Food Alliance WA \
Consumer Perceptions

Survey

October 2019

metrix



i

| Scope of Engagem enf._




Project Objectives

The purpose of this research was to better understand the perceptions, attitudes and levels of trust
towards the WA food, farming and fishing industries amongst a representative sample of the
general population from greater Perth.

Research Objectives

Identify the factors
that drive a positive or
negative impression of
the food, farming and

fishing industries.

Identify
opportunities for food,
farming and fishing
industries to strengthen

overall perceptions
among Western
Australians.

Understand
consumer buying
behaviour across food,
farming and fishing
industries.

Understand how
‘informed’ and ‘connected
consumers feel about the

food, farming and
fishing industries.
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Methodology

Metrix undertook an 8 minute online survey of the greater Perth population, quantifying consumer perceptions, attitudes
and levels of trust towards the WA food, farming and fishing industries. All respondents were emailed an invitation to

participate in the survey, resulting in a sample of n=1,021.
Data was collected between September 13" and 19t 2019. @

The final sample composition is detailed below, with more detail provided in the appendix.

Sample Size Proportion of Sample Size Proportion of
e Bl Sample (%)

Male 49% Joondalup/Alkimos 17%
Female 516 51% Western Suburbs 58 6%
Under 35 years 301 29% Fremantle 37 4%
35-44 years 189 19% Bayswater/Bassendean 92 9%
45-54 years 164 16% Canning 95 9%
55 years or older 367 36% Other Perth Metro 567 56%
Total 1,021 100% Total 1,021 100%

*Quota targets were set for specific suburbs of interest, reaching a minimum sample of n=50. These locations were ‘over sampled’ in order to
achieve enough numbers to look at these locations individually. In order to make sure over sampling did not bias the total numbers, weighting was
applied to ensure the overall sample was geographically represented. However, there were no significant differences when reporting on each
location separately. 3
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Perceptions surrounding®

WA tood, farming and
fishing




Impressions of
farmers are more
positive than fishers.

Those aged 55 and over have a more
positive impression of farmers, with 68%
rating 6 or 7.

Base n=1,021
Q4a. How would you rate your general impression of farmers in Western Australia?
Q4b. How would you rate your general impression of fishers in Western Australia?

General Impressions of Farmers/Fishers —

m]l md mimd uymim/
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Though perceptions are high, people do not feel
connected or informed of the food, farming and

fishing industries in WA.

£

Feel connected to the WA food,
farming and fishing industry

Top 2 Bottom 2
(Strongly connected) (Not connected)

% of Perth Households

Base n=1,021

Feel informed about the WA food,
farming and fishing industry

087

Top 2 Bottom 2
(Very informed) (Not informed)

% of Perth Households

Q1. Thinking about the Western Australian food, farming and fishing industries, to what extent do you feel you are connected to these industries?

Q4. On a scale of 1-7, how informed would you say you are about the food, farming and/or fishing industries in Western Australia?
NOTE: Top 2 (6+7), Bottom 2 (1+2)
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However, a minority of demographics feel more
connected and informed than others.

Males tend to feel more connected to and
more informed of WA farming and fishing
than females.

2 2
»

Connected 1 4% 8%

Males Females

» 4

Informed 1 3% 9%

% of Perth Households
Strongly Connected (Top 2)

Base n=1,021 | Males n=505, Females n=516 | 18-34 n=301, 35-54 n=353, 55+ n=367

The younger demographic feels less
connected to and less informed of WA
farming and fishing than older households
in Perth.

it B

8

Connected 11
141

18-34 m 35-54 m 55+

8

Informed 10
151

0

% of Perth Households
Very Informed (Top 2)

Q1. Thinking about the Western Australian food, farming and fishing industries, to what extent do you feel you are connected to these industries?

Q4. On a scale of 1-7, how informed would you say you are about the food, farming and/or fishing industries in Western Australia?

