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Message from the Board Chair and CEO

10 YEARS, 10 MILESTONES

Onthe behalf of our Board of Directors, structure to create a thre@ S| NJ NB @
staff and stakeholders, we are pleased to yRmO2ad FINBSYSyl 1 Regulatedsectors: travel, cemetery and funeral
LINBASyld / 2yadzySNI t NB (DOvdsthe/Year ¢f thé Agreement services, debeollection, payday lending,

telemarketing, film classification, and home
inspectors

Annual Report. with eachspeaking to the stability of our
organization, the strong relationship and
trust we share with government, and our
ability to continue deliveringn our

We celebrated our 1@ear anniversary in
2014. From our humble roots as a small
business with oversight of three industries

Our regulatory responsibilities grew by 133%, from
sectors to 7

150,000 consumer calls and emails answered

. o mandate.
in 2004, we have grgwn ta)n organlzatl_on L 1 Consumers received more than $843,000 in
that regulatesseven industries. There is no Last year also saw tliésmissal by the BC restitution
qther orgar_uzatlo_nn_ North America quite Supreme Coum_Jf two sgnlflcanj[ judicial 3,000 inspctions and 4,200 investigations closed
like ours with a similar structure for reviewproceedings broughagainst _ _ B
consumer protection and licensing; this is | 2y adzYSNI t N2GSOlA2Y e RESY S IR QR Fl R EEEie
atestament to the true vision of our decisions reflecsupport for our existing 88,300 licences issued or renewed for our regulate:
foundersfor doing business in a different enforcementand decisiormaking industries
way. processes and send clear messagesuo ¢N} oSt SNE NBEFdzyRSR Pmd
i Assurance Fund
Our anniversary is a milestone in a number industry sectors and tour more than ) "
2F 61 8AY AY HAMNT 65 é?ﬁqo ngg b sme\s%sgs hat Since 2010, $24,200 donated tl charities
o : onsumer Protection BC is ellverlng its through our staff fundraising program

year administrative agreement with the : _ :

overnment of British Columbia: mandate effectivelyand reasonably Consumers and businesses accessed information ¢
Y ~ p PR . A A - A 9 A = g oA our website more than 5.5 million times since 2008
YSI2UALFTUSR | 0KNBS e SOvBIIthe gast fearQliede Bave been a few
agreement with the BC Govanent distinct shifts in our organizatiohVe have
Employees Uniog a winwin process that refocused on our regulatory work of
underlines the healthy relationship we licensing, compliangend,asnecessay,
have with our union; and updated our fee enforcement for the business sectore

oversee. Wdénaverethought and *all numbers are approximate

enhancedour many engagements with
various stakeholders to provide our
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Message from the Board Chair and CEO

services in a consistent and effective
manner.

This past year also brought shifts in our
Board structure. 6unding Boardirector
and Chair Frank Barr retired in November,
having served on the Board from the very
start. Frank was aexperiencedfocused
leader who was instrumental in steering
the organization through changes to its
mandate, while ensuring its financial
health.We thank Frank for his thoughtful
contributions to our organization.

In 2014, we maintained focus on ogoals

Douglas Enns, Board Cha
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as laid out in our 20142016 Business
Plan:

D2 ¢ MY LYLNR@S
Make Informed Decisions

Goal 2: Bcourage Best Business Practices
Goal 3: Build Trust with Stakeholders

Goal 4: Foster a Higherformance
Organization

Included in this report is a finaradi
overview of our organization. Odetailed
and audited 2014 financial statements are
published separately anare available on

&

our website, at
WWW.consumerprotectionbc.ca

| 2y & davednsdidike to fedogive b Board,

stakeholders and staff for their
contributions throughout 2014 to the
ongoing pursuit of our vision and mission.

This past year saw us celebrating 10
successful years, tightening our focus on
our mandate, welcoming confirmation

that we fufill an integral role in ensuring
fair busines practices in British Columbia
and ushering in a sense of excitement and
growth as we look forward to serving our
stakeholders in the years ahead.

Rob Gialloreto, President and CE


http://www.consumerprotectionbc.ca/

Who We Are



Who We Are

Casumer Protection BC promotes a fair
marketplace for BC consumers and
businessesWe were established in 2004
under theBusiness Practiseand
Consumer Protection Authority Aaotd, as
delegated by the provincial government,
S I NB NBalLRyairofs
consumer protection lawsamely the
Business Practices and Consumer
Protection Actthe Cremation, Interment
and Funeral Services Aahd theMotion
Picture Actalong with a variety of
associatecconsumer protection
regulations

i promote fairness and
understanding in the marketplace;
and

1 enforce cosumer protection laws
in BC.

T 2 InJulfilliRgour pandate & Kalivespecifig
consumer protection services, we:
1 respond to inquiries and
complaints from BC consumers
and businesses;

M educate consumers and
businesses about their rights and
responsibilities;

Protection AuthorityActguiding the
purpose, structureand governane of our
2NBFYATFiA2YyZT 68§
from government as a nefor-profit
corporation.

Our mandate is to:
1 deliver consumer protection
services throughout British
Columbia;

occupations;

2 LIS NI @18 IngPect ligepspdbysingsgeyang,

occupations;

9 investigate alleged violations of
consumer protection laws and
follow up with progressie
enforcement action; and

9 provide recommendations to
government regarding
SYKIFyOSYySyida a2
protection laws.
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OUR VISION:
Confident consumers and trusted businesses in a thriving
marketplace.

OUR MISSION:
As a highly valued marketplace guardiase, engage, educate,
empower, and enforce to build confidence and trust.

OUR VALUES:
Professional, impartiadnd ethical in all our dealings;

Accessible and helpful in sharing our knowledge;
Transparent, accountabland consistent in our approach

Collaborative, innovativeand proactive, focused on
achieving outstanding results;

A safe, healthyand harassmenfree workplace.
Dedicated to learning, teamwornd mutual respect.




Who We Are

2SS 20SNBSS ./ Qa
regulate a range of business activities that
include credit reporting, gift cardaind
specific types of contractén 2014, we
were responsible for licesing and
regulating the following businesses and
occupations

91 Debt collection agencies, bailiffs

and debt poolers;

9 Funeral services providers, funeral
directors, embalmers, cemeteries
and crematoria;

Home inspectors;
Payday lenders;

Telemarketers;

=A =4 =4 =

Travel agencies, wholesalesnd
accommodation providers; and

1 Video retailers, motion picture
distributors, and theatres.

We are responsible for classifying all
motion picturesshownin BCQtheatresas
well as approving all adult videsold or
rented in the province.

We also serve as a point of consumer
contact for various issues, including
services rendered by Metro Vancouver
Taxi Services through a contract with the
Ministry of Transportation and
Infrastructure.

7| CONSUMER PROTECTION BCAOMJAL REPORT

3 Sy SNBdardbNDilBEordINI OG A OS
laws and licence specific sectors, as well as

With legislation allowing for up to nine
directors, our Board of Directors are the
strategic leaders and fiduciary stewards of
our organization, setting overall goals and
broad policies. Our Board has three
standing committees:

i Governance& Nominating

Committee

1 Human Resource®
Compensation Committee

I Finance& Audit Committee

In 2014, the Board held six meetings, and
consisted of the following members:
1 Mr. Frank Bar, Chair (retired
November 2014

1 Mr. Douglas Enns, Chair (as of
November 204)

Mr. Dennis Cote, Director

Ms. Deborah Lovett, Director

= =4 =4

Ms. Paulette Parry, Director
M Ms. Julie Winram, Director

November 2014 saw the retirement of
Chair Frank Barr, ending 10 years of
leadership and the appointment oMr.
Douglas Ennsur newBoad Chair for a
five-year term.

