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Executive summary

Introduction

Ipsos was commissioned by Agriculture and Agri-Food Canada (AAFC) to conduct public opinion research
on attitudes and behaviours as it relates to Canadian food products in select international markets.

Background

In 2006, AAFC launched Canada Brand to raise the profile of Canadian food in international markets and
increase awareness of the Canadian agriculture industry specifically, as well as to help differentiate
Canadian food products from the competition.

AAFC refreshed its Canada Brand tools to better optimize them for digital platforms and sought to
expand Canada’s presence in Vietnam and Japan in particular. As part of this effort, targeted Canada
Brand pilots were launched in 2023-24 in these markets which featured digital and e-commerce
marketing consumer campaigns.

To help evaluate the effectiveness of the campaigns, AAFC commissioned Ipsos to conduct this study in
Vietnam, Japan, Philippines, and South Korea. This survey focuses on better understanding consumer
behaviours, perceptions of Canadian products and evolving market demand. The findings of the
research will help to inform future market development activities and supports the AgriCommunication
Stream 2 program objective to share information and engage with the agriculture and agri-food sector
about the evolving expectations and behaviors of foreign consumers.

Research objectives

The findings from this research seek to build on the previous surveys conducted among consumers in
Japan in 2021-22 and Vietnam in 2022-23. The survey seeks to measure consumer behaviours,
perceptions of Canadian products, processes, and evolving market demands, and where possible to
track results compared to the first wave of the survey. The survey conducted among consumers in the
Philippines and South Korea will be used to establish a baseline from which to measure against in the
future.
Specific objectives of the research include, but are not limited to, assessing:

e Food purchasing behaviours

e Media consumption habits

e Awareness of Canadian agriculture, food, and seafood products

e Purchase frequency of Canadian food and seafood products

e Demand for Canadian food and seafood products

e Perceptions of Canadian agriculture products and processes; and

e Importance of sustainable agriculture initiatives.
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Methodology

The public opinion research (POR) was conducted through a quantitative survey executed through
online interviews among a national sample of general population adult consumers (20 years and older)
in Vietnam, Japan, the Philippines, and South Korea. A total of n=1,750 surveys were completed in each
Vietnam and Japan, and n=1,000 in the Philippines and South Korea. The sample was sourced from
online panel sources in the respective markets and quotas and weighting were applied to ensure the
final sample reflects the general population by key demographic factors.

It is important to note that in Vietnam and the Philippines, the sample that can be recruited is more
urban, more educated, and/or more affluent than the general population. Therefore, the results should
be viewed as reflecting the views of the more "connected" segment of the population. In South Korea,
the sample consists of those with primary education or higher.

Fieldwork was conducted from February 22 through to March 11, 2024. Average survey length varied by
country: in Japan, 5 minutes; in Vietnam, 10 minutes; in South Korea, 5 minutes; in the Philippines, 8
minutes.

Quotas and weighting were employed by gender, age, and region to reflect the composition of the
general population in each country, based on statistics collected by official agencies in each country.
Results were accurate to within plus or minus 2.9 percentage points in Japan and in Vietnam total
sample and 3.8 percentage points in South Korea and the Philippines, compared to what the results
would have been had every adult consumer in each country been polled.

Notes to readers

e Allresults in the report are expressed as a percentage, unless otherwise noted.

e Throughout the report, percentages may not always add to 100 due to rounding.

e When reporting sub-group variations, only differences that are significant at the 95% confidence
level, indicative of a pattern and pertaining to a sub-group sample size of more than n=30 is
discussed.

e For open-ended measures, results have been coded into thematic category and expressed as
individual codes that align most closely to respondents’ answers and broader themes (NETs) for
comparison purposes.

Expenditure

The contract value for the POR survey was $99,632.10 (including HST).

Key findings
Purchase of food products from Canada and other select markets

Consumers in Vietnam are by-far most likely to have purchased Canadian food recently, followed by the
Philippines and South Korea, while those in Japan are much less likely. Compared to food imported from
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other countries, products from the US are most established across all markets, followed by those from
Australia, while results are consistent for Canada and New Zealand and lower for France. While
penetration of Canadian food is high in Vietnam, room for improvement exists in terms of increasing
exposure particularly in Japan and South Korea.

e Three quarters of consumers in Vietnam report having purchased Canadian food products in
past six months (74%), followed by just over half of consumers in South Korea (56%) and the
Philippines (55%), and one third in Japan (32%). Consumers in Vietnam are also most likely to
have purchased Canadian food products on a more frequent basis with more than half doing so
at least once a month (55%), followed by one third in the Philippines (34%), one quarter in South
Korea (25%) and 15% in Japan.

e In comparison to food imported from other countries, consumers in all markets are most likely
to have reported having purchased products from the US, followed by Australia, while the
purchase of food from Canada is generally consistent with New Zealand and higher than France.

e Consumers in Vietnam are most likely to have purchased food products from all countries and to
have done so on a more frequent basis compared to those in other markets, indicating a greater
openness to imported food.

Meat, fish and seafood, and maple syrup and honey are the most popular Canadian food products
across all markets, with some exceptions. Consumers in the Philippines are most likely to have
purchased confectionary and snacks and natural health products which are also among the most
popular in Vietnam along with fruits and vegetables. Beyond the most prominent categories, there is a
significant opportunity to increase awareness and purchase of a wider range of Canadian foods.

e Among consumers who have bought Canadian food products in the past six months, beef, pork,
and other meat are the most commonly purchased products across all countries except for the
Philippines (ranging from 91% in Vietnam to 79% in Japan). Fish and seafood (88% in Vietnam,
76% in South Korea, 75% in the Philippines and 58% in Japan) and maple syrup and honey (88%
in the Philippines, 85% in Vietnam, 75% in South Korea and 63% in Japan) are also among the
most frequently purchased products in most markets.

e Confectionary and snacks and natural health products have the highest penetration of any
Canadian food product in the Philippines (95% and 90% respectively) and are among the most
frequently purchased in Vietnam (89% each category), along with fruits and vegetables (90%).

e Maple syrup and honey are purchased on a less frequent basis compared to other leading
categories. Nearly half of the consumers in the Philippines (52%) or Vietnam (48%) have
purchased maple syrup or honey from Canada at least once a month, while considerably fewer
consumers in South Korea (22%) or Japan (17%) have done so.

e In both Vietnam and the Philippines, consumers appear more receptive to Canadian food
products in general than those in South Korea or Japan and are more likely to purchase products
from a broader range of food categories.

Online shopping in Japan and Vietnam: recall and purchase of Canadian food products



Unclassified / Non classifié

Consistent with the purchasing of Canadian food in general, awareness and purchase of products online
is considerably higher in Vietnam than in Japan. Converting awareness into purchase has been most
successful for meat, fish, and seafood, and to a lesser extent maple syrup, and is lowest for alcoholic
beverages and natural health products. Increasing the visibility of Canadian food products online is of
particular importance in Japan, though both countries could benefit from greater exposure.

More than seven in ten (72%) Vietnamese consumers who have shopped at a Canada Brand food
retailer in the past six months recall having seen Canadian food products online compared to roughly
four in ten (44%) Japanese consumers. In terms of specific types of Canadian food products, more than
half of Viethnamese consumers recall all types of Canadian food products while shopping online, while in
Japan awareness is mainly concentrated on maple syrup and honey, beef, pork and other meat, fish, and
seafood.

e InVietnam, recall is highest for beef, pork and other meat (67%), followed by natural health
products (62%), wine, beer and other alcoholic beverages (59%), fish and seafood (56%), fruits
and vegetables (56%), confectionary and snacks (54%), and maple syrup and honey (51%).

e Consumers in Japan are most likely to recall maple syrup and honey (69%), followed by beef,
pork and other meats (52%) and fish and seafood (52%), while considerably fewer have seen
wine, beer and other alcoholic beverages (37%), confectionary and snacks (25%), fruits and
vegetables (16%), or natural health products (14%).

Among those aware of each type of food, Vietnamese consumers are considerably more likely to have
purchased the product compared to Japanese consumers, except for maple syrup and honey where
results are roughly equivalent.

e InVietnam, more than half (56%) of consumers who recall beef, pork and other meat purchased
these products, followed by roughly half for fish and seafood (48%), fruit and vegetables (48%),
natural health products (48%), wine, beer and other alcoholic beverages (47%), confectionary
and snacks (45%), and maple syrup and honey (41%).

e InJapan, nearly half (45%) of consumers who recall maple syrup and honey purchased these
products, followed by beef, pork, or other meat (33%), fish and seafood (31%), wine, beer and
other alcoholic beverages (16%), confectionary and snacks (14%), fruit and vegetables (9%), and
natural health products (6%).

When looking at how successful Canadian food products have been at converting awareness into
purchase, a considerably higher proportion of Vietnamese consumers who recall each type of product
report making a purchase compared to Japanese consumers.

e In Vietnam, converting visibility into purchase has been most successful for fruit and vegetables
(86%), fish and seafood (85%), beef, pork and other meat (84%), and confectionary and snacks
(83%), followed closely by maple syrup and honey (80%), wine, beer and other alcoholic
beverages (80%), and natural health products (77%).

e InJapan, conversion rates are highest for maple syrup and honey (65%), beef, pork and other
meat (64%) and fish and seafood (60%), followed by confectionary and snacks (56%), and fruit
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and vegetables (56%), while fewer of those who recall wine, beer and other alcoholic beverages
(46%) or natural health products (43%) purchased these products.

Canadian product positioning

Top-of-mind associations of food with Canada are dominated by mentions of specific types of food
products and consumers are most likely to think of maple syrup, meat, and fish and seafood, while those
in the Philippines are also more likely to mention chocolate and sweets. “Made in Canada” labels are by
far the most common way consumers know a product is from Canada, followed by the maple leaf
symbol.

When thinking of food from Canada, consumers in all markets except Vietnam are most likely to
mention maple syrup (Japan: 43%, South Korea: 27%, Philippines: 26%, Vietnam: 11%), followed by beef,
pork and other meat (Japan: 16%, South Korea: 9%, Philippines: 13%, Vietnam: 20%), and fish and
seafood (Japan: 13%, South Korea: 6%, Philippines: 3%, Vietnam: 15%). In Vietnam, beef, pork, and
other meat are most commonly associated with Canada, followed by fish and seafood, maple syrup, and
fruit. Notably, mentions of chocolate and sweets are higher among consumers in the Philippines than
other markets.

Similarly, when asked to name types of foods they associate with Canada maple syrup and beef, pork
and other meat are consistently among the top mentions across all markets.

e InJapan, maple syrup is most strongly associated with Canada (43%), followed by beef, pork,
and other meat (31%), and fish and seafood (28%), while considerably fewer mention any other
type of food.

e In Vietnam, consumers are most likely to mention beef, pork, and other meat (40%), followed by
fish and seafood (30%), fruit (26%), confectionary and snacks (18%), and maple syrup (15%).

e In South Korea, associations are strongest with beef, pork, and other meat (43%), followed by
maple syrup (38%), and fish and seafood (32%).

e Inthe Philippines, consumers are most likely to mention confectionary and snacks (41%),
followed by maple syrup (36%), beef, pork and other meat (32%), processed foods (19%), wheat
and other types of cereal (17%), and fruit (14%), while fish and seafood is notably much less
commonly associated with Canada (11%) than in other markets.

Among those who have purchased a Canadian food product, by far the most common way consumers
knew it was from Canada is because the product had a “Made in Canada” label (Japan: 73%, Vietnam:
79%, South Korea: 61%, Philippines: 79%), and to a lesser extent the maple leaf symbol (Japan: 38%,
Vietnam: 51%, South Korea: 50%, Philippines: 45%). In Vietnam, roughly half of consumers also relied on
other ways to identify Canadians food products including that it was promoted as Canadian in-store
(53%) or online (47%), or familiarity with the brand name or producer (50%). In the Philippines,
familiarity with the brand name or producer (41%) is also among the more common ways consumers
identify Canadian products.
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Satisfaction with Canadian food products is generally high across all markets, however consumers in
Vietnam and the Philippines are much more likely to be “very satisfied”, while impressions are softer in
Japan or South Korea. Canadian food products are most strongly associated with being “high-quality”,

“safe”, “trustworthy”, and to a lesser extent “healthy” and “great tasting”, while impressions are
generally weaker for being seen as “innovative” and “diverse”.

Among those who have purchased a Canadian food product in the past six months, satisfaction is
highest in Vietnam (96% very/ somewhat satisfied) and the Philippines (94%), followed by Japan (80%)
and South Korea (76%). Consumers in Vietnam and the Philippines are considerably more likely to be
“very satisfied” with the product they purchased (73% and 49% respectively) compared to those in
Japan (20%) or South Korea (14%) where most were “somewhat satisfied” (60% and 62% respectively).

The quality and to a lesser extent the taste of Canadian food products are consistently among the most
common reasons consumers provided for their satisfaction with the product they purchased, however
the primary reason varies by market.

e InJapan, consumers are by far most likely to mention the taste (44%), followed by affordability
(25%), and quality (21%).

e InVietnam and the Philippines, the quality of the product is mentioned most often (47% and
49% respectively), while other less common reasons include the taste (14% and 20%), that the
product was healthy (20% and 8%), or general comments about being satisfied (12% and 18%).

e |n South Korea, no one reason dominates, and consumers are most likely to mention the quality
of the product (31%), followed by affordability (24%), fresh (17%), and the taste (16%).

Consumers in Vietnam and the Philippines have by far the most positive impressions of Canadian food
products, while ratings are weaker in South Korea and Japan where consumers are more likely to
express a neutral opinion or say they don’t know.

e InJapan, ratings of Canadian food products are strongest for “great tasting” (52%), followed by
“trustworthy” (48%), “safe” (44%) and “high quality” (37%), while impressions are weakest for
being “innovative” (13%), “sustainably-produced” (23%), and “expensive” (25%).

e InVietnam, consumers are most likely to rate Canadian food products highly for being “high
quality” (86%), “trustworthy” (85%), “safe” (85%), and “healthy” (84%), followed closely by
“sustainably produced” (82%) and “great tasting” (81%). Ratings are comparatively weaker for
being “expensive” (60%) and to a lesser extent “diverse” (77%), “fresh” (77%) and “innovative”
(78%).

e In South Korea, Canadian food products are most strongly associated with being “trustworthy”
(63%), “high quality” and “safe” (62% each), followed closely by “healthy” (60%) and “great
tasting” (57%). Impressions are much weaker for being seen as “innovative” (24%), “expensive”
(33%), “diverse” (40%), and to a lesser extent “sustainability-produced” (51%).

e Inthe Philippines, consumer impressions of Canadian food products closely mirror those
observed in Vietnam, with ratings highest for “high quality” (88%), followed by “safe” (85%),
“trustworthy” (84%), “great tasting” (83%) and “healthy” (79%). Ratings are comparatively
weaker for being “expensive” (72%).
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Interest in buying food products from Canada and other select markets

Interest in food products from Canada is by far the highest in the Philippines and Vietnam, followed by
South Korea and Japan where interest is much softer and familiarity with Canadian food lower. In

comparison to food imported from other countries, Canada is well-positioned, and interest is generally
consistent with those from the US, Australia, and New Zealand, and higher than products from France.

Consumers are by far most likely to express interest in buying food products from Canada in the future
in the Philippines (94% “very” or “somewhat interested”) and Vietnam (88%), where more than half are
“very interested” (53% and 55% respectively), followed by South Korea (66%) and Japan (49%), where
most are “somewhat interested” (55% and 41% respectively) and a higher proportion say they don’t
know.

In comparison to food imported from other countries, interest in food products from Canada is generally
consistent with those from the US, Australia, and New Zealand, while fewer express interest in products
from France across all markets. Notably, consumers in Vietnam and the Philippines are more likely to be
“very interested” in buying food products from Canada compared to other countries.

