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Background

Created in 1987 as result of a merger between the Co-operative College of Canada and 

the co-op movementôs educational arm, the Canadian Co-operative Association (CCA) is 

a national not-for-profit organization representing more than nine million co-operatives and 

credit union members from over 2,000 organizations. The CCA's mission is three-fold:

Á Promoting the co-operative model and profiling the economic and social contributions of co-

operatives and credit unions; 

Á Developing co-operatives in Canada, and in over 40 countries, by securing and enabling a 

supportive legislative environment, and by securing or providing technical and financial 

resources to help emerging co-operatives; and

Á Uniting co-operatives from different industry sectors and regions of Canada around a common 

co-operative identity, a common sense of purpose, and a common voice to government. 

In carrying out this mandate, it is essential that the CCA understand Canadiansô views of 

the sector it represents. Leading up to 2012, the year that the UN has deemed 

International Year of Co-operatives, it is even more essential that the CCA gain an 

understanding of the publicôs knowledge and awareness of their sector as well as 

perceptions and attitudes among the general public. 
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Objectives and Methodology

In this context, the CCA commissioned Ipsos Reid to conduct research to establish a baseline 

measure of the following:

Awareness of the co-operative sector;

Knowledge and understanding of the co-operative sector; and,

Attitudes towards and perceptions of the co-operative sector.

In order to achieve these objectives, Ipsos Reid conducted an online survey of a representative 

sample of n=1,006 Canadians using the Ipsos Reid Household Panel. 

Because online research uses quota sampling from a pre-recruited panel, margins of error 

cannot be attributed to the results. However, a random probability, representative sample of this 

size would yield a margin of error of Ñ3.1 percentage points, 19 times out of 20. Slight weights 

were applied to the data based on 2006 Census data in order to ensure representativeness.

The regional distribution of the sample is as follows:

Region Sample size Margin of Error

British Columbia n=123 ± 8.83

Alberta n=99 ± 9.84

Saskatchewan/Manitoba n=64 ±12.25

Ontario n=373 ± 5.06

Quebec n=277 ± 5.88

Atlantic Canada n=70 ± 11.71

Total Canada n=1,006 ± 3.1
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Co-operative Definition

Partway through the survey (following Q8), respondents were provided with this definition of 

a co-operative:

For the purposes of this survey, a co-operative is an organization that is owned 

and controlled by the people who use its products or services. Typically, people 

who are members of a co-operative pay a membership share to become 

members. This fee entitles members to use the services of the co-operative as 

well as to have a say in how the co-operative conducts its business. Co-

operatives can provide virtually any product or service, and can be either a non-

profit or for-profit enterprise. Co-operatives exist in every sector of the economy. 

Co-operatives include credit unions.
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Key Findings ïAwareness and Knowledge of Co-operatives

Seven in ten respondents (69%) are able to provide a response when asked what a co-operative is.  

That they are owned (21%) and operated (10%) by members, and mentions of people working together 

(11%) are mentioned most often.

Two in five respondents (41%) consider themselves to be familiar with co-operatives, including seven 

percent (7%) who say they are óvery familiarô.  The majority of respondents (59%) consider themselves 

to be either ónot veryô (41%) or ónot at all familiarô (18%).

When asked to recall co-operatives in their communities, about two in five (43%) are able to name at 

least one.  Caisse Populaire (6%), housing co-operatives (5%), mentions of federated co-ops (5%), and 

the Co-op grocery store (4%) are cited most often.

A plurality of respondents (44%) donôt know the difference between a co-operative and other types of 

business.  Of those who are able to make a distinction, an extensive list of differences are provided.  

Comments regarding profit-sharing among members (8%), that co-operatives are member owned (7%), 

member involvement in decision-making (7%), and that members receive dividends (7%) are most 

common.  Related to this, seven in ten (69%) respondents agree that the primary purpose of a co-op is 

to meet the common needs of its members, as opposed to most investor-owned businesses where the 

primary purpose is to maximize profits for shareholders.

When asked to categorize a number of organizations in terms of whether or not they are co-operatives, 

not surprisingly, organizations with óco-opô in the name, including Co-op gas stations (84%), Mountain 

Equipment Co-op (78%), and The Co-operators (69%) are slated as co-ops most often; ambiguity is 

highest for Alterna, Organic Meadow, Vancity (with 70%, 64%, and 63%, respectively, saying they are 

not sure). 



