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“With Canadians prioritizing the improvement of their
financial base and mobile usage on the rise, companies
should look to mobile apps to incentivise consumers by

providing savings while they spend.”
– Carol Wong-Li, Senior Lifestyle Analyst

This report looks at the following areas:

• Helping Millennials save money, while maintaining their spending habits
• Using technology to aid young families save their money
• Targeting older Canadians with online tools from brands and retailers
• Engaging the money-minded consumer

Across all ages, Canadians are looking to strike a balance between building their financial base and
their non-essential spending. Lifestage influences the prioritization of where dollars should be spent
versus saved, with disposable income and affluence acting as undercurrents affecting spending habits.
Young Canadians seek to stand out through stylish, unique purchases and crave tailored experiences,
though aspire to grow their savings. Young families prioritize spending leisure time as a family at the
same time as reducing spending and debt. Older Canadians have planned well and are able to enjoy
some luxuries, preferably at a discount.
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Beer and still wine are the most popular alcoholic beverages
Figure 32: Canadian alcohol consumption in the past three months, August 2014
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Canadians more likely to drink most beverages at home
Figure 33: Past three month alcoholic beverage consumption by location, August 2014

Canadian men are more likely to consume most types of alcohol
Figure 34: Past three month alcoholic beverage consumption by gender, August 2014

Likelihood of alcohol consumption increases with affluence
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Less than half of Canadians attended a festival in the past year
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Proximity to festival location is a factor in attendance
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Chinese Canadians are more flexible with their budgeting than average
Figure 45: Current approach to budgeting: Chinese Canadians against overall population, August 2014
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Figure 46: Financial spending habits in the past three months: Chinese Canadians against overall population, August 2014

Past and future spend on leisure, technology, appliances, clothes and vehicles is higher for Chinese Canadians
Figure 47: Past and future spending: Chinese Canadians against overall population, August 2014
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Stylish and distinct purchases are more important to Chinese Canadians
Figure 49: Importance rating – uniqueness statements: Chinese Canadians against overall population, August 2014

Connection between online shopping and in-store pick-up is key
Figure 50: Importance rating – Buying things online and then being able to pick them up in-store: Chinese Canadians against overall
population, August 2014

Chinese Canadians consume more alcoholic beverages
Figure 51: Past 12 month alcoholic beverage consumption: Chinese Canadians against overall population, August 2014

Food festivals and exhibitions are particularly popular

The Consumer – Canadian Festival Attendance

The Consumer – Generational Lifestyles and Chinese Canadians
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Figure 86: Shopping – Shopping in a new store (eg one I have not shopped in before), by demographics, August 2014
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