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FEATURE

We are emotional creatures. 
Marketing professionals around 

the globe have long understood the 
power our emotions have on our 
decisions to buy things and they spend 
a significant amount of time and 
money trying to figure out how they 
can trigger our emotions to make us 
buy more, more, more. 
Emotions play a big role in absolutely 
everything we do, including how we 
interact with others and how we think 
of ourselves. According to the extensive 
body of work in the study of emotions 
by the late psychologist Robert 
Plutchik, there are eight basic emotions. 
Everything we feel, and therefore the 
behaviours that result, are a byproduct 
of these emotions, which are: 

Emotional 
Attachment 
to Things by Kiersty Kelly

For more on this concept 
and how it can be highly 

valuable to us both 
professionally and 

personally see the 
footnote at the end 
of this article.*
Fear (represented 

by terror on 
Plutchik’s list of 

eight emotions) 
is one of the most 

powerful emotions 
that will influence us to 

spend money. If we are 
told that “bad thing X” will 

happen to us if we don’t protect 
ourselves from it, we will naturally 

try to prevent that bad thing from 
happening. It almost always motivates 
us to spend money to do so.

Advertising will tell you if you don’t 
buy a security alarm system for your 
house, you will be the victim of a 
robbery, maybe even while you and 
your loved ones are at home! The 
very thought of this happening is 
terrifying, so we purchase an alarm 
system and gladly lock into a multi-
year contract with a monitoring 
company to ensure we are protected. 
Even though there are no guarantees a 
burglary won’t occur, it just becomes 
less likely and that makes us feel 
protected and safe.

The Junto Institute for Entrepreneurial 
Leadership took the basic concept of 
Plutchik’s wheel but then altered it to include 
what they believe to be the full spectrum of 
emotions we can experience. 

• Ecstasy 
• Grief  
• Vigilance
• Loathing 
• Admiration 
• Amazement
• Rage
• Terror
Plutchik added another 
two layers onto these basic eight 
emotions and provided the less intense 
versions of these stronger emotions, as 
shown in this wheel. 
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I could give example after example of 
the way fear is used to get us to buy 
things, but instead, I’d like to keep to 
a more positive sentiment and talk 
about how we attach good, warm, 
fuzzy feelings to objects and how this 
also influences our buying decisions.

Putting a logo on an object is a 
multi-billion-dollar-a-year industry 
in Canada alone. Imagine how 
much that equates to throughout the 
entire world. Many companies have 
done a phenomenal job at creating 
and marketing an unmistakable 
brand or logo that is recognizable 
by almost everyone on the planet, 
like Nike, Coca-Cola, McDonald’s 
and Apple. They make products that 
somehow make us feel good. We 
associate positive emotions with these 
corporations, even if it’s subconscious. 
For my generation (which is the 
one in between baby boomers and 
millennials—I believe we are called 

gen-Xers) McDonald’s holds a special 
spot in our collective childhood 
memories. Back in a time before we 
knew just how bad this low quality 
fast food was for us, it was a part of 
so many good times. What a treat 
it was when my dad took me out to 
McDonald’s for hot cakes and sausage 
on Saturday mornings. How I loved 
the anticipation of which toy I was 
going to get in the Happy Meal box. 
Any family road trip would not be 
complete without a trip through the 
McDonald’s drive-thru somewhere 
along the way. Track and field day 
when I was in elementary school 
always held the promise of a cold, 
refreshing drink from the yellow 
cooler containing McDonald’s syrupy, 
pop-like beverage. It wasn’t quite pop 
because it wasn’t fizzy, but it had all 
the other properties of an amazingly 
yummy treat: massive amounts of 
sugar and orange. The McDonald’s 
brand was a promise of good times.

Nike tells us to “Just Do It” and we 
feel empowered and motivated by 
this concept. We go out and buy Nike 
athletic wear. Some people actually 
use it to be athletic. Others feel by 
just wearing the swoosh, they are a 
part of that community and it is good 
enough for them. Nike wins either 
way because they threw a “feel-good-
about-ourselves” party and invited us 
all to come. The price of admission 
is simply the cost of a pair of their 
sneakers. The Nike brand is a promise 
of belonging to a community of 
people who are ambitious, fit and 
empowered. This was all done by 
careful and thoughtful design.