7

Key Findings ïMembership

One in five respondents (21%) is a member of a co-operative, 73 percent are not, and six 

percent (6%) donôt know.  Membership in Caisse Populaire (19%) and MEC (11%) is most 

common.

Á Members are most likely to reside in the Prairie provinces (Manitoba and Saskatchewan in 

particular, 61%), to have higher levels of income and education, and to be older.

When asked what motivated them to join a co-op, patronage dividends (26%), 

convenience (18%), price (17%), quality of the services or products (16%), and 

community values (10%) are mentioned most often.  Related to this, about half (49%) of 

respondents agree with the statement that people become members of co-operatives 

mostly because of their community or socially responsible values.

Overall, over half of respondents (54%) say that co-operative membership is generally 

open to everyone, and one in five (21%) feel that it is more restrictive.
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Key Findings ïPerceptions and Attitudes toward Co-operatives

Respondents were asked to indicate their agreement with a number of statements, 

covering their views toward the local economic impact of co-operatives, as well as 

financial and business considerations, to garner their perceptions and attitudes toward co-

operatives.  

Á High proportions of respondents agree (strongly or somewhat) that co-operatives keep money in 

the local economy (70%), are an important part of their communities (69%), and create jobs that 

help support local communities (69%).  Related to this, three in five (61%) agree that co-

operatives invest their profits in improving service to members and promoting the well-being of 

their communities.  Nearly seven in ten (68%) agree that co-operatives allow members to have a 

say in how the business is run, although fewer than half (45%) agree that members have an 

equal say in how it is run regardless of how much business they do with the co-operative. Two-

thirds (66%) agree that co-operatives are reputable.

Á In terms of financial considerations, agreement is highest with respect to saving members money 

(68%) and offering good value for money (64%).  Just over half (54%) agree that co-operatives 

pay members an annual dividend and that they are financially stable (53%).

Á From a business perspective, two in three respondents agree that co-operatives are trusted 

places to do business (67%).  In terms of trust, 43 percent agree that they are more likely to trust 

a co-operative as opposed to a business that does not operate in this way.  Two in three 

respondents agree that co-operatives provide quality products and services (66%), and offer 

good customer service (66%).  Three in five (60%) agree that they are well-run businesses.  

Á It is worth noting that in nearly all of these instances approximately 20% say they donôt know.
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Key Findings ïPerceptions and Attitudes toward Co-operatives (contôd)

Using a similar set of statements, respondents were asked to indicate how important each 

is in terms of the impact on their decision to join a co-operative.  In general, a high 

proportion of respondents (two-thirds to three-quarters) considers each factor to be 

important. 

Á In particular, about three in four (73%) say it is important (extremely or somewhat) that co-

operatives have a good reputation, keep money in the local economy (69%), create jobs that 

help support local communities (68%), allow members a say in how the business is run (66%), 

and are an important part of the communities in which they operate (64%).

Á In terms of financial considerations, assigned importance is highest with respect to saving 

members money and offering good value for money (both at 75%), followed by being financially 

stable (70%), and paying members an annual dividend (59%).

Á From a business perspective, about three in four respondents consider good customer service 

(74%), quality products and services (74%), that they are trusted places to do business (72%), 

and that they are well-run businesses (70%) to be important.
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Key Findings ïPerceptions and Attitudes toward Co-operatives (contôd)

Of all the economic sectors, respondents are most likely to associate co-operatives with 

the agricultural sector (35%).  

Moreover, nearly seven in ten (68%) respondents agree that people living in rural 

communities are more likely to do business with a co-operative than those living in large 

urban centers.  

When asked to choose one word of two opposing pairs that are most closely associated 

with co-operatives, ólocalô (79%) is selected far more than ónationalô (21%), óabout 

communityô (73%) over óabout businessô (28%), óruralô (63%) over óurbanô (38%), ónot 

politically affiliatedô (70%) over ópolitically affiliatedô (30%), óagriculturalô (60%) over 

óbankingô (40%), and ófor all people of all agesô (75%) over ófor older peopleô (25%).

In terms of the perceived benefits and drawbacks of co-operatives, the net benefits are 

highest in terms of price, patronage dividends, and community values, whereas the 

biggest drawback is related to the selection or variety in products.

When asked to indicate their level of agreement or disagreement with a statement 

regarding the selection of products and services when doing business with a co-operative, 

equal proportions of respondents agree and disagree that doing business with a co-

operative means having fewer choices in this regard.  

