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About This Industry
COVID-19
(Coronavirus)
Impact Update

IBISWorld's analysts constantly monitor the industry impacts of current events in real-time – here is an
update of how this industry is likely to be impacted as a result of the global COVID-19 pandemic:

· Revenue for the Canadian Specialty Food Stores industry is expected to grow in both 2020 and 2021
despite the spread of COVID-19 (coronavirus). This is because the trend of consumer health
consciousness, combined with growth in per capita disposable income, should drive increased demand
for industry products. For more detail, please see the Executive Summary chapter.

· The pandemic may accelerate the shift from industry establishments to grocery stores and
supermarkets, which have started to stock many of the same products at a lower price. For more detail,
please see the Current Performance chapter.

· The Government of Canada released a COVID-19 Economic Response Plan to support Canadians and
businesses enduring economic hardships due to the pandemic. Industry operators may have qualified for
assistance. For more detail, please see the Industry Assistance chapter.

Industry Definition Operators in the Specialty Food Stores industry in Canada retail specialized food products, including
baked goods, confectionery, nuts, dairy products, coffee, tea and soft drinks. This industry only retails
packaged products and excludes operators that sell products for immediate consumption, such as coffee
shops. Butcher shops, seafood markets and produce markets are also excluded from this industry, along
with producers of chocolate, bread and bakery goods.

Supply Chain Supply Industries

Seasoning, Sauce and Condiment
Production

Bread Production

Coffee & Tea Production

Chocolate Production

Dairy Product Production

Meat, Beef & Poultry Processing

Beef & Pork Wholesaling

Grocery Wholesaling

Dairy Wholesaling

 - Confectionery Wholesaling

Demand Industries

 - Consumers

 - Single Location Full-Service Restaurants

 - Coffee & Snack Shops

Major Players There are no major players in this industry

Main Activities The primary activities of this industry are:

Retailing baked goods (not baked on premises)

Retailing candy

Retailing confectionery products

Retailing dairy products

Retailing gourmet foods

Retailing organic and health foods

Retailing packaged coffee and tea

Retailing packaged nuts

Retailing soft drinks

Retailing spices

The major products and services in this industry are:
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Bakery products

Dairy products

Candy and snacks

Coffee and tea

Meats, seafood and eggs

Other foods

Similar Industries 31135CA - Chocolate Production in Canada

This industry manufactures chocolate confectioneries.

31181CA - Bread Production in Canada

This industry includes operators that manufacture fresh and frozen bread products.

45411aCA - E-Commerce & Online Auctions in Canada

This industry includes operators that retail all types of merchandise by means of mail or by electronic
media.

72221bCA - Coffee & Snack Shops in Canada

This industry includes shops that prepare or serve specialty snacks and nonalcoholic beverages.
Purchases may be consumed on-site, taken out or delivered.

Related International
Industries

44521 - Meat Markets in the US

The Meat Markets industry comprises butcher shops and delicatessens that primarily retail fresh, frozen
and cured meats and poultry products to households, other retailers and food service companies.
Establishments that primarily retail fish and seafood are covered in the Fish and Seafood Markets
industry (IBISWorld report 44522). Butcher shops and deli counters owned by and operated in larger
supermarkets are excluded from this industry.

44522 - Fish & Seafood Markets in the US

Fish and seafood markets primarily retail fresh, frozen and cured fish and seafood items, such as tuna,
salmon, lobster and shrimp. Products are sold at various brick-and-mortar locations including
independent markets, delicatessens, fishmongers and butcher shops. Fish and seafood markets and
counters operating within a supermarket are excluded from this industry, as are online sales of fish
products.

OD5339 - Chocolate Stores

This industry includes specialty shops and boutiques that retail chocolate products to consumers.
Supermarkets, department stores, drug stores, mass merchandisers and online retailers are excluded
from this industry. Establishments such as coffee shops, bakeries and franchise retail establishments
that sell chocolate products also are excluded from this industry.

OD6010 - Health Food & Supplement Store Franchises

This industry sells health food and nutritional supplements.

G4121 - Fresh Meat, Fish and Poultry Retailing in Australia

Industry operators primarily retail fresh meat, fish and poultry. The industry includes specialist retailers,
such as butchers and fishmongers.

G4129 - Bread and Cake Retailing in Australia

Industry retailers sell a range of baked goods including bread, cakes, pastries and biscuits. Industry
players can operate independently or as part of a franchise network. Products are made off-premises,
purchased from wholesalers or supplied by franchise parent companies.

G47.220 - Meat & Meat Product Retailing in the UK

The industry includes operators that specialise in the sale of meat such as poultry, beef, lamb and pork.
Value-added products and services such as cookbooks and butchery classes are also included in the
industry. The industry excludes products sold in supermarkets.

G47.230 - Seafood Retailers in the UK

The industry consists of specialised retailers that sell fish, shellfish and molluscs. This seafood can be
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sold in a natural chilled state, filleted, smoked, salted, curried or in ready-to-eat meals to be cooked at
home. This industry excludes the retail sale of seafood by mass retailers such as supermarkets and
department stores.

G47.240 - Bakery Product Retailing in the UK

This industry includes the retail sale of bread and bakery products including rolls, baps and cakes. It also
includes the sale of sugar confectionery such as chocolates and sweets in specialised stores. In most
instances, bakery product retailers also manufacture their products on the premises. The industry does
not include bakery products sold in supermarkets.

UK0.002 - Organic Food Retailing in the UK

Industry participants concentrate on selling organic food and beverages through both bricks-and-mortar
stores and online portals. They are specialist natural and organic food retailers. Conventional
supermarket chains and convenience stores that retail organic goods are excluded from the industry.

G4121NZ - Specialised Grocery Retailing in New Zealand

Industry operators primarily retail a specialised grocery line. Industry firms typically specialise in selling
fresh red meat, poultry, seafood, fruits and vegetables, or manufactured goods such as bread, cakes and
confectionery.

4452 - Specialty Food Stores in the US

G4279a - Tobacconists and Specialised Grocery Retailing in Australia

Industry operators are primarily engaged in retailing tobacco and a range of specialised grocery products
including confectionery, non-alcoholic drinks and smallgoods. Products are sourced from wholesalers or
direct from manufacturers and are sold via retail outlets to the general public. The industry excludes
supermarkets, grocery stores and takeaway food operators.

G47.240IE - Bakeries in Ireland
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At a Glance
Key Statistics
Snapshot

Total Revenue
2021

$3.8bn

Annual Growth
2016-2021

3.1%

Annual Growth
2021-2026

1.4%
  Profit Margin

2021

5.6%

Wages as a share of Revenue
2021

16.3%

Number of Businesses
2016-2021

2.7%

Key Trends External competition remains a significant threat to industry performance

Operators have withstood increased competition from other retailers

The organic and health food segments have been key drivers of industry growth

Industry operators are expected to endure intensifying competition

Spending on discretionary products such as specialty foods will likely increase

To remain profitable, companies are likely to carve out a specialized niche

SWOT in the
Industry

Strengths

Low Imports

Low Product/Service
Concentration

Low Capital Requirements

Weaknesses

Low & Steady Barriers to
Entry

None & Steady Level of
Assistance

Low Profit vs. Sector
Average

High Customer Class
Concentration

Low Revenue per
Employee

Opportunities

High Revenue Growth
(2016-2021)

Demand from
supermarkets and grocery
stores

Threats

Low Revenue Growth
(2005-2021)

Low Outlier Growth

Low Revenue Growth
(2021-2026)

Low Performance Drivers

Per capita disposable
income

Executive
Summary

The Specialty Food Stores industry in Canada sells specialty food
products, such as baked goods, candy and snacks, artisanal cheeses
and premium packaged coffee.