However, sometimes the association 
or projection of a positive emotion to 
an object is 100 per cent unintentional 
and its happening could not have been 
predicted. It occurs all the time but 
it is only because of our individual 
experiences and circumstances that 
we connect strongly with an object. 
I thought we should share with you 
some real-life examples of how this 
takes place in our daily lives and called 
upon some of our marketingedge team 
members. Melissa Whigham

Everyday experiences are 
felt on a somatic level. Our 
external world is experienced 
through our senses—sight, 
touch, taste, sound, even 
smell. That was the one that 
did it for me. The scent of my 
item encompassed me with a 
sense of comfort, warmth, and 
belonging. It holds a footprint 
of memory. The memory itself 
is not easy to trace, or even 
a memory that is filled with 
moments, but rather, it holds 
the essence of my dad. 

This item is a Non Fiction 
blue sweatshirt. It’s not a royal 
blue, or even a bright blue, 
but a subtle dark blue. It’s not 
overstimulating, and it holds no 
pattern that would otherwise 
deem it to be stylish. It’s one of 
those sweatshirts you would 
wear while relaxing or doing 
chores around the house. It’s 
not overly warm but it’s also 
not meant to be. It’s just meant 
to...well, be. 
It was a promotional product, 
branded with the Montclair 
logo. My dad was given it 
back in the 1990s and after 
he used it many times, it 
somehow became part of my 
possessions. It reminds me of 
him. I live in Nova Scotia and 
he lives in Ontario. Sometimes 
I wear it. Sometimes I just 
pick it up to smell it. His scent 
has probably faded over the 
years, but to me it’s as if he 
just gave it to me. There are 
few tangible things I can 
remember making an impact 
in my life, but this sweatshirt 
is one of them.

Josh Paxton
Even in a paperless world 
many of my bills still come 
in envelopes. A letter opener 
came with my desk, passed 
down to me by my dad, and 
over 20 years later I haven’t 
tossed it. The brand is from 
the 1990s, a company that 
my dad worked for and that 
I would later work for along 
my career path. 
One of his cards still sits 
in the window in the back 
of the opener, and this 
brand has long since been 
retired. This opener sticks 
with me not just for the 
paternal connection  but 
for the impact this brand 
and company has had 
on my life. As a kid, this 
company was a foundation 
in my community and was 

a part of my family. As an 
adult, many mentors of my 
professional and personal 
development came through 
this company. This brand 
is what started me down a 
path to have a passion for 
premiums and incentives 
and I am thankful for all the 
memories and experiences 
that it represents. 

This is what we got…
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*  The Junto Institute uses their 
version of the emotional 
wheel to help people better 
understand our emotions and 
name them, which many believe 
is key to better communication 
and better control over how 
we regulate our emotions, thus 
allowing us to behave in a more 
thoughtful and less reactive 
manner. These are very helpful 
tools to help bring us to better 
self-awareness and be more 
effective communicators. And 
couldn’t the world use a little 
more of this?

You can read Robert Plutchik’s 
explanation of his model of 
emotions in an article that was 
originally published in American 
Scientist in 2001 and can be 
read on Springer International 
Publishing AG.

You can find out more 
about the Junto Institute for 
Entrepreneurial Leadership at 
www.thejuntoinstitute.com.

Kiersty Kelly
In my experience, the best 
promotional merchandise item  
I could ever receive would be the 
thing I never knew I needed. I 
would not have thought to go out 
and buy this thing ordinarily, but 
having been gifted it, I find  
I use it all the time. One example 
of this would be a magnet I was 
given at my local grocery store. 
It lists the temperatures meat 
should be cooked at to be safe 
for consumption. It’s literally a 
50-cent magnet that I have kept 
for well over four years and look 
at several times a week. The 
positive emotion I associate with 
this magnet is gratitude. 

I would not have gone out my 
way to find such a thing and post 
it on my  fridge but the fact that 
I have it, has quite possibly saved 
my family members at least one 
bout of food poisoning! I am 
grateful that my local grocery 

store is looking out for me 
and my family’s well-being. It 
might not make me shop at that 
grocery store more often, but I 
think very fondly of this store 
and even though there might 
be less expensive stores near me 
I could be shopping at, I don’t 
mind spending the extra money 
to shop here because I like the 
brand. That 50-cent magnet had 
something to do with that.
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According to our 
judges, the trend 
of the year is 

outdoor recreation. While 
eco-friendly solutions 
and unique creative 
ideas caught attention 
and admiration, it was 
the products with an 
outdoor application that 
rose to the top of over 
150 submissions for 
consideration in the 2020 
Top Products competition.

