Press Release

Six Conceptions of Nationality
A Global Segmentation Based on Inclusiveness

Washington, DC, March 4, 2019 — To better understand the nature and the prevalence of nativism around the world, Ipsos has
segmented the adult population of 25 countries into six groups reflecting their conception of nationality. The segmentation is based
on survey data indicative of how much people’s conception of nationalityis inclusive or exclusive of potential “outgroups”. Itinforms
how much citizens acrossthe world are predisposed to a nativistagenda, depending on their demographic and political profile.

The analysisis basedonan Ipsos survey of more than 19,000 men and women about “The Inclusiveness of Nationalities” conducted
in April-May 2018 on the online Global Advisor platform. Research participants were asked whether they consider members of
different religious groups,immigrants with different types of legal and employment status and fluencyin the local language, people
of different ethnicity, LGBT people, and people with a criminal history as “real” nationals of their country. Go to ipsos.com/en-us/news-
polls/Canada-US-have-most-inclusive-views-of-nationality for the detailed survey results and methodology.

Based on the answers to the survey, six clusters emerged, each with its own vision of nationality. Below is a description of each one
of these six segments, listed from the most inclusivetothe most exclusive.

Post-Nationalists (15% of the global population surveyed)

e Have a nearly unconditional, all-inclusive view of nationality
e  Welcome anyone into the fold regardless of country of birth, family’s region of origin (proxy for ethnicity), religion, sexual

orientation/identity, acculturation, and, more often than not, criminal history, lack of legal immigration status or extreme
political views.

e Strongly skew left on the political spectrum
e Tend to be young and highly educated
e  Most common in Canada, the U.S., Australia, Chile, Spain, Sweden and the U.K.
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Legalists (15%)

Their view of nationalityis all-inclusive when it comes to placeof birth, family’s region of origin, religion, and sexual
orientation/identity, but it is conditioned by full-fledged citizenship and some level of acculturation

Consider anyone born in their country a “real national” as well as any immigrant who has been naturalized and is fluentin
the local language

Skew older (50-64) and more affluent

Most common in France, South Africa, Canada, the U.S., Australia and Argentina

Religists (17 %)

Extend membership to their nation to anyone born in their country (irrespective of their parent’s country of origin) and to
anyimmigrant who has been naturalized, is fluentin the local language,andis preferably employed, but only if they
belong to the country’s dominant religious group and do not espouse extreme political views

Globally, their demographic and political profileis nearly identical to that of the total population

Most common in Mexico, South Korea, Peru, Saudi Arabia, Chile and Brazil

Distant (24%)

Cannot decide or will not express their views on what defines a real national:tend to answer “not sure” about anycriteria
More likely to have a lower level of income and/or education

Less likely to be older or left-leaning politically

Most common inJapan, Saudi Arabia, South Korea, Malaysia, Turkey, Brazil and the U.K.

Cultural Nationalists (12%)

Restrict nationality to people born in their country, regardless of their parent’s country of origin, often excluding those
who are not members of the dominant religious groups

Exclude all immigrants, even those who are naturalized citizens fluentin the local language

Skew middle-aged (35-49) with a lower education level and right-leaning on the political spectrum

Most common in South Africa, Malaysia, Peru, Argentina, Chile, Brazil and Hungary

Ethnic Nationalists (17%)

Restrict nationality to those born in the country, from local stock and of the dominant religious group(s)

Exclude anyimmigrant (even if naturalized or acculturated), anyone with roots in any other part of the world (even ifborn
inthe country) or identifies with any minority religion —and often not to someone who is LGBT, has a criminal history or
extreme political views.

Skew middle-aged/older (35+), with a lower level of education and right-leaning politically

Most common in Serbia, Turkey, Hungary, Malaysia, Saudi Arabia, Italy, Germany and Poland

Address: 2020 K Street NW, Suite 410 Contact:  Nicolas Boyon
Washington, DC 20006 Senior Vice President, U.S,, Ipsos Public Affairs
Tel:  +1202463-7300 Email:  nicolas.boyon@ipsos.com

Tel:  +1646 3094879



mailto:nicolas.boyon@ipsos.com

Press Release — continued -

For more information, please contact:
Nicolas Boyon

Senior VicePresident, U.S.

Ipsos Public Affairs

+1 646 309 4879
nicolas.boyon@ipsos.com

Mallory Newall

Director, U.S.

Ipsos Public Affairs

+1 202 420-2014
mallory.newall@ipsos.com

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 American and international organizations, based not only on public opinion
research, but elite stakeholder, corporate, and media opinionresearch.

Ipsos has media partnerships with the most prestigious news organizations around theworld. Through our media partnerships, | psos
Public Affairs is a leading source of intelligent information for businesses and professionals in the U.S., Canada, the UK, and
internationally. Ipsos Public Affairs is a member of the Ipsos Group, a leading global survey-based market research company. We
provideboutique-style customer serviceand work closely with our clients, whilealso 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 89 countries, Ipsos delivers insightful expertise across five research specializations: brand, advertising and media;
customer loyalty; marketing; public affairsresearch;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 advertisingand study audienceresponses to various media and they measure public

opinionaround the globe.

Ipsos has been listed onthe Paris Stock Exchange since 1999 and generated global revenues of €1,749.5 millionin2018.

GAME CHANGERS
“Game Changers” is the Ipsos signature.
At Ipsos we are passionately curious about people, markets, brands and society.
We make our changingworld easier and faster to navigateand inspireclients to make smarter decisions.
We deliver with security, speed, simplicity and substance. We are Game Changers.
ISIN code FR0O000073298, Reuters ISOS.PA, Bloomberg IPS:FP
WWW.ipsos.com
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