Press Release

Most Canadians Expect Companies to Support Causes and
Make a Profit

New Ipsos Study Reveals How Canadians Feel Toward Cause
Marketing

Toronto, ON — Strong cause marketing programs and not-for-profit partnerships are more necessary than
ever for corporations. A recent Ipsos survey found that almost all (95%) Canadians agree that it is a good idea
for companies to support causes and the vast majority believe (82%, of which 52% strongly agree) they can
support causes and still make a profit. In other words, there’s no reason companies shouldn’t be supporting
good causes.

“Cause marketing has become the norm. If you are not doing cause marketing or you’re doing a poor job at
it, rewards are being left on the table,” said Jessica Avery, Vice President, Canada, Ipsos Marketing. “The
more you are out in front of Canadians engaging in activities that are important to them, the more
trustworthy you are as a company.”

Ipsos found a direct link between the perception people have of a company and cause marketing. One
quarter (26%) say they would be proud to do business with a company that supports a good cause. In a
similar vein, one quarter (23%) also said they are more likely to choose a company that they know supports a
worthwhile cause.

Canadians expect strong cause marketing programs from all industries. However, they especially think it is
important in the financial services (52%) and pharma (52%) industries, followed by food and beverage (46%)
and telecoms (45%). Similar to 2015, the companies that are top-of-mind for supporting good causes are
Canadian Tire (14%), Tim Hortons (14%) and McDonald’s (8%).

Many Canadians claim they are socially responsible (73%) and environmentally conscious (60%) and that
Canada is more giving than other countries (43%). With this mindset, the top causes that Canadians want to
support in 2016 are mental health (60%), poverty (60%), children’s issues (56%) and the environment (55%).
Local causes are most important overall (49%), though Millennials show a greater propensity for viewing
global issues as most important (19% vs. 9% for 35+).

The study also looked at best tactics for cause marketing, and found that the number one reason why
someone decides to donate is because it is easy to do so. This explains why the activities Canadians prefer to
participate in include donating at the cash register (29%), having a portion of the proceeds go to a cause
(28%) and a buy one/give one offer (18%). Social also plays a big role in cause marketing strategies, especially
for Millennials. Thirty-eight percent of Millennials say they want to be told about causes that companies
support via social media (22%, Gen X; 13%, Boomers). And 43% of Millennials are interested in liking or
following a not-for-profit that supports causes they care about (26%, Gen X; 18%, Boomers).

“We’ve conducted this study for three years now, and have learned a lot about how Canadians engage with
and respond to tactical activities, communication strategies and specific causes,” said Avery. “Overall, there
are four key ingredients to a great cause marketing program. The program should tell a story, and describe
what makes the cause different and its impact. It should also be easy to participate in. Multiple touchpoints
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provide greater opportunities to reach potential donors to grow funds and recognition. And lastly, the best
initiatives tailor the message to speak to a target audience.”

These are the findings of an Ipsos poll conducted from August 29 — September 23, 2016. This online survey of
992 Canadian adults (18+) was conducted via Ipsos’ proprietary online panel. Weighting was then employed
to balance demographics to ensure that the sample's composition reflects that of the adult population
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 +/-3.2
percentage points had all Canadians adults been polled. All sample surveys and polls may be subject to other
sources of error, including, but not limited to coverage error, and measurement error.

For information on how to subscribe to the Companies & Causes study, please visit this page:
http://www.ipsos.ca/en/products-tools/marketing/consumer-trends-product/companies-causes-2016.aspx
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GAME CHANGERS
« 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.

Ipsos is listed on Eurolist - NYSE-Euronext.
The company is part of the SBF 120 and the Mid-60 index
and is eligible for the Deferred Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA, Bloomberg IPS:FP
WWW.ipsos.com
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