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Food System

Our Food. Our Future.
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Each of you plays an important role in how Canada’s food system is seen and supported. Your presence today matters.

Today’s conversation is about what we’ve built, what Canadians are telling us, and how we take it to the next level
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Canada’s Food System: A national, sector-wide initiative
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For those of you who are new to this conversation, this work began as a direct response to a clear call from across the agriculture and food sector.

The sector asked us to create a national initiative that would make Canada’s food system visible, valued, and supported.

This initiative is sector-wide and collaborative by design. It isn’t a CCFI initiative, and it isn’t about one organization or one commodity. 

It’s about creating a shared national platform that elevates the entire food system in the eyes of Canadians.

Through research, storytelling, public relations, and coordinated communications, this initiative is designed to strengthen public trust, build relevance, and create the conditions for long-term stability, workforce attraction, and market strength.
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Why This Matters

Canada’s
Food System

Canada's food system is vital to our
economy, communities, and national
identity, yet it often operates quietly in
the background. The challenge is not
distrust but indifference.
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Canadians value local food but rarely see Direction of Canada’s Food System
the scale or importa nce of the system Pessimism has hit a record high, due to significant decrease in right direction.
behind it. By building on a fragile but 2024 IS o Y
growing sense of trust and pride, we i -~ Bl
have an opportunity to make the food e >EEEE <~ EE
. . . 2021 A2%
sys'gem \{lSlbIe, valued, and championed m“-_ - mm
nationwide. 200 SN s -l
oo EECHE @~
zov RN % [ 1 |
2024 2016 [N o KN

® Right Direction Unsuro @ Wrong Direction

The Challenge and the Opportunity
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Canada’s food system is essential to our economy, our communities, and our national identity. But for most Canadians, it operates quietly in the background.

The challenge we face isn’t only distrust, it’s indifference. Canadians value local food, but many don’t see the scale or importance of the system that delivers it.

When the food system is invisible, it doesn’t get the recognition, support, or advocacy it deserves. It can erode public understanding, slow innovation, and make it harder to attract the next generation of talent and investment.

Our latest research, which we’ll release at the Public Trust Summit later this month, is a little different than you see here. It wil show a rise in the perception of our direction, one that’s connected to a growing pro-Canadian sentiment in response to global pressures. It’s real progress, but it’s fragile; we can’t afford to lose what we’ve gained, like we did after the pandemic.

That’s why this moment matters. By creating a sustained, coordinated national presence, we can make the food system visible and valued in the longer term, and give Canadians something they’re proud to champion.



The 100-Day Campaign Arc
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From January to May, we focused on building the foundation, creating assets, validating messaging, and refining our strategy through continuous research and analysis.

In May, we launched the 100-Day Campaign to test the concept in market, to see whether Canadians would respond if we invited them to stand behind their food system.

As of October 6, we’ve entered the national rollout. The campaign is live, the creative is built, and Canadians are engaging.

Everything you’ll hear today builds on that trajectory. The foundation is in place. Now, it’s about sustaining and growing this momentum for the long term.


Why We Did It
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Proving the Concept in Market

82% say Canada’s food system is important to
them

82% are interested in learning more about it

86% believe this kind of campaign would
improve their trust in the food system

*source: Ipsos

O To test whether Canadians could be
moved from passive awareness to
active engagement.

O Toground the approach in research.
Research to us means leading with
values, not just facts.
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We launched the 100-Day Campaign to test a critical idea; could we move Canadians from passive awareness to active engagement with their food system?

Before we began, we did a gut check with Canadians. 

Eighty-two percent told us they were interested in learning more about Canada’s food system, and eighty-six percent said that this kind of campaign would improve their trust in it. 

That told us we were on the right track; there was both curiosity and openness.

This first phase allowed us to pilot the approach, measure resonance, and refine in real time before committing to a full national rollout.

