
Creating 
an Ontario-wide 
food movement



Agenda
research

strategy

Creative

Year one plan

Budget

discussion



Objective

Create an Ontario-wide 
food movement



The Opportunity
Though various organizations are engaging 
in conversations with Canadians, 
they remain focused on their own vertical.

Demonstrate to ontarians why they should 
select Ontario-grown foods. 



“Shared values are 3-5 times more powerful 
than facts when it comes to earning trust.” 

- The Canadian Centre for Food Integrity

The insight



What Canadians value
Concerns on life issues

Concerns on food systems

Food safety Climate change
Humane 

treatment of 
animals

Having enough 
food

to feed Canada

1. Safety
2. Quality of life
3. Sustainability

Source: The Canadian Centre for Food 
Integrity’s 2019 Public Trust Research

Keeping healthy 
food affordable

Rising cost of 
food

Rising health care 
costs



but what do 
Ontarians value?



define



SOCIAL VALUES

PSYCHOGRAPHIC SEGMENTATION

PRIZM5 MAPPING

AUDIENCE
PRIORITIZATION

Postal code
Targeting

Research approach and methodology 



PRAGMATIC 
FAMILIES 

Community 
champions

Diverse 
urbanites

12 million 
Ontarians

Health-conscious 
elites

Mature 
Traditionalists

The following Segments have been identified based 
on differences in demographics, geography, and perceptions 
towards issues in agriculture in Ontario 

83% of 
Ontario 
Population



A correlation between urbanity and affiliation to agriculture

Geographical Distribution

Community
Champions

Health-Conscious
Elites

Pragmatic
Families

Mature
Traditionalists

Diverse
Urbanites



Ontarians ARE PROUD OF THEIR PROVINCE – and this is true of all segments

Ontario Pride

COMMUNITY 
CHAMPIONS

MATURE 
TRADITIONALISTS

HEALTH-
CONSCIOUS ELITES

PRAGMATIC 
FAMILIES

Diverse 
urbanites



Purchasing local is important to community champions, while diverse urbanites find 
environmental protection to be the biggest issue

Key Defining Issues

Community 
Champions

Mature 
Traditionalists

Health-Conscious 
Elites

Pragmatic 
Families

Diverse 
Urbanites



Uncovering the right opportunities

COMMUNITY 
CHAMPIONS

Mature 
Traditionalists

HEALTH-CONSCIOUS 
ELITES

PRAGMATIC 
FAMILIES

DIVERSE
URBANITES

Segment Prioritization



strategize



Our key 
barriers



opportunities



Strategic approach

Bridging the gap Telling our story Distributing our story



The Brand

Bridging the gap



Bridging the gap



How we’ll bridge the gap

•

•



Social Values

Telling our story



Telling our story

Diverse urbanites Community championsPRAGMATIC 
FAMILIES 

Health-conscious 
elites

Mature 
Traditionalists



•

•

•

•

Quality & 
Safety

PRAGMATIC 
FAMILIES 

Health-conscious 
elites

Mature 
Traditionalists



•

•

•

Community 
champions

Local 
economy



•

•

•

•

environment

Diverse 
urbanites



The outcome
•

•



DISTRIBUTION STRATEGY



Community Champions

Health-Conscious Elites Diverse UrbanitesPragmatic Families

Mature Traditionalists

Northern 
Ontario
By Census Division

Toronto Toronto



PRAGMATIC FAMILIES 
Health-conscious elites

Mature Traditionalists

Diverse urbanites

Community champions



Creative 
approach



thinking
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Thank you




