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The right to speak out vigorously on
governmental and corporate policies is one of the most staunchly
defended freedoms of the Western
World. The advent of modern public opinion polls, dealing as they do
with important political, social and
economic issues of the day help to
provide an opportunity to let government officials, public and private
institutions, and the public itself
know where the people stand on
these issues.
The usefulness of this mode of public expression is attested to by the
fact that every important democracy in the world has now one or more
competent public opinion research
organisation.
Dr. George H. Gallup
February 1981

70% of people worldwide say they are happy with their life up
from 60% last year, although just 42% believe that next year
will be one of economic prosperity for their country.
Six out of ten (63%) citizens worldwidesay they are religious,
while one in five (22%) say they are not and one in ten (11%)
consider themselves convinced atheists. In Africa and the
Middle East more than 8 out of 10 people (86% and 82% respectively) portray themselves as religious while 7 out of 10
say so in Eastern Europe and America (71% and 66% respectively) and 6 out of 10 (62%) in Asia, say they are.
A majority of world’s citizens agreed that men and women
benefit from the same rights in their countries (59%), though
significant proportions of adults worldwide still believed the
opposite (38%).
61% of those polled across 64 countries would be willing to
fight for their country, while 27% would not. However, there
are significant differences by region. At 83% willingness to
fight is highest in the MENA (Middle East North Africa) region while it is lowest in Western Europe (25%).
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what that will is. The right to speak
out vigorously on governmental and
corporate policies is one of the most
staunchly defended freedoms of the
World.’

GALLUP INTERNATIONAL
ASSOCIATION

VOICE

POLLING AROUND THE WORLD

VOICE
OF THE PEOPLE
2 0 1 5

What the World Thinks
Global and Regional Issues

P

ublic opinion is the new
world power that influences the great social
and economic movements
across the globe. Political
leaders are faced with a noisier,
more active and more diverse
electorate. Economic leaders
are also faced with a more
experienced, demanding and
unfaithful clientele.
The aim of this book is to help
you navigate through the constantly changing world. This
book will also help you better
understand the trends in public opinion and the main issues
in the key regions of the world.
The mission of WIN/Gallup
International is to give a voice
to the citizens of the world,
people who seek more democracy, freedom and justice. The
75 Members of the Association, covering all regions of the
world, all share the common
mission to say out loud what
people think within.
It is a difficult but yet so gratifying mission.
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FOREWORD
by Irina Bokova,
Director-General of UNESCO
The nature of peace is changing before our eyes. Until now, peace had been seen
as the opposite of war, but all bets are off now. We used to maintain peace by preventing aggression. In the present globalizing world, peace requires much more,
and it must start at home, within societies, across regions.
How can we sustain this balance? Political leaders are certainly essential, but peace
is too important to be entrusted only to them. Each of us has a role – ordinary
people across all societies are the guardians of peace.
They say that nothing is more volatile than time and public opinion. This is true as
long as time and public opinion relate to transient processes. However, if we analyse what F. Braudel called “slow processes”, we can see that public opinion plays a
central role in our fractured world today. Public opinion polls have developed key
mechanisms of democratic societies (“What presidential candidate should I vote
for?”) and as well as market economies (“Which product should I buy?”).
In an irreversibly globalized world, public opinion is steadily transcending state
boundaries. We don’t need sophisticated research techniques to prove this – we
need to explore the world as it evolves around us. All major conflicts of the last
decades were preceded by a decisive battle to win world public opinion. Likewise,
these conflicts were reconciled on the same terrain.
Did public opinion take this new role when the world was coming out of the Cold
War? It is hard to say because we have not yet had sufficient time to understand
fully this sui generis episode in the history of humanity. One hundred years from
now, every school learner will know the answer. Until then, we will have to learn
to better understand this major new player in our lives – the opinion of people
across the world.
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I. Does Global Public
Opinion Exist?
Introduction
by Kancho Stoychev

It is far from certain whether global public opinion exists, but there is hardly any
doubt that the struggle to dominate it is in existence – struggle getting ever fiercer.
This is no paradox: in human history nonexistent things have quite often both,
caused enormous tragedies, and produced mass outbursts of happiness. That’s the
way human mentality works – with illusion and reality intricately intermingled,
and the difference between the two – as Mark Twain said – like the difference between mermaid and a seal.
For decades the study of global public opinion has been conceived as simultaneous
polling, conducted using a common questionnaire in as many as possible individual countries. Meanwhile, the world has definitely and inexorably become something much more complex than simple conglomerate of nations…In the age of instant global communications new regional (not in the mere geographical sense!)
constellations are forming around almost every major internationally meaningful
event. Let us consider the most recent case of Ukraine. Some have hastened to
postulate that this is in fact the beginning of a new Cold War, new total East-West
confrontation. In the realm of public opinion however nothing of the kind has
happened; no such phenomenon has been registered on the geographic regional
level in human perceptions. In Europe itself something nontrivial has occurred –
one set of opinions emerges in Poland and the Baltic states, another quite different
one in Southern Europe and the Balkans; a third – in France and Germany. In
fact, on this issue, the geography of perceptions get together in the same region
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countries like Canada, Lithuania, Australia, Great Britain, the United States, and
Poland…And in another, separate region – Venezuela, China, Hungary, Serbia,
Cyprus appear together…
Contemplating the world through the prism of national states – the conventional
approach that still predominates – is turning increasingly unproductive and misleading. The reason for this phenomenon, in my view, is the central contradiction
of our time – the contradiction between the global economy and local political
regulation. Overcoming this contradiction will be a slow, difficult (and hopefully
– peaceful!) process. And the path toward globalization of politics will inevitably
– for the moment, it seems to me – lead through regionalization. Instead of an aggregate of nations mankind will see a complex balance between regions. Substantive political discourse will be conducted between regions, major conflicts will be
regional, natural and “imposed” alliances will be regional too. Political processes
can no longer be understood unless we start seeing them in regional terms, and
learn to analyze examine the bloody conflicts throughout the world through the
prism of struggle for the consolidation of regions, or for leadership within regions.
That is why, while I am in doubt about the existence of a global public opinion,
I am firmly convinced that genuine regional public opinions are emerging, and
they shape those opinions that we mistakenly continue to see and refer to as ‘national’ opinions.
The manifestations of genuinely global public opinion are rare, often fraught with
danger or illusion, and carry strong implications: ‘bird’ flu, prohibition of smoking, terrorism, “The Millennium Bug 2000”…
The manifestations of regional pubic opinion occur daily and have major practical
consequences.
I am convinced that the path to self-awareness of mankind as single entity passes
through the regionalization of human awareness, and that the task of the conscientious researcher of world public opinion is correct measurement and reflection
of the self-awareness of regions. The biggest difficulty of this endeavor is that depending on the specific object of investigation, the configuration of a region is
fluid and subject to change in each individual case…
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The Globalization of Public Opinion
by Marita Carballo

In recent decades many studies have been published about the globalization process and how it affects our societies. It has been shown how the forces driving the
process of cross-national integration started many centuries ago and it has
been convincingly demonstrated how this process has accelerated within the
last couple of decades due to the growth of information technology, the opening of markets in Asia, Eastern Europe etc.
We live in a world where global trends affect us all and public opinion seems
to be among the key elements shaping our democracies. Already back in 1922
Walter Lippmann stated that: “Representative government, either in what is
ordinarily called politics, or in industry, cannot be worked successfully, no
matter what the basis of election, unless there is an independent, expert organization for making the unseen facts intelligible to those who have to make
the decisions.” Lippmann, in particular, referred to the free press as the key
institution for the articulation of public opinion and today, more than 80 years
later, this seems to be as true as ever.
One of the consequences of globalization has been that over the last 30 years
the market research industries as well as social and political polling have gone
global. World opinion statistics are the product of opinion polls that are disseminated globally. They reflect the professionalization and strength of international research organizations’ networks that measure public views, values
and attitudes cross-nationally, and the availability of opinion information
from an expanding number of states worldwide. These kinds of surveys give
the citizens of the world the opportunity to communicate their opinions on
issues that affect their lives providing essential information for policy makers.
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The concept of “public opinion” owes its existence to a process by which opinion
polls were equated to public opinion during the twentieth century. They were
first administered at the national level and gradually multi-country surveys
started to spread. Hence, according to authors like Jürgen Habermas and Susan Herbst, the meaning of public opinion is historically contingent and fluent
– it changes with transformations in the social, economic, political, cultural
and technological structures.
The two terms of the concept “public opinion” have a long life in intellectual history. The meaning of “public” and the meaning of “opinion” have undergone
important changes. It is only during the Enlightenment that public opinion
becomes thinkable in its democratic sense as a collective voice of the popular
will.
Habermas explains that the idea of public opinion was the result of the
appearance in the 18th century, within a delicate balance of social and insti
tutional conditions, of a new social actor: the urban bourgeoisie standing between state and society. During the 1930s and 1940s, the idea of public opinion as a measurable quantity started to spread and was soon installed as a
symbol of democratic life.
The element of “public” in the opinion polls’ approach to public opinion refers to the sample of randomly chosen individuals who statistically represent
society or a specific group. The term “opinion” means private and individual
opinion: Opinions that are not necessarily expressed along a process of discussion and interaction with others. That is, the result of sample surveys are an
aggregation of individual opinions expressed to the interviewers in a private
sphere. Then, a public opinion expression is seen as an individual behavior
analogous to voting in an election.
Clearly surveys are the most objective measurement of world opinion. The
argument that the Internet represents world opinion has been recently put
forward by some commentators. Arguably, the Internet now provides individual level data of opinion expression through a totally new source and medium of information and communication. But the Internet in itself does not
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represent world opinion if it is not measured in a systematic and statistically
relevant way. This new medium is growing fast and will be used extensively
in the coming years throughout the world. For example, there is already some
opinion research work regarding quantitative content analysis of social networks and blogs in different disciplines of the social sciences, such as sociology, political science and social psychology. Nevertheless, even if the opinions
expressed through the Internet are scientifically measured, it is imperative
we remember that these opinions only represent those of a specific group of
world citizens that have access to it.

Surveys and Opinion Polls
Opinion polls have some important features that define their main characteris
tics. First, they are sponsored, designed and elaborated by different organizations within democratic societies, usually governmental and intergovernmental agencies, think tanks, academics and research companies. They are
usually published through the media to the general public. Second, opinion
polls entail an increasing rationalization of the expression of opinions by the
citizenry. As Herbst explains, people’s feelings and beliefs are channeled, labeled and analyzed. The third feature that characterizes opinion expression as
a consequence of the use of opinion polls is anonymity. Polls are based on the
guarantee that respondents’ answers are confidential.
The social sciences have always attempted to construct empirically grounded
explanations of social processes. The development of opinion polls provided
analysts with an instrument to collect systematic information about societies’
attitudes, beliefs, values and behaviors. This type of scientific and replicable
evidence is used by analysts to test hypothesis and explanations.
For many decades opinion polls were designed within the boundaries of
the nation-state. As the world becomes more integrated, political and social
challenges have become increasingly global, pointing to a greater need for understanding between nations and for finding global trends. Globalization is
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not just an economic phenomenon, but a political and cultural one as well,
and it is not new. What distinguishes globalization today is the speed and volume of cross-border contacts.
With the spread of democracy, communication technologies and the globa
lization of knowledge, the ability to design opinion polls across nations has
attained considerable importance. This phenomenon has two main reasons.
On the one hand, it permits comparative analyses, which is of key relevance
for social analysis. A major value of multi-country surveys is that they can
establish more effectively than ever before the existence of linkages between
properly aggregated survey data and societal level phenomena. Such linkages
are central to social theories and illuminate population tendencies that are
not covered by institutional data, such as psychological tendencies of social
reality.

Brief History of Opinion Polls: From National to Global
Although the roots of the survey method can be traced back to the 19th Century, George Gallup is usually credited for starting systematic public opinion
research. In 1932 he did some polling for his mother-in-law Ola Babcok Miller
in Iowa. Then in 1935 he successfully predicted Roosevelt´s victory in the 1936
US presidential election with 60.8 percent of the vote as against his Republican opponent Alf Landon´s 36.5 percent. The magazine Literary Digest, that
had forecast Landon´s victory against Roosevelt, employed a non-representative sample. The key features of survey research established by Gallup were
the use of random samples from a defined population, the use of standardized
closed questions to measure attitudes and demographic characteristics of respondents, the administration of face-to-face surveys by trained interviewers
and the quantitative analysis of the results. Shortly afterwards George Gallup
exported his approach to Great Britain in 1937 and France in 1938.
Cross-national surveys using a single common battery of questions had their
beginning in 1948 with the study How Nations See Each Other, followed,
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among others, by the 1956 International Stratification survey and the 1957 Human Concerns survey. One of the pioneering and most relevant analyses using
cross-national surveys was Gabriel Almond and Sidney Verba’s study on civic
culture which laid the foundation for the comparative study of public opinion.
In Europe, in 1962 Jacques-Rene Rabier, who was Director General of Press
and Information for the European Community, pioneered the first five-nation
cross-national survey of people’s attitudes towards European integration and
institutions, as the fore-runner of the Euro-Barometer. In 1970 Rabier carried
out a seven-nation survey to understand public attitudes for and against European integration. The results generated additional cross-national surveys in
1971 and 1973, leading to the launch of the Eurobarometer surveys in 1973.
These studies have been carried out every spring and fall since then, now
covering 29 member states and including candidates for membership and/or
countries of interest.
The other reason why multi-country surveys have gained importance has to
do with the increasing relevance of global issues. Globalization has created a
situation in which social problems affecting citizens are increasingly global in
their nature and effects. Those affected by specific decisions are no longer to
be found neatly in a single political entity. For example this is the case with
issues such as global warming, migration, transnational trade, war, or terrorism. Furthermore, according to David Held, there is currently a development
in the globalization process referred to as global governance which denotes a
shift from a world order of national governments to an emerging multilayered
system of political authority, from the local to the global. Global governance
refers to the formal institutions and organizations (e.g., the United Nations or
the World Trade Organization) that make the norms that govern world order.
World opinion understood as the expression of citizens representing various
countries entails a voice to be heard in order to give democratic legitimacy to
these processes.
Until the early 1970s, most cross-national surveys were largely focused on
affluent post-industrial societies, particularly in Western Europe, where there
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were networks of scholars, data archives and, moreover, the funds needed to
conduct research projects. But in recent years several new surveys cover exclusively non-Western countries as in the case of the Arab Barometer, the South
Asian Barometer and the East Asia Social Survey. And the World Values Survey, the Gallup World Poll, the WIN End Year Poll and Pew Global Attitudes,
Globescan, among others, include a diverse representation of non-Western
countries from all regions of the globe.
Many political and intellectual factors have contributed towards the internationalization of attitudinal and behavioral surveys. As the world has become
more interconnected through globalization, the social sciences have followed
the same path. The gradual expansion of the borders of the European Union
has played a direct role. The growth of electoral democracies has also probably
paved the way for the study of public opinion, since this development has secured the respect for freedom of expression and thus made possible the existence of independent social surveys free from political interference and overt
state censorship.
Since the mid 1970s, a number of multi-country surveys have been carried out
regularly, especially in Europe, and many are still conducted today. Among
the best-known, representative and high quality ones we should mention:
The Eurobarometer, which in its standard form runs every spring and
fall since 1973, is monitoring public opinion in the European Union member states. It is a program of cross-national and cross-temporal comparative social research, conducted on behalf of the European Commission
and is designed to monitor social and political attitudes. Originally meant
to measure public opinion across the union’s member states, it was sub
sequently expanded to include candidates to EU membership and also
third countries. The Eurobarometer comprises two standard editions
per year. It is a very high quality survey carried out simultaneously in all
participating countries, with rigorous methods of sampling and personal
face-to-face interviewing using common questionnaire with strict checks
of back translation.
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The Comparative Study of Electoral Systems: covering over fifty states it addresses the effects of electoral institutions on citizens’ attitudes and behavior,
the presence and nature of social and political cleavages, and the evaluation of
democratic institutions.
The European Values Survey and the World Values Survey: they are designed
to enable cross-national, cross-cultural comparisons of values and norms on a
wide variety of topics and to monitor changes in values and attitudes across the
world, providing information from nationally representative samples of more
than 90 countries comprising over 88 percent of the world’s population across
all continents. It covers a full range of social, economic, cultural and religious
topics. Started in 1981 as the European Values Survey, in 1990 it was replicated
as the World Values Survey, in order to widen the geographic scope, which until
then comprised only 22 countries. World Values Surveys are carried out every
five years in face-to-face interviews, using a standardized sampling universe of
adult citizens aged 18 and over. Fieldwork in each country is usually supported by funding within the given country and since 1990 participants from all
six continents have been involved in design, fieldwork, analysis and interpretation. Steadily extending its coverage from wave to wave, the WVS now covers
all regions, including several Muslim countries. Political scientists, sociologists,
social psychologists, anthropologists and economists have used this data to analyze topics such as economic development, democratization, religion, gender
equality, social capital, and subjective well-being.
European Social Survey is a biennial multi-country survey covering over 30
nations. It is conducted since 2001 with the purpose of measuring and explaining trends in attitudes, beliefs and values across countries in Europe and
its close neighbors. Its declared goals include to chart stability and change in
social structures, conditions and attitudes in Europe and to interpret how Europe’s social, political and moral fabric is changing; to introduce indicators of
national progress, based on citizens’ perceptions and judgments of key aspects
of their societies; and to facilitate the training of European social researchers
in comparative quantitative measurement and analysis.
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The Pew Global Attitudes Survey is a nonpartisan institute based in Washington, DC, that starting in 2001 has released more than 20 major reports on
a broad array of subjects related to world affairs.
WIN/Gallup International Association’s End of Year Survey, ongoing since
1977 and Voice of the People Surveys initiated more recently, are global polls
of the public’s views on the challenges that the world faces today. The understanding that giving a voice to the people is one of the responsibilities of market researchers has always been at the core of the founding philosophy of our
association. Our polls cover 75 countries in the six continents including India,
China, several countries in Africa, the Middle East and Muslin countries.
Also deserving mention, among others, are the Gallup World Poll, the
multi-country barometers inspired by the Eurobarometer (Latinobarómetro,
Afro Barometer, Asian Barometer, Arab Barometer and Eurasia Barometer),
Globescan polls, the Comparative National Elections Project, the European
Voter, the German Marshall Fund’s Transatlantic Trends, the European Quality
of Life Survey, and Young Lives: an International Study of Childhood Poverty.
The expansion of survey research throughout the world has been fast and
far-reaching. Starting in a handful of wealthy industrialized Western countries
during the 1950s and 1960s, by the early 1980s cross-national public opinion
polls were being carried out on a regular basis in North America and most of
Europe. Regular coverage of Latin America and Asia started during the 1990s,
and over the past decade the Middle-East and Africa have begun to see systematic cross-national public opinion polls research. For obvious reasons the
events that followed in the wake of 9/11, which galvanized interest in global surveys among the international relations and foreign policy community, have
played a significant role in this development.
Public opinion research has quite early felt the stimulus of globalization, but
only since relatively recently can it be considered a truly global phenomenon.
This expansion of cross-national surveys to the six continents however has also
raised critical questions about the quality and comparability of these studies.
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Cross-National Surveys: Some Methodological Issues
It is of vital importance to be fully aware of the methodological issues involved
when reading or analyzing multi-country surveys to evaluate quality.
The World Association of Public Opinion Research (WAPOR), and the European Society for Opinion and Marketing Research (ESOMAR) guide to
opinion polls stipulate clearly the descriptive criteria required, which can be
summarized to these main issues:
(1) the name of the organization carrying out the survey in each country
(2) the universe effectively represented
(3) sample size and its geographical coverage
(4) weighting used, dates of fieldwork
(5) sampling method
(6) type of interview (personal, telephone, internet, mail, etc.)
(7) criteria of supervision
(8) the questions asked.
The problem of wording needs special attention. One of the effects of globalization has been the adoption of more strictly standardized questionnaire
content, but this itself could be a source of non-comparability. Because of that
special attention must be paid to evaluating how different words and concepts connote in the different languages and cultures in which the polls are ad
ministered. Questionnaire designers at the coordinating team need to spend
time assuring that the survey instrument is well translated so that different
cultural contexts do not hinder comparability. This is particularly the case
with questions that employ abstract categories.
Specialists refer to this as the process of semantic and conceptual equivalence.
The former refers to words and sentence structure in the translated text expressing the same meaning as the source language. The latter implies that the
concept being measured needs to be the same across groups, although the
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wording to describe it may need to be adjusted to the context. Piloting is crucial to ensure applicability. Another technique used to avoid discrepancies in
the translation of a question from one language into another is to translate the
question and then translate it back again using a separate translator. However,
while some experts believe that this is the most appropriate although not perfect way to ensure language equivalence, others argue that it is merely a procedure for checking translations or a method of achieving linguistic equivalence
without necessarily better taking into account contextual factors.
Due to the diverse social conditions and backgrounds under which research
is conducted in different parts of the world, the worldwide spread of public
opinion surveys does not necessarily involve the standardization of research
tools. Emerging democracies have relative social heterogeneity when compared to their Western counterparts which creates a challenge to drawing representative samples. In addition, their high levels of poverty and low levels of
infrastructural development mean that these societies often have limited or
inadequate population statistics and sampling frames for use in sample design
and selection. Collaboration with local survey researchers from the countries
concerned is of paramount importance for the coordinators of cross-national
surveys. Such partnership is also helps to gain legitimacy in each country.
An important factor affecting data quality in multi-country surveys has to do
with the sampling frames used in different environments. The standard of academic acceptability has normally been a probability sample with a size of ~1000
(with a confidence interval of ±3%). But in many countries, due to cost reduction reasons or the customary working routine of the local team, variations from
simple random sampling often have to be used, which can result in the reduction of the effective sample size, affecting representativeness and comparability.
The quality of data collection is another key issue in cross-national surveys.
In some countries the training of the field force may be insufficient leading to
greater interviewer variability in the conduct of the interview, which might
affect the quality of results. Besides, difficult access to some urban and rural
locations might make it hard for interviewers to reach designated respondents
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and/or the selected sampling areas, whose boundaries might be imprecise due
to the lack of census records and maps. All these aspects have to be taken into
consideration at the design stage and made explicit when results are published.
But despite these challenges and limitations, cross-national survey research
is invaluable for establishing generalities about human behavior. As scholars
have pointed out, the availability of regular large-scale multi-national surveys
allows us to shift the focus of our work from the analysis of countries to the
study of diverse institutional and societal contexts instead, from the comparison of individuals and groups in one nation to the observation of people living
in different types of societies, as well as to the linkages between culture, social
structure and institutions.
As the constitution of the World Association for Public Opinion Research states,
“public opinion is a critical force in shaping and transforming society. Properly
conducted and disseminated, survey research provides the public with a tool to
measure opinions and attitudes in order to allow its voices to be heard.”

Conclusions
Personally, I have devoted my professional life to the study and application
of public opinion surveys, mainly in the global or regional arena. The biggest and most important cross-national project that I became involved in
the early 1980s has been the World Values Survey, at that time confined to
Europe. I took part in its six waves, contributing to the questionnaire design
and working on the scientific committee. Likewise, during my 20 years as
head of Gallup in Argentina and as member of the board of Gallup International since 1982 I was involved in the End of Year Poll and also did global
work for many clients such as Transparency International, the World Bank,
the UN and the World Health Organization, among others. And as Global
Head of the TNS Political and Social Sector I was responsible for the Eurobarometer. Today, at Voices Consultancy and as member of WIN my role is
mostly international.
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My experience both in the academic and the commercial fields has shown me
that we can learn a lot from cross-national surveys: robust findings of a wide
range of empirical investigations in political science have strong implications
for policy.
I share the notion that surveys help, indeed are invaluable to fuel improvements in the design of policies to deal with universal problems such as
health, education, crime, terrorism, justice, the environment, etc. Not only
do they provide useful guidance to government officials, researchers and
scientists, but by the insight they supply they can also make private citizens
better aware of the ideas, values, feelings and expectations of people across
the world. I strongly believe that by allowing better understanding of both
differences and shared values, cross-national surveys on social and political
issues, attitudes and opinions provide convenient space and opportunities
for dialogue, and thus can help find common ground and build international consensus.
The goal is to generate through this better knowledge an informed and more
balanced attitude toward others, enabling that all different positions and viewpoints are understood and received without violence. In this way, making the
Voice of the People heard through surveys can contribute to making our world
a better and more integrated place.
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Global Public Opinion: a valid proxy
for the global ‘body politic’
by Doug Miller
For the first time in history, it can be successfully argued that global public
opinion exists in sufficient measure to be called a singular entity, mainly due
to the high penetration of global news coverage and the Internet creating a
common agenda. However, the research industry needs to continue working
to fill out its representation of the planet’s seven billion inhabitants.
Global public opinion is being measured scientifically and regularly by a number of research agencies and networks using acceptable research standards in
countries around the world. And the results are being increasingly reported and
used as “global opinion” by large media outlets and international institutions.
Reliably measuring the views of what could be called the “global body politic”
is a significant feat for the survey research profession. At the same time, it
must be admitted even by those of us who conduct this international research
that global surveys systematically exclude significant numbers of countries as
well as the poor and ultra-poor within participating countries.
So-called global polls are often only conducted in 20 to 30 countries, not nearly
enough in a world with over 200 countries. Gallup International Association’s
annual 60-country poll is an improvement, but still falls short. A relatively new
entrant, Gallup Organization’s ‘World Poll,’ is now being conducted yearly in
160 countries. A central problem here is the lack of financial resources that are
dedicated to support transnational research, whether academic or commercial.
The second problem of representation relates to the under-representation of
marginal groups within countries surveyed, especially the very poor. This is
due to a number of factors including methodologies (for example, those that
rely on mobile telephone ownership or especially Internet connectivity); endemically high refusal rates among those with no formal education; and the
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infrequent use of plain-language questionnaires where the level of comprehension is appropriate for ultra-poor respondents.
For example, the literacy rate in India stands at 74 percent (according to the
UN; just 65% for women). This suggests that as many as 300 million Indians
may be regularly under-represented in typical public opinion surveys due to
level-of-language or other barriers, out of a total ultra-poor population of 400
million.
Clearly, the poor and ultra-poor also have views that matter, especially in
countries with universal suffrage like India. While the poor are predominately
focused on their own village/community and on meeting daily needs, they
have a wealth of life experience and a perspective that deserve to be heard and
understood.
Initiatives like the UN Development Programme’s “Million Voices: The World
We Want” (2013), the World Bank’s “Consultations With The Poor” (1999),
and the GlobeScan Foundation’s “Survey of the Poor” (2015/16), are all attempts to bring the voices of the 1.2 billion people living on less than $1.25 per
day into global public opinion.
While we in the research industry need to continue closing these two important
gaps in our global representation – including more countries in global polls,
and being more inclusive of the poor and ultra-poor – there is persuasive evidence that the global public opinion that we currently measure is a valid proxy
for the engaged “global body politic” that most influences global governance
and policies today.
To demonstrate that global public opinion not only exists but that it behaves in
a manner consistent with a singular entity, we will draw from a large body of
tracking research GlobeScan and its research partners have conducted mainly
across Group of 20 (G20) countries over the last 15 years.
First, we explore what we consider to be a key underpinning of global public
opinion – a common agenda created through the pervasiveness of news cover
age and the penetration of the Internet – based on survey research GlobeScan
has conducted for the BBC.

30

I. Does Global Public Opinion Exist?
The 2006 BBC/Reuters Trust in Media Poll revealed strong demand across
all 10 countries surveyed and all age groups for news: seven in ten respondents (72%) reported following news closely every day - including two in
three (67%) in the 18-24 age range.
More recently, GlobeScan’s 26-country BBC World Service Poll released in
March 2010 revealed that 63% of home Internet users reported spending
more than three hours a week on-line for non-work purposes. This figure
would be significantly higher if measured today because of very large increases in Internet penetration in countries around the world during the
last five years. In fact, an elaboration of data from the International Telecommunications Union and other sources suggests that fully 100 countries will have greater than 50% Internet penetration in households by the
end of 2015.
This close attention to news coverage, both on and off line, together with the
explosive growth in Internet penetration in recent years, has helped form
an international “body politic” with shared information and a common
trans-national agenda.
As a result, global opinion has become more unified compared to when GlobeScan started global polling in 1999. Public opinion across the world was
far from singular as recently as the turn of the century. In fact it was quite
fragmented, with citizen views in developing countries at odds with those in
the industrial world.
For example, in GlobeScan’s Millennium Poll conducted in 1999 across 23
countries, we found significant differences between citizens of G7 countries
(Canada, France, Germany Italy, Japan, the UK and the USA) and those in
emerging economies – in their levels of consumer empowerment and activism (G7 high, the rest low), and in their views of the relative roles of government, companies and NGOs (with NGOs seen as an important source
of leadership in G7 countries while government leadership predominated
elsewhere).
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The same was true in GlobeScan’s first few international surveys on the environment in 1997 and 1998, which revealed G7 citizens more concerned
about global impacts of pollution and about chemical risks, compared to
citizens in emerging economies. For their part, citizens of emerging economies, including the so-called BRIC countries (Brazil, Russia, India, China),
were more concerned about the local impacts of pollution on their health,
and more inclined to see the benefits of chemical fertilizers outweighing
their risks.
This systemic difference between citizens in industrialized countries and
those in emerging economies has largely disappeared over the last 15 years
of GlobeScan’s global tracking, reinforcing our view that global public opinion is a valid entity to study and discuss.
Minor differences continue to exist between developed and developing
countries, but the views often trend in the same direction over time, suggesting a measure of congruence. Where significant differences still exist,
views in G7 countries and the BRIC have sometimes surprisingly actually
reversed polarity.
Let’s examine three examples of how global views have evolved over the last
decade and a half to illustrate why we have reached these conclusions: first
on climate change, then on globalization, and finally on hope for the future.
First, a few words about the way we have chosen to portray the data in the following charts. Given the constraints of black-and-white publishing, including line
charts of each country’s results to each question was not seen as feasible. So we
have charted average results for G7 countries and for BRIC countries, weighting
each country’s results equally. Like many data series, there are holes in GlobeScan’s
tracking with not all G7 and BRIC countries included in all years of the line charts.
These exceptions are noted under each chart. The worst case is on the first chart
where no Japanese or Italian data is included at all in the G7 average even though
GlobeScan has data from these countries for some of the years. In the interest of
transparency, GlobeScan is providing all related data in tabular form in an Appendix so the reader can study and portray the data in the manner they prefer.
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Climate Change
The earliest international survey exploring views on climate change or global
warming was conducted in 1992 by the Gallup International Institute (about
the same time as a similar University of Chicago study). The Gallup study
revealed a ten percentage point difference in the proportion of citizens of G7
countries (sans Japan and Italy) seeing the issue as “very serious” compared
to citizens of BRIC countries (see chart). A similar ten percent higher rating
by citizens of G7 countries compared to those in BRIC countries was revealed
when GlobeScan asked the identical question (with permission) in 1998.
Figure 1

Seriousness of Global Warming
“Very serious,” BRIC vs G7 (without Japan and Italy),
1992-2014

BRIC includes Brazil, China, India, and Russia. G7 includes Canada, France, Germany, UK, and USA.
Brazil not asked in 2013. Canada not asked in 2011. China not asked in 1992. France not asked in 1992,
Russia not asked in 2012 (Source: Gallup International Institute’s Health of the Planet survey

This statistically significant division in global opinion was consistent with
what was observed on a number of global topics prior to the turn of the Century, reflecting generally a more local focus and concern among citizens of
BRIC countries compared to their peers in G7 countries.
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As this tracking chart indicates, from the year 2000 onwards this division of
opinion has sometimes disappeared but also has reversed as the level of concern in G7 countries (sans Japan and Italy) peaked around the time of the
2009 UN Climate Summit in Copenhagen and has since declined, to end in
2014 fully 20 percentage points below the level of 22 years earlier (in 1992).
Citizens of BRIC countries today are ten percentage points more likely to say
the issue is “very serious” than their peers in G7 countries.
Further research by GlobeScan suggests this reversal has been driven on the
one hand by extreme weather events in BRIC countries attributed by the local
media to climate change, and on the other hand, by a preoccupation with economic issues among G7 citizens that has pushed down their environmental
concerns.
Figure 2

Views on Globalization
“Positive,” BRIC vs G7,
2001-2011

BRIC includes Brazil, China, India, and Russia. G7 includes Canada, France, Germany, Italy, Japan, UK, and
USA. Brazil not asked in 2003. Canada not asked in 2011. China not asked in 2001. Italy not asked in 2011.
Japan not asked in 2004 or 2006.
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Views on globalization have evolved over the last 15 years as well, demonstrating a relative homogeneity of opinion between the citizens of G7 countries (all 7) and those of BRIC. Both sets of publics viewed economic globalization most positively immediately following the 9/11 attacks on the US. Since
then, positive views have slowly declined across G7 countries. A larger decline
in positive views has occurred among BRIC publics, ironically the very ones
who supposedly had the most to gain from the outsourcing of jobs from G7
countries that occurred over this period.
But the main point here is that the views of citizens across G7 and BRIC countries on globalization over the last decade have acted as if they are part of the
same body of opinion. For example, it is easy to imagine a chart tracking the
different views of men and women looking very similar to this.

Hope for the Future
Figure 3

Our Children and Grandchildren Will Have a Higher Quality of Life than We Do Today
“Agree,” BRIC vs G7,
2001-2012

BRIC includes Brazil, China, India, and Russia. G7 includes Canada, France, Germany, Italy, Japan, UK, and
USA. Brazil not asked in 2003 and 2009. China not asked in 2001 and 2002. Italy not asked in 2012. Japan
not asked in 2007 and 2012.
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One of the very few topics where we have found significant differences still
exist between the views of G7 and BRIC citizens is related to hope for the future. GlobeScan has asked a question across G20 countries for over a decade
on whether respondents think their children and grandchildren will have a
higher quality of life than they themselves have today. As the trend chart on
the right shows, there has been a growing divergence in views on this over
the last decade between citizens of G7 and BRIC countries. The GlobeScan
Foundation’s Hope Index pilot survey in 2013 confirmed this pattern, with
the UK and US expressing the least amount of hope of any of the 12 countries
surveyed on this very question.
In conclusion, with some exceptions (like hope for the future), GlobeScan’s
evidence from 15 years of tracking opinion across the G20 countries reveals
increasing convergence, or congruency, of opinion between citizens of G7 and
BRIC countries, suggesting that global public opinion can indeed be considered a singular entity, and hence a worthy subject for study and use in global
affairs.
It is both surprising and comforting at the same time that people around the
world share similar concerns and aspirations, as well as a similar agenda of
global issues –with all the rich cultural complexity and differences in perspective that we humans can deliver in even small groups, let alone across tens of
thousands of interviews worldwide.
This suggests that international comparative research is a field with much
potential for opportunity and influence, especially if we in the research industry continue to close the two important gaps in our global representation:
including more countries in global polls and being more inclusive of poor and
ultra-poor citizens.
At very least, we believe we have presented persuasive evidence to claim that
‘global public opinion’ as measured by the research industry’s current best
practices is a valid proxy for the engaged “global body politic” that most in
fluences global culture, governance and policies today.
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Figure 4

Views on Globalization

“Positive,” BRIC vs G7, 2001-2011
Total Positive (Very positive + Somewhat positive)
2011 W2

2009

2006

2004

2003

2002

2001

Brazil

62

62

52

72

NA

62

64

Canada

NA

58

60

67

63

74

67

China

47

58

46

60

76

75

NA

France

36

32

38

35

30

37

29

Germany

53

52

43

55

61

77

51

India

47

43

64

73

70

79

70

Italy

NA

55

55

53

59

61

57

Japan

61

57

NA

NA

24

33

46

Russia

27

34

23

28

26

33

37

United Kingdom

61

60

63

67

69

73

60

USA

52

60

65

65

70

76

68

Q21Bt. As you may know, there are both positive and negative impacts from increasing globalization
occuring in the world. By globalization, I mean the increased trade between countries in goods, services
and investment. Thinking of you and your family’s interests, do you think the overall effect of globalization is very positive, somewhat positive, somewhat negative or very negative?
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Analyzing Key Trends in Global Public Opinion
By Richard Wike
In many nations around the world survey research has become a mainstay of
national politics. Polls inform political debates, track the fortunes of political leaders, and over time they provide a rich portrait of political and social
change in a country. But with the growth of cross-national survey research,
polling has become an integral feature of international politics as well. Today,
we can say a lot about how people around the world view important issues in
global affairs.
If anything, survey research is especially valuable in world affairs, where debates are often shaped by politicians, journalists, business leaders, and other
elites. Obviously, these elites make significant contributions to discussions
about major global issues, but it is also important that the voices of ordinary
citizens are heard. And polling, when well designed and executed, can provide
a platform for those voices.
At the Pew Research Center, we study global public opinion through
large-scale cross-national surveys that include countries from regions
across the globe. In 2014, for instance, we conducted a survey in 44 nations from Europe, Asia, Latin America, Africa, and the Middle East,
as well as the United States, covering approximately 79% of the global
popul ation. Typically, we report most of our findings at the country level. Of course, one potential approach to analyzing a large cross-national
survey would be to aggregate the results into a single “global” sample,
weighting the data to reflect global population parameters or the population distribution across the countries in the study. However, given
the centrality of the nation-state to international politics and economics,
we believe the country level works best for our research, which largely
focuses on current political and economic issues. So we focus on comparing attitudes across nations, and tracking changes over time within
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nations. Still, this doesn’t preclude us from identifying and analyzing
patterns at the global or regional levels.
One advantage of analyzing a large global survey at the nation state level
is that it allows a researcher to have a fair amount of analytical flexibility.
You can keep an open mind when looking for key patterns and trends in
the data. Occasionally, there may be a global consensus (or near consensus) around an issue; and often, opinions differ across major regions.
Or maybe the key dividing lines are between countries at different stages
of economic development. Or perhaps attitudes diverge along religious
lines – predominantly Muslim, or predominantly Catholic nations, for ex
ample, may have different views from the rest of the world. And even as we
look for big patterns in international public opinion, we shouldn’t forget
that sometimes the most interesting stories are at the country level. A researcher should select the analytical approach that best captures the story,
and best explains the data.
Below, I review three major trends we’ve observed over the last few years in
our international studies at the Pew Research Center: widespread concerns
about inequality, changes in America’s global image, and shifting assessments
of life satisfaction. For each of these, a different analytical lens seems most
appropriate.

A Global Consensus on Inequality
Few topics in international politics and economics have received as much attention over the last few years as inequality. The Occupy Movement helped put
it on the agenda in the United States and other nations. Meanwhile, French
economist Thomas Piketty’s best-selling book, Capital in the Twenty-First
Century, has renewed intellectual interest in this topic.
The economic statistics on inequality are eye-popping. According to a 2013
Crédit Suisse report, people with a net worth of more than 1 million USD
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represent just 0.7% of the world’s
population, but they control 41% of
the world’s wealth.
This imbalance of wealth hasn’t gone
unnoticed among global publics. In
fact, it is one of the few issues in our
polling where we see a truly global
consensus. In the spring 2014 Pew
Research Center Survey majorities
in all 44 nations polled described
the gap between rich and poor as
a big problem facing their country. And majorities in 28 countries
rated it a very big problem.

Figure 1

Inequality Seen as a Major Challenge

Gap between the rich and the poor is a problem
Very big
problem

Moderately
big problem

Net

Nations where the effects of the
Great Recessions were especially
severe – such as Greece, Spain, and
Italy – had large shares of the public
describing inequality as a very big
problem. However, even in countries that have enjoyed relatively
high levels of economic growth in
recent years, there is a widespread
belief that the rich are reaping the
benefits, while others are being left
behind. Regardless of how wealthy
a country is, or what growth rate
it has recently experienced, people
tend to believe the gap between rich
and poor is a serious challenge.
Source: Spring 2014 Global Attitudes survey.
PEW RESEARCH CENTER
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America’s Evolving Global Image: A Regional Story
The November 2008 election of Barack Obama brought about a sea change
in America’s image abroad. His predecessor, George W. Bush, was largely unpopular around the world, as were his policies, especially the war in Iraq and
his administration’s anti-terrorism efforts. Obama, in contrast, was well-liked,
and following his election there was considerable hope that he would bring a
new approach to U.S. foreign policy.
In most of the nations we regularly survey at Pew Research, favorability ra
tings for the U.S. improved significantly after Obama moved into the White
House. And even though some publics now express a bit of disappointment
in Obama, and even though ratings for the U.S. have slipped somewhat since
2009, America’s overall global image is more positive today than it was in the
final years of the Bush era.
In many ways, however, America’s current image can best be understood
through a regional lens. Overall, the highest favorability ratings for the U.S.
are found in sub-Saharan Africa, although this is not necessarily being driven
by Obama’s popularity. Sub-Saharan Africa was the one region of the world
where ratings for the U.S. remained generally strong during the Bush years.
George W. Bush was largely popular in the African nations we surveyed.
Obama has also received consistently high marks, and America’s image has
remained very positive in the region.
The “Obamamania” of the 2008 campaign was always strongest in Europe,
and the improvement in ratings for the U.S. that followed Obama’s election
were especially dramatic in European nations. For example, in 2008 – Bush’s
last year as president – just 42% in France expressed a favorable opinion of
the U.S., but this jumped to 75% in 2009. And the gains in France have had
staying power – in 2014, 75% once again said they had a positive view of the
U.S. Overall, a median of 66% gave the U.S. favorable marks across the seven
EU nations polled in 2014.
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Similarly, a median of 66% express
a favorable opinion across the 11
Asian countries polled. Still, there
is significant variation in Asia,
ranging from a remarkable 92%
favorable rating for the U.S. in the
Philippines to a dismal 14% in Pakistan. The median percentage with
a positive view of the U.S. in Latin
America is 65%, although there is
somewhat less variation in the region, ranging from 80% positive in
El Salvador to a low of 36% in Argentina.

