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INTRODUCTION
We’re three years into the 2020s, and
things aren’t slowing down.

Conflict, inflation, natural and manmade
disasters: whether you were doomscrolling
or checking in on your RRSP, 2023 was a
nail-biter.

All the same, as COVID-19 faded into the
rear-view mirror and economic markers
outperformed the gloomiest predictions,
Canada didn’t just get a silver lining — it
got 1,000-watt glimpses of a bright future.
Sustainable tech met sustainable business
practices. Small businesses met large
language models. And much, much more.

When you think of that future, you’re
thinking about influential brands. In an
unpredictable age, they’re not just ahead
of the curve, but creating the next curve —
and in so doing, they’re the ones setting
the agenda of today.

But what do we mean by influence?

Influence isn’t just affluence: it can’t be
boiled down to cash flow or market share.
Scale isn’t the deciding factor: financial
services and petroleum brands may be
Canada’s largest employers, but that
doesn’t mean the Potash Corporation of
Saskatchewan is a household name. And
trendiness alone doesn’t cut it, either: in an
age of fast news cycles and even faster
hype cycles, real influence runs deeper.

Think Taylor Swift. In a sense, her influence
is self-evident: whether you were scrolling
on social media or sitting in the nosebleeds
at the Eras Tour, she was all but
inescapable in 2023.

But influence isn’t just about commercial
success or Grammys — it’s about
innovation and impact. When she lost the
rights to her albums, she fought for artists’
rights by re-recording them. When her
tickets were scalped to the point of
inaccessibility, she pushed for reforms with
Ticketmaster. And all the while, she’s
worked in a broad array of styles, genres,
and media to chase her own creative
vision.

What Swift and our Most Influential Brands
have in common is that they’re nor just
selling products: they’re building
ecosystems.

In an age of hyper-personalized newsfeeds
and political polarization, influential brands
are common ground. In uncertain times,
they’re a source of certainty for employees,
customers, and citizens. Today’s Canadians
are presented with a near-infinite variety of
choices. But influential brands are the
choices they don’t think twice about. That
is the power of influence.

Ipsos’ 13th annual survey of 6,700
Canadians delves into the forces that
shape influence — Trustworthiness,
Engagement, Leading Edge, Corporate
Citizenship, Presence, Empathy and Utility
— which keep brands in the public eye and
top of mind across Canada.

In this Point of View, we summarize and
analyze the forces that drive influence, the
brands climbing the ranks, and, of course,
the brands that made the cut as Most
Influential. It's an exclusive look at
innovation, trust and impact, from
Vancouver to Nova Scotia. It's the story of
our times. It’s 2023’s Most Influential Brands.
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DIMENSIONS
For the past 13 years, Ipsos has used a simple but
powerful framework to track the brand
characteristics that contribute to influence:
Trustworthiness, Engagement, Corporate
Citizenship, Presence, and (being) Leading Edge. In
the wake of 2021 and 2022, two new dimensions,
Utility and Empathy, joined the ranks.

Whether taken separately or as a whole, these
dimensions serve as holistic contributors to the
influence that a brand wields, the image it
maintains, and its resilience in the face of economic
and social challenges. In 2023, as the Canadian
public navigated uncertain times and brands faced
considerable headwinds, each of these seven
dimensions played a critical role in who brands
influenced and how they influenced.
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GAINERS
FAANG weren’t the only brands gaining influence in
2023. This year’s gaining brands operate in different
industries with different business strategies — but
what they had in common was a strong boost in
influence over the course of 2023. Read on to learn
more.
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GAINERS

A telecommunications network is
supposed to connect people — but
Rogers made more connections in 2023
than it has for some years.

Between our 2022 and 2023 reports, the
telecommunications network climbed 29
places to rank 36th. That climb speaks to
the impact and influence of Rogers’
investment in strategic partnerships and
infrastructure, all while going above and
beyond to expand coverage and
modernize the customer experience.

In April, Rogers partnered with Lynk
Global to provide satellite-to-phone
coverage across the country, ensuring
that Canadians can access a wireless
connection wherever and whenever they
be. Later, Rogers brought high-speed 5G
connectivity to the Toronto Transit
Commission (TTC), fixing a pain point for
millions of commuters.

The biggest shakeup, however, was the
finalization of Rogers’ acquisition of Shaw
Cable. By connecting Shaw with
Canada’s largest 5G network, Rogers
says it will make internet access more
affordable for millions of Canadians and
help to close an ongoing digital divide.

What makes this newsworthy, however,
goes beyond Canadians’ telecomms bills.
Rogers estimates that the acquisition will
“add over $7 billion in GDP to the Western
Canadian economy over the next five
years through network investments” and
create 3,000 jobs “to support network,
services, and technology investments.”

ROGERS 
TRENDING MIB RANK
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65
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https://about.rogers.com/news-ideas/rogers-partners-with-lynk-global-to-bring-satellite-to-phone-coverage-to-canadians/
https://about.rogers.com/news-ideas/rogers-partners-with-lynk-global-to-bring-satellite-to-phone-coverage-to-canadians/
https://www.rogers.com/support/mobility/ttc-coverage
https://www.rogers.com/support/mobility/ttc-coverage
https://www.rogers.com/support/mobility/ttc-coverage
https://www.reuters.com/markets/deals/rogers-closes-deal-acquire-shaw-communications-2023-04-03/
https://www.reuters.com/markets/deals/rogers-closes-deal-acquire-shaw-communications-2023-04-03/
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GAINERS

After years of deflated demand, travel
roared back in 2022 and 2023. Even in the
face of higher inflation and interest rates,
Canadians are travelling — and millions of
them are choosing Air Canada, which
climbed all the way from 78th place in
2022 to 38th place in 2023.

