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Toronto, Ontario, October 2, 2017 — A new Ipsos survey for Girl Guides of Canada—Guides du Canada (GGC) has found that a majority 
(59%) of teenage girls in Canada are facing pressure to conform to unrealistic expectations, which can negatively affect their self-
esteem. The survey polled girls on a number of topics related to pressures and stereotypes they’ve experienced through the media, 
social media, or society at large, and found that these social expectations are not only widespread, but harmful to many. 

Unrealistic Standards and Self-Esteem 
Six in ten girls surveyed (59%) agree they feel pressure from society (the media, social media, parents, or teachers) to conform to 
unrealistic expectations about what it means to “be a girl”, whether it’s how they should look, dress, speak or act, or the specific 
interests they should have (14% strongly / 44% somewhat). Just as many (60%) agree they feel pressure from the media or social 
media to conform to unrealistic beauty standards (17% strongly / 42% somewhat).  

For many, these pressures have harmful consequences: more than half (55%) agree (14% strongly / 42% somewhat) that trying to 
meet social media expectations about how they should look or act has negatively impacted their self-esteem. This pressure is the 
strongest (71%) among those who are heavy social media users. 

Mixed Messages and Conflicting Expectations 
Besides social media, girls say they’ve experienced peer pressure, which often contains mixed or even contradictory messages. For 
instance, nearly two in ten (17%) of those surveyed say they’ve felt peer pressure to be thin and lose weight, on the one hand, and 
have a “curvy” body type, on the other. 

Indeed, more than half of girls agree they get mixed messages about how they’re supposed to look and dress (56%; 13% strongly / 
44% somewhat), or act and behave (56%; 16% strongly / 40% somewhat) – messages like “be smart, but not too smart,” “play sports, 
but not those sports,” or “pursue your dream career, but not in that field.”  

For some girls, these mixed messages have a tangible impact on behaviour, such as opting out of a preferred activity because of their 
gender: three in ten (30%) agree (5% strongly / 25% somewhat) they’ve avoided or considered stopping an activity or sport they like 
because not many girls participate. This can also extend to classroom subjects: 16% agree (3% strongly / 13% somewhat) they hide 
the fact that they like science, technology, engineering or math because they don’t want to be rejected by their peers. 

Others have concerns about how they will be valued in the workforce: one in four (24%) agree (5% strongly / 19% somewhat) they 
don’t feel motivated to pursue their dream career because they’re concerned they’ll be compensated less than their male 
counterparts. 
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About the Study 
These are some of the findings of an Ipsos poll conducted between August 31 and September 14, 2017, on behalf of Girl Guides of 
Canada—Guides du Canada (GGC). For this survey, a sample of 523 Canadian girls aged 15-17 from Ipsos' online panel was interviewed 
online. Weighting was then employed to balance demographics to ensure that the sample's composition reflects that of the population 
of girls aged 15-17 according to Census data and to provide results intended to approximate the sample universe. The precision of 
Ipsos online polls is measured using a credibility interval. In this case, the poll is accurate to within ±4.9 percentage points, 19 times 
out of 20, had all Canadian girls 15-17 been polled. The credibility interval will be wider among subsets of the population. All sample 
surveys and polls may be subject to other sources of error, including, but not limited to coverage error, and measurement error. 

For more information on this news release, please contact: 

Mitra Thompson 
Senior Account Manager, Canada 
Ipsos Public Affairs 
+1 514 904-4329 
mitra.thompson@ipsos.com   
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About Ipsos Public Affairs 
Ipsos Public Affairs is a non-partisan, objective, survey-based research practice made up of seasoned professionals. We conduct 
strategic research initiatives for a diverse number of Canadian American and international organizations, based not only on public 
opinion research, but elite stakeholder, corporate, and media opinion research. 

Ipsos has media partnerships with the most prestigious news organizations around the world. In Canada, Ipsos Public Affairs is the 
polling partner for Global News. Internationally, Ipsos Public Affairs is the media polling supplier to Reuters News, the world's leading 
source of intelligent information for businesses and professionals. Ipsos Public Affairs is a member of the Ipsos Group, a leading global 
survey-based market research company. We provide boutique-style customer service and work closely with our clients, while also 
undertaking global research. 

About Ipsos 
Ipsos is an independent market research company controlled and managed by research professionals. Founded in France in 1975, 
Ipsos has grown into a worldwide research group with a strong presence in all key markets. Ipsos ranks fourth in the global research 
industry. 

With offices in 88 countries, Ipsos delivers insightful expertise across five research specializations: brand, advertising and media; 
customer loyalty; marketing; public affairs research; and survey management. 

Ipsos researchers assess market potential and interpret market trends. They develop and build brands. They help clients build long-
term relationships with their customers. They test advertising and study audience responses to various media and they measure public 
opinion around the globe. 

Ipsos has been listed on the Paris Stock Exchange since 1999 and generated global revenues of €1,782.7 million in 2016. 

« Game Changers » is the Ipsos signature. 

At Ipsos we are passionately curious about people, markets, brands and society. 
We make our changing world easier and faster to navigate and inspire clients to make smarter decisions. 

We deliver with security, speed, simplicity and substance. We are Game Changers. 

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP 
www.ipsos.com 
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