Broadly speaking, consumers in Japan and to a lesser extent South Korea are less interested in buying
food products from all countries asked about in the survey and are somewhat more likely to be
interested in products from Australia relative to other countries.

e InJapan, consumers are most likely to express interest in buying food products from Australia
(53%), followed by Canada (49%), the US (48%), New Zealand (48%), and France (45%).

e InVietnam, interest is highest for buying food products from Canada (88%), followed closely by
the US (86%), and Australia (85%), while fewer express interest in food products from New
Zealand (80%) or France (75%).

e Inthe Philippines, consumers are most likely to express interest in buying food products from
Canada (94%), followed closely by the US (92%), Australia (92%), and New Zealand (92%), while
fewer are interested in food products from France (86%).

e In South Korea, interest is highest for buying food products from Australia (70%), followed by
Canada (66%), New Zealand (65%), and the US (64%), while fewer express interest in food
products from France (48%).

Social media consumption habits

Virtually all consumers report using YouTube on a frequent basis across all markets, while Facebook is
equally as popular in Vietnam and the Philippines. Social media and YouTube in particular, are among
the most common sources of culinary inspiration and information which highlights the potential of these
platforms for reaching and engaging consumers with Canadian food-related content.

When looking at reported use of social media platforms, consumer preferences vary by market and
those in Vietnam and the Philippines are more likely to use all platforms compared to those in South
Korea and Japan in particular.

10
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Nearly all consumers in Vietnam and the Philippines (97% for both) report using YouTube “once
a week or more often”, followed closely by those in South Korea (94%), while fewer use the
platform at the same frequency in Japan (79%).

Facebook is also among the most frequently used platforms in Vietnam and the Philippines (97%
use “once a week or more often”), followed by South Korea (51%), while the platform is much
less popular in Japan (27%).

Instagram is used frequently by a strong majority of consumers in the Philippines (79% “once a
week or more often”), Vietnam (71%), and South Korea (69%), while roughly half of consumers
in Japan use it as often (46%).

TikTok is particularly popular among consumers in Vietnam (85%) and the Philippines (76%),
while considerably fewer use it as frequently in South Korea (33%) and Japan (24%).

YouTube, search engines like Google, family and friends, and Facebook are the most common sources
for culinary inspiration and information about food and seafood across all markets. Notably, consumers
in Japan are much less likely to use any of the sources explored in the survey.

In Japan, cooking shows on television are the most common source of inspiration (38%),
followed by YouTube (31%), Google or other search engines (31%), news outlets (24%), and
friends and family (23%).

In Vietnam, consumers are most likely to use YouTube for inspiration (69%), followed by
Facebook (57%), Google or other search engines (52%), TikTok (50%), and friends and family
(40%).

In South Korea, YouTube is the most common source of inspiration (70%), followed by Google or
other search engines (52%), friends and family (30%), Instagram (29%), and cooking shows on
television (28%).

In the Philippines, consumers are by far most likely to use YouTube for inspiration (88%),
followed by Facebook (68%), friends and family (57%), Google or other search engines (55%),
cooking shows on television (46%), and TikTok (45%).

In Japan and Vietnam, a strong majority of consumers have seen content about Canadian food in the
past six months through at least one channel, of which YouTube (in both markets) and Facebook (in

Vietnam) are the most prevalent.

In Japan, three quarters (76%) of those who use YouTube recall content about Canadian food in the past
six months, while considerably fewer mention seeing anything on Instagram (32%). In Vietnam, two
thirds (62%) of the consumers who use either YouTube or Facebook recall content about Canadian food,
followed by TikTok (53%), while fewer mention Instagram (27%).

11
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Political Neutrality Statement

| hereby certify as Senior Officer of Ipsos that the deliverables fully comply with the Government of
Canada's political neutrality requirements outlined in the Communications Policy of the Government of
Canada and Procedures for Planning and Contracting Public Opinion Research. Specifically, the
deliverables do not include information on electoral voting intentions, political party preferences,
standings with the electorate or ratings of the performance of a political party or its leaders.
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Brad Griffin
President
Ipsos Public Affairs
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Detailed findings

Purchase frequency of food products from Canada and other select markets

Overall, the purchase of Canadian food products is most prevalent among consumers in Vietnam with
three quarters having done so in the past six months (74%), followed by just over half of consumers in
South Korea (56%) and the Philippines (55%), and one third in Japan (32%). Consumers in Vietnam are
also most likely to have purchased Canadian food products on a more frequent basis with more than
half doing so at least once a month (55%), followed by one third in the Philippines (34%), one quarter in
South Korea (25%), and 15% in Japan.

In comparison to food products from other countries asked about in the survey, consumers in all
markets are most likely to have purchased food products from the US followed by Australia. The
purchase of products from Canada is generally consistent with those from New Zealand and slightly
higher than those from France.

J Consumers in Vietnam are most likely to have purchased food products from all countries
and to have done so on a more frequent basis compared to those in other markets,
indicating a greater openness to imported food in general. Nearly nine in ten have
purchased a food product from the US in the past six months (88%), followed by Australia
(83%), while roughly the same proportion have purchased a food product from France
(76%), New Zealand (78%) or Canada (74%).

. In South Korea, consumers are most likely to have purchased food products from the US
(74%) and Australia (68%), followed by Canada and New Zealand (56% for both), while fewer
have purchased a food product from France (47%). Similar trends are observed in the
Philippines with food products from the US the most popular (73%), while a similar
proportion have purchased a food product from New Zealand (57%), Australia (55%), or
Canada (55%), and those from France are the least popular (47%).

. Consumers in Japan are least likely to have purchased a food product from all countries,
highlighting greater reluctance to imported food in general. Consumers are most likely to
have purchased food products from the US (53%), followed by Australia (41%), Canada
(32%), New Zealand (28%), and France (24%).

13



Frequency of purchasing food products by country of origin (COO) in the past six months in Japan

Country of Origin Monthly Ever
Canada 15% 32%
United States 32% 53%
New Zealand 12% 28%
Australia 20% 41%
France 9% 24%

Base: All respondents in Japan (n=1,750)

Unclassified / Non classifié

Q6. Thinking about your food purchases in the past six months, whether at a grocery store, market or online, how

frequently have you purchased a food product that you knew was from each of the following countries?

Frequency of purchasing food products by country of origin (COO) in the past six months in Vietham

Country of Origin Monthly Ever
Canada 55% 74%
United States 54% 88%
New Zealand 48% 78%
Australia 51% 83%
France 38% 76%

Base: All respondents in Vietnam (n=1,750)

Q6. Thinking about your food purchases in the past six months, whether at a grocery store, market or online, how

frequently have you purchased a food product that you knew was from each of the following countries?

Frequency of purchasing food products by country of origin (COO) in the past six months in South Korea

Country of Origin Monthly Ever
Canada 25% 56%
United States 43% 74%
New Zealand 23% 56%
Australia 36% 68%
France 17% 47%

Base: All respondents in South Korea (n=1,000)

Q6. Thinking about your food purchases in the past six months, whether at a grocery store, market or online, how

frequently have you purchased a food product that you knew was from each of the following countries?

14
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Frequency of purchasing food products by country of origin (COO) in the past six months in the Philippines

Country of Origin Monthly Ever
Canada 34% 55%
United States 52% 73%
New Zealand 34% 57%
Australia 31% 55%
France 23% 47%

Base: All respondents in the Philippines (n=1,000)

Q6. Thinking about your food purchases in the past six months, whether at a grocery store, market or online, how

frequently have you purchased a food product that you knew was from each of the following countries?

Differences are observed in the frequency of purchase of Canadian food products in the past six months

by demographics, of which the most consistent across markets are by level of formal education, income,

and presence of children in the household.

In Japan, reported purchase is higher among men than women (36% versus. 29%), those
with more formal education compared to those with less (high: 41% versus moderate: 29%
and low: 23%), those with higher household income compared to those with lower income
(high: 49% versus moderate: 40% and low: 28%), and households with children compared to
those without (46% versus 29%).

In Vietnam, reported purchase is higher among women than men (81% versus 68%), those
with more formal education compared to those with less (high: 79% versus moderate: 65%
and low: 46%), those with higher household income compared to those with lower income
(high: 80% versus moderate: 59% and low: 48%), and households with children compared to
those without (80% versus 57%).

In South Korea, reported purchase is higher among those with more formal education
compared to those with less (high: 58% versus moderate: 46% and low: 29%), those with
higher household income compared to those with lower income (high: 65% versus
moderate: 60% and low: 42%), and households with children compared to those without
(59% versus 49%).

In the Philippines, reported purchase is higher among younger consumers compared to
older consumers (under 35 years: 63%, between 35 to 49 years: 50%, 50 years and older:
50%), those with more formal education compared to those with less (high: 59% versus
moderate: 54% and low: 44%), those with higher household income compared to those with
lower income (high: 66% versus moderate: 59% and low: 47%), and households with
children compared to those without (58% versus 51%).

Among consumers who have bought Canadian food products in the past six months, beef, pork, and

other meat are the most commonly purchased products across all countries except for the Philippines

(ranging from 91% in Vietnam to 79% in Japan). Fish and seafood (88% in Vietnam, 76% in South Korea,

75% in the Philippines and 58% in Japan) and maple syrup and honey (88% in the Philippines, 85% in
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Vietnam, 75% in South Korea and 63% in Japan) are also among the most frequently purchased products

in most markets.

Notably, confectionary and snacks and natural health products have the highest penetration of any
Canadian food product in the Philippines (95% and 90% respectively) and are among the most
frequently purchased in Vietnam (89% each category), along with fruits and vegetables (90%). In both
Vietnam and the Philippines, consumers appear more receptive to Canadian food products in general
than those in South Korea or Japan, and are more likely to purchase products from a broader range of

food categories.

Similar trends are observed when looking at frequency of purchase of Canadian food products with beef,
pork and other meat, and fish and seafood generally most likely to be purchased at least once a month
in most markets. The notable exceptions being confectionary and snacks (67%) and natural health
products (61%) which are purchased most frequently among consumers in the Philippines and fruits and
vegetables among consumers in Vietnam (70%). Despite generally widespread popularity across all
markets, maple syrup and honey are purchased on a less frequent basis compared to other leading
categories. Nearly half of the consumers in the Philippines (52%) or Vietnam (48%) have purchased
maple syrup or honey from Canada at least once a month, while considerably fewer consumers in South
Korea (22%) or Japan (17%) have done so.

Frequency of purchasing Canadian food by type in the past six months in Japan

Type of food Monthly Ever
Beef, pork, and other meat 43% 79%
Maple syrup and honey 17% 63%
Fish and seafood 27% 58%
Fruit and vegetables 20% 41%
Confectionary and snacks 16% 39%
Wine, beer and other alcohol beverages 14% 37%
Natural health products 11% 31%

Base: Those who purchased Canadian food products within the past six months in Japan (n=572)
Q7. And how frequently have you purchased each of the following foods from Canada in the past six months?
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Frequency of purchasing Canadian food by type in the past six months in Vietnam

Type of food Monthly Ever
Beef, pork, and other meat 69% 91%
Maple syrup and honey 48% 85%
Fish and seafood 62% 88%
Fruit and vegetables 70% 90%
Confectionary and snacks 60% 89%
Wine, beer and other alcohol beverages 51% 84%
Natural health products 54% 89%

Base: Those who purchased Canadian food products within the past six months in Vietham (n=1,296)

Unclassified / Non classifié

Q7. And how frequently have you purchased each of the following foods from Canada in the past six months?

Frequency of purchasing Canadian food by type in the past six months in South Korea

Type of food Monthly Ever
Beef, pork, and other meat 52% 82%
Maple syrup and honey 22% 75%
Fish and seafood 39% 76%
Fruit and vegetables 41% 73%
Confectionary and snacks 39% 73%
Wine, beer and other alcohol beverages 36% 72%
Natural health products 31% 75%

Base: Those who purchased Canadian food products within the past six months in South Korea (n=555)
Q7. And how frequently have you purchased each of the following foods from Canada in the past six months?

Frequency of purchasing Canadian food by type in the past six months in the Philippines

Type of food Monthly Ever
Beef, pork, and other meat 59% 80%
Maple syrup and honey 52% 88%
Fish and seafood 57% 75%
Fruit and vegetables 60% 79%
Confectionary and snacks 67% 95%
Wine, beer and other alcohol beverages 47% 82%
Natural health products 61% 90%

Base: Those who purchased Canadian food products within the past six months in the Philippines (n=558)
Q7. And how frequently have you purchased each of the following foods from Canada in the past six months?
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Online shopping in Japan and Vietnam: Recall and purchase of Canadian food
products

When looking at those markets where efforts have been made to promote the Canada Brand through
online food retailers, awareness and purchase of Canadian food products online is considerably higher in
Vietnam than in Japan. In terms of awareness, more than seven in ten (72%) Vietnamese consumers
who have shopped at a Canada Brand food retailer in the past six months recall having seen Canadian
food products online compared to roughly four in ten (44%) Japanese consumers.

Recall seeing Canadian food products while shopping online

Recall seeing Canadian food Japan Vietnam
products while shopping online

Yes 44% 72%
No 31% 16%
Don’t know 24% 12%

Base: Those who have shopped for food products in selected retailers in the past six months; Japan (n=386),
Vietnam (n=1,461)
Q3. When shopping for food online, do you recall seeing any Canadian food products?

The recall of Canadian food products online differs by demographic, most notably gender, age, and level

of formal education.

e InVietnam, recall is higher among women (77%) than men (66%), consumers 50 years or older
(76%) compared to those under 50 years (35 to 49 years: 70%, under 35 years: 69%), households
with children (77%) compared to those without (55%), those who reside in an urban area (74%)
compared to those in a rural area (61%), those with more formal education (77%) compared to
those with less (moderate: 59%, low: 39%), and higher household income (78%) compared to
those with lower income (moderate: 53%, low: 31%).

e InJapan, recall is higher among men (51%) than women (39%), households with children (65%)
compared to those without (39%), and those with more formal education (51%) compared to
those with less (moderate: 36%, low: 36%). Recall is also notably lower among consumers over
50 years (40%) compared to those under 50 years (35 to 49 years: 52%, under 35 years: 50%)
and the lowest income households (36%) compared to those with higher income (moderate:
53%, high: 67%).

In terms of specific types of Canadian food products consumers have seen while shopping online,
Vietnamese consumers are much more likely to recall most types of Canadian products compared to
Japanese consumers. More than half of Vietnamese consumers recall all types of Canadian food
products, while in Japan awareness is mainly concentrated on maple syrup or honey, beef, pork and
other meat and fish and seafood. This aligns with the trends observed in the reported purchase of
Canadian food products in general, where the same types of food had higher purchase frequency among
consumers aware of Canadian offerings in each market.
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In Vietnam, recall is highest for beef, pork and other meat (66%), followed by natural health products
(62%), wine, beer and other alcoholic beverages (59%), fish and seafood (56%), fruits and vegetables
(56%), confectionary and snacks (54%), and maple syrup and honey (51%). Consumers in Japan are most
likely to recall maple syrup and honey (69%), followed by beef, pork and other meats (52%) and fish and
seafood (52%), while considerably fewer have seen wine, beer and other alcoholic beverages (37%),
confectionary and snacks (25%), fruits and vegetables (16%), or natural health products (14%).

Recall of seeing Canadian food products

Type of food Japan Vietnam
Maple syrup and honey 69% 51%
Beef, pork and other meat 52% 66%
Fish and seafood 52% 56%
Wine, beer and other 37% 59%

alcohol beverages

Confectionary and snacks 25% 54%
Fruit and vegetables 16% 56%
Natural health products 14% 62%
Another type of product 6% 11%
Don’t remember 0% 1%

Base: Those who recall seeing Canadian food products while shopping for food online; Japan (n=174), Vietnam
(n=1,034)
Q4. Which Canadian food products do you recall seeing? Select all that apply.

As with recall of Canadian food products online in general, awareness of specific types of products
differs by key demographics:

e In Vietnam, recall is higher for all types of Canadian food products among women compared to
men, consumers 50 years or older compared to those under 50 years, and higher income
households compared to those with lower income.

e |nJapan, demographic differences are much less pronounced. Recall is higher for fish and
seafood among men (60%) compared to women (42%), while women are more likely to recall
confectionary and snacks (35% versus 17%). Consumers 50 or older are more likely to recall
wine, beer and other alcoholic beverages (47%) compared to those under 50 (35-49: 29%, under
35: 25%). Those who reside in an urban area are more likely than those in rural areas to recall
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fish and seafood (57% versus 34%), beef, pork and meat (56% versus 37%), and wine, beer and
other alcoholic beverages (42% versus 19%).