Industry Advisory Groups

Established by our Board oirEctors,
advisory goups have served as one of our
many stakeholder engagement tools for
the industries ofdebt collection, funeral
servicesand travel. These volunteer
groups identify consumer and industry
related issues and potential solutions for
consideration by Consumer Protection,BC
and providefeedbackon matters put
forward to the group by Consumer
Protection BC.

In 2014, @ir organizatiorcompleteda
review ofthe industry advisorympup
structure as a basis for effective
stakehotler engagement ant exploring
the best practices of other industries and
regulators.Weremain committed to
effective and open communication with all
of our valuable industry stakeholders and
we thankall of the past members of our
advisory goups for treir serviceA full list
of contributing memberss available ithe
Industry Advisory Groups section of this
report.

-
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Meeting Our Goals

The Consumer Protection BC 2012016 Throughout 2014, we shared information that they want (as shown through a 30%
Business Plan identifies the following key to help consumers make informed increase in email open rates and a 5%
goals: decisions and to guide them in using our increase in clickhrough rates).

1. LYLINR @S 02y adzy S NE Cseltha@phdols. ive didittds througbur

Leverage our licensees', partners', and

make informed decisions; marketing and communicatiorshannels stakeholders' capability to increase our

of media relations(includingsubmissions

Encourage best business practices; N profile
to free publications geared toward
Build trust with stakeholders; and senior9, social media, print collateral, In August, we partnered with the Funeral
Foster a higiperformance partnershipswith like-minded Association of BC to fas education
organization. stakeholders and organizatioyend messages to BC consumers about funeral
traditional advertising. Our social media services. Using a variety of marketing
Read on to learn how we worked towards presence is growing and we are aging tactics such as radio ads, public service
reaching our goals in 2014. ever more peoplavith our messages of announcementsandonlineand
Goal 1:thprove caisumers' ability consumer protectio® . & &SI ND& &gdiRapaladamising, our primary target
ke inf d decisions Facebook page hadore than25,000 fans audience was middiaged Vancouver
{0 make informe and a reach of seven million, and our blog ~ consumers who were encouraged to have
Casumers need quality information at posts were viewe®7,000times. auUKS ultl1e gAUK UGKSANI LI
the right time in order to make informed ones about their gnd)f-life wishes._ At the
decisions. Consumer Protection BC has 6L t22] TANBINR G2 ¢ end ofr:he campﬁ_lgn, we had a(_:hleve(];j
responded to this need, eaming its page to find new and informative informatior more t- an2.5 mi |on_est|mated VISWS ©
reputation over the pastOyears as a and any current issues that come up. | really advertised and published content.
trusted source of information for like how your page is run, and | hope you We also hostedur secondever
consumers. We work to deliver pu gog“_'?“e to bring consumers the best advice Consumer Awareness Week, attending
. zu  OCCgnhIaRD, £onsumer ) X
messages of consumer protection at all and presenting at variousnnual general
points along the issues spectrumy meetings andworking with a variety of
identifying emerging issues, working with We implemented our new email partners tofurther broaden the reach of
;:o”nsumers in stress, and through our marketingstrategy andplatform in July to our consumer informatin.
OToWUp programs. FPRKSNB 02z [ |-sphkianw@a Y S@p )i o STRENGTHEN OUR ABILITY
OBJECTIVE 1: INCREASE AWARENESS OF While our overall list Islowsma”er, _ TO ASSIST CONSUMERS IN MANAGING
OUR PRODUCTS AND SERVICES repr(_es_entlng about 10% of our previous MARKETPLACE ISSUES
email list,the consumers we are
Market Consumer Protection BC services communicating with are a more engaged
in a costeffective manner group who are getting the kind of content

9| CONSUMER PROTECTION BCAOMJAL REPORT t‘;



Meeting Our Goals

Increase consumer awareness of their help forms available via our website; these outreach, radio and online advertising,
rights and responsibilities were downloaded nearly 400 times. social mediaand radio public service
Consumer Awareness Week (May-115) annauncements.

We provide information by proactively
informing consumers about marketplace
issues across all our communication and
marketing channels. Key consumer
education campaigns for 2014 included

was targeted to youth aged :25 with

the purpose of educating them aboutegh
types of consumer contracts they will soon
encounter in the marketplace. Topics

Enhance alternative dispute resolution
options that meet consumers' and
businesss needs

. i i We have realigned our goals of Online

Consumer Awareness Week (with a focus covered included fitness contracts, used " A Ig _ . g el
on consuner contracts), funeral services car purchase agreements, cell phone |spute' esolutiofODR) our selthelp
and debt collection righ’ts and contracts and credit card agreements. tool designed to help consumers and
responsibilities. We also focused Partners iluded the Ministry of Justice, businesses work together to resolve
consumer educ;ation tactics on the topics the Vehicle Sak Authority of BC, the issues. We are working toward providing

: Better Business Bureau serving Mainland the platform as an early resolution tool for
of fitness contracts, the Travel Assurance . ) i d industries. i cular deb
Fund, pgday lending, credit reporting BG and the Canadian Wireless icensed in ustries, in particular el t
debt ;’:)ooling and deb'E settlement We’ Telecommunications Association. Our collection. Westarted workdetermining

) activitiesincluded partnerships, school the required process changes and plan to

made consumer contract cancellation self

Future Performance Contracts: Getting Consumers Out of Hot Water

250@S +ftf SELISNARSYOSR 6dz2 SNR& NB Y2 NE SBEwdmdrOwio wahdérediinto & stddd: & S
selling hot tubs one afternoon. Minutes later, she found herself involved in a deah@ith f Sa Y y® &L LdzND KO &
Fa Iy AYAGAFfT RSLRAaAAGZ¢é dlea wSoSOOFd® a¢KIFGQa |t ‘edgemaiting
bmMZpnn GKS ySEG RI & d¢

a¢KSe I PGS YS GKS dzyRSNEGIF YyRAY3I GKIFG LhakiteR dizd®f K 2¥ydeikae (1985

sayswSo0 SO0k ® . dzi aKS RARy Qi ySSR (g2 Y2ydKa G2 NBFfAT S aws

was told that she had purchased the hot tub, and the deal was sealed. There Wasb refund. Frustrated Rebecca called the num ) .

