppers seeking convenient,
yet healthy foods, fruit and vegetable processors and
distributors are taking on more an more of the prep
work traditionally done at home. It is now possible
to buy packaged pre-cut ready to cook or consume
organic raw fruits.

Key players
Many fruit and vegetable distributors are certified to cut
and repackage these products for retail sale under their
own brands. Retailers often use certified intermediaries
to perform this service and several large companies
have evolved to perform this service as a wholesaler.

Technical considerations
Browning, bruising, colour loss, loss of firmness
and aging are the key concerns for pre-cut fruit.
Removing the peel removes the fruit’s natural
protection system and often results in bruising while
exposing the fruit to microbes and endogenous
enzymes that break down the fruit. Mechanical injury
increases respiration and the production of ethylene
from the fruit - processes that accelerate aging.

Further processing technologies such as canning,
dehydration, fermentation or freezing terminate the
natural aging processes. Extending shelf life of pre-cut
fruits without further processing is tricky. In the mainstream
fresh fruit industry, preservation chemicals are typically
applied to decrease enzymatic browning and to preserve
firmness. The main thing that organic fresh fruit
processors can do is to ensure that the fruits that arrive
at the facility are of the higest quality. This includes
ensuring that best management practices are employed
at harvest and that fruit quality is maintained throughout
the cleaning process by minimizing bruising. During
processing, sharp knives should be used to peel the
fruit and fruit should be kept cool, including during
processing. In an organic system, there are a very
limited number of approved processing aids that
can be used to extend shelf life, including natural
sources of Vitamin C to keep fruit from browning when
it comes in contact with air. Packaging technology
also plays an important role. Modified atmosphere
packaging prolongs the shelf life of fruit by inhibiting
the growth of spoilage micro-organisms. It does this
by increasing levels of CO2 and reducing levels of O2.
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4.7 SNACK FOODS
Snacking is alive and well in Canada. Many Canadians
consume three snacks a day and the line between
meals and snacking has blurred. All food categories
are fair game for snacking, but the food industry
generally includes chips, popcorn, fruit snacks, cereal
bars, biscuits, nuts and confectionery in their definition
of snacks. Baked snacks are covered in the baking
section in 4.3.
There are 70 Canadian companies that manufacture
organic snack foods, excluding products covered in the
baking and meat sections. The top five organic snacks
manufactured in Canada as a function of number of
manufacturers are shown in Figure 4.9. Note that
number of manufacturers is not correlated retail sales
value. Chocolate takes top spot in terms of number of
manufacturers, but in terms of industry value, savoury
snacks take top spot.The vast majority of organic
snacks are manufactured in ON, QC and BC.
The value of Canadian retail sales of organic snacks was
$72.6 million in 2017 (Euromonitor International, 2018).
Figure 4.9 Top five organic snacks by number of food
manufacturers

There were 8 organic savoury snack manufacturers in
Canada in 2018 (5 chip and 3 popcorn manufacturers).

Trends
Organic consumers are looking for healthy and
indulgent in a single package. Marketers capitalize on
the consumer’s need for permission to buy or indulge
when it comes to snack foods. The snack does not have
to be overtly healthy; just healthy enough to permit
indulgence without guilt. The organic label may play an
enabling role. Other marketing enablers include “freefrom” monikers, functional ingredients, gluten-free, no
sugar and controlled portions. Some organic snack
food marketers such as Lesser Evil Buddha Bowl don’t
try to hide the fact that their snacks may not be the best
nutritional choice; instead they position themselves as
the best of the bad choices.
Chip sales dominate the organic snack food category.
This rise in popularity may be a result of consumers
avoiding sugar. In the organic chip business, there is
a shift from conventional potato-based chips to other
ingredients such as vegetables and grains. Non-potato,
non-corn ingredients are trending. For instance, pulsebased chips, including beans, peas, chickpeas and
lentils are in demand for their high protein content.

Key players

Savoury snacks
Savoury snacks include, chips/crisps, extruded snacks,
tortilla/corn chips, popcorn, and pretzels. Canadian sales
of organic savoury snacks reached $44.6 M in 2017, a
CAGR of 6.7% between 2013 and 2017 (Euromonitor
International, 2019. Compound annual growth is
expected to be even higher at 9.8% between 2018
and 2022 (Euromonitor International, 2019). Organic
popcorn sales were worth $1.3 M in 2017 (COTA, 2017b).

Mainstream players are active in the organic snack
category. PepsiCo Inc’s Tostitos brand has the largest
category market share among brands in this category.
In 2017, PepsiCo had 0.8% of all organic packaged
foods sold in Canada (Euromonitor, 2018). Kettle Foods
was second in terms of market share (Euromonitor
International, 2018). The company was owned by
Diamond Foods between 2010 and 2016 when it was
purchased by Snyder’s-Lance Inc. which had a 0.4%
market share of all organic packaged foods in 2017
(Euromonitor International, 2018). In March of 2018,
Snyder’s-Lance Inc. was purchased by Campbell Soup
Co. which had a 1.6% share of the overall packaged food
market in Canada in 2017 (Euromonitor International,
2018). Kettle Foods currently has five organic chip
flavours that are marketed in Canada. Private label
products hold over 10% market share with a number of
savoury snack options including chips, popcorn, corn
chips, etc. Loblaw Companies is the major private
label player. Canadian company Neal Bros offers a
number of organic snack foods including corn chips,

S TAT E O F T H E I N D U S T R Y 2 0 1 8 | 6 3

popcorn, salsa and cheese puffs. In 2017, it had a 0.1%
share of all organic packaged foods sold in Canada
(Euromonitor International, 2018). SunRidge Farms
under the SunRidge brand also had a 0.1% market
share in 2017 (Euromonitor International, 2018) with a
wide range of organic trail mixes and chips. Que Pasa
Foods, owned by BC-based Nature’s Path Foods, is
another notable Canadian company (see profile).

Technical considerations
The price of ingredients is a key challenge for clean
label snack food manufacturers. Companies that want
to bring healthier snacks to market often have no choice
but to go organic as organic is one of the few label claims
that can command the premium needed to turn a profit
with more expensive ingredients. Consumers have
shown that they have no problem paying premiums
of up to 100% over conventional in this category.
Kettle Food’s website suggests that lack of availability
of organic potatoes year round is the reason that the
company offers only a few of its chip flavours as organic.
A comparison of organic and conventional versions of
Pepsico’s Tostitos brand tortilla chips reveals similar,
relatively simple ingredient lists that include corn, oil,
salt, and calcium hydroxide. In the case of the organic
chips, the salt is sea salt, the corn is non-GMO and
organic, the oil is expeller pressed sunflower versus
vegetable oil, which in the case of the conventional
chips, likely comes from GMO grain and is very likely
processed using harsh chemicals such as hexane.
The main food additive - calcium hydroxide appears
in both the conventional and organic ingredient lists
and its use in tortilla production dates back to 12001500 BC in Guatamala. Corn is washed in an alkaline
lime solution (containing calcium hydroxide), a process
that confers many benefits, including decreased risk of
aflatoxin contamination, while making the corn easier
to grind.It also increases resistance to tearing during
processing, while improving the nutritional profile,
flavour and aroma of the final product.
As noted previously, extrusion is allowed in organic food
processing. It is commonly used in the manufacture of
puffed organic savoury snacks.

Company Profile
Que Pasa Foods (Nature’s Path
Foods), Richmond, BC
Que Pasa Mexican Foods Ltd. began as a storefront deli in downtown Vancouver in 1983. Owners
Joe, Marie and Morris Zallen began making fresh
salsa and whole grain stone ground organic corn
using traditional lava stones for authentic flavour
and texture along with pure expeller pressed GMOfree canola oil. By 1990, Que Pasa outgrew its digs
and moved to a larger facility.
In 2012, the company was bought out by another
BC organic business, Nature’s Path Foods. At the
time, Que Pasa was in major Canadian retails but
had little U.S. market penetration and the company
was not profitable. Nature’s Path eliminated the
unprofitable lines, including the deli, fresh salsas
and ready-to-eat Mexican meals, as well as
the company’s distribution company. They also
moth-balled the inefficient 25,000 sq. ft. facility in
Richmond and invested $8 million in a state of the
art 56,000 sq ft. processing facility in Delta. New
tortilla colours and flavours were added and shelf
life was extended from 90 to 160 days without
additional ingredients. The products were then rebranded, with a new logo covering 60% instead
of 5% of packaging real estate. The old plastic
bag was replaced with a paper bag with a clear
window to literally increase transparency. Prices
were increased and distribution efficiency was
improved by piggy-backing onto existing Nature’s
Path systems.
Que Pasa dominates the organic chip category in
Canada and is number three overall after Tostitos
and Doritos. It produces more than 4.5 million kg of
chips annually with $30 million in annual sales and
23% annual growth as compared to 6% in similar
companies. Chips are made from whole corn, not
refined cornmeal as is standard in the industry.
Que Pasa became the first certified zero-waste
facility in Canada by the U.S. Zero Waste Council.
The manufacturing facility diverts 1.2 million pounds
(95% of its waste) from landfills each year.
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Confectionery
The category includes candy and chocolate, and
excludes maple syrup products covered in section 4.15.
Organic confectionery category growth is driven almost
entirely by sales of organic chocolate which were worth
$12.2 M in 2017 (COTA, 2017b).
According to Analytical Research Cognizance ( 2018),
in 2017 dark chocolate accounted for the largest share
of the organic chocolate market. This is no doubt related
to emerging science that suggests that dark chocolate
consumption is associated with certain health benefits,
largely because it is chock full of flavonoids.
According to Corporate Knights (Hamilton, 2015),
Canadians rank amongst the globe’s biggest chocolate
consumers at number 9, scarfing down over 6 kg per
person per year. Although this seems like a lot, the
Swiss consume close to 12 kg per person.
There are 28 organic confectionery businesses in
Canada, with the vast majority processing chocolate
and half (14) based in British Columbia. Only three of
these businesses manufacture organic candies.
The key ingredient in chocolate is cocoa, with
organic cocoa imported primarily from Latin
American (60%) and African (40%) countries. The
Dominican Republic produces 70% of global organic
cocoa. Peru, Mexico and Ecuador are responsible
for about 20% of global organic production with
Ghana, Uganda, Bolivia and Brazil making up
the remaining 10% (Willer and Lernoud, 2019).

Trends
There is a growing group of people that marketers call
“unreasonable” consumers who believe that treats
should be good for you, or at least not as bad as they
have been in the past. To satisfy the demand for healthy
confectionery, food manufacturers are swapping out
artificial colours, flavours and preservatives for organic
ingredients. Fortunately for consumers, there is
mounting evidence that dark chocolate is in fact good
for you and this indulgence can be manufactured with
little added sugar. New research suggests that cocoa
can lower blood pressure as well as provide other
heart healthy benefits. The antioxidants contained in
the cocoa polyphenols are found only in dark chocolate
containing at least 85% cocoa.

Canadians appear to be aware of the economic and
environmental pressures faced by cocoa producers
around the globe, with many producers dropping out of
cocoa production to pursue more lucrative crops. This
is a leading factor driving the increased consumption
of fair trade, organic and other types of third party
verification within the cocoa industry.
Many of Canada’s organic chocolatiers are fair trade
businesses. In 2019, the fair trade label adds $240
U.S. per tonne to the price that west African cocoa
producers receive (Fairtrade Canada, 2019). Organic
adds another $100-$300 U.S. per tonne. About
0.5% of the cocoa produced globally is sold as Fair
Trade. Organic cocoa holds a similar share at 0.5%,
representing 15,500 tonnes annually (International
Cocoa Organization, 2019). Over 384,000 ha of cocoa
were under organic management in 2017, representing
3.8% of the globe’s harvested cocoa bean area (Willer
and Lernoud, 2019). The UTZ Certified standard is the
most popular type of certification with 15% of the global
share of cocoa production, followed by Rainforest
Alliance certification with 10%. UTZ certified producers
receive only a 5% price premium, which may account
for its popularity with buyers. This is a considerably
cheaper option to cocoa buyers versus organic which
provides an 18% premium to producers (Corporate
Knights, 2015).
Bean to bar is the latest trend to sweep the chocolate
industry. Manufacturers in Canada source whole
cocoa beans directly from producers in coffee
producing nations, rather than simply melting
chocolate from another manufacturer, and produce
small batches of craft chocolate with no additives from
scratch. Most (80%) organic chocolate is imported
from Latin America (Willer and Lernoud, 2019).
Raw chocolate, made from unroasted cacao beans, is
another emerging trend, although some people argue
that because of various processing steps that require
heat, there are no truly raw cacao beans. Proponents
argue that the beans themselves are not roasted and
do not reach temperatures above 49 C at anytime
during processing.
A subset of artisanal organic chocolate manufacturers
such as Hooray Truffles, Rene Rey Chocolates (Bija
Bars) and Zimt Chocolate in BC market their products
to vegan consumers.
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Other common marketing claims in the sector include
direct-trade, non-GMO and soy-free. The soy-free claim
indicates that soy lecithin is not used as an emulsifier.
Direct trade means that the company generally works
directly with small organic cocao cooperatives.

Key players
In 2018, the Jelly Belly brand launched organic Jelly
Beans. The rest of the major players in this category
are chocolate companies. In the overall chocolate
industry in Canada, Nestlé Canada and Hershey
Canada have 15% and 14% market shares of value
sales, respectively (Euromonitor International, 2018).
Hershey’s organic brand is Dagoba Chocolate,
manufactured in Oregon.
The face of the organic chocolate sector is quite
different. Of the 28 organic chocolate companies
manufacturing in Canada, the majority are small
independents, some of whom produce only small
batches of craft chocolate. Denman Island Chocolate
Ltd. in BC and Ontario’s Giddy YoYo are brands that
exemplify the trend towards small batch, high quality
chocolate manufacturing. Swiss-based Barry Callebaut,
which processes nearly a quarter of the globe’s cocoa
beans is a notable exception. The company processes
cocoa liquor and chocolate bits at a facility in Quebec.
Several well known organic brands such as Theobroma
(Vignealt Chocolatier Ltee, QC), Camino, produced
through a co-processor in ON, Giddy YoYo (ON) and
Zimt Artisan Chocolates in BC are also fairly traded.
PC Organics, owned by Loblaw Companies Ltd.,
is a key Canadian player in the private label space.

Technical considerations
Dark chocolate contains between 50 and 90% cocoa
solids, cocoa butter and sometimes sugar. Milk
chocolate contains between 10 and 50% cocoa solids,
milk in some form and sugar. White chocolate contains
no cocoa solids. Lower quality chocolate can contain
other additives such as far from butter or vegetable oils
and artificial flavours.
Cocoa is rich in chemicals including minerals,
theobromine/caffeine and flavonoids. Much of the
science on the positive health impacts of dark
chocolate has focussed on flavonoids which have
potent antioxidant and anti-inflamatory properties and
have been linked to a number of beneficial health
outcomes (Petyaev and Bashmakov, 2017).

Processing begins with extracting the seeds or beans
from the cocoa bean. They are then fermented, dried
and roasted. The shells of the beans are then separated
from the meat, called the cocoa nib. The nibs are ground
into a liquid called chocolate liquor and are separated
from the fatty cocoa butter. The liquor is further refined
to produce cocoa solids to make chocolate. Once the
nibs are removed, the remaining cocoa bean is ground
into cocoa powder used in baking and beverages.
The fermentation and roasting process contribute to
flavour formation but can also destroy some of the
beneficial compounds, including flavanoids.
Craft chocolate manufacturers produce high quality
chocolate with no added sugar. Mainstream chocolate
manufacturers are also getting onto the no sugar
added bandwagon. A scan of ingredient lists among
Canadian organic chocolate companies shows that
companies that do sweeten their chocolate rely on
fruit such as medjool dates (Hooray Truffles), coconut
sugar or nector (Zimt Artisan Chocolates),
Genetically-engineered ingredients are common for
the corn (corn sugar), lecithin and dairy ingredients
(imported) used in mainstream chocolate production.
However, even large mainstream players such as
Hershey are developing cleaner labels in this category.
This includes ensuring that ingredients are GE-free.
When Hershey looked for GE-free corn sweeteners,
there was so little available in the marketplace that
the company had to work with a specialized business
to create the product. Hershey then began to request
milk from cows not treated with rBST, something that
was difficult to do n the U.S.
Lecithin, usually from soy, and often GE soy extracted
using hexane, is used as an emulsifier in chocolate
making to reduce “bloom”, the separation of cocoa butter
and cacao. The ingredient is in the organic Permitted
Substances List but it must be organic if commercially
available. Bleaching is allowed only using food-grade
hydrogen peroxide. In recent years, organic soy lecithin
has become widely available. It is produced using a
mechanical process that avoids the chemicals used in
GE and non-GE lecithin production. Non soy lecithin is
available from sunflower and sunflower lecithin is often
extracted using expeller methods that avoid hexane.
Egg yolk can be used as a substitute emulsifier, but it
is not an option for vegan formulations.
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As with many other organic food products, supply
remains a significant barrier to expansion. Organic
chocolate manufacturers require the highest quality
cocoa beans and these are often tied up in contracts
with the major players in the industry. The supply
shortage adds significantly to the cost of production.

Cereal bars
In 2017, U.S. organic cereal bar sales were worth $558
M $U.S. (Neilsen, 2018). During the same period,
Canadian sales were $11.8 M, with a CAGR of 11.1%
between 2013 and 2017 (Euromonitor International,
2018). Expected CAGR for 2018-2022 is 14.1%
(Euromonitor International, 2018). There were 15
organic bar manufacturers in Canada in 2018.

Key players
The cereal bar category is a crowded one, with
offerings from a mix of large food corporations
(General Mills, Lara Bar) and independents such
as Nature’s Path and Taste of Nature (formerly
Shandiz). Clif Bar with its Clif Bar and Luna brands
is also a major player although Clif Bar tends to use
the “made with” rather than the organic claim. Private
Label (PC Organics and Great Value) are important
category players. Other important Canadian brands
to watch include Made Good (Riverside Naturals).

