Pathways Forward:
Confidence, Planning
& New Possiblilities

Canada

June 2025

FFFFF



rrrrr

Preface

Over the past year, significant changes have occurred in Canada. Artificial Intelligence (Al) has transformed the way
Canadians work. Trade tensions with the United States have increased tariffs on Canadian imports and exports.
Meanwhile, on April 28, Canadians elected a new federal government.

These significant changes have brought uncertainty to Canadians, but also opportunities for businesses.
Intuit Research partnered with Kantar Profiles to conduct a nationwide survey of 1,015 Canadian respondents between
May 14 and May 29. This survey examines consumer sentiment, economic confidence, and Al usage among Canadians

during this transformative period.

| hope this report inspires you on what your business should do next during this period with new possibilities.

Vincent Kwong

Director & Partner

Intuit Research

Toronto
vincent.kwong@intudresearch.com
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About our study

Fieldwork period
May 14¢ 29, 2025

Methodology

Online interviews with respondents
recruited through Kantar Profiles

Total sample size
n=1,015



About our respondents

By gender
Male Female
91% 49%
By age

2129 3039 4049 5059
25% 26% 24% 26%

By annual household income (before tax)

Under $40,000 24%
$40,000- $69,999 230,
$70,000- $99,999 21%
$100,000- $149,999 20%
$150,000 or above 11%

Survey language
English 90%
French 10%

* Percentages may not add up to 100% due to rounding.

By region

YT/ NT/ NU
<0.5%

= research

NS/ NB/
NL/ PE

6%



Four major themes
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Polarized opinions
2y | FYylIRIQ

While Canadians have polarized
2LIAYA2YaAa 2y | Iyl
are worried about their finances.

Inflation, rising rents and property
prices, as well as high personal
debt are the major sources of
financial stress.

Page 7
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Making the
smart choice

While Canadians consider price to
bela Mare impaiadz KB when:
shopping, they do not

compromise on quality.

Canadians pay more attention to
retailer promotional materials
than they did in the past. They
also show stronger support for
local brands.

Page 13

03

Ready to grow,
open to guidance

Canadians are eager to build their
wealth. 73% often look for ways to
grow their savings. Yet, only 32%
prefer to plan their finances well

in advance. They are also less
familiar with financial products.

Only 29% of Canadians are

G CAY Ll yOR Ivith doadS & |
knowledge and discipline in
personal finance management.

Page 19

04

Canada signals
openness to Al

Many Canadians have experience
with Al. 61% have already used it,
while 21% are open to trying it.

Information search, idea
generation and receiving
recommendations are common
uses of Al among Canadians.
NR & ¢
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Other contents In this report
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Way About
forward Intuit Research

Businesses should strike a balance
between shoriterm demands and
long-term objectives to ensure
sustainable growth.

Page 34 Page 37
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and 34% feel pessimistic.

| 2y FARSYOS Ay /Iyl RIQa TdzidNB

Net
confidence *

34% 26% +06y pt

Somewhat/ Very Neutral Somewhat/ Very
pessimistic hopeful

* Net confidence is calculated by subtracting % of respondents feeling somewhat/ very pessimistic from % of respondeygstieaivhat/ very hopeful.
vdzSadA2yyY b2¢g GKIFIG GKS wnuwp /IFYFRAFY FSRSNIE St SOGA 2 yPedse skleciiah anSwér. LI | OS 2y | LINAf HYy I K29
Base: All respondents (n=1,015)
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Their top current concerns include inflation, economic growth, housing Qrintuit
affordability and availability, as well as the healthcare system.

Major issues to address (Top 3 rank %)

46 43y 3% 33 24

Affordability of daily Economic growth and Housing affordability and Healthcare system Taxes and government
essentialge.g. groceries, gas, job opportunities availability spending
household items, etc.)

1 /o 13 1 2 1 10 10

Immigration and refugee Mental health services anc Climate change and

Public safety and Support for seniors and
policy addiction treatment environmental protection

crime prevention [ FYyFRFQa | 3Ay3a LR

* Other issues covered in the questionnaire include: Education and student financial support (7%), Childcare and fantil{7$t)p@Bupport for science, technology and innovation (7%), Indigenous
reconciliation and rights (5%), Transportation infrastructure (4%).

