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1.0 Executive Summary 

1.1 Background and Objectives 

Agriculture and Agri-Food Canada (AAFC) has conducted periodic public opinion research (POR) to assess 

consumer perceptions of food products, including safety, quality and market attribute preferences. 

AAFC commissioned the first survey (now referred to as Wave 1) in 2004 to support the Agriculture 

Policy Framework (APF) and repeated the survey in 2006/07 to obtain updated information for ongoing 

policy development. The most recent survey was the Wave 3 Consumer Perceptions of Food Safety and 

Quality Survey, conducted by Ipsos-Reid in March 2010 (hereafter the Wave 3 study).  

The Government of Canada wanted to update its POR data collection through a new Wave 4 using the 

same methodology as the previous wave. This research was conducted to measure changes in consumer 

perceptions, purchase behaviours and preferences for certain food attributes from previous waves, as 

well as assess consumer perceptions and behaviours with respect to food attributes that have received 

increased attention from buyers since the previous wave. 

The research will be used to inform and shape department, portfolio and industry marketing, promotion 

and innovation initiatives based on the current state of consumer perceptions of food quality, safety and 

market attributes in Canada. 

The total expenditure on this research was $74,332.80, including HST. 

1.2 Methodology Summary 

Ipsos-Reid conducted a 23-minute survey among a sample of n=3,020 Canadian adults who have the 

main or joint grocery shopping responsibilities for the household from each province and territory 

excluding Quebec, between March 17th and March 25th, 2014 and in Quebec between April 8th and 14th, 

2014 following the Quebec provincial election. 

The results of this survey cannot be described as statistically representative of the target population, 

and for this reason, no estimates of sampling error can be calculated.  

Weighting was applied to the sample to ensure that the final data reflects the adult population of 

Canada by region, age and gender according to the 2011 Census.  

1.3 Research Highlights 

 Canadians feel that food produced in Canada is of good or excellent quality (85%) and most 

consumers are very or completely confident (56%) in the safety of Canadian food products. 

 Value for money (83%) continues to be the top attribute looked for by Canadians when 

making food purchase decisions in the grocery store or at a restaurant and represents the 

deal breaker attribute for over half (53%) of Canadians. 

 Only half of Canadians read the nutrition facts (46%) or ingredients list (46%) when making 

food purchase decisions. 

 While half (51%) of Canadians look for organic products at least sometimes, only three in 

ten (30%) of these go on to purchase them, and those that do not purchase them feel that 

they are too expensive (77%). 

 Most Canadians (86%) seek locally produced items to support the local economy (49%) and 

because they feel locally produced items are more fresh (25%).  
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 Environmentally sustainable products are always or often sought out by half of Canadians 

(47%) when grocery shopping, a third (33%) of these then often or always purchase these 

products. 

 Animal welfare and free range products that promote the ethical treatment of animals are 

sought out by just over half (56%) of Canadians when grocery shopping or eating out.  

 Canadians are familiar with genetic engineering (51%) but less familiar with irradiation 

(28%), nanotechnology (25%), and animal biotechnology (20%) and least familiar with high-

pressure processing (16%).  

 Only half of Canadians (49%) are confident in the Canadian food system’s management of 

concerns regarding animal diseases, down from three in five (59%) in 2010.  

 Canadians still rely on television and radio reports (43%) and newspapers (33%) to learn 

about food and nutrition issues. 

 One in three Canadians (27%) indicated that they are influenced by food safety issues and 

recalls when grocery shopping. 

1.4 Conclusion  

Canadians continue to feel that food produced in Canada is of good or excellent quality and are 

confident that it is safe to eat, however confidence in management of concerns is down from 2010. 

Many Canadians are somewhat interested in special production methods such as local, organic, humane 

and environmentally sustainable production claims, but are still very price sensitive and mistrusting of 

claims made in these areas.  

When it comes to new technologies in food production, most consumers are somewhat aware of 

genetic engineering, less are familiar with irradiation, nanotechnology and animal biotechnology and 

most had never heard of high-pressure processing. Their levels of trust in these technologies differed, 

but those who were aware of them were most unlikely to purchase products made using these 

technologies. Canadians were discerning when it came to the use of irradiation technologies and would 

prefer to have them labeled as such to allow individuals to make the choice whether to purchase 

products using these technologies.  
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