When looking at the purchase of Canadian food products among online shoppers, Viethamese
consumers are considerably more likely to have purchased each type of product they saw compared to
Japanese consumers, with the notable exception of maple syrup and honey where results are roughly
equivalent in both markets.

In Vietnam, more than half (56%) of consumers who recall beef, pork and other meat purchased these
products, followed by roughly half for fish and seafood (48%), fruit and vegetables (48%), natural health
products (48%), wine, beer and other alcoholic beverages (47%), confectionary and snacks (45%), and
maple syrup and honey (41%). In Japan, nearly half (45%) of consumers who recall maple syrup and
honey purchased these products, followed by beef, pork, or other meat (33%), fish and seafood (31%),
wine, beer and other alcoholic beverages (16%), confectionary and snacks (14%), fruit and vegetables
(9%), and natural health products (6%).

Purchase of Canadian food products among those who have seen these products while shopping

online.
Type of food Japan Vietnam
Maple syrup and honey 45% 41%
Beef, pork and other meat 33% 56%
Fish and seafood 31% 48%
Wine, beer and other alcohol 16% 47%
beverages
Confectionary and snacks 14% 45%
Fruit and vegetables 9% 48%
Natural health products 6% 48%
Another type of product 1% 1%
Don’t remember 19% 2%

Base: Those who recall seeing specific Canadian food products while shopping online; Japan (n=173), Vietnam
(n=1,026)
Q5. And, did you purchase any of the Canadian food products you saw? Select all that apply.
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Differences are observed in the reported purchase of Canadian food products by demographics
including:

e InVietnam, reported purchase is higher for all categories among women compared to men,
older consumers (in particular those 50 or older) compared to younger consumers, and those
who reside in a rural area compared to those in urban areas.

e |nJapan, consumers who reside in an urban area are more likely than those in rural areas to
have purchased fish and seafood (35% versus 15%) or wine, beer and other alcoholic beverages
(20% versus 5%). Women (20%) are more likely than men (9%) to have purchased confectionary
and snacks, while consumers 35-49 are more likely than those under 35 or 50 or older to have
purchased fish and seafood (45% versus 19% and 27% respectively) or fruit and vegetables (19%
versus 3% and 5%).

When looking at how successful Canadian food products have been at converting awareness into
purchase, a considerably higher proportion of Vietnamese consumers who recall each type of product
report making a purchase (ranging from 77% to 86%) compared to Japanese consumers (ranging from
43% to 65%). Across both markets, conversion rates are generally highest for beef, pork and other meat,
and fish and seafood, and lowest for wine, beer and other alcoholic beverages and natural health
products.

In Vietnam, converting visibility into purchase has been most successful for fruit and vegetables (86%),
fish and seafood (85%), beef, pork and other meat (84%), and confectionary and snacks (83%), followed
closely by maple syrup and honey (80%), wine, beer and other alcoholic beverages (80%), and natural
health products (77%). In Japan, conversion rates are highest for maple syrup and honey (65%), beef,
pork and other meat (64%) and fish and seafood (60%), followed by confectionary and snacks (56%), and
fruit and vegetables (56%), while fewer of those who recall wine, beer and other alcoholic beverages
(46%) or natural health products (43%) purchased these products.

Conversion rate of product visibility into purchase for Canadian food products in Japan

Type of food Visibility Purchase Conversion
Maple syrup and honey 69% 45% 66%

Beef, pork and other meat 52% 33% 64%

Fish and seafood 52% 31% 59%

Wine, beer and other alcohol 37% 16% 44%
beverages

Confectionary and snacks 25% 14% 55%

Fruit and vegetables 16% 9% 56%
Natural health products 14% 6% 42%

Base: Those who recall seeing Canadian food products while shopping for food online in Japan (n=173)
Q4. Which Canadian food products do you recall seeing? Select all that apply.

Base: Those who recall seeing specific Canadian food products while shopping online in Japan (n=173)
Q5. And did you purchase any of the Canadian food products you saw? Select all that apply.
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Conversion rate of product visibility into purchase for Canadian food products in Vietnam

Type of food Visibility Purchase Conversion
Beef, pork and other meat 67% 56% 84%
Natural health products 62% 48% 77%

Wine, beer and other alcohol 59% 47% 80%
beverages

Fish and seafood 56% 48% 85%

Fruit and vegetables 56% 48% 86%
Confectionary and snacks 54% 45% 83%

Maple syrup and honey 51% 41% 80%

Base: Those who recall seeing Canadian food products while shopping for food online in Vietnam (n=1,034)
Q4. Which Canadian food products do you recall seeing? Select all that apply.

Base: Those who recall seeing specific Canadian food products while shopping online in Vietnam (n=1,026)
Q5. And, did you purchase any of the Canadian food products you saw? Select all that apply.

Canadian product positioning
Associations with food products from Canada

When asked unaided what comes to mind when thinking of food from Canada, top-of-mind associations
are dominated by mentions of specific types of foods. Consumers in all markets, with the exception of
Vietnam, are most likely to mention maple syrup (Japan: 43%, South Korea: 27%, Philippines: 26%,
Vietnam: 11%), followed by beef, pork and other meat (Japan: 16%, South Korea: 9%, Philippines: 13%,
Vietnam: 20%), and fish and seafood (Japan: 13%, South Korea: 6%, Philippines: 3%, Vietnam: 15%). In
Vietnam, beef, pork, and other meat are most commonly associated with Canadian food products,
followed by fish and seafood, maple syrup, and fruit. Notably, mentions of chocolate and sweets are
higher among consumers in the Philippines than other markets.

Other more common mentions related to positive associations with Canadian food products include
quality products among consumers in the Philippines (10%) and Vietnam (6%), and clean food/ no
pesticides (10%), fresh food/ organic (8%), and healthy foods/ nutritious (7%) among consumers in
South Korea.
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Overall associations with food products from Canada

Type of food Japan Vietnam South Korea Philippines

Specific food mention - NET 74% 67% 47% 66%
Maple syrup 43% 11% 27% 26%

Beef, pork, and other meat 16% 20% 9% 13%

Fish and seafood 13% 15% 6% 3%

Fruits 1% 11% 1% 3%

Chocolate and sweets 1% 6% 0% 11%

Honey 2% 1% 2% 1%

Dairy product 0% 2% 1% 4%

Alcohol/beer/wine 1% 3% 0% 1%
R
Positive Mentions about Products - NET 2% 18% 30% 21%
Quality products 0% 6% 2% 10%

Fresh food/organic/real 1% 3% 8% 3%

Healthy foods/nutritious 0% 3% 7% 3%

Clean food/no pesticides 0% 1% 10% 0%
Delicious/tastes good 1% 2% 0% 6%

Nothing 13% 2% 6% 2%

Don’t Know 9% 14% 10% 5%

Base: All respondents within each country; Japan (n=1,750), Vietnam (n=1,750), South Korea (n=1,000), Philippines

(n=1,000)
Q11. When it comes to food, what is the first thing that comes to your mind when you think of Canada? (Open end
question) *overall mentions of less than 2% not shown.

Differences are observed in top-of-mind associations of food with Canada by demographics, of which
the most consistent trends across all markets are by age and level of formal education.

e InJapan, consumers with more formal education or higher household income are more likely
than those with lower levels of education or income to associate specific types of food with
Canada (in particular maple syrup or fish and seafood). Women are more likely than men to
mention maple syrup, while men are more likely to think of fish and seafood. Older consumers
are also more likely to mention fish and seafood than younger consumers.

e InVietnam, associations of specific types of food with Canada (in particular beef, pork and other
meat or fish and seafood) are higher among those with more formal education compared to
those with less, and higher household income compared to those with lower income. Women
are more likely to think of fruit compared to men, while older consumers (in particular those 50
years or older) are more likely to mention beef, pork and other meat compared to younger

consumers.
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e In South Korea, consumers under 35 years and those with more formal education are more
likely to associate maple syrup with Canada compared to those under 35 and those with lower
levels of education respectively.

e In Philippines, consumers with higher household income are more likely than those with less
income to associate specific types of food with Canada (in particular maple syrup). Consumers
under 35 are more likely to associate maple syrup with Canada compared to those 35 or older,
while older consumers (in particular those 50 or older) are more likely to mention beef, pork
and other meat.

When asked to name types of foods they associate with Canada, maple syrup and beef, pork and other
meat are consistently among the top mentions across all markets however differences are observed by
country with certain foods more prominent in the minds of consumers.

In Japan, maple syrup is most strongly associated with Canada (43%), followed by beef, pork and other
meat (31%), and fish and seafood (28%), while considerably fewer mention any other type of food. In
Vietnam, consumers are most likely to mention beef, pork and other meat (40%), followed by fish and
seafood (30%), fruit (26%), confectionary and snacks (18%), and maple syrup (15%). In South Korea,
associations are strongest with beef, pork and other meat (43%), followed by maple syrup (38%), and
fish and seafood (32%). In the Philippines, consumers are most likely to mention confectionary and
snacks (41%), followed by maple syrup (36%), beef, pork and other meat (32%), processed foods (19%),
wheat and other types of cereal (17%), and fruit (14%), while fish and seafood is notably much less
commonly associated with Canada (11%) than in other markets.
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Food products associated with Canada.

Type of food Japan Vietnam South Korea Philippines
Maple syrup 43% 15% 38% 36%
Beef, pork, and other meat 31% 40% 43% 32%
Fish and seafood 28% 30% 32% 11%
Confectionary and snacks 7% 18% 9% 41%
Honey 4% 3% 6% 2%
Fruit 1% 26% 9% 14%
Wine, beer and other alcohol beverages 4% 10% 7% 3%
Wheat and other types of cereal 4% 5% 12% 17%
Dairy products 3% 6% 4% 11%
Vegetables 1% 7% 1% 2%
Processed foods 0% 2% 1% 1%
Unprocessed foods 0% 2% 1% 1%
Bread and pastries 0% 1% 1% 4%
Brand name 0% 1% 1% 6%
Natural health products 0% 4% 8% 1%
Other 0% 2% 1% 3%
Nothing 16% 2% 5% 3%
Don’t know 12% 15% 12% 9%
Base: All respondents within each country; Japan (n=1,750), Vietnam (n=1,750), South Korea (n=1,000), Philippines

(n=1,000)
Q12. Please name up to three foods that you associate with being from Canada.

Differences are observed in food products associated with Canada by demographics, of which the most
prominent across all markets are by level of formal education and household income.

e InJapan, consumers with more formal education or higher household income are more likely
than those with lower levels of education or income to associate any type of food with Canada
(in particular beef, pork and other meat, maple syrup and fish and seafood). Women are more
likely than men to mention maple syrup, while men are more likely to think of fish and seafood.
Older consumers are more likely to mention fish and seafood or beef, pork and other meat than
younger consumers (in particular those under 35 years).

e In Vietnam, consumers with more formal education or higher household income are more likely
than those with lower levels of education or income to associate any type of food with Canada
(most notably maple syrup, beef, pork and other meat, fish and seafood and fruit). Women are
more likely than men to mention fish and seafood or maple syrup. Older consumers (in
particular those 50 years or older) are more likely to mention beef, pork and other meat or fish
and seafood compared to younger consumers, while younger consumers are more likely to

mention confectionary or snacks or maple syrup.
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e In South Korea, women are more likely than men to mention wheat and other types of cereal,
confectionary and snacks, and natural health products, while men are more likely to mention
fish and seafood.

e In Philippines, consumers with more formal education or higher household income are more
likely than those with lower levels of education or income to associate any type of food with
Canada (in particular beef, pork and other meat, maple syrup and fish and seafood). Women are
more likely than men to mention confectionary and snacks, while men are more likely to
mention fruit. Consumers under 35 years are more likely to mention maple syrup and wheat
compared to those 35 or older, while older consumers (in particular those 50 years or older) are
more likely to mention beef, pork and other meat or fruit.

Identification of food products from Canada

Among those who have purchased a Canadian food product in the past six months, by far the most
common way consumers knew it was from Canada is because the product had a “Made in Canada”
alabel (Japan: 73%, Vietnam: 79%, South Korea: 61%, Philippines: 79%), and to a lesser extent the maple
leaf symbol (Japan: 38%, Vietnam: 51%, South Korea: 50%, Philippines: 45%). In Vietnam, roughly half of
consumers also relied on other ways to identify Canadians food products including that it was promoted
as Canadian in-store (53%) or online (47%), or familiarity with the brand name or producer (50%). In the
Philippines, familiarity with the brand name or producer (41%) is also among the more common ways
consumers identify Canadian products.

Identifying Canadian food products

Ways of identifying Canadian food Japan Vietnam South Korea Philippines
products

“Made in Canada” label 73% 79% 61% 79%
Maple Leaf symbol 38% 51% 50% 45%
Promoted as a Canadian product in-store 17% 53% 30% 30%
Familiarity with brand name or producer 13% 50% 23% 41%
Promoted as a Canadian product online 12% 47% 29% 33%
| assumed it was, but didn’t know for sure 4% 0% 1% 3%

Base: Those who have ever purchased at least one type of Canadian food product in the past six months; Japan
(n=550), Vietnam (n=1,286), South Korea (n=543), Philippines (n=549)
Q10. How could you tell these products were from Canada? (open ended question)

The most consistent differences across markets in the ways consumers could tell a product was from
Canada by demographics are by household income, while age, gender, and education also play a role in
some countries:

e InJapan, consumers with higher household income are more likely to mention the maple leaf
symbol, that the product was promoted as Canadian online, or familiarity with the brand name
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or producer compared to those with lower income. Mentions of a "Made in Canada" label are
higher among consumers 50 years or older compared to those under 50 and those who reside in
urban areas compared to those in rural areas.

e |n Vietnam, food products are more likely to be identified as Canadian using all the ways listed
among women compared to men, older consumers compared to younger consumers, those
with more formal education compared to those with less, and higher household income
compared to those with lower levels of income.

e |n South Korea, women are more likely to mention the maple leaf symbol than men, while
consumers with higher household income are more likely to say a "Made in Canada" label
compared to those with lower income.

e Inthe Philippines, products are more likely to be identified as Canadian using all the ways listed
among those with more formal education compared to those with less, higher household
income compared to those with lower levels of income, and those who reside in urban areas

compared to those in rural areas.

Satisfaction with food products from Canada

Among those who have purchased a Canadian food product in the past six months, the vast majority of
consumers in all markets were satisfied with the product and impressions are strongest in Vietnam
(96%) and the Philippines (94%), followed by Japan (80%) and South Korea (76%). Notably, consumers in
Vietnam and the Philippines are considerably more likely to be “very satisfied” with the product they
purchased (73% and 49% respectively) compared to those in Japan (20%) or South Korea (14%) where

most were “somewhat satisfied” (60% and 62% respectively).

Satisfaction with Canadian food products

Level of satisfaction Japan Vietnam South Korea Philippines
Very/Somewhat Satisfied 80% 96% 76% 94%
Very satisfied 20% 73% 14% 49%
Somewhat satisfied 60% 23% 62% 45%
Neither satisfied nor dissatisfied 19% 4% 23% 6%
Somewhat dissatisfied 1% 0% 1% 0%
Very dissatisfied 0% 0% 0% 0%

Base: Those who have ever purchased at least one type of Canadian food product in the past six months; Japan
(n=550), Vietnam (n=1,286), South Korea (n=543), Philippines (n=549)

Q8. Generally speaking, how satisfied or dissatisfied were you with the Canadian food product(s) you purchased?

Notable differences in satisfaction with Canadian food products by demographics include:

e InJapan, consumers under 50 (under 35: 27%, 35-49: 25%) and those with moderate to high
household income (26% for both) are more likely to say they are “very satisfied” compared to
those 50 years or older (16%) and those with lower income (15%) respectively.

