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Gaining significant
momentum In
response to
potential U.S.
tariffs on Canadian
goods
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Chapman’s Ice Cream @

‘about?weéks;'ag_é =% As Canada faces the greatest threat to our sovereignty
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S since WWI|, the effects of Donald Trump's threats are
already being felt by most Canadians. As a proud
Canadian-owned and operated company, we want to

do our part to support Canadians. As a family we have
decided to absorb all immediate increases in our
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costs due to the Trump-tariffs for the rest of the year
to maintain our prices. We are actively looking
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internationally for alternative suppliers of ingredients
that are unavailable within Canada. We will continue to

Don'’t let the name fool you.

reinforce Canadian-first policies within our operations,
because together we are stronger. We will never be
the 51st state!

- Ashley Chapman, Chief Operating Officer

a! Retailers show their pride - Grocery Business Magazine, https://www.facebook.com/ChapmansiceCream/, https://www.instagram.com/sobeys/



https://strategyonline.ca/2025/03/20/maple-leaf-canadian-unity/
https://www.grocerybusiness.ca/oh-canada-retailers-show-their-pride/?utm_medium=email&utm_campaign=GB%20enews%20Mar%206%202025&utm_content=GB%20enews%20Mar%206%202025+CID_b7eb42ed66f6c21d5f15d67485f4f4e3&utm_source=eNewsletter%20%20eBlast&utm_term=READ%20MORE
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NIQ U.S. Tariff Impact Syndicated Survey

Custom Survey Buyer Groups Definitions:

EX X

American Good
Avoiders

Canadian Loyalists

| will only buy Canadian and go
without if a Canadian option is
not available

| will boycott U.S. products and
buy Canadian or from a non-U.S.
country

Source: Survey NIQ Homescan Panel, Fieldwork: Feb 25 — Mar 9, 2025, Sample size: n=5,634
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Pragmatic Canadian
Supporters

| will prefer Canadian products but
will still buy U.S. if that is the best
option

Unchanged Shoppers

I will continue buying U.S.-made
products as usual, without making
any changes.

NIQ



There is a strong risk to US products as 45% of consumers are either Canadian
Loyalists or American Good Avoiders

National All Channel — Total FMCG
mm % of Buyers -@-Avg Monthly $ Spend

24
$594 o $593

(+2%) -0- (0%)

$518
N)

I
Canadian Loyalists American Goods Pragmatic Canadian Unchanged Shoppers

Avoiders Supporters

() —

Source: Survey NIQ Homescan Panel, Fieldwork: Feb 25 — Mar 9, 2025, Sample size: n=5,634

NielsenlQ



There’s an
opportunity for
Canadian
products to win in

categories that
are very important
to Canadian
Loyalists

$ Shr - Canadian Loyalists - National All Channel — L52wks
Top 10 FMCG Categories for Canadian Loyalists by dollar share

LOW ALCOHOL BEVERAGES 23.5%
SUGAR SUBSTITUTES 18.5%
BEER PRODUCTS 17.4%
BARBECUE SAUCES 16.0%
HAIR COLOURING 15.6%
CARBONATED WATER 15.5%
BAKING NUTS 15.5%
DOG FOOD 15.1%
ALTERSI\I(,DA\ﬁ\Vgé Elé:\/EEgFLQAGES 15.1%
COLD BEVERAGES 14.5%

Source: Survey NIQ Homescan Panel, Fieldwork: Feb 25 — Mar 9, 2025, Shared to: Canadian Loyalists survey buyer group (n=803)

$Share

Index

191
150
141
130
127
126
126
123
123

118




Canadian

L Oyal |StS O n Iy Canadian Loyalists - Total FMCG Channel $Shr — L12wks $|§22;e
S I I g h t | y S h O p ® Grocery Discount (excl Walmart) 97

m Conventional Grocer 98
more than the -

m Warehouse Clubs 101
aver a.g e Mass Merchandisers 108
h O U S e h O I d at m Drug Stores w/ Supers 91
Dollar Stores and 108
M aS S ® Amazon 78
Merchandisers

Source: Survey NIQ Homescan Panel, Fieldwork: Feb 25 — Mar 9, 2025, Canadia jiR)EIR S ICSTEIC R oMK cINeli[SS
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are more |ike|y to be Household 55/64 107 Index Man/Sask

- Age 65+ 109 Index
lower income, have \ J )
a middle-aged head ..
of household and g . .
live in Manitoba/ 113 index 123 index
Saskatchewan Ethnicity TL South Asian Income $20-$29K

51 index 138 index
L TL Chinese | [ $30-39K )

Source: Survey NIQ Homescan Panel, Fieldwork: Feb 25 — Mar 9, 2025, Canad RIS s{0k]