Trends
Although not an organic business, U.S. company Kind
has recently attempted to disrupt the mainstream fruit
snack business with products and communications
that mock the conventional norm. The company makes
fruit snacks for kids with only real fruit - no juices,
purées, concentrates or preservatives. No sugars are
added and each package contains a single serving of
fruit. The company’s advertising campaign features
cute kids attempting to pronounce the multisyllabic
ingredients found in conventional fruit snacks.
Adult consumers are also demanding pure fruit snacks
with none of the usual additives. According to Innova
Market Insights (2017), 85% of new product launches
in the fruit snack category in North America are
positioned as healthy. Over 25% of launches use a
natural or no additives or preservatives claim. Of the
organic products, 36% of new product launches used
these claims.
Dried super fruits such as gogi, acai and cranberries
are now common. The addition of chocolate or yogurt
to fruit snacks is also trending. Raw fruit bars are
emerging as a product to watch. Dried fruit and nut
mixes are also gaining popularity.
Packaging is important in this sub-sector and
innovations include single serving packaging or
resealable stand-up pouches and small pots and trays.

Fruit snacks

Key players

This category includes dried fruit, fruit bars and
processed fruit snacks. According to Euromonitor
International (2018), dried organic fruit snacks were
worth $2.3 M in 2017 (COTA, 2017b). There were 28
food processing companies making organic fruit snacks.
The most common types of organic fruit processed in
Canada are locally grown blueberries and cranberries.
This category great by a CAGR of 9.2% between 2013
and 2017 and is expected to grow by 12.4% between
2018 and 2022 (Euromonitor International, 2018).
Many of the organic fruit snack manufacturers (19)
are fruit dehydrators producing packaged dried fruit
snacks. Quebec (7), Ontario (5) and BC (4) have the
most processors. Organic fuit is sourced locally and
the most common types are cranberry and blueberry.

The organic fruit snack category is dominated by
U.S. brands such as General Mills’ Annie’s. Important
domestic players include Loblaw Companies, Prana,
and Fruit D’Or, which markets organic fruit snacks
under its Patience Fruit and Fruit D’Or brands.

Nuts
Most of the packaged organic nuts processed in
Canada are not domestically grown, with a few
exceptions. BC has a small organic hazelnut industry
as well as some local processing capacity. According
to Willer and Lernoud (2019), there were 624,850 ha of
nuts grown worldwide in 2017.
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Sales of nuts are healthy because nuts are perceived
to be convenient, healthy, and provide a plant-based
alternative source of protein for ‘flexitarians’ trying to
decrease meat consumption. Nuts are rich in fibre,
minerals, protein and antioxidants and appeal to low
carb dieters.
Sales of organic nuts, seeds and trail mixes were worth
$1.7 M in Canada in 2017 according to Euromonitor
International (2018). According to COTA’s (2013b)
analysis of BC organic sales, nuts account for a third of
all bulk organic food purchases at retail.
Nut production is not without its challenges. For
instance, almond production has come under
scrutiny by environmentalists in recent years. Almond
production is water-intensive and eighty percent of
all almonds are produced in drought-prone California
where they use 8% of California’s water supply.
Quebec based Prana has introduced a new product
called ‘Water-Smart Almonds’. The nuts are sourced
from Spain. Unlike in California, they are not grown
under irrigation and use significantly less water.

Trends
Sprouted nuts are a recent trend gaining traction
amongst the organic crowd. Sprouting is thought to
improve digestibility, while making the nuts crunchier.
The process involves soaking nuts for a day, a process
which triggers germination. The sprouted nuts are then
removed from the solution and slowly dried at a very
low temperature with low humidity. This slow drying
process destroys enzyme inhibitors.

Key players
Sales in Canadian retail are dominated by Canadian
players. There are 18 organic nut processors in
Canada, half of which are based in Ontario. Private
label plays an important role in the sector with PC
Organics leading the way. Golden Boy Foods Ltd. has
organic processing facilities in BC and ON and is a
leading supplier of organic nuts for private label. Ontario
organic food distributor and processor Mike and Mike’s
has developed their own line of organic nuts. Canadian
manufacturers Central Roast (Green Space Brands)
and Prana are leading retailers of nuts and nut mixes.
Prana significantly expanded its product lines in 2018.

Technical considerations
Many organic consumers are looking for raw,
unpasteurized nuts. But for some nut types,
unpasteurized products can be hard to find. Most of
the almonds available for sale in Canada are grown in
California where almonds have been required by law
to be pasteurized or treated with a fumigant such as
propylene oxide since 2007. The FDA was pressured
by the almond industry to enact the law after several
high profile salmonella incidents in the early 2000’s.
Most companies use steam pasteurization which
heats almonds to around 73 C for about 9 hours.
However, some almond aficionados claim that steam
pasteurization alters the moisture content of the nuts,
and thus the texture and taste. Pasteurized nuts are
thought to be crunchier and have a less rich flavour
profile. Many other nuts are also steam pasteurized
but manufacturers are not required by law to do
so. This means, at least for almonds, that the ‘raw’
claim on many nut packages might not be entirely
truthful, although it does meet the Food and Drug
Administration’s definition of ‘raw’.
Many mainstream nut ingredient labels include vegetable oil. This is because nuts may be fried rather
than roasted. Although not strictly an organic issue,
organic nut businesses usually deliver raw or roasted
nuts in natural form or spiced using organic spices.
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4.8 BABY FOOD
As the price of organic baby food drops, it is
quickly becoming mainstream. Parents are seeking
preservative-free and natural ingredients. On a
per pound basis, babies consume more fruits and
vegetables than adults and thus are exposed to a
higher number of potential contaminants. The long
term impact of such exposures is unknown.
Globally, the organic baby food market is was $5.4 B
in 2017 (Business Wire, 2018). In Canada, organic
baby food was valued at $68.0 M in 2017 (Table 4.1),
representing a CAGR of 9.2% between 2013 and
2018 (Euromonitor International, 2019). Euromonitor
International (2019) predicts a CAGR of 9.5% between
2018 and 2022 in Canada. Euromonitor segments
baby food into milk formula, dried food, prepared food
and other. The other category includes products such
as teething biscuits and juices. Sales values for each
subcategory are shown in Table 4.22 for 2017. The
prepared organic baby food category demonstrated
a CAGR of 12.1% between 2013 and 2017 and is
anticipated to grow at 10.8% between 2018 and 2022
(Euromonitor International, 2019). The ‘other’ category
grew at a CAGR of 7.1% between 2013 and 2017 and
is expected to show growth of 7.6% between 2018 and
2022 (Euromonitor International, 2019).
Table 4.22 Sales of organic baby food 2012-2017,
CAN millions

Trends
The baby food sector was stable for decades. But it
has been shaken up and reinvigorated by a number of
trends, including parental preferences for clean labels
and a desire to reduce childhood exposure to toxins
and GE ingredients.
Top innovations in the baby food category in recent
years include the squeeze pouch and high pressure
processing (HPP). Products packaged in tubs or glass
make up 87% of the baby food category, but pouch
sales (by value) grew globally by 28% between 2013 to
2014 (Nielsen, 2015). Sales for products packaged in
glass bottles or tubs were flat over the same time period.
Between 2013 and 2014, global sales of organic baby
foods grew 26%, while non-organic baby food sales
eclined by 6% (Nielsen, 2015). The top five global
purchase attributes according to Nielsen in 2015 are
shown in Figure 4.10.

Organic
Product

2012

2013

2014

2015

2016

Baby Food

47.0

49.3

52.8

57.5

63.0 68.0

Milk
Formula

0.5

0.5

0.5

0.5

0.6

0.7

Nutrition

Dried
Food

5.3

5.5

5.8

6.2

6.6

7.0

Safe

Prepared
Food

20.2

21.1

22.9

25.5

29.0 30.8

Other

21.0
100

22.2
100

23.6
100

25.3
100

26.9 29.5
100 100

Total

2017

North America has the largest global market for
organic baby food, but this is expected to eventually
decline with the low current birth rate. Canadian
sales are expected to maintain strong growth for the
next few years because of the lower percentage of
organic offerings (less than 25% of total products)
as compared to other jurisdictions such as the U.K.
and Australia (Euromonitor International, 2016).

Figure 4.10 Top 5 most important global food purchase
attributes for baby food
Trusted brand

Organic/natural
Taste

39%
37%
36%
29%

29%

28%

Source: Nielsen, 2015

Source: Euromonitor International, 2018

Key players

Organic has a high market share in the baby food
category. Globally, organic baby food represents 15%
of category sales (Euromonitor International, 2018).
In BC in 2012, organic baby food represented 20% of
category sales (COTA, 2013b).

Existing companies have expanded into organic
baby food lines - sometimes through mergers and
acquisitions. Kraft Heinz has an 80-90% market share
of prepared baby foods (Euromonitor International,
2018). The U.S. market is dominated by Gerber,
but sales of Gerber baby foods are relatively small
in Canada. The Hain Celestial Group was an early
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category leader with the purchase of the Earth’s Best
Organic and Ella’s Kitchen brands. Campbell’s Foods
purchased U.K. organic baby food company Plum
Organics which closed its doors in 2014. The company
has also developed an organic version of the popular
Goldfish crackers for kids.
Organic baby food brand diversity is more limited in
Canada than it is in Western Europe and the U.S.
We identified only seven manufacturers that produce
organic baby food in Canada and not all of them have
retail products. As noted earlier, this represents an
opportunity for new product offerings in this category.
Loblaw Companies is the number one Canadian player
in the organic milk formula subcategory. It has close to a
100% share of the $700,000 subcategory (Euromonitor
International, 2018). Private label has a declining share
(from 34% to 19% from 2011 to 2016) of the organic
prepared baby food subcategory and a 13% share of
the ‘other’ organic baby food subcategory (Euromonitor
International, 2018). Baby Gourmet Foods Inc. based
in Alberta is an emerging player with a 1.1% share
of all organic packaged foods sold in Canada, up
from 0.2% in 2012 (Euromonitor International, 2018).
Baby Gourmet has a whopping 46% market share of
prepared organic baby foods, 20% of dried organic
baby foods and 11% of ‘other’ organic baby foods
(Euromonitor International, 2018). Kraft Heinz Co. has
a 43% share of the organic dried baby food category, a
21% share of prepared organic baby foods and a 25%
share of ‘other’ organic baby foods. Nestle has a 21%
share of dried organic baby foods and Hain Celestial
Group has a 10% share of prepared organic baby foods
(Euromonitor International, 2018). According to Baby
Gourmet’s website, the company was first to market in
Canada in 2010 with the now ubiquitous baby squeeze
pouch. Other Canadian retail brands of organic baby food
include Love Child Organics and First Food Organics.

Technical considerations
Processors that manufacture baby food, and especially
organic baby food, face the ultimate challenge to
produce the cleanest possible products. Organic
ingredients are subjected to rigorous testing for heavy
metals and contaminants such as pesticides and
GE contamination, while packaging is generally BPA
(bisphenal A-free). Organic baby food processors try
to develop palatable products that are low in sugar and
preservatives and high in nutrients.

Rapid advances in processing technology represent
a game changer for the organic baby food sector.
Traditional pasteurization methods rely on high heat
that can alter the nutritional content of the food, along
with flavour, texture, and pH. HPP (high pressure
processing) is a non thermal processing technology
that relies on brief exposure to high pressure - between
6,000 and 87,000 PSI, rather than heat to kill foodborne
pathogens. The process extends shelf life (up to 90
days, but flavour may decline after about 65 days) with
minimal impact on natural flavours and nutrients. This
allows food processors to keep ingredients lists short,
while dumping the preservatives and added flavouring
agents. Beyond the price tag, HPP’s key limitation
is the fact that products must be refrigerated. Most
retailers don’t have the space and cooling adds costs.
As HPP gains currency in the U.S., some retailers are
making the space with special HPP product coolers.
U.S. company, Little Spoon, was the first to market in
the baby food sector with HPP products.
Other leading organic baby food companies such as
U.S. Beech Nut Nutrition have developed their own
proprietary technology that provides ’gentle indirect’
cooking. Products are pureed cold and air is removed
prior to indirect cooking. The process leaves fruits and
vegetables with natural vibrant colours without the
need for ascorbic acid.
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4.9 MEAT, POULTRY & MEAT SUBSTITUTES

Company Profile
Baby Gourmet Foods Inc.,
Calgary, AB

Baby Gourmet Foods Inc. started when Jennifer
Carlson could not find the quality and type of food
she wanted for her new baby. She developed her
own recipes and started selling homemade baby
food at the Calgary Farmers’ Market in 2006. By
2008, the company was grossing more than $30,000
a month. Jennifer made the decision to stop selling
at the market and spent several years figuring out
how to scale up for national distribution at retail.
By 2011, she had secured major retailers such as
Walmart Canada and Loblaws and was named
Ernst & Young’s Emerging Entrepreneur of the Year
for the Prairies that year. In 2014, the company was
picked up by Target and Safeway in the U.S. in over
2200 stores nationally. Since then, Baby Gourmet
has landed numerous business awards and has
secured a 46% share of Canada’s organic prepared
baby food market.
A major factor in Baby Gourmet’s success is its
innovative packaging. It was first to market in
Canada with the squeeze pouch format which is
quickly displacing plastic and glass jars. Savvy
marketing also played a role. Baby Gourmet hired
a company that advised them to use “word of Mom”
as its primary marketing strategy. Mom bloggers
with engaged audiences were asked to review the
pouched baby foods. As a result, sales took off.

Growing consumer concern over food safety is a
key positive driver for sales of organic meat which
consumers perceive as a safer option.
A number of negative drivers also exist. These include
perception that meat production is responsible for
environmental degradation, including an outsized
share of greenhouse gases and water pollution. Cured
meats also made the World Health Organization’s list
of possible carcinogens, a factor that has dampened
consumer enthusiasm for processed meats. There is
also public concern that meat consumption contributes
to obesity.

“

”

What if you weren’t afraid to read the label?
Allister Ferguson Arcadian Organic
CEO on his company’s real meat
hotdogs
		
quoted in Buck, 2014

There are a small number of committed consumers
willing to pay top dollar for what they perceive to be
premium meat attributes. While organic is one of the
most recognized production claims, for meat it faces
the fiercest competition from other production claims
than any of the other foods we examined. With the
possible exception of chicken, organic is losing market
share to other premium claims, possibly because of its
higher price tag.
According to a study prepared for the Food Marketing
Institute and The Foundation for Meat and Poultry
Research and Education by 210 Analytics, LLC (2018),
in 2017 conventional meat sales in the U.S. were down
relative to 2016, but meat with special production
attributes, such as organic, grass-fed and antibioticfree, posted value gains of 25.9% and volume gains of
38.3%. All-natural was the best selling of the premium
marketing claims.
A study by the Organic Food Council of Ontario (OCO,
2019) provides a detailed analysis of the prevalence of
various premium claims on meat sold in Ontario retail
outlets, along with retailer’s perceptions about which
claims consumers are willing to pay for. Ninety-three
percent of retailers indicated that their customers were
most willing to pay a premium for grass-fed meat, while
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76% of retailers thought customers were most willing to
pay for organic meat. Respondents were also asked to
indicate which production claims were in high demand,
but more difficult to find. Close to 65% of retailers
responded that the two claims most in demand but
difficult to find were “organic” and “grassfed.” Nearly
37% of respondents said that products with “humane”
labels were also in demand but hard to find.
The Food Marketing Institute and The Foundation
for Meat and Poultry Research and Education report
(2018), suggests that continued exposure to premium
production claims on meat packages has significant
power to persuade consumers to purchase those
products over conventional meat products. For
example, two-thirds of shoppers who had previously
seen humanely-raised labels on meat packages indicate
that they are more likely to purchase that item versus
a conventional meat product in the future. Less than
half of shoppers (48%) reported increased likelihood
of purchase after seeing an organic label (Figure 4.11).
Figure 4.11 Share (percentage) of respondents who
would be more or less likely (or unaffected) to purchase
a specialty meat/poultry product over a conventional
product when seeing a particular label claim

for some time. With growing consumer interest in
hormone-free, pastured and sustainably raised meat,
organic meat and poultry are finally gaining a toehold
in mainstream retail.
Metro Ontario introduced organic chicken, pork and
lamb in its 147 Metro and Food Basics stores in 2013
and will introduce organic beef to its Quebec stores in
2019. Other large retailers such as CostCo have also
been experimenting with organic meat offerings.
Table 4.23 Awareness of specialty meat claims and
likelihood of purchase for Millennials and Boomers
Claim

Seen on pack
Millennials Boomers

More likely to
purchase
Millennials

Boomers

All-natural

72%

74%

62%

47%

Organic

64%

71%

60%

36%

Grass-fed

57%

77%

58%

34%

Hormone-free

57%

69%

67%

60%

Antibiotic-free

58%

69%

66%

61%

Free-range

48%

64%

55%

44%

Humanely-raised

25%

32%

71%

64%

Vegetarian-fed

19%

18%

57%

47%

Source: 210 Analytics, LLC, 2018

Source: 210 Analytics, LLC, 2018
The report aso found that millennials were less likely
than Boomers to be aware of various production claims
for meat products, but when they were aware, they
were more likely than Boomers to make a purchase
based on that label claim (Table 4.23).
Organic meat and poultry has been late to the party in
terms of penetrating mainstream retail. This is largely
because of challenges associated with procuring
a steady supply of high quality organic meat. Until
recently, the category has been relegated to the frozen
food sections of specialty food stores, although Whole
Foods has offered a wide variety of fresh organic meat

Chicken is the meat product most commonly labelled
as organic in Ontario retail, while lamb is the least likely
to be sold as organic (OCO, 2019). Price premiums
vary considerably by meat type, with organic chicken
priced 75% higher than chicken carrying other
premium claims. The study compared organic prices
to those of other premium labels in the market place,
not to conventional. Organic beef and pork prices were
on average 18% higher than prices of products with
competing labels, organic lamb was 8% higher and
organic turkey prices were actually 3% lower than the
prices for turkey with other premium labels.

