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RESEARCH OBJECTIVES

4 THE OBJECTIVES OF THE RESEARCH WAS TO MEASURE THE EXTENT
OF THE KNOWLEDGE OF ADULT CANADIAN GONSUMERS TO THE
DeEPARTMENT OoF CoNsUMER AND CORPORATE AFFAIRS, AND TO
DETERMINE CONSUMER AWARENESS OF AND ATTITUDES TO THE
AGTIVITIES OF THE DEPARTMENT.

in ADDITION, THE RESEARCH WAS DES|IGNED TO ESTABLISH
CONSUMER CONGCERNS FACING CANADIANS TODAY, AND IDENTIFY

WHAT THE PUBLIC FEEL THE GOVERNMENT SHOULD DO TO COUNTERACT
OR MINIMIZE THESE CONCERNS.

IT 1S FELT THAT THE RESULTS OF THIS STUDY WILL SERVE AS A
BENCHMARK FOR CURRENT AND FUTURE PROGRAMMES OF THE
DePARTMENT oF ConsUMER AND CORPORATE AFFAIRS.

VICKERS AND BENSON WILL BE SUBMITTING FURTHER RECOMMENDATIONS
To THE DEPARTMENT RELATING TO FUTURE COMMUNICATION NEEDS
BASED ON THE' RESULTS OF THIS. SURVEY. :

VicKERs AnND BEnson LiMITED.
SEPTEMBER 1975.
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RESEARCH METHODOLOGY

PERSONAL IN=HOME INTERVIEWS WERE CONDUCTED ACROSS CANADA
WiITH 1,531 CANADIAN HOUSEHOLD HEADS AGED 18 YEARS AND
OVER; WHO WERE SELEGTED FOR PART!G!PATION IN THE SURVEY /
BY USE OF ESTABLISHED RANDOM PROBABILITY TECHNIQUES.
(7]

THE QUESTIONNAIRE WAS DESIGNED BASED UPON A PILOT SURVEY

_CONDUGTED VIA TELEPHONE IN THE METROPOLITAN ‘AREAS OF

MDNTREAL AND TORONTO IN JANUARY 1975.

THE FIELDWORK FOR THIS STUDY WAS CONDUGTED IN AugusTt 1975,

THE QUESTIONNAIRE WAS DEVELOPED BY COMPLAN RESEARGH
ASSOCIATES IN CO—OPERATION WITH VIGCKERS AND BENSON LTD,
SAMPLE DES1GN AND METHODOLOGY WERE DEVELOPED BY COMPLAN
RESEARCH ASSOGIATES AGCORDING TO THE SPEGIFIGATIONS
ESTABLISHED BY VICKERS AND BENSON LTpD. THE FIELDWORK,
TABULATION AND ANALYSIS WERE THE RESPONSIBILITY OF COMPLAN
RESEARGH ASSOCIATES, WHO PREPARED THIS REPORTa

DETAILS OF SAMPLE GHARACTERISTICS AND THE QUESTIONNAIRE
ARE INCLUDED IN THIS REPORT. DETAILED GOMPUTER TABULATIONS
ARE BEING SUBMITTED SEPERATELY.

.
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SUMMARY OF FINDINGS

ConsuMERS IN CANADA ARE GENERALLY WELL AWARE OF THE
DepAarRTMENT OF ConsuMER AND CORPORATE AFFAIRS, BUT ARE
UNCERTAIN OF 1TS SPECIFIC FUNCTIONS. HOWEVER, CONSUMERS

HAVE A HIGH REGARD FOR THE DEPARTMENT, FEELING THAT IT 1S
FULFILLING A ROLE IN PROVIDING NECESSARY CONSUMER PROTECTION.

THREE—QUARTERS OF CANADIAN CONSUMERS HAVE HEARD OF THE
DEPARTMENT, AND ONE-QUARTER FEEL THEY KNOW EITHER A FAIR
AMOUNT OR A GREAT DEAL OF ITS ACTIVITIES. AWARENESS THAT

IT 1S A DEPARTMENT OF THE FEDERAL GOVERNMENT 1S ALSO HIGH

WITH ONLY A MINORITY THINKING OF 1T AS A PROVINCIAL GOVERNMENT
AGENCY, BUT THE IDENTITY OF MR. OUuELLET As MINISTER OF
CoNsuMER AND CORPORATE AFFAIRS IS KNOWN BY LESS THAN ONE IN
TEN.

A HIGH PROPORTION OF CONSUMERS WHO STATE. THEY ARE AWARE OF
THE DEPARTMENT OF CONSUMER AND CORPORATE AFFAIRS, PERCEIVE
ITS PRIMARY FUNGCTION AS ONE OF CONSUMER PROTECTION, BUT
MISTAKINGLY BELIEVE 1TS MAIN ACTIVITY IN THIS AREA TO BE

ONE OF PRICE INVESTIGATION AND CONTROL. AWARENESS OF
ACTIVITIES SUCH AS PRODUCT SAFETY INVOLVEMENT AND THE

HANDL ING OF CONSUMER GCOMPLAINTS IS RELATIVELY HI1GH, BUT

IS BALANCED BY ONLY A MODERATE KNOWLEDGE OF MISLEADING
ADVERTISING AND GONSUMER EDUCATION ASPECTS OF THE DEPARTMENTS
ACTIVITIES. '

3




AWARENESS OF THE ACTIVITIES oF THE BuREAU OF CORPORATE AFFAIRS

1S LOWy WITH ONLY TWO IN FIVE GONSUMERS WHO ARE AWARE OF THE

DEPARTMENT,BEING ABLE TO NAME ANY -CORPORATE ACTIVITYy; AND THEN

MOSTLY IN A GENERALIZED WAY.

OVER HALF OF THE CONSUMERS AWARE OF THE DEPARTMENT ofF CoNSuMER

AND CORPORATE AFFAIRS ARE UNABLE TO READILY IDENTIFY FEDERAL
LEGISLATION ADMINISTERED BY THE DEPARTMENT, WHILE THOSE THAT

DOy NAME A WIDE VARIETY OF ACTS AND PROGRAMMES UNDER THE DEPARTMENTS

_ JURISDICTION. THE BEST KNOWN OF THESE INCLUDE:?

PackAGiING AND LABELLING
Foop ano DRruc

PRobucT SAFETY _
MisLEADING ADVERTISING

WHEN PRESENTED LATER WITH DESCRIPTIONS OF VARIOUS AREAS OF
DEPARTMENT ACTIVITY HOWEVER, CONSUMER AWARENESS IS GENERALLY

HIGH, THE BEST KNOWN AREAS OF WHICH ARE:

HazarRpous PRrobucTs

LABELLING, PACKAGING AND ADVERTISING
TexTiLe LABELL ING AcT.

MISLEADING ADVERTISING

.
¢

HOWEVER, ONLY A MINORITY OF CONSUMERS FELT THAT THEY HAD HEARD .
ABOUT Box 99 anp CoNsuMER CONTACT ‘MAGAZINEes GENERALLY SPEAKING
CONSUMERS ARE MORE AWARE OF THE AGCTIVITIES OF THE BUREAU oF
CoNsUMERS AFFAIRS, THAN THOSE OF THE BUREAU OF CORPORATE AFFAIRS
AND THE BurReEAu oF CoMPETITION PoLicYse VERY FEW CONSUMERS.RELATE
THE JURISDICTION OF THE BUREAU OF INTELLEGTUAL PROPERTY TO THE
DePARTMENT OF CONSUMER AND CORPORATE AFFAIRS.

+

A LARGE MAJORITY OF GONSUMERS ARE AWARE THAT THE HEAD OFF ICE

oF THE DEPARTMENT 1S LOCATED IN OTTAWA, AND ONE IN TWO ARE AWARE
OF BRANCH OFF|CE LOCATIONS. SHOULD THE NEED ARISE TO CONTACT
THE DEPARTMENT, OVER HALF OF CONSUMERS WOULD PREFER TO DO SO

BY TELEPHONE, WHILE JUST OVER ONE FIFTH WOULD WRITE TO THE
DEPARTMENT. KNOWLEDGE OF Box 99 1S AGAIN SHOWN TO BE MINIMAL.

OnNE IN TWO CONSUMERS ARE AWARE OF ADVERTISING ON BEHALF OF THE

- DEPARTMENT oF CoNsSUMER AND CORPORATE AFFAIRS, AND HALF OF THESE

WERE ABLE TO RECALL SPECIFIC DETAILS OF COPY CONTENT. TELEVISION
IS THE MOST OFTEN QUOTED SOURCE. SPECIFIC PRINT ADVERTISEMENTS
ARE RECOGNIZED BY ABOUT TWO-FIFTHS OF CONSUMERS, HALF OF WHOM
CORRECTLY IDENTIFY THEM AS NEWSPAPER ADVERT!SEMENTS.
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ABOUT TWO-FIFTHS OF CONSUMERS RECALL ON BOTH AN AIDED

AND UNAIDED 3AS|S THE DEPARTMENTS TELEVISION PROGRAMME;

"IT's Up To You'/'C'eEsT Pas SoRciER's RECALL 1S PARTICULARLY
HIGH AMONG LOW S0C!1O~ECONOMIC AND FRENCH SPEAKING CONSUMERS.

OVER THREE-QUARTERS OF CANADIAN CONSUMERS AWARE OF THE

DePARTMENT OF CONSUMER AND CORPORATE AFFAIRS, FEEL THAT IT

SERVES A USEFUL PURPOSE IN PROTECTING CONSUMERS SUCH AS
_THEMSELVES. THE MAJOR FACTOR INFLUENCING THE ONE IN FOUR
CONSUMERS WHO HOLD THE DEPARTMENT IN LOW REGARD IS THAT

THEY FEEL THE DEPARTMENT DOES LITTLE TO PREVENT PRICE INCREASES,
A SIGNIFICENT POINT TO NOTEe A MINORITY OF GONSUMERS FEEL THE
DEPARTMENT EITHER HAS NO REAL POWER, OR DOES NOT EXERT SUFFIGIENT
POWER TO PROTECT CONSUMERS.

A sussTANTIAL NUMBER OF CANADIAN -CONSUMERS ARE MOST CONCERNED
OVER ASPECTS OF INFLATION AND RISING PRICES, PARTICULARLY AS

THEY RELATE To Foob, UTiLiTIES AND FUEL. SECONDARY CONCERNS
CENTER ON THE QUALITY OF PRODUCTS AND FOOD ITEMS, PARTICULARLY
MEAT OVER WHICH THERE HAS BEEN RECENT NEGATIVE PUBLICITY. OnLY

A MINORITY OF THE POPULATION EXPRESS GONCERNS OVER SUCH AREAS

oF DEPARTMENT JURISDICTION '‘AS PACKAGING AND LABELLING, MISLEADING
ADVERTISING AND PRODUCT SAFETY.

WHEN ASKED WHAT STEPS THE FEDERAL GOVERNMENT SHOULD INSTITUTE
TO REMEDY THESE CONCERNS, THE MOST FREQUENT RESPONSE IS FOR
Price FRreezE CONTROLS, FOLLOWED BY AN INCREASE IN THE QUALITY

" _AND FREQUENCY OF PRODUCT INSPECTIONS. - WAGE FREEZE CONTROLS

ARE REQUESTED BY ONE IN TEN, WHILE ABOUT THE SAME NUMBER -FEEL

THAT_STRONGER ENFORCEMENT OF PRESENT CONSUMER PROTECTION LAWS

ARE DESIRABLE. APPROXIMATELY ONE IN TWELVE CANADIANS FEEL THE .
““NEED FOR FURTHER CONSUMER EDUCATION BY THE FEDERAL GOVERNMENT.

A DETAILED ANALYSIS OF VERBATIM REPLIES AS TO CONSUMER CONCERNS

AND DESIRED GOVERNMENT ACT!ON WiLL BE MADE AVAILABLE ON REQUHST.




OveratLy, CANADIANS SHOULD NOT -BE CONSIDERED ACTIVE
GONSUMERISTS, IN. THAT FEW HAVE MEMBERSH!PS IN CONSUMER
Associ1aTioNs. However, CANADIANS ARE NOT BACKWARD 1IN
APPROACHING OR COMPLAINING DIRECTLY TO RETAIL OUTLETS OR
MANUFACTURERS, OR CHECKING WITH BETTER BusinNEss Bureaus.

"THESE METHODS APPEAR PREFERRED OVER CONTACT WITH

GOVERNMENTAL DEPARTMENTS.




B

MAJOR CONCLUS |ONS

A SUBSTANTIAL MAJORITY OF CANADIANS FEEL THERE IS A DEFINITE

NEED FOR THE DEPARTMENT OF ConsumMER AND CORPORATE AFFAIRS TO
ASSIST AND EDUCATE CONSUMERS. AWARENESS OF AND ATTITUDES TO
THE DEPARTMENT ARE GENERALLY HIGH, BUT FURTHER PUBLIGITY OF
SPECIFIC AREAS OF JURISDICTION APPEARS NECESSARY,. ESPECIALLY
AMONG THE LOWER SOCI0~ECONOMIC AND FRENCH SPEAKING SECTORS
OF THE POPULATION. : :

THE DEPARTMENT MAY WISH TO CORRECT THE LOW LEVEL OF AWARENESS
AND KNOWLEDGE HELD BY CONSUMERS TO THE DEPARTMENTS BUREAU OF
CORPORATE AFFAIRS,; INTELLECTUAL PROPERTY -AND CoMPETITION PoLICY.

PROMOTION OF THE TWO MAJOR LINES OF CONSUMER GOMMUNIGATION,
1Box 99' anD 'ConsuMER CONTACT' MAGAZINE SHOULD BE A PRIME
FAGTOR IN THE DEPARTMENTS FUTURE AGTIVITY PLANNING.

CONFUS1ON AMONG CONSUMERS AS TO JURISDIGTION OVER INVESTIGATION
AND GONTROL OF PRICES BETWEEN THE DEPARTMENT OF CONSUMER AND
CorRPORATE AFFAIRS AND. THE Foobp PricEs Review BoARD 18 HigH,

AND SERVES AS A DETRIMENT TO THE 1MAGE AND EFFECT!IVENESS

oF THE DEPARTMENT. FUTURE PROMOTION AND PUBLIGITY

PROGRAMMES OF THE DEPARTMENT SHOULD INCORPORATE ELEMENTS

'TO OVERGOME THIS PROBLEM. |T SHOULD BE NOTED THAT HISTORIGALLY
CANADIANS ARE OFTEN CONFUSED 'OVER THE JURISDICTION BETWEEN
FEDERAL, PROVINGIAL AND MUNICIPLE LEVELS OF GOVERNMENT, AND
THAT THIS CONFUSION 1S EXEMPLIFIED IN IDENTIFYING AREAS OF
JURISDICTILON BETWEEN VARIOUS GOVERNMENT DEPARTMENTS AND AGENCIES.

N




DETAILED FINDINGS

THE FOLLOWING 1S A COMMENTARY AND ANALYSIS OF TWENTY-
FOUR QUESTIONS PUT TO 1,531 consumeRrs 1IN AucusTt 1975.

