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Context 

A provincial government agency, Alberta Livestock and Meat Agency (ALMA) 

was created to help advance the Alberta Livestock and Meat Strategy – a 

roadmap designed to drive positive change within Alberta’s livestock and meat 

industry.  ALMA works across the whole meat and livestock value chain, 

stimulating ideas, information and investment through aligned strategic 

priorities of increased customer access and market development, enabled 

product differentiation, enhanced productivity, and sustainable development. 

  

This study is the third in a series of surveys that were previously conducted in 

2010 and 2012.  While many of the objectives of the surveys remain the same 

from year to year, the study has also evolved to some extent to build on the 

story and explore various areas of opportunity for addressing change and 

emerging potential in Canadian demand.  Much has been learned, and 

continuing to build on this insight will further support the industry in its efforts 

to develop new products and differentiation strategies with the goal of 

increasing the profitability and market share of Canadian meat products. 

 

The Canadian Consumer Retail Meat Study consists of an online survey 

conducted with a stratified sample of Canadians based on their 

province/region of residence, with oversamples of specific ethnic/cultural 

groups to obtain sufficient responses from each group of interest to support 

the development of research-based conclusions for those segments.  In other 

respects, the sampling will be as random and representative of the Canadian 

population as possible. 
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Objectives  

In partnership with ALMA, Leger constructed a survey instrument 

with the following areas of focus: 

 

Meat Attributes 

a. Importance of Canadian origin and consumer 

experience locating Canadian meat products.  Degree to 

which consumers understand retail options include 

Canadian and imported meats. Frequency that 

consumer’s check for country of origin and their 

willingness to pay for Canadian product (protein 

specific).  

b. Importance of attributes to purchase decisions including 

freshness, price, leanness, colour, tenderness, flavour, 

safety, preparation ease, nutrition, juiciness, preparation 

time (protein specific) .               

c. Perceived fit with cooking styles, flavors and culture.  

d. Importance of production claims including: breed (e.g. 

angus beef, berkshire pork), tenderness claims (protein 

specific), sustain ability, animal care, antibiotic use and 

Halal. 

e. Perceptions of different cuts of meat. 

 

Packaging, Preparation and Retail 

a. Establish what motivates consumers to shop at certain 

locations (e.g. price, flyer activity, promotions, branded 

programs, in-store assistance, and education tools to 

help prepare the product).  

b. Establish the importance of portion size, packaging type, 

packaging convenience and package appearance in the 

purchase decision.   

c. Establish the interest and importance of environmentally 

friendly packaging.    

d. Establish the use and availability of recipes and 

preparation instructions.  

e. Determine what improvements may be made at the self-

service counter and full service counter where meat is 

purchased (better quality meat, more/better variety, 

better product packaging, other).  

f. Evaluate the influence of new technologies (e.g. mobile 

phones, social media, on-line shopping, etc.) on 

consumers’ purchasing behaviour and how it affects 

their retail choices.  

g. Evaluate the use and interest of QR codes on meat 

products and what information consumers are interested 

in when scanning QR codes. 

 

Nutrition and Health 

a. Evaluate consumer perceptions of nutrition and 

healthiness (by protein).  

b. Evaluate how consumers feel about their health and how 

it has impacted their purchase decisions.  

c. Evaluate the importance of nutritional labels.  

 

Socio-Cultural Trends and Marketing 

a. Identify and understand the drivers of meat purchases 

among consumers. 

b. Identify and understand different consumer segments in 

terms of factors such as their needs, meat purchases 

and preferences, lifestyle and demographics. 

c. Evaluate how different consumers respond to cultural 

trends and marketing interventions.  

d. Determine the consumers’ interest in new products, and 

product differentiation strategies.  

e. Establish the differences in attitudes/perceptions and 

purchasing behaviours among various generational 

groups (e.g. Gen.Z, Millennials, Gen. X, Boomers, etc.) 

and ethnic/cultural groups. 



6 

Objectives  

Farming and Processing Methods 

a. Organic; 

b. GMO free;  

c. Hormone-free;  

d. Antibiotic-free (concerns about antibiotic resistance);  

e. Animal welfare claims (including humanly raised – 

quality of handling/treatment and quality of environment 

(cage free, non-farrowing crates systems, grass-fed 

beef);  

f. Environmental and sustainability claims (eg. carbon 

footprint, best management practices, energy and/or 

water efficiency);  

g. Traceability (farm of origin);   

h. Farm safety; and  

i. Food safety (trust in processing systems, meat 

inspection, and certification). 

 

Transparency and Trust in Meat Sector 

a. Do consumers trust the industry? Is this trust eroding or 

is lack trust not really an issue?  

b. Evaluate where consumers go for information. Do they 

feel they have enough information of the products they 

purchase?   

c. Do they trust the food safety and integrity of the food 

they consume?  



Summary 
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Methodology Overview 

The 2016 Canadian Consumer Retail Meat Study is an online survey that Leger conducted with a stratified sample of Canadians based on their 

province/region of residence, with oversamples of specific ethnic/cultural groups to obtain sufficient responses from each group of interest to 

support the development of research-based conclusions for those segments.  In other respects, the sampling was as random and representative of 

the Canadian population as possible for an online survey, with final weighting being done to ensure accurate demographic representation. 

  

There are several reasons why the online survey approach was used for this study: 

  

 The methodology is consistent with previous surveys conducted for ALMA allowing for valid tracking of survey results over time for all 

questions that are repeated from previous waves. 

 Online surveys enable the use of specialized interview techniques, such as trade-offs, providing actionable analysis and insight.  

 It is more cost-effective and than other methodologies such as telephone surveys, allowing researchers to more easily obtain greater 

sample size and reliability, enabling greater identification of differences between groups.. 

 Internet surveys are accessible, enabling respondents to complete interviews at their convenience, 24 hours a day, 7 days a week. 

  

These are the main components to the methodology: 

  

 Leger sent email invitations to a sample of Canadians using our LegerWeb online panel.  LegerWeb is the largest Canadian-owned 

panel with over 400,000 members.  Each invitation included a unique link that ensured each respondent could only complete one 

survey, and that a respondent who exits the survey partway through could use the same link to re-access the survey and resume 

without having to re-enter any previous answers. 

 Reminder emails were sent as necessary to obtain the desired sample size and breakdown by characteristics such as province/region, 

ethnic/cultural background, gender and age. 

 Verbatim responses to open-ended questions were coded into meaningful and actionable categories for quantitative analysis. 

 Data were weighted by region and age to be representative of the Canadian adult population grocery/meat (shoppers). 

 

It should be noted that this years study was conducted in June while the 2012 study was conducted in April. The time of year surveys are 

conducted could have some impact on consumers purchasing behaviour as well as cooking preferences. 
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Methodology  

•A pre-test of the survey was conducted prior to data collection 

•Data was collected between June 9 - June 10, 2016 

•28 completed interviews 

•The pre-test interviews were included in the final dataset 

•Data Collection 

•Data was collected between June 10 - July 4, 2016 

•1,609 completed interviews 

•Average time to complete: 38.34 minutes  

Data Collection 

•The survey population for the proposed research consists of all Canadians, screened for the following: 

 

 

 

 

 

 

 

Target Respondents 

 Adults 18+ 

 Have primary or shared responsibility for grocery shopping for their household 

 Have primary or shared responsibility for their household’s meat purchases 

x Do not work in a disqualifying industry such as grocery retail, meat/livestock 

production, butcher shop or marketing research 

 Able to complete the survey in English or French 
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Methodology  

• It is important for ALMA and its stakeholders to have comparisons of research findings with the surveys 
conducted in previous years where applicable.  In order to compare findings between surveys, the same 
question sets and methodology for these tracking questions have been used.  

•To keep to reasonable survey length, questions that were added in 2016 were offset by the removal or 
modification of other questions.   

•Upon examination of the final survey instrument during the programming stages, it was discovered that the 
survey was running over 40 minutes in length.  Leger made the suggestion that only one protein, rather 
than two, be tested in the drag and drop section of the survey (meat cuts).  

•ALMA had the opportunity to review drafts of the questionnaire and provide input/feedback, as well as final 
decision making authority over approval of the final questionnaire prior to launch. 

Survey Instrument  

•The following margin of error figures are provided as guidelines only, to enable comparison of reliability 
between different Canadian regions. Margin of error does not apply to online surveys of the general public 
because they cannot be considered random samples regardless of the research supplier or online panel 
that is used to obtain the participants. 

•Overall Total (n=1,609): ±2.4 percentage points, 19 times out of 20 

•Ontario (n=571): ±4.1 percentage points, 19 times out of 20 

•Quebec (n=379): ±5.0 percentage points, 19 times out of 20 

•BC (n=216): ±6.7 percentage points, 19 times out of 20 

•Alberta (n=235): ±6.4 percentage points, 19 times out of 20 

•Manitoba/Saskatchewan (n=104): ±9.6 percentage points, 19 times out of 20 

•Atlantic (n=104): ±9.6 percentage points, 19 times out of 20 

•Chinese (n=168): ±7.6 percentage points, 19 times out of 20 

•South Asian (n=124): ±8.8 percentage points, 19 times out of 20 

•Muslim (n=112): ±9.3 percentage points, 19 times out of 20 

Analysis 
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Methodology  

•A number of questions were asked, including demographic questions, to provide an opportunity to identify 
different consumers and the significant differences between them.   

 

•When breaking out the age groups ALMA defined the following generational segments: 

•18-23 years – Generation Z 

•24-44 years – Millennials  

•45-50 years – Generation X 

•51-70 years – Boomers 

•70 years and older – Seniors 

 

•Also, the respondents described their ethnic and cultural background as follows: 

•First Nation / Metis / Inuit / Native Canadian / Indigenous 

•Scottish, English, Irish, or Welsh 

•Hispanic / Latino / Latin American 

•European (French, Italian, Portuguese, German, Greek, Polish, Swiss, etc.) 

•Russian, Ukrainian 

•Jewish 

•African 

•African-American 

•West Indian (Jamaican, Caribbean) 

•Chinese 

•Other East Asian (Japanese, Korean) 

•South Asian (East Indian, Sri Lankan, Pakistani) 

•Southeast Asian (Vietnamese, Cambodian, Malaysian, Filipino) 

•West Asian or Arab (Armenian, Egyptian, Afghani, Iranian) 

•Other 

•Canadian 

•American 

Analysis 
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Outline of Survey Instrument  

1 
•Grocery Shopping Overview/Retail Environment 

2 

•Meat Purchase Measures 

• Included a new drag and drop section for respondents to rate various 
attributes of different cuts of chicken/beef/pork on a scale of 1-7. 

3 

•Trade-off Analysis 

•Trade-off Analysis: Respondents were presented with a  few different 
package labels and asked to select the package they prefer most as well as 
the package they prefer least.  After each selection they were then asked 
how likely they are to purchase. 

4 
•Origin 

5 
•Trust 

6 
•Shopper Measures 

7 
•Technology 

8 
•Classifications/Demographics  
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Methodology  

• Status Report 1 – approximately halfway through fielding 

• Data was collected between June 10-June 16, 2016 

• 522 completes 

• Average time to complete: 38.26 minutes  

• Quota completion: 

• Overall: 522/1,500 (34.8%) 

• Over samples:  

• Chinese: 31/100 (31.0%) 

• South Asian: 15/100 (15.0%) 

• Muslim: 8/100 (8.0%) 

• Interim Report 

• Data was collected between June 10-June 30, 2016 

• 1,130 completes 

• Average time to complete: 38.03 minutes  

• Quota completion: 

• Overall: 1,133/1,500 (75.5%) 

• Over samples:  

• Chinese: 155/100 (complete) 

• South Asian: 106/100 (complete) 

• Muslim: 98/100 (98.0%) 

• Status Report 2 

• Data was collected between June 10-June 29, 2016 

• 1,489 completes 

• Average time to complete: 38.34 minutes  

• Quota completion: 

• Overall: 1,489/1,500 (99.3%) 

• Over samples:  

• Chinese: 165/100 (165.0%) 

• South Asian: 121/100 (121.0%) 

• Muslim: 108/100 (108.0%) 

Summary of online survey completions 

 Data was collected between June 10 - July 4, 2016 

 Total of 1,609 completed interviews 

 Average time to complete: 38.34 minutes 

 Quota completion: 

 Overall: 1,609 actual /1,500 targeted (107.3%) 

 Over samples:  

 Chinese Canadians: 168/100 (168.0%) 

 South Asian Canadians: 124/100 (124.0%) 

 Muslim Canadians: 112/100 (112.0%) 



Highlights 
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Highlights 

The 2016 Canadian Consumer Retail Meat Survey uncovers current information about why Canadian consumers make the choices they do when 

purchasing fresh meat. The results also validate conclusions from the previous studies completed in 2010 and 2012. New ground is covered in terms 

of understanding how some consumers are different from others in terms of what is important to them and the choices they make when purchasing 

fresh meat. The findings also provide information about why consumers purchase meat based on the cuts of meat they purchase and their 

perceptions of those cuts. 

 

Consumers appear to be shopping around at a greater number of retailers than previously, with most retailers experiencing increases in being 

considered a place the consumers regularly shop for fresh meat. Continuing the trend noted in the 2012 study, mass merchandising/big box retailers 

experienced the greatest percentage increases in regular fresh meat shoppers. 

 

While price comes to mind as a primary reason to choose one retailer over another, consumers’ ratings of their most frequented retailers indicates 

there are a number of other factors that are also very important, notably quality, convenience, cleanliness, and stocking their preferred package sizes 

and cuts of meat. 

 

The majority of consumers shop for fresh meat at the same retailer they shop at most for other groceries. Efforts to create positive perceptions in 

general and for other types of products besides meat will help in terms of attracting fresh meat shoppers. Meanwhile, specialized retailers such as 

farmers markets and butchers continue to appeal to some consumers, with no apparent decline in shopping with them. 

 

Flyers continue to motivate Canadian consumers to purchase, and are often used from home in advance of selecting where to shop and what to buy. 

In-store recipes can also be motivating to most consumers, particularly when considering an unfamiliar cut of meat. 

 

While the majority of consumers continue to purchase from pre-packaged meat cases, there is a slight increase in purchase from the full-serve meat 

counter since 2012. The main reasons for purchasing from the full-serve meat counter are to have meat cut to order, and for specific sizes/quantities. 

 

Since the 2012 study, there has been a substantial increase in consumers’ reported ownership of smart phones and tablets, with growth in ownership 

of laptop computers having stabilized but still maintaining the highest share among all mobile device types. Meanwhile, there has been a decline in 

ownership of eReaders. With smartphones nearing the same level of ownership as laptops, it is increasingly important for web based information to 

be provided in a mobile-friendly format and via smartphone apps. 

 

Consumers’ online activity often includes looking at grocery store websites and flyers, and details such as retail locations and hours. Fewer, but still 

significant numbers of consumers report having researched grocery products online before making a purchase decision, downloaded or printed 

grocery store coupons, posted a recipe online, and posted a photo of a meal they had with meat. While users of QR codes still represent a limited 

proportion of consumers in Canada overall, they represent a substantial proportion of smartphone users as smartphone use continues to grow. 

Therefore, creating online functions and activities that involve QR codes would be appropriate for inclusion in a mobile app. 
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Highlights 

Chicken continues to be the most popular meat purchase, followed (in order) by beef, pork, lamb and bison. Consumption has decreased for all types 

of meat since 2012. 

 

When predicting their future purchases five years from now, consumers anticipate they will be eating more chicken, about the same amount of bison, 

and less beef, pork and lamb. This is generally consistent with the direction of previous change that has taken place, as well as the perceived 

nutritional value of different sources of protein, with fish being considered a more healthy alternative to all types of meat, and chicken being perceived 

to be more healthy than other meats. Meats continue to face challenges in terms of some consumers believing there are health reasons to decrease 

consumption. The cost of meat is another barrier for some consumers who are decreasing their consumption. 

 

Based on the cuts of meat consumers purchase and their ratings of different cuts of meat on different attributes, the survey findings demonstrate that 

chicken purchasers are primarily looking for cuts that are healthy, appealing to the whole family, and good for every day meals. For beef, consumers 

are looking for cuts that are appealing to the whole family, easy to prepare, and good for every day meals. For pork, consumers are looking for cuts 

that are good for every day meals, appealing to the whole family, and versatile. These factors would be expected to also influence consumers’ 

decisions to purchase one kind of meat over another. 

 

Most consumers at least glance at nutritional labels on fresh meat, with one-quarter reading the label carefully. As in 2012, consumers are most likely 

to look at the sodium, total fat, saturated fat, and calories per serving. Compared to 2012, consumers today appear to pay less attention to nutritional 

labels than before.  

 

The features most commonly included in consumers’ fresh meat purchases are being already cooked and ready to eat (e.g., rotisserie chickens), 

branded, pre-flavoured, and pre-prepared with other ingredients, followed by antibiotic-free, hormone-free, and organic. Fewer, but still significant 

proportions (over 10%) of consumers have purchased fresh meat with claims regarding animal welfare, GMO-free, Halal, traceability to farm of origin, 

Certified Humane, and environmental and sustainability. The least purchased features are any claims about food safety or farm safety. 

 

Canadian origin continues to be the feature that consumers choose over all other attributes, and the feature they are willing to pay a premium for. In 

2016, the trade-off analysis was undertaken in a substantially different manner than in 2012. The fact that both studies revealed this result gives 

further validation and confidence to the results. The factor of second strongest positive influence is being free of hormones and antibiotics. The 

feature consumers are least willing to pay a premium for, for all meats, is being labelled as organic. This is most likely to be due to the amount of 

premium that would need to be charged for organic product. 

 

Consumers have a high level of trust and confidence in the Canadian meat industry, including trust in farmers and ranchers, products being healthy 

and safe, and regulation and inspection. Consumers believe Canadian meat is safe to eat, of high quality, exactly what they think they are buying, 

and produced in an environmentally responsible manner. This is consistent with consumers’ willingness to pay a higher price for Canadian fresh meat 

product. Consumers think inspectors should have the most responsibility for ensuring trust and confidence in Canadian meat, followed by producers, 

government, meat industry associations, processors and retailers (in that order). 
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Highlights 

One of the challenges in understanding consumer needs is that different consumers have different needs and preferences. Five consumer 

segments have been identified, each having different purchase behaviour and opinions with respect to fresh meat. Their demographic 

characteristics help form a picture of these groups and will help enable targeting of applicable messages. 

 

Affluent Meat Lovers are dedicated meat purchasers, and they are often willing to pay premium prices for brands and features. 

Representing 18% of Canadian meat purchasers, they include higher than average proportions of married couples aged 35-44 years, with 

children aged 12 and under, college or less education, working full-time with household incomes of $75,000 or more (including above 

average proportions earning $150,000 or more), Affluent Meat Lovers are likely to entertain others with a home cooked meal, consider 

themselves foodies and gourmet cooks, and try meat dishes they haven’t had before. Above average proportions identify as Canadian, 

European, First Nation and West Asian. 

 

Trendsetting Professionals purchase fresh meat rather than premade meals, and they are willing to pay more for quality, brands and 

features. This is moderated to an extent by their interest in reducing their meat intake, particularly regarding red meat. They represent 28% 

of Canadian meat purchasers, with higher than average proportions of married females aged 24-34 and 65 or older without children under 

18, Asian or African, university educated and working part-time or retired with annual household incomes of $50-75,000. 

 

Healthy Empty Nesters do a lot of cooking at home, however, they don’t do a lot of entertaining and try to limit meat in their diet for health 

reasons. They represent 15% of Canadian meat shoppers, skewed to married or widowed males aged 45 and over, with no children under 

18, highly educated and working full-time or retired with higher household incomes ($100,000 or more). They also include above average 

proportions of Western and Eastern Europeans, Africans and South Asians, and are more likely to shop at stores that sell Halal meats. They 

are less interested in recipes than other consumers. 

 

Coupon Clippers also do a lot of cooking at home, to save money. Bulk packs of fresh meat will likely be most appealing to this segment. 

Representing 17% of Canadian meat shoppers, they include higher than average proportions of married, divorced or separated females 

aged 35-64, with school aged children, college or less education, working part-time, unemployed or not in the labour force with household 

incomes of less than $50,000. They are also more likely to identify as Canadian, UK, First Nation, Latin American, Russian, Ukrainian, 

Jewish, African-American, East Asian or West Asian.  

 

Convenience Shoppers are not very price sensitive and they do not tend to have health concerns about meat. Meat that is already cooked 

and ready to eat will likely be most appealing to this segment. They represent 21% of Canadian meat shoppers, and include higher than 

average proportions of single males under age 45, college educated, working, students or looking for work, with annual household incomes 

under $50,000. They also include above average proportions of Canadians with Chinese, South Asian, First Nation, Jewish and West Indian 

ethnic/cultural background. 





Shopper Measures 

Section 1 
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Key Findings 
Shopper Measures 

 

At LEAST 50% of Canadian meat consumers STRONGLY 

AGREE (8,9,10 ratings): 

 

 They are trying to improve their overall health 

 They consider themselves generally healthy 

 They are making an effort to eat healthfully 

 

 They try not to waste food in general 

 They (or their family) cook and eat a lot at home 

 They always on the lookout for new recipe ideas to 

appeal to their household 

 They buy meat at the same place they get most of 

their other groceries 

 They shop for the best price of meat 

 

(57%) of Canadian meat consumers OFTEN (8,9,10 

ratings) BUY FRESH MEAT when it is ON SPECIAL 

(25%) of Canadian meat    

consumers READ   

NUTRITIONAL LABELS 

CAREFULLY 

(down from 2012) 

Canadian meat consumers 

feel that FISH (77%) and 

CHICKEN (66%) are the 

MOST HEALTHFUL (8,9,10 

ratings) proteins 
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Section Summary 
Shopper Measures 

 

Canadian meat consumers generally agree that they live or are trying to live a healthy lifestyle.  Trying to improve overall health, considering 

oneself generally healthy, and making an effort to eat healthfully garner the strongest agreement among consumers, while considering oneself a 

gourmet cook and often buying prepared meals garner the weakest.  Strong agreement is generally higher among university graduates across 

different statements. 

 

Consumers strongly agree that they try not to waste food, cook and eat a lot at home and are always on the lookout for new recipe ideas.  There 

are higher proportions of these consumers in Quebec among, females, those aged 65 years or older and those married or living in common law.   

 

Canadian meat consumers are less inclined to strongly agree that they try to eat fish regularly, limit the amount of red meat they eat or meat in 

general, and cook a lot of meatless meals.  Strong agreement to these statements is more widespread among those who are 50 years of age and 

among younger, and university graduates. 

 

In regards to factors that may come into play when purchasing fresh meat, Canadian consumers strongly agree that they buy meat at the same 

place they get most of their other groceries, and that they shop around for the best prices in regards to their meat purchases.  Strong agreement in 

general for factors in regard to meat purchasing is particularly evident among females. 

 

The majority of Canadian meat consumers often buy fresh meat when it is on sale, and these consumers tend to be females, those who are 

married/living in common law, and Chinese Canadians. 

 

When asked the extent to which they notice nutritional labels on packages of fresh meat, the majority of consumers say they simply glance at the 

label rather than read it carefully.  Those who read the label are most commonly looking at sodium content, followed by total fat and saturated fat.  

 

Canadian meat consumers perceive fish and chicken as the most healthful types of fresh meat, consistent with 2012 findings. 
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Shopper Measures 
2016 Results 

[NEW 2016] K1A. For each statement below, please rate your agreement using a 10 point scale where 10=agree completely and 1=disagree completely… 

 

Base: Canadian meat consumers (n=1,609) 

39% 

34% 

22% 

12% 

8% 

8% 

2% 

2% 

1% 

43% 

47% 

48% 

47% 

46% 

45% 

38% 

38% 

33% 

18% 

19% 

30% 

41% 

45% 

47% 

60% 

61% 

66% 

I often buy prepared meals that are
quick and easy to make

I consider myself a gourmet cook

I consider myself a "foodie"

I exercise often

I buy the brands I am familiar with and
trust even if it means paying more

I'm always on the lookout for healthier
recipe ideas

I am making an effort to eat
healthfully

I consider myself generally healthy

I am trying to improve my overall
health

Shopper Measures 

Disagree (1,2,3 ratings) Somewhat Agree (4,5,6,7 ratings) Strongly Agree (8,9,10 ratings)

University 

graduates 

provide higher 

proportions of 

strongly agree 

(8,9,10) ratings 

for a number of 

these 

statements 

Canadian meat consumers agree most strongly (60% or higher proportion of strongly agree ratings, with almost everyone agreeing 

at least somewhat) that they are trying to improve their overall heath, consider themselves healthy, and are making an effort to eat 

healthfully. The proportions of strong agreement are lowest for Canadian meat consumers for considering themselves a gourmet 

cook, and buying prepared meals, with over one-third of consumers disagreeing with these statements.  
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Shopper Measures 
2016 Results 

[NEW 2016] K1B. For each statement below, please rate your agreement using a 10 point scale where 10=agree completely and 1=disagree completely… 

 

Base: Canadian meat consumers (n=1,609) 

14% 

7% 

7% 

2% 

1% 

42% 

45% 

40% 

26% 

21% 

44% 

48% 

53% 

72% 

78% 

I (or my family) enjoy entertaining
others with a cooked meal at my

home

I'm always on the lookout for easy/fast
recipe ideas

I'm always on the lookout for new
recipe ideas to appeal to my

household

I (or my family) cook and eat a lot at
home

I try not to waste food in general

Shopper Measures 

Disagree (1,2,3 ratings) Somewhat Agree (4,5,6,7 ratings) Strongly Agree (8,9,10 ratings)

Strongly agree 

(8,9,10) ratings 

for these 

statements are 

generally 

higher among: 

 

 Residents of 

Quebec 

 Females 

 Those 65 

years of age 

and older 

 Those who 

are married 

or common 

law 

Half or more Canadian meat consumers strongly agree they try not to waste food, cook and eat a lot at home, and are always on the 

lookout for new recipe ideas. Consumers are less likely to always be on the lookout for easy/fast recipe ideas or enjoy entertaining 

others with a cooked meal at their home. 
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Shopper Measures 
2016 Results 

[NEW 2016] K1C. For each statement below, please rate your agreement using a 10 point scale where 10=agree completely and 1=disagree completely… 

 

Base: Canadian meat consumers (n=1,609) 

30% 

23% 

20% 

19% 

52% 

51% 

46% 

48% 

18% 

26% 

33% 

34% 

I cook a lot of meatless meals

I try to limit the amout of meat I eat

I try to limit the amount of red meat I
eat

I try to eat fish regularly

Shopper Measures 

Disagree (1,2,3 ratings) Somewhat Agree (4,5,6,7 ratings) Strongly Agree (8,9,10 ratings)

Strongly agree 

(8,9,10) ratings 

are generally 

higher among: 

 

 Those 50 

years of age 

and younger 

 University 

graduates 

A substantial proportion of Canadian meat consumers express attitudes and reported behaviours that reflect a desire to limit or 

decrease their meat consumption. Notably, one-third of Canadian meat consumers strongly agree they try to eat fish regularly, and 

limit the amount of red meat they eat, with about four-in-five agreeing at least somewhat with each of these statements. Consumers 

are somewhat less likely to be limiting the amount of meat they eat in general than they are to limit red meat specifically. Despite 

their reported efforts to try and limit meat or red meat, and to eat fish regularly, consumers express less agreement that they cook a 

lot of meatless meals. Almost one-in-five consumers strongly agree they cook a lot of meatless meals, while 30% disagree. A small 

majority somewhat agree with this statement. 
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Shopper Measures 
2016 Results 

[NEW 2016] K1D. For each statement below, please rate your agreement using a 10 point scale where 10=agree completely and 1=disagree completely… 

 

Base: Canadian meat consumers (n=1,609) 

16% 

10% 

10% 

16% 

12% 

4% 

6% 

10% 

50% 

52% 

49% 

41% 

41% 

47% 

43% 

37% 

33% 

37% 

42% 

42% 

48% 

49% 

51% 

53% 

I stretch my meat dollar by cooking
casseroles and pasta dishes

I like to try meat dishes I haven't had
before

I shop often so I have fresher meat

I compare prices of meat at different stores

When I shop for groceries or meat, I bring
a list and focus on buying what I planned

I will pay more for better quality meat

I shop for the best price of meat

I buy meat at the same place I get most of
my other groceries

Shopper Measures 

Disagree (1,2,3 ratings) Somewhat Agree (4,5,6,7 ratings) Strongly Agree (8,9,10 ratings)

Strongly agree 

(8,9,10) ratings 

are generally 

higher among: 

 

 Females 

Half or more Canadian meat consumers strongly agree that they buy meat at the same place they get most of their other groceries, 

with 90% agreeing at least somewhat. While the vast majority of consumers agree at least somewhat (including just over half who 

agree strongly) that they shop for the best price of meat, close to the same proportions (slightly higher somewhat agreement and 

slightly lower strong agreement) say they shop around for the best prices in regards to their meat purchases. Almost half of 

consumers strongly agree that while shopping for groceries or meat they bring a list and focus on buying what they planned. Fewer 

consumers strongly agree they shop often for fresher meat, like to try new meat dishes, and stretch their meat dollar by cooking 

casseroles and pasta dishes. 
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Shopper Measures 
2016 Results 

[NEW 2016] K2. How often do you do the following? 

Base: Canadian meat consumers (n=1,609) 

13% 

13% 

6% 

40% 

38% 

37% 

46% 

49% 

57% 

I buy fresh meat that I see advertised
in a flyer

I purchase a
large/economy/value/family pack size

for fresh meat

I buy fresh meat when it is on special

How often do you do the following… 

Not often (1,2,3 ratings) Sometimes (4,5,6,7 ratings) Often (8,9,10 ratings)

Often ratings 

(8,9,10 ratings) 

are generally 

higher among: 

 

 Females 

 Those who 

are married 

or common 

law 

 Chinese 

Canadians 

About three-in-five Canadian meat consumers often buy fresh meat when it is on special, with the vast majority doing so at least 

sometimes. While consumers do not purchase fresh meat in large economical pack sizes or purchase fresh meat they see 

advertised in a flyer quite as often, the majority do so at least sometimes.   
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Nutrition Facts on Fresh Meat Labeling 
Tracking 

K3. You may have noticed nutritional labels such as this sample on packages of fresh meat or chicken.  To what extent do you look at this type of nutritional 

label when it is on a fresh meat package? 

Base: Canadian meat consumers 

*Caution to be used when interpreting trends over time due to only those consumers who noticed nutrition facts label being asked question in 2012 

11% 
17% 

54% 

55% 

35% 25% 

2012 (1,075)* 2016 (n=1,609)

Nutrition Facts Meat Labeling 

Read it carefully

Glance at it

Do not look at it

In 2016, “read it 

carefully” 

mentions are 

generally 

higher among: 

 

 Residents of 

Ontario 

 Residents of 

BC 

 Those 65 

years of age 

and older 

 University 

graduates 

 Those 

without 

children in 

the 

household 

Over half of Canadian meat consumers simply glance at the nutritional labels on packages 

of fresh meat rather than reading it carefully. One-quarter of consumers read the label 

carefully, while less than one-in-five do not look at it at all. While the exact percentages 

from 2012 are not directly comparable based on how the question was asked, it is clear 

that in both 2012 and 2016 most consumers glanced at the label and they were least likely 

to have not looked at it.  
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Nutrition Facts on Fresh Meat Labeling – Information Looked For 
Tracking 

K4. Which of the following pieces of information are you specifically looking at on a fresh meat nutritional label? 

