
Fear, Facts, and Food 
Trust in an Age of Disruption



CCFI Public Trust Research

Methodology
• National online survey 
• Conducted via Ipsos Public Affairs 
• Fieldwork was August 6 to 25, 2025
• Representative sample of n=2,900 adults 

Canadians aged 18+
• Minimum provincial base sizes
• Results are accurate to within +/- 2.2 

percentage points, 19 times out of 20

Objectives

Track how Canadians view 
food, farming, and key food 
system issues 

Evaluate the public trust 
landscape in Canada’s food 
system and its stakeholders 

Explore Canadian attitudes 
and behaviours on critical 
topics

Leverage large sample to 
deliver key demographic 
insights 



The Trust Landscape

Direction of Canada’s Food System



Direction of Canada’s Food System
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Impression of Canada’s Food System



Impression of Canada’s Food System

63% 63% 62%
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Gen Z Millennial Gen X Boomer

Men Women
% Very/Somewhat Positive

Trust and Transparency



Top Five Most Used Information Sources 

Tracking Agrifood 
Perceptions and 
Concerns



Canada’s Top Five Worries

Trust in Imported Food

% Agree( 8-10 out of 10)



Trending Agrifood Issues

Food Safety and Regulation



Regulation Perceptions

Issues to Watch



Perceptions of AI in Food

Concern About Food and Marketing 
Misinformation



Alarming or Concerning Food Claims

“Innovation” 
Isn’t Landing



Trust in Honesty About Innovation

Source: 2024 Edelman Trust Barometer
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Source: Canada’s Food System Research, Spark 2024
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Source: CCFI Public Trust Research 2024

Attributes of Canada’s Food System

Excitement About Canada’s Food Industry
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Canada's food industry is becoming cutting edge through new innovations

Canada's food system is modernizing

Canada's food industry is adopting innovative new practices that will ensure
food is grown sustainably with minimal impact on the environment

Canada's food industry is investing in new technology to ensure your food is
healthy and safe

Innovation is making Canada's food industry more productive, leading to
more jobs for Canadians

Canada is making changes to its food industry to ensure more of the food you
eat is grown in Canada

Excited No Effect Anxious

Source: Canada’s Food System Research, Spark 2024



What does this 
mean for protein?

FAO projects global demand for protein-rich foods will 
rise sharply

Meat production expected to double by 2050

Growing populations and rising incomes drive demand

Canada is strong in animal, plant and alternative 
protein

We have a global reputation for quality and safety

We are becoming well-positioned to meet both 
domestic and export demand

Protein as a trust 
bellwether

Protein is central to public discourse on sustainability

Has been positioned both a solution and a scapegoat

Public Perceptions of protein will shape trust across the 
food system



The Opportunity

Lead with care, competence, and openness

Focus on real-world outcomes

Build pride in Canadian protein as a part of national 
identity



Canada’s Food System: A national, sector-wide initiative

A coordinated, research-driven public trust 
initiative to make the food system visible.

Over the past year, we’ve tested, refined, and 
proven that Canadians will engage with their 
food system when given the chance. 

Today is not just an update, it’s a pivotal 
moment. The proof of concept is behind us. 

What This Is

The Challenge and the Opportunity

Canada’s food system is vital to our economy, 
communities, and national identity, yet it often 
operates quietly in the background. The challenge 
is not distrust but indifference. 

Canadians value local food but rarely see the scale 
or importance of the system behind it. By building 
on a fragile but growing sense of trust and pride, 
we have an opportunity to make the food system 
visible, valued, and championed nationwide.

Why This Matters



The Cornerstone Campaign: Scaling 
our Work  



The Cornerstone Campaign

The Path Forward

The Broader Vision:  
Move from a 100-day moment into a multi-
year, nationwide movement (2025–2028). 
Elevate the food system to sit alongside 
healthcare and education as a societal pillar. 

Core objectives by 2028: 
Raise “food system as a societal pillar” from 
35% to 50%. 
Increase engaged Canadians from 3% to 15%. 
Lift positive views from 45% to 60%.



Our food system is the cornerstone of Canada, powering our economy,
driving innovation, and securing our future. But before we get there,
the first 100 days of this campaign must focus on who we are and why 
it matters.

More than a supply chain, we are Canada’s lifeline, sustaining
communities and connecting us to the world.

Behind every plate is a Canadian at work: from agriculture and 
aquaculture to transportation, science and innovation, manufacturing,
processing & assurance systems to retail and foodservice.

Effectively: Hey, Canadians, our food system is amazing! You need to be 
better educated about it.

Our Food. Our Future.

What We Need Consumers to Know



The Public Relations Message

Anchoring the Narrative

At its core, the strategy highlights three narrative 
themes:

Innovation: Practical solutions improving 
sustainability, affordability, and food security
National Strength: The food system’s role in 
economic and societal resilience
Modern Economic Engine: Fueling growth across 
Canada

Results as of December 19
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Anchoring the Narrative

125M+ total reach 
620,000K+ measurable 
actions (clicks, likes, shares, 
etc.)
3600+ pledges signed
94-98% view-through rate on 
videos



Encourage Canadian Consumers to Participate in 
the Movement2

The next step:

The first year focused on building broad awareness that there is a “Canada’s Food 
System”. Messaging emphasized relevance, trust, and emotional connection, 
laying the groundwork for long-term engagement. 

Research and campaign performance indicate that awareness is rising; the next 
step is providing Canadians with clear, practical ways to actively support the 
food system.

Encourage Canadian Consumers to Participate in 
the Movement2

Building on “Why It Matters” by adding “How To Be Part of It”

Year two evolves from passive awareness to active participation. The campaign will 
empower Canadians with actionable knowledge, showing them how to support 
Canada’s Food System by:

1. Making informed choices at the grocery store
2. Seeking out products that support Canada’s Food System
3. Understanding the impact of their purchases on Canada’s Food System

This evolution is essential to sustaining the Pro-Canadian movement and continue 
Canadians along the engagement ladder.

Engagement Ladder:

The Data: Sustained Momentum is 
Crucial to Engagement

Canada-centric shopping behaviours 
are waning: 65% in April 2025 down 
to 50% in November 2025 (–15%)*

Willingness to pay more for Canadian 
products is strong, but declining: 75% 

in April 2025 down to 65% in 
November (–10%)*

Preference for Canadian products for 
the long-haul remains strong, but 

softening: 84% in May 2025 down to 
80% in November (–4%)*

*Ipsos Methodology: Eleventh wave conducted November 14-17, 2025 online among a national sample of n=2,001 adults aged 18+



Why This Matters for You
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Creating Shared Value

Innovation
Sustainability
Workforce and talent
Consumer behaviour
Global competitiveness

This is stewardship. Elevating Canada’s food system 
protects your ability to operate, strengthens your 
markets, and positions you as leaders in shaping a 
stronger Canada

Thanks to Our Current Supporters!



Thank you!

lisa@foodintegrity.ca

Email


