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Victoria Sopik sat gratefully down in her seat on Air Canada flight 117 heading for Calgary.  She is a 

woman who is always on the move, so having a few moments to herself is always welcome.  She has so 

little time to reflect and think deeply about how she and her partner should continue to grow their 14-year 

old, Canadian private firm, Kids & Company. Victoria and her partner, Jennifer Nashmi, founded Kids & 

Company in 2002. It is headquartered in Richmond Hill, Ontario (to the north of Toronto), and it has an 

amazing record of rapid growth and profitability. In just over 14 years, the company has grown from $0 to 

over $50 million in revenue.  The company provides high quality, nurturing, educational child care for 

employees of many of Canada’s largest businesses, non-profit and government organizations.  Although 

the company has been highly successful in developing new centres and acquiring other centres as a means 

of growth, Victoria wonders if this strategy is sufficient as a means of accelerating growth.   

 

The child care business has been in existence for millennium, and many people thought there was no place 

for innovation in the industry.  Victoria and Jennifer have proven everyone wrong. Instead of launching yet 

another standard child-care service, they had the insight to offer emergency child care services and to 

partner with corporations and other large organizations whose employees needed regular child care or, even 

more importantly, emergency or back-up child care so their work days would not be interrupted despite 

school closures for weather events, sick nannies, or school vacations. 

 

Never one to rest on previous success, Victoria needs to come up with a plan that will ensure that the rapid 

growth of Kids & Company will continue or even increase into the future.  The current multiple benefit, 

high service model has been very successful, but she wonders if it will enable the growth she, Jennifer, and 

her private investors’ desire.  Perhaps she should launch another brand – one that could offer a more 

restricted set of services at a lower cost.  

 

Victoria has seen other operations grow in this way.  For example, Gap, Inc., today operates five distinct 

brands designed to meet the needs of segments with different requirements and price sensitivities. Some of 

these brands have been highly successful; others have failed to take off.i Given Gap’s mixed record of 

success, Victoria knows she needs time to think and she may need some advice about the pros and cons of 

launching a new brand with a lower price point, a different set of benefits, positioned in a different way, 

and offered to a different target market. 

 

Background 
 

Kids & Company was initially launched as an emergency back-up child care centre.  Parents could "pay-

for-use" on an “as needed” emergency basis.  The co-founders risked all they had, and all their families 

had, to get their first centres off the ground.  They personally guaranteed the leases, including the lease in 

the costly Commerce Court building in downtown Toronto to get their first centre started.  It quickly became 

apparent to Victoria and Jennifer, however, that the demand for emergency child care service was lower 

than they originally anticipated and early revenues did not cover their operating costs, which were fixed 

and substantial.  The company seemed headed for disaster. 

 

Without any time to spare, the co-founders changed course.  Their insight was that companies and non-

profit organizations such as hospitals, universities and police forces were significantly harmed when 

employees missed work due to child care problems.  Partnering with such organizations seemed a more 

viable way to go, and thus a new business model was born. They approached corporations, government and 

other organizations with a bundled offering.  In addition to the emergency child care services that were part 

of their original model, Kids & Company promised it would offer full-time and part-time child care to 

parents who were employees of organizational clients.  In many towns and cities, there are long waiting 

lists for places in quality day-care centres.  Thus, to differentiate themselves, Kids & Company would offer 

child care spots that were guaranteed to employees of organizations who were willing to partner with Kids 

& Company.  The guaranteed spots would be held for a six-month period.  
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Until Victoria and Jennifer had this insight, this type of service offering had never existed in Canada.  The 

two partners were repeatedly told a business-to-business model for child care would never work.  However, 

the co-founders refused to listen to people who claimed their business would fail.  They were confident that 

a high-quality model would work for ‘Corporate Canada.’ 

 

The co-founders had to learn quickly and further refine their business model.  For example, large companies 

were the potential customers most likely to adopt the Kids & Company service, but such businesses wanted 

to be able to offer a benefit like this one to all their employees no matter where they were located right 

across Canada.  Thus, Kids & Company knew it had to grow quickly and become a national child care 

company. If it could accomplish this, Kids & Company would have a major competitive advantage. The 

child care landscape in Canada was very fragmented and no other child care company had attempted to 

launch a national model.   

