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SUMMARY

This is the fourth edition of Leger’s 
Youth Study. This annual study helps 
organizations reflect upon and 
refine their relationships with 
the younger generations. Based 
on a survey of 3,515 Canadians and 
Americans between the ages of 
15 and 39, the Youth Study profiles 
the two younger generations, 
Generation Z and millennials. 
Through three sections, citizenship, 
work and consumer behaviour, 
this edition of the Youth Study aims 
to provide answers to the question, 
what does it mean to be a young 
person in 2022?

Young Canadian citizens are 
expressing real fears about the 
future. Without hope for their 
collective and individual future, 
they are, in their eyes, sacrificed 
generations. They fear a real 
social decline, and do not rely on 
traditional institutions to improve 
their situation.

Young Canadian workers are 
aware of the economic context.
The labour shortage has reversed 
the balance of power between 
employees and employers. 
The younger generations have 
taken note, and overwhelmingly 
feel that their employers are more 
dependent on their work than 
the other way around. Believing 
that they can set their own working 
conditions, they ask their employers 
for flexibility first and foremost.

Flexibility is the most important 
factor in hiring and retaining young 
employees.

Young Canadian consumers are 
demanding and want to make 
purchases efficiently. The younger 
generations are highly informed,  
know the market and consult 
reviews and critiques of companies. 
Moreover, whether they buy online 
or in-store, efficiency drives their 
consumer choices.

In this fourth edition of the Youth 
Study, you will find key insights 
about the makeup of the two 
younger generations. Year after 
year, the Youth Study is a voice for 
their concerns and values. Listen 
carefully, we hope you enjoy 
reading it!
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3,015 2,007 1,008
millennials and members of 

Generation Z 
surveyed across Canada

millennials members of Generation Z
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METHODOLOGY

Leger survey conducted from October 19 to November 10, 2021.
The complement to 100% corresponds to the response "I don't know/I prefer not to answer"

VISIBLE MINORITY

25% Yes
70% No

RELIGION LGBTQ2S+

20% French
64% English
16% Other

43% Yes
52% No

16% Yes
77% No

MOTHER TONGUE
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This section examines young Canadians’ perceptions of the future, institutions and 
emerging social issues. Through an analysis based on more than 50 variables, the Youth 
Study identifies key insights about citizenship among younger generations in the digital 
age, the emergence of new social issues and a distrust of traditional institutions.

The emergence of the younger generations as baby boomers retire is completely changing 
the labour market. The labour shortage enables young workers to develop a better 
balance of power with companies, which are obligated to adapt to the needs and realities 
of the new generations. This section looks at the new reality of the labour market.

Young consumers have different expectations from companies. For these younger 
generations, consumption is political. They want to improve their world with the help of 
their wallets. On the eve of greater purchasing power, this section examines the 
relationship between younger generations and their consumer behaviour.
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CITIZENSHIP
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38% of Gen Zers and millennials believe their 
personal finances will improve in the next 
year, compared to 55% who do not. 
Millennials aged 30-40 are more likely to be 
pessimistic about their personal economic 
situation.

A little better regarding their personal 
finances, but still lacking confidence.

THE FUTURE 
CRISIS

The situation is getting worse every year.
The younger generations, whether they
are Generation Z or millennials, are
lacking confidence in the future. After a
difficult 2021, members of the younger
generations do not feel that 2022 will be
any better. There are multiple
consequences for organizations:
disengagement with companies, weaker
loyalty, fragile mental health and
definitive breaks in their life trajectories.

CITIZENSHIP

In general, how do you think (...) will change in the next 
year? 

do not believe that the economic 
situation will improve in 2022
2020: 66%

do not believe that the political and 
social situation will improve in 2022
2020: 70%↓

do not believe that the environmental 
situation will improve in 2022
2020: 75%↓
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66%

77%

79%

Base: All respondents (n=3,015)
In the results of the last study (2020), an arrow pointing up (↑) indicates a significantly higher proportion than this year. Conversely, an arrow pointing down (↓) indicates a significantly lower proportion than this year. No arrow means that the 
proportions are statistically identical.
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16%

45%

56%

60%

60%

68%

77%

44%

29%

27%

26%

20%

I am personally part of the LGBTQ2S+
community

In practice, women are equal to men in Canada

It's easier to be a man than a woman in Canada

People from the LGBTQ2S+ community are
discriminated against in society in general

Corporate boards of directors should have equal
representation of women and men

I accept that men or women can change their
gender

Yes No

GENDER EQUALITY

Base: Respondents aged 18 and older (n=2,910)
The complement to 100% corresponds to the response "I don't know/I prefer not to answer"