In May 2023, Air Canada said it was
aiming to increase its capacity by 23%
over the course of the year. The airliner
went on to hit its ambitious targets,
netting $1.25 billion CAD in profits in Q3
(compared with a half-billion-dollar loss
over the same period in 2022.)
Consequently, it’s been able to invest in
further expansions, from new lounges and
new routes to charitable initiatives like
the Air Canada Fan Flight.

By booking a flight with Air Canada,
passengers aren’t just getting from point
A to point B — they’re travelling with in-
flight entertainment and amenities that
rank among the best in the business. The
cumulative effect of these efforts is a
level of influence that keeps climbing.

AIR CANADA
TRENDING MIB RANK
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https://www.ipsos.com/en-us/us-travel-association-consumer-quarterly-tracker-q1-2023
https://www.thestar.com/business/air-canada-plans-to-increase-capacity-by-23-this-year-will-the-airports-be-ready/article_e78eba51-e4e2-5cfe-9499-dff15a5befad.html
https://www.thestar.com/business/air-canada-plans-to-increase-capacity-by-23-this-year-will-the-airports-be-ready/article_e78eba51-e4e2-5cfe-9499-dff15a5befad.html
https://www.prnewswire.com/news-releases/air-canada-reports-third-quarter-2023-financial-results-301971090.html
https://www.newswire.ca/news-releases/air-canada-opens-first-maple-leaf-lounge-at-san-francisco-international-airport-828104414.html
https://en.prnasia.com/releases/apac/air-canada-to-launch-new-vancouver-to-singapore-service-407918.shtml
https://www.prnewswire.com/news-releases/air-canada-and-united-airlines-to-offer-more-than-260-daily-transborder-flights-and-two-new-routes-this-summer-301754534.html
https://www.newswire.ca/news-releases/air-canada-fan-flight-soars-again-for-the-2023-24-season-bringing-young-sports-fans-closer-to-the-away-game-action-834791896.html


THE MOST INFLUENTIAL BRANDS IN CANADA 2023 8

GAINERS

But one of the year’s biggest hits was
the “As Featured In” campaign, which
highlighted the Golden Arches’
appearances on the silver screen. That
campaign didn’t just recontextualize the
brand’s own history, but fed emotional
connections in an age of nostalgia.
(McDonald’s is in the business of comfort
food, after all).

Even after Billions Served, it would
appear that there’s still room to move a
few more McDoubles.

MCDONALDS
TRENDING MIB RANK

For many Canadians, McDonald’s is
synonymous with scale and efficiency.
But even by those lofty standards, 2023
was an impressive year for the fast-food
giant, boosting it from 25th place in 2022
to 16th place in 2023 — its highest spot in
13 years.

McDonald’s made aggressive global
expansions last year, following an
ambitious plan to “[build] 50K
restaurants across the world by [the] end
of 2027” — which would be the fastest
period of growth in the brand’s history.
But it certainly wasn’t spread thin, and
least of all in Canada, which the
company has embraced as a top target
market. As Jill McDonald, the brand’s
president of international operated
markets, recently told investors: "Looking
at the shift in some of the population
that's going on, we definitely see
significant opportunities for growth in
Canada."

That said, growth is only part of the
picture. McDonald’s launched exclusive
partnerships and limited-run
promotional campaigns galore in 2023 —
up to and including a McDonalds x
Crocs collaboration.

22
20

23
25

16

2019 2020 2021 2022 2023

https://www.newswire.ca/news-releases/mcdonald-s-presents-the-as-featured-in-meal-875626062.html
https://www.restaurantbusinessonline.com/financing/mcdonalds-wants-50000-restaurants-2027
https://www.restaurantbusinessonline.com/financing/mcdonalds-wants-50000-restaurants-2027
https://www.restaurantbusinessonline.com/financing/mcdonalds-wants-50000-restaurants-2027
https://www.cbc.ca/news/business/mcdonalds-expansion-plans-canada-global-1.7053661#:%7E:text=%22Canada%20is%20one%20of%20my,Canada%2C%20across%20the%20country.%22
https://corporate.mcdonalds.com/corpmcd/our-stories/article/mcd-crocs-dropping-global-collab-designedfor-nextlevel-fandom.html
https://corporate.mcdonalds.com/corpmcd/our-stories/article/mcd-crocs-dropping-global-collab-designedfor-nextlevel-fandom.html
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TOP 10 BRANDS

In times like these, consumers’ attention spans and disposable income are finite resources.
That means that influence isn’t just a competitive advantage — it’s foundational to doing
business. And no one understood that better in 2023 than our Most Influential Brands.