 

The concept for the new company was simple, at least in theory. Corporate customers would endorse Kids 

& Company as the child care provider of choice, pay an annual membership fee, and would often also bear 

part of the cost of emergency child care for its employees.  In return, corporate customers would receive a 

return on their investment in the form of increased productivity and decreased absenteeism on the part of 

employees. The value proposition had to justify the membership fees that the corporate customer would 

assume when signing on with Kids & Company.  The partners also had to overcome organizations’ 

reluctance to work with an unknown company.  

 

While the co-founders had a vision, they had to implement a viable plan.  First, Victoria and Jennifer had 

to convince angel investors that an untested concept could result in an above average return on investment.  

Next, they had to convince savvy blue chip corporate Canada and other large organizations like universities 

and hospitals that the plan would benefit them. Lastly, they still faced a big challenge –convincing the 

employees of corporate and public organizations that Kids & Company represented a better alternative to 

their current child care solutions.  Victoria and Jennifer also had to find appropriate space to lease for their 

operations at a time when building owners weren't convinced that having children roaming the corridors of 

their corporate centres was a good idea.  Moreover, the two entrepreneurs had to build each child care centre 

in an attractive, functional, safe and unique way while developing high quality, fun educational programs.   

 

In working to convince corporations and large non-profits to partner with Kids & Company, Victoria and 

Jennifer approached the heads of human resources (HR) departments.  They talked to HR executives about 

the anxiety new parents face when returning to work after their maternity or paternity leave.  They spoke 

of the impact on parents of having a child-care failure and the stress and anxiety such a failure causes. 

Parents’ stress is transferred into the workplace, and it often results in absenteeism or at the very least, 

reduces full employee engagement. They showed a recent report by Statistics Canada which indicated that 

short-term absenteeism is on the rise, and told companies that one of the primary reasons is the breakdown 

of child care arrangements. Since Kids & Company's was designed to provide emergency, back-up care (in 

addition to regular child-care services), it would thus reduce undue stress on employees and can make the 

difference between a day lost due to weather closings of schools, sick nannies, school vacations, etc., and 

a day spent on the job.  The founders stressed that their service would not only provide psychological 

benefits, it would also play into any number of other critical employer goals such as productivity increases, 

higher retention of employees, or improvement of recruiting strategies making the organization an 

"employer of choice." (See Appendix I for some of the facts that are presented to potential corporate 

clients.)  

 

In launching their firm, the Kids & Company, the founders recognized an unmet need in the marketplace 

on the part of parents/employees and firms.  Their timing was right since many leading organizations had 

a growing desire to assist their employees by providing work-life balance solutions - one of these was child 

care assistance. Victoria and Jennifer’s concept would allow corporations to offer these benefits without 
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having to bear the full cost and responsibility of owning and operating their own child care centres. It would 

help organizations decrease the number of sick days that employees take to handle child care situations.  

 

Since Kids & Company could help fill a much-needed gap for employees and firms alike, Victoria and 

Jennifer were successful in finding partners.  Kids & Company is now a cornerstone for countless corporate 

employee wellness strategies. Today Kids & Company owns over 70 locations and employs over 1500 

people across Canada (it has locations in BC, Alberta, Manitoba, Ontario, Quebec, and Nova Scotia), and 

the United States (it opened three centres in Chicago with more openings planned in New York, Boston 

and Washington D.C.)  It has served over 50,000 families. There is no other child care company in Canada 

that offers flexible, guaranteed corporate-sponsored child care and/or emergency back-up care.  This service 

has impacted how parents make decisions after having a child.  Many women (and some men) who might 

otherwise not have returned to work are now assisted with flexible options.  Employers are also seeing the 

benefits of flexible child care options.  Employers agree it helps reduce absenteeism and improves 

productivity, contributes to employee wellness, and enhances focused recruitment and retention programs. 

Today the company has earned numerous awards including Canada’s 50 Best Managed Companies, 

Passion Capitalist Awards, and Grant Thornton/Canadian Chamber of Commerce’s Private Business 

Growth Award.  The two female founders have also been recognized in the RBC Canadian Women 

Entrepreneur Awards. 