 

Operators sell products labelled as organic, gourmet or all-natural. Thus, industry goods are
differentiated from standard foods sold at mainstream retail and grocery outlets. Increasingly health-
conscious consumer preferences and disposable income growth have enabled operators to charge a
premium for industry products. As a result, industry revenue has steadily grown over the five years to
2021 despite economic volatility caused by commodity prices and the spread of COVID-19 (coronavirus).
Despite the coronavirus pandemic, industry revenue grew 3.3% in 2020 as consumer demand for organic
and other specialty foods remained high. Still, supply chain disruptions and the temporary closure of
some establishments is expected to harm industry profit. Industry revenue is expected to grow at an
annualized rate of 3.1% to $3.8 billion over the five years to 2021, including forecast growth of 3.0% in
2021 alone.
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While improvements in the economy and favourable shifts in consumer preferences have helped boost
industry revenue during the period, but prior to 2021, rising external competition has gradually
constrained the performance of specialty food stores. Industry operators have endured high competition
from the specialty food aisles of mainstream supermarkets and grocery stores, in addition to
unconventional retail channels, such as online food retailers and convenience stores. With supermarkets
and traditional grocery stores accounting for most of the Canadian retail food market, there is little room
for other food retailers.

Over the five years to 2026, the industry is expected to endure greater competition from natural food
stores and regular supermarkets, both of which are increasingly focused on offering the same products
sold by industry operators. Since larger stores are generally able to sell products at lower prices than
specialty retailers, industry operators will likely be forced to lower prices or focus on niche markets.
Nonetheless, the industry is expected to benefit from rising disposable income and consumer spending.
Industry revenue is anticipated to grow at an annualized rate of 1.4% to $4.0 billion over the five years to
2026. Additionally, industry profit is anticipated to remain steady moving forward, as rising external
competition will likely limit industry operators' ability to further increase prices.

Industry Structure   Level   Trend  

Life Cycle Mature   

Revenue Volatility Medium   

Capital Intensity Low   

Industry Assistance None Steady 

Concentration Level Low   

    Level   Trend  

Regulation Level Light Steady 

Technology Change Low   

Barriers to Entry Low Steady 

Industry Globalization Low Steady 

Competition Level Medium Increasing 
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Key Industry Data
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Products & Services
Segmentation
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Industry Performance
Key External Drivers

  o Demand from supermarkets and grocery stores

Operators in this industry contend with competition from mainstream supermarkets and grocery stores.
These stores leverage economies of scale and scope by purchasing goods in bulk at lower prices from
manufacturers and wholesalers. Additionally, the growing presence of online retailers, which can take
advantage of low overhead costs to reduce price and increase profit, represents further competition for
operators. Demand from supermarkets and grocery stores is expected to increase in 2021, posing a
potential threat to the industry.

o Per capita disposable income

The level of household disposable income affects the purchase and consumption of industry products.
As the level of disposable income increases, consumers feel more confident about future prospects and
are therefore more willing to purchase goods outside of their staple dietary needs. Per capita disposable
income is expected to increase in 2021.

o Adult obesity rate

The adult obesity rate measures the number of individuals who are overweight based on body mass
index. As the adult obesity rate rises, Canadians may choose to purchase a greater share of specialty
foods such as all-natural snacks to mitigate the detrimental health effects of obesity. Conversely, rising
adult obesity also suggests that individuals are becoming less health conscious. A decrease in health
consciousness drives down industry revenue because specialty food stores are primarily engaged in the
sale of all-natural foods, which are viewed as healthier alternatives to processed foods. The adult
obesity rate is expected to increase in 2021.

o Population

The level of population growth affects demand for industry products. When the population increases, the
need for food stores to service expanding residential areas also rises, thereby boosting demand for
industry operators. The population is expected to increase in 2021, representing a potential opportunity
for the industry.
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Industry Performance Operators within the Specialty Food Stores industry in Canada sell
specialty and premium food products, which include a variety of
baked goods, candy and chocolates, nuts and snacks, artisanal
cheese and yogourt, packaged coffee and gourmet organic foods.

 

Over the five years to 2021, the industry has grown as rising disposable incomes and higher consumer
spending have driven strong sales across all grocery retail channels. In addition, favourable changes in
consumer preferences, such as rapidly growing interest in all-natural or organic foods in place of
processed alternatives, have helped boost industry performance. External competition remains a
significant threat to industry performance as a growing share of consumers turn toward the specialty
food aisles at local supermarkets or to online gourmet retailers. In particular, the rapid expansion of
natural food stores, such as Whole Foods Market, has increasingly diverted demand away from small
specialty food retailers, which were traditionally the only retail channel for such products. Consequently,
industry revenue is expected to grow at an annualized rate of 3.1% to $3.8 billion over the five years to
2021, including forecast growth of 3.0% in 2021 alone.

Despite the spread of COVID-19 (coronavirus), demand for industry products is expected to grow in both
2020 and 2021 as consumers continue to shift toward organic and gourmet foods stocked by industry
operators. Further, stimulus payments to consumers by the government is expected to prevent many
consumers from being unable to afford industry goods, which will likely buoy demand. Still, the spread of
coronavirus is expected to accelerate the shift by some consumers of buying specialty foods from
supermarkets and other retail establishments that are not included in this industry, due to the lower
prices offered by many other retailers.

Increasing competition

Over the five years to 2021, operators have withstood increased competition from other retailers, such as
grocery stores and supermarkets. These stores are increasingly stocking a wider selection of premium
and gourmet foods, which has constrained demand for smaller retailers that typically focus on marketing
one particular food category. For example, major grocery chains such as Montreal-based Metro Inc. and
Toronto-based Loblaw Companies Limited have increasingly stocked organic, local and gourmet food
options that were previously available exclusively through specialty food stores. Even broad retail chains,
such as Walmart Canada, have begun to sell these products, which has further placed competitive
pressure on industry operators. Due to greater economies of scale, these larger retailers are able to
source food from wholesalers and food processors at a lower cost, which they pass on to consumers in
the form of competitive prices. Furthermore, time-strapped consumers often prefer one-stop shopping
and will often forgo a trip to a specialty food store to allocate that time to another task.

Fortunately, disposable income and population numbers have been on the rise during the period,
mitigating the effects of increased external competition. These economic trends have increased
consumer expenditure on industry products, despite the higher price points of these products relative to
those offered at larger grocery chains.

Healthy trends

The organic and health food categories have been key drivers of industry growth over the five years to
2021. While the Canadian retail food sector as a whole has grown during the period, growth in demand for
specialty and premium foods has been particularly rapid. According to the 2019 State of the Specialty
Food Industry article published by Specialty Food News, which follows specialty and gourmet food trends
across North America, total retail sales of specialty foods rose 10.3% between 2016 and 2018, outpacing
overall food retail sales growth of 3.1% during the same period (latest data available). Within Canada,
sales of organic foods have also increased rapidly over the past five years. According to the Canada
Organic Trade Association's 2017 Canadian Organic Market Report (latest data available), sales of all
organic foods increased from $3.5 billion in 2012 to $5.4 billion in 2017. Consequently, rapidly growing
appeal for such foods has been a key driver of the industry's strong performance over the past five years.

