FACTUM

Climate Change, Social Mobility and Automation: Ipsos Polling
Finds Canadians Are Acting, but Have Mixed Feelings About the
Future

Home Ownership, Job Security Key Challenges for Next Generation

Toronto, Ontario, February 4", 2020 — With the 2020 edition of the World Economic Forum (WEF)
in Davos now wrapped up, three global polls conducted by Ipsos specifically for the event reveal a
wealth of information about Canadians: what we’ve changed, where we stand, and what we can
expect for the future.

Is Climate Change Impacting Consumer Behaviour?

How to tackle climate change was a key point of contention at this year’'s Forum. One Ipsos study for
the WEF found that most people (69%) in 28 countries around the world claim to have already made
changes regarding the products and services they buy or use, specifically out of concern about
climate change.

Canada is very much in line with the global average, with 68% of Canadians say they’'ve made
changes. As with nearly every country surveyed, most (53%) say they’'ve made just a few changes,
while fewer (15%) claim to have made a lot of changes.

Canada ranks 15" overall on change, ahead of the United States, which ranks 25™ out of 28
countries. Countries with the highest number of people claiming to have changed their consumer
behaviour include India (88%), Mexico (86%), Chile (86%), China (85%), and Malaysia (85%).

What changes are Canadians making? Some areas where Canada stands out most from the global
average are facilitated by systemic policy, such as on recycling or composting. Eight in ten
Canadians (79%) say they now recycle out of concern about climate change, some 22 points ahead
of the global average of 57%. Half of Canadians (49%) say they have started composting for the
same reason, 25 points above the global average.

Other areas where Canada bucks the world trend on adopting more climate-conscious consumer
behaviour include how often they reuse products (73%. +23 pts above the global average), how
much energy they use in their homes (68%, +13 pts), and their choice of motor vehicle (28%, +5 pts).
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Over the past few years, which of the following have you made any changes to, specifically
out of concern about climate change?

Difference
Global Canada vs. Global
Average
How much/how often you recycle products 57% 79% +22
How much/how often your reuse products 50% 73% +23
How much energy you use in your home 55% 68% +13
How much water you use in your home 60% 56% -4
How much/how often you compost 24% 49% +25
The food you buy 46% 43% -3
Your home appliances 41% 41% 0
Which type of energy you use in your home 32% 32% 0
How you travel for personal reasons 29% 29% 0
The clothes you buy 28% 28% 0
Your motor vehicle 23% 28% +5
Your technology and electronic products 31% 27% -4
How you travel to and from work 29% 25% -4
How you travel on business 11% 5% -6
None of the above 2% 2% 0

Pessimism Grows on Social Mobility in Canada

Thinking about themselves in relation to their parents’ generation, Canadians think they have (or will
have) it better than their parents in some respects, but worse in others. On the positive side, most
Canadians say they are doing better when it comes to things like access to information, access to
entertainment, with net perceptions (“better” minus “worse”) firmly in positive territory — in line with
most of the 33 countries surveyed. Canadians are also mostly optimistic about their chance at having
a good education, being free to be true to themselves, and being able to travel abroad.

However, when it comes to having enough money to live well, having a secure job, or being able to
live comfortably when they retire from work, more than half say they have it worse than their parents
did. Pessimism is strongest when it comes to home ownership: six in ten Canadians (60%) feel they
have it worse than their parents in terms of being able to own their own home. Just 22% say they
have it better, resulting in negative net perceptions firmly into negative territory at -38 percentage
points. This puts Canada well below the global average: globally, 46% think they have it better than
their parents while just 36% say they have it worse, making the global net score positive at +11
points.