EACH ANALYSIS CONTAINS AN OVERVIEW OF RESPONSE, AND WITH
FEW EXCEPTIONS DOES NOT ATTEMPT TO SHOW DETAILS FOR EAGH
OF THE SAMPLE SUB—=GROUPS MEASURED. SUCH DATA MAY BE
OBTAINED FROM THE COMPUTER PRINT=OUTS SUBMITTED SEPERATELY
FROM THI1S REPORT.

THE COMMENTARY MAKES NOTE OF MAJOR D|FFERENCES IN RESPONSE
BY THE VARIOUS SUB=GROUPS. ADDITIONAL CROSS TABULATIONS
ARE AVAILABLE ON REQUEST4 AS ARE VERBATIM RESPONSES WHEN

‘APPL ICABLE.

PLEASE NOTE. THAT TABLES 1 To 4, AnD 20 T0o 25 ARE BASED
ON THE FULL SAMPLE S1zE oF 14531, WHILE TABLES 5 TO 19 ARE
BASED ON LOWER ELIGIBILITY QUANTITIES, USUALLY 1,165,

8.




PART ONE

1. AWARENESS AND IDENTIFICATION OF THE DEPARTMENT AND ITS MINISTER.

1. AWARENESS AND KNOWLEDGE OF THE DEPARTMENT

THE FIRST QUESTION IN THE STUDY WAS PUT To ALL 1,531 survey
PARTICIPANTS. |T ASKED RESPONDENTS WHAT DEGREE OF 'KNOWLEDGE
THEY HAD ON ELEVEN ConsuMER COMPANIESy ASSOCIATIONS AND
GOVERNMENT AGENCIES. THE RESPONSES WERE RECORDED IN FOUR
CATEGORIES; 'NEVER Hearo OF ', 'Hearo oF BuT Don't Know MucH
Asout', 'Know A FAaIR AMounT ABouT', aAnD 'Know-A GrReEAT DEAL
AsouT', ' ‘

IN THE 'NeEver HEARD OF' GATEGORY, THE DEPARTMENT oF CoONSUMER
AND CORPORATE AFFAIRS .RANKED THE FOURTH HIGHEST AMONG THE
ELEVEN, WITH APPROXIMATELY ONE IN FOUR RESPONDENTS CLAIMING

NO KNOWLEDGE OF THE DEPARTMENT. ONE IN TWO RESPONDENTS
CLAIMED TO HAVE HEARD OF THE DEPARTMENT,. BUT INDICATED THEY
KNEW LITTLE .ABOUT ITS FUNCTION. ONE IN FIVE CONSUMERS
QUESTIONED CLAIMED TO KNOW A FAIR AMOUNT ABOUT THE DEPARTMENT,
WHILE ONLY APPROXIMATELY ONE IN SiXTEEN CLAIMED TO KNOW A
GREAT DEAL ABOUT THE DEPARTMENT.

IN COMBINING THE LATTER TWO KNOWLEDGE CATEGORIES, THE DEPARTMENT
RANKED NINTH OF THE ELEVEN, WITH BoTH THE ConsumMERrs AssoCiATION
ofF CANADA AND THE Foop PrICES RevieEw BOARD RECORDING LOWER
CONSUMER AWARENESS, ' :

9.
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| Tasre 1o
1
| AWARENESS AND KNOWLEDGE OF ELEVEN ORGANISATIONS
I _
l , Hearo oF/ Know FaIR - Know GReAT
‘ Never Hearo OF Don't Know MucH _ " AMOUNT . DeaL
| % % % %
- DePARTMENT oF CONSUMER
lAND CoRrPORATE AFFAIRS 23,0 ‘ 51,9 “ 1903 5.8
GuLF OiL | | ‘ 6.9 : . 50.1 30.5 12.5
lLL CANADA : 5.5 - 37.5 33,7 23,3
B. Eooy Co. 33.6 k0.2 ‘ 18.2 80
lATISTICS CANADA 25.9 Le.6 : - 18,5 o | '9.6 :
_rTTER BusmEss»BuﬁEAu ‘ 14,1 | 43,3 . 30,8 1;157 I 1
BANK ofF MONTREAL N i 39.2 . 36.8 22.9 | |
I)on Prices REViEW BoARD 20,0 - . 55,4 19.7 . 4,9 |
. J. Heinz Co. . .68 k5,2 '33.5 b
onSUMERS Assoc. oF CANADA. 35,5 Le,7 . 12,0 5.8
ROCTER AND GA&BLE 12.0 48,7 : o 27.h 11.9

N
2

ase: 1,531
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ALMOST THREE IN TEN CONSUMERS RESIDING IN ONTAR10, QUEBEC AND
THE MARITIME PROVINCES CLAIM NO AWARENESS OF THE DEPARTMENT,
COMPARED TO ONLY ONE INTEN IN THE PRAIRIE PROVINCES AND
BriTiss CoLumBiA. HOWEVER, A HIGHER PROPORTION, OVER THREE
“IN TEN CONSUMERS, IN QUEBEC AND THE PRAIRIE PROVINES GLAIM

A FAIR OR A GREAT DEAL OF KNOWLEDGE OF THE DEPARTMENT, WITH -
OVER ONE IN TEN IN QUEBEC CLAIMING TO KNOW A GREAT DEAL,
ALMOST TWICE THE NATIONAL AVERAGE. ONTAR1O REGCORDS-THE
LOWEST RATIO OF KNOWLEDGE WITH ONE N SEVEN INDICATING A

FAIR AMOUNT, AND ONE IN THIRTY A GREAT DEAL.

. g
SUBSTANTIATING THE RREGEDINGVTHAT:lN.QUEBEG CONSUMERS ARE
MORE LIKELY TO BE EITHER UNAWARE OR HAVE A HIGHER DEGREE  OF
INTEREST N THE—DEPARTMENT, ALMOST 30% MORE FRENCH SPEAKING
THAN ENGLISH SPEAKING CONSUMERS CLAIM NOT TO HAVE HEARD OF
THE DEPARTMENT,3BUT ONE ~IN TEN- FRENCH.SPEAKING CONSUMERS
INDICATE A GREAT. DEAL OF KNOWLEDGE OF THE DEPARTMENT, OVER
TWICE AS MANY "AS THEIR ENGLISH SPEAKING COUNTERFARTS.

L]

- SLIGHTLY MORE MALES THAN FEMALES INDIGCATE HIGHER AWARENESS
AND KNOWLEDGE OF THE DEPARTMENT.

AWARENESS AND. KNOWLEDGE IS MODERATELY HIGHER AMONG THE
‘vyouncer apurTs (18-29 YEARS) THAN THE OLDER.

"OVER TWICE. AS MANY LOWER SOCI10—-ECONOMIC .HAVE NO AWARENESS
OF THE DEPARTMENT "THAN UPPER SOCI0-ECONOMIC CONSUMERS, AND
' OVER FOUR. TIMES-AS MANY UPPER SOCIO~ECONOMIGC CONSUMERS
CLAIM A GREAT DEAL OF KNOWLEDGE OF THE DEPARTMENT THAN
LOWER SOCI0-ECONOMIC. ONLY 15% OF THE LOWER SOCI0~ECONOMIC
RESPONDENTS CLAIM EITHER A FAIR OR GREAT DEAL OF KNOWLEDGE,
COMPARED TO 38% OF THE UPPER SOCI0—-EGCONOMIG. M|DDLE soclo-
ECONOMIC CONSUMERS CONFORM MORE TO THE NATIONAL AVERAGES.

THE ABOVE IS ALSO REFLECTED IN EXAMINING RESPONSES BY FAMILY
INCOME. THE HIGHER THE INCOME THE HIGHER THE AWARENESS AND
KNOWLEDGE,; ALTHOUGH HERE THE DISPARITIES ARE NOT QUITE S0
LARGE.

T N PR PR




THE INCIDENCE OF CHILDREN IN THE FAMILY DOES NOT APPEAR

TO INFLUENCE AWARENESS AND. KNOWLEDGE .TO ANY GREAT EXTENT,'
IN FACT THE PROPORTIONS OF FAIR AND GOOD KNOWLEDGE TOGETHER
AMONG THE TWO: GROUPS ARE IDENTICAL. )

THE LOCATION OF A DEPARTMENT OFFICE WOULD APPEAR TO INFLUENCE
BOTH AWARENESS AND KNOWLEDGE AMONG CONSUMERS IN THE AREA.
LACK OF AWARENESS OF THE DEPARTMENT '15-20%-HIGHER. IN AREAS
WHERE THERE 1S NO OFFICE LOGCATED, WHILE KNOWLEDGE OF A FAIR
AND GREAT EXTENT 1S 50% GREATER IN AREAS WHERE THERE 1S AN
OFFICE LOCATION, ) : ’ )

12.




l l _ | _ o . . 13.
I TasLe 2
l A AWARENESS AND KNOWLEDGE OF THE
. ‘ DEPARTMENT OF CONSUMER AND CORPORATE AFFAIRS
I Hearo OF/ Know FAlIR KNow GREAT
Never Hearo OF  Don't Know Much " AMOUNT DeEAL
l % . % A % : % -
Iom. - . 23.0 51.9 19.3 58
EGION
ARIT IMES _ 29,2 : _ 50.3 16.1 : L,3
UEBEC 28.5 o Lo,0 20.1 _ 11.5
NTAR10 . 27.3 55.2 14,0 3.5
MRAIRIES 9.6 58.1 28.3 L,0
BrRiTisH CoLumMB1A o 9.1 6.3 2k,5 2.1
LANGUAGE 1 ’ ‘
.NGL]SH SPEAK ING - L 2261 S 54.6 18,9 L4 . '
RENGH. SPEAK ING - 28.4 - b4 19.5 - 1047 |
! lEX |
,.ALE 21.5 52.3 19.8 6olt - i
SemaLe 2k, 2 51.6 19.0 5¢3 |
"GE ' ‘
- 29 YEARS o 20.4 : 52.6 - 19.3 7e7
- 4L vears - 2141 | P I 20.1 4,8
"YEARS AND OVER 25.3 . 50.3 19.2 5e3




lASF_: 1,531

ESTION 1.

“TTTTY

I |
I ' 14,
: TasLe 2
' Hearo or/ Know FAIR Know GREAT -
l Never Hearo OrF Don't Know MucH AMounT " DeaL
| % % % %
. lcto-—Economc
werR 37,4 47,2 | 13,2 $2.2
B ODLE 21.2 5k 6 18.7 5.6
lMILY INCOME _
oer $10,000. 30.1 R - 49,0 16,2 4,8
0,000 - $14,999, 20,0 56,8 19.1 k.1
$15,000 anD OVER 16,2 - T 5149 : 23,6 8.3
lAMILY CoaposleN 4
1TH CHILDREN 2241 . - 52.9 20,2 k,9
ITHOUT CHILDREN ‘ - 2h,2 50.6 ' 18.3 6.8
| IREA TyPE -
i 7H DePT. Orrlcé . 2245 51.5 19.9 6.2
. i tHouT DerT. OFFIGE 277 : 5545 : 144 2.4

" 'M GOING TO NAME SOME ORGANIZATIONS AND FOR EAGCH ONE | MENTION TELL
ME WHETHER OR NOT YOU'VE HEARD OF 1T, AND IF YOU'VE HEARD OF IT HOW
MUGH YOU KNOW -ABOUT IT. HERE 1S A CARD TO HELP YOU ANSWER. JusT
© SELEGT ONE OF THE FOUR .PHRASES THAT SUITS YOU.




2e IDENTIFICATION oF THE DEPARTMENT

OF THE 76% OF TOTAL CONSUMERS SURVEYED WHO CLAIMED SOME
AWARENESS AND KNOWLEDGE OF THE DEPARTMENT, THREE IN FIVE
CORRECTLY IDENTIFIED IT AS A DEPARTMENT OF THE FEDERAL
GOVERNMENT, WHILE A FURTHER ONE IN SEVEN IDENTIFIED IT AS
BEING A DEPARTMENT OF BOTH FEDERAL AND PRoOVINCIAL GOVERNMENTS.

ONE IN NINE INCORRECTLY IDENTIFIED IT AS A SOLELY PROVINCIAL
GOVERNMENT DEPARTMENT, WHILE ONE IN SEVEN WERE NOT SURE OR DID
NOT KNOW HOW TO IDENTIFY {T. '

OF THE TOTAL  SAMPLE, SLIGHTLY LESS THAN HALF CORRECTLY IDENTIFIED
THE DEPARTMENT, WHILE A FURTHER ONE IN TEN THOUGHT IT HAD SOME
FEDERAL - GOVERNMENT RESPONSIBILITIES. ’

AMONG THOSE CLAIMING- SOME DEGREE OF AWARENESSy CORRECT
IDENTIFICATION WAS HIGHER THAN AVERAGE IN THE MARITIME, Prairi1E )

.~ AND BRITISH COLUMBIA PROVINCES AND AMONG ENGL {SH SPEAKING, MALE, 0.
" UPPER SOCI10~EGCONOMIG, UPPER INCOME AND CHILDLESS CONSUMERS. '
. SURPRISINGLY,y A HIGHER PROPORTION OF GCONSUMERS IN. AREAS WHERE

NO DEPARTMENT OFFIGCE 1S LOCATED CORRECTLY I1DENTIFIED THE DEPARTMENT .
AS FEDERAL IN NATURE. :

.

A SIGNIFICANTLY HIGHER PROPORTION OF QUEBEC AND FRENGCH SPEAKING
RESPONDENTS - IDENTIFIED THE DEPARTMENT AS BEING EITHER SOLELY
PROVINCIAL, OR BOTH A FEDERAL AND PROVINCIAL DEPARTMENT.




! ' ' o - o 16.
~TasLE 3
IDENTIFICATION OF THE DEPARTMENT
OF CONSUMER AND CORPORATE AFFAIRS
SuB=SAMPLE ToTAL SAMPLE
- FEDERAL GOVERNMENT : 60.8% - h7.0%
PROVING 1AL GOVERNMENT ‘ B e/ 845%
BotH FEDERAL AND PROVINGIAL
GOVERNMENT ) 13, 7% 104 5%
NEITHER I : T 2.0% 1.6%
Don't Know/NoT Sure A 12,4% 9.6%
- Bases | - 1,165 . 1,531
QuesTioN 2. ls THE- DEPARTMENT OF CONSUMER AND CORPORATE AEFAIRS

A FeperaL GOVERNMENT DEPARTMENT, A PROVINCIAL
‘GOVERNMENT DEPARTMENT, BOTH OR NEITHER?




17«

%o AWARENESS OF THE MINISTER OF

ConsumMER AND CoRPORATE AFFAIRS

6.8% oF THE ToTAL sAMPLE, AND 8.8% OF THOSE WHO GLAIMED SOME
AWARENESS OF THE DEPARTMENT, WERE ABLE TO ‘GORREGTLY -1DENTIFY
MR. OUELLET AS 1TS MINISTER., OF THOSE WHO GLAIMED SOME
DEPARTMENT AWARENESS, A SUBSTANTIALLY HIGHER PROPORTION OF
THOSE LIVING IN Quesec (17.7%), AND OF FRENGH SPEAKING
ReSPONDENTS (18.4%), GAVE CORRECT IDENTIFIGATION.