 

The Strategy and the Offering 

 

Kids & Company is in the service business, but it’s not a normal service business.   The company is in the 

business of caring for the most valuable assets of society, its children.  It serves one of the most demanding 

customers in the world – caring parents. The degree of scrutiny received from parents is “off the charts”, 

as is the required level of service.  So, when creating their culture around service, Victoria and Jennifer 

started simply.  They knew the concerns of parents; they knew how to nurture children and foster their 

development; they knew that kids want to have fun; and they knew that parents need to feel comfortable 

that their children are receiving the best possible care.  This first-hand knowledge of what makes parents 

and children “tick” was central in the development of the company culture where the needs of the children 

are always first and the rest of the business was driven from this approach.  Their focus on high-quality was 

essential right from the beginning of the company.  Ensuring that their quality standards are implemented 

no matter where Kids & Company operates is also essential to its on-going success. 

 

Victoria, an experienced child-care provider who founded Sunshine Child Care Centres (a not-for-profit 

organization) prior to launching Kids & Company, and Jennifer, an accountant, used their years of 

experience to help them conceive and launch their firm.  Victoria is a mother of eight children and Jennifer 

has three.  Both have undergone the stress of ensuring that their kids had the best of care. Throughout her 

career, Victoria heard many stories about the challenges new parents faced in balancing their work and 

family life. Women, in particular, described the dilemma of having to choose between being a stay-at-home 

mom, or returning to their career.  Those who took the latter route spent a lot of time juggling babysitters 

and trying to find convenient child care centres accessible from either home or work.  The worst challenge 

for Moms arose when their regular caregiver took ill or went on vacation. Thus, they saw an opportunity 

when they realized that even the most stable child care arrangements could become temporarily unavailable.   

 

Launching a new centre requires an up-front investment of about $500,000 and most need 12 – 18 months 

to just break even while they reach the required utilization levels.  While the company has a positive 

EBIDTA (earnings before interest, taxes, depreciation, and amortization), it has re-invested much of its 

earnings into on-going investments in quality, improvements and expansion. 

 

All child care staff at Kids & Company are professional child care providers and most have completed the 

Early Childhood Education (ECE) program. They are trained in child care safety standards, first aid, 
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childhood CPR, and meet the company’s professional standards for commitment to superior child care.  In 

addition, they have a caring temperament suited to child care.  To be sure they hire the right people, the co-

founders have created a multi-level and rigorous interview process.  All employees must also have a police 

background check.   

 

Attracting and retaining highly qualified and educated staff is a key to the company’s successful operation.  

Thus, Kids & Company works relentlessly to develop its people and offer them a career path for 

advancement and professional growth, something that is rare in the child-care industry. New employees 

receive an in-depth training program that includes instruction in sales, marketing, customer service, internal 

operations, and computer skills.  Employees are also provided guidance for the various proprietary 

educational programs that are offered to the children. Although all Kids & Company employees share its 

goals and vision, they come from all backgrounds and speak dozens of languages, reflecting the diverse 

communities, companies and families that Kids & Company serves. 

 

In order to continue to offer innovative and creative family benefits, Victoria and Jennifer constantly try to 

enhance their offerings by adding services like after-hour and in-home babysitting services.  As one reporter 

recently noted, “There’s also no question that the company is characterized by a commitment to innovation 

and excellence in everything it does. It’s reflected in the business model the company has used to connect 

families with young children to high quality early learning and care, in its programming, and in its chef-

designed menus and family-style meal times.”ii  

 

Victoria and Jennifer are very proud of the quality child care they provide.  Unlike other child care services, 

their services are flexible and customized for the needs of each family. The founders have differentiated 

the company by: 

 

• Focusing on organization-sponsored centres in prime geographical locations that are convenient 

for parents (employees) to access; 

• Allowing parents to use any of the Kids & Company centres  

• Providing password protected Web Cameras in each centre so parents can “look in” on their 

children via video camera); 

• Offering guaranteed full-time, part-time, and emergency back-up services, with no late fees (other 

child-care providers often charge by the minute if parents are late picking up their child); 

• Providing operations that are national in reach and consistent in scope; 

• Offering proprietary learning, art and physical activity programs including: 

o Alpha-Mania (a pre-reading program designed to excite children about the alphabet); 

o Mini Masters (an art program that focuses on famous visionary artists); 

o Munchkinetics (a physical education and movement program designed in conjunction with 

the ParticipAction guidelines); 

o Sign Language 

o Hands on programs in the 3 R’s (reduce, reuse, recycle) 

o Programs in French, Yoga, and Music.  