Everything we did was grounded in research. The data made it clear that to build trust, we needed to lead with values, not just facts, focusing on shared pride, authenticity, and everyday connections between Canadians and their food system.

We also knew the environment was shifting. Global events were reshaping how Canadians think about national resilience, and the 100-Day Campaign gave us the flexibility to test messages, channels, and creative approaches under real-world conditions.

The goal was simple but ambitious: to prove that a coordinated national campaign could cut through the noise, reach Canadians where they are, and inspire them to stand behind their food system.



What We Did

Od Multi-channel campaign: paid
media, PR, website, social, and
content.

O Advisory committees ensured
industry alignment and campaign
credibility.

From Foundation to National Rollout
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alimentaine!
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PLAY VIDEO

The 100-Day Campaign was multi-channel and fully coordinated. We combined paid media, public relations, our website, social platforms, and original storytelling content to reach Canadians where they are.

We built a consistent presence across platforms, using both broad-reach tactics and targeted engagement to see how Canadians would respond.

Our advisory committees played a critical role in ensuring that our messaging reflected the sector as a whole, and that the campaign carried credibility across audiences.

This structure allowed us to test not only what worked, but why. We were able to see how different channels and stories resonated, giving us valuable insight as we prepared for the national rollout.

Building on those early insights, we designed a coordinated, multi-channel approach that could meet Canadians where their curiosity already was.



Real Stories, Real Engagement

"Thank you to the people who keep "Love the innovation of our producers to
Canada's food system strong. Your work give us fresh tasty produce all year
matters!" round!"

—Eve T, ON _ 1ank you Canadiar — Rita E., ON Sl
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— Abideen A, MB b3 — Bobbi-Joy R, NB b3

Canadians Respond to Authentic Stories
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Beyond the structure and channels, what truly drove momentum were the real stories.

We shared simple, authentic content, farmers, scientists, manufacturers, families, and everyday Canadians, and Canadians responded. 

These moments cut through the noise because they felt real. They reminded Canadians that the food system isn’t an institution, it’s people, communities, and shared values.

And those reactions weren’t isolated. They translated into measurable engagement across every platform.



100-Day Campaign Results

22.9M Facebook impressions vs. 12.4M planned; YouTube and CTV with completion rates above
benchmarks.

171k website sessions, 31k engaged sessions, 1,813 pledge sign-ups. Now at over 250k and 2,700
respectively.

PR: 376 earned mentions, including national platforms like BNN Bloomberg.

Social: 248 posts, with the strongest engagement on “real people” content. Farmers, families, and
everyday Canadians who make the food system real.

These aren't just numbers. They are proof of Canadians choosing to
support their food system. The campaign proved that when we bring
authenticity and shared values to the forefront, people respond.

Proving Canadians Will Engage
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We started with no national platform. In just 100 days, we built one.

These results show that Canadians are ready to engage when we bring them authentic stories about their food system.

Through paid media, the campaign reached more than 38 million impressions across various platforms. Our videos achieved a 98 percent view-through rate, and click-through rates more than doubled industry norms. Canadians didn’t just see the campaign, they stayed with it.

The campaign drove more than 171 thousand visits to the website, and over 1,800 people signed the pledge (we’re now at over 225k and over 2700 pledges), proof that Canadians are becoming more aware.

National coverage in outlets like the National Post and BNN Bloomberg helped put food at the center of the national conversation, reaching millions.

We also brought the campaign offline at events like the Calgary Stampede, connecting face-to-face with thousands of Canadians.

These results are our proof of concept. In just 100 days, we built a national presence from the ground up, and Canadians responded.

Now, the challenge, and the opportunity, is to sustain this momentum and make it last.

And that brings us to where we go from here, turning proof of concept into a national, multi-year movement



The Cornerstone
Scaling our
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What comes next is the Cornerstone Campaign, our strategic vision for scaling this work from a successful pilot into a sustained national presence.

