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Executive Summary 

The Strategic Counsel is pleased to report on the results from a national tracking survey of Canadians 
regarding their use and understanding of the Nutrition Facts table (NFt).   

A. Research Objectives 

The Nutrition Facts Education Campaign (NFEC) was launched in the fall of 2010 with the goal of raising 
consumers’ awareness of and ability to use the NFt, and in particular, the % Daily Value (% DV).  The NFEC 
drives consumers to the website www.healthycanadians.gc.ca/daily value through advertising and 
promotions across a range of media including on-package, television, print and online.  It is estimated that 
about 90% of Canadian households will purchase food packages with the NFEC branding.  

A baseline study was conducted in October 2010 immediately prior to the launch of the campaign to measure 
knowledge, attitudes and behaviours associated with the NFt.   Since that time, and following subsequent 
waves of advertising and promotion, Health Canada determined that a tracking study was required in order to 
assess and evaluate the effectiveness of these efforts. 

The principal objectives of the research are to track and update current levels of knowledge, attitudes and 
behaviour related to nutrition labelling as consumers have been exposed to more information about the NFt.  
The results of the tracking study will be used to compare against the benchmark.  The findings are intended 
to assist in assessing the effectiveness of the campaign in meeting its objectives, and to provide guidance on 
additional educational elements and/or messaging/communications that may be required.  Specific objectives 
of the proposed research will track key measures that were obtained in the baseline survey, including the 
following: 

• Perceived importance, understanding and use of the NFt when purchasing food; 

• Barriers to using the NFt; and 

• Understanding and use of the % DV in particular (including comparing and choosing products).  

Results from the tracking study represent a key component of and best practice in campaign evaluation and 
will provide a sense of the value received for dollars spent.  The findings could also inform future regulatory 
changes or policy decisions regarding implementation of the nutrition labelling regulations. 
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B. Methodology 

For both the baseline study undertaken in October 2010 and this tracking study (for which field was 
undertaken from July 16 to 25, 2012), an Internet-based methodology, drawing from an existing online 
panel, was deemed to be the most appropriate approach.  In selecting the use of an online panel, 
consideration was given to the nature of the questions being asked and the available budget.  Moreover, in 
order to fairly assess respondents’ familiarity with, use and knowledge of the NFt, several examples of NFts 
for products such as yogurt, crackers, chips and orange juice were included in the survey, with explanatory 
information.  Questions specific to these NFts were posed, the responses to which required that respondents 
refer to the information included in those tables.  Thus, the online methodology permitted respondents to 
view a mock NFt simulating the way in which they might review the NFt while making their food product 
purchases at the grocery store. 

In total, 1500 Canadians completed this tracking survey in 2012, while 1504 completed the baseline survey 
in 2010.  There are four groups for which data are reported, the composition of which are: 

• The Total Sample:  (n=1500 in 2012; identical sample not surveyed in 2010).  The total sample is 
composed of all those in the general population and the target audience samples (described below).  
As the general population were not surveyed in 2010, a comparison sample for the total sample 
group is not available. 

• The General Population (n=500 in 2012; not surveyed in 2010):  The general population of 
Canadians, aged 18 years and older who self-identified as having primary responsibility for grocery 
shopping and/or food preparation in the household. 

• Target Audience (n= 1099 in 2012; n=1504 in 2010):  Parents, with children living at home aged 18 
years or younger, and who also met the screening criteria as having responsibility for grocery 
shopping and/or food preparation in the household.   
 
Note that the sample was designed to obtain n=1000 completed surveys from the target audience.  
An additional 99 completed surveys fitting the profile of the target audience were obtained with the 
general population survey, bringing the total for the target audience to n=1099.   

• The Sub-Target Audience (n=553 in 2012; n= 655 in 2010):  Mothers, with children living at home 
aged 18 years or younger, and who also met the screening criteria as having responsibility for 
grocery shopping and/or food preparation in the household.  
 
The large sample of the target audience was undertaken in order to permit demographic analysis of 
the more precise demographic of mothers, aged 19 to 54 years.  Between the general population and 
target audience samples, 553 respondents fell into this category. 
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Readers should note that this survey was conducted via an online panel of respondents.  Due to the “opt-in” 
nature of such surveys, the final sample for each of the groups is considered non-representative and is based 
on a non-probability sampling technique.  According to industry standards, a margin of error cannot be 
applied to the results.  Further, no statistically valid inferences can be made based on these data with respect 
to the broader Canadian population aged 18 years or older, to the target audience or any sub-groups.   

Note that though a margin of error cannot be applied to the results, differences noted within this report are 
those which would have been statistically significant had the sample been obtained using random sampling. 

The total cost of this study is $44,962.70, including HST. 

C. Key Findings 

1.  Nutritional content continues to be a key consideration for the target audience when they purchase 
prepackaged food products, indicating that the NFt is responding to a consumer need for nutritional 
information on packages.  Respondents report that nutritional content is an important consideration when 
choosing a food product.  In fact, the vast majority of target audience members (83%) report that they 
consider nutritional value when purchasing a product for the first time.   

2.  Slightly less than one-third of the target audience report that they recall the NFt information 
campaign and % DV logo.  Among the target audience, slightly less than one-third (30%) report that they 
had definitely seen, heard or read something recently on how to use the information shown on prepackaged 
food products, with an additional 37% being somewhat less conclusive, but nevertheless indicating that they 
had “maybe” seen something.  Similarly, definitive recall of the % DV logo is 31% among the target 
audience.   

Of those who recall the logo, most report having seen it on packages in a grocery store (65%).  Television 
advertising (18%) and magazine/newspaper advertising (14%) were also cited by over one-in-ten members 
of the target audience.   

3.  The % DV logo and information campaign on how to use the NFt has had an impact on about half 
of those who report having seen them.  Just under half (49%) of members of the target audience who 
report having seen the NFt campaign or logo say that it has altered the way they shop for groceries.  Changes 
cited most often include that they now look at sodium content, make healthier choices, and purchase based 
on nutritional value.   

4.  The proportion of those who report looking at the NFts when buying food has grown modestly since 
2010.  In 2012, over seven in ten of the target audience (72%) report that they look at the NFt always (34%) 
or often (38%).  This is in comparison to 69% who reported the same thing in 2010.  Including those who 
refer to the NFt sometimes, these data indicate that over nine-in-ten (93%) target audience members are 
using the NFt on at least an occasional, if not more frequent basis, when making first time purchases. 
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5.  The importance of the NFt is rated very highly.  Almost nine of every ten target audience respondents 
(89%) say that the information on the NFt is important.  In fact, almost half (49%) say the information is 
“very” important.   

6.  The target audience uses the NFt most often to obtain information on the calories and nutrients in a 
prepackaged product.  Target audience members continue to use the NFt in much the same way as they did 
in 2010.  Many members of the target audience look for information on calorie content (74%), the amount of 
a specific nutrient (60%), the % DV (52%), and the presence of a specific nutrient (49%). When shown the 
NFt for a yogurt container, the specific information that the target audience were most likely to consult 
included calories (73%), sodium (65%), sugar (64%) and fat (63%).  About half also indicated they regularly 
check the amount of trans fat (50%), fibre (49%) and saturated fat content (47%). Information on vitamins, 
protein and minerals such as calcium and iron are referred to less frequently, as is information on the amount 
of food (35%).  This is notable given the importance of the amount of food information for using the NFts. 

7.   Few respondents, across any of the four groups analyzed, rely exclusively on the % DV information 
when comparing foods or to select a product that is a better choice for them.  When using the NFt to 
compare foods, most members of the target audience say they use both the actual amount (g or mg) as well 
as the % DV (between 53% and 55% report using both, depending on which nutrient).  Likewise, members 
of the target audience report that they are more confident using the overall Nutrition Facts table to select a 
product (73%) rather than relying solely on the % Daily Value information shown in the Nutrition Facts table 
(61%) to make their choices.   

8.  Continued efforts to educate the public on how to read and interpret the information in the NFt are 
important.  Even though the target audience places a high level of importance on the NFt and on 
nutritional content in making food choices, only about one-third say they can easily understand the 
various components of the NFt.  Just over one-third of the target audience (38%) say they find it very easy 
to understand the amount of food on which the NFt information is based.  About one-third of target audience 
members find it very easy to understand how the calorie information relates to their daily needs (33%), what 
is a little or a lot of a particular nutrient using the % DV (29%), how the nutrient information relates to their 
daily needs (28%), how to use the % DV to choose foods (28%), or how to use the information in the NFt to 
benefit their health (27%).  Of particular note is the fact that just under two-in-ten target audience members 
(18%) say they find it very easy to compare food products that don’t have similar amounts of food listed in 
their respective NFts. 

These results suggest that ongoing information and consumer education is required to help consumers use 
the NFt to choose foods for better health and to become more familiar with the % DV information shown in 
the right hand column of the NFt. 
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9.  Target audience members report that they generally understand how to interpret the % Daily Value 
information though there is limited understanding of what amount constitutes a lot or a little of a 
nutrient.  This result, in combination with the above-noted finding (point 8), would tend to suggest 
that the target audience do not have a clear sense of how to utilize the % DV information particularly 
when it comes to determining whether the level of a specific nutrient is a lot or a little.   Most of those 
belonging to the target audience understand how to use the % DV information to maximize certain nutrients 
and to minimize the intake of others (e.g. 70% correctly say they should try to obtain 100% of the DV for 
calcium every day, while 66% correctly say it is false to suggest you should try to get 100% of the DV for 
sodium every day); where to look to find the serving size on which the information in the NFt is based 
(82%); and that for a nutrient like fibre, the % DV means that for the amount of food on which the NFt is 
based, the product contains the indicated percent of the daily recommended amount you should eat in a day 
(e.g. 69% of target audience respondents correctly said that 28% DV for fibre is 28% of the daily 
recommended amount you should eat in a day).  However, respondents have more difficulty understanding 
what % DV constitutes a lot or a little of a nutrient in a product.  For example, about half of target audience 
members in 2012 (48%) incorrectly believe that 28% DV of fibre represents a moderate amount of fibre, 
while only one quarter (24%) correctly noted this actually represents a lot of fibre. 

10.  The target audience has difficulty using the NFt to make comparisons between products when the 
NFts are based on different serving sizes.  Results of a knowledge test show conclusively that while a vast 
majority of the target audience (85%) are able to correctly compare sodium and calorie information between 
two products when the NFt are based on the same serving size, these numbers drop when the NFt’s shown 
are based on differing serving sizes (i.e. only 58% and 41% correctly identified which product contains more 
sodium and calories, respectively).  This suggests that any efforts to standardize serving sizes would greatly 
assist consumers to make accurate conclusions about products when comparing them.  Alternatively or in 
combination with efforts to standardize serving sizes, future waves of the campaign should consider both 
creative and substantive means of reinforcing the understanding and use of the % DV on the NFt.   

11.  Members of the target audience prefer that the amount of food (serving size) on the NFt be 
expressed without the use of ranges, use of the word “about”, or use of a fraction of the package.  For 
packaging that is intended to be consumed as one serving, respondents prefer that the information be 
based on the entire package.  Respondents were shown seven alternatives for displaying the serving size on 
the NFt.  The option that was selected as the most useful by the largest proportion of the target audience 
(42%) was “Per 31 chips (50g)”.  Other options were less popular, including use of a range for the number of 
units associated with the metric amount (e.g. “Per 30-32 chips (50 g)”), use of “about” in conjunction with 
number of units (e.g. “Per about 31 chips (50g)” or “About 31 chips (50g)”), use of a fraction of the package 
(e.g. “Per ¼ bag (50g)”), or use of the word “about” in conjunction with a fraction of the package (e.g. “Per 
about ¼ bag (50g)” or “About ¼ bag (50g)).   
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For a single serving of juice, members of the target audience preferred the calorie and nutrient information to 
be expressed as “Per bottle (473 mL)” (65%) as opposed to “Per 1 cup (250mL); About 2 servings per 
container” (22%) or “Per ½ cup (125 mL); About 4 servings per container” (9%).  This suggests that 
consumers want the information for the amount of a food product that they are likely to consume. 

12.  The NFt communications and % DV logo may have helped increase usage of the NFt, though they 
have not improved Canadians’ ability to use the NFt optimally.  To understand the potential impact of the 
% DV logo and NFt communications, the data set was analyzed comparing those who had ‘definitely’ seen 
the communications and/or logo against those who had not.  The findings are very interesting, and show that 
the NFt and % DV campaign may have had an impact.  Certainly those who have seen the advertising are 
more likely to consider the nutritional content of a product, and are more avid users of the NFt -- using it 
more often, and using more of the information on the table on a regular basis.  Perhaps because they use it 
more often, those who have seen the communications campaign are also more confident using the NFt than 
those who have not.   

However, even if those who have been exposed to the communications are using the NFt on a more regular 
basis, they are not more adept at reading the NFt correctly than those who have not seen the information or 
logo.  So, for example, when respondents were given a NFt and asked what % DV of fibre they would get if 
they ate 1.5 cups or 60g of the cereal, those who had seen the communications or logo were more likely to 
say it was “very easy” to find this information (50% vs. 39%), though both groups were equally as likely to 
provide the right answer to the question (81% vs. 78%).   Similarly, when they were asked to compare the 
NFts for two different types of crackers, both groups were equally as likely to determine which set of 
crackers had the highest fat content (69% vs. 71%) and to identify that Product A had a moderate amount of 
fibre (41% vs. 40%). 

Future communications regarding the NFt may want to consider adjusting the messaging should improving 
the correct usage of the NFt among target audiences be a primary objective of the campaign.  This could 
perhaps be accomplished by increasing the usage of the “5/15” messaging (e.g. that 5% DV or less is a little 
of a nutrient, 15% DV or more is a lot) and increasing the education efforts on amount of food. 

13.  Parents of kids aged 18 and under (target audience) are slightly less engaged with NFt than the 
general population.  Though members of the target audience (parents of kids aged 18 and under) use the 
NFt often (e.g. 72% say they use it always or often for first time purchases), they are less likely to be using it 
on a frequent basis than members of the general public (81%).  Similarly, the perceived importance of the 
NFt is high, though lower among the target audience (49% say it is “very important” and 89% say it is 
“very” or “somewhat” important) than among the general population (62% say it is “very important” and 
94% say it is “very” or “somewhat” important).  In comparison to the general public, the target audience is 
also less likely to consult the NFt regarding sodium, trans fat, saturated fat and cholesterol content in 
prepackaged goods, though are more likely to value the information on vitamins.   
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MORE INFORMATION 

Supplier Name: The Strategic Counsel 
PWGSC Contact Number: HT372-11030/001/CY 
Contract Award Date: 2012-03-29 
To obtain more information on this study, please e-mail por-rop@hc-sc.gc.ca 
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II. Résumé du rapport 
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Résumé du rapport  

Le Strategic Counsel a le plaisir de rendre compte des résultats d’une enquête nationale de suivi sur 
l’utilisation et la compréhension du tableau de la valeur nutritive chez les Canadiens.  

A. Objectifs de recherche 

La Campagne d’éducation sur le tableau de la valeur nutritive a été lancée à l’automne 2010 dans le but 
d’aider les consommateurs à comprendre et à utiliser cet outil, en particulier le pourcentage de la valeur 
quotidienne (% VQ). La campagne oriente les consommateurs vers le site Web 
www.healthycanadians.gc.ca/daily value au moyen de publicités et de promotions diffusées dans un éventail 
de médias, y compris sur les emballages alimentaires, à la télévision, dans la presse et en ligne. On estime 
qu’environ 90 % des ménages canadiens achèteront des produits alimentaires portant le logo de la campagne.  

Une étude de référence a eu lieu en octobre 2010, peu avant le lancement de la campagne, afin de mesurer 
les connaissances, les attitudes et les comportements associés au tableau de la valeur nutritive. Après 
plusieurs vagues successives d’efforts publicitaires et promotionnels, Santé Canada a estimé qu’une étude de 
suivi était nécessaire pour en évaluer l’efficacité. 

L’objectif général de la recherche est de suivre l’évolution des niveaux de connaissances, des attitudes et des 
comportements liés à l’étiquetage nutritionnel, maintenant que les consommateurs ont été exposés à plus 
d’information sur le tableau de la valeur nutritive. Les résultats de l’étude de suivi serviront de point de 
comparaison avec les données de référence. La confrontation de ces deux séries de résultats aidera à établir 
avec quelle efficacité la campagne a atteint ses objectifs ainsi qu’à repérer certains éléments d’information 
ou messages supplémentaires qui mériteraient d’y être intégrés. L’objectif particulier de la recherche est de 
suivre les indicateurs clés de l’enquête de référence, notamment : 

• l’importance perçue du tableau de la valeur nutritive, et la mesure dans laquelle le tableau est 
compris et utilisé lors de l’achat d’aliments; 

• les facteurs qui font obstacle à l’utilisation du tableau de la valeur nutritive; 

• la compréhension et l’utilisation du % VQ (y compris lors de la comparaison et du choix des 
produits).  

L’étude de suivi constitue un volet important de l’évaluation de la campagne ainsi qu’une pratique 
exemplaire. Ses résultats donneront une idée de la valeur obtenue en contrepartie des fonds dépensés et 
pourront également éclairer d’éventuels changements réglementaires ou les décisions de politique touchant la 
mise en œuvre du Règlement sur l’étiquetage nutritionnel. 
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B. Méthodologie 

Pour l’étude de référence menée en octobre 2010 comme pour l’étude de suivi (dont le travail de terrain a eu 
lieu du 16 au 25 juillet 2012), on a jugé qu’une méthodologie électronique faisant appel à un panel en ligne 
préconstitué était l’approche qui convenait le mieux. Ont milité en faveur de ce choix la nature des questions 
qui allaient être posées et le budget disponible. Par ailleurs, afin d’évaluer correctement le degré de 
familiarité et les connaissances des répondants à l’égard du tableau de la valeur nutritive ainsi que leur 
utilisation de cet outil, plusieurs exemples concrets ont été inclus dans l’enquête. Ces exemples, qui se 
rapportaient à des produits comme du yogourt, des craquelins, des croustilles et du jus d’orange, 
comportaient une note explicative. Pour répondre aux questions particulières concernant les tableaux, les 
répondants devaient se reporter aux renseignements s’y trouvant. Ainsi, l’enquête en ligne a été l’occasion 
pour les répondants d’examiner un tableau fictif de la valeur nutritive comme ils pourraient l’examiner en 
faisant leurs courses d’alimentation dans une épicerie. 

En tout, 1 500 Canadiennes et Canadiens ont pris part à l’enquête de suivi de 2012, comparativement à 
1 504 lors de l’enquête de référence de 2010. Les données présentées concernent quatre groupes, dont la 
composition est indiquée ci-après : 

• L’échantillon total (n = 1 500 en 2012; échantillon identique non recensé en 2010) : L’échantillon 
total comprend tous les participants de l’enquête de 2012 (n = 1 500), soit les répondants faisant 
partie de l’échantillon de la population générale et de l’échantillon du public cible (décrits ci-
dessous). Comme la population générale n’a pas été recensée en 2010, on ne dispose pas d’un 
échantillon témoin pour ce groupe. 

• La population générale (n = 500 en 2012; non recensée en 2010) : les Canadiens en général, âgés de 
18 ans ou plus, qui ont déclaré être habituellement responsables des achats d’épicerie et de la 
préparation des repas au sein de leur ménage.  

• Le public cible (n = 1 099 en 2012; n = 1 504 en 2010) : les parents qui ont des enfants âgés de 18 
ans ou moins vivant à la maison et qui répondaient aux critères de sélection en matière de 
responsabilité des achats d’épicerie ou de préparation des repas.  

Signalons que cet échantillon a été constitué de manière à obtenir 1 000 questionnaires remplis. En 
sus, 99 autres questionnaires correspondant au profil du public cible ont été tirés de l’enquête auprès 
de la population générale, portant le nombre total de questionnaires du public cible à 1 099. 