In a round table at the 
top products event, the 
collection of professional 
buyers traded notes 
on best practices when 

sourcing their premiums 
and incentives. Practical 
application was a 
unanimous consideration 
for all around the table, 
preferring items with 
long-term use over the 
more flash-in-the-pan 
alternatives. Decoration 
ability and opportunities 
to represent a brand, along 
with environmental and 
social impact awareness 
were also touted as 
important considerations.

When the dust settled 
the following collection 
was locked in as the Top 
Products of 2020.
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Kuma Heated Lazy Bear Chair by Whiteridge
The comfort, presentation, innovation and 
overall impression this chair made on the 
judges panel was enough to power it to the 
cover as the number one overall top product 
of 2020. The popular Kuma chair design with 
its encapsulating comfort and 350-pound 
rating, added technology to its list of features 
by introducing a heating pad in the seat area. 
Powered by a rechargeable power bank, this 
chair can keep you warm while enjoying the 

outdoors, with three warmth settings. The 
ample space to find your most comfortable 
position welcomed the testing by all judges 
on the panel. Available in Canadiana red and 
black checkers or in a more neutral heather 
grey. To top it off, the chair also includes 
padded arm rests, an insulated beverage 
holder and a carrier bag. For decoration, 
print your message or brand on the headrest.

whiteridgeinc.com

TOP 10 HARD GOODS
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Built for adventure this backpack is classically 
styled, durable and waterproof while 
embracing today’s design trends. Part of a 
three-piece waterproof collection that also 
includes a duffel and a day pack, this unit is 
enough for you to throw your essentials into 
the spacious main compartment, pop your 
laptop in the suspended sleeve and add your 
smalls to the front pocket. The ergonomic 

shoulder straps and airflow padded back 
panel provide the ultimate in comfort. More 
than you need for a trip from the car to the 
office, this rugged bag is a fit for promoting 
outdoor recreation and travel. Available 
decoration techniques include laser etched 
patches (preferred by our panel!), printing 
and embroidery.

stormtech.ca

Nomad Backpack by Stormtech

TOP 10 HARD GOODS



TOP 10 HARD GOODS

14   |   marketingedge magazine 

Representing the EcoSmart 
product collection, this 
three-piece set includes 
fork, spoon and knife in a 
convenient carrying case. 
An alternative to single-
use options that create 
more waste, this set is 
ideal for anyone—young 
or mature—travelling 
with food. These items are 
composed of 51% bamboo 
fiber and 49% plastic. 
Through a partnership with 

1% for the Planet, one per 
cent of sales of this and all 
EcoSmart products will 
be donated to nonprofits 
dedicated to protecting 
the planet. By adding your 
brand to this product or 
collection, you cobrand with 
a solution that is utilizing 
sustainable materials 
and providing support to 
environmental causes.

leedsworld.ca

Bamboo Fiber Cutlery 
Set by PCNA/Leeds

Choose a spice 
whose story fits 

your brand message, 
then decorate your choice of 
custom booklet or custom 
sleeve in full photo colour to 
complete the packaging. Lots 
of stock creative is available 

for your packaging or create 
something exclusive to your 
branding. Attractive and sure 
to be used, Promo Spice Tubes 
are a unique way to achieve 
visibility and recognition.

letourdespice.com

Colby Copper Vacuum Bottle 
with Storage by PCNA/Leeds

Promo Spice Tubes 
by Le Tour de Spice

Packaged in a cylindrical tube, 
this double-wall, stainless steel 
vacuum construction with 
copper insulation allows your 
beverage to stay cold for  
48 hours and hot for at least  
12 hours. The construction also 
prevents condensation on the 
outside of the bottle. An added 
feature, the bottom unscrews 
to offer a 3-ounce removable 

rubberized base for storage and 
is anti-slip. On-trend, durable 
powder coating finish is a great 
presentation and feel and the 
shape fits most standard car cup 
holders. Laser decoration is the 
most popular decoration method, 
revealing the silver metal below 
the powder coat finish.

leedsworld.ca



TOP 10 HARD GOODS
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Swiss Force® Multi-Tool 
Hammer with LED Light 
by St Regis Group

An incredibly innovative 
bag for weekend travel 
with a great balance of 
pockets for clothing and 
pockets for technology. 
Two colour options, 
black with blue lining 
or grey with grey lining. 