In this POV, we’ll look at the social, cultural, and economic heavyweights that used influence
to shape everything from consumer behavior to public policy over the last twelve months.
They represent various sectors, from high-tech innovation to low-cost retail. But in 2023, they
were the most influential.
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In the pantheon of apocryphal start-up origin stories, Netflix’s
would fall on the humble side. Co-founder Reed Hasting has
said he was inspired to build his company after getting
slapped with $40 in late fees over a DVD of Apollo 13.

But two and a half decades later, the Netflix model has
transformed the media landscape almost beyond recognition.
Content is king, streaming is everywhere, and Netflix is at the
top of the heap, pairing in-house hits with excellent curation
and licensing to build a library that engages viewers around
the world. (39% of Canadians agree that it as “forever
changed the consumer landscape,” 36% say it “is an original,”
and 35% consider it “a trendsetter”).

Of course, 2023 wasn’t a breeze for Netflix. After more than a
decade of nonstop spending on triple-AAA blockbusters, it
faced a SAG-AFTRA strike, strong competition in the
“streaming wars,” and other economic headwinds. This made
for a more modest 2023 — including layoffs, show
cancellations, changes to the subscription model, and a
crackdown on password sharing that drew criticism from users.

But the backlash over password sharing quickly blew over,
leaving Netflix in stronger shape. And by tightening the purse-
strings, Netflix gained opportunities to invest in new
opportunities: in promotions (like the immersive Formula 1: Drive
To Survive pop-up accompanying the Montreal Grand Prix),
alternative programming (a burgeoning gaming section), and
fan-favorite content (Suits has been such a smash hit on
Netflix that a reboot for NBC Universal is allegedly in the
works).

Sometimes, moving forward means letting go of the past. In
2023, Netflix finally said goodbye to its iconic red mailer
envelopes. But with a strong foundation for future growth,
Netflix demonstrated in 2023 that it’s still showtime.

214 INFLUENCE INDEX

Leading Edge: 33%

Engagement: 26%

#10

TOP 10 BRANDS

https://qz.com/1062888/netflix-was-founded-20-years-ago-today-because-reed-hastings-was-late-a-returning-video
https://qz.com/1062888/netflix-was-founded-20-years-ago-today-because-reed-hastings-was-late-a-returning-video
https://www.cbc.ca/news/business/netflix-results-q4-adfree-plan-gone-1.7093595
https://apnews.com/article/netflix-price-increase-password-sharing-results-d2c942bce7ec2c574ca148c8661ccaf0
https://about.netflix.com/en/news/netflix-canada-celebrates-montreal-grand-prix
https://about.netflix.com/en/news/netflix-canada-celebrates-montreal-grand-prix
https://techcrunch.com/2024/01/10/netflix-games-gain-traction-with-installs-up-180-year-over-year-in-2023-thanks-to-gta-and-others/
https://www.hollywoodreporter.com/tv/tv-news/streaming-tv-ratings-sept-18-24-2023-1235623210/
https://www.hollywoodreporter.com/tv/tv-news/streaming-tv-ratings-sept-18-24-2023-1235623210/
https://deadline.com/2023/10/new-suits-tv-show-franchise-1235571729/
https://deadline.com/2023/10/new-suits-tv-show-franchise-1235571729/
https://about.netflix.com/en/news/netflix-dvd-the-final-season
https://about.netflix.com/en/news/netflix-dvd-the-final-season
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TOP 10 BRANDS

What’s crucial for a financial services provider is trust — and
Visa, our #9 Most Influential Brand, hits it out of the park, with
Canadians agreeing that strong Trustworthiness (43%)
contributes to its influence .

As a key partner to global firms, small businesses, individuals,
and everyone in between, Visa oversees millions of secure
debit and credit transactions each day. Even in an uncertain
economic climate, the financial services leader pressed ahead
and invested in Canada throughout 2023, signaling a
commitment to strengthening its services and consolidating its
customer base.

Some of that was sponsorship: as befits a trusted brand with a
global presence, Visa distinguished itself with support for the
most global game — soccer — as an “Exclusive Payment
Services Partner” at the FIFA Women’s World Cup and sponsor
of 33 women footballers (plus dozens of Olympic and
Paralympic athletes), through the Team Visa program.

The real story in 2023 however, was Visa’s nimble adaptation
to an evolving consumer payments landscape. In April, it
partnered with PayPal to launch Visa+ — what the brand
describes as a “service that aims to help individuals move
money quickly and securely between different person-to-
person (P2P) digital payment apps.” In practice, it enables
users to transfer money quickly and securely between different
platforms and marketplaces — even without a Visa card.

With new payment methods like Buy Now, Pay Later and
cryptocurrency growing in popularity— to say nothing of all the
apps and platforms that facilitate that shift — Visa’s decision
to act as a mediator is a wise one. Contrary to the old saying:
moving fast doesn’t need to mean breaking things.

#9

219 INFLUENCE INDEX

Trustworthy: 43%

https://usa.visa.com/about-visa/newsroom/press-releases.releaseId.19626.html
https://usa.visa.com/about-visa/newsroom/press-releases.releaseId.19626.html
https://usa.visa.com/about-visa/newsroom/press-releases.releaseId.20081.html
https://usa.visa.com/products/visa-plus.html
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TOP 10 BRANDS

If there’s a legacy heavyweight on this list, it’s Microsoft. But in
2023, this global technology conglomerate acted like a
challenger.