Question: WhiclTHREIBf the following issues do you think should receive the most attention after the 2025 Canadian federal election? Pleasp setbcee.
Base: All respondents (n=1,015)



- | o Qrintuit
The majority of Canadians do not feel financially secure. ‘

Confidence in personal finances

/ agree with the statement
O FY 62NNASR | 62dzi Yé

Question: The following statements describe your current attitudes toward your personal finances. How much do you agespeendih the following statements? Please select an answer to each
statement.
Base: All respondents (n=1,015)
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Their financial stress is mainly driven by inflation, rising rents and property Qrintuit

prices, as well as high personal debit.

Major reasons for personal finance worries
(among those who are worried)

0 /% 43y 40y 34 33

Increased price of goods Increased rents and High personal debk.g. credit

Loss of savings Uncertainty about retiremer
and services property prices card, line of credit, personal loans)

or insufficient
retirement savings

30 24 240 2 2%

Increased government tax  Increased interest rates Political instability

Increased healthcare cost:
on borrowing

not covered by insurance

* Other reasons covered in the questionnaire include: Increased spending from my children (19%), Company layoffs (18&4ls S8&t), Increased support for aging parents or family members
(15%), Loss of investments (14%).

Question: Where does the stress about your personal finances come from? Please select all applicable answers.
Base: Respondents who worry about their personal finances (n=610)
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Besides spending less, Canadians work hard to look for extra sources of Qrintuit
Income during economic uncertainty.

Activities during economic uncertainty

Consumption and spending Cook more meals at home instead of dining out

adjustments

Housing and living

adjustments

Income generation

Savings and debt
management

Others

Switch to cheaper brands or generic products

Spend more time on free or lowost hobbies

Buy in bulk to save money

Delay major expenseés.g. cars, electronics, home improvements)
Cancel or reduce subscriptio@sy. streaming, magazines, gym)
Cancel or postpone major travel plans or vacations

Reduce local travel to save on expengas gas and parking)

Cut back on nofessential healthcare or insurangeg. dental, vision)
Use credit cards or buyow-pay-later options more often

Move to a smaller or more affordable home

Take on roommates or move in with family to save on housing cos
Look for extra sources of inconeg. parttime work, freelancing)

Sell unused items to generate cash

Increase savings or emergency fund contributions

Use savings or emergency funds to cover daily expenses

Talk to a financial advisor

Delay debt repaymene.g. only paying the minimum)

Refinance or consolidate debt

Apply for government benefits or financial assistance programs
Delay or avoid having children or expanding the family

53%
41%
37%
36%
36%
32%
27%
26%
19%
17%
27%
17%
54%
37%
29%
24%
24%
20%
12%
21%
15%

Question: People may consider doing certain things during times of economic uncertainty. Which of the following applyPleageuselect all that you are likely to do.

Base: All respondents (n=1,015)
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Making the smart choice




While Canadians consider price to be a more important factor when
shopping, they do not compromise on quality.

How people are changing their shopping habits

(Somewhat/ Strongly agree %)

Price has become a more important factor

Choosing a product with more positive reviews has
become more important than choosing a cheaper one

Question: How much do you agree or disagree with the following statements? Please select an answer to each statement.
Base: All respondents (n=1,015)

,,,,,,,,,,,
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Canadian shoppers have become savvier. Now, they pay more attention to Qrintuit
loyalty points, free samples, discount coupons, and promotional flyers.

How people are changing their shopping habits

(Somewhat/ Strongly agree %)

69%

Making more effort to collect loyalty points

Putting more trust on private label brands/ house branc 57%
Valuing free samples (e.g. meals and cosmetics) more _ 56%
Making more effort to collect discount coupons _ 56%
More inclined to read flyers in the mailbox _ 5509

Question: How much do you agree or disagree with the following statements? Please select an answer to each statement.
Base: All respondents (n=1,015)
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While spending less on many products and services, Canadians expect to Qrintuit
spend more on groceries because they plan to cook at home more often.