A LOWER PROPORTION OF IDENTIFICATION OF THE MINISTER OGGURRED
AMONG ONTAR1O -RES IDENTS (4.5%), Femares-(6.8%), 18 - 29 YEAR -
oLD RESPONDENTS (7,2%), MIDDLE SOCIO-~EGONOMIG RESPONDENTS
(6.9%), RESPONDENTS WITH FAMILY IncoMeEs BETWEEN $10,000 anD
$14,999 (5.9%), RESPONDENTS WITH GHILDREN (7.8%), anp

RESPONDENTS LIVING IN AREAS WHERE NO DEPARTMENT OFFICE tS

LocaTED (5.6%).




\

AWARENESS OF THE MINISTER

OF CONSUMER AND CORPORATE AFFAIRS ‘

ToTAL SAMPLE

MRe OUELLET ' i | ‘ 6.8%
Mr. GREY : o Q.S%
MR. BASFORD . o L4, 2%
OTHER ' B 3%
Don't KNow - . 61.6%
‘BASE L. , 14531

QUESTION 3. WHAT IS THE NAME OF THE MINISTER WHO HEADS THE DEPARTMENT

oF CONSUMER AND CORPORATE AFFAIRS?

TasLe L.

Sus=SAMPLE

8.8%
0.7%
5¢6%
5.0%
79.8%

1,165

18.

o “-“'T:"'-‘T -
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PART TWO

CONSUMER COMPREHENSION OF THE ROLE OF
THE DEPARTMENT OF CONSUMER AND CORPORATE AFFAIRS

1¢ AReEAS oF PeErRcEiIVED AcTiVITY

THOSE CONSUMERS WHO GCLAIMED AWARENESS OF THE DEPARTMENT WERE ASKED

ABOUT THEIR UNDERSTANDING OF ITS ROLE IN THE FEDERAL GOVERNMENT.
©

THE RESPONSES INDICATE THAT MOST CONSUMERS PERCEIVE THE ROLE OF
THE . DEPARTMENT TO BE ONE OF GCONSUMER PROTECTION, THE CONTROL
OR REGULATION OF PRODUCT PRICES, AND THE GHEGK!NG OF THE QUALITY

_OF.-PRODUCTS "AND SERVICES, RELATIVELY FEW GONSUMZRS MENTIONED

SUCH ACTIVITIES AS.PRODUCT "SAFETY, CONSUMERS COMPLAINTS,. CONSUMER
INFORMATION,.:AND . MISLEAD.ING. ADVERTISING. .

ONLY A SMALL MINOR|TY OF .CONSUMERS MENTIONED FUNGTIONS OF THE
DEPARTMENT AS IT RELATES TO, THE REGULATION OF BUINESS AFFAIRS,
LABELLING, COMBINES INVESTIGATION, BANKRUPTCY, CORPORATION LAWS,
PATENTS ETCe. -

THERE—APPEARS NO SMALL GONFUSION- IN THE-MINDS -OF -GONSUMERS
BETWEEN THE AGTIVITIES OF THE DEPARTMENT OoF CONSUMER AND CORPORATE

"AFFAIRS AND. THE .FooD.PRIcEs ReEvIEw BoARD, PARTIGULARLY IN THE

PrAtRIE PrROVINGES AND BrRITiISH CoLuMBlA.

MENT1ONS OF COMPLAINTS/INVESTIGATIONS WAS HIGHER THAN AVERAGE IN
THE MARITIME PROVINCES, AND IN AREAS WHERE THERE. IS NO DEPARTMENT
OFF ICE

MENTIONS OF PRODUGT QUALITY CHEGCKING WAS PARTICULARLY LOW IN THE
MARITIME PROVINGES, AND PARTICULARLY HIGH IN QUEBEGC AND AMONG
FRENCH SPEAKING CONSUMERSe. .

OVER THREE TIMES AS MANY UPPER SOCI0-ECONOMIC CONSUMERS MENTIONED
GCONSUMER INFORMATION AS A DEPARTMENT ACTIVITY. :

" ALMOST ONE IN THREE CONSUMERS IN THE MARITIME PROVINGES DID NOT

STATE OR KNOW OF ANY DEPARTMENT ACTIVITY.




TaBLE 5

AREAS OF PERCEIVED ACTIVITY

SuB=SAMPLE %

‘CONSUMER PROTECTION : ‘ 3,7

ConTRoL/REGULATE PRICES : o 22,2
CHeEck PrODucT QUALITY \ - 11,8
HANDLE COMPLAINTS/INVESTIGATIONS B
Price INQuiIRIES/REVIEWS

CoNSUMER INFORMATION

FAIR TRADE PRACTICES

RecuLATORY Booy

FaLse ADVERTISING

Cueck PropbucT SAFETY

ProTECT FARMERS

REPLY NOT APPLICABLE

OtHEr/D1D NoT sTATE/DON'T KNOW

L)

O\\NWQ:Q\D nUTWI

\D-F‘OA—\DJ\N\N\'!\'!

-

Base: 1,165 -

QuesTion 4, 1T's A FAGT THAT THE DEPARTMENT OF CONSUMER AND -
CorPORATE AFFAIRS 1S A FEDERAL GOVERNMENT DEPARTMENT.
How WOULD YOU DESGRIBE JTS ROLE IN GOVERNMENT? FoRr
EXAMPLE tF | sA1D THE ROLE OF REVENUE CANADA = THE
FeEpERAL TAXATION DEPARTMENT IS TO GOLLECT FEDERAL

TAXES, AND IF | SAID THE ROLE OF EXTERNAL AFFAIRS 1S -

. To cONDUCT CANADA'S FOREIGN POLICY, THEN WHAT WOULD
L YOU SAY 1S THE ROLE oF CONSUMER & CORPORATE AFFAIRS?

20.




2c¢ lpDENTIFICATION OF FEDERAL LAWS ASSOCIATED WITH
THE DEPARTMENT oF CoNsSUMER AND CORPORATE AFFAIRS

WHEN ASKED TO NAME OR DESCRIBE FEDERAL LAwWS ADMINISTERED BY THE
DEPARTMENT, A WIDE RANGE OF SUBJEGCTS WERE MENTIONED WHIGH WERE
EITHER CORRECT OR COULD BE IDENTIFIED WITH ACTUAL LEGISLATION

" ADMINISTERED.

IN ToTAL 42.1% OF RESPONDENTS WHO ARE AWARE OF THE DEPARTMENT -
WERE ABLE TO NAME ONE OR MORE OF THE DEPARTMENTS LEGISLATIVE
ACTIVITIESs THE GROUP WITH THE HIGHEST KNOWLEDGE OF SUGH- ARE THE

"UPPER S0C|0—ECONOMIC CONSUMERS, 061.3% OF WHOM IDENTIFIED LAWS

ADMINISTERED BY THE DEPARTMENT. THE LOWEST WAS AMONG CONSUMERS
WITH FAMILY INcOMES UNDER $10,000, 35.6% oF wHOM SUPPLIED
IDENTIFIGCATION

- THE MOST OFTEN MENTIONED LEGISLATION WAS ‘THE CONSUMER PAGCKAGING AND

Laserting.Act (8.3%). FoLLowen. ey THE .Foop._ano Drues_AcT (7.4%).. .
HOWEVER, CONFIRMING PREVIOUS FINDINGS,- CONFUSION -EXISTS AMONG
CONSUMERS AS 'To THE DEPARTMENTS INVOLVEMENT IN PRIGE REGULATIONS,
WHIGH WAS MENTIONED BY 7.0% OF RESPONDENTS.

AS BEFORE, MOST LAWS MENTIONED IDENTIFIED WITH THE CONSUMER ROLE
oFf THE DEPARTMENT.
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_ TasLe 6

IDENTIFICATION OF FEDERAL LAWS ASSOCIATED WITH

THE DEPARTMENT "OF CONSUMER 'AND CORPORATE AFFAIRS

Sus-SAMPLE

®.

.ConsuMER Packacing AND LABELLiING AcT
Fooo & Druc AcT

PRICE REGULATIONS

ProbucT SAFETY STANDARDS
FALSE ADVERTISING
ConsuMER PrROTECTION ACT
WelagHTs & MEASURES
ComeiINES INVESTIGATION AcT
TEXTILE LABELLING
Hazarpous ProbucTs AcT

- BANKRuUPTCY AcT

CAnADA CORPORATION AcCT
AnNT1-TRUST LAwWS

TrRADE MARKS

" PATENT AcT

REGISTRATION OF COMPANIES
ComPETITION AcT
COPYRIGHT AcT °

OTHERS

NoN=SPECIFIC

Dio NoT STaTE/DON'T KNOW

) * L ] L] L ) L ] L]

4 6 6 &6 8 s 8 6 s & @
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0
.

Base: 1,165

QuesTion 5. CAN You EITHER NAME OR DESCRIBE ANY FEDERAL LAws
THAT YOU WOULD MAINLY ASSOCIATE WITH THE DEPARTMENT
oF ConsuMER AND CORPORATE AFFAIRS?

ANY OTHER LAWS YOU ASSOGIATE WITH THAT DEPARTMENT?

ey




Cesmr .
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3. ArReas OF PeERCEIVED CONSUMER ACTIVITY

RESPONDENTS WERE THEN QUESTIONED AS TO THEIR KNOWLEDGE OF
ACTIVITIES UNDERTAKEN BY THE DEPARTMENT SPECIFICALLY ON
BEHALF OF CONSUMERS. ’

67.,3% oF 'EL1GIBLE RESPONDENTS WERE ABLE TO NAME ONE OR MORE
ACTIVITIES: A HIGHER PROPORTION OF RESPONDENTS FROM THE
PraIRIE ProviINncES (79.9%) MENTIONED ACTIVITIES, WHILE A LOWER
PROPORTION OF FRENGCH SPEAKING RESPONDENTS (50.8%) weRe AsLE
TO DO SO, : '

THE MOST FREQUENTLY IDENTIFIED CONSUMER ROLES WERE AGTIVITIES
RELATED TO THE TESTING OF PRODUCTS,. THE PROTECTION OF CONSUMERS
AND THE HANDLING OF CONSUMER COMPLAINTS.

HOWEVER, AS HAS BEEN NOTED BEFOREy A LARGE NUMBERy OVER _ONE IN
FIVE RESPONDENTS, INCORRECTLY I1DENTIFY PRICE CONTROLS AS BEING
UNDER THE DEPARTMENTS JURISDICTION.




AREAS OF PERCEIVED CONSUMER ACTIVITY

Price CoNTRoOLS
TesTing PRoDUCTS
ConsuMER PROTEGCTION
ConsuMER COMPLAINTS
FaLse ADVERTISING

"Fatr TRADE PRACTIGCES

Consumer EpucaTion
LABELLING OF PACKAGES
Si1ZiNeG STANDARDS
WeteHTs & MeasuRres
PackagiIng :

* SUPERMARKETS

Farm ProoucT PRICES
TexTiLe LABELLING
NuTriTION

INTEREST RATES
PrRoTECT FARMERS

No Power

OTHER

~ INCORRECT :
Dio noT StaTe/Don'T Know

Base: 14165

QuesTion 6. - THINKING NOW OF CONSUMERS

€3

TasLe 7

%

N
\Jl —=

[ ]
-~ 3

-— -
EEY
L ]

Ut

L ] [ ] L ] * ® [ ]
N NUII S AN U - 00000 0 F D

vaC)O(DC)O(DSDO-4—5Alvb4#ﬂﬂ

N
®

IN PARTICULAR, WHAT

ACTIVITIES DOES CoNsUMER AND CORPORATE AFFAIRS

UNDERTAKE ON BEHALF OF CONSUMERS?

ANYTHING . ELSE

YOU CAN THINK OF THEY DO ON BEHALF OF CoNSUMERS?

2k,

SuB=SAMPLE
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L., AreAs oF PERCEIVED CORPORATE AGTIVITY

RESPONDENTS WHO CLAIMED SOME AWARENESS OF THE DEPARTMENT WERE
THEN ASKED WHAT THEY KNEW SPEGCIFICALLY ABOUT THE BUSINESS, OR
CORPORATION ROLE OF THE DEPARTMENT.

IN CONTRAST TO THE PREGCEDING QUESTION ON THE CONSUMER ROLE
oF - THE DEPARTMENT, oNLY 40,6% VOLUNTEERED AN ANSWER (AND ONLY

19.7% oF FRENCH SPEAKING RESPONDENTS) .

THE ANSWERS ARE GENERAL IN NATURE, REFLECTING LOW AWARENESS OF
DEPARTMENT ACTIVITIES IN THIS AREA.

THE .MOST OFTEN MENTIONED -SPECIFIC ACTIVITY RELATED TO THE ESTABL ISH=~
MENT .OR REGULATION-OF PRODUGCT STANDARDS (8.4%).. - "PricE -F1x1ING!
REGUL-ATORY -AGTIVITIES WERE MENTIONED BY 5% .0F. THOSE QUESTIONEDy
WHILE THE COMBINES AGT WAS MENTIONED BY 3e9%e EMPHASIZING THE

LACK 'OF KNOWLEDGE IN THIS AREA, MOST RESPONDENTS (10-7%) WHO
ATTEMPTED TO ANSWER TH!S .QUESTION DID SO WITH THE GENERALI1ZATION
THAT THE DEPARTMENT 'REGULATED BUSINESS AGTIVITIES',




TasLe 8
AREAS OF PERCEIVED CORPORATE ACTIVITY
- SuB=SAMPLE
%
REGULATE ACTIVITIES R

DY

PrRopbucT STANDARDS

Price Fixine

ComsINES AcT

IMPORT STANDARDS
MiSLEADING ADVERTISING
LABELLING STANDARDS
WetgHTs & MeEASURES

Canapa CorRPORATION AcT
BANKRUPTCY ACT
LaND/HousING TRANSACT 1 ONS
MiniMuUM Wage '
PrRoTECT FARMERS
CoMPETITION ACT

OTHERS

I NCORRECT

Dio noT StaTeE/DON'T KNOW

\OO\N.O0.0.0.0:-\O—\NN\N\HOOO
L]
FapPpp WU OW NN OWYND

A8
.

BAase 1,165

QuesTion 7. Now LET's THINK oF BusinNeEss IN CANADA. WHAT
ACTIVITIES DoES CONSUMER AND CORPORATE AFFAIRS
UNDERTAKE IN CONNECTION WITH BusinNEss IN CANADA?

ANYTHING ELSE?
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PART THREE

CONSUMER KNOWLEDGE OF MEANS OF CONTACTING

THE DEPARTMENT OF CONSUMER AND GORPORATE AFFAIRS

1¢ KnNowLEDGE oF DEPARTMENT LOGCATION

N o
72.4% oF RESPONDENTS AWARE OF THE DEPARTMENT WERE CORREGTLY
ABLE TO NAME THE LOCATION OF THE DeEpARTMENTS HeEaD OFFICE.
ONE IN FIVE QUESTIONED D!D NOT RESPOND TO THE QUESTION.