When it came to field-redefining opportunities like generative
AI, Microsoft acted quickly and with confidence. In the early
days of 2023, it rolled out its own AI-powered search engine.
Even if Microsoft’s latest attempt to sell the “Bing” name didn’t
stick — the service was rechristened as “Copilot” later in the
year — the program’s proven highly effective at improving
search results and providing more personalized
recommendations.

Where other brands have dipped a toe in the water, Microsoft
has been willing to bet big on this technology across its
business, from the practical (a partnership with Canadian Tire
to advance retail innovation in Canada) to the structural (the
launch of Microsoft Fabric, an end-to-end, unified analytics
platform). AI is now so central to the brand’s strategy that
Copilot hasn’t just been integrated into Microsoft 365 — it’s
earned its own key on new Windows keyboards.

Of course, Microsoft wasn’t exclusively focused on AI in 2023: it
continued to offer immensely profitable and popular enterprise
solutions, and completed the $68 billion acquisition of storied
game studio Activision Blizzard in October.

Microsoft also expanded its footprint in Quebec with $500M
USD in spending on infrastructure and upskilling initiatives.
(Microsoft estimates this investment has supported over 57,000
jobs and will add more than $6.4 billion annually to Quebec’s
GDP).

In 2023, Microsoft’s Leading Edge status (33%) and
Trustworthiness (38%) contributed to its influence. The brand
proved that it doesn’t intend to rest on its laurels — and that’s
all the better for shareholders and users alike.

221 INFLUENCE INDEX

Trustworthy: 38%

Leading Edge: 33%

#8

https://blogs.microsoft.com/blog/2023/02/07/reinventing-search-with-a-new-ai-powered-microsoft-bing-and-edge-your-copilot-for-the-web/
https://blogs.microsoft.com/blog/2023/02/07/reinventing-search-with-a-new-ai-powered-microsoft-bing-and-edge-your-copilot-for-the-web/
https://techcrunch.com/2023/11/15/bing-chat-is-now-copilot/
https://techcrunch.com/2023/11/15/bing-chat-is-now-copilot/
https://news.microsoft.com/en-ca/2023/06/22/canadian-tire-corporation-and-microsoft-partner-to-advance-retail-innovation-in-canada/
https://azure.microsoft.com/en-us/blog/introducing-microsoft-fabric-data-analytics-for-the-era-of-ai/
https://www.theverge.com/2024/1/4/24023809/microsoft-copilot-key-keyboard-windows-laptops-pcs
https://www.theverge.com/2023/10/13/23791235/microsoft-activision-blizzard-acquisition-complete-finalized
https://www.theverge.com/2023/10/13/23791235/microsoft-activision-blizzard-acquisition-complete-finalized
https://news.microsoft.com/en-ca/2023/11/22/microsoft-expands-digital-footprint-in-quebec-with-usd500-million-investment-in-infrastructure-and-skilling-initiatives/#:%7E:text=Microsoft%20will%20invest%20USD%24500,by%20750%20percent%20across%20Canada.
https://news.microsoft.com/en-ca/2023/11/22/microsoft-expands-digital-footprint-in-quebec-with-usd500-million-investment-in-infrastructure-and-skilling-initiatives/#:%7E:text=Microsoft%20will%20invest%20USD%24500,by%20750%20percent%20across%20Canada.
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TOP 10 BRANDS

It was the stuff of instant legend: "If you raise the [price of the]
effing hot dog, I will kill you. Figure it out."

Costco veteran Craig Jelinek tells this story about co-founder
and then-CEO Jim Sinegal, who insisted that the membership-
based retailer not raise the price of its food offerings. Now,
after 11 years at the helm of the company, Jelinek plans to step
down. He’ll leave behind a $254 billion business that still passes
discounts directly to the consumer.

Costco expanded throughout Canada in 2023, including a
new warehouse in Northwest Toronto and a 164,162 square-
foot store in North Etobicoke (which Costco says created 135
new full-time jobs and 100 seasonal jobs). The company plans
to open even more new locations in the year to come.

With both bargains and opportunities to buy in bulk, it’s
unsurprising that Costco performed well at a time when
Canadians were highly focused on pocketbook issues . (If you
needed a sign of consumer confidence right now: you can now
buy 24-carat gold bars at Costco Canada, and the company
says they sell out within hours).

But what is surprising is the strength of the loyalty that people
feel for Costco, in Canada and beyond. The brand’s wholesale
model connects with people, to the point where Kirkland
Signature merch is unironically (or only somewhat ironically)
trendy. Accordingly, Canadians say Costco’s Trustworthiness
(32%) and Utility (27%) contribute to its influence.

Needless to say, that influence has helped Costco move a lot
of stock — hot dog and soda combos included.

