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Introduction

The Manitoba Consumer Monitor Food Panel (MCMFP) launched a survey polling our panelists on their
actions, perceptions, and opinions of emerging Manitoba food entrepreneurs products during
September/October 2016.At our previousLeaders & Eats event onadyl 6, we held a contesbr "Emerging
Innovators" torecognize Manitoba foodntrepreneurs displaying innovation within the afpod industry

here in our province. In recognition,isurveyfocused on the top three products. Thimst he MCMF P’
attempt to support these entrepreneurs in their efforts to expand the "Madé/anitoba" marketThe

online version of the survey was hosted on a University of Manitoba server and all paper survey data was al
loaded onto the same server. There werHO8respon®s in total. The sample obtained was sufficient to
provide a confidence interval (margin of error) of 2/5%. So for a typical calculation, we could say that we
were 95% sure that the trugalue of a response number would be withir-2.5% of the numberecorded.

The responses were anonymized. The data was analyzed$RB8nd Excel

The following statement about participation and consent (which appears on all of our surveys) opened the
survey:

This questionnaire should be completed by a household member who is a registered participant with the panel, and
over the age of 18 years old. This person does not need to be the primary household shopper and/or cook.

You are free to participate or not in each survey. Should you choose not to take part, you can withdraw from a survey at
any time without prejudice or consequences. You are free to skip any question you would prefer not to answer. By
completing and submitting a survey, you provide consent to participate in the study. Your participation is important, as
results from the study will be shared with government policy-makers on issues related to food, diet and health, which
ultimately may benefit consumers, like you. To view the complete consent letter and for more information, visit
www.mcmfoodpanel.ca. For a paper copy of the consent letter, call toll free at 1.877.538.5543.

The survey was organized into the following sections: instructions, snack bars, dairy yogurt, and beetroot
condiment.Demographics were previously recorded for all panel members. This report covers snack bars
only. Thesurvey opened with instructions and a description of the product:

Choose only one answer per question, unless otherwise instructed, and mark an X in the hox of choice.
Use black or blue pen. If you choose more than one answer, your first X will be recorded.
For answers that do not apply to you, please select "DNA" for "Does not apply.”

The following is a photo and description of a snack bar
produced by a Manitoba entrepreneur: “Need a quick pick-
me-up that’s loaded with protein, fibre, and is a little bit
sweet? Try a Chocolate Hemp Snacker. Hemp Snackers
are the innovative crunchy macaroon-like energy bar
listing organic hemp seed as the #1 ingredient. Full of
protein, fibre, Omega 3’s and 6’s, inulin, antioxidants, and
magnesium, they're a snack you can feel good about
eating. Because they’re dehydrated at low temperatures
rather than baked, they're crunchy and easy for your body
to digest. We chose organic Canadian maple sugar to
sweeten them with, both for the unique flavour as well as
the nutritional benefits. “3 bars per 849 bag”.




Results of the Survey

Demographics

The respondents were evenly divided between thtsa lived in Winnipeg (53%) and those that lived in the
rest of Manitoba (47%About a quarter of the sample was male (22%) and thqearters was female (78%).
The age range was 8.4% under 35 years old, 11.6% between 35 and 44 years old, 53% betnwdé155
years old, with the remaining 27% over 65 years old.

Snack bars

Purchase location of snack barEhe first question aske®Vhere do you purchase snack baR&spondents

were free to choose as many of the options as they wished, thus the numdférst multiple responses from

a single survey taker (see TabldN£1058. Panelists were asked about all the locations where they

purchased snack bars, and the majority (70.8%) indicated that they purchased them in grocery stores, while
11.8% bought the in specialty stores and 10.8% in convenience stores. Very few respondents bought them
i n Far mer s’ Markets (5.7%) or online (2.7%). Ove
purchase snack bars at all.

Table 1
Q1: Purchase location of Snack Bars
80.00%
70.80%
70.00% -
60.00% -
50.00% -
40.00% -
30.00% - 25.80%
20.00% -
10.80% 11.80%
- 5 700
10.00% 5.70% 570% . .
0.00% - . ] —— . .
Grocery StoreFarmers Market ~ Online Convenience Speciality Stores | Don't Buy
or Stand Stores Snack Bars




Snack bar ingredients avoide@Question 2 asked/Vhich snack bar ingredients do you avoityain,

respondents were free to choose as many of the options as they wished, thus the numbers reflect multiple
responses from a single survey taker (see Table 2, N=780glists were asked to select all the snack bar
ingredients they would avoid. Most participants would avoid bars which are high in sugar (72.0%), contained
artificial sweeteners (54.3%) and those that are high in sodium (54.9%). Just under half ai¢hstpa

indicated that they would not purchase bars that were made with artificial coloring (46.9%), artificial
preservatives (45.3%) or those which were high in fat (43.8%). Conversely, very few respondents would avo
bars which contain hemp seeds (6.0%2e nuts (7.0%), dairy products (7.5%), vegetables (8.0%) or coconut
(8.8%).