• Providing daily reports on the child’s activities; 

• Having a Chef/Nutritionist who provides balanced, nutritious meals and snacks throughout the day 

that exceed the requirements of Canada’s Food Guide, and a food-based curriculum so children 

learn the basics of good nutrition (with an emphasis on vegetables, fruit, protein, dairy and grains); 

• Organizing Family events coast-to-coast at reduced venue rates to enhance the event offering; 

• After hours babysitting-referral service (trained Kids & Company teachers who already know your 

child) come into your home evenings and/or week-ends at reduced rates); 

• Offering ‘date night’ events throughout the year, whereby centres offer extended hours to care for 

children for free while encouraging parents to enjoy an evening out together; 
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• Kids & Company+ Services; a variety of offerings ranging from birthday parties, concierge and 

drop-in parenting services; 

• Attracting and retaining the best employees.  
 

The Target Market 
 

Working parents are Kids & Company’s target market.  However, it is largely working mothers who still 

assume most of the responsibility for the care of children.  Three in five (61%) of Canadian women are 

employed either full (42%) or part-time (19%).  Canadian women go through five stages as consumers: 1) 

Emerging Consumers, 2) New Earners, 3) Moms, 4) The Established, and 5) Silver Spenders.iii Women’s 

economic circumstances, attitudes and spending patterns change with each stage.  The ‘Moms’ segment 

(people who have children under the age of 18) comprise almost 1/3 of female consumer market.  They are 

often the ‘Chief Purchasing Officer’ for their family whose choices are driven by practicalities rather than 

personal enjoyment and the need to make the family budget stretch.  The average age of someone in this 

group is 36, but ages go from the early 20s to late 40s.  Most have post-secondary education, and household 

income of Moms falls into the following brackets: 
 

 Less than $25,000   12% 

 $25,000 – 49,999   31% 

 $50,000 – 74,999   28% 

 $75,000 – 99,000   17% 

 $100,000+    12% 
 

When couples have children their cost of living increases by 20%.  They enjoy simple indulgences, and 

they (80%) are the most likely group to shop in big box and department stores. Surprisingly, they are the 

least likely group to shop on-line.  Price is often more important to them than buying a brand name product 

when shopping for themselves, but when they shop for household goods, 32% note that they are willing to 

pay more for a better brand. 

 

Today, clients of Kids & Company are largely middle to high income, professional people.  Many are 

doctors, nurses, police officers and university professors as well as middle managers from Canadian 

corporations. Kids & Company’s clients value its prime locations that are close to parents’ place of work 

or their suburban or downtown homes.   

 

Parents who use Kids & Company are very focused on the well-being of their children and they have high 

aspirations for them.  They are knowledgeable and demanding, and they want the very best when it comes 

to service.  They especially value the fact that Kids & Company has licensed centres that only employ 

screened and trained caregivers.  This gives parents peace of mind.  Parents also like the password protected 

webcams that gives them the ability to check-in on their children throughout the day. To keep parents 

informed and engaged, Kids & Company uses newsletters, social media, wellness fairs, lunch & learn 

sessions, centre-based tours, and face-to-face meetings.  Families using Kids & Company services are also 

very satisfied with the high quality, nutritious food served daily to their children (2 snacks, 1 hot lunch and 

1 snack to go at end of the day).  

 

Since the corporate client pays for a certain number of passes for their employees every year, or provides 

access to Kids & Company services at a significantly discounted price, income level does not have as big 

an impact on the choice of Kids & Company as it would have if the service was offered directly to parents.  

 

The Decision 
 

As the plane shot down the runway of Toronto’s Pearson airport and took off into the clear morning air, 

Victoria got out her computer and a file containing some demographic information on Canadian families 

that her assistant had compiled for her (see Appendix 2).  During the four-hour flight, she wanted to think 

deeply about whether she and Jennifer should develop a new child-care offering with a different brand, 
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different client base, different value proposition, and different price-point.  She wanted to be sure she 

captured all the reasons why this might work, but she also needed to know what the dangers might be.  