2y GKS O2YLIl ye o0dzaAySaa OFNRI odzi F2dzyR Al gl ay Qi A i caldd NI 'SI akKS GNI O
GKSNBd a¢KS FANRG 3TFdz2 L &LRNIS AR Hdzes 8 LERK 2 IBHAOP | .ydRi LmEuYFQ\}aySRRIuéaEéEaKS gl a 3ISGaGAY
half-hour holds, disconnected calls, unreturned voicema#itk SNJ ¢ A 1aQ Sy RI wvoBainws @dencyf whith dirécied hérltofconfadt Cdnsumer Protection BC.

| 2yadzYSNI t N2(SOGAZYS YRt FYESW KIAywid SIK SE £ 1641 i SiNdza
a1 S KSt LISR Yr¥roRdiah Bd ¢odd halp refget At bffmbnéyabdck, therfiatEvazNabdtusABEt by tBaytiinezVhad pretty muc
2dzi PmZonndé

[ 2y&adzYSNI t N2GSOiGA2Yy ./ NBBASG6SR GKS YI (G SN Iy RhoftdbdomBany. The bizvnesS ivas AdtifiedRafobitth® deficedriess But irsiy
that since they were based .S, there was no wrongdoing. Consumer Protection BC reminded the company that doing business in BC means following B@alzlys.thdt conpany
agreed to issue a refund to the consumer. Within a month and a half, Rebecca received a cheque in the mail for neérly the¥l# dzy & & KS KFR 2NRAIAYylffe |
AN GSFdzt F2NJ gKFG L 320 o0ll0A s SSHBOD | ¢ KiS eakm (4 KBE LWYNISSHYIA S | dil2aNJ 166 Sa 2 YS ¢




Meeting Our Goals

offer this tool to licensed industries as a
pilot project in 2015.

Goal 2: Bcourage best business
practices

We educate and work withusinesses to
foster a climate of voluntary compliance,
and to focus orhigh-impact violations of
consumer protection law.

OBJECTIVE 1: EDUCATE BUSINESSES TO

FOSTER A CLIMATE OF VOLUNTARY
COMPLIANCE

Build awareness of statutory obligations
through timely feedback and targeted
education materials

To ensure business ownersaaware of
their legal obligations, we make a point of
connecting with them and educating them
about the law.Througlout 2014, we
dedicated a considerable amount of
compliance resources to educating funeral
providers and othestakeholdersabout

the correct application of the law as it
relates tothe unauthorized provision of
the funeral servicetaw and theassociated
rules for funeral servicgsroviders

To better understand the scope of the
issues around nocgompliant contracts in
the fitness and health industry, we visited
10 randomlyselected businesses with the
purpose of reviewing contracts. Nine of

11| CONSUMER PROTECTION BCANMJAL REPORT

the 10 were using nogompliant contracts
and were unaware of their obligations
dzy RSNJ . / Qa
helped these bsinesgsbring their
contracts into compliance.

Thousands of licensees have taken our
debt collector exam since its introduction.
To ensure effective training for new
collectors, we refreshed and increased the
number of exam questions, improvede
examinterface and amended and
expanded the exam reference material.

Improve business practices by
implementing improvements to
regulatory frameworks

In 2014 we continued to provide policy
and subject matter expertise support to
government in relation toeveral

previously announced updates to
consumer protection laws. Specifically, we

licensed industriesvith an initial focus on
debt collection in 2015.

O2 yadzY SNI LINEG-$,00A 2V dnGufeficT” S

VIOLATIONS OF CONSUMER PROTECTION

LAW

Streamlineadministrative processes to
focus resources othe risk of violation

Consumer Protection BC uses secure
electronics devices where appropriate.
Electronic communication allows staff to
complete their work while in the field,
leading to greater efficiencies.

Recent changes to inspection
methodologies and inspection recordjn
have allowed for better identification and
monitoring of highrisk candidates, and
have contributed to our success in
correcting noncompliant behaviars.

To reduce cost and effort for travel

4dzLIL2 NI SR 32 @S NY Y Sy i Qligensemst we Splified: apdisynshronized

process to regulate and licence debt
repayment agentén BC. Further, we

AdzLILR2 NI SR 3290SNYYSyidQ
./ Qa tihawt kG2

SyKIyoOS
inspectors. This work is expected to
continue in 2015.

We also introduced expanded complaint
handling reporting requirements for home
inspection associations and positioned
ourselves to offer ODR to consumers to
resolvespecific disputesvith certain

financial reportingor agents and
wholesalers.

Fo improve EfitBritieshfd outcomes in
Wabili\{y%oao%rﬁtify, classify and manage
cases, we finalized a complaimandling
procedures document that gives staff
INBFGSNI Of F NR G &
responsibilities.

2y St OK



Meeting Our Goals

Targetand inspect highkrisk violators resulted in anon-compliancebeing Targetour enforcement resources on
based on patterns of norwompliant detected. high-impact violations in critical risk
activity To improve inspection methodologies and areas

Coinciding with our focus on collection thus better identifymoderate to severe or In serving the public interest, we identify
practices and financial literacy, we repeated ontraventiors, we revised the and act on busingses whose practices put
selected the debt collection agencies that inspection checklists for all industries consumers at risk. Debt and funeral
showed the highest number of conmer within our purview.The initiative to target servicexontinue tohave thehighest rates
complaints and performed a series of higher risk companies has allowed us to of enforcement action being taken. Of the
unannounced inspections. These concentrate our efforts on lessening the $14,450 in administrative penalties
inspections showed high numbers of degree of intervention for companies in collected in 201492%came from debt
unlicensed collectors employed by the compliance. Targeting our insp#ons to and funeral services industri¢$13,250)
agencies and we worked to bring these higher risk companies was successful in We delivered 2Enforcement decisions
businesses into compliance. In the third that 82% of the target group weretind (also known asleterminationg, including
guarter, we focused on inspectrfuneral to be noncompliant. reconsiderations; 14 of these

providers, identifying highisk activities in determinations were issued to debt and
this sector. Of the 33 inspections, 78% funeral service businesses.

I 2y GAydZAy3a {SNBAOSE /2y i{iNIOGaY ¢KAA ! AyQl b2 /[ 2dzy i NB / f dz
After attending an information session for atimesh&ré {1 S @1 OF G A2y Of dzo X Y NE adi them; and dgdinedw |
G2 SYNRfftd G.dzi aK2NIfe FFGSNI GKFGZ Fy20KSNJ YIEN)] SGSNyfOF YS
LI O1F3S8Szé al &8& w2 alang pronlotion with gnly ane ¢iliB. Y@uFot pointd, Sdu thik, you get that. And it was
2yfe lo2dzi boXZnnnz a2 ¢S aFAR fSGQa IABS Al I GNEdE

And so they did. But after Krystina realized she was able to find {ossrvacations at better times by using various travel deal

websiteson her own, the couplereaxR (G KS@& KI Ry Qi LIJzNOKI aSR YdzOK 2F | RSIFfX |

ascostSTFSOGADS a oS FTANBRG o0StASPSRZ¢é aleéa wz2aad aLy | gl &z

say Palm Springs forrXimber of points, but in the season when a Canadian traveller typically wants to go to Palm Springs, the cost I

Y26KSNBE ySIFEN GKFEGH 2SS ¢g2dzAZ R KI @S (2 32 Ay ! daAdzaidH b2G#ady3a "TSSYSR (2 0SS @¢2N]Ay3