Industry structure

Due to intensifying internal and external competition, in addition to the global pandemic in 2020, industry
profit has decreased over the past five years, despite strong sales of high priced products during the
period. Specifically, industry profit, measured as earnings before interest and taxes, is anticipated to
decrease from 6.3% of revenue in 2016 to 5.6% in 2021.
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Due to low barriers to entry and a relatively unsaturated market for specialty, premium and natural foods,
the number of companies operating in this industry has been rapidly expanding, increasing at an
annualized rate of 2.7% to 6,966 operators over the five years to 2021. Most companies operating in this
industry are single-location businesses managed by four or fewer employees. In fact, less than one-
quarter of all industry establishments are estimated to have 10 or more workers. In line with the rapid
influx of new operators, industry wages have also grown, rising at an annualized rate of 0.4% to $613.3
million over the five years to 2021.
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Industry Data
Timeseries

 
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per Capita
Disposable

Income
($)

2005 2,395 607 5,424 4,594 19,214 N/A N/A 453 N/A 25,216
2006 2,522 668 5,705 4,832 21,784 N/A N/A 514 N/A 26,319
2007 2,338 611 5,890 5,035 20,846 N/A N/A 466 N/A 26,961
2008 2,496 621 5,886 5,115 22,566 N/A N/A 499 N/A 27,613
2009 2,437 668 5,469 4,932 21,113 N/A N/A 515 N/A 27,762
2010 2,392 686 5,168 4,622 20,835 N/A N/A 508 N/A 28,415
2011 2,344 698 5,082 4,456 22,146 N/A N/A 529 N/A 28,456
2012 2,361 695 5,019 4,392 21,313 N/A N/A 523 N/A 28,883
2013 2,722 730 6,151 4,860 22,028 N/A N/A 517 N/A 29,342
2014 2,861 749 6,710 5,629 23,713 N/A N/A 527 N/A 29,430
2015 3,045 826 6,917 5,971 24,271 N/A N/A 577 N/A 30,157
2016 3,225 886 7,020 6,108 25,691 N/A N/A 602 N/A 29,673
2017 3,213 842 7,165 6,216 22,443 N/A N/A 540 N/A 30,400
2018 3,433 868 7,687 6,507 21,911 N/A N/A 549 N/A 30,440
2019 3,529 887 7,751 6,771 23,171 N/A N/A 579 N/A 30,628
2020 3,646 750 7,625 6,744 22,540 N/A N/A 598 N/A 32,862
2021 3,756 917 7,862 6,966 23,113 N/A N/A 613 N/A 33,299
2022 3,829 934 8,033 7,124 23,477 N/A N/A 624 N/A 32,696
2023 3,894 949 8,193 7,270 23,796 N/A N/A 632 N/A 32,758
2024 3,937 958 8,340 7,406 23,992 N/A N/A 638 N/A 32,884
2025 3,977 968 8,486 7,541 24,272 N/A N/A 645 N/A 33,215
2026 4,023 980 8,597 7,646 24,575 N/A N/A 653 N/A 33,602
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Industry Outlook
  The Specialty Food Stores industry in Canada is expected to steadily

expand over the five years to 2026 due to strengthening economic
conditions and a growing taste among Canadians for specialty,
premium and all-natural foods.

 

Over the next five years, improving economic conditions, such as rising per capita disposable income and
strong retail sales, will likely drive industry performance. In addition, favourable shifts in consumer tastes
toward wholesome and premium food options typically found at specialty stores will likely further drive
demand for industry products. Despite favourable demand determinants, industry operators are expected
to endure intensifying competition from mainstream grocery stores, supermarkets and other retail
channels. Consequently, IBISWorld expects industry revenue to grow at an annualized rate of 1.4% to $4.0
billion over the five years to 2026.

Economic trends and consumer tastes

With per capita disposable income expected to increase at an annualized rate of 0.2% over the next five
years, spending on discretionary products such as specialty foods will likely increase. In particular,
consumers are anticipated to purchase a greater proportion of premium food products such as organic
chicken eggs, artisan cheese and authentic maple syrup. However, the success of individual industry
operators will likely depend on their product selection and ability to offer a personalized shopping
experience. More broadly, demand varies widely across different product segments. For example,
specialty food stores that focus on premium packaged coffee will likely perform well because demand for
these products is expected to continue rising rapidly over the coming years. In contrast, retailers that
primarily sell baked goods may experience weaker sales, since per capita bread consumption in Canada
is expected to continue falling moving forward, influenced by changing consumer preferences.

However, demand for specialty foods in general will likely continue rising over the five years to 2026.
According to a 2017 report by Canada Organic Trade Association, the Canadian organic food market has
increased 54.3% between 2012 and 2017 and is expected to continue growing robustly in the near future
(latest data available). Furthermore, the organization found that nearly two-thirds of Canadians buy
organic products at least once a week. Accordingly, Canadians are seeking to incorporate more healthy
foods in their diet and are turning toward organic foods to fulfill such needs. Since specialty food stores
are a major retail channel for such products, these trends will likely help propel the industry forward over
the five years to 2026. Strong demand for industry products and low barriers to entry are expected to
continue to prompt new entrants into the market. In 2018, Eataly, a US-based Italian food marketplace,
announced plans to expand its retail presence into Canada. Accordingly, the number of industry operators
is forecast to rise, increasing an annualized 1.9% to 7,646 companies over the five years to 2026.
Employment is also expected to rise, growing at an annualized rate of 1.2% to 24,575 workers during the
same period.

External competition intensifies

Industry operators will likely continue to endure strong competition from other retail channels, including
mainstream supermarkets, grocery stores, natural food stores and online gourmet retailers. These major
grocery chains have capitalized well on rapidly rising demand for natural foods by committing a greater
share of their stocking space to organic and gourmet foods. Operators will also likely be threatened by
new market entrants. Since these companies usually have greater economies of scale than smaller
specialty food stores, they are able to purchase specialty food items from producers or wholesalers in
bulk and pass these savings on to consumers. Furthermore, these stores also offer a one-stop shop
experience for customers to purchase a full range of conventional groceries and other consumer
products in addition to specialty foods. This convenience is particularly attractive to busy individuals and
families that have limited time to visit multiple specialized stores to complete their shopping.

Industry profit, measured as earnings before interest and taxes, is expected to remain steady moving
forward, accounting for 5.6% of industry revenue in 2026 after rebounding from the COVID-19
(coronavirus) pandemic. In 2020, profit fell to 1.7% due to intensifying price-based competition from
alternative retail channels and supply chain disruptions. Nonetheless, competitive pressures to keep
prices low will likely be mitigated by strong sales of organic or gourmet food varieties. To remain
profitable, companies are likely to carve out a specialized niche in a rapidly maturing market. Shops
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located near high traffic areas with easy, attractive and appealing product presentation will likely gain a
competitive advantage. A knowledgeable and experienced staff will also prompt repeat business and
word-of-mouth advertising, which is the industry's most popular form of marketing.

Revenue Outlook
   

Revenue
($m)

IVA
($m)

Establishments
(Units)

Enterprises
(Units)

Employment
(Units)

Exports
($m)

Imports
($m)

Wages
($m)

Domestic
Demand

($m)

Per Capita
Disposable
Income  ($)

2021 3,756 917 7,862 6,966 23,113 N/A N/A 613 N/A 33,299
2022 3,829 934 8,033 7,124 23,477 N/A N/A 624 N/A 32,696
2023 3,894 949 8,193 7,270 23,796 N/A N/A 632 N/A 32,758
2024 3,937 958 8,340 7,406 23,992 N/A N/A 638 N/A 32,884
2025 3,977 968 8,486 7,541 24,272 N/A N/A 645 N/A 33,215
2026 4,023 980 8,597 7,646 24,575 N/A N/A 653 N/A 33,602

Industry Life Cycle The life cycle stage of this industry is    Mature

 

NOTE

Key Considerations: An industry's life cycle stage is determined by multiple factors, such as IVA vs. GDP performance and establishment
growth. Other qualitative factors must also be considered, which mean that the indicative life cycle stage shown above may not reflect the
industry's actual life cycle stage as determined by the analyst. Please refer to the below analysis for more information.