Figure 2

Generally Favorable Views of the U.S.,
Except in Middle East
Median favorable views of U.S., by region

*Global median of 43 countries not including U.S.
Note: Russia and Ukraine not included in Europe median.
Source: Spring 2014 Global Attitudes survey.
PEW RESEARCH CENTER

The trouble spot for America’s image remains the Middle East. This was true
during the Bush years and it remains so today. Despite the Obama administration’s efforts to improve impressions of the U.S. in the region – including
his famous Cairo address in June 2009 – anti-Americanism is still rife in the
region. Indeed, in several countries the negative attitudes towards the U.S. that
were so common under Bush have grown even more pervasive under Obama.
Only 10% of Egyptians express a positive opinion of the U.S., down from 22% in
2008. Across the region, a median of just 30% hold a favorable view of America.

Life Satisfaction Improving in Emerging Markets
In recent years, there has been tremendous growth in research on the “economics of happiness,” and on the factors that lead people to have happy, or
unhappy, lives. To explore the issue of life satisfaction, we included the Cantril
Ladder question on the spring 2014 Pew Research poll. This classic survey
measure asks respondents to place themselves on a “ladder of life” that has
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a 0 to 10 scale. The exact question
wording is:
Here is a ladder representing the
“ladder of life.” Let’s suppose the top
of the ladder represents the best possible life for you; and the bottom, the
worst possible life for you. On which
step of the ladder do you feel you personally stand at the present time?

Figure 3

Life Improving for Emerging Economies

On a ladder of life from 0 to 10, on which step do you stand
at the present time? Percent saying 7,8,9 or 10

Looking at the 28 countries where
we asked this question both in 2007
and 2014, there were very different changes over time in countries
with different levels of per capita
income.1 Across, the 9 economi- Note: Medians by country economic categorization.
include only the 28 countries surveyed in both
cally advanced nations polled, a Medians
2007 and 2014.
median of 54% rated their lives a 7 Source: Spring 2014 Global Attitudes survey.
or higher on the 0-10 scale in 2014, PEW RESEARCH CENTER
about the same as the 57% registered in 2007.
Meanwhile, across the 14 emerging markets surveyed in both years, life satis
faction rose dramatically. In 2007, a median of 33% rated their lives a 7 or
higher, but seven years later this had risen to 51%, almost converging on the
level of life satisfaction found in richer nations. The 5 developing countries
polled also showed significant improvement, with the median percentage rating
their lives a 7 or above increasing from 16% to 25%.
Clearly, the economic fortunes of nations over the last few years have had a
major influence on how people feel about their lives. While the EU, the U.S.,
and other wealthy nations have struggled with a financial crisis and economic
downturn, many emerging markets have enjoyed continued economic suc1F
 or more on the methodology used to classify countries into the categories of advanced economies, emerging
markets, and developing economies, see http://www.pewglobal.org/2014/10/30/appendix-a/.
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cess. Many of the largest gains in life satisfaction have occurred in countries
like China and Indonesia that experienced some of the strongest GDP growth
in the 2007-2013 period. In contrast, life satisfaction has declined in nations
such as Spain and France that have struggled economically since the onset of
the European financial crisis.

Conclusion
As long as the nation-state remains the fundamental unit of international
politics, comparing and contrasting public opinion at the national level will
continue to have a great deal of value for debates about key global issues. However, this should not preclude researchers from using cross-national data to
identify global trends; make regional comparisons; or develop non-regional
categorizations based on economics, religion, culture, or other factors.
At the same time, researchers should certainly consider alternative ways of
conceptualizing public opinion that are not limited by national boundaries.
For instance, one could imagine studies of cross-border ethnic groups – the
Kurds, for example, or maybe the ethnic Chinese diaspora in Asian nations. In
the future, globalization and the continuing growth of communication technologies may make it easier to form communities of different types across national borders, which could create new opportunities for this type of research.
And potentially, ignoring all borders and aggregating public opinion at the
global level, creating a truly global sample, could prove instructive, and could
offer useful context for understanding national and regional views.
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Thinking About the Who, What and How of
Global Public Opinion
by David A. Jodice

Introduction
Globalization has been advancing over the past 60 years, accelerated by the
collapse of most communist polities, the expansion of regional markets and
free trade agreements, and the declining real costs of travel, transportation
and communication. This expansion has fueled both the growth of the global
market research sector and the concentration of the industry into several large
and evolving multinationals, such as Kantar/TNS, IPSOS/Synovate, Nielsen,
GfK, the Gallup Organization, as well as non-profit research entities such as
the Gallup International Institute and the Pew Research Center.
The market research industry has been able to expand and operate almost
without limits (excluding US and international sanctions which have applied
to a very limited number of countries). Few, if any, countries have put limits
on market research, generally being eager to provide a license to locally-registered businesses. While some annual reporting on all forms of market research
(especially those by or for foreign clients) is required by some countries (China being an important example since 1999), these post-facto requirements
have not hindered the growth of the industry.
The same cannot be said for public opinion research in its fullest sense: collecting data on private opinion and making the results public. In fact, political
opposition to public opinion polling (in the classic Western sense) is widespread and growing, putting survey practitioners who conduct polls (even if
they are not releasing them) at serious risk to their business, their liberty and,
in some cases, their personal safety. These are among the issues we will address in the following pages.
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In the past 30 years, D3 has conducted thousands of quantitative surveys on a
wide variety of topics in over 120 countries. However, due to the distribution
of surveys over time, space and topics, we have not yet collected a body of
data that would constitute a global opinion survey. As a commercial firm, we
are driven by client demand for data-based insights, so our focus has shifted
accordingly. As founders or co-owners of firms in the Balkans, South Asia and
Africa, D3 has participated in a number of WIN/GIA End of Year and Voice of
the People Surveys since 1997. We have also conducted a diverse array of media surveys as part of global audience measurement for both the BBC (since
1993) and the Broadcasting Board of Governors (VOA, RFE/RL, etc.) since
1999. The largest regional survey we have conducted for the BBC was a 2008
survey into 19 Arabic-speaking countries, in support of the launch of BBC’s
Arab satellite channel.1

D3’s “Women in Muslim Countries” Survey Program
D3 has also funded its own multi-regional (not quite global as of early 2015)
survey of “Women in Muslim Countries” which, since 2007 has conducted 33
F2F or CATI surveys in 26 countries. While we certainly need to add populous Muslim-majority countries in Africa and South-East Asia to our WIMC
program, we have conducted our own surveys (or added the WIMC questions
to client-funded surveys) in the following Muslim-majority and selected Muslim-minority countries: Afghanistan (5 surveys), Bahrain, Bangladesh, Bosnia & Herzegovina, Egypt (2), France, Iran, Iraq (3), Italy, Jordan, Kazakhstan,
Kosovo, Kuwait, Kyrgyzstan, Lebanon, Oman, Pakistan, Qatar, Saudi Arabia,
Spain, Sudan, Syria, Tajikistan, Turkey, United Arab Emirates and Yemen.
Looking ahead, we anticipate surveying Muslim Women (and Muslim men as
resources permit) in such key countries as Indonesia, Malaysia and among the
large Muslim population in India. 2
1 For more on D3 Systems, Inc., please click on www.D3Systems.com.
2 For more on D3’s WIMC’s program, please write to WIMC@D3Systems.com.
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The topics of the WIMC surveys were originally based on the United Nations
CEDAW – the Convention of the Elimination of All Forms of Discrimination
Against Women. Since WIMC’s inception in 2007, in cooperation with our
academic and commercial research partners, we have developed the research
content to cover a wide variety of issues related to the well-being and future of
Women in Muslim Countries:
• Women’s Status and Rights,
• Self-Perception of Rights and Status,
• Access to Health Care, Media and Financial Resources,
• Experience with the Court System, and
• Political Participation and Efficacy.

Thinking about Global Public Opinion – WHO
There are really two dimensions to the Who question. First, as Richard Wike
of the Pew Research Center has noted the continuing “centrality of the nation
state to international politics and economics” we agree that the nation-state
is likely to remain the focus of policy, research and opinion polling for the
foreseeable future.
• W
 hich countries must be included in any global survey? And which
countries or territories could be excluded without undermining the
global coverage?
• A
 nd, what populations must be included in order to have representative samples of each country or territory in our design and what
populations or sub-populations can we exclude?
For the moment, we are leaving aside the newer idea of true global polling
– where the population of the entire planet is the sampling frame and data
collection is organized around larger geographic areas than the nation-state
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and by linguistic and cultural zones. Changing the design from a collection
of surveys of nation-states ranging across the globe to one global survey, does
not eliminate the need to define coverage, draw samples and implement field
work. And, obtaining funding for that type of global poll would be much more
difficult than the current practice of country-by-country research. 1
Most survey practitioners think of public opinion research as the collection of
data in a systematic, replicable and explainable way on the private opinions of
the general population, generally representative of one or more nation-states.
We expect this to continue for at least four reasons:
• Th
 e structure of the demand for and supply of market research
(which often provides the continuing infrastructure on which opinion research operates, particularly in less developed countries),
• Th
 e organization of national governments and international bodies
which are the major funders of opinion polling and closely related
research on media usage & attitude and development (increasingly
monitoring & evaluation of public programs),
• M
 edia reporting which is organized around countries and country-specific topics, and
• Th
 e structure of the academic community which places great emphasis on subject matter expertise organized around countries, languages and cultures.2
In addition to the issue of coverage by nation and/or cultural groupings, we
have the concern of the exclusion of substantial sub-groups due to design and
1 With a global population of approximately 7,255,000,000 spread over 223 countries and territories, 37% are living
in the top ten countries by population: China, India, USA, Indonesia, Brazil, Pakistan, Bangladesh, Nigeria, Russia
and Japan. To be credible and interesting outside of the survey countries, any global survey would have to include a
wider array of nations.
2 The BBC is the leader in conducting large-scale multi-country, multi-regional surveys as reported by Doug
Miller of GlobeScan. In a very different context, D3 conducted two series of opinion polls in conflict environments
(Afghanistan and Iraq) for ABC News’ award-winning “Where Things Stand” series. While the surveys were very
well received and used across a variety of media platforms within and outside of ABC News, this was a relatively
short-term effort reflecting the then high level of US public attention to Afghanistan and Iraq. This research was
co-sponsored by the BBC and ARD (a leading German TV channel).

48

I. Does Global Public Opinion Exist?
implementation issues (they cannot be reached by telephone, for example)
or by their refusal to participate, even in well-designed and well-funded F2F
surveys, with higher than the average (3-5) contact attempts.
As Doug Miller observed, the “problem of representation relates to the under-representation of marginal groups within countries surveyed, especially the
very poor. This is due to a number of factors including methodologies (for example, those that rely on mobile telephone ownership or especially Internet connectivity); endemically high refusal rates among those with no formal education;
and the infrequent use of plain-language questionnaires where the level of comprehension is appropriate for ultra-poor respondents.”
Even with the best efforts by our field partners in Africa and the Middle
East, we know that many of our surveys under-represent the poorest and
least-educated portion of the national populations. This is due largely, but
not entirely, to differential refusal rates across household or respondent socio-economic status and possible over-statement of educational achievement
by those who choose to participate in our F2F and CATI surveys. While the
expansion of mobile telephone ownership gives us greater access to both
rural and deep rural areas at much lower cost, it does not solve the problem of differential refusal rates. In addition, the under-representation of low
status groups is more likely to occur when we use true probability sampling
through respondent selection. The use of a mixed methodology (random
selection of sampling points and households followed by quota selection of
respondents) will reduce the demographic bias (and increase field costs) but
has implications for the weighting and interpretation of the results. Any survey which claims to be a global opinion poll needs to address the inclusion
of the poorest populations.3

3 For more on these topics see Hard to Survey Populations, edited by Roger Tourangeau, Brad Edwards, Timothy P.
Johnson, Kirk M. Wolter and Nancy Bates (Cambridge University Press, 2014).
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Thinking about Global Public Opinion – WHAT
The What question falls into two parts:
• What questions do we want to ask? and
• What questions can we ask?
To determine what we should be asking, we need to look at three dimensions
of the acceptability and relevance of opinion polling.
• Do the questions have intrinsic value to the funding organization(s)?
• W
 ill the results be seen as relevant and valuable by those who will
consume it (government, academe, the media (old and new) and the
general public)? and
• W
 ill the questionnaire appeal to and be comprehended by a diversity
of respondents?
The first group of questions which we should ask would be drawn from the
long-standing practice of media, academic and foundation polling on such
topics as key issues of the day, right/wrong direction for the country, top problems facing the country, economic outlook for the respondent, the family and
the country as a whole. Of course, these questions show a Western bias, but
so does the entire enterprise of scientifically measuring private opinions and
reporting the aggregate results in various public formats.
The second group of questions we should ask would be how information and
insights are distributed to a global audience (TV, radio, the internet in its
many forms) and how the use of these media and exposure to their messages
is trending over time.
The third group of questions would be modules specific to regions or individual
countries. Recent examples would be public health concerns such as SARS and Ebola, a concern to countries where the diseases originated and to those countries where
they might spread. Other countries would have modules that address issues of importance to their own society – increasing the appeal of the survey in the locality.
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The fourth group of questions would be demographics which would define
the sampled population and shed some light on their awareness of issues:
gender, age or age group, education (categories or years of formal education,
residence (urban/rural, geographic areas such as region/state/province/governorate/oblast, etc.), household size and composition, religious affiliation and
ethnic group or tribe. Other key demographics would be useful for constructing SES indicators and marketing the products: appliance ownership, ownership of technology (computers, mobile phones, tablets) and ownership of
motor vehicles. While household income is a problematic question, we could
certainly ask people to rate themselves or their household on a generic SES
scale. We would also ask respondents if they would be willing to join a panel
and participate in one or more future surveys (collecting mobile and landline
numbers and email addresses).
The fifth group of questions is much more problematic, both on the political
side (voting, political orientation, rating the performance of political leaders,
elected officials and governments, instability, terrorism and violence) and the
social side (marriage and divorce, birth control, sexual behavior, and gay and
lesbian rights). These questions could face opposition by governments in certain countries and by field teams and respondents.
These possible and very sensitive topics lead to our next major issue. What
questions Can we ask? This issue also falls into two dimensions:
• C
 omprehension of the questions by the respondents, and
• G
 overnment opposition to the surveys or certain topics and questions.
The first issue is long-standing and common. As a profession of well-educated
people, who supply information and insights to a similarly well-educated client group, we often write questions that are much too difficult for the average
person to understand or they simply lack, through no fault of their own, the
information needed to shape an opinion. Of course, in most cases they want
to respond, so opinions are fabricated and duly recorded. It’s our responsibility, working with clients and funding organizations, to shape questions that fit
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the general public’s level of knowledge across a range of countries and levels
of development.1
Government opposition to polling (and other forms of political expression)
is on the rise in many countries. Two of the three developments that gave us
much optimism about polling across the globe (economic globalization, the
collapse of the Soviet Union and the Arab Spring) have trended in the opposite direction, at least in terms of government acceptance of polling without
censorship of questionnaire content and limits on public distribution. While
polling remains an open and free activity in North America, the European
Union, much of Latin America and countries of English-settlement, freedom
for opinion pollsters is on the decline in portions of the former Soviet Union
(particularly Russia and Belarus), South Asia, the Middle East and Africa.
And, if polling is not censored by government, the work of pollsters and their
field teams can be threatened by terrorists and insurgents, as D3 and its research partners have experienced in both Afghanistan and Iraq.
D3 has experienced both ends of the censorship continuum (recognizing that
in most countries where we operate (over 120 countries to date) there is no
government opposition to market research and development-related studies)
in Afghanistan and China. In Afghanistan, we successfully negotiated in 2005
with the national government to conducted surveys in ways that would be
culturally-sensitive but not subject to any prior review of the questionnaire(s)
or post field review of the data. Of course, many of our surveys are conducted
in support of the Western aid missions, funded in particular by the US and the
UK governments as well as the United Nations and the World Bank, and the
Afghan leadership has seen the benefit of the programs and the research. That
fact that our Afghan subsidiary (ACSOR Surveys) is staffed 99% with Afghans
is another factor in building that relationship.
The same cannot be said for China where D3’s work has been subject to a
censorship regime initiated in 1999 by the National Bureau of Statistics. While
Chinese firms enjoy a general approval of all market research studies (and typ1 Of course we can filter the questionnaire by respondent education and/or their willingness and ability to respond
to certain topics and then follow-up with modules of questions. This same filtering could be used for socially-sensitive questions that might cause a break-off for many respondents.
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ically file a quarterly activity report), there is a requirement for prior review
of any public opinion survey questionnaire conducted by Chinese firms, with
or without foreign sponsorship. Key topics typically banned from surveys
in China, are opinions of the Communist Party, attitudes toward ethnic minorities, military and foreign policy and rating government performance. Of
course, public opinion surveys are conducted by or on behalf of the Chinese
government and the results are sometimes in the public domain. Any global
survey would have to include China in its sample and would need some cooperation from the Chinese government in order to conduct F2F or CATI
surveys within China.

Thinking about Global Public Opinion – HOW
How could we conduct a global survey of public opinion? The major design
questions are:
• C
 overage by countries and territories,
• S ample sizes by countries and territories,
• S ample design, particularly probability vs. and non-probability sampling, and
• D
 ata collection, particularly the choices between F2F, CATI, and
new media such as Facebook (1.39 billion “monthly active users” in
January 2015) and Twitter (288 million “monthly active users” in the
4th quarter of 2014).
In an ideal world funding would be available from a variety of sources to conduct
surveys on the ground in each country or territory and sustain the effort over
a multi-year period. Of course, representative samples of 1,000 persons (18+?)
conducted in 223 countries and territories would result in a sample of 223,000
respondents and a very high cost. And, in some countries (based somewhat on
their population size but more on their internal diversity) nationally-represen-
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tative samples of 1,000 persons would be inadequate. So, we need to think about
the countries we could cover and how large the sample sizes should be.
There are a number of substantial efforts already underway to measure public opinion on a regional or global basis that definitely provide examples of
how to fund, institutionally structure, field and report on a global survey. In
addition to Gallup’s World Poll and Pew Research Center’s Global Attitudes
Project, there is the long-standing World Values Survey (WVS). The WVS
is the longest-running and broadest cross-cultural survey program, as well
described on their website.
The World Values Survey (www.worldvaluessurvey.org) is a global network of social scientists studying changing values and their
impact on social and political life, led by an international team of
scholars, with the WVS association and secretariat headquartered
in Stockholm, Sweden.
The survey, which started in 1981, seeks to use the most rigorous,
high-quality research designs in each country. The WVS consists of
nationally representative surveys conducted in almost 100 countries
which contain almost 90 percent of the world’s population, using
a common questionnaire. The WVS is the largest non-commercial,
cross-national, time series investigation of human beliefs and values
ever executed, currently including interviews with almost 400,000
respondents. Moreover the WVS is the only academic study covering
the full range of global variations, from very poor to very rich countries, in all of the world’s major cultural zones.
The WVS has a strong institutional framework as a purpose-built non-profit
organization, with sustained institutional funding, a highly structured core
questionnaire and a strong advisory committee of leading academic researchers. Wave 7 is currently in the planning phase for fielding in 2016-2018 and
will cover some or all of the 52 countries which participated in Wave 6 (20102014). Other countries may join the WVS as it has an open proposal cycle.
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In addition to Gallup, Pew and the WVS, there are regional cross-country
opinion barometers. First initiated by the European Union in 1973, the EuroFigure 1

Table 1: WVS Country Coverage, Wave 6 (2010-2014)
Algeria
Belarus
Egypt
Iraq
Libya
Pakistan
Russian Fed.
Sweden
United States

Argentina
Brazil
Estonia
Japan
Malaysia
Palestine
Rwanda
Taiwan
Uruguay

Armenia
Colombia
Georgia
Jordan
Mexico
Peru
Singapore
Thailand
Uzbekistan

Estonia
Cyprus
Germany
Kazakhstan
Morocco
Philippines
Slovenia
Trinidad/Tobago
Yemen

Australia
Chile
Ghana
Kuwait
Netherlands
Poland
South Africa
Tunisia
Zimbabwe

Azerbaijan
China
Hong Kong
Kyrgyzstan
New Zealand
Qatar
South Korea
Turkey

Bahrain
Ecuador
India
Lebanon
Nigeria
Romania
Spain
Ukraine

Barometer covers all member countries, countries in the process of joining the
EU and countries of interest to the European Commission. The EU sponsors
large-scale trend surveys, flash polls and special surveys.
Following the examples of the EU and the WVS, there are (or have been) three
other regional Barometers.
• Th
 e Americas Barometer, administered by Vanderbilt University,
USA, has been surveying from 2004-2014 and covers 26 countries
in both North and South America. These countries are: Argentina,
Bahamas, Belize, Bolivia, Brazil, Canada, Chile, Colombia, Costa Rica, Dominican Republic, Ecuador, Guatemala, Guyana, Haiti,
Honduras, Jamaica, Mexico, Nicaragua, Panama, Paraguay, Peru, El
Salvador, Suriname, Trinidad & Tobago, United States, Uruguay and
Venezuela. 1
• Th
 e AsiaBarometer operated by the University of Niigato Prefecture,
Japan, to the best of our knowledge, only during the period 20032007 and covered Cambodia, Indonesia, Laos, Malaysia, Myanmar,
Philippines and Thailand.
1 Interestingly, the Americas Barometer also polls in Albania, Israel and Madagascar.
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• Th
 e AfroBarometer, growing steadily in country coverage from 1998
to 2015, is led by Michigan State University and Democracy in Africa
Research Unit (DARU), Center for Social Science Research, the University of Cape Town in cooperation with local African research partners. Field work for Round 6 began in March 2015 and will run for
about two years. Round 5 was fielded in 2011-13 and is the largest in
terms of number of countries covered (35): Algeria, Benin, Botswana,
Burkino Faso, Burundi, Cameroon, Cape Verde, Cote D’Ivoire, Egypt,
Ethiopia, Ghana, Guinea, Kenya, Lesotho, Liberia, Madagascar, Malawi, Mali, Mauritius, Morocco, Mozambique, Namibia, Niger, Nigeria, Senegal, Sierra Leone, South Africa, Sudan, Swaziland, Tanzania,
Togo, Tunisia, Uganda, Zambia and Zimbabwe.
While we do not expect to be able to add questions onto existing regional and
global surveys, although some teams do offer paid for space on the questionnaire,
they do serve as a model for thinking about how we would organize the research
and actually conduct the surveys. If we selected the top 100 countries by population, solely for purposes of discussion and cost estimation, the Top 100 Global
Opinion Survey would be distributed as follows and would cover 93% of the global population, according to the US Bureau of the Census. (Table 2).
However, the environment for opinion polling varies substantially by country.
As Freedom House has clearly indicated in its highly-respected annual reports, freedom is on the decline. In 2014 compared to the previous year, 54%
of the countries rated experienced a decline in freedoms (defined in terms of
two dimensions: political liberty and civil rights), 40% improved and 6% were
unchanged. In the 2014 report (rating countries for 2013) 45% of the countries were rated as free, 30% as partly free and 25% as not free at all. Based on
population sizes, 40% of the global population lived in countries rated free,
25% in partly free countries and 35% in countries where are not free at all.1
Thinking about the environment for polling in the Top 100, a number of factors can affect our ability to draw a probability sample and ask the full range
of desirable questions. In most cases, sensitive (or censored) questions tend to
1 For more on these influential rates see Freedom House, Freedom in the World, 2014. www.freedomhouse.org.
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focus on topics that are perceived to threaten repressive governments: leader
ratings, vote intentions, party identification, rating government performance
and, to a lesser extent, religious affiliation and social issues. A wide range of
questions can be asked of the citizens in each of the Top 100, but it is often not
possible to ask the most sensitive questions using traditional means: F2F or
within-country CATI surveys.
D3 has developed a subjective rating of each of the 100 countries in terms of
the degree of polling freedom (Table 3). D3 has experience conducting surveys in 71 of the 100 top countries. Key factors in this subjective rating are
official repression of polling (from the political/state security or religious institutions), instability (insurgency and terrorism) and social limit on participation (access to women in Muslim countries can be limited). Countries rated
“1” have no political or other limits on polling. The relatively few countries
(still significant at 10) rated “3” are too repressive or are otherwise prevent
opinion surveys within the country (Belarus, Cuba, Iran, North Korea, Saudi
Arabia, Sudan, Uzbekistan, Venezuela, Vietnam and Zimbabwe.) Countries
with a rating of “2” provide a blend of limits and opportunities. In some cases
it is worthwhile to conduct surveys in those environments (for example Kenya) where we can draw probability samples and ask wide-ranging questions.
However, there are informal constraints to what can be asked about internal
politics and there is the rising threat of terrorism which reduces cooperation
rates and threatens both the interviewers and the respondents.
How do we move ahead in designing a field operation given the declining
in-country environment for global polling? We see three basic strategies:
Strategy 1 has a number of advantages. The techniques (at least the in-country
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Figure 2

Table 2: Countries in the Global Opinion Survey (Top 100 by Population)
Rank

Country

Population

Rank

Country

Population

Rank

Country

Population

1

China

1 343 239 923

35

Canada

34 300 083

68

Cambodia

14 952 665

2

India

1 205 073 612

36

Sudan

34 206 710

69

Guatemala

14 099 032

3

United States

313 847 465

37

Uganda

33 640 833

70

Zambia

13 817 479

4

Indonesia

248 645 008

38

Morocco

32 309 239

71

Senegal

12 969 606

5

Brazil

199 321 413

39

Iraq

31 129 225

72

Zimbabwe

12 619 600

6

Pakistan

190 291 129

40

Afghanistan

30 419 928

73

Rwanda

11 689 696

7

Nigeria

170 123 740

41

Nepal

29 890 686

74

Cuba

11 075 244

8

Bangladesh

161 083 804

42

Peru

29 549 517

75

Chad

10 975 648

9

Russia

142 517 670

43

Malaysia

29 179 952

76

Guinea

10 884 958

10

Japan

127 368 088

44

Uzbekistan

28 394 180

77

Portugal

10 781 459

11

Mexico

114 975 406

45

Venezuela

28 047 938

78

Greece

10 767 827

12

Philippines

103 775 002

46

Saudi Arabia

26 534 504

79

Tunisia

10 732 900

13

Vietnam

91 519 289

47

Yemen

24 771 809

80

South Sudan

10 625 176

14

Ethiopia

91 195 675

48

Ghana

24 652 402

81

Burundi

10 557 259

15

Egypt

83 688 164

49

Korea, North

24 589 122

82

Belgium

10 438 353

16

Germany

81 305 856

50

Mozambique

23 515 934

83

Bolivia

10 290 003

17

Turkey

79 749 461

51

Taiwan

23 234 936

84

Czech Rep

10 177 300

18

Iran

78 868 711

52

Syria

22 530 746

85

Dominican Rep

10 088 598

19

Congo, Dem Rep

73 599 190

53

Australia

22 015 576

86

Somalia

10 085 638

20

Thailand

67 091 089

54

Madagascar

22 005 222

87

Hungary

9 958 453

21

France

65 630 692

55

Cote d’Ivoire

21 952 093

88

Haiti

9 801 664

22

United Kingdom

63 047 162

56

Romania

21 848 504

89

Belarus

9 643 566

23

Italy

61 261 254

57

Sri Lanka

21 481 334

90

Benin

9 598 787

24

Burma

54 584 650

58

Cameroon

20 129 878

91

Azerbaijan

9 493 600

25

Korea, South

48 860 500

59

Angola

18 056 072

92

Sweden

9 103 788

26

South Africa

48 810 427

60

Kazakhstan

17 522 010

93

Honduras

8 296 693

27

Spain

47 042 984

61

Burkina Faso

17 275 115

94

Austria

8 219 743

28

Tanzania

46 912 768

62

Chile

17 067 369

95

Switzerland

7 925 517

29

Colombia

45 239 079

63

Netherlands

16 730 632

96

Tajikistan

7 768 385

30

Ukraine

44 854 065

64

Niger

16 344 687

97

Israel

7 590 758

31

Kenya

43 013 341

65

Malawi

16 323 044

98

Serbia

7 276 604

32

Argentina

42 192 494

66

Mali

15 494 466

99

Hong Kong

7 153 519

33

Poland

38 415 284

67

Ecuador

15 223 680

100

Bulgaria

7 037 935

34

Algeria

37 367 226
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Figure 3

Table 3: A Subjective Rating of the Environment for Public Opinion Polling in the Top 100 Countries
Rank

Country

Ratings

D3 Exp

Rank

Country

Ratings

D3 Exp

Rank

Country

Ratings

D3 Exp

1

China

2

1

35

Canada

1

0

68

Cambodia

1

0

2

India

1

1

36

Sudan

3

1

69

Guatemala

2

1

3

United States

1

1

37

Uganda

2

0

70

Zambia

1

0

4

Indonesia

1

1

38

Morocco

2

1

71

Senegal

1

0

5

Brazil

1

1

39

Iraq

1

1

72

Zimbabwe

3

1

6

Pakistan

1

1

40

Afghanistan

1

1

73

Rwanda

2

0

7

Nigeria

1

1

41

Nepal

2

0

74

Cuba

3

1

8

Bangladesh

1

1

42

Peru

2

1

75

Chad

2

0

9

Russia

2

1

43

Malaysia

1

1

76

Guinea

2

0

10

Japan

1

1

44

Uzbekistan

3

1

77

Portugal

1

1

11

Mexico

1

1

45

Venezuela

3

1

78

Greece

1

1

12

Philippines

1

1

46

Saudi Arabia

3

1

79

Tunisia

1

1

13

Vietnam

3

0

47

Yemen

2

1

80

South Sudan

2

1

14

Ethiopia

1

1

48

Ghana

1

0

81

Burundi

2

0

15

Egypt

2

1

49

Korea, North

3

0

82

Belgium

1

1

16

Germany

1

1

50

Mozambique

2

0

83

Bolivia

1

0

17

Turkey

2

1

51

Taiwan

1

0

84

Czech Rep

1

1

18

Iran

3

1

52

Syria

2

1

85

Dominican Rep

1

1

19

Congo, Dem Rep

2

1

53

Australia

1

0

86

Somalia

2

0

20

Thailand

1

0

54

Madagascar

1

0

87

Hungary

1

1

21

France

1

1

55

Cote d’Ivoire

1

0

88

Haiti

1

1

22

United Kingdom

1

1

56

Romania

1

1

89

Belarus

3

1

23

Italy

1

1

57

Sri Lanka

1

0

90

Benin

2

0

24

Burma

2

1

58

Cameroon

1

0

91

Azerbaijan

1

1

25

Korea, South

1

1

59

Angola

1

0

92

Sweden

1

1

26

South Africa

1

1

60

Kazakhstan

1

1

93

Honduras

1

1

27

Spain

1

1

61

Burkina Faso

1

0

94

Austria

1

1

28

Tanzania

1

1

62

Chile

1

1

95

Switzerland

1

1

29

Colombia

1

1

63

Netherlands

1

1

96

Tajikistan

1

1

30

Ukraine

1

1

64

Niger

1

1

97

Israel

1

0

31

Kenya

2

1

65

Malawi

1

0

98

Serbia

1

1

32

Argentina

1

1

66

Mali

2

0

99

Hong Kong

2

1

33

Poland

1

1

67

Ecuador

1

1

100

Bulgaria

1

1

34

Algeria

2

1
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F2F and CATI surveys) are well accepted in the industry. They typically produce
surveys based on excellent household and respondent sampling of the national

Strategy 1:

Conduct surveys within each country (by F2F or CATI as best suited to
reaching the most extensive and representation sample of the national
general population). Supplement within country surveys with new
approaches, as discussed below, particularly for the ten category “3”
countries.

Strategy 2:

Transition from traditional F2F or CATI to social media. Poll via
Facebook or Twitter, with opt-in respondents and/or panels.

Strategy 3:

Conduct all of the surveys from outside each country using cross-border
oriented multi-lingual call centers with a common software platform and
consistent dual-frame sampling, dialing procedures and field practices.

population and, for CATI surveys, of the national telephone-owning population
which easily reaches 80-100% in most of the Top 100. However, there are a number of disadvantages to diversified traditional polling, including government
repression, incomparability of sampling and field procedures, political risks to
practitioners and respondents and generally higher cost than Strategies 2 and 3.
Strategy 2 would be a centralized approach, operating outside of all of the
survey countries but one (presumably the United States, but portions of the
research could be conducted outside of the US).1 Its success would depend on
access to Facebook and Twitter users and the representativeness of those who
opt-into the research. These would be non-probability samples, with little
or no verification of the demographics of the respondents.2 The growth of
non-probability sampling, largely over the internet in the US (and other countries) is a response to increasingly high refusal rates in CATI surveys (reaching 91% as reported by the Pew Research Center in 2014) and the prospect of
substantially-reduced field costs.3
1 Even Twitter is subject to repression. At the time of this writing (April 2015) the Turkish court has just banned
Twitter.
2 For more on the debate in the profession over probability vs. non-probability sampling methods, see Reg Baker,
et al., “Summary Report of the AAPOR Task Force on Non-Probability Sampling,” Journal of Survey Statistics and
Methodology (November 2013).
3 For more on the impact of social media on the research profession, see Michael W. Link, et al., “Social Media
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Strategy 3 is our preferred approach, taking advantage of diverse, multi-lingual
population groupings in areas with high quality call centers (and affordable to
varying degrees). As Marita Carballo has observed, (g)lobalization is not just an
economic phenomenon, but a political and cultural one as well, and it is not new.
What distinguishes globalization today is the speed and volume of cross-border
contacts. The best method of cross-border surveys contacts is dual frame telephone research, dialing both landline and, increasingly, mobile numbers.4
In addition to concentrated call centers with on-site interviewers we see a
growth of home-based interviewers logging into the call center, and they may
or may not be in the same country. Call centers which meet these criteria can
be found in the US (New York, Los Angeles, Miami), Europe (London, Paris,
Brussels and Amsterdam/Rotterdam), the Middle East (Istanbul, Tunis), Asia
(New Delhi, Mumbai, Singapore) and elsewhere. While it is not necessary
to organize the field teams by language, four centers would be able to cover
much of the world (English and other European languages, Arabic, Spanish
and Chinese). We would need some specialization within the survey country
(remote interviewers) or from regional call centers for such languages as Japanese, Korean, Portuguese, Swahili, Hausa, Yoruba, etc. 5

in Public Opinion Research: Executive Summary of the AAPOR Task Force on Emerging Technologies in Public
Opinion Research,” Public Opinion Quarterly (Winter 2014).
4 The development of the sampling frames will be country specific, including but not limited to dual mode distributions that best fit each country. For more on this see Burton Levine and Rachel Harter,” Optimal Allocation of CellPhone and Landline Respondents in Dual-Frame Surveys,” Public Opinion Quarterly (Spring 2015).
5 Language coverage will be complex. There are 11 official languages in South Africa alone.
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Where Could We Go From Here?
There are at least 10 steps in developing a global polling program (Top 100).
Step 1: Develop the concept for a large-scale global opinion survey based
on country coverage, sample design, field methods, survey reporting and
data distribution and archiving. This would be a one year effort involving a
multi-national mix of survey practitioners, university-based subject matter
experts, and representatives from possible funding organizations.
Step 2: Identify (or, if necessary, create) a non-profit organization that would
(a) conduct the Global Top 100 Survey, (b) manage relations with the funding
organizations and (c) handle the distribution and archiving of results. This
non-profit organization would be small-scale, but would draw on the expertise of commercial firms, consultants (particularly in languages) and university-based subject matter experts.1
Step 3: Secure funding for a five year effort, with two waves of Top 100 surveys
per year. We project a rough estimate of $15 million per year for the program,
or $75 million for the necessary five year commitment. As other multi-country
survey programs have done, the country coverage of this program could grow
with funding over time. Funding would be heavily weighted to data collection,
recognizing that a substantial commitment to sampling and data processing
is essential. Pursue foundation funding as government funding is more likely
to be episodic rather than sustaining. Depending on funding, other countries
could be added on an ad hoc basis to cover new issue and explore research
opportunities.
Step 4: Develop the baseline survey questionnaire, allowing space in each
wave for (a) country-specific questions and (b) global issues of the day.
Step 5: Develop the sampling frames for Wave 1 countries.
1 The Roper Center for Public Opinion, currently based at the University of Connecticut, is an excellent example of
a possible candidate – a non-profit organization, over 30 years in operation, a strong membership base with support
from scholars and practitioners and a rich history of data archiving and distribution. The Roper Center has been
expanding its collection of international survey results.
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Step 6: Select multiple call centers to field Wave 1 with common sampling,
dialing and reporting methods.
Step 7: Implement Wave 1 (Field, Data Processing, Data Visualization, Analytic Reports, Archiving and Distribution of Data Files).
Step 8: Release the results through the organizations website, traditional media and social media, and organize one or more global/regional conferences.
Step 9: Further distribute findings through normal professional conferences,
articles and books.
Step 10: Review lessons learned and begin Wave 2.
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II. Global Perspectives

Where Has All Voters’ Power Gone?
by Ivan Krastev

I

n 1972 psychologist Walter Mischel wanted to understand what explains success in life, so he came up with a groundbreaking experiment. The experiment
looked misleadingly simple – a marshmallow was offered to every marshmallow loving child at the Bing Nursery School, situated on the campus of Stanford
University. If the child could resist eating the marshmallow for a certain period
of time, he was promised to get two instead of one. The goal was to measure how
long a child could resist the temptation of eating the marshmallow, and how its
capability of resistance related to the child’s future success. Mischel’s guess (the
results of the experiment proved him correct) was that contrary to the predominant belief that raw intelligence ss the most important variable when it comes to
predicting success in life, intelligence is largely at the mercy of self-control. The
ability to resist eating the marshmallow was more important for your success than
the result of your IQ test. It was self-control, stupid!
Mischel’s findings, as revolutionary as they were, would not have come as a
surprise to the generations of protestant ministers who have been teaching

