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TORONTO, November 22, 2022—The results of a new Yahoo Canada/Maru Public 
Opinion survey released today reveal that high inflation has pushed half (49%) of 
Canadians and/or their family to make drastic lifestyle changes, with another one-third 
(33%) who say rising interest rates are pushing themselves and/or their family to the 
brink of financial despair. 

The survey also finds that in this financially challenging environment, a majority of 
Canadians (74%) are cutting back on spending, with many loading up on their credit 
card(s) to pay the bills (27%) and/or cashing out investments to shore up their finances 
and pay off debt (21%).

And while a majority (72%) of Canadians believe they’re financially prepared to weather 
a recession, the duration will determine how many will be able to do so. While one-third 
(34%) believe they’d be relatively unaffected for a year, four in ten (38%) admit they 
have enough of a cushion to stick it out for six months or so, and less (28%) believe 
they might succumb to it financially within the first month or so. 

Perhaps not unexpectedly, the overall findings from the survey highlight the plight of 
Canada’s youngest adults and those with lower incomes, who are more likely to be 
affected by the current economic headwinds and what might follow. The results also 
show that those who live in Alberta are most likely to believe they’re in the most 
precarious financial position.

The impact of high inflation and rising interest rates is more acute for some

 Those who are most likely to agree that high inflation has pushed themselves and/or 
their family to make drastic lifestyle changes (16%) are the youngest Canadians 
(aged 18-34, 25%), those with the lowest income (less than $50,000 per annum, 
21%), and those living in Alberta (27%).

 Those most likely to agree that rising interest rates are pushing them to the brink of 
financial despair (12%) are the youngest Canadians (aged 18-34, 23%) and those 
living in Alberta (19%).

Cutbacks, credit debt increasing, and investment cashing in

Given the current economic environment, three-quarters (74%) say they’ve cut back 
their spending in the past month to cope with rising costs. Further, three in ten (27%) 
have been loading up on their credit card(s) lately to pay the bills/make ends meet, and 
one in five (21%) reveal they’ve recently cashed in on some investments to shore up 
their finances/pay off debt.

 Those most likely to be cutting back on spending to cope with costs (30%) are the 
youngest Canadians (aged 18-34, 36%), women (33%), those with the least amount 
of income (less than $50,000 per annum, 35%), and those living in the Alberta 
(43%).

Pushed to the brink
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 Those most likely to be loading up on their credit card(s) to pay the bills/make ends 
meet (10%) are the youngest Canadians (aged 18-34, 19%), and living in either 
Alberta (15%) or Québec (13%).

 Those most likely to have recently cashed in some investments (7%) are the 
youngest Canadians (aged 18-34, 13%), those with the highest level of income 
($100,000+, 10%), and those living in the province of Alberta (12%).

Whether able to weather a recession comes down to a matter of time

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. And, while a majority (72%) of 
Canadians believe they’re financially prepared and able to weather a recession, the 
duration will determine how many will actually be able to do so. 

Should a recession occur, one-third (34%) of Canadians believe they’d be relatively 
unaffected for a year or more, with another four in ten (38%) who admit they’re 
prepared enough to likely stick it out for six months but not much more.  

At the other end of the spectrum, three in ten (28%) Canadians signal they’re not 
prepared to whether a recession with one in five (20%) who indicate they’re stretched 
already so they may be able to get by for a month or so before it becomes critical, and 
a remaining group (8%) who posit they are not at all prepared because they are 
already underwater financially and would be pretty desperate if a recession occurred.

 Those who say they are likely to be relatively unaffected (34%) are most likely to 
be older Canadians (55+, 47%), have the highest level of income ($100,000+, 
41%), are men (37%), and reside in either Québec (37%), British Columbia (36%), 
Manitoba/Saskatchewan (36%), or Ontario (35%).

Those who attest that they’ll be able to stick it out for six months but not much 
more (38%) are about the same proportion across the country with respect to age, 
gender, and income levels but are more pronounced for those residing in either Québec 
(45%) or Atlantic Canada (42%).

 Those who posit they’re not very prepared, so they might be able to weather a 
month or so before it’s critical (20%) are most likely to be 54 years of age or 
younger (25%), women (22%), the lowest income earners (less than $50,000 per 
annum, 26%), and living in Alberta (29%).

 Those who indicate they are already underwater and would be pretty desperate 
with the onset of a recession (8%) are most likely to be middle-aged (35-54, 
12%), earning the least amount of income (less than $50,000, 13%), and living in 
Alberta (14%).
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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 October 28-30, 2022, among a 
random selection of 1,528 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.

For more information contact:

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

The experience & insights platform
Maru Public Opinion is a research channel for the Maru Group
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