HowevER oNLY 61.0% OF FRENGH SPEAKING, AND 52.4% oF Lower
SOG10~EGONOMIGC RESPONDENTS TOULD NAME THE GORREGT LOGATION,
WHILE 8543% OF UPPER S0C10-ECONOMIC RESPONDENTS - ANSWERED
GORREGTLY. :

48,1% oF THOSE QUESTIONED WERE ABLE TO. IDENTIFY ONE OR MORE
CITIES IN WHIGH BRANGH OFFIGES ARE LOCATED, PRINGIPALLY A CITY
IN THE PROVINCE IN WHIGH THEY RESIDE. THE HIGHEST AWARENESS
OF BRANGH OFFICE LOGATION WAS AMONG RESPONDENTS IN BRITISH
Corumeia (67.7%), THE LowesST aMONG FRENGH SPEAKING (38.1%)

AND LOWER S0C10-ECONOMIC (39.7%) RESPDNDENTS.




!

A.

Be.

KNOWLEDGE OF DEPARTMENT LOCAT!IONS

Heap OFFicE

OTTawa/HuLL

ProviNGE NamME

OtHer CiTY ,
Dio NoT STaTE/DON'T KNOW

BraNGH OFFIGES

OtTAwA/HuLL

ProvinciaL CariTAL CuTyY :

One IN EAcH PrOViINcE, UNsPeECIFIED CITY
NameD ‘CiTy 1IN OwN PROVINGE ONLY

NaMeD oTHER CiTY

Dio noT STATE/DON'T KNOW

Base: 1,165 -

TasLE 9

SuB=SAMPLE

%

QuesTioNn 8. WHERE 1Is THE HeEap OFFice oF CONSUMER AND CORPORATE

AFFAIRS LOCATED?

Do vou KNOW IF THERE ARE ANY BrRANGCH OFFICES OF

CoNsuMER AND CORPORATE AFFAIRS?

WHERE ARE THEY LOGATED?

28.




2+ KnowLEDGE oF MeETHODS 0oF DEPARTMENT CONTACT

OF RESPONDENTS HAVING AWARENESS OF THE DEPARTMENT, ONLY
Te1% DID NOT KNOW OF A METHOD OF CONTAGTING THE DEPARTMENT
HoweVvERy TwicE TH1S NUMBER (14.4%) OF LOWER SOG10-ECONOMIGC
RESPONDENTS DID NOT KNOW OF A METHOD. ° ‘

THE MOST FAVOURED METHOD BY OVER HALF OF THOSE QUEST I ONED

"~ WQULD BE THROUGH REFERENGE TO THE TELEPHONE BOOKe THiS S

PARTICULARLY SO WITH RESPONDENTS IN THE PRAIRIE PROVINGES
(67.6%), WHILE BEING NOT'SO—FAVOURED ‘BY-THOSE RESIDING IN
AN AREA WHERE THERE IS NO BrancH oFfice (34.1%).

.
.

19:6% wouLp WRITE DIREGTLY TO THE DEPARTMENT IN-OTTAWA, THIS
METHOD BEING PROPORTIONATLY BETTER FAVOURED BY QUEBEG
RESPONDENTsS (27.8%), AND THOSE LIVInG IN AREAS WITH NO BrRANGH -
orrice (2741%). FEWER-RESPONDENTS RESIDING IN THE PRAIRIE
PROVINGES WOULD GHOOSE THIS METHOD (11.2%).

1149% wOULD CONTAGT THEIR LOGAL MEMBER OF PARLIAMENT IN

ORDER TO GAIN AGCESS 7O THE DEPARTMENT, A METHOD PARTICULARLY
FAVOURED. BY THOSE LIVING IN.NON BRANGH OFFIGE AREAS (26.2%).

. THE LEAST :.LIKELY TO CHOOSE THIS MEANS WOULD BE THOSE FROM

THE MARITIME-Provinces (7.0%).

AwaReENESS oF Box 99 ts SURPRISINGLY LOwW, ONLY 246% ofF
RESPONDENTS NAMING TH1S METHOD. HIGHEST AWARENESS oF Box
99 o0ccuURS IN THE MARITIME Provinces (10.5%) ano AMONG

RESIDENTS OF NON BRANGH OFFICE AREAS (7e5%). LOWEST AWARENESS

1S IN THE PrRAIRIE PrOVINGES (1.1%).

29.




30.
TasLe 10
KNOWLEDGE OF METHODS OF DEPARTMENT GONTACT
Sus-SAMPLE
%

CHECK TELEPHONE Book o S 53.6
WRITE To DEPARTMENT '. 19,6
CALL MEMBER OF PARL IAMENT 11.9
ConTacT Box 99 ’ 2.6
OTHER ‘ \ : 14,1
-DoN'T KNow . 4 7e1

Base: 1,165

QuesTioN 9. IF vyou coNTAcT ConsuMER AND GORPORATE AFFAIRS
EXACTLY HOW WOULD YOU GO ABOUT IT?
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'PART FOUR

RECALL OF DEPARTMENT OF CONSUMER AND CORPORATE

AFFAIRS ADVERTISING

1 GeneEraL RecaLL oF DEPARTMENT ADVERTISING

RESPONDENTS WHO WERE AWARE OF THE DEPARTMENT WERE ASKED
WHETHER THEY RECALLED ANY-ADVERTISING OF THE DEPARTMENT

SLiaHTLY UNDER HALF (49.4%} pio cLAIM REGALL, WHILE OVER
. TWO-TH1RDS- (67.6%) oF FRENCH SPEAKING RESPONDENTS DID SO.
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| TasLe 11

GENERAL RECALL OF DEPARTMENT ADVERTISING

Sus=-SAMPLE

%

RECALLED ADVERTIS ING 4oL

. Dip NoT REcALL ADVERTISING A , L2, 4

NoT Suret ‘8.0

Base: 1,165

" QueEsTioN 10, Do YOU RECALL SEEING OR HEARING' ANY ADVERTISING

ForR THE DEPARTMENT OF CONSUMER AND CORPORATE
AFFAIRS WITHIN THE PAST FEW MONTHS?




2e RecaALL oF DEPARTMENT ADVERTISING BY MEDIJA

OF THOSE RESPONDENTS WHO CLAIMED TO RECALL DEPARTMENT

ADVERTISING, ONLY 2.5% COULD NOT' REMEMBER A 'MEDIA VEH|CLE.

70,6% OF THESE RESPONDENTS IDENTIFIED TELEVISION AS BEING .
THEIR SOURCE OF ADVERTISING [NFORMATION. HOWEVER, LARGE
DISPARITIES EXIST, AS ONLY 48,3% oF BriTisH CoLumB1A
RESIDENTS CHOSE TELEVISION, WHILE 91.5% OF FRENCH SPEAKING
RESPONDENTS. DID SO, ’

ALSO THE YOUNGER THE RESPONDENT THE MORE L IKELY HE WAS TO
CHOOSE TELEVISION,'AS DID THE LOWER SOC|O~ECONOM|C- RESPONDENTS.

18 - 29 YEARS: 73,9% . LowER socC.10-EconOMIG:  83.9%
30 -~ L4h Years: 66.2% ' MipDLE Soclo-EcoNoMIc: 69,8%

b5 vears & OVER: 67.4% UPPER soclo-EcONOMIC:  51,8%

RAD IO WAS GHOSEN BY 27,7% OF RESPONDENTS. AGAIN REGIONAL
DIFFERENCES OGCURRED,RANGING FROM A LOW OF 19.3% IN THE
PRAIRIE PROVINCES, TO A HIGH OF 36.7% 1N BriTisH CoLuMBIA.
DIFFERENCES ALSO OGCURRED-BY AGE AND INCIDENCE OF BRANCH
OFF ICE.

18 - 29 YvEARS: 36.6% WiTH OEF|cE: -26.5%

30 - 44 vears: 25,2% WiTHour OfFice:  37.0%

45 vears & over: 23,9%

- 330




3%3.,1% oF RESPONDENTS CHOSE NEWSPAPERS, REGIONAL VARIATIONS AGAIN
OCCURRED, AS THEY DID ALSO AMONG AGE AND SOC10-~EGONOMIC LEVELS.

MARITIMES 29.8%
Quzasc‘ 37.2%
ONTAR10 36.7%
PRAIRIES 28.9%
BrRiTISH CoLuMBIA 16.7%

18 = 29 YeaRs 23.9%
30 ~ 4h Years 32,9%

45 Years & OVER 37.7%

LowER Sdclo—Econqmlc 27 3%
MiooLe Socio-Economic 3242%
UppPER Socio=Economic 37.2%

MAGAZ INE ADVERTISING WAS MENTIONED BY 10.,0% oF RESPONDENTS.
REGIONAL AND Soct1o~ECONOMIC DIFFERENGES WERE AGAIN PREVALENT.

MARITIMES j5.8%
QuesEs ) 9.5%
ONTARIO - o 10.9%
PRAIRIES . ' L,8%. -

BRIT}SHmCOEUMFlA 13.3%

Lower Socio-EGoNoMIc 3.7%
MiooLe Socto-EcoNnomic 9.6% - : -
UpPER Socio-EconoMic 16¢2% B
WiTH.OFEI1CE _ 0¢2%
WiTHouT OFF1cCE 16.9%

OTHER MED!A ‘RECE{VED MINOR MENTI1ONS.
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TasLe 12

RECALL OF DEPARTMENT ADVERTISING BY MEDIA

Sus-SAMPLE
%

TELEVISION - " 68.6
Rapi0 | | ' 277
NEWSPAPERS i 32,6
MAGAZ INES 1040
WEEKEND SUPPLEMENTS 1-5_
BILLBOARDS . ‘ - , ‘ 1;4
TRANSIT CARDS ' - ' 0.8
OTHER . L9
Can®rt RecarL _ : : .2-8

‘Base: 589.

QuesTion 11. DO YOU RECALL WHERE YOU SAW OR HEARD THE
ADVERTISING FOR CONSUMER AND CORPORATE
AFFAIRS?

ANYWHERE ELSE?

35.
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3¢ RecaLL oF DEpPARTMENT ADVERTISING MESSAGES

OF THOSE RESPONDENTS GLAIMING RECALL OF DEPARTMENT ADVERTISING,
ONLY HALF, 50.4%, couLD REMEMBER SPEGIFIC MESSAGE CONTENTS.

THE MOST OFTEN RECALLED CONTENT WAS PLAYED BACK FROM SCENES IN
"It's Up To You!/'C'esT PAs SorCciER's OTHER REFERENCES WERE

- MADE To CONSUMER PROTEGTION ACTIVITIES OF THE DEPARTMENT, AND

THAT CONSUMERS COULD CONTACT THE DEPARTMENT FOR FURTHER
INFORMATIONy OR TO LAY GOMPLAINTS.

ONLY ONE- IN FIFTY CONSUMERS PLAYED=-BACK REFERENGCES TO THE
CHECKING OF PRODUCT LABELS, AND THE DEPARTMENTS CONGERN WITPH

MISLEADING ADVERTISING.

ALMOST ONE IN TWENTY MADE. SPECIFIC REFERENGE TO THE Foobp PRicEs
Review BoARD, IN THE CONTEXT OF THE DEPARTMENTS ADVERTISINGe




TasLe 13
RECALL OF DEPARTMENT ADVERTISING MESSAGES
SUB;SAMPLE
%
DeTAtLs From TV ProegraMmeE, 'lIT's Up To You'! 12.3
DerArRTMENT HELPS TO PROTECT'CthUMERs 9.5
CoNTAGT THE DEPARTMENT RE: INFORMATION AND COMPLAINTS ‘ 745
REFERENGES To Foop Prices ReEViEW Boarp . ) 5.2
CHeck LABELS 241
. FALSE ADVERTISING ) " - 2.1
OTHER _ : ' 10,8
‘Ditp not STATE/Don'T Know 50,5

Base: 589

QuesTion 12. Do vou REGALL ANYTHING THAT WAS SAID IN THE
ADVERTISING [N PARTICULAR?

- " ANYTHING ELSE?




L, RecaLL oF SpeciFic DEPARTMENT ADVERTISEMENTS

WHEN PRESENTED WITH COPIES OF ACTUAL DEPARTMENT ADVERTISEMENTS
WHICH HAD BEEN USED DURING THE PREGEDING MONTHS, 43.7% oF
RESPONDENTS RECALLED HAVING SEEN THEM.

HIGHEST RECALL -WAS AMONG  RESPONDENTS WHERE THERE WAS NO

BrancH oFFi1ces (65.3%), amona THE $10,000 to $14,999 ramiLy
incoMe aroup (52¢1%), ano among OnTario rEstipenTs (48.5%).

LOWEST RECALL WAS AMONG THE UPPER SOC10—ECONOMIC RESPONDENTS
(37.5%) AND THOSE FROM THE PRAIRIE PrOVINGES (38.5%),

NEWSPAPERS WERE CLAIMED TO HAVE-BEEN.THE.-MESSAGE VEHICLE BY

21.4% oF reESPONDENTS, OR 48.9% OF THOSE WHO- CLAIMED RECALL.,
A LARGE DIFFERENGE IN NEWSPAPER MENTION .0CCURRED AMONG THE
THREE SO0C10~ECONOMIGC GROUPS:

Lower Socto-Economic - 25.7%-
MipbLe Socio-Economic 21.9%
Upper Socio~EconomMic 15¢9%

.

MAGAZ INES WERE CHOSEN BY 14.7% or responpenTS (33.2% oF THOSE
CLAIMING RECALL). . HERE DIFFERENCES OCGCURRED BY REGION, SEX,
INCOME AND INCIDENCE oF BrancH OFFICES

MARITIMES " 21.1%' | Unber $10,000 127%

Quesec 6.5% . $10,000 - $14,999 20.3%

ONTARI10 22.7% $15,000 & Over 12.8%

PRAIRIES 6.7%

BrRiTisH CoLuMBIA 18.5% WiTtH OFFicE - 12.0%
WiTHout OFFiIcE 4o,6%

MALE .11.6% - |

FeEmaLE 1702%

A MINORJTY OF RESPONDENTS MENTIONED HAVING SEEN THE ADVERTISEMENTS
ON BILLBOARDS, WHILE 9.1% oF THE TOTAL, AND 21.,0% OF THOSE CLAIMING
RECALL, WERE UNABLE TO NAME A MEDIUM. :




i

,

9.
Tasre 14
RECALL OF SPECIFIC DEPARTMENT ADVERTISEMENTS
Sus=SAMPLE
%

RECALLED ADVERTISING . 43,8
Dio NOoT REGALL ADVERTISING 5641
Saw IN NEwSPAPERS : A o 21k (48.9%)
SAW IN MAGAZINES 14,7 (33.2%)
SAw ON BILLBOARDS o ‘ - 3.6 (8.3%)

CAN'T REGALL WHERE SEEN 9.1 (21.0%)

Base: 1,165 -

QuesTioN 13, HERE ‘ARE SOME EXAMPLES OF -ADVERTISING FOR THE
DepPARTMENT OF ConNSuMER AND CORPORATE AFFAIRS.
PLEASE TELL ME WHETHER YOU HAVE SEEN ANY OF THE
ADS AND WHERE?
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5¢ RecarL ofF 'IT's Up To You'/!'C'esT Pas SorcteR'

ONE~THIRD OF ELIGIBLE RESPONDENTS RECALLED ON AN UNAIDED BASIS
t
HAVING SEEN THE PROGRAM, 'IT's Up To You/'C'esT PAs SORGIER &

UNAIDED RECALL WAS PARTICULARLY HIGH AMONG FRENCH SPEAKING
RESPONDENTS (63.5%), AND AMONG LOWER SOGIO—ECONOMIC RESPONDENTS

(52.0%) »

Low RECALL WAS EXPERIENCED IN OnTArRIO (13.3%) AND BRITISH
Corumsia (15.4%). ' '

OF THOSE GLAIMING REGALL, 41.5% WERE ABLE TO REMEMBER THAT
PLAYERS ACTED OUT ROLES. OVER ONE-THIRD OF THOSE CLAIMING
RECALL COULD NOT REMEMBER OR INCORRECTLY RECOLLECTED
ELEMENTS OF PROGRAM CONTENT.