Sales
U.S. sales of organic meat were worth $819 M U.S.
in 2017, up 8.5% over 2017. Volume was up 137 M
pounds, 10.5% higher than in 2016 (IRI, MULO, 52
weeks ending 12/31/2017, quoted in 210 Analytics,
LLC, 2018). Per unit prices of organic meats were
lower in 2017 than in 2016.
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According to COTA’s (2017b) Canadian Organic
Market report, the value of fresh organic beef sold
in Canadian retail in 2017 was $48.2 million and
28% of Canadian shoppers who regularly purchase
organic buy organic meat or poultry. This was up
4 points over 2016. Ontarians consumed the most
organic meat and poultry ($27.3 M), followed by
British Columbians ($9.7 M) and Quebecers ($7.4 M).

Meat processing facilities must be registered, either
by the province or federal government, depending on
where the meat is sold. Slaughter must take place in
a licenced facility and each slaughtered animal must
be inspected. Meat sold internationally or transported
between provinces must be processed in a federal
facility. Most countries have their own meat licencing
systems that processing facilities must meet for export.

While organic meat sales are highest in Ontario, the
retail market for organic meat even in this province is
immature. The Organic Council of Ontario study ( 2019)
found that while 41% of 13 surveyed retailers sold
some organic meat, only 17% of 1341 meat products
with premium label labels carried an organic claim.

Chicken and turkey production in Canada are subject
to supply managment. In most provinces, organic and
conventional are lumped together for the purposes of
quota allocation, although some provinces like BC and
AB offer specialty quota for organic poultry. BC sets
prices for organic chicken based on regularly updated
cost of production calculations. For instance, for one
COTA (2017b) identified a further $11.3 M in sales of period in 2018, organic prices were set at $3.59 per kg
meat substitutes, further processed meats and seafood of live weight versus $1.63 for conventional, a 220%
for a total organic meat sector size of $59.5 M in 2017. price premium. There are only three organic chicken
quota holders in BC, accounting for 6.8 M kg of quota, or
Health benefits
approximately 3% of all chicken quota in the province.
Many consumers who pay high premiums to purchase
organic meat are avoiding perceived negatives
associated with conventional meat production including
hormones, GMOs in the feed and confinement-based
production practices.

The regulatory framework can make it difficult for
producers who want to direct market their own meat.
BC is an exception in that it has an on-farm slaughter
licencing program for producers who direct market
or sell to retail. A class ‘D’ licence allows for on-farm
slaughter of 1-25 animals per year while a class ‘E’
Until recently, there has been little compelling evidence licence allows producers who are at least two hours
to suggest that organically raised meat is nutritionally from a slaughter facility to kill and sell up to 10 animals
superior to conventional. However, a meta-analysis of per year on-farm.
67 papers published in 2016 in the British Journal of
Nutrition (Średnicka-Tober et al., 2016b) concluded Organic meat processors face a number of additional
that organic meat (all livestock types) had a more requirements related to maintaining organic integrity
nutritionally desirable fat profile than conventional meat. throughout the process, including before and after
The organic meat also had lower levels of myristic and slaughter and during further processing. Custom
palmitic acid, saturated fatty acids that are associated processors that do not pack and label meat in retail
with increased risk of cardiovascular disease (CVD) packaging can be verified under a producer’s organic
and higher levels of the polyunsaturated fats, linoleic certificate or receive an “attestation of compliance”
acid and alpha-linoleic acid which are thought to from a certifier. Meat processors who package and
reduce LDL production and thus protect against CVD. label meat must be certified.

Regulatory considerations

Meat processing

In 2019, the Safe Food for Canadians Act came into
force. This Act consolidated a number of regulations
relevant to meat, including the Fish Inspection Act,
the Meat Inspection Act and laws related to packaging
and labelling including the Consumer Packaging and
Labelling Act and the Organic Products Regulations.

In this report, we focus on organic meat processed
and packaged as individual cuts or as further
processed meat for sale in retail and direct
markets, rather than bulk fresh meat for direct sale.
In fairly recent history, in the absence of large scale
retail and wholesale markets for organic meat, most
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producers would have killed their animals at a nearby
abattoir and sold the meat direct to consumer as
sides or as primary cuts prepared at an abattoir. It is
very likely that the abattoir would have not have been
approved by a certifier for organic meat processing.
As a result of regulatory changes and a rapidly
evolving marketplace, now the majority of organic meat
produced in Canada is sold wholesale to one of a few
regional and national organic brands and processed at
one of the federal or provincial abattoirs approved for
organic slaughter shown in Figure 4.12.
Figure 4.12 Federal (red maple leafs) and non-federal
(blue cows) organic slaughter facilities are shown for
all livestock species

Compared to many other jurisdictions, Canada has a
relatively small organic livestock sector. In 2017, there
were 740 organic livestock producers (COTA, 2018),
most of whom produced either cattle or chicken. Data
regarding livestock numbers and disposition are not
available.
Availability of organic slaughter capacity varies widely
by province and lack of custom slaughter services
is a limiting factor for expansion of organic meat
sales. Certain regions of the country are particularly
impacted. For instance, Saskatchewan has two federal
slaughter facilities, one for hogs and one for beef, but
neither offers custom slaughter services to producers.
There are no organic slaughterhouses in Atlantic
Canada, limiting establishment of organic livestock.
There are regional differences with respect to how
the requirements for further processing of organic
meat are interpreted. Large meat processors typically
gain organic certification and process under a federal
meat licence. However, a significant amount of
further processing also occurs on farm and at retail
in mainstream grocery and butcher shops. Quebec
is the only jurisdiction in which retail processors are

routinely certified as handlers. In other jurisdictions,
retail certification is treated as optional except for
butcher shops that offer custom meat cutting services
to primary producers. Certifiers also treat further meat
processing by primary producers differently. Some,
especially those in Quebec, consider this activity as
on farm processing and if producers are producing
ready meals from meats, the activity is labelled
‘food preparation’. On farm processors may receive
‘packaging and labelling’ certificates, while some are
considered as ‘processors’. Some certifiers don’t
require further certification beyond primary production,
particularly if they view the process as ‘food preparation’
or if the producer is selling direct to consumer.
There are a total of 92 meat processing facilities across
the country that have their own organic certification,
an attestation of compliance or are inspected under
a producer’s organic certificate. Of these, 41% (38
facilities) are federally or provincially licenced for
organic slaughter (Figure 4.24). Less than half of
the slaughter facilities (39%,15 facilities) provide
custom slaughter services for producers (Table 4.24).
More than half of the organic slaughter facilities are
federally licenced (53%, 20 facilities). However, since
information about attestations of compliance and of
facilities inspected as part of a producer’s organic
plan are impossible to get, we assume that there are
many more provincial facilities that are being used
for organic slaughter than are shown in Figure 4.12.
Table 4.24 Number of slaughterhouses and further
meat processing facilities permitted for organic by
province, 2018
Province/ Slaughter Custom
F u r t h e r
Territory
Slaughter Processing

AB
BC
SK
MB
ON
QC
Atlantic
Yukon
Total

6
10
2
2
11
4
0
1
36

4
5
0
2
4
0
0
0
15

6
18
2
1
25
32
0
0
84

Federal
Facilities

1
11
2
1
19
4
0
0
38

Ninety-two percent (84) of all organic meat
processing facilities undertake at least one type
of further processing activity beyond slaughter
(Table 4.24). Further processing activities include
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fine cutting, curing, smoking, fermenting, grinding,
sausage making, etc. There are 38 federal and at
least 54 provincial facilities inspected for organic
further processing of meat in Canada (Table 4.24).
ON has by far the largest number of federal facities
approved for organic further meat processing with 19,
followed by BC with 11 and QC with 4 (Table 4.24).
The type of livestock slaughtered and or further
processed by organic meat processing facilities is
shown for each province in Table 4.25. Poultry is the
most common species processed in organic meat
facilities, followed by beef and swine. There are the
lowest number of permitted processing facilities for
sheep, lamb and goats.
Table 4.25 Number of processing facilities approved
for organic slaughter and further processing by species
and province, 2018
Province/
Territory

AB
BC
SK
MB
ON
QC
Atlantic
Yukon
Total

Poultry

Beef/

Swine

Bison/Elk

2
14
0
0
20
15
0
1
52

8
8
1
2
7
12
0
0
38

Sheep/
Goats

5
9
1
0
4
15
0
0
34

2
2
0
0
4
8
0
0
16

Further processed organic meat is becoming more
available at retail. Where once it was possible to buy
only whole chickens, it is now possible to find fresh
and frozen organic chicken parts at retail. Hamburger
remains the most common processed organic beef,
but a few Canadian companies produce organic beef
sausages and hotdogs. A few retail outlets even carry
processed pork products. Organic lamb and turkey are
generally only available direct from farmers or at a few
select butcher shops in metropolitan areas.

Technical considerations
Maintaining shelf life is the key challenge in
the manufacture of organic cured meats. In the
conventional world, meats are typically cured using
direct application of nitrite or nitrate - substances
not allowed under the COS. These agents prevent
the growth of pathogens, maintain the colour of

meat, create the taste of cured meat and act as antioxidants slowing fat oxidation and improving shelf life.
There is a significant downside to nitrate and
nitrate use; they can cause cancer-producing
nitrosamines to be produced during digestion.
Indirect addition of nitrate, using ingredients from
plant sources with high nitrate content is allowed
in organic, but the amount of nitrite/nitrate in plant
sources tends to be lower and thus shelf life is greatly
reduced. The COS currently allows the use of celery
and chard extracts, juice and cultured powder. These
sources can be converted into nitrite by bacterial
starter cultures that possess nitrate reductase activity.
However, meats cured with these agents tend not
to meet food safety standards as the do not contain
adequate residual nitrite. If they did, they could
present risks associated with nitrosamine formation.
Research continues to find viable alternatives.
Phosphate additives are typically used in processed
meats to acheive a number of functions. Phosphates
raise the pH of proteins, which in turn increases their
water-holding capacity. This increases yield while
enabling proteins to better hold marinades. Phosphates
can also reduce oxidation, chelate metals, preserve
colour, improve freeze/thaw stability, maintain flavour,
prevent rancidity and reduce the “warmed over flavour”
when meat is reheated. Processors use phosphate
blends to achieve different functionality such as higher
pH or improved colour. Most increase sodium, and
they can also make the meat bitter. Phosphates are
added by injection, by vacuum or via marination. For
sausages, patties and loaves, phosphates are applied
in dry form.
Some of the phosphate additives used in the meat
industry, including
monophosphate, diphosphate
and triphosphate are also allowed as food additives
in organic. Too much phosphate in the body can
accelerate kidney and vascular disease.
According to meat industry specialists, no cleaner
alternatives have been found to replace the full range
of functionality of phosphates. Replacing them is
particularly problematic when using hard water or
acid marinades that require buffering. It is also difficult
to replace the antioxidant properties of phosphates
which help to preserve the colour of red meat.

S TAT E O F T H E I N D U S T R Y 2 0 1 8 | 7 5

Processors have experimented with polysaccharide
mixes to approximate the water-holding capacity of
phosphates. Rosemary, green tea and cherry powder
extracts have all been tried as antioxidant replacements
to retain colour, but so far none of the options have proved
as successful as phosphates. Organic acid salts may be
used to adjust pH. Rosemary oil, a natural antioxidant,
can help to maintain flavour stability. While waiting for
suitable replacements to emerge, organic processors
should figure out the minimum amount of phosphate
that they can use to acheive the intended purpose.

Poultry
Poultry has gradually been grabbing market share
from other meats in Canada. In 1980, per capita
consumption of chicken meat was 16.88 kg. This rose
by 205% in 2018 to 34.62 kg. Compare this to declines
in red meat consumption with a 152% drop in beef
concumption and a 148% drop in pork consumption
over the same time span (Statistics Canada, 2019).
Poultry is the most common type of organic meat
processed in Canada with 52 processors (abattoirs
and further processors, Table 4.24) and it is the organic
meat most likely to be sold at mainsteam retail. In a
survey of 13 Ontario retailers in 2018, The Organic
Council of Ontario (2019) found all but one of 13 retailers
surveyed sold organic chicken products. “Organic” was
also the most common production claim found on retail
packages, followed by “local” and “antibiotic-free”.
Media exposés on animal welfare practices in traditional
intensive poultry operations and the additives used in
chicken feed tend to be the key drivers fuelling organic
poultry consumption. Just under half (46%, 24 of 52)
of organic chicken processors have federal licences.
Twenty-two of the facilities are licenced for slaughter
and 49 undertake further processing.
U.S. organic chicken sales in 2018 were worth $499
M U.S. (Neilsen, 2018). No Canadian data have
been collected for organic chicken sales because
most provinces do not have organic specialty quota
which would require a separate accounting of sales.
However, the Organic Council of Ontario did look at
price premiums of competing premium label claims for
different cuts of chicken and retail locations. Details can
be found in the report available on the OCO website,
but overall, organic chicken was found to be close to
50% more costly than products with competing claims.

Key players
The majority of the players in this category are based
in Canada, with the most of the large players based
in Ontario and British Columbia. Yorkshire Valley
Farms in Ontario is the largest organic chicken brand
with phenomenal market growth since the company’s
inception in 2010. The company was purchased
by BC based Premium Brand Holdings in 2018.
In the same year, Maple Leaf Foods, which leads
Canada in total meat market share, announced the
purchase of Ontario-based Cericola Farms’ poultry
processing facility, giving the company a toe-hold in
organic meat processing. Other key players in the
organic poultry industry include Blue Goose Pure
Foods, Cardinal Meat Specialists Ltd., DeBoer’s
Poultry Ltd., Canadian Select Meats (St. Ann’s Food’s
Inc.) and Premium Foods (ADP Direct Poultry) all
based in ON, Davis Quality Meats Ltd., Hills Foods
Ltd., Sunrise Poultry (division of Sunrise Group),
Rossdown Natural Foods Ltd (Bradner Farms), Sofina
Foods and Wingtat Game Bird Packers Inc. in BC.

Beef
Per capita consumption of beef has dropped
significantly in Canada from 38.81 kg per person in
1980 to 25.40 kg in 2018 (Statistics Canada, 2019).
The market for organic beef in Canada ranks amongst
the most volotile across all organic products with
periods of high market demand interspersed with
periods of near nonexistent demand. During lulls in the
demand curve, organic beef producers often sell their
organic calves at mainstream cattle auctions. During
periods of high demand, the price differential between
organic and conventional rises slightly and the organic
herd is rapidly scaled up meet demand. Organic beef
can be added to a farm with existing organic forage
options within a single year so it is quickly scalable.
Organic beef faces competition from other production
claims. According to a retail survey by the Organic
Council of Ontario, “local” and “grass-fed” are the most
dominant claims on beef. Organic beef was sold in only
5 of 13 retailers surveyed. Organic beef also competes
with cheaper organic meats such as poultry and the
usually more expensive faux vegan meats which are
becoming increasingly meat-like.
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Company Profile
Yorkshire Valley Farms,
Peterborough, ON
Yorkshire Valley Farms is one of the fastest growing
organic companies in Canada with annual sales of
$65 million of fresh and frozen poultry products.
The business was founded by a group of poultry
producers led by Tony Ambler and Tom Ahrens.
Ambler was a conventional beef, chicken and crop
farmer looking for a new challenge after the BSE
crisis. Ahrens and his son Nick were experienced
organic crop and beef farmer living just down the
road. In 2009, the group got together with another
neighbour with marketing skills and began to build
a new business based around a chicken barn with
30,000 kg of broiler bird quota.
The company trajectory was quite different from
most organic start-ups. The plan was to go big
almost from the beginning rather than focussing on
direct or organic specialty store sales. In 2010, the
company approached Loblaw Company, making
Loblaw the first Canadian retailer to get into organic
meat in a big way.
Yorkshire Valley initially relied on an outside
processor - Maple Lodge Farms Ltd. which had a
federal licence to process chicken meat. In 2016,
Chicken Farmers of Ontario granted new entrant
chicken processor status to Yorkshire Valley
Farms. In a media announcment, Chair Henry
Zantingh noted that consumer tastes are evolving
and that organic has been identified as one of
the fastest growing market segments and a key
strategic building block to grow the Ontario poultry
industry. The company’s 40,000 sq ft. processing
facility is located in Harriston, ON.
In 2018, Vancouver-based Premium Brands
Holdings Corporation acqured a 63% interest in
the company noting that organic protein products
are growing faster than the overall category in both
Canada and the U.S.

There are no reliable Canadian data for organic beef
sales and exports. According to the U.S. Agricultural
Marketing Resource Centre, in 2015, the U.S. organic
beef market was worth $146.7, a 46% increase over
2009. According to the same source, in 2016, the
premium for organic beef sold at retail in the U.S. was
67% over conventional.
The Organic Council of Ontario retail meat survey
(2019) found an average retail price of $12.97/lb for
organic beef burgers, more expensive than beef with
all other productions claims except for “pastured”
which sold for $13.50/lb. The organic price represented
a premium of 44% over products carry “natural” claims.
Oddly, the organic premium was found to be lower or
on a par with competing claims for other cuts of meat in
this study. Download the report for full details on other
cuts and comparisons between organic and other
production claims. Across all cuts and retail locations,
organic beef was sold for 34% more than “natural” beef
and 5-9% more than “grassfed” or “pastured” beef.
Future Market Insights (2017b) estimates that by 2027,
western Europe will consume 30% of global organic
beef while U.S. and Canadian markets will account
for 40% of consumption. The company also predicts a
declining market share for organic beef in Asia-Pacific
markets, with the exception of Japan. The report notes
that indirect sales make up 60% of global market
revenues versus 40% in direct sales.

Key players
This sector is characterized by constant change.
Historically, there has never been more than one
or two dominant players in the industry. Currently,
Qu’Appelle Beef, based in Saskatchewan, and One
Earth Farm in Ontario are the major players in the
organic beef sector. Qu’Appelle Beef owns its own
slaughter and further processing facilities and cuts of
meat are distributed through large retail chains such
as Metro and Longo’s in eastern Canada. One Earth
Farm, was founded in 2009 as a subsidiary of Torontobased Sprott Resource Corp. At one time One Earth
was one of Canada’s largest Corporate controlled crop
farms, renting roughly 200,000 acres of crop land from
First Nations groups in Alberta and Saskatchewan. In
2013, One Earth purchased Ontario’s largest organic
livestock operation - Beretta Farms and its owner Mike
Beretta became CEO under the deal. Under Beretta’s
management, One Earth shed most of its acreage and
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began to focus solely on organic and natural livestock
production and marketing. The company now owns a
number of meat and catering companies in the natural
and organic markets, along with a meat processing
facility in Alberta.
Neither company has strayed too far into meat
processing beyond individual cuts of meat and
hamburger patties.

