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"Meat alternatives can be viewed as being the tip of the
spear in terms of food innovation. While there’s no

indication that Canadians will shun meat ‘en masse’ any
time in the near future, consumers increasingly want more

flexibility in their diet. Limiting meat consumption is one
form of flexibility."

- Joel Gregoire, Senior Food & Drink Analyst

This report looks at the following areas:

• ‘Real’ meat represents the highest hurdle for meat alternatives
• Older consumers are less likely to use meat alternatives
• Demand for ‘clean’ ingredient decks could be an obstacle
• Opportunity exists to grow frequency

Aside from health-related factors, considerations around sustainability are also influencing this
movement, particularly among young women. This Report will address stated demand for meat
alternatives, look at what proteins consumers use or are interested in aside from meat and help
readers understand what drives interest in the burgeoning category. Furthermore, this Report will also
identify areas of particularly notable innovation.
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Similar qualities demanded in both Canada and the US
Figure 47: Important qualities when purchasing meat alternatives, Canada vs US, November 2017 (Canada)/October 2016 (US)

Figure 48: Reasons for using meat alternatives, Canada vs US, November 2017 (Canada)/October 2016 (US)

Reasons for using meat alternatives vary by region
Figure 49: Usage of meat alternatives, by region, November 2017

Figure 50: Reasons for using meat alternatives related to animal welfare and environmental considerations, by region, November 2017

Figure 51: Select important qualities when choosing meat alternatives, by region, November 2017

Chinese Canadians more likely to use meat alternatives
Figure 52: Meat alternative usage, Chinese Canadians vs overall population, November 2017

Figure 53: Used or interested in using instead of meat protein, Total population vs Chinese Canadians, November 2017

Data sources

Consumer survey data

Abbreviations and terms

Abbreviations

Appendix – Data Sources and Abbreviations

Report Price: £3254.83 | $4395.00 | €3662.99

Meat Alternatives - Canada - January 2018

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
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

http://reports.mintel.com//display/store/860913/
mailto:reports@mintel.com

	Meat Alternatives - Canada - January 2018
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	The Market – What You Need to Know
	Market Perspective
	Market Factors
	Key Players – What You Need to Know
	What’s Working?
	Potential Challenges
	What’s Next?
	The Consumer – What You Need to Know
	Usage of Meat Alternatives
	Protein Considerations
	Reasons for Using Meat Alternatives
	Reasons for Not Using Meat Alternatives
	Considerations When Choosing Meat Alternatives
	Consumer Groups
	Appendix – Data Sources and Abbreviations