Table 2
Q2: Snack bar Ingredients Avoided

80.00% 72.00%
70.00%
60.00%
50.00%
40.00%
30.00%
20.00% -
10.00% -

0.00% -




Typical snackQuestion 3asked What do you typically eat for a snafPlease check your top three snack
categories in terms of how often you choose theRespondentshose more than one answer, so the results
reflect multiple responses from each panelist (see Table 3, N=108&)sweringthe majority (60.4%) said
that they chose fruit, while a little under half said that they chose salty foods (42.0%) dairy pr{®Rudes)

or protein (37.7%). 29.3% of panelists said that they would choose grains, 26.8% baked goods, 24.7%
vegetables and 20.8% would reach for a sugary treat.

Table 3

Q3: What do you typically eat for a Snack

70.00%
60.40%

60.00%
50.00% 22.00%

. 0
40.00% +— 37.700% 39-40%

29.30%
30.00% — 26.80% 24.70%
20.80%

20.00% +— —
10.00% +— —
0.00% T T T T T T T 1

Salty Sugary Baked Protein Dairy Vegetables Fruits Grains

Foods Treats Goods Products

Weekly snack bar consumptiohe fourth Question aske¢iow many times do you consurseack bars,
per week(see Table 4, N=954). The number of responses are lower for this qusistt@some respondents
previously said they did not purchase snack bars. Around 40% of panelists (39.5%) irttadatieely
consume one snack bar per week, 24.8at between 2 and 3, 10.2% eat 4 toas per weekJust over a
fifth of respondents said that they never eat snack bars (21.6%).

Table 4
Q4: Weekly Snack Bar Consumption
50.00%
40.00% 39.50%
. 0

30.00% 24.90%

21.60%
20.00%

10.20%
10.00%
2.20% 1.60%
0.00% T T T T T 1
Never 1 2t03 4to5 6to7 7+




Snack bar purchase factarQuestion 5 asked/Vhat are the most important factors when purchasing a snack
bar? Respondents were free to choose as many of the options as they wished, thus the numbers reflect
multiple responses from a single survey taker (see Table 5, N=845). The most important factor for panelists
when they purchase snack bars is taste (65.6%) thé#huse of natural ingredients coming in second (47,7%)
and quick & convenient third in importance (42,4%9w cost (40.6%kibre (40.5%) and high protej@6.3%)
were also fairly high on their lists, while very few bought them for antioxidants (10ti&h)energy (8.9%) or
enriched/fortified purposeg5.9%).

Table 5

Q5: Factors when buying Snack Bars
65.6%

70.00% -
60.00% -
50.00% -
40.00% -
30.00% -
20.00% -
10.00% -

Reasons for consuming snack ba@uestion Gasked Why do you consume snack baRespondents were
free to choose as many of the options as they wished, thus the numbers reflect mulsplenses from a
single survey taker (see TalieN=89).

Table 6
Q6: Why consume Snack Bars
80.00% 75.00%
70-00% 00.10%
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Three quarters (75.0%) of panelists said that they eat snack bars for exattlg gnack. Over half (58.1%)
use them to fill their hunger gap between meals, while a quarter (25.2%) said that eating snack bars saves
them time.Nearly a fifth (18.3%) used snack bars as a meal replacement.