64

II. Global Perspectives
for centuries their flock that life on earth is nothing more than permanent
resistance to eat the marshmallow. The irony is that exactly around the time
when Walter Mischel succeeded in demonstrating that success is determined
mostly by what “you are not allowing yourself to do”, the Western world was
heading in the opposite direction. Postponing gratification has fallen out of
fashion. Self-control was not to be admired. Welcome to the world of competitive consumption.
In the emancipation narrative that in the 1960s came to be the “new story”, the
world belongs to those who will be the first to eat the marshmallow. Self-expression, the courage to be true to one’s own nature, the daring to follow one’s
calling ended up being valued higher than the ability to postpone gratification.
For the new generation that dreamt to succeed through innovation and creativity the virtues of self-control looked as useless as a typewriter in a computer age. Does the power to resist eating the marshmallow help you to succeed
in the arts, or in entertainment business, or in software programming, or in
high finance? Does it stimulate your creative potential? An Indian birth control commercial of the period got it right: “the world is not what it used to be”.
American sociologist Daniel Bell, a perceptive observer of the fast changing
nature of Western society, was troubled by this direction of change. In his view
the enormous productive capacities of the markets went hand in hand with
the undermining of bourgeois thrift and self-discipline on which the stability
of capitalism itself depended. Bell doubted whether capitalism should be more
afraid of the rising popularity of communist ideas than of the total victory of
the market. He feared that when the logic of the market was adopted in other
spheres of human activity like politics or culture, capitalism could become
self-destructive.
Is Bell’s logic not at the core in the current crisis of Western democracy? Is
it not true that the democratization of society has led to the destruction of
trust in democratic institutions? Is the expansion of democratic principle of
self-governance through popular vote beyond the political sphere not threatening the integrity of democratic institutions? What is in crisis, the demo-
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cratic nature of our decision making, or the capacity of modern democracy to
keep our societies together?
What Walter Bagehot observed about monarchy more than a century ago,
namely that “it is an intelligible government” – because “the mass of mankind
understand it and, and they hardly anywhere in the world understand any
other” – has it now become true of democracy? Democracy has not run out of
enemies but it has now run out of appealing alternatives. We are all democrats
today. But the unexpected effect of the universal appeal of democratic principles is that trust in the political institutions of democracy – parties, elections,
parliaments, government is in free fall. A recent study of the sources of the
new protest movements in Europe conducted by Mary Kaldor and her team at
the London School of Economics indicates that frustration with the failure of
democratic politics rather than simply resentment towards austerity policies
motivates youth engagement. “It isn’t the crisis, it’s the System” has become the
popular slogan.
When in the 1970s the reformers of the period recognized the growing confidence gap between electors and elected they were inclined to interpret it as
a sign of progress. For them democratic distrust was good and healthy for
democracy (and they were right). At that time social scientist expected that
pressure from a better educated and more politically active public motivated
by distrust would result in the democratization of society and the emergence
of more open and participatory public institutions, and that this in turn would
lead to an increase in trust. Participation was the magic word. People can trust
only a political process they actively participate in. The hope was that when
there are more women in the boardrooms, and when gays and lesbians get
their rightful place in society, distrust of public institutions will be overcome.
Now we know better. We know better about inequality and we know better
about trust. What makes the current crisis of democracy so different from
previous crises is that it is marked by the disillusionment and the erosion of
trust in institutions, yet is not accompanied by the loss of freedom or the rise
of a powerful anti-democratic alternative. The current crisis of democracy is
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not the outcome of some institutional failure of democracy; on the contrary,
it is a product of democracy’s success. It is the result of the five revolutions
that have shattered our world in the last fifty years and made us more free but
less powerful than before: the Woodstock-Wall Street revolutions of the 1970s
and 1980s; the end of history revolutions of 1989; the digital revolution of the
1990s; the demographic revolution and the political brain revolution ushered
in by the new discoveries in brain sciences and behavioral economics.
All five of these revolutions profoundly deepened our democratic experience.
The Woodstock-Wall Street revolutions – that unholy but happy marriage
between the social revolution of the 1970s and the market revolution of the
1980s, – broke the chains of the authoritarian family and weakened gender
and racial stereotypes giving new meaning to the idea of individual freedom.
It made consumer choice an undisputed value, and established the sovereign
individual as the lead protagonist of the social drama (“The market gives people what the people want instead of what other people think that they ought to
want,” opined Milton Friedman once). The demographic revolution, marked
by the decline of birth rates and the rise in life expectancies, contributed to
the social, economic and political stability of Western societies. The “end of
history” revolutions succeeded in making democracy the default option of
mankind and gave birth to a truly global world. The revolution in the neurosciences offered a deeper understanding of individual decision-making and
broke down the wall between the mythical rational voter and the real-life irrational voter. And, when it comes to democracy, the promise of the digital
revolution might be summarized in these five words: “make democracy real,
not representative.” It made us believe that societies could once again become
republics.
Paradoxically, the same five revolutions that expanded and enriched our democratic experience are now animating the current crisis of liberal democracy
in the West. The Woodstock-Wall Street revolution contributed to the decline
of a shared sense of purpose. As the politics of the sixties devolved into the
aggregation of individual private claims upon society and the state, our society became more tolerant and inclusive, if increasingly separated and un-
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equal. The demographic revolution made aging societies culturally insecure
and fearful of immigrants. The European “end of history” revolutions of 1989
took the creative tensions out of democratization, reducing it essentially to a
process of how best to imitate Western institutions. The revolution in brain
sciences drove ideas and visions out of politics and reduced electoral campaigns to the processing of mega data and the application of multifarious techniques of distraction, customer targeting and simulating real political change,
ultimately aimed at retaining the status quo. Meanwhile, the digital revolution
questioned the very legitimacy of the institutions of representative democracy, calling for a more transparent and simplified “point and click” democratic
ethos. It strengthened the negative power of the citizen while weakening the
deliberative nature of democratic politics. In the words of Micah Sifry, the
internet is better at “No” than “Go”.
All five revolutions empowered the citizen while simultaneously removing
much of his or her voting authority. The negative outcomes are myriad: a fragmented society; growing mistrust between the elites and the public; and a
profound crisis of democratic politics that assumes different forms in Europe
and the United States. In the US the crisis is evident in government paralysis
and the incapacity of its institutions to govern. In Europe the crisis is present
in a suspension of politics and an attempt to substitute democracy by technocratic government.
The problem with the expansion of “voting” as the universal method of taking
decisions is that it makes it much more difficult for people to see the advantages, and not just the drawbacks of representative institutions. Representative
democracy was never a mere transitional stage between the direct democracy
of the ancients and the “point and click” democracy of the future. It had merits of its own. It secured for us the unparalleled advantages of the separation
of powers and guaranteed the liberal nature of democratic power. In manner very similar to how the revolutions of 1989 weakened democracies by
making them static and unexciting, the digital revolution changed the public’s
expectations from democracy by expanding the principle of majority rule to
non-political spheres of life, while at the same time eroding the legitimacy
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of the institutions of representative democracy. Now for a majority of people
improving democracy means achieving more direct democracy.
In 2002 and 2003 the British polling agency YouGov made a comparative study
between a group of “political junkies” and a similar group of young people
who actively vote in the Big Brother reality show. The report took the form of
a tale of two houses. “The two houses stand next to each other, yet almost on
different planets. In both the inhabitants are locked away from the rest of the
world and left to talk endlessly among themselves, periodically wondering if
anyone is listening to them, or whether there is any point in their being there.
The first house (Big Brother House) is “cool”, “wicked” and seriously “real”.
Next door (Parliament) is an exclusive club where grey-suited inhabitants are
called members, and they refer to visitors as strangers”. Not surprisingly the
sociologist Stephen Colemans found out that British citizens feel better represented in the Big Brother House. It is easier for them to identify with the
characters and ideas being discussed there. They find this house more open
and transparent. They can also find there many people like themselves. “Reality show formats today make citizens feel stronger” – claims Bulgarian anthropologist Ivaylo Ditchev – they feel empowered in the way that democratic
elections are supposed to make them feel, but fail to do so”.
The digital imagination fell in love with direct democracy while the Internet contributed to the disintegration of the public space. Now we are better
connected than ever, but have very few things in common. The metaphors of
the 19th century seem increasingly to look like premonitions coming true.
When that century’s French historian and philosopher Ernest Renan defined
the nation as a “daily plebiscite,” he was speaking like a poet. But nowadays
making the nation’s existence “a daily plebiscite” appears to be a feasible project. As the launching of any new Apple product is akin to a science fiction
story of old, we should hardly be surprised if some activist is already devising
a plan for replacing representative institutions (like parliament) with the instruments of direct democracy. Iceland is the first case where the process of
writing a constitution was crowd-sourced to the people. After the collapse
of Iceland’s banking system and the subsequent profound crisis of trust in
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political institutions, the majority of the island’s politicians had decided that
crowd-sourcing the writing of the new constitution was the only way to revive
democracy in a country where people once trusted their leaders before having
been being betrayed by them. The experiment is currently open ended, but we
can expect that the internet-inspired egalitarianism and crowd-sourcing will
become major factors in the move to reform democracy. Be prepared for brave
new projects in which people use crowd-sourcing and instant voting not only
to improve representative institutions, but also to replace them.
Imagine a constitutional project that envisions that on the day of the inauguration of the newly elected president a bomb is implanted in his body, and
the bomb is connected to the smart phones of all citizens who have the right
to vote. After every decision the president makes voters press “yes” or “no” to
signal whether or not they agree. If on more than three occasions the number
of “no’s” is higher than the number of “yeses” then the bomb automatically
detonates. Can you imagine the president being uninterested in the voice of
the majority? Certainly not. But is this country a democracy?
The consequence of the dual pressure on democracy from the “normalizing”
impulses of 1989 and the “making democracy real” aspirations of the digital
revolution is that our politics today have been turned into a game of hope and
despair. The waning of the Cold War world as we know it is experienced as
the end of the world by nostalgia driven 89ers, while the promise of a digital
paradise makes the younger generation excessively critical of everything they
perceive as yesterday’s democracy: a dichotomy not fundamentally different
really from the old battles between the Old Left and the New Left. Politics is
shaped by the demographic imagination, the fear that we are losing our world,
and the technological imagination that promises we can build the world that
we want. The room for genuine political reformism has actually disappeared.
We are asked either to defend the democracy of yesterday or to embrace the
democracy of tomorrow. The rise of the new populism in the West cannot be
understood correctly if we fail to understand this interplay between the demography-fuelled fears of community lost, and the internet-propelled hopes
of living in a community of choice. This interplay between anti-immigrant
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reactionaries and technology-minded progressives will most likely shape the
future of our democracy.

In Mistrust We Trust
Most crises are crises of trust and in this sense the Great Recession was no
exception. But what makes the crisis of 2008 so different is that it was a crisis
that failed to give rise to new hopes and alternatives. In the days of the Great
Depression people lost faith in the market but they gained trust in the ability
of government to solve economic problems. Fascination with the capacity of
the government to plan the economy was shared by such different regimes as
Roosevelt’s America, Stalin’s Russia and Hitler’s Germany. And not just politicians but also the public at large put their trust in the government. During
the stagflation of the 1970s we witnessed a reverse swing. People lost faith in
the government, but regained their trust in the market. The attraction of the
market was evident even in the anti-capitalist East. However in the aftermath
of the contemporary crisis both the market and the government have ended
up profoundly distrusted. And the question is why. Why is it that contrary to
expectations of many the crisis of the market did not bring back confidence in
the government either in Europe or in the US?
German sociologist Wolfgang Streeck in my view provides a powerful narrative as to why the government did not return as a trusted actor at the time
of crisis. In his view the market revolution that began in response to the economic crisis of 1973 simply destroyed the market for what he called “government goods” – goods produced or distributed by the public authorities and
“designed with an eye on uniformity.” In his analysis, Streeck draws a dramatic
dividing line between the pre-1973 democratic capitalism that provided socalled government goods, the basic items that a modern household should
have – a car, a washing machine and so forth, and the much more diversified
goods which the market can provide – namely, the car or the washing machine
that fits your specific preferences and tastes. In Streeck’s reading, post-war
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democratic capitalism was in the business of providing standardized products. The difference between the private sector dominated by big companies
and the public sector was minimal. It was a classic sellers’ market where both
the government and the market were in the business of satisfying the needs of
society. They knew the needs and they were able to satisfy them. But knowing
needs is not the same as understanding desires. The more affluent western
society became, the more diversified customers’ demands became. The key
way we started to define ourselves became through the goods and services
we bought. Consumption was not about satisfaction of needs anymore, it was
about identity building. The new game in town was commercialized diversification — the movement of markets from satisfying needs to servicing wants.
When the average German customer bought his first car he did it because he
needed one. But the reason he decided to sell the car that served him fine and
purchase a new one was different: he lacked a car that excited his imagination
or fitted his desired social status.
In fact, the customer had started to dominate not simply the market but society in general. It became clear that the government can’t provide differentiated
services – precisely what the new citizen-customer expects. For government,
the most important objective was to ensure that people are treated equally.
When providing justice or social services the government prides itself on being color, gender and class blind. But societies soon lost respect for the governments’ blindness; they wanted government to do what the markets do. This
is one significant reason why in the current environment the government has
not made a comeback, and why even the participants of “Occupy Wall Street”
insist that the only taxes to be increased should be those levied on the notorious “1 percent” of taxpayers. The protesters want the government to punish
the rich, but they too don’t trust the government.
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Why Are the Meliorates So Mistrusted?
The rich and powerful were never really popular with the poor and powerless.
But why should meritocratic elites of today be more fiercely resented than
their predecessors? Is the growing social inequality at the roots of publics glaring disillusionment with democracy?
The public’s resentment of the “deserving rich” is re-making the citizens’ perception of democracy. The experience of Central and Eastern Europe is particularly instructive. Not that Central and Eastern Europe is the region where
inequality is greatest, but it is there that recently inequality has at once increased most dramatically. In Russia, for example, inequality doubled in the
1990s. Until the 1970s, democratization was making societies less unequal.
The promise of democracy, after all, was also the promise of egalitarianism.
The hope was that in political regimes where millions can vote, those at the
top would need recognition of legitimacy from the have-nots. Historically, the
social-democratic compromise of the post-war period was more of an effort
by the “haves” to make capitalism legitimate rather than an effort by the ‘havenots” to overcome it.
However beginning in the 1970s the spread of democracy was coupled with
the spread of inequality. Free markets brought much more wealth, but also
increased inequality. In 2011 twenty percent of the US population owned 84
percent of total wealth. And it is not only in the US. Globalization has led to
the decline of inequality between states but has increased almost everywhere
the inequality within nations. In egalitarian Germany in the last decade inequality has been rising faster than in most of the other advanced capitalist
countries. And this growth in income inequality is accompanied by a decline
of social mobility.
According to Homi Kharas of the Brookings Institution globalization doubled
the size of the global middle class, from about 1 billion persons in 1980 to 2
billion in 2012, but in reality it destroyed the economic, political and intellectual foundations of middle class societies in Europe and America.
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Rising wealth disparity was particularly visible in the post-communist world.
The equality of misery under Communism was replaced by a society in which
the stark inequality between the winners and the losers of transition dampened
people’s enthusiastic view of democracy. More than a few Central Europeans today are convinced that it was not the people, but the former elites who collected
the jackpot of 1989. This happened, this account goes on, because democracy set
in motion a process that has liberated ex-communist elites from fear (of purges),
from guilt (for being wealthy), from ideology, from the chains of community,
from national loyalties, and even from the necessity to govern.
Paradoxically, in today’s world elites are more meritocratic than at any other
time in history. The empirical work of Nicholas Carnes has shown that if millionaires were a political party, that party would comprise roughly three percent of American families, but it would have a super-majority in the Senate,
a majority in the House, a majority on the Supreme Court, and a man in the
White House regardless of who has won the elections. It is more common to
spot a bald eagle these days than to come across a non-educated blue-collar
worker among parliamentary representatives.
And if in the case of the political elites the rise of mistrust can be blamed on
the professionalization of politics and the growing income and educational
gap between the electors and the elected, it is a different case with business
elites. A lot of the wealthiest people today are risk-takers or innovators like Bill
Gates and Steve Jobs. In 1916 only one fifth of the richest 1 percent of Americans received their incomes from paid work. In 2004 this same group reached
60 percent. Downward mobility is also higher today. Some time ago it was
probably more difficult to get to the top, but once you were there you could
expect to stay there long enough to enjoy it. Not anymore. In 2011 14.4% of
the CEOs of the world’s largest listed companies left their jobs. As Chrystia
Freeland explains, “top executives (“the working rich”) have replaced the top
capital owners (“the rentiers”) at the top of the income hierarchy.”
But why then do people resent “the working rich” more than the “rentiers?”
Is it not true that the current elite is better-educated, hard working, and ready
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to give a chunk of their money to charitable causes? (In the 1990s, individual giving in the US has increased four-fold.) Is it not true that it is a kinder
and gentler elite? What makes the current elites unacceptable is exactly their
righteous self-perception of making money the “right way,” so that they don’t
own anything to anybody. Just witness how New York City mayor Michael
Bloomberg justifies his policies: he can’t be bought means his policies are inherently unbiased.
In the 1920s John Maynard Keynes argued that the reason society tolerates
inequality is that there is an economic logic to the increased income placed
in the hands of the class least likely to consume it. “If the rich spent their new
wealth on their own enjoyment,” Keynes wrote, “the world would long ago
have found such a regime intolerable.” Today, it is not so much conspicuous
consumption as the missing sense of community that makes elites so despised.
The elites have broken free from their communities. Traditionally it was the
lower classes that were running away, now it is the elites. Back in the past the
landlord could not take his land away with him, and the industrialist could
not escape with his factory. The financier, however, can do it with relative ease.
The new elites are self-confident because they are not only mobile but often
refuse to see themselves as belonging to the wider society. In times of crisis
instead of leading the community they desert it.
Greece is a typical case in point. In recent years the country has experienced
a level of economic implosion that is unseen in peacetime. Politicians have
asked citizens to make daily sacrifices in the name of the nation… However,
while asking others to sacrifice, the elites themselves have been busy getting
their money out of the country. Friederich Schneider, economics professor at
Johannes Kepler University in Linz, Austria has estimated that about 120 billion Euros of Greek assets are now outside the country in bank deposits, real
estate holdings, and untaxed business income, representing an extraordinary
65 percent of the country’s overall economic output. At the time when the
nation is being asked to tighten its belt, members of its economic and political
elites have been stumbling over each other in the rush to abandon the country
and move their assets elsewhere. At present, approximately 15,000 represen-
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tatives of the country’s elite are being investigated for unpaid taxes and illegal
financial transfers. Is it then surprising that people see the independence of
their elites as a loss of citizen power?
The meritocratic elites are mercenary elites. They do not belong but they want
to be respected, admired, loved even. The way the new global elites represent
themselves resembles the way Marx depicted the proletariat in his “Communist Manifesto”: they are the productive force of society, their fatherland is
the world, and the future belongs to them. When some Wall Street bankers
explain why they turned from supporters of President Obama into his opponents, the key argument is not that he defied their interests but that he hurt
their pride. It was not what he did to big business but how he talked about big
business that drew their ire. This paradox illustrates the intensity of the relationship between the rulers and the ruled. True power comes not from elite
independence from society, but rather from its dependence. The fact that the
elites of today have “privatized” the social “emergency exist” makes them, as a
social force, not only less legitimate but far less powerful.

The Rifle and the Ballot
A popular French engraving of 1848, the year French citizens gained the universal ballot, epitomizes the dilemmas of European democracies at their birth.
The engraving shows a worker with a rifle in one hand and a ballot in the
other. The suggestion is obvious: bullets for the nation’s enemies, and ballots
for the class enemies. Elections were meant to be the instrument for inclusion
and nation-building. They integrated workers into the nation by the power
shared with them. American political philosopher Stephen Holmes has made
a critical point when he observed that in the days of national democracies the
citizen voter was powerful because he was at the same time a citizen-soldier,
citizen-worker and citizen-consumer. The property of the rich depended on
the readiness of the worker to accept and defend the capitalist order. The citizen-voter was important because the defense of the country depended on
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his courage to stand against its enemies. He was important because his work
was making the country rich. And he mattered because his consumption was
driving the economy. To understand why citizens today throughout the West
cannot easily control politicians by democratic means, we need to look at the
way in which various extra-electoral forms of dependence of politicians on
citizens have been eroded. When drones and professional armies replace the
citizen-soldier, one of the main motives of the elite’s interest in public welfare
is substantially weakened. The flooding of the labor market by low cost immigrants and outsourced production has also reduced elites’ willingness to
cooperate. The performance of the American stock market over the course of
the recent economic crisis demonstrated that it no longer depended on the
consumer power of Americans – more evidence that citizens are losing their
leverage over the ruling elites. In October 2012 only 18 percent of American
voters strongly agreed with the statement “the middle class always does well
when big corporations do well”. It is the erosion of the leverage of the citizen-soldier, citizen-consumer and the citizen-worker that explains the voters’
loss of power. And it is the voters’ loss of power which lies at the core of the
growing mistrust towards democratic institutions.
Citizens are losing trust in democratic institutions not because these institutions are less efficient or more corrupt, but because they have lost our power to
influence them. The issue of trust in democracy is an issue of power. In order
to know how strong the ballot in the voter’s hand is we must know what is it
that the voter holds in his other hand.
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When Democracy Fails to Deliver
What Explains Satisfaction and Dissatisfaction
with the Performance of Democracy

by Ijaz Shafi Gilani

Introduction
Is democracy a good system of government, or at least better than any other available to the world? Most of the world, as the polls show, agrees – now, as well as
on the eve of the new millennium, when we started to regularly poll the globe
on this issue1. But, the question arises: Does democracy deliver? This statement,
in turn, begs the further question: What is it that democracy is supposed to deliver? Two of the world’s leading democracy watchers have historically adopted
two different approaches to answer this question. The Freedom House (https://
freedomhouse.org/) approaches this problem by looking at two ‘objective’ criteria:
‘Political Rights’ in a country, and the prevailing ‘Civil Culture’. It asks a group of
experts in each country to assign a value to the objective existence of these two attributes. The other leading global democracy watcher, WIN-Gallup International
Association (www.wingia.com) takes a different approach. It focuses on the subjective criteria, and asks the average citizen: Do you ‘feel’ you are ruled by the will
of the people? The focus of my paper is to explore whether the results achieved
by these two very different approaches – one entirely objective, in which the assessment is made by the onlooker, and the other entirely subjective, in which the
assessment comes from the actors’ inner experience – produce similar or different
performance scores for democracy as a system in action.
1 Jeannette Goehing et.al (eds.), “Voice of the People 2007”, Gallup International Association, 2008
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Even a causal look at the comparative ratings, Freedom House rating and
WIN-Gallup International rating, shows there is a wide gap between the two
(see Table 6 ahead). Many countries which achieve the best score in the Freedom
House (FH) rating score quite low on the WIN-Gallup rating; and vice versa.

Factors Affecting Satisfaction with Democracy
A part of this paper explores the causes which explain the difference between
the two scores, and the other part takes a more general look at the experiential
(as opposed to objective) assessment of democracy as a system of government.
Our paper lists a wide range of variables to investigate why some citizens,
or groups of citizens, experience a positive feeling about democracy in their
country, and say: ‘I feel I am ruled by the will of the people’; while others have
a negative feeling saying: ‘I do not feel I am ruled by the will of the people’.
We have looked at three systemic level variables such as population size of
democratic countries, their national income levels, and income inequalities as
some of the possible variables which explain a citizen’s subjective perception
of the performance of democracy. We have also looked at three personal or
individual level demographic variables, such as age, gender and education.
Furthermore we have looked at three key attitudinal variables, which in our
view might bear on how people experience democracy. All three are related to
their ‘identity’ as citizens, namely: do they feel sufficiently ‘patriotic’ and are
willing to fight for their country; is ‘citizenship of state’ their principal identify; are they positive or negative about globalization which allows economic
and social influences from beyond the state.

The Ages of Democracy: Beyond the “Third Wave”
As we proceeded with our investigation, we felt it was necessary to take into
account the impact of the duration of democratic experience in a country. In
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its present institutional form, democracy is often defined as a XIX century
nation-state practice. Some political scientists, notably Samuel Huntington1,
have identified three waves of democracy: the First beginning in the early 19th
century until the Second World War; the Second wave, resulting from the
emergence of post-colonial states around 1950, which ended around 1970;
the Third wave, which began around 1970, mostly as a result of civilianization
of military regimes in Latin America and East Asia, and culminated around
1990. Huntington ended his analysis at 1990, even though he mentioned
events surrounding the breakup of the Soviet System, which was happening
at that time’. We have extended this taxonomy of democracy waves theme by
identifying two further waves: wave Four, which comprises pos-communist
countries that had formed part of the Soviet System, and wave Five, that includes countries which have moved in and out between democratic governance and military regimes, but seem poised to adopt democracy, or at least
hold it as the most legitimate form of government.
Altogether, we have 56 countries in our sample. Leaving aside China, where the
survey was not conducted, this sample includes the vast majority of the worlds’
population. Among the 56 countries, we have grouped 12 countries in Wave One
of democracy, 9 in Wave Two, 10 in Wave Three, 15 in Wave Four and 10 in Wave
Five. By grouping the sample into 5 Age cohorts, each indicating age of democracy in the country, we have raised the question: Does the age of democracy matter
in affecting its objective performance, as measured by Freedom House; or its subjective experiential performance, as measured by WIN-Gallup International.
To summarize, the goal of our analysis is to determine which factors explain
the citizen’s subjective experiential satisfaction with democracy: how much of
it is explained by the 3 macro systemic factors; the 3 demographic variables;
the three attitudinal or personal identity variables, and the 5 aging variables,
as expressed in the five waves of democracy.
To be fair, what we have achieved so far in our quest is inconclusive. We are so
far unable to identify a single factor, or a group of few factors, which provide
1 Samuel Huntington, “The Third Wave: Democratization in the Late 20th Century”, University of Oklahoma Press,
1993.
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a dominant explanation for high or low levels of satisfaction with democracy.
But the exercise has enabled us to build a framework for analysis, along with a
strong dataset to experiment with.
Our methodological approach is eclectic. While we have relied on the strictly
quantitative method of using correlation coefficients based on survey data,
we have not shied away from using history and analytical deductions as legitimate tools of scientific enquiry. Considering the exploratory nature of this
exercise, we strongly encourage the readers of this book to approach us for our
dataset and join us in the quest to learn what explains the high or low levels of
a citizen’s satisfaction with democracy.

Trend Data on Satisfaction with Democracy (2000-2014)
A quick look at the trend data gives the welcome news, that taken as a whole,
satisfaction with democracy has risen since the beginning of this century. The
reasons may be complex and varied from area to area, and we shall attempt to
address some of them in the pages ahead. It should however be noted that positive global change in satisfaction does not extend to all countries. In fact satisfaction with democracy has declined in some of its oldest adherents, that is the
countries included among the First Wave of democracy. Among that group 4 out
of 12 countries (France, Belgium, Ireland, Iceland) experienced a decline. This
was also true for Malaysia among the Second Wave countries, Spain among the
Third Wave countries, Bulgaria among the Fourth Wave countries and Nigeria
among the Fifth Wave countries. While the aging of democracy may not be the
dominant explanation, it is notable that the most striking decline is satisfaction
is among the oldest adherents to the democratic system of government. One
could argue that after two hundred years of success with nation-state focused
representative government, democracy needs to reinvent itself in the globalized
world of the XXI century. We shall turn to that subject when we discuss ‘personal identity’ factors and their impact on satisfaction with democracy.
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Figure 1

Table 1 SATISFACTION WITH DEMOCRACY
‘Government by the Will of the People’
Question: To what extent do you agree or disagree with each of the following statement: My country is ruled by the will
of the people?
Percent saying My Country is Ruled
by the
Will of the People

Change =
2014 - 2000

TREND DATA
Global Average
Democracy
Wave # 1

2000

2007

2014

31

39

50

19

United States

34

25

47

13

France

38

45

34

-4

United Kingdom

28

36

43

15

Canada

39

29

51

12

52

*

Australia

Democracy
Wave # 2

Netherlands

45

Belgium

42

Sweden

38

Switzerland

53

8

26

-15

49

74

36

41

66

66

26

Finland

32

41

51

19

Ireland

50

72

38

-12

Iceland

40

33

-7

India
Japan

22

Mexico

15

Germany

82

33

55

54

*

29

41

19

24

9

29

36

*

Italy

30

27

42

12

Malaysia

77

69

48

-29

Austria

33

37

33

0

Israel

45

*

Lebanon

23

*
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Percent saying My Country is Ruled
by the
Will of the People

Change =
2014 - 2000

TREND DATA
2000

2007

2014

31

39

50
51

*

Philippines

54

42

67

13

Korea, Rep (South)

18

19

44

26

Spain

51

51

28

-23

Peru

36

53

54

18

Ecuador

29

52

71

42

Greece

35

25

*

Portugal

39

53

*

Papua New Guinea

47

*

Fiji

88

*

45

42

79

*

Global Average
Democracy
Wave # 3

Democracy
Wave # 4

Brazil

Russian Federation

3

17

Vietnam

19

Ukraine

12

9

31

19

Poland

21

23

48

26

Romania

22

29

29

7

Kazakhstan

8

24

16

Czech Republic

36

41

45

8

Bulgaria

20

13

16

-3

19

47

*

35

21

5

23

0

8

4

24

42

14

13

1

36

*

Serbia
Georgia

14

Bosnia and Herzegovina

23

Armenia

4

Macedonia

28

Latvia

12

Kosovo

47
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Percent saying My Country is Ruled
by the
Will of the People

Change =
2014 - 2000

TREND DATA
Global Average
Democracy
Wave # 5

2000

2007

2014

31

39

50

19

37

73

*

Indonesia
Pakistan

18

19

68

51

Nigeria

63

31

47

-15

39

*

48

17

Bangladesh
Turkey

31

38

Thailand

56

26

61

5

Kenya

68

*

Morocco

75

*

80

*

65

*

Afghanistan
Panama

22

Source: Win-Gallup International, End of Year-Voice of People Global Polls (1971-2014)

Three Macro-Economic Factors: Population size,
Per Capita Income and Equity
Our findings suggest that population size matters. A small size of democratic polity is generally more conducive to felt satisfaction with democracy. Interestingly
this aspect has been emphasized by a leading theorist of modern representative
democracy. In a short but seminal piece, entitled Size and Democracy 1, Robert
Dahl argues that while size matters, there is no optimal size for a political system.
“For about two thousand years, the dominant view was that small
city-state was optimal for democracy; for about two hundred
years, the dominant view has been that the nation-state is optimal
for democracy, yet the plain facts of life are that neither is optimal
for democracy.”
1 Robert A. Dahl, “Size and Democracy”, Stanford University Press, 1973.
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Dahl’s thesis is confirmed by the findings from our survey. Thus, if we look at
the detailed data, there are exceptions to the general rule that small size produces higher satisfaction. These cases should be instructive. In other words,
democratic polities which are large in size and yet produce high level of felt
satisfaction with democracy should be analyzed to identify the mitigating factors, which confound the general finding of a negative correlation between
large size and felt satisfaction with democracy. Maybe the effective size of
democratically governed territory or space in some large countries has been
reduced through devolution of authority. Perhaps there are other reasons.
Studies which are based on case studies of such countries, rooted in their history and sociology, would be well suited to address this paradox.
Our findings on per Capita Income show a relationship which is similar to
what we have observed for population size. There is a notable correlation.
Countries with higher per capita income produce higher satisfaction with democracy. But there are exceptions. The global direction of this relationship
confirms various theories which in the last century searched for origins of
dictatorship and democracy. Foremost theorists of democracy, such as Barrington Moore in his celebrated writing, Social Origins of Dictatorship and
Democracy 2, and Seymour Martin Lipset is his book Political Man 3, have
established a strong link between economic growth and popular acceptance
of democracy as a desirable form of government. However, as in the case of
population size, the data suggests a number of exceptions. A deeper study of
cases which confound the general thesis would be most instructive.
The relationship of economic inequality and satisfaction with democracy, as
reflected by the statistical tool of Gini Coefficient, shows a more complex finding. In some parts of the world the relationship is, as one would expect, negative. That is, as inequality declines, satisfaction with democracy rises. But in
other parts of the world, the relationship is in the reverse direction. Such relationships may not be causal. But it does show that satisfaction with democracy
could be high despite social inequalities. In our data this seems to be the case
2 Barrington Moore, “Social Origins of Dictatorship of Democracy”, Beacon Press, 1966.
3 Seymour Martin Lipset, “Political Man: The Social Bases of Politics”, New York: Anchor Books, 1960.
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for Latin America. In our data this seems to be true of Latin America. Perhaps
the explanation is that political liberties enjoyed under democracy are given
greater weight by the citizens who are prepared to tolerate continuing social
inequities.
Figure 2

Table 2 Impact of Three Macro-economic Factors on Satisfaction with Democracy
Population Size
(In Million)

Per Capita Income
(PPP at Current
International $)

Social Justice
(Gini Coefficient)

Satisfaction with
Democracy
(Ruled by Will of
People)

Global Average (Median)

26

19,025

34

N/A

Democracy Wave # 1

United States

314

53,960

41

47

France

66

37,580

32

34

United Kingdom

63

35,760

38

43

Canada

35

42,610

34

51

Australia

23

42,540

34

52

Netherlands

17

43,210

29

53

Belgium

11

40,280

33

26

Sweden

10

44,760

26

74

Switzerland

8

56,580

32

66

Finland

5

38,480

28

51

Ireland

5

35,090

32

38

Iceland
Democracy Wave # 2

86

India

0

38,870

26

33

1,237

5,350

34

54

Japan

128

37,630

32

41

Mexico

121

16,110

48

24

Germany

82

44,540

31

36

Italy

61

34,100

36

42

Malaysia

29

22,460

46

48

Austria

8

43,840

30

33

Israel

8

32,140

43

45

Lebanon

4

17,390

-
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Population Size
(In Million)

Per Capita Income
(PPP at Current
International $)

Social Justice
(Gini Coefficient)

Satisfaction with
Democracy
(Ruled by Will of
People)

Global Average (Median)

26

19,025

34

N/A

Democracy Wave # 3

199

14,750

53

51

Brazil
Philippines

97

7,820

43

67

Korea, Rep (South)

50

33,440

31

44

Spain

46

31,850

36

28

Peru

30

11,360

45

54

Ecuador

15

10,310

47

71

Greece

11

25,630

35

25

Portugal

11

25,360

39

53

Papua New Guinea

7

2,430

51

47

1

7,610

43

88

144

23,200

40

45

Fiji
Democracy Wave # 4

Russian Federation
Vietnam

89

5,030

36

79

Ukraine

46

8,960

25

31

Poland

39

22,300

33

48

Romania

21

18,060

27

29

Kazakhstan

17

20,570

29

24

Czech Republic

11

25,530

26

45

Bulgaria

7

15,200

34

16

Serbia

7

12,020

30

47

Georgia

5

7,040

41

35

Bosnia and Herzegovina

4

9,820

33

23

Armenia

3

8,140

30

8

Macedonia

2

11,520

44

42

Latvia

2

22,970

36

13

Kosovo

2

8,940

30

36
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Global Average (Median)
Democracy Wave # 5

Population Size
(In Million)

Per Capita Income
(PPP at Current
International $)

Social Justice
(Gini Coefficient)

Satisfaction with
Democracy
(Ruled by Will of
People)

26

19,025

34

N/A

Indonesia

247

9,260

38

73

Pakistan

179

4,920

30

68

Nigeria

169

5,360

43

47

Bangladesh

155

2,810

32

39

Turkey

74

18,760

40

48

Thailand

67

13,510

39

61

Kenya

43

2,250

48

68

Morocco

33

7,000

41

75

Afghanistan

30

2,000

28

80

Panama

4

19,290

52

65

Source: World Bank, World Development Report Tables, 2012 (http://data.worldbank.org/)

Three Demographic Factors
It is quite revealing that key demographic factors, such as Gender, Age and
even Education are not a major influence on satisfaction with democracy at a
global level.
Men and women are almost equally satisfied (51%: 50%). The youngest age
group, under 34, is only modestly more satisfied than the oldest group, over
55 (50%: 46%). Similarly the differences across educational groups are not as
wide as one could have anticipated. In fact, it seems that as far as the subject
of democracy is concerned, any chattering about ‘Gender Gap’, ‘Age Gap’ and
‘Education Gap’ might be highly misplaced. On this key issue, there is no evidence of social cleavages at an aggregated global level. There may, nevertheless
be differences within some societies and countries. We would therefore argue
that the search for spaces, national or regional, where the aggregate level harmony on democracy across gender, age and education is confounded, might
be worthwhile from the perspective of theory building as well as public policy.
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Figure 3

Table 3: Impact of Three Demographic Facors on Satisfaction with Democracy Global averages
Percent Saying THEY ARE
RULED BY WILL OF THE PEOPLE
Global Average

50

Gender

Age

Education: Highest attained

Male

51

Female

50

Under 34

50

35 - 54

52

55+

46

Less than High School

53

High School

45

College

51

Post- Graduate

50

Refused/DNK/DNA

89

Source: Win-Gallup International, End of Year-Voice of People Global Polls (1971-2014)
Figure 4

Findings across Democracy Waves
Percent saying they are ruled by
will of people

Global Average

Across Democracy
Wave # 1

Across Democracy
Wave # 2

Across Democracy
Wave # 3

Across Democracy
Wave # 4

Across Democracy
Wave # 5

50

46

49

51

41

59

Gender
Male

51

50

49

51

39

58

Female

50

42

49

51

42

60

Age
Under 34

50

45

49

50

41

56

35-54

52

48

52

51

40

64

55+

46

44

43

51

40

60

53

42

39

58

45

65

Education:
Highest attained
Less than High School
High School

45

42

36

51

40

59

College

51

48

51

45

39

57

Post Graduate

50

53

52

33

40

54

Source: Win-Gallup International, End of Year-Voice of People global polls, 2014
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Three Personal Attitudes on ‘Identity’
The findings from the WIN- Gallup Survey indicate that positions on personal
identity are the strongest drivers of views on performance of democracy.
As we reflect on the vast amount of data presented in our tables we come to
the conclusion that the key drivers for satisfaction or dissatisfaction with democracy are neither macro- economic factors, nor demography but attitudes
about patriotism, nationalism and globalization. In short, patriotism is highly
correlated with satisfaction with democracy (see column 1 below). In other
words, those who are satisfied with democracy in their country are willing
to fight for it, in considerably higher proportions compared to those who are
not. The situation becomes more complex when it comes to what we define as
‘Nationalism’ and ‘Nativism’. Those (defined as ‘nativists’), who are not comfortable with transnational identities, such as globalization, are more likely to
be dissatisfied with democracy compared to those who are globalists.
One can infer from this that those who favor a ‘nativist’ identity feel that democratic governance is not protecting their sovereignty and is thus not delivering what nation-state democracy was supposed to deliver.
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Figure 5

Table 4: Impact of Three Personal Attitudes on Satisfaction with Democracy
Patriotism, National Identity and Nativism

Global Average

Democracy Wave # 1

Democracy Wave # 2

Democracy
Wave # 3

Patriotism (Willingness to Fight for
Country)

National Identity
(State is Principal
Identity)

Nativism (Globalization is Bad)

Satisfaction with
Democracy (Ruled by
Will of People)

59

38

16

50

United States

44

24

19

47

France

29

39

35

34

United Kingdom

27

35

23

43

Canada

30

27

19

51

Australia

29

31

18

52

Netherlands

15

36

28

53

Belgium

19

23

34

26

Sweden

55

27

16

74

Switzerland

39

32

28

66

Finland

74

57

13

51

Ireland

38

36

20

38

Iceland

26

25

9

33

India

75

50

14

54

Japan

11

17

3

41

Mexico

56

53

23

24

Germany

18

24

28

36

Italy

20

47

27

42

Malaysia

63

16

8

48

Austria

21

49

26

33

Israel

66

18

12

45

Lebanon

66

46

26

23

Brazil

48

47

12

51

Philippines

73

52

13

67

Korea, Rep (South)

42

58

15

44

Spain

21

21

22

28

Peru

61

28

10

54

Ecuador

54

26

15

71

Greece

54

21

39

25

Portugal

28

44

17

53

Papua New Guinea

84

60

14

47

Fiji

94

48

9

88
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Global Average
Russian Federation

Democracy Wave # 4

Democracy Wave # 5

Patriotism (Willingness to Fight for
Country)

National Identity
(State is Principal
Identity)

Nativism (Globalization is Bad)

Satisfaction with
Democracy (Ruled by
Will of People)

59

38

16

50

59

21

19

45

Vietnam

89

30

9

79

Ukraine

62

16

18

31

Poland

47

40

20

48

Romania

38

24

15

29

Kazakhstan

69

13

17

24

Czech Republic

23

33

32

45

Bulgaria

25

52

14

16

Serbia

46

23

30

47

Georgia

76

31

24

35

Bosnia and Herzegovina

55

43

24

23

Armenia

72

30

29

8

Macedonia

38

16

17

42

Latvia

41

40

24

13

Kosovo

58

46

12

36

Indonesia

70

50

11

73

Pakistan

89

36

7

68

Nigeria

50

21

7

47

Bangladesh

86

7

9

39

Turkey

73

31

27

48

Thailand

72

4

21

61

Kenya

69

38

13

68

Morocco

94

36

12

75

Afghanistan

76

38

10

80

Panama

64

44

10

65

Source: Win-Gallup International, End of Year-Voice of People Global Polls (1971-2014)
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Figure 6

Table 5: Correlation Coefficients Satisfaction with Democracy Correlated with 9 Factors
Categories

1

2

3

4

5

6

7

8

9

High Patriotism

Low Patriotism

National
Identity

Religious
Identity

Globalist

Nationalist

Population Size

GNI per
Capita

Equity

Global
Coefficient

0.4437

-0.3729

0.1324

0.3053

0.616

-0.4591

0.120

-0.1809

0.2653

Democracy
Wave#1

0.464

-0.4849

0.0775

-0.0122

0.311

-0.2502

-0.058

0.5641

-0.204

Democracy
Wave#2

0.4087

-0.5703

-0.3283

0.4319

0.446

-0.5383

0.545

-0.3434

-0.110

Democracy
Wave#3

0.6146

-0.4791

0.3452

0.6085

0.662

-0.721

-0.053

-0.6592

0.4204

Democracy
Wave#4

0.2617

-0.1236

-0.2075

0.0571

0.713

-0.2838

0.538

-0.1238

0.1987

Democracy
Wave#5

0.2429

-0.2868

0.6715

-0.595

-0.043

-0.1984

-0.260

-0.1575

-0.0619

Source: Win-Gallup International, End of Year-Voice of People Global Polls (1971-2014)

The table above presents pair-wise correlations of democracy variable defined as
Ruled by the Will of People (Satisfaction with Democracy), against 9 other factors
identified. The correlations have been presented on a global dimension as well as
across groups of countries categorized on the basis of different Democracy Waves.
Satisfaction with democracy on a global level has shown a positive relationship
with High Patriotism, National Identity, Religious Identity, a Globalist perception, Population size and the level of Equity. However, it is negative in countries
with Low Patriotism, a more Nationalist perspective and a high GNI per Capita.
All groups based on Democracy Waves show that Satisfaction from Democracy results from High Patriotism, and that Low Patriotism always contributes to the opposite.
A Globalist mindset has also shown to be a positive influence on a satisfactory democratic regime, except in the case of Wave# 5. However, Nationalist
perceptive approaches always lead to lower level of satisfaction with democracy as depicted by the results.
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GNI per capita shares a negative relationship with Satisfaction with Democracy in all the cases except Wave #1.
The rest of the indictors vary and provide a mixed picture. This may reflect the
level of sensitivity pertaining to each democratic wave. In the case of National
Identity, only Wave# 1, 3 and 5 follow the global pattern of results, whereas
Wave#2, 3 and 4 correspond to the global results for Religious Identity.
Along with the global results, Wave# 2 and 4 also depict that higher level of
satisfaction with democracy is associated with Population Size. Lastly, Wave#
3 and 4 correspond to the globally depicted positive relationship of Inequality
with Satisfaction with Democracy.