27



Unclassified / Non classifié

e InVietnam, older consumers (50 years and older: 85%, 35-49: 73%) and women (77%) are more
likely to be “very satisfied” compared to younger consumers (under 35 years: 63%) and men
(69%) respectively.

e In South Korea, consumers under 50 years (under 35 years: 19%, 35-49: 21%) are more likely to
be “very satisfied” compared to those 50 years or older (8%).

e In the Philippines, satisfaction is higher among those who reside in an urban area (96%)
compared to those in rural areas (87%), driven primarily by a greater proportion who are “very

satisfied” (52% and 36% respectively).

Reasons for satisfaction with food products from Canada

The quality, and to a lesser extent the taste, of Canadian food products are consistently among the most
common reasons consumers provided for their satisfaction with the product they purchased, however
the primary reason varies by market. In Japan, consumers are by far most likely to mention the taste
(44%) followed by affordability (25%) and quality (21%). In Vietnam and the Philippines, the quality of
the product is mentioned most often (47% and 49% respectively), while other much less common
reasons include the taste (14% and 20%), that the product was healthy (20% and 8%) or general
comments about being satisfied (12% and 18%). In South Korea, no one reason dominates and
consumers are most likely to mention the quality of the product (31%), followed by affordability (24%),
fresh (17%) and the taste (16%). Due to very small sample sizes, results among those who are
dissatisfied with the Canadian food product they purchased are too small for reporting.

Reasons for satisfaction with Canadian food products

Reason for satisfaction Japan Vietnam South Korea Philippines
Delicious/tastes good 44% 14% 16% 20%
Good price/affordable 25% 10% 24% 9%
Quality product/good food 21% 47% 31% 49%
Healthy/nutritious/safe foods 10% 20% 9% 8%
Good/satisfied/like it 7% 12% 13% 18%
Fresh/natural/organic foods 5% 12% 17% 8%
Quality brand/trustworthy/reliable 3% 4% 8% 2%
Imported/informative of origin 1% 4% 1% 3%
Good packaging/labeling 1% 3% 1% 3%
Clean food/pure 0% 2% 6% 0%
Other positive mentions 3% 2% 2% 6%

Base: Those who are very or somewhat satisfied with Canadian food products purchased in the past six months
Japan (n=440), Vietnam (n=1,231), South Korea (n=511), Philippines (n=513)
Q9. You indicated you were [insert response from Q8: Very/Somewhat satisfied]. Why do you say that? (verbatim

comments recorded and coded)
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Differences in reasons for satisfaction with Canadian food products by demographics include:

e InJapan, taste is mentioned more frequently among women (50%) than men (40%), younger
consumers (under 35: 55%) compared to older consumers (35-49: 44%, 50 years and older: 41%)
and those with lower household incomes (49%) compared to those with high income (30%).
Consumers with higher income are more likely to mention healthy (22% versus 7% among low
income) and fresh (13% versus 3%) compared to those with lower income.

e InVietnam, quality is mentioned more often among women (50%) compared to men (44%) and
higher income households (50%) compared to those with moderate (35%) or low income (38%).
Women are also more likely to mention healthy (24%) and fresh (14%) compared to men (16%
and 10%).

e There are no notable differences in the Philippines or South Korea.

Perceived attributes of food products from Canada

VT

Canadian food products are most strongly associated with being “high-quality”, “safe” and
“trustworthy” across all markets, while ratings are also relatively high for being “healthy” and “great
tasting”. Impressions are generally weaker for being seen as “innovative” and “diverse” (in other words,
range of offerings), while ratings on “sustainability-produced” and “fresh” also tend to be softer in most
markets. Notably, consumers do not perceive Canadian food to be particularly “expensive” and ratings
in this area are generally among the lowest of any attribute across all markets.

Consumers in Vietnam and the Philippines have by far the most positive impressions of Canadian food
products, while ratings are weaker in South Korea and Japan in particular where consumers are more
likely to express a neutral opinion or say they don’t know.

¢ InJapan, ratings of Canadian food are strongest for “great tasting” (52%), followed by
“trustworthy” (48%), “safe” (44%) and “high quality” (37%), while impressions are weakest for
being “innovative” (13%), “sustainably-produced” (23%), and “expensive” (25%).

e InVietnam, consumers are most likely to rate Canadian food highly for being “high quality”
(86%), “trustworthy” (85%), “safe” (85%), and “healthy” (84%), followed closely by “sustainably
produced” (82%) and “great tasting” (81%). Ratings are comparatively weaker for being
“expensive” (60%) and to a lesser extent “diverse” (77%), “fresh” (77%) and “innovative” (78%).

e In South Korea, Canadian food is most strongly associated with being “trustworthy” (63%), “high
quality” and “safe” (62% each), followed closely by “healthy” (60%) and “great tasting” (57%).
Impressions are much weaker for being seen as “innovative” (24%), “expensive” (33%),
“diverse” (40%), and to a lesser extent “sustainably-produced” (51%).

e Inthe Philippines, consumer impressions of Canadian food closely mirror those observed in
Vietnam, with ratings highest for “high quality” (88%), followed by “safe” (85%), “trustworthy”
(84%), “great tasting” (83%) and “healthy” (79%). Ratings are comparatively weaker for being
“expensive” (72%).
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Perceptions of food products from Canada in Japan

Traits of food Strongly Agree Somewhat Agree Total Agree
High quality 6% 32% 38%
Sustainably-produced 3% 20% 23%
Safe 7% 37% 44%
Diverse (range of food 4% 25% 29%
products)
Innovative 2% 11% 13%
Trustworthy 8% 40% 48%
Healthy 4% 30% 34%
Expensive 3% 22% 25%
Great tasting 10% 42% 52%
Fresh 4% 26% 30%

Base: All respondents in Japan (n=1,750)
Q13. To what extent do you agree or disagree with each the following statements as it relates to Canadian food.
Canadian food is....

Perceptions of food products from Canada in Vietnam

Traits of food Strongly Agree Somewhat Agree Total Agree
High quality 57% 29% 86%
Sustainably-produced 48% 34% 82%
Safe 56% 29% 85%
Diverse (range of food 42% 35% 77%

products)

Innovative 42% 36% 78%
Trustworthy 55% 30% 85%
Healthy 51% 33% 84%
Expensive 25% 35% 60%
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Great tasting

49%

32%

81%

Fresh

45%

32%

77%

Base: All respondents in Vietnam (n=1,750)
Q13. To what extent do you agree or disagree with each the following statements as it relates to Canadian food.

Canadian food is....

Perceptions of food products from Canada in South Korea

Traits of food Strongly Agree Somewhat Agree Total Agree
High quality 12% 49% 62%
Sustainably-produced 7% 44% 51%
Safe 11% 51% 62%
Diverse (range of food 6% 34% 40%
products)
Innovative 4% 20% 24%
Trustworthy 13% 50% 63%
Healthy 11% 49% 60%
Expensive 5% 28% 33%
Great tasting 9% 48% 57%
Fresh 11% 44% 55%

Base: All respondents in South Korea (n=1,000)
Q13. To what extent do you agree or disagree with each the following statements as it relates to Canadian food.

Canadian food is....

Unclassified / Non classifié
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Perceptions of food products from Canada in the Philippines

Traits of food Strongly Agree Somewhat Agree Total Agree
High quality 53% 35% 88%
Sustainably-produced 36% 41% 77%
Safe 47% 38% 85%
Diverse (range of food 34% 43% 76%
products)
Innovative 35% 40% 75%
Trustworthy 44% 40% 84%
Healthy 38% 41% 79%
Expensive 26% 46% 72%
Great tasting 44% 39% 83%
Fresh 36% 40% 76%

Base: All respondents in the Philippines (n=1,000)

Q13. To what extent do you agree or disagree with each the following statements as it relates to Canadian food.

Canadian food is....

Notable differences are observed in impressions of Canadian food by demographics and are primarily

driven by level of formal education and income across all markets.

In Japan, associations with Canadian food are stronger across all attributes among those with
more formal education compared to those with less, those with higher household income
compared to those with lower levels of income, and those who reside in an urban area
compared to those in rural areas, with the exception of being “innovative” or “expensive” where
results are generally consistent. Notably, consumers with less education, lower income, and
those who reside in a rural area are generally more likely to say they don’t know enough to
provide a rating for each attribute. Consumers 50 years or older are less likely to rate Canadian
food highly for being “diverse”, “innovative”, and “expensive” compared to those under 50 due
to a higher proportion who express a neutral opinion.

In Vietnam, ratings of Canadian food are higher across all attributes among women compared to
men, consumers 35 years or older compared to those under 35, those with more formal
education compared to those with less, those with higher household income compared to those
with lower levels of income, and those who reside in an urban area compared to those in rural
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areas. These gaps in ratings are driven primarily by a higher proportion who express a neutral
opinion or say they don’t know among men, younger consumers, those with less education,
lower income or those who reside in a rural area.

e |n South Korea, impressions of Canadian food are generally stronger among those with higher
household income compared to those with low income who are more likely to say they don’t
know. Men are more likely than women to rate Canadian food highly for being “safe” or
“innovative”, while consumers under 35 years are more likely to provide high ratings for
“diverse” compared to those 35 or older.

e Inthe Philippines, associations with Canadian food are stronger across all attributes among
those with more formal education compared to those with less, those with higher household
income compared to those with lower income, and those who reside in an urban area compared
to those in rural areas (with the exception of being “expensive” and “sustainably-produced”
where results are generally consistent). The gaps in ratings are driven primarily by a higher
proportion who say they don’t know among those with less education, lower income, and those
who reside in a rural area. Women are more likely than men to rate Canadian food higher for
being “high-quality” and “expensive”.

Interest in buying food products from Canada and other select markets

Most consumers in all markets express at least a moderate degree of interest in buying food products
from Canada in the future, although strength of interest varies considerably by country. Overall, interest
in food products from Canada is by far the highest in the Philippines (94% “very” or “somewhat
interested”) and Vietnam (88%), where more than half of consumers are “very interested” (53% and
55% respectively), followed by South Korea (66%) and Japan (49%), where most are “somewhat
interested” (55% and 41% respectively) and a higher proportion say they don’t know (4% and 10%
respectively).

In comparison to food products from other countries asked about in the survey, interest in food
products from Canada is generally consistent with those from the US, Australia, and New Zealand, while
fewer express interest in products from France across all markets. Notably, consumers in Vietnam and
the Philippines are more likely to be “very interested” in buying food products from Canada compared
to other countries.

Broadly speaking, consumers in Japan and to a lesser extent South Korea are less interested in buying
food products from all countries asked about in the survey and are somewhat more likely to be
interested in products from Australia relative to other countries.

e InJapan, consumers are most likely to express interest in buying food products from Australia
(53%), followed by Canada (49%), the US (48%), New Zealand (48%), and France (45%).

e InVietnam, interest is highest for buying food products from Canada (88%), followed closely by
the US (86%) and Australia (85%), while fewer express interest in food products from New
Zealand (80%) or France (75%).
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e |nthe Philippines, consumers are most likely to express interest in buying food products from
Canada (94%), followed closely by the US (92%), Australia (92%) and New Zealand (92%), while

fewer are interested in food products from France (86%).

e In South Korea, interest is highest for buying food products from Australia (70%), followed by
Canada (66%), New Zealand (65%), and the US (64%), while fewer express interest in food

products from France (48%).

Unclassified / Non classifié

Interest in buying food products from various countries in the future in Japan

Country Very interested Somewhat interested Total interested
Australia 7% 46% 53%
Canada 8% 41% 49%
United States 7% 41% 48%
New Zealand 7% 41% 48%
France 7% 38% 45%

Base: All respondents in Japan (n=1,750)

Q14. To what extent would you say you are interested in buying food products from the following countries in the

future?

Interest in buying food products from various countries in the future in Vietham

Country Very interested Somewhat interested Total interested
Australia 38% 47% 85%
Canada 55% 33% 88%
United States 39% 47% 86%
New Zealand 34% 46% 80%
France 27% 48% 75%

Base: All respondents in Vietnam (n=1,750)

Q14. To what extent would you say you are interested in buying food products from the following countries in the

future?
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Interest in buying food products from various countries in the future in South Korea

Country Very interested Somewhat interested Total interested
Australia 13% 57% 70%
Canada 11% 55% 66%
United States 10% 54% 64%
New Zealand 11% 53% 65%
France 6% 42% 48%

Base: All respondents in South Korea (n=1,000)
Q14. To what extent would you say you are interested in buying food products from the following countries in the
future?

Interest in buying food products from various countries in the future in the Philippines

Country Very interested Somewhat interested Total interested
Australia 41% 51% 92%
Canada 53% 41% 94%
United States 51% 41% 92%
New Zealand 44% 48% 92%
France 36% 50% 86%

Base: All respondents in the Philippines(n=1,000)
Q14. To what extent would you say you are interested in buying food products from the following countries in the
future?

Interest in buying food products from Canada differs by demographics across all markets, with the most
consistent differences observed by level of education, income, and whether they reside in an urban or
rural area.

e InJapan, interest in food products from Canada is higher among those with more formal
education (58%) compared to those with less (moderate: 45%, low: 38%), those with higher
household income (high: 65%, moderate: 56%) compared to those with lower income (45%),
and those who reside in urban areas (51%) compared to those in rural areas (43%).

e InVietnam, women (61%) and older consumers (50 years and older: 62%, 35-49: 55%) are more
likely to be "very interested” in buying food products from Canada compared to men (49%) and
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younger consumers (under 35: 48%) respectively. Interest is also higher among those with more
formal education (high: 90%, moderate: 84%) compared to those with less (low: 66%), those
with higher household income (high: 92%, moderate: 80%) compared to those with lower
income (63%), and those who reside in urban areas (91%) compared to those in rural areas
(77%).

In South Korea, interest in food products from Canada is higher among consumers 50 years or
older (72%) compared to those under 50 years (35-49: 64%, under 35: 58%), those with more
formal education (69%) compared to those with less (moderate: 56%, low: 13%), those with
higher household income (high: 72%, moderate: 71%) compared to those with lower income
(55%), and those who reside in urban areas (69%) compared to those in rural areas (59%).

In the Philippines, consumers with more formal education (high: 55%, moderate: 44%), those
with higher household income (high: 66%, moderate: 58%), and those who reside in urban areas
(57%) are more likely to be “very interested” compared to those with less education (low: 43%),
lower income (43%), and those in rural areas (42%) respectively. Women (44%) are more likely
to be “somewhat interested” than men (37%).
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Social media consumption habits
Recall of Canadian food products on social media in Japan and Vietnam

Among consumers in Japan and Vietnam who report using each social media platform, a strong majority
have seen content about Canadian food in the past six months through at least one channel, of which
YouTube (in both markets) and Facebook (in Vietnam) are the most prevalent.

In Japan, three quarters (76%) of those who use YouTube recall content about Canadian food in the past
six months, while considerably fewer mention seeing anything on Instagram (32%). In Vietnam, two
thirds (62%) of the consumers who use either YouTube or Facebook recall content about Canadian food,
followed by TikTok (53%), while fewer mention Instagram (27%).

Exposure to content about Canadian food on social media platforms.

Social media platform Japan Vietnam
YouTube 76% 62%
Instagram 32% 27%
Facebook - 62%
TikTok - 53%
None of the above - 17%

Base: All respondents from Japan who use Instagram or YouTube (1,579), and all respondents from Vietnam who
use YouTube, Instagram, Facebook, or TikTok (n=1,748).
Q16. Have you seen any content about Canadian food on the following platforms within the past six months?

Differences are observed in recall of content about Canadian food on social media platforms by
demographics including:

e InJapan, recall of content on YouTube is higher among men (85%) compared to women (68%),
while women are more likely to mention seeing something on Instagram (41% versus 22%
among men). Higher income households (high: 45%, moderate: 35%) are also more likely to
recall content on Instagram compared to those with lower income (low: 29%).

e In Vietnam, recall of content on all social media platforms is higher among women than men,
those with more formal education compared to those with less, and those with higher
household income compared to those with lower income. Older consumers are more likely to
have seen content about Canadian food on YouTube (35 years or older: 64%, under 35: 57%) or
Instagram (50 years and older: 35%, 35-49: 23%, under 35: 24%) compared to younger
consumers.
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Frequency of use of social media platforms

When looking at reported use of social media platforms, consumer preferences vary by market, and
those in Vietnam and the Philippines are more likely to use all platforms compared to those in South
Korea and Japan in particular. Consumers in all markets are most likely to report using YouTube on a
frequent basis, while Facebook is equally as popular in Vietnam of the Philippines.

