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Consumer
Expectations

91%
Agree

82%
Say this is important
to where they decide
to buy or shop

65%
Say this is important
in deciding where
to invest

41% females vs
32% males strongly
support company
donations to
charities and
nonprofits

Canadian
companies should
try to accomplish
their business goals
while improving
society and the
environment

What Canadians
consider priority

Health
Poverty
Education

79%

Are willing to switch
brands to support
the companies
they care about

Above other information
most Canadians want to
know the company’s
impact re charitable
contributions

Corporate Social Responsibility

A Canadian Perspective

Millennials
21 mins.

Up to $50,000
21 mins.

Gen X
18 mins.

$50,001 to $100,000
18 mins.

Traditionals
17 mins.

Over $100,000
17 mins.

How willing are
specific groups
to ‘go the
distance’ for
a cause they
care about

Over

half

Baby Boomers
21 mins.

If a store matches the
donation dollar for dollar Canadians say they’re
more likely to donate at the check-out link

say they are likely to
add a $2 donation
to a charity at the
grocery check-out

This infographic summarizes a national, representative,
online survey of 1,208 Canadians conducted from September
14 to 18, 2012 by Abacus Data for the 2012 Corporate
and Community Social Responsibility Conference.
Graphic design conducted by Branding for Good
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Abacus Data’s survey of 1,208
Canadians found that Canadians are
interested in knowing how companies
are contributing to their communities
and how their purchases are making
a difference.
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91
Agree

%

Consumer Expectations

Corporations in the Community –
Canadians show an appetite for good
The idea of companies contributing
to improve their communities and the
environment is not a new idea.
Despite that, Canadians continue to
show an appetite for cause marketing.
Canadians are more likely to agree
that companies should just generally
improve society and the environment
while accomplishing their own business goals. An overwhelming majority
also agree that companies should
support charities and nonprofits with
financial donations.

Seniors aged 60 and older were most
likely to agree with this statement.
Six in ten seniors said they strongly
agreed that companies should still
try to improve society and the
environment. Comparably, less than
half of baby boomers (48%) strongly
agreed with this statement.

Females were slightly more likely
to support company donations to
charities and nonprofits than males.
Gen X is more likely to support
company donations than the
average Canadian.

~ Page 4 ~

Photo: Helenej

91% said companies should try to
accomplish their business goals while
still trying to improve society and the
environment.

Over eight in ten people (84%)
said they agree that companies
should support charities and
nonprofits.

The majority (53%) said they would
strongly agree to this.

Only 36% said they would strongly
agree to this.

How important or unimportant to
you is a company’s commitment to
social and environmental issues for
each of the following?

Consumer Expectations

Commitment to social and environmental issues –
Canadians want to see companies commit
beyond the shop floor
For Canadians, a company’s commitment to social and environment
issues has an impact on their decisions in more ways than just the shop
floor. When Canadians decide where
to work, a company’s commitment to
issues they care about counts most.
One-third of Canadians said that
this was very important to them in
deciding where to work.

Overall 85% of Canadians said that a
commitment to social and environmental issues is important in deciding
which companies they would want to
see doing business in their community. Similarly, this is important for
Canadians when deciding a) what to
buy and where to shop (82%) and b)
which products or services to recommend to people (83%).

This is slightly less important to
Canadians when deciding which
stocks or mutual funds to invest in.
In this case fewer, 65%, said this was
important to their decision and only
20% overall said this was very
important in influencing their
investment decisions.
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CAN

USA

Which companies you want to see
doing business in your community

85%

79%

Which products and services to
recommend to other people

83%

76%

What to buy or where to shop

82%

75%

Where to work

81%

69%

Which stocks or mutual funds
to invest in

65%

59%

Very / Somewhat Important

Consistently, across each area in this
section our results have found that
women, seniors and low-income
Canadians consider the company’s
commitment to environmental issues
when making decisions about which
companies to support.

Figure above
USA data:
2010 Cone Cause Evolution Study
CAN data:
Abacus Data Inc.
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What causes should
companies support?
Health
Poverty
Environmental
Education
Economic development
Homelessness
Disaster relief
Crime
Veterans and military families
Diversity
International crisis

CAN
23%
18%
16%
11%
9%
6%
6%
4%
4%
2%
1%

Consumer Expectations

 auses of Interest –
C
What causes do we care about most
Almost a quarter of all Canadians
(23%) ranked health as the most
important cause that companies could
support. Health was established as a
front runner as far as social causes
for companies to support, 57%
ranked this cause among their
top three priorities.

Photo: Fernando Audibert

~ Page 9 ~

Almost half, 48% ranked poverty
among the top three causes,
47% ranked education among
the top three and 35% ranked the
environment among the top three.

Homelessness (29%), disaster relief
(20%) and support for military
families (15%) were also commonly
ranked among the top three causes
that Canadians would like to see
companies supporting.