Base: Canadian meat consumers who read nutrition facts label 

2012 

(n=957) 

2016 

(n=1,282) 

Sodium 58% 53% 

Total fat 57% 44% 

Saturated fat 47% 42% 

Calories per serving 46% 36% 

Cholesterol 36% 33% 

Protein (# grams) 33% 33% 

Serving size 24% 20% 

Iron 11% 13% 

B Vitamins 4% 9% 

Other 4% 3% 

Nothing specific/none of these 10% 15% 

% Indicates statistical increase/decrease from 2012 

Sodium, total fat, and saturated fat are among the top three information pieces looked at 

on a fresh meat nutritional label, the order of these being consistent with 2012 results. 

However, the proportions of consumers providing each of these responses are significantly 

lower than in 2012.  
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Nutritional Value of Proteins 
2016 Results 

K5. Please rate the HEALTHFULNESS or NUTRITIONAL VALUE of some of the foods you may buy, using a scale of 1 to 10 where 1 is ‘not at all healthful’ 

and 10 is ‘extremely healthful’. 

Base: Canadian meat consumers (n=1,609) 

14% 

9% 

7% 

10% 

1% 

2% 

56% 

61% 

60% 

56% 

33% 

21% 

30% 

30% 

33% 

34% 

66% 

77% 

Pork

Lamb

Beef

Bison

Chicken

Fish

Nutritional Value of Proteins 

Not Healthful (1,2,3 ratings) Somewhat Healthful (4,5,6,7 ratings) Healthful (8,9,10 ratings)

Healthful ratings 

(8,9,10 ratings) 

are generally 

higher among: 

 

 Residents of 

Manitoba/ 

Saskatchewan 

 Those 65 

years of age 

and older 

 Those who are 

married or 

common law 

Canadians perceive fish to be more healthy and nutritious than meats, and chicken stands out as being perceived to 

be more healthy and nutritious than other meats. While the majority of consumers perceive all meats to be at least 

somewhat healthy and nutritious, pork receives the most “not healthful” ratings. Otherwise, bison, beef, lamb and 

pork are not very strongly differentiated from each other. 
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Nutritional Value of Proteins 
Tracking and Regional Comparison (Mean Values) 

K5. Please rate the HEALTHFULNESS or NUTRITIONAL VALUE of some of the foods you may buy, using a scale of 1 to 10 where 1 is ‘not at all healthful’ 

and 10 is ‘extremely healthful’. 

Base: Canadian meat consumers (n=1,609) 

2012 

(n=1,365) 

2016 

(n=1,609) 

Fish 9.1 8.3 

Chicken 8.4 7.8 

Beef 7.0 6.5 

Bison 6.9 6.3 

Lamb 6.8 6.3 

Pork 6.9 6.1 

2016 

(n=1,609) 

ON 

(n=571) 

QC 

(n=379) 

BC 

(n=216) 

AB 

(n=235) 

MB/SK 

(n=104) 

ATL. 

(n=104) 

Fish 8.3 8.3 8.4 8.2 8.3 8.6 8.2 

Chicken 7.8 7.9 7.7 7.7 8.0 8.2 7.7 

Beef 6.5 6.6 6.4 6.2 6.6 7.0 6.6 

Bison 6.3 6.3 6.1 6.5 6.8 7.1 5.8 

Lamb 6.3 6.4 6.5 6.1 6.2 6.1 5.9 

Pork 6.1 6.0 6.1 6.0 6.2 6.7 6.6 

% Indicates statistical significance 

The mean average ratings illustrate similar conclusions to the breakdown of percentage ratings. As on the chart on the previous 

page, fish is regarded as more healthy and nutritious than meat, and chicken stands out in its positioning as the most healthy and 

nutritious meat. These conclusions are consistent with the 2012 survey results. Regionally, consumers in Manitoba and 

Saskatchewan have the most positive perceptions of chicken, beef, bison, and pork being healthy and nutritious. 



Portable Technology and Use of QR Codes 

Section 2 
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Key Findings 
Shopper Technology 

 

Grocery store flyer 

online 

 

(from home) 

Grocery store 

flyer online 

 

Store 

information 

 

(from mobile) 

In the past 30 days people are more likely to check… 

MAJORITY of Canadian meat    

consumers have 1 to 499 

FOLLOWERS on most popular 

social media account 

(70%) of Canadian meat consumers 

OWN a SMART PHONE 

(up from 2012 – 48%) 

91% of Canadian meat 

consumers have SEEN a QR CODE 

(up from 2012) 

40%  
of Canadian meat 

consumers who own a 

smart phone HAVE a 

QR code READER 

(down from 2012 – 

57%) 
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Section Summary 
Shopper Technology 

 

Canadian meat consumers generally perform most of their online activities pertaining to fresh meat, grocery store inquiries, flyer searches, etc., 

from home, with looking at a grocery store flyer online, looking for store information, and visiting a store website being the most common online 

activities (whether it be from home or mobile).  Mobile usage for the various online activities tends to be higher among those between the ages of 

18 and 44 years, and those with children in the household. 

 

Over four-in-five Canadian meat consumers have at least one follower on their most popular social media account, with the greatest proportion 

indicating having between 1 and 50.  Incidence of smartphone and tablet ownership has increased in 2016 compared to 2012, while eReader 

ownership has decreased. 

 

Overall, usage of QR codes is consistent with 2012.  While awareness of QR codes has increased in 2016 and so has ownership of smartphones, 

the incidence of having a QR code reader on one’s smart phone has decreased.  Among those who do have a QR code scanner on their phone, 

usage of scanning QR codes has generally increased.  Those who have used their QR code scanner on food products do so in order to attain 

specific information about that specific item. 
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Online Behaviour in the Past 30 Days 
2016 Results 

[NEW 2016] L1. In the past 30 days, have you… 

Base: Canadian meat consumers (n=1,609) 

43% 

27% 

29% 

19% 

5% 

4% 

15% 

6% 

17% 

7% 

6% 

21% 

21% 

15% 

8% 

3% 

3% 

9% 

6% 

12% 

10% 

5% 

Looked at a grocery store flyer online

Looked for store information such as location
or hours online

Visited a grocery store website online

Downloaded or printed a grocery store coupon
online

Ordered groceries online

Ordered fresh meat online

Researched a grocery product(s) online before
making your decision and purchase

Researched a meat production claim or
certification online

Posted or forwarded a recipe online

Posted a photo online of a meal I had with
meat

Posted a written comment/entry about meat

In the Past 30 Days… 

From home From Mobile

Mobile usage for 

these activities  

is generally 

higher among: 

 

 Those 

between the 

ages of 18 

and 44 years 

 Those who 

have children 

in the 

household 

In the past 30 days, many Canadian meat consumers went online to look for grocery store flyers, store information, or to visit a 

grocery store website. Consumers are more likely to search for this online information from their homes than they are from mobile. 
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Social Media Presence and Device Ownership 
2016 Results and Tracking 

[NEW 2016] L2. Thinking about the social media account in which you have the most friends, followers, etc., how many friends, followers, etc. do you have on that 

account? L5. Which of the following do you personally own and use? Exclude technology devices that primarily belong to someone else in your household. 

Base: Canadian meat consumers (n=1,609) 

74% 

48% 

26% 

18% 
14% 

75% 
70% 

49% 

15% 

6% 

Any laptop
computer

Any smart
phone

Any tablet
computer

Any eReader None of these

Ownership of Portable Devices 

2012 (n=1,365) 2016 (n=1,609)

17% 

23% 

11% 

16% 

18% 

7% 

3% 

4% 

None

1-50

50-99

100-199

200-499

500-999

1,000 or more

I don't know

Social Media Followers on Most 
Popular Account 

Smart phone 

ownership is 

higher among: 

 

 Residents of 

Alberta 

 Those 

between the 

ages of 18 

and 44 years 

 University 

graduates 

 Those with an 

average 

annual 

household 

income of 

$75,000 or 

more 

(ownership 

trends 

upward with 

income) 

 Those with 

children in the 

household 

% Indicates statistical increase/decrease from 2012 

Just over four-in-five Canadian meat consumers have at least one follower on their most popular social media account, with 

about half of consumers having 50 or more followers, over one-quarter having 200 or more followers, and one-in-ten having 

500 or more followers. Incidence of smartphone and tablet ownership has increased in 2016 from 2012, while eReader 

ownership has decreased over the same timeframe. 
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Ever Seen a QR Code 
Tracking 

L6. Have you ever seen a QR code such as the one below? 

Base: Canadian meat consumers 

12% 9% 

88% 91% 

2012 (1,365) 2016 (n=1,609)

Ever Seen a QR Code 

Yes

No

Awareness of 

QR codes is 

higher among: 

 

 Residents of 

Alberta 

 Those 

between 

that ages of 

18 and 64 

years 

 Those who 

are single, 

or married 

or common 

law 

 Those with 

an average 

annual 

household 

income of 

$100,000 or 

more 

% Indicates statistical increase/decrease from 2012 

In 2016, nine-in-ten Canadian meat consumers have seen a QR Code before, a significant 

increase from 2012.  
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QR Code Usage Among Smart Phone Owners 
Tracking 

L7. Do you have a QR code reader on your Smart Phone? L8. Have you ever scanned a QR code and looked at web content on a Smart Phone? L9. 

Have you ever scanned a QR code for a food product? L10. Where were you when you scanned a QR code for a food product? 

Base: Canadian meat consumers who own a smart phone 

2012 2016 

Smart phone  

owners 

(n=661) 

% of total 

(n=1,365) 

Smart phone  

owners 

(n=1,143) 

% of total 

(n=1,609) 

Yes, have a QR code reader 57% 27% 40% 28% 

Base: Have QR code reader on Smart Phone (n=375) (n=465) 

Scanned QR code once or twice 39% 11% 51% 14% 

Scanned QR code several times 34% 9% 26% 7% 

Never scanned QR code 27% 8% 23% 7% 

Base: Ever scanned QR code (n=272) (20%) (n=358) (22%) 

Scanned food QR code once or twice 26% 5% 37% 8% 

Scanned food QR code several times 9% 2% 13% 3% 

Never scanned a food QR code 66% 13% 50% 11% 

Base: Ever scanned food QR code (n=94) (7%) (n=182) (11%) 

Scanned QR code at grocery store 57% 4% 62% 7% 

Scanned QR code at out-of-home location 

(excluding grocery store) 
21% 1% 17% 2% 

Scanned QR code at home 55% 4% 38% 4% 

QR code usage  

is generally 

higher among 

smart phone 

users: 

 

 Between 

that ages of 

18 and 44 

years 

% Indicates statistical increase/decrease from 2012 

The incidence of having a QR code reader among smartphone owners has decreased since 2012. 

However, the incidence of scanning QR code for food items has increased significantly among smart 

phone owners. The net effect among Canadian meat consumers as a whole is an overall increase in QR 

code scanning, and increases in QR scanning both at the grocery store and at other out-of-home 

locations.  
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Reasons for Food Product QR Code Usage 
Tracking 

L11. How have you used a food product QR code you’ve scanned? 

Base: Canadian meat consumers who own a smart phone and have ever scanned a food QR code 

2012 

(n=94) 

2016 

(n=182) 

To get specific information about this food 68% 57% 

To visit the brand’s website 55% 43% 

To get general information about the product or company 44% 34% 

To enter a contest 35% 34% 

To get a recipe 17% 25% 

To play a game 9% 9% 

Consumers who scanned a food QR code did so to get specific information about food 

and/or to visit the brand’s website, consistent with the reasons provided in 2012. 



Retail Environment 

Section 3 



WHY?? 
 

 

1. Price 

 

 

2. Quality 
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Key Findings 
Grocery Shopping Overview/Retail Environment 

 
Top Fresh Meat Retailers 

 

1. Loblaw Companies 

1. Real Canadian 

Superstore 

2. No Frills 

2. Mass Merchandiser/Big Box 

1. Costco 

3. Sobey’s Companies 

1. IGA/IGA Extra 

2. Sobey’s 

MOST 

PREFERRED 

Based on Overall Experience at MOST 

PREFERRED Top Ratings Go To… 

 

1. Cleanliness of the store 

2. Convenient location 

3. Quality in general 

 

Based on Experience with FRESH MEAT at 

MOST PREFERRED Top Ratings Go To… 

 

1. Quality of fresh meat 

80%  
of Canadian meat consumers shop for their OTHER 

GROCERIES from the same retailer they SHOP at 

MOST for FRESH MEAT 

(48%) of Canadian meat 

consumers SAW INFORMATION 

about FRESH MEAT ON 

SPECIAL for a PRICE that MADE 

them WANT to PURCHASE 

Most Important Packaging Elements 

 

1. Meat looks fresh in the package 

2. ‘Best Before’ or other date indicates it is fresh 

3. Package will not leak 

4. Package size – total price of the package meat 

5. Meat pieces are the right portion size 

6. Packaging size – package has the number of serving you 

want 

Canadian Meat Consumers Agree Overall that… 

 

1. They like to try new recipes from time to time 

2. They appreciate it when the preparation method is 

identified in the labeling of the product 

(down from 2012) 

3. They are more likely to buy an unfamiliar cut of 

meat if they have a recipe to try 

71%  
of Canadian meat consumers’ grocery stores have a 

‘FULL SERVICE’ meat counter (down from 2012) 

(78%) of Canadian meat consumer’s fresh meat purchases are from 

SELF-SERVE meat cases, on average 

(22%) of Canadian meat consumers’ fresh meat purchases 

are from the FULL-SERVICE meat counter, primarily 

because they get meat CUT TO ORDER 
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Section Summary 
Grocery Shopping Overview/Retail Environment 

 

Retailer visitation in regards to fresh meat purchases has generally increased to some degree for all retailers surveyed, with Loblaw companies 

and mass merchandiser companies being the retailers shopped at most for fresh meat.  Mentions for mass merchandisers being the most shopped 

at retailer for fresh meat has increased in 2016, particularly for Walmart. 

 

In general, Canadian consumers are buying their other groceries from the same retailer they shop at most for their fresh meat, with the exception 

of those who buy their fresh meat from mass merchandisers, in particular Costco. 

 

When asked why they shop at their chosen retailer the most for fresh meat, price, quality and convenience/close to home are the top reasons 

among consumers.  Consumers were also asked to rate their last experience in general at their most preferred fresh meat retailer: strong ratings 

were provided on all measures, particularly in regards to cleanliness of the store, convenience of location and quality in general.  In regards to their 

experience with fresh meat in particular, consumers again give strong ratings for all measures with quality of fresh meat garnering the highest 

rating. 

 

Meat looking fresh, having a “best before” date, not leaking, total price of package, right portion sizes, and number of servings are considered by 

consumers to be the most important packaging elements, although all of these factors saw a decrease in very important (9,10) ratings in 2016.  In 

regards to package labeling and instructions, consumers agree overall that they like to try new recipes from time to time, appreciate it when the 

preparation method is identified on the label, and that they are more likely to buy an unfamiliar cut of meat if they have a recipe to try.  Agreement 

is generally higher among females, those who are between the ages of 18 and 34 years, and those with children in the household. 

 

Incidence of consumers knowing their retailer has a “full-service” meat counter has decreased in 2016, while those indicating they know it does 

not, or not being sure, have increased.  Although down from 2012, the majority of consumers still purchase the majority of their fresh meat from 

pre-packaged meat cases.  Nearly a quarter indicate purchasing their fresh meat from a full-service meat counter, an increase from 2012.  Among 

those who do purchase fresh meat from a full-service meat counter, the majority indicate doing so because they prefer to get meat cut to order, 

consistent with 2012. 
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Fresh Meat Retailers (Regularly Shop at for Fresh Meat) 
Tracking 

A3. From the list below, please check off all the retailers that you shop at regularly for fresh meat (chicken, pork, beef, lamb, bison, etc.). 

2010 

(n=1,372) 

2012 

(n=1,365) 

2016 

(n=1,609) 

Any Supermarket 94% 93% 95% 

Loblaw Companies 54% 54% 74% 

Real Canadian Superstore 18% 15% 24% 

No Frills 12% 11% 23% 

Loblaw’s/Loblaw Great Food 11% 14% 16% 

Maxi/Maxi & Cie 5% 6% 12% 

T&T 3% 5% 7% 

Provigo 2% 2% 7% 

Your Independent Grocer - - 7% 

Atlantic Superstore 5% 5% 5% 

Zehr’s  5% 2% 4% 

Fortino’s 3% 2% 3% 

Extra Foods - - 3% 

Farm Boy - - 3% 

Real Canadian Wholesale 

Club 
- - 3% 

Dominion - - 2% 

Mass Merchandiser/Big Box 25% 36% 59% 

Costco 21% 31% 41% 

Walmart 6% 8% 35% 

2010 

(n=1,372) 

2012 

(n=1,365) 

2016 

(n=1,609) 

Sobey’s Companies* 42% 44% 57% 

IGA/IGA Extra 16% 17% 20% 

Sobey’s 18% 21% 18% 

Safeway 15% 13% 15% 

FreshCo/Price Chopper 7% 4% 9% 

Foodland 4% 1% 4% 

Thrifty Foods 2% 3% 2% 

Metro Inc 33% 29% 39% 

Metro/Metro Plus 22% 23% 25% 

Food Basics 7% 5% 14% 

Super C 10% 5% 11% 

Regional Chains 9% 11% 16% 

Co-op 6% 4% 8% 

Longo’s 2% 3% 3% 

Whole Foods - - 2% 

Jim Pattison Group 7% 7% 12% 

Save-On Foods 6% 6% 11% 

Buy-Low - - 2% 

Farmers Market/Butcher 11% 10% 13% 

Other 5% 5% 8% 

Base: Canadian meat consumers 

*Safeway included for 2016 

Mentions less than 2% in 2016 not shown % Indicates statistical increase/decrease from 2012 
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Fresh Meat Retailers (Regularly Shop at for Fresh Meat) 
Tracking 

A3. From the list below, please check off all the retailers that you shop at regularly for fresh meat (chicken, pork, beef, lamb, bison, etc.). 

The proportions of Canadian meat consumers who regularly shop for fresh meat at any supermarket, and at 

many specific retailers, have increased from 2012. This suggests the typical consumer is shopping at a 

greater number of different retailers than before. 

 

Among all retail brands, Walmart experienced the highest increase in consumers shopping for fresh meat 

(from 8% to 35%), more than quadrupling the share of Canadian consumers reported for Walmart in 2012  

This most recent increase in consumers shopping at Walmart represents over one-quarter (27%) of the total 

number of fresh meat consumers in the Canadian market. 

 

In 2012, Costco positioned itself as the leading retail brand for fresh meat (previously Metro/Metro Plus) in 

terms of the proportion of Canadian consumers who shop there. The increase in Costco fresh meat 

shoppers from 2010 to 2012 represents a 10 percentage point increase (from 21% to 31%) in terms of the 

total number of Canadian fresh meat shoppers who ever shop for fresh meat at Costco. From 2012 to 2016, 

Costco increased its share of Canadian fresh meat consumers again, by another 10 percentage points (from 

31% to 41%). 

 

Among supermarkets, Real Canadian Superstore (15% to 24%), No Frills (11% to 23%) and Food Basics 

(5% to 14%) each also increased their share of fresh meat consumers by approximately 10 or more points. 

 

When considering groups of brands, Loblaw Companies substantially increased their share of consumers 

shopping regularly at its retail brands (54% to 74%) from 2012 to 2016, and Sobey’s Companies now enjoy 

visitation from a majority of regular shoppers (44% to 57%) following the acquisition of Sateway. Metro Inc., 

regional chains and Jim Pattison Group also increased their shares. 

 

Shopping at farmers markets/butchers also increased in share of consumers from 2012 to 2016 , from 10% 

to now 13% regularly shopping for fresh meat at these kinds of retailers.  
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Fresh Meat Retailers (1 of 2) 
Regional Comparison (2016) (Regularly Shop at for Fresh Meat) 

A3. From the list below, please check off all the retailers that you shop at regularly for fresh meat (chicken, pork, beef, lamb, bison, etc.).  

2016 

(n=1,609) 

ON 

(n=571) 

QC 

(n=379) 

BC 

(n=216) 

AB 

(n=235) 

MB/SK 

(n=104) 

ATL. 

(n=104) 

Any Supermarket 95% 95% 94% 94% 99% 97% 98% 

Loblaw Companies 74% 80% 63% 69% 70% 75% 84% 

Real Canadian Superstore 24% 19% -  48% 53% 62% 5% 

No Frills 23% 40% 1% 20% 24% 15% 21% 

Loblaw’s/Loblaw Great Food 16% 27% 14% 3% 7% 11% 3% 

Maxi/Maxi & Cie 12% <1% 50% <1%  -  -  - 

T&T 7% 7% <1% 22% 9%  -  - 

Provigo 7% 1% 28% 1%  -  - 1% 

Your Independent Grocer 7% 11% 2% 9% 3% 6% 5% 

Atlantic Superstore 5% 1% <1%  -  1% 2% 59% 

Zehr’s  4% 10%  -  -  - 1%  - 

Fortino’s 3% 8%  -  -  - 1%  - 

Extra Foods 3% <1% <1% 8% 6% 24%  - 

Farm Boy 3% 8% <1%  - <1% 2%  - 

Real Canadian Wholesale Club 3% 1% <1% 5% 6% 11%  - 

Dominion 2% 2%   - 1% <1% 2% 15% 

Mass Merchandiser/Big Box 59% 58% 52% 59% 71% 72% 53% 

Costco 41% 37% 40% 46% 51% 45% 33% 

Walmart 35% 38% 26% 33% 39% 51% 38% 

Base: Canadian meat consumers 

Loblaw Companies are most 

popular among: 

 

 Residents of Ontario 

 Residents of Atlantic provinces 

 University graduates 

 Chinese Canadians 

 South Asian Canadians 

% Indicates statistical significance 

Mass Merchandiser/Big Box 

Companies are most popular 

among: 

 

 Residents of Alberta 

 Residents of 

Manitoba/Saskatchewan 

 Those between the ages of 18 

and 34 years 

 Those who are married or 

common law 

 Those with an average annual 

household income of between 

$100,000-$149,000 

 Those with children in the 

household 

 South Asian Canadians 

Loblaw companies are more popular among consumers in Ontario and Atlantic Canada. While mass 

merchandiser stores have the highest share of consumers in Alberta, Manitoba, and Saskatchewan.  
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Fresh Meat Retailers (2 of 2) 
Regional Comparison (2016) (Regularly Shop at for Fresh Meat) 

A3. From the list below, please check off all the retailers that you shop at regularly for fresh meat (chicken, pork, beef, lamb, bison, etc.). 

2016 

(n=1,609) 

ON 

(n=571) 

QC 

(n=379) 

BC 

(n=216) 

AB 

(n=235) 

MB/SK 

(n=104) 

ATL. 

(n=104) 

Sobey’s Companies* 57% 43% 65% 59% 68% 68% 81% 

IGA/IGA Extra 20% 3% 65% 10% 9% 8% 8% 

Sobey’s 18% 18% <1%  - 34% 44% 71% 

Safeway 15% 1% 1% 43% 52% 50%  -  

FreshCo/Price Chopper 9% 24% <1% 1% 1%  - 1% 

Foodland 4% 8%  -  -  - 2% 11% 

Thrifty Foods 2% <1%  - 16% <1% 1%  - 

Metro Inc 39% 54% 73% 1% 1% 4% 2% 

Metro/Metro Plus 25% 29% 55% 1%  - 2% 1% 

Food Basics 14% 36% <1% <1% 1% 2% 1% 

Super C 11% 1% 43%  -  - 1%  - 

Regional Chains 16% 12% 7% 15% 31% 49% 22% 

Co-op 8% 1% 2% 4% 30% 43% 17% 

Longo’s 3% 8%  -  -  -  -  - 

Whole Foods 2% 3%   - 7% 1% 2%  - 

Jim Pattison Group 12% 2% <1% 58% 29% 7% 1% 

Save-On Foods 11% 1%  - 55% 27% 7%   - 

Buy-Low 2% 1%  - 8% 1% 2% 1% 

Farmers Market/Butcher 13% 14% 17% 10% 8% 12% 15% 

Other 8% 8% 9% 8% 6% 8% 4% 

Base: Canadian meat consumers 

Regional Chain Companies are most 

popular among: 

 

 Residents of Manitoba/Saskatchewan 

 Those with an average annual 

household income of $150,000 or more 

Jim Pattison Group Companies are most 

popular among: 

 

 Residents of BC 

 Residents of Alberta 

 Chinese Canadians 

 South Asian Canadians 

Farmers Markets/Butchers are most 

popular among: 

 

 Residents of Quebec 

 Those aged 35 to 44 years 

 Those who are married or common law 

 Those with an average annual 

household income of $150,000 or more 

 Muslim Canadians 

% Indicates statistical significance 

Sobey’s Companies are most popular 

among: 

 

 Residents of Atlantic provinces 

Metro Inc. Companies are most popular 

among: 

 

 Residents of Quebec 



46 

Most Preferred Fresh Meat Retailers 
Tracking 

A4. Which ONE retailer do you shop at MOST for fresh meat?  

Most shopped at for fresh 

meat… 

2010 

(n=1,372) 

2012 

(n=1,365) 

2016 

(n=1,609) 

Any Supermarket 81% 75% 70% 

Loblaw Companies 30% 28% 31% 

Mass Merchandiser/Big Box 10% 17% 21% 

Costco 9% 16% 15% 

Walmart 2% 1% 5% 

Sobey’s Companies* 21% 20% 19% 

Metro Inc 15% 13% 13% 

Regional Chains 5% 5% 4% 

Jim Pattison Group 3% 3% 2% 

Farmers Market/Butcher 5% 5% 5% 

Other 3% 2% 4% 

Base: Canadian meat consumers 

*Safeway included for 2016 % Indicates statistical increase/decrease from 2012 

When respondents were asked to pick the ONE retailer they shop for fresh meat the MOST at, the Loblaw 

group of companies tops the list (consistent with 2012 results) followed by mass merchandiser stores. 

Walmart shows the highest increase in share from 2012, from 1% to 5%. 
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Most Preferred Fresh Meat Retailers 
Regional Comparison (2016) 

A4. Which ONE retailer do you shop at MOST for fresh meat? [NEW 2016] 

Base: Canadian meat consumers 

Most preferred fresh meat 

retailer… 

2016 

(n=1,609) 

ON 

(n=571) 

QC 

(n=379) 

BC 

(n=216) 

AB 

(n=235) 

MB/SK 

(n=104) 

ATL. 

(n=104) 

Any Supermarket 70% 69% 73% 67% 68% 74% 77% 

Loblaw Companies 31% 41% 16% 36% 25% 32% 27% 

Mass Merchandiser/Big Box 21% 22% 17% 25% 27% 18% 13% 

Costco 15% 14% 15% 20% 22% 10% 9% 

Walmart 5% 8% 2% 5% 6% 8% 4% 

Sobey’s Companies 19% 9% 23% 17% 27% 25% 42% 

Metro Inc 13% 15% 32%  - <1%  - -  

Regional Chains 4% 2% 1% 2% 9% 17% 6% 

Jim Pattison Group 2% <1% -  12% 7% -  -  

Farmers Market/Butcher 5% 5% 5% 5% 2% 4% 8% 

Other 4% 5% 5% 2% 3% 4% 2% 

% Indicates statistical significance 

Loblaw companies are more popular in Ontario as the most preferred fresh meat retailer while Metro Inc. is 

the most popular in Quebec, mass merchandiser stores are the most popular in Alberta, and Sobey’s 

companies are the most popular in the Atlantic provinces. Loblaw companies are the most shopped at 

stores in Manitoba and Saskatchewan, with regional chains having a stronger presence than in other 

provinces. 
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Grocery Retailer Preferences 
2016 Results 

  

A4. Which ONE retailer do you shop at MOST for fresh meat? [NEW 2016] A4A. Is [INSERT RESPONSE FROM A4] (the retailer you shop at MOST 

for fresh meat) the same place you shop most for the rest of your groceries? 

Base: Canadian meat consumers 

Mentions less than 2% for Fresh Meat not included 

*Caution to be used due to small sample size 

**Base: Shop at retailer the MOST for fresh meat 

MOST for Fresh Meat 

(n=1,609) 

Get Other  

Groceries As Well** 

Any Supermarket 70% 
80% 

(n=1,609) 

Loblaw Companies 31% 
84% 

(n=492) 

Real Canadian Superstore 9% 
94% 

(n=149) 

No Frills 6% 
93% 

(n=92) 

Loblaw’s/Loblaw Great Food 4% 
81% 

(n=54) 

Maxi/Maxi & Cie 3% 
91% 

(n=41) 

Your Independent Grocer 2% 
60% 

(n=40) 

Zehr’s  4% 
74% 

(n=12)* 

Sobey’s Companies 19% 
79% 

(n=311) 

IGA/IGA Extra 6% 
75% 

(n=97) 

Sobey’s 5% 
81% 

(n=89) 

Safeway 4% 
74% 

(n=78) 

FreshCo/Price Chopper 2% 
91% 

(n=28)* 

MOST for Fresh Meat 

(n=1,609) 

Get Other  

Groceries As Well** 

Metro Inc 13% 
76% 

(n=209) 

Metro/Metro Plus 8% 
73% 

(n=130) 

Food Basics 2% 
86% 

(n=38) 

Super C 2% 
75% 

(n=37) 

Regional Chains 4% 
68% 

(n=68) 

Co-op 3% 
65% 

(n=48) 

Jim Pattison Group 2% 
83% 

(n=41) 

Save-On Foods 2% 
79% 

(n=33) 

Mass Merchandiser/Big Box 21% 
53% 

(n=340) 

Costco 15% 
44% 

(n=254) 

Walmart 5% 
76% 

(n=86) 

Farmers Market/Butcher 5% 
9% 

(n=77) 

Other 4% 
32% 

(n=63) 

Consumers who shop most for fresh meat at Real Canadian Superstore, No Frills, Maxi, and FreshCo/Price 

Chopper also tend to do most of their other grocery shopping at those same retailers.  
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Reason Most Preferred 
Verbatim Response 

[NEW 2016] A4B. Why do you shop at [INSERT RESPONSE FROM A4] MOST for fresh meat? 