#7

229 INFLUENCE INDEX

Trustworthy: 32%

Utility: 27%

https://www.cnbc.com/2022/07/11/costco-ceos-one-word-answer-to-whether-he-would-raise-the-price-of-hot-dogs-no.html
https://www.cnbc.com/2022/07/11/costco-ceos-one-word-answer-to-whether-he-would-raise-the-price-of-hot-dogs-no.html
https://apnews.com/article/costco-new-ceo-jelinek-vachris-10f7b15611b89f9ead80a5c12bcd8485
https://apnews.com/article/costco-new-ceo-jelinek-vachris-10f7b15611b89f9ead80a5c12bcd8485
https://retail-insider.com/retail-insider/2023/11/costco-continues-canadian-expansion-with-new-warehouse-in-northwest-toronto-more-locations-planned-interview/
https://www.narcity.com/toronto/new-costco-in-toronto-open-now-look-inside-photos
https://www.narcity.com/toronto/new-costco-in-toronto-open-now-look-inside-photos
https://investor.costco.com/news/news-details/2024/Costco-Wholesale-Corporation-Reports-December-Sales-Results/default.aspx#:%7E:text=Costco%20Wholesale%20Corporation%20Reports%20December%20Sales%20Results,-01%2F04%2F2024&text=For%20the%20seventeen%20weeks%20ended,2023%20ended%20December%2025%2C%202022.
https://nationalpost.com/news/canada/costco-gold-bars
https://www.thestreet.com/retail/costco-members-are-buzzing-about-a-strange-new-obsession
https://www.thestreet.com/retail/costco-members-are-buzzing-about-a-strange-new-obsession
https://www.thestreet.com/retail/costco-members-are-buzzing-about-a-strange-new-obsession
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TOP 10 BRANDS

For years now, Walmart has served the role of a 21st-century
Main Street for millions of Canadians. And in 2023, the retailer
acted the part, drawing upon one of Canada’s largest
workforces and a remarkably sophisticated supply chain to
meet consumer needs. (Walmart Canada says it spent nearly
$1 billion on “modernizing stores and enhancing the customer
experience” in 2023 alone.)

That led the big box superstore to sixth place, with Canadians
agreeing that both Utility (34%) and Trustworthiness (28%)
contributed to its influence in 2023.

One major initiative in 2023 was the Walmart Health Hub: a
new program which brings a range of clinical needs (vision,
urgent care, and pharmacy) into an affordable, accessible,
and personal one-stop shop for health and wellness.

Walmart also continued its relentless focus on iterating and
improving the shopper experience in 2023.

That ranged from flexible payment options like Buy Now, Pay
Later, to next-gen retail environments. (In a reimagined
electronics department at the flagship “Square One Walmart”
in Mississauga, Walmart experimented with open displays that
allow for hands-on interactions, real-time monitoring of
product availability in real-time, and immediate on-site
delivery).

The end result of these initiatives that shopping at Walmart in
Canada is increasingly streamlined and straightforward.
Whether you needed to get your blood pressure checked, or
needed to lower it: in 2023, Walmart had you covered.

#6

232 INFLUENCE INDEX

Utility: 34%

Trustworthy: 28%

https://www.retailtouchpoints.com/topics/retail-store-design/walmart-canada-will-spend-1-billion-this-year-supporting-ongoing-modernization-effort
https://www.retailtouchpoints.com/topics/retail-store-design/walmart-canada-will-spend-1-billion-this-year-supporting-ongoing-modernization-effort
https://www.walmartcanada.ca/news/2023/11/30/walmart-canada-invests-nearly--1-billion-to-modernize-stores--en
https://www.walmartcanada.ca/news/2023/10/30/walmart-canada-introduces-flexible-buy-now--pay-later-payment-op
https://www.walmartcanada.ca/news/2023/10/30/walmart-canada-introduces-flexible-buy-now--pay-later-payment-op
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TOP 10 BRANDS

A lot can change in two decades. Facebook, for one, has gone
from a Harvard dorm room to the global stage, launching
conversations about free speech, democracy, misinformation,
and privacy on the Information superhighway.

In 2023, Facebook (and parent group Meta) worked to
untangle these thorny issues. Part of that was a renewed
sense of focus: even with the launch of a new text-based
platform, Threads, Facebook stayed on target in 2023 by
stepping back from the metaverse and renewing its focus on
other innovation channels and business fundamentals.

In the second half of 2023, Meta began to roll out a range of AI
capabilities, including Messenger chatbots and marketing
tools powered by generative AI. But the brand stood by its
commitment to “building generative AI features responsibility”
when it banned “political campaigns and advertisers in other
regulated industries” from using its AI tools. Then, in December,
Meta introduced end-to-end encryption to all personal chats
across Messenger and Facebook, ensuring that users’ private
messages would stay that way.

Of course, it’s not all so simple. In June, Parliament passed Bill
C-18, an act “respecting online communications platforms that
make news content available to persons online”—or in other
words, mandating financial compensation for the news outlets
that produce the content appearing on social media
platforms. In response, Meta has chosen to block access to
Canadian news content on Facebook and Instagram in
Canada. This story is likely not over yet.

Still, Facebook’s strong Engagement (42%) and position on the
technological Leading Edge (35%) helped the brand climb an
impressive five spots in this year’s Most Influential Brands
ranking. Along with Meta’s other immensely popular platforms,
Instagram and WhatsApp, Facebook continues to exert a
strong influence on the ways we live our lives.