NOTE Top 2 (NET 6+7), Bottom 2 (NET 1+2)
1 Significant difference at 95% confidence between segments

20

metrix



Almost half of the Education and Information on WA Farming and Fishing
. . . (Top 2 ratings)

community indicated

they would like to 4

understand more & farming and fishng @ 117

indust
about the food, e neE
farming and fishing

. d t . . W Would like to 2
INaustrics 1n A understand more B
o about the WA food, 3
Furthermore, the maj.orr[yI of Perth hqusfeholgs farming and fishing g
- (7]
support more educational opportunities for the industry 2
next generation. S
(7]
4 Feel that students
= should have the
opportunity to learn
about WA food,
farming and fishing
and careers in this
industry
Base n=1,021
Q4. On a scale of 1-7, how informed would you say you are about the food, farming and/or fishing industries in Western Australia?
Q10.10. To what extent do you agree or disagree with the following statements: | believe students should have an opportunity to learn about food, farming and fishing and the careers these 'r
industries offer. ol "
Q9.5. To what extent do you agree or disagree with the following statements | would like to understand more about the food, farming and fishing industry in WA meirix

NOTE Top 2 (NET 6+7), Bottom 2 (NET 1+2)



Television has the Recall of Farming and Fishing Communications
strongest recall,
though a large

Television

portion don'’t Newspaper
remember any Social media
communications. e .
Family & Friends 18
Radio 18
University or school 2

Other (please specify) 1

None of the above 40

0 20 40

% of Perth Households

Overall n=1,021 ﬁ %
10 Q11. Have you seen or heard anything about fishing and farming in the past 3 months in any of the following places? mtmx



"r‘""-: People more connected to and informed of
-

the WA farming and fishing industry have
higher perceptions overall.




Pride and trust in WA farmers and fishers 1s high.

However, trust in WA fishers is slightly lower than in farmers, likely due to less knowledge of the fishing industry over the
farming industry.

Perceptions Surrounding WA Farmers and Fishers (Top 2 Agreement Ratings)

)

| am proud of the quality of | trust WA farmers to | trust WA fishers to
the food we produce in WA produce the food | eat produce the food | eat

727 747 657

% of Perth Households

Base n=1,021 e
12 Q10. To what extent do you agree or disagree with the following statements? g .
NOTE: Top 2 (NET 6 + 7 Strongly Agree), Bottom 2 (NET 1 Strongly Disagree + 2) meirix



The food produced by WA farmers and fishers 1s also
highly trusted and safe.

Perceptions Surrounding Food Produced in WA (Top 2 Agreement Ratings)

N,

PAZA2:

T : . - Better Quality than Has a Good Reputation
rusted Safe igh Quality Overseas Food Overseas
8
2
@
3
T
< o (o)
5 7 7:/0 7 7:/0 74 Yo 72 Yo 71 %
©
R
Base n=1,021 '
13 Q5. How would you rate the food produced by Western Australian farmers and fishers? g .
NOTE: Top 2 (NET 6 + 7 Strongly Agree), Bottom 2 (NET 1 Strongly Disagree + 2) meirix



Those aged 55 and
older have
significantly higher
perceptions of food
produced in WA.

Furthermore, 18-34 year-olds have a much
lower perception of the overseas reputation
of food produced by farmers and fishers in

WA compared to other age groups.

Overall n=1021 | 18-34 n=301, 35-54 n=353, 55+ n=367

Q5. How would you rate the food produced by Western Australian farmers and fishers?
NOTE: Top 2 (NET 6 + 7 Strongly Agree), Bottom 2 (NET 1 Strongly Disagree + 2)

1l Significant difference at 95% confidence between segments

Perceptions of Food Produced in WA by Age (Top
2 agreement ratings )

18-34 m35-54 m55+

Trusted
841
Safe
851
High Quality

851

Better Quality than Overseas
821

Has a Good Reputation Overseas
841

0 20 40 60 80 100

% of Perth Households
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People don’t know much about environmental
sustainability and ethical animal practices of WA
farmers and fishers.

This does not necessarily translate to negative sentiment, with only 6-12% of Perth Households rating these below 3 out of 7.
Rather, people are rating these middlingly, indicating they are not entirely sure on their agreement one way or another.

