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To build a social mandate for action, we
need more segments of the Canadian
population to get engaged.

> Most climate communication currently

resonates with one segment of the population:

Progressive activists (15% of Canadians).

> Asocial mandate for climate action requires
engagement of other segments, notably
Civic nationals (21% of the population:
very concerned about climate change, more
conservative in their value orientations than

Progressive Activists).

ReClimate @ EcoAnalytics

The Five Canadas
100%
80%
60%
40%
20%
<195
(o)
PROGRESSIVE CIvIC CENTRIST DISENGAGED FOSSIL FUEL
ACTIVISTS NATIONALS LIBERALS DDLE CONSERVATIVES
(152 OF POP.) (219 OF POP.) (2095 OF POP.) (3095 OF POP.) (1495 OF POP.)

“Very concerned about climate change”

Source: Lachapelle, Martel-Morin, EcoAnalytics. CA-MAP National Segmentation Survey, 2023.
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Four audiences to build a social mandate
for climate action’

A social mandate of Canadians for climate action would include four accessible audiences:

Progressive activists
» Ready to be mobilized: 21% “definitely” and 52% would “probably” join a campaign

> 34% “often” speak to family and friends about climate change

4- Civic nationals

> Opento be mobilized: 41% “probably” would join a campaign

E > 22% “often” speak to family and friends about climate change

Centrist liberals
A A > Many are open to being mobilized: 30% “probably” would join a campaign

> 5% “often” speak to family and friends about climate change

@ Disengaged middle
| l > Some are open to being mobilized: 20% “probably” would join a campaign

> 3% “often” speak to family and friends about climate change

1 Fossil Fuel Conservatives are least engageable on climate change and were not the focus of our focus group research.
This group could be a focus in future research.
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Personas of accessible segments’
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% Population

Characteristics

Geography

Top concerns

PROGRESSIVE ACTIVISTS

15%

A
@¥e
CIVIC NATIONALS

21%

Y 0

CENTRIST LIBERALS

20%

DISENGAGED MIDDLE

30%

Tend to be female
More likely younger

Upper middle class, university
educated, higherincome

Urban

Tend to be female
Likely to be older

Lower-income, high-school
education

Value service to others

Gender balanced

Lower-income than Progressive
Activists, concentrated in the
middle class

Genderbalanced
Slightly younger

Identify as working or middle-
class

Prominent in British Columbia

Concentrated in Ontario,
Quebecand Atlantic provinces

More likely to live in Quebec

Somewhat more prominent
in Ontario, Manitoba and

Saskatchewan.
Health - Affordability, inflation Health Health
Climate change Online hate & misinformation Inflation Inflation
Inflation Climate change Civil liberties Online hate/misinformation
Socialjustice High immigration Discrimination Conspiracy theories
Inequality - Artificial intelligence
Online hate/misinformation
Climate change
Scientists Friends and family Doctors Friends and family
Doctors Doctors Friends and family Doctors and scientists (to a
Friends and family Scientists Scientists s izl
Environmental groups

2 Based on national segmentation by Lachapelle, Martel-Morin, EcoAnalytics. CA-MAP National Segmentation Survey, 2023.
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Politics

PROGRESSIVE ACTIVISTS

Most likely to vote, share
political content online

Vote preference federal New
Democrats, then Liberals

Likely to vote strategically

Y
@Ve

CIVIC NATIONALS

Politically centrist, politically
alienated.

Variable voters

Vote intention splitamong
Conservatives, Liberals and New
Democrats

iz

CENTRIST LIBERALS

Slightly left-of-centre

Favour free markets and
immigration

Politically left of Civic nationals

More likely to vote for Liberal or
New Democrats

DISENGAGED MIDDLE

Centre/centre-right

Less likely than Civic nationals
to have authoritarian and
nativist opinions

Only 50 per cent will “definitely”
vote, most likely vote
Conservative

Notable qualities

Opinionated, cosmopolitan and
environmentally conscious

Least car-dependent
Leastlikely to be a parent

Less likely to work in private
sector

Community-minded, value
service to others

Value conflicted: egalitarian
(equality) and nativism
(Canadians over immigrants)

Relatively car-dependent

Enjoy outdoor activities (e.g.
hiking, hunting, fishing)

Concentrated in the middle class
Progressive values.

Lower-income than Progressive
activists

Solutions-oriented

Less likely than Progressive
activists to favour disruption to

Identify as working or middle
class

High school or technical
training

More likely to have children.

Less likely to work in the public
sector or belong to unions

“Definitely”willing to
join campaignurging
government action on
climate change.

(“Probably” willing...)

“Often” talks to family
and friends about climate
change

(“Occasionally” talks...)

Attended climate change
demonstration

Donated to environmental
causes

economic system Fairly religious
21% 12% 3% 3%
(52%) (41%) (30%) (20%)
34% 22% 5% 3%
(50%) (51%) (50%) (30%)
6% 4% 0.1% 0.05%
21% 13% 8% 7%

Source: Lachapelle, E., Martel-Morin, M., & EcoAnalytics Research Initiative. (2024).CA-MAP National Segmentation Survey. EcoAnalytics.

https://ecoanalyticscanada.org/wp-content/uploads/2024/02/CA-MAP-National-deck-Jan-2024-final.pptx.pdf
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Re.Climate is Canada’s go-to centre for training,
research and strategy on climate change
communications and public engagement. We
provide strategic services to help practitioners
reach new audiences, overcome polarization,
communicate urgency, and motivate change.

EcoAnalytics is a cooperative marketresearch
initiative on the shared platform of Makeway
that provides data and communications support
to strengthen the capacity of communicators to
engage more Canadians in support of climate
action and environmental protection.

reclimate.ca ecoanalyticscanada.org
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