Life Cycle Reasons

o The industry experiences
intensifying competition from
external industries

o There is steady introduction of new
products

o There is a relatively well-defined
portfolio of product categories

The Specialty Food Stores industry in Canada is expected to grow at a slower rate than the overall
economy over the 10 years to 2026. Industry value added (IVA), which measures an industry's
contribution to the overall economy, is projected to rise at an annualized rate of 1.0% over the 10 years to
2026. Canadian GDP is expected to increase an annualized 1.9% during the same period. Typically, an
industry with growth below that of GDP is considered to be in the decline phase of its life cycle. However,
this industry exhibits several characteristics that reflect its maturity. Such characteristics include
intensifying competition from external industries, slowing growth in the number of industry
establishments and a relatively well-defined portfolio of product categories.

Over the 10 years to 2026, specialty food retailers are likely to focus on improving existing stores rather
than expanding the number of stores they operate. Furthermore, this industry operates in a competitive
overall food market. Therefore, the need to develop and improve existing products is important to the
growth of the industry. In particular, this industry has benefited from the high level of innovation by
upstream food producers, which has introduced thousands of new specialty food products in recent
years. The steady introduction of new products and the ongoing refinement of existing product lines
indicate the mature nature of this industry.

As with most other retail industries, technological advances in this industry have largely focused on the
application of network-attached point-of-sale systems and automated inventory management. However,
these advancements have not been significant enough to alter the industry's life cycle. Furthermore, the
market for goods supplied by this industry has changed very little in recent years. Consumers between
the ages of 35 and 64 constitute the largest market for industry goods.
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Products & Markets
Supply Chain

Products & Services

  Candy and snacks

Confectioneries and snacks represent the largest line of products sold by the Canadian Specialty Food
Stores industry, accounting for 32.9% of industry revenue in 2021, up from 29.9% in 2016. Specialty food
stores that specialize in confections typically focus on premium candy varieties such as old-fashioned
taffy or premium chocolate. Other specialty food stores sell a wide range of non-GMO, organic or
otherwise all-natural snacks such as trail mix, snack bars, jerky and gourmet popcorn. This segment has
grown steadily as a share of revenue over the five years to 2021, as Canadians have chosen to snack
more often throughout the day. The segmentation of products in this industry has not fluctuated greatly
during the COVID-19 (coronavirus) pandemic.

Bakery products

Baked goods are estimated to account for 26.2% of industry revenue in 2021, down from 28.8% in 2016.
Baked items within this segment are primarily packaged bakery products, such as cakes, cookies and
doughnuts, which have a longer shelf life than fresh baked goods often sold at traditional bakeries.
Establishments in this industry do not make these products on the premises, but rather purchase them
directly from bakeries or through intermediary distributors. Retail stores that both bake and sell bread
products are included in the Bread Production industry in Canada (IBISWorld report 31181CA).

Sales from this product segment have shrunk over the past five years as consumers reduced per capita
consumption of packaged bread products. Rising health consciousness and nutritional trends, in addition
to intensifying competition from retail bakeries and the bakery department of natural grocery stores, will
likely continue to hinder this segment's performance over the five years to 2026.

Coffee and tea

Packaged coffee and tea products are expected to account for 9.7% of industry revenue in 2021, up from
8.8% in 2016. To differentiate themselves from supermarkets and conventional grocery stores that sell
regular brands, specialized coffee and tea stores typically only sell gourmet and rare blends, such as
loose-leaf teas, yerba mate or fair-trade whole bean coffees. Therefore, industry operators that offer
these products cater specifically to the more sophisticated and avid coffee and tea drinker. Over the past
five years, segment's share of revenue has increased as both better awareness of the potential
antioxidant benefits of coffee and increased leisure time have boosted demand for these products.
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Dairy products

Dairy products are expected to account for 5.3% of industry revenue in 2021, down from 5.8% in 2016.
Dairy items typically sold by specialty food stores include organic or grass-fed cattle milk, kefir and other
fermented milk drinks, artisan cheeses, regular or strained yogourt and packaged premium ice cream.
Sales of dairy products by specialized retailers are affected by the ability of supermarkets to penetrate
and gain market share in these product lines. This segment has declined slightly over the past five years
as conventional supermarkets have progressively stocked specialty dairy products within their own
shelves. In particular, industry operators have encountered fierce competition from natural food stores
such as Whole Foods Market, which has continued its Canadian expansion over the past five years. These
conventional supermarket and natural food chains usually have a whole store section dedicated to aged
cheeses, strained yogourt and other specialty dairy products. Although sales of specialty dairy products
across all retail channels are expected to rise significantly over the next five years, retailers operating
within this industry will likely control a progressively smaller share of this market due to competition from
other industries. Consequently, this segment is expected to shrink over the five years to 2026.

Meat, seafood and eggs

Sales from fresh or processed meats, fish, shellfish and eggs are expected to account for 3.2% of
industry revenue in 2021, down from 3.7% in 2016. Specialty food stores participating in this industry sell
a variety of fresh and prepared egg products. Fresh chicken eggs sold at specialty food stores are
primarily premium varieties marketed with claims such as free roaming or cage-free, locally raised,
vegetarian-fed or high in omega-3 fatty acids. Operators may also sell eggs from other birds such as
geese, ducks or quail. Sales of premium eggs and meat at specialty food stores have fallen in recent
years as a greater share of consumers turn toward the meat department of conventional grocery and
natural food stores to purchase these products. Some specialty food stores may offer fresh or frozen
meats, deli meats or seafood as a part of their product portfolio, but industry operators do not specialize
in selling these products.

Other foods

All other food items are expected to account for the remaining 22.7% of industry revenue in 2021, down
from 23.0% in 2016. Notable miscellaneous product categories include gourmet prepared foods, spices
and other seasonings, tree nuts and dried fruit, fermented olives and carbonated beverages. Since
specialty food retailers sell a broad range of different foods, none of these other product categories
individually account for a significant share of industry revenue. Food shops specializing in niche products
tend to be most successful in this industry, as they experience little external competition from larger
retailers that offer a wide selection of more conventional food products.
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Demand DeterminantsPurchases of niche and specialty food items are driven primarily by
household disposable income and overall consumer confidence.

 

Gourmet food sold by operators in the Specialty Food Stores industry in Canada is considered highly
discretionary and typically sold at a premium relative to traditional foods. Therefore, households with
higher incomes are more likely to afford specialty foods such as aged, artisan cheeses or premium
ground coffee, which are more expensive than their conventional counterparts. By contrast, consumers
with lower disposable incomes are less able to make discretionary purchases and are therefore more
likely to shop at regular supermarkets and grocery stores.

Demand is also correlated to the price of industry products relative to other retail sources. In general,
store prices may be slightly higher than supermarket and grocery store prices due to higher per-unit
operating costs incurred by the smaller operators in this industry. Supermarket operators and other
grocery retailers are able to buy in bulk at a discount, thereby offering goods at lower prices. Indeed,
intensifying competition from conventional supermarkets with specialty food aisles or natural food
supermarkets has hindered industry growth over the five years to 2021.