Many helpful features 
for managing both your 
work station and luggage 
station needs. Brand 
patch decoration is 
trendy and inspired.

ashburybags.ca

A double-wall, vacuum insulated, 
copper-lined stainless steel body 
supports a speaker on the top of 
the bottle. Being in the lid and not 
the base helps make the speaker 
sound better and gives you easier 
access function buttons. Sets up 

wirelessly with rapid recharge in 
60 minutes. The lid contains an 
IPX4 waterproof speaker so no 
need to worry if it gets splashed 
with water (splash protection, do 
not submerge).

adnart.com

Asobu Wireless Beat Bottle by Ad n Art

18 functions for practical 
use, this stainless steel 
multi-tool is great as a 
small repair helper around 
the house, or as part of your 
emergency kit in the car, 
camper or boat. Compact, 
weighted (9.9 oz) design 

for maximum hammer 
performance, the quality 
feels substantial and 
a nylon belt pouch 
with hook-and-loop 
closure is included.

stregisgrp.com

Collection X Weekender 
Duffle by Ashbury Bag/
Spector and Co.

Promo Spice Tubes 
by Le Tour de Spice



Through a partnership with 1% For The Planet, one 
percent of EcoSmart sales will be donated to two 
nonprofits.  Pretty cool, huh?

AMOS eco short sleeve polo
16312 • 96312

RINCON eco packable jacket
12725 • 92725

DEGE eco knit half zip
18306 • 98306
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Sunburn Alert 
Outdoor Event 
Sticker by  
Hit Promo

GeckoVox Sound 
Amplifier by LogoWorks

Post-it® Extreme 
Notes by 3M Canada

 

A warning system for sun 
protection, these stickers are 
sun activated and change to 
blue when sunscreen needs 
to be reapplied. Can be used 
with cream, spray or lotion. 
Lasts all day on wet or dry 

skin and are waterproof. 
Customize your sticker to 
your branding and message. 
A great fit for outdoor events 
and wellness programs.

www.hitpromo.net

Not your typical 
office sticky note, 
these Extreme notes 
are able to withstand 
a variety of elements 
including strong 
winds, hot and 
cold temperatures,  
and can adhere to 

challenging surfaces 
such as brick, wood, 
concrete and plastics. 
They’re also water 
resistant. Designed 
for uses other than 
paper applications.

promote.3m.com

This power-free, all-
natural smartphone 
speaker improves and 
amplifies sound from 
most smartphones using 
a specially designed 
Canadian cherry wood 
sound chamber. The 
metal faceplate grill 
includes a custom cast 
logo and is made from 

recycled metal. The 
entire faceplate can 
also be customized 
for a unique look. 
Additional laser logos or 
personalization can be 
done on any of the wood 
surfaces. An instant 
classic desktop item.

www.logoworksinc.ca

9

0

0
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Proudly Canadian owned 
and managed company 

serving Canadians

www.canadasportswear.com

Shown: 
Men’s Lightweight
Bomber Jacket
Style L02130
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TOP 10  APPAREL

The cold Canadian 
winter powered this 
parka to the top of 
the charts with its 
heavy duty warmth 
that judges felt 
immediately when 
they tried on this 
jacket. With its three-
quarter length design 
and quilted styling, 
the Stockholm Parka 
is fashion-forward. 
The contoured fit is 
accomplishing more 
than just a styled 
shape. The thermal 
shell insulation and 
internal back heat 
reflective mesh keeps 

TOP 10 
APPAREL 
WINNERS
Stockholm 
Parka by 
Stormtech

you very warm. The 
attached hood, storm 
cuffs, and internal 
storm flap provide 
further protection 
from the elements. 
Add your brand by 
embroidery or heat 
transfer to customize 
the look of this 
practical yet stylish 
solution that is sure 
to be appreciated by 
anyone experiencing 
winter’s chill. 

stormtech.ca



Bomber 
Jacket by 
Canada 
Sportswear
Inspired by pop culture 
retailers while echoing a 
retro style, this Bomber 
Jacket found its audience 
with the scoring panel. The 
practical 100% nylon twill 
outer shell with water-
repellant finish merely 
justified the amorous 
response to the look, fit 
and feel of this club jacket. 
100% polyester insulation 
blocks the cold, supported 
with ribbed cuffs, collar 
and waistband. Snap 
closure front pockets, 
zippered pocket on the 
left sleeve and two inner 
suit pockets keep your 
accessories safe and 
available. Use of crests 
and embroidery were the 
favourite decoration ideas, 
but there’s still more you 
can do to customize this 
jacket for your brand’s 
best fit.
CanadaSportswear.com

TOP 10 APPAREL
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Spiced Wine Monaco Stainless SteelMerlot Biscay Bay Licorice

Contigo® Luxe Autoseal Travel Mug BDC1186 • 16oz

The Luxe AUTOSEAL® Vacuum-Insulated Stainless Steel Travel Mug, 
16 oz., keeps drinks hot up to 5 hours or cold up to 12 and features an 
elevated metallic finish.