When Ross contacted the club to inquire into getting their money refunded, he was flatly informed there was nothingtélse danL. |1 yS¢ GKSNB 4l a |y
KStLI Ay aAiddzZ dAz2ya fA1S (KAAFLdA/IRE d 2wWHAAS Nd {t NRLI SDHEARYSR / IONB I K dpfGA 6 K2 L 41 &

w2id4d aSyid KAad O2y (N} Ol ¢AlGK GKS @FOFiA2y Ofdzo (2 I AAYEAdZZENI t(YRBGEKO&A 2 e YSyniwo&a:
expl AYAy3a GKF{G GKS 02dzL)f S RARY QO 4Fyid G2 O2YLI AOFGS YIGh@K®eoe RSTLdA GAy3 2y G(GKS
| L2y NBGASHAY3I GKS O2YLI yeQa O2ydNI Odazr /2yadzySNI t NP SOd2aBY2 IS NK 2 ifeRweicSuhf W Ealled & y
Wontinuing servica O 2 y ahdthabgiv&s@ consumer an automaticRd @ OF yOSf t F A2y NAIKGZ y2 YFEGGSNI 6KS NBlIaz2yzxé SE

By ®nsumer Protection BC working with that business, they agreed to reimburse the consumers the full amount, and to biihg tfidr NI OGa Ay G2 O2YLX Al yOS
Ffftx GKS OFasS gla NBaz2ft SR xy &l dX®By ®BIONIKS R2 NI RRdzNISA SISz 6l 621 & & RwHF2AMN) Y2y iKa 27F




Meeting Our Goals

Last year we created six new skdlp
forms to assist consumers tancelling
certain types otontracts under the
Business Practices and Consumer
Protection Acand updated four existing
forms. These documents are critical in
helping consumers understand their rights
while under contract, and empowering
them to cancehon-compliant

agreements. Wéegan work on the
development ofan investigation report
template to guide staff with the
preparation and structure of case reports.
The template includes valuable
information for businesses on the hearing
process, their right to respond, and
possible enforcement consequences.

Goal 3: Bild trust with stakeholders

We are committed to building otihe
confidence the Province and other
stakeholders have in our organization by
staying on the leading edge of
marketplace issues, strengthenitige
strategic stewardshipf consumer
protection law and fostering cooperative
stakeholderrelationships.

OBJECTIVESTRENGTHEYRATEGIC
STEWARDSHIP OF CONSUMER
PROTECTION LAW

Leverage government relationships to
enhance consumer protection law

13| CONSUMER PROTECTION BCANMJAL REPORT

In 2014, a new 3§ear agreement was
signed with the Province that extends

/| 2yadzYSNJ t NEGSOGAZ2Y

agreement.

In addition to administering the
agreement, we also provide ongoipglicy
supportand subject matter expertise
government regarding delbrepayment
legislative changes, the review of BC's
home inspector regulatiorand

to clarify the processes we follow when
responding to media request§Ve also
trailers usage policy, which ensures a
consistent approach to considering
requests for using a trailer containiogr
proprietary Cougar trademark. This policy
helps ensure consistency in classification
and allows consumers toake informed
choices.

A2PSNYYSyGaQa |yl teaiaoRECTESHANBEZOPERATNE

requirements fordirect supervision of
funeral director/embalmempprentices.

Identify and respond to emerging
marketplace issues by developing
collaborative solutions with our
stakeholders

In support of our goal oénsuring
consumers are able to make informed
decisiondased on the information we
supply them, we worko ensure this
information is relevant and user friendly.
To that end, we prioritized updatingur
policy on how we publish information to
inform consumers about businesses and
individuals who have licensing and/or
enforcement actions against them. This
reduces the incidence of violations and
helpsseethat Consumer Protection BC
enforces legislation to ensure a fair
marketplace.

We created a new media relations policy

RELATIONSHIPS WITH STAKERSLDE

Strategically engage with governments,
organizations and associations to
understand consumer protection
priorities, address gapsand respond with
required services

We continuel to provide support to

32OSNYYSYild Ay NBflGAZY

ongoing justice reform initiatives (Online
Dispute Resolution and the Civil
Resolution Tribunal). This engagement
helped inform our 2014 decision to move
toward offeringODRas a dspute

resolution platform for specific types of
consumer complaintagainstlicenseesit

is our hope thathis pilot project, which
expands on our existing ODR offering, will

benefit both consumers and licensees as a

convenient and coseffective dispute
resolution option. This selielp tool also

¢
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Meeting Our Goals

makes it easier for businesses to ensure
they are in compliance.

Strategically engage with consumers and
business stakeholders to better
understand issues, deteine impacts

and opportunities, and plan responses

We continued ou program of regular
engagement wittstakehotlers last year,
including licenses, associations,
consumer groupsand provincial
counterparts. We held a series of advisory
and liaison group meetingand tasked a
number ofworking groups with

developing speific recommendations
related to the industries we regulat&his

engagement helps keep our organization
abreast of industry trends and future
outlook.

We sought partnership opportunities and
collaborated on communicatiomitiatives
held consultations on the fee reviews and
engaged with various associations to help
develop and disseminate policy platforms.

Atargeted survey of our business
stakeholders in 2014 & aimed at
measuring overall level of satisfaction with
our engagement approach and sought
input on specific industry issues. We
received 52 responses to this survey and
issues focused primarily on fees, service

delivery improvements, proposed
enhancements to, or reduction in
regulation, and calls for more engagement
and greater enforcement. The majority of
the feedback was from the home
inspection industry that is in the midst of
some significant regulatory change.

Goal 4: Bster a higkperformance
organization

Goals 1, 2and 3 represent our intentions
to do the right things in our work; our
fourth goal, fostering a higherformance
organization, reflects our intent to do
those things right. Our objectives relate to

Travel Assurance Fund Scores for International Soccer Tournament

Every two years, the British Columbia Muslim Sports Associ@GMSAdakes part in a multhation soccer tournament in Fiji that
K2y2dz2NB Alda adzat AY NR2Gad aLiQa GKS CA2AZX ! dzZAGNIfALFT bSs Y
G2dzNY I YSY (i2é al{i®E aZK{YWVER IISFSNI f &SONBGI NE D

Young players representing Calashave attended the tournament since 1990, where Fijian Muslims are reunited in thedaykivent
involving soccer, volleybal Yy R 32t Fd a2 S KI @S RSOARSR {2 {-voBddouitfy &nd kiogtidg\aly I Y S
thoseathletest & | NBIf o622aid G2 GKS SO2y2Yézé aléa az2KlFKYYSR® aLiQ.
Ad LINF OGAOSR I NRdzyR GKS 62NI Rbé

About 20 players attend each tournament, most are youth and students who fundraise for their dliti@rassociation fundraises alongside in order to help, through car washes, bake sal
and the like. When the time came to finalize travel plans, the association settled on a licensed travel agent to takelN®2 S O @ & 9 S NE i K A yYay STRIS Gi I SR {izs
PMHInnn RSLRAAGE aA3IYySR | O2yiGNIOG FyR Il @S dza I O2yFANNI GA2Y ydzYdo SNIE

On top of the deposit, the contract said the BCMSA had to submit 50% of the money within 10 days of signing. When Moharntoddeatearel agency with the remaingbalancehe was
greeted by a notice on the door that said the business no longer operating due to iton-O2 YLX Al yOS $AGK ./ Q& (N} @GSt tlF6ad GC¢KAE 6
az2KlIYYSRd a2 KIG O2dzA R L aijldd (62 S KK RO 28Y2YddidyKA (el KAG ARV T2 NJ KA&a SELISNASYOSe® ¢KSe Q@S

¢KIGQa

6KSYy az2KlYYSR OFftSR 2y

[ 2yadzYSNI t N2(iSOilAz2Y
weeks after the original complaint, Mohammed found himself opening a cheque for the full amount.