The Deficit in Democracy Assessment: Expectations Beyond
Domestic Political Rights and Civil Liberties
Given the wide gap between ‘objective’ assessment of democracy by the Freedom House and ‘subjective’ assessment by WIN-Gallup International, there
seems to be a need to restructure annual assessments of the performance of
democracies across the world. The times when Freedom House assessment
criteria were developed political rights in the sovereign territory of nation
states and civil liberties in the same territory lay at the heart of democracy
and what democratic governments were supposed to deliver. With changing
times, expectations of citizens have evolved and grown. These expectations
may no longer be confined to securing political rights and civil liberties within
the borders of the state. Conceivably the ability of the state to negotiate with
global authorities is emerging as an issue. In other words, the issue is: can
democracy protect the rights of its citizens in dealing with political economic
and social authorities beyond the borders of the state? Historically democracy maintained a balance between the power of the citizen and that of the
state. Political rights and civil liberties, provided by democracy, were the key
instruments to achieve this balance. With the advent of globalization there is
a change in the structure of power . This new structure of power requires a
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new set of balances. The traditional approach to protection of sovereignty by
the state and domestic checks on its possible encroachment on political and
civil liberties needs to be redefined. We cannot close our eyes to poll finding which reveal that vast numbers of citizens across the world are no longer
unreservedly ready to fight wars for the sovereignty of their states. Instead
they apparently expect the state to protect its sovereignty by negotiating with
overarching transnational authorities. The citizen is less concerned about the
breach of national borders and related wars, and more about the complex web
of transnational authorities, state, non-state and trans-state, which affect his
personal life. This might explain the wide gap between objective assessment
on domestic political rights and civil liberties, which Freedom House measures, and subjective assessments which, our data suggests, rests more heavily
on how citizens view globalization and assume trans-nationalist or nativists
identities. The changes in the politics of the world are fascinating and we expect a matching enthusiasm to develop instruments to measure the performance of the emerging new forms of political authority.
Figure 7

Table 6: The ‘Felt’ Democracy Deficit: The Gap between Freedom House ‘Objective Measurement’ and
WIN- Gallup ‘Subjective Measurement’
Freedom House

WIN -Gallup

The “Felt Democracy
Deficit

FH Freedom Rating

FH Political Right
Score*

Satisfaction with
Democracy Score

FH Score minus WINGallup Score

F

74

50

24

Australia

F

90

52

38

Belgium

F

90

26

64

Canada

F

90

51

39

Finland

F

90

51

39

France

F

90

34

56

Iceland

F

90

33

57

Ireland

F

90

38

52

Global Average
Democracy Wave # 1
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Freedom House

WIN -Gallup

The “Felt Democracy
Deficit

FH Freedom Rating

FH Political Right
Score*

Satisfaction with
Democracy Score

FH Score minus WINGallup Score

Global Average

F

74

50

24

Netherlands

F

90

53

37

Sweden

F

90

74

16

Switzerland

F

90

66

24

United Kingdom

F

90

43

47

United States

F

90

47

43

Austria

F

90

33

57

Germany

F

90

36

54

India

F

80

54

26

Israel

F

90

45

45

Italy

F

90

42

48

Japan

F

90

41

49

Lebanon

PF

50

23

27

Malaysia

PF

60

48

12

Mexico

PF

70

24

46

Brazil

F

80

51

29

Ecuador

PF

70

71

-1

Fiji

PF

70

88

-18

Greece

F

80

25

55

Korea, Rep (South)

F

80

44

36

Papua New Guinea

PF

60

47

13

Peru

F

80

54

26

Philippines

PF

70

67

3

Portugal

F

90

53

37

Spain

F

90

28

62

Armenia

PF

50

8

42

Bosnia and Herzegovina

PF

60

23

37

Democracy Wave # 2

Democracy Wave # 3

Democracy Wave # 4
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Freedom House

WIN -Gallup

The “Felt Democracy
Deficit

FH Freedom Rating

FH Political Right
Score*

Satisfaction with
Democracy Score

FH Score minus WINGallup Score

Global Average

F

74

50

24

Bulgaria

F

80

16

64

Czech Republic

F

90

45

45

Georgia

PF

70

35

35

Kazakhstan

NF

40

24

16

Kosovo

PF

60

36

24

Latvia

F

80

13

67

Macedonia

PF

60

42

18

Poland

F

90

48

42

Romania

F

80

29

51

Russian Federation

NF

40

45

-5

Serbia

F

80

47

33

Ukraine

PF

70

31

39

Vietnam

NF

30

79

-49

Afghanistan

NF

40

80

-40

Bangladesh

PF

60

39

21

Indonesia

PF

80

73

7

Kenya

PF

60

68

-8

Morocco

PF

50

75

-25

Nigeria

PF

60

47

13

Pakistan

PF

60

68

-8

Panama

F

80

65

15

Thailand

NF

40

61

-21

Turkey

PF

70

48

22

Democracy Wave # 5

*The Political Rights Score is on a scale of 1- 10, 10 showing lowest assessment on Political Rights. We have assigned 10- 90 scores based on the
same intervals.
Source: Win-Gallup International, End of Year-Voice of People Global Polls (1971-2014)
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Conclusions
Democracy is the most widely shared moral code among humanity in the
XXI century. Individuals and groups may differ in their outlook on what is
democracy. However, such multiplicity of interpretations does not diminish
the inherent appeal of the idea of democracy as the most acceptable method to
aggregate individuals into an authority wielding social unit. One could say democracy is a shared idea, almost a creed, of this age. But unlike other creeds,
democracy is also a set of institutions and actions which affect day-to-day
affairs with immediate consequences. The question may well arise: Is it sacred,
a ‘deity’ to submit to, or a mere secular ‘product’ to consume? The research is
this paper indicates that once the idea of democracy in modern nation-states
assumed universal proportions, many of its adherers treat it as a staple ‘product’ to be consumed, rather than a sacred symbol of moral behavior. One of
the key conclusions of this paper is that those who have practiced democracy
the longest, the countries of Wave One of democracy, are most doubtful about
its performance. This, in essence, prompted us to further investigate factors
which explain satisfaction or dissatisfaction with a ‘product’ whose demand
shows no decline, but satisfaction levels seem decrease.
The paper looked at nine factors which might possibly explain satisfaction or dissatisfaction with democracy: three macro-economic factors, three personal demographic factors, and three attitudinal or identity factors. The conclusion is that
at this time ‘identity’ factors provide the most potent explanation of satisfaction
or dissatisfaction with the practice of democracy. The ‘nativists’, those who believe
globalization is bad, are most critical of democracy for not delivering its intended
purpose. The ‘globalists, who believe globalization is good, are in comparison considerably more satisfied with democracy’s performance of its desired functions.
The ‘nativists’ and those for whom the state is a principal source of personal identity are less satisfied with democracy, compared to those with opposing perceptions.
Finally, we must reiterate that since our analyses are based on global and regional
averages, the detailed data that we have compiled and presented here reveals the
existence of a vast number of cases which confound the general conclusions, and
hence provide ample ground for further investigation and debate.
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The Disruptive Mindset of Millennials
around the Globe
Five Values Segments That Will Shape and Change the World
by Pieter Paul Verheggen and Martijn Lampert

Introduction: Moving Beyond the Hype and Stereotype

M

illennial consumers around the world are more than 2 billion
strong. They are the first generation that was raised in the internet
age. There is no question that the millennials, born between 1980
and 2000 will shape, color and change the world we live in profoundly.

Therefore a deep dive into the mindset of this group is important to understand the next generation of consumers and decision makers and their specific
needs, drivers and preferences.
In 2013 an article in the New York Times questioned the validity of stereotypes
about the millennials generation ‘who researchers and marketers insist are
bound by common values’1. Such researches in the last years have claimed that
millennials are more civic minded2, more narcistic3, passionate about causes
not institutions4 and less religious5. The writers of the New York Times article
wondered if such generalisations were not beside the point and whether millennials are not much more heterogeneous. The New York Times has a valid
point from a global perspective. Most research about millennials suffers from
two flaws. The first is an over-generalisation: by lumping together all millennials these studies ignore the differences within this generation. The second is
1 http://www.nytimes.com/2013/12/22/fashion/Millennials-Millennials-Generation-Y.html
2 William Strauss, Neil Howe (2000), Millennials Rising: The Next Great Generation
3 J ean M. Twenge (2006), Generation Me: Why Today’s Young Americans Are More Confident, Assertive, Entitled--and More Miserable Than Ever Before
4 http://www.themillennialimpact.com/2013RESEARCH
5 http://www.pewresearch.org/fact-tank/2014/03/07/6-new-findings-about-millennials/
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omission: most research focuses exclusively on millennials in the West, where
only 12% of the 2 billion millennials in the world live1. With rapidly emerging new economies and an unprecedented level of interconnectedness in the
world (which counts especially for the millennial generation), these are two
shortcomings to reckon with.
The Glocalities study 2 about the millennials we will discuss in this chapter
aims to take two steps further. It focuses on data about five types of millennials, to see how they think, feel, consume, adapt to new technologies and
entertain themselves. This is done by taking an in-depth look at the value systems of different types of millennials, to better understand the drivers of their
behaviour. Secondly, the study takes on a global perspective. It derives data
from an international online survey in which 18.066 millennials participated
Following the New York Times article, the main question guiding our analysis
of millennials is whether they are indeed the most globalised connected generation ever (with similar values and behaviour around the world), or whether
the picture is more fractured (diverging values and behaviour).
The results of this study are relevant for strategists, marketers, policymakers,
communications professionals and HR managers who are interested in this
young generation of consumers, citizens, employees and entrepreneurs. The
findings also offer a glimpse of the world of tomorrow, because millennials are
becoming more and more important as decision makers, in the way business,
technology and policies are being developed. In the last section of this chapter
we will deal with the question how this generation can be expected to shape
and possibly disrupt evolving business practices and models.

1 Estimation based on statistics from the UN Population Division, West defined as Europe + North America, http://
esa.un.org/unpd/wpp/Excel-Data/population.htm
2 For more information about the Glocalities project carried out by Motivaction see at the end of this chapter.
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Global Trends: How Millennials Differ
From Older Generations
Before going into a more layered analysis, we will first take a look at the profile
of millennials worldwide. This is necessary to see how millennials differ from
older generations, not only from a Western point of view but on a global scale.
The following paragraph takes a look at the major trends and developments
that have shaped the lives of millennials globally and that set them apart from
older generations. We have compared three generations in their current attitudes and values in four domains of life: work and finance, social life, culture
and politics, and their mindset.

Work and Finance: Consumption-Oriented,
Competitive, Looking up the Ladder
Millennials have a consumption oriented attitude and are not ashamed of it.
From Thatcherism in Europe, Reaganomics in the US, Perestroika in the Soviet Union and Open-Door-Policies in China, all over the world millennials
have grown up with the free market economy as the unrivalled norm. This is
Figure 1

Basic Values (% agree)
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very much reflected in their orientation towards work and finance. “To me,
one of the most enjoyable things in life is buying something new” is a statement that 45% of millennials agree with (compared to 31% of the post-war
generation and 37% of generation X). Similarly, 41% of the millennials feel
“most happy when I can spend money’ (compared to 27% of the post-war
generation and 33% of generation X). Consumption and spending are central drivers for millennials. When a new product is introduced in the market,
millennials are twice as likely as the post-war generation in wanting to buy it.
Millennials also take a competitive view of life. The statement ‘’Competing
with each other leads to better results than working together’’ finds support
from 32% of millennials (post-war generation: 23%, generation X: 26%). More
than older generations, millennials are career driven and ambitious. This can
partially be explained by their life stage, as the millennials are currently in
the building stage of their careers, and partially by the demands of the free
market economy in which it is hard to survive without a competitive mindset.
According to almost half of millennials their happiness depends very much on
their career and four out of ten are setting themselves constantly higher goals
to achieve in life. Older generations score significantly lower on these values.
While millennials are ambitious and competitive, they are also looking up to
those higher on the social ladder. ‘I think that it is important to show respect
for people in higher positions’ is agreed by almost half (49%) of millennials,
compared to 43% of the post-war generation.
Figure 2

Basic Values (% agree)
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Social Life: Diverse, Active and Yearning to Be Noticed
Has modern technology and increased global interconnectivity led to a decline of traditional values? When asked, half of all millennials find there is
too little emphasis on traditional values in their country. This sounds like a
generation that embraces conservatism, but compared to older generations
millennials are less focused on traditional values. Of the post-war generation
60% finds there is too little emphasis on traditional values, in comparison to
56% of generation X. As we will see later, there are large variations within the
millennial generation in how different groups adhere to conservative values.
When we zoom in on social relations, millennials are also more diverse in
their social life, rather than focused just on family and friends. ‘A broad social
network is important to me’, say 47% of millennials (compared to 39% of the
post-war generation and 43% of generation X). This is one of the explanations
for the huge success of social media that make it easier to manage a large and
diverse social network. In addition 41% of millennials claim to have a large
social network of people with different backgrounds (compared to 30% of the
post-war generation and 37% of generation X).
Millennials spend more time online than previous generations. The time they
spend online is crowding out the amount of time they are using for other media, especially TV and newspapers.
Figure 3

Basic Values (% agree)
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The often cited finding about narcissism among millennials, described as a
generation that wants to stand out also finds support in our international survey. The differences between generations are profound. Nearly half of millennials ‘like being noticed’, almost twice as much as the post-war generation.
Millennials want to be seen and respected. Again, the possibilities of social
media perfectly fit in with their social orientations and needs.

Culture and Politics: Open-Minded, Culturally Active,
Adventurous and Less Politically Engaged
The increased global interconnectedness and exposure to other ways of living
(for example in online and offline media) that millennials experienced in their
formative period has resulted in a more open-minded attitude compared to
older generations. Nearly half (49%) of millennials like to surround themselves with things from different cultures and 26% are curious to discover
what other religions can offer (compared to respectively 21% of generation X
and 18% of the post-war generation).
Millennials are more artistically oriented than older generations. According
to 40% art is ‘an important part of my life’ (compared to 32% of the post-war
generation and 34% of generation X). Apart from this, millennials want to
experience new things and thrills. 45% of millennials from time to time like to
Figure 4

Basic Values (% agree)
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do things that are actually risky (35% for generation X and 27% for the postwar generation). They have a preference for exciting and adventurous hobbies
(53% versus 30% of the post-war generation).
At the same time, the self-orientation of millennials goes along with an – on
average – lower level of political engagement than older generations. Only
33% are interested in politics (40% of the post-war generation), while 59%
think it is important to know how political decisions come about (compared
to 66% in the post-war generation). This can be partially explained by a less
ideological worldview that has taken root in the world after the end of the
Cold War. It also translates in other – on average – less ideological views on
political issues than older generations, as is shown in the graph below.
Figure 5

Basic Values (% agree)

Apart from being less ideological, millennials that have been raised in a time
of ever increasing opportunities are also more aware of possible negative side
effects of living in a world with fading limitations and borders. 53% agree that ‘If
you give people too much freedom they will abuse it’. The post-war generation
(47%) and generation X (49%) take a less sceptical stance about this. This could
be explained as the consequence of the fight against terrorism (post 9/11) that
has affected the mindset of millennials worldwide during their coming of age.
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Mindset: Imaginative, but Somewhat Worried
Millennials are a very imaginative generation with high scores on statements
about dreaming and imagination. ‘Dreams and fantasies are important motivators in my life’ say 64% of millennials (compared to 48% of the post-war
generation and 56% of generation X). This might have to do with the fact that
the minds of millennials are increasingly shaped online and through popular movies and videos that are increasingly realistic (3D effects, YouTube, advanced filming and editing technologies). In comparison to older generations
millennials don’t think that reality is an objective state that cannot be changed
at will, but rather have – on average – a more fluid perception of what is real.
53% believe that ‘Our dreams and imaginations create the reality we live in’
(against 44% of the post-war generation and 49% of generation X). A popular
and iconic movie in the formative period of millennials was for example The
Matrix, in which the heroes are convinced that reality is an illusion. Millennials grew up in a period of accelerating change when creativity and technology
are increasingly combining to create new products (smartphones) that help
them navigate through modern life and stay connected.
Figure 6

Basic Values (% agree)

There is a shadowy side to the existence and the mindset of the millennials
as well: 39% of them sometimes feel that ‘The future holds nothing for me’
(against 32% of the post-war generation and 36% of generation X). Additionally, millennials more often feel let down by society. They live in a demanding
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and competitive world, which is especially challenging to those of them who
do not have the skills and competences to navigate through the everyday requirements of modern life.
Figure 7

Basic Values (% agree)

A Globalised or Fractured Generation?
The global differences between millennials and older generations described
in the earlier paragraphs raise the question whether millennials are more globalised in their attitudes than generation X and the post-war generation, as
they grew in a period of increasing global interconnectedness and during the
advent of the internet. To check this hypothesis we asked respondents if they
agree with the statement ‘I consider myself more a world citizen than a citizen
of the country I live in’. The answer to this question gives a general idea whether millennials are indeed more globalised than older generations.
Figure 8

Identification as ‘World Citizen’

‘I consider myself more a world citizen than a citizen of the country I live in’.(% agree)
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The results confirm the notion of a globalised generation. Millennials indeed
see themselves as world citizens more often than the other generations. But
the question remains if this is true regarding all millennials? When we look
within the millennials generation based on five different segments that share
certain basic values, a more fragmented picture appears. Let us first identify
the five values based segments in the populations surveyed.

Five Global Values Segments
To come to a more nuanced view of the millennial generation that goes one
level deeper than the trends described above, we have used the Glocalities
segmentation model that Motivaction has developed from the survey.
This model is based on the premise that people’s behaviour and opinions are
shaped by value orientations that are deeply embedded within persons and
society. Where behaviours and opinions tend to be fluid and change over time,
value orientations tend to be more stable during the lives of people.
The Glocalities segmentation model consists of 5 values segments which are
based on cluster analysis (latent class analysis) on a set of values statements
from the survey. The five segments are plotted on two axes. The horizontal axis
shows the extent to which people are open for change and innovation, while
the vertical axis shows the extent to which people value freedom and independence. Clockwise the following segments are identified:
Creatives: Open minded idealists who value personal development and culture.
Challengers: Competitive workers fascinated with money, risk and adventure.
Achievers: Entrepreneurial networkers who value family and community.
Conservatives: Family people who value tradition, etiquette and structure.
Socializers: Structure seekers who enjoy entertainment, freedom and family
values.
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Figure 9

The Glocalities Segmentation Model
Based on the Population of 18-65 Years Old

Using this model, five types of millennials were identified. Before going deeper into each of these types let’s compare how millennials differ from older
generations when we take this segmented value perspective:
Figure 10
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Conservatives, although a substantial group comprising 15% of millennials,
are less than half the size as the same group among the post-war generation.
Millennials are less traditional than older generations. Similarly, Socialisers
are almost one third smaller among millennials than among older generations. Segments that are overrepresented and largest among millennials are
the Challengers, the Achievers and the Creatives. The Challengers form the
largest segment representing 32%. The Creatives represent 23% of all millennials and the Achievers 20%.
Now let us go back to the question on world citizenship, divided by the 5 types
of millennials.
Figure 11

Identification as ‘World Citizen’ by Different Values Segments of Millennials
‘I consider myself more a world citizen than a citizen of the country I live in’. (% Agree)

The segmentation makes clear that within the millennial generation the value
segments Creatives and Achievers and to a lesser extent Challengers see themselves as world citizen, while Socializers and Conservatives identify stronger
with the country they live in. Interestingly enough the first three segments are
the most globalised and the largest segments among millennials. This could
be an indication of shifting value orientations. However plausible, because the
millennials were raised in an age of increasing globalization and identify more
as a world citizens than the older generations, this hypothesis still has to be
further tested in research.
In the next paragraph we will give additional substance and colour to these
five types of millennials, going deeper into the consumer behaviour of each
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of them to see how companies and marketers can better understand and cater
to their brand preferences as well as to their internet and social media habits.

Creatives: Open Minded Idealists Who Value Personal
Development and Culture
At the high right-hand part of the glocalities model stand the Creatives, who
form 21% of the total body of millennials. Generally they are higher educated.
They more often live together without being married or prefer to stay single. They are cosmopolitans who travel a lot and enjoy cultural activities. This
group is also the most idealistic and in it one finds the most (political) activists.
They often are eager to experience something new. In many ways they
represent the postmodern part of the millennial generation, the part that
values personal development rather than material goods. This is the group
who has embraced the share-economy and are often regarded as the Western prototype of the millennial. They are overrepresented in the Westernized world (Europe 29%, US 23%, Canada 28%, Australia 29%) and in
Central and South America (24%). Creatives are underrepresented (smaller than 16%) in the emerging economies of Asia, Russia, Turkey and South
Africa.
They have a distinct profile with regard to consumer behaviour: a strong preference for international A-brands like Apple, Amazon, Heineken and L’Oreal. In terms of social media, they are very active, spending a lot of time on
the internet and frequently using all kinds of social media platforms, such as
Facebook, Twitter, LinkedIn, Instagram, Pininterest and Youtube. Creatives
are notably absent from Google+. They do a lot of things online, like reading the news, watching TedX movies, looking for recipes and cultural events,
shopping and internet banking. On the other hand they are not the earliest
adopters of mobile banking, and they upload movies to social network sites
less often than average.
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Achievers: Entrepreneurial Networkers Who Value
Family and Community
In the low left corner of the Glocalities model, to the right of the Conservatives stand the Achievers. They form a substantial group in the West, but
are especially large in Asia. This group is interesting for marketers and policy makers, because they form quite a large group among millennials (20%),
though somewhat smaller in older generations (12% of the post-war generation and 16% of generation X).
On a number of variables Achievers show similarities with Creatives. They
are often higher educated, and have a similar urge to experience new things.
But where Creatives are open-minded and driven by post-materialist and
post-modern values, Achievers are more materialistic, family oriented and
career driven. Achievers combine a cosmopolitan lifestyle with a more conservative and status-oriented mindset. For example, they more often find that
the father should be the head of the household; community and religion are
also important for them.
Achievers are more frequently married and often live together with many people in one household. They are very career-driven and competitive and enjoy
the fruits of their labour. An important aim in life for them is to enjoy themselves and have fun. They enjoy spending their money, but also like to know
the original story behind a brand. They like buying something new and are the
first to adopt new products.
In terms of consumer behaviour Achievers like similar brands to those liked
by Creatives, but have broader brand preferences. Material status and pride
with the brands one uses is very important for Achievers. They enthusiastically embrace Coca-cola, McDonalds, Nike and BMW (products much less
used by Creatives), and in addition to Apple they also use Samsung and Nokia
(the latter not being especially popular with Creatives). They like Nescafé and
Heineken as well. Achievers are also very active in the social media, but unlike
Creatives they find Google+ an attractive platform, and they also frequent
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Weibo (the Chinese twitter), VKontakte (the Russian Facebook) and RenRen
(the Chinese Facebook). Online they are as active as Creatives, but they look
less frequently for cultural events and instead more often search for information about health and diseases. They are apt to adopt new technologies such
as the use of mobile banking, uploading movies to social media or using voice
search on Google earlier and more often than the Creatives.

Challengers: Competitive Workers with a Fascination for
Money, Risk and Adventure
The Challengers can be found in the low right part of the Glocalities model. They represent one third of all millennials. This group, overrepresented
in Asia (41%) and in Central and South America (35%), is also substantial in
the US (30%), Europe (27%) and Canada (31%). In many societies this group
stands for the hard working lower and middle class.
Challengers are more often less educated and have little money to spend. They
are more frequently single, with their happiness very much dependent on the
career; they often struggle to make ends meet, and feel let down by society.
They are outspoken, competitive, and believe that competition leads to better
results than cooperation. With their hard earned money they enjoy buying
something new. Whenever they hear about a new product, they want to have
it immediately, but often cannot afford to behave on this impulse. Because of
this they show a lot of aspirational behavior. An important aim for them in life
is to enjoy oneself and have fun.
Because of their limited budget Challengers generally score low on brand usage, but this does not tell the whole story. For Challengers a BMW is an aspirational brand. But not able to purchase a brand new BMW, they would settle
for a secondhand (or a third-hand) one!
On the internet they more frequently visit dating and lottery sites. Internet is
also used – and this shows their aspirational behavior again – to watch TedX
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movies. Challengers are less prominent on social media, but in China for example are more frequent users of Weibo, the Chinese Twitter.

Conservatives: Family People Who Value Tradition,
Etiquette and Structure
At the low left side of the Glocalities model we find the Conservatives. Conservatives form 15% of the millennials. They are underrepresented in the
West, but overrepresented in socially conservative countries such as Russia,
Turkey and South Africa. 15% still represents a substantial share of the millennials, but Conservatives are much more prominent among older generations
(post-war generation 33% and generation X 25%). Conservative millennials
are more often married, with middle-level education and tend to live in larger
households. They are unashamedly traditional in their views on life, and in
many aspects are the least technologically savvy segment. They frequently feel
let down by society. When marketers from the West talk about millennials
Conservatives are often ignored, being in many ways the opposite of the Creatives – the group to which many marketers from the West belong themselves.
Apple is exemplary as the brand that Conservatives hardly use at all, while
they are overrepresented as users of Samsung and Nokia. Nescafé is another
brand that they use more frequently than other segments. Online Conservatives look more often for recipes, news and information about health. They are
much less frequent users of social media, and average users of Facebook; in
Russia for example they use VKontakte (the Russian Facebook). They use the
internet occasionally for shopping and banking, but much less than the other
categories of millennials.
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Socializers: Structure Seekers Who Like Entertainment,
Freedom and Family Values
Socializers can be found in the high left corner of the Glocalities model. Only
11% of the millennials are Socializers, but they make a substantial segment of
the millennial population in the West (13% in the US, 16% in Europe, 14% in
Canada and 20% in Australia). However in most parts of the rest of the world
this group is nearly absent (only 3% in Asia). In the West this group represents
a convenience oriented consumer segment that often belongs to the lower and
the middle class.
The most important aim of many Socializers is to enjoy life and have fun.
Their local community, family and friends are important points of reference.
Socializers are not much engaged in cultural and political life. They like to
take things easy, look for security and are least inclined to experience something new. The Socializers have been affected by the economic crisis, and are
more likely to admit that they don’t have enough money to get by. At the same
time they are not very career driven or competitive in their orientations.
The brands that Socializers use reflect their convenience mentality. For example they are more frequent users of McDonalds and Disney. On the web
Socializers are especially active for shopping online and for online banking,
as well as for checking the weather forecast. Compared to the other millennial
groups, they spend more time watching TV and listening to the radio. The
amount of time they spend on the internet is average. They are mostly active
on Facebook but are practically absent from other social media platforms.

What to Expect: The Generation of Disruptive Change
The revolution that has shaped the life of millennials is technological in nature. The rise of the internet and communication technology, and the surge of
new industries based on these innovations have profoundly changed the traditional ways of life for people around the world. For millennials these chang-
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es and the new technologies however are not luxuries as the older generations
perceive them, but are seen as the new norm⁷.
We are witnessing huge shifts that affect all generations, but are most widely
and totally absorbed by the millennials: massive downloading of movies and
music, computer games, starting one’s own web shop, the rise of the smart
phone and of digital photography, sharing experiences online, self-diagnosis
via the internet, cloud computing, the use of the Google translator etc, etc.
And the rate of change and impact is still accelerating.
According to Peter Diamandis, writer of the bestseller ‘Abundance: the future is better than you think’, the technological innovations that we have experienced in the last two decades are just the beginning of a technological
breakthrough that will revolutionize the present way of life. The innovations
of the future will turn human progress from a linear process into a disruptive
process of exponential change. Diamandis regards this as a very positive development that will make a world of abundance and raising living standards
possible, especially for the underdeveloped countries.
When we look at the attitude of the millennials toward technological progress and other notions about the future that Diamandis is advocating, we observe that they indeed are much more receptive than older generations. 44%
of millennials agree that ‘New technologies will make a world of abundance
possible for all of humanity’. This is 9% higher than the agreement rate for the
post-war generation and 4% higher than for generation X. Millennials also
are optimistic about the capacity for leadership: 36% agree that ‘A new generation of leaders will be able to solve humanity’s greatest challenges in the next
decade’ (compared to 27% of the post-war generation and 31% of generation
X). Millennials appear more capable of dealing with the disruptive nature of
exponential change. 32% say that they embrace ambiguity, paradoxes and uncertainty, a lot more than the proportion of the post-war generation (18%)
and of generation X (24%). In other words: millennials are best capable to surf
the waves of disruptive change that is happening now and can be expected to
come in years to come.
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Figures 12

Basic Values (% agree)

Figures 13

Basic Values (% agree)

In many spheres of their lives the millennials have tested, tasted and welcomed the shifting technologies and lifestyle features of the last decades. A
cosmopolitan lifestyle has been facilitated by cheap airline tickets, the use of
airbnb1, couch-surfing and trip-advisor. The threshold for cultural participation has been lowered by the mass availability of music and movies online, on
which Spotify, Itunes and Piratebay have surged. Dating sites have changed
the relationship market and social media have changed the way people make
friends and maintain friendships. Goods are increasingly bought online via
Ebay, Amazon and Alibaba. In the employment domain jobsites have partially
1 Airbnb is a website for people to rent out lodging.
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taken over the role of recruitment agencies. Internet ventures based on the
concept of the share-economy are set to revolutionize new markets, as Uber is
doing in for taxi services.
Figures 14

Given our findings that millennials are very much money driven, we have
looked at their potential to accelerate change in an industry that might be
next in line: the financial sector. We have tested two examples from the field
of personal finance: peer-to-peer financing platforms and basic financial services delivered by non-traditional players in the field of finance (for example
Google). The first conclusion is that millennials are more open to participate
in disruptive platforms in the field of personal finance than older generations.
The Glocalities values segments among millennials show important differences in receptiveness. The percentages vary from the low of 14% (receptiveness
of Socializers to peer-to-peer financing) to a significant proportion of 40% of
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Achievers, who would consider using non-financial companies (e.g. Amazon
or Google) for basic financial services.
There is another interesting result. Creatives, the group which is closest to
the stereotype of the Western millennial as presented in trend publications,
has medium willingness to accept disruptive platforms in the field of finance.
Instead, the ambitious Achievers show the highest receptiveness to new platforms and technologies in this sector.
Figures 15

Millennials and Finance

This finding might seem surprising, but it is actually more logical than appears at first glance. Innovation is most appealing to Achievers because of
their competitive and tech savvy lifestyle. They are overrepresented in emerging economies, where they are the major beneficiaries of technological progress. Nowadays the Chinese online shopping website Alibaba has greater market value than Ebay and Amazon combined. Chinese millennials have literally
seen their cities transformed from abject poverty into futuristic metropolises.
The faith in progress and technological innovation is much higher among millennials in emerging economies compared to the West. Especially striking are
the differences between Asia and Europe. 58% of Asian millennials believe
that technological progress will make a world of abundance possible for all
of humanity. Among European millennials, who have been hit hard by the
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economic crisis, only 32% share this view. In the US this share is 48%, while in
Central and South America it rises to 52%, in Turkey to 55% and in South Africa to 61%. This shows the disruptive breakthrough potential of millennials
in the emerging economies – an often overlooked group which given its size
and growing influence is yet to make its worldwide impact felt.
Figure 16

Millennials: Would Consider Using Non-Financial Companies for Basic Financial Services (% Agree)

Conclusions
As we reviewing the results from the Glocalities study, we revert to question:
are we looking at a globalised or a fractured generation of millennials? The
findings make clear that the generation is both – globalised and fractured.
The huge changes of the last couple of decades have made their impact on millennials during their formative years, and in many ways have globalised their
mindsets. Millennials are – on average – more cosmopolitan, consumption
oriented, competitive, social, self-oriented, open-minded, flexible, culturally
active, imaginative and worried compared with older generations.
At the same time, the picture gets more fractured when we look at the different values segments of millennials around the world. There is a cosmopolitan
group of millennials who have money to spend, easily adapt to change and who
constitute the new vanguard of global social, cultural and economic life. In the
West this type of millennial is often viewed as fitting the stereotype of the ‘Creative’ kind of millennial. The ‘Achiever’ milennials are in many aspects of their
behaviour similar to the Creatives, but differ significantly in their values. In
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contrast to the Creatives they are highly competitive, materialistic, family oriented, religious and status sensitive. While Creatives are often slow to embrace
technological innovation and, for instance, inclined to be suspicious about the
intentions of multinationals, Achievers are early adopters of new technology,
more entrepreneurial, and more present in emerging economies.
While Creatives and Achievers are increasingly becoming a globalised generation, Conservatives and Socializers remain much more nationally and locally
oriented. These four categories in all their variety and nuances are too easily
overlooked if the analysis is focused on global trends, from which the simplified and stereotyped image of the millennial is built.
Apple is an example of a successful brand that has capitalised on the wishes
and consumer behaviour of those millennials who fit the attributes of Creatives and Achievers. But this is just one possible success strategy for multinational companies targeted at millennials. Samsung and Nokia, for instance,
are brands that have proved very successful among Conservatives as well. It is
in the interest of companies to position their brands with a view to all the various market segments of millennials, not just the globalised and fashionable
ones who often fit the profiles of the marketers and strategists involved.
This is especially evident when exploring the potential for the adoption of
disruptive technologies. Creatives are not among the earliest adopters of new
products and technologies. In contrast, and in addition to the Achievers,
Challengers also more open to experiment with disruptive business practices.
Often belonging to the lower and the middle layers of society Challengers
have relatively little money to spend. But disruptive technologies often are so
successful precisely because they are a lot cheaper than current business practices, so Challengers may well represent a particularly suitable target groups
for launching new products. Often overlooked, they instead should be at the
forefront of the minds of business strategists and marketers: given their enormous numbers – one in every three millennials in the West, two in five in Asia
– Challengers offer an enormous and indispensible potential that cannot be
overlooked.
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Religion in the World: the State of Affairs
Marita Carballo and Ricardo M. Hermelo

T

he WIN/GIA End of Year Survey provides valuable information that
allows us to record and study the state of religion in the world. Two of
the questions included in the survey make possible such assessment,
from different points of view.

One of them, more personal, asks respondents: “Irrespective of whether you
attend a place of worship or not, would you say you are: a religious person, not
a religious person or a convinced atheist?” The second question deals with the
perception of the influence religion exerts on society: “Does religion generally
play a positive role, negative role or no role in your country?”
Figure 1

Religion in the world
Irrespective of whether you attend a place of worship or not,
would you say you are?

Source: WIN/GIA 2013, 2014

122

Does religion generally play a positive role, negative role or
no role in your country?

II. Global Perspectives
In fact 6 out of 10 citizens worldwide portray themselves as religious, and a
similar number believe religion has a positive role in their countries. These
findings reveal that that religion still has a very important role nowadays, both
at personal and societal levels. Not only respondents see themselves as religious but they also believe that religion has a positive influence on society.

1. People’s Religiosity
The WIN/GIA End of Year Survey shows that worldwide 63% of citizens say
they are religious, while 22% respond they are not and 11% see themselves as
convinced atheists. Looking at the results by regions, one can see that in Africa and the Middle East more than 8 out of 10 people perceive themselves as
religious, 7 out of 10 say so in Eastern Europe and the Americas, and 6 out of
Figure 2

Religiosity in the different regions of the world

Question: Irrespective of whether you attend a place of worship or not, would you say you are?

Source: WIN/GIA 2014
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10 in Asia. It is in Western Europe and Oceania where opinions are most polarized between those who think of themselves as religious or not: 4 out of 10
respondents choose one of these two options. Likewise, in these two regions
and in Asia is where we find the largest number of atheists: slightly over 1 out
of 10 in each region.
When we take a look at the data by country we see that in 17 of the 65 countries where the question had been asked there are more people who say they
are not religious, mainly in Western Europe. Sweden is an extreme case: persons who describe themselves as not religious outnumber believers by 4 to 1;
and this ratio is 2 to 1 in countries like Azerbaijan, China, Czech Republic, the
UK, the Netherlands and Israel. In four nations – Spain, Denmark, Canada
and Latvia, – there is approximate parity between the two groups.
In the remaining 46 countries religious people outnumber those who are not.
It is worth noting that in 43 nations more than half of the respondents say they
are religious, and in 33 countries (half of those surveyed) the figure is over
70%. The 21 countries where more than 80% of respondents say they are religious represent different regions of the planet: Thailand, Armenia, Georgia,
Morocco, Bangladesh, Fiji, South Africa, Algeria, Kenya, Macedonia, Pakistan, Afghanistan, Poland, Philippines, Nigeria, Kosovo, Papua New Guinea,
Colombia, Peru, Indonesia and Panama.
On the other hand, respondents who define themselves as convinced atheists
constitute a clear majority of 61% in China. In Hong Kong, Japan and the
Czech Republic 3 out of 10 people say they are atheists, and nearly 2 out of 10
say so in Spain, Belgium, France, Germany and Sweden.
The examination of the relationship between gender, age, income, education
and people’s religiosity reveals interesting trends. There is no great difference
between women and men (64% of women say they are religious vs. 62% of
men), but it is worth noting that younger people seem to be slightly more religious – about 66% vs. about 60% for the other age groups. As to education,
respondents without education are the most religious (80%), but believers
constitute majorities at all educational levels.
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Income appears to exert a greater influence – among those with medium high
and high income less than 50% say they are religious vs. 70% of those with low,
medium low and medium income. Similarly, the share of convinced atheists
is as high, at 22% and respectively 25% among people with medium high and
high income, but only at 6% and 5% among persons with low and medium
low income.
Figure 3

Religiosity and religious orientation

Question: Irrespective of whether you attend a place of worship or not, would you say you are?
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Source: WIN/GIA 2014

It is interesting to see how people with different religious orientations define themselves. Buddhists (90%) and Muslims (87%) are the most religious. Slightly lagging
behind, with percentages around 78% and 76% are Roman Catholics, Protestants,
Russian/ Eastern Orthodox, Other Christian, and Hindus. Conversely, only 35%
of Jews say they are religious, while 52% respond they are not.

125

VOICE OF THE PEOPLE 2015
The WIN/GIA survey also measured the relative standing of religion vis-à-vis
the respondents bonds with the other common entities that people are related
to. Respondents were asked “Which of the following is most important to you:
your continent, your nationality, your city, your religion or your ethnic group.”
Worldwide, 4 out of 10 persons (41%) said their nationality was the most important, 2 out of 10 (19%) chose religion, and a similar number (18%) opted
for their locality. Only 6% said their continent was the most important and a
mere 3% responded their ethnic group was above everything else.
Figure 4

Religion, country, town, ethnicity

Which of the following is most important to you?

The answers however differed significantly from one region to another. In the
Middle East religion was the most important thing for 54% of respondents;
only 25% said it was their nationality. In Africa opinions were more equally
split between those who think religion is the most important (33%) and those
who believe it is the nation is (26%). Also Africa is the region where the largest
number singled out their continent or their ethnic group as the most important for them (16% and 7% respectively).
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In the Americas and Asia nation was deemed as most important, followed by religion (2 out of 10 saying so). But in Oceania locality, not religion, come in second
after the nation, a trend much more marked in Eastern Europe, where the locality
is clearly the most important thing, even more than the nation (31% vs. 25%).
Conversely, in Western Europe 34% believed the nation is most important, rather
than the locality (at 24%). Western Europe is also the region where religion was
mentioned as the most important by the smallest minority of just 6%.
In four of the countries surveyed religion was attributed great importance
(above 50% and reaching as much as 80% of respondents saying so in Algeria,
Saudi Arabia, Bangladesh and Malaysia. In Morocco, Georgia, Turkey and Nigeria religion is also seen as more important than other entities. On the other
hand, among the nations where people consider religion less important we
find European and Asian countries such as Austria, Bulgaria, Latvia, Russia,
Spain, Belgium, Czech Republic, Japan, Korea, Sweden and China.
Figure 5

Religion, country, ethnicity and religious orientation
Which of the following is most important to you?
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Source: WIN/GIA, 2014
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Religious orientation has major influence determining whether faith, locality
or any of the other factors is perceived as the most important. Muslims clearly believe that religion is the most important (48%), followed by Protestants.
30% of the latter also mention religion, but they still rank the nation first,
although by a very slim margin, at 32%. Religion is the most important factor
for 26% of Other Christians, 21% of Jews, 18% of Roman Catholics and 15%
of Buddhists. Among the other religious orientations just 11% deem religion
as the most important.

2. Religion and Society
Another point crucial to drawing a map of religion in the world is how individuals perceive the role religion plays in their societies. Is it just a private
practice of the individual, or does it have societal implications? That is why
the question “Does religion generally play a positive role, negative role or no
role in your country?” was included in the WIN/GIA survey. The answers
worldwide show that 6 out of 10 respondents (59%) say religion plays a positive role in their countries vs. 22% who believe the role is negative, and 14%
who think religion has no role.
Africa is the region where religion obtains strongest approval for its role in
society with 76% positive mentions as against only 11% negative. The nations of the Middle East and Northern Africa come second (71% positive
vs. 21% negative), followed by the Americas (68% positive vs. 14% negative), Asia (60% positive vs. 23% negative), Eastern Europe (54% positive
vs. 21% negative) and Western Europe, where positive opinions about are
the lowest (36%) and negative opinions the highest (32%), while 26% say
religion has no role.
In Germany 40% respond that religion has a positive role, 25% that it is negative and 36% that it plays no role. In Belgium, where 75% of the population
is traditionally Catholic, the picture is similar to that in Denmark and Sweden: just 13% positive opinions, 43% negative and 31% who say no role. In
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Figure 6

Religion’s role in society

Does religion generally play a positive role, negative role or no role in your country?

neighboring Netherlands opinions are less negative but still unfavorable: 30%
positive, 35% negative and 24% “no role” mentions.
Two Latin members of the European Union offer an interesting contrast. In
Italy, with 80% of the population traditionally Roman Catholics, 52% of respondents see religion as positive, 25% as negative, and 18% say it has no role.
But in Spain, 50% of the respondents view the role of religion as negative as
against 28% who believe is positive.
In Eastern Europe, in spite of the efforts of the former Communist regimes,
views about the role of religion in society are more favorable: 54% of Eastern
Europeans say it is positive, and only 21% negative; 18% answer it has no role.
There are marked differences between countries. In Georgia, for example, 92%
of those consulted say religion is positive and a mere 2% that it is negative.
And even though 64% of Poles view the role of religion as positive, there are
23% who see it as negative – figures not that much differing from the results
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for Russia, with its 28% negative vs. 49% positive mentions. The Czech Republic is a special case: 47% of its citizens believe that religion has no role, while
positive and negative role mentions are evenly split: 24% positive and 25%
negative.
In Latin America, where majorities of the population are traditionally Roman
Catholic, religion is seen favorably. The list is topped by Brazil (81% positive
opinions), followed by Colombia (70% positive), Argentina and Mexico (68%
positive). Very few people express negative opinions: 7% in Brazil, 8% in Argentina, 11% in Colombia and 15% in Mexico. 16% of respondents in Mexico,
18% in Argentina and 19% in Colombia opt for the “no role” mention, but the
share of these shrinks to 9% in Brazil.
In the United States 62% of those interviewed have positive opinions vs. 19%
negative ones, while in Canada 45% see the role of religion as positive, 22% as
negative, and 20% say it has no role.
But geography and culture are not the only factors that determine people’s
attitudes toward religion. Countries with very distinct traditions but a shared
history of bloody conflicts show a rejection of religion or are lukewarm to it.
In Lebanon, only 23% see religion’s role as positive vs. a strong majority of
66% with the opposite view. In Bosnia 36% opt for the positive mention vs.
38% who choose the negative. Conversely, in Serbia 61% deem the role of religion positive as against only 13% who view it as negative.
In countries with predominately Muslim populations religion is viewed most
favorably, regardless of the region or the nation in question. In Indonesia 96%
of respondents say the role of religion is positive vs. a tiny 1% saying negative,
in Morocco there are 89% positive mentions and just 3% negative, in Algeria
these figures are 79% vs. 16%, and in Afghanistan 82% vs.11%.
There is a clear negative correlation globally between the level of education
and the assessment of the role of religion. Those with a Masters or a PhD
degree express 20% lower net positivity compared to those who have had less
education. The results also show net positivity increasing gradually to an average of 57% for those with no education at all.
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When looking at the data taking into account religious orientation, a marked
difference can be traced across various religious groups in terms of their positivity towards the role of religion in their countries. Globally, net positivity
is 37%. However, of the major religious groups Muslims and Protestants both
register rates well above the global average, with net positivity of 60%, while
Hindus are the least net positive with a 24% rate.
Figure 7

Religion, country, ethnicity and religious orientation
Which of the following is most important to you?

