Price (59%) Trumps Freshness (51%), Taste (32%) for

Canadians When Grocery Shopping
Despite More Retailers Getting into the Grocery Business, Half (47%) of
Canadians Say their Grocery Bills are Rising, Not Falling (8%)
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Price (59%) Trumps Freshness (51%), Taste (32%) for

Canadians When Grocery Shopping
Despite More Retailers Getting into the Grocery Business, Half (47%) of Canadians
Say their Grocery Bills are Rising, Not Falling (8%)

Toronto, ON - Price trumps freshness and taste for Canadians when filling their grocery

carts, according to a new Ipsos poll conducted on behalf of Global News.

The results of the survey show that 59% of Canadians say that price is among their top two
factors when deciding which products or brands to buy (27% most important/32% second-
most important), ahead of freshness (51% total - 32% most/19% second most), and taste (32%
total - 16% most/16% second most). Considerably less important factors for Canadians
include that the food is labeled as being nutritious such as high fibre, low fat, etc, (18% total -
9% most/9% second most), that the food contains no artificial ingredients (18%total - 8%
most/10% second most), that it’s a trusted brand (16% total - 7% most/9% second most) and

the product’s calorie count (6% total - 1% most/5% second most).

With large discount retailers now selling groceries and competing with grocery store chains,
competition in the grocery sector is intense. However, despite this increased competition, half
(47%) of Canadians feel like their grocery bills have been going up, compared to just 8% who
believe that prices are going down. Nearly half (45%) believe that prices have stayed the

Ssame.
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Canadians are willing to shell out more money for some food, however, with seven in ten
(71%) “agreeing’ (23% strongly/48% somewhat) that they are ‘willing to pay more for food if
it’s locally-grown or produced’, up 2 points since 2012, while just three in ten (29%) ‘disagree’

(8% strongly/22% somewhat), down 2 points.

Four in ten (42%) ‘agree’ (9% strongly/34% somewhat) that they’re ‘willing to pay more for
products which make health claims’, down 2 points since 2011, while a majority (58%)
‘disagrees’ (18% strongly/40% somewhat) that they’re willing to pay more for products that
make health claims (up 2 points).

These are some of the findings of an Ipsos poll conducted between May 22" to 27" , 2015 on behalf of
Global News. For this survey, a sample of 1,005 Canadians from Ipsos’ Canadian online panel was
interviewed online. Weighting was then employed to balance demographics to ensure that the sample’s
composition reflects that of the adult population according to Census data and to provide results
intended to approximate the sample universe. The precision of Ipsos online polls is measured using a
credibility interval. In this case, the poll is accurate to within +/ - 3.5 percentage points, 19 times out
of 20, had all Canadian adults been polled. The credibility interval will be wider among subsets of the
population. All sample surveys and polls may be subject to other sources of error, including, but not

limited to coverage error, and measurement error.
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For full tabular results, please visit our website at www.ipsos-na.com. News Releases are
available at: http://www.ipsos-na.com/news-polls/
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