Base: Canadian meat consumers 

Total and largest 10 retailers shown 

Mentions less than 2% not included 

*New mention in 2016  

Reasons most preferred… 
Total 

(n=1,609) 
Costco 

(n=254) 

Real 

Canadian 

Superstore 

(n=149) 

Metro/ 

Metro 

Plus 

(n=130) 

IGA/IGA 

Extra 

(n=97) 

No 

Frills 

(n=92) 

Sobey’s 

(n=89) 

Walmart 

(n=86) 

Safeway 

(n=78) 

Any 

farmer’s 

market or 

butcher 

(n=77) 

Loblaw’s/ 

Loblaw 

Great Food 

(n=54) 

Price 35% 54% 50% 15% 4% 63% 13% 51% 15% 18% 18% 

Quality 30% 57% 16% 38% 40% 15% 27% 12% 28% 37% 29% 

Convenience / Close to home 27% 3% 33% 48% 38% 28% 44% 27% 37% 2% 42% 

Choice / Variety / Selection 16% 10% 15% 18% 15% 11% 22% 9% 21% 16% 37% 

Freshness 15% 16% 11% 22% 16% 8% 19% 8% 10% 27% 29% 

Promotions / Sales / Rewards 9% 3% 14% 8% 7% 20% 11% 2% 15% 1% 9% 

One stop shopping / Do my groceries there 4% 1% 13% 2% 5% 3% 3% 4% 2%  - 2% 

Halal* 3% <1% 1% -  - - - 4% -  14% - 

Good value 3% 8% 3% 3% -  2%  - 3% 2% 1% - 

Good cuts 3% 4% 2% 4% 2% 1% 3% 1% 4% 4% - 

Good service (in general) 3% 1% 2% 3% 5% 1% 2% 2% 4% 1% 2% 

Bulk packaging 3% 13% 2% 1% 1% 2% 1% - - - - 

Local / Provincial / Canadian 2% 1% 1%  - 2%  - 1% 1% 4% 14% 2% 

Good butcher available 2% - - 6% 1% - - - 5% 5% - 

Other 2%  - 1% 1% 1% 4% 4% 1% 8% 2% - 

Don't know / No answer 2% 2% 4% 1% 1% 1% 1% 8% 1%  - - 

% Indicates statistical significance 

The top three reasons for Canadian meat consumers to shop at their most preferred retailer for fresh meat are price, quality, and convenience. Based on 

the importance shoppers of each retailer place on different criteria, it appears that price, quality and convenience are strong differentiating factors in 

consumer store choice. Superstore, No Frills, and Walmart are mostly preferred for their price, while Metro, IGA, and farmer’s markets/butchers are 

mostly preferred for their quality. Costco is rated highly on both quality and price. Metro, Sobey’s and Loblaw’s are rated higher on being convenient/close 

to home than they are rated on any other attribute. 
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Experience With Most Preferred Retailer and Fresh Meat Retailer 
2016 Results (Mean Values) 

[NEW 2016] A4C1. Thinking about your experience at this store in general (not specifically regarding meat), rate [INSERT RESPONSE FROM A4] on 

the following… [NEW 2016] A4C2. Thinking specifically about fresh meat, rate [INSERT RESPONSE FROM A4] on the following… 

Base: Canadian meat consumers 

Total and largest 10 retailers shown 

Experience in General 
Total  

(n=1,609) 
Costco 

(n=254) 

Real 

Canadian 

Superstore 

(n=149) 

Metro/ 

Metro 

Plus 

(n=130) 

IGA/IGA 

Extra 

(n=97) 

No 

Frills 

(n=92) 

Sobey’s 

(n=89) 

Walmart 

(n=86) 

Safeway 

(n=78) 

Any 

farmer’s 

market or 

butcher 

(n=77) 

Loblaw’s/ 

Loblaw 

Great Food 

(n=54) 

Cleanliness of the store 8.3 8.6 7.7 8.5 8.4 7.8 8.7 8.0 8.2 8.8 8.3 

Convenient location 8.3 7.6 8.2 8.8 8.6 8.4 9.1 8.1 8.8 7.7 8.2 

Quality in general 8.2 8.8 7.7 8.4 8.1 7.8 8.3 7.6 8.0 9.3 8.2 

Stocks my preferred products and brands 7.8 7.7 7.7 8.0 8.0 7.6 8.0 7.6 7.8 7.6 8.2 

The level of customer service, in general 7.8 7.8 7.1 8.1 7.9 7.3 8.1 7.3 7.8 8.7 7.4 

Prices in general 7.5 8.3 7.8 6.7 6.4 8.4 6.9 8.3 6.3 7.6 6.2 

Experience with Fresh Meat 

Quality of fresh meat 8.3 8.9 7.6 8.5 8.1 7.8 8.4 7.8 8.3 9.5 8.0 

Has my preferred package sizes of fresh 

meat 
7.9 7.8 7.5 8.2 7.6 7.7 7.9 7.8 7.9 8.9 7.9 

Has my preferred cuts of fresh meat 7.9 8.2 7.4 8.1 7.6 7.5 7.9 7.6 7.8 9.2 7.8 

Prices for fresh meat 7.5 8.4 7.4 7.2 6.7 8.0 6.8 7.9 6.5 8.1 6.6 

Offers a good range of branded fresh 

meat product (e.g., Sterling Silver, 

Certified Angus, Lilydale, Maple Leaf 

Prime, etc.) 

7.4 7.5 7.5 7.8 7.4 7.1 8.1 7.4 8.0 5.5 8.0 

Offers a good range of certified fresh 

meat product (e.g., Certified Organic, 

Certified Humane, etc.) 

7.4 7.4 7.3 7.7 7.3 6.9 7.7 7.1 7.4 8.0 7.5 

% Indicates statistical significance 

Cleanliness, location, and quality are among the highest rated attributes of the retail stores Canadian consumers shop at most for fresh meat. Quality 

of fresh meat, preferred package size and preferred cuts of fresh meat receive the highest ratings. As also demonstrated by the importance ratings, 

retailers are differentiated in terms of price, quality and convenience, and the store experience ratings reveal additional differentiating factors. 

Farmer’s markets/butchers receive the highest ratings for quality of fresh meat, quality in general, customer service and cleanliness. No Frills, Costco 

and Walmart are rated more positive than other retailers on their prices in general, with Costco, farmer’s markets/butchers and No Frills receiving 

more positive ratings for their prices specifically for fresh meat. Sobey’s, Metro and Safeway are rated higher than other retailers on convenience. 

Loblaw’s scores higher than other retailers on stocking consumers’ preferred products and brands, and Loblaw’s and Safeway are seen to offer the 

best range of branded fresh meat  
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Last Experience Purchasing Fresh Meat… 
2016 Results 

[NEW 2016] A5. As best as you can recall, the last time you purchased fresh meat at a retail store, did you… 

Base: Canadian meat consumers (n=1,609) 

79% 

32% 

32% 

31% 

29% 

11% 

11% 

10% 

8% 

8% 

2% 

Purchase the fresh meat at the retailer you shop at
MOST for fresh meat

Find your preferred cut of fresh meat in stock

Find your preferred package size of fresh meat in stock

Compare flyers from different stores before deciding
which store to visit

Look at the flyer (paper or online) for the store you visited
beforehand

Order at a butcher counter where you can select and
request specific products (not pre-packaged)

Read the flyer while you were in the store

Look for any recipes or cooking ideas for fresh meat

Notice any labels with nutritional information, for fresh
meat

Read any nutritional information from the label, for fresh
meat

Watch any in-store videos about fresh meat

Last Experience Purchasing Fresh Meat… 

Almost four-in-five Canadian consumers most recently purchased their fresh meat from the same retailer 

they shop at most for their fresh meat. This suggests Canadians currently purchase fresh meat from their 

preferred retailer almost 80% of the time. About one-third of consumers are finding their preferred cut of 

fresh meat in stock and finding their package size of fresh meat in stock. About three-in-ten consumers 

compared flyers from different stores including the store they visited before their most recent fresh meat 

purchase. Other activities did not have as widespread participation in the most recent purchase. 
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Information Source Recall 
2016 Results 

[NEW 2016] A6. Still thinking about that same visit, did you see any information in a flyer, app, or in store that… 

Base: Canadian meat consumers (n=1,609) 

48% 

20% 

10% 

41% 

Offered fresh meat on special for a price that made you
want to purchase

Gave you an idea of a kind of meat or cut of meat to
purchase

Offered a recipe or idea for meal preparation that made
you want to purchase a certain kind of meat or cut of

meat

None of the above

Information Source Recall 

Almost half of Canadian meat consumers recall seeing information in a flyer, app, or in store that offered 

fresh meat on special for a price that made them want to purchase it. Fewer consumers saw information 

that gave them an idea of a kind of meat to purchase or that offered a recipe that made them want to 

purchase a certain kind of meat or cut of meat. About four-in-ten consumers did not recall seeing 

information that helped them in any of these ways.   
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Importance of Packaging Elements 
2016 Results  

 

A10. Sometimes packaging elements impact the purchase decision for fresh meats.  Please indicate how important each of the following is when you 

are deciding amongst different purchase options. 

Base: Canadian meat consumers (n=1,609) 

17% 

12% 

11% 

12% 

5% 

2% 

2% 

2% 

2% 

1% 

45% 

47% 

46% 

42% 

35% 

33% 

26% 

24% 

19% 

15% 

38% 

41% 

42% 

46% 

59% 

64% 

72% 

74% 

79% 

84% 

Meat is in a package that you can
recycle

Provides nutritional information

Meat uses a minimal amount of
packaging

Freezer ready packaging

Packaging size – package has 
the number of servings you want 

Meat pieces are the right portion
size

Package size – total price of the 
package meat 

Package will not leak

“Best Before” or other date 
indicates it is fresh 

Meat looks fresh in the package

Importance of Packaging Elements 

Not important (1,2,3 ratings) Average (4,5,6,7 ratings) Important (8,9,10 ratings)

The top three packaging elements that impact the purchase decision for fresh meat among Canadian meat 

consumers are when the meat looks fresh in the package, when the “Best Before” or other date indicates it is fresh, 

and when the package is not leaking. Somewhat fewer consumers place high importance on the packaging and 

portion sizes, and the total price of the meat package. While other packaging elements are considered less important, 

they are highly important to some consumers. For example, while most consumers assign average or less importance 

to recyclable packaging, this attribute is considered very important to almost four-in-ten meat consumers. 



54 

Importance of Packaging Elements  
Tracking – Very Important (9,10 ratings) 

A10. Sometimes packaging elements impact the purchase decision for fresh meats.  Please indicate how important each of the following is when you 

are deciding amongst different purchase options. 

Base: Canadian meat consumers (n=1,609) 

2012 

(n=1,365) 

2016 

(n=1,609) 

Meat looks fresh in the package 82% 65% 

“Best Before” or other date indicates it 

is fresh 
80% 61% 

Package will not leak 68% 54% 

Package size – total price of the 

package of meat 
51% 47% 

Meat pieces are the right portion size 45% 38% 

Packaging size – package has the 

number of servings you want 
39% 37% 

Freezer ready packaging 32% 29% 

Meat uses a minimal amount of 

packaging  
30% 25% 

Provides nutritional information 25% 23% 

Meat is in a package that you can 

recycle 
27% 22% 

% Indicates statistical increase/decrease from 2012 

The top three packaging elements that impact the purchase 

decision for fresh meat remain consistent with 2012 results in 

terms of their level of priority. While the order of priority is the 

same, for most of these elements the proportions of Canadian 

meat consumers they are important have decreased 

significantly from 2012.   
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Importance of Package Labeling and Instructions 
2016 Results 

A12. To what extent do you agree or disagree with the following statements? 

Base: Canadian meat consumers 

16% 

21% 

11% 

9% 

6% 

3% 

15% 

22% 

12% 

11% 

7% 

   5% 

37% 

25% 

32% 

24% 

24% 

     15% 

22% 

24% 

34% 

38% 

40% 

45% 

10% 

8% 

11% 

18% 

23% 

33% 

32% 

32% 

45% 

56% 

63% 

78% 

I prefer buying meat packages that include preparation
instructions

I look at recipe booklets or recipe cards in the grocery
store

Recipes included on meat packages would interest me

I am more likely to buy an unfamiliar cut of meat if I
have a recipe to try

I appreciate it when the preparation method is identified
in the labeling of the product

I like to try new recipes from time to time

Packaging Labeling and Instructions 

Disagree completely Disagree somewhat Neither agree nor disagree Agree somewhat Agree completely

Agreement 

(8,9,10) ratings 

are generally 

higher among: 

 

 Females 

 Those 

between the 

ages of 18 

and 34 

years 

 Those with 

children in 

the 

household 

More than half of consumers agree overall that they like to try new recipes from time to time, they appreciate it when 

the preparation method is identified on the label, and that they are more likely to buy an unfamiliar cut of meat if they 

have a recipe to try. Somewhat fewer consumers would be interested in recipes being included on meat packages. 

There is less widespread agreement about looking at recipe booklets or recipe cards in the grocery store or having a 

preference to buy meat packages that include preparation instructions. 



56 

Importance of Package Labeling and Instructions 
Tracking – Agree (Agree Somewhat/Completely Ratings) 

A12. To what extent do you agree or disagree with the following statements? 

Base: Canadian meat consumers 

2010 

(n=1,372) 

2012 

(n=1,365) 

2016 

(n=1,609) 

I like to try new recipes from time to time 77% 80% 78% 

I appreciate it when the preparation 

method is identified in the labeling of the 

product 

73% 73% 63% 

I am more likely to buy an unfamiliar cut 

of meat if I have a recipe to try 
53% 55% 56% 

Recipes included on meat packages 

would interest me 
51% 45% 45% 

I look at recipe booklets or recipe cards in 

the grocery store 
39% 33% 32% 

I prefer buying meat packages that 

include preparation instructions 
37% 33% 32% 

% Indicates statistical increase/decrease from 2012 

Compared to 2012, a significantly lower proportion of Canadian meat 

consumers agree overall that they appreciate it when the preparation 

method is identified in the labeling of the product. 
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Availability of Full-Service Meat Counter 
Tracking  

A13. Do any of the grocery stores where you buy fresh meat have a “full-service” meat counter? That is, a counter where meats are displayed and 

you can ask for products cut or sized to order. 

Base: Canadian meat consumers 

7% 7% 9% 

16% 16% 
19% 

77% 77% 
71% 

2010 (n=1,372) 2012 (n=1,365) 2016 (n=1,609)

Availability of Full-Service Meat Counter 

Yes

No

Not sure/have not noticed

Those who indicate 

the grocery stores 

where they buy fresh 

meat have a full-

service meat counter 

are generally: 

 

 Residents of the 

Atlantic provinces 

 Those 65 years of 

age or older 

 College 

graduates 

 University 

graduates 

 Those with an 

average annual 

household 

income of 

$150,000 

% Indicates statistical increase/decrease from 2012 

Seven-in-ten consumers indicate that their retailers where they buy fresh meat have a 

“full-service” meat counter. This represents a significant decrease from 2010 and 2012. 
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Full-Service Meat Counter vs. Pre-packaged Meat Cases 
Tracking (Mean Values) 

A14. What proportion of your grocery store fresh meat purchases are from the regular, pre-packaged meat cases (where you pick up the meat 

yourself) vs. the “full-service” meat counter? 

Base: Canadian meat consumers 

81% 81% 78% 

19% 19% 22% 

2010 (n=1,372) 2012 (1,365) 2016 (n=1,609)

Full-Service Meat Counter vs. Pre-packaged Meat Cases  
(Mean Values) 

Pre-packaged meat cases

Full-serve meat counter

Self-serve meat case usage is 

generally higher on average 

among: 

 

 Females 

 Residents of Alberta 

 Residents of the Atlantic 

provinces 

 Those between the ages of 

51 and 64 years 

 Those with a high school 

education or less 

 Those who are divorced, 

widowed or separated 

 Chinese Canadians 

Full-serve meat counter usage 

is generally higher on average 

among: 

 

 Residents of Ontario 

 Residents of Quebec 

 Residents of BC 

 Those between the ages of 

18 and 44 years 

 College graduates 

 University graduates 

 Those who are married or 

common law 

 South Asian Canadians 

 Muslim Canadians 

% Indicates statistical increase/decrease from 2012 

Nearly four-in-five Canadian meat consumers purchase their fresh meat from pre-

packaged meat cases, a slight decrease from 2010 and 2012. Nearly one-quarter of 

Canadian meat consumers report purchasing their fresh meat from a full-service meat 

counter, a significant increase from 2010 and 2012. 
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Reasons for Using Full-Service Meat Counter 
Tracking 

A15. Which of the following describe reasons why you ever use the “full-service” meat counter? 

Base: Canadian meat consumers who purchase from the full-service meat counter 

2010 

(n=1,037) 

2012 

(n=1,026) 

2016 

(n=1,141) 

To get meat cut to order 55% 55% 51% 

For sizes/quantities not available in pre-

packaged meat cases 
54% 54% 48% 

To talk directly to the butcher/get help or 

personal service 
36% 38% 34% 

To buy individual portions 36% 37% 34% 

For special occasions/holidays/gatherings 42% 41% 33% 

To buy specialty products 34% 37% 33% 

To get meat trimmed or cut in a way 

needed for a recipe 
32% 32% 33% 

To get higher quality meat 29% 27% 30% 

Because the meat seems fresher 24% 24% 29% 

To get locally grown meat 14% 13% 17% 

Other 1% 1% 1% 

% Indicates statistical increase/decrease from 2012 

Regarding the reasons for purchasing from the full-service meat counter 

among those who purchase from there, there has been a significant drop 

from 2012 in the usage of the full-service meat counter to obtain 

sizes/quantities not available in pre-packaged meat cases, and for special 

occasions/holidays/gatherings. 



Meat Purchase and Consumption 

Section 4 



61 

Key Findings 
Meat Purchase Measures  

 
Fresh Meat Ever Purchased 

 

1. Chicken (96%)  

2. Beef (92%) 

3. Pork (80%) 

4. Lamb (37%) 

5. Bison (11%) 

 

(all down from 2012) 

 

Attributes of Fresh Meat Ever 

Purchased (Top Mentions) 

 

1. Purchased already cooked 

and ready to eat 

2. Branded 

Frequency of Purchases 

 

About once per week 

Between 2-4 times per month 

2-3 times per month 

Every 1-3 months 

About once or twice per year 

or less 

 

“The MAJORITY of 

Canadian meat consumers 

go to the store PLANNING 

TO BUY their ‘typical’ 

FRESH MEAT.” 

Fresh Meat Purchased in Past 

30 Days 

 

1. Chicken (86%)  

2. Beef (77%) 

3. Pork (56%) 

4. Turkey (13%) 

5. Lamb (11%) 

6. Bison (2%) 

 

Attributes of Fresh Meat 

Purchased in the Past 30 Days 

(Top Mentions) 

 

Cuts Purchased  

(Top Mentions) 

 

Chicken Breast 

Ground Beef 

Loin/chops / Tenderloin 

 

 

1. Purchased already cooked and ready to eat 

2. Branded 

3. Purchased already flavoured 

(71%) of Canadian meat consumers 

PREPARE AND COOK fresh meat 2 TO 6 

TIMES PER WEEK 

x x x x x x 
5 years from 

now… 

Eat More… 

 

1. Bison (22%) 

2. Chicken (18%)  

3. Lamb (13%) 

4. Beef (8%) 

5. Pork (6%) 

 

Eat Less… 

 

1. Beef (32%) 

2. Lamb (27%) 

3. Bison (23%) 

4. Pork (25%) 

5. Chicken (11%)  
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Section Summary 
Meat Purchase Measures  

 

Past purchase (ever) has decreased in 2016 for all types of meat, with the majority of consumers having purchased chicken, beef and pork, and 

fewer purchasing lamb and bison.  The most popular features of fresh meat purchased are being already cooked and ready to eat, and having 

branded label (e.g. sterling silver, certified angus, Lilydale, Maple Leaf Prime, etc.).  Chicken is purchased most frequently (2 or more times per 

week) among Canadian consumers, while bison and lamb are purchased least frequently.  When Canadians go to purchase their fresh meat the 

majority go to the store planning to do so, consistent with 2012 results. 

 

Within the past 30 days, a high majority of consumers have purchased chicken, followed by beef and pork.  Among those who purchase chicken, 

the most popular cut is the breast, for beef it is ground beef and for pork, loin/chops is the most popular.  The greatest proportion of consumers 

indicate that their fresh meat purchased within the past 30 days was already cooked and ready to eat, branded, and/or already flavoured (e.g. 

spices, marinade, sauces, etc.). 

 

The majority of consumers prepare and cook any fresh meat at least 4 to 6 times a week, consistent with 2012 except for “every day” mentions 

which have increased in 2016.  In general, Canadian meat consumers predict eating less of all types of meat five years from now, except for 

chicken where a slightly greater proportion predict eating more.   
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Types of Fresh Meat Purchased 
Tracking and Regional Comparison (2016) 

B1. For each specific type of meat/fish listed below, please check Yes or No whether you ever purchase this type of fresh meat or fish (one answer 

per line)… 

Base: Canadian meat consumers 

2010 

(n=1,372) 

2012 

(n=1,372) 

2016 

(n=1,609) 

Chicken 97% 98% 96% 

Beef 97% 97% 92% 

Pork 90% 88% 80% 

Fish n/a 85% 78% 

Lamb 39% 45% 37% 

Bison 15% 18% 11% 

2016 

(n=1,609) 

ON 

(n=571) 

QC 

(n=379) 

BC 

(n=216) 

AB 

(n=235) 

MB/SK 

(n=104) 

ATL. 

(n=104) 

Chicken 96% 97% 96% 97% 96% 94% 98% 

Beef 92% 90% 94% 92% 95% 95% 95% 

Pork 80% 75% 78% 85% 84% 87% 92% 

Fish 78% 75% 83% 86% 71% 67% 84% 

Turkey 63% 62% 57% 68% 63% 66% 77% 

Lamb 37% 40% 41% 44% 30% 24% 23% 

Bison 11% 8% 12% 13% 19% 21% 4% 

% Indicates statistical increase/decrease from 2012 

% Indicates statistical significance 

Canadian meat consumers are 

more likely to have purchased 

chicken, beef, pork and fish than 

had been reported in previous 

years, and consumers are less likely 

to have purchased lamb and bison. 

The proportions of Canadian meat 

consumers who have ever 

purchased these kinds of meat have 

decreased in 2016.  

There are regional differences in the types of meat purchased, with higher purchase of lamb in Ontario, 

Quebec and British Columbia; higher purchase of bison in Alberta, Saskatchewan and Manitoba; higher 

purchase of pork and turkey in Atlantic Canada; and higher purchase of fish in Quebec, British Columbia 

and the Atlantic provinces. Chicken and beef have been purchased by a high majority of consumers in 

all provinces. 
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Types of Fresh Meat Purchased 
Tracking and Regional Comparison (2016) 

B1. For each specific type of meat/fish listed below, please check Yes or No whether you ever purchase this type of fresh meat or fish (one answer 

per line)… 

Base: Canadian meat consumers 

Beef purchasing is most common among: 

 

 Residents of Alberta 

 Those 45 years of age or older 

 Those who are married or common law 

 Those with average annual household incomes of $100,000 or 

more  

 Chinese Canadians 

 Muslim Canadians 

Pork purchasing is most common among: 

 

 Residents of the Atlantic provinces 

 Those 65 years of age or older 

 Those who are married or common law 

 Those with a high school education or less 

 Those with average annual household incomes of $100,000 or 

more  

 Chinese Canadians 

 South Asian Canadians 

Turkey purchasing is most common among: 

 

 Residents of the Atlantic provinces 

 Those 35 years of age or older 

 Those who are married or common law, or divorced, separated or 

widowed 

 University graduates 

 Those with an average annual household income between 

$50,000-$99,000 or $150,000 or more  

 Those with children in the household 

Fish purchasing is most common among: 

 

 Residents of coastal provinces (BC, Quebec, Atlantic provices) 

 Those who are married or common law 

 University graduates 

 Those with an average annual household income of $150,000 or 

more  

Lamb purchasing is most common among: 

 

 Residents of Ontario, Quebec and BC 

 University graduates 

 Those with average annual household incomes of $150,000 or more  

 South Asian Canadians 

 Muslim Canadians 

Bison purchasing is most common among: 

 

 Residents of Alberta, Manitoba and Saskatchewan 
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Types of Fresh Meat Purchased 
2016 Results 

[NEW 2016] B11. Which, if any, of the following fresh meats do you ever buy? 

Base: Canadian meat consumers (n=1,609) 

8% 

1% 

2% 

11% 

12% 

12% 

14% 

16% 

17% 

24% 

26% 

26% 

34% 

45% 

52% 

57% 

None of these

Any claims about farm safety

Any claims about food safety

Environmental and sustainability claims

Certified Humane

Traceability to farm of origin

Halal

GMO free

Any animal welfare claims

Organic

Hormone-free

Antibiotic-free

Purchased pre-prepared with other ingredients

Purchased already flavoured

Branded

Purchased already cooked and ready to eat

Types of Fresh Meat Purchased 

More than half of Canadian meat consumers purchased meat that was already cooked and ready to eat, 

and branded label (e.g. sterling silver, certified angus, Lilydale, Maple Leaf Prime, etc.) meat. There is 

also substantial purchase of meat that is already flavoured or pre-prepared with other ingredients, anti-

biotic-free, hormone-free and organic. Fewer than one-in-five meat consumers report having purchased 

meat with each of the other attributes listed. Only 8% of consumers report not having purchased any fresh 

meat at least one of the listed attributes. 
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Frequency of Fresh Meat Purchases 
2016 Results 

 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

   1% 

27% 

2% 

2% 

15% 

36% 

1% 

18% 

3% 

3% 

17% 

15% 

  5% 

20% 

7% 

9% 

21% 

19% 

17% 

15% 

20% 

24% 

20% 

11% 

29% 

11% 

31% 

32% 

16% 

14% 

35% 

8% 

30% 

24% 

7% 

2% 

12% 

1% 

7% 

6% 

3% 

3% 

Chicken
(n=1,551)

Turkey
(n=1,040)

Beef (n=1,495)

Pork (n=1,293)

Lamb (n=593)

Bison (n=197)

Frequency of Fresh Meat Purchases 

Once or twice a year or less Every 4 to 5 months Every 2 to 3 months Once a month 2 to 3 times per month Once per week Twice a week or more

Chicken purchasers are more likely to purchase it once per week, while beef and pork buyers are more likely to buy these kinds of meats 2 to 3 times per 

month. The purchase of turkey and bison is more typically once or twice a year or less. Purchasers of lamb are more varied, with some purchasing it at 

least once a month and others only purchasing every 4 to 5 months or less frequently.    
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Frequency of Fresh Meat Purchases (1 of 3) 
Tracking 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

2010 2012 2016 

Chicken (n=1,336) (n=1,341) (n=1,551) 

Two or more times per week 17% 16% 12% 

About once per week 37% 36% 35% 

2 or 3 times per month 28% 28% 29% 

About once per month 13% 13% 17% 

About once every 2 or 3 months 3% 5% 5% 

About once every 4 or 5 months 1% 1% 1% 

About once or twice per year or less 1% - 1% 

Beef (n=1,331) (n=1,325) (n=1,495) 

Two or more times per week 14% 9% 7% 

About once per week 36% 31% 30% 

2 or 3 times per month 28% 30% 31% 

About once per month 15% 18% 20% 

About once every 2 or 3 months 4% 8% 7% 

About once every 4 or 5 months 2% 2% 3% 

About once or twice per year or less 2% 1% 2% 

% Indicates statistical increase/decrease from 2012 

Since 2010 and 2012, there is a decrease in the frequency of eating 

chicken, and increases in eating lamb and bison. 



68 

Frequency of Fresh Meat Purchases (2 of 3) 
Tracking 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

2010 2012 2016 

Pork (n=1,232) (n=1,202) (n=1,293) 

Two or more times per week 5% 5% 6% 

About once per week 27% 24% 24% 

2 or 3 times per month 31% 30% 32% 

About once per month 20% 22% 24% 

About once every 2 or 3 months 10% 11% 9% 

About once every 4 or 5 months 4% 5% 3% 

About once or twice per year or less 3% 3% 2% 

Lamb (n=529) (n=610) (n=593) 

Two or more times per week 1% 1% 3% 

About once per week 6% 5% 7% 

2 or 3 times per month 12% 10% 16% 

About once per month 22% 19% 20% 

About once every 2 or 3 months 21% 26% 21% 

About once every 4 or 5 months 15% 16% 17% 

About once or twice per year or less 23% 24% 15% 

% Indicates statistical increase/decrease from 2012 
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Frequency of Fresh Meat Purchases (3 of 3) 
Tracking 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

2010 2012 2016 

Bison (n=206) (n=241) (n=197) 

Two or more times per week 1% - 3% 

About once per week 10% 2% 2% 

2 or 3 times per month 7% 5% 14% 

About once per month 8% 9% 11% 

About once every 2 or 3 months 17% 14% 19% 

About once every 4 or 5 months 19% 20% 15% 

About once or twice per year or less 39% 51% 36% 

% Indicates statistical increase/decrease from 2012 
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Frequency of Fresh Meat Purchases (1 of 3) 
Regional Comparison (2016) 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

2016 ON QC BC AB MB/SK ATL. 

Chicken (n=1,551) (n=553) (n=364) (n=210) (n=225) (n=98) (n=101) 

Two or more times per week 12% 12% 13% 10% 11% 11% 7% 

About once per week 35% 36% 39% 31% 30% 28% 41% 

2 or 3 times per month 29% 29% 28% 29% 28% 29% 32% 

About once per month 17% 16% 14% 23% 19% 17% 15% 

About once every 2 or 3 months 5% 5% 3% 4% 9% 8% 2% 

About once every 4 or 5 months 1% 1% 1% 1% 3% 2% 3% 

About once or twice per year or less 1% <1% <1% 2% -  6% -  

Turkey (n=1,040) (n=364) (n=219) (n=152) (n=152) (n=72) (n=81) 

Two or more times per week 1% 2% 1% 1% 1% 2% -  

About once per week 8% 8% 7% 10% 7% 10% 5% 

2 or 3 times per month 11% 10% 13% 11% 8% 9% 13% 

About once per month 15% 14% 18% 13% 12% 12% 18% 

About once every 2 or 3 months 20% 20% 20% 23% 18% 18% 23% 

About once every 4 or 5 months 18% 19% 15% 15% 21% 16% 21% 

About once or twice per year or less 27% 28% 25% 27% 32% 32% 20% 

Among those who purchase each of these types of meat, there is a higher frequency of beef purchase in Quebec 

and Alberta, more frequent purchase of pork in Quebec, and less frequent purchase of pork in Alberta, relative to 

purchase frequency in other regions. 
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Frequency of Fresh Meat Purchases (2 of 3) 
Regional Comparison (2016) 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

2016 ON QC BC AB MB/SK ATL. 

Beef (n=1,495) (n=517) (n=356) (n=201) (n=225) (n=98) (n=98) 

Two or more times per week 7% 7% 9% 5% 9% 8% 2% 

About once per week 30% 28% 39% 26% 21% 26% 36% 

2 or 3 times per month 31% 30% 26% 32% 35% 34% 39% 

About once per month 20% 22% 17% 24% 22% 19% 16% 

About once every 2 or 3 months 7% 10% 5% 7% 9% 7% 2% 

About once every 4 or 5 months 3% 2% 3% 4% 3% 1% 3% 

About once or twice per year or less 2% 1% 1% 2% 1% 5% 2% 

Pork (n=1,293) (n=435) (n=292) (n=181) (n=200) (n=90) (n=95) 

Two or more times per week 6% 7% 7% 6% 5% 4% 1% 

About once per week 24% 21% 33% 18% 20% 19% 31% 

2 or 3 times per month 32% 30% 32% 35% 25% 41% 34% 

About once per month 24% 27% 19% 24% 31% 23% 20% 

About once every 2 or 3 months 9% 10% 6% 11% 13% 5% 9% 

About once every 4 or 5 months 3% 2% 2% 4% 5% 2% 2% 

About once or twice per year or less 2% 2% 1% 2% <1% 5% 2% 

% Indicates statistical significance 
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Frequency of Fresh Meat Purchases (3 of 3) 
Regional Comparison (2016) 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

*Caution to be used when interpreting results due to small sample size 

2016 ON QC BC AB MB/SK ATL. 

Lamb (n=593) (n=228) (n=153) (n=94) (n=70) (n=25)* (n=23)* 

Two or more times per week 3% 5% 1% 1% 1% 3%  - 

About once per week 7% 9% 10% 6% 4% 3%  - 

2 or 3 times per month 16% 19% 12% 19% 10% 14% 9% 

About once per month 20% 21% 20% 20% 16% 23% 27% 

About once every 2 or 3 months 21% 20% 23% 23% 23% 16% 27% 

About once every 4 or 5 months 17% 16% 18% 18% 21% 15% 15% 

About once or twice per year or less 15% 11% 17% 14% 24% 25% 23% 

Bison (n=197) (n=45) (n=47) (n=30) (n=49) (n=22)* (n=4)* 

Two or more times per week 3% 8% 2%  -  - 4% -  

About once per week 2% 4%  - 6% 2% -  -  

2 or 3 times per month 14% 16% 9% 21% 9% 16% 24% 

About once per month 11% 17% 7% 14% 4% 14% 24% 

About once every 2 or 3 months 19% 18% 17% 20% 20% 18% 29% 

About once every 4 or 5 months 15% 6% 23% 16% 20% 9% 24% 

About once or twice per year or less 36% 31% 42% 23% 45% 40% -  
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Fresh Meat Purchase Factors 
2016 Results 

 

B3-7. Thinking about the most recent time you bought fresh [MEAT], check all that of the following statements that apply.  If you cannot clearly recall 

your most recent fresh [MEAT] purchase, think about a “typical” fresh [MEAT] purchase that you make. 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

79% 

30% 29% 

12% 

76% 

40% 

34% 

7% 

72% 

39% 

33% 

7% 

55% 

37% 

46% 

10% 

57% 

35% 
37% 

13% 

Went to the store planning to buy Planned to buy a specific "cut" or
type

Had a specific recipe/usage in
mind

Bought branded

Fresh Meat Purchase Factors 

Chicken/Turkey (n=1,559) Beef (n=1,495) Pork (n=1,293) Lamb (n=593) Bison (n=197)

For their most recent purchase, the majority of consumers purchasing each kind of meat went to the store planning to buy 

meat, mentioned most among purchasers of chicken/turkey and least among purchasers of lamb and bison. Over one-third 

of consumers planned to buy a specific cut or type of meat, except chicken, for which just under one-third reported doing this. 