While she had no doubt that she wanted Kids & Company to continue to grow rapidly in terms of both sales 

and profits, this business was her baby, and she didn’t want to cause it any harm.  She wondered if launching 

a new brand aimed directly at parents (rather than corporate clients) would help grow her business or 

damage its ability to succeed and grow.  Victoria knows that some new brand launches have been a great 

success, but others have been costly mistakes. Victoria and Jennifer had decided they could re-invest 10% 

of revenues ($10 million per year) to grow the company, and they could likely borrow an additional ($5 

million) if they could provide lenders with a solid business plan. To organize her thinking, Victoria started 

to jot down some alternatives knowing that each would have different costs and risks associated with it: 
 

• Status Quo – continue to grow Kids & Company by developing new centres ($500,000 each) and 

acquiring and refurbishing existing centres from other players in the industry. She knew of several 

centres that were for sale for approximately $190,000 each, but they would cost almost the same 

amount to refurbish. Kids & Company would continue to approach corporations and government 

organizations as the primary clients. 

 

• Launch a Family Brand1 – use the Kids & Company or closely related brand name, but create a 

new offering and sub-brand under this brand aimed directly at parents.  Offer fewer or different 

services so that the cost of the service can be reduced, and prices charged to parents can be lower.  

Victoria estimates new centres would cost $250,000 to $350,000 each depending on the services 

and amenities offered. 

 

• Launch a new brand – develop a new brand name for a service offered directly to parents, so that 

the cost of the service can be reduced, and prices charged to parents can be lower. Centre costs 

would be the same as the Family Brand alternative. 

 

Launching a new brand can be costly and time consuming.  Victoria had read material from one branding 

agency that said building a brand can take anywhere from 1-3 years (or more) and cost anywhere from 

$70,000 to $500,000 depending on the size and life cycle stage of the company and the amount and type of 

communication used.iv  

 

While outlining these alternatives helped, Victoria still had many questions running through her mind.  If 

she decided on an alternative other than the ‘status quo’ she still had to make so many decisions.  In 

particular, what market segment would offer the best possibility for growth?  How should the offering and 

its benefits be positioned?  What services should a family brand or a new brand offer?  For example, Victoria 

knew that changing the qualifications of the employees was something she couldn’t do, but she wondered 

if other services provided by Kids & Company could be dropped to lower the price of a new offering aimed 

directly at parents.  Grabbing a fresh piece of paper, she started to do a quick diagram of the services Kids 

& Company currently offered, their relative cost, and whether or not they were valued by parents. 

 

 
ESSENTIAL SERVICES: 

• Food included 

• Quality Teachers/Directors 

• Educational and Learning Programs 

• Upkeep/replacement of toys, books, furniture, etc. 

 

                                                           
1 A family brand is an umbrella brand that is used to market a number of related products under the same brand 
name.  Unilever’s Dove Brand and the Apple brand, for example, are used to market a number of different 
products under the same family brand name.  
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• Maintenance/Painting to keep centres fresh and clean and up-to-

date 

• Online Registration Process 
EXPENSIVE/VALUED BY PARENTS: 

• Food (includes breakfast, hot lunch, snacks) 

• Webcams – password protected to check-in on child 

• Extended Hours of Operation to support working hours/shifts 

• Prime locations with high rent 

• Daily Reports via Tablets 

• Onboarding gifts (customized blankets, bibs) 

• Back-up packages that can be purchased by a linked-employee 

• Date Night (free evening child care served with dinner) 

• Shopping Day (free day child care served with lunch) 

• Field Trips (debatable if valued) 

EXPENSIVE/LESS VALUED BY PARENTS 

• Sippy Cups 

• Online Registration 

 

INEXPENSIVE/VALUED BY PARENTS: 

• Free Start/Transition Week 

• Guarantee for care within a 6-month timeframe 

• No late fees 

• Flexible Care 

• Proprietary Learning & Physical Activity Programs 

• Paternity/Maternity Free Drop-in Programs  

• Workshops/Events/Family Fun Days 

• Pre-Paid Corporate Back-up Passes for Employees 

• After-hour Babysitting Referral Program 

• Ability to use multiple centres for full-time, part-time or back-

up only and travelling on business or pleasure 

• Transfer to another centre 

• Cubby Photos for children 

• WOW moment of child shared with parents 

• Staff Bio Boards 

• Dependent Care offerings (through in-home nanny and elder 

care partners) 