29%

32%

33%

55%

62%

63%

66%

67%

46%

52%

42%

26%

24%

26%

18%

21%

Francophones in Canada are
discriminated against

Canada is a racist country

Canadian institutions disadvantage
cultural or religious communities

Police in Canada engage in racial profiling

There is systemic racism in Canada

There is white privilege in Canada

Islamophobia exists in Canada

Aboriginal people are mistreated in
Canada

Yes No

LIVING TOGETHER
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Base: Respondents aged 18 years and older (n=2,910)
The complement to 100% corresponds to the response "I don't know/I prefer not to answer"
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CITIZENSHIP
MEDIA PORTRAYAL INTERGENERATIONAL EQUALITY

24%

24%

24%

28%

43%

49%

50%

53%

56%

60%

64%

65%

63%

62%

40%

34%

33%

39%

31%

28%

There are too many immigrants in Canada

I feel excluded from society in general

The country I live in is unfair to people like me

I believe that my culture and way of life are at risk

I don't feel represented by the political and social
institutions of my country

I'm dissatisfied with the direction in which my country is
headed

Generally, political parties do not represent my
interests

I'm afraid of being poorer than my parents were

My generation is at a disadvantage compared to other
generations

Society needs radical change

Yes No

27%

38%

40%

42%

47%

50%

52%

41%

45%

40%

32%

28%

There should be more restrictions on
freedom of expression in the media to

prevent certain types of speech

I don't recognize myself in mainstream
media

Freedom of expression is at risk in Canada

Blasphemy (laughing at, mocking or
caricaturing a religion) should not be

allowed in the media

The media portrays racist stereotypes

The media is not representative of the
Canadian population

Yes No

On issues related to gender, living together, media representation and generational issues, members of the younger generations, often described as "woke“, are
relatively unanimous: they believe that society and its institutions are discriminatory regarding ethnocultural affiliation and gender, disadvantage the younger
generations and are not representative of their reality.
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CITIZENSHIP
Perceptions of Concepts

Do you perceive the 
following words as positive, 

neutral or negative?“ ”

15%

16%

16%

17%

19%

22%

23%

31%

36%

46%

48%

62%

63%

64%

68%

53%

42%

37%

38%

36%

35%

42%

37%

49%

35%

38%

27%

25%

23%

21%

24%

32%

35%

33%

23%

16%

30%

18%

8%

11%

10%

4%

7%

7%

6%

Baby Boomers

Consumerism

Conservatism

Capitalism

Woke

Secularism

Religion

Socialism

Automobile

LGBTQ2S+

Immigration

Cooperative

Economic growth

Multiculturalism

Diversity

Positive Neutral Negative
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Base: All respondents (n=3,015)
The complement to 100% corresponds to the response "I don't know/I prefer not to answer"



11

In general, do you have confidence in the following institutions?

62%
56% 55%

51% 50%
46%

37% 36%
33% 32% 31%

54%
62%

51% 50% 48%
42%

27%

37%

28% 27%
32%

Generation Z Millennials

Banks The police The justice 
system

Public and 
government agencies Religions

The 
mainstream 

media

The electoral 
system

Large private 
companies

Web giants 
(Facebook, 
Amazon, 

Google, etc.)
Political partiesGovernments
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Base: All respondents (n=3,015) 
*% “Complete confidence" + “Some confidence" is presented for each generation

CITIZENSHIP
Trust in Institutions 
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No
37%

Are you stressed 
by climate change?“ ” Do you think you will personally suffer 

from the consequences 
of climate change?“ ”

Yes    
58%

No
31%

Women (67%) and members of 
Generation Z (66%) are more 
concerned about personally 
suffering from climate change.

Eco-anxiety seems to be a growing 
phenomenon, especially among 
Generation Z (63%) compared to 
millennials (54%). In addition, 
young Quebecers are significantly 
more stressed about climate 
change (65%) than young people 
elsewhere in Canada (56%). 
Women (65%) and members of 
the LGBTQ2S+ community (75%) 
are also more stressed. 

Base: All respondents (n=3,015) 
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Yes    
61%

CITIZENSHIP
Eco-Anxiety
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TOTAL YES

69%

Have you ever experienced 
major depression, moments 

of depression or periods of anxiety?“ ” For you personally, does social media have a positive 
or negative impact on the following?“ ”

27%

30%

31%

34%

34%

36%

40%

45%

55%

66%

59%

58%

56%

50%

45%

48%

30%

33%

24%

19%

Your attention span

Your studies/education

Your ability to accomplish tasks

Your psychological health

Your physical health

Your self-esteem

Your romantic relationships

Your job/work

Your relationships with your
family

Your relationships with your
friends

Positive Negative

Women are more likely to suffer from mental health difficulties (77%). 
More specifically, 58% of women admit to having experienced anxiety, 
compared to 38% of men. In addition, Gen Zers and millennials are 
more likely to have experienced mental health difficulties between 
the ages of 20 and 29.