Lastly, preferences for taste and trends in health awareness and nutrition have a large effect on demand
for products sold by this industry. For instance, many Canadians are choosing to purchase a greater
share of organic, all-natural or otherwise less processed foods not only because of health reasons, but
also due to personal tastes and preferences. These factors have helped boost demand for products
typically sold at specialty food stores.
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Major Markets

  Consumers aged 18 to 34

Consumers aged 18 to 34 are expected to account for 28.1% of industry revenue in 2021, down from
28.3% in 2016. Consumers in this segment are typically adopters of new food and beverage products,
which, upon release into the market, are often first found in specialty shops. In addition to organic food
and beverage products, this segment has been a primary driver of demand for packaged coffee or loose-
leaf tea products sold by this industry. Over the five years to 2021, consumers among this market
segment have increasingly shopped for industry products at supermarkets and other retail locations due
to lower prices, since consumers in this market segment typically have less disposable income than older
consumers.

Consumers aged 35 to 64

Consumers aged 35 to 64 are estimated to make up 50.1% of industry revenue in 2021, down from 51.8%
in 2016. Consumers in this category have incomes that are typically higher and more stable than
consumers aged 18 to 34. Therefore, this market can often afford higher-priced products such as
gourmet and organic foods and other specialty items. Similar to consumers aged 18 to 34, consumers in
this group have also been early adopters of organic and natural foods because these consumers are
more likely to keep up to date with the latest health and diet trends via popular media and the internet.

Additionally, a significant portion of consumers within this category are parents with children. As a result,
they are likely to purchase candy, confectionery and bottled drinks from specialty food stores for their
children. However, similar to consumers aged 18 to 34, consumers aged 35 to 64 have increasingly
purchased organic and specialty foods at supermarkets and other retail establishments, which are more
convenient and affordable. Consumers in this market segment are primarily drawn to supermarkets
rather than industry establishments due to the convenience of being able to purchase everything at one
location.

Consumers aged 65 and older

Consumers aged 65 and older are expected to account for 21.8% of industry revenue in 2021, up from
19.9% in 2016. Income for this segment can be volatile depending on the condition of the economy. Most
consumers in this segment have reached retirement age and some live with a fixed income. The limited
disposable income of these consumers inhibits their ability to spend on costly industry goods.
Consumers in this segment were slower to adopt some of the recent trends in organic and gourmet food
consumption, but have increasingly demanded these products in recent years. Unlike their younger
counterparts, consumers in this segment are not as concerned with time and may be more likely to
frequent industry establishments. Demand from consumers in this segment has also not experienced
much change due to the COVID-19 (coronavirus) pandemic.
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International Trade Exports in this industry are    Low  and Steady

Imports in this industry are    Low  and Steady

The Specialty Food Stores industry in Canada does not directly participate in international trade. Although
a significant portion of goods retailed by operators is sourced from a variety of international locations,
import and export figures for individual industry products are accounted for in their respective food
manufacturing industries.

Business Locations

  The distribution of establishments in the Canadian Specialty Food Stores industry closely follows the
Canadian population, since most industry players are small-scale operations that cater to their respective
local market. In general, specialty food retailers are concentrated in large urban and suburban districts
such as the Greater Toronto Area, Greater Montreal or Metro Vancouver. Accordingly, Ontario, which is
the most populous province and home to Toronto, Canada's largest city, is expected to account for 39.3%
of industry establishments in 2021. Quebec, which is home to 27.8% of industry establishments, and
British Columbia, which is home to 14.4% of establishments, represent the second- and third-largest
provinces for the industry. Alberta, which is home to Calgary, Edmonton and a few other midsize urban
centres, is expected to account for 9.6% of industry establishments in 2021. All of the remaining
provinces in Canada are expected to account for less than 3.0% of industry establishments in 2021.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

  The highly fragmented Specialty Food Stores industry in Canada has a very low level of market share
concentration. Most specialty food stores have between one and four employees on their payroll, while a
significant portion of industry establishments are owned and managed entirely by only one person or
family. Since this industry encompasses a broad range of divergent retail outlets that each specialize in a
specific food segment, no single operator has a dominant position. In fact, no industry participant is
expected to control more than a 1.0% share of the market in 2021.

With such fragmentation in the industry, specialized food stores have individually carved out a market
niche by specializing in certain food categories. For example, one operator may focus solely on selling
artisanal cheeses, while another operator may exclusively sell candy and popcorn products. This form of
specialization enables operators to significantly distinguish themselves from larger grocery retailers that
offer a much wider range of food products. Accordingly, industry establishments prefer to remain small
and local to offer their customers a personalized, local shopping experience. As consumers continue to
develop a stronger interest in specialty, gourmet and all-natural foods, new participants will likely enter
the market, which will further fragment the industry. Therefore, IBISWorld expects the industry to remain
highly fragmented over the five years to 2026.

Key Success Factors IBISWorld identifies 250 Key Success Factors for a business. The most important for this industry are:

 Attractive product presentation: Given the diversified nature of products retailed by this industry, items
should be displayed in an attractive and appealing manner.

 Experienced work force: Having a knowledgeable and experienced staff leads to better customer
assistance with regard to consumer inquiries.

 Having a clear market position: Consumers should be able to clearly associate a brand with the
product being sold.

 Maintenance of excellent customer relations: Specialty store operators need to provide helpful and
friendly service to ensure repeat customers. Supplying consumer requested items for purchase and
having extended hours add to increased customer satisfaction.

 Strong cash reserves: During the COVID-19 (coronavirus) pandemic, it is important that shops are able
to alter operations to include delivery, curbside pickup and ordering online.

 Adaptability of operations to comply with social distancing protocols: During the coronavirus
pandemic, it is important that shops are able to alter operations to include delivery, curb side pickup
and ordering online.
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Cost Structure
Benchmarks

  As with the retail sector as a whole, the Specialty Food Stores industry in Canada endures high purchase
costs. The industry's wage costs are slightly higher than the food retail average, as industry operators
hire and employ people who have specialized knowledge of store products. Industry profit is also higher,
given the specialty products sold by industry operators.

  Profit

Profit varies depending on the size and type of store in operation. Industry profit, measured as earnings
before interest and taxes, is expected to account for 5.6% of industry revenue in 2021, down from 6.3% in
2016. In 2020, the spread of COVID-19 (coronavirus) caused a sharp decline in industry profit as it fell to
1.7% of industry revenue. This decline was primarily a result of supply chain disruptions and the fact that
many industry establishments temporarily closed due to quarantine protocol. Still, profit is expected to
recover considerably in 2021 as operations return to normal and consumer shopping habits return to
normal.

Since competition from other industries is likely to increase significantly over the coming years,
IBISWorld expects industry profit to remain steady over the five years to 2026, with efforts by industry
operators to minimize labour costs and stock a greater share of higher-cost products.

  Wages

Wages are expected to account for 16.3% of revenue in 2021, down from 18.7% in 2016. Operators hire
staff to engage with customers, stock shelves and conduct transactions. This industry's relatively high
share of wages relative to other retailers is a reflection of the highly specialized and knowledgeable
workforce of the industry. Indeed, a primary means for retailers in this industry to differentiate
themselves is to offer a highly personalized shopping experience, which is often not available at larger
retailers such as grocery stores or supermarkets.

  Purchases

Purchases represent the largest operating expense incurred by specialty food stores, accounting for an
estimated 50.8% of industry revenue in 2021, up slightly from 50.6% in 2016. Since this industry only
includes specialty retailers that do not produce food products on premises, this cost segment consists
entirely of goods purchased from vendors for resale to consumers. Industry operators purchase a wide
range of food products from a wide range of distributors. Products in this category include baked goods,
candy and snacks, nuts, gourmet frozen foods, artisanal cheeses, packaged coffee and loose-leaf tea.
Specialty retailers typically purchase these products through intermediary wholesalers or food brokers,
although some local or fresh food items are usually purchased directly from the producer.