• Recipes / Food tips on Social Media 

• Parenting Advice/Tips on Social Media 

INEXPENSIVE/NOT VALUED BY 

PARENTS: 

• Concierge Service 

• Kids & Company Cuts 

 

 

For a minute, Victoria slumped back in her seat feeling temporarily overwhelmed.  Most services provided 

by Kids & Company seemed to have value, but some added more cost to the operation than others. She 

knew she needed some advice, and decided that as soon as she landed in Calgary, she would call a friend 

who was a marketing consultant and seek the help of her company.  With this help, she was confident she 

could continue to grow the company.  Victoria knew she had to take the same advice she often gives to 

other entrepreneurs: 

• Be open to change 

• Remember your business plan is never done and it keeps growing 

• Be flexible and adaptable to stay relevant 

• Constantly enhance and evolve your business model to satisfy market and societal needs. 
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APPENDIX I 

Benefits for Employers – Stats and Facts 

Used for Marketing to Corporations 

 

• Society has changed, and life can be stressful 
 

• The rising participation of women in the paid work force heightens the demand for child care programs 
 

• Child care is central to providing support to children and families, enabling parents to contribute to the economy and 

ensuring the learning, care, and developmental needs of children are met 
 

• According to a landmark study prepared for the Federal Department of Human Resources, Canadians with child care 

responsibilities are significantly more likely to report work-life conflict.  High levels of work-life conflict are linked 

to increased absenteeism 
 

• Employees that missed worked due to specific child care concerns/challenges missed approximately 8 days per year 
 

• According to Health Canada, work-life conflict costs Canadian companies over $10 billion a year 
 

• Short-term absenteeism rates are on the rise, according to a new report released by Statistics Canada.  Employers need 

to look at what factors are contributing to employee absences, and at cost effective options to assist their employees 
 

• Many employers are seeing the benefits of dependent care programs, as they can assist with; 
 

o Attracting and retaining a quality work force 

o Motivating employees to bring their best self to work each day and concentrate on their jobs 

o Decreasing absenteeism, turnover and increasing productivity on the job 

o Contributing to employee wellness and flexibility 

o Contributing to being an employer of choice 
 

• Many Canadians are waiting until their early thirties to have children, and the life expectancy in Canada has increased. 

Therefore, more Canadians have younger children while they have older parents. This means that the number of 

employees who are faced with balancing the demands of three high energy roles – employment, child care and elder 

care – is likely to significantly increase over the next decade.  As such, employers will need to give more tangible 

attention to work-life issues in order to remain competitive and attract and retain talent 
 

• Support for these caregivers must be considered a business imperative 
 

• Kids & Company researched trends, and one of the options to assist employers and employees with these challenges 

is to offer flexible child care options. Specifically, the emergency back-up option that offers quality child care when 

there is a planned or unprepared breakdown with their regular child care arrangements 
 

 

 

• 1 866 MY KIDCO  |  www.kidsandcompany.com  
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APPENDIX 2 

Portrait of Families, Living Arrangements, and Income in Canada 

All data are from the 2011 (the most recent census) unless otherwise stated 
 

• There were 9,389,700 families in Canada 

• There were 5,587,165 children aged 14 and under who lived in private households 

• The number of families is increasing (5.5% since the 2006 census). The provinces/territories where 

census families grew most rapidly: 

o Yukon (11.9%) 

o Nunavut (10.6%) 

o Alberta (10.5%) 

• The provinces/territories where census families grew most slowly: 

o NWT (+0.5%) 

o Nova Scotia (1.0%) 

o Newfoundland and Labrador (2.3%) 

• The number of families with children living at home is decreasing.  Moreover, in 2011 39.2% of families 

have children; 44.5% of families do not have children 

• The average family was 3.9 people in 1961, when the baby boom was in full swing. Now, it's 2.9. 