There’s a risk to
U.S. products In
categories that are
Important to

American Good
Avoiders

$ Shr - American Goods Avoiders - National All Channel = L52wks

Top 10 FMCG Categories for American Goods Avoiders by dollar share

ORAL BACKACHE REMEDIES

WINE PRODUCTS

PROCESSED CHEESE SPREADS

TOMATO JUICE

MOLASSES

DENTURE PRODUCTS

DOG TREATS

UPSET STOMACH REMEDIES

EYE CARE PRODUCTS

CAT LITTER

Source: Survey NIQ Homescan Panel, Fieldwork: Feb 25 — Mar 9, 2025, Shared to: American Good Avoiders (n=1,894)
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U.S. products have
greater risk to
sales In

12%

Conventional
Grocery from
American Goods
Avoiders

Source: Survey NIQ Homescan Panel, Fieldwork: Feb 25 — Mar 9, 2025, AmericarjielelelsWaA\Vello [l ExMeie ST s E-1¢=Te R (e MU Kol = INOIN|{[S] ]

U.S. Goods Avoiders - Total FMCG Channel $Shr — L12wks

$ Share

Index

m Conventional Grocery 113
m Grocery Discount (excl Walmart) 90
m Warehouse Clubs 97
Mass Merhcandisers 88

m Drug Stores w/ Supers 106
= Dollar Stores 94

B Amazon 102
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Executive Summary

‘Buy Canadian’ consumer

Strong risk to US brands as 45% of *
consumers are either Canadian Loyalists or
American Good Avoiders

Canadian Loyalists are more likely to be
middle aged, lower income and live in
Manitoba/Saskatchewan

American Goods Avoiders are more likely to
have a head of household 55+ and live in
Quebec region

Categories purchased

Opportunity for Canadian products to win in
categories important to Canadian

Loyalists (Low Alc Beverages, Sugar
Substitutes, Beer, BBQ Sauce)

Risk to U.S. products in categories that are
important to American Goods Avoiders (Back
Ache, Wine, Processed Cheese Spreads,
Tomato Juice)

Channels Shopped

Some opportunity for Dollar Stores and
Mass Merchandisers with Canadian
Loyalists who slightly over index in those
channels

Risk to U.S. products high in Conventional
Grocery which is more important to American
Goods Avoiders than the average household

NIQ
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2025 Syndicated U.S. Tariff

Impact

What is it How it works Key benefits

NIQ U.S. Tariff Impact This research combines Panel .
Syndicated Report explores how (Homescan+Omni Panel) survey
Canadians perceive and respond to the  responses with market insights.

U.S. tariff increase on consumer
packaged goods. It delves into shifts in
grocery shopping habits, brand
preferences, and the ease of identifying Sample size: ~15,000 in total from
Canadian-made products. The insights  both panels

help retailers and manufacturers
navigate consumer sentiment and
adjust strategies accordingly.

Respondents: Canadian grocery
shoppers .

Fieldwork: Feb 2025

Investment ’

National report:$10K Survey Insight Report. The Market Summary on buyer groups
(American Goods Avoiders, Canadian Loyalists, Pragmatic Canadian Supporters,
and Unchanged Shoppers) is available at an additional customized cost, depending on
the scope and frequency.

Full report is available in March 2025
For more information, contact your NielsenIQ representative.

Understand Shopper Sentiment: Gain
insight into how consumers feel about the
U.S. tariff and its impact on grocery
shopping decisions.

Adapt Retail Strategies: Learn how
shoppers identify Canadian products and
what retailers can do to help them buy more
local goods.

Gauge Store Loyalty: Determine whether
consumers are willing to switch stores
based on product sourcing and pricing
changes.

Competitive Landscape Analysis:
Identify which grocery chains are perceived
as Canadian vs. U.S.-owned and understand
the implications.

NIQ

2025 Panel Syndicated Report

How Will the U.S. Tariff Impact
Canadian Grocery Shopping?




Give us a shout-out if you like our work!

New format but still easy

Won't take you more than 1 minute!

Your voice is important in shaping our initiatives focused on enhancing your NIG experience. We kindly ask
that you take 1-2 minutes to share your feedback.

Based on your recent experience relating to NIQ Gifting Review - Retailers, how likely are you to recommend NielsenlQ
insights to a colleague? *

) B e

How satisfied are you with the actionability of the insights and recommendations?

} ‘ ‘ ¢ ‘ | : | ‘ 6 | ‘ 7 ;

How satisfied are you with NielsenlQ's knowledge of your industry and business based on the content shared? Or click the Su rve! ! Li n k
K DininisalniaiEs

P .S « How the score is calculated:

0123456 9 10

Easy tip:

Not Satisfied Satisfied Ifyou like it, give us a 9 or 10!



https://tnps-qr-app-acgffyfebcd4achz.eastus2-01.azurewebsites.net/questions?country=Canada&client_id=5fab5d1d-3703-ef11-9f89-000d3a43da0e&client=NielsenIQ%20%28Canada%29&source=CPS&delivery=Buy%20Canadian%20Survery%20Buyer%20Groups&ppttype=thought%20leadership&pptdate=2025-03-31&lang=English&executive=Robin.Brittain%40nielseniq.com%23Liliia.Katran%40nielseniq.com%23Yanis.Semsari%40nielseniq.com&id=2948
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