• Le sous-groupe cible (n = 553 en 2012; n = 655 en 2010) : les mères qui ont des enfants âgés de 18 
ans ou moins vivant à la maison et qui répondaient aux critères de sélection en matière de 
responsabilité des achats d’épicerie ou de préparation des repas. 
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Nous avons constitué un échantillon important pour le public cible afin de pouvoir analyser plus précisément 
le profil démographique des mères âgées de 19 à 54 ans. À l’examen des échantillons de la population 
générale et du public cible, 553 répondantes entraient dans cette catégorie. 

Rappelons que cette enquête a eu lieu par l’intermédiaire d’un panel de répondants en ligne. Dans ce type 
d’enquêtes, le caractère ouvert du recrutement fait en sorte que l’échantillon final de chacun des groupes ne 
peut être considéré comme représentatif puisqu’il repose sur une technique d’échantillonnage non 
probabiliste. Selon les normes de l’industrie, on ne peut donc pas appliquer de marge d’erreur aux résultats. 
Par ailleurs, les données n’autorisent pas à formuler des inférences valides sur le plan statistique en ce qui 
concerne les membres de la population générale canadienne âgés de 18 ans ou plus, le public cible ou 
quelque sous-groupe que ce soit.   

Bien qu’on ne puisse appliquer de marge d’erreur aux résultats, les différences relevées au sein du présent 
rapport correspondent aux différences qui auraient été statistiquement significatives si l’on avait procédé à 
un échantillonnage probabiliste. 

Le coût total de la présente étude se monte à 44 962,70 $, TVH incluse. 

C. Principaux résultats 

1. Le contenu nutritionnel continue d’être un facteur de premier plan pour le public cible lors de 
l’achat d’aliments préemballés. C’est dire que le tableau de la valeur nutritive répond au besoin 
qu’ont les consommateurs de trouver des renseignements nutritionnels sur l’emballage des produits. 
Les répondants indiquent que le contenu nutritionnel joue un rôle important dans leur choix de produits 
alimentaires. La grande majorité des membres du public cible (83 %) disent tenir compte de la valeur 
nutritive lorsqu’ils achètent un produit pour la première fois.  

2. Un peu moins du tiers des répondants du public cible gardent en mémoire la campagne d’éducation 
sur le tableau de la valeur nutritive et le logo du % VQ. En effet, ils sont un peu moins de 30 % à affirmer 
avec certitude avoir vu, entendu ou lu quelque chose récemment sur la façon d’utiliser l’information figurant 
sur les aliments préemballés, auxquels s’ajoutent 37 % de répondants qui, sans être aussi définitifs, se 
rappellent avoir peut-être vu quelque chose. De façon analogue, le souvenir formel du logo du % VQ est 
attesté par 31 % des répondants du public cible. 

Les répondants qui se souviennent du logo déclarent majoritairement l’avoir vu sur des emballages dans une 
épicerie (65 %). Les publicités à la télévision (18 %) et dans un magazine ou un journal (14 %) sont 
également mentionnées par plus d’un répondant sur dix du public cible. 
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3. Le logo du % VQ et la campagne d’éducation sur le tableau de la valeur nutritive ont eu un impact 
sur près de la moitié des répondants qui rapportent les avoir vus. Près de la moitié des répondants du 
public cible (49 %) qui ont été exposés au logo et à la campagne d’éducation sur le tableau de la valeur 
nutritive indiquent avoir changé leur façon de faire leur épicerie. Les nouveaux comportements les plus 
souvent mentionnés par les répondants sont qu’ils vérifient désormais la teneur en sodium des aliments, font 
des choix plus sains et fondent leurs achats sur la valeur nutritive des produits.  

4. La proportion de répondants qui déclarent consulter le tableau de la valeur nutritive au moment de 
leurs achats alimentaires a connu une hausse modeste depuis 2010. En 2012, près de sept répondants sur 
dix du public cible (72 %) disent « toujours » (34 %) ou « souvent » (38 %) consulter le tableau de la valeur 
nutritive. En guise de comparaison, ils étaient 69 % dans ce cas en 2010. Lorsqu’on tient compte des 
répondants qui consultent « parfois » le tableau, les résultats nous apprennent que plus de neuf répondants 
sur dix du public cible (93 %) utilisent cet outil au moins de temps en temps, sinon plus souvent, lorsqu’ils 
achètent un produit pour la première fois. 

5. L’importance du tableau de la valeur nutritive est largement reconnue. Près de neuf répondants sur 
dix du public cible (89 %) accordent de l’importance aux renseignements présentés dans le tableau de la 
valeur nutritive. Pour près de la moitié (49 %), ces renseignements sont même « très importants ».  

6. Les répondants du public cible utilisent surtout le tableau de la valeur nutritive pour se renseigner 
sur les calories et les nutriments contenus dans un produit préemballé. Les répondants du public cible 
utilisent le tableau de la valeur nutritive pour les mêmes motifs qu’en 2010. Nombre d’entre eux cherchent 
des renseignements sur le nombre de calories (74 %), la quantité d’un nutriment précis (60 %), le % VQ 
(52 %) et la présence d’un nutriment précis (49 %). Lorsqu’on leur montre le tableau d’un contenant de 
yogourt, les renseignements consultés par les répondants du public cible ont le plus souvent trait aux calories 
(73 %), au sodium (65 %), aux sucres (64 %) et aux lipides (63 %). Environ la moitié affirment vérifier 
régulièrement la teneur en lipides trans (50 %), en fibres (49 %) et en lipides saturés (47 %). Les 
renseignements sur les vitamines, les protéines et les minéraux tels le calcium et le fer sont moins souvent 
examinés, tout comme l’information sur la quantité d’aliment (35 %). Ce point vaut d’être signalé, vu 
l’importance de l’information sur la quantité d’aliment dans l’utilisation du tableau de la valeur nutritive. 

7.  Dans les quatre groupes analysés, peu de répondants se fient exclusivement au % VQ lorsqu’ils 
comparent des aliments ou choisissent le produit qui représentent le meilleur choix pour eux. 
Lorsqu’ils consultent le tableau à des fins de comparaison, la plupart des membres du public cible disent 
vérifier la quantité de nutriments (en grammes ou en milligrammes) ainsi que le % VQ. (Selon le nutriment, 
entre 53 % et 55 % des répondants déclarent utiliser les deux.) De même, les répondants du public cible ont 
un niveau de confiance plus élevé lorsqu’ils consultent l’ensemble du tableau de la valeur nutritive pour 
choisir un produit (73 %) plutôt que de se fier strictement à l’information sur le % VQ indiquée dans le 
tableau (61 %).  
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8. Il est important de poursuivre les efforts d’éducation du public relatifs à la lecture et à 
l’interprétation des renseignements présentés dans le tableau de la valeur nutritive. Bien que les 
répondants du public cible accordent beaucoup d’importance au tableau et au contenu nutritionnel 
lors de leurs choix alimentaires, seulement un tiers d’entre eux seulement affirment comprendre sans 
difficulté les divers éléments du tableau. Un peu plus du tiers des répondants du public cible (38 %) 
déclarent qu’il est très facile de comprendre la quantité d’aliment sur laquelle les renseignements du tableau 
de la valeur nutritive se fondent. Un tiers des répondants du public cible estiment qu’il est très facile de 
comprendre en quoi l’information sur les calories a rapport avec leurs besoins quotidiens (33 %), comment 
déterminer ce qui constitue peu ou beaucoup d’un nutriment en utilisant le % VQ (29 %), en quoi 
l’information sur les nutriments a rapport avec leurs besoins quotidiens (28 %), comment utiliser le % VQ 
pour choisir les aliments (28 %) ou comment utiliser les renseignements contenus dans le tableau pour 
améliorer leur santé (27 %). Fait intéressant, moins de deux répondants sur dix du public cible (18 %) 
trouvent très facile de comparer des produits alimentaires qui n’affichent pas une quantité d’aliment similaire 
dans leur tableau de la valeur nutritive respectif. 

Ces résultats portent à croire que des efforts soutenus sur le plan de la diffusion d’information et de 
l’éducation des consommateurs sont nécessaires pour que la consultation du tableau de la valeur nutritive 
mène à des choix alimentaires plus sains et pour que les consommateurs se familiarisent avec l’information 
sur le % VQ fournie dans la colonne de droite du tableau. 

9. Si dans l’ensemble les membres du public cible pensent savoir interpréter le % VQ, leur 
compréhension de ce qui constitue un peu ou beaucoup d’un nutriment est en revanche limitée. Ce 
résultat, associé au précédent (point 8), semble indiquer que les répondants du public cible ne voient 
pas très clairement comment utiliser l’information sur le % VQ pour déterminer l’importance 
quantitative d’un nutriment précis. La plupart des répondants du public cible savent utiliser l’information 
sur le % VQ pour privilégier certains nutriments et en éviter d’autres. (Ainsi, 70 % d’entre eux reconnaissent 
la véracité de l’énoncé selon lequel ils devraient tenter d’atteindre 100 % de la valeur quotidienne du calcium 
tous les jours, et 66 % savent que le même énoncé est faux dans le cas du sodium.) La plupart des répondants 
du public cible savent également où trouver la portion déterminée qui sert de base aux renseignements 
présentés dans le tableau de la valeur nutritive (82 %). Par ailleurs, ils comprennent que dans le cas d’un 
nutriment comme les fibres, le % VQ signifie que la quantité déterminée servant de base au tableau contient 
le pourcentage indiqué de la portion quotidienne recommandée de fibres (p. ex., 69 % des répondants du 
public cible savent que le 28 % VQ pour l’élément fibres correspond à 28 % de la quantité de fibres qu’il est 
recommandé de consommer dans une journée). Par contre, les répondants saisissent moins bien l’ordre de 
grandeur d’un nutriment indiqué par le % VQ. Ainsi, près de la moitié des membres du public cible de 2012 
(48 %) croient à tort que le 28 % VQ pour l’élément fibres représente une quantité modérée de fibres, alors 
qu’un quart (24 %) seulement répondent correctement que cela représente beaucoup de fibres. 
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10. Les répondants du public cible ne trouvent pas facile de comparer des produits à l’aide du tableau 
de la valeur nutritive lorsque les tableaux de la valeur nutritive recourent à des portions différentes. 
Comme le montrent de façon concluante les résultats d’un test de connaissances, la grande majorité des 
répondants du public cible (85 %) réussissent à comparer la teneur en sodium et le nombre de calories de 
deux produits dont les tableaux sont calculés à partir de la même portion, mais ils y échouent beaucoup plus 
souvent lorsque ces portions diffèrent. (En effet, seuls 58 % et 41 % des répondants ont su identifier le 
produit qui contenait le plus de sodium et le plus de calories, respectivement.) On peut donc avancer que tout 
effort visant à uniformiser les portions déterminées aiderait les consommateurs à tirer des conclusions 
exactes sur les produits qu’ils comparent. Une autre solution à envisager lors des prochaines éditions de la 
campagne, et qu’il serait possible d’associer à l’uniformisation des portions, consiste à trouver des moyens 
aussi efficaces qu’innovants de favoriser la compréhension et l’utilisation du % VQ présenté dans le tableau 
de la valeur nutritive.  

11.   En ce qui concerne la quantité d’aliment (la portion) indiquée dans le tableau de la valeur 
nutritive, les membres du public cible préfèrent qu’elle soit exprimée sans recourir à une fourchette de 
valeurs, au mot « environ » ou à une fraction. Lorsque le contenu d'un emballage peut être consommé 
en une portion, les répondants sont d’avis que les renseignements devraient être calculés pour la 
totalité du contenu.  Dans le cadre de l’enquête, les répondants ont examiné sept façons de présenter la 
portion déterminée dans le tableau de la valeur nutritive. Le mode de présentation retenu comme le plus utile 
par la plus grande proportion de répondants du public cible (42 %) est : « Pour 31 croustilles (50 g) ». Les 
autres solutions ont eu moins de succès, y compris le recours à une fourchette indiquant le nombre d’unités 
associé au poids (« Pour 30-32 croustilles (50 g) »), le recours au terme « environ » associé au nombre 
d’unités (« Pour environ 31 croustilles (50 g) » ou « Environ 31 croustilles (50 g) »), l’expression de la 
quantité sous la forme d’une fraction de l’emballage (« Pour ¼ du sac (50 g) »), ou le recours au mot 
« environ » associé à une fraction de l’emballage (« Pour environ ¼ du sac (50 g) » ou « Environ ¼ du sac 
(50 g) »).  

Dans le cas d’une portion de jus, les répondants du public cible ont préféré voir l’information sur les calories 
et les nutriments exprimée sous la forme « Pour la bouteille (473 ml) » (65 %) plutôt que « Pour 1 tasse 
(250 ml); environ 2 portions par contenant » (22 %) ou « Pour ½ tasse (125 ml); environ 4 portions par 
contenant » (9 %). Ces résultats donnent à penser que les consommateurs s’intéressent à la quantité qu’ils 
sont susceptibles de consommer. 

12. Les messages sur le tableau de la valeur nutritive et le logo du % VQ ont contribué à généraliser 
l’utilisation du tableau, mais n’ont pas aidé les Canadiens à en faire une utilisation optimale. Pour 
cerner l’impact potentiel des messages sur le tableau de la valeur nutritive et du logo du % VQ, l’analyse a 
comparé les données des répondants qui avaient vu « sans aucun doute » les messages ou le logo, aux 
données des répondants ne les ayant pas vus.  
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Les résultats sont fort intéressants et indiquent que la campagne a bel et bien pu avoir un impact. Une chose 
est sûre, les répondants qui ont vu les publicités sont plus enclins à examiner le contenu nutritionnel d’un 
produit et recourent plus volontiers au tableau de la valeur nutritive; non seulement le consultent-ils plus 
souvent, mais ils tendent aussi à exploiter une plus grande part des renseignements fournis de façon 
régulière. Cette fréquence d’utilisation élevée fait en sorte qu’ils utilisent le tableau avec plus de confiance 
que ne le font les répondants qui n’ont pas vu les messages de la campagne.  

Cela dit, le fait que les personnes ayant été exposées aux messages ou au logo de la campagne recourent de 
façon régulière au tableau ne signifie pas qu’elles soient plus habiles à en faire une lecture juste. En guise 
d’exemple, lorsque les répondants devaient indiquer, à partir du tableau fourni, quel % VQ de fibres ils 
obtiendraient s’ils mangeaient 1½ tasse ou 60 g d’une céréale, ceux qui avaient vu les messages ou le logo 
ont été plus susceptibles de rapporter qu’il avait été « très facile » de trouver cette information (50 % contre 
39 %), mais les deux groupes ont répondu correctement à la question dans des proportions comparables 
(81 % contre 78 %). Autre exemple, lors d’un exercice qui consistait à comparer les tableaux de valeur 
nutritive de deux types de craquelins différents, les deux groupes ont su, dans des proportions semblables, 
identifier les craquelins ayant la plus forte teneur en lipides (69 % contre 71 %) et reconnaître que le 
produit A contenait une quantité modérée de fibres (41 % contre 40 %). 

Si améliorer l’utilisation du tableau au sein du public cible devient un objectif prioritaire de la campagne, il 
pourrait être pertinent d’adapter les messages diffusés dans le cadre des futures communications relatives au 
tableau de la valeur nutritive. À cette fin, une possibilité serait de recourir davantage aux messages « 5/15 » 
(« 5 % VQ ou moins, c’est peu; 15 % VQ ou plus, c’est beaucoup ») et d’accentuer les efforts d’éducation 
portant sur la quantité d’aliment. 

13. Les répondants ayant des enfants de 18 ans ou moins (public cible) s’intéressent un peu moins au 
tableau de la valeur nutritive que la population générale. Les membres du public cible (les parents 
d’enfants âgés de 18 ans ou moins) utilisent souvent le tableau de la valeur nutritive (72 % d’entre eux le 
consultent toujours ou souvent lors d’un premier achat), mais pas autant que les membres de la population 
générale (81 %). Pareillement, l’importance perçue du tableau est moins élevée dans le public cible qu’au 
sein de la population générale. Alors que dans le public cible, 49 % le jugent « très important » et 89 %, 
« très important » ou « assez important », ces pourcentages sont respectivement de 62 % et de 94 % dans la 
population générale. Comparativement à la population générale, les membres du public cible sont également 
moins susceptibles de consulter le tableau pour vérifier la teneur en sodium, en lipides trans, en lipides 
saturés et en cholestérol des aliments préemballés, encore qu’ils s’intéressent davantage aux renseignements 
sur les vitamines.  
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Background and Methodology 

A.  Background  

Health Canada has been actively engaged in educating Canadians on nutrition labelling since the voluntary 
nutrition labelling system was adopted in 1988.  Introduced in 2003, and fully implemented by December 
2007, the labelling regulations established a mandatory standardized Nutrition Facts table (NFt) with a 
consistent look, making it easier for consumers to locate on the packaging and read.   

The information found on the food label, including the NFt, nutrition claims, and the ingredient list, provide 
Canadian consumers with information essential to helping them make informed food choices. The % Daily 
Value (% DV) is a key piece of nutrition information shown on the NFt that provides a quick overview of the 
nutrient profile of a food.  

Research, both qualitative and quantitative in nature, conducted by Health Canada since the introduction of 
the NFt has shown that: 

• Most Canadians are aware of the NFt and many consumers report using it to make food choices; 

•  There are several consumer challenges to its effective use that are ongoing, including: 

o Confusion with the % DV concept and the use of different serving sizes;  

o Poor knowledge of one’s own requirements for calories and nutrients;  

o Low motivation to use the nutrition information; and  

o A perceived lack of trust towards some of the information on food packages.   

To address the above challenges, Health Canada, working in partnership with Food & Consumer Products of 
Canada (FCPC), developed the Nutrition Facts Education Campaign (NFEC).  The NFEC launched in the 
fall of 2010 with the goal of raising consumers’ awareness of and ability to use the NFt, and in particular, the 
% DV.  A particular objective of the Campaign is to drive consumers to the website, 
www.healthycanadians.gc.ca, via advertising and promotions deployed across a range of media including on-
package, television, print and online.  It is estimated that nine in every ten Canadian households (90%) will 
purchase food packages with the NFEC branding.  

Health Canada conducted a baseline study of Canadian consumers in October 2010, immediately prior to the 
launch of the campaign, to measure knowledge, attitudes and behaviours associated with the NFt.   Since that 
time, and following subsequent waves of advertising and promotion, Health Canada determined that a 
tracking study was required in order to assess and evaluate the effectiveness of these efforts. 
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The principal objectives of the research were to track and update current levels of knowledge, attitudes and 
behaviour related to nutrition labelling as consumers have been exposed to more information about the NFt.  
The results of the tracking study will be used to compare against the benchmark to assist in assessing the 
effectiveness of the campaign in meeting its objectives, and provide guidance on additional educational 
elements and/or messaging/communications that may be required. 

Specific objectives of the proposed research will track key measures that were obtained in the baseline 
survey, including the following: 

• Perceived importance, understanding and use of the NFt when purchasing food; 

• Barriers to using the NFt; and 

• Understanding and use of the % DV in particular (including choosing and comparing products). 

Results from the tracking study represent a key component of and best practice in campaign evaluation and 
provide a sense of the value received for dollars spent on the NFEC to date.    

The findings could also inform future regulatory changes or policy decisions regarding implementation of 
the nutrition labelling regulations. 

B. Methodology 

In total, 1500 Canadians completed this tracking survey in 2012, while 1504 completed the baseline survey 
in 2010.  There are four groups for which data are reported, the composition of which are: 

• The Total Sample:  (n=1500 in 2012; identical sample not surveyed in 2010).  The total sample is 
composed of all those in the general population and the target audience samples (described below).  
As the general population were not surveyed in 2010, a comparison sample for the total sample 
group is not available. 

• The General Population (n=500 in 2012; not surveyed in 2010):  The general population of 
Canadians, aged 18 years and older who self-identified as having primary responsibility for grocery 
shopping and/or food preparation in the household. 

• Target Audience (n= 1099 in 2012; n=1504 in 2010):  Parents, with children living at home aged 18 
years or younger, and who also met the screening criteria as having responsibility for grocery 
shopping and/or food preparation in the household.   
 
Note that the sample was designed to obtain n=1000 completed surveys from the target audience.  
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An additional 99 completed surveys fitting the profile of the target audience were obtained with the 
general population survey, bringing the total for the target audience to n=1099.   