Perceptions Surrounding Food Produced in WA (Top 2 Agreement Ratings)

¢f'""l'l
0 el

'-Ir-"'lhl_-’ 1

8 WA farmers do the WA farmers consider WA fishers do the WA fishers carefully
2 right thing in the environmental right thing in caring manage fish stocks
% caring for their impact of their for our ocean and and fish sustainably
= land and animals farming practices estuaries for the future
&
557% 4@ 4% 42%
Base n=1,021 ) ) ) '
Q10. To what extent do you agree or disagree with the following statements? mEt]—i.x

NOTE: Top 2 (NET 6 + 7 Strongly Agree), Bottom 2 (NET 1 Strongly Disagree + 2)



Farming families are seen as fundamental to the WA
economy and regional community base; however,
there 1s less agreement with that of fishing families.

Perceptions Surrounding WA Farming and Fishing Industries (Top 2 Agreement Ratings)

—— P
| : | ;

g - o i .
SR B e B
| ' 5 '
11 |
i’ - .
¥

Farming families are an important Fishing families are an important
part of regional communities and part of regional communities and
the economy in Western Australia the economy in Western Australia

78% 657

% of Perth Households

Base n=1,021 -
16 Q10. To what extent do you agree or disagree with the following statements? ol .
NOTE: Top 2 (NET 6 + 7 Strongly Agree), Bottom 2 (NET 1 Strongly Disagree + 2) meirix



Whilst many
recognise the
industry’s economic
importance, there 1s
no clear consensus
on its future
performance.

Those aged 55 and over tend to see the
industry as more important to the WA
economy, with nine in ten rating this a top 2
score.

However, this does not translate to a
difference towards future performance, with
similar scores across all ages.

Base n=1,021
Q9. To what extent do you agree or disagree with the following statements?

Perceptions Surrounding Food, Farming and
Fishing and the WA economy

] (S5mongly m2 =3 =4 =4 mE m/ {Srongh Top 2
Mtz ree) Hugren

Food, farming and fishing are important

for the WA economy 79

Food, farming and fishing generate many
jobs across the WA economy 37

The food, farming and fishing industry in
WA is growing 22
The food, farming and fishing industry in 17

WA is in decline

60 40 20 O 20 40 60 80 100
% of Perth Households
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While sentiment is high, there is some

uncertainty surrounding the practical side of §
farming and fishing in WA.
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Most consumers have good intentions when purchasing
food.

Very few stating they do these ‘never’ to ‘occasionally’.

Food Buying Preferences (‘Most of the time’ or ‘Always’)

4054 @

Prefer to buy WA Try to support WA Look at the label to Look for official food
food when possible farmers when see wheremy food is ~ standard logos when
purchasing food from purchasing food

% of Perth Households

767 597 607

473

Base n=1,021 ' :

Q6. For each of the following statements, please choose the response which most closely matches what you do: meirx



Furthermore, two in five are prepared to pay more for
food that meets social and ethical expectations.

In reality, reality bites and the price and convenience of readily available supermarket food is key.

Food Buying Preferences (‘Most of the time’ or ‘Always’)

S Il
S A00
50000

Buy food from a Buy food from Prepared to pay more for
supermarket (Coles, farmers markets and food that meets social Buy food based on
Woolworths, IGA) fish markets and ethical expectations the cheapest price

% of Perth Households

»

80% 15% 41% Qg%

Base n=1,021 .
20 Q6. For each of the following statements, please choose the response which most closely matches what you do: ' o
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In practice, food quality and safety standards are
paramount in consumer’s buying behaviour.

Perceived Importance vs. Impact on Buying Behaviour
(Top 2 Importance/Impact Ratings)

Higher Impact
90
| Good food quality K2
 High food safety standards 2
70 -

Lower Focd aocabity Higher
Importance Importance
30 50 70 90

50 -
30 -

Lower Impact

Base n=1,021
21 Q7. When thinking about food, farming and fishing, please indicate how important the following are to you personally: ﬁ N
Q8. When thinking about food, farming and fishing, please indicate the level of impact each of the following has on your decisions when you are buying food mEU._lK



While sentiment around ethical animal treatment,
sustainability and responsibility are there, this does not
translate to buying behaviour.