Nearly all consumers in Vietnam and the Philippines (97% for both) report using YouTube “once
a week or more often”, followed closely by those in South Korea (94%), while fewer use the
platform at the same frequency in Japan (79%).

Facebook is also among the most frequently used platforms in Vietnam and the Philippines (97%
use “once a week or more often”), followed by South Korea (51%), while the platform is much
less popular in Japan (27%).

Instagram is used frequently by a strong majority of consumers in the Philippines (79% “once a
week or more often”), Vietnam (71%) and South Korea (69%), while roughly half of consumers in
Japan use it as often (46%).

TikTok is particularly popular among consumers in Vietnam (85%) and the Philippines (76%),
while considerably fewer use it as frequently in South Korea (33%) and Japan (24%).

Frequency of use of social media platforms in Japan

Social media platform Once a week or more often Ever
YouTube 79% 89%
Instagram 46% 58%
Facebook 27% 46%
TikTok 24% 36%

Base: All respondents in Japan (n=1,750)
Q15. How frequently do you use each of the following social media platforms?

Frequency of use of social media platforms in Vietham

Social media platform Once a week or more often Ever
YouTube 97% 100%
Instagram 71% 86%
Facebook 97% 99%
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TikTok

85%

92%

Base: All respondents in Vietnam (n=1,750)
Q15. How frequently do you use each of the following social media platforms?

Frequency of use of social media platforms in South Korea

Social media platform Once a week or more often Ever
YouTube 94% 98%
Instagram 69% 81%
Facebook 51% 71%
TikTok 33% 45%

Base: All respondents in South Korea (n=1,000)
Q15. How frequently do you use each of the following social media platforms?

Frequency of use of social media platforms in the Philippines

Social media platform Once a week or more often Ever
YouTube 97% 100%
Instagram 79% 90%
Facebook 97% 99%
TikTok 76% 87%

Base: All respondents in the Philippines (n=1,000)
Q15. How frequently do you use each of the following social media platforms?

Unclassified / Non classifié

Differences are observed in the frequency of use of social media platforms by demographics and is

notably higher among younger consumers across all markets.

e InJapan, younger consumers (in particular those under 35 years) are more likely than older

consumers to use all platforms on a frequent basis, with the exception of Facebook. Men are

more likely to report using YouTube on a frequent basis compared to women, while women are

more likely to use Instagram.
e In Vietnam, consumers with higher household incomes are more likely to use all platforms

compared to those with lower income. Younger consumers are more likely to use Instagram or

TikTok compared to older consumers, while women are more likely to use TikTok or Instagram

compared to men.
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In South Korea, consumers with higher household income are more likely to use all platforms
compared to those with lower income. Younger consumers are more likely to use YouTube or
Instagram compared to older consumers, while men are more likely to use Facebook than
women.

In the Philippines, younger consumers are more likely to use Instagram or TikTok compared to
older consumers, while women are more likely to use TikTok than men.

Sources of inspiration

Consumers report relying on a diverse range of sources for culinary inspiration and information about
food and seafood. YouTube, search engines like Google, family and friends, and Facebook are the most
common across all markets. Notably, consumers in Japan are much less likely to use any of the sources

explored in the survey.

In Japan, cooking shows on television are the most common source of inspiration (38%),
followed by YouTube (31%), Google or other search engines (31%), news outlets (24%), and
friends and family (23%).

In Vietnam, consumers are most likely to use YouTube for inspiration (69%), followed by
Facebook (57%), Google or other search engines (52%), TikTok (50%), and friends and family
(40%).

In South Korea, YouTube is the most common source of inspiration (70%), followed by Google or
other search engines (52%), friends and family (30%), Instagram (29%), and cooking shows on
television (28%).

In the Philippines, consumers are by far most likely to use YouTube for inspiration (88%),
followed by Facebook (68%), friends and family (57%), Google or other search engines (55%),
cooking shows on television (46%), and TikTok (45%).
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Sources of inspiration and information on food

Source of inspiration and information Japan Vietnam South Korea Philippines

on food

Cooking shows on television 38% 35% 28% 46%

YouTube 31% 69% 70% 88%

Google or other search engine 31% 52% 52% 55%

News outlets (physical newspapers or 24% 22% 16% 12%
online)

Friends or family 23% 40% 30% 57%

Instagram 16% 19% 29% 32%

Cookbooks you have at home 14% 20% 9% 29%

Lifestyle magazines who talk about food 12% 23% 9% 23%

TikTok 7% 50% 8% 45%

International news outlets (physical 7% 16% 4% 10%
newspapers or online)

Facebook 3% 57% 10% 68%

Pinterest 2% 10% 4% 15%

Other 10% 21% 2% 1%

None of the above 22% 1% 5% 1%

Base: All respondents within each country; Japan (n=1,750), Vietnam (n=1,750), South Korea (n=1,000), Philippines
(n=1,000)

Q17. When it comes to cooking and food, where do you turn to for inspiration and/or to look for information on
food and seafood?

Differences are observed regarding preferred sources of inspiration and information for food by
demographic including:

e |nJapan, women are more likely than men to rely on cooking shows, lifestyle magazines,
cookbooks, and Instagram, while men are more likely to use YouTube or news outlets. Older
consumers (in particular those 50 years or older) are more likely to rely on cooking shows or
news outlets compared to younger consumers and less likely to use YouTube or Instagram.

e InVietnam, older consumers (in particular those 50 years or older) are more likely to rely on
Instagram or news outlets compared to younger consumers. Women are more likely than men
to use YouTube, Facebook, Instagram, TikTok or Pinterest.

e In South Korea, women are more likely than men to rely on friends and family, cooking shows on
television, cookbooks or Instagram, while men are more likely to use Google or other search
engines. Younger consumers (in particular those under 35 years) are more likely to use
Instagram and less likely to rely on cooking shows on television compared to older consumers.

e Inthe Philippines, women are more likely than men to rely on cooking shows on television,
YouTube, Facebook, Pinterest or TikTok, while men are more likely to use news outlets. Younger
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consumers (in particular those under 35 years) are more likely to use TikTok or Instagram
compared to older consumers who are more likely to rely on Google or other search engines.

Food purchasing locations

The retail landscape varies across markets, with Japan and South Korea having a more concentrated
market dominated by a few leading retailers, while Vietnam and the Philippines have a more dispersed

market with several retailers having substantial market penetration.

In Japan, consumers are by far most likely to report purchasing food from Aeon (56%) in the past six
months, followed by Gyomu Supa (37%), Amazon (26%), and Rakuten (22%), while in South Korea, Emart
(75%) is the most frequented food retailer, followed by Coupang (67%), Home Plus (56%), and Lotte
Mart (44%).

In Vietnam and the Philippines, consumers report having made food purchases at a wider variety of
retailers in the past six months. In Vietnam, consumers are most likely to report purchasing food from
Big C (66%), followed by Shopee (59%), and Coopmart (54%), while Lazada (46%), Aeon (38%), and
TikTok Shop (37%) are also among the most frequented retailers. In the Philippines, 7-Eleven (74%) is
the most prominent food retailer, followed by Shopee (63%), Mercury Drugstore (58%), SM
Hypermarket (58%), Lazada (54%), and Puregold (53%), while Robinson's (49%), Savemore (45%),
Watsons' (44%), and Alfamart (44%) are also relatively prominent.

Notably, some retailers have a significant presence in multiple countries:

o Aeon in Vietnam and Japan
J Shopee and Lazada in Vietnam and the Philippines
o LotteMart in Vietnam and South Korea

Food retailers purchased from within the last six months in Japan

Retailer Purchased from in past six
months

Aeon Japan 56%
Gyomu Supa 37%
Amazon 26%
Rakuten Ichiba 22%
Ito-Yokado 15%
Yahoo Marketplace 15%
Seijo-Ishii 11%
Costco Japan 11%
Isetan/Mitsukoshi 5%
Takashimaya 5%
Kinokuniya 2%
None of the above 16%
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Base: All respondents in Japan (n=1,750)

Q2. In the past six months have you purchased food at any the following: Select all that apply.

Food retailers purchased from within the last six months in Vietham

Retailer Purchased from in past six
months

Big C 66%
Shopee Vietnam 59%
Coopmart 54%
Lazada Vietnam 46%
AEON Vietnam 38%
TikTok Shop 37%
Vinmart 34%
WinMart 32%
Lottemart 29%
Tiki 23%
MegaMarket 18%
Zalo 15%
Emart Vietnam 10%
Homefarm 6%
AceFoods 5%
Soi Vien 5%
None of the above 2%

Base: All respondents in Vietham (n=1,750)

Q2. In the past six months have you purchased food at any the following: Select all that apply.

Food retailers purchased from within the last six months in South Korea

Retailer Purchased from in past six
months

Emart South Korea 75%
Coupang 67%
Homeplus 56%
Lotte Mart 44%
Market Kurly 32%
SSG.com 31%
Costco 27%
None of the above 3%

Base: All respondents in South Korea (n=1,000)

Q2. In the past six months have you purchased food at any the following: Select all that apply.

Unclassified / Non classifié
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Food retailers purchased from within the last six months in the Philippines

Philippines Percent of respondents
7-Eleven 74%
Shopee Philippines 63%
Mercury Drugstore 58%
SM Hypermarket 58%
Lazada Philippines 54%
Puregold 53%
Robinson’s 49%

Supermarket
Savemore 45%
Watson’s 44%
Alfamart 26%
Metro Gaisano 21%
Walter Mart 18%
Shopwise 13%
AllDay 11%
The Landmark 10%
Supre8 Grocery 9%
Warehouse

Marketplace by Rustan’s 8%
Prince Hypermart 7%
GoCart 2%
None of the above 1%

Base: All respondents in the Philippines (n=1,000)
Q2. In the past six months have you purchased food at any the following: Select all that apply.

Purchase behaviour by retailer varies by demographics across markets, of which the most consistent

differences are level of education and income:

e InJapan, men are more likely to report having purchased food at Aeon (58%) or Amazon (29%)
compared to women (53% and 23% respectively). Younger consumers are also more likely to
have purchased food at Aeon (under 35: 62%) or Amazon (33%) compared to older consumers
(50 years and older: 53% and 23%), and less likely to have shopped for food at Gyomu Supa
(30% versus 35-49: 41%, 50 years and older: 38%). Consumers with more formal education or
higher household income are more likely to have purchased food from Amazon (30% and 42%) ,
Rakuten Ichiba (26% and 37%), and Seijo-Ishii (17% and 29%) compared to those with less
education (moderate: 20%, 18%, 8%; low: 23%, 19%, 4%) and lower income (moderate: 30%,
26%, 16%; low: 24%, 20%, 6%) respectively.

44



Unclassified / Non classifié

In Vietnam, reported purchase of food at nearly all retailers is higher among women compared
to men, those with more formal education compared to those with less, those with higher
household income compared to those with lower income, and those who reside in urban areas
compared to those in rural areas. Younger consumers are more likely to report purchasing food
at several retailers including Shopee (under 35: 69%, 35-49: 57%, 50 years and older: 49%), Aeon
(46%, 37%, 31%), WinMart (41%, 32%, 22%), TikTok Shop (50%, 33%, 27%), Emart (18%, 7%,
6%), Homefarm (10%, 5%, 4%), and AceFoods (8%, 5%, 3%) compared to older consumers, while
older consumers are more likely to report purchasing food at Coopmart (50 years and older:
62%, 35-49: 51%, under 35: 50%).

In South Korea, reported purchase of food at nearly all retailers is higher among those with
more formal education compared to those with less, those with higher household income
compared to those with lower income, and those who reside in urban areas compared to those
in rural areas. Women are more likely than men to have purchased food from Homeplus (59%
versus 53%) and Market Kurly (36% versus 29%). Consumers under 35 years are more likely to
have purchased food at Coupang compared to older consumers (under 35: 78%, 35-49: 62%, 50
years and older: 65%).

In the Philippines, reported purchase of food at nearly all retailers is higher among those with
more formal education compared to those with less, those with higher household income
compared to those with lower income, and those who reside in urban areas compared to those
in rural areas. Consumers under 35 years are more likely to report purchasing food at 7-Eleven
(80% versus 35-49: 72%, 50+: 67%) and Shopee (72% versus 35-49: 57%, 50 years and older:
55%) compared to those 35 years or older. Women are more likely to have purchased food at
Watson’s than men (49% versus 40%).

Profile of respondents

The demographic characteristics of the surveyed populations are presented below. Data presented are

weighted proportions.

Japan
Age Sample proportion
18-24 3%
25-34 15%
35-44 12%
45-54 34%
55-64 33%
65 and older 3%
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Education Sample proportion
Graduate schools 5%
Universities 41%
Junior colleges 9%
Colleges of technology 2%
Professional training colleges 11%
Upper secondary specialized training schools 1%
Upper secondary schools 29%
Lower secondary schools 2%
Gender Sample proportion
Male 48%
Female 52%
Another gender 0%
Prefer not to answer 1%
Income Sample proportion
Low (¥5,999,999 or less annually) 52%
Medium (¥6,000,000 to ¥11,999,999 annually) 32%
High (¥12,000,000 or more annually) 6%
Prefer not to answer 10%
Region Sample proportion
Kanto 35%
Chubu 18%
Kansai 16%
Kyushu/Okinawa 11%
Tohoku 7%
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Chugoku 6%
Hokkaido 4%
Shikoku 3%
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Vietnam
Age Sample proportion
18-24 12%
25-34 24%
35-44 20%
45-54 29%
55-64 16%
65 and older 0%
Education Sample proportion

Doctor 1%
Masters 4%
Universities 66%
Colleges 12%
Vocational schools 3%
Upper secondary school 11%
Lower secondary school 3%
Primary school and below 1%

Gender Sample proportion
Male 49%
Female 51%
Another gender 0%
Prefer not to answer 0%

Income Sample proportion
Low (6,500,000 VND or less monthly) 4%
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Medium (6,500,001 VND to 15,000,000 VND 20%
monthly)
High (15,000,001 VND or more monthly) 75%
Prefer not to answer 1%
Region Sample proportion
Red River Delta 23%
South East 19%
Mekong River Delta 19%
North Central Coast 11%
South Central Coast 10%
Northeast 8%
Central Highlands 6%
Northwest 4%
Philippines
Age Sample proportion
18-24 15%
25-34 28%
35-44 17%
45-54 26%
55-64 13%
65 and older 1%
Education Sample proportion
Has Masters/Doctorate degree 2%
Some Masters 4%
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Has a degree 55%
Some college 27%
Completed high school 11%
Some high school 1%
Completed elementary 0%
Some elementary 0%
Gender Sample proportion
Male 47%
Female 51%
Another gender 1%
Prefer not to answer 1%
Income Sample proportion
Low (P 25,000 or less monthly) 35%
Medium (P 25,001 to P 85,000 monthly) 52%
High (P 85,001 or more monthly) 12%
Prefer not to answer 1%
Region Sample proportion
Luzon 59%
Mindanao 22%
Visayas 19%
South Korea
Age Sample proportion
18-24 4%
25-34 20%
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35-44 15%
45-54 37%
55-64 23%
65 and older 1%
Education Sample proportion

Grad school Ph.D program 3%
Grad school Master’s program 10%
University (4 years or more) 55%
University (2,3 years) 13%
High school 19%
Middle school 0%
Elementary school 0%
None (inc. Preschool) 0%

Gender Sample proportion
Male 50%
Female 50%
Another gender 1%
Prefer not to answer 1%

Income Sample proportion
Low (39,999,999 won or less annually) 27%
Medium (40,000,000 won to 79,999,999 won 48%
annually)
High (80,000,000 won or more annually) 23%
Prefer not to answer 1%
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Region Sample proportion
Gyeonggi and Gangwon 34%
Gyeongsang 25%
Seoul 19%
Chungcheong 11%
Jeolla 10%
Jeju 1%
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Appendix

Detailed methodology

Ipsos conducted a quantitative survey using Computer Assisted Web Interviewing (CAWI). Surveys were
self-completed online and conducted among a national sample of consumers from Japan, Vietnam,
South Korea, and the Philippines. A total of n=1,750 surveys were completed in each Vietnam and Japan,
and n=1,000 in the Philippines and South Korea (5,500 interviews overall). Consumers were defined as
individuals who are 20 years or older, and responsible in total or in part, for shopping for food products
in their households.