Pork
Like beef, pork consumption amongst Canadians has
been in decline since the 1980’s. Canadians consumed
32.2 kg per capita in 1980 and only 21.7 kg in 2018
(Statistics Canada, 2019).
Organic pork is hard to find in grocery stores. There
simply are not enough producers to fill the demand.
Why aren’t there more producers? The answer is
unsatisfyingly circular; because there aren’t enough
processors. Consumers also have a preference for
particular cuts such as the tenderloin or chop, making
it difficult to market the rest of the hog. In the case of
beef, you can always grind up the cuts that don’t sell.
Unfortunately, North Americans have never developed
a taste for ground pork.
According to the Organic Council of Ontario’s retail
meat survey (2019), the most common production
claim on pork sold in Ontario retail is “local”, followed
by “antibiotic-free”. Organic pork was found in only
one quarter of the surveyed retailers. The report also
compared prices for the various premium label claims
on pork products. Overall, organic pork sold for prices
that were 65% higher than products labelled “no
hormones added” and 26% more for “humanely raised”
pork. Details are provided for various cuts and retail
locations within ON.

has worked closely with Whole Foods to develop its
internal production standards. DuBreton was the first
Canadian company to qualify for certified humane
status, a requirement of Whole Foods. In addition to
Whole Foods, DuBreton sells organic and humane
pork to Costco, Sobey’s, Metro, Loblaw’s and Longo’s
in Canada and to Chipotle’s Mexican Grill in the U.S.
Retail products include ham, bacon, sausage, pork
tenderloin and chops.
In 2018, Orviande, another Quebec-based pork
business, obtained organic certification. The facility
focusses on wholesale sales of pork products. It does
not slaughter hogs but is certified as a federal meat
cutting plant by CFIA. The facility is approved for export
to Mexico and the U.S.

Lamb
The global organic lamb market was worth an estimated
$31.5 M U.S. at the end of 2017 and is expected to
record a CAGR of 2.7% between 2017 and 2027 to
reach $41.3 M U.S. (FMI, 2017b). Processed organic
lamb is more popular than unprocessed meat with a
64% market share. Legs are the most popular cuts.
Indirect sales outpace direct sales for lamb and the
majority of global consumers are based in Western
Europe and in North America (FMI, 2017b).
Organic lamb is extremely difficult to find in Canadian
retail. It is sold in only a few retail outlets in BC, AB
and ON. According to the Organic Council of Ontario’s
retail meat survey (2019), the dominant claim on lamb
sold at retail is “local”, presumably to compete with
the dominant market share by frozen lamb from New
Zealand. Six percent of retailers were found to carry
organic lamb. The study found that where lamb is
sold, it commands a 12.6% price premium over other
competing premium label claims.

Key players

Key players

Until recently, there has been only one organic pork
processor of note in Canada. DuBreton, based in
Riviere-Du-Loup, QC is the largest organic and
certified humane hog processor in North America.
The company also owns an artisanal bacon plant in
New Hampshire. Together, the facilities employ about
1200 people. DuBreton works with 300 barn and
pasture-based hog operations in ON and QC and

There are no significant organic players in this space
in Canada. The Australian livestock company Arcadian
Organic & Natural Meat Co. is a major global player.
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Meat substitutes
This category includes tofu and tofu ingredients,
tempeh, textured vegetable protein, seitan, quorn as
well as new pulse-based meat alternatives. There is
some overlap with the Ready Meals category category
covered in section 4.4.
Vegetarian alternatives to meat have been around a long
time but the segment has been dogged by poor taste,
texture and consumer perception that the products are
overly processed. There is also a growing segment
of the population that is restricting soy consumption.
Soy has traditionally been the backbone of the meat
substitute category. These factors have contributed to
low category growth.
Recent large investments and technological
advancements have spurred growth in meat
alternatives. For example, in 2018, A&W announced
that it is selling Beyond Meat’s plant-based burgers.
According to Beyond Meat’s website, the protein comes
from a process that fractionates peas into their protein,
starch and fibre constituents, followed by heat, cooling
and pressurization. This produces a product with
similar structure to meat protein without the negative
attributes. Beyond Meat received $100 M U.S. in start
up investments.
With the help of $108 M U.S. from high tech investors
such as Google Ventures and Bill Gates, Impossible
Foods has taken the vegan burger one step further.
The company reverse-engineered beef to identify
the attributes that contribute most to beef flavour. A
key element is blood. Impossible Foods discovered
that plants also contain a blood-like compound called
heme, although in lower concentration than in meat. By
isolating the compound in soy and clover, combining
with coconut which melts like beef fat, and adding a
bit of potato protein to enhance texture, the company
has been able to create a convincing fake Whopper
available to the masses at Burger King.
Maple Leaf Foods is also in the game, investing $600
M U.S. to purchase several existing vegetarian brands
and in launching a plant-based protein subsidiary
called Greenleaf Foods.
These innovations are moving the category closer to
replicating the taste and structure of meat and exposing
a much larger audience to meat alternatives. However,

none of the innovations are organic and heme is
produced using genetic engineering technologies,
making it inelligible for use in organic products. Organic
pulse-based options are on the horizon though as
many of the new pea fractionators popping up in the
industry are beginning to source organic peas.

Trends
Hard core vegetarians are hard to find, but it is
becoming increasingly common for consumers to selfidentify as ‘flexitarians’. This is someone who chooses
from a wide range of cuisines and eating styles to suit
his/her mood and lifestyle. With the high cost of meat
protein and the perceived benefits of a plant-based diet,
many consumers are incorporating vegetarian meals
into their lifestyle to reduce their overall consumption
of meat. When Chipotle restaurants introduced a new
shredded tofu burito, it was surprised that half of the
people that selected the vegetarian option were selfproclaimed meat-eaters.
A plant-based ‘butcher shop’ has sprung up in Victoria
BC. The Very Good Butchers Plant Based Butchery
purports to use100% organic and vegan ingredients in
its plant-based meat and cheese alternatives.

Key players
The companies that have figured out how to
approximate the taste and texture of real meat are
grabbing market share in this category. Dominant
U.S. players include Amy’s Kitchen and Tofurkey
which offers soy and tempeh cake meat alternatives.
Canadian business Green Cuisine sells setan wheat
cutlets made from organic wheat, while So Soya
sells vegan burgers and steaks made from soy
while Sol Cuisine markets meatless burgers and
chicken, along with soy based breakfast sausage.

Technical considerations
Producing fake meat is technologically challenging
for mainstream processors, but even more difficult
for organic processors. In the mainstream world, soybased meat substitutes are processed using hexane.
Organic processors must separate oil from the meal
using mechanical pressing. Some organic processors
use a dry extrusion method that uses a combination
of heat and pressing. Instead of separating the
components of soy themselves, many organic food
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processors rely on ingredients suppliers that separate
soy into functional ingredients such as textured soy soy
protein, lecithin powder and oil. Textured soy protein
(TSP) is used both as a meat extender and as a meat
replacer. The market for use as a meat extender along
with other meat products, is larger than that for meat
replacement. Organic TSP is made from soybean meal
flour produced by extrusion. It usually contains around
45% protein. To make the TSP look more like meat,
caramel colour is typically added.
The new generation of meat alternatives are made
from pulses, most typically, from pea protein. Peas are
the pulse of choice because of their relatively large
size, ease of separation and relatively low cost, but
there are many research projects currently underway
to source protein from other plant sources including
wheat, oats, canola and other pulses such as lentils.
Organic pea fractionation can be done using
membranes or an ion exchange system. Both typically
use hydrochloric acid to carry charge. This substance
is not allowed in organic. However, there are technical
solutions and several of these systems have been
certified for use in North America.

not include organic products marketed simply as ‘broth’
or stock.
For an organic or grassfed livestock producer, the bones
can now be one of the most profitable parts of the animal.
One producer we spoke to said that it can be a challenge
to get most of the bones back from the abattoir after
slaughter. Some of the bones go missing with each trip.
We have no Canadian data on the organic bone broth
market, but there are U.S. data showing a tripling of
total category sales (includes organic) to $20 M U.S.
in a single year in 2016 (SPINS, 2016). The shelfstable market has the largest share of sales revenue
with $17.5 M U.S. in 2016 (SPINS, 2016), up from $5.8
M in 2015. Sales of refrigerated bone broth rose from
$2.1 M U.S. from $192,000 in 2015 (SPINS, 2016).

Trends
Chicken and beef are the most common bone broths
on store shelves. Bone broth is available in drinkable
packaging, in powdered and frozen form and in
TetraPaks.

Key players
Bone broth
Bone broth is stock made from meaty bones and
vegetables simmered up to 48 hours - longer than the
time typically used to make stock. Bone broth is marketed
primarily as a sipping beverage rather than as a food
ingredient. Unofficial health claims abound; the thinking
goes that it is more nutritious than basic stock because
the long simmer time breaks down the bones and
releases joint-friendly nutrients such as glucosamine
and connective tissues such as collagen and gelatine.
An internet search reveals claims ranging from bone
broth’s ability to combat inflamation, rejuvenate skin,
improve sleep and increase energy. None of these
claims are approved by Health Canada, nor are they
backed by science.
Most companies selling online make some sort of
organic claim; either that they use 100% organic
ingredients or that they are organic. We found only
three verifiable organic processors, but it is possible
that some of the “made with” organic ingredient claims
are real as these claims are difficult to verify. We did

The market is still in the wild west days, with frequent
new product introductions. However, there are
not yet any dominant palyers in this space. Two
of the organic operations we found were livestock
producers and one was a small food processor.
There are only a few larger non-Canadian players
in this space, including Pacific Foods, now
owned by Campbell’s and Bonafide Provisions.

Technical Considerations
According to most bone broth aficionados, although
a range of animal species is acceptable, not all
bones are created equally. First choice is from organic animals, second is grassfed, third is hormone
and antibiotic free. The best choices for beef bones
are knuckle, patella, femur and the feet bones.
Most successful broths use apple cider as a base.
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4.10 SAUCES, DRESSINGS, CONDIMENTS
Euromonitor International aggregates tomato pastes
and purees, bouillon/stock cubes, herbs and spices,
monosodium glutamate (MSG), table sauces, pasta
sauces, cooking sauces, dry sauces, ketchup,
mayonnaise, mustard, oyster sauces, salad dressings,
dips, pickled products, and other sauces, dressings
and condiments in this category.
The healthy eating trend has created some challenges
for food manufacturers that produce these products
as consumers have begun to perceive them as
unnecessary and unhealthy dietary additions. As a
result, companies in this category are increasingly
shifting to organic in the hopes that its ‘healthy halo’
will apply to products in the category.
According to the Outlook Group, in 2018 growth in
consumption of the overall mainstream category was
driven by three product sub-categories: ethnic sauces,
gourmet condiments and natural/organic condiments.
In 2017, organic Canadian retail sales in this category
were worth $56.9 M (COTA, 2017b). U.S. organic sales
were valued at close to $843 M U.S. in 2016 (Agriculture
and Agri-Food Canada, 2018b). Euromonitor
International (2018) forecasted a compound annual
growth rate of 10.6% between 2017 and 2021. Top
organic category sellers are shown in Table 4.26 We
identified 39 Canadian manufacturers that produce
at least one of the organic products in this category.

Tomato-based sauces and pastes
Tomato-based sauces and pastes dominate Canadian
organic retail sales in the category. Organic tomato
sauce imports were worth $28.1 M in 2017 according to
Statistics Canada (2018), nearly half of the total organic
sauces, dressing and condiment category value. Retail
sales of Mexican-type tomato salsas were valued at
$4.1 M, while organic tomato paste was worth 0.2 M in
2017 (COTA, 2017b, Table 4.26).

Key players
There are only a few Canadian companies in this
space with the closure of the Heinz tomato plant in
Leamingon Ontario in 2014. The vast majority of
tomato sauces and pastes are imported from the U.S.

Table 4.26 Top 10 highest selling organic sauces,
dressings and condiments, CAN millions
Product
Retail sales
Tomato sauce
Vinegar
Prepared dips

28.1
10.9
4.8

Mexican salsa dips & garnishes

4.1

Ketchup

4.1

Salad dressings
Prepared mustard
Barbeque sauce
Baking and cooking sauces
Tomato paste

2.6
0.9
0.7
0.3
0.2

Source: COTA, 2017b and Statistics Canada, 2019
The major organic tomato sauce and paste brands
sold in Canadian retail are processed in the U.S. by
companies such as Eden Foods (6% share of the
overall category in 2017, Table 4.27). Chelten House
(Simply Natural), Products by Italian company Bioitalia
are also easy to find in Canadian retail. Kraft-Heinz
recently introduced organic versions of its Classico
pasta sauces. Prairie Harvest in Alberta, Neal Brothers
in ON and Specialities Lassonde (Mondiv Food
Products) are among the few Canadian manufacturers
that produce organic tomato sauces/pastes although
Canadian private labels are very active in the overall
organic category with a 25.3 share of the category
(Table 4.27). Most of the major retailers have their
own tomato sauce and pastes, including Walmart
(Great Value), Loblaw Companies (PC Organics) and
CostCo (Kirkland). It is likely that these products are
made using U.S. grown and processed tomatoes. For
example, Costco’s Kirkland Signature Brand tomato
paste is imported from California.

Condiments
Vinegar is the second largest seller in the overall
sauces, dressings and condiments category in Canada
with $10.9 M in retail sales in 2017, while ketchup is
tied for fourth at $4.1 M (COTA, 2017b, Table 4.26).

Trends
As with all other food products, the food industry is trying
hard to create unsweetened condiments. For products
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Table 4.27 Company market share of organic sauces,
dressings and condiments 2012-2017
Company

2012 2013 2014 2015 2016 2017

Kraft Heinz

13.9 13.8 13.7

Denzel’s
Gourmet
9.5 9.3 9.2 9.1 9.2
9.2
Foods
Eden Foods
4.7 4.7 5.4 5.9 5.9
6.0
HJ Heinz Co. 15.4 14.7 14.3
Private
25.4 25.1 25.3 25.6 25.5 25.3
Label
Others
45.1 46.2 45.7 45.6 45.7 45.9
Total

100

100

100

100

100

100

Source: Euromonitor International, 2018
such as ketchup that generally have a sweetener as
the second ingredient after tomato puree, this can
be a big challenge. Organic businesses tend to use
natural sweeteners such as agave nector, but they
are just as reliant on sweeteners as their mainstream
competitors. U.S. company, Primal Kitchen has
introduced an unsweetened ketchup. It contains only
tomato concentrate, balsamic vinnegar and seasonings
with only 2 g of carbohydrates per tablespoon. The
company’s organic mustard ingredients list is similarly
short with only water, vinegar, mustard seeds and
seasonings.

Key players
Table 4.28 shows the number of Canadian
manufacturers producing each of the main organic
condiment types. Quebec led with 14 manufacturers.
Many of the key players in Canadian retail for organic
condiments are U.S. multi-nationals (Table 4.27).
Kraft Heinz Co. has the largest market share of the
overall organic category with 13.7% in 2017 (Table
4.27). The company is also the dominant player in the
overall category with an 11.2% market share in 2016.
Kraft Heinz has become increasingly interested in the
organic market. In 2018, the company announced that
it was launching a new business called Springboard
Brands. The goal of the new company is to identify and
nurture emerging natural and organic food products.

Table 4.28 Number of Canadian organic condiment
manufacturers
Product
Salad dressing
Vinegar
Ketchup
Relish
Mustard
BBQ sauce

# of organic
processors
10
9
7
2
1
0

Two organic ketchup brands dominate at Canadian
retail: Heinz and Simply Natural produced by U.S.
company Chelten House. There are no national
Canadian organic ketchup brands, likely because it
is difficult to compete on price with U.S. and Mexican
grown tomatoes.
Canada fares better in the vinegar category with
some prominent national brands including: La Maison
Orphée inc. (QC) and Filsinger’s Organic Foods (ON).
Many organic farms also produce organic apple cider
vinegars mostly for direct sale to consumers. However,
U.S. organic condiments such as those produced
under the Spectrum brand by Hain Celestial Group are
dominant. Hain Celestial had a 0.4% share of the entire
organic packaged food market in 2017 (Euromonitor
International, 2018).
Several Canadian companies focus on producing
organic condiments for the private label and food
services sectors. Ontario-based Select Foods
manufactures barbeque sauce, mayonnaise, mustard,
salsa, salad dressing, gravy and specialty sauces
and condiments for the food services and private
label sector, while Gourmet Savories in BC processes
balsamic vinegar reductions for private label.

Herbs and spices
The organic food processing industry and the medicinal
market for herbs is driving demand in this sub-category.
Organic food processors must use organic herbs and
spices in their recipe formulations if they use them.
According to ReportBuyer (2017), the global organic
spice market was dominated by chilies (50.4%), garlic
(42.7%) and ginger (4.2%) in 2017. Amongst herbs,
mint market share was 21.9%, followed by marjoram
(12.1%) and oregano (11.4%).
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4.11 RICE & PASTA

Key players
We identified 33 companies producing dried organic
seasonings, 2 producing organic herb pastes and
dozens of companies (including organic farms)
selling whole herbs. Many of these organic dry spice
companies are organic tea processors since teas can
be produced from some of the same ingredients.
Leading players in the Canadian organic spice market
are: Norwegian company Frontier Natural Products Coop with their Simply Organic brand and U.S. company
Organic Spices Inc. with their Spicely Organics brand.
Key Canadian organic spice manufacturers with retail
brands are Splendor Garden Canadian Organic Spice
and Herb Company based in Saskatchewan, Spice
Sanctuary in Alberta, and OM Foods (Organic Matters)
in BC. Several companies including Time Out Products
Inc. create spice blends for private label. McCormick
and Co. Inc. in ON is an example of a mainstream
player in the organic space. In 2017, McCormick had
a 0.1% share of all organic packaged foods sold in
Canada (Euromonitor, 2018).