L1 X G KBIBX S¥ {3 N 2 Ny BHR Gaydt Anél jRsBANER |
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Meeting Our Goals

providing outstanding customer
experences, focusing on employee
engagementand ensuring our resources
are sustainable both now and into the
future.

OBJECTIVE-DELIVER SERVICES AND
PRODUCTS THAT RESULT IN AN
OUTSTANDING CUSTOMER EXPERIENCE

Increase the efficiency of our processt®
improve our stakeholders' andustomers'
experience

In 2014, we continued to develop our
capacity to integrate our web and
operational renewals into one seamless
process. While our payment engine and
some complex renewal processes have
required additional time and testing, work
iS ongoing in converting kégrms into
PDFs to create efficiencies for licensees.

Increase the effectiveness of our services
to provide superior customer service

To ensure consistent and reliable
customer service, we spent a considerable
amount of time reviewing, revisingnd
deweloping internal policie and

procedures (55 in total)lhe result was a
more consistent application of our

policies, clarityfor businesses on
expectationsand more effective training

of new employees which helped avoid
service gaps and delays.

15| CONSUMER PROTECTION BCANMJAL REPORT

@your eam is always so wonderful to us. Jus
FYFETAYy3Id ¢KIEy]l @&2dzHé

Advance our information technology
infrastructure to meet the current and
future needs of our organization

We completed ouinformation technology
(IT)strategyin 2014.Wealso

implemenid an automated call
distribution system in 201t enhance
our call distribution processeproviding
for a comprehensivand robustreporting,
recording and monitoring capacityThe
new phone system helps consumers
navigate our phonaystemefficiently so
that their concerns can reach the correct
party in a timely manner

Enhance our web and operational
systems to provide integrated services
both within and outside our organization

We completed ar planning for the
migration of our current itegrated IT
platform to the Microsoft.Net application
platform. Following approvdtom the
Board of Drectors, we developed a
charter to guide this project, which
provides a vision for employees and
articulates thekey milestones for the
project.

Identify and develop requirements,
project management and support for all
administrative technology

We welcomed our newice President
Strategic Services to our team and he
quickly become engaged in effectively
managing and delivering in our IT and
Finarce areas, as well as moving to
improve many of our administrative
processes, particularly in the area of
suppliers. Much of the work in this area
will be carried out once the Microsoft.Net
migration is complete.

Ensure that business continuity risks are
managed by documented and tested
plans and programs

To manage and mitigate future risk, 2014
saw us working through our disaster
recovery plan, replicatindatabetween
sites and sending backups to hard drives
and tape . We will continue our workn
theseareasin 2015.

OBJECTIVE-FOCUS ON THE BEST

OPPORTUNITIES TO IMPROVE EMPLOYEE

ENGAGEMENT

Build on existing team connections within
and between offices

Our corporate responsibility and
employeesupported volunteer program,
G.I.V.E, continued to hoswvarious

J



Meeting Our Goals

fundraising activities, which also JointOccupational Safety and Health planning process and develop a set of
supported teambuilding and employee Committee. Guiding Principles which resulted in

O s a0, SdAy3 GkAa 281 Nna O TEBPTHEINEI )y
since . ’ as been donated to process with our union employees, we consistency of program applicatior.

local charities through staff fundraising

nd corporate matchin collaborated with the union on the Strengthen employee and supervisory

and corporate matching. developmentof a new and original learning and development opportunities

Staff tool_< ao!vantage of various agreement to_ h_|gh||ght the concept_s of We continued to provide support for

communications tools, such as Lync and employeeflexibility and accountability, a PPN A B Aol a
i ; ina. t h d laving th dwork for th SYLX 2eSSQa AYRAQARdzZ £ €S

v eocot_n erens[lrr:g, ohenthancg ant bellylgg etzgfrourr: V\Ilt?]r or ke it participated in training focused on: public

;:onr;ec |o|ns wll(_ each other. Cross esha |strrf1fen of a ead |erdV\:cor cudure speaking, occupational health and safety,

unctional working groups were where staff are engaged and focused on criminal and administrive law and the

established and have proved to be an delivery of success.

. . . justice system, performance coaching,
effective way of managing operational : y P g

issues and deloping productive working We refreshed ouprganizational strupture social media, gffecti\_/q corr_wmunica_tions
) : with some changes to our leadership and and presentation training, information
relationships across departments. . . .
management portfolios. We refocusedr technology, project managemeninfncial
Our corporate newsletter was enhanced core lines of business, allowing our management, leadershj@and negotiations
to include expanded staff profiles and employees the latitude and support to ¢ just to name a few!
][egular mr:e(;est pieces W_rl;[]t_enrl?y staff deliver m; tafrge';]ec! Wai, and be 28 AGFNISR GKS RSOSE 2LIvS
0rrogrgne};\;:ﬁOnepartment within the accountable for theiwork. LI25AGAZY é.é | 3 _dZO O8aarzy LX
' We engage@ new partner to help us to ensure our organization is protected
Ensure we have the necesggprocesses design, deliver and interpret a refreshed against sudden loss of senior management
to get our work done as effectively as employee engagement survey aimed at services.
possible measuring and establishing the current

engagement levels and attitudes of OBJECTIVE-MANAGE RESOURCES
employees. Survey results were shared SUSTAINABEOR FLEXIBILITY AND

with employees late in 2014, and GROWTH
everyonewas invited to participate in
developing action plans to address key
findings during anlastaff meeting set for
2015.We alsaused feedback from staff
across the organization to revise the This strategy was cancelled duethe

employee performance and development 2NEBF yAT I G bRofir@egularely T 2 O dza

Various elements of the Consumer
Protection BC Safety Program continue to
be implemented, such as anti
harassment/bully training,

implementation of theMobile Loner
Application (forstaff workingalone and
offsite), and the appointment of
employee/employer designates for the

Create astandardized approach to
assessing the impacts of new
opportunities

16| CONSUMER PROTECTION BCANMJAL REPORT il;



Meeting Our Goals

work oflicensing, compliangand,as
necessay, enforcement for the business
sectorswe oversee

Identify potential for resource waste,
confirm the vdue of the resources we
consumeand pursueopportunities for
efficiencies

This past year, we completed preliminary
work in identifying potential areas for
improvementwith regard to our
resources, suppliergandadministrative
processes. We drafted an administrative
review plan that reflects these
considerations, and look forward to
implementing the plan starting in 2015

Expand our understanding of regulated
industry economic drivers to anticipate
impacts on ourmrganization and
consumers

/| 2yaddzYSNJ t NEGSOGAZ2Y
of regulated industriess an ongoing task
for the organization. As each industry we

17| CONSUMER PROTECTION BCANMJAL REPORT

oversee is diverse and constantly
changingwe are required to continue to
work with the sectors we regulate to
further comprehendthe issues affecting
them. This has allowed ts better
understand the impact of our regulatory
practices andd target them more
effectively.

/] Q& dzy RSNRGI yRAY 3

GOAL 1 PERFORMANCE
MEASURE

% of consumers with access t«
/-awareness of our servicés.

GOAL 2 PERFORMANCE
MEASURE

% of targeted inspections that
result in highimpact violations
detected and rectified.

GOAL PERFORMANCE
MEASURE

% of stakeholders satisfied
with engagement

GOAL 4 PERFORMANCE

MEASURE

% of consumers satisfied with

our services.