TaBLE 14

RECALL OF 'IT'S UP TO YOU'/'C'EST PAS SORCIER'

RecALL PROGRAMME

Dip noT ReEcALL PROGRAMME

ConTeESTANTS AcTing Out RoLES

How to OBTAaIN REFUNDS
Check CONTRACTS

Asout MiSLEADING ADVERTISING

"+ OTHERS

A Game SHow
CONFUSED WITH OTHER PROGRAMME

Dio not STATE/DON'T Know

BASE: '1;165

Su-SAMPLE

%

31.4
68.5

12,8
,1-3.
0.3
0.2
1.6
1.4
0.9

10.7

QuesTion 14, Do You EVER RECALL SEEING A SHOW ON TELEVISION

CALLED 'IT's Ue To You'?

"QuesTioN 15, WHAT DO YOU REMEMBER ABOUT THE SHOW?

ANYTHING ELSE YOU RECALL -ABOUT IT?

Lq,

(41,5%)
( L4.6%)
( 1.0%)
( 0.5%)
( 5.4%)
( 3.6%)
(.2.6%)

(33.8%)
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6o Aioeo RecaLL oF 'IT's Up To You'/'C'esT PAS SORCIER'

THOSE RESPONDENTS WHO WERE UNABLE TO RECALL THE PROGRAMME
ON AN UNAIDED BASIS WERE THEN SUPPLIED WITH A BRIEF
DESCRIPTION OF PROGRAMME FORMAT4y AND AGAIN ASKED IF THEY

" RECALLED HAVING VIEWED IT.

AN ADDITIONAL 15,4% OF ELIGIBLE RESPONDENTS AFFIRMED THAT
THEY HAD VIEWED THE PROGRAMME.

THE LARGEST INCREASES WERE REGORDED .AMONG MARITIME RESPONDENTS
(+31.8%), AND-AMONG -LOWER SOC10-ECONOMIC RESPONDENTS (+27+8%).

ToTAaL RecALL ofF 'IT's Upr To You!/'Cl'esT Pas SorcIER' BOTH
UNAIDED AND AI}DED, STOOD AT L2,0% oF ALL EL1GIBLE RESPONDENTS.



Y
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TasLe 16

AIDED RECALL OF '"IT'S UP TO YOU'/'C'EST PAS SORCIER!

SuB=SAMPLE
%
RECALLED SEEiING PROGRAMME f ' ' 15.4
Dip NnoT REcALL PROGRAMME _ 7.1
NoT Sure _ L oL

Base: 776

QuesTion 16. IN FACT, IN THIS SHOW, AGTORS AND CONTESTANTS
* PLAY THE ROLE OF SHOPKEEPERS AND CONSUMERS,
AND A LAWYER EXPLAINS THE LAW DRAMATIZED IN
EACH SITUATION. )

Do vou RECALL HAVING SEEN THIS SHOW?

S TUp




THE DEPARTMENT HAS A GENERALLY HIGH

vy e

PART FIVE -

CONSUMER IMAGE OF THE DEPARTMENT OF

CONSUMER AND GORPORATE AFFAIRS

1¢ ATTiTUDES TowarDS DEPARTMENT

WHO 'ARE AWARE OF THE DEPARTMENT- PosiTIVE STATEMENTS
(EXTREMELY USEFUL AND VERY USEFUL) OUTWEIGHED NEGATIVE
STATEMENTS (NOT VERY USEFUL AND NOT AT ALL USEFUL) BY FIVE

.TO TWO.

{MAGE AMONG RESPONDENTS

5941% INDICATING EITHER OF THE TWO POSITIVE STATEMENTS, AND
AMONG FRENCH SPEAKING RESPONDENTS, 60,9% OF WHOM REGORDED
FAVOURABLE REPLIES. : o

THE INCIDENGCE OF MORE  POSITIVE REPLIES WAS LOWER
" (31.2%), THE Pratries (33.0%) Anp 1N BRiTisH Corumeia (36.9%).

iN ONTARIO

FEwer MaLes (36.2%) THAN FEMALES (44 49%) REPL1ED TO EITHER
OF THE TWO MORE POSITIVE STATEMENTS.

17.6% OF EL1GIBLE RESPONDENTS DO NOT THINK THE DEPARTMENT
1S OF USE TO CONSUMERS SUCH_ AS THEMSELVES. THIS FEELING
PARTICULARLY PREVALENT IN THE PrRAIRiES (22.9%) AND IN
BriTisH CoLumsiA (20%).

1S

HALF AGAIN AS MANY MALEs (21.6%) THan FemaLes (14.4%) HELD
NEGATIVE ATTITUDES, BUT THESE NEGATIVE FEELINGS DEGCREASED
THE HIGHER THE SOGCI10-ECONOMIC LEVEL, LOWER SOG|O-ECONOMIC
19¢1%, MippLE 18.2% AND UPPER 13.3%. ‘

SIGNIFICANTEY, PROPORTIONATELY MORE RESPONDENTS LIVING IN

AREAS CONTAINING A BRANCH ofFF1CcE (18.1%) HELD NEGATIVE

ATTITUDES THAN THOSE RESIDING

(12.0%) «

L,

- THe DEPARTMENT'S IMAGE 1S PARTICULARLY STRONG IN QUEBEC WITH -

IN AREAS WITH NO BRANCH OFFICE




I ' 4.
. TABLE 17
' l ’ ATTITUDES TOWARDS THE ‘DEPARTMENT
I Sup=SAMPLE
. _ %
| . ExTrREMELY UseFuL . ' 14,7
. VErRY USEFuUL ' ‘ ' 26.1 Lo,.8%
. ‘FairLy UseruL , _. 3643
S NoT VeERY UseFuL . 13.0°
_l NoT AT ALL UseruL S L.6 17 6%
- Don'T Know/Dip NoT STATE 5.2
l Base: 1,165 :
QuesTION 17s TAKING EVERYTHING INTO AGCOUNT, HOW USEFUL A
l JOB DO You THINK THE DEPARTMENT OF CONSUMER
AND CORPORATE AFFAIRS 1S DOING TO PROTECT
CONSUMERS SUCH AS YOURSELF? HERE 1S A CARD
TO ASSIST YOUR ANSWER, WHICH ANSWER WOULD YOU 1‘
I  GHOOSE? f

o 4‘__/“"
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2o Reasons FOR PosiTIVE ATTiITuDES TOWARDS THE DEPARTMENT

THE MAJORITY OF RESPONDENTS WHO. RATE THE DEPARTMENT USEFUL
TO CONSUMERS SUGH AS THEMSELVES DO SO AS THEY GONS|DER THE

" DEPARTMENT 1S OF VALUE IN PROTECTING AND ASSISTING CONSUMERS
IN THE MARKETPLAGEs THEY ALSO FEEL THE DEPARTMENT 1S USEFuUL

IN MAKING CONSUMERS AWARE OF POTENTIAL PITFALLS IN THEIR
PURCHASING CONSIDERATIONS. THEY‘OBVlOUSLY FEEL A NEED FOR THE
DEPARTMENTS ACTIVITIESs, TJHESE REASONS ARE PARTICULARLY STRONG
AMONG FRENCH SPEAKING RESPONDENTS.

INTERESTINGLY, SOME OF THE RESPONDENTS FEEL THE DEPARTMENT
COULD DO MORE .FOR THEM, AND ONE IN FIFTEEN .FEEL THE DEPARTMENT
SHOULD GONDUCT-MORE ADVERTISING. THIS LATTER FEELING 1S ALMOST
TWICE .AS STRONG .AMONG MALES (9.0%) Tuan FemaLes (5.0%). .

o T ) ey wn—y




TasLe 18

REASONS FOR POSITIVE ATTITUDES TOWARDS THE DEPARTMENT

ProTecTs Our |INTERESTS

Makes PeEoPLE AWARE

HeLps THE CONSUMER

Goop REGULATIONS.

Keeps THiINGS IN LINE

NeEepeED BY CONSUMERS

ONLY PROTECTION PEOPLE HAVE
{

AcTs As WaTcHDOGS

ExPoses FALSE -ADVERTISING

OTHER °

.COULD Do MorE

Does NoT ADVERTISE Enouéu

Too MucH ReED TaAPE

NotT EnoucH Power

Courp Do More ProbucT' TESTING

Prices SHouLDp Be Lower

Dip NoT STaTE/Don'T Know
Base: 907

QuesTion 18. WHY Do You sAy THAT? (SEE PREVIOUS

Sus~SAMPLE

%

20,7
19.7
1.0
5.5

5.4
3.2
2.5
1.9
0.7

0.1

11;1
6.7
1.7
1.1
1671

1.1

1.6

QUESTION)

L7.



3.  Reasons For NeEgATIVE ATTiTunES TowaArDs THE DEPARTMENT

THE PRINGCIPAL REASON GIVEN BY THOSE RESPONDENTS WHO FELT THE
DEPARTMENT SERVED NO USEFUL PURPOSE ON BEHALF OF GONSUMERS,
WAS ONE OF PRICE GONTROL. AGAIN THERE ARISES THE CONFUSION
IN ROLES BETWEEN THE DEPARTMENT OF CONSUMER AND CORPORATE
AFFaiRs, AND THE Foop PriceEs REVIEW BoARD.

£

21.8% oF RESPONDENTS GIVE THIS AS THEIR REASON, WHILE THE
F1GURE FOR FEMALES 1S 27.7%.

15.5% oF RESPONDENTS FELT.THE DEPARTMENT COULD DO MORE "IN
THE AREA OF GCONSUMER PROTECTION. THIS REASON WAS GIVEN MORE
IN THE PrairieEs (24.4%) ano MariTimes (22.2%).

THE THIRD PRINC1PAL REASON -GIVEN -1S THAT .13.2%..0F - THE RESPONDENTS
BELIEVED THE DEPARTMENT HAD NO REAL POWER TO IMPLEMENT 'AND.
ACHIEVE ITS OBJECTIVES. THIS BELIEF 1S PARTIGULARLY EVIDENT
AMONG FRENCH SPEAKING RESPONDENTS (26.3%) AND LOWER SOG10-
ECONOMIC RESPONDENTS (23,%%) . '

ABOUT ONE IN TEN-RESPONDENTS FELT THE DEPARTMENT SHOULD
ADVERTISE MORE, WHILE A MINORITY GROUP EXPRESSED ANTI-
GOVERNMENT SENTIMENTS. ° ) ..




TasLe 19

REASONS FOR NEGATIVE ATTITUDES TOWARDS THE DEAPARTMENT

Does NoT Keep PriceEs DowN

CouLp Do MoORE

Has No PoweRr

SHouLD ADVERTISE MoRE

WasTE oF MONEY

" Too Muck RED TAPE

OVERGOVERNED

OTHER

Dip noT STATE/DoN'T KNow

Base: 200'

SAME QUESTION AS PREVIOUS.

SuB=SAMPLE

%

21.8
1545
13,2
10,2
4,0
3ok
Tk
0.8

21.6

k9.
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PART SIX

CONSUMER CONCERNS

1e SusJdecTs OF CONCERN

THE VAST MAJORITY OF CONCERNS EXPRESSED BY RESPONDENTS CENTRE
ON. INFLATION AND RISING COST OF STAPLES SUCH AS FOOD, UTiLITIES
AnND Housing. . Probuct ano Foob QUALITY RANK AS SECONDARY GONCERNS.

[«
HALF..OF ALL RESPONDENTS QUESTIONED GIVE INFLATION AS THEIR NUMBER
ONE WORRY4 AND THIS PROPORTION IS FAIRLY CONSTANT BY REGION, SEX,
AGE AND SOCIO=ECONOMIC DEMOGRAPHICS.

Risine Fooo-Prices (27.4%) is THE NUMBER TWO GONGERN EXPRESSED.
THIS ANXIETY IS PARTICULARLY EVIDENT IN THE MARITIME PRoViINGES
(39.8%), ano amone Femares (31.8%), BuT NoT so PREVALENT N THE
PrRoVINGE OF Quesec (19.7%), anp aMOoNG MALES (21.6%).

v

UTILiTY AND FUEL COSTS RANK HigH WiTH A 16.4% mention. THis
CONCERN IS EXPRESSED TWICGE AS FREQUENTLY IN THE MARITIME
PROV!NCES.(31.1%), LESS FREQUENTLY IN THE PRAIRIE PROVINCES

(11.1%) .

.. PropueT quaLiTY, PoorR WorkMANSHIP, Foobp FresHNESS, ARE
CONCERNS OF MANY QUESTIONED. PROPDRTIONATELY OVER L40O% mMore
18 ~ 29 vear oLbps (20.3%) ecive ProbucT QUALITY AS A MAJOR
CONGERN GOMPARED WITH THE NATIONAL AVERAGE oF 14.1%. ProoucT
QUALITY CONCERNS ALSO INCREASE HIGHER UP THE SOCI10-ECONOMIC
AND FAMILY INCOME SCALES} .

IE S I Mr Iy S Ny iy .  w M= N M= e
a y . 4 g ”

: LoweRr Soc1o=EconNOMIC 5.3% Unoer $10,000 11.0%
B MiooLe Socio-Economic  13.8% 10,000 - $14,999 15.3%
I Uprer Socio-Economic 23.7% $15,000 & Over 17.%%

N

) -
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NoTt SURPRISINGLY, CONCERNS OVER TAINTED MEAT ARE OVER TWICE

'AS H1GH IN Quesec (16.6%) As COMPARED To THE NATIONAL AVERAGE

ofF 6.5%.

HoUSING. AND RENT COSTS IS A CONCERN EXPRESSED BY 7.0% .
RESPONDENTS. HIGHER LEVELS ARE APPARENT IN THE PRAIRIES
(11.6%)4 BriTISH CoLumMBiA (11.9%) AnD AMONg 18 - 29 YEAR oLDS
(11.0%).