SEAL IT IN: Leak- and spill-proof travel mug thanks to AUTOSEAL lid
FOR THE LONG HAUL: Stainless steel double-wall vacuum insulation 
keeps drinks hot up to 5 hours or cold up to 12
LEND A HAND: One-handed drinking convenience on the go
LOCK IT UP: Lock feature prevents accidental pressing of AUTOSEAL 
button
SQUEAKY CLEAN: Underside of lid opens up for thorough cleaning
EASY CLEANUP: Top-rack dishwasher-safe body and lid
PERFECT FIT: Fits most cup holders and under most single-serve 
brewers
PEACE OF MIND: All parts are BPA-free

as low as $41.35
(Set up $50, includes one colour one location imprint)

Perfect on-the-go
LUXE COLLECTION

www.stregisgrp.com
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High scoring for 
innovation, quality 

and presentation, 
this hybrid jacket is packed with 
textile technology. Start with the 
100% polyester heather softshell 
and add the Omni-Heat™ reflective 
lining 100% polyester. Layer up 
with the Thermarator™ 100% 
polyester insulation and add the 
performance of water-resistant fabric. 

The Columbia brand on the left 
chest is prominent for cobranding 
value, though some judges felt this 
placement might overpower their 
own company brand. Three fashion 
mix colour options in men’s and 
ladies’ shapes and in a wide variety 
of sizes, make this a great option for 
corporate apparel programs.

alphabroder.ca 

Performance and 
presentation—particularly 

the ladies’ style with its slash 
front zipper and asymmetrical 

neckline—propelled this style up 
the charts. Another hybrid option 
is designed using a mix of technical 
fabrics. 100% polyester stretch 
jersey with 6,000 mm waterproof 
membrane body pairs with 91% 
polyester, 9% spandex bonded 
knit with UTK Hydropel™ water 
repel performance sleeves. The 
functionality of UTK Subdown™ 

technology uses a strategically placed 
knit panel for added comfort, with 
the thermal benefit of traditional 
down. Laminated stretch shell with 
welded puffer channelling creates 
cold-weather insulation with greater 
ease of movement. Easily a three-
season jacket for those commuting 
to work and whose outdoor 
exposure is measured in minutes, 
not hours.

alphabroder.ca

Two Tone Varsity Jacket 
by Canada Sportswear

Columbia Powder Lite™  
Hybrid Jacket by  
Alphabroder/PrimeLine

North End Pioneer Hybrid 
Bomber Jacket by 
Alphabroder/PrimeLine

Canadian made. A 
homegrown jacket creation 
from 100% performance 
polyester fleece. Unlined, 

this spring-to-fall coat has a 
natural fit for team wear and 
corporate uniforms.

canadasportswear.com
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Spyder Venom 
Full-Zip Jacket 
by Alphabroder/
PrimeLine

Roots 73 Swiftrapids 
Insulated Jacket by 
PCNA/Trimark

California Wave Wash 
Hooded Pullover by 
Technosport
Super soft, casual, and 
extremely comfortable. 
A unique fabric specially 
washed to create a one-
of-a-kind look, feel, 
and colour tone, this 

premium ring-spun 
cotton also achieves 
a superior smooth 
and stable surface for 
printing. 

technosport.com

A fashionable mix of neoprene 
fabric and 100% polyester bonded 
knit with polyfill channels for 
warmth. Powered by the iconic 

Spyder bug logo on the front-left 
chest pocket, and zipper closer on 
chest pocket. 

alphabroder.ca

A serious mix of style 
and protection from the 
elements. In addition to 
lightweight insulation 
for warmth, it features a 

waterproof, breathable 
membrane and water-
repellent finish to keep 
you comfortable and dry. 

trimarksportswear.com
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Shefford Heat Panel 
Vest by PCNA/Trimark

Unisex Cabin 
Sweater, Hooded 
and Crewneck by 
Attraction Inc.

