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Is the new normal too expensive?

With the price of everything on the rise, people are increasingly concerned about their bills creeping higher each month, and businesses are

gauging where their costs are heading in the months to come.

* The annual rate of inflation in Canada hit 6.7% in March
2022, the fastest year-over-year increase in over 31 years,
the highest rate since 1991.

* The growing rate of inflation has alarmed economists and
central bankers amid signs that Canadians are beginning to
expect inflation to remain high for some time.

* Inthe USA, the inflation rate hit a 40-year high of 8.5% in
March this year, the largest 12-month increase since the
period ending December 1981.

* Costs for food, gasoline, housing and other necessities are

squeezing consumers while paychecks are slow to keep
pace.

@] Dig Insights

Inflation has exploded during the pandemic
us

" Canada

ource: U.S. Department of Labour CBC News

Inflation was largely under control for four decades but began to
accelerate in the USA, Canada and around the world with economic
rebound from the COVID recession, and accelerated with the impacts
from the war in Ukraine.

After years of relative stability, inflation rates plunged in 2020 when
COVID-19 began, before roaring back in 2021 and beyond due to supply
and demand imbalances, and record-low interest rates.

Sources: (Statistics Canada.2022), (CBC. 2022), (US Department of Labor.2022)


https://www150.statcan.gc.ca/n1/daily-quotidien/220420/dq220420a-eng.htm
https://www.cbc.ca/news/business/us-inflation-1.6416732
https://www.bls.gov/news.release/cpi.nr0.htm

Canadian Economy

The CPIlrose 1.4% in March, following a 1.0% gain in February. This was the most significant increase since January 1991, when GST was
introduced. The data agency's eight categories of the economy rose, from food and energy to shelter costs and transportation.

RISE IN GAS PRICES

* In March 2022, gasoline prices rose 11.8% month over month, following a 6.9%
increase in February.

* Global oil prices rose sharply in March due to supply uncertainty following Russia's
invasion of Ukraine. Year over year, consumers paid 39.8% more for gasoline in
March.

FOOD INFLATION TO REMAIN HIGH

* Food prices increased by 7.7%, while grocery store prices rose 8.7% year-over-year in
March 2022- the highest annual food inflation rate since March 2009.

NO RELIEF IN HOUSING COSTS

* Bank of Canada increased its key policy rate by 0.5%, raising the benchmark interest
rate to 1%, with warnings of more rate hikes this year. The interest rate increase will
lead to a decrease in housing affordability for home buyers.

* For homeowners, particularly those holding a variable-rate mortgage, can expect to

see a direct impact on mortgage rates.
HIGHER BORROWING COSTS

* Inthe short term, higher interest rates on car loans, charge cards and mortgage

payments will increase the cost of living for borrowers.

.] Dlg |nSi€htS Sources: (Statistics Canada.2022), (Einancial Post,2022), (CTV. 2022)

Current Issues J\J

Looking to the Future @

COMPANIES ARE FEELING THE PINCH FROM ALL ASPECTS
OF THEIR BUSINESS

* Businesses have faced an unprecedented few years
characterized by a prolonged pandemic, record-high
inflation, supply chain disruptions, labour shortages, and
geopolitical turmoil. In April, the Index of Business
Confidence fell 3.1 points to 80.7, the lowest since Q3 2020.

MOST BUSINESSES THINK IT WILL TAKE AT LEAST TWO
YEARS TO GET INFLATION UNDER CONTROL

* 71% of Canadian businesses expect economic conditions
to worsen in the next 6 months

* 67% expect prices in Canada to rise at an annual rate of 5%
or greater over the next six months, while 64% of businesses
believe their profitability will worsen or remain the same
over the next six months.

* Only 18% expect supply chain disruptions to improve over
the coming six months, while 40% expect supply chain
disruptions to worsen, and 42% expect them to remain the
same.

~)


https://www150.statcan.gc.ca/n1/daily-quotidien/220420/dq220420a-eng.htm
https://financialpost.com/executive/executive-summary/posthaste-the-last-time-canadian-business-confidence-slumped-like-this-was-the-oil-crash-of-2014
https://www.ctvnews.ca/canada/is-the-new-normal-too-expensive-inflation-creating-affordability-concerns-1.5869008
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Many are struggling to keep up with inflation and feel they are worse off financially.

Financial Situation Versus Year Ago % .
go %% Over three-quarters of Canadians report

their household income is not keeping

pace with inflation.
Better, 14%

W 479 Nearly 7-in-10 Canadians have been
orse, &/ 68 by the increased cost of

living in recent months.

Same, 39%

Over 6-in-10 Canadians indicate they can‘t
keep up with the cost of living.

. D‘ I : h Q9. All things considered, are you financially better off, worse off, or about the same as you were one year ago? 7
Ig nS|g ts Q8. To what extent do you agree or disagree...? T2B reported.

Total Canada (n=1555)
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Many Canadians feel inflation is unnecessary to keeping the economy healthy and the
majority feel the federal government should prioritize actions to control increasing prices.

@] Dig Insights

33%

believe inflation is necessary in order to
keep the economy healthy.

wididediereiereceeir 91%

FRERRRRRRRRARRRBRARD  convroting

FRARRRARARRARARADRAR  Should pe.a

FRARRRARRFRARARRRRAR  for the rodera

TeReRRRRRRE government
§§ o dovermonthasnapians.r

Q8. To what extent do you agree or disagree...? T2B reported.
Total Canada (n=1555)

Financial instability is a very real concern for about
one-third of Canadians who are experiencing a high
debt load and uncertain about their job security in
the current economic climate.

Nearly one-third of Canadians report they
have too much debt.

32

Nearly 4-in-10 Canadians are concerned
they (or a household member) could lose a

job because of the economy.




Dealing with inflation is also causing emotional stress for many Canadians.

64

@] Dig Insights

Nearly two-thirds of Canadians are fearful
they will not have the finances necessary
to manage their older years independently.

Nearly two-thirds of Canadians are
stressed about money.

Over one-half of Canadians feel
overwhelmed by financial burdens.

Q8. To what extent do you agree or disagree...?
Total Canada (n=1555)

‘ ‘ | have noticed that so

many of the things | buy
on a regular basis have
really gone up in price,
some more than others.
Looking ahead | fear that
this is going to continue
and make it hard on the
ordinary home to manage

their budget.
- Male

~)
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While these behavior changes have been forced upon them, some consumers’
sentiments show they have found a silver lining; others remain frustrated.

Sentiment Analysis %

| haven't been wasting as
much food. | always check the
fridge to make sure nothing is
going bad in there. It's a good
feeling.

Female

. D' I M h Q16.Please give me an example of how your behaviours have changed as a result of inflation and an area where you have become more resourceful. And if you haven’t changed your 10
Ig nS|g tS behaviours, tell me about that too. How do you feel about these changes (or lack of change)? Total Canada (n=1555)



Males expressed stronger negativity towards inflation often thinking about the here and
now, while females felt more worried and highlighted their concerns for the future.

Sentiment Analysis %

. . mMale mFemale
In response to how behaviours have changed in

response to inflation, female respondents
spontaneously mentioned the topic of buying
more than male respondents.

*Females are more likely to mention being
money-conscious than men, indicating they are
more worried and thinking more about their
spending habits than males during this inflation
period.

*Female respondents also mentioned concerns
around food and groceries more often than
males in their responses to how behaviours have
changed during this period of inflation.

Hate Dislike Worried Crazy Enjoy Unsure Upset Sad Afraid Annoylng

. D‘ I : h Q7. To start, how do you personally feel about inflation? Is it something you think about or has it impacted your day-to-day? Tell me about it and give me lots of detail. 11
Ig nS|g ts Total Canada ((n=1555)



Consumers are concerned that theirincome isn’t maintaining pace with the

exponential increase in the cost of living.
‘ ‘ The inflation rate is crazy . The cost
of living is going up so rapidly it’s

getting hard to make ends meet.
- Female

Overall, the increase in prices has left consumers feeling worried —
both now and for the future. Many have found ways to cut back and
adapt right now, but there is much uncertainty in what lies ahead.

The inflation rate has consumers worried about how they are going to

keep up; especially when theirincome isn’t.

Wi

In their current state, they have made cutbacks to adapt, which was
troubling for some, and looking forward they are unsure how they will

be able to manage.

Consumers are feeling the effects of inflation in-the-moment, but the
12

rate of inflation is also daunting.
=
S5
N

AN
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Q7. To start, how do you personally feel about inflation? Is it something you think about or has it impacted your day-to-day? %
§

=
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Tell me about it and give me lots of detail.

@] Dig Insights
Total Canada (n=1555)
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Fortunately, my family hasn’t been pushed to the
brink, but | worry about our seniors and young
families. | can see how problematic inflation is for
SO0 many. Some are struggling more than others.