Canadians’ perceptions of social mobility appear to have worsened since the last time these
guestions were asked in 2016, specifically when it comes to money and the ability to make large
purchases or investments. Net perceptions have deteriorated by more than ten points for having
enough money to live well (net -27 points, down 14 points from 2016), being able to own your own
home (-38 points, down 17 points from 2016), and being able to travel abroad (+29 point, down 19
points from 2016).
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Which of these do you think is or will be better for you than for your parents’ generation?
Canada
Net
Better Worse (Better minus

Worse)
Having access to information 87% 5% +82
Having access to entertainment like film, music, books 83% 4% +79
Having a good education 66% 16% +50
Being free to be true to yourself 59% 16% +43
Being able to travel abroad 53% 24% +29
Having a successful career 38% 32% +6
Having enough money to live well 27% 54% -27
Having a secure job 24% 51% -27
Being able to live comfortably when you retire from work 26% 56% -30
Being safe from crime or harm 21% 53% -32
Being able to own your own home 22% 60% -38

Asked to look ahead to how today’s youth will fare in comparison to their parents, Canadians’ views
are even more bleak. Across the board, fewer expect the next generation to do better than the one
before, while more expect them to do worse.

A majority expect young Canadians to have it worse than their parents on everything from being safe
from crime to being able to live comfortably in retirement. Home ownership is again the metric
Canadians are most pessimistic about: two in three (68%) think today’s youth will fare worse than
their parents on being able to own their own home, while just 17% think they’ll have it better — a 51-
point gap.

Jobs are a critical issue when it comes to Canadian youth. While just enough Canadians (38%) think
that they themselves have it better than their parents in terms of having a successful career to keep
net perceptions positive (+6 points), only 33% think today’s youth will be more likely than their
parents to have successful careers. Four in ten (40%) think they will have it worse, placing net
perceptions at -7 points overall.

Likewise, more than half of Canadians (55%) expect youth to do less well than their parents on job
security, while only 23% expect them to have an easier time of finding a secure job, creating a
perception gap of -32 points.
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And which of these do you think is or will be better or worse for today’s youth than for their
parents?
Canada
Net
Better Worse (Better minus
Worse)

Having access to information 82% 7% +75
Having access to entertainment like film, music, books 80% 7% +73
Having a good education 61% 21% +40
Being free to be true to yourself 57% 19% +38
Being able to travel abroad 47% 28% +19
Having a successful career 33% 40% -7
Having a secure job 23% 55% -32
Having enough money to live well 23% 57% -34
Being safe from crime or harm 20% 55% -35
Being able to live comfortably when you retire from work 21% 60% -39
Being able to own your own home 17% 68% -51

Canadians Outpace Global Confidence on Jobs and Automation

Despite widespread pessimism on the future of job security in Canada, automation of jobs does not
appear to be a major cause for concern. Another global Ipsos study released at the WEF asked
employed residents of 28 countries around the world how likely their job was to be automated within
the next 10 years. Globally about one in three workers (35%) say it’s likely (10% very/25%
somewhat) their job will be automated, leaving a majority (54%) who think it unlikely and one in ten
(11%) who aren’t sure.

Canadian workers appear less concerned about the possibility of their jobs being automated within
the next decade: only one in four (25%) think it likely (9% very/16% somewhat), while two in three
(65%) think it unlikely, and 10% don’t know. This places Canada 20™ out of 28 countries surveyed,
just ahead of the United States, where 24% think that job automation is likely within the decade.

Employed residents of India (71%), Saudi Arabia (56%), China (55%), Brazil (51%) and Mexico
(50%) are the most likely to expect their jobs to be automated, while those in France (19%), Great
Britain (17%), the Netherlands (16%), Germany (14%), and Hungary (14%) are least likely to
anticipate a similar fate.