• The Sub-Target Audience (n=553 in 2012; n= 655 in 2010):  Mothers, with children living at home 
aged 18 years or younger, and who also met the screening criteria as having responsibility for 
grocery shopping and/or food preparation in the household.   
 
The large sample of the target audience was undertaken in order to permit demographic analysis of 
the more precise demographic of mothers, aged 19 to 54 years.  Between the general population and 
target audience samples, 553 respondents fell into this category. 

Quotas were set by region for the general population and target audience samples to ensure that the final 
sample distribution across the regions would closely reflect the distribution of the population of Canadian 
adults, according to 2006 Census data.  The distribution of respondents across the regions is shown in the 
table below as well as the expected or targeted distribution based on 2006 Census data.     

Field was undertaken from July 16 to 25, 2012. 

Distribution of Respondents by Target audience and Region 

Distribution of Survey Respondents Proportionate Distribution of 
Respondents According to 

the 2006 Census 
General 

Population 
Target 

Audience* 
Sub-Target 
Audience** Region 

% n n n n 

Atlantic 8 40 49 102 26 

Quebec 25 125 101 236 150 

Ontario 37 185 205 436 206 

Prairies 17 85 87 184 86 

British 
Columbia 

13 65 58 141 65 

TOTAL 100 500 500 1099 553 

 
*Target Audience – parents of children aged 18 or younger, living in the household, who are responsible for either or both 
of grocery shopping and food preparation 
**Women, aged 19 to 54 years, with children at home aged 18 or younger (and meeting the target audience definition). 
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1. A Word about Online Surveys 

Due to the “opt-in” nature of online surveys, the final sample for each of the groups surveyed is considered 
non-representative and is based on a non-probability sampling technique.  As such, no statistically valid 
inferences can be made based on these data with respect to the broader Canadian population aged 18 years or 
older, nor to the population of Canadians aged 18 years and older with children aged 18 and under, nor to 
any of the target audiences or sub-groups.   

It should be underscored, however, that this methodology was the optimal approach given the above-noted 
research objectives and that these results do provide highly valuable guidance for those in policy and 
communications areas with respect to consumers’ awareness and understanding of the NFt and how they use 
it when making their food choices.      

2. The Rationale for an Online Survey Methodology 

An internet-based methodology, drawing from an existing online panel, was deemed to be the most 
appropriate and cost effective approach given the nature of the questions being asked and the fact that this 
methodology had been employed for the baseline survey in 2010.  In particular, in order to fairly assess 
respondents’ familiarity with, use and knowledge of the NFt, several examples of the tables were included in 
the survey.  Questions specific to these NFts were posed, the responses to which required that respondents 
refer to the information included in the tables. 

All respondents were drawn from a representative online panel comprising roughly 400,000 members across 
Canada.  The panel is maintained and refreshed according to industry guidelines.  All members are recruited 
to the panel through various online portals to ensure a demographically balanced set of potential respondents.  
The panel is carefully managed according to Marketing Research and Intelligence Association (MRIA) and 
other industry standards – with limitations on the number of surveys a panel member can participate in on a 
monthly basis – and each panellist is provided with a small incentive ($1.50 per completed survey) for their 
participation in the survey. 

3. The Limitations of Online Surveys 

The results reported in the sections that follow should be considered as strongly directional and, it is 
recommended that the findings be viewed within the broader body of public opinion research pertaining to 
consumer views, attitudes and behaviours with respect to nutrition labelling and the NFt, including other 
quantitative data as well as qualitative commentary arising from focus groups, interviews and ethnographic 
research on this topic.  It is possible that the results from this survey might tend to inflate consumers’ level of 
comfort and knowledge with various aspects of the NFt as the online methodology would permit respondents 
to seek assistance when responding to some of the “knowledge-based” questions in particular.  However, 
from a tracking perspective, this effect is of less concern as it is of more interest to identify any changes in 
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awareness, understanding and behaviour (e.g. movement in the numbers rather than the absolute percentages 
themselves). 

As is typical of most online surveys, the results cannot be assigned a margin of error given that the sample is 
not considered to be representative of the broader population of Canadians aged 18 and older with children 
aged 18 years and under living at home.  Moreover, these results are not necessarily representative of this 
particular segment of the population having access to the Internet.  Research shows that while Internet 
accessibility is quite pervasive, there is some variability by gender, age, education, income level and 
ethnicity, for example.  As such, some populations may be underrepresented both in the panel and, therefore, 
in the final sample. 

4. Pre-Test 

To control for any error associated with inappropriate or poor survey design, the survey was piloted in both 
official languages among a small sample of the target audience (n=15 each in English and French).  Upon 
completion, respondents were asked to rate the survey in terms of its clarity, level of difficulty, overall flow 
and ease of completion.  The pre-test served as a check, at least in part, for survey reliability, validity and 
brevity.  Respondents indicated in the pre-test that the survey, as designed, was generally easy to respond in 
terms of length, flow as well as question clarity.  As such, no changes were made to the survey instrument 
based on pre-test results. 

The final questionnaire was approximately 15 minutes in length.  Both the English and French questionnaires 
are included in Appendix A. 

5. Participation Rate 

The participation rate for this study was 27%.  The following table provides the information used in the 
calculation. 

# completes + screen out + quota full (R) 5,171 

# did not respond (U) 4,109 

# qualified break-off – drop out (IS) 10,064 

Participation Rate ( R/(R+U+IS) ) 27% 
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C. Note to Readers 

The reader should note that the data shown in the tables and charts included throughout this report reflect the 
views of respondents who are 18 years of age or older.  The first few columns in each table show the results 
for each of the following groups: 

Total Sample:  This represents the combined results for the general population and the target audience (e.g. 
the n=500 plus the n=1000, respectively). 

Gen Pop:  These are the results for the general population sample (n=500) only. 

Target Audience:  This refers to the target audience, parents, aged 19 to 54, with children 18 years of age or 
under (n=1099).  This group includes those fitting the profile of the target audience within the general 
population sample. 

Sub-target Audience:  The results shown in this column pertain to the sub-target audience, women only who 
are between the ages of 19 and 54 with children 18 years of age or younger (n=553).  This sub-group was 
identified from both the general population and target audience samples. 

Note that due to rounding, not all columns will add to 100%. 

Within the tables, BTS (Base Size Too Small) replaces the results in instances where the sample size is under 
n=30. 

Also note that though a margin of error cannot be applied to the results, differences noted within the text of 
this report are those which would have been statistically significant had the sample been obtained using 
random sampling. 
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IV. Detailed Findings 
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Detailed Findings 

A.  Respondents’ Role in the Household 

Respondents to the survey were screened to ensure that they were 18 years of age or older and, for the target 
audience sample, whether they had children, 18 years of age or younger, living in their home.  In addition, all 
respondents were further screened such that only those who described themselves as having some 
responsibility for either or both of grocery shopping and/or meal preparation in their household completed 
the survey.  These screening criteria were specifically employed to reflect the principal target audience for 
Health Canada with respect to communications, information and education regarding the use and 
understanding of the Nutrition Facts table (NFt).  Results show that just under one-in-five (18%) of those 
who reached this point in the survey were then subsequently screened out on this basis, having responded 
that they are not primarily responsible for either grocery shopping or food preparation in their households.  
This is exactly the same proportion as was screened out in 2010 (18%). 

As illustrated in the table below, the majority of respondents who ultimately did complete the survey 
described themselves as either mostly responsible for grocery shopping (49%) or for both grocery shopping 
and meal preparation (46%), while very few (5%) claimed to be principally responsible for meal preparation 
alone in their households. 

Profile of Respondents by Their Role in Meal Preparation and Grocery Shopping 

Total Base  Relevant Base Role in Household 

I am the person who is … 
2012  

(n=1838) 
2010 

(n=1840) 
2012  

(n=1500) 
2010 

(n=1504) 

Most responsible for 
grocery shopping 

40% 42% 49% 52% 

Most responsible for meal 
preparation 

4% 5% 5% 6% 

Most responsible for both 38% 35% 46% 42% 

Not primarily responsible 
for either grocery 
shopping or meal 
preparation 

18% 18%  
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B. The Importance of Nutritional Content in the Purchase Decision 

When deciding to purchase a prepackaged food product or when comparing between two such products, 
members of the target audience consider a range of product attributes and features, from taste through to the 
convenience and brand affinity.  Respondents were asked to rate the extent to which a series of seven 
possible factors were considered in the selection of prepackaged food products.   

With a couple of small exceptions, the 2012 results have not changed from 2010.  As in 2010, responses 
from the target audience tend to fall into three tiers of factors.   

• Taste, as an attribute, falls into the top tier, in a class on its own (93% in 2012 and 94% in 2010 say 
this is “to a great extent” a factor when choosing a product or choosing between products).   

• A second tier of factors includes price (84% in 2012 and 85% in 2010), nutritional content (83% and 
81%) and overall familiarity with the product (77% and 77%).  

• A third or tertiary set of factors are perhaps somewhat less a consideration in making a choice 
between two products, although still important.  These include product availability (72% in 2012 and 
67% in 2010 say they consider this to a “great extent” when choosing a product or choosing between 
products), convenience in terms of food preparation (61% and 61%) and the brand (55% and 54%).  
Note that the proportion of the sub-target audience (women aged 19-54 with kids aged 0-18) who 
consider availability to a great extent when making a choice has grown from 67% in 2010 to 73% in 
2012. 
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For the most part there is little variability among the sample sub-groups on this measure.  Members of the 
target audience (84%) and sub-target audience (86%), however, do place a higher priority on price as 
compared members of the general population (77%). 

STRICTLY CONFIDENTIAL 22

Extent to Which Certain Factors Are Considered When Purchasing 
Prepackaged Foods

Q.1   (Q2 in 2010) Below is a list of things you might consider when deciding to purchase a prepackaged food product or when you are comparing two products.  Please indicate the extent to 
which each is a factor in your decision-making process.

Base: Target Audience (2012 n=1099   2010 n=1504)

542010

612010

672010

772010

812010

852010

942010

Taste 2012 93

Price 2012 84

The nutritional content of a product 2012 83

Familiarity with the product 2012 77

Availability 2012 72

Convenience in terms of food preparation 2012 61

Brand 2012 55

Total giving a rating
of 7,6,5

%Target Audience

46
49

37
38

32
32

21
20
18
17

13

13
11
12

47
45

47
47

51
49

56
57

53
50

48

48
44
42

6
5

14
12

12
15

19
19

22
24

27

28
31
31

1
1

2
3

4
3

3
4

5
7

10

9
11

10

1
1

1

1
2
2

2
3
5

0% 20% 40% 60% 80% 100%

To a Great Extent (7) (6,5) To Some Extent (4) (3,2) Not At All (1)
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C. Awareness of NFt Campaign 

Health Canada has implemented an advertising and public relations campaign to help Canadians understand 
how to use the information on NFts to make healthier food choices.  To understand the reach of that 
campaign, respondents were asked whether or not they had seen relevant information on the NFts, or the % 
DV logo. 

Slightly less than one-third of the target audience (30%) report that they had definitely seen, heard or read 
something recently on how to use the information shown on prepackaged food products, while an additional 
37% felt that they had “maybe” seen something.  In total, two-thirds (67%) of the target sample think they 
may have seen, heard or read something. 

Of those with potential recall, the highest proportion said they had been exposed to information on how to 
read nutritional content (24%).  About one-in-ten also said they had been exposed to information on sodium 
content (11%), on calorie content and the suggested amount of daily calorie intake (10%), and fat content 
(10%). 

STRICTLY CONFIDENTIAL 33

Extent to Which Certain Factors Are Considered When Purchasing 
Prepackaged Foods

50

62

73

75

86

86

93

%
553

Sub-Target –
Women aged 19-54 

with Kids <18

55

61

72

77

83

84

93

%
1099

Target Audience
– Parents with Kids 

<18

5001500n =

9493Taste

7781Price 

8784The nutritional content of a product

7476Familiarity with the product

Total Sample Gen Pop.

% %

Availability 70 66

Convenience in terms of food preparation 60 57

Brand 55 53

% giving a rating of 7,6,5 
(to a large/great extent)

Q.1   (Q2 in 2010) Below is a list of things you might consider when deciding to purchase a prepackaged food product or when you are comparing two products.  Please indicate the extent to 
which each is a factor in your decision-making process.

Base: Total Sample 
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Awareness of NFt Campaign - Unprompted 

5Check the label/how to read label (and understand it)/what to look for on the package
6Daily recommended allowance/suggested amount per serving/portion size

7Ingredients/content/listing of ingredients

10Calories/calorie content/suggested amount of daily calorie intake
11Salt/Sodium content

10Fat content (trans fat, saturated fat)

Target 
Audience
with recall

n= 656
%

Nutritional facts/how to read nutritional content (and understand it) 24

Instructions/Directions/how to (cook, store, reheat, etc.) 9

Sugar content 6

30 37 33

0%
20%
40%
60%
80%

100%

Yes, definitely Yes, maybe No

Have you Seen, Heard or Read Anything?  
% Among Target Audience

What is Recalled . . .

Q.2 Have you seen, heard or read anything recently about how to use the information shown on pre-packaged food products?
Base: Target  Audience (n=1099)
Q.3 What do you recall?  List anything you remember in the space provided. 

67%
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Q2. Have you seen, heard or read anything recently about how to use the information shown on prepackaged food products?
Base: Total Sample

35

40

26

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

33

37

30

%
1099

Target Audience
– Parents with Kids 

<18
Total Sample Gen Pop.

n = 1500 500
% %

Yes, definitely 30 28

Yes, maybe 38 41

No 32 30

Awareness of NFt Campaign - Unprompted 
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Respondents were then shown the % DV logo (shown below on the slides) and asked if they had seen it.  
Definite recall for the logo among the target audience was on par with definite recall for the information on 
how to use the NFt at 31%.  A further 27% say they may have seen the % DV logo, though almost half 
(46%) have no recollection of the logo at all.  Women aged 19-54 with kids aged 18 and under (sub-target 
audience) were more likely to have seen the % DV logo (34%) than the general population (26%). 

Of those who recall the logo, most report having seen it on packages in a grocery store (65%).  Television 
advertising (18%) and magazine/newspaper advertising (14%) were also cited by over one-in-ten target 
audience respondents.  Few saw the logo online either on a pop-up (6%) or on the Health Canada website 
(1%).  Notably, one-in-five (20%) do not recall where they saw the logo. 
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Awareness of %DV Image

Q.4 Have you seen this image before?
Base: Target  Audience  (n=1099)
Q.4a Where do you recall seeing this?  Check as many from the list as applicable.
Base: Those who have seen image

Don’t recall exactly where 
I saw this image

On a federal government 
website (unspecified)

Target Audience Members with Recall 
of the Logo

n= 629

%

On packages in a grocery 
store 

In advertising shown on 
the television

In advertising shown in a 
magazine/newspaper

In advertising that popped 
up on a website I was 

accessing

On Health Canada 
website

65

18

14

6

1

20

0% 50% 100%

Seen %DV Image Before
%Among Target Audience Where do you recall seeing this image?

31 27

43

0%

20%

40%

60%

80%

100%

Yes, definitely Yes, maybe No

<1

58%
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Q. 4 Have you seen this image before?
Base: Total sample

40

26

34

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

43

27

31

%
1099

Target Audience
– Parents with Kids 

<18Total Sample
Gen Pop.

n = 1500 500
% %

Yes, definitely 28 26

Yes, maybe 26 25

No 46 49

Awareness of % DV Image
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The % DV image and information on how to use it does seem to have had an impact on those who have seen 
it.  In fact, almost half (49%) of target audience members who have seen the logo say that it has changed the 
way that they shop for groceries.  They report that they now look at sodium content (18%), make healthier 
choices (23%) and purchase based on nutritional value (18%).  They also report making better purchase 
decisions (17%), pay attention to fat content (12%) watch for sugar intake (9%), and read labels more often 
before making a purchase (9%). 
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Impact of % Daily Value

Q.4b Having seen the % Daily Value image and information about how to use it, has this changed the way that you shop for groceries at all? 
Base: Those who have seen image among the Target Audience (n=629)
Q.4c In what ways has it changed how you shop for groceries?  Please elaborate in the space provided. 

23Healthy/better food choices (fresh not packaged/avoid junk
18Look at salt content/try to reduce sodium intake
18Look at nutritional content/purchase based on nutritional value
17Awareness/better purchase decision

4Not stated
4None/Nothing
5Other
1Portion control/watch quantity intake
2Watch for carbohydrates/ purchase low carbs
2Choose certain brands/brand comparison
2Shop based on price/look for ways to save money
3Well balanced diet/balance the good with the bad
4Look at vitamins, protein, iron, calcium 
5Look for fibre/buy high fibre
4Calorie count/watch calorie intake/avoid high calories
4Look at content/purchase based on ingredients

%

Those among the target audience who have seen the logo 
and reported that it has changed

the way they shop

n=292

Look at fat content/buy low fat 12
Watch for sugar intake/try to reduce sugar 9
Reading labels/read labels more often/read before I buy 9

Has this changed the way you shop for 
groceries at all?

% Among Target Audience who have seen logo 

In what way . . .

49 51

0%

20%

40%

60%

80%

100%

Yes No
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53

47

%

333

Sub-Target –
Women aged 19-54 

with Kids 
<18

51

49

%

629

Target Audience
– Parents with Kids 

<18

4951No

Total Sample
Gen Pop.

n = 816 253
% %

Yes 49 51

Impact of % Daily Value

Q.4b Having seen the % Daily Value image and information about how to use it, has this changed the way that you shop for groceries at all? 
Base: Those who have seen image
BTS:  Base Size Too Small
c Caution, small base size

% Among those who have seen logo 
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D. Frequency of Use of the NFt in First Time Purchases 

The proportion who report looking at the Nutrition Facts table when buying a food item or a brand for the 
first time has grown modestly since 2010.  In 2012, almost three-quarters (72%) of the target audience report 
that they look at the NFt always (34%) or often (38%).  This is in comparison of 69% of target audience 
members who reported the same thing in 2010.   

Including those who refer to the NFt sometimes, these data indicate that over nine-in-ten (93%) members of 
the target audience are using the NFt on at least an occasional, if not more frequent basis for first time 
purchases.  By contrast, few say they “rarely” (6%) or “never” (1%) consult the information in the NFt, 
which represents a slight decrease from 2010 when 7% and 3%, respectively, said they rarely or never look 
at the NFt. 

 

STRICTLY CONFIDENTIAL 2020

Target Audience

n= (2012) 1099 (2010) 1504

%

TOTAL Always/Often

Always

Often

Sometimes

Rarely

Never

TOTAL Rarely/Never

Frequency of Use of the NFt for First-Time Food Purchases

Q.5   (Q3 in 2010) When buying a food item or a brand for the first time, how often do you look at the information in the Nutrition Facts table, an example of which is shown..
Base: Target Audience

72

34

38

21

6

1

7

69

34

35

21

7

3

10

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2012 2010
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 Contrary to a potential hypothesis that parents would look at the NFt more often for first-time purchases to 
ensure their kids are receiving the highest levels of nutrition, results indicate that members of the general 
population are more likely to use the NFt  ‘always’ or ‘often’ (81%) than parents (target audience 72%; sub-
target audience 72%).   
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Frequency of Use of the NFt for First-Time Food Purchases

7

2

5

21

41

31

72

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

7

1

6

21

38

34

72

%
1099

Target Audience
– Parents with Kids 

<18Total Sample
Gen Pop.

n = 1500 500
% %

TOTAL Always/Often 74 81

Always 36 43

Often 38 38

Sometimes 19 14

Rarely 6 4

Never 1 1

TOTAL Rarely/Never 7 5

Q.5   (Q3 in 2010) When buying a food item or a brand for the first time, how often do you look at the information in the Nutrition Facts table, an example of which is shown..
Base: Total Sample
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Among those few members of the target audience who say they rarely or never use the NFt, the reasons 
given for not using the NFt were often related to a perceived lack of relevancy or need.  The most common 
reasons offered were that they already feel they have a good sense of the nutritional benefits of the product 
(34%), they don’t think the information in the NFt is relevant unless you have a particular medical condition 
(18%) or that they simply don’t see a real benefit from using the table (14%).   

