EIGHT IN TEN (83%) CANADIANS SAY-THEIR WEEKLY
GROCERY BILL HAS INCREASED IN THE LAST SIX

MONTHS

APRIL 26, 2024

MOST REPORT PAYING MORE FOR GROCERIES
IN LAST SIX MONTHS

. Up to $50 2V Eight in ten Canadians (83%) say their
weekly grocery bill has increased in the

. $51-$100 last six months, by $78.90* on average.
$101-8150 -w@ Over a third (36%) report their weekly

grocery bill has increased by up to $50 in

151-$2 the last six months, a quarter (26%) say this
$151-$200

is between $51 to $100 (+3 points from last

. $201+ April), 7% say this is between $101-$150 per

month (+1 point from last April). Only 16%

MY GROCERY BILL say their bill has not increased in the last
HASN'T INCREASED

six months.

Lower-income households see larger increases in their weekly grocery bills than higher-income
households. A third (33%) of those earning less than $40,000 say they spend $51-$100 more compared to
21% of households earning $60,000-$100,000. By contrast, higher-income households are more likely to
report paying up to $50 extra (27% <$40K, 42% $40K-<$60K, 40% $60K-<$100K, 39% $100K+).

*excludes $201+ responses

CANADIANS CUT BACK FURTHER TO DEAL
WITH COST OF LIVING
Looking at flyers for sales N 17, 13A
Cutting back on dining out I 417,134
Putting off purchases like new clothing, etc. NN 537,134
Using a couponing or sale app to save money I 357+ A
Switched my regular grocery store for one | think is cheaper I 347, A
Buying fewer fresh fruits and vegetables I 347, 5A
Eating less meat . 337, 4A
Dipped into my personal savings to make ends meet I 29, +7 A
Pausing on saving for retirement I 21%t6A
Using money | was setting aside for retirement Il 15%
Accessing food banks Il 11% +1 A
Delayed or did not renew a medical prescription Il 10%+1A
None of the above wml 7% 3w

To deal with the higher cost of living, six in ten Canadians (61%) have looked at flyers for sales and
have cut back on dining out this year (+13 points from April 2023). Over half (53%) have put off
purchases like new clothes (+13 points from April 2023). Savings are also taking a hit, with three in
ten (29%) dipping into personal savings to make ends meet and two in ten (21%) pausing on saving
for retirement.
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ABOUT THIS

MEDIA RELEASE

ABOUT THE STUDY

These are some of the findings of an lpsos poll conducted between April 17 to 18, 2024, on
behalf of Global News. For this survey, a sample of 1,001 Canadians aged 18+ was
interviewed. Quotas and weighting were employed to ensure that the sample’s
composition reflects that of the Canadian population according to census parameters.
The precision of Ipsos online polls is measured using a credibility interval. In this case, the
poll is accurate to within + 3.8 percentage points, 19 times out of 20, had all Canadians
aged 18+ been polled. The credibility interval will be wider among subsets of the
population. All sample surveys and polls may be subject to other sources of error, including,
but not limited to coverage error, and measurement error.

For more information on this news release, please contact:

Darrell Bricker

CEQ, lpsos Global Public Affairs
+1 416 324 2001
Darrell.Bricker@ipsos.com

ABOUT IPSOS

lpsos is the world’s third largest market research company, present in 90 markets and
employing more than 18,000 people.

Our passionately curious research professionals, analysts and scientists have built unique
multi- specialist capabilities that provide true understanding and powerful insights into the
actions, opinions and motivations of citizens, consumers, patients, customers or employees.
We serve more than 5000 clients across the world with 75 business solutions.

Founded in France in 1975, lpsos is listed on the Euronext Paris since July 1st, 1999. The
company is part of the SBF 120 and the Mid-60 index and is eligible for the Deferred
Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA, Bloomberg IPS:FP

http://www.ipsos.com/
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