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“Buy Canadian” comes to Ossington 

How one Toronto neighbourhood is coping with tariffs and threats to national sovereignty 
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Settling into her seat at Nadège Patisserie, Roxanna Mirshahi proudly shows off her outfit, 

dressed head-to-toe in local brands. 

 “All made in Canada,” she says, triumphantly. “I do my best to always support local.” 

 Mirshahi is part of growing shopping movement in this country that is playing out in 

neighbourhoods from coast to coast.   

Toronto’s Ossington Avenue is known for its vibrant local shops, quirky boutiques and 

trendy cafes. It’s not only shoppers who are changing their ways -- small businesses in the 
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neighbourhood are navigating their business operations as a result of the newly imposed tariffs, 

and the growing “buy Canadian” movement.  

 The “buy Canadian” movement has recently gained traction, especially with the imposed 

tariffs. This has resonated strongly with the public, with a spike in Google searches for “buy 

Canadian” on Feb. 1, the day the tariffs were announced.  

 A survey conducted by Lightspeed Commerce Inc. revealed that 91 per cent of Canadians 

prioritize Canadian products when shopping and 71 per cent are willing to pay more for products 

made in Canada.  

This spring, Government of Canada plans to impose 25 per cent tariffs on imports of 

certain goods from the U.S. These tariffs affect a wide range of products, and are Canada’s way 

of responding to U.S. tariffs on Canadian steel and aluminum. The new tariffs aim to encourage 

Canadians to support local businesses and rely less on American products. 

 Liam Evans, the assistant boutique manager at Melanie Auld Jewelry, says the newly 

imposed tariffs have already changed their business operations. “We've noticed an increase in 

demand of our goods, so we've had to start increasing the amount of products that we're ordering 

because we sell out real fast,” he explained. Despite the challenging situation, the company has 

managed to adapt by relocating their sourcing for packaging to Italy and Hong Kong, avoiding 

the increased costs associated with American goods.  

 While the business hasn’t been affected by the tariffs directly, Evans has seen a shift in 

consumer behaviour. The “buy Canadian” movement has led to a surge in demand for their 

business. Canadian consumers are increasingly seeking out local businesses, as a way to support 

the economy. This movement has resulted the company to increase the amount of products they 

order to meet the growing demand.   

 In addition to increased demand of their products, Evans has also noticed a rise in 

consumer curiosity. Shoppers are asking more detailed questions about where products are made 

and where materials are sourced.   
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 Evans explained that the company has experienced a boost in both online and phone 

orders coming from the U.S. Many of these American customers are intentionally supporting 

Canadian businesses, to express solidarity as well as aligning their purchases with their values. 

“We've had more American customers shopping with us through phone orders than we've 

ever had,” said Evans, “there's also a lot of the liberal side of America very much wanting to 

support Canada, and show that they're not all bad. So we've been getting increasing support from 

the states right now.” 

Although the business is currently benefiting from this shift in consumer behaviour, there 

is uncertainty about how long the “buy Canadian” will last. The surge in local support is 

reminiscent of the post-pandemic “shop local” movement, which saw an initial spike in interest 

that eventually faded away. Small business owners are aware that consumer habits may shift 

again once the current economic uncertainty passes. 

Roxanna Mirshahi, a frequent shopper in the Ossington neighbourhood, has noticed a 

significant shift in consumer behaviour since the tariffs were introduced. More people are 

actively seeking out Canadian businesses in effort to support the local economy and strengthen a 

sense of community. 

For Mirshahi, buying Canadian products has become increasingly important. She actively 

tries to support local businesses, despite encountering misleading marketing tactics from some 

companies. Mirshahi mentioned that some brands have been known to use Canadian symbols on 

their packaging, even when the products are not entirely sourced from Canada. This has led to an 

awareness among consumers, who are now more cautious when shopping for Canadian-made 

goods. 

