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TORONTO, May 26, 2022—A new Yahoo Canada/Maru Public Opinion survey released 
today finds a majority (78%) of Canadians believe the country is either in a recession now 
(55%) or headed towards one in the next three months (23%), with half (52%) of 
Canadians setting tighter priorities and having reduced their spending over the past month. 
Underpinning this recessionary view is two-thirds (62%) of Canadians believe the economy 
is moving on the wrong track.

Recession reductions

Technically, a “recession” can be described as a period of temporary economic decline in a 
country during which trade and industrial activity are reduced. On the news, this might be 
reported as “a fall in Gross Domestic Product (GDP) in two successive quarters (six 
months).” For consumers, a recession is marked as a period where there is a decline in 
economic activity. When this happens, consumers set stricter priorities and reduce their 
spending. As sales drop, businesses typically cut costs, reduce prices, and postpone new 
investments.

Based on what they’ve seen, read, heard, or are personally experiencing, a majority (55%) 
think the country is experiencing a recession compared with the minority (45%) who don’t 
share this perspective. 

Of those who believe that the recession is already underway in Canada are most likely to 
reside in Atlantic Canada, followed by those living in Alberta, Ontario (57%),  British 
Columbia (57%), Manitoba/Saskatchewan (56%), and Québec (46%). Women (60%) are 
more likely than men (50%) to have this view which they share with those who are in the 
lowest income range (less than $50,000, 60%). There are no real differences in age or 
income groups compared to the national average.

Those who think the country is not already in a recession (45%), half (52%) of them think 
the country will be in one three months from now—where consumers set stricter priorities 
and reduce their spending, causing businesses to typically cut costs, reduce prices, and 
postpone new investments.

When added together, a majority (78%) believe the country is either in a recession now 
(55%) or is headed towards one in the next three months (23%). 

Pinched pocketbooks

Of those focused on their financial position, one third (32%) of Canadians admit that it has 
become worse over the last month compared with less than one-in-ten (8%) who say that 
it has improved (for a net score of -24) – with the majority (60%) indicating that things 
have remained the same for them since the last month.

Regardless of their pocketbook assessment for the last month, half (52%) of Canadians 
indicate that they have set stricter priorities and reduced their spending. 

Recession time 
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Those most likely to be cutting back hail from Alberta (62%), followed by those living 
in Atlantic Canada (57%), Manitoba/Saskatchewan (53%), Ontario (52%), British 
Colombia (47%), and Québec (46%). Women (53%) and men (50%) are in sync with 
this approach to their wallets but are more likely to be among those who are the oldest 
Canadians (55+, 55%) and among those who are the lowest income earners (less than 
$50,000 per annum, 60%). 

The economy is moving on the wrong track

Underpinning this majority perception of a recession are stricter spending priorities and 
lessened expenditures is the view among two-thirds (62%) of Canadians that the 
economy is moving on the wrong track compared with the minority (30%) who believe 
that it’s headed in the right direction.

Those who believe that the economy is on the wrong track make up the majority of 
each of the provinces and regions, with Manitoba/Saskatchewan (77%) and Atlantic 
Canada (75%) being the high watermarks where virtually no other socioeconomic or 
demographic group differ much from the national average.
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Methodology

These are some of the findings from a study released by Maru Public Opinion
undertaken by its sample and data collection experts at Maru/Blue on May 20-23, 
2022, among a random selection of 1,517 Canadian adults who are Maru Voice Canada 
panelists. The results were weighted by education, age, gender, and region (and in 
Quebec, language) to match the population, according to Census data. 

For comparison purposes, a probability sample of this size has an estimated margin of 
error (which measures sampling variability) of +/- 2.5%, 19 times out of 20.
Respondents could respond in either English or French. Discrepancies in or between 
totals when compared to the data tables are due to rounding. 

Panel and data services provider Maru Blue is deeply rooted in the Maru/HUB 
technology platform and offers on-demand, high-quality, highly scalable online 
community samples of deeply engaged, known respondents. Excerpts from this release 
of findings should be properly attributed, with interpretation subject to clarification or 
correction. 

Maru Public Opinion is a professional services firm dedicated to improving its clients' 
business outcomes. It delivers its services through teams of sector-specific research 
consultants specializing in the use of Insight Community and Voice of Market 
technology. Maru Public Opinion does not do any work for any political party. Maru 
Public Opinion polls with supporting detailed tables are found here: Maru Public Opinion 
Canada. Corporate information can be accessed here: Maru Group.

https://www.marugroup.net/polling
https://www.marublue.com/
https://na01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.marugroup.net%2Fmaru-blue&data=04%7C01%7C%7Cdda8522e67dc4a4b040108d9d54ea637%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637775356033966621%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=H%2F2spsArLZDISCU7prxkhqkTXzh6LhOhClIvgN6oyd0%3D&reserved=0
https://na01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.marugroup.net%2Fpublic-opinion-polls%2Fcanada&data=04%7C01%7C%7Cdda8522e67dc4a4b040108d9d54ea637%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637775356033966621%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=LRdANmsjkMhPjkVz2WwmRUMJTWCFT%2F4P%2BuU%2F%2BR8JBUU%3D&reserved=0
https://na01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.marugroup.net%2F&data=04%7C01%7C%7Cdda8522e67dc4a4b040108d9d54ea637%7C84df9e7fe9f640afb435aaaaaaaaaaaa%7C1%7C0%7C637775356033966621%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C3000&sdata=UOtarYWeUbqfCSnggyOEbAiwNS9bDNnZH2%2FqPWbDgeE%3D&reserved=0
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For more information contact:

John Wright
Executive Vice President
Maru Public Opinion
Direct Toronto +1.416.700-4218
john.wright@marublue.com

The experience and insights platform

Maru Public Opinion is a research channel for the Maru Group

mailto:john.wright@marublue.com
http://www.marugroup.net/polling
http://www.marugroup.net/
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