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“In the midst of chaos, there is also opportunity.”- Sun Tzu(The Art of War)

Introduction

Once the results of the United States (US) Presidential Election were finalised on November 6%, 2024,
it was clear that the working relationship between the US and Canada was set to shift significantly.
Nearly one month before election day, Donald Trump had signalled that he would renegotiate the
Canada-United States-Mexico Agreement (CUSMA), atrade deal he himself had negotiated and ratified
during his first term as President. However, weeks following his election, Trump vowed to impose a
blanket 25% tariff on all products from Canada and Mexico upon taking office. The temperature
continued to increase when Trump suggested Canada should become the 51 state in the US if it
cannot withstand the effects of the 25% tariff. Initially perceived as a joke, Trump repeated his
assertion as political turmoil began to grow in Canada, following the resignation of then Foreign Affairs
Minister Chrystia Freeland on December 16", 2024, and then again following Prime Minister Justin
Trudeau's resignation on January 6", 2025. Following his swearing in on January 20", 2025, Trump
followed through on hiscommitment and has since signed a series of executive ordersimposing tariffs
on Canada, along with nearly every other country around the world. This article examines how these
actions have since shifted consumer behaviour throughout Canadian society.

Galvanising National Pride

Donald Trump’s tariff regime, coupled with a 180-degree turn in Canada-US relations, was a sobering
moment for many Canadians. Following his election, Canada’s new Prime Minister Mark Carney
emphasised that Trump's actions marked the end of an era of deep partnership between Canadians
and Americans, saying that Canada’s old relationship with the US was ‘over’. On a material level, the
tariffs also served as a wake-up call that highlighted the economic leverage that the US had over
Canada. Put together, the circumstances quickly sparked widespread patriotism across the country,
with over 90% of Canadians steadfastly opposed to joining the US and many wanting to understand
what they could do to support their country’s sovereignty.

It was in these circumstances that two Ottawa-based entrepreneurs, Liam Mooney and Emma
Cochrane, co-founders of Jackpine Dynamic Branding, created an apparel brand entitled “Canada Is
Not For Sale”, designed to be a symbol that Canadians could wear publicly to showcase their patriotic
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pride. Shortly after its creation, Liam shared a ballcap with his signature slogan with Ontario Premier
Doug Ford, who quickly turned it into a viral sensation when he wore the ballcap to his meeting with
then Prime Minister Justin Trudeau. What ensued has been nothing short of a Canadian success story
in brand development, with Liam and Emma selling over 45,000 of their ballcaps since their inception.

Liam and Emma were not alone in their success. In response to the tariffs, Canadians began to
demonstrate a shift in their consumer behaviour to boycott American products and buy Canadian
products from Canadian producers instead. As a result, the ‘Made in Canada’ label guickly became a
decision-influencer in the buying process, and Canadian manufacturers’ revenues increased
significantly. Seeing this shift in consumer demand, retailers responded in kind, with many choosing
to reduce their order volumes of American products and shift to Canadian-sourced products instead.

The Impact of Canadians’ Patriotic Consumerism

The impact of Canadians’ shift in consumer behaviour has been significant. BMO Economics forecasts
that Canadians will contribute over CAS10.0 billion annually to the Canadian economy as a result of the
‘Buy Canada’ movement. While the collective value of this economic activity still does not surpass the
cost of the Trump tariffs on the Canadian economy in the short term, Canadians’ patriotic
consumerism has had, and will continue to have, a material effect on buffering the impact of the tariffs
on the economy. What is more curious, however, is how this change in consumer behaviour will affect
Canada’'s economy in the medium and long term.

Scholars, suchas Jolanta Zralek, highlight that the effects of nationalistic boycotts can wane over time
as threats subside. Considering the recent ruling by a US appeals court that many of Trump'’s global
tariffs are illegal, it is at least a theoretical possibility that the tariffs could be removed, which, in turn,
couldinitiate an erosion of Canadians’ patriotic consumerism. In practice, however, Canadians’lack of
trust towards Trump is likely to persist indefinitely, considering he is the first US President in history
to overtly threaten Canadian sovereignty'. With this, so long as Donald Trump remains in power, it is
unlikely that Canadians’ patriotic consumerism will wane for the foreseeable future. In fact, it will likely
continue, as demand for domestically produced goods will continue to grow (both to support procuring
Canadian alternatives to American products and to render Canada more resilient to geopolitical
conflicts).

What Can Others Learn from Canada’s Patriotic Consumerism?

For other countries watching, the rapid swell in patriotic consumerism among Canadians in response
to Trump’s economic aggression yields multiple noteworthy insights. First, it reinforces that in the
event of a domestic crisis, many citizens will seek out ways to use their buying behaviour as a means
of expression, both by boycotting products from those perceived as a threat, but also by purchasing

"While US President James Madison invaded Upper Canada in the War of 1812, Canada was a colony of the
United Kingdom during this era and was not yet a sovereign nation.
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domestic products over imported alternatives. For domestic entrepreneurs, those who move swiftly
in response to these external pressures can capitalise on the shifts in consumer behaviour and
become a symbol of patriotism that citizens rally behind.

Second, it highlights the value of bolstering domestic supply chains to render economies more
resilient to shifts in geopolitical relations. Many Canadians signalled their desire to purchase domestic
products even if they are marginally more expensive than their imported alternatives. With this, while
price remains important, the availability of domestic alternatives is paramount to ensure the rise in
patriotic consumerism can materialise.

Third, while individual consumers contribute significantly, governments play a critical role in fostering
the development of patriotic consumerism. In response to the tariffs, Canadian officials federally and
provincially implemented a myriad of policies that bolstered domestic economic activity, including
removing interprovincial trade barriers in a national building “One Canadian Economy”, removing
imported products from shelves when domestic alternatives were available, and supporting those
industries (businesses and workers) affected most.

Conclusion

On November 6%, 2024, it was clear that the tectonic plates stabilising Canada-US relations were
shifting. Few could have predicted the impact that Donald Trump would have on Canada and other
countries around the world. Similarly, however, few could have predicted the speed at which
Canadians’ patriotic consumerism swelled. Among the few who did were the federal and provincial
governments in Canada, who provided coordinated support that added stability to the Canadian
economy alongside Canadian entrepreneurs who, through their provision of Canadian-made products,
offered an outlet where Canadians’ pride could flourish. Put together, the ‘Buy Canada’ movement is a
great example of the power that comes from focusing on what exists within our locus of control. After
all, collective results are catalysed from the collection of individual actions, unified under a mission to
achieve a common goal.

What do you think countries can do to nurture patriotic consumerism?
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