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KEY TAKEAWAY

Fibre i1Is a meaningful purchase driver for a large
segment of Canadian shoppers — especially
those with children. The majority trust product
packaging above all else, making on-pack
claims a critical conversion tool.

Source: Caddle Daily Survey — Shopping for Fibre, February 2026 | n = 8,773 Canadian Consumers,
weighted for gender, generation and province




8 Things Every Brand Needs To Know

Key Themes

Fibre i1s Mainstream

/1% are at least moderately likely
to choose a higher-fibre product.

Packaging is King

Your label is your most powerful

sales tool for fibre communication.

Younger Generations
Drive Growth

Gen Z and Millennials are
INcreasing purchases fastest.

Multicultural = Untapped

Non-Caucasian consumers are the
most engaged fibre shoppers.

The Category is Growing

34% are buying MORE high-fibre
products than a year ago.

Families are High-Value

Households with children

over-index on every engagement
metric.

Quebec Converts Best

Highest purchase likelihood of any
province despite moderate

Importance ratings.

Education Shapes Messaging

Tallor messaging complexity to
the channel, Al education shapes

how, not whether, people care
about fibre.
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Fibre Importance & Purchase Likelihood

How Important is Fibre When
Choosing Products?

. 38%

Very/Extremely
Important

Nearly 4 in 10 Canadians actively
prioritize fibre — a substantial
addressable market for brands

with high-fibre credentials.

Likelithood to Choose
Higher-Fibre Products

71%

At Least
Moderately Likely

7 In 10 shoppers are open to choosing
higher-fibre when the choice is clear
— reducing friction through labelling
and shelf presence is key.

Purchasing Behaviour & Trusted Information Sources

Buying vs. 12 Months Ago

34%

Are buying
MORE fibre
than last year

37%

Often or Always
actively seek out
high-fibre
products

Where Canadians Trust for
Fibre Information

Packaging

On-pack claims are trusted most. Your label is your
most important marketing asset.

Health Professionals

Doctors and dietitians are highly trusted. Consider
clinical endorsements and healthcare partnerships.

Al is Rising

Already using Al tools for fibre info. Gen Z leads this
trend at /.7%.

Respondents could select up to 2 sources; percentages reflect share of all respondents mentioning each source.



Generational & Regional Differences

Generational Differences
1. Gen Z & Millennials

Most active fibre
buyers: ~48%
buying more vs.
last year

High purchase

50.4%
0 likelihood (50-51%)

 Reach via digital and packaging.

2. Gen X

g Stable but less
growth-oriented: 36%

buying more

« Respond to health professional
endorsements and brand trust.

3. Baby Boomers

e | owest growth:
30% buying
more

Highest reliance on

2% product packaging (52%)

e Label clarity is essential.

Regional Differences
Across Canada

1. Ontario

Buying intent

e Leads In fibre importance (39.9%)
« The largest and most active market.

¥

e Despite moderate importance scores
— strong conversion opportunity.

2. Quebec

52.8% '

Highest purchase likelihood

3. Alberta

Less likely to choose
fibre over alternatives

» Consumers are buying more (41.9%)
» A messaging gap exists.




High-Value Segments: Families & Education

@
Households

with
Children

A High-Value Segment

5-9

Points More
Engaged

Households with children
consistently show higher
engagement across every

fibre metric — a key targeting
opportunity for family-oriented

brands.

Education:
Postgraduates
| ead on Fibre

Consumers with
postgraduate education are

10 points 7 points
more likely to more likely to act
consider fibre on it at shelf
iImportant

The gap is sharpest at
the top — this group Is
more likely to be actively
researching nutrition
and responding to
health-forward claims.

What this means for brands

Higher-education consumers are
receptive to science-backed fibre
messaging — ingredient
transparency, clinical language,
and nutrition research references.

Consider differentiated
messaging by channel

oremium/natural retailers skew more
educated, while mainstream
channels require simpler,
more accessible fibre
communication.




Ethnicity

A Significant Divide in Fibre Engagement

Non-Caucasian consumers dramatically over-index on fibre engagement across
every metric. All differences are statistically significant (p<0.0001).

Fiore Seekin
Very/Extremely Buying More 9 Very/Extremely

Often/Always

Important Likely to Choose

South Asian 68.8% 67.8% 70.3% 72.1%
Fast Indian 62.8% 62.0% 61.0% 67.0%
Filipino 60.7% 58.6% 61.2% 69.7%
Black 01.5% 56.0% 063.3% 63.3%
Arab 52.6% 54.2% 65.0% 60.0%
South East Asian 54.0% 61.5% 53.8% 62.4%
Chinese 39.6% $9.9% 43.0% 51.2%
Caucasian 32.3% 34.9% 37.57 41.7%

KEY INSIGHT

South Asian consumers are more than twice as likely as Caucasian consumers to rate
fibre as Very or Extremely Important (68.8% vs. 32.3%). Multicultural marketing is not

optional for fibre — it's where the highest-engagement consumers are. Brands should
consider culturally relevant packaging, in-language communications, and
community-based health messaging. As Canada’'s multicultural population continues
to grow, this gap will only widen.




What Brands Should Do

8 Strategic Recommendations

Lead with On-Pack Fibre Claims Quebec’s High Purchase Intent

52.8% of Quebec shoppers
are very/extremely likely to
choose higher-fibre.

43% trust packaging most.
Make fibre content
prominent on front-of-pack.
Avoid burying it

in the nutrition panel.

Target Parents First

& Households with children

are 5-9 pts more
engaged on every metric.
Develop family-positioning
messaging and family-size
SKUSs.

Target bilingual campaigns
and distribution in this
high-conversion

Non-Caucasian consumers
over-index on every fibre
metric by 20-36 points.

Culturally relevant messaging,
IN-language packaging, and
community health partnerships
are high-RO|

Partner with Health Professionals

Postgraduate consumers
respond to science-backed
claims and ingredient detail.
Mass-market channels need
simpler, benefit-led
communication. One message
does not fit all.

36% trust healthcare
providers. Pursue RD
endorsements, clinical
partnerships, and HCP
programmes to reach
credibility-seeking shoppers.

Prioritise Millennials & Gen Z in Digital Don’t Ignore Price Accessibility

Younger cohorts are Fibre importance is flat across
buying more fibre fastest income levels — this is a
(47-48%) and most likely mass-market opportunity,

to be influenced by Al not a premium niche. Ensure

tools and social — meet value-tier products carry fibre
them where they discover. messaging too.
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