Unwrapping Canadian Holiday Spend Trends

What's Driving Canadian
Shoppers this Holiday Season

Presented by Native Touch and Caddle
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Voice of the Consumer ™

Canada’s largest mobile-first data and insights platform that rewards consumers for sharing their
data and engaging with brands - providing brands with near real-time access to first party receipt
data, research, and reviews in order to make better decisions, faster.

native touch

We empower brands to reach their target audiences effectively and maximize the impact of their
campaligns.

What’s Ahead

The Canadian Holiday Mindset

Where & How Canadians Shop

Decision Drivers & Triggers

Key Motivators & Pain Points

From Insight to Action: Holiday 2025 Playbook

Why we’re here

The holiday season is a retail battleground, and brands are working overtime for
consumer attention

® [t's the most competitive quarter of the year for brands & retailers
® Holiday advertising costs peak + consumer attention is fragmented

® Jo win: brands must start early, target precisely
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Methodology:

About the study

We conducted a custom Caddle study:

The study, conducted in August 2025, represents a diverse sample spanning 5 generations and
has a margin of error of 1% or lower.

Respondent Age Breakdown:

® GenZ (199/7-2005)

Millennials (1981-1996)
GenX (1965-1980)

Baby Boomers (1946-1964)

Greatest Gen (1900-1945)

The Canadian Holiday Mindset

The countdown is on

Canadians are already planning

® The majority of Canadians start shopping early

® Last-minute shoppers still represent significant opportunity

42% of Canadians surveyed
start shopping in November

or earlier

18% still purchase In the last 2
weeks before holidays

Canadian Holiday Spend Outlook

Spending is selective, but not stopping
Discounts drive behaviour, especially for younger shoppers

® 44% say deals matter more this year

® GenZ (49%) and Millennials (47%) most deal-driven shoppers

® Older shoppers (Greatest Gen & Baby Boomers) are less focused on discounts, more on loyalty

Q: How Important are low prices & deals to your holiday shopping this year?

Q: How Important are low prices & deals to your holiday shopping this year?
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8.4%
12.9%
A little more
A lot
more
54.2%
Compared to previous The
years, how much do you same

expect to spend this year?

A lot

less
16.7%

A little less

/.8%

Cautious vs. confident spending

Planning to spend more than last year

GenZ (31%)
Millennials (31%)
Quebec (24%)
Men (26%)

Planning to spend less than last year

Gen Pop (25%)

GenX (27%)

Baby Boomers (26%)
Women (26%)

Middle budgets dominate, but GenZ is loosening their wallets

$100 - $249

® Millennials (22%)
® GenZ (26%)

® Greatest Gen (41%)

® $250-499 most common spend (25%)

$250 - $499

® GenZ (23.5%)
® GenX (26.4%)

® Baby Boomers (24%)

e Createst Gen lowest spenders overall: 41% planning to spend between $100-%$249

® 28% of GenZ are planning to spend more this season than last year

Q: How much do you typically spend on holiday shopping each year (total across gifts, food, travel, etc.)?
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Holiday Mindset: Cutting back, not cutting out

6% of Canadians are celebrating with restraint

| a
NO

M going all out -

iIday shopping Is

part of the fun

am spending less and
focusing on essentials

| am sKipping most
shopping this year

46.4%

| am shopping more
selectively but still
want to celebrate

® 46% are shopping more selectively, but still celebrating

® 34% cutting back to essentials

® GenZ most festive: 22% “going all out”

Q: Which of the following best describes your approach to holiday shopping this year?

Key shopping segments

Shopping behaviour shows that the right audience demands the right playbook.

® Over half (51%) of Canadians are budget-conscious deal seekers

® GenZ are most budget-minded (55%)

Q: What kind of holiday shopper are you this year?

native touch

Baby Boomers & Greatest Gen (51%) are loyal return shoppers
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Regional Shopper Profiles

How motivators, planning, and inspiration shift by province

Ontario: Deal-Driven Planners

® Discounts (48%) + Free Shipping
(25%) are top motivators

® Seek promos found in digital
flyers / search (20%)

® Planned shoppers dominate
(53%), mpulse low (4%)

® Product inspiration found at retailer
sites (32%), in-store displays (30%)

B.C.: Discount-Hungry Digital
® Most discount-driven cohort (55%)

followed by Free Shipping (29%)

® Search & reviews are key product
channels (26%)

® More mpulsive buyers (8%) vs.
Ontario & Quebec

® |[nspiration found on Retailer
sites/apps (37%)

Quebec: Community-Influenced Planners

® ess discount-led (39%); rely on
friends/family recos (26%)

® Search/Reviews (25%) over
Digital Flyers (17%)

® Strong interest In loyalty rewards (25%)

® Socilal media drives inspiration (26%)

native touch
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Where (and how) are Canadians shopping?