21%

39%

48%

27%

4%

Yes, I have experienced a major
depression

Yes, I have experienced
moments of depression

Yes, I have experienced periods
of anxiety

No, I haven't experienced any of
this

I don't know/I prefer not to
answer
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Base: All respondents (n=3,015) 

CITIZENSHIP
Mental Health
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STRATEGIC ADVICE FOR COMPANIES
THE FUTURE CRISIS: HELP THEM FIND MEANING IN THEIR WORK

Organizations cannot completely restore the younger
generations’ confidence in the future, but they can help. Zs and
millennials admit to searching for meaning in their lives, and hope
that their professional lives can fulfill them.

COMMUNICATE THAT YOU ARE AN AGENT OF CHANGE
They distrust most traditional institutions, starting with big
business, the government and the mainstream media. They do
not feel that institutions are agents of change.

The dynamics of interaction between younger generations and
traditional institutions have changed. It is no longer up to them to
come to the organizations; it is up to the organizations to
encourage them to join them. The latter must make them
understand that change must come through the more traditional
structures.

FEELING ANXIOUS, YOUNG CITIZENS NEED ORGANIZATIONS TO LISTEN TO THEM
Year after year, the observation remains: the majority of
Generation Z and millennials, especially women between the
ages of 20 and 29, have already experienced moments of anxiety
or depression. The proportions continue to rise.

Organizations need to understand their role in this state of affairs.
They need to think about how to interact with the younger
generations, whether as employees or customers.

Members of Generation Z and millennials lack confidence in the
future and fear social decline. They feel that they are, in their own
words, a sacrificed generation.



15

WORK
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“
No

18%

DK 7%

Yes    
75%

No
61%

DK 14%

25% of workers under age 40 
say they want to leave their 
current job in the next year, 
which is more than in 
previous years due to labour 
shortages. From the age of 
30 onwards, workers 
stabilize. Between the ages of 
20 and 29, the proportion of 
workers wanting to leave 
their jobs increases to 30%
and then drops to 20% from 
the age of 30. 

75% of young workers like their 
jobs, but that doesn't necessarily 
mean that those who say they 
don't like their jobs want to leave. 
Among those who want to leave 
their job, 52% say they still enjoy 
it. Those who have experienced 
mental health difficulties are 
significantly less likely to enjoy 
their jobs.

Base: Workers (n=2,251) 
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Yes    
25%

WORK
More than half of young people (56%) who do not like their job 

intend to leave it in the next year 

Do you like your current job?“ ” Do you intend to leave your job 
in the next year? ”
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27%

24%23%

13%

13%
A public or para-public company

A large private company

A small or medium-sized private
company (SMB, start-up, etc.)

As a self-employed worker

I don't know / I prefer not to
answer

Regardless of your current job, 
in which type of company would you 

most like to work?“ ” Which of these two options 
would you prefer for a job?“ ”

57%

58%

64%

66%

79%

43%

42%

36%

34%

21%

My employer pays me what I'm worth

I'm considering pursuing my career
with the company I currently work for

My employer is more dependent on
me

If I left my job, I would find a new job
easily

A less challenging job, but with job
security and a high salary

Young workers feel a certain independence from their employers. 66% believe 
they could find a new job if they had to leave in the short term, and 64% say 
their employer depends on them more than the other way around. Young workers 
are aware of the favourable labour market environment and do not hesitate 
to impose their terms on employment.

A very challenging job, but 
with no job security and lower pay

I am more dependent 
on my employer

I don't think I'll have a career at the 
company I'm currently working for

My employer does not pay me 
what I am worth

If I quit my job, I wouldn’t 
get a job quickly

Base: College and university students and workers (n=2,607) Base: Workers (n=2,251) 
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WORK
Job Preferences
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Base: College and university students and workers (n=2,607) 

Other benefits that young people find attractive are the 
option of working from home (27%), an accessible and 
appealing workplace (17%) and the opportunity to advance 
quickly within the company (15%) . 

Other factors mentioned in order of importance are a 
company that represents my values (10%), a prestigious 
company with a good reputation (5%), good technological 
tools (5%), a flat and flexible hierarchy (4%) and the 
opportunity to work abroad (4%).

