
This report looks at the following areas:

•• Recent leisure activities.
•• The at-home leisure activities consumers would engage in if they had more

free time.
•• The out-of-home leisure activities consumers would engage in if they had

more time.
•• How leisure behaviours have changed compared to a year ago.
•• The role of technology and media in leisure activities.

Digital technology has changed the way consumers spend their leisure time. TV,
movies, music and radio have been available for decades – but never in such
a flexible way. Streaming video on-demand, wireless personal audio and
mobile devices have all made tech and media a central part of modern leisure
time. And with the ubiquity of social media and smartphone cameras, leisure
time is no longer just about content consumption – spare time is now an
opportunity for content creation, too. Traditional behaviours like reading,
travelling or exercising will always be common leisure activities – but tech and
media are undoubtedly evolving how Canadians spend their free time.

Leisure activities have continued to be affected by external market factors. The
COVID-19 pandemic had unprecedented impacts on these behaviours – in
particular, business closures and consumers’ concerns about spending time
around others – and continues to be a factor for a considerable proportion of
consumers. Economic changes like rapid inflation and rising interest rates have
also affected leisure habits by squeezing Canadians’ budgets and making
them reconsider every expense.

Those market factors create a significant challenge for out-of-home leisure
activities. The pandemic was a catalyst for in-home investments (eg home
entertainment, renovations) that made living spaces more comfortable; it also
created hesitancy to be around others, for fear of exposure to the virus. Once
budgets tightened amid inflation (and rising interest rates), it was a perfect
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storm to curb leisure spending. Looking ahead, the challenge is that at-home
leisure habits could cement themselves and make it difficult to get out-of-home
behaviours back to pre-2020 levels – such as less demand for movie theatres
or restaurants.

That said, there is ample opportunity for leisure activities overall. Digital
technology has made it easier to create leisure time where it didn’t exist before
– such as streaming a movie on public transit, or listening to a podcast while
mowing the lawn. Consumers have become adept at multitasking, blurring the
lines between work and leisure time. That means there is white space for leisure
stakeholders that can create new leisure occasions rather than competing
directly with each other.
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• COVID-19 remains a factor that can impact leisure activities
Figure 7: Concern about exposure to COVID-19, 2020-22

• Canadians are returning to workplaces, but remote work
remains common
Figure 8: Working location, 2021 and 2022

• Opportunities arising from this shift
• Stress and anxiety are common; leisure time can help

Figure 9: Factors that contribute to stress, 2023
Figure 10: Reasons for feeling in control of personal health,
2023

• Brands drive usage by associating themselves with leisure
time
Figure 11: Nespresso Instagram post, 2023
Figure 12: Beats by Dre Instagram post, 2022
Figure 13: Lays Instagram post, 2023

• Toronto Blue Jays offer bulk value to attract more fans
Figure 14: Toronto Blue Jays Twitter post, 2022

• Netflix’s crackdown on sharing will cause some Canadians
to adapt
Figure 15: Netflix Canada Twitter post, 2023

• Parents’ leisure time is focused on their children
Figure 16: Mattel Instagram post, 2022
Figure 17: Boston Pizza Canada Instagram post, 2023

• Canadians have many ways to spend their free time
Figure 18: Leisure activities done in the past six months, 2023

• Age and gender are key factors in how consumers spend
their spare time
Figure 19: Leisure activities done in the past six months, by
age, 2023
Figure 20: Leisure activities done in the past six months, men
vs women, 2023

• Leisure time can be productive
Figure 21: “Productive” leisure activities done in the past six
months, by living situation, 2023

• Regional and racial skews are evident, indicating cultural
differences in leisure
Figure 22: “Productive” leisure activities done in the past six
months, overall vs Quebec by language spoken at home,
2023
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Figure 23: “Productive” leisure activities done in the past six
month, overall vs Chinese, South Asian and Black/African
Canadian, 2023

• Relaxing, in-home leisure is still common
Figure 24: “In-home” leisure activities in the past six months,
moms vs dads and overall, 2023

• Out-of-home leisure activities skew to younger Canadians
Figure 25: “Out-of-home” leisure activities done in the past
six months, by age, 2023

• These outings are susceptible to economy-level trends
Figure 26: “Out-of-home” leisure activities done in the past
six months, by expected change in financial situation in 12
months, 2023

• Leisure activities overlap and create opportunities
Figure 27: Leisure activities done in the past six months,
overall vs consumers who have gardened for leisure in the
past six months, 2023
Figure 28: Juliet Sear Instagram post, 2019
Figure 29: Leisure activities done in the past six months,
overall vs consumers who have gone to a movie theatre in the
past six months, 2023

• Media plays a central role in at-home leisure
Figure 30: Most likely to do with a few hours of free time at
home, 2023
Figure 31: Most likely to do with a few hours of free time at
home: media, by age, 2023

• Moms and dads have different, potentially conflicting ways
of spending their free time
Figure 32: Most likely to do with a few hours of free time at
home: media, moms vs dads, 2023
Figure 33: BDI Furniture Instagram post, 2022