-

MINOR MENTIONS INCLUDED HiaH TAXES (5,2%),UnempLovimenT (3.2%)

PoOR PAckAGING “AND LaBeELLING (2.9%), THE INCREASES IN WAGES
(2.9%), THE PROBLEMS OF LIVING ON -A PENsion (2.4%)oveERALL, BUT
3,9% amonG THOSE 45 YEARS AND oveER,; 6.8% AMONG THE LOWER SOC10- -
EGONOMIC GROUP). FALSE ADVERTISING .WAS NAMED A CONCERN .BY )
2.2 OVERALL, WITH THE GROUP EXPRESSING..THE" HIGHEST CONCERN:" i ™
BEING THE UPPER. SOCIO—ECONOMIG,“AT 3.5%. '




SUBJECTS OF CONSUMER CONGERNS

INFLATION

Foop PRricES

PRICES NOT STABILIZED
CosT ofF UtiLiTies/FueEL
QuaLiTY oF Goobs '
TaINTED MEAT

CLoTHiING PRICES
Housing & RenT CosTs
TaXes

UNEMPLOYMENT
Packacing & LaBeLLING
HigH WAges

PEnsions

‘Poor WORKMANSHIP

FaLse ADVERTISING
PropucT SHORTAGES
STRIKES

CorPORrRATE PROFITS
Economy

Foop ApbpiTivES .
ProbucT SAFETY )
GOVERNMENT SPENDING
UNtToONS

WARRANTIES

BuiLping MATERIALS
AutomoBiLE PRIGES
MepicinE CosTs
GoveERNMENT CONTROL
RoTTen Eaas

INTEREST/MORTGAGE RATES

NoT APPLICABLE
OTHERS

Dip not sTaTE/DON'T KNnow

Base: 1,531

TasLe 20

SameLE

%

50.4
27.4
27.1
164
1

e & 8 & o 6 0 0 8 o @

¢ & & & & & & s o

U'I.O;—YOOOOO—‘—\—\—‘—‘—\—\—)NN_NNNNN\N\HQO\O\-P'

QuesTION 19, THINKING NOW AS A CONSUMER, WHAT WORRIES YOU THE
MOST AT THE PRESENT?. ARE THERE ANY OTHER THINGS

THAT WORRY YoOU?:

52.
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2. DeEsStIrRED GOVERNMENT ACTION

'

WHEN ASKED WHAT THEY WISHED THE FEDERAL GOVERNMENT DO TO
PROVIDE GREATER CONSUMER PROTECTION, A SUBSTANTIAL NUMBER
oF REsPONDENTS (28.6%) NAME PRiICE FREEZE GONTROLS AS THEIR
NUMBER "ONE CHOICE. THIS DESIRE IS ESPECTIALLY STRONG AMONG
THE LOWER SOC10-ECONOMIC GROUP, 38.5% OF WHOM.ASKED FOR
PRICE FREEZE CONTROLS.

" WAGE FREEZE .CONTROLS ARE DESIRED BY 10.5% OF THE POPULATION,

RANGING FROM A H1GH 18.2% inN BRiTisH CoLumBia To -6.2% AMONG
RESIDENTS IN THE MARITIME PROVINGES. WAGE FREEZE CONTOLS ARE
MORE DESIRED THE LOWER THE SOGIO~EGONOMIC SCALE, AND BY ADULTS
HAVING NO GCHILDREN TO SUPPORT}

Lower Socio-econoMic | 12.8% WiTH CHILDREN 9.0%
MipoLe Socio=EconoMic 10.0% WiTHout CHiLDREN  12,3%
UppPER -Socto-EconoMic 8.54% i ‘

PrRopUCT QUALITY AND SAFETY AGAIN SURFAGE AS PRIMARY CONGERNS
OF - THE CONSUMER, WITH 12,39 OF RESPONDENTS REQUESTING IMPROVED
AND ADDITIONAL PRODUCT INSPECTIONS, AND L4,3% EXPRESSING A .
DESIRE FOR BETTER WORKMANSHIP. THESE DESIRES ARE PARTICULARLY
PREVALENT IN THE PrRoviINcE oF Quesec (23.2% ano 4.3%) ano AMONG
FRENGH .SPEAKING "RESPONDENTS (22.9% anpo ‘4.1%).

STRONGER ENFORGCEMENT OF CURRENT CONSUMER PROTECTION LAWS WAS
Vo16ED BY 9.0% OF THE RESPONDENTS. ABOVE AVERAGE WISHES IN
THIS RESPEGT WERE EXPRESSED BY FRENCH SPEAKING RESPONDENTS -
(14.1%), Quesec restoenTs (13.5%), THE UPPER S0C10-ECONOMIGC
QROUP(12.6%), anND MaLes (11.2%).
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FURTHER CONSUMER EDUCATION PROGRAMS ARE DESIRED BY 800% oF
RESPONDENTS. STRONGER WISHES FOR MORE EDUCATIONAL PROGRAMS
ARE EXPRESSED BY RESIDENTS OF BRITisH CoLumBia (12.6%) anp
Quesec (11.9%), aLso sy 18 - 29 vear-oLDs (12.7%) anD THE
UpPER SOC10—ECONOMIC GRoupr (12.9%).

DecrReEASES IN THE ¢0ST ofF Living (6.8%), sPectFicaLLy Foop
(4,6%) ano GasoLINE (2,1%)..WERE .ALSO DESIRES. EXPRESSED. ONE.
IN FORTY—FIVE RESPONDENTS WISHED TO SEE ADD!TIONAL BRaNCH
OFFICESFOR THE DePARTMENT OF CONSUMER AND CORPORATE AFFAIRS,.
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TasLe 21

DESIRED GOVERNMENT ACTION

TOTAL SAMPLE

%

Price FrReEEzE CONTROLS S : 28.6

BeETTteEr AND More ProoucT INSPECTIONS o 1243

Wage FrReeze ConTROLS @ 10.5

STRONGER ENFORCEMENT OF PRESENT ConSUMER PROTECGTION
Laws '

More CONSUMER EDUCATION

Lower CosTts oF Livineg

IMPROVED QUALITY OF WORKMANSHIP

Lower Fooo Prices

More GOVERNMENTAL |NVESTIGATIONS

ApoiTionaL ConsumER & CorPORATE ArFAIRs OFFiICES

Lower GasoLineE PriceEs R

Lower RenTS

IMmprROVED PACKAGING AND LABELLING:

DecrEASE IMPORTS

Lower UtiLiTY RATES :

ELiminaTE EGG. AND MEAT SCANDALS

OTHER

Dio noT StaTE/Don'T Know

L]

L]
NNV OONRNROVOOWOAAAWWOWOO

WA a3 DODWNF~FO0W0
L]

N

Base: 1,531

QuesTioN 20. WHAT DO YOU THINK. THE FeEperaL GOVERNMENT COULD BE
DOING TO OFFER GREATER PROTECTION TO THE CONSUMER?

ANYTHING ELSE YOU THINK THE FEDERAL GOVERNMENT
couLp bo?
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PART SEVEN'

CONSUMER AWARENESS OF SPECIFIC ACTIVITIES OF THE

DEPARTMENT OF CONSUMER AND CORPORATE AFFAIRS

RESPONDENTS WERE PRESENTED W{TH DESCRIPTIONS OF ACTIVITIES
UNDERTAKEN 'BY DEPARTMENT, AND WERE ASKED TO CLASSIFY THEIR
AWARENESS AND KNOWLEDGE OF THE VARIOUS PROGRAMMES.

FourR ACTIVITIES SHdWED STRONG CONSUMER AWARENESS AND KNOWLEDGE,
WHILE TWO SHOWED A SURPRISING LACK OF AWARENESS.

THE MoST KNOWN DEPARTMENT INVOLVEMENT 1S WITH THE HAZARDOUS .
ProoucTs AcT wiTH 89.4% oF RESPONDENTS CLAIMING AWARENESS.

A HIGHER PROPORTION OF RESPONDENTS IN THE PRAIRIE PROVINCES
(92.4%) ano BriTisH CoLumsia (93.0%) ARE AWARE OF THE AcT,
AND AWARENESS INCREASES THE HIGHER THE SOC|O-ECONOMIC AND
INCOME LEVELS.

Lower Soc10-EcoNoMic 81.8%. ‘Unoer $10,000 85.9%
MipoLE Socio-Economic  90.2% $10,000 - $14,999  90.3%

UpPER Soclo-EcoNomMic 93,0% $15,000 anD OVER 93.0%

ESTABL ISHMENT AND MAINTENANCE OF LABELLING, PACKAGING AND
ADVERTISING STANDARDS FOR F0OOD IS THE NEXT BEST KNOWN
DEPARTMENT ACTIVITY, WITH 85.6% OF RESPONDENTS CLAIMING
AWARENESS. AGAIN HIGHER AWARENESS INCREASES WITH THE HIGHER
THE SOC10—ECONOMIC AND. INCOME LEVEL. AWARENESS 1S LOWER
HOWEVER AMONG THE FRENCH SPEAKING RESPONDENTS (77.7%).

THE TEXTILE LABELLING ACT 1S WELL KNOWN, WITH 81.5% ofF
RESPONDENTS CLAIMING SOME KNOWLEDGF. AWARENESS 1S HIGHER
AamoNGg FEMALES \ 85.2%) THAaN MaLes (76.7%), AND LOWER IN THE.
MariTiMES (74.5%), AMONG THE LOWER SOG10=ECONOMIC GROUE
(68.0%) AND THOSE WITH A FAMILY INCOME OF LEsS THAN $10,000

(75:6%) «
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80,6% oF RESPONDENTS ARE AWARE OF THE GOVERNMENT'S HANDL ING OF
LEGITIMATE COMPLAINTS REGARDING MISLEADING ADVERTISING.
KNOWLEDGE OF THIS ACTIVITY 1S LOWER HOWEVER IN THE MARITIMES
(74,5%) ano AMong FRENGH sPEAKING REsPonpENTS (74.1%).

SIMILAR HIGHER AWARENESS LEVELS ARE AGAIN EVIDENT AMONG UPPER
SOCI0~ECONOMIC AND |NGOME GROUPS,

THE TWO AREAS OF ACTIVITY LEAST KNOWN CONCERN 'Box 99' anp
'ConNsSUMER CONTACT'! MAGAZINE,

ONLY 34e1% oF RESPONDENTS CLAIM AWARENESS OF 'Box 99' AND ONLY
8.3% STATE THEY KNOW A FAIR.AMOUNT.OR GREAT DEAL ABOUT IT<
AWARENESS 15 HIGHER I'N -Quesec (43,3%) Anp AMONG. FRENCH SPEAKING
responpENTS (U4.8%), ‘Anp LowesT In BriTrsH -Corumaia (25.2%) AnD

OnTarto (28.7%).

"CONSUMER CONTAGT' MAGAZI:NE -HAS =BEEN . HEARD- OF BY .38.8% orF
RESPONDENTS .

ALt oTHER DEPARTMENT ACTIVITIES ENJOY MAJORITY AWARENESS,
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TasLe 22
AWARENESS OF SPECIFIC DEPARTMENT ACTIVITIES
" NevEeR Hearo, BuT Know Fatr KNow
Hearo OF ~  Know LitTTLE OF AMOUNT GreaT DEAL
% % % %
ConsUMER CONSULTING SERVICE » 31.3 53.9 12,1 2.8
Hazarboous ProoucTs AcT 10.6 53.0 26,3 10,0
TexTiLe LaBeLLing AcT 18.5 Ls L 26,0 10,1
Foop LaBeLLinGg, PackaGing & :

ADVERTIS1NG-STANDARDS . 14,4 50.1 27.7 - 7.9
WEIGHTS & MeASURES CHECGK ING 21.3 k9,3 22,1 T2, .
PATENTS & TRADEMARKS AcTs: 33,6 Lg,2 14,8 5e2
CompPLAINTS/MISLEAD ING

ADVERTISING 19.4 - 52.4 22,4 57
INCORPORATION OF COMPANIES L, 37.5 12,4 Se3
Box 99 - 65.9 25.5 6.2 2,1
CompaNy BANkRuPTCY LAW 37.7 - Le,2 11.6 Lk
ConsuMER CoNTACT MAGAZINE 61.2 28.1 e 3ol
UNFAIR TRADE INVESTIGATIONS 23.9 51.6 19.1 563
ComMBINES INVESTIGATIONS 37k Lz,6 14,0 L,8
Base: 1,531

QuesTion 21, | AM NOW GOING TO READ SOME DESCRIPTIONS OF VARIOUS

SERVICES, EVENTS 'AND LAWS THAT YOU MAY OR MAY NOT
MENTION WOULD YOU TELL

BE AWARE OF. FoOrR EACH ONE |
ME HOW FAMILIAR YOU ARE WITH

1T?
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PART EIGHT -

CONSUMER ACTIVISM

T¢ CoONSUMER ASSOCI1ATION MEMBERSHIP

MEMBERSHIPS OF CONSUMER ASSOCIATIONS IN CANADA 1S VERY LOW,
WITH ONLY 2¢5% 0F RESPONDENTS CLAIMING MEMBERSHIP OF ANY
KINDe MoOST OF THOSE WHO DO BELONG TO A GROUP NAME EITHER

A LocaL Co-oPERATIVE OR THE CONSUMERS ASSOC1ATION oF CANADA.

MEMBERSHIP IS HIGHER THAN AVERAGE IN THE PRAIRIES (5.6%
OVERALL, WITH 4.5% naming Co-oPERATIVES), AMong 30 - 4k
veAR oLps (342%), Uprer Socio-Economic aroups (601%) anp
AMONG THOSE WITH FAMILY "EARNINGS IN Excess of -$15,000 (3. 5/)

More MaLes (3e5%) THAN FeEmMALES (1e7%) cLatmM ASSOCIATION
MEMBERSHIPS

R
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TABLE 23

CONSUMER ASSOC!ATION MEMBERSHIP

ToTAL SAMPLE

%
MeMBER oF CONSUMER ASSOCIATION 2.5
NoT A MEMBER oF CONSUMER ASSOCIATION 97.5
MEMBER OF:
ConsuMER AssociaTioN oF CANADA 141
LocAL “CO=0PERATIVE 143
LocaL ConsuMERS ASSOCIATION Qa1
BETTER BusiInNESs BuREAu 0.1

OTHER ' 0
Dio noT StaTE/Don'T Known 0

Base: 1,531 .

QuEsSTioN 22.  ARE—-YOU -A-MEMBER-OF A CONSUMER ASSOGIATION OF
ANY SORT?-

QuesTIionN 23. WHAT AssoctAaTion(s) ARE You A MEMBER OF?
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2e¢ ConSUMER COMPLAINT AGTIVITY

A SUBSTANTIAL MAJORITY OF RESPONDENTS HAVE ACTIVELY CHECKED WITH
OR COMPLAINED TO VARIOUS ORGANIZATIONS REGARDING PRODUGCTS AND
SERVICES, '

MOST PEOPLE PREFER DIRECT CONTAGCT WITH THE RELEVANT STORE OR
MANUFACTURER. UseE oF A BETTER.Business Bureau or CHAMBER OF
COMMERGE 1S ALSO HIGH.

CONTAGT WITH THE .MEDIA AND GOVERNMENT 1S MODERATE COMPARED TO
THE ABOVE.

ACTIVITY OF THIS NATURE ‘1S CONSISTENTLY MORE FREQUENT THE HIGHER
THE SOCI0—-ECONOMIC AND INCOME LEVEL, WHILE FRENGCH SPEAKING
RESPONDENTS, WITH THE EXCEPT-1ON OF THE DEPARTMENT OF- CONSUMER

"AND CORPORATE AFFAIRSy "CONSISTENTLY HAVE LESS CONTACT WITH

AFOREMENTIONED ORGANIZATIONS,.