Other reasons given for not looking at the NFt related to the table itself, with one criticism being that the 
information is too confusing or difficult to understand (13%).  Also, slightly more than one-in-ten (13%) 
lacked confidence in the accuracy of the information shown on the table.   

 

 

 

STRICTLY CONFIDENTIAL 2323

Main Reason Selected for Rarely/Never Using the NFt

Q.6   (Q4 in 2010) Which ONE of the following is the main reason why you rarely or never look at the Nutrition Facts table? Is it mostly because:
Base: Respondents who rarely or never look at the Nutritional Facts Table (2012 n=79    2010 n=147)

34

18 14 13 13
5 4 0

30
24 20

15

2
9

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

I already have a
pretty good idea

of the
nutritional

benefits of the
product

I don't think the
information is

relevant unless
you have a
particular
medical

condition or
disease

I don't see a
real benefit

from using the
information on

the table

Too
confusing/too

difficult to
understand

Doesn't contain
the nutritional
information I'm

looking for

I’m not
confident in the
accuracy of the

information
shown on the

table 

Don't care/ not
that interested

Time
consuming/

don't have time

Other

2012 2010

n/a n/a n/a n/a

% Among target audience who rarely/never look at NFt
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Regardless of how frequently respondents claim to use the information shown in the NFt, the importance of 
the NFt is rated very highly as in 2010, with almost nine in every ten target audience respondents (89%) 
saying the information is important.  In fact, half (49%) say the information is “very important.”  
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Target Audience

n= (2012) 1099  (2010) 1504

%

TOTAL Important

Very Important

Somewhat Important

Neither Important Nor Unimportant

Not Very Important

Not At All Important

TOTAL Not Important

Perceived Importance of the NFt

Q.7   (Q5 in 2010) How important is the information shown in the table to you?  Would you say it is:
Base: Target Audience

89

49

40

7

3

1

4

88

52

36

8

3

1

4

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2012 2010
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The importance of the NFt is noted across all sub-groups, although there is some variability in that target 
audience respondents (i.e. parents of children aged 18 and under) placed less importance on the NFt  (89%) 
than the general public (94%).   

 STRICTLY CONFIDENTIAL 2727

Perceived Importance of the NFt

3

<1

3

7

47

43

90

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

4

1

3

7

40

49

89

%
1099

Target Audience
– Parents with Kids 

<18Total Sample
Gen Pop.

n = 1500 500
% %

TOTAL Important 90 94

Very Important 53 62

Somewhat Important 37 31

Neither Important Nor Unimportant 7 5

Not Very Important 3 1

Not At All Important 1 <1

TOTAL Not Important 3 1

Q.7   (Q5 in 2010) How important is the information shown in the table to you?  Would you say it is:
Base: Total Sample
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E. How do Consumers Use the NFt? 

1. What Consumers Usually Look for in the NFt 

Respondents who use the NFt at least sometimes, even if rarely (this comprises a total of 98% of those 
respondents who completed the survey), were asked what information they usually look for in the NFt.  As in 
2010, most target audience members focus on the calorie content of the product (74% in 2012 vs. 73% in 
2010), followed by the amount of a specific nutrient (60% vs. 66%) and, to a lesser extent, the % Daily Value 
(52% vs. 51%), the presence of a specific nutrient (49% vs. 52%) and the amount of food on which the 
nutrient information is based (42% vs. 39%). 

 

Interestingly, the information on calories is looked at by relatively equal proportions across all sample 
groups.  The general population, however, are more likely than the target audience to look at information on 
the amount of a specific nutrient (68% vs. 60%) and the amount of food (49% vs. 42%). 

 

STRICTLY CONFIDENTIAL 2929

Information Consumers Look for Most Often on the NFt

Q.8   (Q6 in 2010) What information do you usually look for in the Nutrition Facts table?  Please check all that apply.
Base: Respondents who always, often, sometimes or rarely look at the Nutritional Facts Table (2012 n=1086 2010 n=1465)
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49 52
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Information Consumers Look for Most Often in the NFt

45

52

46

62

75

%
546

Sub-Target –
Women aged 19-54 

with Kids 
<18

42

52

49

60

74

%
1086

Target Audience
– Parents with Kids 

<18

5350Presence of a specific nutrient

7775Calories

6862Amount of a specific nutrient

5252% daily value

Total Sample
Gen Pop.

n= 1481 494
% %

Amount of food 43 49

%  checking a particular item 
Among those who look at the NFt

Q.8   (Q6 in 2010) What information do you usually look for in the Nutrition Facts table?  Please check all that apply.
Base: Respondents who always, often, sometimes or rarely look at the Nutritional Facts Table
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2. Use of the NFt for Comparison of Products and Analysis of Nutrients 

Consumers who are members of the target audience currently use the NFt in much the same way as they did 
in 2010.  They report using the NFt to help them in the following ways: 

• To see if a food has a little or a lot of the nutrients they may want to eat less of, such as fat and 
sodium (63% in 2012 and 66% in 2010 say they refer to the NFt often or always for this purpose); 

• To get an idea of the number of calories (62% in both 2012 and 2010 say often/always); 
• To compare similar types of food products (62% say often/always in 2012 vs. 61% in 2010); and 
• To see if a food has a little or a lot of the nutrients they may want to eat more of, such as fibre and 

calcium (60% say often/always in 2012 vs. 59% in 2010). 

These responses generally line up with those reported in the previous section and underscore that the NFt is  
typically used to obtain information on calories and specific nutrients in the product. 

Less than half of target audience respondents indicated that they use the NFt (i.e. often or always) to validate 
claims made on the package, such as “low in sodium” (47%), to compare different types of food products 
with each other (45%) or to figure out how much of a food they should eat (33%). 
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How Consumers Use the NFt

Q.10   (Q8 in 2010) Please indicate how often you use the information in the Nutrition Facts table to:.
Base: Respondents who always, often, sometimes or rarely look at the Nutritional Facts Table (2012 n=1086     2010 n=1465)
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0% 20% 40% 60% 80% 100%

Always Often Sometimes Rarely Never

322010

442010

482010

592010

612010

622010

662010

See if a food has a little or a lot of the nutrients you may want 
to eat less of, such as fat or sodium 2012 63

Get an idea of the number of calories provided by the food 2012 62

Compare similar types of food products with each other 2012 62

See if a food has a little or a lot of the nutrients you may want 
to eat more of, such as fibre or calcium 2012 60

See if claims (e.g. low in sodium) made on the package are 
true 2012 47

Compare different types of food products with each other 2012 45

Figure out how much of a food you should eat 2012 33

Total Always/ 
Often

%Target Audience who look at the NFt
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There were a couple of variations by sample group.  Members of the general public indicate that they are 
more likely than the target audience to use the NFt to see if a food has a little or a lot of the nutrients they 
may want to eat less of (73% vs. 63%); to get an idea of the number of calories provided by the food (69%  
vs. 62%); and to compare similar types of food products with each other (69% vs. 62%). 

The findings also indicate that the sub-target group (19-54 year old mothers of kids 18 and under) are less 
frequent users of the NFt to see if claims made on packages are true in 2012 (45%) than in 2010 (51%). 

 STRICTLY CONFIDENTIAL 3636

How Consumers Use the NFt

34

45

45

62

66

63

63

%
546

Sub-Target –
Women aged 19-54 

with Kids 
<18

33

45

47

60

62

62

63

%
1086

Target Audience
– Parents with Kids 

<18

5148See if claims (e.g. low in sodium) made on the package are true

6461See if a food has a little or a lot of the nutrients you may want to eat more of, 
such as fibre or calcium

7366See if a food has a little or a lot of the nutrients you may want to eat less of, such 
as fat or sodium

6964Get an idea of the number of calories provided by the food

Total Sample
Gen Pop.

n= 1481 494
% %

Compare similar types of food products with each other 64 69

Compare different types of food products with each other 45 46

Figure out how much of a food you should eat 33 33

Q.10   (Q8 in 2010) Please indicate how often you use the information in the Nutrition Facts table to:.
Base: Respondents who always, often, sometimes or rarely look at the Nutritional Facts Table 

%  Always/Often 
Among those who look at the NFt
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To further understand what information consumers use on the NFt, respondents were shown a sample NFt 
for a container of yogurt and asked to check off those items of information that they use regularly in making 
their food choices.   

 

Again, in keeping with earlier responses, it is clear that the target audience members are more inclined to 
focus on calories (73%), in addition to sodium content (65%) sugars (64%), and fat (63%),.  About half of 
target audience respondents also indicated they regularly check the amount of trans fat (50%), fibre (49%) 
and saturated fat content (47%). 

Cholesterol (38%) is referred to on a regular basis by close to two-in-five of all target audience respondents 
when comparing prepackaged food products.  Least regularly used, by about one-third or fewer respondents 
are:  protein (34%), carbohydrate (32%), calcium (25%), iron (25%), vitamin C (22%) and vitamin A (20%).  
The information on the amount of food is also referred to less frequently (35%), which is notable given the 
importance of the amount of food information for using the NFts. 

Between 2010 and 2012, there have been slight changes in the information on NFt that target audience 
respondents use regularly to make food choices.  In 2012 members of the target audience are more inclined 
to be checking calories (increase of 3 percentage points) and sugars (increase of 5 percentage points) than in 
2010.  Similarly, they are paying less attention to cholesterol (decrease of 6 percentage points), vitamin C 
(decrease of 4 percentage points), fat (decrease of 3 percentage points), and saturated fat (decrease of 3 
percentage points). 
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The table on the next page highlights some interesting differences by sample group.  The general population 
are more likely than parents of kids aged 18 and under (target audience) and 19-54 year old women with kids 
aged 0- 18 (sub-target audience) to regularly use the NFt information on fibre, sugars, sodium, trans fat, 
saturated fat, and cholesterol.  However, members of the target audience were more likely to be looking at 
information on vitamin C or vitamin A than the general population.   

STRICTLY CONFIDENTIAL 4141

Items on the NFt that Consumers Use Often/Always

Q.12   (Q. 10 in 2010) When comparing prepackaged food products, what information found in the Nutrition Facts table do you use regularly to make your food choices?  Please check all that 
apply.

Base: Respondents who always, often, sometimes or rarely look at the Nutritional Facts Table (2012 n=1086    2010 n=1465)

73

63

65

64

50

47

49

38

35

34

32

25

22

25

20

1

70

66

65

59

52

50

48

44

34

32

30

27

26

26

22

1

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Calories

Fat

Sodium

Sugars

Trans fat

Saturated fat

Fibre

Cholesterol

Amount of food

Protein

Carbohydrate 

Calcium

Vitamin C

Iron

Vitamin A

Other

2012
2010

%  checking a particular item among target audience members who look at the NFt
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.  

In comparison to 2010, the sub-target audience in 2012 were more likely to use the information on 
carbohydrates (34% vs. 30%).  They were not as likely, however, to use the information on vitamin C (19% 
vs. 26%). 

Similarly, the sub-target mothers are less likely to be consulting information on cholesterol in 2012 (30% in 
2012 vs. 37% in 2010) and vitamin C (19% in 2012 vs. 26% in 2010) as compared to 2010. 

STRICTLY CONFIDENTIAL 4242

Items on the NFt that Consumers Use Often/Always

1

17

19

26

25

34

38

37

30

45

55

47

62

69

66

75
%

546

Sub-Target –
Women aged 19-54 

with Kids 
<18

1

20

22

25

25

32

34

35

38

47

49

50

63

64

65

73
%

1086

Target Audience
– Parents with Kids 

<18
4941481n=

Total Sample
Gen Pop.

% %

Calories 74 75

Sodium 69 78

Sugars 65 69

Fat 63 65

Trans fat 51 57

Fibre 50 54

Saturated fat 49 54

Cholesterol 40 44

Amount of food 35 37

Protein 33 35

Carbohydrate 33 36

Calcium 25 27

Iron 24 22

Vitamin C 20 15

Vitamin A 18 12

Other 1 1

%  checking a particular item among those who look at the NFt

Q.12   (Q. 10 in 2010) When comparing prepackaged food products, what information found in the Nutrition Facts table do you use regularly to make your food choices?  Please check all that 
apply.

Base: Respondents who always, often, sometimes or rarely look at the Nutritional Facts Table



 

FINAL Report - CANADIANS’ UNDERSTANDING AND USE OF THE NUTRITION FACTS TABLE:  SURVEY RESULTS   49 

 

To understand whether consumers rely most on information on nutrients presented as a % DV or by weight 
(g or mg), respondents were asked which they look at most regularly.  As in 2010, only a minority of those 
who regularly look at items for which % DV information is shown (i.e. fibre, carbohydrate, fat, saturated and 
trans fat and sodium) say they rely exclusively on this information.  Most target audience respondents say 
they use both the actual amount in grams as well as the % DV when comparing prepackaged food products.   

  
STRICTLY CONFIDENTIAL 4444

Weight vs. % DV:  Which do Consumers Rely on Most for Those Items on the 
NFt They Use Regularly?

Q.13  (Q11 in 2010) According to your response to the previous question, below is listed some of the information you look at regularly.  Please specify, for each item, whether you look only at 
the weight of the nutrients (e.g. shown in grams or milligrams), only at the % Daily Value, or at both?

Base: Target Audience members who selected an item at Q10 for which both the weight and % DV information is shown. (Base sizes vary)

26

28

21

27

25

29

20

20

28

27

25

24

21

15

24

16

20

15

25

20

18

14

21

21

53

57

55

57

55

56

55

60

54

59

54

55

0% 20% 40% 60% 80% 100%

Weight % Daily Value Both

Target Audience

2010

2010

2010

2010

2010

2010

Fat 2012

Saturated fat 2012

Trans fat 2012

Sodium 2012

Carbohydrate 2012

Fibre 2012
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3. Self-Assessed Confidence in and Perceived Ease of Use of the NFt 

As in 2010, respondents belonging to the target audience are generally more confident in using the overall 
NFt to select a product that is a better choice for them (73%) than they are in using the % Daily Value (% 
DV) information shown in the NFt when making a product selection (61%).  Despite this difference, this 
result still suggests a significant proportion of consumers do feel reasonably comfortable using the % Daily 
Value information.   

 STRICTLY CONFIDENTIAL 3232

Self-Assessed Consumer Confidence with the NFt & % DV

Q.9   (Q7 in 2010) Please indicate how confident you are in:
Base: Target Audience (2012 n=1099    2010 n=1504)

19

19

16

12

54

56

45

48

21

21

30

32

4

4

8

7

2

2

1

0% 20% 40% 60% 80% 100%

Very Confident Confident
Neither Confident nor Unsure Unsure
Very Unsure

60

61

74

73

2010

2010

Using the overall Nutrition Facts table to select the 
product that is a better choice for you 2012

Using the % Daily Value information shown in the 
Nutrition Facts table to select the product that is a 

better choice for you 
2012

Total Confident
%Target Audience
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In comparison to 2010, the sub-target group (women aged 19-54 with children aged 18 and under) is less 
confident (72% in 2012 vs. 79% in 2010) in using the overall NFt to select a product that is a better choice 
for them. 

 

 STRICTLY CONFIDENTIAL 3333

Self-Assessed Consumer Confidence with the NFt & % DV

60

72

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

61

73

%
1099

Target Audience
– Parents with Kids 

<18Total Sample
Gen Pop.

n = 1500 500
% %

Using the overall Nutrition Facts table to select the product that is a 
better choice for you 75 78

Using the % Daily Value information shown in the Nutrition Facts table to 
select the product that is a better choice for you 60 57

% Saying “Very Confident/Confident”

Q.9   (Q7 in 2010) Please indicate how confident you are in:
Base: Total Sample 
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When asked to rate the ease of use of various features of the NFt, target audience respondents generally 
concurred with the 2010 findings.  Most found the majority of features at least somewhat easy to understand.  
Notably, however, relatively few (less than 4 in 10 respondents in all cases) rated any of the features 
examined as “very easy to understand.”  Looking at these percentages (i.e. those saying “very easy to 
understand”) is perhaps the truest measure of the proportion of consumers who are completely comfortable 
in using the NFt. 

 

As shown in the chart above, just under four-in-ten target audience respondents (38%) say they find it very 
easy to understand the amount of food on which the NFt information is based.  About one-third of 
respondents belonging to the target audience find it very easy to understand how the calorie information 
relates to their daily needs (33%), what is a little or a lot of a particular nutrient using the % DV (29%), how 
the nutrient information relates to their daily needs (28%), how to use the information in the NFt to benefit 
their health (27%), or how to use the % DV to choose foods (28%).  Of particular note is the fact that just 
under two-in-ten target audience respondents (18%) say they find it very easy to compare food products that 
don’t have similar amounts of food listed in their respective NFts.  This suggests an area where education 
efforts could be focussed. 

STRICTLY CONFIDENTIAL 3838

Perceived Ease of Use of the NFt to Determine …

Q.11   (Q9 in 2010) Above is an example of a Nutrition Facts table you can reference when responding to the following questions.  Please indicate how easy or difficult it is to understand each 
of the following:

Base: Target Audience (2012 n=1099  2010 n=1504)

38

37

27

27

33

32

28

28

29

29

28

27

18

16

35

36

42

43

37

38

39

41

39

39

38

38

35

34

18

18

21

21

20

19

22

21

20

22

21

22

27

27

7

7

8

7

7

8

9

8

10

10

10

10

17

17

2

2

2

2

3

3

2

2

3

2

3

4

6

0% 20% 40% 60% 80% 100%
Very easy to understand Somewhat easy to underst
Neither Somewhat difficult to under
Very difficult to understand

502010

652010

682010

692010

702010

702010

732010

What amount of food the nutrition information in the Nutrition Facts table 
is based on 2012 72

How I can use the information in the Nutrition Facts table to benefit my 
health 2012 69

How the calorie information in the Nutrition Facts table relates to my daily 
needs 2012 70

How the nutrient information in the Nutrition Facts table relates to my 
daily needs 2012 67

What is a little or a lot of a particular nutrient, using the % Daily Value 
information 2012 68

How to use the % Daily Value to choose foods 2012 66

How to compare food products that don’t have a similar amount of food 
listed in their respective Nutrition Facts tables 2012 52

Total Easy
%Target Audience
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Responses to this question suggest that continued information and consumer education is required on how to 
use the NFt to choose foods for better health and to become more familiar with the % DV information shown 
in the right hand column of the NFt. 

Of note, however, is the fact that the target audience (parents of kids aged 18 and under) indicate that they 
find it easier than the general population (68% parents vs. 61% gen pop) to understand what is a little or a lot 
of a particular nutrient, using the % DV information. 

 

F. Consumers’ Knowledge and Understanding of the NFt 

Respondents to the survey were asked a series of questions aimed at assessing knowledge levels and 
understanding of the NFt, specifically whether they understand how to use the % Daily Value (% DV) and 
other information listed in the NFt in order to make appropriate food choices.  The questions in the survey 
were not intended to be particularly onerous, but rather were designed to assess respondents’ rudimentary 
knowledge of the NFt and % DV information. 

STRICTLY CONFIDENTIAL 3939

Perceived Ease of Use of the NFt to Determine …

49

66

67

67

72

69

75

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

52

66

68

67

70

69

72

%
1099

Target Audience
– Parents with Kids 

<18

6166What is a little or a lot of a particular nutrient, using the % Daily Value information

Total Sample
Gen Pop.

n = 1500 500
% %

What amount of food the nutrition information in the Nutrition Facts table is based on 72 72

How I can use the information in the Nutrition Facts table to benefit my health 69 68

How the calorie information in the Nutrition Facts table relates to my daily needs 71 73

How the nutrient information in the Nutrition Facts table relates to my daily needs 67 68

How to use the % Daily Value to choose foods 65 64

How to compare food products that don’t have a similar amount of food listed in their 
respective Nutrition Facts tables 51 47

% Easy to Understand

Q.11   (Q9 in 2010) Above is an example of a Nutrition Facts table you can reference when responding to the following questions.  Please indicate how easy or difficult it is to understand each 
of the following:

Base: Total Sample
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1. Knowledge of the % Daily Value Information 

Respondents were shown three statements relating to the % Daily Value and asked to assess each as either 
true or false.  In general, the majority of members of the target audience in both 2010 and 2012 answered 
correctly.  In 2012, 70% correctly responded that “you should try to get 100% of the % Daily Value for 
calcium every day” and 69% said it is true that “you can use the % Daily Value in the Nutrition Facts table to 
compare foods.”  Similarly, 66% correctly claimed it is false to suggest that “you should try to get 100% of 
the Daily Value for sodium every day.”   