How people are changing their shopping habits

Net intent * Net intent * Net intent *
(%) % pt (%)

O&* Vegetables 10po +19 & Cleansing products 15% 1 Q¢ OTC medicine 27% 10
Fruits 11% +19 Personal care products 13% 177 Health supplements 22% -1
Meat 18% +7 Cosmetics & skincare 25% -7 Fitness & wellness 29% -6
Eggs 12% +13 Kitchen supplies 21% w -8 §3 © streaming services 21% 1794
Dairy products 12% +12 Home maintenance 23% 139 Movies in cinemas 36% 17%
Frozen food 21% -2 Baby care products 26% 26% 0 4@ 63 Travel by car 21% +2
Snacks, candy & nuts _ 30% 17% Pet food & supplies 17% +4 Flight tickets 33%
Soft drinks 33% Qﬂ Furniture 36% Cruises 37%
Coffee for home use 18% +2 Home appliances 34% 18% Hotels 3504
Outof-home coffee 35% 16% Home electronics 33% 17% Guided tours/ holiday packag  35%
Quick service restaurant:  36% Smartphone & tablets 30% 19%
Fine dining at restaurant:  44% {199 Footwear 27% 179 Legend:

= Beer 29% Apparel 9% Spend less About the same

Wine 33% 16% Jewelry 44% B spend more
Spirits 33% 15%

Net intent +10 % pt or above green
Net intent-10 % pt or below i

[EEY
©
o

Vapes & tobacco produc  30%

* Net intent is calculated by subtracting % of respondents spending less from % of respondents spending more.

Question: Do you intend to spend more, about the same, or less on the following products or sevgictse next 12 month3 Please select an answer for each product or service. If you do not
currently buy a particular product or service, please select "l don't buy it currently".

Base: Respondents buying product or service types 16




Instead of going for cheaper options, Canadians tend to spend less on Qrintuit

arc

alcoholic beverages and fashion by buying less often.

How people are spending less
(among those who spend less on product and service types)

Total buy Total buy
less cheaper option:
I B

@l Beer 57% 25% 75% 43%

Wine 52% 29% 71% 48%
Spirits 60% 22% 718% 40%
Legend:
ﬂ QQ Footwear 46% 32% 68% 54% Buy less
. Do both
Apparel 42% 34% 66% 58% Buy cheaper options

* Percentages may not add up to 100% due to rounding.

Question: You just mentioned you expect to spend less on the following products over the next 12 months. Will you buydbassper options, or both? Please select an answer for each product.

Base: Respondents spending less money on product or service types

17



Qintuit
Canadians show stronger support for local brands than they did before.

Attitude toward buying Canadian

oBuying a local Canadian brand
has become more important to n@ €

13% 19% 68%

Somewhat/ Neither Somewhat/
Strongly disagree Strongly agree

Question: How much do you agree or disagree with the following statements? Please select an answer to each statement.
Base: All respondents (n=1,015)
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Canadians are eager to build their wealth. 73% often look for ways to grow S Infuit
their savings.

Savings mindset

dl often look for ways
to grow my saving® €

10% 17% 13%

Somewhat/  Neither Somewhat/
Strongly disagree Strongly agree

Question: The following statements describe your current attitudes toward your personal finances. How much do you ageggeendiih the following statements? Please select an answer to each
statement.
Base: All respondents (n=1,015)

20



While the majority of Canadians are confident in managing their personal Qrintuit
finances, many are less familiar with financial products.

Financial knowledge

(Somewhat/ Strongly agree %)

Confident in my ability to manage my personal finance: _ 65%
Having good knowledge of the financial market _ 50%
Finding it easy to compare financial products - 2990

Question: The following statements describe your current attitudes toward your personal finances. How much do you ageggeendiih the following statements? Please select an answer to each
statement.
Base: All respondents (n=1,015)
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Only 32% of Canadians prefer to plan their finances well in advance. Less Oln’fUlf
than half regularly monitor their spending.