Respondents are also somewhat divided in terms of how co-ops treat members as 

opposed to customers in general; just over half (55%) feel that co-ops care more about 

members, and 45 percent feel that co-ops treat members and other customers the same.



Detailed Findings



Awareness and Knowledge of Co-operatives
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Co-operative Definition: Member owned (21%), working together (11%), 

and member operated (10%) are mentioned most often when asked what 

a co-operative is

5%

5%

5%

4%

4%

3%

3%

3%

3%

3%

3%

3%

2%

2%

2%

21%

11%

10%

8%

6%

5%

5%

The company is owned by members/ customers/ individuals/ people

Work together

Operated by its members (members share costs/ risks)

More than one company/ organization

Shared resources/ products/ goods/ suppliers/ services are made available

(for purchasing/ selling)

Provides mutual benefit for its members

Members/ customers can purchase/ own shares in the company

You have to pay to be a member/ use their services

Set up around a common interest/ goal

Types/ examples of co-ops

Profits are shared between its members/ customers (instead of given to a

single owner)

Members receive dividends/ rebates (at the end of the year)

Sets a fair price for its products

Serves the interests of its members/ customers

Owned by several people, as opposed to only one person or a small group

Discounts/ benefits for members/ customers

Co-owned/ partly owned/ jointly owned/ shared ownership mentions

Able to gain more/ increase the purchasing/ buying/ earning power

Agricultural mentions (include farmers and farming)

Focuses on/ benefits the community

Is comprised of members

Reduces business costs/ overhead costs

Q0. In Canada there are a number of businesses that are called co-operatives. Thinking of these businesses 

specifically and using your own words, what do you think a co-operative (co-op) is? A co-operative is... 

Base: All respondents n=1,006
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Co-operative Definition (contôd): three in ten (31%) are unable to say 

what a co-operative is

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

8%

31%

2%

2%

2%

1%

1%

1%

1%

Owned/ run locally/ by the community

Must be a member to shop/ get service

Owned and/ or operated by (a group of) shareholders/ stakeholders/ investors

Members are responsible for the company/ have shared responsibilities

Is controlled equally by its members

Members/ customers are entitled to vote (to improve the business)

Consults its members before making a decision/ members have a say in

business decisions

Elects board members to set the priorities

Supports local producers/ farmers/ suppliers

Housing/ living arrangement mentions

There to help others

Employees own and/or operate the company

Profit sharing is made available (to non-members/ non-customers)

Group of investors (setting up a business)

Association of people/ members

Students can work and study their related field

Build/ earn equity

Other

Don't know

Q0. In Canada there are a number of businesses that are called co-operatives. Thinking of these businesses 

specifically and using your own words, what do you think a co-operative (co-op) is? A co-operative is... 

Base: All respondents n=1,006
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Two in five (41%) respondents are very or somewhat familiar with co-

operatives; three in five (59%) are not

Base: All respondents n=1,006

7%

34%

41%

18%

Very familiar

Somewhat familiar

Not very familiar

Not at all familiar

Q1.  Please indicate whether you are very familiar, somewhat familiar, not very familiar or not at all familiar with co-

operatives?

41%

59%

Those who are familiar with co-

ops are more likely to be:

Åmore highly educated (55% 

are university grads); 

Åolder (47% aged 55+);

Åmen (47%).

Those who are not familiar with 

co-ops are more likely to be:

Åless educated (71% have 

less than high school);

Åwomen (64%);

Å35 to 54 years old (63%).
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Over half (55%) of Canadians are unable to name co-ops in their area; 

Caisse Populaire (6%) and housing co-ops (5%) are mentioned most often

Base: All respondents n=1006

Q5.  Can you name some co-operatives that operate in your community?

2%

2%

2%

2%

2%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

2%

4%
55%

6%
5%

5%

4%

3%

3%

3%

Caisse Populaire (Desjardins)

Housing co-operative

All other Federated Co-op mentions (include specific towns)

Co-op Grocery Store

Co-op Gas Stations

Mountain Equipment Co-op

All other food store/ market co-operative mentions

Credit union (unspecified)

Co-op

Co-op Agricole (Québec)

the co-operators (insurance company)

All other credit union mentions

Farmers co-operative

United Farmers of Alberta (UFA)

Farm co-operative

Federated Co-op

Red River Co-op

Apartment (building) co-operative

Co-op insurance

Insurance (unspecified)