Male, 45-54 years

¢ Dig Insights



Three unique experiences define the consumer response to inflation.

Responses to inflation vary greatly by
subgroup, including socioeconomic status, life Consumer Segments %
ece stage and consumer outlook, to name a few.

A segmentation model identifies patterns within a data set and
groups individual responses based on:

- iy “

Adapting
« Common traits they share with others: internal homogeneity;

* Distinction from other subgroups: external heterogeneity.
The resulting output is a grouping of all the respondents that share S‘thlgglin‘g
similarities with respect to one another, however, are differentiated

from other groups.

WS
We identified three unique segments through the evaluation of 14 Still Thr

iving
attitudinal and 53 stated behavioural inputs.

.] D'Q InSightS Total Canada (n=1555)
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Struggling Canadians and those Adapting are focused on personally reducing the impact
of inflation, while those Thriving have capacity to be empathetic to others less fortunate.

Proactive

Still Thriving

Focused on Self
SJ9Y10Q UQ Pasnio4

Reactive
Defining Mindset
Settling and compromising. Flexing adaptability and ability to Benefiting from stability and preparedness
Stretching self and family to survive. reprioritize in order to maintain lifestyle. while concerned about others.

M : Qualitative sentiment analysis
.J Dlg I“Slghts Base: Total Canada (n=1555) 16



Two-in-five Canadians are struggling to keep pace with inflation.

STRUGGLING

I lay awake at night. We’ve had to make
These Canadians are spending carefully and making significant dramatic changes to our lifestyle to keep
compromises in the face of inflation yet struggle to keep pace
with the increased cost of living. Their financial security is at
risk, leaving them feeling overwhelmed and stressed about
their money and their future.

up with the price of groceries and gas.
Forget luxuries. We’ve given up on many
small joys of life to stretch the budget.

Struggling Canadians are most likely to cut back on all forms of

spending and to have switched their primary grocery store in recent Financial
months due to inflation. They often shop around and take advantage Situation vs
of deals, flyers, and loyalty points to offset spending. Year Ago

Top 5 Emotions Felt Behavioural Impacts [ Avg #of categories

- impacted by inflation —
1 Spending Cutbacks (@

Discretionary No Major Less RRSP

spending Purchases contributions No change

. ~

#2 @ —@— O o
Driving Less

High No/scaling back No RRSP

traveling contributions

Low

#3 I’!i] Despair

Struggling Canadians over-index for spending Comparative Position

cuts across all categories due to inflation i AR
#4 . Annoyed Ability to Manage Cost of Living  LOWEST

4 o
ngO% 9% 8% TTW 50,  Amount of Debt HIGHEST

Concern about future
Primary Mobile Internet Banks/Fl H IG H EST
Grocery service provider

= Cynicism

Switched

.J Dig InSightS Q8. (Agree/Disagree statements), Q9 (Financial Situation vs YAGO), Q10 (Cutbacks on Spending), Q11 (Cutbacks due to Inflation), Q14 (Switched Providers) Q17a (Financial Outlook).

17
Upsiide Exercise (seen by a smaller portion of participants)
Base: ‘Struggling’ segment, Canada (n=656) *Among those answering



Getting to Know Struggling Canadians

@] Dig Insights

Region Gender* Household Size
» 36
| (43) 28
1 2 3 4+
Marital Status Income* Age

18-34 Yr . 29

a8
34
. 19 sso-s100k [ =+ sssave [ =

Single Married Other $100 K + . 19

Households with Kids

’

22

Any kids <5 years - 6%
Any kids <12 years - 16%

Employment Status*

Work full-time | I 38
Work part-time JJjij 12
Student | 3
Homemaker Jjj 7

Retired I 29
Unemployed i 12

Neighbourhood Downtown Suburb Small City Small Town

Type* 3]
H 25 37
*excludes ‘prefer not to say’ H

Q4 (Region), Q2 (Gender), Q22 (Household Size), Q23 (HH with Kids), Q26 (Marital Status), Q3 (Age), Q27 (Income), Q25 (Employment Status), Q24 (Neighborhood Type).
Base: ‘Struggling’ segment, Canada (n=656) *Among those answering

XX - Over/under index vs Total

18



Over 1-in-5 Canadians are adapting habits and priorities in response to inflation.

#1

#2

#3

#4

.J Dig Insights Q8. (Agree/Disagree statements), Q9 (Financial Situation vs YAGO), Q10 (Cutbacks on Spending), Q11 (Cutbacks due to Inflation), Q14 (Switched Providers) Q17a (Financial Outlook).

ADAPTING

Adapting Canadians are not particularly concerned about
their financial security. They are the segment least likely to
indicate they’ve been negatively impacted by inflation and
take things in stride. They are confident in their financial
future despite have the highest debt load and being most
concerned about job loss.

This segment has responded to inflation by switching service
providers, including financial, insurance, mobile and cable/internet
providers. They have also adjusted priorities, delaying education and
housing purchases over the last few months. : : :

17
Top 5 Emotions Felt Behavioural Impacts Avg. # of categories
impacted by inflation

' L Spending Cuts
Optimistic
Discretionary No/scaling back Less RRSP
spending travelling contributions
“ . '
H © pe . No Major N
High Driving Less Portaae ::SP .

contributions

CanCISm Canadians who are adapting are less likely to cut

down due to inflation except for cannabis purchases
Trust and professional clubs

9% 15% “Wie% MR12%

Primary Mobile Internet Banks/FI
Grocery service provider

Sad

Switched

Upsiide Exercise (seen by a smaller portion of participants)
Base: ‘Adapting’ segment, Canada (n=339) *Among those answering

Nobody enjoys inflation, but | think
I’m luckier than most. I’'ve had to get
more creative about my spending and
have done what | can to get better
rates. Every little bit helps.

Financial
Situation vs
Year Ago

Better,
59%

Comparative Position

Ability to Manage Cost of Living MODERATE
Amount of Debt HIGH

Concern about future MODERATE

19




)
Getting to Know Adapting Canadians

Household Size Households with Kids

36
20 24 90
I I I h
1 2 3 4+ Any kids <5 years - 12%

Any kids <12 years - 23%

Marital Status Income* Age Employment Status*

Work full-time |l 60

Student | 4

$50-$100K - 36 35-54Yr - -
Homemaker | 3
Single Married Other $100 K+ - 41 ss+ [ 22 Retired | 15

Unemployed | 4

2 < $50 K -
36 23 18-34 Yr - 43 Work part-time ] 14
I 7
L

Neighbourhood Downtown Suburb Small City Small Town

Type* 2]
31 43
*excludes ‘prefer not to say’ H
XX - Over/under index vs Total

.J Dig Insights Q4 (Region), Q2 (Gender), Q22 (Household Size), Q23 (HH with Kids), Q26 (Marital Status), Q3 (Age), Q27 (Income), Q25 (Employment Status), Q24 (Neighborhood Type). 20

Base: ‘Adapting’ segment, Canada (n=339) *Among those answering




)
Just over one-third of Canadians are still thriving despite unprecedented inflation.

STILL THRIVING

Those thriving in the face of inflation are the least likely | consider myself lucky to be able to
to be personally impacted by increasing prices and, as afford things even at inflationary

a result, are least likely to have changed their spending
habits or shopping behaviours as a result. They are s e, [ eEn aall eleniiens B
calm, prepared, and feeling optimistic about their it’s necessary for the economy.

future. 9699

While some moderate cut-backs have been made by this group, Financial
they are more likely to focus their efforts on minimizing
wastefulness and pantry-loading when deals present
themselves. B

prices. At my age, we’ve been through

Situation vs
Year Ago

Top 5 Emotions Felt . Behavioural Impacts

. Spending Cuts
#1 é Optimistic
. . No/scaling back Less RRSP
ey No change travelling contributions

spending I

S Hi Driving Less No Major No
: High Purchases RRSPLOW

#3 & Trust contributions

Canadians who are still thriving are less likely to cut Comparative Position

#2 ﬁ Cynicism

down on any everyday purchases due to inflation

#4 *° Hope Ability to Manage Cost of Living HIGHEST

\_J . Amount of Debt
1 6% 4% 3% 1% e HOWEST

w Curious — Concern about future LOWEST

Primary Mobile Internet Banks/FI
Grocery service provider

Switched

36% OF CANADIANS

21
Upsiide Exercise (seen by a smaller portion of participants)

.J Dig InSightS Q8. (Agree/Disagree statements), Q9 (Financial Situation vs YAGO), Q10 (Cutbacks on Spending), Q11 (Cutbacks due to Inflation), Q14 (Switched Providers) Q17a (Financial Outlook).
Base: ‘Still Thriving’ segment , Canada (n=560) *Among those answering



@] Dig Insights

Getting to Know Still Thriving Canadians

36% OF CANADIANS

Gender*

Income*

Marital Status

54

33

l I 13
]

Single Married Other

Suburb

iy -

Downtown

HHHE 28

Neighbourhood
Type*

*excludes ‘prefer not to say’

Q4 (Region), Q2 (Gender), Q22 (Household Size), Q23 (HH with Kids), Q26 (Marital Status), Q3 (Age), Q27 (Income), Q25 (Employment Status), Q24 (Neighborhood Type).
Base: ‘Still Thriving’ segment , Canada (n=560) *Among those answering

*)

Household Size Households with Kids

17

Any kids <5 years - 5%
Any kids <12 years - 11%

Employment Status*

Work full-time [N 43

18-34 Yr I 18 Work part-time i 9

35-54 Yr . 34
o Wl

Student | 4

Homemaker |j 5

Retired I 35
Unemployed | 4

Small City Small Town

XX - Over/under index vs Total

22
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Saving money is very important,
sometimes changes are good!

