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“Canadians’ attitudes towards meat are changing. Over
twice the number Canadians say they are eating less than
more meat compared to three years ago with health being
the biggest reason for the shift. Meat’s impact on the
environment and its rising cost emerge as other key
reasons.”
– Joel Gregoire, Associate Director Food & Drink

This report looks at the following areas:
•
•
•
•

The impact of COVID-19 on consumer behaviour and attitudes towards meat.
Whether Canadians are more likely to claim to be eating more or less meat, and for those
who state they are eating less meat, why?
The level of popularity for plant-based meat alternatives, and the degree to which
Canadians are open to eating lab-grown meat.
How meat preferences are changing as Canada’s demographic makeup changes.
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Change in Meat Consumption
Twice as many Canadians are eating meat less often than more often
Figure 22: Change in meat consumption, June 2020
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Evolving demographic makeup impacts meat consumption in Canada
Figure 24: Change in meat consumption, South Asians vs overall, June 2020
Health is the main reason for eating less meat
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Chicken ‘rules the roost’ when it comes to the meat Canadians most eat
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Provenance and fat content matter more to older Canadians
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Figure 38: Importance of “origin” and “low in fat content” when purchasing meat for using at home, by age, June 2020
Parents of older kids are most open to meat options made specifically for kids
Figure 39: The New Primal Snack Mates Kids Chicken & Maple Sticks (US), August 2019
Figure 40: Importance of “appeal to kids”, by age of children at home, June 2020
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All-natural and free-from claims matter more to Chinese Canadians and South Asians
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2020

Areas of Interest in Meat
Convenience remains key
Figure 43: Meat innovations of interest, June 2020
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Figure 45: Jack Daniel’s old No. 7 Pulled Pork (US), March 2020
Pique interest with internationally inspired meat dishes
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Figure 46: Types of internationally inspired foods consumers have eaten and show interest in trying, July 2019
Figure 47: Sensations by Compliments Lemony Greek-Inspired Flattened Seasoned Chicken (Canada), August 2020
Figure 48: Martin Purefoods Philippine Style SweetPork Longanisa Breakfast Links (US), August 2020
Figure 49: Interest in internationally inspired meat dishes, Chinese Canadians and South Asians vs overall, June 2020
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