% of businesses satisfied/very

satisfied with the overall

quality of our services.

% of businesses satisfied/very

satisfied with the quality of our

processes. 76%
Overall employment

engagement score scale 100. See noté

1Based on net unaided awareness.

2The 2014 2016 BusinesBlan set the 201target as 12% (net unaided

awareness)however the performance measure criteria was reassesse!
2014. Moving forward, more appropriate measures will be used for thi:
goal that reflect the success of specific consumer education campaigr

3 This measure is based on consumers who conta@iagumer

Protection BC about an issue that falls under the law we administer an
does not include consumers who were provided referrals to other
organizations.

“Survey not conducted in 20&& new employee engagement Survegs
created and distributed in 2014.
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By the Numbers

Consumer Outreach

This year we continued to provide
consumers with tools to allow them to
resolve issues on their own before seeking
| 2y adzYSNI t N2GSOlGAz2Y
assistance. To this end, we added
consumer contract cancellation forms to
the websiteto help consumer who bieve
contracts they have signed are misleading
or unfair.

d felt | was treated very respectfully and felt
KSINR o6& (GKS LISNBZ2Y
Consumer, Inquiry Centre

Recognizing the power of social media in
educating and sharing our messages with
consumerswe set some bold goals for
2014¢ andsurpassed our targets in nearly
every instance. We were able to boost
engagement on our Facebook page by
nearly 96%; we achied a 27% increase in
our Twitter follows; views of our blog page

19| CONSUMER PROTECTION BCANMJAL REPORT

. dbiyto dfter NEBFEPahd timely

soared by 191%; and our emails were
opened nearly 10% more. Unique visits to
our website jumped 49% to 280,673,
reflecting our ability to attract new
audiences. These figures speak to our

information to British Columbians
regarding their rights as consumers,
empowering them to make informed
decisions.

Licensing and Regulatory Operatio

In an effort to streamline processes for
licensees, we harmonized all fee schedule
to take effect on January 1 each yedfe
engaged in a fee review consultation this
year with all industries. We were able to
simplify and amalgamate some fees and
make redictions in others that were
volumebased in the film classification,
funeral serviceand telemarketing
industries. Most other fees and charges
were maintained at a 2% increase, the
same as the past three years.

MEDIA RELATIONS
Media Contacts
Interviews

News Stories

INQUIRIES ABOUT LICENSE

Debt Collection

Travellndustry
Cremation, Intermentand
Funeral Services

Telemarketing
Payday Loans
Home Inspectors
Film Classification
Other

INQUIRY RESPONSE TIME
CallsAnswered Within 2 Hours
Calls Answered Live

LICENCES BY INDUSTRY
Debt Collection, Bailiffand
Debt Poolers

Cremation, Intermentand
Funeral Services

Motion Picture and Video
RetailersDistributors and
Theatres

Telemarketing
Travel Agents and Travel
Wholesalers

Home Inspectors
Payday Lenders



By the Numbers

We completed a campaign in the funeral
services sectato identify and address
complianceassues aroungbroper
refrigeration Through provincevide
inspections, we educated and reminded
funeral providers of their responsibilities
in this area, and took enforcement action
where necessary.

dYou have been so amazingly helpfiiank
youl€ Licensee

Our conpliance department performed
465inspections in 20140f note, 291
inspections were of businesses identified
as being highiiskfor non-compliance Of
these 291 inspections, 8382%) resulted
in non-compliancebeing detected at the
inspection.Thisresult confirms that we

are directing our compliance resources at
non-compliant businesses; it also validates
the tools we use to identifpossible non
compliantcandidates as reliable. Debt,
funeral servicesand travel made up 79%
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of the enforcement cases, confirming that
we are channeling ownforcement
resources toward the industries with the
highest rates of consumer complaints and

non-compliance issues. We closed 72% of

files through voluntary compliance,
confirming that voluntarycompliance
remains our central focus.

In 2014 the Supreme Courdf BC upheld
two of ourenforcementdecisionghat
were challenged through judicial review
reaffirming that our organization makes
sound and fair decisionin late July, we
took over as trustee of th€ash Store
Financial Servicend.cash caraefund
process. As a result, about 5,700
borrowers hae so far received refunds
totaling some $147,000. In the coming
months and years, our organization will
attempt to locate approximately 44,500
additional eligible borrowers who are
owed more than $850,000 in refunds.

Finally, ve were able to recover more than
$41,000 in restitution for consumers in
2014.

COMPLIANCE INSPECTIONS
Debt Collection, Bailiffand
Debt Poolers

Cremation, Intermentand
Funeral Services

Motion Picture and Video
Retailers, Distributorsand
Theatres

Telemarketing
Travel Agents and Travel
Wholesalers

Home Inspectors

Payday Lenders

ENFORCEMENT FILES
CONCLUDED

Debt Collection
Cremation, Intermentand
Funeral Services

Motion Picture and Video
Retailers, Distributorsand
Theatres

Telemarketing
Travel Agents and Travel
Wholesalers

Home Inspectors
Payday Lenders
Non-regulated

ASETS, RECOVERIES AND
RESTITUTION

Assets Frozen Under Order
Costs Recovered
Voluntary Restitution

Ordered Restitution
Administrative Penalties issuel
to Consumer Advancement
Fund

$0
$21,830
$17,191
$0

$0
$37,747
$68,634
$1,411

$22,100

$6,383
$2,297
$39,249
$2,191

$14,450




By the Numbers

Motion Picture Classification jurisdictional engagement, along with our
_ o _ shared administrative agreement with g”fj;gﬁfg,f;%f
Our workload in classifying motion Saskatchewan, alleviatesme ofthe General release exhibition
pictures continued to increase in 2014, regulatorywork for industry. To be trailersandmotion pictures
where we processed 10% nwofilms and classified in both Saskatchewan and BC, 22?1“5?3. release exhibition 1,999 h720
videcsthan in 2013. licensees are only required to apply once trailersandmotion pictures
to Consume Protection BC. S I 32867 37,728
dThanks so much favorking hard with me to exhibition reviewed 210 190
get this all completed in time. This year has Stakeholder Engagement Adutt video decals 64316 65001
:Eesrsllzgffﬁ:ncsr?élyt:?er ?ergt?\glze!nLgictgrfsee In SUpport Of QUIdeSire to Work more ADVISORY GROUP MEETIN(
seamlessly with tr_le needs of |_ndustr_y, we Cremation, Intermentand
undertook extensive consultations with Funeral Services
Through hosting an international our Travel Industry Advesy Group and Debt Collection
conference with movie regulators and the broader travel industry around a Telemarketing
industry representatives, we learned more proposal toharmonize travel renewals Travel
about how(i 2 R Icah<d@ers access with the fiscal yeaend of the travel Subtotal:
information. As a result, we improved our business. Feedback was positive and, as
Twitter content and reach, expanding to such, we advised all our travel licensees @ ﬁ;@ﬁﬁ:‘;gﬁfﬁh’mgm as
indude embedded video and imageBhis the change. We will roll out these renewal VN
resulted in our information being cited in process changes in 2015 Payday Lenders
publications around the world. During our tweday event for Home Inspectors
We offered a classification workshop at representatives in the motion picture Subtotal 1
GKS wS3aAylF 2FFAOSa 2 Findustng welhéseKpréicipghd &om
Consumer Protection branch. iSkcross several provincial governments, the 'Telemarketing Advisory Group was discharged as of November 2013
Canadian Ra_d+te_|eV|S|on a“O_' . 2Total includes one additionabnsumer representative meeting. All
Telecommunications Commission, the Advisory Groups and Liaison Groups now include consumer
Motion Picture Associatioof America, the representatives.
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Entertainment Software Association, the
Entertainment Software Rating Boaahd
the Motion Picture Association of Canada.
While fostering positive relationships with
these motion picture stakeholders, we
presented updates and clarification on a
number of regulatory issues.