 

For the most part these responses confirm that consumers generally understand that health benefits are 
associated with maximizing their daily intake of nutrients like calcium and, conversely, adverse health 
effects are associated with consuming excessive amounts of nutrients such as sodium. 

STRICTLY CONFIDENTIAL 4545

The % DV Information:  Do Consumers Generally Know What They Should be 
Getting More/Less of and How to Use it?

Q.14   (Q12 in 2010) Please answer True or False to each of the following statements.
Base Target Audience (2012 n=1099  2010 n=1504)

2010

2010

2010

You should try to get 100% of the Daily Value 
for calcium every day 2012

You can use the % Daily Value in the 
Nutrition Facts table to compare foods 2012

You should try to get 100% of the Daily Value 
for sodium every day 2012

Target Audience

70

77

69

67

16

17

14

11

8

12

66

67

16

12

23

21

18

16

0% 20% 40% 60% 80% 100%

True False I don't know
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 STRICTLY CONFIDENTIAL 4646

The % DV Information:  Do Consumers Generally Know What They Should be 
Getting More/Less of and How to Use it? 

12

69

76

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

16

69

70

%
1099

Target Audience
– Parents with Kids 

<18

914You should try to get 100% of the Daily Value for sodium every day

Total Sample
Gen Pop.

n= 1500 500
% %

You should try to get 100% of the Daily Value for calcium every day 72 75

You can use the % Daily Value in the Nutrition Facts table to compare 
foods 69 70

% saying the statement is “true”

Q.14   (Q12 in 2010) Please answer True or False to each of the following statements.
Base Total sample
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To further assess understanding of the % DV information, respondents were subsequently shown a sample 
NFt and asked to identify the amount of food the information is based on.  Further, respondents were asked 
for the correct interpretation of the % DV information as it specifically relates to fibre, as well as whether the 
percentage shown on the chart (28% DV) represented a little, a moderate amount or a lot of fibre.  The 
sample NFt is shown below.  Note that respondents were not given any information on what type of product 
the NFt was for. 

 

Overall, the majority of target audience members (82%) were able to correctly identify that the information 
on the NFt above is based on ½ cup or 28 grams of food.  This finding is on par with what was found in 2010 
(85%).   

There is variation by sample group in the ability to correctly identify on what amount of food the nutrition 
information is based, with members of the general population more likely than members of the target 
audience (parents) (89% vs. 82%) to correctly identify the amount shown on the NFt. 
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Ability to Correctly Identify the “Amount” Shown on the NFt

Q.15   (Q13 in 2010) Looking at the information shown in this Nutrition Facts table, please indicate in the space provided on what amount of food the nutrition information is based.
Base Target Audience 

Target Audience

n= (2012) 1099  (2010) 1504

%

1/2 cup or 28 grams

Other

I don’t know

82

7

12

85

6

9

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2012 2010

10

5

86

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

12

7

82

%
1099

Target Audience
– Parents with Kids 

<18

5001500n =
Total Sample

Gen Pop.

% %

1/2 cup or 28 grams 84 89

Other 6 5

I don’t know 10 6

% calculating the amount as …
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As in 2010, most respondents belonging to the target audience (69%) correctly indicated that the 28% DV 
shown for this product means that, for the amount of food on which the NFt is based, the product contains 
28% of the daily recommended amount of fibre that you should eat in a day.  Just 16% incorrectly interpreted 
the information to mean that the food product is made up of 28% fibre, while 10% incorrectly interpreted it 
as meaning that the amount of food contains 28% of the maximum amount of fibre you should consume in a 
day.  There was little variability based on sample group on this measure. 

 

 STRICTLY CONFIDENTIAL 5050

Knowledge of the %DV, as it Relates to Fibre

Q.16   (Q14 in 2010) What does the 28% beside the item Fibre mean?  Is it:
Base: Target Audience (2012 n=1099   2010 n=1504)
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 STRICTLY CONFIDENTIAL 5151

Knowledge of the %DV, as it Relates to Fibre
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5001500n =
Total Sample

Gen Pop.

% %

The amount of food contains 28% of the daily recommended amount of 
fibre you should eat in a day 69 71

This food product is made up of 28% fibre 16 14

The amount of food contains 28% of the maximum amount of fibre you 
should consume in a day 10 10

I don't know 5 5

% saying …

Q.16   (Q14 in 2010) What does the 28% beside the item Fibre mean?  Is it:
Base: Total Sample
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Understanding of what amount constitutes a lot of fibre continues to be relatively low in 2012.  About half of 
target audience respondents in 2012 (48%) incorrectly believe that 28% DV represents a moderate amount of 
fibre, while about one-quarter (24%) correctly noted that this amount is in fact a lot of fibre.    Fewer than 
one-in-five (18%) incorrectly say that 28% represents a little of fibre. 

 

 STRICTLY CONFIDENTIAL 5353

Is 28% DV A lot or a Little of Fibre?

Q.17  (Q15 in 2010) Which of the following statements is closest to your own view?
Base: Target Audience (2012 n=1099    2010 n=1504)
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 Indeed it should be emphasized that a plurality of respondents, and in most cases the majority, do 
demonstrate some level of understanding of the % DV information as it relates to fibre, but cannot correctly 
use the % DV to indicate if a product contains a little or a lot of fibre. 

 

 STRICTLY CONFIDENTIAL 5454

Is 28% DV A lot or a Little of Fibre? 
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28% Daily Value is a little of fibre 17 17

28% Daily Value is a moderate amount of fibre 48 46

28% Daily Value is a lot of fibre 24 26

I don't know 11 11

% saying …

Q.17  (Q15 in 2010) Which of the following statements is closest to your own view?
Base: Total Sample
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Respondents are generally readily able to identify the amount of food on which the nutrition information is 
based.  Most target audience respondents (79%) correctly calculate that, were one to consume 1 ½ cups (or 
60 grams) of cereal, based on the NFt for a different serving size as shown in the chart below, a serving of 
this size (60g) would yield eight per cent Daily Value of fibre.  Across virtually all sub-groups of the 
population, approximately four-in-five respondents, or more, offered this response.  Interestingly, parents in 
the target audience were slightly less likely to be able to make the correct calculation (79%) than those in the 
general population (84%) and mothers in the sub-target audience (84%). 
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Knowledge Test:  Calculating % DV Based on Amount Shown

Q.18  (Q16 in 2010) Given the information shown in this Nutrition Facts table, what % Daily Value of fibre would you get if you ate 1 and ½ cups (1 ½ cups) or 60 g of this cereal?
Base: Target Audience (2012 n=1099     2010 n=1504)

7

79

5
96

84

4 6

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

4% 8% 12% I don't know
2012 2010

What % DV of fibre would you get if you ate 1 ½ cups or 60 g of this cereal?

% Among Target Audience



 

FINAL Report - CANADIANS’ UNDERSTANDING AND USE OF THE NUTRITION FACTS TABLE:  SURVEY RESULTS   63 
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Knowledge Test:  Calculating % DV Based on Amount Shown
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Q.18  (Q16 in 2010) Given the information shown in this Nutrition Facts table, what % Daily Value of fibre would you get if you ate 1 and ½ cups (1 ½ cups) or 60 g of this cereal?
Base: Total Sample 



 

FINAL Report - CANADIANS’ UNDERSTANDING AND USE OF THE NUTRITION FACTS TABLE:  SURVEY RESULTS   64 

 

Not surprisingly then, given the results reported above, almost three-quarters (74%) of the target audience 
say they found it either “very easy” (46%) or “easy” (28%) to find the % DV information as it relates to fibre 
in the Nutrition Facts table they were shown.  Just nine per cent (9%) found this task to be difficult and 
another 18 % were ambivalent, saying it was neither difficult nor easy. 
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Perceived Ease of Finding % DV Information

Q.19   (Q17 in 2010) How easy or difficult was it to find the % Daily Value information (as it relates to fibre) in this Nutrition Facts table? 
Base: Target Audience

Target Audience

n= (2012) 1099  (2010) 1504

%

TOTAL Easy

Very Easy

Easy

Neither Difficult nor Easy

Difficult

Very Difficult

TOTAL Difficult

74

46

28

18

6

3

9

78

43

35

14

6

2

8

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2012 2010
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Perceived ease of finding the % DV information is consistently high across all sub-groups.  For some reason 
women aged 19-54 with kids aged 18 and under (sub-target audience) are less likely in 2012 (76%) to say it 
was easy to find the % DV information than they did in 2010 (81%). 
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Perceived Ease of Finding % DV Information

7
2

5

17

29

47

76
%

553

Sub-Target –
Women aged 19-54 

with Kids 
<18

9
3

6

18

28

46

74
%

1099

Target Audience
– Parents with Kids 

<18

5001500n =
Total Sample

Gen Pop.

% %

TOTAL Easy 75 77
Very Easy 45 44

Easy 30 33

Neither Difficult nor Easy 17 16

Difficult 5 5

Very Difficult 3 3

TOTAL Difficult 8 7

Q.19   (Q17 in 2010) How easy or difficult was it to find the % Daily Value information (as it relates to fibre) in this Nutrition Facts table? 
Base: Total Sample
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2. Using the NFt to Compare between Products 

Respondents were shown two NFts representing two different types of crackers, labelled as Product A and 
Product B (below on slide) and asked a series of three questions based on these tables, the responses to 
which reflect how easy (or not) they found it to use the information found in the NFt to compare products in 
terms of fat content. 

It is notable that in assessing the two products with respect to fat content, the majority of target audience 
respondents (69%) were able to select the appropriate response option, though they were likely aided to a 
certain extent by the limited number of response categories from which to choose.  This result mirrors what 
was found in 2010. 
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Comparing Fat Content for Two Brands of Crackers

Q.20  (Q18 in 2010) Based on the amounts of crackers shown in the two Nutrition Facts tables for two different types of crackers (labelled A and B), how do you think they compare in terms of 
their fat content?

Base: Target Audience 

Product A Product B

How do the two products compare in 
terms of their fat content?

I don't know

Target Audience

n= (2012) 1099  (2010) 1504

%

Product A has a higher 
fat content

Product B has a higher 
fat content

Products A and B have 
the same fat content

9

69

17

5

8

70

18

4

0% 20% 40% 60% 80% 100%
2012 2010
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Comparing Fat Content for Two Brands of Crackers

5

20

66

9

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

5

17

69

9

%
1099

Target Audience
– Parents with Kids 

<18

5001500n =
Total Sample

Gen Pop.

% %

Product A has a higher fat content 8 8

Product B has a higher fat content 69 69

Products A and B have the same fat content 18 20

I don't know 4 4

Product A Product B

Q.20  (Q18 in 2010) Based on the amounts of crackers shown in the two Nutrition Facts tables for two different types of crackers (labelled A and B), how do you think they compare in terms of 
their fat content?

Base: Total Sample 
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As we have noted earlier in this report, there appears to be confusion on the question of how much fibre 
constitutes a lot, a moderate amount or a little.  It is clear from the results shown in the table below that some 
degree of confusion exists as to whether 12% DV of fibre, as shown for Product A, based on an amount of 20 
grams or 4 crackers, represents a little, a moderate amount of fibre or a lot of fibre. For example, only 40% 
of target audience respondents correctly identify that Product A has a moderate amount and B has a little, 
compared to 31% who incorrectly identify that Product A has a lot and B has a little. 
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Comparing Fibre Content for Two Brands of Crackers

Q.21  (Q19 in 2010) How do you think they compare in terms of their fibre content?
Base: Target Audience (2012 n=1099  2010 n=1504)

2

13

4

31

3

40

7
1

12
4

31

4

43

5

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

There is a lot of
fibre in both

products

There is a little of
fibre in both

products

Product A has a
little of fibre/

Product B has a
lot of fibre

Product A has a
lot of fibre/

Product B has a
little of fibre

Product A has a
little of fibre/

Product B has a
moderate

amount of fibre

Product A has a
moderate

amount of fibre/
Product B has a

little of fibre

I don't know

2012 2010

Product A

Product B

% Among Target Audience
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 Members of the target audience (parents with kids aged 18 or less) were less likely to select the correct 
answer than members of the general population (40% vs. 46%). 
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Comparing Fibre Content for Two Brands of Crackers

6

43

3

30

4

13

1

%
553

Sub-Target – Women 
aged 19-54 with Kids 

<18

7

40

3

31

4

13

2

%
1099

Target Audience
– Parents with Kids 

<18

5001500n =
Total Sample

Gen Pop.

% %

There is a lot of fibre in both products 2 2

There is a little of fibre in both products 14 16

Product A has a little of fibre/ Product B has a lot of fibre 3 2

Product A has a lot of fibre/ Product B has a little of fibre 31 30

Product A has a little of fibre/Product B has a moderate amount of fibre 3 1

Product A has a moderate amount of fibre/Product B has a little of fibre 42 46

I don't know 6 3

Product A Product B

Q.21  (Q19 in 2010) How do you think they compare in terms of their fibre content?
Base: Total Sample



 

FINAL Report - CANADIANS’ UNDERSTANDING AND USE OF THE NUTRITION FACTS TABLE:  SURVEY RESULTS   70 

 

To identify how consumers best read and understand the amount of food upon which the information in the 
NFt is based, respondents were divided into two groups. Each group was shown a set of NFt for packages of 
chips, and asked to compare the sodium content and the number of calories in the chips.  The first group, or 
Sample 1 was shown the following set of NFts to compare: 

Product A Product B 
 

 
 
Note that the NFt’s given to Sample 1 do not have a common serving size for respondents to compare, with 
one showing information for 40g of the product and the other showing information for 50g of the product.  
On the other hand, the second group (Sample 2), was shown the NFts for two brands that both use the same 
serving size (50g): 

Product A Product B 
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Perhaps not surprisingly, the Sample 2 group was much more likely than the Sample 1 group to correctly 
identify that product A had more sodium (85% vs. 58%) and calories (85% vs. 41%) than Product B.  Sample 
2 was much more likely to correctly compare the chip brands likely because they were given NFts that had 
common serving sizes (50g) and thus didn’t require math skills to correctly answer the question.  The 
difference in understanding the tables between the two samples was particularly underlined when comparing 
the calorie content of the two products: about double the proportion of respondents in Sample 2 was able to 
correctly identify that Product A has more calories. 
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Product Comparison using the NFt – Sodium Content

Q.22a      Now, imagine you are at the grocery store and trying to decide between two different family-size bags of potato chips. Assuming that you were to eat the same number of chips,       
regardless of which product you chose, how do these two products compare in terms of …sodium content 

Base: Target Audience 

Split Sample 2 among Target Audience

n= 544

%

Product A2 has more sodium 

Product B2 has more sodium

Products A2 and B2 have the 
same amount of sodium

I don’t know 

85

5

6

5

0% 50% 100%

Sodium Content

Split Sample 1 among Target Audience

n= 555

%

Product A1 has more sodium 

Product B1 has more sodium

Products A1 and B1 have the 
same amount of sodium

I don’t know 

58

6

31

5

0% 50% 100%
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Product Comparison using the NFt – Calorie Content

Q.22b      Now, imagine you are at the grocery store and trying to decide between two different family-size bags of potato chips. Assuming that you were to eat the same number of chips,       
regardless of which product you chose, how do these two products compare in terms of ….number of calories

Base: Target Audience 

Split Sample 2 among Target Audience

n= 544

%

Product A2 has more calories 

Product B2 has more calories

Products A2 and B2 have the 
same amount of calories

I don’t know 

85

5

6

4

0% 50% 100%

Calorie Content

Split Sample 1 among Target Audience

n= 555

%

Product A1 has more calories 

Product B1 has more calories

Products A1 and B1 have the 
same amount of 

colories

I don’t know 

41

21

31

8

0% 50% 100%
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Comparing Sodium Content for Two Brands of Chips –
Split Sample 1 & 2

88858986Product A2 has more sodium

4555Product B2 has more sodium

6645Products A2 and B2 have the same amount of sodium

2524I don’t know

281544254748SPLIT SAMPLE 2 n =

%%%%

5535I don’t know

28

4

63
%

272

Sub-Target –
Women aged 19-54 

with Kids 
<18

31

6

58
%

555

Target Audience
– Parents with 

Kids 
<18

2830Products A1 and B1 have the same amount of sodium

246752SPLIT SAMPLE 1 n =

Total Sample Gen Pop.

% %

Product A1 has more sodium 60 64

Product B1 has more sodium 6 5

Comparison of Sodium

Q.22a      Now, imagine you are at the grocery store and trying to decide between two different family-size bags of potato chips. Assuming that you were to eat the same number of chips,       
regardless of which product you chose, how do these two products compare in terms of …sodium content 

Base: Split Sample 1 AND 2
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88859086Product A2 has more calories

5555Product B2 has more calories

6636Products A2 and B2 have the same amount of calories

2423I don’t know

281544254748SPLIT SAMPLE 2 n =

%%%%

9847I don’t know

28

22

42
%

272

Sub-Target –
Women aged 19-54 

with Kids 
<18

31

21

41
%

555

Target Audience
– Parents with Kids 

<18

2830Products A1 and B1 have the same amount of calories

246752SPLIT SAMPLE 1 n =

Total Sample Gen Pop.