Use of food labels in store or at homQuestion 7asked When you look atood labels, either in the store or

at home, how often, if at all, do you use the labels in the following ®Bgspondents were free to choose as
many of the options as they wished, thus the numbers reflect multiple responses from a single survey taker
(see Tabler, N=1044). Panelists indicated that they use food labels in a number of ways, the most frequent
being to find out the composition of the food (81.2%) such as calorie content or vitamins and minerals. Many
also examined the label to get a genad#®a of the nutritional content of the food (75.1%), and to compare
similar food items (58.0%rewerrespondents indicated that they use the lab&sind out if the product is
certified organic (13.3%), to determine portion size (16.0%) or to findf dle advertising on the package is
actually true (17.6%J-or exact wording of the answer categories for this question, refer to the survey in

Appendix A.
Table 7
Q7: Use of Food Labels

90.00% 81.20%

80.00% 75.10%

28'8830 58.00%

. 0 ‘

50.00% -
40.00% - 31.50%
30.00% -
20_000/‘; ] 16 00% 17.60% 12 30%, E
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0.00% -
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Snack bar sizeQuestion 8: A typical snack bar weighs4®grams. Do you find the size to b@o small, |
typically eat more than one for a snagist right, one is all | neear too large, | typically eat only part of a
snack bar (Table 8, N=88B)ost respondents aid they found the typical sizing of snack bars to be just right
(69.8%), some found them too small (12.1%) but very few found them to be too large (4.6%).



Table 8
Q8: Snack Bar Size

80.00%

69.80%
70.00%

60.00%

50.00%

40.00%

30.00%

20.00% 12.10% 15.50%

10.00% +——— ———— 4.60% ——

0.00% . . . )
Too Small Just Right Too Large | Don't Buy Snack Bars

Price of this snack baRespondents were asked about the snack bar described and illustrated a
beginning of the survey iQuestion 9: At what price do you think this product should be sdldBle 9, N=
592).Amajority (71.3%) beliewkthe price of the snack bar bag should be $3.49, while a fifth (20.6%) said
that it should be $4.49t is nd surprising that respondents would prefer the lowest prices.

Table 9
Q9: Price of this Snack Bar
80.00%
71.30%
70.00%
60.00%
50.00%
40.00%
30.00%
20.60%
20.00%
10.00% 6.30%
I 1.90% 0.00% 0.00%
0-00% T T T _ T T 1
$3.49 $4.49 $5.49 $6.49 $7.49 $8.49

Reasons to purchase this snack bhar.Question 10(Table 10, N=1003), respondents were ask2ad you
think you would buy this snack bar for any of the following reasétespondents weré&ee to choose as
many of the options as they wished, thus the numbers reflect multiple responses from a single survey taker
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The most common reasons for purchasihig snack bar wereas something to eat on a road trip (68.2%0),
pack in lunches for me#f or other adult family member§46.6%)to be consumed during outdoor leisure
activities (e.ghiking, camping) (43.3%@And to be eaten at home (36.8%)

Table 10
Q10: Reasons to Buy this Snack Bar
80.00%
68.20%
70.00%
60.00% -
50.00% 46.60% 43.30%

36.80%

40.00% -

N AN

££.0U%70

16.90%

OOO% T T T T T T T T T l:

Road Trip After Eatat  After Adult Child Take to Outdoor |Don't
Event Home Workout Lunches Lunches Event Activities Buy/Eat

Snack

Bars

Important packaging featuresQuestion 11 posed a series of importance statements about packaging
features for snack bars. Respondents answered ea
purchase decision” and 7 being “ egeherabqoestiorywasiVhep or t
deciding between various snack bars on the shelf, which packaging features are important to you?
Importance of number of bars inside packagkable 11A (N=848) shows the results of the importance of the
number of bars inside eagpackageApproximately twethirds of panelists (64.6%) said theitis featureinfluenced

their decision to buy the producThis percentage represents those answering 5, 6 or 7 on the scale of importance.
Visibility of product through window in packagingable11B (N=833) shows the results of the importance of
being able to view the snack bars through a clear window in the packaging. Just less than half of respondent
(49.2%) indicated thatis featurewas not important to their decision to purchasgis percentage represents
those answering 1, 2 or 3 on the scale of importance.

Photograph of productTable 11C (N=838) shows the results of the importance of being able to view a
photograph of the snack bar on the packagdittle less than half of thegmelists indicated thathis feature
(47.3%) was an important factor in their purchasing decigmswered 5, 6, or 7)

Standup product bag Table 11D (N=784) shows ttesults of the importance of having a stangd product
bag.Over half of panelisté67.6%) indicated that a stangp product bag was not important to their purchase decision
(answering 1, 2, or 3), while another 27% were neutral on this packaging feature

Cardboard box containing individually wrapped barBable 11E (N=831) shows thesués of the importance

of having a cardboard box containing individually wrapped bars. Just over half of respondents (52.4%)
indicatedthat this package option was an important factor (answered 5, 6, or 7) in their decision

Individually wrapped snack bar Tablel1F (N=849) shows the results of the importance of having
individually wrapped barver three quarters (75.3%) of panelists indicated that this feature was an important
factor in their decision to purchase the product (answering 5, 6, or 7).

