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“With the aging population correlating with an expected
Increase in smartphone and tablet usage over the next
decade, leisure operators should be exploring ways of

engaging older consumers with apps and online tools.”
— Jason Praw, Senior Lifestyle Analyst

This report looks at the following areas:

BUY THIS
= Increasing leisure activity participation among less affluent Canadians REPO RT NOW

= Focusing on Millennial males’ participation in leisure activities in Canada
= Integrating tech, social networking and online tools into leisure activities
- Engaging Canada’s aging population with technology VISIT:

store.mintel.com

The majority of Canadians prefer to spend their leisure time engaged in a low-to-moderately active
manner, with shopping and/or dining out the most popular activities. Millennial males are driving
participation trends in many leisure activities, from more popular pastimes such as going to the movies CALL:
and attending sporting events to more surprising activities such as visiting spas or wellness centres. EMEA

+44 (0) 20 7606 4533

While affluent Canadians are also more likely to participate in a variety of activities, they are also
highly engaged in discount and deal sites, vouchers and loyalty programs, presumably driven by their
above average propensity for shopping. As a whole, Canadians’ engagement with technology as part of Brazil

their leisure time is widespread and remains an opportunity for marketers, attractions, restaurants and 0800 095 9094
retailers as usage of smartphones and tablets increases in the coming years.

This report explores Canadians’ interest in various leisure activities and usage of technology and deals/ Americas

discounts in conjunction with these activities by life stage and various demographic groups. The report _|_1 (312) 943 5250
also looks at factors that adults consider important in regards to their leisure time, as well as highlights
the nation’s key leisure-time operators.

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Key points

Most Canadians prefer to spend their leisure time engaged in low-to-moderately active activities
Figure 17: Activity levels among Canadians, May 2014

Figure 18: Preference for being more active during leisure time, by gender, age, and household income, May 2014
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Shopping and dining out are the most popular leisure activities
Figure 19: participating in leisure activities in the last 12 months, May 2014

Figure 20: Frequency of participating in leisure activities in the last 12 months, May 2014
Figure 21: Frequency of participating in leisure activities in the last 12 months, by gender, May 2014
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Figure 22: Monthly participation in selected leisure activities in the last 12 months by household income, May 2014

18-34-year-old men and urbanites most likely to participate in less popular leisure activities
Figure 23: Frequency of participation in less popular activities, May 2014
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The rise of online booking

Figure 24: Booking preference per leisure activity, May 2014

Online booking more likely for less immediate activities
Figure 25: Booking preference among selected less frequent leisure activities, May 2014

Affluent Canadians are more likely to book leisure tickets online
Figure 26: Online booking by household income, May 2014

Online booking for health or fitness classes and memberships lags behind other leisure venues
Figure 27: Booking preference among consumers for health/exercise venues, May 2014

The Consumer — Discount Purchases

Key points
Canadians use a variety of discount options for leisure activities

Figure 28: Use of discount offers and deals for leisure activities during the past 12 months, May 2014

Affluent Canadians more likely to outlay funds in order to save in future
Figure 29: Use of selected offers and deals for leisure activities during the past 12 months, by household income, May 2014

Older women use deals and discounts more intently
Figure 30: Use of selected offers and deals for leisure activities during past 12 months, by gender, May 2014

Two thirds of Canadians use two or more types of deals and offers
Figure 31: Number of discount offers and deals for leisure activities used during the past 12 months, May 2014

The Consumer — Attitudes towards Leisure Time
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Summary of attitudes towards leisure time
Figure 32: Attitudes towards leisure time, May 2014

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/696743/
mailto:reports@mintel.com

MINTEL

Leisure Time - Canada - August 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 B

Most Canadians claim to take charge when it comes to their leisure time
Figure 33: Attitudes towards deciding how to spend leisure time, May 2014

Split preferences for being connected in leisure time
Figure 34: Attitudes towards leisure time and online connectivity, May 2014
Figure 35: Attitudes towards leisure time and online connectivity, by age, May 2014

Spending leisure activities with others edges out alone time
Figure 36: Attitudes towards spending leisure time with others, May 2014

Over half of Canadians have plenty of activities to fill their leisure time, but they often look for new things to do
Figure 37: Attitudes towards leisure time activities, May 2014

The Consumer — Leisure Time and Chinese Canadians
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Chinese Canadians differ in how they spend their leisure time in many ways
Figure 38: Participation in selected leisure activities: Chinese Canadians against overall population, May 2014
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Figure 39: Difference in booking preference for selected activities: Chinese Canadians against overall population, May 2014

Chinese Canadians are apathetic about most leisure time attitude statements

Figure 40: Stated response of ‘neither agree nor disagree’ with selected attitudes towards leisure time: Chinese Canadians against
overall population, May 2014

Chinese Canadians cannot be without their technology

The Consumer — Target Groups

Key points
Five target groups
Figure 41: Target groups for leisure time, May 2014
Disengaged (30%)
Independents (20%o)
Social Butterflies (18%)
Enthusiasts (17%)
Tech Lovers (15%)

Appendix — The Consumer — Canadians’ Activity Level

Figure 42: Activity levels among Canadians (nets), May 2014
Figure 43: Activity levels among Canadians, May 2014

