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Mondelez International Internal

Introduction & Methodology  

• Representative online 

samples of approximately 

1,000 adults in each of 31 

markets (500 each in Hong 

Kong, Kenya, Nigeria, and 

Singapore, and 1,500 in Brazil 

and USA) (n=30,216).

• Samples are representative 

of online population, 

weighted to reflect general 

population census data.

• Online surveying in July and 

August 2024.



The context for 

sustainability
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War, hunger, water pollution and climate top the list of global concerns in Canada

Perceived Seriousness 

of Global Problems 

“Very Serious,” Canada, 2024

T1. For each of the following possible global problems, please indicate if you see it as a very serious, somewhat serious, 
not very serious, or not at all serious problem. 
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War/conflict

Hunger and malnutrition

Water pollution

Climate change

Extreme poverty

Gap between rich and poor

Depletion of natural resources

Shortages of fresh water

Human rights abuses

Loss of biodiversity

State of the global economy

Air pollution

Deforestation

Single-use plastic waste

Spread of diseases

Discrimination against minorities

Unequal treatment of women

Unfair treatment of workers

Unemployment

Dangers of artificial intelligence

Overconsumption

Social/political division

Environmental issues

Socio-economic issues



5 T2. How much are you personally affected by each of the following? 

64

33

28

25

24

20

24

33

31

28

32

21
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27
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41

Increased cost of living

Climate change

Air pollution

Water pollution

Single-use plastic waste

Shortages of fresh water

Greatly Moderately A little Not at all

Inflation is having a greater impact on people in Canada than any other 
issue, but one third of Canadians feel greatly affected by climate change

Extent Personally Affected by Issues

Canada, 2024



6 T2. How much are you personally affected by each of the following?

Canadians have become more likely to feel impacted by inflation, climate 
change, and other environmental issues than in previous years

Extent Personally Affected by Issues
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59

30

25

16

64

33
28

20

Increased cost of living Climate change Air pollution Shortages of fresh water

2021 2022 2023 2024

NA NANA

"Greatly Affected," Canada, 2021–2024
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Extent Personally Affected by Climate Change

“Greatly Affected,” Global* vs Canada vs USA, 2020–2024

T2. How much are you personally affected by each of the following? – Climate change or global warming

*For consistent tracking, this chart does not include Colombia, Egypt, Netherlands, Peru, and Portugal 
as these markets were not surveyed in 2020.
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45

But people in North America and globally continue to feel increasingly 
personally affected by climate change

33



8

“Greatly Affected,” by Market, 2021–2024

Extent Personally Affected by Climate Change

T2. How much are you personally affected by each of the following? – Climate change or global warming

64

57

50

43

32

17
21

14
9

70

62 61

44
41

22
25

65

53 54

46

28

21 21 19

10

68
65

59

44
40

24
27

72

53
49 47

34

24
20 18

14

71 71
68

53

46

30 29

68

57
51 50

35

24 22 21
16

75 73
70

59 57

33 33

40
36

30
35

41 43 41

51

38

24
30

23

13
16

61

38

30

23

33

44 44

51

58

39

31 31
28

16
19

59

45
40 39

43

52
55

47

59

51

33

42

34

27
20

61
55

49

38 37

58 58 56 55
52

37 35 35 33

22

2021 2022 2023 2024

The impact of climate change is increasingly felt directly by people in 

most markets surveyed
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Extent Personally Affected by Climate Change

“Greatly Affected,” Canada, 2024

T2. How much are you personally affected by each of the following? – Climate change or global warming

33

36

29

37

35

35

26

33

32

32

38

33

Total

Female

Male

Gen Z

Millennial

Gen X

Baby Boomer+

City

Town

Rural

Living with children <18

Living alone

Women and people with kids most feeling the impacts



Dealing with 

Climate Change



11 T31. How have you been affected by climate change? Choose all that apply.

People in Canada say they feel most impacted by climate change 
through higher food prices and extreme heat

How People Have Been Affected by Climate Change

69

65

35

31

29

23

22

19

18

17

12

6

6

5

Food price increases

Extreme heat

Extreme storms

Forest or wildfires

Extreme cold

Emotionally/frightened

Flooding

Affected health negatively

Drought

Economic impact / job loss

Diseases

Loss of assets (e.g., house)

Need to relocate

Other

Subsample: Those Who Are Greatly/Moderately Affected by Climate Change, Canada, 2024
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43

32

29

25

25

23

23

22

18

17

16

16

16

16

13

12

11

8

7

7

Avoiding food waste

Using less water

Spending more time indoors

Feeling more anxiety

Using more air conditioning

Having additional expenses

Changing the way I choose the products I buy

Walking or biking more to get around

Changing the kind of food I eat

Changing the way I dress

Using public transport more to get around

Using less air conditioning

Looking for info on how purchases impact climate

Experiencing food shortages

Being more active at nighttime

Using more water

Spending less time indoors

Walking or biking less to get around

Using public transport less to get around

No change to daily life

Q65. How has extreme weather due to climate change changed the way you live your daily life? Please choose all that apply.