This is where we move from testing and proving to growing and embedding, making Canada’s food system visible, valued, and supported year after year.

Let me show you what the Cornerstone Campaign looks like in action, and how it scales the story we’ve started.


The Cornerstone Campaign

o .
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as a societal pillar.

Core objectives by 2028:
O Raise “food system as a societal pillar”
from 35% to 50%.
Canada’s [ Increase engaged Canadians from 3%
\ Food System to 15%.
Behind every meal, Our Food. Our Future. . .. .
behind every moment. O Lift positive views from 45% to 60%.

Learn more at

The Path Forward
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We need to elevate Canada’s food system to make it recognized as a pillar of national strength and pride.

The Cornerstone Campaign takes us from a moment to a movement. 

Between now and 2028, we’ll work to raise the number of Canadians who see the food system as a societal pillar from 35 percent to 50, increase the actively engaged audience from 3 percent to 15, and lift positive views from 45 percent to 60.

This next phase is built for scale, consistency, and impact. It brings together mass-reach creative, a strong PR backbone, authentic storytelling, and continued research and measurement, so the campaign can evolve as Canadians do.

And most importantly, this next phase depends on collaboration. With the right partners, we can build a sustained, national effort that keeps food, and the people behind it, at the centre of Canada’s story.



EVideo Highlight

https://www.dropbox.com/scl/fi/9pbxk86zi7q60ovk7iox09/25CCFI6001 Broadcast ENG 16-
9 30s.mp4?rlkey=5zrfqjsrbjcbp3kagt3iyxek5b&st=rOx0jw08&d|=0

A Cross-Canada Voice for Canada’s Food System
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This is how we want Canadians to feel about their food system, proud, connected, and grateful to the people who make, move, and share our food.

One of the flagship creative assets of this next phase is our national video spot. It’s designed to bring a clear, confident voice to Canadians, one that reflects the pride, strength, and everyday reality of our food system.

The spot is built to do three things:�
One, Reach Canadians at scale through trusted broadcast platforms, bringing the food system into light.�
Two, Create a shared emotional narrative that shows what connects us, from the people who grow and make the food to the families who share it.�
And finally, to establish a confident, visible presence in the national landscape, signaling that the food system is part of Canada’s shared story, reaching every household and every community.

Let’s take a look.

PLAY

That sense of pride and connection is exactly what we’re building on, a shared voice for Canada’s food system.


https://www.dropbox.com/scl/fi/9pbxk86zi7g6ovk7iox09/25CCFI6001_Broadcast_ENG_16-9_30s.mp4?rlkey=5zrfgjsrbjcbp3kgt3iyxek5b&st=r0x0jw08&dl=0
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Last week, we launched a new storytelling component of the initiative, the audio docuseries Canada’s Food System: Our Food. Our Future.

The series brings Canadians directly into the lives and voices of the people who make the food system work. Each episode features real stories from across the country, from intergenerational farms to processors, innovators, and communities shaping the future of food.

This format builds trust and emotional connection in a way that traditional media cannot. It gives Canadians the chance to hear authentic voices and stories in their own words, in a format that invites reflection, curiosity, and connection.

The docuseries is available on all major podcast platforms, making it easy for Canadians to discover and listen wherever they are. It’s being promoted through digital, PR, and social channels, and is designed as an evergreen storytelling asset that will continue to engage Canadians well beyond its initial launch.

Over time, it will become a living library of trusted voices, a record of the people and progress that make Canada’s food system what it is.

That’s the power of authenticity, real people, real voices, and a system Canadians can believe in.
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What's
Next?

Paid

Strategy

Multi-Channel Media
Plan: Reaching
Canadians Where
They Are

We're building on early momentum to launch a nationwide campaign that moves Canadians
from awareness to advocacy. The strategy will:

Go National
Expand beyond early activation to reach Canadians coast-to-coast through paid media, digital,
and in-person channels.