#5

240 INFLUENCE INDEX

Engagement: 42%

Leading Edge: 35%

https://wwww.walmartcanada.ca/news/2023/10/30/walmart-canada-introduces-flexible-buy-now--pay-later-payment-op
https://wwww.walmartcanada.ca/news/2023/10/30/walmart-canada-introduces-flexible-buy-now--pay-later-payment-op
https://www.npr.org/2023/04/02/1167645442/amid-ai-hype-tech-companies-are-taking-a-step-back-from-the-metaverse
https://about.fb.com/news/2023/09/introducing-ai-powered-assistants-characters-and-creative-tools/
https://www.facebook.com/business/news/generative-ai-features-for-ads-coming-to-all-advertisers
https://www.facebook.com/business/news/generative-ai-features-for-ads-coming-to-all-advertisers
https://about.fb.com/news/2023/09/building-generative-ai-features-responsibly/
https://www.reuters.com/technology/meta-bar-political-advertisers-using-generative-ai-ads-tools-2023-11-06/
https://www.reuters.com/technology/meta-bar-political-advertisers-using-generative-ai-ads-tools-2023-11-06/
https://about.fb.com/news/2023/12/default-end-to-end-encryption-on-messenger/
https://about.fb.com/news/2023/12/default-end-to-end-encryption-on-messenger/
https://www.parl.ca/legisinfo/en/bill/44-1/c-18
https://www.parl.ca/legisinfo/en/bill/44-1/c-18
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At Apple, thinking different has paid dividends.

In 2023, the Cupertino tech juggernaut climbed back above
the $3 trillion market capitalization mark, recouping 2022’s
losses and securing a reputation as the world’s most valuable
brand. But what really sets Apple apart is not its valuation or
its bottom line, but its influence — the sum of singular design
language, world-class culture, and a dogged devotion to
perfecting new products.

In recent years, that approach has led Apple to make a name
for itself in new fields. Apple TV quickly racked up accolades on
the back of top-tier exclusives (including pricey partnerships
with Messi and the MLS), while Apple Wallet and have
influenced how people around Canada shop and spend.

Still, Apple’s north star has always been the refinement of its
own technology, through methodical but deliberate
improvements on existing product lines. (There’s a lot of
cutting-edge technology on this list, but Apple may be the
only brand that can command a rapt audience millions for
keynote addresses which might revolve around the addition of
USB-C or a higher-resolution touchscreen).

In 2023, Apple announced what may be its boldest new
product in decades: the hotly anticipated Vision Pro, a $4700
CAD “spatial computing” headset that began shipping in
January 2024.

It remains to be seen whether the Vision Pro will make good on
the promise of a “killer app” for VR. But with Canadians
agreeing that Apple’s Leading Edge status (41%) contributes to
its influence, it’s clear that this brand will have a loyal following
no matter its next step.

#4

259 INFLUENCE INDEX

Leading Edge: 41%

Trustworthy: 28%

https://www.cnbc.com/2023/12/05/apples-market-cap-closes-above-3-trillion.html#:%7E:text=Apple%20CEO%20Tim%20Cook%20greets,22%2C%202023.&text=Apple's%20market%20cap%20closed%20at%20about%20%243%20trillion%20for%20the,%24193.42%20per%20share%20on%20Tuesday.
https://www.cnbc.com/2023/12/05/apples-market-cap-closes-above-3-trillion.html#:%7E:text=Apple%20CEO%20Tim%20Cook%20greets,22%2C%202023.&text=Apple's%20market%20cap%20closed%20at%20about%20%243%20trillion%20for%20the,%24193.42%20per%20share%20on%20Tuesday.
https://fortune.com/2023/06/30/apple-history-3-trillion-market-value/
https://fortune.com/2023/06/30/apple-history-3-trillion-market-value/
https://www.apple.com/tv-pr/news/2023/12/apple-tv-reveals-the-new-teaser-trailer-for-the-new-documentary-event-messis-world-cup-the-rise-of-a-legend-premiering-february-21-2024/
https://www.apple.com/newsroom/2024/01/major-league-soccer-returns-to-mls-season-pass-on-the-apple-tv-app/#:%7E:text=The%20upcoming%202024%20season%20%E2%80%94%20kicking,d'Or%20winner%20Lionel%20Messi.
https://www.apple.com/newsroom/2023/06/introducing-apple-vision-pro/
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At risk of stating the obvious: there are a lot of things to watch
online.

But where our #10 Most Influential Brand, Netflix, is in the midst
of a bitter “streaming war” with rival platforms (also on this list),
YouTube remains the first and last word when it comes to
social video sharing, with Canadians agreeing that
Engagement (29%), Trustworthiness (24%), Leading Edge (29%),
and Utility (10%) contribute to its influence.

And social is the operative word here: whether in-browser or
on the app, YouTube provides a wide range of services to a
broad audience. Gen Z (and increasingly, Gen Alpha) use
YouTube to listen to music and podcasts, vlog, socialize, and
(of course) tune in to a staggeringly deep well of content.
There’s a surplus of branded and sponsored content, but also
mega-celebrities native to the platform.

In 2023, YouTube expanded and professionalized its
programming even further. That included education — even
Harvard has leveraged the platform to provide physicians with
the opportunity to claim Continuing Medical Education (CME)
credits by watching videos —and legacy cultural programming
(in July, CBC Podcasts officially landed on YouTube).

Of course, just because YouTube has its own lane doesn’t
mean it’s not coming to beat traditional broadcasters and
streaming platforms at their game, too. At the 74th annual
Technology & Engineering Emmy® Awards in April, YouTube TV
won its first Technical Emmy® Award for AI-ML Curation of
Sports Highlights.

