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TORONTO, June 21, 2022—A new Yahoo Canada/Maru Public Opinion survey released 
today finds a majority (68%) of Canadians believe the country is headed towards a 
recession, and most (56%) feel the central bank’s interest rate hikes will fuel, not cool, a 
recession.

With food (86%) and gasoline (82%) at the top of a long list of potentially month-over-
month cost-sensitive items and activities that were tested; a majority (56%) of Canadians 
are now on a consumer diet having set stricter priorities and reduced spending in the past 
month due to high inflationary prices. 

This pulling in of the horns is borne out by the fact that equally as many are worried (56%) 
that inflation is causing them some serious money issues, along with another group of just 
over one in ten (13%) who say they’re panicked over their current pinched money woes.

And as a piece of collective advice against a backdrop of battered financial markets, two-
thirds (66%) of Canadians say ditch the stocks and invest money elsewhere.

Key findings

A majority (68%) believe the country is headed towards a recession

A recession is marked by a six-month decline in economic activity—where consumers stop 
spending, which causes sales to drop, businesses to cut costs and reduce prices, postpone 
new investments, and start laying off people. Based on what Canadians have seen, read, 
and heard recently, a majority (68%) say the country is headed towards one, while one in 
six (17%) believe it has already arrived. This compares with a fraction (15%) of Canadians 
who say that neither is happening and the concern about a recession now or later is 
exaggerated.

Those most likely to believe that Canada is currently in a recession reside in Alberta 
(20%), followed by those living in Manitoba/Saskatchewan (18%) and Québec (18%), 
Ontario (17%), and Atlantic Canada (17%), and British Columbia (13%). Men (18%) are 
slightly more likely than women (16%) to believe that the recession is upon the country, 
while those who have the least income in their wallets (less than $50,000 per annum, 
20%) are most likely to believe that that scenario. Every other socio-economic descriptor 
approximates the national norm.

The majority (56%) believe central bank interest rate rise will fuel, not cool, 
recession

A majority (56%) of Canadians believe that raising of interest rates by the central bank will 
plunge the country headlong into a recession compared with the remainder (44%) who say 
the action will cool the inflation rate and thus avoid a recession.

Fueling not cooling a recession
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Those most likely to believe that the central bank could plunge the country headlong 
into a recession by raising interest rates to reside (56%) in Alberta (63%), followed 
by those living in Québec (60%), Atlantic Canada (58%), British Columbia (55%), 
Ontario (52%), and Manitoba/Saskatchewan (50%). Women (59%) are more likely 
than men (52%) to hold this view. While the same feeling exists among a majority 
of Canadians in every socio-economic category, those who are middle-aged (35-54, 
59%), those who are middle income or higher ($50,000+, 57%), and those with 
college or less education (58%) are more pronounced with this assessment.

A majority (56%) of Canadians set stricter priorities, reduce spending 
due to high prices

A majority (56%) of Canadians indicate they have set stricter priorities and reduced 
their spending in the last month, specifically because of higher prices – compared to 
a minority (44%) who have not yet changed their consumer habits from the 
previous month.

Those most likely to have taken steps to pull in their horns reside in Atlantic Canada 
(74%), followed by those living in Alberta (63%), British Columbia (55%), Ontario 
(54%), Manitoba/Saskatchewan (53%), and Québec (52%).

Women (62%) are more likely than men (50%) to have recently self-imposed a set 
of stricter priorities and reduced their spending, along those who are middle-aged 
and older (35+, 57%), along with those who have the lowest income (less than 
$50,000, 60%), and the least amount of education (high school or less 59%).

It should be noted that a majority of Canadians in each demographic or socio-
economic group have set stricter priorities and reduced spending. While most 
middle-aged and older Canadians are more likely to have taken these steps (57%) 
to do so, a majority (52%) of the youngest Canadians (aged 18-34, 52%) have also 
done so. Such is the same for those who have a middle income ($50,000-$99,000, 
55%) and those in the highest earnings category ($100,000+, 53%) compared to 
their least income-earning counterparts (less than $50,000, 60%).