Technical considerations
Managing harmful pathogens is a key challenge
in the herb and spice industry. Not all food safety
technologies such as irradiation are allowed in organic
spice processing. Organic companies are able to
use employ dry heat and steam to destroy bacteria,
fungal spores and viruses. Steam treatment is used
for the more sensitive herbs that can be damaged by
the high temperatures used in the dry heat method.
Spices can be steam sterilized for 3 minutes at 135
C. For powdered products, dry heat is more practical.
High temperatures of 320 F are combined with forced
ventilation to increase speed of sterilization.

This category was worth 4% of the total organic
packaged food sector in 2016 (Figure 4.1) and it is
one of the fastest growing organic packaged food
segments. In 2017, Canadian sales of organic rice
were worth $41.8 M, while organic pasta and noodle
sales were worth $5.8 M (Euromonitor International,
2018). Organic rice sales grew 27% since 2006 with a
CAGR of 4.2% between 2023 and 2017, while organic
pasta sales grew 47% over the same time frame with
a CAGR 4.3% between 2023 and 2017 (Euromonitor
International, 2018). Rice sales are expected to grow at
a CAGR of 6.6% while pasta sales should reach 6.0%
from 2018 to 2022 (Euromonitor International, 2018).
We identified 15 Canadian companies producing
organic pasta. The only rice grown and processed
in Canada is wild rice grown in the pristine lakes of
northern ON, MB and SK. There are a total of 12
businesses processing organic wild rice.

Trends
The biggest trend in this sector is simple ingredients
with minimalist ingredients lists. One of the pasta
companies we interviewed prides itself on two
simple ingredients: grain and eggs, while one of the
rice companies lists grain and salt and ‘may contain
sesame seeds’ as the only ingredients. Use of heritage
whole grains is also a trend in the organic pasta sector.
With a diminishing and unreliable supply of organic wild
rice, wild rice processors are adapting by introducing
new products containing less and less wild rice. Most
are soup mixes and flour blends.

Key players
Of the 15 organic pasta manufacturers, three are
mainstream companies with organic product lines of
dried pasta. Prairie Heritage is the largest of the dry
pasta manufacturers. Catelli Foods Corporation makes
manufactures fresh spinach tortellini in its ON plant.
The remaining pasta companies are small artisanal
businesses that focus on simple ingredients using
locally grown heritage grains such as spelt, Kamut,
Emmer and Durum. Examples are Nature’s Pasta in MB,
Cowichan Pasta and Angela’s Pasta in BC. Angela’s is
the only business we found that makes fresh organic
pasta. Several of the organic pasta companies produce
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gluten-free options, largely from whole grain rice.
Rizopia and Food Directions (Tinkyada pasta) are the
two main Canadian organic businesses that specialize
in rice-based pastas. Nature’s Pasta experiments with
other types of non-gluten grains. Private label is also
a key player in the organic pasta sector with Loblaws
playing a leading role.

An organic pasta company we interviewed noted
that access to scale-appropriate equipment is also a
challenge in the artisinal pasta business. His company
had no choice but to source key pieces of equipment
from Europe. The same processor also noted that
finding environmentally friendly packaging was also a
challenge.

The main global players in the organic wild rice business
are Canadian and include Shoal Lake Wild Rice Inc. with
its Floating Leaf brand (0.3% share of total Canadian
organic packaged food market in 2017)and Riese’s
Canadian Wild Rice (0.1% share of organic packaged
food market) (Euromonitor International, 2018).

Making rice and pasta products does not represent
a major challenge in an organic system, although
one pasta manufacturer we spoke with experienced
challenges producing pasta that could be extruded
without gluten. Gluten makes grain more elastic,
giving it the tensile strength needed to stay in one
piece during extrusion. Non-organic processors have
access to other food additives that can enhance the
extrudability of the grain.

Regular rice is obviously not produced in Canada, but it
is sold in Canadian retail. Much of this product is grown
in Thailand by Narula Group one of the largest organic
rice producers in the world. The most common brand
sold in Canadian retail is California based company
Lundberg Family Farms. Lundberg has 5,000 acres of
their own production and buys rice grown from other
U.S. farmers on another 12,000 ac or land. Private
label is also a player in the organic rice category with
Loblaw’s PC Organics.
Canadian organic processors do produce value-added
products with imported rice. For instance, Vanrice,
based in BC produces a line of rice cakes, rice thins
and rice based breading crumbs under the Plum M
Good label. Many other processed food products are
also made from rice flour, particularly for the growing
gluten free market.

Technical considerations
Ingredient sourcing is the key issue raised for both the
organic wild rice processors and the artisanal pasta
manufacturers. For the rice producers, the fresh water
resource is negatively impacted to by factors such as
pollution, fluctuating water levels and governments that
want to limit harvesting. Market demand is massively
outstripping the limited supply. Most of the wild rice
processors have introduced multi-grain products such
as soup mixes in order to decrease the amount of
wild rice in each product, thus extending the limited
supply of wild rice. For the pasta producers which rely
on locally grown heritage grains, limited availability of
organic grains such as spelt, emmer, einkorn, kamut,
durum remains a challenge.
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4.12 SOUP
Organic soup sales, including canned, fresh and dry
mixes were worth $47.5 M in 2017 (Nielsen, 2017).
The organic category is expected to grow 6% between
2016 and 2020 (Euromonitor International, 2017).

Trends
Canned, highly processed soups, once a pantry staple
of every Canadian household have taken a hit in
recent years, with consumers preferring fresher, less
processed foods. Soup companies are trying to change
the image of soup by moving it out of the centre aisles
of the supermarket into the perimeter areas which
house deli and refrigerated ready-to-eat products.
Canned organic soup products are still available along
with ready-to-eat soups in plastic tubs.

Key players
There are 16 companies in Canada that process
organic soup. The most significant of these is Happy
Planet Foods which produces ready-to-eat soups in
pouch packaging. The category is dominated by U.S.
companies including Amy’s Kitchen, Campbells, which
purchased organic soup companies Wolfgang Puck in
2008 and Pacific Foods in 2017, and Imagine which is
owned by Hain Celestial.

Technical considerations
Soup tends to be highly processed unless refrigerated.
Soups are full of food additives used to thicken, stabilize
and preserve, but some organic food companies are
bucking the trend and producing soups with minimal
additives. For instance, Amy’s produces canned soups
containing only vegetables, butter, spices, sea salt,
rice, milk and cane sugar.
Some additives are allowed in organic. Some of the
ones most commonly used in soup processing are:
alginates and gums for thickening, calcium sulphate
for stabilizing, glycerides as emulsifiers, potassium
chloride as a salt replacer and potassium citrate as a
pH adjuster.
HPP - high pressure processing has moved beyond
the beverage industry into soup processing. The process preserves ready-to-eat soups while maintaining
the integrity of vegetables, along with their colour and

flavour without need of preservatives. The shelf life of
ready-to-eat refrigerated soups is about 50 days as
compared to two years for canned soups.
BPA in can linings is a consideration for canned soups,
but as noted in Section 4.6 there are new canning
options that are free of these harmful chemicals.
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4.13 SPREADS
This category includes sweet spreads, garlic spreads,
nut butters, honey and mayonaise. Organic spread
sales were worth $41.12 M in 2017 (COTA, 2017)
and have been growing steadily. 2017 sales of key
subcategories are shown in Table 4.29.

Company Profile

Table 4.29 Retail sales of organic spreads 2017, CAN
millions

Crofter’s leads North American sales in the organic
and non-GMO fruit spread category. Unlike many
companies that have organic product lines,
Crofter’s sole focus is organic processing.

Spread Type

Sales

Peanut butter
Sweet spreads
Honey
Garlic spreads
Mayonnaise

13.59
12.24
11.47
3.00
0.88

Source: COTA 2017b

Nut , legume and seed butters
Peanut butter leads the spread category with sales of
$13.6 M in 2017 (Table 4.29). The total value of the
organic nut butter category is unknown. After peanut,
almond butters are the top seller. Organic cashew
butter and sesame paste (Tahini) are also available.

Trends
Many of the new organic products on store shelves
are made from nuts and seed other than the traditional
peanut and almond. This includes spreads made from
cashews, walnuts, and sesame and pumpkin seeds.

Key players
Ontario based company Nuts to You is a leader in this
category with its almond spread. There are several
major private label organic manufacturers based in
Canada including New Brunswick company G.E.
Bourbour and Golden Boy Foods which is part of Post
Holdings, with manufacturing facilities in BC and ON.

Sweet spreads
This category was worth $12.2 million in 2017 in
Canadian retail sales (COTA, 2017b), with a CAGR of
9% expected between 2016 and 2022 (Euromonitor
International, 2017).

Crofter’s Food Ltd., Parry Sound, ON

The company has implemented leading edge
tracability protocols in which raw product is subject
to the requirements of multiple accountability
systems including organic, SQF Level 2 Global
Food Safety Initiative and Non-GMO Project
verification. Crofter’s uses the latest technology - a
high performance liquid chromatograph with a dual
mass spectrometer to test ingredients for 450 of the
most common pesticides using in fruit production.
Crofter’s jams have only a third of the sugar of
conventional jams. The products are sweetened
with either cane sugar or white grape juice extract.
The company works with the Green Cane Project
to source fair trade organic can sugar which is
mechanically harvested. Making a low sugar
spread with natural and non-GMO ingredients
is challenging. Acorbic and citric acid are used
to protect fruit against oxidation and browning.
Commercially these products are produced using
GE technology. Commercial pectin also contains
unallowed citric acid and calcium ascorbate.
Crofter’s uses natural pectin extracted from apple
pulp and natural versions of citric and ascorbic acid.
Sourcing organic fruit has always been a challenge,
both in securing ingredients close to the facility
and in finding affordable high quality ingredients.
Because Crofter’s jams contain less sugar, they
require an even large amount of fruit than most jams,
compounding the challenge of producing a pricecompetitive product. Over time, with the growth of
the domestic industry, Crofter’s has been able to
source a greater percentage of fruits from Canada,
but it still sources from far away places such as
Asia, Turkey, Chile and Argentina, especially for
exotic fruits that cannot be grown domestically.

86 |ORGANIC FOOD PROCESSING IN CANADA

Trends
Organic jam producers are introducing novel fruits
from around the globe into their products, including
Yumberries from Asia, Maqui Berries from Patagonia,

Key players
Parry Sound, ON based Crofter’s Food Ltd. is the
leading player in North America in the organic and
non-GMO jam and fruit spread category. In 2017, it
had a 0.7% share of all organic packaged foods sold in
Canada (Euromonitor International, 2018).

Technical considerations
Consumer perception that sugar is the new fat
is a key challenge for marketers of jams, jellies
and spreads. Processors have been innovative;
experimenting with dozens of sweetener alternatives
as well as recipe reformulations to reduce total
sugar content, but none of the alternatives
has gained traction as the alternative to sugar.
In organic, of course sugar alternatives must also
be natural. A quick scan of organic jam ingredients
reveals organic products using fair trade cane sugar,
When sugar is reduced in a jam recipe, the total amount
of fruit needed goes up, adding to the cost of production.
Organic jam processors in Canada can use both highmethoxyl and low-methoxyl pectin sources for gelling,
for high and low sugar applications, respectively. Pectin
is extracted from plant sources such as apples or citrus
peels. There are no truly organic pectin sources on the
market because huge amounts of fruits are needed,
making cost of production prohibitative.

Honey
Honey accounted for a quarter of the total value
of all spreads (conventional and organic) in 2015.
Unlike conventional honey, Canadian organic honey,
is in short supply. According to the World of Organic
Agriculture (Willer and Lernoud, 2019), there were 3.2
M organic bee hives globally in 2017. Brazil led with
898,640 hives, followed by Zambia with 388,067 and
Mexico with 368,000. Canada reported 10,199 organic
beehives in the same year, just 1% of the number
reported by Brazil.

Because most Canadian organic producers cannot
meet the strict production requirements of the COS,
much of the organic honey sold in Canada is imported
from other jurisdictions, most notably, Brazil.
Organic standards require a 3 km GE-free foraging
zone, an area which is not possible to acheive in most
traditional honey production areas of Canada such as
Alberta because of widespread contamination from GE
canola.
Domestic retail sales of organic honey were worth
$11.5 million in 2017, 28% of the total organic spread
category (COTA, 2017b). The U.S. imported $1.1 M
U.S. in organic honey from Canada in 2018 (USDA
Foreign Agriculture Service, 2019).

Trends
A consumer revolt against processed white sugar
towards natural sweeteners is fueling demand for
honey in both mainstream and conventional processed
food applications. A 2016 study by Mintel showed that
women under 45 and mothers of children under 18 use
more honey than other types of sweeteners in cooking
and baking.
Consumers of natural and organic products prefer
unpasteurized raw honey. No single product epitomizes
the trends in the organic honey sector better than that
of Ontario processor, One Root. The company markets
its honey as originating from the wild hinterlands of
Alberta, as raw, ‘never heated’ and with no antibiotics.
Manuka honey, produced by European honey bees
foraging on the manuka tea tree native to Australia and
New Zealand, is highly sought after by consumers.

Key players
Although organic honey may come from away,
much of what is sold at mainstream Canadian retail
is processed in Canada. We identified over a dozen
organic honey processors (15), with 5 based in QC
and 3 each in AB and BC. In 2018, an additional five
producer/processors were in the final year of transition
in BC.
Most Canadian organic honey processors use a mix of
domestic and imported honey. Les Ruchers Promiel’s
website indicates that it sources organic honey from
Brazil.
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Several major purveyors of mainstream honey now
have organic products. This is the honey that is most
likely to be found in retail in Canada.
McCormick Canada introduced organic honey under
its Billy Bee brand in 2017. This is available in Walmart
and other large mainstream retailers. Quebec-based
Les Ruchers Promiel Inc., owned by Quebec’s preeminent maple syrup co-operative, Citidelle, has an
organic honey under its Naturoney brand which is sold
in Costco Canada and in other major retailers. One of
Canada’s largest honey brands - Bee Maid is owned by
two honey co-operatives in Alberta and Manitoba. The
Alberta Honey Producers Co-Operative has organic
certification as does the processor in Manitoba.
However, as of 2018, the company has been unable
to source enough organic honey from its members to
produce an organic honey. Organic honey is also sold
under Private label. Sobey’s sells organic honey under
its Compliments label.
Natural Health Food Stores do not content themselves
with organic honey from mainstream processors.
Instead they stock their shelves with products from
small independents such as Alberta’s Honey Bunny,
British Columbia’s Elias or Ontario’s One Root. These
channels favour Canadian honey or exotic high end
imports such as Wedderspoon’s Raw Manuka Honey
or Heavenly Organics’ featuring honey gathered in the
Himalyan Mountains.

Technical considerations
Most natural products consumers don’t want honey that
has been heated beyond that necessary for extraction.
They believe that high heat destroys some of honey’s
beneficial properties as well as its flavour. These consumers seem to be prepared to live with a certain amount of
granulation in honey that is not immediately consumed.
In traditional processing, honey is typically heated to
63-65 C for 30 minutes. Canadian Organic Standards
allow honey to be heated only to 35 C for the purposes
of extracting it from the comb and to 47 C for decrystalization. If the heat exceeds these standards, the honey
can still be labelled as organic but only for use in further processed organic foods, not for sale as honey.
Health Canada allows honey to be labelled as ‘raw’ if it
is heated only minimally for the purposes of extraction,
thus the terms ‘raw’ and ‘organic’ are not synonymous.

4.14 EDIBLE OIL
Use of cooking and culinary oils are on the rise as
new information emerges about their beneficial health
properties. Scientists have not reached agreement
about which oils are healthy and which are not.
Coconut oil is particularly contentious because of its
high saturated fat content. Many health organizations
urge people to replace the saturated fats found in meat
and dairy products and tropical oils such as coconut
and palm, with polyunsaturated and monounsaturated
fats found in plants. However, the internet is rife with
claims that coconut oil is an exception and that it
does not deserve to be lumped with other saturated
fats. Polyunsaturated fats such those found in nuts,
fish, flaxseed, sunflower, safflower, soybean and corn
appear to be edging out monounsaturated fats such as
those from olives, avocados, canola, and peanuts in
terms of perceived benefits to heart health.
Canadian retail sales of organic edible oils were worth $27.6 M
in 2017 (COTA, 2017b). Organic cooking sprays were
worth just under $40,000 in the same year (COTA,
2017b).
There are 55 companies that process organic edible
oils in Canada along with many others that import
oils for resale under their own brands. Skincare and
natural health products were excluded. The number of
companies that process each type of oil are shown in
Figure 4.13. BC has the most oil processors with 25,
followed by SK with 14 and QC with 12. Some organic
businesses process more than one type of oil. The
oil types that are processed by just a few businesses
include sesame, safflower, chia, grape and hazelnut.
Notably absent from the list are soy and corn. Canada
does not yet have organic processors for these
products. Organic soybeans grown in Canada are
usually exported to the U.S. for oil crushing for the food
or feed industry although there are a couple of domestic
organic soy processors. There are no Canadian
companies that produce an organic version of corn oil.

Key players
Private label products lay claim to more than half
of the domestic market in the organic edible oil
category (Table 4.30). PC Organics is the dominant
brand with organic coconut, safflower and canola oil.
U.S. company, Hain Celestial Group has the largest
category share of any branded product with 7.7% in
2017 with its Spectrum brand sunflower and coconut oil.
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Figure 4.13 Number of organic edible oil processors
by oil type

Table 4.30 Company market share of Canadian retail
organic edible oil sales 2012-2017
Company

Hain Celestial
Private Label
Others
Total

2012 2013 2014 2015 2016 2017

7.6

7.6

7.7

7.6

7.9

7.7

52.6 53.5 53.6 53.9 55.8 57.1
39.8 38.9 38.8 38.5 36.2 35.1
100 100 100 100 100 100

Source: Euromonitor International, 2018

Technical considerations
In the industrial model, extraction of oil from oilseeds
involves a solvent extraction step that may be preceded
by pressing. The preferred solvent is n-hexane, which
is made from crude oil, but isohexane, acetone,
pentane or other solvents are also used. There are
serious health and safety concerns around the use
of hexane. However, hexane extraction remains the
industry standard because it is extremely effective and
cheap, generating oil yields in excess of 95%.
Once the oil is separated out, the solvent is “flashed
off” using heat. This process produces oil and meal
which can then be further refined.
There are other extraction methods in commercial
use but none has come close to the efficiency of
solvent extraction, making the products they produce
considerably more expensive. Physical methods
include hydraulic and expeller presses. Oils can also
be separated using super critical C02 extraction but the
cost of this technology has not yet made it a viable
option for commercial extraction.

