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Introduction

Empowering consumers to live healthier and 

more sustainable lives is vital for our shared 

future and presents a significant opportunity 

for brands to build trust and engagement.

Our latest Healthy & Sustainable Living 

research shows that Canadians feel 

increasingly impacted by climate and 

sustainability challenges, however, responses 

are varied: some are inspired to act while 

others feel overwhelmed or disengaged. In 

this shifting landscape, understanding diverse 

consumer mindsets and tailoring 

communications is essential to driving 

meaningful engagement.

This report help organizations navigate these 

challenges, connect with consumers, and 

foster progress as they prepare for 2025 and 

beyond.

Launched in 2019, the Healthy & Sustainable 

Living Research Program aims to assist 

companies in supporting consumers to adopt 

healthier and more sustainable lifestyles. This 

program builds on over two decades of 

GlobeScan’s public opinion research in 

sustainability, branding, and reputation, and is 

designed to help organizations understand 

the diverse consumer mindsets that influence 

their barriers to, and enablers of, healthier and 

more sustainable living.

This year, the research was developed and 

backed by a group of dedicated partners 

including Akatú Institute, BBMG, Consumers 

International, IKEA, Levi Strauss & Co., 

Logitech, Mondelez International, NYU Stern 

Center for Sustainable Business, P&G, PepsiCo, 

SC Johnson, Target, Visa, and WWF 

International.



90 %

FIVE KEY INSIGHTS

Yet Canadians are losing 

some agency when it 

comes to sustainable living.

Canadians want to live 

sustainably but need 

more solutions to make it 

possible.

2.

However, our greenhushing 

and perceived lack of 

commitment from 

companies is having an 

impact on overall 

perceptions. 

Building trust is a long-

term objective, but 

building momentum can 

start today.

5.

Expectations for companies 

to deliver solutions to 

society and as employers 

remain high in Canada.

The business case for 

sustainability needs to be 

refreshed, focusing on 

creating value.

4.

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.

Sustainable living is not 

yet accessible for all, so 

lowering barriers is 

critical.

3.

Canadians continue to be 

concerned about 

environmental challenges 

and are increasingly feeling 

impacts of climate change 

AND see real value in 

sustainable living.

Companies and brands 

can seize this opportunity 

and drive real change.

1.
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Unemployment

State of the global economy

Unfair treatment of workers

Discrimination against minorities

Unequal treatment of women

Social/political division

Overconsumption

Dangers of artificial intelligence

Perceived 

Seriousness of

Global Problems

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. 

War/conflict is seen as 
the top global problem 
among people in 
Canada, in line with the 
global average
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"Very" and "Somewhat 

Serious,"  Canada vs 

Global, 2024



6 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. 

*Before 2019 this question was asked using an in-person and telephone methodology.

Concern for environmental issues has generally declined in Canada 
over the past decade 

Perceived Seriousness of Environmental Problems

"Very Serious," Canada, 2013–2024*
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7 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. 

*Before 2019 this question was asked using an in-person and telephone methodology.

Perceived Seriousness of Social Problems

Concern for war and conflict has remained relatively steady in Canada, 
other social issues are perceived as less serious

"Very Serious," Canada, 2015–2024*
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8 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. 

*Before 2019 this question was asked using an in-person and telephone methodology.

Perceived Seriousness of Economic Problems

Concern for the global economy has been volatile over the past few years 
in Canada, reflecting inflationary concerns 

"Very Serious," Canada, 2015–2024*
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9 T2. How much are you personally affected by each of the following? 
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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



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

More people in Canada say they are impacted by inflation compared to the 
global average, while fewer tend to feel affected by environmental issues

Extent Personally Affected by Issues

64

33

28

25

24

20

60

46

42

40

37

34

Increased cost of living

Climate change

Air pollution

Water pollution

Single-use plastic waste

Shortages of fresh water

"Greatly Affected," Canada vs Global, 2024
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11 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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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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13 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
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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 vs Global, 2024

Global

Canada
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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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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
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39
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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”

Compared to the global average, Canadian consumers tend to have similar 
expectations of large companies regarding core functions and transparency

Expectations of Large Companies

Net Expectations,* Canada vs Global, 2024

Global

Canada
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I am extremely worried about current and future harm to the environment

We must consume less to preserve the environment for future generations

I am doing all I personally can to protect the environment

I am worried about the growing waste from used electronic devices

I want to reduce my personal impact on the environment

I think climate change will make it harder to grow food in the future

I am willing to pay more for sustainable products/brands

I feel guilty about my negative impact on the environment

What is good for me is often not good for the environment

I think people exaggerate the seriousness of environmental problems

I believe that individuals cannot do much to save the environment

Q6. Please indicate whether you strongly agree, somewhat agree, neither agree nor disagree, somewhat disagree or 

strongly disagree with each of the following statements. 