say there has been no 

change to daily life

Canadians are most likely to say that they now avoid food waste because 
of extreme weather due to climate change, and use less water

Impact of Climate Change on Daily Life

Subsample: Those Who Are Greatly/Moderately Affected by Climate Change, Canada, 2024
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45

40

37

32

32

25

23

7

Offer products that have a

positive environmental impact

Innovate new products that help

people adapt to extreme weather

Improve accessibility for products that

help people adapt to extreme weather

Provide clear information about how

people can lead more sustainable lifestyles

Support communities to deal

with the impacts of extreme weather

Provide education about how

to deal with extreme weather

Advocate for government policies that

help people deal with extreme weather

There is nothing companies

and brands can do to help

Q66. How do you think companies and brands could help you better deal with extreme weather due to climate 
change? Please choose up to three options.

People in Canada believe that brands can help them deal with extreme 
weather by offering sustainable and innovative products

How Brands Can Help People Deal with Climate Impacts

say there is nothing 

companies and brands 

can do to help

Total Mentions, Canada, 2024



Sustainable 

Behaviors
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69

79

42
37

43

33

24 26

73

81

41 39 38
32

24 25

73 75

45
40 41

29

82
76

45
42

39

27 24

78 78

50
44 41

37
30 29

Use my own

shopping bag

Recycle Avoid single-use

plastic

Avoid excess

packaging

Avoid bad

products for

environment

Buy from

responsible

brands

Buy

natural/organic

products

Buy second-hand

clothing/items

2019 2021 2022 2023 2024

Q4. Now we would like you to answer a few questions about what you do in your everyday life. 
Please indicate how often you do each of the following.

NA

The frequency of Canadians engaging in circular behaviors has generally 
increased or held steady since 2019

Frequency of Circular Behaviors

NANA

"Most" and "All of the Time," Canada, 2019–2024



16

Four in ten Canadian consumers say they have recently bought a sustainable 
product; slightly more did not make a purchase but would have liked to

Q44. Have you bought an environmentally friendly product in the past month?
Q73. Would you have liked to buy a product that was environmentally responsible, if you could have?

Sustainable Product Purchase in Past Month

Canada Global

Canada vs Global, 2024

41

43

17 Yes, purchased

sustainable product

No, did not purchase

sustainable product but

would have liked to

No, did not purchase

sustainable product and

did not want to

50

39

11



17 Q44. Have you bought an environmentally friendly product in the past month?
Q45. What type of environmentally friendly product did you buy? Please choose one for the most recent product you bought. 

say they have bought 

an environmentally 

friendly product 

in the past month

vs

50% of people globally

27

15

8

8

8

6

4

3

3

2

2

2

2

2

2

1

1

1

1

3

1

Cleaning product

Fresh food item

Personal care product

Coffee / tea

Clothing item

Packaged food item or snack product

Household appliances

Soft drink / soda

Pet food

Shoes

Car

Cell/mobile phone

Beer/wine/alcohol/spirits

Vacation package

Consumer electronics

Furniture or home decor

Toys/games

Financial services /banking product

Building materials

Not sure

Other

(38% in 2022)

Canadians have become slightly more likely to report having made a 
sustainable purchase compared to 2022, most opting for cleaning products

Most Recent Sustainable 

Product Type Purchased

Canada, 2024
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33

30

26

20

14

12

11

10

10

9

8

5

Certification/labels that said so

Packaging was made of recycled materials / was recyclable

Materials/ingredients of the product

The brand and what it stands for

Amount of packaging

The store where I bought it

Marketing/advertising

Look and feel of product/packaging

Information from the company’s website

Product was pre-owned/used

A friend / family member told me

Promise to repair product or buy product back at end of life

Q46. How did you know that the product was environmentally responsible? Please choose up to three options.

Consumers in Canada say they tend to look at certifications or labels, 
followed by recycled/recyclable packaging, to identify sustainable products  

How Consumers Know Products Are Sustainable

Subsample: Those Who Have Recently Bought a Sustainable Product, Canada, 2024
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Price is the top barrier among consumers in Canada who did not 
buy a sustainable product but would have liked to

Q74. Why were you not able to buy any product that was environmentally responsible in the past month even though you would have liked to? 
Please choose all that apply.