Pressing can be further divided into cold and hot
methods. In hot pressing, oilseeds are typically ground
into a paste after high temperature frying or steaming
and the oil is then separated by pressing. Cold
pressing is done using bladders, hydraulic presses
or low resistance expeller presses. Pressing is done
slowly to keep the heat generated by friction under
around 50 C. Technically, cold pressing can only be
used to extract sufficient oil from sesame seeds and
olives. In this process, seeds are ground into a paste
before pressing. Some countries, such as those in
Europe have regulations that specify that the claim
‘cold pressed’ cannot be used if there is added heat
or if the incidental heat generated by the equipment
exceeds some set point - usually around 38 C. Oils
processed using cold press technology are the least
processed. They have richer flavour profiles and retain
more of their nutrients, including antioxidants. Coldpressed oils will also have the most odour and flavour.
However, cold pressing is the least efficient option leaving 8-15% of the oil in the meal. Thus, truly cold
pressed oils will be both rare and expensive.
For seeds other than sesame or olive, expeller
press methods are generally used. Expellers use
a screw with a constantly rotating worm shaft which
pressurizes the raw material until the oil and meal are
discharged. Heat is often applied to the seed paste and
a fair amount of heat (93-121 C) is generated by the
equipment itself. In the absence of regulations, and
since no external heat source is used on the oil itself,
processors often market expeller produced oils as ‘cold
pressed’ even though the term is somewhat misleading.
Oils pressed using expeller technology are often
further refined as are oils extracted using solvents.
The refining process is known as ‘RBD’ in the industry
- Refined, Bleached & Deodorized. The oil is bleached
with acid-activated earth or clay such as bentonite to
remove colour-producing molecules. Deodorization
removes volatile organic compounds that may
produce unwanted odours or flavours. Some oil is also
‘degummed’ and/or ‘winterized’. This is what gives
conventional canola, soy, sunflower and safflower
oils their light colour and flavours. RBD oils stand
up better to high cooking heats than unrefined oils.
In striving to produce an oil in which impurities are
removed, industry has succeeded in producing a
product that is odourless, colourless and tasteless. This
may be very useful for food processing and cooking
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applications, but as a culinary oil, consumers may
dismayed to learn that many of the beneficial compounds
are also removed. These include polyunsaturated fatty
acids, proteins, dietary fibre, vitamins, trace elements
and other nutrients, along with important odour and
taste molecules. Collectively these compounds are
responsible for the unique taste, aroma and body
of culinary oils. There are many components in
edible oil that in the presence of oxygen will oxidize
and cause the oil to become rancid. Natural oils that
have not been refined, contain anti-oxidants such as
tocopherols (Vitamin E) and carotenoids. The refining
process, while removing some of the compounds that
cause rancidity, also remove the compounds that
protect against it.
While most organic oils are unrefined, some are,
particularly those marketed as cooking oils. The refining
process looks quite different in organic processing. Oils
may be filtered through diatomaceous earth or fining
clay to reduce the odour and lighten the colour. They
may also be treated with 0.5% citric acid. The acid
binds to metal molecules in the oil and removes them.
The oil may be chilled to ‘winterize’ it, by causing waxy
esters to float to the top where they can be skimmed off.
In the following section, we review some of the key
organic edible oils sold in Canada.

Olive oil
Olive and coconut oils are imported into Canada
in processed form and repackaged and sold under
Canadian brands. Organic olives are imported
primarily from Europe and North Africa. Global organic
acreage is 882,899 ha, represening over 8% of total
olive production (Willer and Lernoud, 2019). Tunisia is
the largest player with 254,000 ha, followed by Italy
at 236,000 ha and Spain at 195,000 ha. Tunisia was
the top exporter to Canada in 2018, exporting 11.8 M,
followed by Italy at 2.8 M. Four Canadian businesses
sell organic olive oil under their own brands and 8 sell
coconut oil under their own brands. In 2018, Canada
imported $40.2 million in organic olive oil (Figure
3.15), up 42% over 2017. Exports to the U.S. in 2018
were negligible at $11,000 (U.S. Foreign Agricultural
Service, 2019).

Key players
Hain Celestial Group has the largest market share
of any branded product for olive oil sales in Canada
(Table 4.31, Euromonitor International, 2018). Private
label brands account for just under 20% of sales, while
remaining sales are fragmented amongst many brands.
Table 4.31 Company market share of organic olive oil
sales 2012-2017
Company

Hain Celestial Group
Private
Label
Others
Total

2012 2013 2014 2015

2016 2017

23.5 23.1 23.2 23.2

25.6 25.6

17.8 17.8 18.3 18.4

19.2 19.3

58.7 59.1 58.6 58.4
100 100 100 100

55.2 55.1
100 100

Source: Euromonitor International, 2018

Flax
Canada is the globe’s largest producer
and exporter of flax. While conventional
flax has been losing acreage for
many years to other crops, organic
flax continues to be a key part of
Prairie organic crop rotations, along with
cereals and oilseeds. The market price has also been
consistently high since 2014. In Manitoba, organic flax
now makes up 7% of the total flax harvest - a high
percentage compared to other field crops. In 2018,
just over 51,000 ac of organic flaxseed was grown in
Canada, with 99% produced in the Prairie region.
Some flaxseed is sold as milled or whole seed, but
much of the seed ends up in processed flax oil. Flax
contains a high percentage of oil - between 40 and 45
percent. Fifty-five percent of the oil is Omega-3 alpha
linoleic acid. Health Canada has approved a claim that
Omega-3 oils can help to lower cholesterol. Flaxseed
is also a source of beneficial plant lignans, including
phytoestrogens and antioxidants. Flaxmeal - a byproduct of the oil crushing process, has also found a
growing market as an ingredient to add fibre to multiingredient foods.
Flax has a low smoke point and thus should not be
heated. It’s primary use is as a culinary oil for salads
and for dipping.

90 |ORGANIC FOOD PROCESSING IN CANADA

A significant share of global flax processing - both
conventional and organic, occurs in Canada. Of the
organic edible oil processors identified in Figure 4.13,
the largest number (15) are flax processors. The value
of flaxseed oil sales is not known, but the U.S. imported
$2.4 M U.S. of organic flaxseed oil from Canada in
2018, up 50% from the previous year (U.S. Foreign
Agriculture Service, 2019). Additional product was
exported to Asia and other destinations as both bulk
and retail packaged products.

Key players
Many organic flax oil processors are based in
Saskatchewan where the majority of the primary
product is grown. Key companies include: TA Foods,
Bioriginal Food and Science Corp, Golburn Valley Oil
Mill and la Maison D’Orphée in QC. Shape Foods,
based in Brandon Manitoba is a key global player in
both conventional and organic flax processing. Most
of the processors provide flax oil to private label
brands which have a 73.5% market share in this
category (Table 4.32, Euromonitor International, 2018).
Table 4.32 Market share of key players in the Canadian
organic vegetable and seed oil category 2012-2017

Product 2012 2013 2014 2015 2016 2017
Private
Label
Others

69.3

70.9

71.1

71.1

72.3

73.5

30.7

29.1

28.9

28.9

27.7

26.5

Total

100

100

100

100

100

100

Source: Euromonitor International, 2018
Sunflower
In 2017, there was just over 151,000 ha of organic
sunflower seed production globally, making sunflower
the second large global oilseed crop after soybean
(Willer and Lernoud, 2019). To date, organic sunflower
acreage in Canada is not large. There are 9 organic
sunflower processors in Canada, of which all but two
are based in Quebec.
Sunflower oil is gaining popularity in both conventional
and organic markets because of its adaptability and the
fact that it is not genetically engineered. It is used both
as a culinary oil and by food processors. Mainstream
snack manufacturers are looking for a high temperature
oil to replace canola which many consumers believe to

Company Profile
Shape Foods, Brandon, MB
The original Shape Foods was incorporated in
2006 and closed its doors in 2008. A new company
was incorporated and began processing flaxseed
in a 70,000 sq ft facility in Brandon in 2010.
Shape Foods uses expeller pressing technology
to manufacture conventional and organic flax and
flavoured flax oils. The company has developed
proprietary technology that removes impurities
without the use of chemicals. The purified oil has
a longer shelf life than competing oils - up to two
years without refrigeration. The company claims
their product is the only flax oil on the market that
can withstand pasteurization.
Historically, Shape Foods has focussed primarily
on wholesale and private label markets, but the
company now sees an opportunitiy to introduce
new organic packaged products at retail, including
multi-ingredient foods.
Shape Foods has also recently begun to source
flax directly from producers.
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have lost its social licence due to widespread
dependence on genetically engineered seed. Large
companies like Frito Lay, Kettle brand chips and
Chipotle restaurants have made the switch to sunflower
oil. Leading organic chip processor, Neal Brothers
Foods uses sunflower oil because of its clean light taste
and the fact that it is stable at the high temperatures
needed to process chips and popcorn.
We do not know the value of this industry, but guess
it to be considerably lower than that of flax because
organic sunflower oil is not seeing the same success
that flaxseed oil has in export markets.

Key players
Some of the domestic organic sunflower oil companies
include Ostro Organics Inc. in BC, Huron Sun Foods in
ON, Fruit D’Or Inc. and la Maison D’Orphée in QC. The
remaining Canadian businesses are farm-based. The
major players processing outside of Canada include
General Mills, and Flora.

Hemp
Industrial hemp production for grain only
became legal in 1998 in Canada under
the Industrial Hemp Regulations so
it is still a young industry. There are
8 organic hemp seed processors.
According to the regulator, Health Canada, there were
55,380 ha of hemp grain grown in Canada in 2017,
primarily in the Prairie region. In 2016, organic hemp
was licenced on 2,844 ha, 5% of total acreage.
According to industry players, the market for organic
represents about 80% of the total hemp grain market,
yet production is only about 5%. This means that the
existing organic market is 75% unmet due to challenges
in procuring the supply of organic hemp grain.
Major Canadian hemp players are investing heavily
in building the supply by hiring staff agronomists with
specialized organic knowledge and connections with
growers and by undertaking on-farm research trials
with organic hemp producers. These trials have been
mainly focussed on identifying crop rotations with
optimal green manure ploughdowns that will provide
the hemp plants with the high levels of nitrogen they
need in the season prior to hemp cultivation.

Company Profile
Fresh Hemp Foods, Winnipeg, MB
Manitoba Harvest and Hemp Oil Canada two of
Canada’s hemp processing pioneers recently
amalgamated to form the globe’s largest hemp
grain business, newly named Fresh Hemp Foods.
To lay the groundwork for industrial hemp
processing in Canada, the hemp pioneers lobbied
Government to change the regulatory framework
to allow cultivation of a controlled substance.
The new law came into force in 1998, allowing
hemp grain companies to build supply, to begin
breeding programs for genetic selection, and to
establish processing infrastructure. Finally, the
hemp companies created a market where none
existed.
Up until recently, the two main players split the
market - with Manitoba Harvest producing hemp
seed and oil for the retail market while Hemp Oil
Canada focussed on wholesale and private label.
U.S. based Compass Group aquired Manitoba
Harvest in 2015 and Hemp Oil Canada a few
months later.
While building public awareness of the health
benefits of hemp seed is an ongoing preoccupation,
Fresh Hemp’s key challenge is organic hemp grain
sourcing. Since 2013, the company has invested
heavily in building the supply of high quality hemp
seed. The company provides production advice
to farmers on how to go organic, supports the
development of hemp production guides and
has even experimented with a transitional price
for hemp for conventional growers. Fresh Hemp
Foods also has a presence at every event in the
Prairie region where organic farmers congregate.
The strategy is starting to pay dividends with
significant gains in organic acres in recent years.
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In 2018, Health Canada made changes to its hemp
regulatory framework to allow producers to utilize
other parts of the hemp plant. Prior to this, farmers
were required to destroy the other parts of the plant.
Now, producers are able to harvest hemp plant leaves
for the growing CBD (cannabidiol) market. There is
also a considerable amount of research and product
development underway in Canada for products made
from the fibrous hemp stalks. Access to new and
potentially lucrative supplementary markets, may
provide the stimulus the industry needs to spark greater
interest amongst farmers in hemp production.

Canola is considered to be a healthy oil. It contains
12% omega-3 oil and about 65% oleic acid along with
low levels of saturated fatty acids (<7%). It also has
a high complement of tocopherols, phytosterols and
polyphenols. It is used both as a cooking oil and as a
culinary oil. Because it is high in oleic acid, canola can
also be used commercially for frying.

However, further research is required to identify
optimal hemp varieties for the various products as well
as for harvest technologies that could allow producers
to benefit from markets for different parts of the hemp
plant.

Key players

Key players
Hemp grain and hemp oil processing are dominated by
Canadian enterprises, although the industry is young
and evolving rapidly with new players getting in the
game. The largest organic hemp processor in Canada
is Fresh Hemp Foods which is an amalgamation of two
companies: Manitoba Harvest and Hemp Oil Canada.
The company was aquired from U.S.-based Compass
Foods for $419 M in 2019 by BC cannabis company
Tilray Inc. In the Spring of 2019, Fresh Hemp Foods
introduced a new line of CBD products in the U.S.
market. Hemp Production Services based in SK (hemp
processing is in MB) and North American Hemp &
Grain Co. based in BC provide hemp oil only for the
wholesale market.

Canola
Canola was bred in Canada and is a
hybrid of rapeseed (Brassica napus
L.). Rapeseed is high in erucic
acid and is not considered safe for
human consumption. Low erucic
acid ‘canola’ seed was introduced into
the market in 1978. In fact, Canola is an acronym for
‘Canadian Oil Low Acid’. The seed was subsequently
genetically engineered to be tolerant to the herbicide
Roundup. While it is possible to find non-GE canola
seed, the vast majority of the canola grown in the
Prairie is GE. Organic producers use non-GE seed,
and preferably, organic seed.

Trends

Processors frequently blend organic canola oil with
another oil such as sunflower. This may be because it
is difficult to source sufficient canola oil.

The main Canadian organic canola processors are: la
Maison D’Orphée in QC, Heathdale Wholesome Goods
and Alpha Mills in PEI, Mazur Farms in BC, CanPro
Ingredients in SK and Highwood Crossing Foods in
AB. The key player outside of Canada is Spectrum,
owned by Hain Celestial.

Technical considerations
After the introduction of genetically engineering canola
in 1995, GE canola very quickly took over and pushed
out organic canola. Prior to the 1990’s organic canola
was actually a major crop for organic producers in the
Prairie region. Within a few years, because of extensive
pollen drift, it became nearly impossible to avoid GE
contamination and organic producers stopped growing
the crop. Now, organic canola is grown in only a few
remote places where farmers do not have neighbours
that grow GE canola.
Industrial canola is processed in much the same way
as soy, corn and sunflower oils but because it contains
high levels of chlorophyll, it requires more bleaching.
The basic process is as follows. Oil is heated to 80 C
and degummed by mixing with water in an agitation
tank. Phosphatides are then removed by centrifugation.
Unlike soy, which is further processed to extract
lecithin, canola may undergo a further degumming
process using citric or malic acid to remove residual
phosphatides. The oil is then refined by bleaching
using clays to remove coloured molecules. It is then
mixed with a 12% aqueous sodium hydroxide solution
to neutralize free fatty acids. This is mixed and the
acids are removed through centrigation. A second
physical refining process follows by pretreating the
oil with phosphoric acid and once again bleaching
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with clay. The bleached oil is then ‘steam refined’ to
remove remaining free fatty acids. Canola destined
for use as salad oils is ‘winterized’ to remove wax
esters which can form sedimentation. This process is
followed by a deodorization process in which 2-4 mm of
mercury is added while the oil is steamed. The process
removes some tocopherols and sterols along with the
free fatty acids. The oil is then cooled to 60-90 C and
additives are added, along with nitrogen. The next
step is hydrogenation which modifies the melting and
crystalization behaviour of the product while making it
more resistant to thermal and oxidative damage.
Organic canola is processed using expeller presses
that literally squeeze the oil out of the seed. No
solvents or hexane are used. The oil can be refined
using a vacuum, heat and clay as a filter. Unrefined oil
is also available. Refined oil has had many of the taste,
colour and odour molecules removed while unrefined
oil is a golden yellow colour and tastes like its brassica
brethren (turnip or radish).
Some Canadian processors such as Highwood Crossing
in Alberta, cold press organic canola oil. Seeds are kept
cool - under 4 C and pressing is done in an oxygenand light-free environment to avoid damaging the oil.
Oil presses are run slowly to avoid generating excess
heat. The resulting oil has a lower smoke point than
industrially processed oil. The company sources canola
from hundreds of miles away in the Peace Country of
northern Alberta. To assure that the raw product is not
contaminated by pollen drift from GE plants, random
samples are sent for DNA testing.

Soybean

4.15 MAPLE SYRUP
Canada produces approximately 76% of the global
supply of maple syrup and is the leading producer of
maple products (AAFC, 2019). About 90% of production
is concentrated in Québec, with New Brunswick and
Ontario producing most of the rest.
There were 649 organic maple syrup producers in
Quebec in 2017 making up 10% of all maple producers
in the province (FPAQ, 2018). According to Statistics
Canada’s 2016 Agricultural Census, the number of
maple syrup farms showed the greatest expansion of
all organic farm types in QC with 86 added between
2011 and 2016. Statistics Canada noted that relatively
low barriers to certification and increasing export
markets in countries such as Japan were driving the
expansion. Organic taps comprised 30% of total maple
taps in Quebec in 2017, despite the fact that organic
producers make up only 10% of syrup producers. This
suggests that organic maple operations are larger than
mainstream farms. Organic maple syrup was 36% of
total sales (FPAQ, 2018).
Most of processing activities, including boiling the sugar
and creating value-added maple products occurs onfarm. Despite this, maple producers are generally not
considered as processors by certifiers. They reserve
this designation for off-farm operations that bottle and
sometimes further process the syrup.
In this report, we consider primary producers that
produce, process and direct market organic maple
syrup in package sizes under 5 L or value-added
maple products to be on-farm food processors. Many
of these on-farm processors sell direct to consumer
through farm-based ‘sugar shacks’ or at farmers’
markets. There were 195 organic producers that met
this definition and only 32 organic maple operations
that were not farm based in 2018. Ninety percent of
all organic maple processors in Canada, farm and non
farm, were based in Quebec in 2018.