Savings mindset

(Somewhat/ Strongly agree %)

Having a clear financial plan _ 52%
Keeping track of the spending regularly _ 42%

Trying to avoid spending on credit _ 37%

Feeling uncomfortable if not meeting the saving goals _ 3500

Prefer to plan far ahead rather than living in the momel _ 329%

Question: The following statements describe your current attitudes toward your personal finances. How much do you ageggeendiih the following statements? Please select an answer to each

statement.
Base: All respondents (n=1,015)
22
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Canadians are also less familiar with seeking professional financial advice.

Seeking financial advice

dl know how | should seek
professional financial advic@ €

42% 25% 33%

Somewhat/ Neither Somewhat/
Strongly disagree Strongly agree

Question: The following statements describe your current attitudes toward your personal finances. How much do you ageggeendiih the following statements? Please select an answer to each
statement.
Base: All respondents (n=1,015)
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Intuit Research has identified four customer segments in Canada, based on S intuit
their saving mindsets, money stress and financial knowledge.

Segmenting Canadians by saving mindsets, money stress and financial knowledge

Financial
Stewards

Segment size 20, 30y 270, 14

* Respondents are segmented by their current attitudes toward personal finances through cluster analysis.
Base: All respondents (n=1,015)
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Financilal Stewards

29)/oof the population (2159 years old)

Financial planning and management attitudes Actions during economic uncertainty * ’

Savings mindset Over index:

Often look for ways to grow savings B
. ABuy in bulk: 44%
Have a clear financial plan ,
A Increase savings or emergency fund contributions: 41%

< <<

Prefer to plan far ahead i ] ) )
A Talk to a financial advisor: 27%

Money stress

Feel financially secure Below index:

<<

A Male : Female = 57% : 43%

ADeIay debt repayment: 10% A Aged 2139 : 4059 = 40% : 60%
A Have more liquid assets than other

Uncomfortable with not meeting financial goal

Financial knowledge

Confident in managing finance o
segments: 11% have total liquid assets

over $500,000
A With higher income: 42% earn over

$100,000 in household (before tax)

Easy to compare financial products

Know how to seek financial advice

< <<

* Areas reflecting stronger financial planning confidence and discipline
are highlighted with green bullets, while all other areas are marked

with pink bullets.
25




Confident Yet Unprepared

30%0f the population (2159 years old)

Savings mindset

Often look for ways to grow savings

<<

Have a clear financial plan
Prefer to plan far ahead
Money stress
Feel financially secure
Uncomfortable with not meeting financial goal

Financial knowledge

Confident in managing finance
Easy to compare financial products

Know how to seek financial advice

research

Over index:

A Talk to a financial advisor: 28%
Use savings or emergency funds to cover daily

expenses: 29%

Use credit cards or buyow-pay-later options more
often: 23%
A Male : Female = 59% : 41%
Below index: A Aged 2139 : 4059 = 65% : 35%
A Have more liquid assets than other
segments: 8% have total liquid assets

over $500,000

Cook more meals at home: 39%
Switch to cheaper brands or generic products: 27%

Delay major expenses: 26%

* Areas reflecting stronger financial planning confidence and discipline
are highlighted with green bullets, while all other areas are marked

with pink bullets.
26



Driven But Unsure

27%of the population (2159 years old)

Savings mindset Over index:

Often look for ways to grow savings V

. . A Switch to cheaper brands or generic products: 48%
Have a clear financial plan
Delay debt repayment: 29%
Prefer to plan far ahead V

Money stres: index:
Money stress Below index:

Feel financially secure

Uncomfortable with not meeting financial goal  \/ Increase savings or emergency fund contributions: 21% A Male : Female = 41% : 59%

. . . . . - o . 0
Financial knowledge Talk to a financial advisor: 19% A Aged 2139 : 4659 = 50% : 50%

_ _ o A Have fewer liquid assets than other
Confident in managing finance
segments: only 3% have total liquid

Easy to compare financial products assets over $500,000

Know how to seek financial advice

* Areas reflecting stronger financial planning confidence and discipline
are highlighted with green bullets, while all other areas are marked
with pink bullets.

