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Canadian Consumer Tracking
During COVID-19



Economic Conditions 12 Months from Now
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“Improved” Economic Conditions 12 Months from Now
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Top Uses for Federal Stimulus Money
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Length of Time Consumers Plan to Cutback Spending
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Comfortable Visiting Within 2 Months or Sooner After the
COVID-19 Crisis Subsides
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Consumers Miss Their Normal Activities
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New Considerations Among Consumers
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Measures Making Consumers Feel Comfortable to Visit
Physical Spaces
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Consumer Sentiments During COVID-19

78(y The COVID-19 crisis has made me more aware of the importance of small
0 businesses in my community and therefore | will support them more in the future.

| am more likely to purchase from retailers/brands that helped 730/
communities/first responders during COVID-19 than those who did not. Y

66(y Whatever purchases | had planned but could not make during the
O  Coronavirus/COVID-19 outbreak, | will make after it subsides.

it will be less convenient for me to get the goods and services | need.

@ If small businesses in my community are forced to close due to COVID-19, 61 %

Source: ICSC Research



Questions?

Please type them in the Q&A pod



Coronavirus Information
& Resources

Icsc.com/coronavirus
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