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“|s CANADA’S FOOD REPUTATION A STRATEGIC PRIORITY OR NOT?”
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Many people across Canada’s agri-food system passionately believe that the country can generate economic opportunities and deliver societal benefits from
aspiring to be the planet’s most trusted and sustainable food leader.” Deciding how to achieve this ambition is the issue. Over the past 12 months, Canada 2020
reached out to nearly 600 agri-food stakeholders (see p. 2) to discern what could be done to enable this and why this is so vital. We started with the premise that
collectively protecting Canada’s food brand is a conduit to embrace the changes needed to put this vision within reach. Since many ideas shared during our
outreach have been well-articulated in other studies, we distilled here what we heard into one over-arching concept and three connected enabling priorities:

A NEW “COMPACT” — based on explicit accountabilities — is required among the agri-food sector, governments (all levels) and adjacent sectors. Food issues are
too complex and the opportunity for success is too great to do otherwise. For many, decoupling economics from social and environmental performance is no
longer possible or desirable. Validating win-win outcomes is becoming a priority (e.g., by improving soil health even more, agriculture can unleash productivity
gains and become a greater carbon sequestering machine). While the sector is displaying a new collaborative discipline to improve care and sustainability that is
pre-competitive™ and more accountable, more is expected from industry to improve practices (e.g., on biodiversity) and transparency. The marketplace is
signalling to all that ensuring confidence in Canada’s food supply carries new obligations. In return, governments must be more strategic about a super sector that
consistently generates jobs and wealth across the country, is a lynchpin for caring for eco-systems and a partner in reducing food insecurity. Governments must be
more accountable for ensuring policy coherence across jurisdictions/departments and accelerate regulatory processes to attract and retain investment. Enablers:

1. PEOPLE - Accelerate diversity & systems-thinking [Action: for all]
a. Improving governance and perspectives require association boards and government roundtables to devote 20% of their seats to, e.g., Indigenous, civil
society, social scientists, health, environment, investment, technology sectors; producers should be included on processor and retailer boards.
b. Canadian agri-food thought leaders need to be part of global dialogues about transforming the food system (which can influence global standards and
goals); e.g., the next emerging issue is “true cost accounting” (i.e., understanding and pricing-in the externalized cost of producing food).

2. METRICS - Leverage stewardship to confer financial & societal benefits [Action: industry led]

a. Industry can leverage value from backing up and stewarding food claims (i.e., safe, sustainable, reliably supplied, nutritious) across every value chain. The
metrics gleaned from doing so, often enabled by advanced technologies, is key to boosting on-farm/company productivity and profitability (e.g.,
optimizing inputs, reducing GHGs) and for creating value-added opportunities and new IP. As a performance-driven and global leading sector, Canada
requires a new national data strategy to support such proprietary actions, advance pre-collaborative initiatives and satisfy public reporting.

b. Industry needs to roll up data (above) to link and benchmark responsible practices for investors, the public and for export markets: (1) The wide variety of
existing sector sustainability/care programs need a consolidated picture and identify where there are gaps. (2) This is a basis for developing a national
index of agri-food performance, verified against globally-accepted ESG principles™ with outcome-based targets aligned with the SDGs. Industry to lead
this in collaboration with government, NGOs and academia. This tool can also be used to proactively set joint priorities, e.g., with shippers, researchers.

3. POLICY - Ensure predictability & reliability to protect reputation & attract investment in an uncertain global economy [Action: government led]

a. Government needs to build a wider understanding among stakeholders of what science-based regulations means and to assess changing science. In doing
so and by recognizing industry progress on ESG (above), accelerating regulatory change and ensuring balanced policy decisions should be justified.

b. Mitigating longer-term trade risk demands a broader view of national interest. Market access is not the only metric of success however appealing in the
short-term. As a middle power, a holistic trade strategy can reflect a major advantage: many 215 century global agri-food business risks (climate change)
are Canada’s agri-food opportunities. Canada’s food brand can be enhanced by demonstrating how Canada is mitigating such risks and maintaining the
right regulatory system. In doing so, government can better position Canada as a safe harbour for agri-food investors.
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NEXT STEPS — Based on what Canada 2020 heard, Canada’s food reputation should be a strategic
priority. Protecting Canada’s trusted food brand is a catalyst for change but Canada is not the only
country seeking to differentiate its food system on the basis of reputation. At the cusp of the next
policy agenda, it is up to agri-food stakeholders to decide whether this is important enough to take the

necessary steps to, indeed, become one of the world’s most trusted and sustainable food suppliers.