Lamb purchasers are the most likely to have had a specific recipe in mind, while purchasers of bison, chicken and lamb were 

the most likely to have purchased branded product.  
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Fresh Meat Purchase Factors (1 of 2) 
Tracking 

B3-7. Thinking about the most recent time you bought fresh [MEAT], check all that of the following statements that apply.  If you cannot clearly recall 

your most recent fresh [MEAT] purchase, think about a “typical” fresh [MEAT] purchase that you make. 

Base: Canadian meat consumers who have ever purchased each type of fresh meat  

Note: Bases for 2010 and 2012 data unknown 

2010 2012 2016 

Chicken/Turkey (n=1,559) 

Went to store planning to buy 88% 88% 79% 

Planned to buy a specific “cut” or 

type 
72% 74% 30% 

Had a specific recipe/usage in mind 52% 50% 29% 

Bought branded 31% 30% 12% 

Beef (n=1,495) 

Went to store planning to buy 83% 82% 76% 

Planned to buy a specific “cut” or 

type 
66% 65% 40% 

Had a specific recipe/usage in mind 56% 57% 34% 

Bought branded 19% 16% 7% 

Pork (n=1,293) 

Went to store planning to buy 75% 73% 72% 

Planned to buy a specific “cut” or 

type 
66% 63% 39% 

Had a specific recipe/usage in mind 50% 48% 33% 

Bought branded 18% 14% 7% 

These fresh meat purchasing factors are consistent with 

previous years’ results for all kinds of meat.  



75 

Fresh Meat Purchase Factors (2 of 2) 
Tracking 

B3-7. Thinking about the most recent time you bought fresh [MEAT], check all that of the following statements that apply.  If you cannot clearly recall 

your most recent fresh [MEAT] purchase, think about a “typical” fresh [MEAT] purchase that you make. 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

2010 2012 2016 

Lamb (n=593) 

Went to store planning to buy 65% 62% 55% 

Planned to buy a specific “cut” or 

type 
60% 56% 37% 

Had a specific recipe/usage in mind 58% 56% 46% 

Bought branded 47% 39% 10% 

Bison (n=197) 

Went to store planning to buy 50% 46% 57% 

Planned to buy a specific “cut” or 

type 
41% 34% 35% 

Had a specific recipe/usage in mind 50% 43% 37% 

Bought branded 22% 17% 13% 
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Fresh Meat Purchase Factors (1 of 2) 
Regional Comparisons (2016) 

B3-7. Thinking about the most recent time you bought fresh [MEAT], check all that of the following statements that apply.  If you cannot clearly recall 

your most recent fresh [MEAT] purchase, think about a “typical” fresh [MEAT] purchase that you make. 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

2016 ON QC BC AB MB/SK ATL. 

Chicken/Turkey (n=1,559) (n=557) (n=365) (n=212) (n=225) (n=99) (n=101) 

Went to store planning to buy 79% 78% 79% 79% 78% 81% 87% 

Planned to buy a specific “cut” or 

type 
30% 33% 21% 30% 37% 32% 26% 

Had a specific recipe/usage in mind 29% 27% 31% 33% 32% 26% 22% 

Bought branded 12% 11% 7% 13% 18% 17% 10% 

Beef (n=1,495) (n=517) (n=356) (n=201) (n=225) (n=98) (n=98) 

Went to store planning to buy 76% 73% 77% 74% 76% 88% 79% 

Planned to buy a specific “cut” or 

type 
40% 43% 32% 40% 47% 42% 42% 

Had a specific recipe/usage in mind 34% 34% 32% 35% 39% 30% 34% 

Bought branded 7% 9% 5% 6% 11% 5% 8% 

Pork (n=1,293) (n=435) (n=292) (n=181) (n=200) (n=90) (n=95) 

Went to store planning to buy 72% 70% 76% 66% 70% 82% 76% 

Planned to buy a specific “cut” or 

type 
39% 41% 34% 40% 45% 35% 39% 

Had a specific recipe/usage in mind 33% 32% 32% 33% 36% 29% 35% 

Bought branded 7% 9% 4% 6% 6% 8% 4% 

% Indicates statistical significance 

Beef and pork purchasers in Manitoba/Saskatchewan are the most likely to have gone to the store planning to buy 

fresh meat for their most recent purchase. Albertans are the most likely to have planned to buy a specific cut or 

type of chicken, turkey or beef. Ontarians are the most likely to have purchased branded pork. 
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Fresh Meat Purchase Factors (2 of 2) 
Regional Comparisons (2016) 

B3-7. Thinking about the most recent time you bought fresh [MEAT], check all that of the following statements that apply.  If you cannot clearly recall 

your most recent fresh [MEAT] purchase, think about a “typical” fresh [MEAT] purchase that you make. 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

*Caution to be used when interpreting results due to small sample size 

2016 ON QC BC AB MB/SK ATL. 

Lamb (n=593) (n=228) (n=153) (n=94) (n=70) (n=25)* (n=23)* 

Went to store planning to buy 55% 53% 57% 53% 61% 62% 54% 

Planned to buy a specific “cut” or 

type 
37% 43% 27% 37% 34% 46% 33% 

Had a specific recipe/usage in mind 46% 44% 49% 47% 42% 43% 61% 

Bought branded 10% 13% 7% 14% 7% 5% 10% 

Bison (n=197) (n=45) (n=47) (n=30) (n=49) (n=22)* (n=4)* 

Went to store planning to buy 57% 54% 44% 85% 60% 57% 48% 

Planned to buy a specific “cut” or 

type 
35% 36% 31% 23% 37% 59%  - 

Had a specific recipe/usage in mind 37% 27% 45% 39% 42% 31% 24% 

Bought branded 13% 12% 20% 10% 4% 12% 29% 

% Indicates statistical significance 

Ontario lamb purchasers and Manitoba and Saskatchewan bison purchasers are the most likely to have pre-

planned their purchase of a specific cut or type of meat for their most recent purchase. British Columbian bison 

purchasers are the most likely to have gone to the store to buy fresh meat. 
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Fresh Meat Purchased in the Past 30 Days 
2016 Results 

[NEW 2016] BA. Which kinds of fresh meat have you purchased in the past 30 days? 

Base: Canadian meat consumers (n=1,609) 

Past 30 days Beef purchasing is most common among: 

 

 Residents of Quebec and Alberta 

 Those who are married or common law 

 Those with average annual household incomes of $50,000 or more 

 Chinese Canadians 

 Muslim Canadians 

Past 30 days Pork purchasing is most common among: 

 

 Residents of the Atlantic provinces 

 Those 45 years of age or older 

 Those who are married or common law 

 Those with a high school education or less 

 Those with average annual household incomes of between $50,000 

and $74,000 and $150,000 or more 

 Chinese Canadians 

 South Asian Canadians 

Past 30 days Lamb purchasing is most common among: 

 

 Those who are married or common law 

 University graduates 

 Those with average annual household incomes of $100,000 or more  

 Muslim Canadians 

Past 30 days Chicken purchasing is most common among: 

 

 Those 35 years of age or older 

 Those with average annual household incomes of $150,000 or more 

 Those with children in the household 

 South Asian Canadians 

86% 

77% 

56% 

13% 

11% 

2% 

1% 

Chicken

Beef

Pork

Turkey

Lamb

Bison

None of the above

Fresh Meat Purchased in the Past 30 Days 

Past 30 days Turkey purchasing is most common among: 

 

 Those with children in the household 

Within the past 30 days, the highest proportion of consumers have 

purchased chicken, followed by beef and pork. 
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Cuts of Chicken/Turkey Purchased in the Past 30 Days 
2016 Results 

[NEW 2016] BB. What cuts of fresh meat have you purchased in the last 30 days? 

Base: Canadian meat consumers who purchased chicken/turkey in the past 30 days (n=1,399) 

79% 

42% 

36% 

34% 

21% 

14% 

4% 

2% 

<1% 

Chicken breast

Whole chicken

Chicken thigh

Chicken leg/drumstick

Chicken wings

Ground chicken or turkey

Chicken rib

Other

None / No answer

Cuts of Chicken/Turkey Purchased in the Past 30 Days 

Four-in-five Canadians who purchased chicken/turkey in the past 30 days 

purchased chicken breast, with about half that many having purchased whole 

chickens, chicken thighs or chicken legs. About one-in-five purchased chicken 

wings, with other cuts being less popular.  
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Cuts of Beef Purchased in the Past 30 Days 
2016 Results 

[NEW 2016] BB. What cuts of fresh meat have you purchased in the last 30 days? 

Base: Canadian meat consumers who purchased beef in the past 30 days (n=1,249) 

81% 

33% 

26% 

26% 

25% 

14% 

9% 

8% 

8% 

6% 

3% 

Ground beef

Sirloin

Tenderloin

Rib (e.g. prime rib, rib eye)

Strip loin

Round

Brisket/Shank

Short ribs

Chuck

Flank/Plate

Other

Cuts of Beef Purchased in the Past 30 Days 

Four-in- five Canadians who purchased beef in the past 30 days purchased 

ground beef. One-third purchased beef sirloin, and about one-quarter each 

purchased tenderloin, rib and strip loin. Fewer beef purchasers bought other cuts. 
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Cuts of Pork Purchased in the Past 30 Days 
2016 Results 

[NEW 2016] BB. What cuts of fresh meat have you purchased in the last 30 days? 

Base: Canadian meat consumers who purchased pork in the past 30 days (n=899) 

63% 

50% 

40% 

33% 

24% 

12% 

3% 

2% 

Pork loin/chops

Pork tenderloin

Ham

Pork ribs

Ground pork

Shoulder/picnic

Crown roast

Other

Cuts of Pork Purchased in the Past 30 Days 

Nearly two-thirds of Canadians who purchased pork in the past 30 days purchased 

loin/chops, with half having purchased pork tenderloin. Four-in-ten purchased 

ham, one-third purchased pork ribs, and about one-quarter purchased ground 

pork. Fewer consumers purchased other cuts of pork. 
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Attributes of Fresh Cuts of Meat Purchased in the Past 30 Days 
2016 Results 

[NEW 2016] BD. Was any of the fresh meat you purchased at grocery or meat stores in the past 30 days… 

Base: Canadian meat consumers who bought each type of fresh meat in the past 30 days (n=1,480) 

29% 

28% 

24% 

13% 

13% 

13% 

13% 

10% 

6% 

5% 

4% 

4% 

3% 

<1% 

<1% 

23% 

Purchased already cooked and ready to eat

Branded

Purchased already flavoured

Purchased pre-prepared with other ingredients

Organic

Antibiotic-free

Hormone-free

Halal

GMO free

Certified Humane

Any animal welfare claims

Traceability to farm of origin

Environmental and sustainability claims

Any claims about farm safety (explain)

Any claims about food safety (explain)

None of these

Attributes of Fresh Cuts of Meat Purchased in the Past 30 Days 
About one-quarter or more 

Canadians who purchased 

meat in past 30 days indicate 

that they purchased already 

cooked and ready to eat, 

branded, and/or already 

flavoured (e.g. spices, 

marinade, sauces, etc.) 

meat. About one-in-eight 

purchased meat that was 

pre-prepared with other 

ingredients, organic, 

antibiotic-free and hormone-

free. Fewer consumers 

reported purchasing meat 

with other attributes. 
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Fresh Meat Preparation Frequency 
Tracking and Regional Comparison (2016) 

B8. In general, how frequently do you/your household prepare and cook ANY fresh meat? This is asking about new meals with fresh, uncooked 

meat.  Do not include serving leftovers, or serving previously cooked meat. 

Base: Canadian meat consumers 

2% 

3% 

2% 

4% 

3% 

4% 

12% 

11% 

12% 

36% 

35% 

32% 

37% 

40% 

39% 

10% 

7% 

10% 

2010
(n=1,372)

2012
(n=1,365)

2016
(n=1,609)

Frequency of Fresh Meat Preparation 

1/month or less 2-3 times/month About once/week 4-6 times/week 2-3 times/week Every day

2016 

(n=1,609) 

ON 

(n=571) 

QC 

(n=379) 

BC 

(n=216) 

AB 

(n=235) 

MB/SK 

(n=104) 

ATL. 

(n=104) 

Every day 10% 9% 11% 9% 13% 15% 7% 

4-6 times per week 32% 34% 30% 32% 35% 33% 31% 

2-3 times per week 39% 41% 39% 36% 33% 41% 47% 

About once per week 12% 11% 13% 14% 11% 5% 12% 

2-3 times per month 4% 4% 5% 3% 6% 3% 4% 

About once per month or less 2% 2% 2% 5% 3% 3% 1% 

% Indicates statistical significance 

% Indicates statistical increase/decrease from 2012 

About four-in-five meat 

consumers prepare and 

cook any fresh meat at 

least 4 to 6 times a 

week, including about 

half of consumers who 

cook fresh meat at least 

2 to 3 times per week. 

This is consistent with 

survey results in 2012. 

The proportion of meat 

consumers who 

prepare and cook fresh 

meat everyday has 

increased in 2016 from 

2012, having returned 

to 2010 levels.  
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Five Years From Now… 

[NEW 2016] B10. Five years from now, do you expect you will be eating more, less or about the same of each of these fresh meats? 

Base: Canadian meat consumers who ever buy each type of fresh meat 

   1% 

  2% 

  2% 

3% 

4% 

  2% 

  9% 

7% 

11% 

10% 

    9% 

24% 

18% 

16% 

13% 

69% 

58% 

68% 

56% 

51% 

14% 

6% 

5% 

12% 

19% 

5% 

2% 

1% 

1% 

3% 

Chicken
(n=1,551)

Beef
(n=1,495)

Pork
(n=1,293)

Lamb
(n=593)

Bison
(n=197)

Five Years From Now… 

Will not eat at all Eat a lot less Eat a little less About the same Eat a little more Eat a lot more

Eat Less 

11% 

32% 

25% 

27% 

23% 

Eat More 

18% 

8% 

6% 

13% 

22% 

The majority of Canadians anticipate that five years from now they will be eating about the same amount 

of each type of meat they currently buy. For chicken, consumers are more likely to think they will increase 

the amount they eat than decrease it. For beef, pork and lamb, consumers are more likely to think they 

will decrease the amount they eat. For bison, about the same proportions anticipate an increase or a 

decrease. Those who anticipate changing the amount they eat tend to think they will eat a little differently 

rather than a lot differently or cutting out a type of meat altogether. 
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Five Years From Now… 

Increased predicted Chicken consumption is most common among: 

 

 Residents of Ontario 

 Those between the ages of 18 and 34 years 

 

Decreased predicted Chicken consumption is higher among: 

 

 Residents of Quebec 

 Those with average annual household incomes of $75,000 or less 

Increased predicted Beef consumption is most common among: 

 

 Those between the ages of 18 and 34 years 

 Those who are single 

 

Decreased predicted Beef consumption is higher among: 

 

 Residents of Ontario and Quebec 

 Those 65 years of age or older 

 Those without children in the household 

Increased predicted Pork consumption is most common among: 

 

 Residents of Manitoba and Saskatchewan 

 

Decreased predicted Pork consumption is most common among: 

 

 Residents of Quebec 

 Those between the ages of 18 and 34 years 

 Those with average annual household incomes of $50,000 or less 

Increased predicted Lamb consumption is most common among: 

 

 Those between the ages of 18 and 34 years 

 South Asian Canadians 

Increased predicted Bison consumption is most common among: 

 

 Those between the ages of 18 and 34 years 

 

Decreased predicted Bison consumption is higher among: 

 

 Those 65 years of age or older 

[NEW 2016] B10. Five years from now, do you expect you will be eating more, less or about the same of each of these fresh meats? 

Base: Canadian meat consumers who ever buy each type of fresh meat 



Mapping Perceptions by Cuts of Meat 

Section 4.1 
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Section Summary 
Mapping Perceptions by Cuts of Meat 

Canadian meat consumers associate chicken breasts with being healthy, nutritious and versatile, while wings, legs and drumsticks are not strongly 

associated with these features and more frequently thought of as being better tasting, easy to prepare, flavourful, and quick to cook. 

 

Chicken ribs are more strongly associated with being lean, expensive, safe to eat and fresh, while whole chickens and thighs are most thought to 

be good for the whole family, tender, good for everyday meals, and moist. 

 

In regards to beef, consumers most strongly associate ground beef with being an everyday meal, versatile, nutritious, lean, and quick to cook.  

While the brisket/shank is associated with being safe to eat and fresh, short ribs, strip loin, ribs, sirloin, and tenderloin, are most associated with 

being better tasting, a family favourite, easy to prepare, and flavourful.  Tenderloin is also strongly associated with a premium price. 

 

Canadian meat consumers most strongly associate the flank/plate, chuck or round cuts with being affordable, dry, tough and less healthy. 

 

For pork tenderloin and crown roast, consumers most strongly associate these cuts with being expensive, fresh, tender, nutritious, healthy and 

lean.  Ham and pork loin/chops are seen to be easy to prepare and good for special occasions. 

 

The pork shoulder/picnic and pork ribs are most strongly associated with being flavourful, better tasting, a family favourite, safe to eat and moist.  

Ground pork is most strongly associated with being versatile and quick to cook. 
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Attributes of Fresh Cuts of Meats 
2016 Results 

The following charts show the qualities and features that are most associated with each cut of meat.  In these charts, the blue dots represent different 

features, and the lines with red dots at the ends represent different cuts of meat. 

 

Points that are close together correspond to observations that have similar associations. 

 

In this example, features that are close together are ones that have similar profiles of cuts of meat associations.  Most cuts of meat have 

similar levels of association for being safe as they do for being fresh.  Chuck and flank/plate have similar associations with the various 

qualities and features, while ground beef is perceived to be different than other cuts of beef. 

 

Both the direction and length of the red lines (vectors) convey information about the cuts of meat.  Each line (meat cut) points away from the centre of 

the chart in a specific direction. 

 

Each line points in the direction that is most strongly associated with the cut of meat and its qualities and features.  

 

The cuts of meat with points that project furthest in the direction in which the line (vector) points are the observations that have the strongest 

association with features that are also the same direction from the centre (origin) of the chart. Those points that project at the other end have the 

least. Those projecting in the middle have an average amount. 

 

Lines that point in the same direction correspond to cuts of meat that have similar profiles. 

 

So, for these data, where the red lines represent cuts of meat and the blue points features, a group of lines pointing in the same direction correspond 

to a group of cuts of meat that share the same association with features. Thus, all of the cuts of meat whose lines point towards 2 o'clock all have the 

same general feature associations. 
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Mapping Perceptions of Chicken 
2016 Results 

Healthy

Lean

Nutritious

Tender

Flavourful

Moist

Safe to Eat

Easy to Prepare

Quick to Cook

Fresh

Best Tasting

Premium/Expensive

Family Favourite

Everyday Meals

Versatile

Breast

Leg/drumstick

Rib

Thigh

Whole Chicken

Wings

-4

-3

-2

-1

0

1

2

3

4

-4 -3 -2 -1 0 1 2 3 4 5 6

Mapping Perceptions of Chicken

Different cuts of chicken are 

associated with different 

benefits. Chicken breast is 

most strongly associated 

with being healthy, nutritious, 

versatile, and premium/ 

expensive. Whole chickens 

are most strongly associated 

with being versatile and a 

good option for the whole 

family. Chicken thighs are 

associated most strongly 

with being moist and good 

for everyday meals. Legs are 

associated with being 

flavourful, easy to prepare 

and good tasting. Wings 

share these associations as 

well as being quick to cook. 

Chicken ribs are associated 

with being lean, expensive, 

safe to eat, and fresh. 
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Mapping Perceptions of Beef 
2016 Results 

Healthy

Lean

Nutritious

Tender

Flavourful

Moist

Safe to Eat

Easy to Prepare

Quick to Cook

Fresh

Best Tasting

Premium/Expensive

Family Favourite

Everyday Meals

Versatile

Brisket / Shank

Chuck
Flank / Plate

Ground beef

Rib

Round

Strip loin

Short ribs

Sirloin

Tenderloin

-4

-3

-2

-1

0

1

2

3

4

5

-6 -5 -4 -3 -2 -1 0 1 2 3 4 5 6

Mapping Perceptions of Beef

Strip loin, rib, sirloin and tenderloin 

are associated with being premium 

cuts/ expensive, good tasting, good 

for the whole family, flavourful, and 

easy to prepare.  

Ground beef is associated with being 

quick to cook, good for everyday 

meals, versatile, and lean. It is least 

associated with being safe, fresh, 

expensive, and good tasting. 

Round, chuck and flank/plate are associated with being 

less expensive, dry, tough and least healthy, as the 

points lie in the opposite quadrant as premium/ 

expensive, tender, moist and healthy. 

Brisket/shank is associated with being 

safe to eat, fresh, and taking longer to 

cook. Short ribs have similar 

associations to brisket/shank as well as 

the premium cuts.  
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Mapping Perceptions of Pork 
2016 Results 

Healthy

Lean

Nutritious

Tender

Flavourful

MoistSafe to Eat

Easy to Prepare

Quick to Cook

Fresh

Best Tasting

Premium/Expensive

Family Favourite

Special occasion meals

Versatile

Crown roast

Ground pork

Ham

Pork loin/chops

Pork ribs

Pork Tenderloin

Shoulder/picnic

-3

-2

-1

0

1

2

3

4

-4 -3 -2 -1 0 1 2 3 4 5

Mapping Perceptions of Pork

Consumers most strongly associate pork tenderloin and 

crown roast with being expensive, fresh, tender, nutritious, 

healthy and lean. Ham and pork loin/chops are associated 

with being easy to prepare and good for special occasions. 

Pork shoulder/picnic and ribs are most strongly associated 

with being flavourful, better tasting, a family favourite, safe to 

eat and moist.  Ground pork is most strongly associated with 

being versatile and quick to cook. 



Key Drivers 

Section 4.2 
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Section Summary 
Key Drivers 

The following chart illustrates the attributes most strongly associated with purchase of chicken, beef, and pork among Canadians who purchase 

these types of meat across all cuts of meat.  Those most important, “key” drivers are those qualities or features that are most strongly associated 

with purchasing a kind of meat, while weaker factors do not have associations to the same degree.  

 

Being a family favourite, being an everyday meal, and versatility are strong, key drivers for all three proteins.  It is interesting to note that 

moistness, freshness, and cost are all weaker factors in terms of influencing purchase of all three types of meat.   

 

This information is determined by comparing the types of cuts consumers purchase with their perceptions of different cuts of meat with respect to a 

number of possible qualities and features. 
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Key Drivers 
2016 Results 

Healthy

Family Favourite

Everyday meal

Tender

Versatility

Nutritious

Lean

Easy to prepare

Cost

Taste

Freshness

Safe to eat

Flavour

Cook time

Moistness

Drivers of Chicken 

Family favourite

Easy to prepare

Everyday meal

Cook time

Versatility

Tender

Taste

Safe to eat

Moistness

Flavour

Cost

Healthy

Freshness

Nutritious

Lean

Drivers of Beef 

Everyday meal

Family favourite

Versatility

Cook time

Easy to prepare

Healthy

Taste

Nutritious

Flavour

Freshness

Lean

Moistness

Safe to eat

Tender

Cost

Drivers of Pork 

Stronger driver 

Weaker driver 



Trade-off Analysis 

Section 4.3 
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Section Summary 
Trade-Off Analysis 

Consumers were presented with a series of fresh meat purchase scenarios, with each scenario including three meat packages with 

different combinations of features. Each package was presented with a price, calculated from the base price (absence of all value-added 

features) plus an incremental price added for each feature present in the package. For each scenario, consumers selected the package 

they prefer most and the package they prefer least, with their preference for the remaining package being in between the other two. Then, 

consumers rated their likelihood to purchase the package they prefer most and the package they prefer least. Each consumer completed 

these tasks for up to two types of meat, selected at random from the meats they ever purchase (with the exception of bison, which was 

assigned higher priority as a means of obtaining a sufficient sample size). From the results of this series of tasks, it is possible to identify 

the features that have the most influence on consumers’ choice between one meat package vs. another. 

 

Across all types of meat, consumers are most positively influenced by packages that indicate having meat of Canadian origin, and the 

factor of second strongest positive influence is being free of hormones and antibiotics. That is to say, consumers are more likely to select 

packages of meat with these features over packages with other kinds of features. Other positive features consumers would pay a premium 

for depend on the type of meat. In the case of chicken, consumers will pay more for free range or certified humane. For beef, Certified 

Angus and grain fed command a premium. For bison, consumers are willing to pay more for grain fed as well as for being environmentally 

sustainable. In the case of lamb, consumers were asked to consider New Zealand as the country of origin for some of the packages in the 

choice sets. New Zealand lamb was found to command a premium price above meat packages that do not specify the country of origin. 

However, consumers are willing to pay an even higher price for Canadian lamb than for New Zealand origin. There are no other factors 

consumers would pay a premium for when purchasing pork besides Canadian origin and being hormone and antibiotic free (both of which 

also command a premium for the other types of meat). 

 

The most strongly negative feature for all meats is being labelled as organic. This does not mean that organic meat is not an undesirable 

thing. Rather, it indicates many consumers are not willing to pay the price that would be charged for meat labeled as organic vs. non-

organic. Another notable finding is that while consumers think Canadian origin meat is worth paying a premium for, they would pay more 

for packages of meat that do not specify the country of origin than they would pay for meat of US origin. The exception to this is lamb, for 

which US origin was not explored (only New Zealand and Canada). For chicken, many consumers are not willing to pay more for the 

features of being pasture raised, environmentally sustainable, or grain fed. For beef and bison, consumers are not willing to pay a premium 

for grass fed. For pork, consumers are not willing to pay more for meat that is Certified Humane. For lamb, consumers are not willing to 

pay more for meat that is environmentally sustainable. 

 

The analysis revealed a high degree of consistency between overall appeal of various packages and consumers’ ratings for likelihood of 

purchase. In other words, the meat packages that are considered most appealing (i.e. chosen most over all other possible combinations of 

features) also tend to be the same packages consumers are most likely to purchase. This is logical and helps confirm validity of the model. 
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Trade-Off Analysis – Chicken 
2016 Results 

Positive percentages, on the right 

side of the chart, indicate 

consumers are more willing to 

pay more for this attribute (e.g., 

Canadian origin), as evidenced in 

their preference for packages with 

this feature over packages with 

other features. Negative 

percentages, on the left side of 

the chart, indicate features that 

are less strongly desired than 

other features  based on the 

amount of premium they would 

have to pay (e.g., organic). 

14.5% 

-1.6% 

0.0% 

2.2% 

0.1% 

0.0% 

-5.0% 

-1.3% 

0.0% 

5.7% 

0.0% 

1.2% 

0.0% 

-1.4% 

0.0% 

-13.5% 

0.0% 

-20.0% -10.0% 0.0% 10.0% 20.0%

Canada

USA

No Country of Origin label

Free range

Cage free

No Named Type label

Pasture Raised

Grain

No Certified Feed label

Raised without Hormones or Antibiotics

No Raised without Hormones or Antibiotics label

Certified Humane

No Certified Humane label

Environmentally Sustainable

No Environmentally Sustainable label

Organic

No Organic label

Chicken: Preference for Different Features 
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Trade-Off Analysis - Beef 
2016 Results 

12.9% 

-0.4% 

0.0% 

3.2% 

0.0% 

-5.3% 

1.1% 

0.0% 

6.8% 

0.0% 

0.4% 

0.0% 

-0.2% 

0.0% 

-13.8% 

0.0% 

-20.0% -15.0% -10.0% -5.0% 0.0% 5.0% 10.0% 15.0%

Canada

USA

No Country of Origin label

Certified Angus

No Named Breed label

Grass

Grain

No Certified Feed label

Raised without Hormones or Antibiotics

No Raised without Hormones or Antibiotics label

Certified Humane

No Certified Humane label

Environmentally Sustainable

No Environmentally Sustainable label

Organic

No Organic label

Beef: Preference for Different Features 

Consumers are willing to pay a premium for beef of Canadian origin, beef with 

no hormones or antibiotics, Certified Angus, and grain fed beef. 
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Trade-Off Analysis - Pork 
2016 Results 

24.4% 

-10.7% 

0.0% 

18.6% 

0.0% 

-1.0% 

0.0% 

-22.7% 

0.0% 

-30.0% -20.0% -10.0% 0.0% 10.0% 20.0% 30.0%

Canada

USA

No Country of Origin label

Raised without Hormones or Antibiotics

No Raised without Hormones or Antibiotics label

Certified Humane

No Certified Humane label

Organic

No Organic label

Pork: Preference for Different Features 

Consumers are willing to pay a premium for pork of Canadian origin and raised 

without  hormones or antibiotics. 
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Trade-Off Analysis - Lamb 
2016 Results 

14.8% 

8.2% 

0.0% 

4.8% 

0.0% 

0.4% 

0.0% 

-3.5% 

0.0% 

-11.4% 

0.0% 

Canada

New Zealand

No Country of Origin label

Raised without Hormones or Antibiotics

No Raised without Hormones or Antibiotics label

Certified Humane

No Certified Humane label

Environmentally Sustainable

No Environmentally Sustainable label

Organic

No Organic label

Lamb: Preference for Different Features 

Consumers are willing to pay a 

premium for New Zealand lamb, 

and an even higher premium for 

Canadian lamb. Consumers are 

also willing to pay a premium for 

lamb raised without hormones or 

antibiotics. 
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Trade-Off Analysis - Bison 
2016 Results 

7.8% 
-1.1% 

0.0% 

-1.7% 
3.0% 

0.0% 

4.1% 
0.0% 

-2.7% 
0.0% 

2.7% 
0.0% 

-11.1% 
0.0% 

-15.0% -10.0% -5.0% 0.0% 5.0% 10.0%

Canada
USA

No Country of Origin label

Grass
Grain

No Certified Feed label

Raised without Hormones or Antibiotics
No Raised without Hormones or Antibiotics label

Certified Humane
No Certified Humane label

Environmentally Sustainable
No Environmentally Sustainable label

Organic
No Organic label

Bison: Preference for Different Features 

Consumers are willing to pay a premium for Canadian bison, as well as for the 

bison being grain fed, environmentally sustainable, and absent of hormones and 

antibiotics. 



