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1. Executive Summary 

1.1    Research Purpose and Objectives 

In 2014, the Government of Canada committed $200 million in funding over five years for the development of the 
National Disaster Mitigation Program (NDMP).  Within the Government, the mandate to help Canadians and their 
communities protect themselves from emergencies and disasters (natural and otherwise) falls to Public Safety 
Canada (PSC).  As the lead on this initiative, PSC launched the NDMP in 2015, which focused on flood 
mitigation, and aimed to better protect Canadians, their homes and communities.   

Baseline public opinion research conducted in 2016 found that over half of Canadians in key demographic 
regions were not concerned about overland flooding, while three-quarters had done nothing to prepare their 
homes.  In order to support public awareness of overland flooding and reduce the Government’s financial 
exposure to flood related risks, the PSC developed a five-year flood mitigation campaign called “Flood Ready”, 
which has seen high levels of engagement and will be extended into the Spring of 2020.   

As the campaign nears the end of its third and final year, the current research will measure the state of 
Canadians’ knowledge of flood mitigation and track any changes in knowledge and behaviour since the program 
was launched.  This research will be compared against the 2016 baseline measurements and help PSC 
measure the impact of the marketing campaign as well as support future policy and communications planning for 
flood mitigation.   

The methodology was designed to ensure consistency with previous iteration of the Flood Mitigation Public 
Opinion Research.  

More specifically, this research was designed to address the following objectives: 

1. To track the current state of public opinion on the issue of flood mitigation including:  

a) awareness surrounding the issue of flooding; 

b) knowledge related to flood mitigation measures; 

c) attitudes related to individual and community responsibility for flood mitigation; and  

d) flood mitigation behaviours and actions taken by Canadians. 

2. To provide the data required to conduct an analysis of the knowledge, attitudes and behaviours of two 
segments of the Canadian public: those living in flood-prone areas and homeowners. 

 

1.2    Summary of Findings 

 

Attitudes Towards Overland Flooding  

At an overall level, Canadians are more concerned about overland flooding than they were in 2016 (42% in 2020 
vs. 36% in 2016; very/somewhat concerned).  This is not a surprising finding given both an increase in past 10-
year overland flood experience (15% in 2020 vs. 10% in 2016) as well as an increase in the perceived 
disruptiveness of overland flooding (59% in 2020 vs. 54% in 2016).   

However, the increased concern is not prompting a greater number of Canadians to take preventative action.  
Consistent with 2016, slightly more than one-quarter of Canadians (27%) have acted to protect their home from 
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overland flood damage.  Further, Canadians are less likely to believe that the government will take care of them 
and their home in the event of a major overland flood (36% vs. 40%) and more likely to believe they are easily 
able to obtain overland flood insurance (44% vs. 38%), which has translated into greater uptake of insurance 
(25% in 2020 vs. 20% in 2016).  This suggests that many Canadians are relying on insurance as a means of 
security, rather than taking precautionary measures.   

Preventative Measures 

When Canadians are asked why they have not acted to protect their home from overland flood damage, most 
cite not being in a flood zone (42%), regardless of region.  Fewer believe it won’t happen to them (15%), it’s their 
landlord’s responsibility (12%), or that they were unaware they needed to (5%).   

Among those that have taken action, the most common steps are consistent with 2016, and include ensuring 
proper grading of foundation (71%), making sure downspouts extend at least six feet from basement wall (67%), 
ensuring storm drains are clear (65%), clearing snow away from the house foundation (63%), keeping water out 
of window wells (54%), installing a sump pump and/or backflow valves (53%), and using water-resistant building 
materials below ground level (52%).  However, in 2020 it appears that Canadians are taking fewer steps overall, 
as the endorsement on almost all forms of action has dropped significantly.  This suggests that Canadians may 
feel only one or two preventative measures are necessary and may be unaware they are still at risk of damages. 

Information Sources  

Significantly more Canadians recall seeing, reading, or hearing information about what they can do to protect 
their home from flood damage in 2020 (40% vs. 17% in 2016), likely reflecting the impact of the “Flood Ready” 
campaign and NDMP efforts.  Among those that saw, heard, or read information about overland flooding, most 
(55%) said they were exposed via various news sources (radio/TV/internet/newspaper), followed by a general 
online search (20%), or television show/home improvement expert (16%), which may reflect remembering 
information conveyed by spokesperson Bryan Baeumler.  Those who recalled information were most likely to 
recall flood mitigation efforts (e.g., sandbags or sump pumps) (27%), property protection and preparation for 
risks (22%) and flood prevention designs (e.g., downspouts) (20%).   

When it comes to flood mitigation, not all Canadians have similar attitudes and behaviours towards flood 
mitigation. Several factors seem to play a role.  Notably, region, income and previous flood experience all play a 
role in relation to the attitudes and behaviours towards flood mitigation. 

Region 

Quebeckers tend to be more aware of overland flood related risks compared to their counterparts in other areas 

of Canada.  Specifically, Quebeckers are more likely to:  

– Be concerned about overland flooding (52% vs. 34-41);  

– Believe they need to do everything they can to protect themselves and their homes from overland floods 
(84% vs. 62-69%); 

– Believe they or their landlords are personally responsible for flood prevention (34% vs. 20-26%); 

– To have overland flooding insurance (34% vs. 16-21%); and 

– To be aware of online or digital resources that can help them identify their flood risk levels (33% vs. 11-
20%).    