% %

Product A1 has more calories 44 48

Product B1 has more calories 20 20

Comparison of Calories

Q.22b      Now, imagine you are at the grocery store and trying to decide between two different family-size bags of potato chips. Assuming that you were to eat the same number of chips,       
regardless of which product you chose, how do these two products compare in terms of …calories 

Base: Split Sample 1 AND 2

Comparing Calorie Content for Two Brands of Chips – Split Sample 1 & 2
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When asked what particular information in the NFt respondents used to compare the sodium content of these 
two products (Products A and B), those belonging to the target audience generally reported that they used the 
actual amount of sodium listed in milligrams (40%) or that they used both the actual amount of sodium in 
milligrams as well as the % Daily Value (34%).  The remainder indicated they relied solely on the % DV 
(13%), serving size or weight (4%), other information (2%), or that they simply didn’t know or had made an 
educated guess (8%).   Interestingly, those who said they used serving size or weight information did so 
spontaneously.  Fewer people in 2012 (6% fewer) than in 2010 report using both the actual amount of 
sodium in mg as well as the % DV.  Thus, while many target audience respondents (47% in total) are using 
the % DV (either on its own or in combination with the amount in milligrams or grams), a significant 
proportion is not.  
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Information Used to Compare Sodium Value Between Two Products

Q.23   (Q21 in 2010) What particular information did you use to compare the sodium value of these two products?
Base: Target Audience (2012 n=1099  2010 n=1504)
*Unaided response specified under “Other information”
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sodium

Both the actual
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mg and the % Daily
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As in 2010, there were no significant variations across sub-groups on this question in 2012. 
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Information Used to Compare Sodium Value Between Two Products

Total Sample Gen Pop.
Target Audience

– Parents with Kids 
<18

Sub-Target –
Women aged 19-54 

with Kids 
<18

n = 1500 500 1099 553
% % % %

Actual amount of sodium in milligrams (mg) 40 42 40 40

% Daily Value of sodium 12 10 13 11

Both the actual amount of sodium in mg and the % Daily Value 34 34 34 36

Serving size/weight/number of chips 4 6 4 4

Other information 2 2 2 2

Don’t know/Made an educated guess 7 5 8 7

Q.23   (Q21 in 2010) What particular information did you use to compare the sodium value of these two products?
Base: Total Sample
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G. Most Useful Way of Showing the Amount of Food (Serving Size) 

Respondents were shown 7 different ways that could be used to show the amount of food (serving size) on 
the NFt and asked to identify the one they found to be the most useful.  The option that was chosen by the 
largest proportion of target audience members (42%) is “Per 31 chips (50g)”.  Other options were less 
popular, including use of a fraction of the package (e.g. “Per ¼ bag (50g)”) (16%),  use of a range for the 
number of units associated with the metric amount (e.g. “Per 30-32 chips (50 g)”) (15%), use of “about” in 
conjunction with number of units (“Per about 31 chips (50g)” (7%) or “About 31 chips (50g)”) (4%), or use 
of the word “about” in conjunction with a fraction of the package (e.g. “About ¼ bag (50g)” (4%) or “Per 
about ¼ bag (50g)” (4%). 
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Most Useful Way of Showing the Serving Size

Q.24   Which one of the following ways of showing the amount of food (serving size) would you find most useful? 
Base: Target Audience

I don’t know

I wouldn’t use this information to make the 
choice

None of these options are really that useful 

Target Audience

n= 1099

%

Per 31 chips (50 g)

Per about 31 chips (50 g)

About 31 chips (50 g)

Per 30-32 chips (50 g)

Per ¼ bag (50 g)

Per about ¼ bag (50 g)

About ¼ bag (50 g)

42

7

4

15

16

4

4

3

4

4

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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There are some differences between the sample groups in how each prefer that the amount of food (serving 
size) be shown.  Namely, mothers (sub-target audience) were more likely than parents generally (target 
audience) and the general population to prefer “Per 31 chips (50g)” (50% vs. 42% and 40% respectively). 
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Most Useful Way of Showing the Serving Size

Q24. Which one of the following ways of showing the amount of food (serving size) would you find most useful?
Base: Total Sample

2

3

3

3

3

13

14

4

6

50

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

3

4

4

4

4

16

15

4

7

42

%
1099

Target Audience
– Parents with Kids 

<18

44None of these options are really that useful

23I don’t know

1715Per 30-32 chips (50 g)

56Per about 31 chips (50 g)

54About 31 chips (50 g)

1516Per ¼ bag (50 g)

23Per about ¼ bag (50 g)

Total Sample
Gen Pop.

n = 1500 500
% %

Per 31 chips (50 g) 41 40

About ¼ bag (50 g) 4 6

I wouldn’t use this information to make the choice 4 4
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H. Most Useful Format for Displaying Calorie and Nutrient Information 

To further understand how respondents prefer to have calorie and nutrient information shown on packages, 
respondents were shown three NFt tables for the same bottle of juice and asked which one they found most 
useful.  The options were as follows: 

• Option E showed “Per ½ cup (125 mL); About 4 servings per container”;  

• Option F showed “Per 1 cup (250 mL); About 2 servings per container”; and  

• Option G showed “Per bottle (473 mL)” 

Two-thirds (65%) of the target audience found option G to be the most useful, while 22% liked Option F the 
best and 9% preferred Option E.  This suggests that respondents seem to prefer that NFt information shown 
on single-serving sized packages be based on the entire package as opposed to only a portion of it. 
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Most Useful Format for Displaying Calorie and Nutrient Information 

Q.25 Consider the 3 Nutrition Facts tables shown here for the same bottle of juice.  Each of the tables displays the Calorie and nutrient information in a slightly different way.     Which of the 3
tables provides you with the Calorie and nutrient information in a way that you find most useful?

Base: Target Audience (2012 n=1099)
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Basing the information on the entire package was the preferred option among all sample groups. 
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Most Useful Format for Displaying Calorie and Nutrient Information

Q25. Consider the 3 Nutrition Facts tables shown here for the same bottle of juice.  Each of the tables displays the Calorie and nutrient information in a slightly different way.     Which of the 3
tables provides you with the Calorie and nutrient information in a way that you find most useful?

Base: Total sample

3

68

21

8

%
553

Sub-Target –
Women aged 19-54 

with Kids 
<18

5

65

22

9

%
1099

Target Audience
– Parents with Kids 

<18

44None of them

2222F

6364G

Total Sample

Gen Pop.

n = 1500 500
% %

E 10 12
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Label G was preferred primarily because it gives information about the contents of the entire bottle (64%) 
and based on an amount they are likely to drink (56%).   
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Reasons Provided for Label Preferences 

Q.26   Why do you prefer (insert the label selected by the respondent) to the others?  Is it because … (SELECT AS MANY RESPONSES AS APPLY)  

Label GLabel FLabel E

<1

64

20

56

n/a

%

712

-

n/a

31

57

50

%

238

% among target audience members who prefer each label

n= 99

%

It gives me information on a  recommended serving size 55

It gives me information based on an amount I am likely to drink 39

It gives me information that allows me to easily figure out how many 
Calories or amounts of nutrients I will get from drinking the juice, 

regardless of how much I drink
46

It gives me information about the contents of the entire bottle n/a

Other -
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I. Recommended Additional Information to Include on the NFt 

Respondents were asked what additional information they would like to have added to the NFt.  The 
suggestions given were numerous even though over half of target audience respondents (56%) said they did 
not have any suggestions and a further 12% did not provide a suggestion.   

The suggestion given most often was to show the recommended daily serving size (6%).  Three percent (3%) 
recommended that it show vitamin and nutrient content – presumably for vitamins and nutrients not currently 
on the label.  Adding sugar content was also suggested by 3%, though this information already appears on 
the label. 
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Recommended Additional Information to Include on the NFt

Q.27   What additional information would you add to the Nutrition Facts table in order to make it more useful to you? 
Mentions of less than 1% not reported.

6Serving size/recommended daily serving

12Not stated
56None/no/can’t think of any/fine as is
6Other
1Standardized weight and measurement
1More information/more detailed information
1Make it simple and easy to understand
1Different measurements/imperial/metric volumes
1Ingredients
1All brands need to be standardized based on the value
1Recommended daily value
1Give measurements based on entire bottle/package
2Positive comments about label G

Target 
Audience

n= 698
%

Nutrients/vitamin content 3
Sugar content 3
Calorie content 2
Additives/synthetic ingredients/chemical stabilizers/preservatives 2
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J. Impact of NFt Communications and % DV logo 

To understand the potential impact of the % DV logo and NFt communications, the data set was further 
analyzed by comparing those who had ‘definitely’ seen the communications and/or logo against those who 
had not.  The findings are very interesting, and show that the NFt and % DV campaign may have had an 
impact.  Certainly, as we outline below, those who have seen the advertising are more likely to consider the 
nutritional content of a product, and are more avid users of the NFt -- using it more often, and using more of 
the information on the table on a regular basis.   

For example, those who have definitely seen the NFt communications are more likely than those who have 
not seen the communications or % DV logo to: 

• Consider the nutritional content of a product when they are comparing between two products to purchase 
(89% of those who have seen the communications vs. 80% of those who have not seen the 
communications). 

• “Always” look at the NFt when buying a food item or brand for the first time (50% vs. 22%) 

• Say that the information in the NFt is “very important” (64% vs. 39%). 

• Consult more of the information on the NFt, such as amount of food (53% vs. 34%); amount of a 
specific nutrient (69% vs. 55%); % Daily Value (62% vs. 43%); presence of a specific nutrient (54% vs. 
47%).  Similarly they are more likely to regularly make food choices based on NFt information on 
sugars (69% vs. 57%); fibre (57% vs. 39%); saturated fat (53% vs. 42%); protein (39% vs. 26%); 
calcium (29% vs. 21%); vitamin C (23% vs. 15%) and vitamin A (22% vs. 11%). 

• “Always” or “Often” compare similar types of food products  using the NFt (72% vs. 52%); compare 
different types of food products using the NFt (53% vs. 34%); see if a food has a little or a lot of the 
nutrients they may want to eat less of (74% vs. 58%); see if a food has a little or a lot of the nutrients 
they want to eat more of (71% vs. 53%); figure out how much food they should eat (42% vs. 24%); get 
an idea of the number of calories provided by the food (70% vs. 58%); and see if claims on the packages 
are true (58% vs. 41%). 
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 Have Definitely 

Seen 

Communications 

Have Maybe 

Seen 

Communications 

Have not Seen 

Communications 

n= 665 563 272 

 % % % 

    

Q1c  % Consider the nutritional content of a 

product to a great extent (5‐7 rating) 
89 80 81 

Q 5:  % Always look at the information in the NFt 

when buying a food item or a brand for the first 

time 

50 27 22 

Q 7:  % Who say the information shown in the NFt 

is very important  
64 46 39 

Q 8:  % who usually look for the following 

information in the NFt: 
   

 Amount of Food 53 37 34 

 Amount of a specific nutrient 69 57 55 

 % Daily Value 62 45 43 

 Presence of a specific nutrient 54 47 47 

Q 10: % who always or often use the NFt to:      

Compare similar types of food products    with each 

other 
72 59 52 

Compare different types of food products with 

each other 
53 40 34 

See if a food has a little or a lot of the nutrients you 

may want to eat less of 
74 595 58 
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See if a food has a little or a lot of the nutrients you 

may want to eat more of 
71 52 53 

Figure out how much of a food you should eat 42 28 24 

Get an idea of the number of calories provided by 

the food 
70 59 58 

See if claims made on packages are true 58 40 41 

Q. 12:  % who use the following information found 

in the NFt regularly to make food choices: 
   

 Sugars 69 63 57 

 Fibre 57 46 39 

 Saturated fat 53 48 42 

 Protein 39 30 26 

 Calcium 29 23 21 

 Vitamin C 23 18 15 

 Vitamin A 22 16 11 

 

Perhaps because they use it more often, those who have seen the communications campaign are also more 
confident using the NFt than those who have not.  For example, findings show they are more likely to: 

• Be “very confident” in using the NFt to select the product that is a better choice for them (28% vs. 13%) 

• Be “confident” or “very confident” in using the % Daily Value information shown in the NFt to select 
the product that is the better choice for them (72% vs. 43%) 

• Find it “very easy” to understand how to use various elements of the NFt, such as what amount of food 
the nutrition information is based on (46% vs. 30%); how they can use the information in the NFt to 
benefit their health (37% vs. 19%); how the calorie information in the NFt relates to their daily needs 
(46% vs. 29%); how the nutrient information in the NFt relates to their daily needs (38% vs. 20%); how 
to use the % DV to choose foods (39% vs. 18%); how to compare food products that don’t have a similar 
amount of food listed in their respective NFt (24% vs. 13%); and what is a little or a lot of a particular 
nutrient, using the % DV information (38% vs. 20%). 
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 Have Definitely 

Seen 

Communications 

Have Maybe 

Seen 

Communications 

Have not Seen 

Communications 

n= 665 563 272 

 % % % 

Q. 9a  % very confident in using the overall NFt to 

select the product that is a better choice for 

respondent 

28 14 13 

Q 9b % very confident or confident in using the % 

DV information show in the NFt to select the 

product that is a better choice for respondent 

72 53 43 

Q 11:  % who say it is very easy to understand:    

What amount of food the nutrition information in 

the NFt is based on 
46 32 30 

How I can use the information in the NFt to benefit 

my health 
37 19 19 

How the calorie information in the NFt relates to 

my daily needs 
76 68 62 

How the nutrient information in the NFt relates to 

my daily needs 
77 61 54 

How to use the % DV to choose foods 75 62 50 

How to compare food products that don’t have a 

similar amount of food listed in their respective NFt 
59 46 39 

What is a little or a lot of a particular nutrient, 

using the % DV information 
76 60 55 
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However, while they are more confident using the NFt, more likely to understand the various way in which it 
can be used, and more likely to use it, they are no more likely than those who have not seen the NFt 
communications or % DV logo to correctly understand the tables.  So, for example, when respondents were 
given a NFt and asked what % DV of fibre they would get if they ate 1.5 cups or 60g of the cereal, those who 
had seen the communications or logo were more likely to say it was “very easy” to find this information 
(50% vs. 39%), though both groups were equally as likely to provide the right answer to the question (81% 
vs. 78%).   

Similarly, when they were asked to compare the NFts for two different types of crackers, both groups were 
equally as likely to determine which set of crackers had the highest fat content (69% vs. 71%) and to identify 
that Product A had a moderate amount of fibre (41% vs. 40%). 

Finally, when presented with two NFts for some chips to compare, both those who had seen the 
communications and those who had not were as likely to identify the products with the most sodium (58% 
vs. 60% for Split Sample 1 and 85% vs. 86% for Split Sample 2) and calories (44% vs. 41% for Split Sample 
1 and 85% vs. 87% for Split Sample 2). 

 Have Definitely 

Seen 

Communications 

Have Maybe 

Seen 

Communications 

Have not Seen 

Communications 

n= 665 563 272 

 % % % 

Q. 15:  Correctly identify the amount of food the 

nutrition information is based on  
84 84 84 

Q. 18:  Correctly identify the % DV of fibre they 

would get if they ate 60g of cereal using a NFt table 
81 81 78 

Q. 19: % who say it is very easy to find% DV 

information to answer knowledge test in Q. 18 
50 41 39 

Q. 20:  % answer correctly that Product B has 

higher fat content 
69 69 71 

Q. 21:  % answer correctly that Product A has a 

moderate amount of fibre 
41 43 40 

Q. 22a  SPLIT SAMPLE 1:  % correctly identify  58 62 60 
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which product has higher sodium 

Q. 22a  SPLIT SAMPLE 2:  % correctly identify  

which product has higher sodium 
85 86 86 

Q. 22b  SPLIT SAMPLE 1:  % correctly identify  

which product has more calories 
44 45 41 

Q. 22a  SPLIT SAMPLE 2:  % correctly identify  

which product has more calories 
85 88 87 
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V. Conclusions and Recommendations 
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Conclusions and Recommendations 

Nutritional content is an important consideration when consumers choose food products, and as such, the 
NFt fills a consumer need for information.  The information found in the NFt is important to consumers and 
considerable numbers of respondents are using the NFt to determine whether a product has a little/a lot of the 
nutrients they want less of/more of, number of calories and to compare similar types of food products with 
each other.  As such, it is of no surprise that the vast majority of the target audience say that the information 
on the NFt is important. 

While respondents exhibit relative ease in determining the amount of food on which the information is based 
or assessing health benefits of a food using the NFt, they appear less confident in their understanding of 
specific elements of the NFt.  Only a minority of the target audience rate the various features of the NFt as 
“very easy” to understand.  And, when respondents’ ability to use the information on the NFt is assessed, 
many among the target audience were unable to compare food products that don’t have a similar amount of 
food listed in their respective NFt.  Similarly, many showed a lack of understanding of what % DV of a 
nutrient constitutes a lot or a little of that nutrient.  Increased usage of the “5-15” messaging (to educate 
consumers that anything less than 5% DV is a little of a nutrient, and anything more than 15% DV is a lot) 
may help consumers better understand how to use the %DV information on the NFt to make healthier 
choices. 

About half of the target audience who have seen the NFEC or % DV logo report that it has changed the way 
they shop for groceries so that they are now making healthier choices and purchasing foods based on 
nutritional value.  Further, those who have definitely seen the campaign communications report that they not 
only use the NFt more, but that they are more confident using it, compared to those who have not been 
exposed to the various elements of the campaign.  These results are particularly positive given that recall of 
the %DV logo was higher than average among the sub-target audience – namely women aged 19-54 who 
have children aged 18 or under. 

Taken together, these results suggest that information and consumer education continues to be required to 
help consumers understand how to use the NFt to compare and choose foods and to help them become more 
familiar with the % DV information shown in the right hand column of the NFt.  Increased usage of the “5-
15” messaging, as mentioned earlier, may facilitate this. 

Some specific modifications to the NFt could also prove beneficial to consumers in terms of facilitating their 
ability to compare between several products.  The survey results show conclusively that while a vast 
majority are able to correctly compare sodium and calorie information between two products when the NFts 
are based on the same amount of food (serving size), significantly fewer are able to do so when the NFt for 
each product is based on differing amounts (serving sizes).  Standardizing the amount of food (serving sizes) 
used on the NFt would greatly assist consumers in being able to accurately compare similar products with 
respect to their nutritional content.  
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The results of the survey show that further investigation into the preferred and most useful manner of 
expressing the amount of food (serving size) may be warranted.  In the example of potato chips used in the 
survey, the target audience have shown a clear preference for expression of the household unit portion of the 
serving size as a defined number of pieces, rather than as a range in the number of pieces, using the word 
"about", or expressing the amount as a fraction of the package.  What is unclear, however, is whether 
respondents had the impression that a defined number of pieces as the serving size declaration is a more 
precise depiction of the amount of food on which the information in the NFt is based compared to other ways 
of expressing the serving size.  As there will always be some ambiguity in the household measure of the 
serving size declaration for foods served in multiple pieces of varying size, such as chips, the intent was not 
to suggest that declaring the amount of food as a defined number of pieces would be more precise than other 
ways of expressing it.   

As for single serving containers, the survey results show that the target audience preferred calorie and 
nutrient information provided for an amount of food (serving size) reflective of the contents of the entire 
container (e.g. juice, candy bars, etc.) over an amount of food (serving size) representative of just a portion 
of the container.  The fact that respondents found this to be the most useful format suggests that the current 
approach for single serving containers should be maintained as a more useful way to help consumers make 
informed choices. 
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Appendix A:  English Questionnaire 
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Nutrition Facts Table –TRACKING SURVEY – July 6th, 2012  
Thank you for responding to our survey.  A couple of things you should know before you begin … 
 

• This survey is being conducted by The Strategic Counsel on behalf of Health Canada in 
order to better understand consumers’ attitudes and behaviours with respect to the purchase 
of prepackaged foods. 

 
• It’s completely voluntary and should take no more than 15 minutes of your time. 
• Please be assured that all of your answers are confidential, and will remain anonymous.  

 
Before we get started, a few helpful hints... 
 

• Once you’ve answered all questions on the screen, click on the [>>] arrow at the bottom of 
the screen to advance to the next screen in the survey. You may need to scroll down to see 
these navigation buttons; 

• DO NOT use the "enter" key to submit your responses; and 
• DO NOT use the forward and back buttons on your browser's navigation bar to move 

forward and back in the survey. 
 
Thanks again for participating! 
 
NOTE FOR HEALTH CANADA: All brackets with caps lock text are programming notes 
which will not appear in survey.  
 
SCREENING QUESTIONS: 
 
Q26. What is your gender? 
 
a. Female 
b. Male 
 
Q27 What is your age? 
 
a. Under 18 [TERMINATE] 
b. 18 years old 
c. 19-24 
d. 25-29 
e. 30-34 
f. 35-39 
g. 40-44 
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h. 45-49 
i. 50-54 
j. 55-59 
k. 60-64 
l. 65 or older 
 

35a.       In which province do you reside? 
 

a. Prince Edward Island 
b.     Newfoundland & Labrador 
c.     New Brunswick 
d.     Nova Scotia 
e.        Ontario 
f.        Quebec 
g.       Manitoba 
h.        Saskatchewan 
i.       Alberta 
j.        British Columbia 
k.        Northwest Territories, Yukon or Nunavut 
l.       Other   THANK AND END SURVEY 
 

Q36.         Please indicate the first three digits of your postal code. 
 
_________   _________   ________ 
 

Q33. How many children do you have living at home with you who are 18 years of age or 
under? 
 
a. None (TERMINATE FOR TARGET GROUP, CONTINUE FOR GEN POP 
PORTION OF COMPLETES) 
b. 1 
c. 2 
d. 3 
e. 4 or more  
 
Q34. Please indicate into which age group(s) your children fall.  Choose all that apply. 

 
a. 0-1 years of age  
b. 2-4 years of age 
c. 5-8 years of age  
d. 9-13 years of age 
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e. 14-18 years of age 
Q1. Which one of the following statements most accurately reflects your role in your 

household?  (SELECT ONE) 
a. I am the person who is most responsible for grocery shopping (CONTINUE) 
b. I am the person who is most responsible for meal preparation (CONTINUE) 
c. I am the person who is most responsible for both (CONTINUE) 
d. I am not primarily responsible for either grocery shopping or food preparation 

(SKIP TO Q.28 (DEMOGRAPHICS SECTION))  
 
Thank you.  Our quotas for this category are full, but we would appreciate it if you could 
provide some demographic information for analytical purposes only. 
 