Celebrate Regional Voices
Feature diverse food stories and visuals across provinces, using tailored creative to reflect
local identity and relevance.

Build Long-Term Connection
Foster trust and familiarity over time, using storytelling, PR, and consistent engagement to
turn attention into lasting support.

Our paid media approach connects with Canadians in everyday moments, utilizing adiverse
mix of platforms that align with how people consume content today:

Broadcast & Streaming
News and lifestyle programming on TV and connected platforms to build broad awareness
and trust.

Out-of-Home
Visible, unskippable placements in food-related spaces, grocery stores, restaurants, and
high- traffic areas.

Digital & Social
Targeted storytelling across social platforms and websites Canadians already use, tailored
by age, geography, and interests.

Audio & Podcast
Streaming and podcast ads that connect with audiences during commutes, errands, and
meal prep.

Contextual & Programmatic
Smart ad placements that align with content people are already reading, watching, or
searching.
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Recapping now:

Everything we’ve built so far has proven that Canadians are ready to engage, now it’s about meeting them where they are, consistently and at scale.

This next phase is designed to take the momentum from the 100-day campaign and extend it nationwide. The paid strategy ensures that the stories and messages Canadians see and hear feel familiar, relevant, and rooted in their daily lives.



What's
Next?

Organic

Strategy

Building on
Learnings

As we scale, we are evolving our organic approach to deepen connection, improve retention, and deliver a more
consistent and meaningful experience across all channels.

Website Enhancements

We are optimizing the site to better reflect what Canadians are engaging with. This includes surfacing high-
performing content, simplifying navigation, and creating a smoother path from curiosity to action. Partner
stories will be more prominently featured, and updates to the pledge page and landing flows will support
stronger outcomes.

Authentic Storytelling

We are leaning into what is already working. Real voices, unfiltered moments, and behind-the-scenes
content build trust. Partner contributions, from farm stories to innovation spotlights, will be central to this
approach. We are creating space for partner content that feels personal, human, and relatable.

Integrated Content Calendar

Our new content calendar will be dynamic and aligned with what is happening across the food system. We
are actively meeting with partners to identify stories, align messaging, and determine when and how content
will be shared. This ensures asteady rhythm of sector representation and system-wide storytelling.

Audience Feedback Loops

We will introduce regular feedback tools such as Instagram polls, email prompts, and on-site questions to
hear directly from our audience. These insights will shape content development, including future partner
stories and profiles.

On-Site Engagement Features

We are exploring interactive features, such as quizzes, polls, and mini-surveys, to invite participation and
encourage deeper engagement. These tools can also be used to highlight and draw attention to partner
content.

SEO and Content Discovery

We are improving our search optimization and creating more evergreen content, including partner features
that drive consistent traffic over time and extend our reach beyond social.

The Goal

To move from awareness to connection, giving Canadians more reasons to stay, explore, and engage. And
to ensure that the full food system, including its people, innovations, and perspectives, is represented in
every channel.
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Alongside the paid strategy, we’re evolving our organic approach to keep Canadians connected and engaged.

We’re focusing on what works, real people, real voices, and authentic stories that make the food system feel personal and relatable.

The website and social channels will highlight high-performing content and partner stories year-round, creating one consistent, trusted presence.

The goal is to move beyond awareness to genuine connection with Canadians.


Public Relations
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ensuring evidence-based
storytelling.

Showcase the launch of the
Speakers’ Bureau to position
trusted voices from across
the food system in front of
Canadians.
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Through our consultations, it became clear that what the sector wanted most from this initiative was a strong and trusted presence in the public conversation.

The goal is to create something that supports a wide range of priorities across the food system, from reputation to workforce and market objectives.

Public relations is how we build that presence. By making the food system a familiar and trusted part of everyday national conversations, through credible sources and consistent storytelling, we help soften the ground for your own discussions.