Fieldwork was conducted from February 22 to March 11, 2024. Average survey length varied by country:
in Japan, 5 minutes; in Vietnam, 10 minutes; in South Korea, 5 minutes; and in the Philippines, 8
minutes. Interviews were conducted in the respective language for each country and were administered
in Japanese, Vietnamese, Korean, and English (for the Philippines).

Quotas and weighting were employed by gender, age, and region to reflect the composition of the
general population in each country, based on the most recent Census data available for each country. A
margin of error cannot be calculated given the study utilized sample from non-probability online panels.

The sample for the survey was sourced from Ipsos’ proprietary panels and a programmatic network of
vetted vendors across all markets. Incentives are not used for recruitment purposes to ensure quality,
but respondents are incentivized for completing surveys directly proportionate to the amount of time
taken to complete the survey and with comparable incentives offered by other online panel sources.

Sample composition and weighting

The table below indicates the unweighted (counts and proportions) and weighted demographic
distribution (proportions) of the sample for each market. Weighting was applied to the responses by
age, gender, and region within each country to ensure that the final data reflects the adult population of
each country. Weighting targets were defined based on the latest Census data available in each country:
Japan Census 2020, Vietnam Census 2019, South Korea Census 2020, Philippines Census 2015.
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Sample frame Japan

Unclassified / Non classifié

Age
Age Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
18-24 40 2% 2.5%
25-34 248 14% 15.5%
35-44 271 15% 11.7%
45-54 635 36% 34.4%
55-64 517 30% 33.2%
65 years and older 39 2% 2.5%
Gender
Gender Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
Men 824 47.2% 48%
Women 922 52.8% 52.1%
Other/ 0 0%
Prefer not to answer

Region
Region Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
Hokkaido 77 4.4% 4.3%
Tohoku 122 7% 7%
Kanto 616 35.2% 34.7%
Chubu 318 18.2% 18.1%
Kansai 285 16.3% 16.2%
Chugoku 100 5.7% 5.7%
Shikoku 51 2.9% 2.9%
Kyushu/Okinawa 191 11% 11.1%
Total 1,750 100%
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Sample frame Vietnam.

Unclassified / Non classifié

Age
Age Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
18-24 230 13.1% 11.8%
25-34 456 26.1% 15.5%
35-44 417 23.8% 19.8%
45-54 459 26.2% 28.8%
55-64 187 10.7% 15.9%
65 years and older 1 0.01% 0.1%
Gender
Gender Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
Men 897 51.3% 48.5%
Women 852 48.7% 51.5%
Other/ 0 0%
Prefer not to answer
Region
Region Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
Central Highlands 95 5.4% 5.5%
Mekong River Delta 324 18.5% 18.5%
North Central Coast 167 9.5% 11.2%
South Central Coast 168 9.6% 9.6%
Northeast 139 7.9% 7.9%
Northwest 69 3.9% 4.4%
Red River Delta 432 24.7% 23.5%
Southeast 356 20.3% 19.4%
Total 1,750 100%
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Sample frame South Korea

Unclassified / Non classifié

Age
Age Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
18-24 44 4.4% 4.4%
25-34 197 19.7% 19.6%
35-44 179 17.9% 14.7%
45-54 367 36.7% 36.9%
55-64 200 20% 23%
65 years and older 13 1.3% 1.5%
Gender
Gender Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
Men 502 50.2% 50%
Women 498 49.8% 50%
Other/ - -
Prefer not to answer
Region
Region Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
Seoul 190 19% 19%
Gyeonggi and 343 34.3% 34.3%
Gangwon
Gyeongsang 250 25% 24.9%
Jeolla 97 9.7% 9.7%
Chungcheong 109 10.9% 10.7%
Jeju 11 1.1% 1.3%
Total 1,000 100%
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Sample frame Philippines

Unclassified / Non classifié

Age
Age Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
18-24 155 15.5% 15.2%
25-34 286 28.6% 27.8%
35-44 221 22.1% 17.1%
45-54 255 25.5% 26.3%
55-64 79 7.9% 13.1%
65 years and older 4 0.4% 0.6%
Gender
Gender Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
Men 485 48.5% 48.4%
Women 509 50.9% 51.6%
Other/ 6 0.6%
Prefer not to answer
Region
Region Unweighted Sample Size Unweighted Sample Weighted Sample
(counts) Proportions Proportions
(%) (%)
Luzon 593 59.3% 58.6%
Mindanao 221 22.1% 22.4%
Visayas 186 18.6% 19.1%
Total 1,000 100%

Non-response bias

If there is no systematic bias in responding to the survey, the unweighted profile of the survey
participants would be very similar to the population profile from each country according to the latest
Census data available (within normal sampling error). The tables above demonstrate that in most cases,
the survey sample was remarkably similar to the representative distribution of the population in each
market with respect to age, gender, and region indicating that non-response bias was likely not an issue

for this research.
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Response rate

For the online survey, since a non-probability sample was used, a response rate cannot be calculated.
The following table provides the participation rate for each country.

Participation rate calculation.

Disposition Japan Vietnam South Korea | Philippines
Invalid Cases 291 181 92 65
Unresolved (U) 0 0 0 0
In-scope non-responding (IS) 0 0 0 0
Responding units (R) 2019 2478 1105 1155
Participation Rate=R/(R+IS+U) 87% 93% 92% 95%

Online survey cases can be broken down into four broad categories:
Invalid cases

These can include only clearly invalid cases (for example, invitations mistakenly sent to people who did
not qualify for the study, or incomplete or missing email addresses in a client-supplied list).

Unresolved (U)

These include all the cases where it cannot be established whether the invitation was sent to an eligible
or an ineligible respondent or unit (for example, when email invitations bounce back or remain without
an answer before the candidate could be qualified).

In-scope non-responding (IS)

These include all refusals, either implicit or explicit, all non-contacts and early breakoffs of known
eligible cases, and other eligible non-respondents (due to iliness, leave of absence, vacation or other).

Responding units (R)

These include cases who have participated but who were disqualified afterwards (for example, when
admissible quotas have been reached). It also includes all completed surveys or partially completed
surveys that meet the criteria set by the researcher to be included in the analysis of the data.

Unresolved (U), in-scope (IS), and responding units (R) are all included in the broad category of
“potentially eligible” cases. However, invalid cases are not included in the calculation of outcome rates.

For this survey, a router was used to screen potential respondents and assign them to one of the surveys
from the router. The router is a platform used to distribute and manage surveys. This means that
individuals who were not eligible to participate in this study because they did not meet the screening
criteria would be sent to participate in other surveys that might have been available in the router at that
point.
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The router assignment precedes the actual survey, and given this, it is not possible to estimate the
number of cases “invited” to participate and whether they were eligible or not. Therefore, it is not
possible to estimate the “unresolved” cases. For this survey, responding units are broken out as follows.

Completions
Disposition Japan Vietnam South Philippines
Korea
Over quota 171 607 34 31
Partial Completes 95 121 71 123
Qualified Completes 1,753 1,750 1,000 1,001
Responding units (R) 2,019 2,478 1,105 1,155
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Questionnaires

Country: the Philippines (English)
Introduction

[ask in all markets]

Thank you for your interest in taking this survey. Agriculture and Agri-Food Canada (AAFC) has
commissioned Ipsos, a market research firm, to conduct a public opinion survey. AAFC is interested in
better understanding your food shopping habits and attitudes and impressions of Canadian foods.
Your participation is voluntary and completely confidential. Your answers will remain anonymous. The
information you provide will be used for research purposes only and will be administered according to
pertinent privacy legislation.

The survey will take about 10 minutes to complete depending on your responses.

If you have any questions about how to complete the survey or encountered any technical issues, please
email [TBD].

Thank you in advance for your participation.

Demographic section

Pre-classification/Screener Section

' Ask: Japan/Philippines/South Korea/Vietnam
[Standard Screener: do not modify or translate]
Year/month. What is your date of birth?

Year
1910 1910
2015 2015
Month
1. January
2. February
3. March
4. April
5. May
6. June
7. July
8. August
9. September
10. October

11. November
12. December

' Ask: Hidden

[Standard Screener: do not modify or translate]
RESP_AGE [Hidden]. Hidden Question - RESP_AGE "this is a dummy question that will hold age"
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USE RESP_AGE [Hidden] response list

" Ask: Hidden
[Standard Screener: do not modify or translate]
QUOTAGERANGE [Hidden]. Hidden Question - QUOTAGERANGE "this is a dummy question that will hold
age breaks" for the quotas that should be defined by the PM; it can be edited, and lines can be added to
meet survey objectives.

1. 20_24"20-24",

2. 25_34"25-34",

3. 35_44"35-44",

4. 45 54"45-54",

5. 55_65"55-65"
Terminate if not more than 20 years and over 65 years

' Ask: Japan/Philippines/South Korea
[Standard Screener: do not modify or translate]
GENDER_NONBINARY. Are you...?

2. Female

1. Male

3. Another gender

4. Prefer not to answer

" Ask: Vietnam
[Standard Screener: do not modify or translate]
GENDER_NONBINARY _Custom Vietnam. Are you...?
2. Female
1. Male
3. Another gender
4. Prefer not to answer

" Ask: Japan
[Standard Screener: do not modify or translate]
QMktSize_JP. Where do you live?

1. Zip code(Example: 1050001)

2. State

3. City

4. Prefer not to answer

" Ask: Philippines
[Standard Screener: do not modify or translate]
QMktSize_PH. Where do you live?

1. Province

2. City/Municipality

" Ask: South Korea

[Standard Screener: do not modify or translate]

QMKktSize_KR. Please select the place you live in:
1. Province
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2. City/-Gun/-Gu

" Ask: Vietnam
[Standard Screener: do not modify or translate]
QMKTSIZE_VN. Where do you live?

1. City/Province:

2. District:

3. Subdistrict:

" Ask: Hidden

[Standard Screener: do not modify or translate]

[programmer notes]

JPSTDREGION [Hidden]. Hidden recodeJPSTDREGION from JPPOSTCODE and JPSTATE and JPCITY :
1. Hokkaido

Tohoku

Kanto

Chubu

Kansai

Chugoku

Shikoku

Kyushu / Okinawa

PNV RWN

" Ask: Hidden
[Standard Screener: do not modify or translate]
[PHO2TOWNNAME and PHPROVINCE Hidden Geo Fields - optional]
PHSTDREGION [Hidden]. Hidden recode PHSTDREGION from PHTOWNNAME
1. Luzon
2. Mindanao
3. Visayas

" Ask: Hidden

[Standard Screener: do not modify or translate]

[programmer notes]

KRSTDREGION [Hidden]. Hidden recode KRSTDREGION from KRSTATE and KRTownName:
1. Seoul

Gyeonggi and Gangwon

Gyeongsang

Jeolla

Chungcheong

Jeju

oA wWwN

" Ask: Hidden

[Standard Screener: do not modify or translate]

[VNPROVINCE Hidden Geo Fields - optional]

VNSTDREGION [Hidden]. Hidden recode VNSTDREGION from VNPROVINCE, DISTRICT, SUBDISTRICT:
1. Central Highlands
2. Mekong River Delta
3. North Central Coast
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4. South Central Coast
5. Northeast

6. Northwest

7. Red River Delta

8. South East

Ql.
Are you responsible, in total or in part, for shopping for food products in your household?

1. All or most of it
2. Inpart
3. No

[if no thank and terminate]

[ask in all markets]
We have a couple final questions for statistical classification purposes. Please indicate the answer that
best describes you. Be assured that your responses will be held in strict confidence.

Q1s.
Do you liveina ...

large city

suburb of large city
in a small town
inarural area

PwnNPE

' Ask: Japan/Philippines/South Korea/Vietnam
[Standard Screener: do not modify or translate]
[PN: Not Required to access age/gender of other HH Members]
HHCMP10. How many people are living or staying at your current address? (Include yourself and any
other adults or children who are currently living or staying at this address for at least two months)
1. 1

©oONOU A WN
OO UL D WN

.9
10. 10
11. 11
12. 12+
" Ask: Japan
[Standard Screener: do not modify or translate]
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' Ask: Philippines/Vietnam

[Standard Screener: do not modify or translate]

[PN: if HHCMP10=1, then KIDS02+DKIDS02 not asked and assume no children in hhld.]

KIDS02. How many children under the age of 18 are living in your household? Please reference only the
children for which you are the parent or legal guardian. (If there are no children under 18 in your
household, please type 0)

" Ask: Japan

[Standard Screener: do not modify or translate]

[PN: JPO1MAR should always be asked before KIDS02 and DKIDS02. If JPO1MAR=1, then KIDS02 and
DKIDS02 not asked. if HHCMP10=1, then KIDS02+DKIDS02 not asked and assume no children in hhld.]
KIDS02__ . How many children under the age of 18 are living in your household? Please reference only
the children for which you are the parent or legal guardian. (If there are no children under 18 in your
household, please type 0)

" Ask: South Korea

[Standard Screener: do not modify or translate]

[PN: KRO1MAR should always be asked before KIDS02 and DKIDS02. If KRO1MAR=1, then KIDS02 and
DKIDS02 not asked. if HHCMP10=1, then KIDS02+DKIDS02 not asked and assume no children in hhld.]
KIDS02_. How many children under the age of 19 are living in your household? Please reference only the
children for which you are the parent or legal guardian. (If there are no children under 19 in your
household, please type 0)

" Ask: Japan
[Standard Screener: do not modify or translate]
JPO1INC. What is the combined total annual income (pre-tax) earned by all members of your household?
[Please include all your income sources including: salaries, scholarships, pension and Social Security
benefits, dividends from shares, income from rental properties, child support and alimony etc.]
1. Lessthan ¥1,000,000
¥1,000,000 - ¥1,999,999
¥2,000,000 - ¥2,999,999
¥3,000,000 - ¥3,999,999
¥4,000,000 - ¥4,999,999
¥5,000,000 - ¥5,999,999
¥6,000,000 - ¥6,999,999
¥7,000,000 - ¥7,999,999
¥8,000,000 - ¥8,999,999
. ¥9,000,000 - ¥9,999,999
. ¥10,000,000 - ¥10,999,999
. ¥11,000,000 - ¥11,999,999
. ¥12,000,000 - ¥12,999,999
. ¥13,000,000 - ¥13,999,999
. ¥14,000,000 - ¥14,999,999
. ¥15,000,000 - ¥15,999,999
. ¥16,000,000 - ¥16,999,999
. ¥17,000,000 - ¥17,999,999
. ¥18,000,000 - ¥18,999,999

LN AWN

PR R R R R R R R R
O ooONOODUL D WNERO
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20. ¥19,000,000 - ¥19,999,999

21. ¥20,000,000 L E

22. 99 Prefer not to answer

" Ask: Philippines

[Standard Screener: do not modify or translate]
PHO2INC. Please indicate the monthly income of your household before taxes.
1.

PR R R R R R R R
ONOU D WNPRERO

LN hAWN

Below P 8,000

P 8,000 - 10,000
P 10,001 - 15,000
P 15,001 - 20,000
P 20,001 - 25,000
P 25,001 - 30,000
P 30,001 — 34,999
P 35,000 — 40,000
P 40,001 - 50,000

. P 50,001 - 70,000
. P 70,001 - 75,000
. P 75,001 - 80,000
. P 80,001 — 85,000
. P 85,001 —90,000
. P 90,001 — 95,000
. P 95,001 —100,000
. P 100,001 and above
. Prefer not to answer

" Ask: South Korea

[Standard Screener: do not modify or translate]

Unclassified / Non classifié

KRO1INC. What is the combined total annual income (pre-tax) earned by all members of your
household? Please include all your income sources including: salaries, scholarships, pension and Social
Security benefits, dividends from shares, income from rental properties, child support and alimony etc.
We are not interested in the type of income source, only in the total annual income earned by all the

members of your household together.
Less than 10,000,000 won
10,000,000 ~ 19,999,999 won
20,000,000 ~ 29,999,999 won
30,000,000 ~ 39,999,999 won
40,000,000 ~ 49,999,999 won
50,000,000 ~ 59,999,999 won
60,000,000 ~ 69,999,999 won
70,000,000 ~ 79,999,999won
80,000,000 ~ 89,999,999won
10. 90,000,000 ~ 99,999,999won
11. More than 100,000,000 won
12. Prefer not to answer

1.