END OF SCREENER 

 
Q2. Below is a list of things you might consider when deciding to purchase a 
prepackaged food product or when you are comparing two products.  Please indicate the 
extent to which each is a factor in your decision-making process.  Programming 
Instruction:  7-point scale with 7 being “To a great extent,” 4 being “To some extent” 
and 1 being “Not at all”) PN – ITEMS A THROUGH G SHOULD BE RANDOMIZED 

a.Price 
b.Availability 
c.The nutritional content of a product 
d.Brand 
e.Familiarity with the product (e.g. buy it on a regular basis) 
f.Taste 
g.Convenience in terms of food preparation 
 

Q2a. Have you seen, heard or read anything recently about how to use the information 
shown on prepackaged food products? 

a. Yes, definitely 
b. Yes, maybe 
c. No (SKIP TO Q.2c.) 
 

Q2b. What do you recall?  List anything you remember in the space provided. 
 
Q2c. Have you seen this image before?  (SHOW %DV LOGO) 

 
a. Yes, definitely 
b. Yes, maybe 
c. No (SKIP TO Q.3) 
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Q2d. (IF “YES” AT Q.2c, ASK Q.2d, e & f. ALL OTHERS SKIP TO Q.3) Where do 
you recall seeing this?  Check as many from the list as applicable 

a. In advertising shown on the television 
b. In advertising shown in a magazine/newspaper 
c. In advertising that popped up on a website I was accessing 
d. On a federal government website (Which one?) 
e. On packages in a grocery store  
f. Anywhere else?  Please write in the space provided. 
g. Don’t recall exactly where I saw this image 

 
     Q2e. Having seen the % Daily Value image and information about how to use it, has this 
changed the way that you shop for groceries at all? 
 

Yes 
No (SKIP TO Q.3) 

 
   Q2f. In what ways has it changed how you shop for groceries?  Please elaborate in the 
space provided. 
   
 

Q3. When buying a food item or a brand for the first time, how often do you look at the 
information in the Nutrition Facts table, an example of which is shown? (SELECT 
ONE) (SHOW IMAGE OF Yogurt_bil.bmp)  

a. Always (SKIP TO Q5) 
b. Often (SKIP TO Q5) 
c. Sometimes (SKIP TO Q5) 
d. Rarely  
e. Never  

 
Q4. [PN.  ASK ONLY OF THOSE WHO ANSWERED “RARELY” OR “NEVER” 
@Q3.  THEN CONTINUE TO Q5] Which ONE of the following is the main reason 
why you rarely or never look at the Nutrition Facts table?  Is it mostly because … 
(SHOW IMAGE OF Yogurt_bil.bmp) PN:  ACCEPT ONE RESPONSE ONLY. 

a. It’s too confusing/too difficult to understand 
b. It doesn’t contain the nutritional information I am looking for 
c. I don’t see a real benefit from using the information on the table 
d. I don’t think the information is relevant unless you have a particular medical 

condition or disease 
e. I already have a pretty good idea of the nutritional benefits of the product 
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f. I’m not confident in the accuracy of the information shown on the table  
g. Other, please specify 

 
Q5. How important is the information shown in the table to you? Would you say it is … 
(SELECT ONE) (SHOW IMAGE OF Yogurt_bil.bmp).  
a. Very important 
b. Somewhat important  
c. Neither important nor unimportant 
d.  Not very important  
e. Not at all important  

PN:  RESPONDENTS WHO ANSWER (e) @Q3, SHOULD SKIP Q.6, 8, 10. 
 

Q6. What information do you usually look for in the Nutrition Facts table? Please check 
all that apply. (SHOW IMAGE OF Yogurt_bil.bmp) 
a. Amount of food (e.g. Per ¾ cup (175 g)) 
b. Calories (e.g. 160 calories) 
c. Amount of a specific nutrient (g or mg) (e.g. 8 g of protein; 10 mg of cholesterol) 
d. % Daily Value (e.g. 4% of fat, 17% of calcium) 
e. Presence of a specific nutrient (e.g. calcium, sodium, vitamin A) 

 
 

Q7. Please indicate how confident you are in … (PN:  STATEMENTS ALONG SIDE, 
RESPONSE CATEGORIES ACROSS THE TOP … VERY CONFIDENT, 
CONFIDENT, NEITHER CONFIDENT NOR UNSURE, UNSURE, VERY UNSURE) 
a. Using the overall Nutrition Facts table to select the product that is a better choice 

for you. 
b. Using the % Daily Value information shown in the Nutrition Facts table to select 

the product that is a better choice for you. 
 

Q8. Please indicate how often you use the information in the Nutrition Facts table to … 
(SCALE ALONG THE TOP: Always, Often, Sometimes, Rarely, Never, ATTRIBUTES 
ALONG THE SIDE. RANDOMIZE) 
a. Compare similar types of food products with each other (e.g. to compare between 

two different brands of crackers) 
b. Compare different types of food products with each other (e.g. to compare ice cream 

and cookies)  
c. See if a food has a little or a lot of the nutrients you may want to eat less of, such as 

fat or sodium  
d. See if a food has a little or a lot of the nutrients you may want to eat more of, such as 

fibre or calcium 
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e. Figure out how much of a food you should eat 
f. Get an idea of the number of calories provided by the food 
g. See if claims (e.g. low in sodium) made on the package are true 
 
Q9. Above is an example of a Nutrition Facts table you can reference when responding 
to the following questions.  Please indicate how easy or difficult it is to understand each 
of the following ...  (SCALE ALONG THE TOP: Very easy to understand, Somewhat 
easy to understand, Neither easy nor difficult to understand, Somewhat difficult to 
understand, Very difficult to understand, ATTRIBUTES ALONG THE SIDE. 
RANDOMIZE)  (SHOW IMAGE OF Yogurt_bil.bmp) 
a. What amount of food the nutrition information in the Nutrition Facts table is based 

on 
b. How I can use the information in the Nutrition Facts table to benefit my health   
c. How the calorie information in the Nutrition Facts table relates to my daily needs  
d. How the nutrient information in the Nutrition Facts table relates to my daily needs  
e. How to use the % Daily Value to choose foods 
f. How to compare food products that don’t have a similar amount of food listed in 

their respective Nutrition Facts tables   
g. What is a little or a lot of a particular nutrient, using the % Daily Value information 
 
Q10. When comparing prepackaged food products, what information found in the 
Nutrition Facts table do you use regularly to make your food choices?  Please check all 
that apply.  (PN NOTE: PLACE ALL ATTRIBUTES BESIDE IMAGE OF NFt.  
RESPONDENT TO SELECT AS MANY THAT APPLY. LEAVE “OTHER 
(SPECIFY) AT THE BOTTOM OF THE PAGE IN TRADITIONAL FORMAT.) 
a. Amount of food  
b. Calories  
c. Fat   
d. Saturated fat  
e. Trans fat     
f. Cholesterol   
g. Sodium    
h. Carbohydrate  
i. Sugars  
j. Fibre   
k. Protein  
l. Vitamin A 
m. Vitamin C 
n. Iron 
o. Calcium 
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p. Other. Please specify  
 

Q11. [PN. SHOW IN TRADITIONAL LIST (RANDOMIZED) ALL THOSE 
ATTRIBUTES (EXCEPT THOSE THAT DON’T SHOW BOTH GR/MG AND %DV) 
SELECTED IN Q10. IF ONLY “P” WAS SELECTED, SKIP TO Q12.] According to 
your response to the previous question, below is listed some of the information that you 
look at regularly.  Please specify, for each item, whether you look only at the weight of 
the nutrients (e.g. shown in grams or milligrams), only at the % Daily Value, or at both? 
(SCALE ALONG THE TOP: Weight (grams or milligrams, % Daily Value, Both. 
ATTRIBUTES ALONG THE SIDE. RANDOMIZE) 

 
Q12. Please answer True or False to each of the following statements. (SCALE ALONG 
THE TOP: True, False, I don’t know. ATTRIBUTES ALONG THE SIDE. 
RANDOMIZE) 
a. You should try to get 100% of the Daily Value for sodium every day. 
b. You should try to get 100% of the Daily Value for calcium every day.  
c. You can use the % Daily Value in the Nutrition Facts table to compare foods. 

 
[PN: Questions 15 through 17 refer to the same Nutrition Facts table.  Show questions and 
NFt on same screen.] 
 
 

Q13. Looking at the information shown in this Nutrition Facts table, please indicate in 
the space provided on what amount of food the nutrition information is based.  (SHOW 
Cereal_A.bmp)  
a.  _______(OPEN END) 
b. I don’t know  

 
Q14. What does the 28% beside the item Fibre mean? (SHOW Cereal_A.bmp)  Is it … 
(ONE RESPONSE ONLY)  RANDOMIZE RESPONSES A-C 
a. The amount of food contains 28% of the daily recommended amount of fibre you 

should eat in a day  
b. This food product is made up of 28% fibre   
c. The amount of food contains 28% of the maximum amount of fibre you should 

consume in a day  
d. I don’t know  

 
Q15. Which of the following three statements is closest to your own view? (SHOW 
Cereal_A.bmp) 
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 a. 28% Daily Value is a little of fibre 
 b. 28% Daily Value is a moderate amount of fibre 
 c. 28% Daily Value is a lot of fibre 
 d. I don’t know  

 
[PN: Questions 16 and 17 refer to the same Nutrition Facts table shown here.] 
 

Q16. Given the information shown in this Nutrition Facts table, what % Daily Value of 
fibre would you get if you ate 1 and ½ cups (1 ½ cups) or 60 g of this cereal? (SHOW 
Cereal_B.bmp) 
 

a. 4%  
b. 8%  
c. 12%  
d. I don’t know   

 
Q17. How easy or difficult was it to find the % Daily Value information (as it relates to 
fibre) in this Nutrition Facts table?  

a. Very difficult  
b. Difficult  
c. Neither difficult nor easy 
d. Easy   
e. Very easy   

 
[PN: Questions 18 to 19 refer to the same Nutrition Facts tables.]  
 
Q18. Based on the amounts of crackers shown in the two Nutrition Facts tables for two 
different types of crackers (labelled A and B), how do you think they compare in terms 
of their fat content? (SHOW Crackers_4_bil.bmp (labelled A) and Crackers_9_bil.bmp 
(labelled B)) 

a. Product A has a higher fat content  
b. Product B has a higher fat content  
c. Products A and B have the same fat content  
d. I don’t know  

 
Q19. How do you think they compare in terms of their fibre content? (SHOW 
Crackers_4_bil.bmp and Crackers_9_bil.bmp) 

a. There is a lot of fibre in both products 
b. There is a little of fibre in both products 
c. Product A has a little of fibre/Product B has a lot of fibre 
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d. Product A has a lot of fibre/Product B has a little of fibre 
e. Product A has a little of fibre/Product B has a moderate amount of fibre 
f. Product A has a moderate amount of fibre/Product B has a little of fibre 
g. I don’t know  

 
[PN: Questions 20a, Q20b, Q21 refer to the same Nutrition Facts tables.]  

 
SPLIT SAMPLE:  HALF TOTAL SAMPLE TO SEE PRODUCTS A1 AND B1/HALF 
SAMPLE TO SEE PRODUCTS A2 AND B2  (SHOW Chips_bil.bmp [PRODUCT 
A1/A2] and Chips_bil.bmp[PRODUCT B1/B2]) (PN: IMAGE TO BE LABELED 
ACCORDINGLY)  
Now, imagine you are at the grocery store and trying to decide between two different 
family-size bags of potato chips.   
Assuming that you were to eat the same number of chips, regardless of which product 
you chose, how do these two products compare in terms of … 

 
Q20a … sodium content   
a. Product A1/A2 has more sodium  
b. Product B1/B2 has more sodium 
c. Products A1/B1 OR A2/B2 have the same amount of sodium 
d. I don’t know  

 
Q20b … number of calories 
a. Product A1/A2 has more calories 
b. Product B1/B2 has more calories 
c. Products A1/B1 OR A2/B2 have the same number of calories 
d. I don’t know  

 
Q21. What particular information did you use to compare the sodium value of these two 

products? 
a. Actual amount of sodium in milligrams (mg) 
b. % Daily Value of sodium  
c. Both the actual amount of sodium in mg and the % Daily Value  
d. Other information (please specify) 
e. Don’t know/Made an educated guess 

PN: SHOW NEW TABLE Q24 ONLY 
Q24. Which one of the following ways of showing the amount of food (serving size) 
would you find most useful?  (PN:  One response only) 
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Drop-down options for Q24  
Per 31 chips (50 g) 
Per about 31 chips (50 g) 
About 31 chips (50 g) 
Per 30-32 chips (50 g) 
Per ¼ bag (50 g) 
Per about ¼ bag (50 g) 
About ¼ bag (50 g) 
None of these options are really that useful  
I wouldn’t use this information to make the choice 
I don’t know 

 
 

[PN: Question 25 through 27 refer to the same food product labels shown here.] (SHOW 
JUICE BOTTLE NFt (3 options labelled E, F and G).  IMAGES ARE TO BE 
ROTATED SO THAT THEY ARE SHOWN IN RANDOM ORDER (I.E. NOT 
ALWAYS APPEARING AS E, F, G, IN THAT ORDER).   
 

Q25a. Consider the 3 Nutrition Facts tables shown here for the same bottle of juice.  Each 
of the tables displays the Calorie and nutrient information in a slightly different way.     
Which of the 3 tables provides you with the Calorie and nutrient information in a way that 
you find most useful? 
 
a. E 
b. F 
c. G 
d. None of them (SKIP TO Q.27) 

 
Q26a. Why do you prefer (insert the label selected by the respondent) to the others?  Is it 
because … (SELECT AS MANY RESPONSES AS APPLY) 
 
a. (EXCLUDE THIS RESPONSE IF RESPONDENT SELECTS LABEL G)  It gives 

me information on a  recommended serving size 
b. It gives me information based on an amount I am likely to drink 
c. It gives me information that allows me to easily figure out how many Calories or 

amounts of nutrients I will get from drinking the juice, regardless of how much I 
drink 

d. (INCLUDE THIS RESPONSE ONLY IF RESPONDENT SELECTS LABEL G)  It 
gives me information about the contents of the entire bottle 

e. Other – Please  write in any additional reasons why you chose this label   
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Q27. (SHOW RESPONDENTS THE 3 IMAGES OF JUICE BOTTLES AGAIN) What, if 
any, additional information would you add to the Nutrition Facts table in order to make it 
more useful to you?  (OPEN END) 

   
 
DEMOGRAPHICS:  
 

These last few questions are for analytical purposes only.   
 

28. What is the highest level of schooling/education that you have completed? 
a. Public or elementary school 
b. Some high school 
c. Graduated high school 
d. Some vocational, technical, college or CEGEP 
e. Graduated vocational, technical, college or CEGEP 
f. Some university 
g. Graduated university 
h.  Post graduate university 

 
29. What language do you speak most often at home? [ACCEPT UP TO TWO 
RESPONSES] 

a. English 
b. French 
c. Other  

 
30. Which of the following categories best describes your current employment status? 
Are you [ACCEPT ONE ANSWER ONLY] 

a. Working full-time, that is, 35 or more hours per week  
b. Working part-time, that is, less than 35 hours per week  
c. Self-employed  
d. Unemployed, but looking for work  
e. A student attending school full-time 
f. Retired  
g. Not in the workforce (e.g. full-time homemaker, not employed and not 

currently looking for work)  
h. Other -- DO NOT SPECIFY 
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31. Which of the following categories best describes your total annual household 
income? That is, the total income of all persons in your household combined, before 
taxes? 

a. Under $20,000 
b. $20,000 to just under $ 40,000 
c. $40,000 to just under $ 60,000 
d. $60,000 to just under $ 80,000 
e. $80,000 to just under $100,000 
f. $100,000 to just under $150,000 
g. $150,000 and above 

 
32. Does any member of your family have a medical condition that you must take into 
account when grocery shopping?  
a. Yes 
b. No  
c. Don’t Know 
 

 
 

Thank you for your time. 
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Appendix B:  French Questionnaire 
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Tableau de la valeur nutritive –Version Francais – 6 juillet 12 
Merci de répondre à notre sondage. Quelques précisions avant que vous commenciez… 
 

• Ce sondage est mené par The Strategic Counsel pour le compte de Santé Canada afin de 
mieux comprendre les attitudes et les comportements des consommateurs en regard de 
l’achat d’aliments préemballés.  

• La participation à ce sondage est entièrement facultative et il faut environ 15 minutes pour 
répondre aux questions.  

• Soyez assuré que toutes vos réponses sont confidentielles et demeureront anonymes.  
 
Avant de commencer, voici quelques conseils pratiques... 
 

• Lorsque vous avez répondu à toutes les questions à l’écran, cliquez sur le bouton SUIVANT 
au bas de l’écran pour avancer à la page suivante du sondage. Vous devrez peut-être faire 
défiler la page vers le bas pour voir ces boutons de navigation. 

• N’utilisez PAS la touche « entrée » pour soumettre vos réponses  
• N’utilisez PAS les boutons « Suivant » ou « Précédent » qui se trouvent sur la barre de 

navigation de votre fureteur pour naviguer dans le sondage.  
 
Merci encore de participer.  
 
NOTE FOR HEALTH CANADA: All brackets with caps lock text are programming notes 
which will not appear in survey.  
 
SCREENING QUESTIONS 
 
S1. Êtes-vous? 
 

a. Une femme 
b. Un homme  

 
S2 Quel âge avez-vous? 
 

a. Moins de 18 ans [TERMINATE] 
b. 18 ans 
c. Entre 19 et 24 ans 
d. Entre 25 et 29 ans 
e. Entre 30 et 34 ans 
f. Entre 35 et 39 ans  
g. Entre 40 et 44 ans 
h. Entre 45 et 49 ans 
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i. Entre 50 et 54 ans 
j. Entre 55 et 59 ans 
k. Entre 60 et 64 ans 
l. 65 ans ou plus 

 
S3. À l’heure actuelle, dans quelle province ou quel territoire demeurez-vous? 
 

a. Île-du-Prince-Édouard 
b.  Terre-Neuve et Labrador 
c. Nouveau-Brunswick 
d. Nouvelle-Écosse 
e. Ontario 
f. Québec 
g. Manitoba 
h. Saskatchewan 
i. Alberta 
j. Colombie-Britannique 
k.  Yukon / Nunavut / Territoires du Nord-Ouest 
l.  Autre   THANK AND END SURVEY 

 
S4. Quels sont les trois premiers caractères de votre code postal résidentiel? 
 

S5. Combien d’enfants de 18 ans ou moins vivent au foyer? 
a. Aucun (PN: TERMINATE FOR TARGET GROUP, CONTINUE FOR GEN 
POP PORTION OF COMPLETES) 
b. 1 
c. 2 
d. 3 
e. 4 ou plus  

 
S6. Veuillez indiquer dans quel(s) groupe(s) d’âge se situent les enfants. (Choisissez 
toutes les réponses pertinentes). 

a. Entre 0 et 1 an  
b. Entre 2 et 4 ans 
c. Entre 5 et 8 ans  
d. Entre 9 et 13 ans 
e. Entre 14 et 18 ans 
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S7. Lequel de ces énoncés reflète le mieux votre rôle au sein de votre foyer? 
(CHOISISSEZ UNE RÉPONSE) 

e. Je suis la personne habituellement responsable des achats d’épicerie 
(CONTINUER) 

f. Je suis la personne habituellement responsable de la préparation des repas 
(CONTINUER) 

g. Je suis la personne habituellement responsable des deux tâches (CONTINUER) 
h. Je ne suis pas habituellement responsable des achats d’épicerie ni de la 

préparation des repas (PASSEZ À LA Q.28 (SECTION DÉMOGRAPHIQUE)  
 
Merci. Nos quotas pour cette catégorie sont complets, mais nous vous saurions gré 
de nous donner quelques renseignements démographiques pour fins d’analyse 
uniquement. 
 