It gives you something to anchor your messages to, something Canadians have already seen or heard. It allows you to say, “Did you see that piece? Did you hear that speech? Did you see that ad? We agree, and here’s what we do, here’s what we need.”

The PR strategy brings together several elements. It aligns earned media with key research moments to set the agenda through evidence-based storytelling. It launches a Speakers’ Bureau to put authentic voices from across the food system in front of Canadians. And it maintains a steady cadence of thought leadership, op-eds, and commentary to keep the food system visible between major initiative moments.

Ultimately, this is about creating a shared platform, one that everyone in this room can draw from to strengthen their own communications and amplify their own priorities.
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Throughout this process, we’ve heard an important question: how does this fit with the work already being done by organizations across the sector?

That’s a fair question, and an important one.

Because what we’re building isn’t separate from the work already happening. It’s designed to make that work stronger.

Let’s look at how this initiative supports and amplifies the efforts of funders and partners across the system.
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It’s designed to elevate and connect, not replace. Organizations like Agriculture in the Classroom, the Canadian Agricultural Human Resource Council, Canadian Food Focus, Farm & Food Care Ontario, and many others are already doing trusted, important work that reaches Canadians in classrooms, communities, and online.

What this initiative does is create a national platform that amplifies those efforts. Through our website, social channels, PR, and storytelling, we highlight partner programs, feature their stories, and point Canadians toward their initiatives.

By doing this, we create a familiar, trusted national presence that helps all of this work thrive. It’s not about redirecting support, it’s about strengthening the ecosystem that already exists and giving it a stronger voice together.



Why This Matters for Your Organization

Innovation
Sustainability
Workforce and talent
Consumer behaviour
Global competitiveness

ooooo

This is stewardship. Elevating Canada’s
food system protects your ability to
operate, strengthens your markets, and
positions you as leaders in shaping a
stronger Canada

Creating Shared Value

13

[
QeoP € b,

¢ 00 %
5@@3

Canada’s
Food System

Dedicated to Excellence

e

Canada%f;Z

Food System

Everyday commitment
to high-quality



Presenter Notes
Presentation Notes
This initiative strengthens the environment in which every organization in this room operates.

By making the food system more familiar and trusted in the public conversation, it supports a wide range of priorities across the sector.

A trusted food system helps create stable conditions for your discussions. It supports workforce recruitment and retention by positioning the sector as forward-looking and vital to Canada’s future. It strengthens consumer connection to Canadian products, encouraging local spending and loyalty. 

It also creates a reputational halo for organizations that align with it. By being part of this shared national presence, your work reaches farther and resonates more deeply with Canadians.

This is a focused plan built around a small set of powerful levers that work at national scale. Broadcast gives us wide reach. Public relations keeps the story credible and consistent. A digital hub features partner work and drives engagement. Social storytelling and the audio docuseries bring real voices forward.

And if something falls outside those levers, our first move is to collaborate rather than build.

At its core, the campaign is designed to make Canada’s food system visible, valued, and trusted, to give Canadians a reason to feel proud of the people, the work, and the innovation behind their food.

More power comes when partners bring it into their own world.

That can mean using the visual identity, the logo, the tagline, or creative assets, in your own channels, stores, and materials. It can mean aligning your campaigns or content with our themes so Canadians see consistency across messages they already recognize.

We’ve already had partners ask about using the campaign in retail environments, on packaging, and in corporate communications, and that’s exactly the kind of integration we want to encourage.

The value is clear: this initiative makes the food system familiar and trusted,and directs that attention toward the work you are already doing.



=
A Strategic Opportunity

Canadians who feel connected to
their food system are more likely to
support Canadian-made products,
spend locally, and see value in food
quality and security. That means
stronger markets and stronger
loyalty.

Grow.« Raise~ ¥ Catch

This initiative gives you a national
platform to stand up and say, “We
are part of Canada’s food system.
Here's what we do. Here's what we
believe. Here's what we contribute.
Here's what we need.”