- Female

¢ DigInsights



Canadian households are most likely to cut back on discretionary spending and drive
less in response to inflation. Nearly 2-in-5 have delayed major purchases and/or travel.
Spending Cuts in Recent Months %

Cutting back on discretionary spending 64

Cancelling/scaling back travel plans _ 36 Cut-backs on
average
Reducing amounts put into non-retirement investments/savings _ 19
Deferring/not making contributions to a retirement savings plan _ 16 Qualitatively, we see the changes in response to
inflation have left Canadian consumers feeling more
optimistic, versus frustration and a hesitancy toward
None of these _ 17 change evidenced in the US.

. D‘ I : h Q10. In the last few months, have you or your household done any of the following to cut back on spending? Select all that apply.
Ig n5|g ts Total Canada (n=1555)

25

~)
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However, while this behaviour change has been forced on them, many of them

have found a silver lining and are leaning into their newfound resilience.

Sentiment Analysis %

| haven't been wasting as
much food. | always check the
fridge to make sure nothing is
going bad in there. It's a good
feeling.

Female

. D' I M h Q16.Please give me an example of how your behaviours have changed as a result of inflation and an area where you have become more resourceful. And if you haven’t changed your 26
Ig nS|g tS behaviours, tell me about that too. How do you feel about these changes (or lack of change)? Total Canada (n=1555)



¢ DigInsights

In a way, it’s teaching me how to be more
frugal in everyday living, cutting out the
unnecessary things, making room for
only what's needed!

- Male




When prompted, two-thirds of Canadians indicate they have cancelled or delayed major
purchases due to inflation in recent months with travel most impacted.

@] Dig Insights

Major Purchases Cancelled/Delayed %

Trovel N
Furniture ||| NN 2
Major home improvements ||| GG 20
Medical / dental expenses ||| NG 1°
New car/ SUV /truck [ NG 8
Majorappliances || NG IEG 7
New home [ 8
Recreationalvehicles - 5
Education - 5
None ofthese | -

Q12. Which major purchases have been cancelled/delayed in the last few months due to inflation, if any? Select all that apply.

Total Canada (n=1555)

28

*)



Discretionary food and apparel purchases are most likely to be cut in the face of inflation
while just over one-in-ten Canadians have cut subscriptions and memberships.

Spending Cutbacks Due to Inflation %

Dining out/ casualeateries (including delivery) I -5 Hobbies (e.g. crafting, instruments, etc.) I IIIIEIEIEGzG 22

Fast food (including delivery) I /5 Beauty products | 20
Clothing/ footwear I /: Electronics I 20
Groceries I /3 Media subscriptions (e.g. Neftflix, Apple+) I 14
Gifts I 2° Gym /fitness club memberships I 14
Haircuts/styling | S Mobile phone and data usage I 13
Alcohol 1IN 26 Music subscriptions (e.g. Spotify, etc.) I 9
Coffee from a shop/café (incl. delivery) I 26 Professional/ Clubdues Il 7
Live events (sports, concerts, etc.) |IINNG 25 Cannabis |l 6
Charitable donations |GG 25 Lessons (music, sports, etc.) |l 6
Holiday celebrations / Entertaining | NN 24 Other (specify) Il 3
Home décor I 24 None of these I 14

. D‘ I : h Q11. In which of the following areas have you cut back on spending in the last few months due to inflation, if any? Select all that apply.
Ig nS|g ts Total Canada (n=1555)

29
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Ultimately, Canadians have been quite adaptable in the face of inflation.

Over four-in-five Canadians are spending
85% money more carefully than they did a few
months ago due to rising prices.

About 8-in-10 Canadians are
79% to adjust for the rising cost
of living.

A full one-half of Canadians are actively
looking for opportunities to earn
supplemental income beyond their regular
jobs.

M : Q8. To what extent do you agree or disagree...?
.J Dlg I“SIghts Total Canada (n=1555)

An area where | have
become more
resourceful is looking for
deals, sales and
coupons where | can. Itis
an okay change, | just
have to do extra work to
pay the same price.

- Female

30
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Canadians are most likely to switch their providers in industries with low barriers to switching:
primary grocery store, Telcom and childcare providers top the list.

Switching Behaviours
(% excluding not applicable)

@j Primary Grocery Store (n=1492)

Mobile Phone Service (n=1398)

% Childcare Providers (n=451)

@ Cable/Internet (n=1443)
C---)

o—o Autolnsurance (n=1311)

% Credit Cards (n=1401)

i Banks/Fl (n=1479)

Foﬁ Financial Planners (n=976)

m Switched Not Switched
. .
. I Dlg InSIthS Q14. Have you switched any of the following providers in the last few months as a direct result of rising prices, or not?

Total Canada: (n=1555)
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And while there are downsides to inflation, consumers are self-reflecting and have
developed habits that help them to adapt and shop wiser.

Progress Adapting

Continued Challenges

Better Money Management Habits

Increasing prices is leading to tighter budgets and
consumers are more cognizant of their spending.

Increased Resilience

Inflation has proven to be a challenge, but consumers
are doing their best to effectively adapt.

Finding Balance

Cutting back has them realizing what is truly important
to them and how they can still enjoy life.

Saving Time and Money

Consumers are developing habits to help them save time
and money that are useful practices moving forward.

@] Dig Insights

0600

Working to Survive

As prices increase, but theirincome remains stagnant
consumers are struggling to make ends meet.

Discomfort with Change

Change isn’t always easy, and consumers are still figuring
out what works for them.

Missing Out
With limiting their spend to necessities, consumers feel
that they are missing out — from entertainment to food.

Loss of Hope

Consumers are left feeling helpless as they try to provide
the basics and make their bill payments on a budget.

32
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Consumers are leaning into more discount retailers to cope with inflation; they’re

more willing to visit multiple retailers for a good deal.
I will try and shop in more stores, so that | can
take advantage of the different offers that
each store has on at that time.
- Male K
S

Inflation has resulted in consumers shopping with stricter budgets,
and they are moving beyond their typical retailers and brands to help

find financial comfort.

Inflation has sent consumers on the deal hunt; they are willing to put

forth the extra effort to save money where they can. They are adding
retailers to their shopping repertoire so that they can take advantage

of all the deals.

* Planning their trips is how these consumers are saving money — even
amidst the rising prices. They want to be time, cost, and fuel efficient
SO0 consumers are preparing accordingly by shopping flyers and making

/

741

’/’/I/

111
“WH

il

33

their lists.

Q7. To start, how do you personally feel about inflation? Is it something you think about or has it impacted your

day-to-day? Tell me about it and give me lots of detail.

@] Dig Insights
Total Canada (n=1555)



Consumers are also changing where they shop, with discount grocery and dollar stores
seeing the biggest uptick while conventional grocery stores are declining.

Channel Momentum: Trip Changes Due to Inflation %

NET Change in Destination Visits (More-Less Often)

+20 pts +14 pts +6 pts + 0 pts -1 pts -2 pts -18 pts

J 26

11
17

9 3

Discount Grocery Dollar Stores Mass Merch Amazon Club Second-hand /Vintage Conventional Grocery

ml never shop at this type of store  mlLessoften mAboutthe same  mMore often

.J Dig InSightS Q15. As a result of rising prices, are you shopping at the following destinations more often, less often or about the same as you were a few months ago?

Total Canada (n=1555)
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Canadians are resourceful in the face of increasing prices with many taking advantage of shopper
perks (deals, loyalty points, flyers), switching brands and negotiating service plans to manage cost.