Perceived Importance vs. Impact on Buying Behaviour
(Top 2 Importance/Impact Ratings)

Higher Impact
90 -
Good food quality [£4
High food safety standards K2
70 -
Lower Food affordability &3 Higher
Importance Importance
I T 1
*
%0 % ! %
*
5 Sustainable water use ®
30 -
Lower Impact
Base n=1,021
22 Q7. When thinking about food, farming and fishing, please indicate how important the following are to you personally:

Q8. When thinking about food, farming and fishing, please indicate the level of impact each of the following has on your decisions when you are buying food mET.TL‘.l{



Convenience and accessibility does not have a
comparatively high impact on buying behaviour.

GMO foods also generally don’t play into people’s decision making processes on a day to day basis.

Perceived Importance vs. Impact on Buying Behaviour
(Top 2 Importance/Impact Ratings)

Higher Impact
90 -
Good food quality [£4
High food safety standards K2
70 -
Lower Food affordability &3 Higher
Importance Importance
‘ Convenience/ accessibility ‘
30 50 R 920
Ethically produced food ‘Q_ *
Reducing environmental inﬁ ]
Non-genetically modified food @
30 -
Lower Impact
Base n=1,021 F
23 Q7. When thinking about food, farming and fishing, please indicate how important the following are to you personally:

Q8. When thinking about food, farming and fishing, please indicate the level of impact each of the following has on your decisions when you are buying food mﬂmx
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Consumer sentiment suggests a preference

t towards buying local with quality and safety

standards in mind, though supermarkets
provide a natural default for price and

affordability.






Social Licence to Operate can exist at different
levels as shown in this diagram, developed by

Robert Boutilier. Within each community there

will be a spectrum of views represented.

Those who oppose a project or company are
unlikely to change their minds in the short to
medium term, and tend to be vocal in their
opposition.

In the absence of alternative messages, there is
a risk that people who accept or approve move
towards an oppose position.

The goal of a social licence strategy is to ensure
that those who accept or approve of the
company and its purpose regularly hear simple,
rational and factual messages which show that
the company and its purpose are aligned with
their interests and beliefs.

Over time this should increase the number of
people who “approve” of the company and its
purpose, and help support the company’s
Social Licence to Operate, as well as its brand
and reputation.

Approve

Accept

Indicators

 Political Support
+ Unity against critics
» Project Advocacy

» Seen as a good

neighbour

« Community shows

pride in shared
achievements

 Lingering threats
» Watchful monitoring
* NGO activity likely

utdowns
lockages

Legal challenge

Boycotts

Trust

Credibility

Legitimacy




Potential Indicators

11% |

O strong connection

Top 2 | 6 + 7 | Agree + Strongly Agree

Q1. Thinking about the Western Australian food, farming and fishing industries to
what extent do you feel connected to these industries?

Trust

79% important for the WA economy

Top 2| 6 + 7 | Agree + Strongly Agree
Q9. To what extent do you agree or disagree with the following statements: ‘Food
farming and fishing are important for the WA economy’.

o . .
72 /Oproud of the quality food produced in WA
Top 2| 6 + 7 | Agree + Strongly Agree
Q10. To what extent do you agree or disagree with the following statements:

‘I am proud of the quality of food we produce in Western Australia.’ C red i bi | ity

o
58 A) positive impression of farmers

Top 2 | 6 + 7 | Positive + Very Positive
Q4a. How would you rate your general impressions of farmers in Western
Australia?

35% positive impression of fishers

Top 2 | 6 + 7 | Positive + Very Positive
Q4a. How would you rate your general impressions of fishers in Western

Australia? Leg iti macy

4% do not trust the food produced in WA

Bottom 2|1+ 2|

Q5. How would you rate the food produced by Western Australian farmers and
fishers?
‘I do not trust the food produced in Western Australia.’ h

27



These figures are
indicative of where
consumer perceptions
currently sit within the
Social Licence

structure.
A

Potential Indicators

11% |

O strong connection

Top 2 | 6 + 7 | Agree + Strongly Agree

Q1. Thinking about the Western Australian food, farming and fishing industries to
what extent do you feel connected to these industries?