“Buying Canadian is pretty important to me. It's something that I am actively trying to 

do,” said Mirshahi. “Even though now that a lot of companies know that we're trying to buy 

Canadian, they'll make misleading signs where it has like a big maple leaf next to it. I'm like, 

that's not even Canadian. It's just like really misleading because they're trying to like trick people 

into thinking it's Canadian.” 

 While some businesses on Ossington have yet to fully embrace the “buy Canadian” 

movement, Mirshahi believed that it is a missed opportunity for businesses. With consumers 
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actively seeking out Canadian products, local shops have a chance to capitalize on this 

movement. Mirshahi suggested that simple changes, such as adding Canadian symbols to their 

storefronts, could significantly boost visibility and appeal. By clearly advertising they are a 

Canadian business and promoting locally sourced goods, businesses can attract a growing 

demographic of conscious shoppers who prioritize Canadian-made products.  

 While the “buy Canadian” movement has gained its momentum, it has also sparked 

conversations about its broader implications. Mirshahi pointed out that while supporting local 

businesses is important, the movement can sometimes lead to unintended consequences. She 

mentioned the complexity of boycotting American companies, since many of these businesses 

have operations in Canada that employ Canadian workers. 

“I think that some of the boycotts are a little bit negative. Just with the effects that they 

actually have,” said Mirshahi, “because the company may be American, but then they have a 

factory in Canada that's employing hundreds of Canadians. And to boycott them would just be 

negatively impacting those workers. And so it's kind of convoluted. It’s not quite black and 

white, which is frustrating.” 

While Mirshahi acknowledges that buying locally may be seen as a trend for some, it 

represents an important economic shift for others. She believes that even temporary efforts to 

support local businesses can lead to lasting habits and it’s a way for people to discover and try 

something new. Mirshahi also emphasized that these efforts, even if short-lived, can have a 

positive impact in the long run by introducing consumers to high-quality, locally-made goods. As 

people become more accustomed to buying locally, they may develop a preference for these 

products, leading to long-term changes in their shopping habits. 

Angel Lim, the operations and marketing manager at Terminal 3 Coffee, shared that the 

tariffs haven’t significantly impacted their business operations, but it has influenced the cost of 

green coffee beans. Terminal 3 Coffee sources its beans from various countries, but their main 

supplier is based in the U.S. This has led to adjustments in their coffee bean prices, which is one 

of the biggest challenges for the business. 

 While there hasn’t been a significant shift in consumer behaviour towards choosing 

Canadian businesses, Lim mentioned that there is a growing intentionality among customers to 
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support local. Some customers have been asking for a “Canadiano” instead of an Americano, 

reflecting their desire to support Canada. The “buy Canadian” movement has brought more 

traffic to Terminal 3 Coffee, with customers who previously would get their coffee at U.S. 

franchise coffee shops, and now they’re opting for local alternatives. 

 Lim recently noticed that customers are becoming more curious about the origins of the 

products they purchase. They want to know where the coffee beans are sourced, and how the 

tariffs are affecting small businesses like Terminal 3 Coffee.  

“I think some people are becoming more intentional about supporting local, and I started 

receiving more questions about where the coffee beans are from,” said Lim, “I think most 

customers are just curious also about how the tariffs impact small businesses.” 

Lim views the “buy Canadian” movement as a positive trend that offers small businesses 

more exposure and opportunities to build meaningful customer relationships. She believes that 

the movement will lead to increased solidarity and stronger connections between small 

businesses and their customers. Terminal 3 Coffee prioritizes intimate communication and 

relationship-building with their customers, enhancing the overall customer experience.  

While the “buy Canadian” movement may be a trend for some, its impact shouldn’t be 

overlooked. “I'd say that for some people it will be a trend, like, most things. Not everybody is 

going to stick to it. But then I don't think that's a negative thing, necessarily, because at least 

they're doing it, at least they're trying to.” Said Mirshahi. “And in doing that, they might build 

some habits and maybe discover some new products that they genuinely really like. We can't 

necessarily get everything that we need locally, and that's okay. But I think it's a good step 

forward. And if anything, it's just getting people to try new things.” 

-30- 
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