Behaviours Attributed to Inflation %

Stocked up on deals more often || KNG
Reduced wastefulness when using products ||| NG <
Spent more time shopping around to find the best price ||| EGTGNGTTNNNNNEEE s
Redeemed loyalty points to help manage expenses || NENKNINKGTNNNNENNEEEEEEEEEEE 52
Increased use of flyers to plan purchases ||| EGKTKNKNGTTNNNNNEEEEEEEEEEEEEEEEEEEE
Switched to store brand instead of a name brand to save money || [ NG 57
Increased use of coupons || NG 45
Paid for more purchases using a creditcard ||| EGKTNKNNGNEGEGEGEGEGEEEEEE 3
Purchased more expensive grocery items as treat ||| [ EGKTHINGNGEGEGEGEG 3
Negotiated a better cable/internet plan ||| NNENEGNNEGEGEGEGEG 1
Negotiated a better mobile plan ||| | N QN G 25
Negotiated a better home or auto insurancerate ||| NG 24

Obtained a membership to a Club store (e.g., Costco, Sam’s Club, etc.) || GG 17

None of these || ©

. D‘ I : h Q13. In the last few months, have you or your household done any of the following as a result of increased prices? 35
Ig n5|g ts Total Canada (n=1555)
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Upsiide Exercise: Inflation Impact by Category

Respondents were shown 44 grocery categories and indicated whether they have changed their purchasing habits of each due to inflation.

Effect Frequency Effect Strength

5:14 PM ol T -

. Upsiide
The metric
generated from this
exercise tells us
incidence of
inflation impacting
purchase habits
within this
category.

Respondents were
shown 44 product
categories, one at a
time, and asked to
indicate if inflation
has affected their
buying behaviors of
each.

Granola bars & snacks

No, inflation has not

affected my purchase
behavior in this
category.

> Upsiide

Which product has been more

impacted by inflation?

Unflavored sparkling
water

Granola bars &
snacks

Once arespondent indicated that inflation has
affected their purchase behavior for 2 products,
the products are shown head-to-head and the
respondent selects which one has been more
significantly impacted by inflation. The metric
generated from this exercise indicates the
strength of inflation’s influence on each product
relative to the other products in the set.

The two metrics are plotted together to show the
combined impact. Inflation has both a widespread
and strong effect on those products farther in the

upper righthand quadrant, while those in to the
bottom left have been less impacted.

If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V.
If you have not changed how or what you buy or spend on it due to inflation, swipe left or click the 'X". 37
If you swipe right or give a v to more than one product, you will be asked to select the one that has been most impacted by inflation.

@] Dig Insights



Detailed Category Inputs

44 product categories were evaluated in our Upsiide exercise to determine which products have most impacted consumer behaviour in

response to inflation.

Household & Personal Goods
Toothpaste/oral care

Paper towel

Bath & body care

Cleaning supplies

Haircare products

Pet food

Toilet paper

Over-the-counter medications*

Cannabis

Prepared/Packaged Foods

Yogurt

Cheese

Eggs

Milk (dairy)

Fresh produce

Seafood

Beef, poultry and pork*
Bakery bread, rolls, & buns
Packaged bread

Flavored sparkling water

Fruit juice

Unflavored sparkling water
Plant-based milk (soy, oat, etc.)*
Energy drinks

Sparkling soft drinks

Coffee

Wine & beer

Snacks & Sweets Pantry/Staples

Spreads & syrups

Dry pasta, rice & beans

Soups, stews & chilis Crackers

Frozen pizza Chips

Tofu & plant-based proteins Granola bars & snacks
Cereal Cookies

Baking products (flour, sugar, mixes, etc.)

Meal replacements (e.g. Boost, Ensure)*

Ice cream tubs

Condiments & toppings

Frozen fruits and vegetables

Chocolate bars, tablets & pieces*

Bacon, hot dogs & sausages

Ice cream novelties (sandwiches, cones, bars)*

@] Dig Insights

*Note that a few products were simplified for reporting purposes, however the respondents saw the full product name as listed above.
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)
Fresh foods are most frequently and strongly affected by inflation. Canadians are least likely
to be responding to packaged beverage & snack inflation versus other categories.

69 Categories Ranked by Inflation Impact Score
66
57
54 50
°! 50 47 47
45 44 44 44 44
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Q‘(\ @ Household & Personal Goods
@ Prepared/Packaged Foods
Beverages
@ Snacks & Sweets
. D‘ I M h Idea Screening task: We are going to show you some products. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you Fresh Food 39
Ig n5|g ts have not changed how or what you buy or spend on it due to inflation, swipe left or click the ‘X’. If you swipe right or give a v to more than one product, you will be resh roods
asked to select the one that has been most impacted by inflation. @ Pantry/Staples

Base: Canadians completing Upsiide module (n=964)



Through a network map we can see the relationships across product categories. If consumers are
adapting to inflation for one item, they are likely also adjusting for adjacencies.

How to read a Network Map

Connective lines indicate consumers
impacted by inflation in one category
are also making changes in how they
shop adjacent categories in response to
inflation. The thicker the line, the
stronger the relationship.

Beef,
~ poultry &_

ork Ralkery

~Milk (dairy)
= ~“=bread,

= ‘s’» ro

e
its Baki ucts
by

Cheese

i‘— =¥
<~

Eggs

Ve
*

Fresh prod
p / aged waoﬁe

] ,:rYogurt

Seafood

To

Fruit juice

\mcﬁéfs

The relationship between items within
the Fresh Foods category have the
strongest connections, suggesting that
people who have had to change their
buying habits of one fresh food item
have changed their buying habits of
most fresh food items.

@ Household & Personal Goods
@ Prepared/Packaged Foods
Beverages
@ Snacks & Sweets
Fresh Foods 40
@ Pantry/Staples

Base: Total completing Upsiide module (n=964)

@] Dig Insights



Inflation Impact Score = Frequency + Strength

The Inflation Impact Score is
a Con:]bmatlon of the 2 key Inflation has a widespread effect on
metrics assessed in the Idea products in this quadrant; however,

Screen exercise respondents feel inflation has a
relatively weaker impact here than

) on other product categories.

c

)
The Frequency and Strength %
of inflation’s effect on each T
product illustrate the impact ©
inflation has on purchase Eﬁ Products in this quadrant are less

] ] P i frequently impacted by inflation

behavior in a multi- and, when impacted, the effect is
dimensional way not as strong as other affected

categories.

@] Dig Insights

Inflation has both a widespread and
strong effect on products in this
category.

Fewer consumers are impacted by
inflation on these products, yet,
those affected feel the impact more
strongly than in other categories.

Effect Strength

a1



)
Comparatively, fresh foods have most impacted consumer purchase behaviours as a
result of inflation, while snacks & sweets and beverages have been more resilient.

Inflation Impact - All Products

>
(@]
c
(O]
3
O
o
—
L
]
(@]
(]
Y
Y
L
@ Household & Personal Goods
@ Prepared/Packaged Foods
Beverages
65 @ Snacks & Sweets
Fresh Foods
Effect Strength @ Pantry/Staples
. D' I : h Idea Screening task. Inflation Impact is calculated based on the percent indicating a product has been impacted by inflation x the percentage who chose the product in subsequent trade-off 42
Ig nSIQ ts as most impacted by inflation.

Base: Total Respondents (n=964)



Proteins, produce and dairy have been most impacted by inflation within the fresh food sector.
High frequency of purchase, wide fluctuations and supply chain considerations likely contribute.

Fresh Foods Inflation Impact Map

75
Fresh produce Beef, poultry & pork
3 65
c Cheese
5
Eggs
8 55 Bakery bread, rolls & buns gg
— ] . .
L Packaged bread Milk (dairy)
]
D 45
=
YT Seafood
- a Yogurt

35

25

15

25 35 45 55 65 75 85 95
Effect Strength
M : Idea Screening task. Inflation Impact is calculated based on the percent indicating a product has been impacted by inflation x the percentage who chose the product in subsequent trade-off

.J Dlg InSIths as most impacted by inflation. 43

Base: Total Respondents (n=964)



+)
While consumers are particularly likely to note inflation in packaged foods such as cereals
and frozen produce, behaviour has been most notably impacted in processed meats.

Prepared/Packaged Foods Inflation Impact Map

75

> 65
(@]
c
(O]
3
O 55
o Cereal !
L
]
D 45 9 o
2 &
Y
T Bacon, hot dogs & sausages
- — Frozen fruits & vegetables
35 o
Frozen pizza
o
25 P Tofu & plant-based proteins
Soups, stews & chilis e
PS, Meal replacements
15
25 35 45 55 65 75 85 95
Effect Strength
M : Idea Screening task. Inflation Impact is calculated based on the percent indicating a product has been impacted by inflation x the percentage who chose the product in subsequent trade-off

.J Dlg InSIths as most impacted by inflation. 44

Base: Total Respondents (n=964)



Fewer Canadians have been impacted by inflation when it comes to OTC medication, pet food
and cannabis, yet the effect of inflation is felt very strongly among these consumers.

