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Toronto, July 2, 2021—A study released by Maru Public Opinion today conducted for 
Salesforce Canada reveals that as the pandemic recedes and business start opening for 
Canadian consumers, company values and product sustainability could well be key 
ingredients for making purchase decisions—especially for those who are the youngest 
shoppers.

Values Shopping…

The study finds that a vast majority of Canadians (87%) want to shop brands/companies 
that are open and honest about their values—with eight-in-ten (83%) wanting to shop with 
brands/companies that put as much priority on values as they do on making a profit—and 
half (50%) who signal they will actively search for a brand/company's values before 
deciding to shop with that entity. To that end, when asked to determine how important 
certain values are to them, Canadians rank them as follows:

 Trust (91%)
 Product Excellence (91%)
 Sustainability (84%)
 Health and Wellness (84%)
 Gender Equality (72%)
 Diversity, Equity & Inclusion (71%)
 Community Involvement (65%)
 Brand Status (43%)

And when applying that top attribute, Canadians are more likely to trust a business when 
they:

 Publicly acknowledge when they make mistakes or a misstep (51%);
 Provide transparency when it comes to their supply chain (i.e., the vendors, suppliers, 

and partners they work with) (45%);
 Quantify and share their efforts publicly (38%); Have transparent hiring practices 

(35%); and, 
 Have advertising and marketing that reflect the brand's values (25%).

Some Canadians (14%) believe that all of these attributes should be in place to help 
businesses earn their trust whereas an equal number (14%) say that none of these need to 
be present to do so.

Sustainably Shopping…

Two-thirds (62%) of Canadians believe that brands/companies have the greatest 
responsibility for addressing climate change in the future. On that note, when it comes to 
shopping sustainably, just under one quarter (22%) of Canadians say they are doing so 
today while another one third (34%) say they will make a concerted effort to shop 
sustainably over the next two years. And while two thirds (64%) of Canadians acknowledge 
they are aware of the sustainability practices of brands/companies, almost as many (59%) 
say they would like to learn more, or know they need to learn more, about the 
sustainability practices of brands/companies.

Values Matter For Sustainable Business
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When shopping, Canadians actively look for sustainable alternatives in the following 
categories:

 Groceries (49%)
 Clothing (43%) 
 Technology/Electronics (32%)
 Automotive (24%)
 Beauty (22%)

One third (33%) of Canadians do not actively seek out any category for sustainable 
alternatives.

So, how aware are Canadians about a brand or company's sustainability practices?

 Very aware: I make a point of educating myself about a brand or company's 
sustainability practices (8%).

 Aware: I know enough but would like to learn more (36%).
 Aware: I know enough and am not interested in learning more (19%).
 Unaware, and know that I need to learn more (23%).
 Unaware, but don't care to learn more (13%).

All told, two thirds (64%) claim some level of awareness, whereas one-in-ten (13%) 
are unaware and intend to stay that way. Notably, not only are one quarter (23%) 
of Canadians unaware and know that they need to learn more, but over one third 
(36%) who claim awareness would like to learn more themselves. As such, it would 
appear that six-in-ten (59%) are open to being schooled on this subject.

Asked what they would be willing to sacrifice in order to purchase a product that is 
more sustainable, Canadians chose:

 Packaging (54%)
 Shipping time (35%)
 Brand loyalty (33%)
 Availability (16%)
 Price (29%)
 Quality (14%)

Minorities indicated they would sacrifice all of those on the list (4%) or none at all 
(16%).

Millennials/Gen Z…

It’s fair to say that Millennials/Gen Z (aged 18-34) are the ascendant Canadian 
consumers—so how they view all of the matters noted above are especially 
important (the accompanying data tables provide the comparisons). 
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But it’s their social activism that catches the eye because they are more engaged than 
the average Canadian, particularly when it comes to Buycotting as opposed to 
Boycotting. Thinking about their actions in the past year, the difference is 
demonstrable:

 Nationally, 8 percent of Canadians stopped shopping with a brand because it didn't 
openly support a cause that mattered to them versus 13% of Millennials/Gen Z;

 Nationally, 8 percent of Canadians shopped less frequently with a brand because 
it didn't openly support a cause that mattered to them versus 15% of Millennials/Gen 
Z; and,

 Nationally, 12 percent of Canadians started shopping with a brand because it 
openly supported a cause that mattered to them versus 23% of Millennials/Gen Z.

Millennials/Gen Z consumers are also the most likely to take action, upon discovering 
that a brand/company has values that don’t align to their own:

 Stopped buying their products (23% versus 19% general public)
 Bought fewer of their products (24% versus 17% general public)
 Told their friends and family about the experience (23% versus 16% general public)
 Unfollowed a brand on social media (21% versus 10% general public)
 Wrote a negative review online (7% versus 5% general public)

-30-

Methodology

These are some of the findings released by Maru Public Opinion from a survey 
undertaken between June 18-21, 2021, by the panel and sample experts at Maru/Blue 
which involved an online survey of 1,522 randomly selected Canadian adults who are 
Maru Voice Canada panelists. For comparison purposes, a probability sample of this size 
has an estimated margin of error (which measures sampling variability) of +/- 2.5%, 
19 times out of 20. The results have been weighted by education, age, gender and 
region (and, in Quebec, language) to match the population, according to Census data. 
This is to ensure the sample is representative of the entire adult population of Canada. 
Discrepancies in or between totals are due to rounding.

Maru/Blue https://www.marugroup.net/maru-blue is rooted in the Maru/HUB 
technology platform and offers on-demand, high quality, highly scalable online 
community samples of deeply engaged, known respondents. 
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Maru Public Opinion posts its polling releases, accompanying data tables, and a description 
of its services at https://www.marugroup.net/polling. Maru Public Opinion does not do any 
work for any political party.

Excerpts from this release of findings should be properly attributed, with interpretation 
subject to clarification or correction.

For more information contact:

John Wright
Executive Vice President
Maru Public Opinion
Direct Toronto +1.416.919.2101
Direct New York +1.917.594.5555
john.wright@marublue.com

Painting Better Pictures, Faster

www.marugroup.net

www.marugroup.net/polling is the public opinion research channel for Maru Group.
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