  Marketing
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Marketing costs are expected to account for 1.8% of industry revenue in 2021, up from 1.6% in 2016.

  Depreciation

Depreciation is expected to account for 2.5% of industry revenue in 2021 and has remained stable over
the five years to 2021.

  Rent

Rent costs vary widely depending on the geographic location, proximity to favourable locations and the
overall size of the establishment. In particular, specialty stores that are located in more tourist-heavy
areas typically incur higher rent costs than stores located in an area with less foot traffic. Rent costs are
expected to account for 8.5% of industry revenue, up from 7.7% in 2016.

  Utilities

Utilities are expected to account for 2.2% of industry revenue in 2021, up slightly from 2.1% in 2016.

  Other Costs

Other costs are expected to account for 12.3% of industry revenue in 2021, up from 10.6% in 2016.

Basis of Competition Competition in this industry is    Medium  and the trend is  Increasing

  Internal competition

Price, quality, breadth of product selection and a proactive response to rapidly changing customer tastes
are the main bases of competition among players. Therefore, operators in the Canadian Specialty Food
Stores industry seeking a competitive advantage should ensure that consumers are aware of the range
and quality of specialty foods they have in stock. Furthermore, operators should ensure that their goods
are competitively priced compared with other retailers. Businesses can also differentiate themselves
from the competition by improving their store layout and appearance and by ensuring a personalized
shopping experience for customers. The need for a memorable shopping experience is becoming an
increasingly important competitive factor as the specialty foods market reaches saturation. To capitalize
on rising health consciousness and growing preferences for sustainable or natural foods, industry
operators can also gain a competitive advantage by stocking a greater share of products labelled as all-
natural, organic, locally raised or gluten free.

External competition

Specialty food stores have endured intensifying competition from retailers operating in other industries.
In particular, this industry competes directly with the Supermarkets and Grocery Stores industry in
Canada (IBISWorld report 44511CA) and with the Convenience Stores industry in Canada (44512CA).
Companies such as Real Canadian Superstore, Sobeys Inc. and Metro Inc. stock a variety of bread,
confectionery, candy and other goods also found in specialty food stores. In addition, specialty food
stores contend with competition from major natural food chains such as Whole Foods Market Inc., which
currently has 13 Canadian locations and plans to open additional stores in the coming years.

These major grocery chains have capitalized on the ongoing health foods craze by committing a greater
share of their store space to organic, all-natural or gourmet foods. Since these companies usually have
greater economies of scale and scope than smaller specialty food stores, they are able to purchase
specialty food items from producers or wholesalers in bulk and pass these savings on to consumers
through lower retail prices. In addition, these stores offer a one-stop shop for customers that have limited
time to purchase groceries.

Barriers to Entry Barriers to Entry in this industry are    Low  and the trend is  Steady

  Barriers to entry into the Canadian Specialty Food Stores industry are
low due to the industry's highly fragmented nature and medium level
of competition.

 

The low level of industry concentration is due to the absence of major players in this market, further
reflected by the high share of nonemployers operating in the industry. No company is expected to control
more than a 1.0% share of the market in 2021. Furthermore, operators planning to enter this industry are
not particularly constrained by the capital investment required to open a store, as the entry costs of a
specialty food retailer are lower than the initial investments required for larger retail grocery locations.
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Given the diverse range of products covered by this industry, there is substantial product differentiation
among players relative to that of supermarkets, which typically stock similar items and compete primarily
on price. Therefore, a new player with a focus on a specialized product group, such as artisanal cheeses
or imported fair trade tea, can enter the industry and gain market share despite the presence of well-
established competitors. Lastly, there are no significant technical barriers to entry such as industry-
specific regulation or licensing requirements. Similar to most other retail industries, operators are subject
to broad federal regulations as well as licensing and regulation by state and local health, sanitation, fire
safety and other public departments.

  Barriers to Entry Checklist

Competition Medium  

Concentration Low  

Life Cycle Stage Mature  

Technology Change Low  

Regulation & Policy Light  

Industry Assistance None  

 

Industry Globalization Globalization in this industry is    Low  and the trend is  Steady

  Globalization in the Specialty Food Stores industry in Canada is low. Most operators in this highly
fragmented industry are Canadian-owned and earn their sales domestically. In addition, there are no
significant foreign players operating in this industry. Industry globalization is expected to remain low over
the five years to 2026.
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Major Companies
Major Players There are no major players in this industry

Other Companies Edible Canada

  Market Share: 0.2%
  Edible Canada was founded in 2005 in Vancouver. Along with a retail shop, the company also operates a

bistro. Additionally, the company frequently hosts special events, such as cooking demos and themed
tastings. Located in the Granville Island Public Market, Edible Canada offers a large selection of
Canadian-made gourmet products, such as maple syrup, smoked salmon, flavoured sea salt and cakes in
a jar. IBISWorld expects that Edible Canada will generate $6.1 million in industry-relevant revenue in
2021, accounting for a 0.2% share of the market.

  Dandelion Foods

  Market Share: 0.1%
  Located in Almonte, ON, Dandelion Foods retails whole, local and organic foods, in addition to foods for

specialty diets. The company's expert staff is on hand to provide locally grown food and locally grown
products, along with seminars and workshops on health, well-being and sustainable food. Dandelion
Foods operates five departments, which include produce; grocery; bulk products such as grains, rice and
nuts; health; and beauty and wellness such as supplements and vitamins. IBISWorld estimates that
Dandelion Foods will generate $0.8 million in industry-relevant revenue in 2021, commanding 0.1% of the
market.

  Epicerie JA Moisan

  Market Share: 0.1%
  Established in 1871, Quebec City-based Epicerie JA Moisan is reported to be the oldest continuously

operating grocer in North America. The company sells local specialty foods and products from all across
the world, in the setting of an old general store. Epicerie JA Moisan's expert staff is available to provide
assistance with the company's more than 3,000 quality products, including cheeses, charcuterie, jams,
wine, oils, chocolates and prepared meals. A portion of the store operates as a small bed and breakfast.
IBISWorld expects that the company will generate $4.1 million in industry-relevant revenue in 2021,
accounting for 0.1% of the market.
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Operating Conditions
Capital Intensity

The level of capital intensity is    Low

  The Specialty Food Stores industry in Canada exhibits a low to moderate level of capital intensity. In
2021, IBISWorld estimates that for every $1.00 spent on wages, industry operators will spend $0.15 in
capital investment. Capital expenditure for this industry is mainly in the form of fixtures and fittings such
as display shelving, cash registers and point-of-sale (POS) systems. Over the five years to 2021, capital
intensity has increased slightly due to both the durability of fixtures and lack of innovative upgrades since
the introduction and implementation of POS systems. Capital expenditures for this industry are primarily
incurred at the start of the business or when industry operators engage in major upgrades to existing POS
or inventory systems. Depending on the product selection that specialty stores offer, some operators may
also incur capital costs associated with purchasing, upgrading and maintaining coolers, freezers or
warming drawers.

Labour costs for this industry are incurred primarily through the need to employ full-time and part-time
staff for sales and checkout, customer service, stocking and inventory control and general store upkeep.
In line with rising customer traffic, labour expenses as a share of revenue have fallen over the five years
to 2021. Subsequently, the value of industry wages have risen over the past five years.
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Technology &
Systems

The level of technology change is    Low

  Technological change and development within the Canadian Specialty
Food Stores industry is at a low level and limited to security, asset
management and point-of-sale systems.