Canadians are also more confident about having the skills they need to ensure their job continues to
exist in the future. Three in four (74%) are confident, placing Canada above the global average of
69%. Canada ranks 13" out of 28 countries on confidence, below India in first place (84%) and the
United States in third place (82%), but well above last-placed Italy (61%), Poland (51%), Russia
(50%), South Korea (33%), or Japan (23%).
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About these Studies

These are some of the findings of three Ipsos polls conducted on the Global Advisor online platform.
The first study (on climate change) was conducted among 19,964 adults aged 18-74 in the United
States, Canada, Malaysia, South Africa, and Turkey, and 16-74 in 23 other countries. The survey
was fielded between October 25 and November 8, 2019. The sample consists of approximately
1,000 individuals in each of Australia, Brazil, Canada, China (mainland), France, Germany, India,
Italy, Japan, Spain, Great Britain and the U.S., and 500 individuals in each of Argentina, Belgium,
Chile, Hungary, Malaysia, Mexico, the Netherlands, New Zealand, Peru, Poland, Russia, Saudi
Arabia, South Korea, South Africa, Sweden and Turkey.

The second study (on social mobility) was conducted among 22,285 adults aged 18-74 in the United
States, Canada, Malaysia, South Africa, Singapore, Israel, Hong Kong and Turkey and 16-74 in 25
other markets. The survey was fielded between November 22 and December 31, 2019. The sample
consists of approximately 1000+ individuals in each of Australia, Brazil, Canada, China (mainland),
France, Germany, Great Britain, Italy, Japan, Mexico, Spain and the U.S., and approximately 500+
individuals in each of Argentina, Belgium, Chile, Colombia, Hong Kong, Hungary, India, Israel,
Malaysia, the Netherlands, Peru, the Philippines, Poland Romania, Russia, Saudi Arabia, Singapore,
South Africa, South Korea, Sweden and Turkey.

The third study (on job automation) was conducted among 13,751 adults aged 18-74 in the United
States, Canada, Malaysia, South Africa, and Turkey, and 16-74 in 23 other countries. The survey
was fielded between September 20 and October 4, 2019, except for South Korea, Malaysia, South
Africa, and Singapore, where it was fielded between October 25 and November 8, 2019. The sample
consists of approximately 1,000 individuals in each of Australia, Brazil, Canada, China (mainland),
France, Germany, ltaly, Japan, Spain, Great Britain and the U.S., and 500 individuals in each of
Argentina, Belgium, Chile, Hungary, India, Mexico, the Netherlands, Peru, Poland, Russia, Saudi
Arabia, Sweden and Turkey.

The data is weighted so that each country’s sample composition best reflects the demographic
profile of the adult population according to the most recent census data.

Where results do not sum to 100 or the ‘difference’ appears to be +/-1 more/less than the actual, this
may be due to rounding, multiple responses or the exclusion of don't knows or not stated responses.

The precision of Ipsos online polls are calculated using a credibility interval with a poll of 1,000
accurate to +/- 3.5 percentage points and of 500 accurate to +/- 4.8 percentage points. For more
information on the Ipsos use of credibility intervals, please visit the Ipsos website.
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For more information on this Factum, please contact:

Jennifer McLeod Macey

Vice President, Ipsos Public Affairs
+1 416 324 2101
Jennifer.Macey@ipsos.com

About Ipsos

Ipsos is the world’s third largest market research company, present in 90 markets and employing
more than 18,000 people.

Our passionately curious research professionals, analysts and scientists have built unique multi-
specialist capabilities that provide true understanding and powerful insights into the actions, opinions
and motivations of citizens, consumers, patients, customers or employees. We serve more than
5000 clients across the world with 75 business solutions.

Founded in France in 1975, Ipsos is listed on the Euronext Paris since July 1st, 1999. The company
is part of the SBF 120 and the Mid-60 index and is eligible for the Deferred Settlement Service
(SRD).

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

WWW.ipS0s.com

160 Bloor Street East, Suite 300 Contact: Jennifer McLeod Macey

Toronto, ON M4W 1B9 Vice President, Ipsos Public Affairs

+1 416 324-2900 Email: jennifer.macey@ipsos.com GAME CHANGERS

Tel: +1 416 324-2101


mailto:jennifer.macey@ipsos.com
mailto:Jennifer.Macey@ipsos.com
http://www.ipsos.com/

