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"The overwhelming majority of Canadians eat fish and/or
seafood. Yet while the industry enjoys usage from nine in
10 (87%) Canadians who eat fish and 72% seafood, it is
also experiencing a transition."

- Joel Gregoire, Senior Food & Drink Analyst

This report looks at the following areas:

BUY THIS
e Canadians are eating less ‘processed fish’ per capita RE PO RT N OW

o Frozen fish leading declines in per capita consumption

Per capita consumption is softening over the longer term as Canada’s population evolves. This Report VISIT:
examines what Canadians claim to eat, and also the reasons why they eat fish and/or seafood and why store.m i nte| .COom
those who don‘t, don't. It also identifies what formats are most popular and with whom, and examines
attributes that are most likely to influence purchase with the aim of providing evidence-based
perspectives that can inform potential strategic positioning. CALL:
EMEA

+44 (0) 20 7606 4533

Brazil

0800 095 9094

Americas

+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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‘Sustainably caught’ a factor for a third of consumers
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Where fish is sourced and what’s in it matter
Figure 51: Select attributes considered when purchasing fish and/or seafood, by age, September 2017

Consumer Groups

Canadians eat more fish than Americans
Figure 52: Retail processed fish volume consumption per capita, Canada vs US, 2008-16

Figure 53: Reasons for consumption of fish and/or seafood, Canada vs US, September 2017 (Canada)/August 2016 (US)

Chinese Canadians eat more seafood
Figure 54: Fish/seafood combined usage, by format, Chinese Canadians vs overall population September 2017

Convenience and satiation vital for parents
Figure 55: Fish and/or seafood eaten as “part of a frozen meal”, by parental status, September 2017

Figure 56: Importance of select attributes when purchasing, by parental status, September 2017

Appendix — Data Sources and Abbreviations

Data sources

Sales data

Fan chart forecast
Consumer survey data
Abbreviations and terms

Abbreviations
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