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RBC Consumer Outlook Index : One-in-Three U.S. Consumers Have Already Cut
Spending Because of Rising Gas Prices

Consumer Confidence Declines as Worries Mount on Rising Fuel and Food
Prices, Mideast Instability

New York, NY, March 4, 2011 - One-in-three U.S. consumers (32 per cent) has already
significantly reduced discretionary spending because of the increase of rising gas prices,
according to the monthly RBC Consumer Outlook Index. With the national average price at
approximately $3.20 per gallon at the time this survey was conducted (February 25-28, 2011)
another one-in-five (18 per cent) say they would reduce spending if gas prices climb to $3.75 per
gallon. Four-in-10 (41 per cent) place their pain threshold at $4.00 per gallon or more.

"There has been quite a lot of debate about the impact of rising gasoline prices on consumption
in general," said RBC Capital Markets chief U.S. economist Tom Porcelli. "Specifically, the
conversation focuses on what particular price level of gasoline would lead to a shift away from
discretionary spending. The RBC survey finds that this level has already been breached for 32
per cent of consumers, and is within range for another 18 per cent. Somewhat encouragingly,
however, is that 40 per cent of Americans place their threshold at or north of $4 per gallon.”

Consumer confidence for March sank for a third straight month, with the RBC Consumer Outlook
Index sliding to 42.5, down 2 points from February's 44.5. The March decline followed smaller
decreases the two preceding months, as consumers were further affected by climbing fuel and
food prices, instability in the Middle East and budget battles in Washington, D.C.

"What really stands out to us is worry about the future," said Porcelli. "The geopolitical issues of
recent weeks are seeping into expectations about markets and respondents' financial position.
The number of people who expect the value of their investments to 'get worse' rose to the highest
level in four months. The erosion in personal finances has translated into people thinking they will
have less to spend on discretionary items, and that number rose to the highest level in at least a
year."

The survey found growing concern about inflation, with consumers expecting that higher raw
material costs will drive even greater price increases in the sectors already giving them the most
trouble. Nine-in-10 consumers (93 per cent) expect to see higher oil and gasoline prices and 90
per cent expect to see higher food and grocery costs. Consumers had lower inflation expectations
for durable goods, with 66 per cent expecting higher prices for clothing, 56 per cent for
automobiles and 52 per cent for appliances.

"Aside from geopolitical fears, we believe these results also reflect increased concern about rising
prices," said Porcelli. "While the overwhelming majority expects prices will rise for energy and
food, these are not the only areas of concern. Our survey suggests significant worry about prices
exists in clothing, autos and appliances. This phenomenon is not limited to the here-and-now,
either. Indeed, those expecting prices will go up over the next five years also jumped
significantly."

This month's decline in the RBC Consumer Outlook Index was reflected in weakening across all
five of the sub-indexes. The deteriorating sentiment is driven primarily by the Current Conditions
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Sub-Index, which dropped to 32.4 in March from 34.4 last month. Nearly half (47 per cent) of
Americans think their current financial situation is weak, the highest level since July 2010.

In line with the Current Conditions Sub-Index, the Expectations Sub-Index showed the biggest
drop, falling to 53.6 in March from 56.8 in February, after having actually improved in January,
and the Investment Confidence Sub-Index, which had held steady the past couple of months,
declined to 36.3 from 39.0 last month. Nearly two-in-five Americans (39 per cent) think the next
month will be a bad time to invest in the stock market, up sharply from 29 per cent last month,
and half of Americans (51 per cent) are now less confident of their ability to invest in the future.

Although the official unemployment numbers have declined recently, consumers continue to be
concerned about the job market. The Jobs Sub-Index edged down this month to 50.1 from
February's 50.9.

The decline in consumer confidence was mirrored by broader worries, with two-thirds of
Americans (67 per cent) saying the country is on the wrong track, up from 60 per cent last month,
the 11th-consecutive month at or above the 60 per cent mark. Underscoring consumer anxiety
about the future, nearly one in three Americans (31 per cent) think that the U.S. economy and
their own financial situation will get worse in the next year or so, the highest negative sentiment
expressed by consumers in more than a year.

The RBC U.S. Consumer Outlook Index provides the most up-to-date and comprehensive
outlook of U.S. consumers based on data collected from interviews with a nationally
representative sample of more than 1,000 U.S. adults conducted over a multi-day polling
period each month by Ipsos, the world's second-largest market and opinion research firm. The
results in this news release reflect some of the findings of the Ipsos poll of 1,004 U.S. adults
conducted February 25-28, 2011. The RBC Consumer Outlook Index is released within 36
hours after the U.S. online panel members are interviewed. Weighting is employed to balance
demographics and ensure that the survey sample's composition reflects that of the U.S. adult
population according to Census data and to provide results intended to approximate the
sample universe.

The entire RBC Consumer Outlook Index report can be viewed at:
http://www.rbc.com/newsroom/rbc-consumer-outlook-index-releases.html

For more information on this release, please contact:

Michael Gross, Ph.D.
Director

Ipsos Public Affairs

(202) 463-7300
publicaffairs@ipsos-na.com

About Ipsos

Page 2



Ipsos is a leading global survey-based market research company, owned and managed
by research professionals. Ipsos helps interpret, simulate, and anticipate the needs and
responses of consumers, customers, and citizens around the world.

Member companies assess market potential and interpret market trends. They develop
and build brands. They help clients build long-term relationships with their customers.
They test advertising and study audience responses to various media. They measure
public opinion around the globe.

Ipsos member companies offer expertise in advertising, customer loyalty, marketing,
media, and public affairs research, as well as forecasting, modeling, and consulting.
Ipsos has a full line of custom, syndicated, omnibus, panel, and online research
products and services, guided by industry experts and bolstered by advanced analytics
and methodologies. The company was founded in 1975 and has been publicly traded
since 1999.

In 2009, Ipsos generated global revenues of €943.7 million ($1.31 billion U.S.).

Visit www.ipsos.com to learn more about Ipsos’ offerings and capabilities.

About RBC Financial Group

Royal Bank of Canada (TSX, NYSE: RY) uses the initials RBC as a prefix for its
businesses and operating subsidiaries, which operate under the master brand name of
RBC Financial Group. Royal Bank of Canada is Canada’s largest bank as measured by
assets, and is one of North America’s leading diversified financial services companies. It
provides personal and commercial banking, wealth management services, insurance,
corporate and investment banking, and transaction processing services on a global
basis. The company employs approximately 60,000 people who serve more than 14
million personal, business and public sector clients through offices in North America and
some 30 countries around the world. For more information, please visit www.rbc.com.
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