 

Over the five years to 2021, a greater share of specialty food retailers have transitioned to using radio-
frequency identification (RFID) tags. Although RFID tags have several benefits over barcodes, including
more efficient and effective inventory management, they remain prohibitively expensive for some small
businesses. RFID technology requires a substantial infrastructure investment, included but not limited to,
product tags, tag printers, fixed readers and supporting network technology. Thus, most industry
operators have continued to rely on barcode technology.

However, barcode and RFID technologies offer similar benefits. Industry operators, equipped with fast
and reliable inventory management systems, are able to maintain profitability in a highly competitive and
saturated market. Traditionally, retailers have increased profit by taking a demand-side approach and
raising prices. Despite this, industry competition has led companies to internalize cost-cutting measures,
by increasing profit through the supply side. While the introduction and usage of electronic data
interchange has reduced common management and distribution problems, it has not yet had a significant
effect on employment within this labour-intensive industry.

Revenue Volatility The level of volatility is    Medium

The Specialty Food Stores industry in Canada exhibits a low to moderate level of revenue volatility. Over
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the five years to 2021, revenue has increased as much as 6.8% in 2018 and has declined as much as 0.4%
in 2017. Despite the COVID-19 (coronavirus) pandemic, industry revenue grew modestly in 2020 as
consumers continued to frequent a variety of food establishments, including specialty stores. In 2020,
stimulus payments provided to consumers by the government resulted in growth in per capita disposable
income, which kept demand relatively high. Over most of the five years to 2021, improving economic
conditions have raised the amount of money consumers are willing to spend on premium items such as
specialty foods. Namely, per capita disposable income's continued upward trend has helped to
counteract intensified competition from supermarkets during the period.

Changing consumer tastes and preferences also affect industry revenue. Rising health consciousness,
increased demand for organic or allergen-free food and new gourmet food options have been favourable
to industry operators. Additionally, the industry is also affected by seasonal events such as Easter, the
winter holidays and the summer wedding season, which increases demand for products such as
confectionary and baked goods. Since this industry comprises a large number of small retail outlets that
sell a broad range of different specialty foods, IBISWorld anticipates revenue volatility levels to remain
low over the five years to 2026.

 

Regulation & Policy The level of regulation is    Light  and the trend is  Steady

The Specialty Food Stores industry in Canada is subject to a low level of regulation. Responsibility for
food safety is shared between the federal government and provincial health units or provincial
departments. The Canadian Food Inspection Agency (CFIA) is the primary authority on industry
regulations regarding the administration and enforcement of Canadian food laws. The CFIA protects
Canadian consumers from unsafe food supply or fraudulent food claims and practices. The agency also
performs audits where products are sampled and tested regularly. The CFIA also has control over claims
that can be placed on food labels within Canada. Claims about general health, disease risk reduction,
therapeutic potential and ability to treat medical problems must be substantiated by the agency before
they appear on food labels. For instance, the CFIA passed the Organic Products Regulation in 2009, which
requires all products labelled as organic to meet certain certification requirements. Most of these
regulations are primarily administered at the manufacturing level. However, industry operators are
subject to regular inspections and can be held liable if these regulations are not met.

Furthermore, the Competition Act prohibits price fixing, price discrimination and predatory pricing. This
industry must also abide by the country's occupational regulations. Canada's Occupational Health and
Safety (OHS) Regulations contain standards and guidelines covering, but not limited to, structures,
electricity, sanitation and sound. The OHS also regulates wage standards for retail employees. Lastly,
industry operators are required to abide by broader equal wage standards, minimum wage laws and tax
laws. However, these regulations affect all retail outlets and are therefore not specific to operators within
this industry.

Industry Assistance The level of industry assistance is    None  and the trend is  Steady

The Specialty Food Stores industry in Canada does not receive any direct assistance from the Canadian
government. While tariffs are applicable to goods supplied by this industry, they have little affect at the
retail level. Retail operators purchase goods from importers and wholesalers after the tariff has been
applied. Therefore, a change in the tariff rate of a particular good not only determines where the good is
purchased, but also alters the purchase price. Moreover, a decline in tariff rates will likely result in falling
purchase costs, which may be passed on to consumers, enabling the retailer to remain price competitive.
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However, the industry does benefit from the indirect assistance provided by industry associations, such
as the Specialty Food Association and the Small Scale Food Processor Association. These organizations
promote industry business by providing professional networks, government lobbying and education for
operators to better serve consumer needs.

In response to the global spread of COVID-19 (coronavirus), the Government of Canada released a
COVID-19 Economic Response Plan to support Canadians and businesses enduring economic hardships
due to the pandemic. The government announced support for small businesses including new measures
that helped businesses stay open and their workers employed. Included in these measures was the
expansion of the Canada Emergency Business Account to businesses that paid between $20,000 and
$1.5 million in total payroll. The program was previously available to businesses with payrolls between
$50,000 and $1.0 million. Also, the government increased the availability of loans for businesses and
extended the deadline for repayment. Additional support was available for businesses including the
Canada Emergency Wage Subsidy (CEWS), which was a subsidy that covered 75.0% of an employee's
wages, up to $847.00 per week.
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Key Statistics
Industry Data

 
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per Capita
Disposable
Income  ($)

2012 2,361 695 5,019 4,392 21,313 N/A N/A 523 N/A 28,883
2013 2,722 730 6,151 4,860 22,028 N/A N/A 517 N/A 29,342
2014 2,861 749 6,710 5,629 23,713 N/A N/A 527 N/A 29,430
2015 3,045 826 6,917 5,971 24,271 N/A N/A 577 N/A 30,157
2016 3,225 886 7,020 6,108 25,691 N/A N/A 602 N/A 29,673
2017 3,213 842 7,165 6,216 22,443 N/A N/A 540 N/A 30,400
2018 3,433 868 7,687 6,507 21,911 N/A N/A 549 N/A 30,440
2019 3,529 887 7,751 6,771 23,171 N/A N/A 579 N/A 30,628
2020 3,646 750 7,625 6,744 22,540 N/A N/A 598 N/A 32,862
2021 3,756 917 7,862 6,966 23,113 N/A N/A 613 N/A 33,299
2022 3,829 934 8,033 7,124 23,477 N/A N/A 624 N/A 32,696
2023 3,894 949 8,193 7,270 23,796 N/A N/A 632 N/A 32,758
2024 3,937 958 8,340 7,406 23,992 N/A N/A 638 N/A 32,884
2025 3,977 968 8,486 7,541 24,272 N/A N/A 645 N/A 33,215
2026 4,023 980 8,597 7,646 24,575 N/A N/A 653 N/A 33,602