Calgary Co-op/ Calgary Co-operative Association Limited

Funeral co-operative

Costco

All other agriculture-related co-operative mentions

All other housing co-operative mentions

All other bank/ financial institution co-operative mentions

All other CEGEP/ University co-operative mentions

All nursery/ child care co-operative mentions

All hardware store co-operative mentions

All food producer co-operative mentions

None

Other

Don't know



17

When asked to name co-ops that operate in their area following the 

definition, general credit union mentions (18%) and Caisse Populaire in 

particular (7%) are mentioned most often

Base: All respondents n=1006

Q9.  In light of this definition*, can you list any other co-operatives that operate in your community/your province other than the 

ones you listed previously? 

50%

10%

8%

7%

6%

4%

4%

7%

Credit union (unspecified)

All other credit union

mentions

Caisse Populaire

(Desjardins)

Housing co-operatives

Costco Wholesale

None

Other

Don't know

Those who mention credit unions (28%) are more likely 

to be:

Á older (55+), have at least some post-secondary 

education or higher, earn $25 to $55K annually, and 

reside in Quebec, Manitoba, or Saskatchewan.

Those unable to provide a response are more likely to 

be:

Á younger (59% are 18 to 34);

Á reside in central Canada (54% in Ontario and 

Quebec, respectively); and

Á have higher incomes (53% earn $55 to $100K 

annually).

* See slide 5 for co-operative definition that was presented.
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Co-ops vs. Other Types of Businesses: profit sharing, joint ownership, and 

consultative decision-making are the distinctions mentioned most often

Base: All respondents n=1006

Q7.  In your opinion what is the difference between a co-operative and any other type of business?

3%

3%

3%

3%

2%

2%

2%

8%

7%

7%

7%

4%

4%

4%

Profits are shared between its members (instead of given to a

single owner)

Members own the company

Consults its members before making a decision/ members have a

say in business decicions

Members receive dividends/ rebates (at the end of the year)

Owned by several people, as opposed to only one person or a

small group

Does not have a single bottom line of maximizing profit

Operated by its members (members share costs/ risks)

Sets a fair price for its products

Members/ customers own shares in the company

Must be a member to shop/ get service

Discounts/ benefits for members

Focuses on/ benefits the community

Is comprised of members

You have to pay to be a member/ use their services



19

Co-ops vs. Other Types of Businesses (contôd): a plurality (44%) donôt 

know the difference between a co-op and other types of businesses

Base: All respondents n=1006

Q7.  In your opinion what is the difference between a co-operative and any other type of business?

1%

1%

1%

1%

1%

1%

1%

1%

1%

7%

44%

1%

1%

1%

1%

1%

1%

1%

Does not only benefit one person or a (small) group of

shareholders

Provides mutual benefit for its members

Serves the interests of its members/ customers

Feeling of kinship/ togetherness/ community

Members are responsible for the company/ have responsibilities

Is controlled equally by its members

Members/ customers are entitled to vote (to improve the

business)

Elects board members to set the priorities

Owned/ run locally/ by the community

Set up around a common interest/ goal

Work together

There to help others

More than one company/ organization

Socially/ environmentally aware

Better service

Nothing

Other

Don't know

Those who say they ódonôt knowô the 

difference between a co-operative and other 

types of businesses are more likely to:

Á have less than a high school education 

(52%);

Á earn less than $25K annually (54%);

Á reside in Ontario (54%);

Á be younger (51% are 18 to 34); and

Á to not be a co-op member (51%).
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Not surprisingly, co-op recognition is highest when ñco-opò is included 

in the name, i.e.. Co-op gas stations, MEC, and The Co-operators

Base: All respondents n=1,006

Q10.  From the following list of organizations, please select those organizations you believe are co-operatives and position them in the óco-

operative boxô, position those you believe are not in the ónot a co-operativeô box and position those you are unsure of in the ónot sureô box. 