Timing: Black Friday dominates

A 21%
NOV Before Black Friday is the centerpiece of holiday
November
® 31% of Canadians plan shopping around
Black Friday/Cyber Monday
31%
During Black O Millennials (39%) and GenZ (38%) are
Friday/Cyber Monday highest group of BFCM shoppers
® Older groups spread out across Dec
& pre-Nov
AN 8
e 31%
Early-Late ® 26% of Quebecers are shopping before
December November (vs. 21% of Gen Pop)

Q: When do you plan to do the majority of your holiday shopping?

Hybrid-shopping is the “new” normal

Big-box in-store dominates, but digital and social shopping are on the rise

Where do you plan to do MOST of your holiday shopping?

Online from major retailers (28.1%)

® Big-box in-store: 35% overall, with Greatest Gen leading the cohort (79%)

® Online retailers: 28%, especially among younger shoppers

® Younger generations skew social: GenZ (12%), Millennials (9%)
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Making the list: Who they’re buying for

Family first, but Gen Z prioritizes friends too

81% shop for immediate family
GenZ: higher friend gifting (38%)

Greatest Gen the most family oriented: 92% are shopping for immediate family, 14% extended family

Quebec over indexes on gift-giving to Teachers & Service Providers: 26% vs 6.4% of Gen Pop

® Avg. gift size: 6 people

Gift Planning: | | -
Who'’s on the List ® Millennials have the largest gifting list (avg. 8 people)

® 28% of Canadians are buying for themselves

Several mid-sized gifts (26.7%)
Food & Drinks (34.2%)
® Small Gifts for Many (32.0%)

Holiday Budget:
Spend Focus

Q: Who do you typically buy holiday gifts for the MOST? Select up to 3.
Q: What types of gifts do you plan to buy this year? Select up to 3.

Gift-giving by generation

Others
Gift cards rule, but GenZ is shaking it up
® GenZ more likely to gift experiences
(31%) and handmade/local items (20%) 34%
24% Gift cards
® Greatest Gen: focused on toys (34%) and Food/drink
home/decor (53%)
35%
Clothing

Q: What types of gifts do you plan to buy this year? Select up to 3.
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Holiday budget extends beyond gifts

Budget breakdown: Food, hosting, and travel dominate additional spend

® 37% are spending on food/meals this season, highest among for Baby Boomers

® GenZ + Millennials are top cohorts spending on hosting and parties

® Travelis a key focus for younger spenders

Besides gift buying, which holiday celebration or expense is the BIGGEST PART of your plans this year?

General

GenZ

Millennials

GenX

Baby Boomers Greatest Gen

Special meals or
groceries

Hosting or
attending
parties

Travel

Decor/ home
Improvements

New Year's
events

Religious or
cultural
traditions

Donations or
charity

None of the
above
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36.5%

16.5%

12.7%

/1%

6.8%

5.5%

3.5%

12.0%

29.6%

19.9%

18.3%

6.8%

6.6%

5.5%

1.5%

11.9%

31.1%

19.0%

16.2%

/.8%

7/.9%

0.5%

4.9%

/.9%

35.5%

15.0%

11.5%

/.5%

/1%

6.2%

2.0%

16.0%

51.0%

12.5%

0.8%

5.4%

4.4%

2.6%

4.2%

13.2%

32.1%

26.4%

8.0%

/1%

0.0%

26.4%

0.0%

0.0%
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What Drives Holiday Purchases: Key motivators & pain points

Holiday shopping inspiration

Websites, sighage, and social media

® Retailer websites + apps are the top influencer overall, peaking with Baby Boomers (41%)
and BC shoppers (37%)

® In-store signage (30%) drives impulse purchases, particularly among older generations
(34% GenX, 37% Baby Boomers, 60% Greatest Gen)

® Social media is almost 1.5x more influential for GenZ (30%) than for Baby Boomers
(22%), and strongest in Quebec (26%)

® Influencer content is small overall, but skews toward Millennials (8%) and Quebec (5%)

Q: Which of the following channels are MOST likely to inspire a holiday purchase? Select up to 2.

