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The recovery in personal spending that we noted earlier in 

the month extended through mid-June. Overall card vol-

umes hovered near year-earlier levels. But with some pan-

demic-fighting restrictions still in effect, spending on tradi-

tional early-summer pastimes wasn’t possible. And there 

were signs that the transition to online spending is getting 

entrenched.   

 

 

 

 

 

 

 

 

 

 

 

 

 

   
   

COVID Consumer Spending Tracker 

This is the sixth report in our series examining RBC’s cardholder data
1
. 

June 29, 2020 

Colin Guldimann | Economist | 416-313-2781 | colin.guldimann@rbc.com 
1Reflects fully anonymized credit and debit card spending   
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Year over year change in debit & credit card spending

Consumer spending nearly back to normal by mid-June

Source: RBC Economics, RBC Data & Analytics
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Apparel, Gifts & Jewelry

Department Store, Specialty Retail,
Electronics & Hobbies

Household

Year over year, % change

Source: RBC Economics, RBC Data & Analytics

Shopping spending steadies at lower levels
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Books, Music & Entertainment
Goods

Cable, Telephone &
Communication

Entertainment, Art & Movies

Year over year, % change

Golfing and gaming, but otherwise not going out

Source: RBC Economics, RBC Data & Analytics

Mid-pandemic retail therapy 

 Canadians jumped at the opportunity to try on clothes in-

store when retailers began to reopen at the end of May. 

By mid-June, spending had stabilized, but was still down 

about 25% from a year earlier. 

 Spending at other stores stayed strong as Canadians 

kitted out their homes for summer. 

Counting strokes, not cards 

 Golfing and gaming continued to dominate entertainment 

spending.  

 The continued closure of galleries, casinos, and events for 

10-plus people weighed on other entertainment categories.  

http://www.rbc.com/economics/index.html?utm_medium=pdf&utm_source=document&utm_campaign=doclink
http://www.rbc.com/economics/index.html?utm_medium=pdf&utm_source=document&utm_campaign=doclink
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Traffic worsens, but trains are still empty 

 Card spending on gas and automotive services had nearly recovered to 

year-ago levels in mid-June, as Canadians ventured out after the 

lengthy lockdown.  

 Transit and parking expenditures were still two-thirds lower than last 

year, though limited parking enforcement in many cities and free transit 

in others may have reduced spending.  

 Hotels, airlines, and car rentals continued to suffer, with spending down 

about 75% from a year earlier. 

More massage and haircuts 

 Spending on health and personal care had begun to recover from crisis 

lows, but fitness-club closures limited overall health spending. 

 Restaurant spending continued to climb, albeit at a slower rate. 

Online spending still high despite reopening 

 A new proxy for online consumer spending suggests online spending 

remained robust despite bricks-and-mortar reopenings in late May. 

 Spending at major online marketplaces and with services that process 

online payments for other merchants rose 80% relative to last May, 

before easing slightly into June.  

Box 1: Methodology 

RBC’s consumer spending tracking report uses RBC Data & Analytics’ proprietary database of anonymized card transactions by Canadian 

clients. The data are an accounting of merchant transactions that are divided into various spending categories covering tens of millions of 

weekly card transactions worth billions of dollars each week. Transactions, both in person and online, are classified into 11 broad spending 

groups: Dining, Education, Finances, Groceries, Health, Household, Shopping, Transport, Travel, Utilities, and Other. Within each group, the 

data are further classified: for example, shopping covers merchants classified as clothing stores, hobby shops, electronics stores, and jewel-

lers, among others.  

We examined changes in the value of all transactions in these areas for 7-day periods starting January 1st, comparing spending to the same 

period one year ago. To examine the impact of important events, we looked at how spending changed on specific days, both on a daily basis 

and on an annualized basis relative to that same weekday a year ago. 

Protecting your privacy and safeguarding your personal information is a cornerstone of our organizational ethics and values and will always be 

one of our highest priorities. The underlying data for this analysis was aggregated based on transaction date, region and merchant category, 

and cannot be used to identify any individual client or merchant. For additional information please visit www.rbc.com/privacy. 

The material contained in this report is the property of Royal Bank of Canada and may not be reproduced in any way, in whole or in part, without express authorization of 
the copyright holder in writing. The statements and statistics contained herein have been prepared by RBC Economics Research based on information from sources 

considered to be reliable. We make no representation or warranty, express or implied, as to its accuracy or completeness. This publication is for the information of inves-
tors and business persons and does not constitute an offer to sell or a solicitation to buy securities. 

 
®Registered trademark of Royal Bank of Canada. 

©Royal Bank of Canada. 

-100%

-80%

-60%

-40%

-20%

0%

20%

7
-J

a
n

1
4
-J

a
n

2
1
-J

a
n

2
8
-J

a
n

4
-F

e
b

1
1
-F

e
b

1
8
-F

e
b

2
5
-F

e
b

3
-M

a
r

1
0
-M

a
r

1
7
-M

a
r

2
4
-M

a
r

3
1
-M

a
r

7
-A

p
r

1
4
-A

p
r

2
1
-A

p
r

2
8
-A

p
r

5
-M

a
y

1
2
-M

a
y

1
9
-M

a
y

2
6
-M

a
y

2
-J

u
n

9
-J

u
n

1
6
-J

u
n

Gas & Automotive

Parking & Transit

Travel

Year over year, % change

Commuting continues, and travel ticks up

Source: RBC Economics, RBC Data & Analytics
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Dining

Groceries

Health

Year over year, % change

Meals out and massages are making a come back

Source: RBC Economics, RBC Data & Analytics
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Software & Data

Online Marketplaces & Aggregators

Year over year, % change

Source: RBC Economics, RBC Data & Analytics

Canadian online card spending remains high even 
as stores start to reopen

http://www.rbc.com/economics/index.html?utm_medium=pdf&utm_source=document&utm_campaign=doclink