While good pay and job security are universal benefits that 
most members of the younger generations hope for, it 
appears that the third most important factor is flexibility. Zs 
and millennials expect flexibility in both their geographic 
location (telecommuting) and their schedule.

What are the four most enticing benefits 
companies can offer their employees?“ ”

33%

36%

57%

64%

75%

A good balance between my
professional and personal life

A healthy and supportive work
environment

A flexible schedule/A schedule
that you can set

Job security and benefits

A good salary
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WORK
Benefits Sought by Young Employees
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Other incentives considered attractive to young people are 
assistance in paying off their student debt (17%), the ability to take 
time off without pay (16%) and having a network of mentors to 
help them improve their work (14%).

Other incentives mentioned in order of importance were: a budget 
for physical activities (12%), time available to work on projects 
other than their primary duties (11%), social activities outside of 
work hours (9%), a budget for social activities (8%) and sharing 
hours with other employees to work less (6%).

Flexibility is also one of the most attractive incentives an 
organization can offer these young workers, whether through 
remote work or a completely flexible schedule. Next in line is paid 
developmental training—as well as a network of mentors—and 
reimbursement for work-related activities, from travel to 
reimbursement of student debt.

What are the three most attractive incentives that 
companies can offer their employees?“ ”

20%

27%

27%

29%

31%

45%

A stimulating workspace

Reimbursement for travel to and from work (gas,
metro, bike)

Working wherever you want

Paid professional development

The possibility of accumulating additional hours as
time credit in order to take them as vacation

A completely flexible schedule

Base: College and university students and workers (n=2,607) 
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WORK
Incentives Sought by Young Employees
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Frequency of Receiving Benefits and Incentives

10%

27%

33%

52%

72%

14%

31%

24%

22%

15%

14%

19%

17%

10%

5%

16%

7%

7%

3%

2%

13%

1%

3%

1%

A new workspace

A promotion

New technological tools

New challenges/new responsibilities

A salary increase

Every year Every two years Every three years Every five years More than five years

Base: College and university students and workers (n=2,607) 
The complement to 100% corresponds to the response "I don't know/I prefer not to answer"

Ch
ap

te
r 2

: W
or

k

WORK

How often do you think a company 
should offer you…?“ ”
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STRATEGIC ADVICE FOR COMPANIES
LABOUR SHORTAGE: YOUNG WORKERS ARE AWARE OF THEIR VALUE
Young workers feel independent from their employers. 66%
believe they would find a new job fairly easily if they had to leave
their current job. 64% add that their employer is more dependent
on them than the other way around. They understand that they
have a better bargaining position with companies.

Organizations must take into account the independence and low
loyalty of their young workers. If organizations lag behind in
offering working conditions sought after by their young
employees, these employees will quickly leave for the
competition.

YOUNG WORKERS WANT A MORE FLEXIBLE COMPANY WITH MORE FREEDOM
Flexibility in terms of hours worked and the possibility of
telecommuting are at the heart of the younger generations’ hiring
requirements. This is a situation that will persist over the coming
years.

If you don't offer flexibility in all aspects of work, young workers
will look for alternatives or be dissatisfied with their working
conditions. In short, young employees want a company that is
free of constraints.

AN EVER-GROWING NUMBER ARE THINKING OF LEAVING THEIR COMPANY
Gen Zers and millennials are increasingly looking to quit their
jobs—and it's not just those who don't like their jobs who want to
leave.

Young workers are constantly being courted by organizations.
Regardless of income, industry or the type of company they work
for, the competition among organizations to attract and retain
young talent is unparalleled.
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CONSUMER BEHAVIOUR
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In the past week, have you gone 
to the store to purchase a product or service?“ ” Why did you make this purchase 

at the store?“ ”

Base: Respondents who made an in-store purchase in the past week (n=2,010)

In-store shopping is here to stay. It is even more popular 
than online shopping for members of the younger generation. 
The main reason for its popularity is its efficiency, i.e., the 
possibility of getting a product instantly and ensuring its quality.

No
32%

DK 3%

Yes         
65%

3%

7%

20%

22%

23%

25%

26%

27%

38%

I don't know

For social reasons

For economic reasons

Because I was already on the road to make
other purchases

Out of habit

For usage reasons

For availability reasons

For the shopping experience

For efficiency reasons

Base: All respondents (n=3,015) 

CONSUMER BEHAVIOUR
In-Store Purchases
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Base: Respondents who purchased online in the past week (n=1,553) 

Young consumers shop online for the same reasons they 
shop in stores—for efficiency. If the product is available 
online and they don’t need to use it immediately, it may be 
more effective for young consumers to turn to online 
shopping. Young consumers have a message for 
organizations: when they buy from you, they want 
efficiency.