People in Canada tend to be slightly less environmentally conscious than 
the global average, but feel more empowered to make a difference

Environmental Consciousness

“Strongly” and “Somewhat Agree,” Canada vs Global, 2024

Global

Canada



20 Q6. Please indicate whether you strongly agree, somewhat agree, neither agree nor disagree, somewhat disagree or 

strongly disagree with each of the following statements. 
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2019 2020 2021 2022 2023 2024

We must consume less to preserve the

environment for future generations

I am doing all I personally can to

protect the environment

I want to reduce my personal impact

on the environment

I am willing to pay more for

sustainable products/brands

I feel guilty about my negative impact

on the environment

Environmental attitudes have remained relatively stable since 2021, 
after increasing during the pandemic

Environmental Attitudes

"Strongly" and "Somewhat Agree," Canada, 2019–2024



21 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
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See products become much more expensive because of climate change

Buy locally produced products

Use renewable energy

Buy products with positive impact on environment/communities

Buy clothes that are made with recycled materials

Look for info on how products/services contribute to climate change

Realize they need fewer things to be happy

Drive electric cars

See nearly everything we buy become fully recycled and recyclable

Live environmentally friendly lifestyles

Buy used/second-hand products instead of new ones

Share/rent products instead of owning them

Eat plant-based food instead of meat

Live in a way that does not create any waste

Definitely/probably WILL happen Hard to say Definitely/probably will NOT happen

Q40. How likely do you think it is that each of the following will happen in the next ten years? 

In the next ten years, 
most people will…

Seven in ten Canadians believe that products will become more expensive 
due to climate change within the next decade

Attitudes toward a Sustainable Future

Canada, 2024
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24 Q64. How often do you see each of the following? 
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22
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51
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45

39

23

28

41
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Family and friends doing things to help the environment

People in my community (neighborhood or town)

doing things to help the environment

People on TV or in movies doing things to help the environment

People online (e.g., social media, YouTube, TikTok)

doing things to help the environment

Most/all of the time Sometimes Never/rarely

People in Canada have infrequent exposure to sustainable behaviors 
from those around them or in the media

Exposure to Sustainable Behaviors 

Canada, 2024



25 Q43. Who, if anyone or anything, is influencing your lifestyle the most to become more environmentally friendly? 

Please choose the three that most influence you.  

Canadians are mostly influenced by family to be more sustainable, and less 
likely to be influenced by traditional and social media than global average

Sustainable Lifestyle Influencers
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25
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18

16

13

10

13

7

Family members

Friends

The media (TV, radio, news)

Government policies

Social media

Non-governmental organizations and activist groups

Companies and brands

Books and articles

Workplace

Internet bloggers/influencers

School

Celebrities/athletes

Total Mentions, Canada vs Global, 2024

Global

Canada
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79
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32
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45
40 41
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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
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67

60

47

12

61
56

48

12

59
56

49

15

62
59

48

16

58 58

46

13

Save on cooling/heating Eat healthy food Wash dishes/laundry

in cold water

Eat plant-based food

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.

People in Canada have become less likely to save on cooling/heating 
compared to five years ago 

Frequency of Other Sustainable Behaviors

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



28 TAR2. How interested are you in doing more of each of the following in the coming year?
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70

65
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61

59

58

55

54

52

52

52

50

49

49

47

43

42

39

36

35

24

19

Keeping my electronic devices for longer

Planning grocery purchases better to avoid food waste

Returning beverage bottles to the store for recycling

Buying beverages in returnable/recyclable bottles

Reselling or donating products when done using them

Buying food and beverages in recycled containers

Choosing products with recyclable packaging

Repairing broken items instead of buying new ones

Buying food and beverages made with local ingredients

Choosing products with less packaging

Buying fewer things in general

Reducing my water use

Learning about how to reduce my climate impact

Returning items to the store for reuse, repair or recycling

Choosing products made from recycled materials

Seeing labels that show the product's contribution to climate change

Bring my reusable/refillable containers to the store

Buying food or household products in returnable containers

Buying products that are made using less water

Supporting non-profits that help conserve water

Buying products second-hand/used

Eating organic foods

Sharing products with others in my community

Buying previously used electronic devices

Eating plant-based, meat-free foods

Renting items such as furniture or clothing

Canadians are most 
interested in keeping 
electronic devices longer 
in the coming year

