
THE 5 KEY
CANADIAN CONSUMERS GROUPS

YOU NEED TO KNOW



Canada is home to interesting and diverse markets and 
boasts one of the most dynamic economies in the world. 

However, even today, there is an oversimplified view of the country, 
that what works well in the United States could also translate to 
Canada. Mintel research on the Canadian consumer provides a 
dedicated view on life in Canada and the different demographic 
groups throughout the country.

In this report, Mintel examines five influential consumer groups in 
Canada, what sets them apart, what their preferences are and why 
they are the ones to watch in 2015.
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As a group, Chinese Canadians place more value on 
purchasing items that are fashionable and distinct than 
Canadians overall. This is indicated by their much higher 
importance ratings on buying things that are stylish 
(62% vs 42% for overall Canadians) and buying things 
that make them ‘stand out’ (55% vs 32%).

Indeed, being stylish and unique is important to the 
Chinese Canadian consumer. Brands and retailers should 
consider ways to develop offerings that are tailored to this 
consumer group. One avenue may be to partner with online 
monthly subscriptions for high-end products, such as 
beauty products, that consumers receive in the mail each 
month. The key is to deliver a sense of exclusivity, a sense 
that the product received by the consumer is hand-picked 
for them and therefore harder to attain without the service.

Chinese Canadians
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62% 42%

Purchasing items that are  
“in style” is important to me

of Chinese Canadians of Canadians overall
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Additionally, Chinese Canadians are tech-savvy shoppers. 
As seen in Mintel’s Canadian Leisure Time 2014 report, 
Chinese Canadians have a higher preference towards 
online shopping, with a higher likelihood for using 
discount vouchers or coupons sent to them via email 
(41% vs 34% overall). As such, it comes as no surprise 
that they find heightened value in the connection between 
online shopping and in-store pick-up compared to the 
average Canadian. 

2 out of 3 
Chinese Canadians rate online shopping as important 
compared to only 44% overall – highlighting a strong 
opportunity for retail brands. 

Chinese Canadians have a high affinity for shopping 
online, yet many online shoppers may not be aware of the 
click-and-collect feature. Retailers may want to consider 
promoting this feature on Chinese media in culturally 
relevant times, such as the period leading up to Chinese 
New Year, a typically quiet shopping period as it falls just 
after the Gregorian calendar New Year. 

“  Chinese Canadians have a higher  
         preference towards online shopping, 
         66% vs 44% of the overall population. 

”
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While there is a huge amount of attention on the connected 
consumer both in Canada and across the world, Mintel’s 
research reveals some interesting differences when it 
comes to French and English-speaking Canadians. Over 
the past three months, 99% of English-speaking Canadians 
claim to have sent or received an email; this figure drops 
to 88% of French-speaking Canadians. Furthermore, in 
research tracking digital activity, French Canadians were 
also less likely than their English-speaking counterparts 
to have used a search engine (89% vs 94%), accessed 
social media networks (72% vs 82%) or to have watched 
streaming videos (74% vs 80%).  

French Canadians
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“  Only 88% of French-speaking 
    Canadians claim to have sent 
    or received an email in the 
    past three months. 

”
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Understanding the preferred consumption occasions and 
tastes of French Canadians is also important. For example, 
some 87% of French-speaking Canadians say cheese is a 
healthy alternative to other snacks like chips or chocolate, 
compared to 81% of English-speaking Canadians. 46% 
of consumers in Quebec treat themselves with fruit juice, 
compared to just 36% of Canadians overall. 

Equally, we see some strong differences when it comes to 
vacation habits. Some 33% of French Canadians claimed 
visiting friends and/or relatives as a reason to vacation 
(compared to 49% of English-speaking Canadians) 
over the past year. Only 17% said that they chose a city 
destination, compared to 35% of their English-speaking 
counterparts. In contrast, while 28% of English-speaking 
Canadian consumers chose a nature-based vacation (eg. 
beach, lakes, mountains, scenery, wildlife, etc.) over the 
past year, this rose to 32% of French-speaking Canadians. 

There are opportunities for brands to make it easier for 
this demographic. 28% of French-speaking Canadians 
vacationed with a packaged tour (eg. airfare, ground 
transportation, admissions, lodging included in tour) over 
the past year, while this dropped to just 12% of English-
speaking Canadians. When you consider that 78% of 
French-speaking Canadians claim that they enjoy planning 
vacations, compared to 71% of English-speaking, there is 
definitely an opportunity to tap into – and assist with – this 
planning process.

28%

Canadians who vacationed with a 
packaged tour over the past year

of French-speaking 
Canadians

of English-speaking 
Canadians
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12%
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This demographic group brings with them a wealth 
of opportunities for those marketing to them - but 
understanding true Millennial behaviour rather than 
stereotypes is key to capitalising. 

Canadians aged 18-24 show the greatest aspiration to 
reduce their spending and add another source of income 
compared to any other age group. This is likely due, in part, 
to finishing university and getting out into the workforce.  
But they are also among the most likely to believe they 
have more disposable income this year than last year. 
On the whole, almost a quarter (23%) of Canadian 
consumers claim to have more disposable income than 
last year - that rises to 30% of 25-34 year olds and a 
massive 38% of 18-24 year olds, presenting a wealth of 
opportunities for brands.

In terms of gender, males aged 18-34 are more likely to 
participate in leisure activities such as sporting events or 
music concerts and festivals than older men or women 
of any age. And perhaps unsurprising, these Canadian 
males are more likely to have gone out for an expensive 
meal (43%) or a concert, sporting event or theatre (33%) 
compared to the average Canadian.