We created a Debt Collection Industry
Advisory Group subommittee to
consider the pending implementation of
the Limitation Act The sukcommittee
conducted research, met with provincial
government representatives anéceived
anindependent (industryfunded) legal
opinion related to potential impacts of this
legislation. This information was
presented to the advisory group for
approval and was supplied the Ministry
of Justice for information purposes.

In our efforts to be forwardooking and
responsive to the shifts and needs of the
marketplace, as well &s offer effective
engagement with our stakeholders, we
began a review abur industry advisory
group structure, exploring the best
practices of other industries and
regulators.
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The Travel Assurance Fund

Administered by Consumer Protection BC, made against Safari Studios, as that failu
the Travel Assurance Fund is a fund of last  occurred late in the year.

resort that provides possible

compensation to consumers who paid for

0dzi RARY QG NBOSAGS GNI gSt aSNWAOSa

purchased though a Bdicensed travel

agent or wholesalerOver the past 10

years, travellers have been refunded $1.2

YAfEA2Y GKNRdAzZAK ./ Q& ¢NI @St ! aadz2NI yOS
Fund.

In 2014, two business failures resulted in
claims to the Travel Assurance Fund:
Global Pacific Travel, which ceased
operations in summer 2014 and Safari
Studios Ltd., which ceased operations in
the winter of 2014. The Travel Assurance
Fund made payments twonsumers who
were clients of Global Pacific Travel, as
well as Alameda Travel, which closed in
April of 2013. Many of the Alameda claims
were paid in 2014 due to the requirement
for the claimants to provide sufficient
documentation to support their claimAt
the end of 2014 no payments have been

24| CONSUMER PROTECTION BCAOMUAL REPORT

TRAVEL ASSURANCE FUND
STATEMENT

Opening balance as of Januar
1, 2014

Fund income

Payments and expenses from
the Travel Assurance Fund
Assets and liabilities as of
December 31, 2014

TRAVEL ASSURANCE FUND
CLAIMS

Claims carried forward from
2013

Claims received in 2014

Reconsiderationseceived

Claims denied/closed:
20(a)(ii)(C) Obtained
compensation from other
Does not meet 18(1)(a)

Does not meet 18(1)(c)
Claims closed due to
insufficient information

Claims approved

Claims carried forward to 201¢
Total number of consumers
impacted by approved claims
Amount paid out for approved
claims

$5,171,071
$544,797

$261,290

$5,454,578

32
12

96

$121,046
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Financial $itements

As a result of operations, the Authority
generateda surplus of $107,000.

Revenue and Expenses

The Authority earned $5.78 million in
revenues in 2014, compared to $5.54
million in 2013. The increase in revenues
primarily reflects the effecof fee

increases announced for 2014. Expenses
were $5.67 million in 2014, compared to
$5.22 million in 2013. Increases
experienced in communications and wage
and benefit costs were partially offset by
savings in legal and contract service costs.

Changen Net Assets

The net asset balance increased to $3.37
million at December 31, 2014. Net assets
are used to create a reserve for future
capital and operating expenditures.
Consumer Protection BC has met its goal
of maintaining a three to four month
operaing reserve which will enable us to
continue to provide consumer protection
services during any unforeseen event. To
view a complete version of our audited
financial statements, please visit the
Publications section of our corporate
website.
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Administration of théMotion Picture Act

Consumer Protection B@as administered 1 Fees charged to perform the
the Motion Picture Ac(MPA)since2007. powers, dutiesor functions of the
Administering the MPA involves film Director required under the MPA
classification, licensing, public relations compared with costs of delivering
and compliance and enforcement services. the same powersjuties or
Each year, our organization provides functions
govgrnmen_t with a report detailing our 1 Administration costs as they relate
administration of the MPA and evaluating
. . to program costs
the following performance objectives
listedin Section 8.0®f the administrative Our responsibilities for administering the
agreement: MPA are provided under the following
T Response time in undertaking the groupings:
powers, duties and functions of 1 Service to our stakeholders
the director under the MPA  Compliance activity RESPO'_\‘SE T'ME_
. X . . . Processing adult video 3 days RIEVS 3 days
l _PUbIIC S?‘tISfaCthn in public M Financials Posting classification decision: Same day Same day 1 day
information prowdgd by . Processing video decal orders 2 days 2days PAENS
Consumer Protection BC Service to ourt8keholders Processing new adutelated
. licence applications 7 days 7 days 7 days
1 The percentage of licensees under We continued to increasservices to our Processing new general
i i 1 1 [ icati 2d 2d 2d
the MPA that are in compliance stakeholders byroviding comprehensive orocssing liconea rencwal e e e
with the MPA and timely motion picture classification applications 2days  2days  2days
. ; H ; ; i Responding to consumer
i Frequency of fee increases information on our motion plCtUl’GVEbSlte - Live Live R

(www.filmratingsbc.cpand byexpanding
and updating our offering of educational
YFEGSNRALFE&a G2 AyONBE
understanding of their obligations

Processing inspection repotts 14 days 12 days 12 days

Hinspection reports are not provided for the motion picture industries,
though followrup communications on unlicensed activity is provided
within this 12day period.
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Administration of théMotion Picture Act

Response time in undertaking the powers,
duties, and functions of the Director
under the MPA

Werespond to consumer calind emails
within a 48hour period. The tablen the
precedingpageprovides a breakdown of
our response times in 2014.

Public satisfaction in the information we
provide

Our complaint response and film
classification processes aim to reflect the
LINE OAYy OSQa
standards Where appropriate, feedback
from consumers contributes directly to
our classification policies. Our motion
picture classification department received
eight direct complaints from consumers in
2014, a 67% decrease over the previous
year (24 total).

Five wee from consumers who thought a
particular classification wdsappropriate
while the others had concerns about the
legislation and business practices.

29| CONSUMER PROTECTION BEAONUAL REPORT

52t t §OG A @ SAPEMNG QLK

Compliance Activity

The percentage of licensees under the
MPA that are in compliance with the MPA

We continued to enhance our ability to
correctly identifynon-compliant
businesses, applying our compliance and
enforcement resources in the areas of
greatest need, and working to foster a
climate of voluntary compliance.

Compliance outcomes and measures

aaeg assessment
model, we carfied out 77 inspections of
businesses regulated under the MPA in
2014, including video retailers (adult and
general release), theatreand motion
picture distributors. Inspections made
under the MPA aawunted for 17% of all
inspections conducted in 2014.

