


Defining the Segments

Net Agreement

I make a point of choosing
made-in-Canada products whenever
they are available, even if they cost more.

['will go out of my way to avoid
buying American goods.

[ feel guilty whenever I buy a US product

[ prefer to buy Canadian,
but I can afford to pay more to do so.

[ find it hard to find out which
products are really Canadian.

Boycotting American brands might
create a backlash in the US that will
hurt Canada more than it helps.

If enough of us stop buying US products,
it can have a positive impact on the US
government’s tariff policies.

[ buy products that do the best job
of meeting my needs, no matter
where they are from.

The best stuff comes from the US.,
and [ won't stop buying them.
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To what extent do you agree or disagree with the following statements? [Asked of all respondents n=1,000]
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Price sensitivity and
000ds substitution
Amongst our segments



Understanding Pricing Questions

Imagine you are shopping and find two identical versions of the same product, both with the same features. The only difference is
one is Canadian, and the other is American. Which one are you more likely to choose? [Respondents shown each price scenario
and randomly assigned a Canadian product price comparison cost. E.g, US product $10 vs Canadian product $10, or $11, or S12,
US product S100 vs Canadian product $100, or $110, or $120, US product S1000 vs Canadian product $S1000, or S1100, or $1200.]

[Asked of all respondents n=1,000]

How price scenarios were structured

We wanted to see how many Canadians would pick Three US-product price levels ($10, S100, S1000) crossed

a Canadian product over an American product with three Canadian product price premiums (0%, 10%, 20%).

when we varied the price. _ _
For one third of respondents the price was the same.

Each choice featured a Canadian-made vs For another third, the price of buy Canadian was 10% higher.
American-made product. For the last third, the price to buy Canadian was 20% higher.
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Respondents saw one pair of options for each price
level (S10, S100, S1000), and had to choose Canadian
or American.

In order account for absolute price differences, not
just percentages, we asked respondents to chose at
three different price levels ($10, S100, S1000).
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Who still buys Canadian when it costs more?

How price scenarios were structured

Percentage who would choose a Canadian over American product when it costs the same, 10% more, or 20% more...

$10 starting price $100 starting price $1,000 starting price

93%

10% more 20% more Same 10% more 20% more Same 10% more 20% more

. Raging Canadians . Resentful Canadians . Conflicted Patriots . Price Before Politics Detched Canadians . Pro-American Canadians Overall

Full Question: Imagine you are shopping and find two identical versions of the same product, both with the same features. The only difference is one is Canadian, and the other is American. Which one are you more likely to choose?

[Respondents shown each price scenario and randomly assigned a Canadian product price comparison cost. E.g, US product S10 vs Canadian product $10, or $11, or $12, US product S100 vs Canadian product $100, or $S110, or $120,
US product S1000 vs Canadian product S1000, or $1100, or $1200]

Methodology: Canada-wide online survey sponsored and conducted by INNOVATIVE between March 12th and March 16th 2025. N=1000. For more information contact us at: media@innovativeresearch.ca
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For more information, please contact: INEE(A)RXA&IC!X E ONEZIEST
Greg Lyle, President Jared Gill, Strategy Director
416 557 6328 jared@123w.ca

glyle@innovativeresearch.ca http://one23west.ca