Globally, soy has the largest share of organic oilseed
acreage with 429,621 ha, which is 36% of all organic
oilseed acreage (Willer and Lernoud, 2019). In Canada, it is predominantly grown in ON and QC with small
acreages in MB and SK. There are only a few organic
The most common processed organic maple
seed crushers in Canada.
products include bottled syrups - plain and flavoured,
confectionery treats, taffy, maple butter, maple nuggets,
maple water and granulated maple sugar.

Like many of Canada’s food products, the vast majority
of conventional and organic maple syrup is sold in
bulk and destined for export. The total number of
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organic producers that process organic maple syrup
for bulk sale is unknown, but in 2018, there are 454
bulk organic maple producers in Quebec alone.
Total maple syrup exports were worth $382 M and organic
exports were worth $62.3 M in 2018, up 14% over 2017
(Statistics Canada, 2019). Organic represents 16% of
total exports. Québec was responsible for $60.4 M of
these exports (97%), with $1.6 M from NB. Canada
has no import codes for organic maple syrup so it is
unknown whether this commodity is also brought into
Canada. The top five export destinations for organic
maple syrup from Canada are shown in Table 4.33.
Table 4.33 Top five export destinations and export
values for Canadian organic maple syrup in 2018

Export
Destination
Germany
Japan

Value $CAD
millions
25.9
5.5

Australia
United Kingdom
Denmark

5.4
4.3
4.2

Source: Statistics Canada, 2019
Domestic sales of organic maple syrup were worth $8.3
M (COTA, 2017b), bringing total sales to $70.6 M in 2018.
Regulatory framework
Maple syrup is produced and sold under supply
management in Quebec but not in other provinces.
Quebec maple producers, including organic farmers,
must obtain quota to produce maple syrup. Sales of
maple water and syrup over 5 L (or kg) are tracked
and subject to tariffs. The levies are used to pay for
marketing initiatives, as well as for storage and FPAQ’s
administrative costs. The maple products and syrup in
containers under 5 L sold direct to consumer at sugar
shacks or farmers’ markets are exempt from the tariff.
Bulk sales can also be made to authorized buyers in the
region, but these sales are tracked and subject to the
levy. Producers can produce over their quota levels, but
they are not guaranteed immediate sales for volumes
over quota. The federation maintains warehouses to
store surplus syrup which is sold to non authorized
buyers or held to sell in lower production years.Critics
contend that the playing field for Quebec maple
syrup producers is not level since producers in other
provinces are not subject to the same tariffs or rules.

Company Profile
Citadelle, Plessisville, QC
Citadelle is one the largest maple processors in
the world. The company is owned by a cooperative
of maple sugar producers formed in the 1920’s
with support from the Government of Quebec
to allow the company to compete in a chaotic
industry. According to Citadelle, in the early days,
the industry was controlled by a single buyer and
that buyer cared little for product quality or for
maple producers.
Citadelle’s mandate was to develop new
markets and products based on maple syrup
to avoid competing with Quebec producers.
In the 1950’s, the U.S. threatened to boycott
maple products from Quebec due to widespread
product adulteration with sugar. With the help of
Government, the cooperative played a key role
in introducing purity laws, improving maple syrup
quality and standardizing processes.
In 1928, the Cooperative built a processing facility
with a processing capacity of 12 million pounds
of maple syrup a year. Since then, Citadelle has
introduced novel products made from maple
syrup. The company produces both organic and
conventional products and has several patented
processes for maple-based ingredients used
in the food processing industry. A proprietary
process is used to convert 30% of the sucrose
to invert sugar using a processing aid that is
added then removed. The resulting product has
a two year shelf life and honey-like consistency.
It can be used in thermal applications that would
normally burn sugar to create reductions that can
be slowly thickened and carmelized. Applications
include ice cream and both sweet and savoury
foods and sauces. The company also produces
granulated maple sugar in a variety of particle
sizes. The fine sugar can be used for cake icing.
In addition to serving the food processing industry,
Citadelle has its own retail brands and also
provides food service products. It has developed
innovative packaging such as aceptic foil packs
of organic maple syrup
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Producers in other provinces face market risks
and must do their own marketing - activities that
Quebec bulk producers need not worry about.
The quota system has also been blamed for Quebec’s
declining share of international maple syrup sales
because supply management is not nimble enough
to keep pace with market trends. However, FPAQ has
made new quota available to young maple producers and
plans to add five million new taps over the next five years.

4.16 OTHER PROCESSING INGREDIENTS

Both Quebec and CFIA maintain their own maple syrup
grading systems. Syrup is graded as either Grade A or
as food processing quality. There are four colour grades.

The ingredients supply chain is rapidly catching up to
organic food processors. Canada now has a number
of companies that provide compliant products that
are considered as additives or food processing aids.
The Permitted Substances List (CAN-CGSB.32.311)
contains positive lists of allowable food additives
(Table 6.3), allowable ingredients not classified as food
additives (Table 6.4) and food processing aids (Table
6.5). Before considering an ingredient, check the most
recent version of the PSL to see if the ingredient is
allowed and Appendix 2 of this report to determine
whether genetic engineering is likely to be an issue for
that ingredient.

Trends
Historically, maple syrup was used primarily as a
condiment to add flavour to pancakes. Maple is now
used by the food processing industry in hundreds of
diverse food applications as a flavour enhancer and as
a natural sweetener for clean labels. As part of its new
branding as a sweetener, the industry is positioning
maple syrup as having fewer calories and higher levels
of minerals such as manganese and zinc than honey.
Trends include new flavours and processed products
such as maple salt, salad dressings, sugar loaf and
cakes, maple water, maple flavoured seasonings,
floss, jelly, lollypops, nuggets, pepper, popcorn and
other products.

Key players
Key non-farm processors in Canada’s organic maple
products industry include Citadelle, Cooperative de
producteurs de sirop d’erable, Kerry, Acadian Maple
Products, and Biodelice. Roger’s Sugar has recently
increased its organic processing capacity with the
purchase of QC-based L.B. Maple Treat Corporation.
This company operates as Decater with organic maple
syrup sold under its Uncle Luke’s brand.

Technical considerations
As a processor, it is not difficult to go organic, a factor
that has contributed to the large share that organic
maple syrup has compared to organic food types. The
key differences between organic and conventional
processing methods are related to use of allowable
cleaners for equipment and lines and the use of
defoamers. Many organic processors use organic
safflower or sunflower oil as a defoamer.

Consumers are tricky beasts. They want clean labels
with minimal or no food additives, especially additives
with names they do not recognize. On the other hand,
food palatability is primal, driven by sensory factors
not necessarily under cognitive control. Aroma, texture
and visual appeal all affect palatability, while colour
enhances food appeal.

Flavours and aromas
Not so long ago, the lack of organic-compliant flavours
was a key limiting factor for multi-ingredient food
manufacturers producing organic products. Not so any
more. There are a number of U.S.-based companies
and even a few based in Canada that are producing
organic flavours and aromas for use in the food industry.
In organic processing, flavours must come from nonsynthetic sources using approved extraction solvents,
carriers and precipitation aids.
Natural flavours pack less punch than artificial ones,
however consumers expect better-for-you snacks to
have a more subdued flavour.
There is now a wide array of fruit powders from grape
skin extracts to baobab superfruit powder. Products
such as these are used by organic processors to
increase both flavour and the antioxident content of
foods.

Key players
Kerry, based in Quebec, produces flavours for the
organic beverage industry. Flavorcan International in
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Ontario specializes in flavours for dairy, beverages,
confection and baking and it produces compliant
products for organic. Group Foodarom inc. in QC
specializes in aromas, flavours, tea and plant extracts
and has organic compliant products. U.S. company, Bell
Flavors and Fragrances is a flavour house specializing
in flavours for teas, including organic teas.

Annatto seeds from an achiote tree in Zanzibar,
Tanzania

Colour additives
An ingredient that is included in a food or beverage
for the sole purpose of adding colour is classified as a
colour additive.
Colour has a significant influence on how we perceive
food. In fact, colour is responsible for between 63 and
90% of a consumer’s decision to purchase one food
product over another (Singh, 2006). This may explain
why the food colour market is so large, estimated to
be worth $1.8 B U.S. globally in 2016 (Grand View
Research, 2018).
Colour can influence our perception of freshness and
flavour and even the sweetness of foods. Light colours
are associated with weak flavour, while brown foods
are perceived as old. Intense red foods are perceived
as sweeter.
The organic PSL specifies that colouring agents must
be obtained from non-synthetic sources and they can
only be extracted using water, culinary steam, fats, oils
and alcohols other than isopropyl alcohol, supercritical
CO2 and substances listed in Tables 6.3-6.5 of the
PSL. Current organic standards do not require the
use of organic colouring agents, but as more organic
food colours become available, it is likely that rules will
change to require organic colouring agents.

Synthetic colouring agents came into common use
because of their low cost and high stability. Today,
however, many consumers have turned against these
additives, primarily because some artificial colours
such as blue 1 and 2, green 3, red 3, and yellow 6 have
been linked to thyroid, adrenal, bladder, kidney, and
brain cancers. A well known research project known
as the Southampton Study, the results of which have
subsequently been confirmed by other studies, also
linked the consumption of synthetic food colouring
agents with hyperactivity in children (McCann, et al.,
2007). Fortunately for those seeking alternatives,
there is a great deal of research and new product
development on natural options.
Natural colourants tend to be extracts or juices from
plants rich in phytochemicals. Only minute amounts
are used for food colouring. For example beta-carotene
is added to beverages as a colourant at 0.02-0.03% of
total volume, levels too small to impact nutrition.
Natural pigments tend to react differently in different
environmental conditions such as pH, light and heat.
In other words, they are less stable than synthetics.
Organic colours also tend to be less vibrant than
artificial colours (Figure 4.14) and they do not maintain
their colour as long as artificial colourants. The range
of available colours is also not as broad as that for
synthetic colours. Some colours such as blue are
difficult to source in natural versions.
Figure 4.14 Conventional (left) and ‘natural’ (right) food
colours

Source: Atchley, 2016

In this section, we cover some of the currently available
natural food colours and their key properties.
Anthocyanins are water soluable pigments used for
red, purple and blue food colour applications. They are
most often used for colouring jams, low acid beverages
and confectionery products. Anthocyanins are sensitive
to pH, and are at their most intense red in highly acid
conditions and turn blue as pH rises. Anthocyanins are
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stable only at low pH and react poorly in the high acid
environments of most beverage applications. They are
extracted from fruits such as blackberry, blueberry,
cranberry, blackcurrant, raspberry and cherry.
Carminic acid (carmine) is a red water soluable
pigment derived from the female cochineal insect. It is
heat, light and oxygen stable. It is most often used in
alcoholic beverages, confectionery, dairy, ketchup and
processed meat. Recently, food companies that use
carmine have come under fire on several fronts. First,
it has suspected allergenic properties and second,
the vegan/vegetarian community does not want to
unknowingly consume squashed insects. For these
reasons, some food companies are now avoiding
carmine as a colourant.
Betanin, which is the colour of beetroot, is water
soluable and has limited stability when exposed to light,
heat or oxygen. However, it is the only water-soluble
red colourant not significantly affected by changes in
pH. It is most suited to short shelf life producs such as
ice cream and yogurt.
Carotenoids are sourced from red, orange and yellow
fruits and vegetables. Most are soluable in oil, and
are stable with changes in pH and heat. Carotenoids
impart a green colour to foods. They are used most
often in confectionery and dairy products.
Curcumin, a lemon yellow pigment, is derived from
the spice tumeric. It is soluable in oil, has good heat
stability, but tends to fade when exposed to light. It is
typically used in pickles, soups, confectionery and can
be used to colour macaroni and cheese.
Caramel is water soluable and is heat and light stable.
It is typically used in baked goods and in soft drinks to
impart a caramel colour.
New technology called microfines is revolutionizing
the natural food colour industry. Microfines function
similarly to the synthetic lakes
Some common plant sources for colourants allowed in
organic food processing are shown in Table 4.34.

Table 4.34 Common sources for organic food colouring
applications

Vegetable-based
colours

Fruit-based colours

Beet juice

Cherry juice

Red radish extract

Blueberry juice

Carrot juice

Chokeberry-aronia
juice
Black current juice
Blackberry juice
Grape juice
Grape skin extract
Elderberry juice
Annato extract

Pumpkin juice
Red cabbage extract
Black-purple carrot juice
Black carrot

Other
Beta-carotene extract
Saffron extract
Paprika
Tumeric

Cochineal insect
Spirulina

Key players
There are no Canadian companies in this space. U.S.
company Sensient is a leader which is exploiting a
new technology called microfines. Sensient produces
both natural and organic food colours. Other important
players include ITC Colors and GNT International in
the Netherlands.

Technical considerations
The greatest challenge with natural and organic
colours, is finding the right colour in a stable format
for the application it is intended for. This challenge is
gradually being overcome by new technology such
as microfines. Microfines allow colour to disperse
throughout the powder and water-based products.
Using microfine technology, almost any color can be
created using the raw ingredients in Table 4.34.

Natural anti-microbials
Any substance that is active against micro-organisms is
considered an anti-microbial. Synthetic antimicrobials
are commonly employed in the food industry to keep
food safe. Recent developments in natural microbials
are making it possible to extend the shelf life and
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safety of organic food products. For the most part,
natural anti-microbials do not need to be labeled as
food additives on packaging.
The first generation of natural anti-microbials were
produced from fermentation by-products (fermentates).
Fermentates are produced by fermenting ingredients
such as dextrose, milk, corn or wheat starch using food
grade micro-organisms.
Bacteriocins, anti-microbial peptides (small proteins),
typically produced by various lactic acid bacteria are
also employed as anti-microbials in organic food
applications. Nisin is the most common of these.
The USDA recently approved the use of cherry powder,
sea salt or beet juice as natural source of nitrites for
preserving meat. These must be used in combination
with a source of ascorbate such as cherry powder.
Extracts from fruits and vegetables are increasingly
being used in organic food applications. The active
agents are flavonoids which are a diverse group of
phytonutrients found in almost all fruits and vegetables.

Key players
Quebec company Kerry produces fermentates used for
shelf life extension in ready meals, meats and bakery
applications. Biosecur, also based in Quebec, has
developed a branded water-soluable product isolated
from organic citrus fruit called Foodgard that controls
and eliminates gram positive and negative bacteria,
yeasts and molds in many food applications.

Allowable food additives
Of all the issues that organic consumers have with
the food system, food additives rank near the top,
and for many, additives in mainstream foods are
the main reason reason they seek out alternatives
such as organic in the first place. It is also why the
organic industry has kept the list of allowable additives
extremely short compared to those allowed by law.
The process for getting a substance added to the
organic Permmitted Substances List in Canada is
a lengthy one that includes consideration of factors
such as whether the substance is permitted by key
trading partners, impacts on human and environmental
health, how the substance is produced and the

availability of alternatives amongst other factors. Once
on the PSL, substances do not get a lifetime pass.
They must stand up to continous scrutiny and can be
removed when new information or better alternatives
become available. New restrictions on a substance’s
use can be imposed at any time.
The following example illustrates the nature and
complexity of deliberations that occur with respect to
food additives in organic processing and as the tension
that exists between potential impacts to human health
and environment versus processing necessity and the
availability of viable alternatives.
When the U.S. National Organic Board (NOSB)
was reviewing standards in 2015, it received a
public comment outlining new research on potential
negative human health consequences of consuming
phosphates. There is some clinical science that
indicates that there are potential serious negative
impacts on renal function from cumulative phosphorus
ingestion (Noori et al., 2010). While phosphorous is an
essential dietary nutrient, there is general agreement
that the nutrient is overconsumed. Adding phosphates
to food additives exacerbates the problem because the
additives are actually in a more bioavailable form than
phosphates that occur naturally in foods. Phosphates
are added to all kinds of processed foods, including
organic foods. They are used to extend shelf life,
thicken, gell, stabilize, texturize, buffer pH and leaven,
amongst other functions. According to a discussion
document put together by the NOSB (2016), a survey
and sampling of grocery stores in the Cleveland, Ohio
area found that 44% of the best-selling mainstream
grocery items contained phosphorus additives. The
additives were particularly common in prepared frozen
foods (72%), dry food mixes (70%), packaged meat
(65%), bread and baked goods (57%), soup (54%)
and yogurt (51%). It is assumed, but not known, that
the prevalence of these additives would be lower in
organic products because of restrictions on their use.
Some are only approved for some products, while
others are allowed only in products using the 70-95%
organic ingredients category.
As a result of subsequent technical reviews and
discussion papers, the U.S. has since removed one of
5 phosphate substances. In each subsequent review,
the NOSB has determined there is insufficient data
to remove any of the other four. Canada’s PSL lists
the same 4 phosphate substances while only one is
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approved for use in the EU. As the science becomes
clearer, alternatives emerge and consumer pressure
ramps up, the U.S. and Canada will undoubtably
be forced to remove at least some of the remaining
phosphorous substances from their national lists.
Before we consider in detail which food additives are
allowed in organic processing, we should address the
issue of synthetics versus nonsynthetics. Historically,
these words have been used extensively to describe
how substances on the PSL are produced. In fact, in the
PSL, the terms ‘synthetic’ and non-synthetic are used
over 100 times. In the past, the organic industry has
prided itself on the fact that synthetic substances are
avoided in organic production systems. The problem is
that this statement is not entirely truthful. The reality is
that some synthetics such as soap have always been
allowed in organic. In fact the term ‘synthetic’ and nonsynthetic’ are proving not to be entirely useful. For
example, a product may be sourced from nature, but
become ‘synthetic’ during processing. In her review of
the issue, Janet Wallace (2019) uses lactic acid as an
example. The substance is produced naturally enough
through biofermentation of a carbohydrate such as
sucrose or lactose. However, it may be rendered
synthetic during the final purification stage.
During the 2020 Canadian organic standards review,
the industry began a process to remove the terms
‘synthetic’ and ‘non-synthetic’ from the PSL. The
terms will be replaced with more accurate descriptors
of the substance and process used to get to the final
ingredient.
Table 4.35 contains a partial list of products approved
for use as organic food additives. The complete list is
available in the Canadian Permitted Substances List
(Table 6.3, CAN/CGSB-32.311-2015, amended March
2018). See also Canadian Organic Grower’s Guide
to the Canadian Organic Standards available on the
organization’s website. The PSL also contains several
other lists of relevance to organic food processors.
Table 6.4 contains a list of substances not considered
as food additives and Table 6.5 includes a list of
substances considered as processing aids. Tables 7.3
and 7.4 contain lists of permitted cleaners and sanitizers.