Annual Change

 
i Revenue

(%)
i IVA

(%)
i Establishments

(%)
i Enterprises

(%)
i Employment

(%)
i Exports

(%)
i Imports

(%)
i Wages

(%)

i Domestic
Demand

(%)

i Per Capita
Disposable

Income  (%)
2012 0.71 -0.42 -1.24 -1.44 -3.77 N/A N/A -1.16 N/A 1.50
2013 15.3 5.02 22.6 10.7 3.35 N/A N/A -1.25 N/A 1.58
2014 5.11 2.52 9.08 15.8 7.64 N/A N/A 2.01 N/A 0.30
2015 6.42 10.3 3.08 6.07 2.35 N/A N/A 9.44 N/A 2.46
2016 5.89 7.26 1.48 2.29 5.85 N/A N/A 4.35 N/A -1.61
2017 -0.36 -4.92 2.06 1.76 -12.7 N/A N/A -10.4 N/A 2.44
2018 6.83 3.00 7.28 4.68 -2.38 N/A N/A 1.70 N/A 0.13
2019 2.82 2.23 0.83 4.05 5.75 N/A N/A 5.59 N/A 0.61
2020 3.29 -15.4 -1.63 -0.40 -2.73 N/A N/A 3.14 N/A 7.29
2021 3.01 22.2 3.10 3.29 2.54 N/A N/A 2.62 N/A 1.32
2022 1.95 1.85 2.17 2.26 1.57 N/A N/A 1.66 N/A -1.81
2023 1.69 1.55 1.99 2.04 1.35 N/A N/A 1.41 N/A 0.18
2024 1.09 0.96 1.79 1.87 0.82 N/A N/A 0.88 N/A 0.38
2025 1.02 1.06 1.75 1.82 1.16 N/A N/A 1.14 N/A 1.00
2026 1.14 1.21 1.30 1.39 1.24 N/A N/A 1.22 N/A 1.16

Key Ratios

 
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

Employees per
estab.
(units) Average Wage  ($)

2012 29.4 N/A N/A 111 22.2 4.25 24,548
2013 26.8 N/A N/A 124 19.0 3.58 23,457
2014 26.2 N/A N/A 121 18.4 3.53 22,228
2015 27.1 N/A N/A 125 18.9 3.51 23,769
2016 27.5 N/A N/A 126 18.7 3.66 23,432
2017 26.2 N/A N/A 143 16.8 3.13 24,039
2018 25.3 N/A N/A 157 16.0 2.85 25,042
2019 25.1 N/A N/A 152 16.4 2.99 25,005
2020 20.6 N/A N/A 162 16.4 2.96 26,513
2021 24.4 N/A N/A 163 16.3 2.94 26,535
2022 24.4 N/A N/A 163 16.3 2.92 26,558
2023 24.4 N/A N/A 164 16.2 2.90 26,572
2024 24.3 N/A N/A 164 16.2 2.88 26,588
2025 24.3 N/A N/A 164 16.2 2.86 26,582
2026 24.4 N/A N/A 164 16.2 2.86 26,576
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Additional Resources Small Scale Food Processor Association (SSFPA)
http://www.ssfpa.net

Organic Consumers Association
http://www.organicconsumers.org

Specialty Food Association
http://www.specialtyfood.com

Statistics Canada
http://www.statcan.gc.ca

Industry Jargon BRICK-AND-MORTAR
A store that has a physical presence and location, as opposed to an online retailer.

ORGANIC FOODS
Foods produced without using synthetic pesticides and fertilizers.

RADIO-FREQUENCY IDENTIFICATION (RFID)
A technology that tracks products from the time they leave the assembly line, to the time they leave the
store, by releasing continuous signals from a chip.

Glossary BARRIERS TO ENTRY
High barriers to entry mean that new companies struggle to enter an industry, while low barriers mean it
is easy for new companies to enter an industry.

CAPITAL INTENSITY
Compares the amount of money spent on capital (plant, machinery and equipment) with that spent on
labour. IBISWorld uses the ratio of depreciation to wages as a proxy for capital intensity. High capital
intensity is more than $0.333 of capital to $1 of labour; medium is $0.125 to $0.333 of capital to $1 of
labour; low is less than $0.125 of capital for every $1 of labour.

CONSTANT PRICES
The dollar figures in the Key Statistics table, including forecasts, are adjusted for inflation using the
current year (i.e. year published) as the base year. This removes the impact of changes in the purchasing
power of the dollar, leaving only the "real" growth or decline in industry metrics. The inflation adjustments
in IBISWorld’s reports are made using Statistics Canada's implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within Canada, regardless of their country of origin. It is derived
by adding imports to industry revenue, and then subtracting exports.

EMPLOYMENT
The number of permanent, part-time, temporary and casual employees, working proprietors, partners,
managers and executives within the industry.

ENTERPRISE
A division that is separately managed and keeps management accounts. Each enterprise consists of one
or more establishments that are under common ownership or control.

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single physical location
where business is conducted or where services or industrial operations are performed. Multiple
establishments under common control make up an enterprise.

EXPORTS
Total value of industry goods and services sold by Canadian companies to customers abroad.

IMPORTS
Total value of industry goods and services brought in from foreign countries to be sold in Canada.

INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is considered high if
the top players account for more than 70% of industry revenue. Medium is 40% to 70% of industry
revenue. Low is less than 40%.

INDUSTRY REVENUE
The total sales of industry goods and services (exclusive of excise and sales tax); subsidies on
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production; all other operating income from outside the firm (such as commission income, repair and
service income, and rent, leasing and hiring income); and capital work done by rental or lease. Receipts
from interest royalties, dividends and the sale of fixed tangible assets are excluded.

INDUSTRY VALUE ADDED
The market value of goods and services produced by the industry minus the cost of goods and services
used in production. IVA is also described as the industry's contribution to GDP, or profit plus wages and
depreciation.

INTERNATIONAL TRADE
The level of international trade is determined by ratios of exports to revenue and imports to domestic
demand. For exports/revenue: low is less than 5%; medium is 5% to 20%; and high is more than 20%.
Imports/domestic demand: low is less than 5%; medium is 5% to 35%; and high is more than 35%.

LIFE CYCLE
All industries go through periods of growth, maturity and decline. IBISWorld determines an industry's life
cycle by considering its growth rate (measured by IVA) compared with GDP; the growth rate of the
number of establishments; the amount of change the industry's products are undergoing; the rate of
technological change; and the level of customer acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT
Businesses with no paid employment or payroll, also known as nonemployers. These are mostly set up by
self-employed individuals.

PROFIT
IBISWorld uses earnings before interest and tax (EBIT) as an indicator of a company’s profitability. It is
calculated as revenue minus expenses, excluding interest and tax.

REGIONS
Prairies | AB, SK, MB <br/> Atlantic | NB, NS, PE, NL <br/> Territories | YT, NT, NU

VOLATILITY
The level of volatility is determined by averaging the absolute change in revenue in each of the past five
years. Volatility levels: very high is more than ±20%; high volatility is ±10% to ±20%; moderate volatility is
±3% to ±10%; and low volatility is less than ±3%.

WAGES
The gross total wages and salaries of all employees in the industry.



IBISWorld helps you find the industry
information you need – fast.

With our trusted research covering thousands of global industries, you’ll get a quick and intelligent
overview of any industry so you can get up to speed in minutes. In every report, you’ll find
actionable insights, comprehensive data and in-depth analysis to help you make smarter, faster
business decisions. If you’re not yet a member of IBISWorld, contact us at 1-800-330-3772 or
info@ibisworld.com to learn more.

DISCLAIMER
This product has been supplied by IBISWorld Inc. (‘IBISWorld’) solely for use by its authorized licenses strictly in accordance with
their license agreements with IBISWorld. IBISWorld makes no representation to any other person with regard to the completeness or
accuracy of the data or information contained herein, and it accepts no responsibility and disclaims all liability (save for liability
which cannot be lawfully disclaimed) for loss or damage whatsoever suffered or incurred by any other person resulting from the use
of, or reliance upon, the data or information contained herein. Copyright in this publication is owned by IBISWorld Inc. The
publication is sold on the basis that the purchaser agrees not to copy the material contained within it for other than the purchasers
own purposes. In the event that the purchaser uses or quotes from the material in this publication – in papers, reports, or opinions
prepared for any other person – it is agreed that it will be sourced to: IBISWorld Inc.
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