Millennials 

3“  Understanding 
         true behaviour rather
         than stereotypes is       
         key to capitalising. 
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Following social expectations, Mintel’s research confirms 
women between the ages of 18 – 34 are much more likely 
to report spending on clothes and/or shoes. Some 64% of 
women aged 18 – 34 reported buying clothes and/or shoes 
in the past three months compared to an average of 53%. 

Personalization could be another way to reach this 
demographic. The internet has taken personalization 
to new levels, placing convenience and sheer choice at 
one’s fingertips. Personalization is rapidly becoming an 
expectation of today’s consumer rather than a choice. This 
is especially true of the more internet savvy 18-34 age 
group, who rate buying things that make them ‘stand out’ 
as important (52%), value being in style (55%) and having 
either bought or are looking to buy clothing or shoes (80%). 

52%

of Canadian Millennials say buying things 
that make them “stand out” is important
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Canada’s population is aging, with the proportion of 
over-65s increasing at the fastest rate, and is expected to 
increase 19% by 2019. In 2011, the median age in Canada 
was 39.9 years, meaning that more than half of Canadians 
were aged 40 or more. This number has risen dramatically 
over the past 40 years, with the median age in 1971 
standing at just 26.2 years. Medical advances, better 
education of health issues, and over-65s’ tendency to focus 
more on health than younger groups are notable reasons 
for this trend. 

When it comes to spending and leisure, the older 
population represent a valuable group of consumers; 
they are the group most likely to shop on a regular basis. 
Almost half (47%) of Canadians aged 55-64 shop at 
least once a month, compared to an average of 34%. 
Furthermore, older Canadians remain active consumers 
in leisure activities, such as going out for expensive meals 
(32%), vacationing (22%) and attending concerts, sporting 
events or theatre (21%).

Seniors 
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“  Older Canadians remain active 
         consumers in the leisure space. 

”
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As the Canadian population ages, an opportunity exists for 
brands and retailers in the lifestyle and leisure industries to 
reach older Canadians online.

Older Canadians remain active consumers in the leisure 
space, many of whom already find value in utilising online 
reviews. Sites that outline a restaurant’s senior-friendly 
accommodations such as specific health issues (eg. high 
blood pressure), or ease of movement throughout the 
dining room, are especially great resources for this 
demographic group. 

Brands and retailers should consider engaging with older 
consumers via platforms designed specifically for this 
group. The design of these web pages, online tools or 
apps should include larger fonts, bigger buttons or other 
potentially relevant considerations. Companies could 
consider including seniors in website usability testing, 
ensuring their sites are easily navigable for this group. 

47%
of seniors shop at  

least once a month
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In Canada, 85% of mothers are raising their children 
with a spouse or partner, while 15% indicate raising their 
children as a single parent. As seen in the Canadian 
census data, an increasing number of children are being 
raised by same-sex partners, which is about 4% of all 
Canadian households.

What makes a good mother according to Canadian 
moms? According to Mintel research, for 71% of Canadian 
mothers, “always being there for their children” makes their 
top-five list for being a good mom, with 29% of Canadian 
moms ranking this as the most important factor. 

Canadian moms have more access to information now 
than ever before, whether it comes via television, social 
media, blogs or company websites. With the wealth of 
information available online, soliciting advice from other 
parents on social media forums might seem like a prime 
way to find tips in providing that healthy environment. 
However, only 12% of Canadian moms asked for advice 
from other parents on social media.

Moms 
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“  2/3 of Canadian mothers value 
         being patient to be a good mom. 

”
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The majority of Canadian moms who use social media are 
using it to view pictures and/or videos of family or friends’ 
children (63%), while 41% posted pictures/videos of their 
own children. Looking for discounts or offers (43%) and 
‘liking’ or following a company or brand (42%) are also 
activities commonly participated in by Canadian moms. A 
quarter of Canadian moms are highly engaged with social 
media sites, participating in six or more activities.

As social media sites and apps become more accessible 
due to an increase in smartphones and tablets, marketers 
should ensure that their brands and products become 
increasingly intertwined with these tools and applications, 
further entrenching and engaging mothers with their 
favourite brands.  Providing ways for Canadian mothers to 
test or trial products and services, and providing an outlet 
for receiving feedback, can create an open and honest 
environment which would benefit brands and Canadian 
moms alike. 

43%

of Canadian moms look for discounts  
or offers on social media
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THE WORLD’S LEADING  
MARKET INTELLIGENCE AGENCY
Our expert analysis of the highest quality data and market research will help you grow your business.

mintel.com

The information in this report is analysis from Mintel’s 
Canadian consumer report series. It is meant to help 
brands and their agencies understand an evolving 
Canadian landscape and consumers’ preferences in a 
range of markets, from beer to retirement planning.

Our expert local analysts make sense of complex data, 
ensuring you quickly get the complete picture in your 
category and demographic set.

At Mintel, we build upon this understanding of trends  
with our own primary research from a nationally 
representative sample of 2,000 Canadians across the  
ten provinces, surveying in both English and French.  
Many reports also include social media and brand  
research as well as qualitative methodology which  
provide multi-faceted analysis.

Mintel takes this information and provides analysis which 
better helps you identify what makes Canadians tick, 
empowering both new and established brands to improve 
their strategy.

With more than 40 years of experience and another 30 
years of experience among our local analysts, the Mintel 
Canadian reports are positioned to provide clients with 
insights that are both comprehensive in their scope and 
unique in their breadth. As consumers’ markets become 
more competitive, Mintel research has proven not to be 
just useful, but necessary to capitalise on the constantly 
evolving consumer landscape in Canada.
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