Importance of Canadian Origin 

Section 5 
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Key Findings 
Importance of Canadian Origin 

 

(37%) of Canadian meat consumers USUALLY look for CANADIAN ORIGIN INDICATION 

 

(up from 2012) 

(at least half) of 

Canadian meat 

consumers indicate that 

USUALLY the 

LAMB and 

BEEF they buy 

INDICATES the 

COUNTRY OF ORIGIN 

Very Important to Buy 

Canadian 

 

1. Bison (52%) 

2. Beef (48%) 

3. Chicken (48%)  

4. Pork (46%) 

5. Lamb (31%) 

Benefits/Advantages to 

Buying and Eating Canadian 

Meat 

 

1. Support local/Canadian 

farmers 

2. Support local/Canadian 

economy 

3. Freshness (in general) 



104 

Section Summary 
Importance of Canadian Origin 

 

Over a third of Canadian meat consumers usually look for Canadian indicators when buying their fresh meat, an increase from 2012.  This is 

particularly evident among consumers who are 65 years of age or older, married/living in common law, without children in the household, and 

Muslim Canadians.  The majority of consumers indicate that the beef and lamb they purchase usually indicates the country of origin (highest for 

lamb, lowest for pork).  Mentions of chicken and pork purchases indicating country of origin have both increased from 2012. 

 

Half of Canadian meat consumers indicate it is very important to buy Canadian bison (although only half indicate that the bison they usually 

purchase indicates the country of origin), while nearly half indicate the same for chicken, beef, and pork.  Buying Canadian lamb is of lesser 

importance to consumers.  All results are consistent with 2012. 

 

When asked to name the benefits/advantages to buying Canadian meat, the top mentions include supporting local/Canadian farmers, supporting 

the local/Canadian economy, and freshness in general. 
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Look for Indications Meat is Canadian 
Tracking 

J1. Do you actively look for indications that the meat you buy is Canadian? 

Base: Canadian meat consumers  

**Caution to be used when interpreting results due to slight change in scale in 2016 

25% 

26% 

26% 

39% 

59% 

55% 

37% 

15% 

19% 

2016 (n=1,609)**

2012 (n=1,365)

2010 (n=1,372)

Look for Indications Meat is Canadian 

No, might see this, but do not look for it Depends, sometimes look for Canadian indication Yes, usually look for Canadian indication

Yes, usually look 

for Canadian 

origin indication 

mentions are 

higher among: 

 

 Those aged 65 

years of age or 

older 

 Those who are 

married or 

common law, 

or divorced, 

separated or 

widowed 

 Those without 

children in the 

household 

 Muslim 

Canadians 

% Indicates statistical increase/decrease from 2012 

More than one-third of Canadian meat consumers usually look for indications of Canadian origin (an increase in 2016).   



37% 

35% 

45% 

28% 

38% 

15% 

14% 

14% 

13% 

13% 

47% 

51% 

41% 

59% 

49% 

Chicken
(n=1,551)

Beef
(n=1,495)

Pork
(n=1,293)

Lamb
(n=593)

Bison
(n=197)

Whether Origin is Indicated on Fresh Meat Purchased 

Have not noticed No Yes, usually indicates country of origin
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Whether Origin is Indicated on Fresh Meat Purchased 
2016 Results 

J2. Does the meat you buy usually indicate the country of origin (whether the meat is Canadian or from another country)? 

Base: Canadian meat consumers who ever buy each type of fresh meat 

Nearly half or more (47% to 59%, depending on the type of meat) Canadian meat consumers report 

that the fresh chicken, beef, lamb and bison they purchase usually indicates the country of origin. A 

greater proportion of those who buy pork report that they have not noticed whether country of origin is 

indicated. A range of 13% to 15% of consumers (depending on the type of meat) report noticing the 

absence of any indication of the country of origin. The remaining 28% to 45% of consumers have not 

noticed whether there is indication of the country of origin or not. Lamb is the meat for which 

consumers most easily recall seeing an indication of the country of origin. 
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Whether Origin is Indicated 
Tracking 

J2. Does the meat you buy usually indicate the country of origin (whether the meat is Canadian or from another country)? 

Base: Canadian meat consumers who ever buy each type of fresh meat 

Note: Bases for 2010 unavailable 

Chicken Beef Pork 

2010 
2012 

(n=1,341) 

2016 

(n=1,551) 
2010 

2012 

(n=1,325) 

2016 

(n=1,495) 
2010 

2012 

(n=1,202) 

2016 

(n=1,293) 

Yes, usually indicates country 

of origin 
49% 42% 47% 52% 49% 51% 42% 34% 41% 

Net change vs. previous year -7 +5 -3 +2 -8 +7 

Lamb Bison 

2010 
2012 

(n=610) 

2016 

(n=593) 
2010 

2012 

(n=241) 

2016 

(n=197) 

Yes, usually indicates country 

of origin 
64% 64% 59% 56% 57% 49% 

Net change vs. previous year - -5 +1 -8 

% Indicates statistical increase/decrease from 2012 

The proportion of chicken and pork fresh meat buyers who report that their purchase usually indicates country of origin has 

increased in 2016 from 2012, returning close to 2010 levels.  
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Importance of Buying Canadian 
Tracking 

J5. You may have had the opportunity to purchase New Zealand lamb, and beef, pork and chicken in Canadian stores may in some cases come from 

the US or elsewhere.  Is ‘buying Canadian’ important to you? 

Base: Canadian meat consumers who ever buy each type of fresh meat 

12% 

11% 

34% 

25% 

16% 

12% 

14% 

12% 

15% 

12% 

34% 

37% 

39% 

44% 

45% 

42% 

41% 

40% 

43% 

40% 

54% 

52% 

26% 

31% 

39% 

46% 

45% 

48% 

42% 

48% 

2012 (n=241)

Bison - 2016 (n=197)

2012 (n=610)

Lamb - 2016 (n=593)

2012 (n=1,202)

Pork - 2016 (n=1,293)

2012 (n=1,325)

Beef - 2016 (n=1,495)

2012 (n=1,341)

Chicken - 2016 (n=1,551)

Importance of Buying Canadian 

Not very important to buy Canadian Somewhat important Very important to buy Canadian

Canadian meat consumers who buy each kind of fresh meat report that it is important overall to buy 

Canadian. Consumers place the least importance on Canadian origin for lamb, presumably due to a 

positive impression of New Zealand lamb. 
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Importance of Buying Canadian 

Very important to buy Canadian ratings for Chicken are higher among: 

 

 Those 65 years of age or older 

 South Asian Canadians 

 Muslim Canadians 

Very important to buy Canadian ratings for Beef are higher among: 

 

 Residents of Alberta 

 Those 65 years of age or older 

 College graduates 

Very important to buy Canadian ratings for Pork are higher among: 

 

 Residents of Manitoba/Saskatchewan 

 Those 65 years of age or older 

 Those with a high school education or less  

 College graduates 

 Those without children in the household 

 Muslim Canadians 

Very important to buy Canadian ratings for Lamb are higher among: 

 

 South Asian Canadians 

 Muslim Canadians 

Very important to buy Canadian ratings for Bison are higher among: 

 

 Residents of Manitoba/Saskatchewan 

J5. You may have had the opportunity to purchase New Zealand lamb, and beef, pork and chicken in Canadian stores may in some cases come from 

the US or elsewhere.  Is ‘buying Canadian’ important to you? 

Base: Canadian meat consumers who ever buy each type of fresh meat 
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Canadian Farm/Ranch Meat vs. Other Countries 
 

[NEW 2016] J4. What, if any, are the benefits or advantages to buying and eating meat from animals raised on Canadian farms and ranches vs. 

buying meat imported from another country? 

Base: Canadian meat consumers (n=1,609) 

23% 

21% 

16% 

9% 

7% 

6% 

5% 

5% 

5% 

5% 

5% 

4% 

4% 

4% 

3% 

3% 

3% 

3% 

3% 

2% 

2% 

2% 

1% 

1% 

1% 

3% 

10% 

1% 

Support local / Canadian farmers

Support local / Canadian economy

Freshness (in general)

Minimal transport

You know where it comes from / what you're getting

Higher quality control / standards in Canada

Canadian standards

Quality (in general)

Price (in general)

Adherence to standards (in general)

Buy local (in general)

Safety (in general)

I trust Canadian products / producers / standards

Environmentally friendly

Raised in Canada / Made in Canada / Homegrown

Adherence to laws and regulations

Health standards

Confidence (in general)

Helps create/keep jobs

Humane conditions

Free of / less hormones and antibiotics

Reduce / lower carbon footprint

Safety standards

Canadian Food Inspection Agency

Canadian farms (in general)

Other

Don't know / No answer

None / No benefits

Benefits or Advantages to Buying and Eating Canadian Meat 

According to Canadian meat 

consumers, the top three 

benefits to buying and eating 

Canadian meat are to support 

local / Canadian farmers, 

support the local / Canadian 

economy, and freshness (in 

general).  



Trust in Canadian Meat 

Section 6 
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Key Findings 
Trust in the Canadian Meat Industry 

(at least 59%) of Canadian meat consumers STRONGLY AGREE that… 

 

 They trust Canadian farmers and ranchers in general 

 They have trust and confidence in the Canadian meat industry in terms of offering 

meat products that are healthy and safe 

 They have trust and confidence in Canadian regulation and inspection for the 

meat industry 

 Canada has stronger/stricter meat production regulations and inspection 

processes than other countries 

 They trust claims made by Canadian meat producers more than they would 

claims made by meat producers from other countries 

(at least 51%) of Canadian meat 

consumers STRONGLY AGREE that 

CANADIAN MEAT… 

 

 Is safe to eat 

 Is of high quality 

 Is exactly what you think you’re buying 

 Is produced in an environmentally 

responsible manner 

61%  
of Canadian meat consumers are 

INTERESTED in a ‘CERTIFIED 

TENDER’ claim 

1/10 
(13%) of Canadian 

meat consumers are 

INTERESTED in a 

OTHER possible 

CERTIFICATIONS/ 

ASSURANCES 

Suggestions… 

 

1. Source of origin 

2. Date of production/expiration 

3. Humane treatment 

4. Certification (in general) 

(at least 73%) of Canadian meat consumers 

STRONGLY AGREE that, 

 

1. Inspectors 

2. Producers (farmers, ranchers) 

3. Government 

 

should be RESPONSIBLE for ENSURING Canadian 

MEAT earns their TRUST and CONFIDENCE 
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Section Summary 
Trust and Confidence in the Canadian Meat Industry 

 

 
The majority of Canadian meat consumers strongly agree that they trust Canadian farmers and ranchers in general, have trust and confidence in 

the Canadian meat industry in terms of offering meat products that are healthy and safe, have trust and confidence in Canadian regulation and 

inspection for the meat industry, and that Canada has stronger/stricter meat production regulations and inspection processes than other countries.  

Strong agreement is generally higher among females, those 65 years of age or older, those who are married/living in common law, those with a 

high school education or less, and those with children in the household. 

 

In regards to trust and Canadian meat, the majority of consumers strongly agree that Canadian meat is safe to eat, of high quality, is exactly what 

they think they’re buying, and is produced in an environmentally responsible manner.  Strong agreement is generally higher among residents of 

Alberta, those 65 years of age or older, those who are married/living in common law, and those with an average annual household income of 

between $75,000 and $99,000. 

 

In order to garner more trust and confidence in the Canadian meat industry, consumers either feel that nothing needs to be done or that they have 

confidence already, or that better labeling and packaging is needed. 

 

When asked about meat packaging claims in Canada, the majority of consumers strongly agree that they trust claims made by Canadian meat 

producers more than they would trust claims made by meat producers from other countries.  Agreement is not as strong for consumers trusting 

“branded” meat products more than non-branded meat products, and trusting that claims stated on a meat package are accurate and truthful.  

Strong agreement for all measures of meat packaging claims in Canada is generally higher among those 65 years of age or older and those 

married/living in common law. 

 

Three-in-five Canadian consumers expressed interest in purchasing fresh meat with a “certified tender” claim, while only one-in-ten think other 

certifications/assurances are needed, such as source of origin (i.e. farm, country, etc.), date of production/expiration, and humane treatment, to 

name a few.  Consumers who feel that other certifications/assurances were needed are more numerous in Quebec, and aged 51 years or older. 

 

The majority of Canadian meat consumers believe that all parties involved in the production and/or sale of meat should be responsible for ensuring 

Canadian meat earns their trust and confidence, with even greater majorities indicating responsibility should fall on inspectors, producers and the 

government.  A lesser majority think the responsibility should fall on retailers. 
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Trust in Meat Production in Canada 
2016 Results 

[NEW 2016] J6A. To what extent do you agree or disagree with the following statements about meat production in Canada? 

Base: Canadian meat consumers (n=1,609) 

3% 

4% 

3% 

2% 

38% 

37% 

36% 

33% 

59% 

59% 

62% 

64% 

Canada has stronger / stricter meat production
regulations and inspection processes than other

countries

I have trust and confidence in Canadian regulation and
inspection for the meat industry

I have trust and confidence in the Canadian meat
industry in terms of offering meat products that are

healthy and safe

I trust Canadian farmers and ranchers in general

Opinions on Meat Production in Canada 

Disagree (1,2,3 ratings) Somewhat Agree (4,5,6,7 ratings) Strongly Agree (8,9,10 ratings)

Strongly agree 

ratings (8,9,10 

ratings) are 

generally higher 

among: 

 

 Females 

 Those aged 65 

years of age or 

older 

 Those who are 

married or 

common law 

 Those with a 

high school 

education or 

less 

 Those with 

children in the 

household 

Virtually all Canadian meat consumers agree (somewhat or strongly) with all statements about trust in meat 

production in Canada, with nearly three-in-five or more strongly agreeing with each of the statements. 
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Trust and Canadian Meat 
2016 Results 

[NEW 2016] J6B. Thinking about the Canadian meat industry, please rate your agreement using a 10 point scale.  Do you trust that Canadian 

meat… 

Base: Canadian meat consumers (n=1,609) 

4% 

2% 

2% 

1% 

46% 

38% 

33% 

28% 

51% 

59% 

65% 

71% 

Is produced in an environmentally responsible manner

Is exactly what you think you’re buying 

Is of high quality

Is safe to eat

Trust and Canadian Meat 

Disagree (1,2,3 ratings) Somewhat Agree (4,5,6,7 ratings) Strongly Agree (8,9,10 ratings)

Strongly agree 

ratings (8,9,10 

ratings) are 

generally higher 

among: 

 

 Residents of 

Alberta 

 Those aged 65 

years of age or 

older 

 Those who are 

married or 

common law 

 Those with 

average 

annual 

household 

incomes of 

between 

$75,000 and 

$99,000 

Almost all Canadian meat consumers agree (somewhat or strongly), including a majority who agree strongly, that 

Canadian meat is safe to eat, of high quality, exactly what they think they are buying, and produced in an 

environmentally responsible manner.  



116 

How to Increase Consumer Trust and Confidence  

2016 Results 

[NEW 2016] J6B. [IF ANY RATINGS IN J6A OR J6B LESS THAN 9] What do you need to know, and what needs to be done, in order for you to have 

more trust and confidence in the Canadian meat industry? 

Base: Canadian meat consumers who rated any attribute in JA or JB as less than 9 (n=1,338) 

12% 

8% 

8% 

8% 

8% 

7% 

6% 

6% 

4% 

4% 

4% 

3% 

3% 

3% 

2% 

2% 

2% 

2% 

2% 

2% 

1% 

1% 

1% 

1% 

3% 

15% 

19% 

Better labeling / packaging

Source of origin (i.e. when, where, by whom)

More inspections / monitoring

Transparency

More humane practices

Better inspections

More process information / knowledge

Restricting / reducing / phasing out use of antibiotics / hormones

Better regulations

Better controls / enforcement (in general)

Government involvement (i.e. Health Canada, CFIA, etc)

Quality (in general)

Certification

Safety (in general)

Fewer recalls and safety alerts

Price (in general)

More advertising / public service announcements

Media (i.e. photos, videos, etc) demonstrating process

Standardization of production (in general)

Better conditions of production

Environmentally friendly

Access to prior history of producer (i.e. recalls, fines, etc)

Halal production / indications

Small-scale operations

Other

Nothing / I have confidence in Canadian meat

Don't know / No answer

What Needs to Be Done to Garner More Trust and Confidence 

Nearly one-in-seven 

Canadian meat 

consumers who rated 

any aspect of Canadian 

meat production or their 

trust and confidence 

lower than 9 out of 10 

say there is nothing 

else that needs to be 

done and they have 

confidence in Canadian 

meat. A further one-in-

five do not know what 

else could be done or 

have no answer. 

 

Among those who did 

provide suggestions, 

the top most mentioned 

improvement is better 

labeling / packaging. 
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Opinions on Meat Packaging Claims in Canada 
2016 Results 

J7. Meat packaging sometimes includes production claims such as ‘grain fed’, ‘hormone free’, ‘free-range’, ‘organic’, etc.  To what extent do you 

agree or disagree with the following statements about meat production in Canada and meat packaging claims? 

Base: Canadian meat consumers (n=1,609) 

Note: Scale changed in 2016 therefore tracking data unavailable 

***Slight change in wording in 2016 

8% 

11% 

5% 

6% 

3% 

52% 

48% 

47% 

46% 

38% 

40% 

41% 

48% 

49% 

59% 

I trust that any claim stated on a
meat package is accurate and

truthful

I trust 'branded' meat products more
than non-branded meat products***

The government regulates claims
that can be made by all food

producers

I am more likely to believe a
'certified' claim

I trust claims made by Canadian
meat producers more than I would

trust claims made by meat
producers from other countries

Opinions on Meat Packaging Claims in Canada 

Disagree (1,2,3 ratings) Somewhat Agree (4,5,6,7 ratings) Strongly Agree (8,9,10 ratings)

Strongly agree 

(8,9,10) ratings 

are generally 

higher among: 

 

 Those aged 65 

years of age or 

older 

 Those married 

or living in 

common law 

Almost all Canadian meat consumers agree, including nearly three-in-five who strongly agree, that they trust claims made by 

Canadian meat producers more than they would trust claims made by meat producers from other countries. Nearly half of 

Canadian meat consumers strongly agree that they are more likely to believe certified claims, and that the government 

regulated claims that can be made by all food producers. There is somewhat lower agreement for trusting branded meat 

products more than non-branded products, and for trusting that any claim stated on a meat package is accurate and truthful.   
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Interest in ‘Certified Tender’ Claim 
2016 Results 

[NEW 2016] J8. Canada does not currently have any certifications in place that assure consumers of any tenderness claims.  Would you be 

interested in purchasing meat that is ‘certified tender’ if that became available?  

Base: Canadian meat consumers (n=1,609) 

Yes 
61% 

No 
39% 

Interest in ‘Certified Tender Claim’ 

Three-in-five Canadian meat consumers indicate they would be interested in purchasing 

meat that is certified tender if it became available.  
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Other Possible Certifications/Assurances 
2016 Results 

[NEW 2016] J9. Are there any other certifications or assurances you would like to have the option of purchasing that aren’t currently available? [NEW 2016] 

J9. Yes: please explain (Are there any other certifications or assurances you would like to have the option of purchasing that aren’t currently available?) 

Base: Canadian meat consumers (n=1,609) 

*Base: Canadian meat consumers interested in other possible certifications/assurances (n=211) 

Yes 
13% No 

87% 

Interested in Other Possible 
Certifications/Assurances 

15% 

13% 

11% 

11% 

8% 

8% 

8% 

7% 

18% 

Source of origin (i.e. farm, country,
etc)

Date of production / expiration (in
general)

Humane treatment

Certification (in general)

Non-GMO / Organic (in general)

Safety measures (i.e. inspections,
farm cleanliness, health claims,

etc)

Antibiotics / Hormones (in general)

Halal

Other

Other Possible Certifications/Assurances 

Those more likely to be interested in other possible 

certifications/assurances are: 

 

 Residents of Quebec 

 Those aged 51 years of age or older 

Nearly one-in-seven Canadian meat consumers are interested in other certifications or assurances. Some of the possible certifications 

or assurances mentioned are source of origin, date of production/expiration, humane treatment, and certification (in general).   
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Responsibility for Ensuring Trust and Confidence in Canadian Meat 
2016 Results 

Base: Canadian meat consumers (n=1,609) 

J10. Who should be responsible for ensuring Canadian meat earns your trust and confidence? 

6% 

5% 

4% 

3% 

2% 

1% 

36% 

29% 

29% 

25% 

23% 

17% 

58% 

66% 

67% 

73% 

75% 

82% 

Retailers

Processors

Meat industry associations

Government

Producers (farmers, ranchers)

Inspectors

Responsible for Ensuring Trust and Confidence in Canadian Meat 

Disagree (1,2,3 ratings) Somewhat Agree (4,5,6,7 ratings) Strongly Agree (8,9,10 ratings)

Strongly agree 

ratings (8,9,10 

ratings) are 

generally higher 

among: 

 

 Females 

 Those aged 65 

years of age or 

older 

 Those who are 

married or 

common law 

When asked who should be responsible for ensuring Canadian meat earns their trust and confidence, almost everyone agrees 

(somewhat or strongly) that all of the groups listed should be responsible, and the majority of consumers strongly agree. 

Agreement is strongest for inspectors having responsibility, followed by producers and government. While the lowest levels of 

agreement are provided for retailers earning their trust and confidence, almost six-in-ten consumers agree retailers should have 

this responsibility. 



Ethnic Profiles 

Section 7 
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Key Findings 
Meat Purchase Measures: Ethnic Profiles  

 

(76%) of Chinese Canadian meat consumers’ fresh 

meat purchases are from SELF-SERVE meat cases 

C
h

in
e
s
e
 

(24%) of Chinese Canadian meat consumers’ fresh meat 

purchases are from FULL-SERVICE meat counter 

(58%) of South Asian Canadian meat consumers’ fresh 

meat purchases are from SELF-SERVE meat cases 

S
o

u
th

 A
s
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n

 

(42%) of South Asian Canadian meat consumers’ fresh 

meat purchases are from FULL-SERVICE meat counter 

(51%) of Muslim Canadian meat consumers’ fresh 

meat purchases are from SELF-SERVE meat cases 

M
u

s
li
m

 

(49%) of Muslim Canadian meat consumers’ fresh meat 

purchases are from FULL-SERVICE meat counter 

Fresh Meat Ever Purchased 

 

1. Beef (95%) 

2. Chicken (94%)  

3. Pork (89%) 

4. Fish (87%) 

5. Lamb (39%) 

6. Bison (7%) 

Frequency of Purchases 

 

2-3 times per month 

Once a week 

2-3 times per month 

 

Every 2-3 months 

2-3 times per month 

36%  
of Chinese Canadian 

meat consumers 

PREPARE AND COOK 

fresh meat 2 TO 3 

TIMES PER WEEK 

Fresh Meat Ever Purchased 

 

1. Chicken (97%)  

2. Fish (82%) 

3. Beef (63%) 

4. Lamb (58%) 

5. Pork (33%) 

6. Bison (12%) 

Frequency of Purchases 

 

Once a week 

 

1-3 times per month 

2-3 times per month 

Once a month 

2-3 times per month 

37%  
of South Asian 

Canadian meat 

consumers PREPARE 

AND COOK fresh meat 

2 TO 3 TIMES PER 

WEEK 

Fresh Meat Ever Purchased 

 

1. Chicken (97%)  

2. Beef (92%) 

3. Fish (80%) 

4. Lamb (69%) 

5. Bison (5%) 

6. Pork (5%) 

Frequency of Purchases 

 

Once a week 

2-4 times per month 

 

Once per month or more 

Once or twice a year or less 

Once a month 

38%  
of Muslim Canadian 

meat consumers 

PREPARE AND COOK 

fresh meat 2 TO 3 

TIMES PER WEEK 
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Section Summary 
Meat Purchase Measures: Ethnic Profiles  

 

Additional samples were obtained for Chinese, South Asian, and Muslim Canadian consumers to allow for analysis of these ethnic/cultural groups. 

Similar analysis was completed for Chinese and South Asian Canadian consumers for the 2012 study. Muslim Canadian samples are newly 

introduced to the study for 2016. 

 

Chinese, South Asian and Muslim Canadian consumers tend to shop for fresh meat most frequently at Loblaw companies retailers or at mass 

merchandiser/big box stores. Chinese Canadian consumers report a particularly high preference for shopping at Loblaw companies or Costco, 

while Muslim Canadian consumers mention Walmart as their main store for fresh meat more frequently than consumers in the other ethnic groups. 

 

When deciding where to shop, price is one of the top three factors in the decision for consumers in each of these three ethnic groups, with Chinese 

Canadians placing high importance on convenience and quality, South Asians placing high importance on quality and freshness, and Muslims 

considering halal meat and freshness as highly important in the decision. 

 

As found with Canadian meat consumers in general, the majority of fresh meat purchases among Chinese, South Asian, and Muslim Canadians 

are from pre-packaged meat cases, and this proportion is highest among Chinese Canadians.  

 

While all of the ethnic groups studied report high levels of past purchase of chicken, there is more diversity among the groups in terms of 

purchasing other meats. High proportions of Chinese and Muslim Canadians have purchased beef, while South Asians are less likely to. Chinese 

consumers typically purchase pork, compared to substantially fewer South Asians and a particularly low proportion of Muslims. Majorities of 

Muslim and South Asian consumers report having purchased lamb, compared to a lower proportion of Chinese consumers. Bison consumption 

tends to be lower relative to other meats among all of the ethnic groups in the analysis. Since 2012, there has been a decrease in past purchase of 

beef among South Asian Canadians and decreases in past purchase of lamb and bison among Chinese Canadians.  

 

In regards of attributes of fresh meat purchased, the majority of Chinese Canadians purchase branded (e.g. sterling silver, certified angus, Lilydale, 

Maple Leaf Prime, etc.), and both Chinese and South Asian Canadians report purchasing meats that are already cooked and ready to eat more 

frequently than most other attributes. South Asians, and to an even greater degree, Muslim Canadians, report comparably high levels of past 

purchase of halal meats. 

 

The majority of consumers in these ethnic groups prepare fresh meat at least two to three times per week, with four-in-ten or more preparing fresh 

meat at least four to six times per week. 
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Most Preferred Fresh Meat Retailers 
2016 Results: Ethnic Profiles  

A4. Which ONE retailer do you shop at MOST for fresh meat? [NEW 2016] 

Base: Canadian meat consumers 

Most preferred fresh meat 

retailer… 
Chinese 

(n=168) 

South 

Asian 

(n=124) 

Muslim  

(n=112) 

Any Supermarket 69% 58% 50% 

Loblaw Companies 47% 36% 30% 

Mass Merchandiser/Big Box 26% 28% 20% 

Costco 22% 15% 6% 

Walmart 5% 13% 14% 

Sobey’s Companies 14% 8% 9% 

Metro Inc 8% 9% 9% 

Regional Chains 1% 1% 2% 

Jim Pattison Group 1% 3%   

Farmers Market/Butcher 1% 6% 14% 

Other 3% 9% 15% 

% Indicates statistical significance 

The top two most preferred groups of fresh meat retailers among Chinese, South Asian, and Muslim 

consumers are Loblaw companies and mass merchandisers (Costco and Walmart). Loblaw companies 

and Costco are preferred more by Chinese consumers than South Asian and Muslim consumers, and 

Walmart is preferred more by Muslim consumers than Chinese or South Asian consumers.    
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Reason Most Preferred 
Verbatim Response: Ethnic Profiles 

[NEW 2016] A4B. Why do you shop at [INSERT RESPONSE FROM A4] MOST for fresh meat? 

Base: Canadian meat consumers 

Mentions less than 2% not included 

*New mention in 2016  

Reasons most preferred… 
Chinese 

(n=168) 

South Asian 

(n=124) 

Muslim  

(n=112) 

Price 45% 34% 25% 

Quality 23% 25% 16% 

Convenience / Close to home 31% 18% 15% 

Choice / Variety / Selection 12% 17% 20% 

Freshness 15% 19% 23% 

Promotions / Sales / Rewards 15% 2% - 

One stop shopping / Do my groceries there 6% - - 

Halal* - 16% 37% 

Good value 4% - 2% 

Good cuts 3% - - 

Good service (in general) - 4% 3% 

Bulk packaging 4% 2% - 

Local / Provincial / Canadian - - - 

Good butcher available - - - 

I trust them - 3% - 

Clean store / product - 3% - 

Organic selection - 3% - 

Humane / Free range / Naturally raised - 2% - 

Other - 2% - 

Don't know / No answer 2% 4% 4% 

Different ethnic groups shop at 

their most preferred retailers 

for different reasons. 

 

The top three reasons for 

Chinese consumers shopping 

at their main store for fresh 

meat are price, convenience, 

and quality. 

 

For South Asians, the top 

three reasons to shop at their 

main store are price, quality 

and freshness. 

 

Muslim consumers shop at 

their most preferred retailer for 

halal meat, price and 

freshness.  
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Full-Service Meat Counter vs. Pre-packaged Meat Cases 
Tracking (Average Values): Ethnic Profiles 

A14. What proportion of your grocery store fresh meat purchases are from the regular, pre-packaged meat cases (where you pick up the meat 

yourself) vs. the “full-service” meat counter? 

Base: Canadian meat consumers 

2012 2016 

Chinese 

(n=138) 

South 

Asian 

(n=99) 

Chinese 

(n=168) 

South 

Asian 

(n=124) 

Muslim  

(n=112) 

% from pre-packaged meat 

cases 
68% 70% 76% 58% 51% 

% from full-service meat 

counter 
32% 30% 24% 42% 49% 

% Indicates statistical significance 

While all of the ethnic groups mostly purchase from the pre-packaged meat cases, 

Chinese consumers do the highest proportion of their fresh meat shopping from the 

pre-packaged cases. South Asian and Muslim consumers shop at the full-service meat 

counter more of the time than Chinese consumers, with Muslim consumers reporting 

that their shopping from the full-service counter is almost equal to their shopping from 

the pre-packaged meat cases. 
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Types of Fresh Meat Purchased 
Tracking: Ethnic Profiles 

B1. For each specific type of meat/fish listed below, please check Yes or No whether you ever purchase this type of fresh meat or fish (one answer 

per line)… 

Base: Canadian meat consumers 

2012 2016 

Chinese 

(n=138) 

South 

Asian 

(n=99) 

Chinese 

(n=168) 

South 

Asian 

(n=124) 

Muslim  

(n=112) 

Chicken 98% 99% 94% 97% 97% 

Beef 97% 77% 95% 63% 92% 

Pork 90% 40% 89% 33% 5% 

Fish 91% 89% 87% 82% 80% 

Lamb 54% 66% 39% 58% 69% 

Bison 14% 6% 7% 12% 5% 

% Indicates statistical significance 

% Indicates statistical increase/decrease from 2012 

Almost everyone in all ethnic groups has purchased chicken at some point in time. While very high percentages of Chinese 

and Muslim Canadian consumers have also purchased beef, this is in contrast to less than two-thirds of South Asians who 

have past experience purchasing beef. The differences between ethnic groups are even more dramatic for pork which has 

been purchased by a high proportion of Chinese consumers compared to one-third of South Asians, and one-in-twenty 

Muslim Canadians. The different groups are more consistent in their purchase of fish, with at least four-in-five consumers in 

each ethnic group having purchased fish before. Over two-thirds of Muslim Canadians have purchased lamb, compared to 

just under six-in-ten South Asians, and four-in-ten Chinese Canadians. All groups report a low rate of past purchase of bison 

compared to other meats, specifically, about one-in-eight South Asians, one-in-fourteen Chinese, and one-in-twenty Muslim 

Canadians. Since 2012, there has been a decrease in past purchase of beef among South Asian Canadians, and decreases 

in past purchase of lamb and bison among Chinese Canadians. 
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Types of Fresh Meat Purchased 
2016 Results: Ethnic Profiles 

[NEW 2016] B11. Which, if any, of the following fresh meats do you ever buy? 