©oONOU A WN

" Ask: Vietham

[Standard Screener: do not modify or translate]
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VNO2INC. Could you tell me your approximate net household monthly income after tax, including
income from all income sources such as salary, allowance, bonus, money from relatives, other incomes?

Select only one

1. Below 6,500,000 VND
6,500,001 - 10,500,000 VND
10,500,001 - 15,000,000 VND
15,000,001 - 20,000,000 VND
20,000,001 - 30,000,000 VND
. Above 30,000,000 VND
99. Don't know/ Prefer not to answer

SISO

" Ask: Japan
[Standard Screener: do not modify or translate]

JPO1EDU. Which of the following is the highest level of education that you have achieved?

1. Lower Secondary Schools

Upper Secondary Schools

Upper secondary specialized training schools
Professional training colleges

Colleges of Technology

Junior Colleges

Universities

Graduate Schools

PNV RWN

" Ask: Philippines

[Standard Screener: do not modify or translate]

PHO2EDU. What is your level of educational attainment?
1. Some Elementary

Completed Elementary

Some High School

Completed High School

Some College

Has a Degree

Some Masters

Has Masters/Doctorate Degree

O No v A WN

" Ask: South Korea
[Standard Screener: do not modify or translate]

KRO1EDU. What is the highest level of formal education that you have completed?

1. None (incl. Preschool)
Elementary School

Middle school

High School

University (2,3 years)
University (4 years or more)
Grad School Master's Program
Grad School Ph.D Program

N AWN

" Ask: Vietham
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[Standard Screener: do not modify or translate]
VNO1EDU. What is the highest degree or level of school you have completed?

Select only one

1.

PNV R WN

Primary school and below
Lower secondary school
Upper secondary school

Vocational Schools
Colleges
Universities
Masters

Doctor

Buying habits section
[ask in all markets]

The following section will focus on your general shopping habits.

Q2.

In the past six months have you purchased food at any the following: Select all that apply.

Unclassified / Non classifié

[Make this list specific to major outlets in each market (i.e. Costco, Loblaws type places) and those that

are potentially relevant to Canada Brand in each market] plus Add online retailers.
[Randomize/Select all that apply]

[ask in Japan only]
1.

©oONOU A WN

Aeon

Amazon

Costco Japan
Gyomu Supa
Isetan/Mitsukoshi
Ito-Yokado
Kinokuniya
Rakuten Ichiba
Seijo-Ishii

10. Takashimaya
11. Yahoo Marketplace

[ask in Vietham only]
1.

©oONOU A WN

AceFoods
AEON

Big C
Coopmart
Emart
Homefarm
Lazada
Lottemart
MegaMarket

10. Shopee
11. Soi Bien
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12.
13.

Tiki
TikTok Shop

14. Vinmart

15.
16.

WinMart
Zalo

[ask in South Korea only]

1.

NouswnN

Costco
Coupang
Emart
Homeplus
Lotte Mart
Market Kurly
SSG.com

[ask in Philippines only]

1.

LN A WN

P PR RPPRPRPRRLRPRPRR
O oONOUE WNRLO

7-Eleven
Alfamart
AllDay
GoCart
Lazada

Marketplace by Rustan's
Mercury Drugstore
Metro / Metro Gaisano

Prince Hypermart

. Puregold
. Robinson's Supermarket
. Savemore
. Shopee

. Shopwise
. SM Hypermarket/Supermarket
. Supre8 Grocery Warehouse

. The Landmark
. Walter Mart

. Watson’s

Unclassified / Non classifié

[ask Q3 in Japan and Vietnam only][only ask if selected “Rakuten” or “Ichiba” in Japan or “Big C”,

“Homefarm” or “Shopee” in Vietnam at Q5 otherwise skip]

Q3.

When shopping for food online, do you recall seeing any Canadian food products?

1.
2.
3.

[if yes at Q3 ask Q4, otherwise skip]

Q4.

Which Canadian food products do you recall seeing? Select all that apply.

Yes
No
Don’t know
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[Randomize]
1. Beef, pork, and other meat
Fish and seafood
Maple syrup and honey
Confectionary and snacks
Fruit and vegetables
Wine, beer, and other alcohol beverages
Natural health products
Another type of product
Don’t remember [anchor][mutually exclusive]

LN WN

[if selected don’t remember at Q4 skip Q5, otherwise continue]

Q5.

And, did you purchase any of the Canadian food products you saw? Select all that apply
[insert items selected at Q4]

Q6.

Thinking about your food purchases in the past six months, whether at a grocery store, market or online,
how frequently have you purchased a food product that you knew was from each of the following
countries?

[rows][randomize]
1. Canada

2. United States

3. New Zealand

4, Australia

5. France
[scale]

1. Several times a month

2. Once or twice a month

3. Every two to three months
4. Every three to six months
5. Never

6. Don’t know

[if selected “never” or “don’t know” at Q6 for Canada skip Q7, otherwise continue]

Q7.

And, how frequently have you purchased each of the following foods from Canada in the past six
months?

[select all that apply, randomize]
1. Beef, pork, and other meat
Fish and seafood
Maple syrup and honey
Confectionary and snacks
Fruit and vegetables
Wine, beer, and other alcohol beverages

ou A wWwN
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7. Natural health products

[scale]
1. Several times a month

2. Once or twice a month

3. Every two to three months
4. Every three to six months
5. Never

6. Don’t know

[if selected “never” or “don’t know” for all items skip Q8, otherwise continue]

Q8.

Generally speaking, how satisfied or dissatisfied were you with the Canadian food product(s) you
purchased?

1. Very satisfied
2. Somewhat satisfied
3. Neither satisfied nor dissatisfied
4. Somewhat dissatisfied
5. Very dissatisfied
Q9.
You indicated you were [insert response from Q8]. Why do you say that?
[open end]
Qlo.

How could you tell these products were from Canada?

[select all that apply][randomize]
1. Maple Leaf symbol
“Made in Canada” label
Promoted as a Canadian product online
Promoted as a Canadian product in-store
Familiarity with brand name or producer
Other, please specify:
| assumed it was, but didn’t know sure [anchor][mutually exclusive]

NoupkwnN

Perception section

[ask in all markets]

The following section will focus on your general opinion about Canadian food products.

Ql1.

When it comes to food, what is the first thing that comes to your mind when you think of Canada?
[Open end]

Ql2.

Please name up to three foods that you associate with being from Canada.
[open end and code in our category list]

Don’t know
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Q13.

To what extent do you agree or disagree with each the following statements as it relates to Canadian
food.

Canadian food is...

[randomize]

1. High quality
Sustainably produced
Safe
Diverse (i.e. range of food products)
Innovative
Trustworthy
Healthy
Expensive
Great tasting

. Fresh

LWoONOUR~WN

[EEN
o

[scale]
1. Strongly agree

2. Somewhat agree
3. Neither agree nor disagree
4. Somewhat disagree
5. Strongly disagree
6. Don’t know
Q1l4.

To what extent would you say you are interested in buying food products from the following countries in
the future?

[rows][randomize]

1. Canada

2. United States

3. New Zealand

4. Australia

5. France
[scale]

1. Very interested
Somewhat interested
Not very interested
Not at all interested
Don’t know

vk wnN

Media section/Influencer section
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[ask in all markets]

The following section will focus on your information and media consumption.
Q15s.

How frequently do you use each of the following social media platforms?

[randomize]

1. TikTok

2. YouTube

3. Instagram

4. Facebook
[scale]

1. Several times a day
Everyday or almost everyday
2-3 times a week

Once a week

A couple times a month

Less often

Never

NowukswnN

[ask in Japan and Vietnam only][only ask in Japan if didn’t select never for Instagram or YouTube, only
ask in Vietnam if didn’t select never for TikTok or YouTube]

Qle.

Have you seen any content about Canadian food on the following platforms within the past six months?

[only include in Japan] Instagram, YouTube
[only include in Vietnam] TikTok, Instagram, YouTube, Facebook

Q17.
When it comes to cooking and food, where do you turn to for inspiration and/or to look for information
on food and seafood?
[randomize/check all that apply]
1. Friends or family

Cooking shows on television

Lifestyle magazines who talk about food

Cookbooks you have at home

Google or other search engine

YouTube

[Vietnam only] Zalo

[Japan only] Line

[insert market] news outlets (physical newspapers or online)
. International news outlets (physical newspapers or online)
. Facebook
. Pinterest
. Instagram
. TikTok
. Other- Please specify:

LN WN

T N S S
u b WNELO
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Unclassified / Non classifié

16. None of the above [anchor][mutually exclusive]

Country: Japan

1. HEEIEFTERDEVNVYNZIT AT, FLEMBAMITEISATOETA?

ITART, FEIFIFLE
—&B

YAV

K7 U= FMIBELDEBFEREWEE, HUNESITIVET, DT FTERERES (AFC) DE
FEEx. MERHERLD lpsos MERIARZEML TLET . AAFCIE, HLE-DEBMDEL
MBIELES. W T ERBROHNRICOVTERZFED-LWERS>TLET,

CHEMTEHFTESHY FHA, FEELIHEERNTY, WEEVWEREZERIEZNEFETY .
CREVEEVEBRIIAEENICOAFIASH, BETSA/N—EKICH-TEEEINET

o

7 o— FOMERREIE, BEECHLEIYVEIANIOREETT,

T or— bOREAEZICEYT HEM. FLERMMBEICERSNESICE, [TBD]) FTHA—
LT TERLSIZEL,

CHADE. ESEELKBBLBRLETFES,

CohBlE, BT ELVYEEBIZOVNTERELLET,

2. CONAMICERZEZBASNEBRZRNOERULLEEN, HTEFELHILDIAT
EEEUSESW

[ask in Japan only]

1. 414>
aX k3
A4 b—3—HhF—
EHFRX—/N—
R R F
o/ EE

I
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Unclassified / Non classifié

7. E5E

8. fRFEF/ =

9. EXiH

10. 7V >

11. Yahoo! 3w EV S

[ ask in Vietnam only]
1. BigC

Vinmart
WinMart
MegaMarket
Emart
Lottemart
Coopmart
AEON
AceFoods

. Homefarm

. Soi Bien

. Shopee

. TikTok Shop

. Lazada

. Tiki

. Zalo

LW NoOURAWN

[
~ O

[ T G SN
AU WN

[ask in South Korea only]

Lotte Mart
Homeplus
Emart
SSG.com
Costco
Coupang
Market Kurly

Noup,kwnNpeE

3. BREAVEA—y FTBASKIRIZ, AT TERRERNIEEALNHY £TH?
1. [&ELy
YAV
3. HhoiE

4. RNTERADHAINTIERRELBTALIEEN, HTREFEDILDIANTELEEUL
rEEl,

A, KA. TOtONLE
. ¥—7—F
A=Tnnyd, BE
BEF. RFvY

Y. BE

A wN e

74



L N

Unclassified / Non classifié

T4, E=IL. ZOMDOTILa—ILERE
BARAREER

ZTDDIEEDE S

™ 2 TULVA LY [anchor][mutually exclusive]

5. Fr=, CEICH DT T EBREBASNELLZMNUTEEFIEDIARATELSEY
(&N
6. COMNABDEBRBAIZODVWTEEZLESWL, BHRIE, TiH. FE4A 03531042

T, ROEELEOLNMO>TVIRAEBALILBEZLEEZACLESLY,

vk wn e

ouv ke wWwNRE

NouhkwnNE

oOuv ke wNRE

hr5

KE
—a—v—52F
F—RA+SU7
AR

AIZ#[E
AlZ1, 2/
2. 3MAIC1[E
3~6MAIZ1[E
BEoZEE 40
Hh s

Tz, COMNARIZRODBNFT IERREBASNHEZEEZ (LS,

4. BA. TOMOREE

A, v—J—F

A=)y, BgE

BEF. RFTvY

Y. FHE

42, E—=JL, FOfOT7ILa—)LEFE
BAREER

BIZ#E
AlIZ1, 2/
2. 3MAIZ1[E
3~6MAIZ1[E
Bo=F T4
Hh sy

LT, CEBASKEASFIERROBREZEEASLESL,
FEICHR
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vk wnN

10.

NoubkwNek

Unclassified / Non classifié

HLHREEER
EbEbELEALL
POLH
EEIZFRE

[insert response from Q812 & BFEBFAIZH Y EF Lz, BHRHZHEMN LI,

ENoDEMANTHTETHAHE, AThMYFELA?

DITDEDT—Y

[hFFE] DRI

oS4 oTHFEFERLETOE—a3 LTV
[ESTHFAELETOE—a3 0 LTLVE
TS5V RBOEEEFICLELAHADLHD

FOM. BEARRMIZEEZLESLY:
ZI3BofzthnEL ., EMTIEAEL

MDY AT, A FFEBRICET A2HE-O—BNECERZRAVET,

11. BRICALTES . AT 5 ELEEVTRYICEVDENSDLDIXATT A
12. DT FICEELTRVENSBREZRARIDETHEEA LS,

Hhh s

13. N F A EERICETAROEXIZEDEERE X LIIRTGZEINVETA?

hFTERMIE.

OO N WN R

[E
o

N

=i E
YRTFILGEE
TE

ZH (BmOiEH)
EX

ERATES

ic4E 3: 0]

= ffl

SRR L LY

. FhEE

BCEET S
PPREYT S
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Unclassified / Non classifié

EBELELEZRN
PORAT D
BARMT S
Hh sy

owvA®

14, Fk. ROEEOEGREBATHLICEDEERKRASHY FIH?

h+5

KE
—a—U—52F
F—2 FSUF
AV RS

vk wNe

FERBICEKRAH D
PPREKNH D
HFE Y ERAE L
F o= CERAZ L
HHM B

vk wne

ZIhbDEI T IUTIE, HBEEDBEREATATDHEEIZODWVTHERAWLLET,
15. RODEI—XIATAT TS5V b IA—LOFAEEZPEZEZLIESLY,

TikTok (T4 v kv ¥)
YouTube (L—F 21— )
Instagram (4 Y A2 5 5 L)
Facebook (Z T4 AT v %)

i

[scale]

1. 1 BIZ#E#HE
BEHF-XEZFEEH
1 2~3 [A]
SEZ 1 [E]

FIZ2, 3[H
Th& YDz
fFEof=FM%L

NoukwnN

16. CO6eMAIZ. AFEFEBRICOVNTOAVTUVERD TS Y FITA—LRATREMT
=2 ENHY FTH?

[only include in Japan] Instagram (4 > X2 4 5 L\), YouTube (—F 21— 7)
[only include in Vietnam] TikTok, Instagram, YouTube, Facebook
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Unclassified / Non classifié

17. HIBOBELICEALTEINALS VAEL—Y a3 v EBEIMN FEEROY—T—FIC
B9 21EHE ECTIELETH?

EAPRIE
TLEDHEEMM
BmICET IREENBHINTLDE T A TR 1)L
REICHOIFHIER
Google £ IXZDHDIRET VDV
YouTube (L—F 21— )
[vietnam only] Zalo
line (T4 )
linsert market] D¥RIE (LA 2 —F v 1)
. B8 RE FEeA o2 — v k)
. Facebook (Z =4 AT w %)
. Pinterest (E> % LA F)
. Instagram (1 Y X325 5 L)
. TikTok (T4 v kv ?)
. FDM (BEFMIZEEALCESLY
. EEEOWFTNEEZY L7AL [anchor][mutually exclusive]

WO NoOUAEWDNRE

e
= O

I
o Ul WN

RRICHRE., MEEMNTEAVLLEY, CERICRLEICETEEDILDZEEALLZSLY,
BIEEBHIENTTOTIRDL IS,

18. BEFVDIGFRIL..

K#H
KEFDRBH
/NS 7R ET
3%

el

Country: South Korea

1L ABHETPEOIM B ERIIE (HNoR £ ARE) BN AU
M EE R g

olkHdd

=T &

oL 2
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O] dEZAt0
Canada, AAFC)01|A’|E AP“

ot MF EEI| &

[
—
°

=
-
pS|

=~

re o
4

— =

MB AL RRAM HE T BLRAS) 2238 0| ©

2. ReHBCHS 7|0 Fo
AFEHS BE MESAIQ

[ask in Japan only]
1. Aeon

Costco Japan
Ito-Yokado
Gyomu Supa
Seijo-Ishii
Kinokuniya
Takashimaya
Isetan/Mitsukoshi
Rakuten Ichiba

. Amazon

. Yahoo Marketplace

©oONOU A WN

e
= O

[ ask in Vietnam only]
1. BigC
Vinmart
WinMart
MegaMarket
Emart
Lottemart
Coopmart

NoukwnN

S FHM ZATHE LT S8 X S ASF

ZARE 7/ 99
AP 0|0, HA{S] 7| LS o
20HARSE|D B2 NI R S Ho| tiet BE

Toke| B L0l et otX| =

o =]
[TBD)(2)2 =2[3ll A|7| BFELIC}.