No
48%

DK 3%

Yes         
49%

Base: All respondents (n=3,015) 

CONSUMER BEHAVIOUR
Online Purchases

2%

13%

13%

15%

27%

42%

43%

46%

I don't know

Out of habit

Because I don't necessarily need the
product at the time of purchase

For social reasons

For economic reasons

To save time

For availability reasons

For efficiency reasons

In the past week, have you purchased 
a product or service online?“ ” Why did you make this purchase online?“ ”
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7%

5%

6%

7%

8%

10%

56%

Other

A local company that doesn't exist
around the world

The time saved when making a
purchase/buying efficiency

Assured product availability

A company's ethics

A well-known brand

Price

12%

5%

16%

26%

41%

I don't know/I prefer not to
answer

Certain influencers/content
creators

Your friends

Your parents/family

Reviews made by other
buyers

Base: All respondents (n=3,015) 
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First, young consumers refer to the reviews left by other buyers, especially 
for purchases that might be considered minor. Second, their family and 
friends can guide them with respect to their purchasing decisions, especially 
regarding substantial expenses, such as buying a house or a car. In any case, 
it seems quite clear that organizations must rely on external influences 
to attract the younger generations to their products and services.

CONSUMER BEHAVIOUR
Influences and Considerations when Purchasing

Who do you refer to when you make 
an important purchase?“ ” What is the main thing you consider 

when buying a product or service 
from a company?“ ”
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Base: All respondents (n=3,015) 
The complement to 100% corresponds to the response "I don't know/I prefer not to answer"

23%

24%

35%

39%

40%

46%

46%

52%

53%

70%

66%

63%

58%

57%

49%

40%

43%

43%

42%

24%

Boycotted a brand because of its environmental footprint

Boycotted a brand because of allegations of sexism or racism

Reduced your meat consumption

Bought used clothing

Avoided overpackaged products

Reduced your consumption of fast-fashion clothing

Reduced your car usage

Sold your used goods on resale sites like Marketplace or Kijiji

Bought second-hand products

Donated items you no longer needed instead of throwing them away

Yes No
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CONSUMER BEHAVIOUR
Behaviour Over the Last Year

In the past year, have you engaged 
in the following behaviours?“ ”
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ADVICE FOR COMPANIES
YOUNG CONSUMERS ARE INFORMED AND DEMANDING
Young consumers are not naive. They know the market and read
comments left by other buyers when making the majority of their
purchases.

Organizations are losing some control over their reputation due
to the reviews and advice found on external applications. They
need to invest in these digital venues to ensure they maintain a
strong consumer brand.

YOUNG CONSUMERS WANT EFFICIENCY
Whether shopping online or in-store, the first criterion that young
consumers consider is efficiency.

Organizations must understand that purchasing from home
should be simple and efficient. If there are too many unnecessary
interactions, barriers or too much time spent waiting, young
consumers will find alternatives. They want simplicity, and they
do not want to waste time.

YOUNG CONSUMERS WILL MAKE THEIR DISSATISFACTION KNOWN
Young consumers are boycotting, voicing their discontent and
incorporating their principles into their consumer behaviour. For
example, 46% have reduced their consumption of fast-fashion
clothing and 24% have boycotted a brand because of allegations
of sexism or racism.

Young consumers are making their voices heard. If an
organization has good environmental practices, they will be proud
to purchase from it. Conversely, poor service or questionable
practices can cost you a significant portion of your customer base.
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Canada vs the 
United States

For comparison purposes, the Youth 
Study surveyed 501 Americans 
between the ages of 15 and 39 
between October 19 and November 
10, 2021. Many similarities can be 
observed between American and 
Canadian members of Generation Z 
and millennials. Young Americans 
appear to be more confident about 
their economic future, less likely to 
want to quit their jobs in the next 
year, and more distrustful of certain 
institutions, including governments, 
the justice system, the police, and 
government agencies. 

59%
53% 51%

44%

The police The justice 
system

Public and 
government 

agencies
Governments

47%
36% 41%

32%

The police The justice 
system

Public and 
government 

agencies
Governments

% of Generation Z and 
millennial workers who want to 
leave their jobs in the next year25% 13%

% of Gen Zers and millennials 
who shopped online in the past 

week 63%49%



CONTACT US

DO YOU HAVE ANY COMMENTS, QUESTIONS, OR WOULD YOU LIKE THIS 
CONTENT TO BE PRESENTED TO YOUR ORGANIZATION?

mailto:solutions@leger360.com?subject=Leger's%202021%20Youth%20Study
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