$

=

Consumer Expectations

Charitable Value –
Honesty about Impact is where it’s at
When it comes to understanding
the company’s charitable work the
customer wants to know about the
real impact of their contribution.
Canadians are less concerned with the
total company investment or general
cause the company is supporting.

In Canada, when it comes to telling
customers the details of charitable
work most want to know about the
impact of the cause (for example,
5,000 trees were planted), opposed to
the total dollar amount invested
in the cause.

Four in ten Canadians said that the
impact of the cause is the most
important thing for them to know
about a company’s charitable work.
Secondly, three in ten Canadians said
that the amount of their purchase
being given to the cause was the
most important, for example these
Canadians want to know that the
company contributes $1 for every
bottle of water sold.
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Consumer Behaviour

 rand Switching –
B
Brands do well by doing good
Are Canadians switching brands to
support companies with effective
cause marketing? Most Canadians
said they would switch brands if a
different company supported a cause
that they cared about. 72% agreed
that they would buy a different
brand if it supported a cause
that mattered to them.
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Females and people aged 30 to 44
(Gen X) were more likely to
agree that, all else being equal,
they would buy a brand that
supported their causes.

Average Canadians

18 minutes longer

Millennials

21 minutes longer

Baby Boomers

16 minutes longer

Income < $50,000

21 minutes longer

Income > $100,000

15 minutes longer

Consumer Expectations

Increased travel time to support a cause
Our survey found that Canadians are
willing to travel, on average, up to 18
minutes longer to buy a product that
supports a cause they care about.
The survey asked Canadians how
long they would be willing to travel to
a specific store to purchase a product
that supports a cause they care about
and to identify how much longer they
would be willing to travel in minutes.
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Millennials are willing to travel
21 minutes longer on average to
purchase a product that supports a
cause they care about, where Baby
Boomers are only willing to travel
fewer minutes on average
(16 minutes).
We found that female respondents
are willing to travel longer than men
to purchase a product that supports
a cause they care about.

We found the greatest difference
between Canadians based on income.
Those with an income of $50,000
or less would travel 21 minutes longer
on average, where Canadians with
an income over $100,000 would only
travel 15 minutes longer to purchase
a product that supported a cause
they cared about.

Consumer Expectations

In-store donations
We asked Canadians whether they
are interested in making in-store
donations when asked at the teller.
Fewer than two in ten Canadians
(19%) said they were very likely to
add a $2 donation to their purchase
if asked at a grocery store check out.
Overall about half of all respondents
said they were likely (52%) to make
a donation.

When buying something at a store
where the cashier asks whether the
customer would like to donate to a
specific cause, 67% of Canadians said
they are more likely to donate if they
found out that the store was matching
their donation dollar for dollar.

Female respondents are more likely to
add a $2 donation (25%, very likely)
than males (14%, very likely). 28%
of males said they were not at all
likely to make a donation.
Millennials were least likely to make
a donation than Canadians from any
other generation. Less than half
of Millennials (47%) said they were
either very or somewhat likely to
make a donation. Comparatively,
58% of seniors, older than 60 said
they would make a donation.
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The second most compelling reason
that would make customers more
likely to donate to a charity the store
was supporting is if they were offered
a discount on their next purchase for
making a donation. More than six
in ten respondents (61%) said they
would be more likely to make a
donation in this case.

Over half of all respondents said
they would be more likely to make a
donation if the store let them choose
from a list of charities or causes to
support. However, 46% of respondents said this would have no impact.
Of those who said they were “not
that likely” to add a $2 donation to
their purchase, 63% said they would
be more likely to donate if they
received a discount on their next
purchase. 61% of those who said
they were not that likely to donate
said that a dollar for dollar donation would make them more likely
to donate. Fewer (46%) said they

were more likely to make a donation
if they got to choose from a list of
causes to support.
Around 3% of those who said they
were not that likely to donate said
that they would be less likely to
donate if they had to choose from
a list of causes.

Consumer Expectations

Methodology
The survey was conducted online
with 1,208 respondents in English
and French using an internet survey
programmed and collected by Abacus
Data. A random sample of panelists
from the Angus Reid Forum was
invited to participate in the survey, a
representative panel of over 150,000
Canadians. The survey was completed
from September 14-18, 2012.

Since the online survey was not
a random, probability based
sample, a margin of error could
not be calculated. The Marketing
Research and Intelligence Association
prohibits statements about margins
of sampling error or population
estimates with regard to most
online panels.
The margin of error for a survey
of 1,208 respondents using a
pr obability sample is +/- 2.9%,
19 times out of 20.
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The data was weighted according to
census data to ensure that the sample
matched Canada’s population according to age, gender, education level,
and region. These questions were
posed as part of the Abacus Data
monthly Omnibus survey.
For more information about the
poll’s methodology or the results,
please contact David Coletto,
CEO at david@abacusdata.ca
or at 613-232-2806.
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