BACKGROUND - By working with its partners, Canada 2020’s dialogues included several labs held
across the country since December 2018 and culminated in the National Forum on Agri-Food:
Competing in a New World Order on November 6-7, 2019, in Ottawa, where some 40 diverse speakers
sparked further discussions. This final report is to be read in conjunction with the Synthesis Report,
What We Heard, Dec. 2018 — Sept 2019: Backing-up the Canada food brand to enable the country’s
food ambition (cover image) which summarizes the lab dialogues. Agendas and other information on
the project is found at: http://canada2020.ca/canadafoodbrand.
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Synthesis Report | What We Heard, Dec. 2018 - Sept. 2019
Backing-up the Canada food brand to enable the country’s food ambition

This work is about stewarding Canada’s
food brand, using it to drive strategy and
conferring benefits from doing so.

The “Barton™ and “Economic Strategy Table” reports’
both declared that Canada can be one of the most
trusted, safest, sustainable, nutritious and reliable
food suppliers for the 21* century. But Canada is not
the only one with big aspirations. Fine food suppliers
elsewhere have similar ambitions (see p. 2). As well,
societal and marketplace expectations are rising for
everyone in response to profoundly challenging food
issues facing the planet. People want reassurances
that their food is safe, authentic and responsibly
produced. Yet, many in this country believe that
Canada’s strong food brand is unmatched in meeting
this bar. So what exactly stands behind Canada’s
food brand? And, can stewarding these claims
change the way we compete, collaborate and
regulate?

Canada 2020 embarked on a process from Dec. 2018
to Sept. 2019 to engage food system players” on
these questions. We heard from nearly 300
stakeholders in a series of discussions across the
country. It is apparent that the country's agri-food
system faces an essential choice.

Is protecting and leveraging Canada’s food
reputation a strategic priority or not?

Answering this could mean the difference between
remaining as a quality food producer and, indeed,
becoming one of the world's most trusted suppliers.
Based on what we heard, substantiating food brand
claims is essential for a highly-responsible, global-
leading, performance-driven food system. Achieving

‘The Advisory Council on Economic Growth, 2017; Canada's Economic
Strategy Tables: Agri-Food, 2018.
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this requires shared leadership and four connected
ideas (addressed below) could make this possible.

Stakeholders will have to decide if this issue merits
being a feature of the next policy agenda. (This
report is not about telling anyone how to market
food brands.) The dialogue continues in Ottawa at
the National Forum on Agri-Food: Competing in a
New Worid Order, November 6-7, 2019, where
priorities for taking action will be identified.

David Mcinnes,
Senior Fellow, Canada 2020
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Food system: supply chains (food, beverage, fish & seafood) and a
dversity of support sectors, incluing academia, scentists, technology
frs. input providers, shippers, financial services, govemments.
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Halifax, and in moderating at the national forum, including: Canada West Foundation, Canadian Agri-Food Policy Institute, Chamber of Digital Commerce
Canada, Dalhousie University, Glacier FarmMedia, HEC Montréal, Kitchener-Waterloo Chamber of Commerce/Canadian Chamber of Commerce, Council of the

Great Lakes Region, Loblaw Companies Ltd., McConnell Foundation, Scale Al.

The Canada Food Brand Project is led by Canada 2020 Senior Fellow, David Mclnnes.

This document does not imply endorsement by partners or participants

i As informed by The Advisory Council on Economic Growth (2017), Canada's Economic Strategy Tables: Agri-Food (2018) and the National Food Policy Report (2018).

I The Canada 2020 Synthesis Report noted that Canada is a global leader in some areas (e.g., certified sustainable beef; 4-R fertilizer program), is a top-tier performer in
others (e.g., pork has the 2" lowest carbon footprint; food-grade soy traceability; sustainable wild caught seafood) and is conforming to global best practices in others
(e.g., certified sustainable canola; horticultural food safety).

il Investors are linking long-term yield to a holistic view of risk by assessing environment, social, governance (ESG) factors. SDGs: UN Sustainable Development Goals.
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