Building on Your Leadership, Extending Your Reach
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Presentation Notes
This initiative gives you a powerful platform to build on your leadership and extend your impact.

It complements the work you are already doing, amplifying it through a trusted national presence.

By supporting this initiative, you will build on your leadership in agriculture and food, reinforcing your role in shaping Canada’s future.
�You’ll align with your narratives on innovation, risk management, value-added production, and sustainability.�
You’ll complement your existing investments and public-facing work promoting innovation, workforce needs, and trust-building by embedding them in a national public presence.�
You’ll strengthen your voice on resilience, sustainability, and future opportunity at a time when Canadians are paying closer attention than ever.�
You’ll be featured as part of an initiative that reflects shared values and has already reached millions, with millions more to come.

This initiative gives you a national platform to stand up and say, “We are part of Canada’s food system. Here’s what we do. Here’s what we believe. Here’s what we contribute. Here’s what we need.”

It creates the space, and the legitimacy, for your voice to carry farther.



Join the Mo
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The foundation has been built. Canadians are responding. The proof of concept is there.

What happens next depends on the leadership and investment of the organizations in this room.

We have a unique opportunity to build on this momentum, to make the story of Canada’s food system part of the national conversation in a lasting way.

This is the moment to strengthen what we’ve started, to ensure that the progress we’ve made continues to grow, and to create a lasting platform that reflects the strength and diversity of our food system.


Invitation

We are inviting you to step into this movement in
concrete ways:

d  Multi-year partnerships that provide stability
and allow us to plan and scale with
confidence.

1 Sponsorship opportunities that give your
organization visibility and alignment with a
cause that Canadians are proven to be proud
to support.

[d Advisory roles that let you shape the strategy
and ensure your sector’s voice is represented.

1 Campaign extensions are where your
networks, resources, or platforms can carry
the message further.

Join The Movement
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Presentation Notes

This initiative is designed to be national and sustained, but it cannot grow on vision alone.

It needs committed financial support to give it the scale and longevity that this moment demands.

Supporting this initiative is how we make that happen. Your contribution determines its strength, its reach, and its staying power.

It’s what allows us to keep this national presence alive, to keep Canadians engaged and ensure that the food system remains visible, trusted, and valued.

The foundation is there, the momentum is building, and this is the moment to step forward.



Thank You to Our Current Supporters
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Presentation Notes
These are the organizations that have already stepped forward, representing every part of Canada’s food system.

Their early leadership has made it possible to prove the concept, build the platform, and reach Canadians in meaningful ways.

Together, they’ve helped us demonstrate what’s possible when the sector works together.

And now, we have the opportunity to build on that success, to grow this movement and ensure every voice in Canada’s food system is reflected and recognized.



Canada’sgg Social
Food System

@canadasfoodsystem
Our Food. Our Future.

/canadasfoodsystem
u @cdnfoodsystem.bsky.social

X @cdnfoodsystem

Website

CanadasFoodSystem.ca
CanadasFoodSystem.ca/support

Email

lisa@foodintegrity.ca



Presenter Notes
Presentation Notes
What we’ve built so far proves that Canadians care, they just need to be invited in.

The foundation is built. Canadians are responding. The proof of concept is there.

What happens next depends on the leadership and investment of the organizations in this room.

I wanted to thank the organizations who have reached out to me after seeing the national campaign – and I’m looking forward to the meetings we’ve scheduled with you.

We’ll be reaching out to you in the days ahead to talk about how your organization can help take this national, but if you already see your place in this, don’t wait for that call.

Reach out to us.

I wanted to thank the organizations who have reached out for meetings after seeing the national campaign roll out – and I’m looking forward to the meetings we’ve scheduled with you.

Ladies and Gentlemen, this is the moment to ensure that Canada’s food system is not only trusted, but truly seen, and supported, as the essential part of our national story that it is.
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