Base: Canadian meat consumers 

Chinese 

(n=168) 

South 

Asian 

(n=124) 

Muslim  

(n=112) 

Purchased already cooked and ready to eat (e.g., 

rotisserie chicken) 
55% 44% 30% 

Branded (e.g., Sterling Silver, Certified Angus, 

Lilydale, Maple Leaf Prime, etc.) 
52% 25% 15% 

Purchased already flavoured (e.g., spices, marinade, 

sauces, etc.) 
37% 39% 29% 

Purchased pre-prepared with other ingredients (e.g. 

stuffed, skewers, etc.) 
27% 23% 23% 

Antibiotic-free 31% 25% 22% 

Hormone-free 35% 29% 22% 

Organic 32% 27% 28% 

Any animal welfare claims (e.g., humanely raised, 

cage free) 
15% 14% 11% 

GMO free 20% 20% 14% 

Halal 14% 47% 85% 

Traceability to farm of origin 11% 11% 13% 

Certified Humane 17% 15% 9% 

Environmental and sustainability claims (e.g., carbon 

footprint, best management practices, energy and/or 

water efficiency) 

16% 15% 11% 

Any claims about food safety <1% 1% 1% 

Any claims about farm safety <1% 1%  - 

None of these 8% 6% 2% 

% Indicates statistical significance 

Chinese Canadian consumers report the highest proportion of past purchase of 

fresh meats that are already cooked and ready to eat, and branded meat, with 

each of these kinds of purchases representing just over half of Chinese 

Canadian consumers. Muslim Canadian consumers are the most likely to 

purchase halal meat, with this type of purchase representing a high majority of 

Muslim Canadians. Almost half of South Asian Canadians have purchased halal 

meat and meat that is already cooked and ready to eat. 
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Cuts of Chicken/Turkey Purchased in the Past 30 Days 
2016 Results: Ethnic Profiles 

[NEW 2016] BB. What cuts of fresh meat have you purchased in the last 30 days? 

Base: Canadian meat consumers who purchased chicken/turkey in the past 30 days 

64% 

36% 

44% 

46% 

39% 

11% 

2% 

1% 

75% 

45% 

40% 

55% 

31% 

19% 

8% 

1% 

75% 

55% 

46% 

44% 

19% 

14% 

7% 

Chicken breast

Whole chicken

Chicken thigh

Chicken leg/drumstick

Chicken wings

Ground chicken or turkey

Chicken rib

Other

Cuts of Chicken/Turkey Purchased in the Past 30 Days 

Chinese (n=136)

South Asian (n=118)

Muslim (n=102)

% Indicates statistical significance 

Chicken breast is the most 

common kind of cut purchased 

in the past 30 days, regardless 

of ethnic background. 

 

Muslim Canadian consumers 

are more likely than other 

groups to have purchased 

whole chicken, while Chinese 

and South Asian consumers are 

more likely than Muslim 

consumers to have purchased 

chicken wings.  
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Cuts of Beef Purchased in the Past 30 Days 
2016 Results: Ethnic Profiles 

[NEW 2016] BB. What cuts of fresh meat have you purchased in the last 30 days? 

Base: Canadian meat consumers who purchased beef in the past 30 days 

58% 

30% 

21% 

35% 

25% 

16% 

21% 

14% 

7% 

9% 

3% 

77% 

25% 

18% 

12% 

18% 

19% 

23% 

9% 

19% 

6% 

84% 

21% 

25% 

20% 

17% 

18% 

22% 

7% 

20% 

8% 

3% 

Ground beef

Sirloin

Tenderloin

Rib (e.g. prime rib, rib eye)

Strip loin

Round

Brisket/Shank

Short ribs

Chuck

Flank/Plate

Other

Cuts of Beef Purchased in the Past 30 Days 

Chinese (n=124)

South Asian (n=58)

Muslim (n=86)

% Indicates statistical significance 

Ground beef is the most 

popular kind to be purchased in 

the past 30 days among all of 

the ethnic groups.  

 

Muslim consumers report the 

highest proportion of past 30 

day purchase of ground beef, 

while Chinese consumers are 

the least likely to have 

purchased it. 

 

Beef rib has a higher proportion 

of past 30 day purchase among 

Chinese consumers than 

among South Asian and Muslim 

consumers. 
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Cuts of Pork Purchased in the Past 30 Days 
2016 Results: Ethnic Profiles 

[NEW 2016] BB. What cuts of fresh meat have you purchased in the last 30 days? 

Base: Canadian meat consumers who purchased pork in the past 30 days 

*Caution to be used when interpreting results due to small sample size 

48% 

39% 

29% 

43% 

40% 

17% 

3% 

1% 

25% 

31% 

61% 

28% 

36% 

28% 

8% 

4% 

Pork loin/chops

Pork tenderloin

Ham

Pork ribs

Ground pork

Shoulder/picnic

Crown roast

Other

Cuts of Pork Purchased in the Past 30 Days 

Chinese (n=108)

South Asian (n=22)*

% Indicates statistical significance 

Loin/chops are the most 

preferred cut of pork among 

Chinese Canadian consumers, 

while ham is the most preferred 

cut among South Asian 

consumers. Results are not 

presented for Muslim Canadian 

consumers due to very low past 

30 day purchase of pork (only 

one respondent, who only 

purchased ground pork and 

pork tenderloin).. 
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Attributes of Fresh Cuts of Meat Purchased in the Past 30 Days 
2016 Results: Ethnic Profiles 

[NEW 2016] BD. Was any of the fresh meat you purchased at grocery or meat stores in the past 30 days… 

Base: Canadian meat consumers who bought each type of fresh meat in the past 30 days 

Chinese 

(n=153) 

South 

Asian 

(n=116) 

Muslim  

(n=110) 

Purchased already cooked and ready to eat (e.g., 

rotisserie chicken) 
33% 29% 11% 

Branded (e.g., Sterling Silver, Certified Angus, 

Lilydale, Maple Leaf Prime, etc.) 
28% 14% 10% 

Purchased already flavoured (e.g., spices, marinade, 

sauces, etc.) 
19% 27% 17% 

Purchased pre-prepared with other ingredients (e.g. 

stuffed, skewers, etc.) 
13% 14% 13% 

Organic 17% 18% 15% 

Antibiotic-free 16% 7% 8% 

Hormone-free 17% 9% 8% 

Halal 3% 43% 77% 

GMO free 8% 4% 4% 

Certified Humane 5% 3% 2% 

Any animal welfare claims (e.g., humanely raised, 

cage free) 
4% 3%  - 

Traceability to farm of origin 3% 5% 8% 

Environmental and sustainability claims (e.g., carbon 

footprint, best management practices, energy and/or 

water efficiency) 

4% 5% 3% 

Any claims about food safety  - -  1% 

None of these 22% 12% 6% 

% Indicates statistical significance 

Among Chinese Canadian consumers, the top three attributes purchased in the 

past 30 days are fresh meat that is already cooked and ready to eat, branded, 

and already flavoured. Among South Asians, the top three attributes are halal, 

already cooked and ready to eat, and already flavoured. For Muslims, the 

primary attribute purchased is halal meat, with less than one-in-five having 

purchased the next most popular attributes: meat being already flavoured and 

organic. 
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Frequency of Fresh Meat Purchases 
2016 Results: Ethnic Profiles 

 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased each type of fresh meat 

*Caution to be used when interpreting results 

 1% 

 1% 

23% 

18% 

12% 

1% 

3% 

1% 

  1% 

7% 

15% 

5% 

2% 

27% 

19% 

45% 

1% 

15% 

13% 

14% 

6% 

1% 

1% 

2% 

7% 

19% 

6% 

12% 

4% 

    8% 

4% 

1% 

24% 

8% 

21% 

11% 

13% 

7% 

9% 

12% 

25% 

15% 

16% 

13% 

11% 

16% 

12% 

15% 

13% 

19% 

25% 

19% 

29% 

19% 

19% 

38% 

47% 

17% 

20% 

25% 

17% 

7% 

29% 

27% 

24% 

11% 

13% 

15% 

33% 

29% 

33% 

37% 

12% 

17% 

15% 

26% 

23% 

36% 

41% 

41% 

35% 

39% 

43% 

14% 

20% 

10% 

24% 

22% 

34% 

24% 

13% 

35% 

8% 

20% 

21% 

6% 

19% 

14% 

11% 

16% 

17% 

9% 

4% 

5% 

2% 

4% 

8% 

11% 

1% 

6% 

Chicken - Chinese (n=161)

South Asian (n=120)

Muslim (n=108)

Turkey - Chinese (n=91)

South Asian (n=60)

Muslim (n=52)

Beef - Chinese (n=159)

South Asian (n=81)

Muslim (n=103)

Pork - Chinese (n=149)

South Asian (n=42)

Muslim (n=4)*

Lamb - Chinese (n=70)

South Asian (n=74)

Muslim (n=77)

Bison - Chinese (n=12)*

South Asian (n=15)*

Muslim (n=5)*

Frequency of Fresh Meat Purchases 

1-2/year or less Once/4-5 months Once/2-3 months 1/month 2-3/month 1/week 2+/week

Chicken is the most frequently purchased meat among all of the ethnic groups. South Asian Canadian consumers report the most 

frequent purchase of turkey and lamb, among those who ever purchased these types of meat. Muslim consumers report the most 

frequent purchase of chicken and beef, for those who every purchase these types of meat. Caution should be used when interpreting 

results for bison, and for  pork among Muslim Canadians, due to the very low sample sizes obtained for these groups. 
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Frequency of Fresh Meat Purchases (1 of 3) 
Tracking: Ethnic Profiles 

B2. How frequently do you purchase fresh [MEAT RECALL FROM B1]? In other words, how often are you in the grocery store making each of these 

purchase decisions? 

Base: Canadian meat consumers who have ever purchased 

**Caution to be used when interpreting results due to small sample size 

2012 2016 

Chinese 
South 

Asian 
Chinese 

South 

Asian 
Muslim 

Chicken (n=135) (n=98) (n=161) (n=120) (n=108) 

Once per week or more 51% 69% 46% 55% 60% 

Beef (n=133) (n=76) (n=159) (n=81) (n=103) 

Once per week or more 36% 31% 30% 25% 39% 

Pork (n=124) (n=40) (n=149) (n=42) (n=4)** 

Once per week or more 38% 9% 32% 24% 35% 

Lamb (n=74) (n=65) (n=12)** (n=15)** (n=5)** 

Once per week or more 14% 12% 6% 19% 14% 

Bison (n=19)** (n=6)** (n=70) (n=74) (n=77) 

Once per week or more 4% - 9% 26% 21% 

% Indicates statistical significance 

% Indicates statistical increase/decrease from 2012 

The majority of Chinese, South Asian and Muslim Canadian consumers purchase 

chicken at least once a week, with other types of meat being purchased less frequently. 

Among South Asians, the proportion purchasing chicken at least once a week has 

declined from 2012 while the proportion purchasing bison at least once a week has 

increased over the same period. The proportion purchasing beef at least once a week is 

highest for Muslim Canadians and lowest for South Asians, who also report a 

substantially lower frequency of purchasing pork relative to other ethnic groups. 
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Frequency of Fresh Meat Preparation 
Tracking: Ethnic Profiles 

B8. In general, how frequently do you/your household prepare and cook ANY fresh meat? This is asking about new meals with fresh, uncooked 

meat.  Do not include serving leftovers, or serving previously cooked meat. 

Base: Canadian meat consumers 

  2% 

  1% 

3% 

4% 

4% 

   3% 

    4% 

2% 

3% 

3% 

20% 

14% 

21% 

13% 

15% 

38% 

50% 

37% 

31% 

36% 

26% 

18% 

25% 

33% 

29% 

10% 

13% 

12% 

16% 

13% 

2016 Muslim
(n=112)

2012 South Asian
(n=99)

2016 South Asian
(n=124)

2012 Chinese
(n=138)

2016 Chinese
(n=168)

Frequency of Fresh Meat Preparation 

1/month or less 2-3 times/month About once/week 2-3 times/week 4-6 times/week Every day

The majority of Chinese, South Asian and Muslim Canadian meat consumers prepare fresh meat at least two to three 

times per week, with almost four-in-ten or more preparing fresh meat at least four to six times per week. There is a 

decrease from 2012 in the proportion of South Asian consumers who prepare fresh meat two to three times per week 

and a slight increase in those who prepare fresh meat either two to three times per month or four to six times per week.  



Generational Profiles 

Section 8 
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[NEW 2016] BD. Was any of the fresh meat you purchased at grocery or meat stores in the past 30 days… 

Base: Canadian meat consumers 

Gen Z 

(n=89) 

Millennials 

(n=613) 

Gen X 

(n=217) 

Boomers 

(n=573) 

Seniors 

(n=117) 

Laptop 78% 77% 77% 75% 65% 

Smart phone 88% 85% 72% 58% 38% 

Tablet 37% 47% 58% 52% 47% 

eReader 3% 13% 15% 20% 19% 

None 3% 2% 5% 8% 13% 

% Indicates statistical significance 

Generational Profiles 
2016 Results 

There are many generational differences demonstrated in the survey results, most notably in terms of varying use of 

technology, with younger cohorts having more widespread use of technology than older consumers. This is evident in the 

kinds of electronic devices used by different generations. Gen Z consumers are the most likely to have a smart phone, 

followed closely by Millennials, making this the most widely held electronic device among these cohorts. While the majority 

of Gen X and Boomers have a smart phone, they are even more likely to have a laptop, and are the only generations for 

which a majority also have a tablet. Seniors report the lowest use of laptops, smart phones and tablets, while having the 

highest use of eReaders. Seniors are also the only generation more likely to own a tablet than a smart phone. 

Younger cohorts also indicate greater involvement in various online behaviours, particularly in terms of using mobile 

technology for purposes such as visiting grocery store websites, doing research and sharing on social. Gen Z tend to use 

their mobile device for these kinds of activities, while Millennials are more evenly divided between using mobile and 

researching from home. Gen X and Boomers tend to do most of their research from home, while seniors are the least likely 

to be online at all. Those seniors who are researching food and grocery stores online tend to do so from home rather than 

mobile. Seniors’ lower use of technology holds true for most online activities consumers are involved in, a notable exception 

being that seniors report relatively high participation in looking at grocery store flyers online (mostly from home, rarely on 

mobile). The youngest generations (Gen Z and Millennials) stand out most from the other cohorts in terms of their relatively 

high social media sharing, with Gen Z being particularly likely to have used their mobile device to post photos of meal they 

had with meat. 

Impacts of Consumers’ Age on Use of Technology  
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[NEW 2016] BD. Was any of the fresh meat you purchased at grocery or meat stores in the past 30 days… 

Base: Canadian meat consumers 

Gen Z 

(n=89) 

Millennials 

(n=613) 

Gen X 

(n=217) 

Boomers 

(n=573) 

Seniors 

(n=117) 

Visited a grocery store website online 

     From home 23% 33% 30% 27% 35% 

     Mobile 28% 22% 10% 8% 2% 

Looked at a grocery store flyer online 

     From home 35% 42% 44% 44% 55% 

     Mobile 32% 35% 15% 10% 2% 

Downloaded or printed a grocery store coupon online 

     From home 20% 16% 19% 21% 19% 

     Mobile 16% 13% 5% 3% 2% 

Looked for store information such as location or hours online 

     From home 24% 28% 26% 30% 20% 

     Mobile 35% 34% 16% 9% 5% 

Ordered groceries online 

     From home 6% 7% 6% 3% 1% 

     Mobile 7% 6% 2% 1% 0% 

Ordered fresh meat online 

     From home 7% 5% 3% 3% 0% 

     Mobile 8% 5% 2% 1% 0% 

Researched a grocery store product online before making decision/purchase 

     From home 19% 18% 12% 13% 15% 

     Mobile 16% 14% 6% 4% 4% 

Researched a meat production claim or certification online 

     From home 7% 9% 6% 4% 6% 

     Mobile 10% 9% 3% 3% 3% 

Posted or forwarded a recipe online 

     From home 13% 17% 20% 17% 20% 

     Mobile 19% 19% 9% 5% 3% 

Posted a written comment/entry about meat 

     From home 11% 7% 9% 4% 2% 

     Mobile 7% 9% 3% 2% 1% 

Posted a photo online of a meal I had with meat 

     From home 10% 8% 7% 5% 4% 

     Mobile 24% 16% 9% 3% 1% 

% Indicates statistical significance 

Generational Profiles 
2016 Results 
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[NEW 2016] BD. Was any of the fresh meat you purchased at grocery or meat stores in the past 30 days… 

% Indicates statistical significance 

Generational Profiles 
2016 Results 

Gen Z 

(n=89) 

Millennials 

(n=613) 

Gen X 

(n=217) 

Boomers 

(n=573) 

Seniors 

(n=117) 

Have seen a QR code 92% 93% 94% 92% 77% 

Have a QR code reader 32% 36% 30% 23% 8% 

Ever scanned a QR code 27% 31% 23% 15% 4% 

Scanned QR code for a food product 7% 16% 12% 8% 2% 

     At the grocery store 5% 11% 7% 4% 1% 

     At home 2% 6% 4% 4% 1% 

     At another out-of-home location 0% 3% 4% 0% 0% 

Base: Canadian meat consumers 

Despite Gen Z reporting more widespread use of mobile devices in general, scanning QR codes for food products does 

not appear to be a priority for them. Millennials report the highest ownership and usage of QR code readers among all 

cohorts, and particularly stand out from other generations in terms of scanning QR codes for food products at the grocery 

store. Gen X consumers also demonstrate relatively strong interest in food QR codes, with Boomers and Gen Z being 

somewhat less engaged, and seniors reporting very limited use of QR codes. 

Generational Use of QR Codes 
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[NEW 2016] BD. Was any of the fresh meat you purchased at grocery or meat stores in the past 30 days… 

Generational Profiles 
2016 Results 

As demonstrated by the technology findings, consumers’ ages can have different kinds of impacts on their knowledge 

and awareness, attitudes and preferences, and behaviour. These impacts can be classified in three ways: 

• A continuum in which awareness, preference or behaviour increases with age. For example, the younger consumers 

are, the more likely they are to have and use smart phones. The older consumers are, the less likely they are to have 

or use smart phones. 

• A continuum in which awareness, preference or behaviour decreases with age. The closest any use of technology 

comes to approximating this kind of trend is eReaders, which are used least by Gen Z and used most by Seniors.   

• The third possibility is where age differences do not represent a continuum. In these instances, particular generations  

stand out as having a high level of awareness, preference or behaviour. For example, Millennials stand out as being 

the most widespread users of QR code scanning for food, particularly in the grocery store. These differences provide 

evidence that lifestyle, attitudes and preferences can be shared within particular generations and are not necessarily 

weakened or strengthened as that generation grows older.  

To address all of these kinds of differences, the profiles presented on the following pages are provided for each 

generation: Gen Z, Millennials, Gen X, Boomers, and Seniors. 

The younger consumers are, the more likely they are to… 

• Shop most often for fresh meat at Walmart 

• Plan to eat more beef, pork and lamb in five years 

• Buy more chicken breast and wings, and beef brisket/shank 

• Have purchased organic and Halal meats in the past 30 days 

The older consumers are, the more likely they are to… 

• Shop most often for fresh meat at Metro/Metro Plus and Food Basics 

• Plan to eat less beef in five years 

• Buy more ground beef and beef tenderloin 

• Have bought more pork in the past 30 days 

Different generations have different demographic characteristics. For example, younger consumers are more likely to be 

first generation Canadians and identify as South Asian or Chinese while older consumers have a greater tendency to 

have multi-generation family history in Canada and identify as Canadian or European. Younger Canadians are more 

likely to identify as Muslim or have no religious affiliations, while older Canadians are more likely to identify as Roman 

Catholic or Protestant. As well, different generations are experiencing different life stages, evidenced by different sized 

households, the presence or absence of children, and children’s ages. These different demographic backgrounds can 

potentially impact generational attitudes. 

Differences across Age Continuum 

Generational Demographic Differences 

Impacts of Age on Awareness, Attitudes, Preferences, Behaviour 
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Generational Profiles 
2016 Results 

Predicted Meat Purchases (in 5 years) 

 Anticipate they will be eating more beef 

Demographics: 

 Single 

 No children, or young children (under age 6) 

 Full time students or working part-time 

 Incomes under $50,000 

 Most likely cohort to be the first generation to be born in Canada 

 Most likely cohort to self-identify as Chinese or South Asian 

Generation Z 
(18-23 years old) 

Purchasing Habits: 

 Shop regularly for fresh meat at mass merchandiser / big box 

retailers, particularly Walmart; 

 Shop most for fresh meat at Costco 

 Shop regularly for fresh meat  at Loblaw’s, T&T, FreshCo/ Price 

Chopper, Longo’s and Whole Foods 

 Look for recipes or cooking ideas for fresh meat, interested in recipes 

on meat packages 

 Likely to buy an unfamiliar cut of meat if they have a recipe to try 

 Past 30 days: 

Highest purchase of chicken breast and wings, beef 

brisket/shank and ground pork among all cohorts 

Above average purchase of already flavoured meat 

Highest purchase of organic and Halal meat among all cohorts 

 Have not noticed the country of origin, buying Canadian not as 

important 

 Often buy prepared meals that are quick and easy to make 

Use of Technology: 

 Used mobile to visit a grocery store website online 

 Looked at grocery stores’ flyer online using a mobile device 

 Downloaded or printed a grocery store coupon online using a 

mobile device 

 Looked for store information such as location or hours online using 

a mobile device 

 Researched a grocery store product online 

 Researched a meat production claim or certification online 

 Posted or forwarded a recipe online 

 Ordered grocery online using a mobile device 

 Ordered fresh meat online (mobile or from home)   

 The most followers/friends on their most used social media 

account among all cohorts (most have over 200 followers/friends, 

almost 1/3 have over 500, and 1 in 10 have over 1,000) 

 Have a smartphone but less likely than Millennials, Gen X and 

Boomers to have a QR code reader 

 Among those who have a QR code reader, this cohort and 

Millennials are the most likely to have used it to scan and look at 

web content  

In-Store Habits: 

 A higher proportion of their grocery store fresh meat purchases are 

from the “full-service” meat counter despite also being least likely 

to say the stores they shop at offer a full service meat counter 

 Quickly glance at labels on the meat package for calories per 

serving and grams of protein 

Preference of Meat Type and Attributes: 

 Purchase fewer types of meat 

 Least likely cohort to have ever purchased each type of meat 

 Purchased and likely to purchase Halal meat 

 Higher than average purchase of meat that is organic, GMO free, 

Certified Humane, and with environmental and sustainability claims 

Cooking Habits: 

 Likely to prepare and cook any fresh meat 2 to 3 times a 

week at home 

 

are more likely than other cohorts to… 

Psychographics: 

 Buy prepared meals that are easy and quick 

 Consider themselves a ‘foodie’  

 Least likely cohort to think meats are healthy or have nutritional value 
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Generational Profiles 
2016 Results 

Predicted Meat Purchases (in 5 years) 

 Above average anticipation of eating more of every type of meat 

 Highest proportion anticipating an increase in purchase of bison among all 

cohorts 

Demographics: 

 Have kids under 18 years old 

 University educated, employed full-time 

 Incomes of $50,000 or more 

 More likely than Boomers or Seniors to have immigrated or be the 

first generation born in Canada 

 More likely than older cohorts to be South Asian or Chinese 

Millennials 
(24-44 years old) 

Purchasing Habits: 

 Shop regularly for fresh meat at No Frills, Walmart, FreshCo/ Price 

Chopper, Longo’s and Whole Foods 

 Likely to buy an unfamiliar cut of meat if they have a recipe to try, 

interested in recipes on meat packages 

 Tend to purchase meat frequently, with those purchasing fresh 

chicken, turkey, lamb and bison doing so once per week or more 

 Past 30 days: 

Highest purchase of beef chuck and flank plate among all 

cohorts 

Above average purchase of chicken breast and wings, beef 

brisket/shank, and ground pork 

Purchased Turkey 

Above average purchased of already flavoured meat, organic 

meat and Halal meat 

 More frequent purchase of meats: 

Most likely of all cohorts to purchase fresh turkey once per 

week or more 

Above average purchase of chicken, lamb and bison once per 

week or more 

Use of Technology: 

 Used mobile to visit a grocery store website online  

 Looked at grocery stores’ flyer online using a mobile device 

 Downloaded or printed a grocery store coupon online using a mobile device 

 Looked for store information such as location or hours online using a mobile 

device 

 Researched a grocery store product online 

 Researched a meat production claim or certification online 

 Posted or forwarded a recipe online 

 Posted a photo of a meal with meat 

 Most likely cohort to have posted a written comment/entry about meat 

 Ordered grocery online (mobile or from home) 

 Ordered fresh meat online 

 More followers/friends than older cohorts (typically 200-1,000 followers/friends 

on their most used social media account) 

 Scanned a QR code before and used a QR code to scan and look at web 

content,  

In-Store Habits: 

 Read the flyer while in the store 

 Watch in-store videos about fresh meat 

 Decide to buy meat if it looks fresh in the package 

 Least likely to look at nutrition label on a meat package 

 Least likely to purchase branded fresh meats 

 A higher proportion of their grocery store fresh meat purchase are from the “full-

service” meat counter 

 

 

Preference of Meat Type and Attributes: 

 Have purchased fewer types of meat than older cohorts 

 Highest purchase of fresh meat with animal welfare claims, Certified Humane 

and environmental and sustainability claims 

 Above average purchase of hormone-free, organic, GMO free and Halal meats 

Cooking Habits: 

 Recipes included on meat packages interests them 

 Cook  fresh meat 4 to 6 times per week at home 

are more likely than other cohorts to… 

Psychographics: 

 Most likely cohort to consider themselves a gourmet cook 

 More likely than average to consider themselves a ‘foodie’ 

 Like to try meat dishes they haven’t had before 

 Often buy prepared meals that are quick and easy 

 Less likely to think meats are healthy or have nutritional value 
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Generational Profiles 
2016 Results 

Predicted Meat Purchases (in 5 years) 

 Expect to eat about the same amount of each type of 

meat in the next 5 years 

Demographics: 

 Married with school aged kids (6-17 years old) 

 University educated 

 Employed full-time 

 Incomes of $75,000 or more 

 Most likely cohort to be born outside Canada 

 Reflect the “average” in terms of Canadian ethnic and religious 

diversity, while younger cohorts are more diverse and older cohorts 

skew more strongly to Christian, European   

Generation X 
(45-50 years old) 

Purchasing Habits: 

 Least likely cohort to shop for fresh meat advertised in a flyer 

 The most likely cohort to shop most frequently for fresh meat at a 

farmer’s market or butcher 

 Least likely cohort to shop at a mass merchandiser / big box retailer 

 Shop at the same store for groceries and fresh meat to a greater extent 

than younger generations 

 Less likely than younger cohorts to purchase from the full-service meat 

counter; those who do purchase from the full-service meat counter do so 

for different sizes/quantities or to have meat trimmed or cut in a specific 

way for use in a recipe 

 Shop often for fresher meat; with those who purchase chicken, turkey 

and lamb doing so at least once a week  

 Past 30 days: 

Above average purchase of all types of meat 

Above average purchase of chicken wings, beef brisket/shank 

(more than older cohorts), and pork loin/chops 

Purchased fresh meat that was already cooked and ready to eat, 

and meat that was already flavoured 

Purchased fresh meat with organic, Certified Humane, and animal 

welfare claims; more likely to purchase Halal meats than older 

cohorts 

In-Store Habits: 

 Look for Canadian origin more than younger cohorts but 

less than older generations; freshness is the main 

reason to buy Canadian 

 The most likely cohort to look for meat that looks fresh 

in the package and a fresh “best before date” as 

decision factors 

 Least likely to look at nutrition labels 

Preference of Meat Type and Attributes: 

 Most likely cohort to have purchased bison 

 More likely to have purchased beef, pork and turkey 

than younger generations 

 Consider it very important to buy Canadian chicken, 

beef, pork and lamb 

 The most likely cohort to have purchased meats that are 

already flavoured or pre-prepared with other ingredients 

 Above average purchase of fresh meat with organic, 

Certified Humane and animal welfare claims 

 Least trust of brands and package claims 

Cooking Habits: 

 Least likely to try new recipes from time to time 

 Cook fresh meat 4 to 6 times per week at home 

are more likely than other cohorts to… 

Psychographics: 

 Least likely cohort to limit meat, limit red meat, or cook meatless meals 

 Most likely cohort to think bison is healthy and nutritious 

 Least likely cohort to try new recipes 

 More likely to try an unfamiliar cut of meat if they have a recipe to try 

 Unable to identify a party that could improve their trust and confidence 

in the meat industry 

Use of Technology: 

 Less use of technology than younger generations but more 

than older generations 

 Most likely cohort to have a tablet 

 Above average awareness and usage of QR codes 

 Most likely cohort to use QR codes for a food product at 

places other than at the store or at home 
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Generational Profiles 
2016 Results 

Predicted Meat Purchases (in 5 years) 

 Anticipate purchasing about the same amount of chicken, pork and lamb 

 Expect to be purchasing less beef and bison 

Boomers 
(51-70 years old) 

Purchasing Habits: 

 Want the best price for meat but will pay more for quality and don`t 

compare prices at different stores 

 Buy fresh meat that is on special or advertised in a flyer 

 Shop often for fresher meat 

 Shop with a list and stick to the plan 

 More likely to regularly shop for fresh meat at Your Independent Grocer and 

Longo’s, and most often at Loblaw companies, Sobey’s and Co-op.  