• South Asian Canadians are an important audience for
streaming platforms
Figure 34: Most likely to do with a few hours of free time at
home: media, overall vs South Asian Canadians, 2023

• Reading, chores and naps show that not all free time is
digital

• Helping busy Canadians find more time for leisure
Figure 35: Most likely to do with a few hours of free time at
home: books, chores and naps, men vs women, 2023
Figure 36: Indigo, Chapters and Coles Facebook post, 2023

PREFERRED AT-HOME LEISURE ACTIVITIES

Leisure Trends - Canada - 2023

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2023 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/1158281/


• Parents want to spend time with their kids
Figure 37: Most likely to do with a few hours of free time at
home: spend time with my kids, parents by age of children in
household, 2023

• Time away from home can be leisurely or productive
Figure 38: Most likely to do with more free time away from
home, 2023

• Leisurely out-of-home activities are prime opportunities for
consumer expenditures

• Travel skews to married people without kids, but is low for
dads and French Canadians
Figure 39: Most likely to do with more free time away from
home: travel, by marital and parental status, 2023
Figure 40: Via Rail Canada Instagram post, 2023
Figure 41: Most likely to do with more free time away from
home: travel, overall vs Quebec English and French speakers,
2023
Figure 42: Most likely to do with more free time away from
home: travel, overall vs parents by gender, 2023

• Relaxing activities can resonate with financially stressed
Canadians
Figure 43: Most likely to do with more free time away from
home: relaxing activities, by finances compared to a year
ago, expected finances in 12 months and concerns about
rising prices/inflation, 2023

• Struggling restaurants could benefit from targeting older
Canadians
Figure 44: Most likely to do with more free time away from
home: dine in at restaurants, by age, 2023

• Family outings are important to parents
Figure 45: Espace pour la vie Facebook post, 2023

• Time away from home can be productive
• Men more likely to exercise, work and improve skills;

women more likely to shop in their free time
Figure 46: Most likely to do with more free time away from
home: productive activities, men vs women, 2023
Figure 47: F45 Training Instagram post, 2023
Figure 48: Chang School TMU Instagram post, 2021
Figure 49: HomeSense Instagram post, 2022

• Productive leisure time is more interesting to younger
Canadians

PREFERRED OUT-OF-HOME LEISURE ACTIVITIES
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Figure 50: Most likely to do with more free time away from
home: productive activities, by age, 2023

• Canadians are spending more time at home
Figure 51: Doing more of compared to a year ago, 2023

• Food and entertainment see the biggest shifts
Figure 52: Activities compared to a year ago: food and
entertainment, 2023

• People who are struggling financially are the most likely to
spend more time at home
Figure 53: Doing more compared to a year ago: cooking and
watching TV/movies at home, by financial situation, 2023
Figure 54: Doing less of compared to a year ago: dining in at
restaurants and going to movie theatres, by financial
situation, 2023
Figure 55: The Keg Steakhouse Instagram post, 2023

• South Asian and Black/African Canadians are cooking/
watching more at home
Figure 56: Doing more of compared to a year ago: cooking
and watching TV/movies at home, overall vs Chinese, South
Asian and Black/African Canadians, 2023

• Canadians are cutting expenditure more than Americans
Figure 57: Spending over the past 12 months: food in
restaurants, Canada vs USA, 2023
Figure 58: Spending over the past 12 months: leisure/
entertainment, Canada vs USA, 2023

• Other types of outings are seeing a decline, too
Figure 59: Doing less of compared to a year ago, 2023

• Shopping mall declines could indicate a longer-term shift in
behaviours
Figure 60: Activities compared to a year ago: going to
shopping malls, by generation, 2023
Figure 61: Yorkdale Style Instagram post, 2023

• Exercise trends have been less drastic than other leisure
activities
Figure 62: Activities compared to a year ago: exercising,
2023
Figure 63: Sportchek Instagram post, 2023
Figure 64: Northern Fitness Instagram post, 2022

• Younger consumers are the most likely to be exercising
more

CHANGES IN LEISURE ACTIVITIES

Leisure Trends - Canada - 2023

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2023 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/1158281/


Figure 65: Doing more of compared to a year ago:
exercising, by age, 2023
Figure 66: Fabletics Instagram post, 2023

• Tech is a leisure time fixture for most consumers
• Younger Canadians are the most likely to stay connected

Figure 67: Tech usage during leisure time (% agree), by age,
2023

• Multicultural consumers are more likely to multitask with
tech and media
Figure 68: Tech usage during leisure time (% agree), overall vs
Chinese, South Asian and Black/African Canadians, 2023

• Content creation is a leisure activity for some Canadians
• Younger Canadians are driving this trend

Figure 69: “I create content in my free time” (% agree), by
age, 2023
Figure 70: “I create content in my free time” (% agree), by
age and gender, 2023

• How to capitalize on this leisure trend
• There’s an opportunity to swing the pendulum the other way

Figure 71: Petit St. Vincent Instagram post, 2023

• Data sources
• Consumer survey data
• Consumer qualitative research
• Mintel Trend Drivers
• Abbreviations and terms
• Abbreviations
• Terms

TECH AND MEDIA IN LEISURE

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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