CONSUMER COMPLAINT ACTIVITY

CHECK WITH OR COMPLAIN TO:

DepARTMENT oF ConsuMER & CORPORATE AFFAIRS
OTHeER FEDERAL GoVERNMENT DEPARTMENT
Provinc1AL GOVERNMENT DEPARTMENT
ProvinciAL oR FEDERAL M.P.

A MANUFACTURER
A SToRE

A Newsparer

A RaD10 STATION

A TELEVISION STATION
BeTTerR Business BureAu/CHAMBER OF COMMERGE °

ConsuMeERS AssociATioNn oF CANADA
ANy OTHER ORGANI1ZATION .

Base: 1,531

62.
TABLE'EH
TOTAL SAMPLE
Have Have NEVER
% %
6.2 93.7
77 92,2
6.9 23,0
9.5 90.5
39,6 - 60.4
69,5 20,5
10.1 89.9
767 92.3
5.5 ok,5
32,4 67.6
o 4.6 9503
10,0 89.9

QuesTion 24. 1" GOING TO MENTION THINGS CONSUMERS GAN DO. FOR EAGH ONE -
| MENTi1ON TELL ME EITHER YES orR NO WHETHER YOU PERSONALLY

HAVE EVER DONE ITa.

e ey g )
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"3, CoNTACT WiTH THE DEPARTMENT

OF ConsuMER & CORPORATE AFFAIRS

6.2% oF ALL RESPONDENTS CLAIMED TO HAVE CONTACTED THE DEPARTMENT
FOR VARIOUS REASONS. MORE RESPONDENTS IN THE MARITIME AND -PRAIRIE
PROVINCES, AND QUEBEC HAVE uSeb THE DEPARTMENT, LESS IN ONTAR}O
ano BriTisH CoLumeia.

=

PROPORTIONATELY MORE FRENCH SPEAKING THAN ENGLISH SPEAKING
RESPONQENTS HAVE CONTACTED THE DEPARTMENT.

Use oF THE DEPARTMENT 1S EQUALLY PROPORTIONATE BETWEEN THE SEXES,
BUT FEWER OLDER RESPONDENTS CLAIM CONTACT.

CONTACT."INCREASES THE HIGHER THE SOCI0O-ECONOMIC AND I1NCOME LEVELS,
AND MORE CONTACT HAS BEEN MADE BY THOSE-HAVING CHILDRED IN THE
HOME THAN BY THOSE NOT HAVING CHILDREN.

THE ANGIDENGE OF A BRANGH OFFICE IN THE AREA MAY INFLUENGE
CONTACT.




TasLe 25

CONTACT WITH THE DEPARTMENT

ToTaL SAMPLE

%

[

MARITIMES

QUEBEGC

ONTARIO

PRAIRIES
‘BriTisn CoLumMBIA

W 00\J1 3 3
Ld

EnGLISH SPEAKING
FRENGH SPEAKING

~3 O»
.

Dw 00 Ww=aow

MALE
FEMALE

o O
.

18 - 29 Years
30 = 4h Years
45 Years & Over

4 003
« o
Ul O

Lower Socio-EconoMiIC
MipopoLE Soctio-EconoMic
UppPer Socio~-EconoMic

00T
. [ [

ARAINL
Ay OV OIS NOF

UNDER 310,000
$10,000 - $14,999
Over $15,000

[

WiTH CHILDREN
WiTtHoUT CHILDREN

L4

Wit OFFiICE -
WiTHouT OFFICE

Base: 1,531
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&

" SAMPLE CHARACTERISTICS

TotaL Apurts 18+

MaLes 18+

FEMALES 18+

Acep 18 - 29

30 - bbh
45 & Over

WiTH CHILDREN

WiTHOUT CHILDREN

Famicy I ncoME -“UNDER 310 000

$10,000 - $14,999
$15,000 & Over

MARITIMES

QueBEec

ONTAR}O

PRAIRIES _

BriTisH CoLumB1A

ENGL 1SH SPEAKING

FRENCH SPEAKING

Socio-Economic - LOWER
MipDLE
UPPER

WiTH DEPARTMENT OFF ICE .

WiTHouT DEPARTMENT OFF ICE

WEIGHTED

#

14531
662
869

© 390
L53
681
8Ll
691
615
Ly

. b67
149
431
547
253
157

1,161
370
212

1,057
238

10378 -

157

65:

UNWE { GHTED

#

1,531
662
869
384
458

- 678
837

. 694
656
373

502
161
513
516
198
143

1,091
Lho

1,370
161
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QUEST | ONNAIRE




-’ . - -
. .

CoMPLAN RESEAROH ASSOCIATES LTDe

PrOVEST #75~029

RESPONDENT
NAME I NTERV{ EWER
' NAME: -
ADDRESS: : DATE OF
TEL NO.t ' © INTERVIEW: b=
CITY: Mare ( 5=1 Femare ( )=2 5=
VERIFIED: . BY:
(DATE)
INTRODUCTION: Hetro, it FROM COMPLAN RESEARGH. (SHOW IDENTIFICATICN)
. . | WOULD LIKE TO SPEAK TO (CHECK {F MALE OR FEMALE HEAD OF HOUSE) ABOUT
A SURVEY WE ARE DOINGs
(WHEN PROPER RESPONDENT PRESENT, RE~INTRODUCE IF NECESSARY
AND CONTINUE)
WE ARE GONDUGTING A CONSUMER STUDY AND WOULD LIKE TO INGLUDE YOUR
OPINIONS,. THE‘RESEAROH WiLL TAKE ABOUT 15 To 20 MINUTES. May WE
BEGIN?
(1F "NOY GET AN APPROPRIATE TIME TO CALL BACK, REGORD OR DISCONTINUE)
1e - |'M GOYNG TO NAME SOME ORGANIZATIONS AND FOR EAGH ONE | MENTION TELL ME
WHETHER, OR NOT YOU'VE HEARD OF 1T AND iF YOU'VE HEARD OF. IT HOW MUGH YOU
KNOW ABOUT [Te HERE 15 A CARD TO HELP YOUR ANSWERS. (HAND RESPONDENT
CARD MAM) JusST SELEGCT ONE OF THE FOUR PHRASES THAT SUITS Yous NOW THE
FIRST ORGAN{ZATION 1s: (READ LIST AND ROTATE FROM INTERVIEW TO INTERVIEW-
GET ONE ANSWER ONLY FOR EAGH BEFORE PROCEEDING TO NEXT NAME)
Hearo ofF/ Know Know
NeveER poN'T KNOW  PALR GREAT
_ HEARD OF MUGH AMOUNT DEAL
GuLF Oin ( )7e1 ()2 ¢ )-3 ()b 7=
BeLt, CANADA ~ (38«1 ()=2 - ()=3 )= 8-
E. B, Epoy Co. ()91 ()=2 ()=3 ¢ )b - 9=
StaTistics Canapa or DBS ( Y1o-1  ()=2 ()=3 ( )b 10m
BETTER BUSINESS BUREAU ( )1t ()=2 ()=3 ()=t 1=
BANK oF MONTREAL {)12=1 ( )=2 ( )3 ( =b 12
‘DEPT. CONSUMER & CORPORATE | ey { GO TO 1
e one (131 [ (-2 ()3 (O ol 503
* Fooo PriGES REVIEW BDARD ( 41 ()=2 ()3 ()=b e
He Jo HEINZ COw . { )15-1  ()=2 ()=3 ()=l 15
CONSUMER ASSOGIATION OF ’ P - s - A 16=-
CANADA ( )16-1 (,)2 ()=3 ()
PROCTER & GAMBLE { )17-1 ()2 - ()3 ()b 17=
N.B. |F CONSUMER & CORPORATE AFFAIRS HEARD OF /KNOW E
FAIR AMOUNT OR KNOW GREAT DEAL, ASK Q.2 TO Q.18,
IF CONSUMER & CORPORATE AFFAIRS NEVER HEARD OF
SKIP TO Q.19.
2. Is THE DEPARTMENT oF CoNsuMER & CORPORATE AFFAIRS A FEDERAL GOVERNMENT
DEPARTMENT, A PROVING1AL GOVERNMENT DEPARTMENT, BDTH OR NEITHER?
FEDERAL GOVERNMENT { )18-1 18-
PROVING 1AL GOVERNMENT () =2
BoTH ' () =3
NetTHER () -4
DON'T KNOW/NOT SURE () ~12

61




¢
N

a2

3 WHAT IS THE NAME OF THE_MINISTER WHO HEADS THE DEPARTMENT oF CONSUMER &
CorPORATE AFFAfRs? (DO NOT READ LIST)

(ONE ANSWER ONLY)

3

., OveLLer . ( )19-1 19~
; GREY () 2 )
BASFORD () =3
OTHER
(WRITE IN)
' DoN'T KNow () -2
K o 4, IT's A FAGT THAT THE DEPARTMENT oF CONSUMER & CORPORATE AFFAIRS 1S A FEDERAL )

GOVERNMENT DEPARTMENT. HOW WOULD YOU DESCRIBE 1TS ROLE IN GOVERNMENT? FoOR -
EXAMPLE, 1F | SAID THE ROLE OoF REVENUE CANADA -~ THE FEDERAL TAXATION DEPART-
MENT = IS TO GOLLECT FEDERAL TAXES, AND IF | SAl10 THE ROLE OF EXTERNAL
. AFFAIRS 1S TO CONDUCT CANADA'S FOREIGN POLICY, THEN WHAT WOULD YOU SAY [S
. . e THE ROLE oF CONSUMER & CORPORATE AFFAIRS?

(RECORD VERBATIM) - | 20-

21=

B CAN YOU EITHER NAME DR DESCRIBE ANY FEDERAL LAWS THAT YOU WOULD MAINLY
ASSOGIATE WITH THE DEPARTMENT OF CoNsuMER & COrPORATE AFFAIRs? (RECORD
BELOW) ANY OTHER LAWS YOU ASSOGIATE WITH THAT DEPARTMENT? (RECORD BELOW)

22
23 '
6. THINKING NOW OF GONSUMERS IN PARTICULAR, WHAT ACTIVITIES DoEs ConsuMER &
CORPORATE AFFAIRS UNDERTAKE ON BEHALF oF coNsuMErs? (RECORD VERBATIM) -
ANYTHING ELSE YOU GAN THINK OF THEY DO ON BEHALF OF GONSUMERS? i
(RECORD VERBATIM) - 2he
25-
' 26-
) Te Now LET'S THINK OF BUSINESS IN CANADA. WHAT ACTIVITIES DOEsS CoNSUMER &
- CORPORATE AFFAIRS UNDERTAKE IN CONNECTIDN WITH BUSINESS IN CANADA?
' ANYTHING ELSE?
(RECORD VERBAT IM) ’ : .| 27-
28=
38‘ WHERE IS THE HEAD OFFIGE OF CONSUMER & CORPORATE AFFAIRs LocATED? (RECORD BELOW)
* Do YOu KNOW IF THERE ARE ANY BRANCH OFF|CES OF CoNSUMER & CORPORATE AFFAIRS?
AF_HYESH, ASK: ~WHERE ARE THEY LocATED? HEAD OFFIcE BrancH OFFICES
OvTAwA/HuLL - ()29 ( )30-1 29-
PROVINGE™ 4 .- v . . 30~
, (WRITE IN NAME) ™ = :
. . . Cyrye
S ) : (WRITE IN NAME)
) DoN'T kNOW () 2912 ( )30-12 o
' 32-
;




-’

e

s 00

. .

it

e

b

9.

10

M.

12

13.

ah.

5.

164

17, :

18,

n3~

IF You WANTED TO GONTACT CONSUMER & CORPORATE AFFAIRS, EXACTLY HOW WOULD You
o asout 1?2 (DO NOT READ LIST)

CHEGK TELEPHONE BOOK ( ) 331

CaLL MP () 2

ContacT Box 99 () =3

WR1TE To THE Deefr. oF CoNSUMER () -4
& CORPORATE AFFAIRS

OTHER

(WRITE IN)

Don'T know . () =12

Do You REOALL SEEING OR HEARING ANY ADVERTISING FOR THE DEPARTMENT oF
CoNsUMER & CORPORATE AFFAIRS WITHIN THE PAST FEW MONTHS?

YES ()31 GO TO QM

NO (). -2
NoT SURE () =3

GO TO Q.13

Do vou RECALL WHERE YOU SAW OR HEARD THE ADVERTISING FOR CONSUMER & CORPORATE
AFFAIRS? ANYWHERE ELSE? .. .

v ( )35-1 WEEKEND SUPPLEMENTS ()=5
RaD1O () =2 " BILLBOARDS ()=6
NEWSPAPERS () =3 TRANSIT CARDS ()=7
MAGAZINES () =& OTHER

(WRITE IN)

CAN'T RECALL . ()=-12

Do You REGALL ANYTHING THAT WAS SAID IN THE ADVERTISING IN PARTIGULAR?
ANYTHING ELSE? .

(RECORD VERBAT IM)

HERE ARE SOME EXAMPLES OF ADVERTISING FOR THE DEPARTMENT oF CONSUMER &
CqrRPORATE AFFAIRSe PLEASE TELL ME WHETHER YOU HAVE SEEN ANY OF THESE ADS
AND WHERE?

SAW NS
REGALL News=  Maga~ Bitt—= Can'T
YES NO PAPER  ZINES BOARDS REGALL

()38=1 () =2 (391 ()2 ()=3 ()-12 -

Do vou EVER REGALL SEEING A SHOW ON TELEVISION cALLED "IT's Ue To You'l?
YES () ko1 GO TO Q.15
_No () o2 SKIP TO Q.16

WHAT o& YOU REMEMBER ABOUT THE SHOW? ANVTH[NG ELSE YOU RECALL ABouT IT?
(RECORD VERBATIM)

(SKIP TO Qu.17)

In FACT, IN THIS SHOW, ACTORS AND CONTESTANTS PLAY THE ROLE OF SHOPKEEPERS
AND OONSUMERS AND A LAWYER EXPLAINS THE LAW DRAMATIZED IN EAGH SITUATION.
Do YOU REGALL HAVING SEEN THIS SHOW?

YES ( 431 NO ()2 NOT SURE ()3

TAKING EVERYTHING INTO AGCOUNT, HOW USEFUL A JOB DO YOU THINK THE DEPARTMENT
oF CoNsuMER & CORPORATE AFFAIRS IS DOING TO PROTEGT CONSUMERS SUCH AS YOUR~
SELF? HERE 1S A GARD TO ASSIST YOUR ANSweR. (HAND RESPONDENT CARD B)

WH10H ANSWER WOULD YOU cHoose? (ONE ANSWER ONLY)

EXTREMELY USEFUL ( )il ~ NOT VERY USEFUL )~k
VERY USEFuUL () =2 NOT AT ALL USEFUL ()=5
FAIRLY USEFUL () 3 _ :

WHY DO YOU SAY THAT?
(RECORD, VERBAT M)

i1

33w

35=

37~

39

Yim

ho-

43

45
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19

20,

21,

-l

THINKING NOW AS A CONSUMER,; WHAT WORRIES YOU THE MOST AT THE PRESENT TIME?

