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» Perceptions of Product Safety in Canada
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SelCelrotirle/

~InCanada, \that pose a risk to health
£ L

0)f el e y/ a' ] eﬁlor restricted
UNGCERLNE /—/F//r’/ffr' S Proaucts Act
admiistered by Health Canada.

» Consumer Product Safety mandate Is broader
than enfc 'cement and involves prevention of
Injury associated with unregulated products
through voluntary industry standards and
Information/education of industry and public.
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SelCelrotirle/

lﬁic opinion
lore the general

standing that Canadians

> qualitative focus groups (limited numbers to
identify trends In perceptions)

» guantitative national random telephone survey )




Results nghted by age, gender and region
to accurately reflect the Canadian population
according to the 2002 Census

m A sample of 1,582 has an associated margin
of error of £2.4 percentage points, nineteen
times out of twenty. 5
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Coplflel2pgen ?roe uct Safety

i L5

VISt Conililden:

| |ogyer [aV2 ] e)f aulon and those within middle
ncomevenge -

- W NOSEVII0 @0 ot ave any personal experience
- Withranrtnsaie: | "d%

Less Confi n't in Product Safety:

m those with a higher level of academic attainment
and household income

m those less likely to rely on assumptions about
product testing, the responsibility of manufacturers



A SF= riglrm, Concern

re not concerned at all and ‘10° means you are very
ned you are about the safety of the following.

amm :

B Very Concerned 9,10 B Somewhat Concerned 7,8

-

60%
hildren’s toys 41%
39%
d into C-:a ada. 45%
o Cadles 42%
Flammability of textiles found in the home 42%
'#-Lead content in jewellery 359
Second-hand products sold in stores or at garage sales 36%
Window blinds and drapery cords 3204
Cosmetics or personal care products such as shampoo, deodorant, shaving
cream or lipstick 31%
Ingredients found in cosmetics 30%
Products produced and sold in Canada. 8

29%
Base: Adults N=833
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B RESPONEENTS
Detween; ages of

35 and 54
m Mid-Income
($25 — 59K)
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LY

_Less concerned

3 ults

unger respondents
tween ages of 18
and 34 and those
aged 55 or more

Higher income ($60K

+)




safet ‘ 0] he products they buy after purchase

72%0 say that they always/sometimes check the
safety of some _of the products they buy after
purchase

Parents, respondents aged 35 and older, women and
those with higher level of educ are more likely to
check safety of products prior to purchase 10



DEEIInINNG Preduct Safety

consumer determine whether or not, a product that you
ﬂ' g is safe or not?

N W Adults W Parents

50%

Research produ

Lo or safety warnings
i
Common sense/ personal experience

Physical inspection (quality, materials, etc.) 13%

Research product on the Internet (unspec'd)
Look for safety features

Rely on brand name/reputation

11

Products for sale in Canada- tested/safe Base: 1582



Raviour

pletely disagree and ‘10’ means you completely agree,

67%

61%

I rely on family and | ommendations on
the safety of products | am considering buying.

| do not have the time to check the safety of all the
products | buy.

| rarely check the labels for product safety information.

I only check out the product safety of more expensive
products such as electronics or appliances.

12
N= 1582



IEstingi&zRegulation of Products

'H' letely disagree and “10° means you completely agree,
ch of the following statements?

& .
B Strongly Agree (9,10) B Somewhat Agree (7,8)

products
of them.

- g _ 95%
ts theyﬂ

[
All manu

“to c@
74%

| believe that all products for sale in Canada have been

tested to ensure that they are safe. 42%

| believe that all products that are sold to consumers

have been tested by government to ensure their safety. 38%

Common sense is my best protection; | don’t need
anyone to protect me. 24% 13

N= 1582




EXpErencewith Unsafe Product

|

NN =200 ol adulis he | experience with unsafe
NOEUCES )

TY/PE O orQrIur"r‘_ ehoeld cleaners, followed by

childrenis teys; appliance/electronics and children’s

ar seats, v\/ruJ'@r{} products in general and children’s

furniturérand cosmetics and personal care products

ved ly contacting manufacturer or returning
product to retailer

m 85% of adults would report an unsafe product

m Retailers, followed by manufacturers are the two
main places respondents would report an unsafe item
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IypPErer Unsafe Product

was it?

28%
13%
‘ Baby walkers 6%
Children's Icts (General) 5%
Children's furniture 4%
Cosmetics or personal care products (shampoo, deodorant, 4%
shaving cream or lipstick)
15

Personal experience with unsafe product N= 367



REPOIUNEAR Unsale Product

pletely disagree and “10° means you completely agree,
h of the following statements?

o .
B Strongly Agree (9,10) B Somewhat Agree (7,8)
B

f | thought
- e 55%

-
afe pgpduct.

A

| don’t know Whe‘ 0

40%

| wouldn’t report an unsafe product to anyone; |

would just return it to the retailer.
24%

I don’t think that | would get anywhere if |
reported an unsafe product.
24%
16
N= 1582



With a lower level of
anpu rll momwrj [ncome are more likely to
Sal) rme/ ORI avg.enough

Info -matlo,ﬁ-that directly pertains to products
they buy and use for their children. They are
less Interested In more generalized
iInformation on general safety practices and
product safety
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PledlectSalety. — Trusted
Sourees ot In: 9; ation

- L

|

B VeryTrustworthy (9,10) B Somewhat Trustworthy (7,8)

83%
69%0
and friends.
61%
Through consumer segments tv or radio shows or news
programs

60%
Through consumer sections in newspapers or magazines

57%
That manufacturers distribute with their products

SYA)
Available on the internet
35% 18

N=1582



Publ]c WAIINGS: Advisories
of) Proejijei

_ vﬂi’ng the public with warnings, advisories or tips
afety

21%
Responses 4% and above
Consumer advocate groups Other 10%
Consumer Reports
Don't know/Refused 20%
19

N= 1582



Lobking for more information ?

Director

Consumer Product Safety

Health Canada

E-mail: marta_caris@hc-sc.gc.ca
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