#3

271 INFLUENCE INDEX

Leading Edge: 29%

Engagement: 29%

Trustworthy: 24%

https://news.harvard.edu/gazette/story/newsplus/harvard-medical-school-launches-continuing-education-channel-on-youtube/
https://www.cbc.ca/mediacentre/press-release/cbc-podcasts-launches-new-streaming-channel-on-youtube
https://blog.youtube/news-and-events/google-youtube-tv-wins-first-technical-emmy-award-for-views-feature/
https://blog.youtube/news-and-events/google-youtube-tv-wins-first-technical-emmy-award-for-views-feature/
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Amazon, once “Earth’s Biggest Bookstore” — and today, Earth’s
biggest just about everything store — had an influential 2023,
thanks to massive reach and best-in-class operational
capabilities.

While the online superstore is a major player throughout in
North America, it’s become a juggernaut in Canada. Amazon
says that since 2010, it’s invested $40 billion in its Canadian
operations, creating “45,000 jobs with competitive pay and
benefits” across the country. And by Q3 2023, the company
had “delivered more than 205 million units to Canada’a Prime
members the same or next day” — a sevenfold increase from
2019 — which warranted hiring more than 6,000 new Canadian
employees and investing $70M CAD in additional pay.

Amazon has continued to invest in sustainability, streaming
content (including more than 25 Amazon-produced series and
films shot in Canada), and faster-than-ever Amazon Prime
deliveries — leading Canadians to agree that Trustworthiness
(25%), Utility (24%), and Leading Edge status (28%) contributed
to its influence in 2023.

And as a result of that influence, Amazon is only poised for
further growth.

#2

332 INFLUENCE INDEX

Leading Edge: 28%

Trustworthy: 25%

Utility: 24%

https://ipsosgroup.sharepoint.com/teams/ca-marketing/sl/2306390501/10_Event%20&%20Media/POV/ince%202010,%20we%E2%80%99ve%20made%20direct%20investments%20in%20our%20Canadian
https://ipsosgroup.sharepoint.com/teams/ca-marketing/sl/2306390501/10_Event%20&%20Media/POV/ince%202010,%20we%E2%80%99ve%20made%20direct%20investments%20in%20our%20Canadian
https://www.aboutamazon.ca/news/retail/amazon-canada-is-delivering-its-largest-selection-of-products-to-canada-prime-members-at-the-fastest-speeds-ever
https://www.aboutamazon.ca/news/retail/amazon-canada-is-delivering-its-largest-selection-of-products-to-canada-prime-members-at-the-fastest-speeds-ever
https://www.newswire.ca/news-releases/amazon-is-hiring-more-than-6-000-employees-in-canada-to-help-deliver-great-holiday-experiences-847979156.html
https://www.newswire.ca/news-releases/amazon-is-hiring-more-than-6-000-employees-in-canada-to-help-deliver-great-holiday-experiences-847979156.html
https://hiring.amazon.ca/why-amazon/sustainability#/
https://www.newswire.ca/news-releases/prime-video-steps-up-canadian-production-and-announces-new-slate-of-canadian-originals-at-the-prime-video-presents-canada-showcase-event-in-toronto-875588688.html#:%7E:text=Since%202015%2C%20Amazon%20Studios%20has,and%20The%20Voyeurs%20in%20Quebec.
https://www.newswire.ca/news-releases/prime-video-steps-up-canadian-production-and-announces-new-slate-of-canadian-originals-at-the-prime-video-presents-canada-showcase-event-in-toronto-875588688.html#:%7E:text=Since%202015%2C%20Amazon%20Studios%20has,and%20The%20Voyeurs%20in%20Quebec.
https://www.aboutamazon.ca/news/company-news/5-highlights-from-the-amazon-canada-impact-report


THE MOST INFLUENTIAL BRANDS IN CANADA 2023 19

TOP 10 BRANDS

With Engagement (20%), Trustworthiness
(35%), and Leading Edge (33%) contributing
to its influence, Google is our Most
Influential Brand for the 12th consecutive
year.

The ranking stands to reason — now more
than ever, it’s conceivable to spend an
entire workday within Google’s own
ecosystem. Imagine: you use a Google
Pixel, running Android OS, to open Google
Chrome and check Gmail … maybe you
even procrastinate on the Google-owned
#3 Most Influential Brand, YouTube.

In short, Google is dominant across a range
of markets and verticals — and the
company’s influential 2023 followed from
that status. To name one show of
leadership: Google responded to Bill C-18
by paying $100M to support Canadian
news companies and publishers.

In 2023, Google launched its latest AI
model, Gemini, with a groundbreaking set
of capabilities: the LLM can recognize and
synthesize information across videos,
images, text and voice.

As with the other influential leaders on this
list, Google’s commitment to accelerating
the AI product cycle wasn’t limited to
consumer use cases. In October, Google
announced that it was using AI to predict
(and warn users about) floods, wildfires,
and extreme heat.

#1
Google also announced that it had
partnered with McDonald’s, and would use
the “latest cloud technology” and
“generative AI solutions” to bring a better
experience to customers, restaurant teams,
and employees.