Trust

79% important for the WA economy

Top 2| 6 + 7 | Agree + Strongly Agree
Q9. To what extent do you agree or disagree with the following statements: ‘Food
farming and fishing are important for the WA economy’.

72%proud of the quality food produced in WA

Top 2| 6 + 7 | Agree + Strongly Agree
Q10. To what extent do you agree or disagree with the following statements:

‘I am proud of the quality of food we produce in Western Australia.’ C red i bi | ity

o
58 A) positive impression of farmers

Top 2 | 6 + 7 | Positive + Very Positive
Q4a. How would you rate your general impressions of farmers in Western
Australia?

35% positive impression of fishers

Top 2 | 6 + 7 | Positive + Very Positive
Q4a. How would you rate your general impressions of fishers in Western

Australia? Leg iti macy

[—————

4% do not trust the food produced in WA

Bottom 2|1+ 2|

Q5. How would you rate the food produced by Western Australian farmers and
fishers?

‘I do not trust the food produced in Western Australia.’ h

28
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Recommendations

Insight

Recommendation/ Thought Starter

Food produced by
WA farmers and
fishers is highly
trusted and safe.

Being connected and
informed results in
higher perceptions.

Lower perceptions
of fishing families
suggest people are
less informed and
connected.

Uncertainties around
the practicalities and
future of farming and
fishing exist.

Continue to maintain positive associations towards the food produced in
Western Australia. We cannot assume this perception will remain the same
unless it’s actively controlled.

Create a campaign to shift the perception of WA farming and fishing.
Extend beyond marketing and PR through a grassroots approach, increasing
connectivity and general buy-in. Engage different people in different ways with
a long-term view. E.g. school education, getting supermarkets on board, three-
part television series.

Conduct further research to understand existing perceptions of the fishing
industry. Explore whether this is viewed as an ‘industrial’ practice or ‘family’
practice. Qualitative research is recommended to extract rich insights for
deeper explanation.

More needs to be done to communicate future strategies aimed at the
longevity of the food, farming and fishing industries. E.g. Tourism WA shared
their two-year action plan to grow the number of visitors to the State (2018-
2020) to maximise awareness of Western Australian people.

Overall

Positive consumer
perceptions are key to
the overall growth of
the WA, food, farming
and fishing industry.

Repeat the Community Perception survey on an annual basis across a 3-
year period to identify shifts from the viewpoint of WA consumers. The next
survey would be be conducted in September 2020.
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Detailed Sample Breakdown

Household Situation

Young person living at
home with parents

children at home

h 5
Young single/couple — no _
Single/couple with youngest
child under the age of 6 yrs

Single/couple with youngest
child between 6 and 12 yrs

Single/couple with youngest
child 13 yrs+

Older single with no
children at home

Older couple with no
children at home

Other

Prefer not to answer F 1
0

n=1,021

Household Income

Less than $31,199

$31,200 to $51,999

$52,000 to $64,999

$65,000 to $77,999

$78,000 to $103,999

$104,000 to
$155,999

$156,000 to
$207,999

$208,000 or more

Don’t know/prefer not
to answer

D1. Which, if any, of the following dietary requirements and food preferences do you consider when buying food?

D11. Which of these best describes your household situation?
D2. What is your annual household income (before tax?)

—
N

1 1
—_
N

1

€ ©

1

-
~

1

—_
~

1

©

1

(&)

15

|

o
—
o
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Dietary Preference

Low food waste _ 31

Organic

Food allergies/
intolerances

Low food miles

Gluten free

Vegetarian

Vegan

Flexitarian

Pescatarian

None of the above

T T T

0 10 2

30
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Metrix Consulting
Melbourne | Perth | Sydney
metrixconsulting.com.au
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