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Overview

This presentation provides an overview of the landscape for consumer affairs across 
Canada, with a particular focus on the work of the Office of Consumer Affairs (OCA) 
within Innovation, Science and Economic Development (ISED). In doing so, it will cover:

• Consumers in Canada (slides  3-4)

• Overview of the Office of Consumer Affairs (slides 5-8)

• Consumer Protection Jurisdiction in Canada (slides 9-11)

• Consumer Measures Committee (slides 12-13)
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Consumers in Canada
Empowered consumers drive competition and business innovation.

Consumers account for 57.8% of Canada’s GDP, with the average Canadian household 
spending $63,723 on goods and services in 2017.

13.4% 29.2% 11.2% 5.4% 19.9% 6.1% 6.3% 8.5%

Average consumption per household (2017) by major category (%)
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Presentation Notes
The average total income of Canadian households was $70,336 in 2015 (per 2016 Census data), showing that the average household spends approximately 89.7% of their income on goods and services. 



Consumers in Canada
Economic status, social trends and advancements in technology are key factors influencing 
the behaviour, interests and preoccupations of Canadian consumers. 

Increasing Household 
Debt

Average household debt 
as a percentage of 
average household 

disposable income grew
from less than 90% in 
1990 to over 170% in 

2018. 

Aging Population

In 2012, almost one in 
seven Canadians was a 
senior. By 2030, almost 
one in four Canadians 

will be a senior. 

Growing Interest in 
eCommerce

The value of online orders 
made by Canadians has 
dramatically increased 

from $12.8 billion in 
2007 to approximately 
$41 billion in 2018.

ECONOMICS SOCIAL TRENDS TECHNOLOGY
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EconomicsThe financial pressure under which many Canadians find themselves is further demonstrated through the percentage of annual income that Canadians manage to save, which dropped from 12-15% in the early 1990s, to below 1.4% in 2018. Average household debt of 170% means that the average Canadian owes about $1.70 for every dollar of income he or she earns per year, after taxes. Social TrendsFor the first time in history, there are now more Canadians over 65 than under 15 and the proportion of seniors is expected to increase rapidly until 2031, when all baby boomers will have reached 65.An aging population has implications across the entire economic system, including the orientation of good and services to serve an older population. In terms of consumer protection, aggressive sales tactics targeting seniors has been raised a priority area of focus. Increasing numbers of Canadians are actually living alone, and for seniors in particular, this household arrangement can suffer from inadequate resources.TechnologyA recent Ipsos study found that 73% of Canadians expect half of their transactions in the next 10 years will occur online.Developments in e-commerce have also given rise to non-monetary transactions, where consumers increasingly acquire “free” goods and services in exchange, knowingly or unknowingly, for their personal data.



Office of Consumer Affairs
Through partnerships, the OCA promotes the interests and protection of Canadian 
consumers through:

CONTRIBUTION 
PROGRAM

ANALYSIS EDUCATION & 
AWARENESS
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In accordance with ISED’s mandate, OCA makes use of policy, programs and information to support the Minister’s responsibility of promoting the interests and protection of Canadian consumers. 



Analysis

Analyzing marketplace issues to advance understanding 
of emerging issues and to inform and support public 
policy. One aspect of this work is the analysis of 
consumer complaints to identify areas of interest for 
future work.

OCA also contributes to the work of national and 
international organizations—including the Organisation 
for Economic Co-operation and Development (OECD)—
related to consumer issues. 
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Contributions Program

Providing financial support to not-for-profit and 
voluntary consumer organizations, in the form of a 
Contributions Program, to assist in creating meaningful, 
evidence-based input to public policy in the consumer 
interest.

In 2018-19, OCA supported 7 consumer organizations 
with $1.45 million in contributions to complete 17 
research projects.
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Research priorities in 2019 included: Consumer interest in the electronic marketplaceConsumers and emerging trends in the communications sectorConsumers and the financial sectorDisruptive technologiesCopyrightAdvertisingSustainable consumptionWe are currently evaluating proposals and choosing which projects will be funded.



Education & Awareness

Developing and disseminating relevant and timely consumer 
information to help Canadians make informed decisions.