When Google was founded 25 years ago
(and even when it opened in Canada, 22
years ago), its namesake search engine
was only beginning to catalogue the
internet. today, it’s clear that by indexing
the internet, Google remade the internet —
from SEO, to attention economies, to
advertising spending, to endless scroll.

As myriad AI options give Canadians new
ways to access and navigate the internet,
time will tell whether Google will fall behind
— or reshape the internet all over again.

377 INFLUENCE INDEX

Trustworthy: 35%

Leading Edge: 33%

Engagement: 20%

https://www.cbc.ca/news/politics/google-money-media-compensation-details-1.7046677
https://www.cbc.ca/news/politics/google-money-media-compensation-details-1.7046677
https://www.cbc.ca/news/politics/google-money-media-compensation-details-1.7046677
https://www.google.com/search?q=google+gemini+december&rlz=1C1GCEU_enCA992CA992&oq=google+gemini+december&gs_lcrp=EgZjaHJvbWUyBggAEEUYOTIHCAEQABiABDIHCAIQABiABDIHCAMQABiABDIHCAQQABiABDIHCAUQABiABDIHCAYQABiABDIHCAcQABiABDIHCAgQABiABDIHCAkQABiABNIBCDUzNDdqMGo0qAIAsAIA&sourceid=chrome&ie=UTF-8
https://www.google.com/search?q=google+gemini+december&rlz=1C1GCEU_enCA992CA992&oq=google+gemini+december&gs_lcrp=EgZjaHJvbWUyBggAEEUYOTIHCAEQABiABDIHCAIQABiABDIHCAMQABiABDIHCAQQABiABDIHCAUQABiABDIHCAYQABiABDIHCAcQABiABDIHCAgQABiABDIHCAkQABiABNIBCDUzNDdqMGo0qAIAsAIA&sourceid=chrome&ie=UTF-8
https://www.wired.com/story/google-gemini-ai-model-chatgpt/
https://www.wired.com/story/google-gemini-ai-model-chatgpt/
https://www.wired.com/story/google-gemini-ai-model-chatgpt/
https://blog.google/outreach-initiatives/sustainability/google-ai-climate-change-solutions/
https://blog.google/outreach-initiatives/sustainability/google-ai-climate-change-solutions/
https://corporate.mcdonalds.com/corpmcd/our-stories/article/mcd-google-cloud-announce-partnership.html
https://corporate.mcdonalds.com/corpmcd/our-stories/article/mcd-google-cloud-announce-partnership.html
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TAKEAWAYS
In 2023, big dreams collided with business
fundamentals. Investors cut back, and
Canadians pinched pennies. Not even
the popular lexicon was left unscathed:
you might have heard “ZIRP,” a slang term
for the “zero [percent] interest rate
phenomena” left behind in the boom
years.

All the while, the world kept changing.
Hype cycles accelerated while innovation
cycles shortened, meaning that influential
brands needed to adapt and evolve
faster than ever. But 2023’s Most
Influential Brands weathered the storm
through a combination of defensive plays
(fiscal discipline, shrewd cutbacks) and
big bets.

A modest success or an untapped niche
wasn’t enough in 2023. Over the course of
the year, just about every brand on this
list expanded aggressively in Canada,
from new features to new superstores.
And in 2023, just about every influential
brand shored up its position by building
mutually beneficial partnerships with
other high performers, extending their
reach and consolidating their influence.

But influence in 2023 wasn’t just about
scaling or spending — it was about
impact.

Amidst political polarization and
generational divides, 2023’s Most
Influential Brands acted as unifiers,
building harmony through broad appeal
and thoughtful engagement. In uncertain
times, they brought certainty to their
employees, their customers, and to
citizens.

And with brands under increasing scrutiny
from consumer activists and everyday
Canadians alike, accountability went
beyond basic business operations in 2023:
influential brands integrated corporate
and social responsibility into how they
handled social, political, and economic
matters.

In 2023, the big winners won big. And as
they look to the future, investment in
influence — Trustworthiness, Engagement,
Corporate Citizenship, Presence, being
Leading Edge, Utility and Empathy — will
be non-negotiable.
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With a world emerging from the COVID-19 crisis 
and facing a war in Europe, climate catastrophes, 
continued supply chain issues and of course 
economic uncertainty not seen in decades, 2023 
has certainly been a turbulent year. Canada’s 
Most Influential Brands have needed to adapt, be 
resilient, show empathy and provide assistance in 
new and different ways. Their edgy, 
unconventional and in some cases supportive 
nature is what makes them stand out in a 
crowded, competitive marketplace. They 
influence how we communicate, shop, spend our 
free time, celebrate, socialize and inform 
ourselves in so many ways. Moreover, the Most 
Influential Brands don’t just sell a product or 
service. They promote a strong sense of purpose 
and shape our world while connecting 
emotionally with people. Only those that strike 
the right balance of trustworthiness, engagement, 
being leading edge, corporate citizenship, having 
presence and empathy, while providing some 
utility, will truly make an impact.

Steve Levy, Ipsos Canada

2023 TOP 10 MOST INFLUENTIAL BRANDS IN CANADA

2023 marks the 13th consecutive year of the 
study and the results will be unveiled in 
February 2024 at the Ipsos Most Influential 
Brands event.

Each year Ipsos studies over 100 brands that 
spend the most on advertising in Canada on 
an annual basis and ranks their influence.
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