 Least likely cohort to use the “full service” meat counter despite also being 

the most likely to say the stores they shop at have full service meat 

counters available 

 Most likely cohort to purchase meat that is already cooked and ready to eat 

 Past 30 days: 

Above average purchase of beef and pork 

Above average purchase of whole chicken, beef tenderloin and 

pork/loin chops 

Purchased meat that was already cooked and ready to eat 

 Planned to buy a specific “cut” of chicken/turkey, beef, and pork 

 Lower use of technology, higher use of Kindle and Kobo, some use QR 

codes 

In-Store Habits: 

 Usually look for Canadian origin 

 Least likely to look at recipe booklets or recipe cards in the grocery 

stores 

 Decide based on package size (number of servings and price), portion 

size and the meat looking fresh in the package 

 Read nutritional labels carefully for sodium, saturated fat and cholesterol 

Preference of Meat Type and Attributes: 

 More likely to have purchased beef, pork and turkey 

 Consider it very important to buy Canadian chicken, beef and pork, 

consider it somewhat important to buy Canadian bison 

 Reasons for buying Canadian are to support local and Canadian 

farmers, and for higher standards (quality, health) 

 Above average purchase of meat that is branded or has animal welfare 

claims 

 In the past 30 days purchased fresh meat that was branded and had 

animal welfare claims  

 Bought branded in the most recent purchase of chicken/turkey 

 Would like to see more certifications, specifically regarding Canadian 

origin and date of production and expiration 

Cooking Habits: 

 More likely to cook fresh meat 4 to 6 times per week at home 

are more likely than other cohorts to… 

Demographics: 

 Married or divorced, kids are older or moved out 

 High school or college/trades educated 

 Employed full-time 

 Incomes of $75,000 or more 

 Most likely cohort to be born outside Canada 

 Multi-generational Canadian and identify as Canadian, UK, European or 

Russian/Ukrainian 

 Christian religion (Roman Catholic or Protestant) 

Psychographics: 

 Consider themselves healthy and make an effort to live healthfully 

 Limit meat, limit red meat and try to eat fish regularly but do not eat a lot of 

meatless meals 

 Cook and eat a lot at home 

 Enjoy entertaining others with a home cooked meal 

 Try not to waste food 

 Do not consider themselves foodies or gourmet cooks 

 Not looking for new recipes 

 Somewhat higher trust in Canadian farmers and ranchers, and trust and 

confidence in the Canadian meat industry offering products that are heathy 

and safe 

 Associate Canadian meat with high quality 

 Think everyone has responsibility for earning trust and confidence: 

producers, processors, retailers, government, industry associations and 

inspectors 

 Think fish, chicken, pork and bison are nutritious and healthy 



Purchasing Habits: 

 More likely to shop regularly at IGA and Metro Inc. stores (notably Super 

C) and shop most often at Costco, Sobeys and Metro Inc. stores (notably 

Metro/Metro Plus) for fresh meat 

 Appreciate identified preparation method, e.g., “grilling steak” 

 Plan to buy specific cuts and for specific recipes 

 Shop often for fresher meat 

 Willing to pay more for better quality 

 Willing to pay more for branded product 

 Are the most interested in having a “certified tender” claim 

 Stretch meat dollar by cooking casseroles and pasta dishes 

 Bring a shopping list and stick to the plan 

 Buy fresh meat that is on special and advertised in a flyer 

 Read nutrition labels carefully, particularly for sodium, saturated fat and 

cholesterol 

 Past 30 days: 

Purchased beef and pork 

Purchased ground beef, beef tenderloin and ham  

Purchased meat already cooked and ready to eat 

 Most recent purchase of fresh meat: 

Visited the store they shop at most frequently for fresh meat 

Compared flyers from different stores before visit, including the 

store they visited 

Flyer gave them an idea of a kind or cut of meat to purchase 

Found preferred cut and package size in stock 

Noticed and read labels with nutrition information 

 Lowest access and use of technology 
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Generational Profiles 
2016 Results 

Demographics: 

 Married, divorced or widowed 

 Lowest household size, no children in household 

 Retired, high school educated 

 Incomes of $30-50,000 

 Been in Canada for two or more generations 

 Identify as Canadian, English, Scottish, Irish or Welsh 

 Christian, particularly Roman Catholic 

Seniors 
(70+ years old) 

In-Store Habits: 

 The most likely cohort to look for indications of Canadian origin 

 About average use of the “full service” meat counter relative to other 

generations, more likely for reasons such as getting meat cut to order, for 

special occasions, and to talk directly to the butcher/help/personal service 

 

 

Preference of Meat Type and Attributes: 

 The most likely cohort to have purchased beef, pork and turkey 

 Seniors consider buying Canadian more important than any other 

generation, for all types of meat 

 The most likely cohort to have purchased branded fresh meat, and 

purchased branded meat in the past 30 days 

Cooking Habits: 

 Cook fresh meat 2 – 3 times per week at home 

Predicted Meat Purchases (in 5 years) 

 Most likely to consume about the same amount of chicken 

 Expect their beef, pork and bison consumption to decrease 

are more likely than other cohorts to… 

Psychographics: 

 Consider themselves healthy, make an effort to live healthfully, make an effort 

to eat healthfully and exercise often 

 Most likely cohort to say they limit meat, limit red meat, try to eat fish regularly 

and eat a lot of meatless meals 

 Supporting local farmers and having higher standards are compelling reasons 

to buy Canadian 

 Higher level of trust and confidence in farmers, ranchers, the Canadian meat 

industry and regulations/inspections than any other generation 

 Most likely cohort to believe various claims and trust branded product 

 Cook and eat a lot at home 

 Enjoy entertaining others with a home cooked meal 

 Try not to waste food 

 Do not consider themselves foodies or gourmet cooks 

 Always on the lookout for new recipe ideas, and for healthy recipes 

 Somewhat higher trust in Canadian farmers and ranchers, and trust and 

confidence in the Canadian meat industry offering products that are heathy 

and safe 

 Think everyone should be involved in ensuring the Canadian meat industry  

earns trust and confidence: producers, processors, retailers, government, 

meat industry associations and inspectors 

 Think all types of meat (especially chicken) are nutritious and healthy, and 

fish is even more so 



Consumer Psychographic Segmentation Profiles 

Section 9 
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Section Summary 
Consumer Psychographic Segmentation Profiles 

 

For the 2016 study, a segmentation analysis was completed to identify groups of consumers that differ in their opinions and behaviours with 

respect to meat purchase and consumption. While the groups differ from each other, the consumers within each group are similar in many 

respects. Using this information, the Canadian meat industry can focus different kinds of marketing on specific consumer segments based on what 

is most appealing to them. By understanding and addressing specific consumer needs, industry can better satisfy those needs. 

 

The analysis went beyond demographic factors (such as age), to explore psychographic factors such as attitudes, lifestyle and behaviours. 

 

To begin the process, a list of seven factors were identified to better understand relationships between different survey questions that describe 

consumer lifestyles and preferences. These seven factors explain about two-thirds of the variation in responses to the various survey questions. 

For the next step, the factors were used to identify five distinct segments that are different from each other but similar among the consumers within 

each segment. 

 

The five segments identified are as follows, the naming having been assigned based on key differentiating factors: 

 

• Convenience Shoppers (21% of Canadian meat shoppers) 

• Healthy Empty Nesters (15%) 

• Coupon Clippers (17%) 

• Affluent Meat Lovers (18%) 

• Trendsetting Professionals (28%) 

 

In terms of potential attractiveness for the Canadian meat industry, the following is observed: 

 

• As the name suggests, Affluent Meat Lovers are dedicated meat purchasers, and they are often willing to pay premium prices for brands and 

features 

• Trendsetting Professionals purchase fresh meat rather than premade meals, and they are willing to pay more for quality, brands and features. 

This is moderated to an extent by their interest in reducing their meat intake, particularly regarding red meat. 

• Healthy Empty Nesters do a lot of cooking at home; however, they try to limit meat in their diet for health reasons. 

• Coupon Clippers also do a lot of cooking at home, to save money. Bulk packs of fresh meat will likely be most appealing to this segment. 

• Convenience Shoppers are not very price sensitive and they do not tend to have health concerns about meat. Meat that is already cooked and 

ready to eat will likely be most appealing to this segment.  
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Consumer Psychographic Segmentation Profiles 
2016 Results 

Demographic characteristics 

 Single males, aged 18-44 years 

 Above average proportions are Chinese, South 

Asian, First Nation, Jewish, West Indian 

 No children, or preschoolers 

 College educated 

 Household incomes of less than $50,000 

 Work full-time, are full-time students, or 

unemployed and looking for work 

Compared to everyone else, 

Convenience Shoppers are more likely to… 

 Shop at stores that are close by, for convenience 

 Shop at the same store for meat and other 

groceries 

 Often buy prepared meals that are quick to make 

Convenience Shoppers 

Convenience Shoppers are less likely to… 

 Try to be more healthy, try to eat more healthfully 

or consider themselves healthy 

 Cook or entertain others with a meal at home 

 Eat fresh meat frequently 

Meat purchase in the past 30 days 

is higher than average for: 

 Bison 

Meat purchase in the past 30 days 

is lower than average for: 

 Beef 

Convenience Shoppers are more likely to say they 

purchase fresh meat most often: 

 Real Canadian Superstore 

 Walmart 

 Safeway 

 IGA 

 Sobey’s 

 No Frills 

 Loblaw’s 

 Save-On-Foods 

 T&T 

It’s important to buy Canadian 

meat, to buy local and for 

Canadian health standards & 

safety, but I don’t actively look 

for this information on the label 

In 5 years, I expect to 

be eating a little more 

beef and a little less 

pork and bison 

21% 
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Consumer Psychographic Segmentation Profiles 
2016 Results 

Demographic characteristics 

 Married or widowed males aged 45+ 

 Above average proportions are West or East 

European, African or Southeast Asian 

 No children under 18 

 Highly educated (college, university, post-grad) 

 Higher household incomes ($100k+) 

 Work full-time or retired 

Meat purchase in the past 30 days 

is higher than average for: 

 Chicken and bison 

Meat purchase in the past 30 days 

is lower than average for: 

 Pork 

Healthy Empty Nesters are more likely to say they 

purchase fresh meat most often at: 

 Sobey’s 

 Farmer’s markets or butchers 

 Co-op 

 Loblaw’s 

 Your Independent Grocer 

I do a lot of cooking at 

home, but not to 

entertain others I don’t consider 

myself a “foodie” 

Healthy Empty Nesters 

Compared to everyone else, 

Healthy Empty Nesters are more likely to… 

 Shop for convenience, variety/selection, and one-

stop shopping 

 Shop at their most frequent store because they 

can buy Halal meats there 

 Try to be more healthy, try to eat more healthfully 

exercise often, and consider themselves healthy 

 Cook and eat a lot at home 

 Try not to waste food in general 

 Plan to reduce their consumption of all meats in 

the next five years 

Healthy Empty Nesters are less likely to… 

 Look for recipes 

 Buy prepared meals that are quick and easy to make 

 Shop for specials (e.g., flyers) or compare prices of 

meat at different stores 

 Buy bulk packs of meat 

I like to cook my usual 

favourites. I’m not 

interested in trying new 

meat dishes. 

15% 
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Consumer Psychographic Segmentation Profiles 
2016 Results 

Demographic characteristics 

 Females aged 35-64 

 While many are married, above average 

proportions are divorced/separated females 

 Above average proportions identify as Canadian, 

UK, First Nation, Latin American, Russian, 

Ukrainian, Jewish, African-American, East Asian, 

West Asian 

 Children of various ages, from preschool to teens 

 College or less education 

 Household incomes of less than $50,000, with 

many under $30,000 

 Above average proportions working part-time, 

unemployed, not in labour force 

Compared to everyone else, 

Coupon Clippers are more likely to… 

 Shop for price, look at flyers for specials, and 

compare prices of meat at different stores 

 Cook casseroles and pasta dishes to stretch their 

meat dollar 

 Buy large economy packs of fresh meat 

 Bring a list to the store and focus on buying what 

they planned 

 Cook meals at home 

 Be on the lookout for new recipe ideas 

 

Coupon Clippers 

Coupon Clippers are less likely to… 

 Shop for brand names or extra features 

 Pay more for better quality 

Meat purchase in the past 30 days 

is higher than average for: 

 Beef 

Meat purchase in the past 30 days is 

lower than average for: 

 Chicken, Turkey, Pork, Lamb, Bison 

Coupon Clippers are more likely to say they 

purchase fresh meat most often at: 

 Real Canadian Superstore 

 No Frills 

 Walmart 

 Super C 

 Co-op 

 Food Basics 

 Maxi / Maxi & Cie 

 Save-On-Foods 

I actively look for 

Canadian origin, 

which I consider 

most important for 

lamb and bison 

In 5 years, I expect to 

be eating about the 

same amount of meat 

as I do today 

17% 
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Consumer Psychographic Segmentation Profiles 
2016 Results 

Demographic characteristics 

 Married couples aged 35-44 years 

 Above average proportions are Canadian, 

European, First Nation, West Asian 

 Children aged 12 and under 

 College or less education 

 Household incomes of $75,000 or more, including 

above average proportions earning $150k+ 

 Work full-time 

Compared to everyone else, 

Affluent Meat Lovers are more likely to… 

 Eat meat multiple times per week 

 Shop for quality and branded meat 

 Check best before dates and for meat looking 

fresh in the package 

 Shop at a different store for meat than for the rest 

of their groceries 

 Order at the full-service meat counter 

 Look for recipes 

 Buy meats that are flavoured and prepared with 

other ingredients 

 Buy meat that is cooked and ready to eat 

 Purchase meat with GMO free, Halal, 

environmental sustainability claims, and 

traceability to farm of origin 

Affluent Meat Lovers 

Affluent Meat Lovers are less likely to… 

 Try to limit the amount of meat they eat 

 Cook a lot of meatless meals 

Meat purchase in the past 30 days 

is higher than average for: 

 Chicken, beef, pork 

Meat purchase in the past 30 days 

is lower than average for: 

 Turkey, bison 

Affluent Meat Lovers are more likely to say they 

purchase fresh meat most often at: 

 Costco 

 Metro/Metro Plus 

 IGA 

 Safeway 

 Sobey’s 

 Farmer’s markets or butchers 

 Co-op 

 Food Basics 

 Maxi/Maxi & Cie 

I trust the 

Canadian meat 

industry and 

actively look for 

Canadian origin 

on the label 

I consider myself a 

“foodie” and a gourmet 

cook, entertaining 

others with a home 

cooked meal 

I like to try meat 

dishes I haven’t had 

before 

18% 
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Consumer Psychographic Segmentation Profiles 
2016 Results 

Demographic characteristics 

 Married females aged 24-34 and 65+ 

 Above average proportions are Chinese, South 

Asian, Southeast Asian, African, East Asian, 

American 

 No children, or teenage/adult 

 University educated 

 Household incomes of $50-75,000 

 Above average proportions work part-time or are 

retired 

Compared to everyone else, 

Trendsetting Professionals are more likely to… 

 Shop for freshness, and shop often for fresher 

meat 

 Shop for a variety of meats, purchasing an almost 

complete range of different cuts of each type of 

meat 

 Shop for best price/specials, stretch meat dollar by 

cooking pasta or casseroles, bring a list and focus 

on buying what they planned to, purchase large 

economy packs 

 Purchase from the full-service meat counter 

 Pay a premium for brand names, a broad range of 

features, certifications 

 Read nutrition labels carefully 

 Interested in and motivated by recipes and videos, 

appreciates cues/suggestions about how to cook 

 Prepare fresh meat frequently 

 Cook a lot of meatless meals, and try to limit the 

amount of meat they eat (and red meat 

specifically) 

 Try to eat fish regularly 

Trendsetting Professionals 

Trendsetting Professionals are less likely to… 

 Frequently cook meals at home 

 

Meat purchase in the past 30 days 

is higher than average for: 

 Chicken, turkey, beef, lamb, bison 

Meat purchase in the past 30 days 

is lower than average for: 

 Pork 

Trendsetting Professionals are more likely to say 

they purchase fresh meat most often at: 

 Metro/Metro Plus 

 Real Canadian Superstore 

 Loblaw’s 

 Food Basics 

 Maxi/Maxi & Cie 

 Your Independent Grocer 

I trust the 

Canadian meat 

industry and 

actively look for 

Canadian origin on 

the label 

28% 



Observations & Conclusions 
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Observations & Conclusions 

Overview 

 

The 2016 Canadian Consumer Retail Meat Survey uncovers current information about why Canadian consumers make the choices they do when 

purchasing fresh meat. The results also validate conclusions from the previous studies completed in 2010 and 2012. New ground is covered in terms of 

understanding how some consumers are different from others in terms of what is important to them and the choices they make when purchasing fresh 

meat. The findings also provide information about why consumers purchase meat based on the cuts of meat they purchase and their perceptions of those 

cuts. 

 

Retailer Choice 

 

The concept of value in a fresh meat purchase is complex. While price is an important factor in assessing good value, consumers also consider what they 

receive for the price. The stores consumers shop at, and their reasons for shopping their reveal important information about their motivations. 

 

Consumers appear to be shopping around at a greater number of retailers than previously, with most retailers experiencing increases in being considered 

a place the consumers regularly shop for fresh meat. Continuing the trend noted in the 2012 study, mass merchandising/big box retailers experienced the 

greatest percentage increases in regular shopping. Costco continues to substantially increase its share, while this year Walmart emerges as the fastest 

growing retailer in terms of regular shopping for fresh meat. All major supermarket chains (Loblaw’s, Sobey’s, Metro, Pattison) have seen increases in 

regular shoppers, as have regional chains (notably Co-op), and farmer’s markets/butchers. While all of these increases have occurred in terms of regular 

shoppers, only Walmart shows a substantial increase in consumers reporting it is the store they shop at the most frequently for fresh meat. 

 

When asked to provide their reasons for shopping at their most frequented retailer, consumers name price, followed by quality, convenience, selection, 

freshness and promotions/sales/rewards, with other reasons mentioned less frequently. However, consumers’ ratings of the retailers they shop at most 

frequently tell a different story. They rate highly on cleanliness, convenient location, quality in general, stocking their preferred products and brands (in 

general, not just for meat), the level of customer service, and price, in that order. Rating their impressions of their most frequent store for fresh meat 

specifically, consumers shop at stores they associate most strongly with quality fresh meat, followed by their preferred package sizes, preferred cuts, price, 

a good range of branded fresh product, and a good range of certified fresh product. This indicates that, while price comes to mind as a reason to choose 

one retailer over another, consumers’ ratings of their most frequented retailers indicates other factors are likely even more important in terms of their 

retailer choice.  

 

While Walmart is rated highly on offering good prices for fresh meat and products in general, Costco is rated highly on quality and having consumers’ 

preferred cuts of meat, as well as having good prices. Consumers provide the highest ratings for Sobey’s having convenient locations, Loblaw’s for 

stocking preferred products and brands in general, and they rate Safeway and Loblaw’s equally highly for branded fresh meat product. Farmers 

markets/butchers are rated highly on a number of factors including cleanliness, quality in general, customer service, quality of fresh meat, and preferred 

package sizes and cuts of fresh meat.  . 

 

The majority of consumers shop for fresh meat at the same retailer they shop at most for other groceries. Efforts to create positive perceptions in general 

and for other types of products besides meat will help in terms of attracting fresh meat shoppers. Meanwhile, specialized retailers such as farmers markets 

and butchers continue to appeal to some consumers, with no apparent decline in shopping with them. 
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Observations & Conclusions 

Consumer Information & Technology 

 

Flyers continue to motivate Canadian consumers to purchase, and almost one-third of consumers report that, prior to their most recent fresh meat 

purchase, they compared flyers for different retailers including the store they made the purchase from. In addition to looking at flyers delivered to their 

home, many consumers accessed flyers online (mainly from their home, but occasionally from mobile). One-in-ten consumers read the flyer while in the 

store. 

 

In-store recipes can also be motivating to most consumers, particularly when considering an unfamiliar cut of meat. One-in-ten consumers report having 

looked for a recipe the last time they purchased fresh meat. Recipes on meat packages and in-store booklets or recipe cards are also helpful to 

consumers, as are preparation instructions on the meat packages. 

 

While the majority of consumers continue to purchase from pre-packaged meat cases, there is a slight increase in purchase from the full-serve meat 

counter since 2012. The top two reasons for purchasing from the full-serve meat counter are to have meat cut to order, and for sizes/quantities not 

available in pre-packaged cases. Since 2012, there has been a decrease in consumers’ awareness of a full-serve meat counter where they shop, and an 

increase in consumers not being sure if there is a full-serve meat counter or not. This could be the result of consumers shopping more often at retailers 

that do not offer a full-serve meat counter, or it could be that a full-service meat counter is available but unknown to them or forgotten. 

 

Since the 2012 study, there has been a substantial increase in consumers’ reported ownership of smart phones and tablets, with growth in ownership of 

laptop computers having stabilized but still maintaining the highest share among all mobile device types. Meanwhile, there has been a decline in 

ownership of eReaders. With smartphones nearing the same level of ownership as laptops, it is increasingly important for web based information to be 

provided in a mobile-friendly format and via smartphone apps. 

 

Consumers’ online activity often includes looking at grocery store websites and flyers, and details such as retail locations and hours. Fewer, but still 

significant numbers of consumers report having researched grocery products online before making a purchase decision, downloaded or printed grocery 

store coupons, posted a recipe online, and posted a photo of a meal they had with meat in the past 30 days. Some consumers, albeit in limited numbers, 

posted a written commentary about meat, ordered groceries or fresh meat, and researched a meat production or certification claim online in the past 30 

days. With typical consumers now having social media followers in the hundreds, creating interesting and engaging content, conversations and 

experiences becomes increasingly important.  

 

More consumers than ever have seen a QR code, increasing over an already high majority that was reported in 2012. Despite this, and a rapid increase in 

smartphone ownership, the proportion of consumers with a QR code reader has remained stable. It appears that consumers who have smartphones and 

code readers are becoming more comfortable and involved with this feature, reporting somewhat higher frequency of usage of their QR code reader in 

general as well as specifically for food products. While users of QR codes still represent a limited proportion of consumers in Canada overall, they 

represent a substantial proportion of smartphone users. Therefore, creating online functions and activities that involve QR codes would be appropriate for 

inclusion in a mobile app. The top mentioned purposes of using QR readers regarding food products are to get specific information about the food, to visit 

the brand’s website, and to get information about the product of company. While this may represent the most important consumer needs, it could also 

represent the features retailers make available to consumers today. New features and activities could generate more interest in using QR codes for other 

purposes. 
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Meat Purchase & Consumption 

 

Chicken continues to be the most popular meat purchase, followed (in order) by beef, pork, lamb and bison. Consumption has decreased for all types of 

meat since 2012. Among those who purchase these meats, chicken tends to be purchased about once per week, beef 2-4 times per month, pork 2-3 times 

per month, lamb once every 1-3 months, and bison about twice a year or less. Most consumers prepare and cook fresh meat more than once per week. 

 

When predicting their future purchases five years from now, consumers anticipate they will be eating more chicken, about the same amount of bison, and 

less beef, pork and lamb. This is generally consistent with the direction of previous change that has taken place, as well as the perceived nutritional value 

of different sources of protein, with fish being considered a more healthy alternative to all types of meat, and chicken being perceived to be more healthy 

than other meats. While consumer predictions can be helpful for understanding their opinions about eating meat, it is possible that their predictions about 

the amount of change that will occur may be overstated as was the case in the findings of the 2012 survey. Of course, consumers cannot predict what will 

happen in terms of meat prices, the economy or their personal situation in the next five years, and all of these and other factors could impact their future 

actions. Nevertheless, the results tell us important information about consumers’ impressions of different meats. Meats continue to face challenges in 

terms of some consumers believing there are health reasons to decrease consumption. The cost of meat is another barrier for some consumers who are 

decreasing their consumption. 

 

The most popular cut of chicken purchased is chicken breast, with many consumers purchasing whole chicken, thighs and legs. For beef, the most popular 

is ground beef, followed by sirloin, tenderloin, rib and strip loin. For pork, the most popular cuts are loin/chops and tenderloin, followed by ham and ribs. 

 

Based on the cuts of meat consumers purchase and their ratings of different cuts of meat on different attributes, the survey findings demonstrate that 

chicken purchasers are primarily looking for cuts that are healthy, appealing to the whole family, and good for every day meals. For beef, consumers are 

looking for cuts that are appealing to the whole family, easy to prepare, and good for every day meals. For pork, consumers are looking for cuts that are 

good for every day meals, appealing to the whole family, and versatile. These factors would be expected to also influence consumers’ decisions to 

purchase one kind of meat over another. 

 

Most consumers at least glance at nutritional labels on fresh meat, with one-quarter reading the label carefully. As in 2012, consumers are most likely to 

look at the sodium, total fat, saturated fat, and calories per serving. Compared to 2012, consumers today appear to pay less attention to nutritional labels 

than before.  

 

The features most commonly included in consumers’ fresh meat purchases are being already cooked and ready to eat (e.g., rotisserie chickens), branded, 

pre-flavoured, and pre-prepared with other ingredients, followed by antibiotic-free, hormone-free, and organic. Fewer, but still significant proportions (over 

10%) of consumers have purchased fresh meat with claims regarding animal welfare, GMO-free, Halal, traceability to farm of origin, Certified Humane, and 

environmental and sustainability. The least purchased features are any claims about food safety or farm safety. 
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Drivers of Meat Package Purchase 

 

Canadian origin continues to be the feature that consumers choose over all other attributes, and the feature they are willing to pay a premium for. In 2016, 

the trade-off analysis was undertaken in a substantially different manner than in 2012. The fact that both studies revealed this result gives further validation 

and confidence to the results. The factor of second strongest positive influence is being free of hormones and antibiotics. 

 

Other positive features consumers would pay a premium for depend on the type of meat. In the case of chicken, consumers will pay more for free range or 

certified humane. For beef, Certified Angus and grain fed command a premium. For bison, consumers are willing to pay more for grain fed as well as for 

being environmentally sustainable. In the case of lamb, consumers were asked to consider New Zealand as the country of origin for some of the packages 

in the choice sets. New Zealand lamb was found to command a premium price above meat packages that do not specify the country of origin. However, 

consumers are willing to pay an even higher price for Canadian lamb than for New Zealand origin. There are no other factors consumers would pay a 

premium for when purchasing pork besides Canadian origin and being hormone and antibiotic free (both of which also command a premium for all other 

types of meat). 

 

The feature consumers are least willing to pay a premium for, for all meats, is being labelled as organic. This is most likely to be due to the amount of 

premium that would need to be charged for organic product. Another notable finding is that while consumers think Canadian origin meat is worth paying a 

premium for, they would pay more for packages of meat that do not specify the country of origin than they would pay for meat of US origin. The exception 

to this is lamb, for which US origin was not explored as a factor (only New Zealand and Canada). For chicken, many consumers are not willing to pay more 

for the features of being pasture raised, environmentally sustainable, or grain fed. For beef and bison, consumers are not willing to pay a premium for 

grass fed. For pork, consumers are not willing to pay more for meat that is Certified Humane. For lamb, consumers are not willing to pay more for meat 

that is environmentally sustainable. 

 

When looking at meat packages, the aspects consumers look for are the meat looking fresh, having a best before date, not leaking, total price of the 

package, right portion sizes, and number of servings, although all of these factors saw a decrease in very important ratings in 2016 compared to 2012. 

 

Trust in the Canadian Meat Industry 

 

Consumers have a high level of trust and confidence in the Canadian meat industry, including trust in farmers and ranchers, products being healthy and 

safe, and regulation and inspection. Consumers believe Canadian meat is safe to eat, of high quality, exactly what they think they are buying, and 

produced in an environmentally responsible manner. This is consistent with consumers’ willingness to pay a higher price for Canadian fresh meat product. 

 

Regarding opportunities for further improvement, consumers would most like to see better labeling/packaging, identification of source of origin (when, 

where, by whom), more inspections and monitoring, more transparency, more humane practices, and better inspections. 

 

Reflecting consumers’ trust in Canadian meat and their willingness to pay more for it, they also trust claims made by Canadian meat producers more than 

claims made by producers from other countries. This adds more credibility to meat packages than certified claims, regulations that apply to claims made by 

all food producers, and branded products. 
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The majority of consumers would be interested in purchasing meat that is certified tender if that became available. Fewer consumers are interested in 

other possible certifications, with the most notable examples being certified source of origin and certified freshness (date of production, expiration). Other 

suggestions include certifications for humane treatment, non-GMO/organic, safety measures (inspections, farm cleanliness, health claims, etc.), antibiotics 

and hormones, and Halal. 

 

Consumers think inspectors should have the most responsibility for ensuring trust and confidence in Canadian meat, followed by producers, government, 

meat industry associations, processors and retailers (in that order). 

 

Consumer Segments 

 

One of the challenges in understanding consumer needs is that different consumers have different needs and preferences. Five consumer segments have 

been identified, each having different purchase behaviour and opinions with respect to fresh meat. Their demographic characteristics help form a picture of 

these groups and will help enable targeting of applicable messages. 

 

Affluent Meat Lovers are dedicated meat purchasers, and they are often willing to pay premium prices for brands and features. Representing 18% of 

Canadian meat purchasers, they include higher than average proportions of married couples aged 35-44 years, with children aged 12 and under, college 

or less education, working full-time with household incomes of $75,000 or more (including above average proportions earning $150,000 or more), Affluent 

Meat Lovers are likely to entertain others with a home cooked meal, consider themselves foodies and gourmet cooks, and try meat dishes they haven’t 

had before. Above average proportions identify as Canadian, European, First Nation and West Asian. 

 

Trendsetting Professionals purchase fresh meat rather than premade meals, and they are willing to pay more for quality, brands and features. This is 

moderated to an extent by their interest in reducing their meat intake, particularly regarding red meat. They represent 28% of Canadian meat purchasers, 

with higher than average proportions of married females aged 24-34 and 65 or older without children under 18, Asian or African, university educated and 

working part-time or retired with annual household incomes of $50-75,000. 

 

Healthy Empty Nesters do a lot of cooking at home, however, they don’t do a lot of entertaining and try to limit meat in their diet for health reasons. They 

represent 15% of Canadian meat shoppers, skewed to married or widowed males aged 45 and over, with no children under 18, highly educated and 

working full-time or retired with higher household incomes ($100,000 or more). They also include above average proportions of Western and Eastern 

Europeans, Africans and South Asians, and are more likely to shop at stores that sell Halal meats. They are less interested in recipes than other 

consumers. 

 

Coupon Clippers also do a lot of cooking at home, to save money. Bulk packs of fresh meat will likely be most appealing to this segment. Representing 

17% of Canadian meat shoppers, they include higher than average proportions of married, divorced or separated females aged 35-64, with school aged 

children, college or less education, working part-time, unemployed or not in the labour force with household incomes of less than $50,000. They are also 

more likely to identify as Canadian, UK, First Nation, Latin American, Russian, Ukrainian, Jewish, African-American, East Asian or West Asian.  

 

Convenience Shoppers are not very price sensitive and they do not tend to have health concerns about meat. Meat that is already cooked and ready to 

eat will likely be most appealing to this segment. They represent 21% of Canadian meat shoppers, and include higher than average proportions of single 

males under age 45, college educated, working, students or looking for work, with annual household incomes under $50,000. They also include above 

average proportions of Canadians with Chinese, South Asian, First Nation, Jewish and West Indian ethnic/cultural background. 





Target Respondents 
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Target Respondents  

Sampling Plan 

 

Prior to data collection, Leger derived the survey sample and sample strata definitions and targets according to the required specifications, which 

included a targeted overall sample size of 1,500 respondents, including oversamples required to obtain a minimum of 100 respondents for each of 

the following groups: 

 

 Chinese ethnic background 

 South Asian ethnic background 

 Muslim religion 

  

Provincial sample sizes were decided on in collaboration with ALMA as: 548 Ontario, 352 Quebec, 200 BC, 200 Alberta, 100 

Manitoba/Saskatchewan, 100 Atlantic. These numbers include the ethnic oversamples. 

 

All of the targeted sample sizes were met and most were exceeded. The final overall sample size was 1,609. Weighting was applied to the final 

results to ensure the results are representative of Canadians. 



Analysis 
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Analysis and Leger Analytics  

Analysis 

 

After data cleaning procedures were complete and there were no outstanding issues, Leger’s professional data analysis team produced tables of 

frequencies, cross-tabulations, and summary statistics (such as mean averages) that present total results and results based on different sub-

segments of the population. The tables enable analysis of the data based on the sub-segments identified at the set-up of the project, including 

analysis by province/region, ethnic background, gender, age, other demographic and socioeconomic variables, and other key variables such as 

eating different types of meat.  

  

To ensure the data is representative of the population, it was weighted to reflect the proportion of Canadians living in each province/region, and by 

age. The data was not weighted by gender since the selection process involves seeking out consumers with primary or shared responsibility for 

household grocery shopping and meat purchases. 