Figure 44: Activity levels among Canadians, by demographics, May 2014

Appendix — The Consumer — Frequency of Leisure Activities

Figure 45: Frequency of leisure activity, May 2014

Figure 46: Frequency of leisure activity — Shopping, by demographics, May 2014

Figure 47: Frequency of leisure activity — Dining out at restaurants, by demographics, May 2014

Figure 48: Frequency of leisure activity — Go to the movie theatre, by demographics, May 2014

Figure 49: Frequency of leisure activity — Use a leisure centre, health or fitness club, by demographics, May 2014

Figure 50: Frequency of leisure activity — Go for a drink in pubs/bars”™, by demographics, May 2014
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Figure 51: Frequency of leisure activity — Go to see live entertainment shows, by demographics, May 2014

Figure 52: Frequency of leisure activity — Attend live sports events, by demographics, May 2014

Figure 53: Frequency of leisure activity — Visit a spa/wellness facility, by demographics, May 2014

Figure 54: Frequency of leisure activity — Visit a museum, gallery, exhibition or other visitor attractions, by demographics, May 2014
Figure 55: Frequency of leisure activity — Go to a music concert/festival, by demographics, May 2014

Figure 56: Frequency of leisure activity — Visit a nightclub, by demographics, May 2014

Figure 57: Frequency of leisure activity — Visit a zoo/wildlife attraction, by demographics, May 2014

Figure 58: Frequency of leisure activity — Visit an amusement park, by demographics, May 2014

Appendix — The Consumer — Leisure Booking Preference

Figure 59: Leisure booking preference, May 2014

Figure 60: Leisure booking preference — A movie ticket, by demographics, May 2014

Figure 61: Leisure booking preference — A table at a restaurant, by demographics, May 2014

Figure 62: Leisure booking preference — A ticket for a day out, by demographics, May 2014

Figure 63: Leisure booking preference — Membership at a health and fitness club, by demographics, May 2014

Figure 64: Leisure booking preference — A class at a health and fitness club or leisure centre, by demographics, May 2014
Figure 65: Leisure booking preference — A theatre ticket, by demographics, May 2014

Figure 66: Leisure booking preference — A music concert/festival ticket, by demographics, May 2014

Figure 67: Leisure booking preference — A ticket for a sports event, by demographics, May 2014

Appendix — The Consumer — Discount Purchases

Figure 68: Usage of discount offers and deals, May 2014

Figure 69: Usage of most popular discount offers and deals, by demographics, May 2014

Figure 70: Usage of other discount offers and deals, by demographics, May 2014
Repertoire analysis

Figure 71: Repertoire of usage of discount offers and deals, May 2014

Figure 72: Repertoire of usage of discount offers and deals, by demographics, May 2014

Appendix — The Consumer — Attitudes towards Leisure Time

Figure 73: Leisure time attitudes, May 2014

Figure 74: Agreement with the statements ‘| am the one who usually decides how to spend my leisure time’ and ‘I have plenty of
hobbies/activities to fill my leisure time’, by demographics, May 2014

Figure 75: Agreement with the statements ‘I am always looking for new things to do in my leisure time’ and ‘I cannot imagine
spending my leisure time without any technoloaical device’, by demographics, May 2014

Figure 76: Agreement with the statements ‘I prefer to spend my leisure time with company’ and ‘Group activities are much more fun
than individual activities’, by demoaraphics, May 2014

Figure 77: Agreement with the statements ‘I prefer to spend my leisure time offline’ and ‘It is more difficult for me to decide how to
spend leisure time when | am with someone else’, by demoaraphics, May 2014

Figure 78: Agreement with the statements ‘I tend to spend my leisure time on social networking sites”™" and ‘I prefer to spend my
leisure time alone’, by demoaraphics, May 2014

Figure 79: Agreement with the statements ‘I get bored easily during my leisure time’ and ‘I heavily rely on friends and family for
suggestions what to do in my leisure time, by demographics, May 2014

Appendix — The Consumer — Leisure Time and Chinese Canadians

Figure 80: Selected demographics, by total population against Chinese Canadians, June 2014

Appendix — The Consumer — Target Groups

Figure 81: Target groups, by demographics, May 2014
Figure 82: Leisure activity level, by target groups, May 2014
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Figure 83: Frequency of leisure activities, by target groups, May 2014
Figure 84: Usage of discount offers and deals, by target groups, May 2014
Figure 85: Technology usage, by target groups, May 2014

Figure 86: Attitudes towards leisure time, by target groups, May 2014

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: reports@mintel.com

reports.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/696743/
mailto:reports@mintel.com

	Leisure Time - Canada - August 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Introduction
	Executive Summary
	Issues and Insights
	Trend Application
	Market Drivers
	Overview of Selected Leisure Companies
	The Consumer – Canadians’ Activity Level
	The Consumer – Frequency of Leisure Activities
	The Consumer – Leisure Booking Preference
	The Consumer – Discount Purchases
	The Consumer – Attitudes towards Leisure Time
	The Consumer – Leisure Time and Chinese Canadians
	The Consumer – Target Groups
	Appendix – The Consumer – Canadians’ Activity Level
	Appendix – The Consumer – Frequency of Leisure Activities
	Appendix – The Consumer – Leisure Booking Preference
	Appendix – The Consumer – Discount Purchases
	Appendix – The Consumer – Attitudes towards Leisure Time
	Appendix – The Consumer – Leisure Time and Chinese Canadians
	Appendix – The Consumer – Target Groups