Household/Personal Goods Inflation Impact Map

75
> 65
(@]
c
(O]
3
O 55
o
L Toilet paper
+— Paper towel
3 45 b o
§ Cleaning supplies P
H o

o - Bath & body care OTC medications
35 ) o Py
Haircare products © Pet food
25 Toothpaste/oral care
@© Cannabis
15
25 35 45 55 65 75 85 95
Effect Strength
M : Idea Screening task. Inflation Impact is calculated based on the percent indicating a product has been impacted by inflation x the percentage who chose the product in subsequent trade-off

.: Dlg InSIths as most impacted by inflation. 45

Base: Total Respondents (n=964)



Inflation has most impacted coffee and wine and beer within the beverage category. These
purchases may be viewed as more discretionary among Canadians.

Beverages Inflation Impact Map

75

> 65
(@]
c
(O]
3
O 55
o
—
L Coffee
3
Q4 Fruit juice
T Wine & beer
a o L Sparkling soft drinks
35 X
Plant-based milk
25 Unflavored sparkling water
Flavored sparkling water Energy drinks
15
25 35 45 55 65 75 85 95
Effect Strength
M : Idea Screening task. Inflation Impact is calculated based on the percent indicating a product has been impacted by inflation x the percentage who chose the product in subsequent trade-off

.J Dlg InSIths as most impacted by inflation. 46

Base: Total Respondents (n=964)



Snacks & sweets are quite resilient in the face of inflation, perhaps because they are purchased
less frequently than other categories, or that consumers are willing to splurge on ‘treats’ when
making accommodations in other areas.

Snacks & Sweets Inflation Impact Map

75
> 65
(@]
c
(O]
3
O 55
o
LT ! tub

ce cream tuns

5 Chips
o) 45
by Cookies
L

35 Ice cream novelties

Crackers
Chocolate bars, tablets & pieces
25
Granola bars & shacks
15
25 35 45 55 65 75 85 95
Effect Strength
M : Idea Screening task. Inflation Impact is calculated based on the percent indicating a product has been impacted by inflation x the percentage who chose the product in subsequent trade-off

.J Dlg InSIths as most impacted by inflation. 47

Base: Total Respondents (n=964)



)
The purchase of Pantry and Staple items has not changed much due to inflation. Those impacted
are not making dramatic changes to their purchase habits in comparison to other categories.

Pantry/Staples Inflation Impact Map

75
> 65
O
c
o
3
O 55
L%) Dry pasta, rice & beans
3 Condiments & toppings
o) 45
Y
L]

o b Baking products
35
© o
25
Spreads & syrups
15
25 35 45 55 65 75 85 95
Effect Strength
M : Idea Screening task. Inflation Impact is calculated based on the percent indicating a product has been impacted by inflation x the percentage who chose the product in subsequent trade-off

.J Dlg InSIths as most impacted by inflation. 48

Base: Total Respondents (n=964)
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)
Fresh Produce - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

35 Did Not Change Stopped buying 11

Changed i
Behaviour Due i
To Inflation To Inflation

Behaviour Due

Buying only when on sale
Average Across All Categories ying y

Impacted by Inflation - by Subgroup % Buying less often ||| GG 3+

Segment Gender HH with Kids Buying less expensive name brands

58V

Buying in bulk

64
Buying only store brands - 8 Vv
Struggling Adapting Still
Thriving Being less wasteful when using _ 41
Region Age Income
"Stretching" to make it last _

East 18-34 Yr - 61 <$50K - 66
35-54Yr [ c¢ $50 - $100 K - 69 other [ 5

55
* - 69 $100 K + - 58V Stopped Buying STl =g R Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

!!lle;,

. D‘ I : h Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 50
Ig nS|g ts or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).




)
Frozen Fruits & Vegetables - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

Behaviour Due Behaviour Due
To Inflation To Inflation

Buying only when on sale
Average Across All Categories ying y

Impacted by Inflation - by Subgroup % Buying less often

Buying only store brands

47
43
40
e o
Struggling Adapting Still
Thriving

Buying in bulk

Being less wasteful when using

Region Age Income
"Stretching" to make it last

18-34vr [N 45 =ssok [N #+

55t - 41 $100 K + - 42 Stopped Buying ]l [ g H-EE Conserving

Other

I
I
Segment Gender HH with Kids Buying less expensive name brands _ 28
—
E—
—
—
Nav

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : h Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 51
Ig nS|g ts or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).



)
Beef, Poultry & Pork - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

Behaviour Due Behaviour Due
To Inflation 38 To Inflation Buvi v wh l
Average Across All Categories uying onty when on sate _ 58

Impacted by Inflation - by Subgroup % Buying less often ||| Gz 40

Segment Gender HH with Kids Buyingin bulk - 19
58V

Struggling Adapting Still
Thriving

Buying less expensive name brands - 15
66

Buying only store brands I 5V

Being less wasteful when using - 24

Region Age Income
East "Stretching" to make it last - 24
: 0 18-34vr [ s6v <ssok [ 3
Other 6
"’ " oo M co sso-sroo I o i
Wes
2% - 72 $100 K + - 67 Stopped Buying ]Il [l g N1 Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 52
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Seafood - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed
Behaviour Due “ o4
To Inflation

Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

®

Q |
@

Region Age Income

East
" ‘ 18-34vr ] 43 =ssok [ 45
Wes ‘t%

3s-54vr [ 46 ss0-s100 K [ 45
@] Dig Insights

. : :
Struggling Adapting Still
Thriving

$100 K + - 47

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying

16

Buying less expensive name brands - 18

Buyingin bulk - 14

Buying only store brands . 4V

"Stretching" to make it last - 16

Being less wasteful when using

Other I 1V

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 53
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



)
Bacon, Hot Dogs & Sausages - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Behaviour Due Behaviour Due
To Inflation To Inflation

Buying only when on sale 52

Average Across All Categories

Impacted by Inflation - by Subgroup % Buying less often ||| GG

Segment Gender HH with Kids Buying less expensive name brands - 19
54 50 40V
@ Buyingin bulk [ 15
Buying only store brands - 13
Struggling Adapting Still @

Thriving "Stretching" to make it last - 16

Region Age Income

Being less wasteful when using - 13

East
cs 18-3avr [ 24 =ssok [ 54
b Other 2V
|| % oo Wl sso-swo [l :
Wes
55+ - 53 $100 K + - 42 Stopped Buying STl =g R Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 54
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



*)

Tofu & Plant-based Proteins - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

jourove I
Behaviour Due 24 l =
To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender

mlm Q0
Q%

Struggling Adapting Still
Region Age

Thriving
18-34 Yr - 29
35-54 Yr - 23
ss+ [ 18 v

HH with Kids

|

Income

<ssok [ 23
$50 - $100 K - 21
$100 K + - 28

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 19

Buying only when on sale

38

27

Buying less expensive name brands _ 25

19

Buying less often

Buying in bulk

Buying only store brands

Being less wasteful when using
"Stretching" to make it last

19

Other

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

(o] (o]
<

N

o

. D‘ I : h Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 55
Ig nS|g ts or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).



)
Milk (Dairy) - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Behaviour Due Behaviour Due
To Inflation To Inflation .
Average Across All Categories

Impacted by Inflation - by Subgroup % Buying only when on sale _ 24V

Segment Gender HH with Kids Buying less expensive name brands _ 15

58
54 . Buyinginbulk [} e v

Buying only store brands - 6V
Struggling Adapting Still

Thriving Stretching’ to make it last [ NN 34

Region Age Income

Being less wasteful when using _ 24
\. \ East
Wesl |‘t«

18-34vr [JJJ] 50 =ssok [N ¢
.J Dig InSightS Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 56

56

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

s5-54vr [ 55 ss0-s100« [ 55
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

* - 60 $100 K + - 50 Stopped Buying STl =g R Conserving
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Plant-based Milk - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)
Behavci?jrngig l /3

To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying

Buying only when on sale

Buying less often

24

32

Segment Gender HH with Kids Buying in bulk _ 17
28 23
@ Buying less expensive name brands _ 15
Buying only store brands - 6V
Struggling Adapting Still @
Thrivi . .
riving "Stretching" to make it last _ 24
Region Age Income ) )
East Being less wasteful when using _ 20
\ as
18-34vr [ 20 <ssok JJj 25
Other 6
"’ 35-54vr [ 27 ss0-s100 K [ 26 -
Wes
" - 24 $100 K + - 30 Stopped Buying STl =g R Conserving
VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories
Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 57