(RECORO VERBATIM)

ARE THERE ANY . OTHER THINGS THAT WorRY you? (PROBE FULLY - SEE INSTRUGTIONS)
(RECORO VERBATIM)

WHAT DO YOU THINK THE FEDERAL GOVERNMENT COULD BE DOING TO OFFER GREATER
PROTECTION TO CONSUMERS?

'(RECORO VERBATIM)

ANYTHING ELSE YOU THINK THE FEDERAL GOVERNMENT COULD DO?
(RECORO VERBATIM)

| AM NOW GOING TO READ SOME DESCRIPTIONS OF VARIOUS SERVICES, EVENTS AND LAWS
THAT YOU MAY OR MAY NOT B8E AWARE OF. FOR EACH ONE | MENTION WOULD YOU TELL ME
HOW FAMILIAR YOU ARE WITH 1T? HERE ARE CARDS TO ASSIST YOUR ANSWER. (HANO

RESPONOENT CAROS C& 0) FOR EAGH ONE JUST TELL ME WHICH PHRASE SUITS YOU BEST.

KNow KNow
FAIR GREAT
AMOUNT  DEAL

NeVER Hearo

MEARD  ONLY
A CoNsUMER CONSULTING SERVICE RUN BY THE -
FEDERAL GOVERNMENT HANDLING GONSUMER COMPLAENTS ()55-1 ( Y=2 ()=3 ()4
ABOUT. UNSATISFACTORY PRODUGCTS OR SERVICES

.. THE HAzZARDOUS PRODUCTS ACT TO PROMOTE SAFETY

GHILDREN'S CAR SEATS, FLAMMABLE PRODUCTS

IN PRODUCTS SUCH AS HOUSEHOLD SHEMICALS, ( )‘5-6-.1.( Ya2 (=3 ()b

AND CHILDREN'S TOYS, ETGCa

THE TEXTILE LABELLING ACT DESIGNED TO ENSURE

THAT TEXTILES HAVE PROPER FIBRE |OENTIFIGATION ()357-1 (=2 ()=3 ()b
AND DEALER IDENTITY : :
'GOVERNMENT STANDARDS FOR FOOD LABELLINGS 8.1 ‘
-2 -d

PACKAGING AND ADVERTISING ()% O (=3 ()b
THE FEDERAL GOVERNMENT CHEGKING OF AGCURACY 1

- -2 -
OF WEIGHTS AND MEASURES USED [N SELLING , ()59-1 () ()=3 )k
A LAW RELATING TO COMPANY TRADEMARKS AND PATENTS { )0=1 (¢ )=2 ()=3 ( )=k
THE FEDERAL GOVERNMENT'S HANDLING OF LEGITIMATE 11 - >
COMPLAINTS AND MISLEADING ADVERTISING ) R O ()= ()
THE INCORPORATION OF COMPANIES : (¥2=1 ()=2 ()=3 ()4

"Box 99" e A SERYICE RUN BY THE FEDERAL GOVERN~ .
MENT WHERE CONSUMERS WRITE ABOUT THEIR PROBLEMS (%31 ()=2 ()=3 ()24
CONCERNING PRODUCTS OR SERVICES THEY BOUGHT :

THE LAW RELATING TO GOMPANY BANKRUPTCY ' (Bh=1 ( )=z €)=z ()h

"CoNSUMER CONTACT'" = A MAGAZINE PROVIDING CONe= )

SUMERS WITH INFORMATION ABOUT LAWS RELATING ( ) () (

TO PRODUCTS AND SERVICES PLUS [NFORMATION TO %5-1 2 3. C b
HELP THEM BEGOME MORE EFF{CIENT CONSUMERS

THE INVESTIGATION OF UNFAIR TRADE PRACTIGES SUCH
AS PRICE FIXING, TRADE DISCRIMINATION, MisLEaDING ( )%66-1 ( =2 ()3 (L4
ADVERTISING AND RESALE PRIGE MAINTENANCE

THE INVESTIGATION OF COMPANIES SUSPECTED OF -1 ) )
{LLEGALLY MONORPOLEZING TRADE ¢ %7 () - ()3 ()4

47

51-

53~

57=

59=-
60-
61=
62-

63

65~

52




22,

23

by

25

ARE YOU A MEMBER OF A CONSUMER ASSOCIATION OF ANY SORT?
' YES ( ¥%68-1 GO TO Q.23
NO () =2 SKIP TO Q.24

WHAT ASSOCIATION(S) ARE YOU A MEMBER OF? ANY OTHERS?

i

|"M GOING TO MENTION THINGS CONSUMERS CAN DOs FOR EAGH ONE | MENTION TELL
ME EITHER V'YESM or YNO'" WHETHER YOU PERSONALLY HAVE EVER DONE {Te :
(READ L1ST = CHECK ANSWER AFTER EACH | TEM)

YES NO

) = -
CHEGCK ON A BUSINESS WITH THE BETTER ¢ )7-1 ()-2
BusiNESs BUREAU/CHAMBER OF COMMERGE
COMPLAIN TO A NEWSPAPER ABOUT A PRGDUCT, ¢ )8-1 ( )2
SERVICE OR ADVERTISEMENT
COMPLALN TO A RADIO STATION ABOUT A ¢ )91 ‘ ( o2
PRODUCT, SERVIGE OR ADVERTISEMENT
COMPLAIN DIREGTLY TO THE MANUFACTURER ¢ )10-1 ( )2
ABOUT HiS PRODUCT -
COMPLAIN-TO 'A STORE ABOUT A PRODUGT OR ( )11 ( )-2
SERVICE : .
CONTAGT THE DEPARTMENT oF CONSUMER & o M2 k )2

CORPORATE AFFAIRS

CONTACT SoOME OTHER FEDERAL GOVERNMENT
. DEPARTMENT TO GOMPLAIN ABOUT A PRODUGT, ( 131 ()-2
SERVICE OR ADVERTISEMENT

ConNTACT THE CONSUMER!S ASSOCIATION OF ¢ Mb=1 ( o2
CANADA :
ComMPLAIN TO A TV STATION ABOUT A . ¢ )15-1 ( )2

PROOUGT, SERVIGE OR ADVERTISEMENT

COMPLAIN TO YOUR PrROVINCIAL GOVERNMENT
ABOUT A PRODUCT, SERVIGE OR ADVERTISE=
MENT

( )61 ( 5-2

CoNnTACT YOourR PRoviINotAL orR Feperar MP
WITH A GOMPLAINT ABOUT A PRODUCT, ( NM7-1 - ()=2
SERVIGE OR ADVERTISEMENT

CONTAGT ANY OTHER ORGANIZATOON WITH A
GOMPLA{NT ABOUT A PRODUGT, SERVIGE OR ( )18-1 ()=2
ADVERT I SEMENT ‘

FINALLY, TO CONGLUDE OUR lNTERVIEW,vTHERE ARE K FEW STANDARD QUESTIONS |
WOULD LIKE TO ASK ABOUT you AND YOUR HOUSEHOLDe

IN ALL, HOW MANY ADULTS 20 YEARS ANO OVER LIVE IN THIS HOUSEHOLD? HOW MANY
TEENS 13 10 1972 How MANY CHILDREN 2 TO 12 YEARS? Now MANY BABIES UP TO 22

(GIRCLE)
AbuLTs 1 2 3 L 5 6 7 8 9
Teens (13-17) T 2 ¥ & 5 6 7 8 9 o0
CHILDREN (4 »12) 1 .2 3 4 5 6 Vi 8 9 0
Basies (0=3) 1 2 3 4 5 6 7 & 9 )

26.(A) WHAT IS THE OGGUPATION OF THE MALE HEAD OF HOUSEHOLD = THAT

ISy THE TYPE OF WORK ANO KIND OF GOMPANY?

TYPE OF WORKS

KE{ND OF GOMPANY:

7

68~

10~

1M1=

12-

13-

1w

 15-

16=

17~

18~

19-

21~

23~

Cend
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26.(8) WHAT 1S THE OCCUPATION OF THE FEMALE HEAD OF HOUSEHOLD?

TYPE OF WORKS

" KYND OF GOMPANY:

27.{A) AND WHAT WOULD YOU SAY WAS THE LAST YEAR OF FORMAL SOGHOOL THE MALE

HOUSEHOLD HaAD?

HEAD OF

(B) VHAT WAS THE LAST YEAR OF FORMAL SCHOOL THE FEMALE HEAD OF HOUSEHOLD HAD?

SINGLE DETACHED House( ) =2

MALE HEAD FEMALE HEAD
No FORMAL SGHOOLING ( )a7=1 ( )28~
SOME GRADE SCHOOL () =2+ ~¢) =2
COMPLETED GRADE SGHOOL () =3 () -3
SOME HIGH OR TECHNICAL SCHOOL () <4 ) =&
GRADUATE HIGH OR TEGHN1CAL SCHOOL () =5 () =5
SOME UNIVERSITY/00LLEGE () =6 () -6
GRADUATE UNIVERSITY/COLLEGE () -7 () -7
POST GRADUATE UNIVERSITY/COLLEGE () <8 - () -8
OTHER POST BECONDARY SCHOOL () =9 () =9
28, INTO WHICH OF THE FOLLOWING AGE GROUPS DO YDU asLoﬁe?
18 - 24 vears ( )29-1 ( )30~1
25 = 29 YEARS () =2 () -2
30 = 34 vears () -3 () =3
35 = b4 vears () =4 () -y
45 - 49 years () «5° () -5
50 = 54 vears () -6 () 6
55 = 64 vEARS () -7 () =7
65 YEARS & OVER () <8 () -8
29¢ ° WHAT 1S YOUR MARITAL S8TATUS? W1D0WED l () =3
SinoLE ( 1311 Divorceo/sEparaTED () =4
MARRIED « ) =2 OTHER
. (WRITE IN)
" 30, Do YOU SPEAK ANY OTHER LANGUAGES? WHAT ONES? DOES YOUR HUSBAND/WIFE SPEAK
ANY OTHER LANGUAGES? WHAT ONES?
' Mace FeMaLe
ENGLISH ( )32-1 ( )33
FRENGH () =2 () =2
IraL1AN () =3 () =3
SPANISH () <4 () -4
GERMAN () -5 () -5
OTHErR (SPECIFY)
3. DO YOU OWN OR RENT? : OwN - - ( )34 RENT () =2
(CHECK THE FOLLOWING) TYPE OF DWELLING = .
SEMI=DETACHED Houst ( )35-1 APARTMENT = (ELEVATOR) ( )=k

AcARTMENT/FLAT (1IN House) - ( )=5

TOWNHOUSE/ROW HOUSE

DUPLEX OR FOURPLEX () =3
2. FINALLY, WHAT 1S YOUR TOTAL FAMILY INCOME BEFORE TAXES?
Up vo 45,000 ( )36-1 $15,000 -~ $19,999

95,000-'39,999' ( ) 2
$10,000 - $14,599 () =3

THANK YOU FOR YOUR CO~OPERATONI

$20,000 - $24,999

$25,000AND OVER

~ o~ o~
Nt S A
LRI S

( )-6

25~

e

28

31~

33-

35-
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OVERVIEW OF MEDIA ADVERTISING ACTIVITY

1975

"I7's Up To You'/'C'esT Pas SorGIER'

i

Pratr1E PROVINGES

ONTARI10O

QueBEGC

MARITIME PROVINCES:

EpoMONTON

REG 1 NA

SASKATOON
WiNN1PEG/BRANDON

KITCHENER
OtTawa/HuLL
SubsurY/NorRTH Bay
THUNDER Bay

" ToronTO/HAMILTON

- CARLETON

MONTREAL

Quesec CiTY
RiMouskK1
Riviere-bu-Lour
Rouyn
SHERBROOKE
Tro1s RIVIERES
CHicOUTIMI

MoncTON

SAINT JOHN
HAL 1 FAX
SYDNEY
St. Joun's

JAN.
Jan.
Jan.
JAN.

JAN.
JAN.
JAN.
JAaN.
JAN.

JAN.
Jan.
JAN.
JaN.
Jan.
JAN.
JAN.
JAN.
JAN.

JAN.
Jan.
Jan.
JAN,.
JAN.

11

11

11
11

15

10

11
10
10
11
10
11

11
11
11
11
11

ApriIL
APRIL
APrRIL
MAR.

APRIL

APRIL
APriL
ApriL
MaRr.

APRIL
MAR.

APriIL
APriIL
ApPriIL
ApPriIL
APriIL
APriIL
MaR..

MAR.
Mar.
MAR.
Mar.
MaR.
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- MARITIME PROVINCES

QuUEBEGC

ONTARIO

PrRAIRIE PROVINCES

BrRiTiss CoLumBIA

t
ST. JOHN S
MoncTON .
SAINT JOHN

‘HaLiFax

SYDNEY

Tro1s RIVIERES

SHERBROOKE
Rouvn/Noranpa
Riviere-pu-Lour
RimMousk

Quesec CiTYy
MONTREAL '
ChicouTIMi
CARLETON

KiTCHENER
SubsurY/NorRTH Bay
Ottawa/HuLL
THUNDER Bay
ToRrRONTO

REGINA

'SASKATOON

Winn1PEG/BRANDON
EpMonTON
CavLcary

VicTor1A/VANCOUVER

JANC
JAN.
JAN.
JAN.
Jan.

Jane
JAN .
JAN.
JAN.
JANe.
JAN.
JAN.
JAN.
JAN.

JAN.

» JAN.

JAN.

- JAN.

JAaN.

JAN.
JaN.
JAN.
JaN.
JAN .

Jan.

SELECTIVE TELEVISION (60 SECOND ANNOUNCEMENTS)

10

LN -
ANF W~ 99N

144

10

13
13
11
13
25

13
11
10

22

MaRr.
MaR.
MAR
MAR.
MAR.

MAR.
MAR.
MAR.
Mar.
MaR.
MAR,
MAR.
MAR.
MAR.

MAR.
MAR,
MAR.
MAR.
MAR.

MAR.
MAR.
MaRr.
MAR.
MAR.

MAR.

22

13
22

19
27

11

28
22

22

69.




BriTisn CoLumMBIA

PraIRIE ProvincES

ONTARIO

QuEBEC

MARITIME PROVINGES

RAD IO

ADVERTISING
Dec. 18/74 - Jan 2L4/75
Dec. 18/74 - Jan. 24/75
Dec. 18/74 - JAN. 2L /75
Dec. 19/74 - Jan. 24/75

70.

PenTicTON
VANCOUVER
VicToRrIA

CALGARY
EoMoNTON
Regc INA

WINNIPEG

HamiLTonN
OTTAwA
SuDBURY
TORONTO

MONTREAL
VERDUN
Quesec CiITY

. FREDERJICTON

HaLtFax
CHARLOTTETOWN
St. JOHN'S
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VANGOUVER

. CALGARY

EDMONTON

Rec iNA

SASKATOON

WINNIPEG

- TorRONTO

MONTREAL

HaL iFax

DAILY NEWSPAPER ADVERTISING

JANUARY 7TH TO MARCH 18th, 1975

&

-7
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23160

DATE DUE
DATE DE RETOUR

CARR MCLEAN