Non-purchasers’ Reasons for Not Buying a Sustainable Product

57

36

33

19

14

8

4

Price (too expensive)

Knowledge (didn't know there could be a

more environmentally friendly option)

Availability (didn't find a more

environmentally friendly option)

Quality (environmentally friendly option

seemed to be of lesser quality)

Convenience (environmentally friendly

option was less convenient)

Attractiveness (environmentally friendly

option was less attractive)

Other

Subsample: Those Who Did Not But Would Have Liked to Buy A Sustainable Product, Total Mentions, Canada, 2024
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Canada, 2024

21%
Enthusiasts 

(23% 
globally)

Sustainable Consumption

Reduced Consumption

24%
Indifferents 

(27% 
globally)

29%
Minimalists 

(22% 
globally)

27% 
Anxious 
Inactives 

(28% 
globally)

Active
Inactive

Segmentation based on environmental attitudes shows that there is a 

general movement toward indifference in Canada (and globally)

(Down 5 points from 2021)

(Up 6 points from 2021)

(Up 3 points from 2021)

(Down 2 points from 2021)
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We need two things to unlock behavior change at scale 

and pace:

Irresistibility    Inevitability 



22 Q68. Which of the following is closest to your opinion?
Q69. Which of the following is closest to your opinion?

Living a healthy lifestyle means… Living a sustainable lifestyle means…

People in Canada tend to feel that healthy and sustainable lifestyles are 
enjoyable rather than restrictive  

Are Healthy and Sustainable Lifestyles Seen as Attractive or Restrictive?

Canada, 2024

22

78

Depriving yourself of

the good things in life

Enjoying the good

things in life

25

75



The Role of 

Business



24 T3. Please indicate how much you trust each of the following institutions to operate in the best interest of our society. 
Would you say you have a lot of trust, some trust, not much trust, or no trust at all in…? 

66

36

6

3

-13

-30

-20

-10
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90

Science/academic institutions

NGOs

National companies

National government

Global companies

Global companies remain the least trusted institution among Canadians over 
the past decade while science and academia continue to be most trusted

Trust in Institutions

Net Trust,* Canada, 2001–2024

*“A lot of trust” and “Some trust” minus “Not much trust” and “No trust at all.” Before 2019 this question was asked using 
an in-person and telephone methodology.
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76

68

59
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57

55

53

51

45

33

31
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28

Ensuring that their products are safe and healthy

Ensuring its products and operations do not harm the environment

Reducing their impact on climate change

Providing information on the origins of all the materials used in its products

Providing clear information on how a product was made

Ensuring that all materials it sources have been produced responsibly

Providing information on how much they contribute to climate change

Providing information on how to take care of and repair their products

Providing information on how to choose more sustainable products/services

Supporting charities and community projects

Offering products that have positive impact for vulnerable communities

Providing information about how consumers can live more sustainably

Supporting progressive government policies and legislation

T83. Below are things some people say should be part of the responsibilities of large companies. For each one, please 
indicate to what extent you think companies should be held responsible.

*(4+5) minus (1+2) on a scale of 1 to 5, where 1 is “Not held responsible” and 5 is “Held completely responsible”

Canadians have highest expectations for companies to ensure safe, 
sustainable products

Expectations of Large Companies

Net Expectations,* Canada, 2024
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Corporate employees are motivated by social/environmental responsibility, 
but seven in ten see a gap between their company’s aspirations and actions

Corporate Employees,* Canada, 2024

Views of Social/Environmental Responsibility of My Company

30

28

25

49

51

45

13

14

21

8

7

9

The more socially/environmentally

responsible my company becomes,

the more motivated/loyal I become

 I am helping to create positive

social/environmental solutions

 in my job at work

Gap between what company says about

social/environmental responsibility and

how we actually behave

Strongly

agree

Somewhat

agree

Somewhat

disagree

Strongly

disagree

T15. Please indicate if you strongly agree, somewhat agree, somewhat disagree, or strongly disagree with each of the following statements.

*Those who work at a large company with more than 1,000 employees
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1. Supportive Organizational Culture

2. Strong Internal and External Collaboration

3. Access to Information, Training, and Tools. 

4. Strong Leadership and Vision

5. Company Policies and Practices

Multiple enablers for unlocking more employee engagement on sustainability

Enablers for Employees to Help Create Positive Social/Environmental Solutions at Work

Open-Ended Analysis, Corporate Employees,*, Canada  2024

*Those who work at a large company with more than 1,000 employees

T80. What most enables you to help create positive social and environmental solutions in your job at work?
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Final Thoughts

1. Canadians continue to be concerned about environmental challenges and are increasingly feeling 

impacts of climate change AND see real value in sustainable living: 

• How we do seize this opportunity? 

2. Yet Canadians are losing some agency when it comes to sustainable living

• How can companies provide more solutions and opportunities to enable people’s desires?

3. The cost of living crisis is affecting consumer views, however, and we need to be mindful of the 

double-edged sword of sustainability: attractive BUT expensive

• How can we make sustainable living more accessible?

4. Expectations for companies to deliver solutions to society and as employers remain high in Canada

• How can we refresh the business case for sustainability to create more value?

5. However, our greenhushing and perceived lack of commitment from companies is having an impact 

on overall perceptions 

• How can we show momentum and build more trust?