• Updating OCA web offerings

• Collaborating with P/T counterparts on consumer 
outreach and awareness via the Consumer Awareness 
Committee

• Releasing Consumer Edge, a monthly e-newsletter on 
consumer issues for stakeholders

• Ongoing awareness efforts using the @ISED_CA and 
Canada Business social media channels
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Protecting consumers together
Research Enforcement Policy Making

LegislationRegulationEducation & Awareness

35 federal players promote and protect the interests of Canadian consumers, each 
within their own niche area of expertise.

44 non-profit & voluntary consumer groups inform consumers on marketplace 
issues, and work with government and industry to better protect consumers.

13 provincial & territorial consumer affairs offices enforce provincial/territorial 
consumer protection and public safety laws, investigate alleged violations and handle 
complaints. 9



Responsibility for consumer affairs in Canada
The Federal government is responsible for certain specific sectors and national 
marketplace standards. Some examples of what federal partners are responsible for 
include:

CRTC supervises and regulates 
telecommunications and 
broadcasting 

FCAC provides information for 
consumers regarding their financial 
rights and responsibilities

Competition Bureau promotes truth 
in advertising in the marketplace 
through enforcement of the 
Competition Act

Health Canada controls and 
regulates food, drugs, health and 
consumer products
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Areas of federal jurisdiction:Banking and interest ratesCompetition policyConsumer safety (food, transport, consumer products)Interprovincial/international transportation Product labelingTelecommunicationsWeights and Measures 



Responsibility for consumer affairs in Canada

Provincial governments are responsible for contractual matters and local matters:
• Terms and conditions of the sale of goods and services 

(e.g., guarantees, warranties and contracts)
• Electrical safety
• Licensing of traders
• Local financial institutions (e.g., credit unions, trust companies and insurance)
• Structural safety

Additionally, both levels of government have constitutional  room to act on issues:
• Misleading advertising, deceptive marketing practices
• Registration of companies/corporations
• Food and product safety inspection
• Privacy 11

Presenter
Presentation Notes
Overlapping ResponsibilityBusinesses in similar sectors may be regulated by different levels of government (e.g. banks at the federal level; credit unions at the provincial level)Each province and territory uses different approaches and laws to address its consumer responsibilities.  However, their consumer protection laws are often broadly similar.For Misleading advertising and other deceptive market practices, for example, these acts are prohibited under the federal Competition Act (and the Food and Drugs Act); but they are also prohibited under provincial unfair business practices statutes.  There is not necessarily much conflict in practice, because the enforcers of the Competition Act will typically target national marketers for infringements of the statute, while provincial governments will tend to go after those operating inside their borders.  [You could also note that the Competition Bureau has entered into MOUs with Consumer Protection BC and Ontario's Ministry of Government and Consumer Services]PTs regulate food safety (e.g., meat inspection) for products processed or manufactured and sold within their borders, while the Canadian Food Inspection Agency may visit these same businesses to inspect imported products or products intended to be moved interprovincially.  Privacy issues such as online tracking can be reviewed by the Office of the Privacy Commissioner of Canada in some provinces, or by PT organizations in BC, Alberta and Quebec.



Consumer Measures Committee
The Consumer Measures Committee (CMC) is the primary F/P/T forum for national 
cooperation to improve the marketplace for Canadian consumers. 

The OCA works with all 13 provincial and territorial governments to support and 
harmonize legislative and regulatory initiatives, such as:

• Electronic Commerce
• Payday and other High-Cost Lending

• Enforcement Best Practices 
• Data Sharing and Complaint Classification
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CMC was originally established under the 1995 Agreement on Internal Trade, and formally continued under the 2017 Canadian Free Trade Agreement.



Consumer Awareness Committee

Through its Consumer Awareness Committee (CAC), the CMC provides leadership in 
identifying, developing and promoting information products for Canadian consumers on 
issues whose importance cuts across jurisdictional responsibilities and borders.

The OCA’s role in the development of these products:  
• present priority projects to CAC members
• lead the creation or updating of the products
• present options and seek PT approval of joint consumer information products

This collaboration allows for proper consideration of the regional lens when creating 
and updating our consumer information products. 
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