However, despite higher levels of concern and belief that they are personally responsible for flood mitigation, 
Quebeckers are less likely than those in other provinces to have acted to protect their homes (18% vs. 23-32%).  
This may be because they are less likely to have actually experienced a flood in the past 10 years (7% vs. 13-
20%) and are relying on insurance in the event of flooding.  

 

Income 

Income plays a role in both concern around flooding and preventative action: 
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– Canadians in the lowest income bracket (under $40K) are more concerned about overland flooding than 
those in higher income brackets (48-54% vs. 37-43% among $40K+), likely because this group feels less 
prepared to deal with the financial impact a flood would have on their household; 

– Canadians with household incomes under $60K+ are less likely to have obtained insurance than those with 
household incomes over $60K (15-20% vs. 30-33%); and 

– Canadians in the wealthiest income bracket ($100K+) are more likely to have taken action to protect their 
home from overland flooding (35% vs. 20-26%). 

 

Previous Overland Flood Experience 

Not unexpectedly, having previous experience with overland flooding appears to impact attitudes and motivate a 

change in behaviour.  Those who have experienced overland flooding:  

– Report higher levels of concern about overland flooding (59% vs. 40%); 

– Are more likely to have taken steps to protect their home (59% vs. 21%); 

– Are more likely to cite certain barriers to protecting their home, including cost (16%), not having the skills 
(14% vs. 4%), or not having enough time (5% vs. 1%); 

– Are less likely to believe they can easily obtain overland flood insurance (37% vs. 45%), and;  

– Are more likely to remember seeing, hearing, or reading information about overland flooding (50% vs. 38%). 

 

In summary, the 2020 results suggest that communications around overland flooding appear to be reaching 
Canadians but are having limited impact on the flood mitigation behaviours of Canadians. While Canadians are 
more likely to have seen, read or heard about what to do to protect their home from overland flood damage 
Canadians are not increasingly taking further action to protect their property from overland flooding.  Rather, it 
would appear that Canadians are increasingly purchasing flood insurance and as such may be relying on 
insurance as a safety net.  Future communications may wish to emphasize the importance of preventative 
measures to avoid the disruption and damages caused by flooding. As well, income also appears to be a barrier 
to taking preventative actions and obtaining insurance, and future campaigns may benefit from emphasizing low 
cost and/or easy to implement measures that Canadians can take to mitigate overland flood damage.   

 

 

1.3    Methodology 

For tracking purposes and comparability over time, most questions remained the same or similar to the ones 
used for the 2016 baseline research.  

An eight-minute telephone survey was conducted among a nationally representative sample of 1,200 Canadians 
twenty-five years of age or older (25+), including 150 “cell phone only” respondents to ensure sample was 
representative of the population.   

Sampling was conducted disproportionately by region to ensure minimum sample sizes were attained to allow 
for valid statistical analysis.  This included establishing quotas for the following regions susceptible to flooding: 
New Brunswick, James Bay and Peterborough in Ontario, and the Prairies.   

The telephone sample was a national disproportionate sample drawn to achieve a national margin of error of no 
greater than +/- 5%.  The actual margin of error was 2.78 per cent 19 times out of 20. Regional and other sub-
samples will have correspondingly higher margins of error. Smaller sub-samples will have correspondingly 
higher margins of error.  Details related to the number of calls made by region can be found in the Appendix. 

A pre-test consisting of 10 completed English interviews and 10 completed French interviews was completed on 
January 27th, 2020 and no changes were made to the questionnaire.  The survey was in field from 29th to 
February 12th, 2020. 
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A detailed methodology can be found in Chapter 3. 

Please note: Analysis was undertaken to establish the extent of the relationship among variables such as 
gender, age, region, education, etc.  Only differences significant at the 95% confidence level are presented in 
this report.  Any differences that are statistically significant between subgroups are indicated with an uppercase 
letter to refer to the applicable column.   

The numbers presented throughout this report are rounded to the closest full number. Due to this rounding, in 
some cases it may appear that ratings collapsed together are different by a percentage point from when they are 
presented individually, and totals may not add up to 100%.  The data for 2016 was taken directly from the Flood 
Mitigation Public Awareness Campaign – Baseline Study 2016 data tables. Kantar has incorporated these 
results into the 2020 report for year-over-year comparison where applicable. 

 

1.4    Contract Value 

The total contract value for the project was $90,355.04 including applicable taxes. 

 

1.5    Statement of Political Neutrality 

I hereby certify as a representative of Kantar that the deliverables fully comply with the Government of Canada 
political neutrality requirements outlined in the Communications Policy of the Government of Canada and 
Procedures for Planning and Contracting Public Opinion Research. Specifically, the deliverables do not include 
information on electoral voting intentions, political party preferences, standings with the electorate or ratings of 
the performance of a political party or its leaders. 
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Senior Director, Public Practice Leader 

 