• The Census counted more one-person households (3,673,305) than couple households with children 

(3,524,915) for the first time. Between 2001 and 2011, the proportion of one-person households 

increased from 25.7% to 27.6% of all households, continuing an upward trend that has existed for many 

decades. 

o more than 3 in 10 households in Quebec (32.2%) and Yukon (30.7%) were one-person 

households 

• Married couples remained the predominant family structure (67%) 

• Common-law couples (1,576,910) represent 16.7% of families while lone-parent families account for 

16.3% of families 

• 8 out of 10 lone-parent families are led by women (12.8% of all families) 

• There are 64,575 same-sex couple families 

• The median after-tax income of Canadian economic families and persons not in an economic family 

increased 16.8%, from $45,800 in 2000 to $53,500 in 2013 

• In 2013, two-parent families with children had a median market income of $92,600. Senior families had 

a median of $29,900. 

• Lone-parent families headed by a woman had a median market income of $25,200. 

• In 2013, 16.5% of children aged 17 and under lived in low income. Among children living in two-parent 

families, 12.8% lived in low income. For children living in lone-parent families headed by a woman, the 

incidence was 42.6%. 

• Although employment income was the major source of income for all family types, the amount varied. 

The share of employment income was highest for couple families with children under 6 (84.7%) or with 

children between 6 and 17 only (87.9%).  

• In the bottom two income deciles, 67.5% (first decile) and 55.1% (second decile) of total income came 

from government sources. In contrast, government transfers represented 5.0% of total income in the 9th 

decile and 2.1% in the top decile. 

• Where you live plays a big part in how much you earn, too. For instance, middle-class household incomes 

in P.E.I., Nova Scotia, Quebec and several other provinces are well below the national average of 

$66,397. That’s because the numbers are skewed by the much higher incomes in the economic 

powerhouses of Ontario and Alberta. That’s not just true for the middle class, but across every income 

quintile. For instance, the richest 20% of Alberta households earn an average income of $291,260, 

whereas New Brunswick’s top-tier households pull down $168,278. 

• Women will make one-third less than men over their lifetimes on average. While there’s nothing to 

suggest this trend is going away anytime soon, the gender wage gap appears to be narrowing.  

• The wealthiest 20% of households account for about 43% of all income earned, while the poorest 20% 

take in a measly 4%. Being in the middle-class, which generates about 17% of all income earned, isn’t 

much to crow about either. 

• Households in the highest quintile hold a staggering 67% of all wealth in Canada.  
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Sources: Portrait of Families and Living Arrangements in Canada, Statistics Canada - 
http://www12.statcan.gc.ca/census-recensement/2011/as-sa/98-312-x/98-312-x2011001-eng.cfm; 
Canadian households in 2011: Type and Growth, https://www12.statcan.gc.ca/census-
recensement/2011/as-sa/98-312-x/98-312-x2011003_2-eng.cfm; Canadian Income Survey, 2013, 
Statistics Canada, http://www.statcan.gc.ca/daily-quotidien/150708/dq150708b-eng.htm; Tavia Grand 
and Bill Curry, “The wealth of the nation: A snapshot of what Canadians Earn, The Globe and Mail, 
September 12, 2013, http://www.theglobeandmail.com/news/politics/who-are-the-1-per-cent-a-
snapshot-of-what-canadians-earn/article14269972/?page=all; David Hodges and Mark Brown, MacLean’s 
MoneySense Magazine, January 27, 2015, http://www.macleans.ca/economy/money-economy/are-you-
in-the-middle-class/; Family income, by family type (Lone-Parent families), Statistics Canada, 
http://www.statcan.gc.ca/tables-tableaux/sum-som/l01/cst01/famil106b-eng.htm 

 
 
CASE ENDNOTES 
 

i See “Gap Inc.,” Wikipedia, https://en.wikipedia.org/wiki/Gap_Inc. 
ii Andrea Hannen, Highly Personalized Experiences For Families Mean Big Success for Kids & Company, Childcare 
Today, Summer (2015), pp. 10-12, 
http://www.childcaretoday.ca/files/ADCOSummerBTS2015LowresFINAL_267.pdf 
iii MasterIndex™ of Canadian Women Consumers, December 2006, 
https://www.mastercard.com/ca/wce/PDF/15860_MasterIndex-06-EN.pdf 
iv “How much does a brand cost to build?” Garrison Everest, https://www.garrisoneverest.com/brand-
development-2/how-much-does-a-brand-cost-to-build/; and Bill Chiaravalle and Barbara F. Schenck, “How much 
does Branding Cost? Branding for Dummies, 2nd Ed., 
http://www.dummies.com/business/marketing/branding/how-much-does-branding-cost/ 
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