0

0

9
This great fitting, mid-
length, fully lined, 
insulated, waterproof rain 
jacket is a go-to piece for 
any urban environment. 
The ingenious design 

moderates your core 
temperature thanks to a 
ventilated back yoke and 
underarm venting.

stormtech.ca

Delivers lightweight, water-
repellent warmth with a 
shot of exciting technology. 
The chest and back have 
interior heat panels that 

can be powered by a 
rechargeable power bank 
with temperature controlled 
at the touch of a button.

trimarksportswear.com 

TIE

Waterfall Insulated Rain 
Jacket by Stormtech

Available as a hoody or as a 
crewneck sweater, this holiday 
classic look is a combination 
of 65% polyester/35% cotton 
fleece. Designed and decorated 
in Canada in unionized plants.

attraction.com 
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RECOGNITION 
IN THE WORKPLACE

Recognize individual or 
team achievements?

How often is 
recognition expected?

The top 3 rewards they want
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THEN: 65% answered 
they prefer to 
receive one-on-one 
recognition.

THEN: Regularly, 
using a combination 
of monthly and spot-
recognition practices, 
such as recognizing 
contributions during 
group meetings or calls.

NOW: 67% answered 
they prefer to 
receive one-on-one 
recognition.

NOW: Regularly, 
with over 50% 
responding they 
expect recognition 
within 30 days of 
the achievement, 
or earlier.

THEN: Travel, 
experiential rewards 
and merchandise.

NOW: Open-loop 
(good anywhere) 
gift cards, travel and 
experiences.

RECOGNITION

       

 by Joshua Paxton



RECOGNITION 
IN THE WORKPLACE

Overall the behaviours 
and expectations are 
remaining consistent,  
if not intensified. 

The 2019 Gen Z & Millennial 
Work Recognition study 
reported findings that  
57 per cent of millennials 
and only 22 per cent of
Gen Z respondents intended 
to stay at their current 
employer for at least two 
years. The study also 
cited examples from tech 
companies Amazon, Google, 
Facebook and Wayfair where 
disengaged employees, 
not feeling recognized to 
their satisfaction, actually 
proactively worked against 
their company.

Intending to stay with current 
employer for at least 2 years

57%
Millennials

Have expectations evolved over the past 10 years?

22%
Gen Z
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A 1999 study, outlined this preference as a pursuit of 
“personal fulfillment.” They propose that while the previous 
generation was pursuing information out of curiosity and to 
seek innovation, the millennial class is more self-aware and 
seeks meaning and purpose to their role and contributions. 
The report claims, “Employers can dramatically improve Gen 
Z and Millennial retention, productivity, recruiting and brand 
advocacy by emphasizing employee ‘Personal Fulfillment’.” 
Recognition, no matter how little, helps to achieve this feeling.

Use of intranet programs providing peer-to-peer recognition 
are available to satisfy daily recognition opportunities, 
some adding a gamification quality by incorporating point 
values and awards to encourage regular interaction. Special 
events and point-earning opportunities further engage and 
motivate employee bases to perform desired behaviours and 
better represent company values, including safety and eco 
awareness efforts.

In the 2019 Gen Z & Millennial Work Recognition study, 60 per 
cent of respondents said they would choose a $750 prepaid 
card over a four-day, all-inclusive vacation for a substantial 
reward at work. Only 22 per cent responded that they would 
use a reward for a unique experience. It is suggested that the 
generational draw towards everyday cash rewards is in response 
to higher everyday costs of living and restrained pay growth. 

RECOGNITION

       

Ten years have passed since Razor Suleman, then CEO of I Love Rewards (now, Achievers), shared 
insight in marketingedge magazine as to what millennials would be looking for when it came to 
recognition in the workplace. Looking back at the turn of the decade we ask, did we get it right? 
Has there been a change in expectation or desires in the past 10 years? 

Here is a comparison of how our Class of 2010 feature stacks up against recent polls and studies.



70%
would stay in 
their current 

job if rewarded

1 in 10 adults were pursuing 
a career at age 25 that 
they desired at age 15.

PERSPECTIVE

What’s it going to take?
Seventy per cent of respondents said 
they would stay on the job another 
year if they receive three $50 prepaid 
rewards over a one-year period, and 
an equal response of 70 per cent 
claimed they would use three or fewer 
sick days for a $75 prepaid reward.
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Career decision-making
A 2015 report from Stats Canada 
found that only one in 10 young 
adults were pursuing a career at age 
25 that they had identified as their 
desired career at age 15. In the same 
study, only 16 per cent of those asked 
at age 23 were pursuing the same 
career at age 25. Over 50 per cent 
of young adults in the study were 
undecided or chose a new career at 
age 25. This is consistent with the 
recognition study that reported a 
career change within two years of 
starting a new job. 
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