11



30.00% ~

25.00% -

20.00% -

15.00% -

10.00%

5.00% -

0.00% -

Table 11A

Q11A: Importance of number of bars in package

25.00%
23.20%

19.70%

3.40%3.70%

Importance of number of Bars

m Not at all Important in Purchase
Decision

m2

m3

m Neutral

m5

m6

Extremely Important in Purchasq
Decision

35.00% ~

30.00% -

25.00% -

20.00% -

15.00%

10.00% -

5.00% -

Table 11B

Q11B: Importance of visibility of snack bars

29.30%

23.00%

Importance of visibility of product

m Not at all Important in Purchase
Decision

m2

m3

m Neutral

m5

m6

Extremely Important in Purchase
Decision
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Table 11C

Q11C: Importance of visibility displayed by

photography
25.00% -
22.70%
m Not at all Important in Purchase
20.00% Decision
. 0
m2
15.00% - =3
m Neutral
10.00% -
m5
m6
5.00% -
Extremely Important in Purchasq
Decision
0.00% -
Importance of Photograph of Product
Table 11D
Q11D: Importance of standip bag
40.00% -
. m Not at all Important in Purchase
35.00%-  33.50% Decision
m2
04 -
30.00% 26.90%
25.00% - =3
20.00% - m Neutral
15.00% - =5
10.00% -
m6
5.00% -
Extremely Important in Purchase
0.00% - Decision

Importance of stand-up product bag
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Table 11E

Q11E: Importance of cardboard box with

individual bars

18.00% - 6.70% u got at all Important in Purchase
15.60% ecision
16.00% - .2
14.00% -
m3
12.00% -
10.00% - m Neutral
8.00% -
m5
6.00% -
4.00% - u6
2.00% 1 Extremely Important in Purchase
0.00% - Decision
Importance of Cardboard Box with Individual Bars
Table 11F
Q11F: Importance of individually wrapped bars
45.00% -
39.10% m Not at all Important in Purchase
40.00% Decision
35.00% - m2
30.00% - =3
25.00% - 23.80%
m Neutral
20.00% -
15.00% - u5
10.00% - =6
5.00% -
Extremely Important in Purchasq
0.00% - Decision

Importance of Individually Wrapped Bars
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Summary ofQuestion 11 Tablel2 provides a summary of the most important packaging features as seen by
the panelistsThe most important packaging features were individually wrapped bars (75.3%), the numbers o
bars in the packagf4.6%) and cardboard packaging with individually wrapped snack bars (5@llé%¢d

closely by a photograph of the snack bar on the package (47.3%).

Table 12
Summary of Q11 importance of package features

80.00% 75.30%

70.00% 64.60%
60.00% - 52.40%
50.00% 47.30%
40.00% -
30.00% 27.70%
20.00% - 15.50%
10.00% - .
O-OO% T T T T T 1

Number of Bars Visibility Through Photograph of Stand Up ProductCardboard Box Individually
Package Product Bag with Individual Wrapped Bars
Bars

Note: The charts represent the combined percentagesaobwersb through 7 on thamportancescde.
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Appendix A