Positive

Negative

No role

Do not
know / no
response

Total

Net Score

Total

59%

22%

14%

5%

100%

+37

Catholic

70%

14%

12%

4%

100%

+56

Russian/
Eastern
Orthodox

62%

15%

19%

5%

100%

+47

Protestant

72%

12%

13%

3%

100%

+60

Other
Christian

69%

16%

11%

4%

100%

+53

55%

31%

11%

2%

100%

+24

Religious
Orientation Hindu
Muslim

76%

16%

5%

3%

100%

+60

Jewish

58%

23%

14%

5%

100%

+35

Buddhist

58%

21%

17%

4%

100%

+37

Other

43%

32%

17%

7%

100%

+11

Atheist

40%

31%

25%

5%

100%

+9

Apostolic

75%

4%

16%

5%

100%

+71

Source: WIN/GIA, 2013

Overall, in 56 of the 65 countries where this issue had been tested, positive
opinions outnumbered the negative ones. Negative assessments prevailed over
positive evaluations in only 9 countries, six of them from Western Europe
(Denmark, Belgium, France, Spain, the Netherlands and Sweden.) The remaining three were Lebanon, the Czech Republic and Bosnia.
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3. Conclusions
The trends presented above reinforce the notion that religion has not lost its
influence globally. Quite to the contrary, it retains a major role which is as positive seen by the people in most of the countries surveyed. Likewise, a significant strong majority of citizens across the world say they are religious persons.
This disproves the ideas of thinkers like Emile Durkheim, Karl Marx and Max
Weber, as well as many others after them, who expected that religion would
lose its influence in the face of social progress, in the belief that modernization would lead to secularization. Were these “founding fathers” of the social
sciences alive today, they would be surprised by the importance people still
attribute to their religious beliefs.
There has emerged a trend toward secularization in the richest countries,
mostly in Western Europe, but the world as a whole is hardly less religious
than it used to be. In some countries and regions like Africa, the Middle East,
North Africa and Eastern Europe, overwhelming majorities of people continue to define themselves as believers. To Muslims, religion is at the core of their
lives.
The WIN/GIA surveys have revealed another interesting phenomenon:
younger people are more religious that preceding generations, and this indicates expansion rather than shrinkage of religious beliefs. In a nutshell, the
WIN/GIA surveys confirm the tangible force of religious values both on the
personal and the societal levels – a crucial fact that has an impact on social
affairs, including even the relationships between states.
The pursuit of better understanding and more knowledgeable dealing with
religious differences has been gaining strength exponentially since the 9/11
terrorist attacks in the USA, the bombings of a Madrid train in 2004 and the
London Underground in 2005, and the recent attack in Paris on the offices of
the satirical magazine Charlie Hebdo. At the same time strong debate about
secularization is taking place. The gap between religious and secular societies
is widening and has serious consequences for international politics, thus add-
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ing emphasis to the increasing role of religion in the global agenda. The way
cultural and religious issues are understood and handled becomes ever more
crucial.
The future of mankind and the prospects of sustainable peace are related to
the future of religion, and this is one of the major challenges the world is facing in the XXI Century. Dialogue, tolerance and a better understanding both
in domestic and international policies and politics are indispensible in the
quest to minimize conflict and to avoid violence.
We wish that our surveys would contribute to the better understanding of
people’s views and values – their similarities as well as their differences. And
we also hope that this knowledge could make a useful contribution to the
elaboration of global strategies leading us to a more peaceful world.
Figure 8

Religion in the world: the state of affairs by country
Irrespective of whether you attend
a place of worship or not, would you
say you are?

Does religion generally play a positive
role, negative role or no role in your
country?

A religious
person

Positive

Not a
religious
person

A
convinced
atheist

Negative

No
role

Do not
know /
no response

Net Score
(PositiveNegative)

AFGHANISTAN

91%

9%

0%

82%

11%

91%

9%

+71

ALGERIA

92%

8%

0%

79%

16%

92%

8%

+63

ARGENTINA

78%

17%

4%

68%

8%

78%

17%

+59

ARMENIA

93%

3%

2%

75%

4%

93%

3%

+71

AUSTRALIA

34%

44%

14%

41%

27%

34%

44%

+14

AUSTRIA

39%

44%

10%

34%

27%

39%

44%

+7

AZERBAIJAN

34%

54%

0%

87%

5%

34%

54%

+82

BANGLADESH

93%

5%

0%

83%

14%

93%

5%

+69

BELGIUM

44%

30%

18%

13%

43%

44%

30%

-30

BOSNIA

65%

29%

3%

36%

38%

65%

29%

-2

BRAZIL

79%

16%

2%

81%

7%

79%

16%

+74
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Irrespective of whether you attend
a place of worship or not, would you
say you are?

Does religion generally play a positive
role, negative role or no role in your
country?

A religious
person

Positive

Not a
religious
person

A
convinced
atheist

Negative

No
role

Do not
know /
no response

Net Score
(PositiveNegative)

BULGARIA

52%

36%

3%

56%

12%

52%

36%

+44

CANADA

40%

41%

12%

45%

22%

40%

41%

+23

CHINA

7%

29%

61%

53%

22%

7%

29%

+31

COLOMBIA

82%

14%

3%

70%

11%

82%

14%

+59

CZECH REPUBLIC

23%

45%

30%

24%

25%

23%

45%

-1

DENMARK

42%

40%

12%

23%

59%

42%

40%

-36

ECUADOR

68%

27%

1%

71%

7%

68%

27%

+64

FIJI

92%

6%

1%

89%

7%

92%

6%

+82

FINLAND

56%

32%

10%

50%

25%

56%

32%

+25

FRANCE

40%

35%

18%

21%

42%

40%

35%

-21

GEORGIA

93%

6%

1%

92%

2%

93%

6%

+90

GERMANY

34%

42%

17%

40%

25%

34%

42%

+15

GREECE

71%

15%

6%

50%

17%

71%

15%

+33

HONG KONG

26%

36%

34%

60%

9%

26%

36%

+51

ICELAND

51%

30%

14%

59%

16%

51%

30%

+43

INDIA

76%

21%

2%

53%

34%

76%

21%

+19

INDONESIA

82%

15%

0%

96%

1%

82%

15%

+95

IRAQ

NA

NA

NA

76%

14%

0%

0%

+62

IRELAND

45%

41%

10%

46%

36%

45%

41%

+11

ISRAEL

30%

57%

8%

NA

NA

NA

NA

NA

ITALY

74%

18%

6%

52%

25%

74%

18%

+27

JAPAN

13%

31%

31%

32%

9%

13%

31%

+23

KAZAKHSTAN

64%

19%

8%

NA

NA

NA

NA

NA

KENYA

89%

7%

2%

82%

12%

89%

7%

+70

KOREA

44%

49%

6%

56%

11%

44%

49%

+45

KOSOVO

83%

7%

1%

66%

6%

83%

7%

+60

LATVIA

40%

41%

9%

50%

9%

40%

41%

+41
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Irrespective of whether you attend
a place of worship or not, would you
say you are?

Does religion generally play a positive
role, negative role or no role in your
country?

A religious
person

Not a
religious
person

A
convinced
atheist

Positive

Negative

No
role

Do not
know /
no response

Net Score
(PositiveNegative)

LEBANON

80%

16%

2%

23%

66%

80%

16%

-43

LITHUANIA

NA

NA

NA

54%

8%

0%

0%

+46

MACEDONIA

88%

8%

2%

69%

11%

88%

8%

+58

MALAYSIA

72%

20%

3%

76%

9%

72%

20%

+67

MEXICO

68%

24%

4%

68%

15%

68%

24%

+53

MOROCCO

93%

4%

1%

89%

3%

93%

4%

+86

NETHERLANDS

26%

51%

15%

30%

35%

26%

51%

-5

NIGERIA

83%

14%

2%

NA

NA

NA

NA

NA

PAKISTAN

88%

10%

1%

67%

18%

88%

10%

+49

PALESTINIAN TERR.

75%

18%

1%

53%

24%

75%

18%

+29

PANAMA

81%

12%

2%

NA

NA

NA

NA

NA

PAPUA NEW GUINEA

83%

4%

0%

93%

4%

83%

4%

+89

PERU

82%

11%

2%

74%

12%

82%

11%

+62

PHILIPPINES

86%

12%

1%

86%

9%

86%

12%

+77

POLAND

86%

10%

2%

64%

23%

86%

10%

+41

PORTUGAL

60%

28%

9%

53%

14%

60%

28%

+39

ROMANIA

77%

16%

1%

65%

9%

77%

16%

+56

RUSSIA

70%

18%

5%

49%

28%

70%

18%

+21

SERBIA

72%

18%

3%

61%

13%

72%

18%

+48

SOUTH AFRICA

91%

8%

0%

68%

13%

91%

8%

+55

SOUTH SUDAN

91%

8%

0%

86%

5%

0%

0%

+81

SPAIN

37%

35%

20%

28%

50%

37%

35%

-22

SWEDEN

19%

59%

17%

23%

37%

19%

59%

-14

SWITZERLAND

38%

46%

12%

36%

19%

38%

46%

+17

THAILAND

94%

1%

1%

69%

16%

94%

1%

+53

TUNISIA

NA

NA

NA

49%

37%

0%

0%

+12

TURKEY

79%

13%

2%

59%

33%

79%

13%

+26
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Irrespective of whether you attend
a place of worship or not, would you
say you are?

Does religion generally play a positive
role, negative role or no role in your
country?

A religious
person

Positive

Not a
religious
person

A
convinced
atheist

Negative

No
role

Do not
know /
no response

Net Score
(PositiveNegative)

UK

30%

53%

13%

35%

29%

30%

53%

+6

UKRAINE

73%

17%

7%

54%

16%

73%

17%

+38

USA

56%

33%

6%

62%

19%

56%

33%

+43

VIETNAM

34%

41%

13%

65%

5%

34%

41%

+60

Source: WIN/GIA, 2014
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The Ground Under ISIL’s Feet
by Munqith al-Dagher

I

SIL stunned the world early last summer by making huge territorial gains
in Iraq while regularly releasing videos of its grisly executions of prisoners.
The real question today has less to do with the motives of this rising threat
than with what it will take to motivate those who are now trapped under ISIL’s
brutal shadow to play a key role in defeating them.
Our findings both challenge elements of the conventional wisdom, and point
to a way forward. First, it is critically important to understand the nature of
the problem.
Methodology is the key to the credibility of any findings. We have conducted
intensive, nation-wide surveys in Iraq for over a decade, amassing a total of
approximately one million interviews. Since the surge of ISIL last year we
have conducted additional interviews with local opinion-shapers in areas
now under their control, as well telephone interviews in Mosul after its fall
to ISIL. Regionally, we have conducted three rounds of face-to-face surveys
in Libya, and two in Syria, each round consisting of over a thousand inter-
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views. So the basis of our research is fairly solid, and in this respect arguably
unparalleled.
Since the outset of their bloody trail of beheadings and mass executions the
identity of ISIL has been a source of public fascination. ISIL’s goal, and partial
achievement, is the declaration of a Caliphate on lands that have been historically central to Islam. But here our findings take a different direction than
those of others.
Regardless of what motivates ISIL itself, religion has not been a key factor in
its ascent. Looking specifically at Iraq, the rise of ISIL is due to other factors
entirely. In 2013, popular anger against the treatment of the Sunni population in the Anbar and Tamim (Kirkuk) governorates lead to peaceful demonstrations. The Iraqi government responded by treating the demonstrators as
terrorists, using force instead of negotiation tactics, and ultimately shooting
at demonstrators in Hawijah in late 2013. Subsequently a clumsy, bloody
and ultimately unsuccessful campaign in the Anbar province was conducted
through May 2014. This, with many other factors, has led to wide resentment
and unhappiness as the following charts shows.
Figure 1

Generally speaking, do you think that things in Iraq are going in the right direction,
or do you think things are going in the wrong direction?
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Figure 2

Feeling of unhappiness among Sunni and Shia

42.4%

Unhappy

33.6%

Muslim (Sunni)

Muslin (Shiite)

By the second quarter of 2014 ISIL had identified and exploited this opportunity. By late May and early June the Iraqi army was in retreat and key cities
were falling to a relatively small ISIL force that drew in recruits as news of its
success spread.
From a public opinion perspective, the first question one would ask oneself is
why would the citizens of the areas that fell under ISIL control accept these
new overlords. The treatment of Yazidis in the areas around Mount Sinjar
shocked the world. Was it because of religion that ISIL was able to advance
and hold these territories? Research argues that this is not the case. Look for
a moment at this representation of areas under ISI control:
Figure 3
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In Iraq, the governorates of Anbar (Fallujah and Ramadi), Nineveh (Mosul),
Tammim (Kirkuk), Salahadin (Tikrit), and Diyala are largely populated by
Sunni Muslims. Respondents in these areas, in the main, view ISIL as a terrorist organization and believe it should be defeated through a coalition of forces.
Figure 4

Some people describe the following movements as terrorist while others describe them as non terrorist.
Do you think ISIL as a terrorist movement or non terrorist movement?

Figure 5
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Consistently throughout IIACSS research, we have asked all respondents
whether religion and government should be centralized in the same authority
or should be separated. As this chart shows, there is a noticeable gap of almost
ten percentage points by which Sunnis are less willing than Shi’a to accept the
combination of religious and political authority – such as one might see in a
caliphate or under the imposition of sharia law. In other words, the stated goal
of ISIL is less compatible with the population of the areas under its control
than conventional wisdom assumes: it imposes on the people of these areas an
order which they largely reject.
Figure 6

Percentage of Iraqi respondents who “agree” or “strongly agree” that Iraq would be better place
if religion and politics were separate

The second question is whether those in areas under ISIL control accept their
new overlords because they offer better quality of public services than were
previously available to them, or better still, provide jobs. Consider Hezbollah
in Lebanon or Hamas in Palestine – both gained significant public support
in the past decade by providing those services which governing authorities,
whether through indifference or corruption or ineptitude, failed to deliver to
citizens. Was there a services gap in Iraq between the politically dominant
Shi’a and the marginalized Sunnis? Did unemployment drive anti-government sentiment? Our research suggests not, as the following graph and table
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indicate. There is no major disparity between rates of employment of Sunnis
and Sh’ia. And as to Libya, where ISIL is currently also in ascendance, it is
considered a highly developed country by the standards of the UN Human
Development report.
Figure 7

Statement comes closest to describing your household income

Figure 8

Unemployment Rate by Governorate for the year 2008
Governorate

Grand Total
Total

Female

Male

Nineveh

21.9

27.7

21.3

Al-Anbar

13.8

11.7

14.4

Salah Al-Deen

18.0

10.9

19.8

Average

17.9

Sunni provinces

Babil

12.3

12.6

12.3

Karbala

14.2

28.9

11.6

Wasit

12.7

13.5

12.5

Al-Najaf

14.5

22.8

13.2

Al-Qadisiya

14.8

17.2

14.1

Al-Muthanna

24.9

11.3

26.8

Average
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If the apparent willingness to accept an alternative as radical and violent as
ISIL is motivated neither by religion nor by poverty or inadequacy of public
services, what factor could account for such a level of public disaffection for
their legal government? What our trial and error approach points to is the existence of a third batch of grievances which combines mistrust in government,
deep-rooted feelings of injustice, and growing alienation that leads, in effect,
to the denial of national identity. This triad of related grievances is found not
only in Iraq, but in Syria and Yemen as well.
Figure 9

Most closely identify yourself?

Focusing in greater detail on Iraq, the past decade has been one of steady decline for Sunnis. Prior to the US invasion, Sunnis held key positions in government and formed the officer corps of the military. Under US occupation,
a policy of “de-Ba’athification” was broadly applied to disqualify tens of thousands of Sunnis from jobs for which they were well qualified. The dominance
of religiously oriented Shi’a political parties in government after the elections
of 2005 led to a division of spoils that excluded Sunnis; on top of that, drafting
of the new Constitution that year included language that made Sunnis feel unwelcome in Iraq. When a secular coalition won the 2010 election, the United
States failed to pressure the Iraqi government to accept the results. Instead
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pressure from neighboring Iran resulted in a continuation of the hard-line
Shi’a government, further fueling the Sunni sense of injustice. The way this
government responded to peaceful demonstrations in 2013 was quite likely
the straw that broke the camel’s back.
Figure 10

How safe/unsafe do you feel in your neighborhood? Mosul and Salahdin

Figure 11

Trust in institutions: Council of Ministers (Iraqi Parliament)
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Figure 12

Do you have confidence, or you do not trust the justice system?

Figure 13

How much confidence do you have in the Iraqi Army to improve the situation in Iraq?

Iraqi Sunnis have felt permanently and consistently ill-served by the central
government in the areas of security and justice. In this extreme situation, ISIL
could be perceived as providing a sort of solution – if very far from an ideal
one – to these deficiencies. Under ISIL rule Shi’a death squads could no longer
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operate. Under sharia, some form of law could be consistently, if by extreme
and appalling methods, applied. The appeal of this solution however is swiftly
wearing thin. As the following finding indicates, an overwhelming majority
of Iraqis who live under ISIL rule would support an international effort to
remove ISIL. Why “international”? Continuing mistrust of the Iraqi security
forces, paired with a sense that the disproportionate influence of one country
– such as Iran – would worsen the inequities faced in the past provides the
fairly simple answer: Iraqi Sunnis today crave balance.
Figure 14
Defeating ISIL in Iraq requires that
conditions on the ground beneath There is an attempt now to compose new internatheir feet are changed. This means
tional alliance to fight ISIL, Do you support this?
Yes No
addressing the reasons that led to
such tepid resistance to their arrival on the scene. In less than a year,
the world has seen the treatment of
Iraqis of all faiths under ISIL rule.
The destruction of the Mosul museum and of ancient Assyrian sites
strikes at the remaining fiber of
Iraqi national identity, just as the
destruction of the Askari mosque
in Samara in 2006 set sectarian tensions ablaze. For Iraqis to stand together and repel ISIL from their country, they need a reason to believe that
things will not return to the unacceptable status quo. In specific terms, this
means genuine radical reform of the security and judicial sectors of government, and a realistic path to national identity that includes all Iraqis.

The situations in Syria, Libya and Yemen have of course specific characteristics of their own. But there are also commonalities to the public opinion in
these countries which deserve serious consideration by all who are engaged
in elaborating a tangible and effective strategy to eliminate the threat posed
by ISIL.
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Tracking Attitudes on Afghanistan’s Transition
Through Pre- and Post-Election Polling
Gary Langer, Matthew Warshaw, Jessica Beaird

T

he Afghan Center for Socio-economic and Opinion Research (ACSOR-Surveys) conducted national public opinion polls before and after Afghanistan’s highly anticipated 2014 presidential election, seeking
insight into Afghans’ voting intentions, issues of concern, and their experience with this fundamental exercise in democracy. The surveys, part of ACSOR-Surveys’ internally funded Afghan Futures series, were designed and analyzed by Langer Research Associates and D3 Systems, Inc.
Democratic elections remain a new concept in Afghanistan, and they have
been marked by controversy. The Afghan people, as well as the international
community, have had limited opportunities to examine public attitudes about
candidates, their platforms, the election process, and the country’s transition
in the years ahead. The research presented here was designed to provide insight into those attitudes and to assess public responses to the election’s outcome – a fundamental step on the country’s road to greater self-sufficiency.
The pre-election study, conducted in March 2014, found Abdullah Abdullah
leading Ashraf Ghani in first-round preferences, with other presidential candidates far behind, results that were closely reflected in the actual outcome.
The poll also indicated that Abdullah’s lead was insufficient for him to avoid
a runoff election – and that in a two-man contest, he and Ghani ran evenly.
While ethnic and regional divisions drove candidate preferences, large majorities
of Afghans reported that they could set aside tribal loyalties and accept the ultimate winner. This was confirmed in the subsequent post-election study, conducted in November 2014, after the Independent Election Commission’s certification
of the election results and the negotiations that led to Ghani succeeding to the
presidency, with Abdullah in the newly created role of chief executive.
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Societies experiencing conflict and transition are difficult to study, but the
effort is a vital one, given the dearth of reliable information on public attitudes
– a critical factor in progress toward a post-conflict future. Polling opens dialogue where few other opportunities for evidence-based insight exist – in Afghanistan, for instance, demonstrating the extent to which the desire for stability trumped ethnic and political rivalries. Our findings underscored both
the validity of professionally conducted international public opinion polling
in difficult environments and the unique value of such research.

Prior to the April 2014 Presidential Election
ACSOR-Surveys’ pre-election Afghan Futures survey, based on 2,643 faceto-face interviews in a nationwide random sample, found Abdullah leading
Ghani among likely voters in the first-round election, 46 to 35 percent, with 8
percent for Zalmay Rasul and support for other candidates in the lower single
digits. Abdullah’s lead did not appear large enough for him to avoid a runoff.
Results from Afghanistan’s Independent Elections Commission (IEC) five
months later found an almost identical actual result: 44.9 percent for Abdullah, 31.5 percent for Ghani, and 11.5 percent for Rasul. An Abdullah-Ghani
runoff was declared.
Figure 1

The IEC and Afghan Futures preliminary results were nearly identical, with 45-46 percent for Abdullah,
and 32-35 percent for Ghani, respectively.

11%

8%
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Anticipating such a contest, the pre-election survey tested two-candidate preferences in a hypothetical Ghani-Abdullah runoff, finding a virtual 50 to 50 split
between the two among likely voters. The runoff contest tightened because likely
voters who did not support either Abdullah or Ghani in the first round favored
Ghani by 57 to 34 percent in a two-way race. That included a 55 to 31 percent
advantage for Ghani among supporters of the third-place candidate, Rasul.
Most notably, ethnic Pashtuns, who splintered among Ghani and other Pashtun
candidates in the first round, coalesced around Ghani in a two-way race; he also
was broadly backed by Uzbeks, perhaps reflecting his choice of a widely-known
Uzbek running mate, Rashid Dostum. Abdullah countered with two-thirds support from Tajiks and Hazaras, two other key groups in the country’s tribal mix.
Specifically, Ghani progressed from 49 percent support among Pashtuns in
first-round preferences to 75 percent of Pashtuns in a runoff against Abdullah,
the survey found. Ghani had 60 percent support from Uzbeks, about one in
10 likely voters.
While Pashtuns are a plurality of Afghans overall, the poll found that Abdullah
benefitted from higher anticipated turnout among Tajiks, who predominate in
the North, as well as support in the central Hazarjat region and in Kabul. His
support was far weaker in the Pashtun-dominated South.
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Aside from ethnic and regional divisions, the results showed very few meaningful differences among other groups in support for Abdullah or Ghani – by
age, sex, education, urban/rural status or a range of measures about the country’s condition or its direction. Statistical analysis confirmed that ethnic backgrounds and regional divisions were by far the strongest individual predictors
of voter preferences, holding other potential factors constant.
Still, regardless of the strength of ethnic and regional loyalty, there was crossover voting: the two-way results found Abdullah winning support from a
quarter of Pashtuns and four in 10 Uzbeks, while Ghani, for his part, was
backed by 31 percent of Tajiks and Hazaras alike.
Moreover, in critical results, a broad 83 percent said they would find it very or
somewhat easy to accept someone from an ethnic group other than their own
as president, and at least seven in 10 Afghans said they would be prepared to
accept either of the two runoff candidates, Abdullah or Ghani, as the country’s
legitimate leader.
Figure 2

An overwhelming majority said it would be very or somewhat easy to
accept someone from an ethnic group other than their own as president.

The survey included several other positive results. Fifty-five percent said they
expected the vote to be fair and transparent – well more than the 42 percent
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who said that about the 2009 presidential election in a previous survey. And
82 percent said they were very or somewhat confident that the next president
would successfully unite the country around common goals.
Figure 3
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Following the April 2014 Election
Post-runoff election data collected during the subsequent wave of the Afghan
Futures project confirmed that Afghans overwhelmingly supported the election outcome, rallying behind its new leadership regardless of ethnic or regional divides.
The election in one sense fell short of aspirations: Just 44 percent thought it
was fair and transparent, while 53 percent saw it as fraudulent. In the pre-election poll, by contrast, 55 percent of likely voters believed the election would be
fair and transparent.
Nonetheless, the ultimate power-sharing agreement achieved broad acceptance, as the pre-election results anticipated. Eighty-seven percent approved
of the arrangement in which Ghani assumed the presidency, while Abdullah
became chief executive. In a hopeful sign for continued accommodation, 78
percent believed the two could successfully maintain their power-sharing ar-

151

VOICE OF THE PEOPLE 2015
rangement. Each was seen as legitimately holding his office, by 84 and 78
percent, respectively, and 76 percent of Afghans said they were satisfied with
the outcome, even if far fewer were highly satisfied.
Figure 4
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Notably, even among those who saw the Ghani-Abdullah runoff election as
fraudulent, 84 percent approved of the power-sharing arrangement, indicating a willingness to tolerate improvised measures in search of stability in their
battle-scarred nation.
Figure 5

Fewer than half of Afghans saw the April 2014
election as fair and transparent.

March 2014

Yet a large majority approved of the power
sharing agreement.

55%
87%

November 2014
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As in the pre-election poll, large majorities expressed favorable opinions of
Ghani and Abdullah alike, 87 and 76 percent, respectively. Ghani, however,
was the stronger figure in some measures. Fifty five percent saw him “very”
favorably, and 56 percent expressed strong confidence that he could unite
the country politically; corresponding numbers for Abdullah fell to 36 and
34 percent, respectively. Further, if their current arrangement were to come
apart, the public by a broad margin, 66 vs. 21 percent, thought Ghani would
prevail as the country’s leader.
Ghani’s support exceeded Abdullah’s especially in the country’s South and
East, reflecting Ghani’s Pashtun roots, and again reflecting the pre-election
findings on regional divisions. At the same time, Ghani’s “strong” support was
higher than Abdullah’s across all regions, save Kabul.
Notably, 78 percent of those who reported voting for Abdullah saw Ghani as
the country’s legitimate president, and 76 percent of Ghani voters said that
Abdullah legitimately achieved his office. At least eight in 10 voters on both
sides also thought the two would be able to maintain their power-sharing arrangement, as did seven in 10 or more across regions and ethnic groups.
There was no majority consensus on who benefitted most from perceived
fraud. Thirty-eight percent said Ghani mainly benefitted, vs. 27 percent for
Abdullah; an additional 21 percent said both took equal advantage. The fractured result could be one reason the public appeared willing to set this concern aside.
Remarkably, even among Afghans who saw the election as fraudulent, 67 percent said they were satisfied with the outcome. And – in a potentially key
result for the country’s future - 74 percent in this group said a system of freely
electing leaders can work in Afghanistan. The numbers were similar among
Abdullah voters, despite their candidate’s inability to claim the top job.
Still, there were limits to the public’s acceptance of the election process. While
76 percent were at least somewhat satisfied with the outcome, far fewer, 29
percent were very satisfied with it. And while, as noted, 80 percent were confi-
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dent that a system of freely electing leaders can work in Afghanistan, far fewer
(29 percent) were very confident of that. The latter result suggests that unfettered public support for democracy remains a work in progress.
Figure 6

Large majorities were satisfied with the election outcome and expressed confidence in
free elections, although few were very satisfied or confident.
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Looking Forward
The April 2014 election and subsequent transition represented a critical stepping stone toward Afghanistan’s stability and development. Beyond obtaining
election-related insights, the survey data provide unique guidance for progress in the post-election period, as covered next.
Results in the post-election survey marked the country’s difficulties, but also
found improvements in living conditions in the last few years and substantial
optimism for the future. The resolution of the disputed election and the signing of the Bilateral Security Agreement between Afghanistan and the United
States may have brightened the public mood, despite continued difficulties in
terms of development and security alike.
Specifically, the number of Afghans who said their country was heading in the
right direction increased by 13 points from fall 2013 to fall 2014, to 61 percent.
Despite economic deprivation and poor infrastructure in many locales, ratings
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of local living conditions improved by
9 points, to 73 percent. Seventy-six
percent expected local conditions to
improve further in the year ahead.
Nearly six in 10 in the post-election
survey expected better security, and
62 percent expected the new government to make progress against corruption. Complaints about corruption among local officials, the police
and the national government, however, remained extremely widespread.
In terms of basic living conditions,
positive ratings of the ability “to afford things you want and need” were
up by 14 points to 58 percent. Ratings
of the affordability of food and fuel
increased by 12 and 18 points, respectively, from their 2010 levels. The
availability of medical care was rated
positively by 56 percent, essentially
unchanged.

Figure 7

Afghans shared a growing sense of optimism
following the election. More rated their overall
living conditions positively and said Afghanistan
was heading in the right direction
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For all the country’s economic difficulties, the penetration of some consumer
products rose sharply. A new high of 72 percent of Afghans reported having a
mobile phone, up considerably from 59 percent in 2010 and only 31 percent in
2005. Fifty-seven percent said they had a television; 21 percent, a satellite dish;
and 42 percent, a motorbike, all new highs. Still, just 19 percent of Afghans
owned a refrigerator, and only 6 percent reported having Internet access.
Basic services and unemployment remained persistent problems. Only 39
percent rated the availability of jobs and economic opportunity positively.
Ratings of other fundamentals, the supply of electricity and support for ag-
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riculture, also continued to be weak,
with 39 and 37 percent reporting the
availability of these resources positively. Not quite a third rated either the
national economy or their personal finances positively.

Figure 9

Compared with four years ago, Afghans were
more likely to say they could afford fuel and
food and rated their ability to afford things
and their security from the Taliban positively.

Figure 8
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Perceptions of the Taliban and Foreign Presence
A record 92 percent of Afghans preferred the current government over the
Taliban, a sentiment that has been very widely held (by 82 to 92 percent) in
nearly a decade of polling. The Taliban remained vastly unpopular; just 4 percent preferred the group to the current government. By a wide margin of 6236 percent, the public rejected the notion that the Taliban had become more
moderate.
However, tolerance of the Taliban, while still comparatively low, rose: 21 percent said they supported the presence of Taliban fighters in Afghanistan, double the number who said the same in 2010. An even larger number, 31 percent, supported the presence of foreign jihadist fighters, up by 14 points in the
same time period.

156

III. Regional Insights
Figure 10

Most Afghans preferred
the current government over the Taliban.
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Far more, 77 percent, supported the presence of U.S. forces, and 67 percent
said the same of NATO/ISAF forces more generally. Despite the country’s travails, eight in 10 said it was a good thing for the United States to have ousted
the Taliban in 2001, and many more blamed either the Taliban or al Qaeda
for the country’s violence (53 percent) than blamed the United States (12 percent). The latter was about half what it was in 2012, coinciding with a sharp
reduction in the U.S. deployment.
Two-thirds favored a major ISAF role in training Afghan forces in the future.
Indeed, a plurality of 46 percent said they would like to see a greater commitment of U.S. forces after this year than currently is planned. (Of the rest,
a quarter supported the planned drawdown, and 29 percent preferred that
fewer or no U.S. forces remain.) There was wide regional variability in support
for more U.S. forces: 62 percent in the West and 52 percent in the North, compared with a low of 27 percent in the Southwest, the Taliban’s prime stronghold.
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Figure 11

Support for U.S. forces is lowest in the Southwest region of Afghanistan, the prime stronghold
of the Taliban.
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Comparing to 2010, perceived security from the Taliban and other armed
groups was up by 15 points. While the reasons aren’t entirely clear, this may
reflect a changed dynamic, as ISAF forces have withdrawn and the Taliban
have consolidated their hold on some areas. Indeed, perceived security from
the Taliban increased sharply in some of the areas where they’d gained greater
control, the East and South Central regions. This finding suggests some Afghans’ priority may not be whose flag flies over their village, but rather the
extent of security they feel.
Indeed, 71 percent said they would like to see the government negotiate a settlement with the Taliban rather than continue fighting, and six in 10 expressed
willingness for Taliban members to join Afghan security forces if they laid
down their arms. An equal number, though, were unwilling to cede control of
some provinces to the Taliban in a peace deal.
In a result that challenges Western sensibilities, substantial numbers said they
would accept circumscribed women’s rights in exchange for a settlement with
the Taliban. Sixty-five percent would accept restrictions on women leaving the
home unescorted; half or nearly half said they would accept bans on women
working, holding political office, attending school and voting. It is noteworthy
that men and women expressed these views in essentially equal numbers.
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Women’s Rights
Generally, support for women’s rights was highest among urban women, followed by urban men, then by rural women, and sharply lower, in most cases,
among rural men. Three-quarters of the country’s population lives in rural areas.
Willingness to cede women’s rights in an agreement with the Taliban seems
to indicate the extent of war-weariness in the country. When the possibility of
deal-making with the Taliban was absent, many Afghans expressed support
for these rights. Most nptably, 92 percent supported women voting, two-thirds
strongly. Eighty-five percent supported girls’ education, 57 percent strongly.
About three-quarters also supported women holding jobs or government
positions, and about two-thirds supported women leaving their home unescorted within their own area. Just four in 10, though, supported the first two
strongly, falling to three in 10 for the latter, and fewer supported women traveling unescorted outside their local area.
Figure 12

Substantial numbers of Afghans expressed support for women’s rights. Support was highest for women
voting and girls’ education, compared with women holding jobs and traveling freely.
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Activities and Effectiveness of Civil Society Organizations
The survey found a positive impact of civil society organizations (CSOs) in
the country, a sector expected to gain in importance as military intervention
wanes. Fifty-four percent of Afghans said CSOs were active in their areas.
Where they do operate, many said these organizations are making things in
the country better, particularly in terms of improving education, supporting
women’s rights, reducing corruption and expanding access to health services.
Most strikingly, among the 54 percent who said CSOs were active in their
area, 61 percent saw such organizations as effective at combating official corruption. Where CSOs were not active, only 34 percent saw them as helping
reduce corruption; many instead had no opinion.
Figure 13

Afghans who said CSOs were active in their area were more likely to believe CSOs make a difference in their
community, compared with those who were unaware of CSOs operating locally.
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In locales where they operated, 57 and 56 percent, respectively, credited CSOs
with improving girls’ and boys’ education, while another 53 percent said they
had boosted health services. Anywhere from 51 to 43 percent saw evidence of
CSOs making strides on other issues.
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Seventy-six percent said United Nations funding for CSOs is a good thing;
fewer, but still a majority of 57 percent, endorsed funding of CSOs by the
United States and European Union countries alike.

Opium
In a particularly troubling result, the number of Afghans who said they regard
the cultivation of opium poppy as “unacceptable in all circumstances” fell to
53 percent – the fewest on record, and drastically down from a peak of 73
percent in an ABC News poll with fieldwork by ACSOR-Surveys in 2005. The
result corresponded with record-high opium cultivation and production, as
reported by the United Nations Office on Drugs and Crime.
Figure 14
Fifteen percent of Afghans saw the
cultivation of poppies for opium as acThe percentage of Afghans who see the cultivation of opium poppy as “unacceptable in all
ceptable in all cases – a small number,
cases” declined.
but a new high in polling back from
2005. The rest, 32 percent, called it acceptable if there’s no other way to earn
a living.
Acceptance of growing poppies was
highest by far in the country’s main
poppy-growing regions, the West and
Southwest, as well as in the central
Hazarjat region and in the East. Majorities in these areas – 78, 76, 62 and 54
percent, respectively – saw cultivating
opium poppies as acceptable, either in
all cases or if there’s no alternative. That
finding represents a serious challenge
for Afghanistan and the international
community alike in the years ahead.
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Conclusion
Polling in Afghanistan has offered valuable insights in the pre- and post-election periods alike. The findings offer an objective look at public attitudes in
Afghanistan, providing for better understanding of current conditions and
important guidance for the future. Overcoming the challenges of conducting
research in conflict environments brings the voice of the people to the table
– an essential element of conflict resolution and progress toward a peaceful
future.
For more information, please visit:
www.acsor-surveys.com
www.d3systems.com
www.langerresearch.com
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Latin America Inside Out
Constanza Cilley

Latin America: Status of Macroeconomic Data

I

n the past decade, Latin America has experienced a period of resurgence,
with strong growth, low inflation, and improved social outcomes. Except
for the period immediately following the 2008 global financial crisis, exceptionally benign external conditions also have been an important factor.
Since 2003, the middle class in Latin America grew 50%, and now represents
30% of the population. This growth meant going from 100 million people
in 2000 to 150 million at the end of the last decade, according to the World
Bank. During this period, while the incomes grew and the gap between rich
and poor narrowed, the percentage of poor people diminished considerably,
from 44% to 30% of the population (50 million people are no longer poor).
As a consequence, nowadays in Latin America the percentages of poor and
middle class populations are similar – a sharp contrast with the past, when
there were 2.5 times more poor people than middle class. The outcome of the
unprecedented process of development the region has experienced from 2003
onwards has been a reduction in poverty and unemployment as well as a reduction in the gap between rich and poor in some countries.
Public opinion had changed as a consequence, and people perceived that the
economic situation was getting better compared to that during the 1990s.
However after 2008 crisis their assessments again worsened, and a majority
still believed that income distribution is unfair. Moreover, according to a 2013
survey by Latinobarometro, 68% of the region’s inhabitants identify themselves as lower-class, 30% as being part of the growing middle class and 2%
see themselves as upper-class.
Among the 68% who place themselves within the lower-class, half are in a precarious situation; some even do not have enough money to buy food. Clear-
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ly, there are two Latin Americas: one which enjoys the benefits of economic
growth and another which watches while the other enjoys prosperity. We are
seeing more and more protests as a consequence of citizens’ awareness of the
shortcomings of the economic, political and social system. There are demands
for more democracy.
The agenda of our region shows some important changes. The main concern
is public security, which is seen as the main problem in most countries, while
due to economic growth references to unemployment and the economy have
lost their former preeminence.
Approval of democracy is high, in the sense that the majority believe it is the
best system of government. However, there is criticism of the way democracy
works. A significant proportion of the population, roughly four out of ten, is
not satisfied with democracy. And low confidence in the courts, Congress and
political parties, as well as persistent concerns about corruption, are still the
sign of the region’s troubles.
Latin America has never been as rich as it is now. At the same time, its
inhabitants have never been in such a state of alert. Citizens of rich and
poor countries, governed either by the left or the right, are defending their
rights but not fulfilling their duties with the same enthusiasm. Democracy
has “sold” itself well to the region’s citizens and they have taken it seriously. The region has expressed itself and in the face of prosperity now wants
distribution. When there was nothing to distribute, there was stoicism in
poverty. Now, there are demands. Democracy in Latin America faces the
challenge of strengthening its institutions as a precondition of sustainability and growth.
Latin America is going through a positive period compared not only to its
previous history but also, and remarkably, compared to a good part of the rest
of the world. For instance, while Spain, Greece and Portugal deal with double-digit unemployment, the jobless rate in Latin America fell to 6.4% in 2012.
Many Latin Americans who migrated to Europe in search of work in the past
are now returning home.

164

III. Regional Insights
Can we talk about a brand Latin America? In line with the paper I gave at the
2014 ESOMAR Congress held in Buenos Aires, which tried to understand
how Latin America is seen in and outside the region, let’s look at the results
of two surveys. The first is a recent worldwide poll conducted by WIN-Gallup
International in over 60 countries; the second is the Latin America Seen by
Experts study carried out using open questions by Voices! by email in late
2013/2014, in which the views of over 15 renowned social scientists from Latin America, North America, Asia, Africa, Western and Eastern Europe and
the Middle East were collected.