@] Dig Insights

or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Yogurt - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed 56
Behaviour Due
To Inflation

Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

48 46 39
HEm o0
Q%

Struggling Adapting Still
Region Age Income

Thriving
=ssok [ 44
$50 - $100 K - 44

51

18-34 Yr . 42

35-54 Yr - 45

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 10V

Buying only when on sale 52

Buying less often

Buying less expensive name brands _ 22
Buyinginbulk [l 13

Buying only store brands - VA 4

"Stretching" to make it last _ 21

17

29

Being less wasteful when using

Other . 4V

+ g o 2
55 - 45 $100 K + . 43 Stopped Buying STl =g R Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories
Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 58

or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



)
Cheese - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

Behaviour Due
To Inflation To Inflation

Behaviour Due
Average Across All Categories uying onty when on sate 45
I

Impacted by Inflation - by Subgroup % Buying less often

Segment Gender HH with Kids Buying less expensive name brands _ 23

62
Buyingin bulk
60
- - Buying only store brands - 13
Struggling Adapting Still @

Thriving "Stretching' to make it last [ 19

Region Age Income

Being less wasteful when using - 16

\ East
18-3ave [ 51 v <ssok [ o2
Other 3V
"’ P 35-54Yr [ o s50-s100 [ 56 0
Wes
53y 55+ - 62 $100K + . 52 Stopped Buying ]Il [l g N1 Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : h Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 59
Ig nS|g ts or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Eggs - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed
Behaviour Due
To Inflation

Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

48

Impacted by Inflation - by Subgroup %

Segment HH with Kids

56
. : -
Struggling Adapting Still
Thriving

Region Age Income

East
‘ ‘ 18-34vr [ 50 =ssok [N 52
Wesl |‘tﬁ

s5-s4ve [ 52 s50-$100 K [ 52
ss+ [ 5 s100c+ [ 49
@] Dig Insights

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 41V

Buying only when on sale 42

Buying less often

31

Buying less expensive name brands 24

Buying only store brands 15

Buying in bulk 15

"Stretching" to make it last 21

Being less wasteful when using - 12

Other . 6
Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 60
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Packaged Bread - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Qhanged “ 57 Did Ngt Change Stopped buying R 4
Behaviour Due Behaviour Due
To Inflation To Inflation

Buying only when on sale 35

Average Across All Categories

Impacted by Inflation - by Subgroup % Buying less often ||| GGG 2o

Segment Gender HH with Kids Buying less expensive name brands _ 22

46
o w o suyinginbutc [N 1o
[ ] *
- Buying only store brands _ 17
Struggling Adapting Still @
Thriving "Stretching" to make it last _ 26
Region Age Income

East Being less wasteful when using _ 17
18-34Yr <ssok [ 45

Other 6
85-54¥r - ss0-s100 K [ 4 [ ]
- $100 K + - 38 Stopped Buying ]I le[lal AR Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

!!lle\,

. D‘ I : h Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 61
Ig nS|g ts or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).




(+)
Bakery Bread, Rolls & Buns - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Behaviour Due Behaviour Due
To Inflation To Inflation

Buying only when on sale 40

Average Across All Categories

Impacted by Inflation - by Subgroup % Buying less often || G 35

Segment Gender HH with Kids Buying less expensive name brands _ 24

i : :

Struggling Adapting Still

Thriving "Stretching" to make it last [ 20

Region Age Income

Buying only store brands - 14
49

Buyinginbulk [Jij 1ov

Being less wasteful when using - 15

East
v £3 18-34vr [ 4 =ssok [N 45
B 35-54 Yr Other [l 7
" 0¥ » B o soo-svooc [ <
S ‘7

A

We
40y 5ot - 46 $100 K + - 44 Stopped Buying [ -ANER Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 62
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



)
Dry Pasta, Rice & Beans - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

Behaviour Due Behaviour Due
To Inflation To Inflation

Buying only when on sale

Average Across All Categories 51

Impacted by Inflation - by Subgroup % Buying less expensive name brands _ 25
Segment Gender HH with Kids Buyingin bulk _ 22
43
40
37 @ Buying less often _ 21V
. | .
Buying only store brands - 17
Struggling Adapting Still @
Thriving Being less wasteful when using _ 22
Region Age Income
"Stretching" to make it last _ 22

18-34vr ] 38 -sso [ 4
Other 6
sssove [ 41 sso-sroo [N -
5ot - 41 $100 K + - 39 Stopped Buying [ -ANER Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 63
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (IncomeQ20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



)
Coffee - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Behaviour Due Behaviour Due
To Inflation To Inflation

Buying only when on sale 49

Average Across All Categories

Impacted by Inflation - by Subgroup % Buying less expensive name brands 24

Segment Gender HH with Kids Buying less often _ 2V

49
46
44
. - Buying only store brands - 16
Struggling Adapting Still

Thriving Stretching’ to make it last [T 21

Region Age Income
Being less wasteful when usin
East g g - 13
l2v

Other
"’ 35-54vr [ 42 s50-s100 « [ 45
Wes 55

Buying in bulk
46

* - 52 $100 K + - 44 Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 64
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



@] Dig Insights

Cereal - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed
Behaviour Due “ o4
To Inflation

Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment HH with Kids

49 46 45

~)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 13

Buying less often _ 31

Buying only store brands - 13

Buying less expensive name brands - 13V

48
Buyinginbulk [Jij 11 v
Struggling Adapting Still
Thrivin . .
g "Stretching" to make it last _ 21
Region Age Income
Being less wasteful when using - 12
+, East 18-34 Yr - 42 <$50K - 45
ac ¥’ esay other [ 4w

\ Sl 2 Sev I 50 sso-sroo [ <o
Wes

39y 5o* - 48 $100 K + - 47 Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories
Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 65

or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Granola Bars & Snacks - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed l 66 Did Not Change
Behaviour Due Behaviour Due
To Inflation 38 To Inflation
Average Across All Categories

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids
37 40
2V o
Struggling Adapting Still @
Thriving
Region Age Income

East 18-34 Yr - 39 <$50 K - 33

35-54 Yr 36 _
"" 31 ] $50-s100 K [ 34
Wes s5+ [ 26V

s100k+ [ 35

@] Dig Insights

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 18
Buying less often 35

34

Buying only when on sale

Buying less expensive name brands

24

Buying only store brands 19

Buying in bulk

14

"Stretching" to make it last

N
o

Being less wasteful when using

Other - 5
Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

14

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 66
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Condiments & Toppings - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)
Ch d
Behaviojrngie l /0

To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

32 32 27 @ “
Q%

Struggling Adapting Still
Region Age Income

Thriving
‘ East 18-3avr [ 32 <ssok [l 31

35-54Yr [ 32 s50-s100 K [ 3
@] Dig Insights

38

+ [ 25 s100k+ [ 28

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 6V

Buying only when on sale

Buying less often _ 30
Buying only store brands _ 23

41

Buying less expensive name brands - 19

Buyinginbulk || 13
"Stretching" to make it last _ 28

Being less wasteful when using _ 22

Other . 4wy

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 67
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).



@] Dig Insights

Spreads & Syrups - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed l 71 Did Not Change
Behaviour Due Behaviour Due
To Inflation 38 To Inflation
Average Across All Categories

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

32 33 23 W @a
HE= Q%

Struggling Adapting Still
Region Age Income

Thriving
. East 18-34 Yr - 29 $50 K -
< 29
»;
i
"3 35-54Yr - 29 $50 - $100 K - 29
55+ - 29 $100 K + - 30

34

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying

Buying only when on sale 47

-
oo

Buying less often

39

Buying less expensive name brands

21

Buying only store brands 15

- I

Buying in bulk

"Stretching" to make it last 21

Being less wasteful when using - 13

Other . 4vy

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 68
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Pet Food - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)

Ch d
Behaviojrn[g)ie l 70

To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

25V (27) 35
I H = ﬂ?

Struggling Adapting Still
Thriving

Region Age Income

‘ East 18-3avr [ 30 <ssok [l 31

35-54Yr [ 33 s50-$100 K [ 20
+ [ 25 s100k+ [ 32
@] Dig Insights

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 8V

Buying only when on sale

31V

Buying in bulk 24

Buying less expensive name brands

M I
—

Buying less often

15V

—_— I

Buying only store brands 4

"Stretching" to make it last 24

Being less wasteful when using

19

Other

14

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 69
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).