For those on a spending diet, food (63%) is at the top of the reduction 
list

Of those who say they have personally set stricter priorities and reduced their 
spending in the past month (56%), they have the following activities/products this 
month over the last month:

•Food 63%—purchased from stores including groceries/restaurants
•Entertainment 55%—tickets and associated items related to things like movies/ 
stage shows, personal sports activities/attending sports events
Clothing and footwear 54%  
Gasoline/petrol 53%
Vehicle use 44%—owned or rented cars/motorcycles/scooters 
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Recreation, education, and reading 40%—vacation trips and traveler 
accommodation/tours, cultural activities/school/skill training
Household operations 36%—furnishings and equipment/furniture and 
household textiles
Home entertainment 35%—equipment, parts, and services/video equipment 
and gaming consoles/purchase of digital media      
Stimulants 31%—alcoholic beverages/tobacco products and smokers' supplies/ 
cigarettes/recreational cannabis
Health and personal care products/services 25%
Air transportation 24%
Energy 23%—hydro/natural gas/other      
Other household goods and services 22% —financial services/ 
communications/telephone/internet         
Transportation 18%—public transportation/local and commuter transportation/ 
inter-city transportation
Shelter 6%—rent/mortgage interest cost/homeowners' replacement cost/other 
owned accommodation expenses 

Food (86%) and gasoline (82%) are on the top list of costlier items

Canadians were asked to identify items purchased that cost either themselves or 
people in their household more this month than last month. Food (86%) and 
gasoline (82%) top the price-affected categories, followed by a long list of items 
in their purchasing basket where costs appear to have risen from last month to 
now:

•Food 86%—purchased from stores including groceries/restaurants
•Gasoline 82%
•Energy 48%—hydro/natural gas/other      
•Health and personal care 45%
•Clothing and footwear 40%   
•Other household goods and services—financial services/ communications/ 
telephone/Internet         
•Stimulants 36%—alcoholic beverages/tobacco products and smokers' supplies/ 
cigarettes/recreational cannabis 
•Recreation, education, and reading 36%—vacation trips and traveler 
accommodation/tours, cultural activities/school/skill training
•Vehicle 34%—purchased new-used-recreational/maintenance and 
repairs/insurance premiums     
•Household operations 33%—furnishings and equipment/furniture and 
household textiles
•Entertainment 32%—tickets and associated items related to things like 
movies/stage shows, personal sports activities/attending sports events
•Shelter 31%—rent/mortgage interest cost/homeowners' replacement cost/ 
other owned accommodation expenses         
•Transportation 28%—public transportation/local and commuter transportation 
/inter-city transportation
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Home entertainment 27%—equipment, parts, and services/video equipment and 
gaming consoles/purchase of digital media
Air transportation 24% 

A majority (56%) are worried as inflation is causing them some serious 
money issues, just over one in ten (13%) are panicked

Regarding the impact of inflation and their ability to buy necessities for themselves 
and/or their family nowadays, a majority (56%) indicate they are worried about
inflation causing them severe money issues. This compares with just over one in ten 
(13%) who say they’re panicked. Both groups compare to the remaining (31%) who 
offer that they’re comfortable and that inflation does not impact on them.

Those who are panicked (13%) are most likely to reside in Alberta (22%), followed 
by those living in Manitoba/Saskatchewan (16%), Québec (13%) and Ontario (12%), 
Atlantic Canada (10%) and British Columbia (8%). Women (16%) are more likely 
than men (10%) to feel panicked. While every other socio-economic and 
demographic category is approximately within the national norm, young Canadians 
(aged 18-34, 17%) are most likely to admit feeling this way.

The majority (66%) say ditch the stocks and invest money elsewhere

A majority (66%) of Canadians say that now is not a good time to invest in the stock 
market; instead, it’s time to avoid it and invest money elsewhere. 

Despite the battered markets, a minority (34%) of those, likely to see a potential 
bargain in it all, believe that now is a good time to invest in the stock market.

Those with the highest income ($100,000+, 45%) and with the highest level of 
education (University+, 41%) are the most likely to believe that now is good time to 
invest in the stock market. While those who are the least income earners (less than 
$50,000 per annum, 77%) and those who are the oldest Canadians (55+, 70%) 
many of whom are on a fixed income, are most likely to say that now the time to 
avoid the stock market and invest the money elsewhere.

-30-

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 June 17-19, 
2022, among a random selection of 1,515 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. 

https://www.marugroup.net/polling
https://www.marublue.com/
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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.

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

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