How the world views Latin America
We included some questions regarding Latin America in the global barometer
of hope and despair, an annual survey started and designed under the chairmanship of Dr. George Gallup in 1977. It has been conducted by associates of
WIN-GIA every year since then. This time it was carried out in 65 countries. In
each of them a sample of around 1000 men and women was interviewed either
face to face (32 countries; n=37,069), via telephone (11 countries; n=8,793) or
online (22 countries; n=21,764). Fieldwork was conducted during September
– December 2013. The margin of error for this type of survey is ± 3-5% at 95%
confidence level. The global average has been computed according to the share
of the covered adult population of the countries surveyed.
Asked about their general opinion about Latin America as a region, 50% of
the people consulted expressed a favorable opinion (15% very favorable, 35%
favorable), whereas 25% said it was unfavorable (19% somewhat unfavorable
plus 7% very unfavorable). A quarter of the respondents did not answer.
In all regions we found more positive than negative opinions. However, Latin
America is the only region where we found that positive opinions are held by
the vast majority (60% Vs 31% of negative opinions; 10% did not respond).
Western Europe is the region most critical of Latin America, with 39% holding
a negative view against 44% positive and 18% of non-response. In the Mid-
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dle East, opinions are split almost equally three ways: 34% of positive views,
against 30% negative views, and the remaining 36% of non-response. In the
rest of the regions roughly half of the people surveyed hold a positive view, 2
or 3 out of 10 a negative one, and 2 or 3 out of 10 don’t respond.
Figure 1

Opinion on Latin America, total and by region

Among the countries that more favorably view Latin America, we find Colombia at the top, with 79% favorable opinions, followed closely by Peru with
74%. And it is notable that besides Latin American countries such as Brazil
and Argentina, the nations with the best image of our region are underdeveloped – among them Bangladesh, South Africa, Georgia, Philippines, India
and Russia.
On the other hand, Mexico is the country with the least favorable opinion of
the region among the nearly 60 countries surveyed (50% negative Vs 48% positive views), perhaps reflecting strong discomfort with their domestic troubles,
which include economic problems, drug trafficking, violence and rising taxes.
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Figure 2
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It is interesting to find Spain, a country with strong links to Latin America,
among the countries with the worst image about the region (45% unfavorable
against 42% favorable); the Spanish social scientist consulted spoke about
“poor democracies and governments, tough and conflictive region”, and ended the interview pointing out that Latin America has always been a promise
that never materializes. Significantly in Germany, one of the world powers,
half of the population (46%) holds a negative view. Iraq, Tunisia, Saudi Arabia,
Belgium, Hong Kong and the Netherlands are also among the 10 most critical
countries.
It is worth taking a closer look at the opinions expressed in specific countries, namely Spain, a country so strongly linked in its history to the region.
Although, as mentioned above, opinions in Spain are divided (42% positive Vs 45% negative), these figures conceal sharp differences regarding
individual Latin American countries. About Brazil, Argentina, Costa Rica
and Chile around half of the Spaniards have a favorable view, although a
significant 25% view unfavorably Brazil and Chile, and 40% Argentina.
The rest of the countries are perceived mostly negatively – 61% in the case
of Colombia and 63% in the case of Venezuela. Portugal, another country
closely linked wit the region through its history, holds divided opinions
(43% positive Vs 39% negative). However, when it comes to Brazil, the
country with which the Portuguese share their language; we find that 72%
hold a positive opinion.
Coming now to the image of Latin America in the countries with the highest
GDP per capita, we find that significantly more North Americans hold a positive rather than a negative view of their neighbors to the South (49% favorable
against 29% unfavorable). For their part Latin-Americans have a much higher
positive opinion of the US (64%). In Japan, which ranks third by GDP per
capita, 70% did not respond. In Germany, France and the UK opinions are
divided, although positive views are slightly higher.
And what about the BRIC nations? Around 60% of the people surveyed have
a positive view of Latin America (61% in Brazil, 59% in India and 56% in Russia). In China, a key export market for Latin America’s commodities, 44% of
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those surveyed hold a favorable opinion of the region, while 36% does not and
20% do not answer. (Figure 3)
The world survey shows that Brazil is the best rated country in the region
(61% of positive opinions), followed closely by Argentina (57%). Half of the
people surveyed hold a favorable opinion of Mexico (against 28% with a negative opinion). Chile, Venezuela, Peru, Costa Rica and Panama are rated positively by roughly 40% and negatively by about 25% of respondents. In the case
of Colombia, 38% hold a positive view against 34% negative.
Figure 3

Opinion on different countries of Latin America and the region as a whole

DKNA
Unfavourable
Favourable

Source: WIN survey in 58 countries. End 2013. Population representative samples

Given Brazil’s growing influence in the world, it is worthwhile have a closer
look at its citizens’ views about Latin America: 61% have a positive view, 27%
negative and 12% does not answer. Brazilians rate their own country (69%) and
Chile (67%) even better than the region. Mexico (61%) and Argentina (56%)
are also regarded by the majority of Brazilians with benign eyes, although in the
case of Argentina around a third (30%) holds a negative view. Peru (49% against
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25%), Costa Rica (43% against 23%) and Panama (37% against 27%) are regarded with moderate optimism. Brazilians hold divided opinions about Colombia
(39% positive Vs 41% negative); and Venezuela is the only country in the region
Brazilians evaluate more negatively (43%) than positively (38%).
On the other hand, Brazil is rated positively in all countries surveyed. Moreover, in 43 of the 58 nations included in the survey at least 50% holds a favorable view. The exceptions are Belgium and Saudi Arabia, where opinions are
tied: 37% positive Vs 39% negative in the first case and 35% Vs 36% in the
second case. Bangladesh, Peru and Colombia are the most favorably inclined
towards Brazil. It is interesting that in all countries there exists a more positive
view of Brazil than of Latin America as a whole. Japan is where this gap is biggest: 29 points difference in favor of Brazil compared to the region as a whole.

The expert view
The region is mainly associated with the Spanish language, with football, and with
Brazil as the giant of the region. There are also references to “nice people” and to
the Latino style of life (relaxed spirit, enjoying life, happiness, and solidarity). At
Figure 4

What first comes to your mind when we speak about Latin America?

Source: Latin America Seen by Experts, study conducted by VOICES! 2014
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the same the experts mention negative traits such as drugs, poverty and lack of
democracy (inequality, corruption, violence, organized crime). Celebrated persons such as Evita, “Che” Guevara, Hugo Chávez and Shakira are also mentioned

Perception of changes over the last years
Latin America has experienced important changes during the last decades,
which are mainly perceived by our experts as positive – especially those related to social integration, poverty reduction, the narrowing of the gap between
rich and poor, the expansion of the middle class and the strengthening of democracy; all these aspects are mainly highlighted by Latin-American respondents. In this context, Brazil appears as the powerful economy of the region.
To me many things seem very positive and promising. Societies have
changed from military rule to democracies, many countries are now modern and the economic trend has been good, at least in the eyes of those who
live in stagnating Europe. Of course there are problems and differences between Latin American countries but the region as a whole seem to be in a
position where anything is possible. Somehow it seems that Latin America
is in a transition “from an object to a subject.” (Finland)
It is becoming a booming part of the world. (Germany)
Rapid growth, emancipation from the USA, peace and democracy, more
regional integration. (Bulgaria)
Brazil’s takeoff surprises me. (USA)
It seems the time of brutal dictatorships has gone, while there is now
groundbreaking social legislation as well as a drive to be independent of
the USA. (Kenya)
In the last 3 decades, Latin America has achieved important changes related
to democracy, although some of them are circumscribed to democracy merely as a mechanism to elect a government and not as a way of life. (Argentina)
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The main change that our region is experiencing is the empowerment of
big sectors of society that before did not have basic rights… and today
these are present This empowerment is sometimes channeled by wrong
means (violence, lack of institutional stability) but the deep process behind it is clear and, in my view, irreversible. (Uruguay)

The role of the region in the world
The experts surveyed regard the region as dynamic, growing with comparative
advantages given its natural resources. Its role is seen as increasingly significant and autonomous of the USA both in political and economic matters.
There is also a somewhat utopian view that points to a Latin-American model
seen as an alternative to American and global capitalism. This view is more
frequent in underdeveloped countries.
A meaningful and unique role is on the rise. There have been two ends of
a spectrum, in which one was excessively subordinated to the USA, while
the other was in revolt against it. Now, instead, a more home-grown basis
of influence in the world appears to be emerging, although it is yet to take
shape. (Pakistan)
It could serve as an example of alternatives to global capitalism. (…) If
South America can shake off the dominance of North America, it has the
potential to develop alternative social and economic systems not driven
by global capitalism. (Kenya)
However, for respondents in the region, the role of Latin America is more
modest, and the future will not bring it such a global pioneering role.
It is not a leading role. It is not a burden for the world either. Latin America
is a modest partner of the West. (Colombia)
The role of the region today is strongly linked to being a supplier of raw materials to the developed world and also to the emerging economies, especial-
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ly China. The region is not a priority. It is not important because it poses
no threat, as other regions do, as the Middle East and Africa (Argentina).

The future: social, political and economic aspects
The experts foresee a promising future, with a stronger middle class thanks to
the economic boom, although this may generate political and social tensions.
Some doubts appear regarding the prospects of becoming something more
than a supplier of raw materials.
In the social arena there will be a consolidation of the middle class. In the
political arena I forecast a better understanding and dialogue between the
political parties. (Spain)
Looking into the future, the challenge is to solve the debts that a decade of
growth, relative political stability and growth of the middle class has left. In
politics it means reinforcing the institutions and improving the efficacy of
the state against the growth of organized crime and drug trafficking. In the
social sphere it means reducing the high levels of inequality by improving
education, and regarding the economy it means diversifying the economic
structure. The excessive dependence on the price of raw materials must be
reduced. (Argentina)

Barriers to development
Among the barriers to development in Latin America, the most often mentioned are the quality of education, and problems related to crime and drug
trafficking. There is also criticism of the political class and corruption in all
levels.
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Resources
The region is mainly associated with the vast expanses of land and the rich
natural resources. At the same time, human capital is seen as an asset that the
region can exploit, especially the middle class which is seen as young and with
a strong drive for progress.
The periods of political instability and recurrent dictatorships, often generated by major economic difficulties, are contrasted by some analysts with the
relative political stability of the last years, with consolidating democracies.
This is seen as a sign of the potential of Latin American societies to adapt
and overcome pitfalls, learning from recent history and reformulating it in a
positive way.

Latin America in the global media
Our region is not granted the space it deserves in the global media. Experts
speak about scarce coverage lacking analytical depth, and often not going beyond sports and crime/ violence/drug trafficking, coverage that enhances the
idea of a dangerous region. Even within Latin-American countries coverage of
regional news is poor and usually more focused on negative news rather than
achievements.

Can we speak about cohesion in Latin America?
We asked the social scientists surveyed whether in their view one could speak
of common regional values other than sharing geographic space. The main element they highlight in their answers is language (except for Brazil). A shared
language is indicative of a culture with common traits, shaped by a shared
history.
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Countries in Latin America share a mixed historical heritage: first populated by Native American groups (Maya, Aztec, and Inca), then colonized by
the Europeans in the late XIV century and dominated mainly by Spaniards
and Portuguese for more the 300 hundred years. (Italy)
Definitely Latin America as a region is very integrated and in that respect
is comparable only to Europe. The same language (except Brazil) is the
biggest advantage in that respect. (Bulgaria)
The countries share a common history, language and culture. (USA)
There is a common root. A lot more than sharing geographic space. Traditional values: emphasis on religion, family, tradition, primary ties. These
are not found in the rest of the world. Also a strong emphasis on self-expressive values. It is the only continent where these two structures are combined. (Uruguay)
The effects and consequences of the Hispanic phenomenon in US is more
evidence that our region is much more than a common space. (Argentina)
However, this does not mean there are no differences between countries.
Therefore, all countries in Latin America are a blend of different cultures
(Native American, European, and African). At the same time, Latin America appears as a vast region with enormous diversity, very different levels of
development among countries, and wide disparities in economic and social
conditions between urban and rural areas. (Italy)
Cultural, economic and political differences among countries and within
countries are sometimes vast, but there are overarching commonalities. Differences between countries and also between regions depend on the economic base, on elements of culture and on leadership. (USA)
One of the challenges of the region is building up a culture where the variety of races and cultures is seen and appreciated as richness. (Colombia)
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The results are clearly consistent with the main conclusion Ronald Inglehart
and Marita Carballo arrive at in their article Does Latin America exist? They
pointed out that a study focused on the distinctive features of Hispanic culture
compared with Confucian or Anglo-Saxon cultures might come up with far
more striking contrasts between the world views of the respective nations. They
find coherent and distinctive cultural patterns that can readily be described as
Latin American, African, Confucian, English-speaking, ex-Communist, and
so forth. The World Values Surveys reveal huge differences between the basic
values of people in different cultural zones. These cross-cultural differences
are coherent and relatively stable. And they have important behavioral consequences. Though the importance of economic factors is evident, in keeping
with modernization (and post-modernization) theory, a society’s religious institutions, political experience, language, geographic location and other factors also play important roles in shaping its value system. Economic factors
alone do not determine what people want and how they behave. The world
view of a given people reflects its entire historical heritage. Latin America
does exist.

The challenge
Latin America is still seen as a faraway and exotic part of the world. From the
idea of a violent continent dominated by narcos, to the green dream of the
immense natural resources, perceptions of Latin America can be as imaginative as they are diverse. The study shows there is insufficient knowledge of
the region’s national, economic, social, political and cultural specificities. The
economic advances and poverty reduction over the last decades have caught
the attention of the world, but the region is still unknown.
These transformations in the mentality, economy, social equity and politics of
the region have also produced conflict, even polarization within many Latin
American societies, and the resulting tensions and biases are projected into
the external perceptions of the region, constituting a dynamic but insufficient-
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ly defined concept that remains to be resolved, and with premises that are
somewhat contradictory…
The greatest challenge then is making Latin America visible in an integral way,
with its diverse societies, natural resources, political conflicts, threats to security, and its contradictions – a continent in crisis, where the old is not yet dead
and the new is yet to be born, or stabilized and consolidated.
There are major events that offer opportunities to draw to Latin America the
attention of the world community – like the recent Football World Cup and
the pending Olympics in Brazil. Last but not least – there is the universal
popularity of the continent’s most celebrated native son – Pope Francis, leader
of the world’s nearly 1.1 billion Catholics. According to current survey results
released by the Pew Research Center, a median of 60% across 43 nations have
a favorable view of the pontiff, just 11% see the Pope unfavorably, and 28%
give no rating. This can make the world more curious and willing to know
more about us.

Sources:
Paper Latin America Inside Out presented by the author and Marita Carballo
at the ESOMAR 2014 Congress in Buenos Aires.
WIN-GIA 2013 End of the Year Survey
Latinobarometro Surveys
Pew Global Surveys
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Basic Human Values in Post-War Kosovo
Vlora Basha Berisha

Introduction

V

alues define people’s way of life. Their attitudes and behavior are driven by values which are either inherited or acquired over time under
the influence of social and environmental factors, as well as of individual personal experiences. This article aims to analyze the prevailing value
orientations of the Kosovo population and to examine the impact of specific
demographic indicators on personal value orientations and priorities.

The Survey
In 2012, Kosovo was part of the European Social Survey (ESS). The study
was initiated by European Young Cell Alumni in Kosovo, and fieldwork was
carried out by TNS Index Kosova1. The European Social Survey is an academically driven cross-national survey that has been conducted every two
years across Europe since 2001. The ESS classifies respondents according to
their basic value orientations by using a 21 item grid developed by Shalom
H. Schwartz for the purposes of analysis2. (For the reader’s convenience this
grid appears at the end of this article). Schwartz subsequently narrows down
these 21 items to 10 basic human values: Self Direction, Stimulation, Hedonism, Achievement, Power, Conformity, Security, Tradition, Benevolence and
Universalism. The 10 basic human values are then further reduced to 4 “higher-order” values: Openness to Change, Conservation, Self-Transcendence and
Self–Enhancement3 .
1 I n Kosovo, the achieved sample size was 1,295 respondents aged 15+ years, selected using multi-stage random
probability sampling
2 The Values Theory, Schwartz, Shalom H., 2012.
3 A Proposal for Measuring Value Orientations across Nations Schwartz, Shalom H., 2012
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Openness to Change Predominant
According to the European Social Survey results, the group of values which
constitute the Openness to Change higher order value – namely stimulation,
excitement, novelty and challenge in life – stands out as predominant in Kosovo society. Since values are expressions of needs, and in view of the dismal
political and economic situation of the country the need for change is at the
forefront of people’s priorities, this finding is completely explainable. Dissatisfaction with the current state of affairs – unemployment rate of 47%, conditions of extreme poverty in which 17% of the population live, the perceived
high level of corruption and organized crime are evidently a crucial factor for
this prevalence of the openness to change. The age structure of the populace
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further enhances this phenomenon: according to latest data around half of the
population is less than 28 years old.
Wide and easy access to international media and to the internet1 is probably
also contributing to the perceived need for change, since it enables Kosovars
to appreciate the lifestyles, enjoyed by inhabitants of more advanced and more
prosperous lands, distinct and more attractive – especially for young people
– than the way they exist at home. Social media and personal contacts with
relatives living abroad pull in this direction too.

Values and Demographic Variables
Values, motives and goals vary from one person to another. The ESS results
reveal how values in Kosovo are influenced by demographic variables such as
1 Internet penetration for the population 15+ in Kosovo is 84%.

Figure 2

Basic Human Values Correlations with Demographic Variables
Age
(N=1294)

Education
(N=1295)

Religiosity
(N=1281)

Security

0.16**

0.00

0.03

Conformity

0.15**

-0.06*

-0.03

Tradition

0.21**

-0.21**

0.14**

Benevolence

0.12**

0.06*

0.07**

Universalism

0.13**

-0.02

0.05*

Self-Direction

-0.13**

0.20**

-0.06*

Stimulation

-0.28**

0.09**

-0.08**

Hedonism

-0.15**

0.01

-0.05*

Achievement

-0.14**

0.12**

0.00

0.02

-0.08**

0.01

Power

** Correlation is significant at the 0.01 level (one-tailed)
**p-value< .01
* Correlation is significant at the 0.05 level (one-tailed)
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age, education and income. Other social factors, such as religion, also affect
some basic values.
The correlation coefficients, defined using the data from the 2012 European
Social Survey and displayed in the table above, demonstrate strong negative
correlation between the elements of Openness to Change and Self-Enhancement higher order values – such as Stimulation, Achievement, Self-Direction
and Hedonism – and the respondent’s age. In other words, the younger a person is, the more likely he or she is to be driven by those values, which are
linked with the willingness to change.
Conversely, the elements of the Conservation higher order value, such as Tradition, Security and Conformity have a strong positive correlation with a person’s age, meaning that in Kosovo as elsewhere in the world the older generations are more conservative, traditional and resistant to change.
The older the person becomes, his/her need for complying with traditional
values, as well as the need for security is strengthened, while, on the other
hand, the need for creativity, freedom, independence and achievement diminishes, and so does the need and capacity for enjoying the good things in life.

Values vs. Education and Religion
It is interesting how the values of Tradition and Self-Direction values pull
in opposite directions when controlled against the education variable. The
more educated is a respondent, the more inclined he/she is to aspire to
independent thought, creativity and exploring. Conversely, the lower the
education level, the greater becomes the need for respect, commitment
and acceptance of customs and ideas that traditional culture or religion
can provide.
Self-direction and Stimulation values are negatively affected by the religiosity
of a person as well. The more religiously committed people are, the less likely
they are to be interested in independent thinking, creativity and freedom. And
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as in the case of less educated respondents, their motives and goals are to a
greater extent driven by values such as conformity and tradition.

Emphasis on Power and Security Values
The basic value of Power, on the other hand, although insignificantly influenced by age or religion, shows negative correlation with education. The less
educated a person is the stronger becomes the likelihood of him/her being
driven by the values of social status, prestige, control and dominance over
people and resources. This authoritarian streak could have its origins in the
fact that Kosovo still retains features of a patriarchal, traditional society in
which the urge to dominate and the powers of the leader are recognized as
important.
There is another, perhaps more essential factor that explains why these values
are so prominent among Kosovars. As a general rule the need for power varies with the overall economic situation of a country and the well-being of its
population. According to the European Social Survey, inhabitants of countries
with high per capita GDP such as Norway ($US 100,318), Switzerland ($US
81,323) or Sweden ($US 57,909) perceive the importance of being rich, having
money and expensive things as of insignificant value. In poorer countries, on
the other hand, the perceived importance of material well-being rises. Living
in a country with the lowest per capita GDP ($US 3,454) in Europe, it is little
wonder that more than half (52%) of the citizens of Kosovo emphasize the
value of possessions.

Security Remains a High Priority Value
Compared to other European countries Security – the need to live in secure
and safe environment, ensured by a strong and efficient government – is a
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more prominent value in Kosovo and Albania. Apart from the unstable and
insecure political and economic situation which affects both countries, this is
also a consequence of the severe security problems that they have experienced
in the past.
Kosovo is a country recently emerged from war in which ethnic cleaning violence was committed on a massive scale, and this experience is still quite fresh
in people’s memories. Continuing tensions between the majority ethnic Albanians and the minority ethnic Serbs, fears of organized crime and of potential
abuses of the law by government officials also play a role in these concerns
about security.

Values by Gender
An independent-samples t-test was carried out to compare values and gender
conditions. Analysis reveals a significant difference in scores for the Tradition
and Benevolence values between males and females. The results suggest that
when it comes to the need for respecting traditional values, the need for security and the need for preserving and enhancing the welfare of those with
whom one is in permanent personal contact, are more prominent among
women.

Values and Ethnicity
Results of the t-test analysis demonstrate that there is no statistically significant
difference in the scores of most Schwartz’s basic values between the two main
ethnic groups in Kosovo. Basically, both Albanians and Serbs adhere to more
or less similar beliefs and goals. The only significant difference is related to
the value of Power. The results indicate that among Kosovo Serbs the need for
social status, prestige and dominance is more pronounced than among Kosovo Albanians. This can be due to the fact that for a lengthy period of time the
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Serb community existed in self-enclosed enclaves and refused to participate in
Kosovo institutions. Nowadays Serbs still largely adhere to this attitude, which
denies them effective influence over the governance of the country.
*
According to the regular WIN/Gallup International End of the Year polls initially, after gaining independence, Kosovo for many years had the distinction
of being the most optimistic country in the world. Up to 90% of the population expected that the next year would be better than the current one. But over
time the level of optimism has drastically declined. The 2014 and 2015 WIN/
Gallup polls have shown that only about one third of the inhabitants still retain optimism about the future. In this respect, at least, the country has moved
closer to Europe. What distinguishes us from other European countries, such
as Finland or Luxemburg, is the different prioritization of values which are
defined by our traumatic recent history and difficult current circumstances.

Annex: 21 Items Used for Measuring 10 Basic Human Values
(Source: ESS 2012)

BENEVOLENCE
12. It is very important to him to help the people around him. He wants to care
for other people.
18. It is important to him to be loyal to his friends. He wants to devote himself
to people close to him.
UNIVERSALISM
3. He thinks it is important that every person in the world be treated equally.
He wants justice for everybody, even for people he doesn’t know.
8. It is important to him to listen to people who are different from him. Even
when he disagrees with them, he still wants to understand them.
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19. He strongly believes that people should care for nature. Looking after the
environment is important to him.
SELF-DIRECTION
1. Thinking up new ideas and being creative is important to him. He likes to
do things in his own original way.
11. It is important to him to make his own decisions about what he does. He
likes to be free to plan and to choose his activities for himself.
STIMULATION
6. He likes surprises and is always looking for new things to do. He thinks it
is important to do lots of different things in life.
15. He looks for adventures and likes to take risks. He wants to have an exciting life. HEDONISM 10. Having a good time is important to him. He likes
to “spoil” himself.
21. He seeks every chance he can to have fun. It is important to him to do
things that give him pleasure.
ACHIEVEMENT
4. It is very important to him to show his abilities. He wants people to admire
what he does.
13. Being very successful is important to him. He likes to impress other people.
POWER
2. It is important to him to be rich. He wants to have a lot of money and
expensive things.
17. It is important to him to be in charge and tell others what to do. He wants
people to do what he says.
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SECURITY
5. It is important to him to live in secure surroundings. He avoids anything
that might endanger his safety.
14. It is very important to him that his country be safe from threats from within and without. He is concerned that social order be protected.
CONFORMITY
7. He believes that people should do what they’re told. He thinks people
should follow rules at all times, even when no-one is watching.
16. It is important to him always to behave properly. He wants to avoid doing
anything people would say is wrong.
TRADITION
9. He thinks it’s important not to ask for more than what you have. He believes that people should be satisfied with what they have.
20. Religious belief is important to him. He tries hard to do what his religion
requires.
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Media Literacy in Georgia:
A Comparison with the European Union
Christopher Anderson

Introduction

T

he European Commission defines media literacy as the ability of individuals to access and understand information through different means,
such as television, radio, print media, the internet, and digital technology (European Commission 2014). Thus, the concept of media literacy includes not only having access to various types of technology and media, but
also having the knowledge to be able to use the media, as well as being able
to process and understand the information being transmitted. Media Literacy
is an essential tool for civic participation in democratic societies because not
only do media literate individuals get their information from multiple sources, but they are also more likely to maintain a healthy level of skepticism towards the information they receive.
In post-communist societies, like Georgia, developing a media literate population is particularly important. In these countries the communist legacy of
government influence, or even outright control, over media remains strong.
While Georgia has a dynamic media market, the overwhelming majority of
the citizenry gets its information from just a handful of television channels,
many of which are blatantly partisan. The development of a media literate society will help Georgia consolidate the democratic gains it has made over the
last decade by creating a more informed public that will be less susceptible to
media manipulation.
This chapter is based on data from a nationally representative survey done in
Georgia in August 2014. To the best of our knowledge, this is the first time that
a survey of this kind has been conducted in the Caucasus. We developed this
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survey within a methodological framework that was previously developed for
the European Union, and thus we are able to place our results in a European-wide comparative context.

What is media literacy?
Being fully literate in today’s media environment goes beyond simply being
“literate” in the traditional sense. Citizens in the new digital world not only
need to be able to use multiple types of media, but they also need to be able
to assess the quality of the message being transmitted. The definition given by
the European Commission and mentioned above has two interrelated components that can be termed access and evaluation. In the language of “media
literacy” access and evaluation are also called “use skills” and “critical skills.”
An important third component that is often included in definitions of media
literacy is that of “communication,” the creation and dissemination of new
media. In this chapter we use all three of these components to create an overall
measure of media literacy.
Access (use skills) – Access to media is the key component on which media
literacy is built. An individual who lacks access to media can hardly be expected to be media literate. However, there is a great deal of variation across
societies in the rates of access to various kinds of media. For example, while
radio technology is old and fairly ubiquitous, new digital technologies, such as
high-speed internet or internet-connected smartphones are much less common. Inside societies there is also a tremendous amount of variation in media
access related to common demographic factors such as sex, age, education,
income, or belonging to a particular racial or ethnic group.
Evaluation (critical understanding) – Media are used to inform, to persuade,
to advertise, to entertain, or any number of other purposes. Because of the
wide-ranging goals of media and the diversity of techniques that are used to
achieve these goals, citizens constantly face a never-ending array of media
messages. Some messages are contradictory while others are outright false. A

189

VOICE OF THE PEOPLE 2015
necessary condition for an informed citizenry is that individuals are able to
critically evaluate messages put out by all types of media.
Communication (communicative studies) - A third component of media literacy often included in scholarly definitions is the ability to competently communicate. In other words, is the individual able to make the jump from simply
being a consumer of media to a producer of media? Activities such as writing
a blog or uploading videos or pictures to the internet are common examples
of how an individual might communicate with media.

EAVI Framework
In 2010, the European Association for Viewers’ Interests (EAVI) published a
report that provided a common framework to measure media literacy across
Europe (Celot 2010). The goal was to create a common set of survey questions that could eventually be employed across the European Union. In a 2011
follow-up report, EAVI and the Danish Technological Institute tested this
framework using survey data from a subset of EU member states (EAVI 2011).
These results were then extrapolated to create estimates of media literacy
across the European Union. Although the authors were adamant in stressing
the tentative nature of their finding, their results represented the first attempt
to estimate a comparable measure of media literacy for every country in the
European Union. We have closely followed their methodology in Georgia to
collect the data that is presented here.
The EAVI framework1 is designated to measure three common components
of media literacy described above: use skills, critical understanding, and
communicative abilities. Each of these three components is established by
using an index based on a number of individual survey questions. Collectively, they can provide a fairly comprehensive picture of the state of media
literacy in a country by giving a separate score for each of the three compo1 For those desiring a more in-depth treatment of the framework, refer to EAVI’s 2011 paper, “Testing and Refining
Criteria to Assess Media Literacy Levels in Europe: Final Report.”
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nents. A brief description of how each of these components was defined in
our survey follows.
Use skills – This component is established using questions about the frequency of using different types of media. Questions about various online activities
that are considered more advanced are also included. An individual scoring
high in use skills is someone “actively using media tools in everyday life,” while
an individual receiving a basic score simply uses only a small sampling of media relatively infrequently (EAVI 2011: 71).
Critical understanding – This wide-ranging component is made up of questions enquiring about the respondents attitudes and trust towards various
kinds of media. Does the individual exhibit healthy skepticism towards certain types of media messages or mediums? Individuals that show an ability to
critically engage with media will score highly in this category.
Communicative abilities – The final section includes questions that are designed to gauge the respondent’s ability and desire to participate in media creation. In contrast to the use skills component which tends to measure passive
consumption, this component assesses the creation of new media both on and
off-line.
Before proceeding to the data, it is worth noting that the data used to design
and test the original EAVI framework were gathered in 2010. Our data are
much more recent, having been collected in August 2014. In regards to digital
technology, great advances can be made in just four years. This is particularly
true in less developed countries such as Georgia, which due to lower initial
usage rates will naturally experience faster growth in internet technologies
than more advanced countries. In any case, given the weight of internet tools
and access in calculating both the use skills and communication indices, it is
likely that the current scores for many EU countries are actually higher than
reported here.
The data presented in this chapter are the results of a nationwide representative survey carried out in Georgia in August 2014 on a sample of 1000 individuals aged 16 and older.
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Results
The following three bar graphs (Figures 1, 2 & 3) show how Georgia compares
to a selection of EU countries in each of the three media literacy scores: Use
Skills, Critical Understanding, And Communicative Abilities. Bulgaria, Poland and Germany were chosen as comparative countries because they representative different stages of economic and political development. Germany
is a large, wealthy, Western European state; Poland is a relatively poor, but
quickly developing former communist country; and Bulgaria, also a former
communist country, is one of the poorest EU members. The diversity across
these three countries will allow for more interesting comparisons. The tables
also include a score for the EU-271. This value represents the average value for
the 27 EU states2.
Figure 1

“Use Skill” Scores in Georgia and Selected Countries

Non-Georgian data were taken from figure 6-18 (p. 83) in Testing and Refining Criteria to Assess Media
Literacy Levels in Europe (2011).
1 Croatia, which joined the EU in 2013, is not included in the data.
2 It does not, however, measure the media literacy score of the average individual in the EU because country scores
are first aggregated and then averaged. Thus, countries (for example, France and Malta) are treated equally in creating the average even though the population of countries can differ radically.
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As seen in the above chart Georgia compares very unfavorably to the European
Union in regard to Use Skills. Whereas the EU-27 average estimate rates 26% individuals as “advanced,” only an estimated .5% of Georgians scored as high. Even
Bulgaria, one of the least developed countries in the European Union, has an estimated 20% of its population in the advanced category. Georgia looks a little better
in the middle category, but it still lags significantly behind the other countries
and the EU-27 average. Finally, we see that the majority of Georgians (85.5%) are
located in the “basic” category. This is more than double the share of the second
highest country, Bulgaria, and more than three times the rate in the EU-27.
Why does Georgia rate so low in the Use Skills category? The large differences
that exist between Georgia and the rest of the European Union are primarily
due to the emphasis that the use skills score places on activities related to the
internet. Because internet use is quite low in Georgia – 60% of the population
reports that they never use the internet – it is very difficult to score high on
an index that asks about internet use and online activities. Georgia is likely
to make big gains in this category as internet access becomes more common.
Figure 2

“Critical Understanding” Scores in Georgia and Selected Countries

Non-Georgian data were taken from figure 6-19 (p. 84) in Testing and Refining Criteria to Assess Media
Literacy Levels in Europe (2011).
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Georgia compares much more favorably to Europe in regard to the Critical
Understanding score, as evident from the results shown in Figure 2. Although
some questions used to create this index involve the internet, the majority do
not. Therefore, unlike the results from the Use Skills index, , Georgia’s low use
of internet does not significantly reduce its Critical Understanding score. The
questions that make up this score are primarily concerned with measuring the
respondents’ awareness regarding to how media works as well as their skepticism towards media messages.
We find that about 7.5% of Georgians qualify as “advanced” in Critical Understanding. While this is low compared to the other countries in the table, it is
much more respectable than the results for use skills. In the medium category
Georgia performs quite well with around 32% of its population scoring in this
range. This is only about 8 percentage points less than the EU-27 average. Again,
however, the majority of Georgians (60.2%) fall into the “basic” category.
On the third and final media literacy index, Communicative Aabilities, Georgia fairs much better than in the previous two indices. While Georgia has
Figure 3

“Comunicative Abilities” Scores in Georgia and Selected Countries

Non-Georgia data were taken from figure 6-20 (p. 85) in Testing and Refining Criteria to Assess Media
Literacy Levels in Europe (2011).
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few individuals who can be considered “advanced,” they actually have a much
larger number of individuals in the “medium” category than any other state.
This suggests that a number of Georgians might be on the borderline between
the “advanced” and “medium” categories. Interestingly, the percentage of
Georgians in the basic category closely resembles the EU states. Georgia, with
72.2% of its population estimated as being “basic” in Communicative Abilities, even manages to score a bit better than Bulgaria, which has an estimated
75% of its population in the “basic” category. Overall, however, Table 3 indicates that only a relatively small share of each country’s citizenry can be seen
as having good abilities on this score.
Due to the importance of internet related activities in calculating the three media literacy scores, there might be some concern that Georgia’s low scores are an
artifact of its low level of internet penetration.1 However, exactly the opposite
appears to be true: when the media literacy scores for each index are calculated without internet activities using an adjusted scale, Georgia’s scores actually
fall relative to the countries presented. In other words, overall media literacy
in Georgia appears to be significantly increased by those individuals who are
internet users: internet related activities and knowledge increase media literacy
scores in two of the three categories. This is despite the fact that they make a
relatively small share of the population. Only in the “critical understanding” category does the number of basic users decrease if internet-related activities and
knowledge are excluded. Internet users in Georgia are far and away the most
media literate group in the country and they help compensate for the bulk of the
overall population that show very low levels of media literacy.

Conclusion
Georgia, unfortunately, as our data indicate, does not fare well. The country
ranks significantly below EU countries in each of the three measures of media
literacy we employ. There is a wide gap between Georgia and the EU-27, its
1 Our data indicate that only about 44% of Georgians use the internet at least three times a week.

195

VOICE OF THE PEOPLE 2015
percentage of media literate individuals is significantly smaller than the European Union average, and even the lesser developed members of the European
Union have considerably higher scores on media literacy.
Over a century ago in the industrialized world traditional literacy – the ability
to read and write – became indispensible for a person to become a productive
member of society, and in the 21st century media literacy is equally important, particularly given the current information technology explosion. There
is more media material supplied today than there has been at any point in
history. Moreover, the traditional gatekeepers of information – the writers,
editors, producers no longer have exclusive control over media content. Anyone with a computer and an internet connection can start a blog for all to
read, or upload a video to YouTube for all to see. Thus, the ability to detect and
distinguish dubious or outright false messages from those that can be trusted
becomes more important ever.
The bleak picture of media literacy in Georgia revealed by our study, however,
is likely to be remedied as Georgia continues to advance both democratically and economically. An ever growing segment of the Georgian population
will be getting its information from digital sources as internet use becomes
ever more ubiquitous. This, in turn, would result in increased access, and accordingly – increased media use skills. High rates of internet use will also
give Georgians wider opportunities to communicate with one another and
with the outside world – higher Communication Abilities. Developing the citizens’ Evaluation Skills, of a critical understanding of media content however
is much more complex and not necessarily related to either democratic or
economic development.
Georgia, which in June 2014 has signed the EU Association Agreement, has
been undergoing rapid economic and social reforms that are in line with European Union standards. This has put added pressure on the government to
invest in internet infrastructure in order to extend access to many rural regions. The successful completion of these projects should greatly increase media literacy rates across the country, narrowing and in the longer term closing
the gap that currently separates Georgia from the European Union.
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IV. Appendix:
A Decade and Half of GIA-WIN
Global Polling1999-2014
Editor’s Note: The selection of WIN-GIA survey results that follows presents the
scope, variety and wide range of topics addressed in the global polls conducted by the companies associated in WIN-GIA. The material is adapted from
press releases with which research results were made public at the time of their
release. This is the first time shortened versions of these results appear in print
together, and we believe that this might be of use for all who are interested in
the history of global polling.
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1. The Millennium Survey on the Environment1

W

hen polled by Gallup International, the population of the world
is united in criticizing their governments for failing to do enough
to protect the environment. Two-thirds of the 1.25 billion respondents represented in World’s largest opinion poll of the time say their government have done too little to address environmental issues in their country. Only in very few cases – just five out of the 60 countries participating in
the survey – did a majority agree that their government had done the right
amount to address the environmental issues.
The universal frustration over government’s attention to environmental issues
is one of the main findings in the Gallup International Millennium Survey,
conducted on the doorsteps of the New Millennium. Another key finding was
that only in 3 countries did a majority feel that economic growth is more imFigure 1

The overall state of enviroment

1 In the Gallup International Millennium Survey 57,000 adults in 60 countries of the world were interviewed
between August and October, 1999, representing 1.25 billion of the planet’s inhabitants. The results of such a global
opinion poll – the world’s largest ever such undertaking at that time – are revealing and thought provoking. The
questions probed in the Gallup International Millennium Survey concentrated on people’s opinions on the overall
state of the environment and government’s actions as well as specific issues such as pollution and global warming.
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portant than protecting the environment. These countries are Armenia, Cameroon and Hong Kong. In all other countries the protection of the environment came in as ultimately more important than economic growth.
Figure 2

Has your government done enough

The Environment in Developing Nations Suffers Most
It is not news that the environment is more under threat in developing nations
than in Europe or North America. What is the news is that populations in the
emerging economies are fully aware of the threats to their environment and
are now among the nations who are most critical towards their government’s
actions.
Asked how satisfactory do you find the overall state of the environment (in
your country) four out of five citizens say that they are “mainly” or “very” unsatisfied in countries such as Chile, Armenia, Korea, Ukraine, Peru, Pakistan,
and Hungary. Also in Russia, Kazakhstan, Ecuador, and Dominican Republic
and in Colombia the populations are greatly unhappy with the state of the
environment, with three out of four expressing dissatisfaction.
The blame seems to be put on national governments. When asked whether
the government has done too little, too much or the right amount to address
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environmental issues the electorate is generally very critical. In Colombia and
Ecuador as many as nine out of ten citizens say their government has done too
little. These Latin American countries are not alone, as in all of the countries
mentioned above, a clear majority express criticism of their government.

The Further North, the Better the Environment
The well-known north versus south distinction can also clearly be seen in the
results of the survey. The old well-established industrial nations seem to have
advanced a lot further in terms of protecting their environment.
The Nordic countries (Denmark, Norway, Finland, Iceland and Sweden) are
all at the top of the list expressing satisfaction with the state of the environment. So are the Netherlands, Austria, Switzerland, Luxembourg, USA and
Canada.
The only exceptions to the “North vs. the South” rule are Singapore and Malaysia
where respectively 75 and 91 percent find the environment satisfactory. Singapore
and Malaysia are also to be found among the very few countries in which a majority was satisfied with their governments’ attention to environmental issues.1

Environmental Protection is More Important than
Economic Growth
The threat to the environment often comes from rapid industrial growth,
which for many good reasons has such high priority for the developing nations. Gallup International therefore asked which ultimately was the most important: to ensure economic growth or to protect the environment?
1 In these comparisons it is worth mentioning that two developed nations from the Southern Hemisphere, namely
Australia and New Zealand, did not participate in the survey.
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In only three countries a small majority (51 to 56 percent) felt that economic growth was the more important of the two. These were also countries in
which the population found the state of the environment unsatisfactory and
also strongly felt that their governments did too little: Armenia, Cameroon
and Hong Kong. However in other countries where the population was dissatisfied with the environment and with government performance, a majority
chose growth rather than protection of the environment. These are the former
communist countries of Croatia, Ukraine, Hungary, Georgia, FYR Macedonia
and Belarus. Politicians in these countries have good reason to be puzzled by
the message they are getting from their electorates: the voters find the environment dissatisfactory and the government not active enough, but still tend
to chose economic growth over environmental protection!
The message is much clearer in many of the rapidly developing countries of
Asia and Latin America. For example in Thailand, Taiwan, Philippines, Korea,
Bolivia, Dominican Republic and Columbia a clear majority (64 percent or
more) chooses protection of the environment over economic growth.
This is also clearly the case in all of the earlier mentioned northern countries,
which seem to have found a modus by which they can obtain and sustain a
advanced economies and still protect the environment. Some would say the
reason is that these nations had exported the highly polluting industries to
the lesser-developed nations which cannot afford to refuse. But the survey
showed that in many though not all of these lesser-developed economies there
has emerged strong public support for protecting the environment and a demand for environmental action by their governments.