Interest in Healthy and 

Sustainable Actions

“Extremely” and “Very Interested,” 

Canada, 2024
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30 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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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
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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

53

38

35

18

17

12

2

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 vs Global, 2024

Global

Canada



34 Q42. Thinking of a regular product and a more environmentally friendly version of the same product, how do you think that 

the environmentally friendly version performs or does its intended job?

42

35
36

32 32

27 28 27

35
33

31 30 29
27 27 26

2022 2024

Canadians perceive a decrease in the quality of sustainable cars and 
personal care products when compared to 2022

Perceived Performance of Sustainable vs Regular Products

"Much" and "Somewhat Better," Canada, 2022–2024

Note: In 2022 Packaged food/snacks/beverages was asked as Packaged food/beverages
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Methodology Summary

• 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.

• Where historical data are 

shown, questions were asked using 

an in-person and telephone 

methodology before 2019.
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Fieldwork Details

Country/territory Sample size Fieldwork  

Argentina 1,006 July 18th to August 9th 

Australia 1,002 July 8th to July 17th 

Brazil 1,502 July 18th to August 12th 

Canada 1,005 July 18th to August 8th 

China 1,014 July 18th to August 8th  

Colombia 1,008 July 18th to August 7th  

Egypt 1,057 July 17th to August 8th  

France 1,001 July 17th to August 8th 

Germany 1,002 July 18th to August 9th 

Hong Kong 501 July 18th to August 14th 

India 1,002 July 7th to July 23rd 

Indonesia 1,003 July 17th to August 8th 

Italy 1,004 July 17th to August 5th  

Japan 1,005 July 17th to August 6th  

Kenya 503 July 8th to July 19th 

Mexico 1,003 July 18th to August 11th  

Country / territory Sample size Fieldwork  

Netherlands 1,003 July 18th to August 11th 

Nigeria 502 July 8th to July 21st  

Peru 1,005 July 18th to August 8th 

Portugal 1,011 July 18th to August 12th 

Saudi Arabia 1,011 July 17th to August 19th  

Singapore 502 July 8th to July 18th 

South Africa 1,002 July 8th to July 21st 

South Korea 1,002 July 17th to August 14th 

Spain 1,004 July 17th to August 6th  

Sweden 1,002 July 18th to August 14th  

Thailand 1,018 July 18th to August 8th  

Türkiye 1,011 July 18th to August 19th  

UK 1,006 July 1st to July 22nd  

USA 1,513 July 8th to July 21st 

Vietnam 1,006 July 17th to August 14th 
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Tove Malmqvist​
Principal

​Tove.Malmqvist@GlobeScan.com

Connor Thompson
Manager

Connor.Thompson@GlobeScan.com

Natalie Cheung
Associate

Natalie.Cheung@GlobeScan.com

 

Project: 6126, GlobeScan®​

The 2024 Healthy & Sustainable Living report is confidential and is 

provided for the sole benefit and use of subscribers. Clients have 

agreed to respect and maintain the confidential nature of the 

report and will not release its contents to any third party, to the 

public, or to the media. Nor will this report be reproduced in whole 

or in part, without the express written consent of: ​

GlobeScan Incorporated​

250 The Esplanade Suite 116

Toronto ON Canada

M5A 1J2

Tel: +1 416.962.0707​
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GlobeScan is a global insights and advisory 

firm specializing in trust, sustainability, and 

engagement.

We equip companies, NGOs, and governmental organizations with 

the insights they need to navigate a rapidly changing world and 

respond to shifting societal and stakeholder expectations.

We help our clients craft evidence-led strategies that reduce risks and 

create value for themselves and society.

Our purpose is to co-create a sustainable and equitable future.

Established in 1987, we have offices in Cape Town, Hong Kong, 

Hyderabad, London, Paris, San Francisco, São Paulo, Singapore, and 

Toronto. GlobeScan is a participant of the UN Global Compact and a 

Certified B Corporation.

www.GlobeScan.com

http://www.globescan.com/
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