Brand discovery: Top purchase motivators

Deep discounts, free shipping, and trusted voices open doors

® 48% of Canadians are motivated by deep discounts
® 25% of Canadians influenced by free shipping,

® Lovalty programs play an important role with
Greatest Gen (45%)

Q: What would make you more likely to shop at a new retailer or brand this holiday season? Select up to 2.

Q: Which holiday promotions are MOST likely to influence your holiday purchases? Select up to 2.
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Tactics that convert

® %-off & sales: #1 at every stage (up to 47.1% trigger, highest among Baby Boomers (55%)

® Event & Seasonal Promos: Biggest lift in Quebec

Canadian made + Local pride plays a supporting role:

Others

415% say It’s a
“nice to have”

41% of Canadians
actively look for
Canadian/local
products when gift

Stronger pull for older generations, including Baby Boomers (44%) and GenX (41%)

Q: How important is it for you to shop Canadian or support local during the holidays?

Holiday shopping pain points

High prices and crowded stores turn shoppers away

® 51% discouraged by high prices, but older generations are particularly
sensitive - 54% GenX, 57/% Baby Boomers, 66% Greatest Gen

32% of Canadians are deterred by crowded stores

® Shoppers are also wary of out-of-stock items, particularly Greatest
Gen (34%) and male shoppers (24%)

Q: From the below list, what discourages you the MOST with holiday shopping? Select up to 2.

native touch
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Easing the experience for holiday shoppers

Clear promotions, fast checkout, and great service define a stand-out in-store experience

When you shop in-store, what enhances yvour holiday shopping experience? (Please select up to 2 options)

General GenZ Millennials GenX Baby Boomers Greatest Gen

Clearly marked

47.9% 56.5% 41.4% 48.2% 62.0% 9.5%
sales/ promos
Quick checkout 27.8% 26.7% 28.4% 30.2% 22.7% 14 1%
Helpful staff 23.2% 10.7% 21.5% 25.0% 271% /1%
Easy-to-navigate
19.3% 26.9% 17.6% 18.5% 22.2% 10.9%
store layout
Free samples or
19.2% 26.2% 19.5% 19.2% 16.0% 41.5%
snacks
Festive displays or
. 12.3% 8.6% 12.9% 13.3% 10.8% /1%
MusSIC
Gift wrapping
. 5.7% 6.0% 0.5% 6.0% 3.4% 0.0%
station
Kids’ area or
family-friendly 4 5% 4.6% 0.6% 3.2% 3.2% 0.0%
zones
Other 5.1% /.3% 4.1% 4.7% 0.5% 26.4%

® Clearly marked sales/promos top the list for 48% of Canadians, spiking to 62% among Baby
Boomers and 41% in Quebec.

® Fast checkout is key for 28% of Canadians, highest among GenX (30%) and Quebec shoppers (31%)

® Helpful staff matters for 23% of Canadians, highest with cohorts who lean towards in-store over
online shopping, including Baby Boomers (27%) and male shoppers (26%)
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Snapshot: Al Shopping Assistance

Al shopping tools are gaining traction - but interest is sharply divided by age.
Boomers not interested and Quebec slower to adopt.

Have you ever used Al (artificial intelligence) tools or chatbots to help with your holiday

General GenZ Millennials GenX Baby Boomers Greatest Gen

Yes - and | found it

1920% = 2940% = 2980%  16.30% 2.30% 0.00%
helpful
Yes - It was n
es - but it was not 1050% = 1040%  1460%  860% 6.40% 0.00%
helpful
NO - | woul nsiger
o -butlwouldconsider o0 59500  2850% @ 31.00% 29.80% 33.50%
trying It
NO-andalamn
0 -and|am not 4050% 30.60% @ 2720% = 4410% 61.50% 66.50%

interested

Bringing it all together: From insight to action

Winning the 2025 holiday shopper
Key insights & Takeaways

Plan early, capture attention

- Canadians shop sooner; early campaigns capture interest.
- Reach high-intent shoppers through targeted audience segments and insights.

Everyone’s on the hunt for value

- %-off promos, sales, and loyalty rewards drive action.-
- Optimize campaigns with geo-targeting and behavioral signals.

Hybrid is here to stay

- Online and In-store touchpoints must connect seamlessly. Use cross-channel
strategies to engage shoppers wherever they are.

Regional & Generational nuances matter

- Tallor messaging and creative formats by region and age.
- Segment audiences to make campaigns more relevant and impactful.

Ease the shopper experience

- Reduce friction caused by high prices, crowded stores, and media overload.
- Simplify engagement with behavior-driven triggers and location-based insights.
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Get In Touch
Emall us: insights@caddle.ca
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