Environmental Threats Differ from Region to Region
The Gallup International Millennium Survey probed which two out of eight
listed environmental issues respondents felt to be the two biggest threats to
future generations not only in their own countries, but in the world as a whole.
The list contained both what could be categorized as traditional, basic pollu-
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tion problems (from industry, traffic and agriculture), and recent, more remote issues like global warming, holes in the ozone layer and the threats to the
rainforest, rare species and the wildlife. Other issues listed were accidents with
nuclear energy and pollution of drinking water.
The results show that apart from pollution from agriculture, all of the other
seven issues are of significant concern. The actual ranking varies, however,
considerably from region to region.
The most generally felt threat to future generations across the globe is pollution of drinking water, which is seen as the biggest or second biggest threat
by the populations of Eastern Europe, West Africa, North and Latin America.
Only in Western Europe and South East Asia did this issue not come as high
on the list.
What does concern people in Western Europe are the more remote issues –
the threats to the rainforest, species and wildlife, holes in the ozone layer and
nuclear disasters. Eastern Europeans share the fear of nuclear disasters, which
undoubtedly can be explained by the common traumatic experience after the
meltdown of the nuclear reactor in Chernobyl, Ukraine.
Particular explanations can be found for many of the other regional differences – for instance, the higher concerns about traffic pollution and the ozone
layer in South East Asia, where many of the major cities suffer from some of
the worst traffic congestion problems on the planet.
The range of regional differences of public opinion in ranking various environmental issues is illustrated in the graphics that follow.
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Figure 3

Global warming?

Figure 4

Accidents with nuclear energy?

Figure 5

Industrial pollution?
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Figure 6

Loss of rainforests, species and wildlife?

Figure 7

Holes in the ozone layer

Figure 8

Traffic pollution?
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Figure 9

Pollution from farming?

Where is World Opinion on Environmental Issues
Headed in the New Millennium?
However local the focus of some environmental issues may be, protection of
the environment is a global issue. Global warming, holes in the ozone layer
and the loss of the rainforest is beyond the control of any single government.
Only international co-operation can ensure sustainable planetary solutions.
The Gallup International Millennium Survey conducted in 1999 clearly documented that people all over the World want clean, safe and protected environment, and that they want the politicians to do more, even if it implies choosing
protection of the environment over economic growth. Gallup International
has donated the results of this survey to any universities wishing to research
this data further – so that the findings can be used by environmental agencies
and policymakers to secure a better environment in the New Millennium.
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2. Giving People a Voice at World’ Summit on
Sustainable Development1
The Key Findings From This 2002 Survey Include:
• Citizens reject the idea that rich countries should withhold financial assistance to developing countries until governmental corruption is cleaned up.
They want ways to be found to reach people living in poverty regardless of
governmental corruption.
• Most citizens tend to believe that poverty and environmental problems cannot be addressed at the same time. This is especially true in developing countries in Africa and the Pacific region, while one-in-two European Union citizens believe both can be addressed simultaneously.
• While majorities of citizens in most countries surveyed believe that quality
of the environment in their country has improved somewhat over the past
ten years, majorities in Eastern and Central Europe as well as in Latin America say it had worsened.
• Citizens think national governments must be held accountable for achieving specific, time-bound environmental goals, if tangible progress is to be
achieved.
• Citizens trust non-governmental organizations over national governments
and large corporations to operate in the best interests of society.
1 The World Summit on Sustainable Development, WSSD was held in Johannesburg, South Africa from 26 August
to 4 September 2002. It was convened by the United Nations to discuss progress made and new issues of sustainable
development emerged during the decade after the First Earth Summit held in Rio de Janeiro. The survey was conducted in 30+ counties by respected survey research institutes, members and associates of the Gallup International
Association. The results were collected in over 24,000 face-to-face or telephone interviews performed during July
and August 2002, representing the views of almost 1 billion people of all continents, except North America. This
region’s absence was related to the decision by the US Government under President George W. Bush not to send a
delegation to Johannesburg.
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• Asked to prioritize items on the UN-proposed agenda of the World Summit
in Johannesburg, citizens choose “protecting long-term human health” as
requiring the most urgent action. Food, water, biodiversity and energy are
seen as roughly equal second-tier priorities. Fully one in ten thought that all
the agenda items required urgent action.
• In keeping with their stated priorities, overwhelming majorities of citizens
across the world support making access to clean drinking water a basic human right even if some of the taxes they pay have to be used to achieve it.

Environmental Quality, Accountability, Clean Drinking Water
as a Basic Human Right
Figure 1

Country’s Environmental Quality Over the Past Ten Years
Percentage saying ‘Worsened’ vs “Improved”

Respondents were asked whether the quality of their country’s environment
had improved or worsened over the past ten years. While majorities in most
of the countries surveyed believed environmental quality in their country had
improved somewhat over the past ten years, majorities in Eastern and Central

208

IV. Appendix
Europe as well as in Latin America said it had worsened. Residents of China
perceived the greatest improvement while those in Georgia, Russia, Peru and
Hong Kong saw decline in their country’s environmental quality.
Figure 2

Support for Holding National Governments Accountable for the Environment

“Unless governments of the world are held accountable to achieve specific environmental goals by certain years,
well never solve environmental problems”

On another contentious issue at the WSSD, citizens across the world thought
national governments must be held accountable for achieving specific, timebound environmental goals, if real progress is to be achieved. As the following
graph shows, fully three in four agreed with the statement, “Unless governments of the world are held accountable to achieve specific environmental
goals by certain years, we’ll never solve environmental problems,” with four in
ten strongly agreeing. Agreement was strongest in Denmark, Russia, Ireland,
and Switzerland, and lowest in Indonesia. The strength of this finding suggests
that, in order to have credibility with the public, governments at the Johannesburg World Summit would have to focus on new time-bound commitments
for action.
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Figure 3

Support for Clean Drinking Water as a Basic Human Right

“Access to clean drinking water should be added to the list of basic human rights given to all citizens of the world
even if some of my taxes have to be used to achieve it”

Consistent with their focus on human health impacts and on fresh water concerns generally, overwhelming majorities across the world support making
access to clean drinking water a basic human right, even if some of the taxes
they pay have to be used for the purpose. What was particularly striking was
that majorities in all regions except the Pacific strongly agreed with this statement. Support was particularly strong among European Union residents, with
over three in four strongly agreeing in Ireland, the UK, Denmark, and Luxembourg. Characteristically, the same was true in South Africa. Indonesians, on
the other hand, were least supportive of this idea.
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3. International Earth Day 1:
Perceptions Of Global Warming And Acting
To Protect The Environment
Key Findings:
• The majority of respondents worldwide declare that global warming is having a serious impact in the area where they live
• 85% of surveyed people in the world declare they are taking measures to
protect the environment.
Looking at results by region, respondents in Asia Pacific (78%) and Latin
America (73%) showed the highest levels of concern about the impact of global warming, followed by West Europeans (66%). Six out of 10 respondents in
North America (62%) and Eastern and Central Europe (59%) were concerned
about global warming. However, in North America four out of 10 respondents
did not perceive a serious impact in the area where they live (38%).
1 International Earth Day is an annual event celebrated since 1970. On this day events are held worldwide to demonstrate support for environmental protection. “The Voice of the People” survey conducted by WIN/GIA during the
summer of 2006 on the occasion of the International Earth Day revealed that global warming was perceived as a serious
threat by a vast majority of world’s citizens. Over 60,000 respondents in 57 countries were interviewed for that survey.

Figure 1

“Global Warming is Having a Serious Impact Now in the Area Where I Live.” Agree vs. Disagree
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Figure 2

“Global Warming is Having a Serious Impact Now in the Area Where I Live.” Agree vs. Disagree

In all countries surveyed the majority of respondents declared that global warming is having a serious impact in the area where they live, the exception being
Iceland, where those that disagreed with this statement were twice as many as
those that agreed (59% disagree vs. 29% agree). This could be explained by the
emphasis in public discourse on the country’s sustainable energy resources and
clean air and water. When it comes to agreement, the highest percentages were
found in Albania (97%), Hong Kong (93%) and Rumania (91%). Conversely,
the largest proportions of people who did not see a serious impact of this phenomenon were found in Iceland (59%), Germany (51%), Russia (47%), Norway
(43%), UK (41%) and the United States (40%). DK/NA answers were more frequent in Senegal (25%), Nigeria (25%), Ghana (20%) and Poland (20%).
Figure 3

A Large Majority of Respondents Declare They Are Taking Measures to Protect the Environment.
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Respondents were asked whether their household takes any of six different possible actions aimed at protecting the environment. 85% of surveyed citizens declared they implement at least one of these activities. The three most frequent
actions are using less energy at home (62%), recycling or creating less waste
(61%), and using less water (54%). Four in ten respondents used less spray products, or used spray products that don’t affect the ozone layer (40%), whilst three
in ten used fewer batteries or replaced common batteries with rechargeable ones
(33%), and used a car less or took more public transport (32%).
While the overall frequency of positive answers grows with the level of education (90% amongst those who attended university vs. 79% of those with
basic education), the survey also showed that, when it comes to specific actions, reduction of energy and water consumption are more frequent among
women (65% vs. 60% for energy, and 57% vs. 52% for water) and among older
respondents (energy: seven in ten for those above 51 years old vs. 55% for the
younger; water: 59% vs. 49%).
North America and Western Europe (96% and 95%, respectively) are the regions where most people declared they take actions to protect the environment, followed by Asia Pacific (89%), Latin America (86%) and Africa (73%).
Eastern and Central Europe lagged behind, with 66% of positive answers. In
fact, this region showed a significant share of respondents (26%) declaring that
in their households none of these actions were implemented. In most regions
saving energy is the most common action to protect the environment. This
was the case in North America (87%), Latin America (64%) and Eastern &
Central Europe (37%). In Western Europe, however, the most mentioned action to prevent environmental damage is recycling/creating less waste (82%).
Virtually all respondents declared they take at least one action to protect the
environment in UK, Philippines, Ireland, Singapore and Colombia. Conversely, the highest proportions of respondents who declared they don’t implement
any of the mentioned measures were in Russia (none: 40%), Bulgaria (36%),
Argentina (25%), Cameroon (25%), Romania (22%) and Turkey (22%). As to
specific actions, the saving of energy at home was most frequent in Philippines
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Figure 4

Using Less Energy, Recycling/Creating Less Waste and Using Less Water Are the
More Common Actions to Protect the Environment.
Does your household take any of the following actions to try to help protect the environment?
Total
Sample

North
America

Western
Europe

Asia
Pacific

Latin
America

Africa

E&C
Europe

Using less energy (gas,
electricity) in the house

62% *

87% *

74%

65%

64% *

44%

37% *

Recycling/creating less
waste

61%

85%

82% *

66%*

56%

45% *

22%

Using less water

54%

73%

66%

52%

60%

44%

33%

Using less spray products/ Using spray products that don’t affect the
ozone

40%

72%

57%

25%

40%

39%

14%

Using less batteries/
replace common batteries with rechargeable
batteries

33%

52%

51%

20%

31%

39%

10%

Using a car less/take
more public transport

32%

35%

45%

28%

36%

44%

14%

Other

11%

39%

5%

1%

2%

6%

7%

None

8%

-

3%

7%

12%

2%

26%

DK/ NA

7%

4%

2%

4%

2%

25%

8%

* Highest value per column

(95%), UK (91%), Ireland (90%), Ecuador (88%), Singapore (88%), US (88%)
and Spain (86%). Ninety percent or more of respondents declared they recycle
or create less waste in Ireland (98%), UK (96%), Spain (93%), Canada (93%),
Singapore (91%), Luxembourg (91%), Switzerland (91%), Sweden (91%) and
Philippines (90%). And eight in ten said they use less water in Singapore
(86%), Ecuador (86%), UK (82%), Spain (81%), Philippines (80%), Colombia
(79%), Dominican Republic (79%) and Ghana (78%).
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4. Global Views on
Nuclear Energy After Fukusima1
Awareness of the Earthquake and Radiation Leakage
Not surprisingly 91% of respondents were aware of the earthquake and tsunami in Japan, and 81% had also heard about the nuclear leakages from the
power plant at Fukushima. While the principal sources of information were
the traditional media of television, radio and newspapers, as many as 18%
worldwide said they were keeping updated on these tragic events through the
new medium of Internet. The sample was representative of the populations of
the counties surveyed by the levels of education and of income as well as by
the urban/rural split.

Five Types of Impact on Various Countries:
All 47 countries surveyed appear in a Matrix where they are divided into
groups as follows:
• countries where majority view in favor of nuclear energy previously held has
become minority (Type A);
• majority view in favor was severely reduced (Type B);
1 A Global Snap Poll was carried out by WIN-Gallup International from March 21 to April 10, 2011. The purpose
of the poll was to establish the impact on public views on nuclear energy, after the devastating tsunami caused by an
earthquake had recently hit Japan. A sample of more than 34,000 respondents from 47 countries across the world
was asked what their view on Nuclear Energy were as of today compared to the view they held prior to the disaster
in Japan. Respondents were asked whether they were in favor of or opposed to the use of nuclear energy as a way
to provide electric power, whether they have heard or read about the earthquake and the tsunami that hit Japan,
and whether they were aware of the leakage of radiation from nuclear reactors in Japan as a result of the disaster.
Respondents were also queried on whether they were concerned about the possibility of a nuclear incident in their
own country, and whether they thought that nuclear power plants in their country were properly secured against
accidents.
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• majority view was moderately impacted (Type C);
• where support for nuclear energy was already a minority, and now was further diminished (Type D);
• four countries with an opposite trend, where support for nuclear energy rose
modestly (by 1 to 4 points).1
1 The case of Morocco, where the poll results showed considerable increase of support should be treated with caution. The data needs re-checking before it could be accepted as valid.

Type A: MAJORITIES TURNED MINORITIES

Type B: MAJORITIES SEVERELY THINNED
By 10% points or more

(8 countries)

(6 countries)

Japan (62:39)



Saudi Arabia (52:43) 

Canada (51:43)  Tunisia (44:39)



Netherlands  Hong Kong (48:40) 
(51:44)

China (83:70)

Egypt (65:52)



India (58:49) 

Iraq (62:49)



Russia (63:52)

Bangladesh (64:51) 

Romania (51:41)  Cameroon (48:44) 
Type D: MINORITIES FURTHER THINNED

Type C: MAJORITIES AFFECTED
MODERATELY
Drop in support less than 10% points

(18 countries)

(10 countries)

Germany (34:26) 
USA



Finland 

Nigeria

France



Czech 

Vietnam  Switzerland 

Korea



Bulgaria  Latvia 

(53:47)

(66:58)

(65:64)

(58:52)

(63:61)

(43:34)

(65:63)

(62:57)

(54:53)

Poland 
(36:30)

Belgium (43:34)  Iceland 
(38:32)

(40:34)

Brazil
(34:32)

Pakistan (55:53)

Kenya 
(32:21)

Palestine (39:30) 

Georgia 
(25:16)

Italy 
(28:24)

Serbia 
(21:17)

Colombia 
(24:23)

Austria (13: 9)  Bosnia (20:17) 
Greece (12:10) 

Macedonia (21:19) 

Ireland (34:30) 
Turkey (45:41) 
Counter Trend cases (5)

Spain (39:41) 

Azerbaijan (17:20) 

*South Africa 

**Morocco (16:35) 

(45:49)

Note: In 4 countries support rose by just a few percentage points: Spain (4%), South Africa (4%)
Azerbaijan (3%), Fiji (1%)

216

Fiji (28:29) 

IV. Appendix

Attitudes in Countries which Have Nuclear Power
(Highlighted red in the matrix above.)
According to International Atomic Energy Association (IAEA) sources there
are 31 countries in the world which have nuclear facilities for electricity generation. Of these 19 were covered in our sample.
• In 4 of these 19 the majorities in favor of nuclear energy declined to become
minorities. These were Japan, Canada, Netherlands and Romania.
• In 3 of the 19 majority views favoring nuclear energy severely dropped by
10% or more. These were China, India and Russia.
• In 8 of the 19 majority views favoring nuclear energy registered a moderate
decline, that is by less than 10%. These were the USA, France, Korea, Pakistan, Bulgaria, the Czech Republic, and Finland.
• In 4 of the 19 views in favor of nuclear energy were already held by minorities. These minorities shrank further. These countries included Belgium,
Germany, Switzerland and Brazil. There is one country in this categoty, Spain
in which support actually increased by 4%.
• In one case, South Africa, support rose by 4%.
To summarize, the Survey findings show that the Japan disaster caused decline
in the support for nuclear energy across the board, both in counties where nuclear energy contributed to their economy and in countries where it did not.

Impact of the Japan Disaster on Views about Nuclear Energy
Attitudes on nuclear energy were seriously jolted by the earthquake and tsunami in Japan. Hundreds of millions of men and women worldwide say they
have switched their views about nuclear energy. Its net favor rating fell from
25% as registered prior to the disaster to a mere 6% in its aftermath. The sharp-
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est fall occurred in Japan itself where the net favorable rating fell by 41%, from
a respectable positive 34% prior to the event to a negative -7% after.

Change in Global Attitude towards Nuclear Energy
When asked what your view about Nuclear Energy was prior to Japan Earthquake, 57% said they were very favorable or favorable, while 32% said they
held unfavorable or very unfavorable views. Thus net favor rating (favorable
minus unfavorable attitude) was 25%. After the earthquake, the tsunami
and subsequent fears of nuclear leakage at Fukushima the net positive rating
dropped to 6%
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5. Hunger and Poverty (2005) 1
Key Findings:
• Poverty and/or the gap between rich and poor are seen as the main problem
facing the world. A quarter of the people interviewed across the world (26%)
mention this issue as the main problem the world currently faces.
• Poverty is the problem registering most mentions in all regions and all socio-demographic groups.
• It was also the most mentioned problem in 60 of the 68 countries that participated in the survey.
• Far behind, with around one in ten mentions, people cite terrorism, unemployment, and wars and conflicts as the most important problems the world
is facing.
• Hunger, one of the oldest maladies of humanity, continues to threaten the
world in the 21st Century.
• A third of those interviewed say there have been occasions in the last 12
months when they and their families have not had enough to eat.

1 Between May and July 2005 the Voice of the People, a Gallup International global survey focused on one of the
most important global issues – hunger and poverty. The survey was conducted in more than 65 countries and over
50,000 respondents were interviewed in it – a sample, representative of the views of more than 1.3 billion global
citizens. In 2008 a similar survey on this subject was again conducted by Gallup International as part of the regular
Voice of the People program. The new survey revealed the same disturbing results and trends as those registered in
2005.
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Figure 1

Poverty the Most Important Problem Globally

What do you think is the most important problem facing the world today?
(Global, Total)

Note: In the Middle East only Israel and Turkey were surveyed

In all regions, poverty/the gap between rich and poor is the problem that received most mentions. But this is most vividly the case in Latin America and
Africa – regions where almost 4 out of 10 (39% and 37% respectively) respondents pointed out poverty/the gap between rich and poor as the main
issue facing the world. It is in Asia Pacific and North America where this issue
received fewer mentions.
Figure 2
Poverty/the Gap Between Rich and Poor is the Main Problem Facing the World (by Region)

Note: In the Middle East only Israel and Turkey were surveyed
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Clearly poverty is the top worry at both the global and the regional level. But
the second mention varies considerably by region. In Europe (Western and
Eastern & Central) and North America, terrorism is considered the second
major problem facing the world. In Latin America and the Middle East unemployment is mentioned more often. In Asia Pacific environmental concerns
come forth. In Africa, unemployment, HIV/Aids and other health issues share
the second position after poverty.
Figure 3

Top Four Main World Problems by Region
1st mention

2nd mention

3rd mention

4th mention

Total Sample

Poverty

Terrorism

Unemployment

Wars and conflicts

Western
Europe

Poverty

Terrorism

Unemployment/Wars
and conflicts

Environmental issues

Eastern Central
Europe

Poverty

Terrorism

Unemployment/ Wars
and conflicts

Economic problems

Middle East

Poverty

Unemployment

Terrorism

Wars and conflicts

North America

Poverty

Terrorism

Globalization

Wars and conflicts

Latin America

Poverty

Unemployment

Economic problems

Corruption/
Terrorism

Asia Pacific

Poverty

Environmental
issues

Economic problems/
Unemployment

Wars and conflicts

Africa

Poverty

Unemployment/
HIV/Aids and
other health
issues

Corruption/ Economic
problems

Wars and conflicts/
Crime

Note: In the Middle East only Israel and Turkey were surveyed.

Africa Most Affected by Hunger
Africa emerges in the survey as the continent most affected by this calamity,
with over four out of ten Africans interviewed (43%) saying they or their families have not had enough to eat (often + sometimes) in the last 12 months.
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Far from this disturbing figure, but yet in numbers that should not be underestimated, around 2 out of 10 Americans (18% sometimes or often), inhabitants
of the Middle East (21%), and those of Eastern and Central Europe (25%) had
an empty stomach. Asia Pacific (13%) and especially Western Europe (4%) lag
far behind.
The contrast between West Europeans and their East European neighbors is
also revealed in the survey, with just 4% often or sometimes lacking enough
to eat against 25%, respectively, depending on which side of the region you
inhabit.
Figure 4

Percentage of People Declaring Themselves or Their Family Has not Had Enough to Eat
(Often + Sometimes) in the Last 12 Months (by Region)

Note: In the Middle East only Israel and Turkey were surveyed.

Nigeria and Cameroon are at the top of the list when it comes to hunger. In
both countries more than half of the respondents stated they lacked food often
or sometimes in the last 12 months. By contrast, it is in Austria (0%), Ireland
(1%) and Japan (1%) where the brightest picture is found.
Greece stands out in Western Europe, with 18% mentioning they often or
sometimes had an empty stomach in the last 12 months compared to 4% for
the entire region.
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In Eastern and Central Europe, Ukraine is the country worst affected (38%),
while Czechs enjoy similar figures to their Western European neighbors (3%).
In the Middle East, almost a quarter of Turks (23%) declare they have experienced hunger often or sometimes in the past 12 months.
Only 5% of Canadians have experienced hunger often or sometimes, compared to nearly 2 out of ten (18%) of Americans. In Latin America, the worst
affected population is in Peru (42%), but there are a number of other countries
with worrying situations such as Nicaragua (33%), Mexico (26%), and the Dominican Republic (26%).
Asia Pacific is a region of contrasts. While Hong Kong, Malaysia and Japan
enjoy figures equal to the best in the world, Pakistan (32%), Thailand (36%)
and Philippines (46%) stand at the opposite end.
Finally, in most of the eight countries of Africa where the survey was conducted hunger has reached the dimensions of a major national disaster.
Figure 5

Countries with Highest Percentages of People Declaring Themselves or Their Family Has not Had Enough
to Eat (Often + Sometimes) in the Last 12 Months
Nigeria
Cameroon
Philippines
Peru
Togo
Kenya
Ukraine
Thailand
Nicaragua
Pakistan
Ghana
Russia

56%
52%
46%
42%
42%
39%
38%
36%
33%
32%
32%
31%
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Figure 6

Countries with Lowest Percentages of People Declaring Themselves or Their Family Has not Had Enough
to Eat (Often + Sometimes) in the Last 12 Months
Portugal
Taiwan
Germany
Netherlands
UK
Iceland
Czech Rep.
Korea
Singapore
Norway
Spain
Switzerland
Hong Kong
Malaysia
Denmark
Ireland
Japan
Austria
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4%
4%
3%
3%
3%
3%
3%
3%
3%
2%
2%
2%
2%
2%
2%
1%
1%
0%
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6. Government By The People?1
Even by the extraordinary standards of the 20th Century the 1990’s has seen
rapid dramatic change in the political systems of many countries. In this context the Gallup International Millennium Survey sought to reveal the perceptions and views of the citizens of the world on their respective governments
performance.
To assess opinions on democracy respondents in over 50 countries were asked
three questions:
• Would you say that your country is governed by the will of the people?
• Do you feel that elections in your country are free and fair?
• Which of the following words describes your perception of the government
in your country?
o Efficient
o Bureaucratic
o Corrupt
o Just
o Responds to the will of the people

1 The Gallup Internatioal Millennium Survey conducted in 1999 at that time was the largest opinion survey ever
made worldwide. 50,000 people in 60 countries had been interviewed in it. This represented a total global population of 1.25 billion.		
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Q.1 Would you say that your country is governed by
the will of the people?
Globally, less than one third of respondents replied positively to this question.
This represents a relatively low level of endorsement, especially considering
that the democratic form of government has supposedly made some spectacular advances in recent history.
Figure 1

This Country is Governed by the Will of the People (Global)

The rates of those who believe that their country is governed by the will of the
people do not significantly differ across demographic groups. But comparison
by regions and countries clearly shows significant differences in perceptions
of governance. More than 50% of the people questioned in West Africa, for instance, say that they are living in a country governed by the will of the people.
By stark contrast, only 12% of Eastern European citizens believe that they are.
Comparing responses on a country-by-country basis, more – over three-quarters (77%) of Malaysians rate themselves as living in a country governed by
the will of the people – more than respondents in any other country. Other
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countries where majorities agree that they are governed by the will of the people are Nigeria, Thailand, Taiwan, Philippines and Norway – the only Western
country in this category.
Figure 2

This Country is Governed by the Will of the People (Positive Response by Region)

The grave disillusionment with democracy of the citizens of the former communist Eastern European countries is confirmed by the survey. Nearly ten
years since the collapse of communism in the Soviet Union and the rest of the
Eastern block only small minorities believe that their country is governed by
the will of the people with Russia at the bottom of the list, accompanied by
Armenia, Kazakhstan, Latvia and Ukraine.

Q.2 Do you feel that elections in your country are
free and fair?
This was our second key indicator of perceptions of democratic rule. Globally,
48.6% of the people believe that elections in their country are free and fair. If
those who say ‘don’t know’ are excluded, more people think elections are generally free and fair than the people who think the opposite.
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Figure 3

Elections Are Free and Fair (Global)

Comparing the results obtained by region, more than seven out of ten Western Europeans regard their elections as free and fair. This is a much higher rate
than those found in any other region. Positive answers from North America
are also high. However, those from Eastern Europe, Asia and Latin America
are relatively low.
Figure 4

Elections Are Free and Fair (Global)
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It is the Dutch who give the highest rate to the fairness of their electoral process. Indeed all the countries where this view exceeds 80% are in Western
Europe; they include Denmark, Sweden, Norway and Luxembourg. The prevalent negative responses are registered again predominantly in Eastern and
Central Europe, namely Armenia, Russia, and Ukraine. (From West Africa
Cameroon is added to this group.)

Q. 3 Which of the following words describes your perception of
the government in your country?
o Efficient
o Bureaucratic
o Corrupt
o Just
o Responds to the will of the people
To establish respondents descriptive perception of their government, we asked
people to make a choice from our list. The survey results reveal Corrupt and
Bureaucratic are overwhelmingly the two most common descriptions used by
people to characterise their governments. In contrast, positive perceptions
such as Efficient, Just and Responds to the will of the people are endorsed only
by approximately one in ten citizens.
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7. Two-thirds Worldwide Distrust Institutions
The 2002 Voice of the People 2002 survey was carried out by Gallup International among 36,000 persons across 47 countries on six continents. In the survey respondents were asked to rate their level of trust in whether 17 different
institutions “operate in the best interest of society”. The results, unveiled at The
World Economic Forum, revealed a dramatic lack of trust in democratic institutions and in global and large national companies; and trust is even lower
when it comes to NGOs, trade unions, and media organizations.

The Key Findings of the Poll Were as Follows:
• People around the world express the lowest levels of trust in national legislative bodies and in large companies. The highest rates of trust worldwide
are enjoyed by the armed forces, non-governmental organizations and the
United Nations.
• Across the world, the principal democratic institution in each country (i.e.,
the legislative body – parliament, congress, etc.) is the least trusted of the 17
institutions tested, including global companies.
• Fully two-thirds of those surveyed worldwide disagree that their country is
“governed by the will of the people.”
• Citizens have as much trust in the media and in trade unions as they have in
their national (mostly elected) governments.
• Perhaps because of the security/anti-terrorism role currently played by the
armed forces, they are the most trusted institution of those tested.
• Non-governmental organizations (NGOs), including environmental and social advocacy groups, enjoy the second highest trust ratings in the survey.
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• Citizens also express relatively high levels of trust in the United Nations,
even in America, putting the UN at the same high level as religious groups
and churches.
• Global companies and large domestic companies are equally distrusted to
operate in the best interest of society, ranking next to national legislative
bodies at the bottom of the trust ratings.
• The World Trade Organization (WTO), World Bank and International Monetary Fund (IMF) have almost as many people distrusting them as trusting
them to operate in society’s best interests.
Doug Miller, President of Environics International, collaborated with Gallup
International in designing and analyzing the survey. He commented: “This
research suggests that increasing voter volatility – including Europe’s so-called
swing to the right and Latin America’s swing left – may be mainly due to low
levels of trust in how democratic institutions and their leaders are performing.
Unless traditional institutions regenerate public trust, people will continue to
search for new ways forward. The real cost of inaction may be greater system
instability and a growing mandate for NGOs and new political parties.”

231

VOICE OF THE PEOPLE 2015

8. Reform or Revolution?
Six in ten world citizens (59%) believe in gradual reforms as the best way of improving society, according to the 2007 edition of the Voice of the People survey
carried out by Gallup International. The poll, in which over 60,000 people in
56 countries were interviewed, shows however that revolutionary action is approved by significant minorities in Africa (24%) and Asia Pacific (23%).
Figure 1

Attitudes Towards Change in Society (Global)
There are three basic types of attitudes concerning the society where you live in.
Please choose the one which best describes your own opinion:
– “The entire way our society is organized must be radically changed by revolutionary action”
– “Our society must be gradually improved by reforms”
– “Our present society must be valiantly defended against all subversive forces.”

Source: Gallup International Association – Voice of the People© 2007

The results of the 2007 edition of Voice of the People demonstrate that a significant majority of world citizens believe in changing society throughout gradual reforms rather than revolutionary action. When confronted with three
statements about possible attitudes towards bringing about change, 59% of
respondents declare that society must be gradually improved by reforms. 14%
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say that the entire way our society is organized must be radically changed by
revolutionary action. On the other hand, two in ten interviewees (18%) are in
favor of preserving the status quo, agreeing with the mention that that society
must be “valiantly defended against all subversive forces”.
Figure 2

Attitudes Towards Change in Society (by region)
There are three basic types of attitudes concerning the society where you live in.
Please choose the one which best describes your own opinion:
– “The entire way our society is organized must be radically changed by revolutionary action”
– “Our society must be gradually improved by reforms”
– “Our present society must be valiantly defended against all subversive forces.”

Analysis of the results by region demonstrates that the moderate options are
preponderant in all regions. The highest percentages of people thinking that
society must be changed through gradual reforms are found in Western Europe (70%) and North America (65%), followed by Latin America (60%) and
Eastern and Central Europe (59%). This opinion is also held by half of respondents in Africa (52%) and Asia Pacific (49%). While in Europe (Western and
Eastern) and the Americas (North America and Latin America) the second
option is for maintaining status quo, in Africa and Asia Pacific revolutionary
action comes ahead of this choice.
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In 4 out of the 56 countries surveyed the “gradual reforms” view is not the
majority one: the Netherlands (where 49% opted for defending the status quo
compared to 38% for reforms), Venezuela and Turkey (where gradual reforms
and status quo register similar percentages) and the Philippines where the
support for revolutionary actions comes ahead (mentioned by 39% against
35% for gradual reforms).
The need for drastic changes is more often mentioned in Asia – the Philippines (39%), Pakistan (36%), India (35%), and in Africa – Cameroon (26%)
and Nigeria (25%). Elsewhere it is worth mentioning Venezuela (24%) and
Serbia (21%). Conversely, Albania (1%) and Scandinavian countries (6% or
less in each of them) are the countries with the lowest support for revolutionary action as a way of changing society. Interestingly, Colombia and the
Republic of Ireland (5% for each), countries that have historically experienced
domestic terrorism, are amongst the most opposed to drastic change.
A significant proportion of respondents in North America (24%), Eastern and
Central Europe (22%), Latin America (21%), Western Europe (18%) and Asia
Pacific (15%) declare that their present society must be valiantly defended
against all subversive forces, whilst 11% in Africa concur. The highest proportions of respondents calling for the defense of the current status quo are
in Netherlands (49%), Denmark (41%), Colombia (35%), Venezuela (32%),
Turkey (31%), Ukraine (31%), Albania (28%), Philippines (25%), and the US
(25%).
Finally, the survey also showed interesting divergences amongst socio demographic groups. For instance, the idea of gradual reforms is more widely
accepted by high income (68%) and educated (65%) respondents. Young respondents (18%), men (16% vs. women: 12%), the unemployed (21%) and the
poor (16% vs. high income: 8%) are keener on revolutionary change. Conversely, people above 65 years old (25%) and the retired (26%) are the most
supportive of defending the present social order.
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9. US Policy Seen Having Negative World Impact1
As part of the 2003 Voice of the People poll, conducted across 52 countries
worldwide by the Gallup International Association, global opinion on the
impact of US foreign policy was surveyed.
Generally, do you think American foreign policy has a positive effect on
your country, a negative effect or does American foreign policy have no
effect on your country?
Figure 1

US Foreign Policy Effect on Your Country

2003 Voice of the People Survey
Source: Gallup International Association
1 This was the fifth consecutive time since the dramatic events of 9/11 (2001) that the Gallup International Association measured the people’s opinion regarding the effect of US foreign policy across countries and around the
world.
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US Foreign Policy Effect Opinion Index: The Tendency
The same question had been asked by GIA five times during three consecutive
years (2001-2003). Fieldwork had been carried out in September 2001 (Poll on
Terrorism), August 2002 (Voice of the People Survey), January 2003 (Iraq War
Survey), May 2003 (Post War Iraq Poll Survey) and December 2003 (Voice of
the People Survey). To establish if a tendency across regions could be identified, the concept of US Foreign Policy Opinion Index (positive opinion minus
negative opinion) was used. After countries covered by less than three waves
of the survy were ruled out, the final sample was reduced to 30 countries, and
from their results some general conclusions could be deduced.
• Between September 2001 and December 2003, prior to the war in Iraq, a
negative trend in the indexes’ changes could be observed across regions over
the world.
• Immediately after the war, there was a slight recovery in the indexes, indicating a less critical view regarding the US foreign policy impact.
• But the December 2003 poll registers another general fall in indexes suggesting that critical attitudes towards US foreign policy have once again been
gaining ground.
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Review of Results by Region
Figure 2

US Foreign Policy Effect Opinion Index for Europe
(Positive Opinion minus Negative Opinion)
Country

Sep 01

Georgia
Israel

41

Aug 02

Jan 03

May 03

Dec 03

19

11

22

55

-28

-24

57

Iceland
Spain

48

-27

-34

-48

-29

Bulgaria

-5

-13

-16

-6

-10

UK 2

23

-21

-12

-8

-10

Portugal

15

0

-14

12

-14

Italy

23

-15

Denmark

9

1

-41

-7

-29

-36

-29

-15

-33

-4

-44

0

-35

FYR Macedonia
Luxembourg

29

Germany

3

Russia
Netherlands

0

France

-12

Switzerland

-9

Europe Average*

8

-28

-24

-56

-24

-45

-39

-44

-48

-54

-32

-48

-40

-55

-62

-50

-56

-48

-55

-34

-59

-14

-35

-18

-20

2
Excluding Northern Ireland
* Unweighted;
Source: Gallup International Association

Europe is the region where there was more definite evidence of the tendency
described above. In Bulgaria, Portugal, Italy, Denmark, Luxembourg, Germany, The Netherlands, France and Switzerland an increasingly negative trend
in the indexes was registered until the end of the Iraqi war. In the Immediate
postwar poll the values of positive opinions in these countries experienced a
recovery, but December 2003 poll registered a return to increasing negative
values.
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Georgia and Israel – for obvious reasons peculiar to each of the two countries –
were the exception, registering throughout high and only slightly flactuationg
positive index values. Russia, for obvious reasons too, steadily showed some of
the highest negative index rates in each of the polls.The UK, traditionally the
closest US ally in Europe, after an initial high positive rate in September 2001,
subsequently joined the overal trend registered in the region.
Figure 3

US Foreign Policy Effect Opinion Index for the Americas
(Positive Opinion minus Negative Opinion)
Country

Sep 01

Aug 02

Jan 03

May 03

Dec 03

USA

11

7

7

17

-2

Ecuador

-2

-30

-54

-22

Bolivia

-27

-30

-41

-27

Canada

-26

-31

-30

-39

-37

-41

-49

Argentina

Uruguay
-39

-53

-45

-54

-52

Average*

-10

-25

-28

-34

-32

* Unweighted;
Source: Gallup International Association

Respondents in the US, loyal to the principle “my country right or wrong”,
both on the eve of the war, and after fighting broke out, while American troops
were under fire, maitained, though with a declining margin, positive values
for the index. But after the end of hostilities they followed the universal trend,
letting the index to move into negative territory. Respondents in Canada and
in the Latin American countries in the sample all behaved in line with the
trend registered globally.
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Figure 4

US Foreign Policy Effect Opinion Index for Asia/Pacific
(Positive Opinion minus Negative Opinion)
Country

Sep 01

Aug 02

Jan 03

May 03

Dec 03

-21

-17

-48

-2

Malaysia
India

-46

-8

-18

-31

-11

Pakistan

-70

-21

-38

-31

-16

-38

-20

-12

-25

-19

-25

-34

-22

-29

-18

Australia
New Zealand
Average*

NA

-22

*Unweighted
Source: Gallup International Association

Results from the Asia/Pacific countries conforedm to the global pattern of
negative view far outweighing positive opinions, but the index values showed
some fluctuations which diverged from the trend deduced above on the basis
of the averages.
Figure 5

US Foreign Policy Effect Opinion Index for Africa
(Positive Opinion minus Negative Opinion)
Country

Sep 01

South Africa

24

Aug 02

Uganda

Jan 03

May 03

Dec 03

3

-12

5

2

-5

5

Nigeria

6

14

7

2

Cameroon

-30

-20

7

-9

13

-12

-13

2

-3

-2

Kenya
Average*

NA

NA

*Unweighted
Source: Gallup International Association

Compared to other regions results from Africa indicate less polarization of views
and less emphatic hostility to US foreign policy. The continent also had one country – Nigeria – where positive index values had been registered in all polls.
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The Postwar Iraq Poll
In that survey, conducted by GIA after the fall of Saddam Hussein (interviewing between 16th April and 8th May), in addition to the question on respondents’ view of US foreign policy impact, their opinions on a series of other
topical issues were tested.

Key Findings
Only in the USA itself, in Albania, and in Kosovo did respondents feel the
world is a safer place after the war (48%, 64% and 59% respectively). Majorities in all other countries thought that as a consequence of the military actions
in Afghanistan and Iraq the world became a more dangerous place. In almost
all countries covered by the survey, majorities also disagreed that the threat of
terrorism had been significantly reduced by the war.
Global opinion was less emphatic on whether military action by the US and
its allies in Iraq was justified or not. However, large majorities in major European countries opposed to the war, still thought, now that the regime of Saddam Hussein had been destroyed, that military action by the US and its allies
was not justified. This was particularly true in France (65%), Germany (68%),
Spain (68%), and even more strongly in Greece (83%).
Among key countries from the Middle East almost 9 out of 10 citizens in
Israel (87%) thought military action was justified, but just under a quarter of
Turkish respondents (23%) agreed with that
People polled in most countries agreed that the US is too keen to use military
force, with notably highest rates in Russia (87%) and France (87%), But agreement with this view was also high in Finland(81%), Switzerland (80%), Serbia
(84%) and Turkey (75%). Levels of disagreement with this statement were highest
in the USA (51%), Philippines (52%), but also significant in Germany (32%), Portugal (31%), Albania (37%), Malaysia (40%), Cameroon (41%) and Nigeria (46%).
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Large majorities in all countries agreed there can be no peace in the Middle
East without a settlement of the Israel/Palestine issue. In Israel itself, seven
out of ten people agreed (70%). Finally, in most countries, the majority of the
population did not agree that the Iraq war would result in greater peace and
stability in the region. The dissenting majority view was expressed by respondents in the USA itself, Albania and Kosovo.
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10. United States Image Improving (2004 – 2009)1
The Voice of the People Survey conducted during newly elected President
Obama’s first hundred days in office found that the image of the United States
around the world had improved over the preceding 5 years, as respondents
were switching from negative to neutral and positive opinions when asked
“What is your overall opinion of United States?” The questionnaire containing
that question was previously run in 2004 and 2006, during the George Bush
Presidency, and the results then obtained served as the basis for comparison.
Figure 1

US Foreign Policy Effect Opinion Index for Africa
(Positive Opinion minus Negative Opinion)

Source: Gallup International Voice of the People TzM 2009, 2006 and 2004

1 In the Voice of the People Survey conducted during Obama’s first 100 days in office over 43,000 respondents in 42
countries from different world regions were interviewed.

242

IV. Appendix
The survey also tested the image of the other G8 countries and China. In the
case of the European countries and Japan positive and neutral opinions were
nearly balanced, and together they far outweighed negative views. Four in ten
respondents declared to have a positive opinion of France, UK, Germany, Italy
and Japan, and another four in ten to have a neutral opinion towards them.
Canada was the country that enjoyed the best image globally: nearly half of
the people in the sample said they had a positive image of Canada, 34% saw it
as neutral, and under one in ten (8%) had a negative opinion.
The United States rated as well as Canada concerning its share of positive
mentions. On the other hand, the US ranked third with 21% negative opinions, after China (32%) and Russia (30%).
Figure 2

What is your overall opinion of the following countries?