Survey Questions

Q1 Where do you purchase snack bars? Select all that apply.
] Grocery store (Coop, Loblaws, Sobeys) ] Specialty stores (Vita Health, GNC Supplements,
|:| Farmers Market or Stand Popeye's Supplements, Low-Carb Grocery)
o Online (amazon, Well.ca, [ ] 1 don't buy snack bars
healthyplanetcanada.com) |:| Does not apply (DNA)
|:| Convenience stores (gas sfations, 7-11 stores) |_| I don't know
Q2 Which snack bar ingredients do you avoid? Select all that apply.
[ ] Dairy (e.g. whey protein) [ | Hemp seeds [ ] High in sodium
|:| Soy (e.g. soy beans, soy || Yegan |:| Tree Muts (e.g. almonds,
lecithin) || Artificial preservatives walnuts, peanuts)
[ ] Genetically modified (GMO) [ Artifical Colours [ ] Gluten
|:| Artificial Sweeteners : High in carbohydrates |:| Yegetables (e.g. spinach)
[ ] High in sugar [ High in fat [ ] Does not apply (DNA)
[ ] coconut [ ] High in calories [ ]! don't know
Q3 What do you typically eat for a snack? Please check your fop three snack categones in terms
of how often you choose them.
|:| Salty foods (eg. potato chips, crackers, fries) |:| Vegetables (eg. carrots, celery, broccoli)
|:| Sugary treats (eg. candy, chocolafe, pop) |:| Fruits (eg. apples, bananas, orange juice)
|:| Baked goods (eg. cookies, snack cakes, donuts) |:| zrains (eg. cereals, bread, popcom, granola
[ ] Protein (eg. peanut butter, nuts, protein bars) bars)
[] Dairy products (eg. milk, cheese, yogurt) [ ] Does not apply (DNA)
[ 1 don't know
24 How many times do you consume snack bars, per week? Select 1 answer.
[ ] Never []2to3 [ ]6to7 [ ] Does not apply (DNA)
[ 11 [ 14to5 [ 7= [ ] 1don't know
05  What are the most important factors when purchasing a snack bar?
Select all that apply.
[ ] Low cost [ ] Natural ingredients [] Fibre
|:| Qluick and convenient (on-the- |:| Complements my diet |:| Omega-3 andfor Omega-5
go opfion) [ ] Taste [ ] Antioxidants
[_] High protein [ ] Chewy texture [] Does not apply (DNA)
[ ] Low fat [] Crunchy texture []1 don't know
[ | Low or reduced sodium ] Enrichedffortified (e.g. with
|:| Low calories added vitamins, minerals)
[ ] For high energy (e.g.high carbs) [ ] Whole grains
Q6 Why do you consume snack bars? Select all that apply.
[ ] Weight loss [ ] snack u Fill in the gap between o Saves time (e.g.
[ ] weight gain [ ] Control diabetes meals convenience)
[ ] Maintain weight [ ] Pre-workout [ ] Maintain blood sugar [_| Does not apply (DNA)

[ ] Meal replacement

[ ] Post-workout

[ ] ! don't know
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a7 When you look at food labels, either in the store or at home, how often, if at all, do you use
the labels in the following ways? Select all that apply.
|:| To help you decide which brand of a particular To see if the food is high or low in things like:
food item to buy |:| calories, fat, sodium, carbohydrates, protein,
] Ta figure out how much of the food product you or vitamins, minerals
your family should eat |:| To help identify if a product is cerified organic
|:| To compare similar food items with each other To see if there is an ingredient that you or
|:| To see if something said in advertising or on the |:| someone in your family should avoid (eg., coconut,
package is actually true tree nuts, gluten)
|:| To get a general idea of the nutritional content of |:| Does nof apply (DNA)
the food [/ don't know
28 A typical snack bar weighs 30-40 grams. Select 1 answer.
Do you find the size to be:
|:| Too small, | typically eat more than one for a snack[l | don't buy or eat snack bars
[ ] Just right, one is all | need [ | Does not apply (DNA)
|_| Too large, | typically eat only part of a snack bar |_| I don't know
29 At what price do you think this product should be sold? Select 1 answer.
[ ]s349 [ ]57.49
[ ]s449 [ ]%8.49
[ ]s5.49 [ ] Does not apply (DNA)
[ ]s649 [ ] 1 don't know
210 Do you think you would buy this snack bar for any of the following reasons? Select all that
apply
| would buyitto. ..
|:| take on a road trip |:| pack in lunches for myself or |:| Qutdoor leisure activities (e.g.
|:| eat after an event (marathon, other adult family members hiking, camping)
bike race, fun run, charity rum} |:| pack in lunches for my children |:| | don’t buy or eat snack bars
[ ] eat at home (] take to an event (providing [ ] Does not apply (DNA)
[ ] eat after my normal workout snacks for soccer) [ ] /dont know
211 When deciding between various snack bars on the shelf, which packaging features are

important to you? Select 1 answer per line.

1 = not at all important in purchase decision—» 4 = Neutral = 7 = extremely important in
purchase decision

I don't

1 2 3 4 5 & T DNA  know
Numberofbarsinsideeachpackage [ | [ ] [ [ [ 00 0O [0 0O
Wisibility of the product through a clear
window in the packaging D D D D D D D D
;"ll]sclﬂgga '::fh t:e product displayed by |:| |:| |:| |:| |:| |:| |:| |:| |:|
Stand up food product bag {previous
St preod 2P O O Y Y O s o Y o A O
Cardboard box containing individuall
Individually wrapped snack bars (1 01 1 01 01 01 01 01 Ol
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