)
Baking Products - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

Behaviour Due Behaviour Due
To Inflation 38 To Inflation Buvi v wh l
Average Across All Categories uying onty when on sate _ 4

Impacted by Inflation - by Subgroup % Buying less often ||| Gz 27

Segment Gender HH with Kids Buyingin bulk - 19

46
. ] ]

Struggling Adapting Still

Thriving "Stretching" to make it last [ 23
\ ‘

Region Age Income
., East 18-34 Yr - 38 <$50K - 40
QCh *47 35-54 Yr - 40 ot . °
46 - $50 - $100 K - 40
West 55+ - 43 : . :
100K + 40 Stopped Buyin Spending Less Conservin
33V $ L] pped Buying  [ESIalelIgl: g

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Buying less expensive name brands

45

Buying only store brands - 12

Being less wasteful when using - 12

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 70
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).



Frozen Pizza - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)
Ch d
Behaviojrngﬁe l o6

To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

36 37 35

Struggling Adapting Still

Thriving

East
’ Qck’
West

42

Region Age Income

18-34vr [ 36 <$50 K - 35
35-54Yr [ 36 $50-s100 K [ 36
+ [ 28V s100k+ [ 31

@] Dig Insights

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 14

Buying less expensive name brands - 17
Buying only store brands - 12
Buyinginbulk JJJj 6w
Being less wasteful when using - 12V

"Stretching"' to make it last - 11V

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 71
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Ice Cream Tubs - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed l 65 Did Not Change
Behaviour Due Behaviour Due
To Inflation 38 To Inflation
Average Across All Categories

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

36 37 39

Struggling Adapting Still

Thriving
West "

42

Region Age Income

East 18-34 Yr - 33 <$50 K - 37
Ck»
Q 35-54vr [ 3¢ s50-$100 K [ 34

+ [ s s100k+ [ 35

~)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 19

Buying only when on sale _ 41

Buying less expensive name brands - 12V
Buying only store brands - 12
Buyinginbulk [JJJjj s v
"Stretching" to make it last - ) 4

Being less wasteful when using - A 4

Other . 5V

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 72
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).



Ice Cream Novelties - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed l 67 Did Not Change
Behaviour Due Behaviour Due
To Inflation 38 To Inflation
Average Across All Categories

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

37
. " - @ “
Struggling Adapting Still ﬂ @

Thriving

41

Region Age Income

W

East 18-34 Yr - 32 <$50 K - 33
C):»
’ Q 35-54vr [ 34 sso-s100 K [ 33

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 31

Buying only store brands _ 13

Buying less expensive name brands _ 13V
Buyingin bulk - A 4
Being less wasteful when using - 3} 4

"Stretching" to make it last - 6V

Other I vA 4

+ g o 2
West - 32 $100 K + - 33 Stopped Buying Spending Less Conserving
VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories
. D‘ I : h Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 73
Ig n5|g ts or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



@] Dig Insights

Meal Replacements - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)
Behavci?jrngig l /8

To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids
27
. . @
B Il = &
Struggling Adapting Still @
Thriving
Age Income

<s50 K [} 20
$50 - $100 K - 22
s100k+ [ 23

: East 18-34Yr [ 26
v 35-54 Yr - 20
ss+ [ 19

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying

Buying less often

Buying only when on sale

Buying in bulk

Buying less expensive name brands

Buying only store brands

"Stretching" to make it last

Being less wasteful when using

Other

33

I
v
-

B ov

.

L RE) 4

I sv
s

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 74
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



@] Dig Insights

Sparkling Soft Drinks - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed l 67 Did Not Change
Behaviour Due Behaviour Due
To Inflation 38 To Inflation
Average Across All Categories

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids
34 33 31 @
H H B 0 39
Struggling Adapting Still @
Thriving
Age Income

East - <
528 18-34 Yr - 31 $50 K - 31
. ss-54vr [ =5 s50-$100 K [ 34
ss+ [ 32 s100k+ [ 34

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 20

Buying only when on sale 36

Buying less often

24

Buying only store brands 12

Buying less expensive name brands

11V

Buying in bulk

Ch 4

"Stretching" to make it last

=
<

Being less wasteful when using

Other - 1y
Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

12

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 75
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



@] Dig Insights

*)

Unflavored Sparkling Water - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

jourove I
Behaviour Due = l 7
To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

21 24 >
Struggling Adapting Still
Thriving

Age Income

}faSt 18-3avr [ 25 <s50K [ 19
- 35-54vr [ 22 $50-$100 K [ 25
s5+ [ 21 s100k+ [ 24

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 19

Buying only when on sale _ 27V
Buying less often _ 26
Buying less expensive name brands _ 14V
Buying only store brands _ 12
Buyingin bulk | v
"Stretching" to make it last - 10V

Being less wasteful when using - S 4

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 76
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).
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Flavored Sparkling Water - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed l 75 Did Not Change
Behaviour Due Behaviour Due
To Inflation 38 To Inflation
Average Across All Categories

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids
30
25 20V 25)
Il B e &
Struggling Adapting Still @
Thriving
Age Income

East 18-34Yr - 26 <$50 K -
» .
i
. 35-54vr [ 27 $50-$100 K [ 23
55+ - 20V $100 K + - 30

*)

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 24

Buying less often _ 28
Buying only when on sale _ 27V

Buying less expensive name brands _ IR 4

Buyinginbulk [ 1ov

Buying only store brands - A 4
"Stretching" to make it last _ 14V
Being less wasteful when using _ 12V
Other - 7

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 77
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Fruit Juice - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

Behaviour Due Behaviour Due
To Inflation 38 To Inflation Buvi v wh l
Average Across All Categories uying onty when on sate _ 4

Impacted by Inflation - by Subgroup % Buying less often ||| 30

Segment Gender HH with Kids Buyingin bulk - 15

38 42 34
Struggling Adapting Still
Thriving

Buying less expensive name brands - 13V
41

Buying only store brands - 12

"Stretching" to make it last - 12V

Region Age Income

» East 18-34 Yr - 35 <$50K -
QCk“i4 ’ 35-54 Yr 36 ) oher . °
i v ] $50-s100 K [ 33

Wes

38 5o+ - 32 $100 K + - 32 Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Being less wasteful when using - 10V

t

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 78
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Energy Drinks - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)
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Change In Behaviour Due To Inflation** (% Selected)
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Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 79
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Chocolate Bars, Tablets & Pieces - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

ourove TN
Behaviour Due i l e
To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

35 37 32
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40

Region Age Income

.. East 18-3avr [ 20 <$50 K - 41
QCh 3
35
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" . s5-54vr [ =0 $50-$100 K [ 30
> s5+ [ =5 s100k+ [ 35
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Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 15
Buying less often

I -
Buying only when on sale _ 37
B o

Buying less expensive name brands
Buying only store brands - 11
Buyingin bulk - R 4

"Stretching" to make it last _ 21

Being less wasteful when using . 4V

Other . 4wy

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 80
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).
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Chips - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed 57
Behaviour Due
To Inflation

Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %
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Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 17

Buying less expensive name brands _ 19
Buying only store brands _ 15

Buying in bulk

"Stretching" to make it last - 13V

Being less wasteful when using - 3 4

©
<

Other . 4V

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 81
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Cookies - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)

Ch d
Behaviojrngie l 63

To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

41
. i )
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Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 13
Buying only when on sale _
Buying less often _ 33
Buying less expensive name brands -
Buying only store brands - 15
Buyinginbulk [JJJj 8w
"Stretching" to make it last - 13V

Being less wasteful when using - A 4

Other I 3V

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 82
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Crackers - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)
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Change In Behaviour Due To Inflation** (% Selected)

Stopped buying
Buying only when on sale

Buying less expensive name brands - 19

Buying only store brands - 15

Buyingin bulk - R 4

"Stretching" to make it last - 16

Being less wasteful when using - A 4

41

=y
N

Other . 4y

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 83
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=155).
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Soups, Stews & Chilis - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Behaviour Due Behaviour Due
To Inflation 38 To Inflation Buvi v wh l
Average Across All Categories uying onty when on sate _ 40
Impacted by Inflation - by Subgroup % Buying less often |G 33

Segment Gender HH with Kids Buyingin bulk - 15

30 33 24 @ Buying less expensive name brands 15
H E = §
Buying only store brands . 4V
Struggling Adapting Still @
Thriving "Stretching" to make it last - 15V
Region Age Income

Being less wasteful when using - 12

East 18-34 Yr - 29 <$50 K - 29

Other - 10
"" 35-54vr [ 20 $50-s100 K [ 30
Wes 55

" - 28 $100 K + - 25 Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 84
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Toilet Paper - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Behaviour Due Behaviour Due
To Inflation To Inflation

Buying only when on sale 54

Average Across All Categories

Impacted by Inflation - by Subgroup % Buyingin bulk |GGG 33

Segment Gender HH with Kids Buying only store brands - 19

=S 43 40
Buying less expensive name brands 18
Buying less often - 8V
Struggling Adapting Still
Thriving "Stretching" to make it last - 16
Region Age Income
Being less wasteful when using - 15

