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This report looks at the following areas:

+ The impact of COVID-19 on consumer behaviour when it comes to "The dramatic weather events
sustainability in food and drink.

* The relative importance of the environment versus other considerations

of 2021 have only heightened

. Canadians’ concern over the
when grocery shopping.

M n
* What concerns and initiatives resonate with Canadians when it comes to environment.
sustainability. - Joel Gregoire, Associate
* How different demographics impact attitudes toward food and drink and Director for Food & Drink

the environment.

As the spectre of climate change becomes more apparent, look for Canadians
to become even more engaged on the issue when it comes to the purchase
decisions they make. Brands will increasingly need to make sustainability a
central strategic plank in order to remain relevant in an era of conscious
consumption.

Concerns around climate change feel increasingly relevant to Canadians in
their day-to-day lives. 2021 was a year where droughts, floods, more intense
forest fires and record heat waves impacted millions of Canadians to some
degree. As Canadians and those throughout much of the world aim to mitigate
climate change's impact, no industry is left untouched. This includes food and
drink. This Report follows up on Mintel’s Sustainability in Food — Canada, 2020 Buy this report now
Report and examines an array of consumer views on the environment. This Visit store.mintel.com
includes how important the environment is fo Canadians when grocery

shopping, are Canadians generally optimistic or pessimistic when it comes to EMEA +44 (0) 20 7606 4533

i . RN : ‘
climate change, vthT-|ssues mg’r’rer the most and what initiatives resonate the Brazil 0800 095 9094
most, what sources of information are deemed to be more trustworthy and

what environmental issues are more or less associated with different food and Americas +1(312) 943 5250

drink categories. This Report also delves into a variety of attitudes on the

environment and breaks them down by different demographic groups where China +86 (21) 6032 7300

relevant. In short, this Report is a resource for food and drink companies, APAC +61(0) 2 8284 8100

foodservice operators and retfailers to understand where Canadians stand on
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the environment with respect to food and drink and can be used to help set
priorities in what is a complex and multifaceted space.
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- Canadians are more likely to believe they can make a
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« Despite the importance of the environment, trust can be
hard to win

« Despite climate change’s importance, few view “carbon
neutrality” to be a compelling purchase driver

* Meat and dairy face particular challenges with younger

Canadians
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« Concerns over climate change mount
Figure 2: Canada’s greenhouse gas emissions, 1990-2019
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Figure 3: Growth in global meat production vs global
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Figure 4: Global Methane Emissions, 1990-2018
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Figure 5: "My behaviour can make a positive difference to the
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Figure 6: Views on whether “the worse impacts of climate
change can be avoided”, 2021

Engaging consumers in ‘the mission’: examples from
Unilever

Figure 7: Hellmann's Study Finds Canadians Can Reduce
Household Food Waste by a Third with Just One Use-Up Day,
April 2021

Figure 8: Percentage of individuals who have “planned meals
at home to avoid wasting food” in the 12 months leading to
March 2021, by country, 2021

Figure 9: Hellmann’s Animal Crossing, March 2021

Local solutions resonate

Figure 10: Share of consumers who typically try fo by locally
foods, Canada vs US, 2021

Figure 11: Infroducing Grass-Fed Beef, September 2020
Technology enables greater transparency when it comes to
the environment

MARKET OPPORTUNITIES

Demand for sustainable solutions will be a catalyst for
disruptive innovation

Meat will be both grown and raised

Regenerative farming will become more common

GMOs can benefit the environment

Responsible packaging solutions will see a quantum leap
during the 2020s

Figure 12: Infroducing PlantBofttle, March 2015

Figure 13: PlasticRoad - A revolution in building road,
December 2016

THE CONSUMER - KEY TAKEAWAYS

The sense of urgency around the environment is increasing
The environment supersedes new product innovation when
food and drink shopping

Experts remain the most trustworthy source of information
and guidance

Waste remains the top environmental issue when it comes to
food and drinks

THE ENVIRONMENT'S IMPORTANCE WHEN GROCERY
SHOPPING

Figure 14: Most important considerations when shopping for

food and drinks at grocery stores (top three), 2021
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Figure 15: Most important considerations when shopping for
food and drinks at grocery stores (top three), by age, 2021
Figure 16: Most important considerations when shopping for
food and drinks at grocery stores (top three), by vaccination
status, 2021

ATTITUDES TOWARD THE ENVIRONMENT

* The sense of urgency around the environment is increasing
Figure 1/: Concern over climate change and food, 2021
Figure 18: Atftitudes toward climate change and food (%
agree), by region, 2021

« Canadians make a link between what they eat and its
impact on the environment
Figure 19: Attitudes toward food and the environment (%
agree), 2021

* Where one lives and where one is from impacts their views
on the environment and food
Figure 20: Atfitudes toward food and the environment (%
agree), born in Canada vs not born in Canada, 2021
Figure 21: Attitudes toward food and the environment (%
agree), Quebec vs Prairie Provinces, 2021
Figure 22: Attitudes toward food and the environment (%
agree), those who are optimistic the worst impacts of climate
change can be avoided vs overall, 2021

* Winning trust from Canadians on the environment is a tall
hill to climb
Figure 23: Attitudes toward standardized environmental
claims and perceptions that claims on packaging are a scam
(% agree), 2021
Figure 24: cocokind Instagram post, March 2021
Figure 25: Perceptions that claims on packaging are a scam
(% agree), by age, 2021
Figure 26: Trust in sfandardized claims and percepftions that
claims on packaging are a scam (% agree), optimistic the
worst impacts of climate change can be avoided vs neutral

and negative, 2021

SOURCES OF TRUST

» Experts remain the most trustworthy source of information
and guidance
Figure 27: Sources of frust when it comes to understanding
food and drink’s environmental impact, 2021

- Demographics impact what sources are trusted more or less
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Figure 28: Sources of frust when it comes to understanding
food and drink’s environmental impact, by vaccination status,
2021

Figure 29: Sources of trust when it comes to understanding
food and drink’s environmental impact, Quebec vs overall,
2021

Figure 30: Sources of trust when it comes to understanding

food and drink’s environmental impact, by age, 2021

INITIATIVES THAT RESONATE

* Waste remains the top environmental issue when it comes to
food and drinks
Figure 31: Environmental issues of concern when buying food
and drinks in store, 2019 & 2021
Figure 32: Environmental initiatives that resonate when
shopping for food and drink (top 3 NET), 2021

« Age influences in the initiatives that matter more
Figure 33: Environmental initiatives that resonate when
shopping for food and drink (fop 3 NET), by age, 2021
Figure 34: Select environmental initiatives that resonate when
shopping for food and drink (fop 3 NET), by region, 2021

ENVIRONMENTAL ASSOCIATIONS BY CATEGORY

» When it comes to beef, Canadians are most concerned with
greenhouse gases
Figure 35: Categories most associated with greenhouse
gases, 2021
Figure 36: Alpenrose Dairy Carbon Neutral Organic Whole
Milk (US), August 2021

« Fish/seafood are most likely to be associated with resource
depletion
Figure 37: Categories most associated with resource
depletion, 2021
Figure 38: Fish 4 Ever Skipjack Tuna Steck in Organic Olive Oll
(Netherlands), September 2021

* Packaged goods are most associated with waste
Figure 39: Categories most associated with resource
depletion, 2021

» Concern over chemicals primarily relates to produce
Figure 40: Fruit and vegetables association with

environmental issues, 2021
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Consumer survey data
Consumer qualitative research
Mintel Trend Drivers

Abbreviations and terms
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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