  

Leger’s analytical team (Leger Analytics) produced the advanced analytics found in this report. These analytics include: 

  

 Segmentation – identifies groups of consumers who are similar to each other but different than consumers in other groups in terms of 

their demographics, lifestyle, opinions and fresh meat choices. 

 Discrete Choice Model - to trade-off a number of possible drivers of choice (country of origin, hormone-free, etc.) for each type of meat 

 Kay Drivers Analysis – identifies the factors of highest importance that drive consumer choice, in this case based on perceptions of 

different meat cuts and their buying behaviour regarding these different cuts of meat 

 Perceptual Mapping - provides visualization of the relationship between various cuts of meats and various features (e.g., juicy, 

flavourful)  
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Trade-off Analysis 
Discrete Choice Modeling (DCM) 

As was done in the previous two surveys, a choice experiment was designed and programmed as an effective interactive online exercise that 

simulates the decision process consumers go through at a grocery/meat store when faced with various options in terms of brands, features and 

pricing. The use of Discrete Choice Modeling (DCM) as the trade-off technique is new for this year’s study. 

  

Discrete Choice Modeling (DCM) reveals consumer preferences over attributes and levels through a series of market choices. DCM identifies the 

feature/price combinations that maximize product selection, provides understanding of how price impacts feature appeal, and can determine price 

sensitivity and how it differs for various consumer target groups. Subsequently, DCM identifies the purchase likelihood for any combination of 

features and prices one may be interested in analyzing. A simulator was also provided to ALMA to assist with the purpose of exploring and 

evaluating different scenarios with respect to features, cost, consumer choice, and purchase intent. The DCM data collection process and analysis 

was completed separately for each type of meat. 

  

Rather than having respondents rate 12-17 alternative concepts on one screen as was done in the past, Leger set up a discrete choice model as a 

2-step repeated task with 3 options to select from on each screen. This 2-step task was repeated a number of times, with separate and slightly 

different scenarios presented each time, to reduce the impact of exercise fatigue and ensure that decisions are made in a setting that was as close 

as possible to real world decision making. The 2-step methodology began with the respondent choosing the best and worst alternatives (step 1) 

among a number of alternatives (with 3 options to choose from on each screen). Next (step 2), the respondents were asked to provide a rating of 

their purchase intent for the two exterior selections (i.e. likelihood to purchase the best, and likelihood to purchase the worst). This approach 

typically produces more stable and robust results, as opposed to other approaches that are limited to purchase intent only. 

  

An additional design component focused on for this year was price. The new approach was for price to be contingent on the features presented for 

each choice option. Additive pricing ensures that product/price combinations reflect real world constraints, budgets and decision-making. 

Ultimately, different features are tested at different price points and the final price is a linear combination of features present in a choice alternative.  

This ensures that nonsensical combinations (i.e. superior products offered at lower price points than inferior products) are not included in the mix. 

Examples of how the 2-step task was presented on screen are provided on the following pages.  Three base price points were tested for each type 

of meat to enable further understanding of price sensitivity impacts on consumer choices, recognizing that market prices can regularly fluctuate 

over time, across different geographies, and for different retailers. In other words, the pricing in the model was set up to reflect as closely as 

possible what happens in the real world. 
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Trade-off Analysis 
Discrete Choice Modeling (DCM)  

Step 1: Which package is the most appealing to you? 

Price is contingent on the features presented 

for each choice option. Additive pricing 

ensures that product/price combinations reflect 

real world constraint, budgets and decision-

making. 
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Trade-off Analysis 
Discrete Choice Modeling (DCM) 

Step 2: How likely are you to purchase this most and least appealing meat product(s)? 
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Drag and Drop 
Perceptual Map 

Perceptual Map 

  

A perceptual map provides a 2-dimensional representation or snapshot of how customers view a competitive landscape. For example, results 

could be presented in terms of how different retailers or brands are perceived, different meats, or different cuts of meat. Ultimately, perceptual 

maps offer an understanding of how the market structure is perceived by consumers. For this study, a series of questions were asked about 

perceptions of different cuts of meat as well as purchases of those cuts of meat, and from this information perceptual maps were created for each 

type of meat. The perceptual maps show which cuts of meat are most associated with specific meat features, such as being flavourful, juicy, lean, 

quick to cook, safe, and nutritious. 



168 

Mapping Perceptions 
Attributes of Fresh Cuts of Meats 

Perception maps using biplot present products and product attributes laid out in quadrants, with horizontal and vertical axes in the centre that each 

represent dimensions that encompass a number of different attributes. Statistically speaking, as used in Principal Component Analysis, the axes of a 

biplot are a pair of principal components. A biplot uses points to represent the scores of the observations on the principal components, and it uses 

vectors to represent the coefficients of the variables on the principal components. In the charts presented in this report, the points represent features, 

and the vectors represents cuts of meat. 

 

Interpreting Points: Points that are close together correspond to observations that have similar scores on the components displayed in the plot. To 

the extent that these components fit the data well, the points also correspond to observations that have similar values on the variables. 

 

Features that are close together are ones that have similar profiles of cuts of meat associations. For example, most cuts of meat have the 

similar kinds of association ratings for being safe and fresh. 

 

Interpreting Vectors: Both the direction and length of the vectors can be interpreted. Vectors point away from the origin in a specific direction. 

 

A vector points in the direction which is most like the variable/feature represented by the vector. This is the direction which has the highest squared 

multiple correlation with the principal components. The length of the vector is proportional to the squared multiple correlation between the fitted values 

for the variable and the variable itself. 

 

The fitted values for a variable are the result of projecting the points in the space orthogonally onto the variable's vector (to visualize this, one must 

imagine extending the vector in both directions). The observations whose points project furthest in the direction in which the vector points are the 

observations that have the most of whatever factors the variable measures. Those points that project at the other end have the least amount of what 

those factors measure. Points projecting in the middle have an average amount. 

 

Thus, vectors that point in the same direction as each other correspond to variables that have similar response profiles, and can be interpreted as 

having similar meaning in the context set by the data. 

 

For these data, where the vectors represent cuts of meat and the points features, a group of vectors pointing in the same direction correspond to a 

group of different cuts of meat that share similar features. Thus, the cuts of meat whose vectors point towards 2 o'clock all have the same general 

feature associations. For example, certain cuts of meat may be strongly associated with taste and flavour, while perhaps not being associated with 

being easy to prepare and being good for everyday cooking. 

 

Separate perception maps have been provided for each type of meat, featuring various cuts that can be purchased for each meat type. One 

observation that can be gleaned from the spread of points across the quadrants in the charts is is that there are some different cuts of beef that are 

perceived to be similar to each other in terms of attributes/features, while the different cuts of chicken are not viewed as being as similar. 
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Key Drivers Analysis (Shapley Value) 
Chicken Analysis 

Chicken - Shapley Value Regression 

DV = Purchased 

Base: 3174 

Linear Regression 

coeff. Beta net effect share% VIF 

Shapley 

Value 

SV 

share% ZeroOrderCorr 

(Intercept) -0.357               

X1 0.0356 0.1364 0.0482 23.16 2.2284 0.0298 14.3404 0.3532 Healthy 

X13 0.032 0.1347 0.0456 21.92 2.1904 0.0264 12.6691 0.3387 Whole family 

X14 0.0267 0.1097 0.036 17.31 1.7444 0.0246 11.82 0.3284 Everyday cooking  

X4 0.0311 0.1144 0.0354 16.99 2.1558 0.0182 8.7272 0.3091 Tough 

X15 0.0119 0.0492 0.0156 7.51 1.8685 0.017 8.164 0.3177 Ways to prepare 

X3 0.0081 0.0307 0.0099 4.75 2.5879 0.0165 7.9447 0.3212 Nutritious 

X2 0.0156 0.0583 0.0163 7.81 1.7191 0.0154 7.4253 0.2789 Fat 

X8 0.0085 0.0333 0.0098 4.69 2.0579 0.0121 5.8143 0.2934 Ease in Prepare 

X12 0.0154 0.058 0.0143 6.87 1.3729 0.0113 5.4234 0.2467 Cost 

X11 0.0084 0.0316 0.0089 4.29 2.5151 0.011 5.2655 0.2823 Tasting 

X10 -0.0138 -0.0499 -0.0132 -6.35 2.0401 0.0078 3.7559 0.265 Fresh 

X7 -0.0043 -0.0155 -0.0038 -1.83 1.7879 0.0064 3.0919 0.2462 Safe 

X5 -0.0168 -0.0612 -0.0125 -5.99 2.2574 0.0047 2.2668 0.2036 Flavou 

X9 0.0092 0.0339 0.0048 2.32 1.3015 0.0036 1.7173 0.1424 Cook 

X6 -0.0112 -0.0417 -0.0072 -3.46 2.0178 0.0034 1.642 0.1729 Dry 

R2 0.2081 0.2081 0.2081 100   0.2081 100 

Shapley Value Regression was used to identify the drivers of consumer choice between different cuts of meat based on their perceptions of each 

cuts of meat and their purchase behaviour with respect to the different cuts of meat. By relating perceptions to purchase behaviour, it is possible to 

identify the likely motivations for purchase of one cut over another. This analysis was completed for each type of meat.  
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Key Drivers Analysis 
Beef Analysis 

Beef - Shapley Value Regression 

DV = Purchased 

Base: 5310 

Linear Regression 

coeff. Beta net effect share% VIF Shapley Value SV share% ZeroOrderCorr 

(Intercept) -0.2263               

X13 0.0326 0.1572 0.045 26.27 2.1344 0.0298 17.3761 0.2862 Whole family 

X8 0.0281 0.1254 0.0374 21.81 2.2368 0.029 16.9139 0.2978 Ease in Prepare 

X14 0.0297 0.1382 0.0326 19 1.4357 0.0289 16.8643 0.2355 Everyday cooking  

X9 0.0247 0.11 0.0302 17.6 1.634 0.0248 14.4884 0.274 Cook 

X15 0.0096 0.0438 0.0097 5.68 1.4172 0.0154 8.974 0.2221 Ways to prepare 

X4 0.0238 0.1032 0.0227 13.26 2.4125 0.0134 7.8491 0.22 Tough 

X11 0.0153 0.065 0.0124 7.23 2.9439 0.0075 4.3751 0.1906 Tasting 

X7 -0.0281 -0.1204 -0.0052 -3.05 2.0302 0.0068 3.9703 0.0434 Safe 

X6 -0.0055 -0.0232 -0.0034 -2.01 2.3462 0.0029 1.7215 0.148 Dry 

X5 -0.0059 -0.025 -0.0035 -2.05 2.8973 0.0028 1.6428 0.1402 Flavou 

X12 -0.0125 -0.0552 -0.0035 -2.06 2.0428 0.0028 1.6267 0.0639 Cost 

X1 0.0119 0.0493 0.0058 3.37 1.9195 0.0024 1.3987 0.1171 Healthy 

X10 -0.0097 -0.0406 -0.0048 -2.79 2.078 0.0024 1.379 0.1178 Fresh 

X3 -0.004 -0.0162 -0.0019 -1.1 2.3148 0.0017 0.9853 0.117 Nutritious 

X2 -0.0062 -0.0258 -0.002 -1.16 1.8245 9.00E-04 0.5462 0.077 Fat 

R2 0.1713 0.1713 0.1713 100   0.1713 100 
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Key Drivers Analysis 
Pork Analysis 

Pork - Shapley Value Regression 

DV = Purchased 

Base: 3703 

Linear Regression 

coeff. Beta net effect share% VIF 

Shapley 

Value 

SV 

share% ZeroOrderCorr 

(Intercept) -0.2507               

X14 0.0429 0.1806 0.0548 36.6 1.5508 0.0408 27.2397 0.3034 Everyday cooking  

X13 0.0264 0.1119 0.0305 20.35 2.1879 0.0207 13.8198 0.2723 Whole family 

X15 0.0142 0.0587 0.0149 9.96 1.5532 0.0162 10.7933 0.2542 Ways to prepare 

X9 0.0141 0.0574 0.0126 8.41 1.4983 0.0127 8.478 0.2193 Cook 

X8 0.0089 0.0355 0.0087 5.79 1.797 0.0125 8.3288 0.244 Ease in Prepare 

X1 0.0262 0.1003 0.0215 14.36 2.2356 0.0112 7.4491 0.2142 Healthy 

X11 0.009 0.0355 0.0072 4.79 2.6315 0.0073 4.8455 0.2019 Tasting 

X3 0.0041 0.0157 0.003 1.99 2.4677 0.0053 3.5213 0.1902 Nutritious 

X5 0.0139 0.0536 0.0088 5.91 2.1968 0.0046 3.0889 0.1651 Flavou 

X10 0.0019 0.0073 0.0014 0.9 1.9288 0.0045 3.0042 0.1863 Fresh 

X2 -5.00E-04 -0.0021 -4.00E-04 -0.24 2.0529 0.0041 2.7436 0.1713 Fat 

X6 -0.0214 -0.0806 -0.0055 -3.66 1.6457 0.0032 2.121 0.0681 Dry 

X7 -0.0101 -0.0392 -0.0062 -4.13 2.0051 0.0029 1.9678 0.1578 Safe 

X4 -0.0022 -0.0084 -0.0013 -0.89 1.7799 0.0029 1.933 0.1602 Tough 

X12 -8.00E-04 -0.0031 -2.00E-04 -0.15 1.5864 0.001 0.7011 0.0725 Cost 

R2 0.1497 0.1497 0.1497 100   0.1497 100 
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Segmentation 

Another challenge in consumer studies is that different people make different choices and they have different reasons for making their choices. 

One consumer might make a choice because of flavour, while another consumer makes a different choice due to a perception of the meat being 

lean and healthy, and a third consumer could choose something they believe is easy to prepare. 

  

It is a relatively straightforward and common practice to make comparisons between different groups based on survey data, such as to make 

generalizations about consumers in BC vs. Alberta vs. Ontario with respect to their similarities and differences, or to analyze by ethnicity, gender, 

household income, or many other potentially interesting variables. One means of doing this is to scan through large volumes of cross-tabulations to 

look at all of the specific differences that occur with each question. The more comparisons that are made, the more time consuming that is, and it 

can be a highly complex and sometimes confusing task (for example, sometimes a difference seen in one question can appear to lead to the 

opposite conclusion as a difference seen in another question). 

  

Segmentation using techniques such as cluster analysis, latent class or machine learning can reveal a much simpler, cohesive model that exists 

within the data and summarizes how different groups within the data can be described in terms of their characteristics, attitudes, preferences, 

intentions, and behaviour. The result is meaningful segments that can be described, named and marketed to in an effective manner. 

 

After in-depth exploration and comparison of results using different survey variables and techniques and their corresponding segmentation results, 

the best model in terms of providing useful results for segmentation of Canadian fresh meat purchasers was found to be based on seven factors 

that effectively summarize a larger number of various behavioural, lifestyle and attitude questions. From this, the factors were used to identify five 

segments using k-means analysis. In addition to the differences identified in the segmentation model, the segments were also found to differ in 

other ways such as consumers’ demographics and meat consumption. The segments are also each substantially sized, making them large enough 

to be marketed to separately as industry may choose to do. 
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Segmentation 
 

Section K Factor Analysis - Uncentered 

No. of Factors 

% Variance  

Accounted for 

Scree Plot  

Slope 

No. of  

Eigenvalues>1 AIC SBC 

Communality>1  

Flag 

2 36.77% 4.17 7 7446.16 5567.36 0 

3 44.06% 1.13 7 4932.50 3199.06 0 

4 50.35% 0.29 7 3210.21 1616.74 0 

5 55.04% 0.47 7 2171.19 712.30 0 

6 59.14% 0.17 7 1496.15 166.45 0 

7 62.90% 0.10 7 909.18 -296.70 0 

8 66.10% 0.17 7 638.71 -448.73 0 

9 69.18% 0.03 7 391.01 -583.38 0 

10 71.91% 0.10 7 239.90 -626.82 0 

11 74.45% 0.06 7 98.52 -665.92 0 

12 76.69% 0.09 7 24.11 -643.43 1 

13 78.89% 0.01 7 7.74 -568.28 1 

14 81.01% 0.02 7 7.74 -568.28 1 

To support the segmentation, seven factors were identified by Leger, with the model explaining 62.90% of the variance in all measured variables 

(survey questions) included in the analysis. 
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Segmentation 
 

Factor Analysis - Uncentered 

Solution for 7 factors 

  

Factor No. 1 Budget Conscious Shoppers 

Description Loading Other Factors 

k2_2 I buy fresh meat that I see advertised in a flyer  (1=Never, 10=Always) 0.75   

k2_1 I buy fresh meat when it is on special (1=Never, 10=Always) 0.73   

k1d_4 I shop for the best price for meat (1=Disagree completely, 10=Agree completely) 0.73   

k1d_2 I compare prices of meat at different stores (1=Disagree completely, 10=Agree completely) 0.69   

k2_3 I purchase a large/economy/value/family pack size for fresh meat  (1=Never, 10=Always) 0.62   

k1d_6 I stretch my meat dollar by cooking casseroles and pasta dishes (1=Disagree completely, 10=Agree 

completely) 
0.49   

k1d_7 When I shop for groceries or meat, I bring a list and focus on buying what I planned (1=Disagree 

completely, 10=Agree completely) 
0.37   

  

Factor No. 2 Health Oriented 

Description Loading Other Factors 

k1a_5 I am making an effort to eat healthfully (1=Disagree completely, 10=Agree completely) 0.78   

k1a_3 I am trying to improve my overall health (1=Disagree completely, 10=Agree completely) 0.67   

k1a_2 I consider myself generally healthy (1=Disagree completely, 10=Agree completely) 0.62 (6:0.32)  

k1a_4 I exercise often (1=Disagree completely, 10=Agree completely) 0.61   

k1a_6 I’m always on the lookout for healthier recipe ideas (1=Disagree completely, 10=Agree completely) 0.55 (4:0.31) (5:0.43)  

k1b_3 I try not to waste food in general (1=Disagree completely, 10=Agree completely) 0.35 (7:0.45)  

k1b_1 I (or my family) cook and eat a lot at home  (1=Disagree completely, 10=Agree completely) 0.32 (7:0.59)  

  

Factor No. 3 Reducing Meat consumption/ Increase in meat alternatives 

Description Loading Other Factors 

k1c_3 I try to limit the amount of meat I eat (1=Disagree completely, 10=Agree completely) 0.88   

k1c_4 I try to limit the amount of red meat I eat (1=Disagree completely, 10=Agree completely) 0.85   

k1c_1 I cook a lot of meatless meals (1=Disagree completely, 10=Agree completely) 0.63   

k1c_2 I try to eat fish regularly (1=Disagree completely, 10=Agree completely) 0.39   

Grey boxes indicate attributes 

that, while associating with the 

given factor, have a stronger 

association with another factor 
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Segmentation 
 

Factor Analysis - Uncentered 

Solution for 7 factors 

  

Factor No. 4 Food Lovers 

Description Loading Other Factors 

k1a_9 I consider myself a gourmet cook (1=Disagree completely, 10=Agree completely) 0.75   

k1a_8 I consider myself a “foodie” (1=Disagree completely, 10=Agree completely) 0.69   

k1b_2 I (or my family) enjoy entertaining others th a cooked meal at my home (1=Disagree completely, 

10=Agree completely) 
0.48   

k1d_8 I like to try meat dishes I haven’t had before (1=Disagree completely, 10=Agree completely) 0.36 (1:0.3) (5:0.31)  

k1b_5 I’m always on the lookout for new recipe ideas to appeal to my household (1=Disagree completely, 

10=Agree completely) 
0.33 (5:0.72)  

k1a_6 I’m always on the lookout for healthier recipe ideas (1=Disagree completely, 10=Agree completely) 0.31 (2:0.55) (5:0.43)  

  

Factor No. 5 Recipe Seekers 

Description Loading Other Factors 

k1b_5 I’m always on the lookout for new recipe ideas to appeal to my household (1=Disagree completely, 

10=Agree completely) 
0.72 (4:0.33)  

k1b_4 I’m always on the lookout for easy/fast recipe ideas (1=Disagree completely, 10=Agree completely) 0.70   

k1a_6 I’m always on the lookout for healthier recipe ideas (1=Disagree completely, 10=Agree completely) 0.43 (2:0.55) (4:0.31)  

k1d_8 I like to try meat dishes I haven’t had before (1=Disagree completely, 10=Agree completely) 0.31 (1:0.3) (4:0.36)  

  

Factor No. 6 Premium Meat Eaters 

Description Loading Other Factors 

k1d_3 I ll pay more for better quality meat (1=Disagree completely, 10=Agree completely) 0.63   

k1a_1 I buy the brands I am familiar th and trust even if it means paying more (1=Disagree completely, 

10=Agree completely) 
0.56   

k1d_5 I shop often so I have fresher meat (1=Disagree completely, 10=Agree completely) 0.49   

k1a_2 I consider myself generally healthy (1=Disagree completely, 10=Agree completely) 0.32 (2:0.62)  

Grey boxes indicate attributes 

that, while associating with the 

given factor, have a stronger 

association with another factor 
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Segmentation 
 

Factor Analysis - Uncentered 

Solution for 7 factors 

  

Factor No. 7 Traditional Home Cooking 

Description Loading Other Factors 

k1b_1 I (or my family) cook and eat a lot at home  (1=Disagree completely, 10=Agree completely) 0.59 (2:0.32)  

k1a_7 I often buy prepared meals that are quick and easy to make (e.g., ready to cook, frozen, 

microwaveable, etc.) (1=Disagree completely, 10=Agree completely) 
-0.49   

k1b_3 I try not to waste food in general (1=Disagree completely, 10=Agree completely) 0.45 (2:0.35)  

  

Items not loading substantially on any factor 

k1d_1 I buy meat at the same place I get most of my other groceries (1=Disagree completely, 10=Agree 

completely) 
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5 segment solution 
Convenience 

Seekers 
Healthy Empty 

Nesters 
Coupon 
Clippers 

Affluent Meat 
Lovers 

Trendsetting 
Professionals 

Unweighted (n) ( 1609 ) ( 331 ) ( 253 ) ( 290 ) ( 296 ) ( 439 ) 

Weighted (N) ( 1609 ) ( 342 ) ( 243 ) ( 281 ) ( 292 ) ( 452 ) 

Segment Number 

Basis Variable Means Total 1 2 3 4 5 F p-value R-Sq 

  1) Factor No. 1 Budget Conscious Shoppers 0.01 -0.42 -0.44 0.46 -0.15 0.40 97.14 0.0000 0.18 

  2) Factor No. 2 Health Oriented 0.00 -0.72 0.39 -0.40 0.36 0.34 134.03 0.0000 0.28 

  3) Factor No. 3 Reducing Meat consumption/ 

Increase in meat alternatives 0.01 -0.08 0.18 -0.17 -0.99 0.76 394.43 0.0000 0.41 

  4) Factor No. 4 Food Lovers 0.02 0.12 -0.72 -0.68 0.52 0.45 214.28 0.0000 0.37 

  5) Factor No. 5 Recipe Seekers 0.01 -0.26 -1.11 0.42 0.40 0.31 194.66 0.0000 0.41 

  6) Factor No. 6 Premium Meat Eaters 0.00 -0.32 0.12 -0.57 0.31 0.35 101.90 0.0000 0.22 

  7) Factor No. 7 Traditional Homecooking -0.01 -0.90 0.44 0.34 0.34 -0.02 267.89 0.0000 0.40 



Summary of Online Survey Completions 
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Summary of Web Completes 
 

Respondents 

(n=1,609) 

Province  

Ontario 38.3% 

Quebec 24.0% 

British Columbia 13.4% 

Alberta 10.6% 

Manitoba 3.4% 

Saskatchewan 3.0% 

New Brunswick 2.7% 

Nova Scotia 2.7% 

Newfoundland/Labrador 1.3% 

Prince Edward Island 0.4% 

Gender 

Male 50.2% 

Female 49.8% 

Age 

18-23 years 9.9% 

24-34 years 17.9% 

35-44 years 16.9% 

45-50 years 12.1% 

51-64 years 24.5% 

65-70 years 10.4% 

Over 70 years 8.2% 

Ethnicity  

Chinese 10.5% 

South Asian 8.4% 

Muslim 7.6% 

*French data collection began on June 16, 2016 



Regional Sampling 
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Regional Sampling 

Actual  

Completions 

Weighted  

Completions 

Weighted  

(%) 

Ontario 571 617 38% 

Quebec 379 386 24% 

British Columbia 216 216 13% 

Alberta 235 171 11% 

Manitoba/Saskatchewan 104 104 7% 

Atlantic provinces 104 115 7% 

Total 1,609 1,609 100% 

Actual completions and the final weighted completions are as follows: 
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2016 

(n=1,609) 

ON 

(n=571) 

QC 

(n=379) 

BC 

(n=216) 

AB 

(n=235) 

MB/SK 

(n=104) 

ATL. 

(n=104) 

Gender 

Male 50% 49% 53% 51% 46% 52% 52% 

Female 50% 51% 47% 49% 54% 48% 48% 

Region 

Ontario 38% 100%   -  -  -  -  - 

Quebec 24%  - 100%  -  -  -  - 

British Columbia 13%  -  - 100%  -  -  - 

Alberta 11%  -  -  - 100%  -  - 

Manitoba 3%  -  -  -  - 53%  - 

Saskatchewan 3%  -  -  -  - 47%  - 

New Brunswick 3%  -  -  -  -  - 38% 

Nova Scotia 3%  -  -  -  -  - 37% 

Newfoundland/Labrador 1%  -  -  -  -  - 19% 

Prince Edward Island <1%  -  -  -  -  - 6% 

Age 

18-23 years 10% 10% 9% 9% 11% 11% 9% 

24-34 years 18% 18% 18% 17% 22% 19% 15% 

35-44 years 17% 17% 16% 17% 18% 16% 16% 

45-50 years 12% 12% 12% 12% 12% 12% 12% 

51-64 years 25% 24% 25% 25% 23% 24% 27% 

65-70 years 10% 12% 9% 11% 8% 12% 10% 

Over 70 years 8% 7% 11% 8% 6% 7% 10% 
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Fresh Meat Purchasing 

Yes, I am the primary decision maker 59% 61% 56% 61% 60% 50% 61% 

Yes, I share this responsibility with someone else in 

my household 
41% 39% 44% 39% 40% 50% 39% 

Which of the following best describes you? 

My family has been in Canada two or more 

generations 
66% 58% 73% 55% 68% 76% 94% 

I am the first generation in my family born here 14% 17% 9% 19% 17% 15% 2% 

I was born elsewhere and immigrated to Canada 20% 25% 19% 25% 15% 9% 4% 

Ethnic or Cultural Origins 

Scottish, English, Irish, or Welsh 21% 24% 7% 18% 32% 25% 36% 

European (French, Italian, Portuguese, German, 

Greek, Polish, Swiss, etc.) 
19% 22% 13% 18% 25% 27% 13% 

Chinese 11% 10% 6% 27% 14% 4%  - 

South Asian (East Indian, Sri Lankan, Pakistani) 8% 16% 3% 4% 5% 4% 2% 

First Nation / Metis / Inuit / Native Canadian / 

Indigenous 
4% 3% 3% 5% 5% 7% 4% 

Russian, Ukrainian 3% 3% 1% 6% 6% 7%  - 

African 3% 1% 9% 1% 1% 2% 1% 

West Asian or Arab (Armenian, Egyptian, Afghani, 

Iranian) 
2% 1% 4% 2% 1% 3%   - 

West Indian (Jamaican, Caribbean) 2% 3% 1% <1% -  3% 1% 

Jewish 1% 2% 1% 2% 1% 1%  - 

Southeast Asian (Vietnamese, Cambodian, Malaysian, 

Filipino) 
1% 1% 1% 2%  - 6%  - 

Hispanic / Latino / Latin American 1% <1% 1% 1% 1% 1%  - 

Other East Asian <1% <1%  - 1% 1%  -  - 

African-American <1% <1%  -  - <1% 1% 1% 

Other <1% <1%  - <1% 1%  - -  

Canadian 47% 38% 64% 35% 44% 39% 70% 

American 1% 1% 1% 2% <1% -  1% 
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Religion 

Roman Catholic 29% 23% 55% 10% 11% 11% 47% 

Protestant (United Church, Anglican, Baptist, 

Lutheran, Presbyterian, Church of Jesus Christ 

of Latter-day Saints, etc.) 

15% 20% 2% 14% 22% 25% 18% 

Muslim 8% 9% 13% 2% 3% 3% 1% 

Christian, unspecified 8% 7% 2% 12% 11% 19% 5% 

Buddhist 2% 2% 1% 6% 3%  - 1% 

Hindu 2% 3% 1% 2% 2%  - 1% 

Orthodox (such as Greek or Russian Orthodox) 1% 2% 1% 1% 2% 2% 1% 

Jewish 1% 1% 1% 2% 1% 1% - 

Sikh 1% 2%  - 1% -  1% 1% 

Other 1% 1% 1% 3% <1% 4%  3% 

No religious affiliation 30% 27% 21% 47% 42% 33% 23% 

I prefer not to answer 1% 1% 2% 1% 3% 1% - 

Marital Status 

Single / never married 26% 28% 24% 29% 25% 22% 23% 

Married, common law or equivalent 62% 61% 65% 54% 60% 69% 64% 

Separated 2% 1% 2% 3% 3% 1% 2% 

Divorced 6% 5% 6% 8% 8% 5% 4% 

Widowed 3% 3% 2% 2% 3% 2% 5% 

I prefer not to answer 1% 2% 1% 3% <1%  - 2% 

Children in Household 

Yes 28% 27% 29% 26% 30% 36% 25% 

No 72% 73% 71% 74% 70% 64% 75% 
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Education 

Did not complete high school 2% 2% 2% 2% 3% 2% 5% 

Completed high school / GED 14% 12% 15% 12% 17% 25% 14% 

CEGEP 4% 1% 15% 2% <1% 2%  - 

Some college, trades/technical training or 

university 
16% 18% 12% 19% 19% 13% 14% 

Completed college or trades/technical training 20% 21% 16% 20% 19% 25% 25% 

Completed university 27% 29% 25% 30% 27% 23% 23% 

Post graduate studies or degree 14% 15% 14% 14% 15% 9% 16% 

I prefer not to answer 2% 2% 1% 2% <1% 1% 2% 

Employment Status 

Retired 23% 22% 26% 23% 17% 24% 26% 

Employed full time 46% 48% 42% 46% 46% 48% 49% 

Employed part time 12% 11% 14% 14% 16% 8% 11% 

Full time student 5% 4% 8% 5% 5% 7% 3% 

Unemployed and looking for work 3% 2% 4% 3% 6% 1% 1% 

Not employed and not looking for work (stay at 

home parent, caregiver, on disability, 

volunteering, taking time off, etc.) 

7% 9% 6% 5% 7% 11% 7% 

I prefer not to answer 3% 3% 1% 4% 4% 1% 3% 

Annual Household Income 

Less than $30,000 per year 14% 14% 16% 15% 9% 12% 12% 

At least $30,000 but less than $50,000 18% 17% 20% 24% 12% 15% 16% 

At least $50,000 but less than $75,000 18% 17% 19% 17% 15% 22% 23% 

At least $75,000 but less than $100,000 15% 15% 14% 17% 18% 17% 13% 

At least $100,000 but less than $150,000 14% 15% 12% 12% 21% 11% 10% 

$150,000 or more 7% 9% 3% 3% 11% 9% 6% 

I don't know 2% 3% 2% <1% 2% 1% 1% 

I prefer not to answer 13% 11% 13% 12% 13% 13% 19% 
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