. East 18-34vr [N 42 ssok [N
< 50
chiﬂ s other ] 3w
e s54vr [ 46 sso-sto0x [N +5

5o+ - 51 $100 K + - 40 Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 85
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Paper Towel - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

Behaviour Due Behaviour Due
To Inflation 38 To Inflation Buvi v wh l
Average Across All Categories uying onty when on sate _ 40
Impacted by Inflation - by Subgroup % Buying less expensive name brands _ 21
Segment Gender HH with Kids Buyingin bulk -
i ] ]
Struggling Adapting Still

]

I
Thriving "Stretching' to make it last [ 16

]

Buying less often

45

Buying only store brands

Region Age Income
Being less wasteful when using

. East 18-34 Yr - 40 <$50 K - a4
chim ave - - other ] 3w
o P s50-s100 K [ 4
ss+ I <> s100+ [ + Stopped Buying

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 86
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Wine & Beer - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

Changed 58
Behaviour Due
To Inflation

Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment HH with Kids

40 48 39
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Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 10V

Buying only when on sale - 17V

Buying less expensive name brands - 11V

Buyingin bulk - R 4

44
Buying only store brands . 5V
Struggling Adapting Still
Thrivin . .
g "Stretching" to make it last - 17
Region Age Income
Being less wasteful when using - A 4
+, East 18-34 Yr - 42 <$50K - 36
e o 35-54 Yr 40 other [ 8
i sso-s100 [N <4
5o+ - 43 $100 K + - 43 Stopped Buying Spending Less Conserving
VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories
Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 87

or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=157).
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Over-the-counter Medications - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)

jourove T
Behaviour Due i l 2
To Inflation 38
Average Across All Categories

Did Not Change
Behaviour Due
To Inflation

Impacted by Inflation - by Subgroup %

Segment Gender HH with Kids

Emm QO
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‘ East 18-3avr [ 35 <ssok [ 35
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3s-54vr [ 35 $50-s100 K [ 36
+ R 32 s100k+ [ 32

Change In Behaviour Due To Inflation** (% Selected)

Stopped buying S 4

Buying less often

N
(3]

Buying only store brands 24

Buying only when on sale

2V

Buying less expensive name brands _ 15
Buyinginbulk [ ¢ v
"Stretching" to make it last _ 16
Being less wasteful when using - 10V
other [N 10

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 88
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this

product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Haircare Products - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Behaviour Due Behaviour Due
To Inflation 38 To Inflation Buvi v wh l
Average Across All Categories uying onty when on sate _ 40
Impacted by Inflation - by Subgroup % Buyingless often [ 23 v
Segment Gender HH with Kids Buying less expensive name brands - 19

Buying only store brands . 6V
39
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. i -
Struggling Adapting Still

Thriving "Stretching' to make it last ||| G 24

Region Age Income
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Other 6
Wes 55

Buyinginbulk JJJj 6 ¥

Being less wasteful when using - 16

" - 31 $100 K + - 32 Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 89
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Toothpaste/ Oral Care - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)

Behaviour Due Behaviour Due
To Inflation 38 To Inflation Buvi v wh l
Average Across All Categories uying onty when on sate _ 42

Impacted by Inflation - by Subgroup % Buying less often || 15 v

Segment Gender HH with Kids Buying less expensive name brands - 15

38 38
. 34 . Buyingin butk [l 12

Buying only store brands . 4y
Struggling Adapting Still

Thriving "Stretching' to make it last [ 22

Region Age Income
Being less wasteful when using - 19

East 18-34 Yr - 38 <$50 K - 39

Other 6
Wes

40

5o+ - 40 $100 K + - 35 Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 90
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).



Bath & Body Care - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected) Change In Behaviour Due To Inflation** (% Selected)
Behaviour Due Behaviour Due
To Inflation 38 To Inflation Buvi v wh l
Average Across All Categories uying onty when on sate _ 46
Impacted by Inflation - by Subgroup % Buying less expensive name brands _ 22
Segment Gender HH with Kids Buying less often - 20V

39 39
. . -
Struggling Adapting Still
Thriving

@ Buying only store brands - 11
43
Buyingin bulk - 7V
"Stretching" to make it last _ 24
Region Age Income

Being less wasteful when using - 17
East 18-3avr [ 20 <sso [ 34

Other 3V
Wes 55

" - 27 $100 K + - 34 Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

. D‘ I : ht Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 91
Ig n5|g S or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=157).



Cleaning Supplies - Response to Inflation

Impact on Behaviour Due To Inflation (% Selected)
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Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 3V

Buying less expensive name brands

Buying only when on sale _ 42

Buying only store brands

Buyingin bulk - 13

Buying less often - 12V

Being less wasteful when using _ 22
"Stretching" to make it last - 19
Other . 5

Stopped Buying Spending Less Conserving

VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories

Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 92
or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Cannabis - Response to Inflation
Impact on Behaviour Due To Inflation (% Selected)
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Behaviojrn[g)ie l 80
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Average Across All Categories
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Change In Behaviour Due To Inflation** (% Selected)

Stopped buying 24

Buying less often _ 21V
Buyingin bulk || TGN 4
Buying less expensive name brands _ 12y
Buying only when on sale _ 12V
Buying only store brands - 7V
"Stretching" to make it last _ 21
Being less wasteful when using _ 14

+ g o 2
55 . 14V $100 K + - 20 Stopped Buying Spending Less Conserving
VW *Indicates what’s over/under indexing vs total sample/ **Average across all categories
Q17. If you have changed how or what you buy or spend on it due to inflation, swipe right or click the V. If you have not changed how or what you buy or spend on it due to inflation, swipe left 93

or click the 'X’. Base: Total Canadian Respondents (n=1555); Q4 (Region), Q2 (Gender), Q23 (HH with Kids), Q3 (Age), Q27 (Income). Q20. What are you doing in response to inflation on this
product, specifically? Select all that apply. Base: Canadians who have changed their buying behaviour due to inflation & were assigned to this category (n=156).
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Implications for Consumer Brands

Many Americans have been hard hit by inflation, not just financially but emotionally as well. The stress
and feeling of being overwhelmed are very real, but Americans are also proving resilient and resourceful.
The challenge of helping consumers cope with inflation provides a renewed imperative for brands to
better connect with their existing customers and an opportunity to win over new ones. The keys to doing
so effectively, however, could differ considerably across product categories and consumer segments.

* Clarity of focus is essential. Make sure you have a clear understanding of who your target
consumers are and how they are being impacted by inflationary challenges.

* Align marketing & promotions with evolving consumer priorities. Having deep insight into how
your consumers’ shopping & buying behaviors have changed and the trade-offs they are most
willing to make is more important now than ever.

« Have genuine empathy for your consumers’ struggles. Make sure you understand how your
product(s) fit into their lives and the functional & emotional “jobs” they use your products to
accomplish. Be authentic in your efforts to help them make the best of the challenging situation.

 Stand out as a solution to your consumers’ challenges. Look for ways to position your brand
so that it stands as the answer to helping consumers better meet their goals in adapting to rising
prices. But don’t overlook the opportunity to also connect your brand with the feelings of pride
and accomplishment that consumers experience when they are able to do so successfully.
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Dig Insights and Upsiide
thank our partners for their

support in tapping into the

Dynata is the world’s largest first-party data platform for insights, activation, and d
measurement. With a reach that encompasses over 67 million consumers and business hearts and minds of

\“V/// professionals globally, and an extensive library of individual profile attributes collected consumers in this project.
N 2

through surveys, Dynata is the cornerstone for precise, trustworthy quality data. The

///ﬂl\\\\\k company has built innovative data services and solutions around its robust first-party

data offering to bring the voice of the customer to the entire marketing continuum —from

insights to activation, measurement, and optimization. Dynata serves more than 6,000
d n a ta”‘" market research, media and advertising agencies, publishers, consulting and investment
y firms and corporate customers in North America, South America, Europe, and Asia-

Pacific. Learn more at www.dynata.com .

Canvs Al is an insights platform that transforms open-ended text from surveys, social

® media, transcripts, product reviews, and more into conversational intelligence about how
people feel and why. Learn more at canvs.ai

Drop is the most effective end-to-end platform that enables brands and merchants to
influence and understand Millennial and Gen Z behavior. We are also the largest mobile
rewards network powered by over $40 billion of payment volume that are ethically-
sourced credit and debit card transaction dataset.

We’ve driven over $400 million in sales to North America’s largest brands and merchants,
and our Members have provided valuable insights by answering over 100 million survey

questions. Learn more at www.joindrop.com.

Dig Insights

Y/ e


http://www.joindrop.com/

Thanks!

¢ DigInsights &® Upsiide