END OF SCREENER 

 
1. Voici une liste de caractéristiques que vous pouvez prendre en considération lorsque 

vous décidez d’acheter un aliment préemballé ou lorsque vous comparez deux 
produits. Veuillez indiquer dans quelle mesure chacun de ces éléments est un facteur 
qui entre en ligne de compte dans votre processus décisionnel. Programming 
Instruction: 7-point scale with 7 being « Beaucoup », 4 being « Quelque peu » and 1 
being « Pas du tout ») PN – ITEMS A THROUGH G SHOULD BE 
RANDOMIZED 
a. Prix 
b. Disponibilité 
c. Contenu nutritionnel du produit  
d. Marque 
i. Connaissance du produit (p.ex. l’achète sur une base régulière) 
j. Goût 
k. Commodité en termes de préparation de l’aliment  
 
 

2. Tout récemment, avez-vous entendu ou lu quelque chose sur la façon d’utiliser 
l’information se trouvant sur les aliments préemballés? 
a. Oui, sans aucun doute 
b. Oui, peut-être 
c. Non (PASSEZ À LA Q.4) 
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3. De quoi vous souvenez-vous? Dans l’espace prévu, dressez la liste de tout ce dont 

vous vous souvenez. 
 
4. Avez-vous déjà vu cette image? (SHOW %DV LOGO) 

 
a. Oui, sans aucun doute 
b. Oui, peut-être 
c. Non (PASSEZ À LA Q.5) 

 
4a. (IF “YES” AT Q.4, ASK Q.4a, b & c.  ALL OTHERS SKIP TO Q.5) Où vous 
souvenez-vous d’avoir vu cette image? Veuillez indiquer toutes les réponses pertinentes. 

h. Dans une publicité à la télévision 
i. Dans une publicité dans un magazine ou un journal 
j. Dans une publicité qui est apparue sur un site Web que je visitais 
k. Sur un site Web du gouvernement fédéral (lequel?) 
l. Sur des emballages dans une épicerie  
m. Ailleurs? Veuillez indiquer l’endroit dans l’espace prévu. 
n. Je ne me souviens pas où j’ai vu cette image 

 
4b. Le fait d’avoir vu le % de la valeur quotidienne et l’information sur la manière de s’en 
servir a-t-il changé votre façon de faire votre épicerie? 
 

Oui 
Non (SKIP TO Q.5) 

 
4c. En quoi cela a-t-il changé votre façon de faire votre épicerie? Veuillez élaborer dans 
l’espace prévu. 

 
5. Lorsque vous achetez un aliment ou une marque différente pour la première fois, à 

quelle fréquence consultez-vous les renseignements qui se trouvent dans le tableau 
de la valeur nutritive dont vous voyez ici un exemple? (SELECT ONE) (SHOW 
IMAGE OF Yogurt_bil.bmp) 
a. Toujours (SKIP TO Q7) 
b. Souvent (SKIP TO Q7) 
c. Parfois (SKIP TO Q7) 
d. Rarement 
e. Jamais 
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6. [PN.  ASK ONLY OF THOSE WHO ANSWERED “RARELY” OR “NEVER” 

@Q5.  THEN CONTINUE TO Q7] Quelle est la raison principale pour laquelle 
vous ne consultez que rarement ou jamais le tableau de la valeur nutritive? Est-ce 
surtout parce que… (SHOW IMAGE OF Yogurt_bil.bmp) PN: ACCEPT ONE 
RESPONSE ONLY. 
a. Les renseignements sont trop compliqués ou trop difficiles à comprendre  
b. Il ne contient pas les renseignements nutritionnels que je recherche  
c. Je ne vois pas de bienfait réel à utiliser les données du tableau  
d. Je ne crois pas que l’information soit pertinente à moins de souffrir d’une 

maladie ou d’un état pathologique  
e. J’ai déjà une très bonne idée des bienfaits nutritionnels du produit  
f. Je ne me fie pas à l’exactitude des données du tableau  
g. Autre, veuillez préciser  

 
7. À quel point les renseignements présentés dans le tableau sont-ils importants pour 

vous? Diriez-vous qu’ils sont …(SELECT ONE) (SHOW IMAGE OF 
Yogurt_bil.bmp). 
a. Très importants 
b. Assez importants  
c. Ni importants, ni sans importance  
d. Pas très importants  
e. Pas du tout importants  
 
PN: RESPONDENTS WHO ANSWER (e) @Q5, SHOULD SKIP Q.8, 10, 12. 
 

8. Quels renseignements recherchez-vous habituellement dans le tableau de la valeur 
nutritive? Veuillez indiquer toutes les réponses pertinentes. (SHOW IMAGE OF 
Yogurt_bil.bmp) 
a. Quantité d’aliment (p.ex. pour ¾ tasse (175 g)) 
b. Calories (p.ex. 160 calories) 
c. Quantité d’un nutriment précis (g ou mg) (p.ex. 8 g de protéines; 10 mg de 

cholestérol) 
d. % de la valeur quotidienne (p.ex. 4 % des lipides, 17 % de calcium) 
e. Présence d’un nutriment spécifique (p.ex. calcium, sodium, vitamine A) 

 
9. Veuillez indiquer votre niveau de confiance à … (PN: STATEMENTS ALONG 

SIDE, RESPONSE CATEGORIES ACROSS THE TOP … TRÈS SÛR-E, SÛR-E, 
NI SÛR-E, NI HÉSITANT-E, HÉSITANT-E, TRÈS HÉSITANT-E) 
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a. utiliser l’ensemble du tableau de la valeur nutritive pour choisir un aliment qui 
représente un meilleur choix pour vous. 

b. utiliser le % de la valeur quotidienne indiqué dans le tableau de la valeur 
nutritive pour choisir un produit qui représente un meilleur choix pour vous.  

 
10. Veuillez indiquer à quelle fréquence vous utilisez les renseignements contenus dans 

le tableau de la valeur nutritive pour… (SCALE ALONG THE TOP: Toujours, 
Souvent, Parfois, Rarement, Jamais, ATTRIBUTES ALONG THE SIDE. 
RANDOMIZE) 
a. Comparer des types de produits alimentaires semblables entre eux (p.ex. pour 

comparer deux marques différentes de craquelins) 
b. Comparer des types de produits alimentaires différents entre eux (p.ex. pour 

comparer de la crème glacée et des biscuits)  
c. Voir si un aliment contient peu ou beaucoup des nutriments dont vous voudriez 

peut-être moins consommer, p.ex. des lipides ou du sodium  
d. Voir si un aliment contient peu ou beaucoup des nutriments dont vous voudriez 

peut-être consommer davantage, p. ex. des fibres ou du calcium 
e. Déterminer quelle quantité d’un aliment vous devriez consommer  
f. Avoir une idée du nombre de calories fournies par l’aliment  
g. Voir si les allégations (p.ex. faible teneur en sodium) sur l’emballage sont 

véridiques  
 
11. Voici un exemple d’un tableau de la valeur nutritive que vous pouvez consulter pour 

répondre aux questions suivantes. Veuillez indiquer à quel point chacun de ces 
aspects est facile ou difficile à comprendre. (SCALE ALONG THE TOP: Très facile 
à comprendre, Assez facile à comprendre, Ni facile, ni difficile à comprendre, Assez 
difficile à comprendre, Très difficile à comprendre, ATTRIBUTES ALONG THE 
SIDE. RANDOMIZE) (SHOW IMAGE OF Yogurt_bil.bmp) 
a. La quantité d’aliment sur laquelle les renseignements contenus dans le tableau de 

la valeur nutritive sont basés  
b. La façon dont je peux utiliser les renseignements contenus dans le tableau de la 

valeur nutritive pour aider ma santé  
c. Comment l’information sur les calories inscrite au tableau de la valeur nutritive 

a rapport avec mes besoins quotidiens  
d. Comment l’information sur les nutriments inscrite au tableau de la valeur 

nutritive a rapport avec mes besoins quotidiens  
e. Comment utiliser le % de la valeur quotidienne pour choisir les aliments  
f. Comment comparer des produits alimentaires qui n’affichent pas une quantité 

d’aliment similaire dans leur tableau de la valeur nutritive respectif  
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g. Déterminer ce qui constitue peu ou beaucoup d’un nutriment en utilisant le % de 
la valeur quotidienne  

 
 
 
12. Lorsque vous comparez des aliments préemballés, quels renseignements contenus 

dans le tableau de la valeur nutritive utilisez-vous régulièrement pour faire vos choix 
alimentaires? Veuillez indiquer toutes les réponses pertinentes. (PN NOTE: PLACE 
ALL ATTRIBUTES BESIDE IMAGE OF NFt , RESPONDENT TO SELECT AS 
MANY THAT APPLY. LEAVE « AUTRE » (« VEUILLEZ PRÉCISER » AT THE 
BOTTOM OF THE PAGE IN TRADITIONAL FORMAT.) 
a. Quantité d’aliment 
b. Calories  
c. Lipides   
d. Lipides saturés 
e. Lipides trans     
f. Cholestérol   
g. Sodium    
h. Glucides  
i. Sucres 
j. Fibres  
k. Protéines  
l. Vitamine A 
m. Vitamine C 
n. Fer 
o. Calcium 
p. Autre, veuillez préciser 
 

13.  [PN. SHOW IN TRADITIONAL LIST (RANDOMIZED) ALL THOSE 
ATTRIBUTES (EXCEPT THOSE THAT DON’T SHOW BOTH GR/MG AND 
%DV) SELECTED IN Q12. IF ONLY “P” WAS SELECTED, SKIP TO Q14.] 
D’après votre réponse à la question précédente, voici des renseignements que vous 
utilisez régulièrement. Pour chaque élément, veuillez préciser si vous regardez 
seulement le poids des nutriments (présenté en grammes ou en milligrammes), 
seulement le % de la valeur quotidienne ou les deux? (SCALE ALONG THE TOP: 
Poids (grammes ou milligrammes, % de la valeur quotidienne, Les deux. 
ATTRIBUTES ALONG THE SIDE. RANDOMIZE) 
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14. Veuillez répondre Vrai ou Faux à chacun de ces énoncés. (SCALE ALONG THE 
TOP: Vrai, Faux, Je ne sais pas. ATTRIBUTES ALONG THE SIDE. 
RANDOMIZE) 
a. Vous devriez tenter d’atteindre 100 % de la valeur quotidienne du sodium à tous 

les jours.   
b. Vous devriez tenter d‘atteindre 100 % de la valeur quotidienne du calcium à tous 

les jours.   
c. Vous pouvez utiliser le % de la valeur quotidienne qui se trouve dans le tableau 

de la valeur nutritive pour comparer des aliments.  
 
[PN: Questions 15 through 17 refer to the same Nutrition Facts table. Show questions and 
NFt on same screen.] 
 

15. En consultant les données de ce tableau de la valeur nutritive, veuillez indiquer à 
l’espace prévu la quantité d’aliment sur laquelle sont basées ces données? (SHOW 
Cereal_A.bmp) 
a. _______(OPEN END) 
b. Je ne sais pas   
 

16. Que signifie le 28 % à côté de l’élément « fibres »? (SHOW Cereal_A.bmp) Est-
ce… (ONE RESPONSE ONLY) RANDOMIZE RESPONSES A-C 
a. La quantité déterminée d’aliment contient 28 % de la quantité de fibres qu’il est 

recommandé de consommer dans une journée   
b. Ce produit alimentaire contient 28 % de fibres  
c. La quantité d’aliment contient 28 % de la quantité maximale de fibres que vous 

devriez consommer dans une journée  
d. Je ne sais pas  
 

17. Lequel de ces trois énoncés correspond le mieux à votre point de vue? (SHOW 
Cereal_A.bmp) 

 
a. 28 % de la valeur quotidienne représente peu de fibres 
b. 28 % de la valeur quotidienne représente une quantité modérée de fibres 

 c.   28 % de la valeur quotidienne représente beaucoup de fibres   
d. Je ne sais pas  

 
[PN: Questions 18 and 19 refer to the same Nutrition Facts table.] 
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18. Compte tenu de l’information fournie dans le tableau de la valeur nutritive, quel % 
de la valeur quotidienne de fibres obtiendriez-vous si vous mangiez 1 ½ tasse ou 60 
g de cette céréale? (SHOW Cereal_B.bmp) 
a. 4 %  
b. 8 %  
c. 12 %  
d. Je ne sais pas  

 
 
 

19. À quel point a-t-il été facile ou difficile de trouver le % de la valeur quotidienne (de 
fibres) dans ce tableau de la valeur nutritive?  
a. Très difficile 
b. Difficile  
c. Ni difficile, ni facile  
d. Facile  
e. Très facile   

 
[PN: Questions 20 to 21 refer to the same Nutrition Facts tables.]  
 
20. En fonction des quantités déterminées de craquelins indiquées dans chacun des deux 

tableaux de la valeur nutritive de ces deux types de craquelins différents (étiquetés A 
et B), comment croyez-vous que ces produits se comparent au niveau de leur teneur 
en lipides? (SHOW Crackers_4_bil.bmp (labelled A) and Crackers_9_bil.bmp 
(labelled B)) 
a. Le produit A contient plus de lipides  
b. Le produit B contient plus de lipides  
c. Les produits A et B contiennent la même quantité de lipides  
d. Je ne sais pas  

 
21. Comment croyez-vous que ces produits se comparent au niveau de leur contenu en 

fibres? (SHOW Crackers_4_bil.bmp and Crackers_9_bil.bmp) 
a. Les deux produits contiennent beaucoup de fibres  
b. Les deux produits contiennent peu de fibres  
c. Le produit A contient peu de fibres / Le produit B en contient beaucoup  
d. Le produit A contient beaucoup de fibres / Le produit B en contient peu  
e. Le produit A contient peu de fibres / Le produit B contient une quantité modérée 

de fibres 
f. Le produit A contient une quantité modérée de fibres / Le produit B contient peu 

de fibres  
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g. Je ne sais pas  
 

[PN: Questions 22 to 23 refer to the same Nutrition Facts tables.]  
 

22. SPLIT SAMPLE:  HALF TOTAL SAMPLE TO SEE PRODUCTS A1 AND 
B1/HALF SAMPLE TO SEE PRODUCTS A2 AND B2  (SHOW Chips_bil.bmp 
[PRODUCT A1/A2] and Chips_bil.bmp[PRODUCT B1/B2]) (PN: IMAGE TO BE 
LABELED ACCORDINGLY) Imaginez-vous maintenant à l’épicerie en train 
d’essayer de décider lequel des deux sacs de croustilles format familial vous 
achèterez.   

 
Supposons que vous mangiez le même nombre de croustilles, peu importe le sac que 
vous choisirez, en quoi ces deux sacs se comparent-ils sur le plan… 
 
22a … de la teneur en sodium  
a. Le produit A1/A2 a plus de sodium  
b. Le produit B1/B2 a plus de sodium 
c. Les produits A1/B1 OU A2/B2 ont la même teneur en sodium 
d. Je ne sais pas 

 
22b … du nombre de calories 
e. Le produit A1/A2 a plus de calories 
f. Le produit B1/B2 a plus de calories 
g. Les produits A1/B1 OU A2/B2 ont le même nombre de calories 
h. Je ne sais pas 

 
23. Quelles données avez-vous utilisées pour comparer la teneur en sodium de ces 

deux produits? 
a. La quantité de sodium indiquée en milligrammes (mg) 
b. Le % de la valeur quotidienne de sodium  
c. Les deux, la quantité de sodium en mg et le % de la valeur quotidienne  
d. Autre information (veuillez préciser) 
e. Je ne sais pas / J’ai deviné 

 
PN: SHOW NEW TABLE Q24 ONLY 
 

24. Laquelle des façons suivantes de montrer la quantité d’aliment (portion) trouvez-
vous la plus utile?  (PN:  One response only) 
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Pour 31 croustilles (50 g) 
Pour environ 31 croustilles (50 g) 
Environ 31 croustilles (50 g) 
Pour 30-32 croustilles (50 g) 
Pour  ¼ du sac (50 g) 
Pour environ ¼ du sac (50 g) 
Environ ¼ du sac (50 g) 
Aucune de ces options n’est vraiment utile 
Je ne me servirais pas de cette information pour 
faire un choix 
Je ne sais pas  

 
 

[PN: Question 25 through 27 refer to the same food product labels shown here.] (SHOW 
JUICE BOTTLE NFt (3 options labelled E, F and G).  IMAGES ARE TO BE 
ROTATED SO THAT THEY ARE SHOWN IN RANDOM ORDER (I.E. NOT 
ALWAYS APPEARING AS E, F, G, IN THAT ORDER).   
 

25. Regardez ces trois tableaux de valeur nutritive pour la même bouteille de jus. 
Chaque tableau affiche le nombre de calories et l’information nutritionnelle de façon 
légèrement différente. Quel tableau s’avère le plus utile pour montrer le nombre de calories 
et l’information nutritionnelle? 
 
e. E 
f. F 
g. G 
h. Aucun des tableaux (PASSEZ À LA Q.27) 

 
26. Pourquoi avez-vous fait ce choix (insérez le tableau choisi par le répondant)? Est-ce 
parce que… (CHOISISSEZ TOUTES LES RÉPONSES PERTINENTES) 
 
f. (EXCLUDE THIS RESPONSE IF RESPONDENT SELECTS LABEL G)  Il me 

donne l’information selon la portion déterminée recommandée 
g. Il me donne l’information selon une quantité que je risque de boire  
h. Il me donne l’information me permettant de déterminer le nombre de calories ou de 

nutriments que j’ingérerai en buvant ce sujet, peu importe la quantité que je boirai  
i. (INCLUDE THIS RESPONSE ONLY IF RESPONDENT SELECTS LABEL G)  Il 

me donne l’information sur le contenu de toute la bouteille 
j. Autre – Veuillez écrire toute autre raison pour laquelle vous avez choisi cette 

étiquette :     
 



 

FINAL Report - CANADIANS’ UNDERSTANDING AND USE OF THE NUTRITION FACTS TABLE:  SURVEY RESULTS   117 

 

 
 
 
 
 
27. (SHOW RESPONDENTS THE 3 IMAGES OF JUICE BOTTLES AGAIN) 

Quelle information, s’il y a lieu, ajouteriez-vous à l’information nutritionnelle 
pour qu’elle soit plus utile pour vous? (QUESTION OUVERTE) 

   
 
DONNÉES DÉMOGRAPHIQUES :  
 

Les dernières questions sont à des fins d’analyse seulement.  
 

28. Quel est le plus haut niveau de scolarité que vous avez complété? 
a.   Études primaires 
b.   Études secondaires en partie 
c.   Diplôme d’études secondaires 
d.   Études professionnelles, techniques, collégiales ou CÉGEP en partie 
e.   Diplôme d’études professionnelles, techniques, collégiales ou CÉGEP 
f.   Études universitaires en partie 
g.  Diplôme d'études universitaires 
h.  Études supérieures 

 
29. Quelle langue parlez-vous le plus souvent à la maison? (ACCEPTER JUSQU'À 
DEUX RÉPONSES) 

a. Anglais 
b. Français 
c. Autre 

 
30. Laquelle de ces catégories décrit votre situation d’emploi actuelle? Êtes-vous… 
[ACCEPT ONE ANSWER ONLY] 

a. au travail à temps plein, soit 35 heures ou plus par semaine  
b. au travail à temps partiel, soit moins de 35 heures par semaine  
c. travailleur indépendant  
d. au chômage, mais à la recherche d’un emploi  
e. aux études à temps plein  
f. à la retraite  
g. pas sur le marché du travail (p.ex. homme ou femme au foyer, sans emploi    

et ne cherche pas d’emploi)  
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h. Autre – NE PAS PRÉCISER  
 

31. Laquelle de ces catégories décrit le mieux le revenu annuel total de votre ménage, 
soit le revenu combiné de tous les membres de votre ménage avant impôts? 

a. Moins de 20 000 $ 
b. Entre 20 000 $ et un peu moins de 40 000 $ 
c. Entre 40 000 $ et un peu moins de 60 000 $ 
d. Entre 60 000 $ et un peu moins de 80 000 $ 
e. Entre 80 000 $ et un peu moins de 100 000 $ 
f. Entre 100 000 $ et un peu moins de 150 000 $ 
g. 150 000 $ et plus 

 
32. Est-ce que certains des membres de votre famille vivant sous votre toit souffrent 
d’un état pathologique dont vous devez tenir compte pour faire l’épicerie?  

Oui 
Non 
NSP 

 
 
 

Merci de votre collaboration. 