27




Passive Conservers

14%of the population (2159 years old)

Financial planning and management attitudes

Savings mindset

Often look for ways to grow savings
Have a clear financial plan
Prefer to plan far ahead
Money stress
Feel financially secure

Uncomfortable with not meeting financial goal

Financial knowledge

Confident in managing finance
Easy to compare financial products

Know how to seek financial advice

V

Actions during economic uncertainty *

Over index:

A Cook more meals at home: 65%
A switch to cheaper brands or generic products: 52%

A Have free or lowcost hobbies: 46%

Below index:

A Male : Female = 39% : 61%

Increase savings or emergency fund contributions: 18% A Aged 2139 : 4059 = 41% : 59%

Talk to a financial advisor: 16% A Have fewer liquid assets than other
segments: only 2% have total liquid
assets over $500,000

A With lower income: 66% earn less than

$70,000 in household (before tax)
* Areas reflecting stronger financial planning confidence and discipline

are highlighted with green bullets, while all other areas are marked
with pink bullets. o8



Canada signals openness to Al




Many Canadians have experience with Al. 61% of Canadians have already Qrintuit
used it, while 21% are open to trying it.

Al usage

| have used Al and am eager to explore new Al tools o 0
products. _ 0% 6 1
%

—

| have used Al and feel that current tools already meet Have used Al
needs. 32%

| have not used Al, but | am open to trying it. 21%

| have not used Al and do not plan to use it. 18%

* Percentages may not add up to 100% due to rounding.
Question: Now, we will discuss Atrtificial Intelligence (Al). Which of these statements best describes your attitude te\WaabsAlselect an answer.
Base: All respondents (n=1,015)
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Information search, idea generation and receiving recommendations are

common uses of Al among Canadians.

How Al is used

(among those who have used Al)

Knowledge and decision
support

Creative and content
generation

Writing and language

Productivity and
automation

Others

To search for information

To learn a new skill or topic

To get recommendation.g. for travel, books, movies, etc.)

To get financial advice or budgeting tips

To brainstorm ideas

To generate images

To create content for social media, marketing, or advertising
To generate videos

To generate music or sound content

To improve writing or grammar

To draft documentge.g. emails, resumes, reports)

To translate text

To summarize long documents or complex information

To manage time, tasks or productivity

To analyze or interpret data

To automate repetitive tasks.g. scheduling, formatting, workflows)
To create presentations or slide decks

To create chatbots or scripts for customer service

To write or debug code

To have casual conversations with Al

Qintuit

53%
36%
35%
24%
39%
33%
20%
16%
16%
38%
36%
35%
31%
29%
26%
23%
21%
17%
13%
34%

Question: How do you use Al? Please select all applicable answers.
Base: Respondents who have used Al (n=622)
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Besides curiosity, Canadians use Al because it is quick and convenient. The@"l!‘!ip!’!
also believe Al can improve their work quality.

Reasons for using Al
(among those who have used or are open to use Al)

To get quick answers or support anytime

To save time and be more efficient

Out of curiosity or interest in Al

To improve the quality of my work

Because it is available and easy to access

To get help with tasks | am not good at

To simplify complex tasks or information

To try new technology and stay {ip-date

To be more creative or come up with new ideas
To automate repetitive or tedious tasks

To explore how it can help my career or business
To save money compared to hiring someone

Because people | trust are using it

38%
35%
33%
32%
32%
32%
29%
22%
21%
16%
14%

44%
43%

Question: Why do/ would you use Al? Please select all applicable answers.
Base: Respondents who have used or are open to use Al (n=833)

32



Meanwhile, some Canadians have no plans to use Al mainly due to their

concerns about result accuracy and data security.