Co-operative
Not A Co-

operative 
Not Sure

Co-op gas stations 84% 6% 9%

Mountain Equipment Co-op 78% 9% 13%

The Co-operators 69% 14% 16%

COSTCO 49% 36% 15%

West Jet 40% 41% 19%

Desjardins 37% 27% 36%

Canadian Union of Public Employees (CUPE) 35% 41% 25%

Direct Buy 34% 35% 31%

Canadian Auto Workers (CAW) 32% 40% 28%

Organic Meadow 19% 17% 64%

Aeroplan 18% 51% 31%

Vancity 15% 22% 63%

TD Canada Trust 11% 70% 19%

ICBC 11% 39% 50%

Hudsonôs Bay Company 11% 72% 18%

Gay Lea Foods 11% 37% 52%

Alterna 10% 20% 70%

Canada Post 9% 78% 13%

Shell 7% 76% 17%



Membership



21%

73%

6%

Yes No Don't know
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One in five respondents (21%) is a co-op member; current members are 

more likely to live in the Prairies and the Atlantic provinces

Q2 Base: All respondents n=1,006

Q2.  And are you a member of a co-operative?

21%
18%

44%

61%

10%

19%

28%

TotalBCABMB/SKONQCATL

% Yes

Members tend to be:

Á from Manitoba or Saskatchewan (61%);

Á high earners (53% earn $55K or more annually); 

Á university graduates (33%);

Á older (24% are 55 or older).
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Membership in Caisse Populaire (19%) and MEC (11%) is most 

widespread

3%

3%

3%

3%

3%

3%

2%

2%

2%

2%

2%

2%

2%

1%

1%

1%

1%

1%

1%

1%

1%

20%

5%

4%

5%

5%

6%

6%

11%

19%Caisse Populaire (Desjardins)

Mountain Equipment Co-op

Red-River Co-op

Co-op Grocery Store

Other Credit Union mentions

Co-op

Calgary Co-op

the co-operators (insurance company)

Saskatoon Co-op

Other Co-op grocery store

Housing co-operative

Federated Co-operative

Co-op Gas Station

University of Montreal Co-op

Other food Co-op mentions

Other Co-op gas mentions

Insurance (unspecified)

Food Co-op

Costco

All other university/ CEGEP co-op mentions

Wetaskiwin Co-op

Telephone company co-operatives

St. Anne Co-op

Nanaimo Co-op

Fruitvale co-operative

Credit union

Camrose Co-op

Atlantic Co-op

Other

Don't know

Q3.  And what Co-operative specifically are you a member of?

Q3 Base: Member of a co-operative n=215
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Patronage dividends (26%), convenience (18%) and price (17%) are the 

most important factors in joining a co-operative

Base: Member of a co-operative n=215

Q4.  What motivated you to join a co-operative? Please select the top three reasons in order of importance.

Most Important Factor

Total

Patronage dividend (payment based on how 

much you use the co-op)
26%

Convenience (e.g. location) 18%

Price 17%

Quality of service or product 16%

Community values 10%

Having a say in how the business is run 3%

Trust 3%

Other 6%

 

Those most likely to have identified patronage 

dividends as the most important factor include 

those who tend to:

Áhave lower levels of education (54% have 

less than a high school education);

Á live in Manitoba or Saskatchewan (49%);

Ábe older (44% are 55+);

Áearn between $25K and $55K (31%); and

Ábe very/somewhat familiar with co-ops 

(28%).
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More than half (54%) feel co-operative memberships are open to 

anyone; 46% are unsure or believe membership is restricted

Base: All respondents n=1006

Q6.  And in your opinion, do co-operatives restrict membership to certain people or are they generally open to anyone?

25%

54%

21%

Restrict membership to certain people 

Generally open to anyone

Donôt know

Those who believe co-op memberships are restricted to 

certain people are more likely to:

Á consider co-operatives ñurbanò (30%);

Á reside in Ontario (27%);

Á not be members of co-ops (23%); 

Those who believe co-op memberships are generally 

open are more likely to be:

Á residents of Manitoba or Saskatchewan (81%);

Á very or somewhat familiar with co-operatives 

(72%); 

Á university graduates (61%); 

Á consider co-operatives to be ñmodernò (61%).



Perceptions and Attitudes toward Co-operatives
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Q13.  Please indicate to what extent you agree or disagree with each of the following statements as they relate to co-operatives:

25%

23%

22%

21%

19%

45%

46%

47%

47%

47%

70%

69%

69%

68%

66%

Keep money in the local

economy

Are an important part of the

communities in which they

operate

Create jobs that help

support local communities

Allow members an

opportunity to provide

feedback on how the

organization operates

Have a good reputation

Strongly agree Somewhat agree

Co-operatives viewed positively in terms of supporting local economies 

and communities
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Q13.  Please indicate to what extent you agree or disagree with each of the following statements as they relate to co-

operatives:

22%

17%

17%

13%

46%

47%

37%

40%

68%

64%

54%

53%

Save members money

Offer good value for money

Pay members an annual

dividend

Are financially stable

Strongly agree Somewhat agree

In terms of financial considerations, clear majorities agree that co-ops 

save members money and offer good value for money
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Q13.  Please indicate to what extent you agree or disagree with each of the following statements as they relate to co-

operatives:

20%

17%

19%

15%

2%

47%

49%

46%

45%

9%

67%

66%

66%

60%

11%

Are trusted places to do

business

Provide quality products

and services 

Offer good customer service

Are well run businesses

Donôt stay in business long

Strongly agree Somewhat agree

About two in three respondents agree that co-ops are trustworthy, 

provide quality products/services, offer good customer service, and are 

well run; only 11% agree that co-ops experience short life spans
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Q14.  Please indicate to what extent each of the following factors impact on your decision to join a co-operative:

37%

31%

30%

27%

26%

36%

38%

38%

39%

38%

73%

69%

68%

66%

64%

Have a good reputation

Keep money in the local

economy

Create jobs that help support

local communities

Allow members an

opportunity to provide

feedback on how the

organization operates

Are an important part of the

communities in which they

operate

Extremely important Somewhat important

A good reputation, keeping money in the local economy, and creating 

local jobs are most important when making a decision to join a co-op



31

Saving members money, offering good value, and stability are the most 

important financial factors in determining co-op membership

Base: All respondents n=1006

Q14.  Please indicate to what extent each of the following factors impact on your decision to join a co-operative:

42%

40%

38%

26%

33%

35%

32%

33%

75%

75%

70%

59%

Save members money

Offer good value for money

Are financially stable

Pay members an annual

dividend

Extremely important Somewhat important
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Customer service, quality products and services, trustworthiness, and 

being well run are the most important business factors in determining 

co-op membership

Base: All respondents n=1006

Q14.  Please indicate to what extent each of the following factors impact on your decision to join a co-operative:

39%

39%

40%

36%

9%

14%

35%

35%

32%

34%

22%

16%

74%

74%

72%

70%

31%

30%

Offer good customer service

Provide quality products and

services 

Are trusted places to do

business

Are well run businesses

Offer less variety in products

or services

Donôt stay in business long

Extremely important Somewhat important
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Seven in ten (69%) agree that co-ops focus on member needs over profits 

though less than half (43%) trust co-ops over other types of businesses

Base: All respondents n=1006

Q16.  Please indicate to what extent you agree or disagree with each of the following statements as they relate to co-

operatives:

29%

18%

12%

15%

13%

40%

43%

37%

30%

30%

69%

61%

49%

45%

43%

The primary purpose of co-operatives is to meet the

common needs of their members, whereas the primary

purpose of most investor-owned businesses is to

maximize profit for shareholders.

Co-operatives invest their profits in improving service to

members and promoting the well-being of their

communities.

People who become members of co-operatives do so

mostly because of their community or socially

responsible values. 

Each and every co-operative member has an equal say in

how the co-operative is run regardless of how much

business they do with the co-operative.

When it comes to doing business, I would be more likely

to trust a co-operative than a business that does not

operate as a co-operative.

Strongly agree Somewhat agree
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A majority of Canadians believe co-ops are more attractive to people in 

rural areas (68%) and that being a member is a good way to get involved 

in their community (59%)

Base: All respondents n=1,006

Q18.  Please indicate to what extent you agree or disagree with each of the following statements as they relate to co-

operatives:

22%

15%

46%

44%

12%

15% 3%

18%

22%

2%

People living in rural

communities are more likely

to do business with a co-

operative than are those

living in large urban centers.

Becoming a member of a co-

operative is a good way to

get involved in my

community. 

Strongly agree Somewhat agree Somewhat disagree Completely disagree Donôt know
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Q18.  Please indicate to what extent you agree or disagree with each of the following statements as they relate to co-

operatives:

7%

5%

34%

24%

30%

35% 13%

20%

23%

9%

Doing business with a co-

operative means having

fewer choices in terms of the

products and services

available.

Co-operative businesses are

less likely to offer

competitive prices than are

businesses that do not

operate as co-operatives.

Strongly agree Somewhat agree Somewhat disagree Completely disagree Donôt know

While one in five donôt know, respondents are divided as to whether co-

ops offer fewer choices in terms of products and services or 

competitive pricing