Table 4.35 Ingredients classified as food additives

Product

Description

Activated char- Must be from plant sources such
coal
as bamboo or coconut shell. Used
in cheese-making to help form a
rind on soft cheeses, to encourage
beneficial mold growth and to inhibit
unwanted bacterial growth. Can
also be used to filter impurities out
of alcohol and in the decolourization
process used in sugar refining. Bone
char is a form of activated charcoal,
but it is not permitted because it is
not derived from plant sources
Alginates (al- Vegetable gums derived from
ginic acid, po- seaweed. Used as a stabilizer,
tassium algi- emulsifier, gelling agent and
nate, sodium thickener in ice creams, puddings,
alginate)
flavoured milk drinks, pie fillings,
soups and syrups. In large
quantities, alginates can inhibit the
absorption of some nutrients
Agar
Vegetable gum derived from red
seaweed. Used as an emulsifying,
gelling, stabilizing or thickening
agent in ice cream and meats
A m m o n i u m Produced by combining C0 2 and
biocarbonate ammonia or aqueous ammonia.
and carbonate Used as leavening agents in flat
baked products such as cookies and
crackers. Ammonium carbonate can
also be used as an acidity regulator
Anhydrous sul- Sulphites from S0 2 bottled gas
phur dioxide, or liberated from the ignition of
s u l p h u r o u s asbestos-free sulphur wicks. Used
acid
as a preservative in alcoholic
beverages and as an antioxidant
to protect the colour and flavour of
wine. Maximum allowable levels are
outlined in the PSL
Argon
Used in modified atmosphere
packaging to displace oxygen
and maintain freshness of meats,
lettuce, potato chips, coffee, etc. It
is also added to the head space of
olive oil to prevent oxidation, thus
preventing rancidity. It is also
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Ascorbic acid Natural and synthetic forms are
(Vitamin C)
allowed, but must not be produced
using GE technology (see Appendix
2). Natural forms are extracted
from fruits and vegetables. Used
as a vitamin, flavour enhancer,
antioxidant to preserve colour and
freshness, anti-browning agent and
a maturing and dough conditioning
agent. Used in bread-making,
beverages, meat, confectionery
and jams and jellies. Ascorbates
(mineral salts of ascorbic acid) are
not permitted
C a l c i u m Extracted from natural sources
c a r b o n a t e including oyster shells, dolomite,
aragonite and limestone. Used as
an anti-caking agent, for gelling,
glazing, thickening, stabilizing,
bulking, acidity regulation and
dough conditioning. It is used in
dairy, in plant milks and in baking
as a food for yeast, in brewing as a
yeast food and as an anti-browning
agent for apples
C a l c i u m An inorganic salt allowed for use
c h l o r i d e only for milk, fat, soybean and fruit
and vegetable products. In cheese
production, it restores calcium
levels to facilitate curd formation. It
may also be used as a firming agent
Calcium citrate Derived from citric acid. Used in
hard cheeses to promote enzyme
activity, as a dough conditioner in
frozen baked foods, as a firming
agent and acidity regulator in
gelatine, ice cream, carbonated
beverages, jams and dairy

Calcium phosphate (mono-,
di-, and tri-basic)

Mined from phosphate rock.
Tricalcium phosphate is commonly
used in organic plant milks to
provide the nutrients calcium and
phosphorus. Dicalcium phosphate
is the carrier for Vitamin B12 in
fortified organic foods. Monocalcium
phosphate is a component of
leavening agents such as baking
powder. There is concern about
overconsumption of phosphates
because of their growing use as
food additives
Calcium sul- M a d e b y g r i n d i n g a n d a i r phate
(gyp- separating mined sources. Used
sum)
to condition water for brewing and
to control the tartness and clarity
of wine. Helps regulate acidity and
improve the stability of foods such
as blue cheese, ice cream, canned
vegetables, breakfast cereals, soy
products, soups and baked goods
Carrageenen
Fibre extracted from seaweed. Most
commonly used in dairy products,
infant formula and plant milks as
a thickener and stabilizer. It has
been linked with gastrointestinal
inflammation and even cancer
Citric acid
Extracted from fruit by culturing
particular molds and filtering off the
citric acid. It is used as a natural
preservative, to buffer pH and as a
flavour enhancer. Used primarily in
beverages and seasonings
Enzymes
Molecules that increase the rate
of a chemical reaction. Must be
derived from non-toxic plants,
non-pathogenic fungi or bacteria,
animals or eggs. Chymosin is the
primary active ingredient in rennet,
which is used to help cheese
harden. Egg white lysozyme is
used to preserve fresh fruits and
vegetables, tofu, seafood, meats
and sausages, potato salad and
semi-hard cheeses such as Edam,
Gouda, and some Italian cheeses
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Gelatine (gel- Made by extracting dried collagen
atin)
hydrolysate from materials by curing,
processing with acids or alkaline
processing. Source materials
include plants such as seaweed
extracts or the by-products of meat
or fish. Used as a gelling agent in
gelatine foods, marshmallows,
gummy candy, ice cream, dips and
yogurt. Hypromellose is a synthetic,
non-agricultural substance and
cannot be used as an alternative
Gellan gum
Produced through bacterial
fermentation using a sugar source.
Produces an off-white powder that
some companies use instead of
agar as a vegan/vegetarian gelling
agent for products such as gummy
candies. It can also add texture,
stabilize and suspend ingredients
or nutrients, form films and create
structure. Used in dairy and nondairy drinks, milks, nutritional
products, juices, yogurts, sour
creams, bakery products and
fillings, fruit sauces and spreads,
dairy-based desserts and flans, as
well as salad dressings and sauces
Glucono delta Produced by crystallization from an
lactone
aqueous solution of gluconic acid.
Used to coagulate tofu, acidify and
control pH, in curing, pickling, and
leaven baked goods
Glycerides
Must be from organic sources.
(mono- and
Prepared from fatty acids from
diglycerides)
animal or vegetable sources. Used
as an emulsifier in snack foods,
soups, baked chips, bakery items
and breakfast cereals
Glycerol (glyc- Sugar alcohol produced using
erine, glycerin) fermentation or by hydrolysis of
organic vegetable or animal fats
and/or oils. Used primarily in dairy
as flavour carrier, colour carrier and/
or thickener, to improve texture,
retain moisture and as a stabilizer
for products containing a mix of
water and oil

Guar gum

Gum arabic
(acacia gum)

Gum
tragacanth

Karaya gum

Lactic acid

Made from guar beans. Commonly
used as a stabilizer in dairy, salad
dressings, gluten-free baked goods,
sauces, vegetable juices, pudding
and soup. High in fibre, acts as a
prebiotic
Pant-derived fibre from the sap of
the acacia tree. Organic versions
are commercially available. Used
as a stabilizer in cake, candies, ice
cream and soft drinks. May increase
probiotic bacteria in gut
Derived from the dried sap of
middle eastern legumes. Organic
versions are not commercially
available so processors should
consider organic gum arabic as an
alternative. Used as an emulsifier,
thickener and stabilizer in baked
goods, condiments, relishes, gravy,
sauces, meat products, processed
fruit, fruit juice, jelly, icing, salad
dressing, candy. In rare cases, may
cause allergic reaction
Made from dried sap from Stercuila
trees in India. Used as a binder
and stabilizer in ice cream, frozen
dairy desserts, milk products, soft
candy, cheese, jelly and jam. Can
cause allergic reactions such as
hay fever, asthma, dermatitis and
gastrointestinal distress
Usually created by bacterial
fermentation of a carbohydrate like
cornstarch, potatoes or molasses.
It serves as a pH regulator,
preservative and flavouring agent.
It can be added in a wide range
of applications, including dairy,
confectionery, meat, ready meals,
bakery and beverages. Genetic
engineering is a consideration
(Appendix 2)
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Lecithin

Sourced from animal and plant
tissues (usually soy or eggs). Used
as a releasing agent, an emulsifier,
and an antioxidant. It also prevents
sticking and reduces spattering
during frying. Most commonly used
in chocolate and fat spreads . Must
be organic if commercially available.
Non organic lecithin not produced
from GE soy may be used if the
organic form is not commercially
available. If bleached the bleaching
agent must be food grade hydrogen
peroxide
Locust bean
Extracted from the seeds of pods
gum (carob
of carob trees. Acts as a stabilizer.
bean gum)
It prevents the whey (liquid) from
separating from the curd in cottage
cheese and in cream cheese
M a g n e s i u m Mined sources of magnesium
carbonate and c a r b o n a t e f r o m t h e m i n e r a l
stearate
magnesite exist, but most
commercial applications are
produced by a chemical reaction
between any soluble magnesium
salt and sodium bicarbonate.
Magnesium stearate is produced
by a reaction of sodium stearate
with magnesium salts or by treating
magnesium oxide with stearic acid,
although it may also be sourced
from vegetable-derived stearic
acid. Both are used as anti-caking
agents, but are only allowed in
products containing 70-95% organic
ingredients, not in products that are
≥95% organic. Genetic engineering
is a concern for magnesium stearate
(Appendix 2)
M a g n e s i u m Produced from seawater after the
chloride
sodium chloride has been removed
and the water has evaporated.
Used primarily as a tofu coagulant

M a g n e s i u m From mined sources. Used as a
sulphate
brewing salt in beer production
to adjust the ion content of the
brewing water, and to enhance
enzyme action in the mash or to
improve flavour. Also used as a tofu
coagulant
Malic acid
Product of metabolism in all fruits
and some vegetables. Used as a
flavour enhancer in foods such as
candies, sherbets, chewing gum,
fruit preserves and bakery items
with fruit fillings. It can also be
added to soy yogurt to mimic the
sour taste of traditional cow’s milk
yogurt
Pectin
Derived from fruits. Used as a
setting agent and to ensure natural
mouthfeel in jams, jellies and yogurt
Potassium
By-product of wine making. It
acid tartrate
crystallizes in wine casks during
(potassium bi- grape juice fermentation. Used to
tartrate, cream stabilize egg whites and whipped
of tartar)
cream, as an anti-caking agent and
thickener, to prevent sugar syrups
from crystallizing, as a component
in baking powder and in sodiumfree salt substitutes
P o t a s s i u m Prepared by the electrolysis of
c a r b o n a t e s potassium chloride. Used as a
(mono- and bi-) pH adjuster, enhance aroma and
darken the colour of cocoa powder.
It is also used as a buffering agent
in the production of mead or wine
and as a source of carbon dioxide
for leavening in baking. It is used
in club soda to soften the effect of
effervescence
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P o t a s s i u m Mined from the mineral sylvite and
chloride
may be sourced from ocean water.
Used as a yeast food in the brewing
industry. It is also used as a flavour
enhancer, nutrient supplement, pH
adjuster, and stabilizer or thickener
in foods such as baby formulas,
cereals, ready meals, soups, snack
foods and sauces. In organic,
perhaps the most common use is
as a salt replacer to reduce the
sodium content in processed foods
P o t a s s i u m Produced by adding potassium
citrate
bicarbonate or potassium carbonate
to citric acid. Used to adjust the
pH of foods such as beverages,
syrups, pasteurized dairy products,
processed vegetables, candies,
pastas, processed rice products,
condiments, seasonings and soups
P o t a s s i u m Generic term for the salts of
p h o s p h a t e potassium and phosphate ions.
(mono-,
di-, In organic, potassium phosphate
and
tribasic is used primarily to buffer pH and
forms)
as an emulsifier. The primary
use is in non-dairy beverages. It
prevents precipitation and impaired
mouthfeel. There is concern that
consumers are exposed to too
many phosphate substances as
food additives. However, industry
has argued that there are no good
alternatives. Only allowed for use
in products with 70-95% organic
ingredients, not in products with
≥95% organic
P o t a s s i u m Potassium salt of tartaric acid found
tartrate
naturally in plants such as grapes,
bananas and tamarinds. Used as a
foaming agent in beer, to add sour
flavour or mask other flavours, as
an acidity regulator in grape juices
and wines and as an antioxidant
Silicon dioxide Found in many plants, especially
(silica)
whole grains and some fruits and
nuts. Used primarily as a flow (anticaking) agent in powdered foods or
as a desiccant

Sodium acid Prepared by thermal dehydration
pyrophosphate o f m o n o s o d i u m p h o s p h a t e .
Only allowed as a leavening
agent. Typically used to leaven
refrigerated dough products, such
as frozen waffles, cake, pancake
and muffin mixes. Yeast, a natural
leavener, is an obvious alternative
to chemical leaveners. However,
yeast leavened baked goods
have a different physical texture
and require more time. Chemical
leavening is used instead of yeast
for products where fermentation
flavours are not desired or where
the batter does not have the
elasticity to hold gas bubbles for
more than a few minutes such as
is the case with muffins, pancakes
and cookies. As with the other
phosphate food additives in this list,
there is concern that cumulative
consumption of phosphates can
lead to kidney and vascular disease
Sodium bicar- Made from mined limestone or
bonate (bak- using mined Trona ore. Used in
ing soda, bi- baking powder as a pH regulator, as
carbonate of a leavening agent for baked goods,
soda)
and as an anti-caking agent
S o d i u m Can be extracted from the ashes of
c a r b o n a t e many plants growing in sodium-rich
(soda ash)
soils. It is synthetically produced
in large quantities from sodium
chloride and limestone. Used as an
acidity regulator, anti-caking agent,
leavener and stabilizer. It gives
ramen noodles their characteristic
flavour and texture
Sodium citrate Only non-synthetic forms derived
by biofermentation of sugar can be
used. Used as a buffering agent
and stabilizer in many food products
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Sodium
hy- Produced by electrolysis of an
droxide (lye or aqueous solution of sodium
caustic soda) chloride. Used as a pH buffering
agent, carbonating agent, heat
stabilizer, softener and thickener
and as a processing aid (see Table
6.5 of the PSL for restrictions)
S o d i u m Used as an emulsifier. Some organic
phosphate
products containing cheddar
cheese, such as cheese crackers
or macaroni and cheese, may
contain organic cheddar cheese
with added sodium phosphate.
There is growing concern about
potential overconsumption of total
phosphates through their use as
food additives
Tartaric acid
Occurs naturally in many plants,
such as grapes. Used in beverages
to add a distinctive sour taste
Waxes
Carnauba wax is sourced from
the Brazilian palm leaves. Used
as a shiny glaze in confectionery
that reduces spoilage by slowing
moisture loss. Note that natural
waxes such as carnauba should
be used before sourcing synthetics
Xanthan gum Made by fermenting simple sugars
with bacteria. The resulting fine
white powder is used in salad
dressings, chocolate milk, bakery
fillings and pudding to add texture

Products of genetic engineering
Food and non food products that may contain or
be produced using GE technologies are shown in
Appendix 2. The issue of genetic contamination is not
a simple one. The Organic Materials Review Institute
(OMRI, Kennedy, 2017) uses 5 criteria to evaluate
whether a product is produced using GE technology.
Criteria include: 1. is the product a live GE organism
or a live organism derived from a GE organism?
2. Does the product contain modified DNA that will be
incorporated into a product for human consumption?
3. Is the product made in such a way that requires the
source organisms to be GE? 4. If the GE component
is an incidental additive, is it in direct contact with the
food product? 5. Is the GE component intact?

During its materials review process, OMRI looks at
the full manufacturing process of ingredients and
processing aids before approval for use in organic
systems is granted.
As noted in the report, there are almost always organic
compliant options, however, in industrial processes,
GE solutions are often used as a way to create a more
targeted solution, such as bacteria that can solve
specialized food manufacturing challenges or GE
solutions offer improved efficiency, for example as a
way to scale up production such as Aspergillus niger
fungi which are genetically altered to produce greater
amounts of citric acid.
Tracking whether an ingredient meets one of the five GE
criteria can get challenging if you go back far enough
in the manufacturing process. For instance, in some
cases, the substrates used in microbial fermentation
to produce products such as yeast or enzymes may
contain GE components. OMRI has determined that in
case of a microbe that is not itself GE, is grown on
a substrate containing GE, the resulting products, i.e.
yeast or enzymes, are not considered GE. Continuing
to use citric acid as an example, citric acid produced
from non-GE Aspergillus niger grown on a substrate
containing a GE trait such as corn syrup from GE sugar
beet would be allowed in organic because the microorganism biologically transforms the GE protein in the
substrate. Ingredients that are not transformed and
remain in the final product, such as corn starch and
vegetable oils, must be derived from non-GE sources.
Futhermore, no GE carriers or fillers can be added to
any ingredient used in food (Kennedy, 2017).
In the Canadian PSL, the section most relevant to
food processors, 6.2.1 outlines the rules with respect
to substrates and growth media. “a. If the substance
includesthe substrates or growth media, the substrate
or growth media ingredients shall be listed in Table
6.3, 6.4 or 6.5; b. if the substance does not include
the subtrates or growth media, the substance shall be
produced on non-genetically engineered substrates or
growth media, if commercially available.”
Certifiers are aware of the common GE products
and will request documentation demonstrating that
all ingredients used in a food product or process are
compliant with organic standards.