Reasons for not using Al
(among those who have not used Al and do not plan to use it)

| don't trust Al or its accuracy

| prefer doing things myself

I am concerned about privacy or data security

It feels impersonal or robotic

I worry it will replace human jobs

L R2y QG &aSS I Of S NJ oSy S
Li R2SayQi FAlG Ayid2 Yeé RIAe
| am concerned about bias or fairness in Al

| am afraid of becoming too dependent on technology:

46%
44%
36%
32%
30%
30%
22%
21%
19%

L R2y Qi dzyRSNAEGI YR K2¢ ANilimmgzil 14%
L R2y Qi KI @S GAYS (2 SELW2ZNS 12%

L R2Yy Qi 1y2¢ 66KAOK (22t anmimzom 10%
| find it hard to use or confusing 89
| have had a bad experience with Al tools 5%

t S2LX S L (y26 R2y Qi dza S [2NI 49

vdzSailiAz2yyY 2Keé R2y Qi @&2dz dza$S !LK tftSIFa&as
Base: Respondents who have not used Al and do not plan to use IT (n=182)

asSt SOt Ittt FLIWXAOLIOES yasgSNaO®
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Way forward




Businesses should strike a balance between stesrh demands and long Qrintuit
term objectives to ensure sustainable growth.

Reassess Reach Canadians Incorporate Al

price sensitivity at the right moment In communications

While considering price to be a more Canadian shoppers are becoming savvier. Now, 61% of Canadians have experience with Al.
important factor when shopping, Canadians do they interact with more touchpoints than they  Information search, idea generation and

not compromise on quality. did before. receiving recommendations are common uses

of Al among Canadians.

So, avoid overelying on frequent price cuts to  In times of uncertainty and potential budget
grow your market share. It will lower your cuts among corporations, along with a In addition to SEQ, it is also crucial for your
0N} YRQA LISNOSAGSR vy 2 N¥pbténtialyhohgerEehsumer journey, it is brand to have an answer engine optimization

essential for your brand to clearly define the (AEO) strategy in place. Compared to SEO, AEO
LyadSIFRZI NBFaaSaa 02y aaeotehdh Quchadldt. OS a Sy & A U A @y gely less on clicks and keywords.
toward your brand.

Develop a holistic communications strategy thatwS @A S @2 dzNJ o N} YRQA RA3IA

With techniques such as discrete choice effectively uses paid, owned, and earned website, social media,-eommerce and
modeling, brands can identify the optimal media. Choose your media channels and anything outside your domain regularly. A good
selling price, the impact on market share, and vehicles wisely. AEO strategy helps your brand appear in Al
the source of market share gain. search results.

Adjust your abovehe-line and belowthe-line

marketing spend to ensure your brand reaches Stay upto-date with the latest Al news and

customers effectively. products on the marketplace and explore the
potential of using these Al products in
marketing communications.
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Businesses should strike a balance between stesrh demands and long Qrintuit
term objectives to ensure sustainable growth.

Make your brand Build wealth

better recognized with Canadians

With increased exposure to various While 73% of Canadians often look for ways to

touchpoints, Canadians are more likely to grow their savings, only 32% prefer to plan

encounter a broader range of brands and their finances well in advance. They are also

content than before. less familiar with financial products.

Therefore, Canadians may pay less attention to For financial institutions, enhance your role as LSO ) YLINGSINR ISR E .addd ! yad

AYRAGARdZ £ 06 NF YR&aD 9y KHe godoSlestnatidzNda mdlethdR Q & Gt AaaA DS droRps.da SNIIS NA €

distinctive assets (such as slogan and packagingjommunications. A Explain the importance of disciplined

to ensure your brand stands out in a financial management, especially to the

competitive landscape. Also, reassess current Before offering advice, identify theegment G/ 2y FARSY G | cBsiomérs/ LINS LJ- N

marketing materials and adapt them as needed. groupto which your customers belong by A Be ready to explain your productsgneat
understanding their motivations and behaviors. detail, especially to the wealthier and more

WRSNRGIYR @2dzNJ O2yadzYSNEQ alLlRyidl yS2dzi sophisticatedt CA Y I Y OA Lt { GS &I NJ

responses to your materials through market Deliver relevant information and maintain

research. This is to ensure Canadians love and ongoing engagement with your customers.
better recognize these materials without effort A Advise basic investing principles (such as
when they first see themi. vV (1 dzA G w S & S | N fipartance of financial planning, and

Nudge Tesis a good option for conducting how registered accounts and investment
these assessments. products work), especially tothie/ 2 Y FA RSy

36
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Qrintuit
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