Inspection outcomesand thus
complianceare currentlymeasured across
F2dzNJ OF 6S3I2NARSa o8
FOGA2Y NXBIjdzA NER¢
EANBOG2NEVD® 9DARBY
correctly identify potentiallynon-
compliantactivity is shown through the

2013

NUMBER OF INSPECTIONS

Video retailers 65
Theatres

Motion picture distributors

INSPECTION OUTCOMES
Video retailers:
No action regired
Remedial action ragjred
Followup reauired

Report to director

Theatres:

No action regired

Remedial action ragjred

Followup reauired

Report todirector
Motion picture distributors:

No action regired

Remedial action ragjred

Followup reauired

Report to director
TOTAL 142 74
TOTAL APPROVED 62 (44%) 18 (24%)
TOTAL UNACCEPTABLE 80 (56%) 56 (76%)

23 (30%)
54 (70%)




Administration of théMotion Picture Act

number of inspections that resulted in

Weeliminated several fees including

dzy  OOS LI 6t S NB@pdzt (0 & Zrecdbril ch&n§imyandm 2epair. Ve

NEIj dZA NER¢ 2 NJ a NB L] NI

Enforcement outcomes and measures

Similar to inspection standards,
investigation activity follows a ridkased
and progressivaliscipline approach,
dealing with significant and recurring
infractions more aggressively than
isolated, unintentional errors. In 2014, we
closed 56nforcement files related to
businesses regulat under the MPA and
categorized each outcome as favourable,
unfavourable or unfounded/withdrawn. In
general, case outcomes remain positive
and the majority of licensees voluntarily
comply with detected violations.

Financials

We undertook a fee review in 2014 for all
sectors, which will go into effect in 2015.
Consumer Protection BC did not increase
classificatiorreview fees in 2014.
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amalgamatedBoté dalssificatiom fexs, 0 d
eliminated other feesand held
classification fees at the same level as the
previous year through to 2017.

The classification fees we removed
include:
M 10-minute minimum review fee
for theatrical film and adult video

 Record amendment fee

1 Fees for the preparation, handling
or repairing of an unfinished film
necessary for review

Frequency of fee increases

Fees for motion picture licensing increased
2% in 2014; this is consistent with all the
industries we regulate. We undertook a
fee review in 2014 for all sectovghich

will go into effect in 2015.

CASEOUTCOMES
Video retailers:

Motion picture distributors:

TOTAL APPROVED
TOTAL UNACCEPTABLE

2013

0

136 61

105 (77%) 58 (95%)
3(2%)  1(1.6%)

56
47 (81%)
6 (11%)




Administration of théMotion Picture Act

Fees charged to perform the powers,
duties, or functions d the Director
required under the MPA compared with
costs of delivering the same powers,
duties, or functions

Consumer Protection BC is authorized to
set fees subject to Ministerial approval.
We operate on a cogtecovery model
providing various servicgs motion

picture distributors, retailersand theatres
regulated under the MPA. Our fee
schedule is publicly available at
www.filmratingsbc.ca.

Fee Waivers

Under our current policy, we waive review
fees for films submitted by many

registered BC sodies and registered
federal charities. In 2014, we classified 472
theatrical films for these groups,
representing about 41% of the total
number of theatrical feature films

reviewed and thousands of hours of work
for which there was no cost recovery.
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Adult Market

In 2014 adult video submissions for
approval continued the downward trend
of the past six years. Consumers
increasinglyseem to beaccessing adult
content via broadcast, videon-demand,
online, and payper-view serviceg which
are not regulated under the MPA. This
shift in the retail market and distribution
structure has impacted the number of
adult video retail licensee#n 2013, we
licensed 103 adult retailers. In 2014, this
number was 85.

Administration costs as they relate to
program costs

Consumer Protection BC operates on a
costrecovery basis. This means the
classification and licensing fees we assess
must cover all the direct (program) and
indirect (administration) cost©ur costing
model is approved by olBoard of
Directorsand our financial statements are

reviewed by independerduditors on an ADULT MARKET

Adult videos reviewed
Adult video decals issued

2012

210
64,316

2013

190
65,091

2014

177
72,160




Admnistration of theMotion Picture Act

annual basis. The costing model separates
the MPA direct and indirect costs by
service functions that include: licensing,
compliance and enforcement services,
helping consumers, classifying filnasd
public policy and indusy relations.

Costs related to regulating the motion

picture industry totaled approximately

HpdT: 2F [/ 2yadzYSNItNRGSOGAZY ./ Qa
expenditure in 2014. Overall, costs for

regulating the motion picture industry in

BC totaled $1.645 million in 2014.
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Industry Advisory Grosp

Our services are shaped and strengthened
through the participation of our
stakeholders. The following individuals
were members of industry advisory groups
that provided feedback to our

organization in 2014, and we thank them
for their continued contributios.

Consumer Protection BC employee
representatives chaired all the following
advisory groups.

Debt Collection Industryd&isory
Group:
M Jim Hanon, Owner, Terminal
Bailiffs and Collectors

1 Margaret Johnson, President,
Solutions Credit Counselling
Service

1 Thomas Kwan, Assistant
Superintendent Superintendent
of Bankruptcy|ndustry Canada

9 Murray Morrison, President,
Morrison & Co Law Corporation

1 Peter Powers, Managing Partner,
Accurate Effective Group

1 Gary Sandhu, Director, CBV
Collection Services

1 DarryTaylor, President,
International Credit Assistance
Ltd.
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9 Stacy Yanchuk Oleksy, Director of
Education and Community
Awareness, Credit Counselling
Society

Cremation, Intermentand Funeral
Services Industry Advisory Group:

9 Chris Benesch, Ownér, NI K Q &
Option Cremation and Burial
Services

1 Sheila Charneski, f2resident,
BBB (Mainland)

1 Jayson GordorMarket Director
Service Corporation International
(SCI)

1 Ray Hanson, President and GM,

| y&a2yaQ ! ND2NJ Cdzy Syd

Crematorium

1 Dr. Marylene Kyriazis, Regidna
Director,VCH (BC Hospice
Palliative Care Association)

1 Aaron Morrison ManagerBell &
Burnaby Funeral Directors

f Sandy Poelvoorde, Owner,2 @ RQ &

Funeral Services

1 Nicole RenwickExecutive
Director,Memorial Society of
British Columbia

Travel Industry Adsory Group:

1

1

Marlene Brown, Regional
Manager, ACTA BC/Yukon

John Felice, VP Franchise
Operations Expedia
CruiseShipCentres

Bill Huzar, Past President &

SecretaryConsumers Council of
Canada

Joanne Lang, Risk and Legal
Manager,Flight Centre

Herbert LeeManaging Director,
LTA Holidays (Canada)

Suzanne MilinoPastVP, Service
and Sales DeliverpCAA

kyle OEHCELS Echera Manager

KVI Travel

Albert TsengPresident Canalian
Inbound Tourism Associati



Mailing Address:
Consumer Protection BC
PO Box 9244

Victoria, BC V8W 9J2

Inquiry Centre:

TolHree: 1-888564-9963

Fax: 256020-7181

Email: info@consumerprotectionbc.ca

Licensing Department:

TolkHree: 1-888-564-9963

Fax 2509207181

Email: operations@consumerprotectionbc.ca

Motion Picture Classification:

TolHree: 1-888564-9963

Fax: 604320-1655

Email: classadmin@consumerprotectionbc.ca

Online:

Corporate Website: www.consumerprotectionbc.ca
Blog:www.consumerprotectionbc.ca/blog

Facebook: www.facebook.com/ConsumerProtectionBC
Twitter: @ConsumerProBC
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