Source: Gallup International Voice of the PeopleTM 2009
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United States Image by Country
When reviewing the results by country it is worth noting that in 31 of the
42 countries surveyed US generated more positive than negative opinions.
Among the remaining 11 countries in Argentina, Bahrain, Egypt, Indonesia,
Pakistan, Russia and Serbia negative opinions were in the majority and in Bosnia-Herzegovina, Switzerland and Ukraine opinions were divided.
The list of 10 countries with highest positive view of the US was led by the 83%
of self-satisfied Americans. Then followed Albania, where eight in ten people
had a positive opinion of the US, Cameroon (76%), Singapore (65%), Italy,
Panama and the Philippines (62%), Spain (61%), Ecuador (59%) and Colombia and Romania (54%).
The countries where US positive image had gained most were European: Spain
(from 26% in 2006 to 61% in 2009), Luxembourg (from 20% to 45%) and Germany (from 20% to 42%).
Regarding negative opinions, Pakistan and Serbia – two countries that had
been exposed to US military intervention – were the ones that had the highest
Figure 3

What is your overall opinion of the following countries?
TOP 10 Positive Opinions
United States

83%

Albania

79%

Pakistan
Serbia

61%

Cameroon

76%

Argentina

51%

Singapore

65%

Bahrain

48%

Italy
Panama
Philippines

Egypt

40%

62%

Russia

37%

Indonesia

33%

Spain

61%

Ecuador

59%

Colombia
Romania

54%

Venezuela,
Sweden,
Hong Kong,
Switzerland

32%

Source: Gallup International Voice of the PeopleTM 2009
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proportion of people saying they had a negative opinion of that country: 61%.
They were followed by Argentina and Bahrain where half the populations had
a negative opinion of the US. Significant proportions of people with a negative
opinion of the US were found in Egypt (40%), Russia (37%), Indonesia (33%),
Venezuela, Hong Kong, Sweden and Switzerland (all 32%).
Compared to the previous (2006) survey results, the proportion of people
having a positive opinion of the US had increased in a significant majority of
the countries surveyed again in 2009 – in 26 out of the 37 covered before.

United States Role on Global Issues
The survey also asked about United States role on various topical issues, and it
revealed that the role of the superpower had become to be seen as more neutral and less negative in its impact on major global problems. The US image
had improved noticeably regarding its role in the fight against terrorism (36%
of negative image in 2006 vs. 31% in 2009) and peace in the world (44% of
negative image in 2006 vs. 35% in 2009)
Figure 4

Does the US tend to play a positive role, a negative role or a neutral role on the following issue?
(Negative Role – Trend 2004-2009)

Source: Gallup International Voice of the PeopleTM 2009
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Figure 5

Does the US tend to play a positive role, a negative role or a neutral role on the following issue?
(Negative Role – Trend 2004-2009)

Source: Gallup International Voice of the PeopleTM 2009

The issues where the US is seen as having mainly a positive role are the fight
against terrorism – 43% of the world citizens rate it positively, – and growth of
the world economy, seen positive by 40%. Still, significant proportions (almost
one in three), see the US job in these issues as negative.
Regarding the role the US on world peace positive and negative opinions are
equally divided: 35% see it as negative and 34% as positive; 21% consider the
US role to be neutral on this issue. Global opinion on the US role in the fight
against poverty is similarly divided: three in ten agree that the US is having a
positive role, but another three in ten see that role as negative.
The issue where United States performance is seen by most respondents as
negative is the protection of the environment: 36% rate US role in this area as
negative.
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11. The Image of the United Nations
The Survey
As part of the 2005 edition of the Voice of the People survey, Gallup International measured the awareness of several major global institutions. More than
50,000 interviews were carried out across over 65 countries, and the results
were released for United Nations Awareness Day, October 24th..
The survey confirmed that the United Nations is the institution people are
most aware of (83% globally), followed by the European Union (69%) and
UNICEF (68%). The World Food Program (44%) and the United Nations
High Commissioner for Refugees (UNHCR) come far behind.
Figure 1

Awareness of Global Institutions

Source: Gallup International Association – Voice of the People 2005

Large majorities are aware of the United Nations in all regions: 9 out of 10 respondents in Europe and the Middle East, 8 out of 10 in Latin America, Asia
Pacific and Africa and 7 out of 10 in North America.
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In all regions of the world the UN is the best known institution, sharing the
top position with the EU in Western Europe and in the Middle East.
Figure 2

Awareness of UN by Regions

Source: Gallup International Association – Voice of the People 2005
Note: In the Middle East only Israel, Egypt and Turkey were covered by the survey.

In all countries where the survey was carried out, over half of the population
said they were aware of the UN. Bolivia showed the lowest awareness with
50%. By contrast, in a series of other countries awareness was 95% or more
(Denmark, France, Germany, Ireland, Switzerland, UK, Iceland, Bosnia, Croatia, Poland, Serbia, Israel, Canada, and Cameroon)

Image of Institutions
Respondents who admitted awareness of the various institutions were then
asked to assess each of those they know, by saying whether overall their image
was positive or negative.
Nearly half (48%) of respondents globally who are aware of the UN said they
had a positive opinion of the organization, while a third (35%) held a neutral
view and only one out of ten (13%) – a negative view.
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Other organizations providing humanitarian aid have better images however: the United Nations Children’s Fund (UNICEF) leads, with 75% of those
aware of it having a positive image. 60% of those who are aware of the World
Food Program have a positive opinion of it, so did slightly more than half
of those who are aware of United Nations High Commissioner for Refugees
(UNHCR). The EU got relatively the least favorable mentions (41%). However
all institutions measured received more positive than negative mentions.
Figure 3

Positive Image of Global Institutions

Source: Gallup International Association – Voice of the People 2005
Figure 4

The United Nations: Some Voices of Dissent

Positive Opinions of the United Nations by Region

Source: Gallup International Association – Voice of the People 2005
Note: In the Middle East only Israel, Egypt and Turkey were surveyed
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In all regions, the UN has far more positive than negative opinions. The notable exception is the Middle East, where a third of positive mentions are counterbalanced by a third of negative opinions.
Israel’s case is particularly interesting, given the strained relationship between
Israel and the United Nations over the issue of Palestine. In the Voice of the
People 2004 survey Israel was the country with the worst opinion of the UN,
with 48% of respondents saying the institution had a negative image. In 2005
Israel remained among countries that gave the UN its worst ratings, but the
negative mentions by Israeli respondents were reduced from 48% in 2004 to
33% in 2005, and moreover positive opinions even slightly outweighed negative mentions (39% positive vs. 33% negative).
Opinions of the UN in the Balkans, and specifically in countries that were
part of the former Yugoslavia also show a peculiar pattern. Large majorities
in Kosovo and Macedonia express positive opinions; in Bosnia-Herzegovina,
Croatia and Serbia attitudes are less positive, with about one in five holding
a negative opinion (Bosnia- Herzegovina 16%, Croatia 17% and Serbia 24%).
The survey also confirmed that significant proportions of Americans may
agree with US politicians, who claim that the United Nations is a weak institution – one in four (23%) of respondents in the USA saying their overall
opinion of the United Nations is negative.
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12. Greater EU Role Would Make the World Better
Key Findings:
One in three citizens around the world (35%) believe the European Union
should augment its global influence if the world is to become a better place,
according to the 2007 edition of the Voice of the People survey, in which over
57,000 respondents in 52 countries interviewed. The survey, carried out by
Gallup International, also revealed that Iran (with 39% mentioning “decrease”
vs. 14% mentioning “increase”) and to a similar, though somewhat lesser extent – the United States (37% vs. 26%) were the countries which people most
wanted to see decrease their global power.
When asked if the global influence of various major international powers listed in a show card should increase or decrease so that the world could become
a better place, the EU was awarded by respondents the highest share of positive answers (35%), compared to 20% who thought that to achieve this goal
EU involvement should decline. Three out of ten respondents believed that
India and South Africa too should increase their level of influence (27% and
26%, respectively), while two in ten declared the opposite (20% and 18%).
Almost a quarter (23%) thought Brazil should be more influential and 17%
believed the opposite
Russia and China generated more negative than positive mentions. While 23%
and 24% of respondents, respectively, would have liked their roles in world affairs to increase, 29% and 32% believed the world would have benefitted from
a decline in their power.
The influences of Iran and the US are the most opposed by world citizenry.
26% of respondents declared that the influence of the US should augment vs.
37% who took the opposite stance. In the case of Iran, 39% opined against a
growth of its influence, and only 14% in favour.
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Figure 1

Desire of Increased Global Influence for Different Actors – by Region
For the world becomes a better place, do you believe that the global influence of the following major powers should
increase, should decrease, or should remain about the same as now? ( “Should increase” mentions)
Total
Sample

Africa

Asia
Pacific

E&C
Europe

Latin
America

North
America

Western
Europe

European
Union

35%*

37%

23%

36%*

24%

34%

51%*

India

27%

27%

33%*

16%

24%

25%

35%

South
Africa

26%

43%*

20%

11%

25%

28%

37%

United
States

26%

37%

20%

19%

16%

42%*

16%

China

24%

33%

21%

25%

20%

20%

23%

Brazil

23%

32%

17%

11%

29%*

24%

35%

Russia

23%

25%

16%

36%*

15%

19%

20%

Iran

14%

23%

10%

11%

13%

14%

15%

*Highest value per column

Analysing the results by region, it is not surprising that respondents attitudes
towards an increase or decrease in the influence of powers which are closest
geographically to their own country varies, depending basically on whether
the behaviour of the big, powerful neighbour next door is perceived as benevolent and beneficial, or on the contrary, is viewed with suspicion because
of traumatic experiences. Thus, four in ten African respondents (43%) would
like to see the involvement of South Africa to augment. Similarly, India’s influence is most wanted in Asia Pacific (33%) 1.
Increasing the EU influence is favoured in both Western (51%) and Eastern
& Central Europe (36%), as well as in Russia (also 36%), while Brazil (29%) is
the most mentioned in Latin America. Greater US influence is the most welcome in Africa (37%) and – somewhat surprisingly – in Russia (26%). How1 It should be noted that China was not included in the survey due to the study not receiving authorization from
the Government.
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ever, the positive Russian attitude is not reciprocated in the US, where 34% of
respondents would wish Russian power to decline.
Over half of all respondents in Canada (54%), Latin America (53%) and Western Europe (51%) are opposed to increasing US influence. Conversely, the
most positively inclined to greater US influence countries are Albania (71%),
Kosovo (61%), Panama (45%), and the US itself (45%). At the other end of
the scale, the countries where the highest proportions of people declare that
US should have less influence are Bosnia-Herzegovina (80%), Luxembourg
(74%), Greece (73%), Serbia (72%), and Finland (71%).
Reflecting the traditional strength of euro scepticism in the UK, this is the
country in Western Europe with the lowest proportion of respondents favouring greater influence of the European Union, with just 32% of respondents
supporting this idea, and 24% opposing it. should decrease. It is worth noting that in Turkey – still a candidate for membership in the Union, though
with an ever weakening ambition to join, 45% of citizens thought that the EU
should become less influential vs. just 9% who held the opposite view. It is
worth mentioning too that Turkey is also among countries with highest rates
of negative attitudes to augmenting the influence of both, the US (56% for a
decrease, and barely 4% for an increase), and Russia (43% decrease and 4%
increase).
In Europe, as in the other continents, there are significant differences, which
are revealed when data is analysed by grouping counties depending on their
historical backgrounds and current geopolitical situation. In this perspective,
for instance, a significant divergence emerges between “Old” and “New” Europe regarding the US. While in “Old Europe“ (the core EU members prior to 2004) 51% respondents oppose an increase in US power, in “New Europe” (new EU members from Eastern Europe after 2004) the negative view is
shared by mere 37%.
The only two countries where there are more positive than negative answers
about an empowered Iran are Senegal (31%), and Hong Kong (28%). Luxembourg citizens are the most opposed to the idea (72%), followed by 64% of
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Dutch and 57% of US citizens. Significant proportions of people in the Scandinavian countries (between four and six in ten) share this view.
Finally, some of China’s neighbours are not happy with the idea of an increase
of its power. Considerable proportions of respondents in India, the Philippines (both 42%), Japan (39%) and South Korea (34%) think it would be better for the world if China had less influence. Nearly half of US respondents
(45%) feel the same way. Conversely, three quarters of citizens in Hong Kong
(75%) would like to have a more influential China.
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13. What Matters Most in Life
From both sociological and ethnographic point of view, the questionnaire section “What matter most in Life” of the Gallup International Millennium Survey was a valuable source of information about the global population. Across
60 countries around the globe a representative sample of 50,000 people was
asked that question. The response that most frequently came back from almost
every corner of the globe was: to have a happy family life and good health.
Apart from the near unanimity concerning these two basic values, responses differed significantly from country to country and from region to region,
depending on the particular local economic, religious and political situation.
But in only three countries did something matter more than family and health
– namely to be faithful to one’s religion. This was true in Nigeria, Ghana and
Pakistan.

How Was the Survey Conducted
In all countries covered by the survey respondents were asked the simple
question “What matters most in Life?”, and were instructed to choose of two
values from a list of eight.
What matters most in Life?
Tell me only the two things that matter the very most in life?
• To have a job
• To get an education
• To be faithful to my religion
• To have a good standard of living
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• To live in a country where there is not war
• To have a happy family life
• To live in freedom
• To live in a country without violence and corruption
• To have good health
It is obviously not an easy choice to make, since each of these options has
attractions and advantages of its own. But it is only when one is compelled to
pick from alternatives all of which are likable, that one can really determine
what his or her basic values are.
Figure 1

What matters most in life?
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Health Slightly More Important than Family Happiness
A choice between your health and a happy family is a tough one. However,
health did come in as No.1 in 37 out of the 60 countries, whereas a happy
family came in as a No.1 in only 16 countries.
Alltogether, respondents in 50 countries had made health and family one or
both of the their first two choices, making these two values stand out from the
rest.

To Have a Job Comes High on the List
To have a job ranked as number one in 5 countries (Argentina, Ecuador, Bolivia, Peru and Cameroon) and as number two or three in another 23 countries – mostly those where getting a job does not come all that easily and automatically. Amongst these countries were almost all of the former communist
countries – Armenia, Poland, Romania, Slovakia, Estonia, Latvia, Lithuania,
Ukraine, as well as Russia itself. A job was also equally high on the list of
choices in Latin America (Chile, Columbia, Uruguay, and Mexico), in some of
the troubled Asian economies (Pakistan, Thailand and the Philippines) and in
West Africa (Nigeria and Ghana). In Beijing, which was the only part of China
interviewed, having a job came only second to having good health.

Developed Economies Can Allow Themselves Different Values
In almost all the 15 countries in Western Europe and in North America having a job rated quite low. For example, having a job was ranked among the
two most important values only by 5 percent of the respondents in the Netherlands and Great Britain This was also true in two of the strong Asian economies – Singapore and Hong Kong. Rather than implying that people in those
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countries do not care about having a job, their choice indicates that because
finding employment comes so much easier to them, they give priority to other
things first. The most valuable things in life for people enjoying such safe economic environments (apart from good health and happy family life, which are
number one or two in most of these countries) is to live in freedom, closely
followed by living in a country without war. These values – freedom and the
absence of war are truly highly treasured – coming as numbers three and four
in most of Western Europe.

World War II Has Left a Lasting Impact
Respondents in countries which have heavily suffered in World War II generally rank living in a country without war very high. These as a rule would also
be countries in which for decades the threats of the Cold War were felt on a
more or less daily basis. Apart from Western Europe, living in a country without war was also ranked as number 3 or 4 preference in many of the former
Soviet Block countries, including Russia itself. Apart from sharing the common European trauma of World War II, they have recently witnessed the dramatic demise of the Soviet Union and the subsequent painful economic and
social changes and dislocations, even though in most countries these transitions had passed peacefully That the World War II has had a lasting impact
can also be seen in Hong Kong, Japan and Singapore, where living in peace is
also ranked 3rd or 4th.
A notable exception is the USA in which only 7 percent chose living in a country
without war as one of the two things that matter most in life. For most Americans family, freedom and health rank in the first three places, and being faithful
to one’s religion as the 4th most preferred. Although after Word War II the US
is undoubtedly one of the powers most prone to wage wars, since the Civil War
fought between the North and the South in mid XIX century, no armed hostilities have occurred on their own soil – so the concept of a war in their country is
simply too far removed a possibility from their personal experience,
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To Stop Corruption and Violence is High
on the List in Latin America
Some of the countries which are involved in a permanent struggle for viable
democratic and social institutions find that this transition is often accompanied by corruption and violence. So in most of the Latin American countries,
participating in the Millennium Survey, living in a country without violence
and corruption is ranked as No.3 or 4, just after having a job. Other countries
in which living without corruption and violence comes high on the list are
Ghana, Taiwan and Russia.

Religion Counts Most for Muslims
Concerning religion, Muslims are clearly people for whom being faithful to
my religion counts most. This option is mentioned as one of the two most
important things in life by 36 percent of Muslim respondents, making it their
most important value. Thus religion is ranked high in predominantly Muslim
countries like Turkey, Pakistan, Nigeria, and Malaysia. But it also comes high
on the list in a few other countries where other religious denominations prevail, e.g. the USA.

What are we willing to give up first
In the survey the main question was also reversed. The list of values remained
the same, but the question was now: Which are the two things that you would
say matters least in life?
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Figure 2

What matters least in life?

The most frequent answers to what matters least (when you are forced to
choose) were almost as consensual globally as was the high ranking of family
and health. When made to choose something that matters least, respondents
were most often prepared to give up “being faithful to my religion” and “to
have a good standard of living”. In fact being faithful to my religion was chosen by the residents of 48 out of the 60 countries as one of the two least important things in life.
Whereas being faithful to a religion might have been expected to be among
the less important things in life to many people, it was perhaps more of a
surprise that in our day and age, criticised for being too materialistic, a good
standard of living was sacrificed so readily. That may be so, but if people are
forced to make a choice between health, family, freedom and to live in peace,
the importance of their standard of living would logically dwindle in importance .
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As Human Beings We Share the Same Values
Although there are differences, we do agree on most values so there can be
no question that the family is at the core of mankind’s communality of values.
Having good health and a happy family life are the most cherished values
almost throughout the world. We also want a job so that we may provide for
ourselves and for our loved ones, and last but not least, we want to live our
lives in freedom, in a country where there is no war.
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14. The Millennium Survey on Human Rights
In most countries throughout the world observance of human rights is encountering serious difficulties. This is revealed by the global survey conducted
by Gallup International at the dawn of the new Millennium. Even the inhabitants of the Western World, which traditionally sees itself as the champion of
human rights, see compliance with the United Nations Universal Declaration
of Human Rights as inadequate. The Gallup Millennium Survey also found
that in a global context, the most common form of discrimination is sexual
discrimination.
Figure 1

General Human Rights – by Region
In general do you think that human rights are being fully respected,
partially respected or are they not being respected at all in ... ?

On the whole, dissatisfaction with the state of human rights is least pronounced in Western Europe. And yet, when looking at the aggregate figures
for that region, less than one out of three citizens believes that human rights
are being fully observed. Conversely, almost two thirds of Western Europeans
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see human rights as being only partially observed. Nevertheless, the inhabitants of Western Europe are the ones who take the most positive view of their
countries’ willingness and ability to observe human rights. In other parts of
the world, the situation is much bleaker.
The most serious concerns with regard to human rights are found in Latin
America. Here, less than one in ten (8%) of citizens believe that human rights
are being fully observed. As many as one third (33%) say that as a rule human
rights are not being observed at all and over half (56%) believe that human
rights are only being partially observed. Here is also located the country given
the poorest marks by its citizens. In Colombia as many as two thirds (65%)
believe that human rights are not being observed at all.
The inhabitants of West Africa and of Eastern Europe similarly display an extraordinarily low degree of confidence in the observation of human rights in
their respective countries.
The country which records the highest rate of satisfaction with the human
rights situation is the Netherlands. Here, practically no respondent admits
that human rights are not respected, and as many as 70% are of the opinion that human rights are being fully observed. Similarly to the Netherlands,
countries like Luxembourg, Norway, Denmark and Germany are all situated
at the positive end of the scale. The citizens of Singapore are as well quite content with the state of human rights in their country – which some Western
observers may find surprising.
When interpreting the findings of this survey which covers countries representing almost 1.5 billion adults around the world, it is important to be aware
that the participants in the survey in all cases had been asked to evaluate the
situation of their own country. Thus, respondents of individual countries have
not necessarily based their replies either on identical perceptions of the nature
of human rights, or of the measure of satisfactory observance. Consequently,
the fact that a country is not found at the top of the list does not necessarily
imply that it fails to observe human rights. It may rather be an indication that
the standard of compliance does not meet the citizens’ expectations which
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might be higher than those held in other countries. But in a substantial number of countries where a large majority of the population holds the opinion
that human rights are an issue, the survey’s findings give rise to valid causes
for concern.

General Human Rights by Country
Figure 2

Q27. In general, do you think that human rights are being fully respected,
partially respected or are they not being respected at all in your country?

264

IV. Appendix

Specific Rights
The findings described above are based on the survey’s general questions regarding human rights. However, the questionnaire also probed opinions on six
specific rights embedded in the UN Universal Declaration of Human Rights.
The tables that follow reveal which countries and parts of the world are shown
by the results of the survey as having the best, or respectively the worst record
with regard to these specific rights.
Figure 3

Table 1: Observation of Human Rights – Part of the World
‘Worst’ part of the world

‘Best’ part of the world

Human rights in general

Latin America

Western Europe

Torture

Latin America

Western Europe

Equal justice under the law

Latin America

North America/Western Europe

Freedom to enter into marriage

South East Asia

Eastern Europe

Freedom of religion

South East Asia

Eastern Europe

Freedom of opinion and
expression

West Africa

North America/Western Europe

Equal pay for equal work

Latin America

North America

Table 2: Observation of Human Rights – Countries
'Worst'

'Best'

Human rights in general

Colombia

Holland

Torture

Colombia

Holland/Norway

Equal justice under the law

Armenia

Singapore

Freedom to enter into marriage

Pakistan

Slovakia

Freedom of religion

Japan

Kazakhstan

Freedom of opinion and
expression

Cameroon

Norway

Equal pay for equal work

Chile

Malaysia
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Discrimination
The Universal Declaration of Human Rights adopted by the United Nations in
1948 proclaims that all people are embraced by the human rights laid down in
that declaration, regardless of sex, skin colour, language, religion, or political
opinion.
When analyzing the findings for all the participating countries collectively,
the Millennium Survey demonstrated that sexual discrimination is the most
commonly occurring form of discrimination. A quarter (25%) of all the participants in the poll stated that sexual discrimination was the type of discrimination most commonly found in their countries, and 44% claimed it occurs
‘now and then’. Conversely, a mere 25% believed that sexual discrimination
seldom or never takes place. Racial discrimination was mentioned almost as
often as sexual discrimination, and discrimination based on language, religion, or political opinion was encountered to a disturbingly high degree too
in most of the world.
Figure 4

Table 3: Discrimination –Ppart of the World
'Worst' part of the world

'Best' part of the world

Discrimination on
the basis of sex

North America

Eastern Europe

Discrimination on
the basis of colour

North America

Eastern Europe

Discrimination on
the basis of language

West Africa

Eastern Europe

Discrimination on
the basis of religion

West Africa

Eastern Europe

Discrimination on the basis of
political opinion

West Africa

Eastern Europe
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Table 4: Discrimination – countries
'Worst' country

'Best' country

Discrimination on the basis of
sex

Korea

Georgia

Discrimination on the basis of
colour

Great Britain

Latvia

Discrimination on the basis of
language

Nigeria

Georgia

Discrimination on the basis of
religion

Nigeria

Latvia

Discrimination on the basis of
political opinion

Ghana

Latvia

Racial and sexual discrimination is a widespread phenomenon in North America
(in both the USA and Canada), where the population was among the most critical
towards these particular kinds of discrimination. Discrimination based on language, religion, and political opinion was most commonly found in West Africa.
Figure 5

Various types of discrimination - worldwide results
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15. Young Women Globally Demand
Greater Rights
As the Position of Women in Society is Growing Gallup International Probed if There is an Increased Demand for Greater
Rights.
The Gallup International Millennium Survey conducted in 1999 polled adults
in 60 countries of the world about their views on Women’s Political and Economic Rights, the Role of Women, and Promoting Women’s Rights.
Traditionally, the image of the woman’s role has been as mother and homemaker and perceptions of the man’s role has been as leader and breadwinner.
Based on our analysis of the data collected by the survey, it is clear that regardless of their gender the majority of respondents in North America, Latin
America, and Western Europe rejects these traditional roles, and in addition,
females in general, and females under 25 in particular are much stronger than
males in their rejection.

Women’s Political and Economic Rights
Inequality of women’s rights in political participation and their access to jobs
is widely acknowledged. Among women themselves, the greatest impetus for
improvement comes from younger women.
Overall, 47% of all respondents said that women do not enjoy equal rights
to men in their own countries. Women’s rights have significantly improved
since the 1979 adoption of the Convention on the Elimination of All Forms of
Discrimination Against Women, which binds governments to achieve equal
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rights for women. But many of the 130+ countries that have accepted the Convention omit some of its key provisions when applying it in their own countries.
Women face strong discrimination against their participation in politics – a
third (33%) of all respondents said that men make better political leaders than
women. Nevertheless there continues to be considerable growth in the percentage of women in high-level government posts in some countries and also
in international bodies such as the UN.
Women also have to contend with widespread gender-based barriers in the job
market. Overall, more than a third (36%) of respondents said that men should
have more rights to a job than women when jobs are scarce. Over the past few
decades there have been noticeable improvements in the rate of participation
of women in the labour market, in the percentage of executive positions held
by women, and in pay equality. Yet, women continue to face inequality in all
these areas.
Access to education has registered one of the greatest improvements in terms
of women’s rights, and there is much less discrimination against women in
this area. Overall, only 14% agreed that an education is more important for
boys than for girls, vs. eight out of ten who rejected this notion.
In recent decades, the percentage of women enrolled in school had risen, as has
women’s literacy, but these continue to trail the rates for men. This openness
toward women’s educational access provides a strong indication that women’s
rights will continue to improve because studies have shown that greater education for women leads to greater participation in the formal labour market
and thus greater economic growth.
Reviewing the data by region, women face the greatest levels of discrimination in political participation, access to jobs, and access to education in West
Africa, Asia, and Eastern Europe. Conversely, in North America and Western
Europe women face the least discrimination, and attitudes in Latin America
also tend to be less discriminatory.
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In West Africa, 73% of respondents said that men make better politicians and
64% said that men have a greater right to jobs. In Eastern Europe and Asia,
more than 40% preferred male politicians, and about one in two respondents
said that men have a greater right to jobs. In contrast, in North America and
Western Europe fewer than one in four respondents agreed with these views.
In West Africa, Eastern Europe, and Asia more than one in five (20%) of respondents supported the view that education is more important for boys than
for girls, while in North America, Western Europe, and Latin America fewer
than one in ten respondents agreed with this view. Men are less conscious of
inequality than women and are more likely to discriminate against women
regarding political participation, job access, and access to education.
Younger women are more likely than older women to see lack of equality and
to reject discrimination in political participation, access to jobs, and access to
education. The trend is especially strong among women who are 25-54 years
old. In this age group, women are compelled to face more frequently and more
directly these obstacles because they are more often in the workforce and are
also raising children. Women in the 25-54 year old age group were more likely
than those below 26 or above 54 to see inequality of women’s rights in their
country.
In political participation and access to jobs, young women below 25 years old
rejected discrimination most vehemently. Among this group, 68% disagreed
that men make better political leaders, and 69% disagreed that men have a
greater right to jobs. This was a rate of rejection about 10 points higher than
among middle-aged women, and nearly 20 points higher than among older
women over 54. Regarding access to education for girls, women aged 25-34
were the most strongly opposed to discrimination against girls. Perhaps this
reflects their own experience getting access to education – very recently for
themselves, and currently for their children.
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The Role of Women
Women are often expected to fulfil conflicting roles. Women face the most
burdensome roles in West Africa, while in North America and Western Europe expectations for particular roles are much lower. Men’s attitudes towards
women’s roles are more traditional than women’s attitudes, which are particularly advanced among women under 25 years old.
Worldwide, 78% of respondents said wives should contribute along with
husbands to household income. Nevertheless, many people also believe that
women need to fulfil a role as mothers. Overall, 44% of respondents said that
women need to have children in order to be really fulfilled. Although generally expected to be both income earners and mothers, women’s authority on
sexual consent is widely denied. Worldwide, 37% of all adults think that when
a woman says “no” to sex, she doesn’t always mean “no”.
Expectations for women’s role as breadwinners are lowest in Asia. The expectations for their traditional role as mothers are much lower in North America
and Western Europe than in other regions.
The view that wives should contribute to household income is most widespread in Latin America, where 92% of respondents supported it, as well as
in West Africa and Eastern Europe, where 85% agree with it. Conversely it
is least supported in Asia, which perhaps reflects a more traditional view of
wives as homemakers, mothers, and carers for the elderly.
The expectation that women must fulfil the role of mother is strongest in West
Africa, where 79% said that to be fulfilled a woman needs to have children.
This view is also relatively widespread in Eastern Europe and Asia, where 68%
and 56% of respondents, respectively, agreed with it. Children define women’s
roles much less in North America and Western Europe. Only 14% of respondents agreed with this view in North America, and only 25 in Western Europe.
In West Africa, there is the least willingness to respect women’s authority on
sexual consent. Sixty percent of respondents agreed with the view that when a
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woman says no to sex she does not always mean it. Although in other regions
less support for this view was registered, agreement ranged from 29% to 44%,
which indicates that respect is lacking all over the world.
Women under 25 showed the greatest support for contributing to household
income and the strongest rejection of being defined by motherhood or being
denied authority over sexual consent. 87% of young women said a wife should
contribute to the household income – about 10 points higher than middle-aged women. A majority of these younger women disagreed that a woman
needs to have children to be fulfilled, nearly 20 percentage points higher than
older women aged over 54. Sixty-nine percent of the women aged under 25
rejected the notion that saying “no” to sex does not mean “no”. This rate of
rejection is about 10 points higher than among the middle-age women and 20
points higher than among the older women.
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16. Women’s Rights 2: A Follow-up 2008 Survey
Four out of ten global citizens still thought that women do not have equal
rights with men in their countries, according to the Voice of the People survey,
released by Gallup International for the International Women’s Day, March
8th. Compared to the findings of the 1999 Gallup International Millennium
Survey, some improvement in women’s rights perception at a global level was
registered: the proportion of respondents who thought women enjoy the same
rights as men has augmented from 48% to 59%. But the poll, in which over
60,000 people in 64 countries were interviewed, also showed that a quarter of
the surveyed population still thought education is more important for boys
than for girls, although the vast majority expected both husband and wife to
contribute to the household income.
Figure 1

Agreement with Statements Related to Gender Equality (Global Sample %)
I d like you to tell me whether you agree or disagree?...
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Figure 2

Agreement with Statements Related to Gender Equality (Global Sample %)
I d like you to tell me whether you agree or disagree?...

A majority of world’s citizens agreed that men and women benefit from the
same rights in their countries (59%), though significant proportions of adults
worldwide still believed the opposite (38%).
Analysing the results by gender, it is noteworthy that 64% of male respondents
thought gender equality reigned in their country, whereas nearly half of the
women (46%) held the opposite view.
Looking at the findings by respondents’ religion we find that among those
who declared to be Muslim opinions are divided, with roughly half believing
there was equality in their countries and a similar percentage declaring the
contrary. Among the rest of the believers a majority tended to agree there was
equality in their countries rather than the contrary.
At the regional level there was near consensus in the Americas (Latin America
76%, North America 72%) among respondents who believed that rights are equal.
In Western and Eastern & Central Europe, although the dominant perception was
that equality exists (in both regions 6 out of 10 respondents think this way), significant proportions said women do not benefit from the same rights as men in their
country (37% and 35%, respectively). Finally, opinions were almost equally divided in Asia Pacific (49% equality vs. 45% inequality) and Africa (45% vs. 53%).
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Figure 3

Women Have Equal Rights with Men in Your Country…
Country by Country Results
COUNTRY
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DISAGREE
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36%
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27%

Indonesia

87%
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63%

36%

Bolivia
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Russia

62%

36%

The Netherlands
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Romania
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30%

Thailand

84%

16%

Finland

60%

37%

Taiwan

82%

18%

France

59%

41%

Bulgaria

82%

14%

Czech Republic

59%

38%

Philippines

81%

19%

Congo

59%

34%

Singapore

79%

18%

Poland

58%

38%

India

79%

21%

Moldova

57%

38%

Dominican Republic

79%

21%

Kosovo

57%

41%

Malaysia

78%

20%

Denmark

57%

43%

Paraguay

75%

24%

Iceland

56%

38%

Greece

74%

26%

Senegal

55%

44%

Mexico

73%

27%

Portugal

55%

43%

USA

72%

25%

Switzerland

54%

46%

Ukraine
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25%

Croatia

54%

45%

Sweden
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29%

Turkey
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43%

Argentina

71%

26%

Spain

52%

47%

Canada
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29%
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Colombia
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Austria

52%
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68%

30%

Morocco

50%

45%
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32%

Kenya

45%

53%
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34%

Pakistan

40%

54%

Japan

65%

15%

Korea

40%

60%

Italy

65%

35%

Nigeria

38%

61%

Hong Kong

65%

34%

Israel

37%
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Serbia

64%

31%

Chile

35%

64%
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35%
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32%

66%

Luxembourg

64%

34%

China

28%

68%
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In 56 of the 64 countries covered by the survey the majority of participants
were positive about gender equality in their countries. On the other hand
however, the inequality of women was acknowledged by more than half of respondents in China (68%), Albania (66%), Chile (64%), Israel (61%), Nigeria
(61%0), Korea (60%), Pakistan (54%), and Kenya (53%).
In the Americas, country results were quite homogenous and similar to the
global average with the exception of Chile, where discontent with the current
status of women in the country was strong. Quite homogenous results were
recorded in Western Europe too.
A case apart was Israel where 61% of respondents say women do not enjoy
equal rights in their country.
In Asia Pacific as mentioned above opinions were divided: nearly half of respondents (49%) considered women benefitted from the same rights as men,
while 45% held the opposite view. A wide range of opinions were recorded in
countries of this region: on one side – the optimists such as Vietnam (95% believing women have equal rights), Indonesia (87%), Thailand (84%), Taiwan
(82%) and Philippines (81%). The comparatively low average of positive answers in that region was mainly due to China, where only 28% of respondents
agreed with the statement, while 68% disagreed. There are two other countries
which showed positive mentions below the global average, namely Pakistan
and Korea (both 40%).
Africa is the only region where a majority of respondents (53% vs. 45%) considered women do not have the same rights as men. Five of the nine countries
surveyed showed rates of positives responses below world’s average – Nigeria (38% of respondents thinking there was gender equality vs. 61% who disagreed), Kenya (45% vs. 53%), Morocco (50% vs. 45%) and Cameroon (52%
vs. 46%). Gabon was the leader in positive mentions (7 in 10 respondents who
agreed), slightly higher than Ghana and South Africa (6 in 10 agreeing).
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Figure 4

Education is More Important for Boys Than for Girls

Respondents in the survey were also asked if they agreed with the idea that
education is more important for boys than for girls. Seven in ten respondents
(70%) disagreed with this statement, while 26% supported it and 4% did not
answer. At a regional level, vast majorities in all religions disagreed with the
priority of boys in education. Large majorities disagreed too among Muslims
and Hindus, the groups where the highest levels of agreement were recorded
(26% and 28%)
In all regions there was strong opposition to the discrimination of women’s
access to education. It should be noted that the lower Asia Pacific’s average
was strongly affected by China, where 94% of interviewees thought education
is more important for boys. All other countries of the region clearly disagreed.
Altogether only four of the 64 countries surveyed showed majorities of respondents agreeing with education being less important to girls: China (94%),
Senegal (84%), Congo (76%), and Gabon (67%). On the other hand, the lowest acceptance of this notion was recorded in the Nordic countries of Norway
(2%) and Sweden (2%).
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Figure 5

Education is More Important for Boys Than for Girls
Country by Country Results
COUNTRY
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There appeared to be consensus regarding the idea whether both husband and
wife should contribute to the household income. 79% of the 60,000 people
interviewed supported this notion, while 15% were against it and 7% did not
know or avoided answering.
Figure 6

Both the Husband and the Wife Should Contribute to the Household Income

It is worth noting that people from all religions tended to agree with this statement. This was true for Muslims too, adherents to a religion among whom the
highest disagreement (23%) was registered.
At the regional level, 9 in 10 Latin Americans (92%) and West Europeans
(89%) expected both spouses to be breadwinners, followed by Africans (80%)
and Eastern and Central Europeans (77%). North Americans (73%) and
Asians (67%) also overwhelmingly supported this idea.
Among individual countries Vietnam, Thailand, Panama, and the Dominican
Republic (all with percentages in excess of 96%) were the strongest supporters of
the notion, in contrast to the lukewarm support registered in Japan (40%,), Morocco (59%), Pakistan (59%), and surprisingly perhaps, the Netherlands (52%).
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17. World Better With More Women Politicians?
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A global poll, conducted at the end of 2013 by WIN/Gallup International, revealed that over a third of all respondents believe the world would be a better
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The findings from WIN/Gallup International’s annual survey also showed that
while the greatest proportion (41%) of people polled felt the world would be
no different if politicians were predominately female, a third (34%) stated that
it would in fact be a better place – a significantly higher proportion than those
who thought it would be worse off (17%). On a regional basis the Americas
recorded the highest net score (difference between better and worse) at 33%
of those who felt more female politicians would have a positive impact, compared with Western Europe with a net score of 24%, Eastern Europe at 15%,
Asia at 14% and Africa at 11%. Middle East and North Africa were the only
regions where the majority felt that the world would be worse off with more
female politicians, recording a negative net score of -2%.
Overall, whilst age and income had little impact on responses, a gender bias
was evident. Women, with a net score of 25%, believed the world would be
a better place with more female representation in politics compared to a net
score of only 10% for men. Religion also had an impact on responses, with
support for having more women in politics much higher amongst Jewish,
Hindu and Catholic religions (net scores of 54%, 27% and 26% respectively).
Muslim respondents were the religious group opposed to an increased number of female politicians, with a negative net score of -3%.
Whilst 34% of the global sample believed that a higher proportion of women
in politics would positively impact world governance, there were individual
countries where this figure was significantly higher. In Colombia the highest
rate in support for more female politicians was recorded at 62% - well above
the Americas average of 41%. Other countries that also showed high response
in favor of women politicians included Fiji (53%), Bosnia (52%) and Sweden
(48%). Afghanistan was a country evenly split between the two positions, with
“better place” at 36%, and “worse place” at 35%.
Although ‘no difference’ at 41% was the most frequent answer globally, in
many countries ‘better’ or ‘worse’ still took significant proportions. For instance, 42% of US participants said it would make no difference if politicians
were predominantly female, but an almost equal proportion (41%) felt more
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female politicians would be good for the world. This correlation was observed
in many countries worldwide, including Brazil with 41% for “a better place”
vs. 45% for “no difference”, India (with 38% vs. 42%), and Portugal (with 41%
vs. 46%).
Results in Asia reflected the fluctuations observed in other regions, with an
average of 40% of its total sample stating the world would be the same, and
much higher rate recorded for this mention in Hong Kong (74%), Korea
(60%) and the Philippines (65%), compared with 16%, 20% and 24% respectively supporting the position the world would be a better place. Japan was the
only country in the survey where the largest proportion of respondents (40%)
chose the “Don’t Know” option or refused to answer the question.
Altogether, 17% of global respondents thought more female politicians would
result in the world being a worse place. Middle East and North Africa (34%)
were the only regions to give this answer the highest rate. Tunisia (59%), Algeria (49%) and Kenya (44%) were the countries with the highest proportion
of negative responses. Other countries with high rates of the response that
the world would be worse included Azerbaijan (41%), Bangladesh (41%) and
Pakistan (33%).
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18. WIN/Gallup International Global Survey
Shows Three in Five Willing to Fight
for Their Country
A global survey from WIN/Gallup International, the world’s leading association in opinion and market research, shows that 61% of those polled across
64 countries would be willing to fight for their country, while 27% would not.
However, there are significant differences by region. At 83% willingness to
fight is highest in the MENA (Middle East North Africa) region while it is
lowest in Western Europe (25%).
A history of how countries faired in past wars provides an interesting comparison. The Japanese (11%) are the least likely of 64 countries polled to be willing to fight for their country. Results from Germany are very similar – 13%
willing to fight. By comparison these numbers more than double in the UK
(27%) and France (29%).
A majority (52%) of women surveyed across the globe said they would be willing to fight (vs. 67%) among men. Respondents aged 18-34 years (66%) are the
most willing. Of the variety of religious denominations covered in the survey
we see Muslims (78%) as the most willing to fight for their country.
Jean-Marc Leger, President of WIN/Gallup International Association, said:
“One hundred years on from the start of the First Great War we find that 61%
of the world’s citizens are willing to fight for their country. However, the true
story is in the regional comparison, and in a time of such turmoil in the Middle East it is noticeable that willingness to fight is highest in the MENA region.
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% Answering ‘Yes’
by country
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ABOUT US

Gallup International Association (GIA) is founded in 1947 by a international group of pollsters led by Dr. George Gallup and since then is registered as
a not-for-profit Association (verein) in Zurich, Switzerland. The Association
has over 75 member companies, conducts on a regular basis research in over
120 markets and is unrivalled in its global coverage. All member companies
are independent and form a Worldwide Independent Network(WIN)
The Voice of the People survey, started more than 10 years ago and conducted every year with a global coverage, is the biggest systematic effort to reflect
the public opinion on the planet.
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