Unclassified / Non classifié

(Agriculture and Agri-Food
A E 2|2 R ELICH AAFCE

2A-SfLICh S 2 o M| Lt MSal =4 ==
L

o

O of 1020 Z - LILH.

AL, 7128 el 2R 7t et 42 ojH &

T E20M A FS ot Ho| Ag U s dsts
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Unclassified / Non classifié

8. AEON

9. AceFoods
10. Homefarm
11. Soi Bien
12. Shopee

13. TikTok Shop
14. Lazada

15. Tiki
16. Zalo

[ask in South Korea only]

ROOE

1.

<l

Al
foio

O|OrE
4. SSG.com

3.

-

=0

M, ZHLICHY A FS = X0 AS LI

=2ohelof M HZFS oM

Of

3.

otL| 2

2.

3
|

= MO A= FHHCI HF2 FAYLII SIS

uk
ofr

| 271, =fX|27], 7| &

A

1.

Of
<d
10
oK

x4

<

HO|EAY, 2
4. AN,

3.

<r
N

¥

U, 7|Er 77

oFel,

Ho

<r

ol
B0

oF

)

F [anchor][mutually exclusive]

719 ¢ty

9.

== oot s U7t

5t 4]

5.

SHAA|2.

==

E

xd

A
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=

—

Unclassified / Non classifié

HE AR, 22t ofr]
To§3H Ho| UopLt RHZE

i
o,

It
=

of

=
e

2710

o

X't 6} ROl A E Rj 0|22 SOLEYHAIR. A=

ZHLIEF

A gio], Ct
US| 72
1.

t

6.
|
[l

200 =0T ALICH A FS Lot Ab o5k S Lt

=
ol
g
~ i
oo = xTﬁﬁ
o 5 [ER BT I I O
I I O NOR oo N @ U ow o
SIS e W w3 K 5 %l s 5 W
U] - = © I = O = e XS =M 2 D
i I 2 ol = ol &2 © mEpNTI = =0 %5
L L L I Hxo Folola Wz g
o o H  © WU & RO 3 AT T HEH AR ol U K
N 0 < " & o < 1 O 4 a M < n 0 N 4 & o < un

7.
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8. TONSEA ZHLEEREE A

=2
2
0% I
oo

=|I_j=
10

[o] X=X
(o=

CXTESThI=
=3s

-

u A W N
o2
40 B 1 o Ho
Of
Ral

(=]
ey
o
=)

I Mr

rg rd
I I

m]
==

9. [insert response from Q8](0])2t11

10.
1. CHEol 7|z
2. "Made in Canada" 2!
3. 2ZIQ0M LI HEL 2 B E E
4. OHFOIM LI HIEC 2 S E E
5. Xl=ot HME O|FO|Lt 4 LHRE
6. Z|ENTHZE 22 7|XH)
7. ==

1. AEo|ate FH O Sk, AHLictats
12, FHLICHAO|EET QIABHE B4

EERE

13, CFS 27(0) FO{7 FHLICHY A B 27

HAIS] FAA|2.

Unclassified / Non classifié

o2 Z0otL} TESA L S FSHRS L

otlg Lt d0[fe FAYL M2

Of2{gh M| Z 0| FHLCILH0[2tE AS FAS 21 OF S L2

O AHetn &2 WX 0 =2 AH S| = S-S [anchor][mutually exclusive]
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Unclassified / Non classifié

o
0
=
My
LH
%0
4]
S
o
1
o
=
_L_I
o
[Hia
T
ol
K
=
ol
N
DI — ™N
= oo
L o[ i
< o o] K
= ~
< ik LY M
_._._._ —_
ko K -
m_ Hio 10 M
<r e N o N
70 < L] | H < ojp oo ol olo
T ol _Al_leoM H oo 3T 03 o3 &3 &%
za%HWD.WATq 0T ol of w T o0 1T 0 Kk u| <0 <0 <0 <0
SN OB R OB o T Mo MW oMW o T T R W 3 T = <| EN N =N e
RIr & g0 <) m N0 X © X oF o 4o-m o < T KRUK-w OoFdMWHB
M < od 0 ® <d & 7 = < T O W T F M of I = o JE o H T o ol
4 N 8 < 1B 6 N 6 & 2 A N M < 1 O L_A__ - N ™M < - &N ® <
< =<
- O<
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=

=

tel & 5l O|C|of 24|

= TI%

—

5. @27Ct
Ch2 MMOj A



15. ChE 27]0) ORIl &4

o
-
°Q
M|t
i
i}
mjo
ne

OfLt X3 0|8

S L7

Unclassified / Non classifié

1. El=(TikTok)

2. S5 H(YouTube)

3. QIAERI#(Instagram)

4. T|O| A5 (Facebook)
[scale]

1. SHFo0f o2 H

2. O EE= Aol of Y

3. YT YO0 2~3tH

4. YFEU0| T A

5. SHEO| Fof

6. 28

7. W&ot
16. Have you seen any content about Canadian food on the following platforms within the past six
months?

[only include in Japan] Instagram, YouTube

[only include in Vietnam] TikTok, Instagram, YouTube, Facebook

BSHOLO|C|0E ULt MRS R

17.  Q2|Lr A F 1 2H&5H0f, 4 FO|Lt o Lh=0f 2t
T2 0= EXE 0|83t

1. ML 7S

2. HofH[M Q2| ==

3. AEZ TR CHRE 20| TAERY 44T

. WO 7HI S 22

5. T'=(Google) L= 7|Ef AAH AT

6. -.-.—E(YouTube)

7. [Vietnam only] zalo

8. [lapan only] Line

9. [insert market] Y= OfA|(H = A F, 222 HFH)

=M AE OiM(EE AR, 222 HE)

— =,

B
o

11. H|O| A5 (Facebook)
12. T E{2| A E (Pinterest)
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Unclassified / Non classifié

13. QIAEt M (Instagram)
14. El = (TikTok)
15. 7|EHTHE 2= 7| XH)

|

16. S At 213 [anchor][mutually exclusive]

OX|ge2 84 2 F S22 R /MK 228 S22 S HC Fotel &X & 7+ 7hit2
EHRHO| FARAX| EAISH FHAIL. HE2 HHD| 7|2 & ot rddt = gLt

18. XM O R X|F0|| AFOHY LI

CHEA| 1 Q|
AT A

5% XY

> wonN o

Country: Vietnam
1. Ban c6 phu trach, toan phan hodc mot phan, viéc mua sam thue phdm trong gia dinh khéong?
Toan phan hodc phan 1&n

Mot phan
Khong

Cam on ban d3 quan tdm dén khao sat nay. S& Nong Nghiép va Néng San Canada (AAFC) d3 hop tac vai
Ipsos, 1a mot t6 chirc chuyén vé nghién clru thi trwedng, dé trién khai khdo sét trung cu dan y. AAFC ludn
mudn dugc hiéu ré hon vé théi quen mua thuc pham cuda ban cling nhu thai dé va an twong cta ban vé
cac mat hang thyc pham Canada.

Ban tham gia trén co s& tu nguyén va dugc bao mat hoan toan. Ching t6i 4n danh cau tra 1&i cda ban.
Théng tin ban cung cip s& chi dugc s& dung cho nghién ctru va dugce quan ly theo luat bao vé quyén
riéng tu thich hop.

Khdo sat chi can 10 phut 1a hoan thién tuy vao ciu tra |&i cda ban.

Né&u can hdi vé cach lam khdo sat hodc néu gdp bat ky truc tréc ndo vé ki thuat, vui long glri email téi
[TBD].

Xin cdm on ban truéc vi 43 tham gia.
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Phan dudi day s& tap trung vao cac théi quen mua sam chung.

2.

Unclassified / Non classifié

Trong sau thang qua, ban cé mua thuc pham tai bat ky diém dén nao sau day khéng? Chon tat
ca phuwong an thich hop

[ask in Japan only]

1.

WoNOUR~WN

e
= O

Aeon

Costco Japan
Ito-Yokado
Gyomu Supa
Seijo-Ishii
Kinokuniya
Takashimaya
Isetan/Mitsukoshi
Rakuten Ichiba

. Amazon
. Yahoo Marketplace

[ ask in Vietnam only]

1.

LN U A WN

Big C
Vinmart
WinMart
MegaMarket
Emart
Lottemart
Coopmart
AEON
AceFoods

. Homefarm
. Soi Bien

. Shopee

. TikTok Shop
. Lazada

. Tiki

. Zalo

[ask in South Korea only]

ok wNnRE

Lotte Mart
Homeplus
Emart
SSG.com
Costco
Coupang
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7.
3.
1.
2.
3.
4.
1.
2.
3.
4.
5.
6.
7.
8.
9.
5.
hop
6.

Unclassified / Non classifié

Market Kurly

Khi mua thuc phdm tryc tuyén, ban cé nhé 1a d3 nhin thay thuwc phdm Canada nao khéng?
Cé

Khoéng

Khdéng biét

Ban nhé& |a d3 nhin thay thuc phdm Canada nao? Lua chon tat cd phuong an phu hop.

Thit bo, thit lon va thit khac

Ca va haisan

Si-r6 cay phong va mat ong

Banh keo va bim bim

Rau va qua

Ruwou, bia va d6 uéng cé con khac

San pham strc khde tu nhién

Loai sdn pham khac

Khéng nhé [anchor][mutually exclusive]

Va ban c6 tirng mua thyc phdm Canada bat ky khi nhin thay khéng? Chon tat ca phwong én thich

H3y nghi dén nhitng [An mua thuc phdm trong 6 thang qua, du la & clra hang tap hda, cho hay

trang web tryc tuyén, ban mua thuc phdm ma ban biét |a c6 xuat x& tir cac qudc gia dudi day thuong
xuyén nhu thé nao?

nao?

ueEWN e

oueswWNE

Canada

My

New Zealand
Uc

Phap

Vai lan mdi thang

Mot hodc hai lan mbi thang
Hai dén ba thang mét [an
Ba dén sau thang mét lan
Chua bao gio

Khdng biét

Va trong 6 thang qua, ban mua tirng loai thuc pham duwdi day tir Canada thudng xuyén nhu thé

Thit bo, thit lgn va thit khac
C4 va hai san
Si-r6 cay phong va mat ong
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R

ok wWwNRE

uAEWN e

10.

NouswN e

Phan dudi day tap trung vao y kién chung cla ban vé céc loai thyc pham Canada.

11.

12.

Banh keo va bim bim

Rau va qua

Ruwou, bia va d6 uéng cé con khac
San pham strc khde ty nhién

Vai lan mdi thang

Mot hodc hai lan mbi thang
Hai dén ba thdng mét [an
Ba dén sau thang mot lan
Chua bao gio

Khdéng biét

Unclassified / Non classifié

Nhin chung, ban hai ldbng hodc that vong nhu thé nao vdi (cac) thuc phdm Canada d3 mua?

R4t hai long

Hoi hai long

Khéng hai long ciing khéng that vong
Hoi that vong

R4t that vong

Ban ndi minh [insert response from Q8]. Tai sao ban lai néi nhuw vay?

Lam sao ban cé thé biét rang cac san pham nay dén tir Canada?

Biéu twong 14 phong

Nh3n “San xuat tai Canada”

Puogc quang cdo tryc tuyén la san pham Canada

Puogc quang cdo tai clra hang 1a san pham Canada

Bi&t nhan hiéu hodc nha san xuat

Khac, vui long néu ro:

T6i dodn thé ch khéng chic chan [anchor][mutually exclusive]

NGi vé thyc pham, ban s& nghi dén thi gi dau tién khi nhé dén Canada?

Vui ldbng néu tén t8i da ba loai thuwc phdm ma ban biét dén tir Canada?

Khdng biét

13.
Canada.

1.

Ban d6ng hodc khong déng y nhu thé nao véi cdc nhan dinh dudi day lién quan dén thuc pham

Thuc phdm Canada...
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LN WN

=
o

S e

14.

ukhwnN e

ukhwnN e

Chéat luvgng cao

San xuat bén virng

An toan

Pa dang (nhiéu loai thuc pham)
M&i mé

béang tin cay

Lanh manh

Dat dd

. Vingon
11.

Tuwoi

Hoan toan doéng y

Hoi déngy

Khéng déng y cling khdng phan bac
Hoi khéng déng y

Hoan toan khéong déng y

Khéng biét

Unclassified / Non classifié

Ban quan tdm nhu thé& nao dén viéc mua cac thuc pham dén tir cac qudc gia sau day trong
tuong lai?

Canada

My

New Zealand
Uc

Phap

R4t quan tdm

Hoi quan tam
Khéng quan tam 1dm
Khéng hé quan tdm
Khéng biét

Phan dudi day tap trung vao théng tin va thoi lvgng stiv dung phuong tién truyén théng cla ban.

15.

PwnNE

[scale]
1.
2.
3.

Ban s{r dung cac mang x3 hoi dudi day thudng xuyén nhu thé nao?

TikTok
YouTube
Instagram
Facebook

Vai lan moi ngay
Hang ngay hodc hidu nhu hang ngay
2-3 [an mot tuan
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Unclassified / Non classifié

4. MOGituan mét lan
5. Vailan mdi thang
6. Ithon
7. Chua bao gi¢
16. Ban c6 tirng thay ndi dung vé thyc pham Canada & céac trang mang sau day trong vong sau thang

qua khéng?
[only include in Japan] Instagram, YouTube

[only include in Vietnam] TikTok, Instagram, YouTube, Facebook

17. NGi vé viéc ché bién va thuc phadm, ban tim dén dau dé 13y cam hirng va/hodc tim thong tin vé
thyec pham va hai san?

1. Ban bé hodc gia dinh

2. Chuong trinh 8m thuc trén tivi

3. Tap chi l8i s6ng c6 ndi dung vé am thyc

4. Sach ndu an tai nha

5. Google hodc cdng cu tim ki€m khéc

6. YouTube

7. [Vietnam only] Zalo

8. [lapan only] Line

9. [insert market] cac kénh thong tin (bdo in hodc truc tuyén)
10. Kénh théng tin qudc té (bdo in hodc truc tuyén)

11. Facebook

12. Pinterest

13. Instagram

14. TikTok

15. Khac- vui long néu ré:

16. Khdng co phuong an nao & trén [anchor][mutually exclusive]

Chung t6i c6 vai ciu hdi dé phuc vu cho qua trinh phan loai thdng ké. Vui long chi dinh cau trd |&i dung
nhat véi ban. Xin y&n tdm rang cac cau tra |oi cia ban duwoc bdo mat nghiém ngat.

18. Ban sdng tai ...

thanh phd 1én

khu ngoai & cla thanh phé 16n
thj tran nhé

vung néng thoén

Eal
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