
CONSUMER RIGHTS 
CONFIDENCE 
INDEX 2026
What do we do when our 
things don’t work? 



CPRC 
The Consumer Policy Research Centre (CPRC) exists to create fairer markets. We do this by researching 
and championing reforms to make consumers’ lives better. We focus on areas where people need the 
most support in improving and using their rights, including housing, sustainability and online markets.   

Acknowledgements 
Report authors: Marianne Campbell, Chandni Gupta, and Erin Turner.  

CPRC would like to thank for their input, time and advice, the following experts: Jeannie Paterson, 
Leanne Wiseman, El Gibbs; consumer advocates: Andrew Kelly and Christina Hofmann (CHOICE), 
Brigette Rose, Jean Skeat, Luke Lovell, and Shelley Hartle (Consumer Action Law Centre); and experts at 
Consumer Affairs Victoria (CAV), Treasury, and the Australian Competition and Consumer Commission 
(ACCC). The views expressed in this report should not be attributed to them. CPRC is responsible for the 
views in this report, including any errors or omissions.  

Statement of Recognition 
CPRC acknowledges the Traditional Custodians of the lands and waters throughout Australia. We pay 
our respect to Elders, past, present and emerging, acknowledging their continuing relationship to land 
and the ongoing living cultures of Aboriginal and Torres Strait Islander Peoples across Australia.    

Published by Consumer Policy Research Centre. 

Suggested citation:
Consumer Policy Research Centre, Consumer Rights Confidence Index 2026, August 2026.   

cprc.org.au

CPRC |  Consumer Rights Confidence Index 2026   2

http://cprc.org.au


Table of Contents

​Introduction 												            4

​Key insights						      5 

Recommendations – how can we make consumer rights work for Victorians?  	 7 

Spotlights: Experiences for specific communities 	 8 

​Methodology 											           10

Consumer Rights Confidence Index		  13 

Issues, impacts and awareness of support 							       16

Who complains and who doesn’t?  							       22 

Problematic product sectors  	 28

What do we do when we have a problem with a product?   	 32

Problematic service sectors  	 38

What do we do when we have a problem with a service?   	 41

What should the future look like?   	 46

Endnotes												             53

CPRC |  Consumer Rights Confidence Index 2026   3



What do Victorians do when they encounter a problem with a product or a service? Do we 
complain or do we hold back? How do we manage in resolving issues that affect our daily 
lives, and who is there to help? 

Having a problem with a product we’ve purchased 
or a service we’re using is an inescapable reality – 
things break and services fail. It’s what happens 
next that determines what is fair and what is not, 
and defines consumers’ confidence in speaking up 
and getting a satisfactory resolution. This report 
presents the findings of Victoria’s first Consumer 
Rights Confidence Index, the first study in a series 
where we benchmark and track Victorian consumer 
confidence with exercising their rights over time. 
Through a survey of 2,000 Victorians, we found that 
consumer problems are incredibly common. 84% 
of Victorians have encountered a problem or issue 
with at least one thing they’ve purchased in the 
past 5 years. This represents 4.7M adult Victorian 
consumers.1 Consumer issues erode trust and 
confidence in businesses, people and being online 
(62%), cause detrimental financial impacts (28%), 
and negative health and wellbeing impacts (13%). 

People are used to facing poor, hard to access, or 
non-existent complaints processes. While around 
seven in ten consumers complain to the company 
who sold them the product, satisfaction rates for 
people who do complain are moderate to low. A 
whopping 47% of consumers who had an issue or 
problem with a product or service did not make 
a complaint, due to scepticism about it making a 
difference, lack of time or know-how, or feelings of 
overwhelm.  

In addition to product and service failures, 50% of 
Victorian consumers reported having encountered 
an unfair or illegal business practice in the past 12 
months.2 When extrapolated to the greater Victorian 
adult population, these figures represent 1.3M people 
exposed to at least one illegal business practice in 
the past year, and 1.9M people having experienced 
one or more unfair business practices.3  

Consumers, in particular younger consumers, and 
people with disability, impairment or mental health 
challenges, face barriers to exercising their rights. 
Many social care markets are less regulated and 
require consumer action, impacting willingness to 
complain. Some Victorians are subject to greater 
barriers and discrimination than others, and are also 
experiencing worse outcomes after spending time 
and money navigating complaints processes. 

Victorian consumers deserve better. This data 
shows that too many people are unable to use their 
consumer law rights, particularly their rights to 
a refund, repair or replacement when something 
doesn’t work.  

We hope that with a new ban on unfair business 
practices coming into effect in mid-2027, many of 
the issues we observed in this study will no longer 
be at the forefront of the consumer experience for 
the next wave of research in 2028. Further reforms 
to penalise companies that repeatedly fail to 
respect consumer guarantee rights could also make 
a difference. However, we also hope that businesses 
take the opportunity to act now to put the 
consumer first, as ongoing poor business practices 
will take its toll on consumer trust and confidence in 
the longer term. 

Introduction 
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Key insights

Consumers are not  
familiar with their rights, 
and this impacts complaining 
behaviours. 

80% of Victorians feel lower to mid-levels of 
familiarity with their consumer rights under 
the ACL.  

25% of Victorians are very confident they could 
exercise their ACL rights to get a resolution 
if they experienced a problem with a faulty 
product or service. 

50% of Victorian consumers encountered an 
unfair or illegal business practice in the past  
12 months. 

Negative impacts from  
product and service failures  
are common (72%). 

62% of Victorians expressed lower trust in 
businesses, people and being online in general.  

28% experienced a negative financial impact.  

13% experienced negative health, wellbeing and 
interpersonal impacts. 

61% of Victorians have 
experienced a problematic 
service in the past 2 years.

Service issues were most commonly 
experienced for telco services (internet and 
mobile 21%), flights (11%) and utilities (11%). 

Primary service issues were in relation to 
poor customer service (48%), poor quality 
services (33%), and faulty services that 
didn’t work (26%).  

74% of Victorian consumers 
have experienced a problem 
with a product or consumer 
good in the past 5 years. 

Product issues were most commonly found 
for clothing, footwear and accessories (34%), 
electronic items (31%), small appliances (27%) 
and large appliances (19%). 

75% of product faults were major faults. 

78% of product issues occurred in the first 
year; 20% of product issues occurred after the 
first year.4  

Product and 
service issues 
are widespread.

of Victorian consumers have 
experienced a problem in relation to a 
product or service in the past 5 years. 

84%

CPRC |  Consumer Rights Confidence Index 2026   5



Key insights (Continued)

The benchmark Consumer 
Rights Confidence Index (CRCI) 
score for 2026 is 66.5 

83% of Victorian consumers achieved a score 
higher than zero, indicating positive or mixed 
experiences, confidence and familiarity with 
consumer rights.

17% achieved a score below zero, suggesting 
poorer experiences and impacts, and lower 
confidence and rights familiarity.  

Older consumers (boomers and pre-boomers) 
have the highest confidence score (82), while 
Generation Z consumers have the lowest score 
(43). 

People with disability also have a substantially 
lower score than their counterparts  
(55, compared with 69).

Too many consumer 
problems are never raised as 
a complaint, with low trust 
in complaints processes 
stopping action. 

47% of Victorians had an issue or a grievance 
with a product and/or service that they did 
not complain about.  

Barriers to complaining include scepticism 
that it would make a difference or change 
anything (38%), a lack of time (22%), an 
overwhelming complaints process (22%), 
and the cost of the item not being worth the 
effort to make a complaint (18%). 

Just 1% of people with a product problem and 
2% of people with a service problem lodged a 
proceeding with VCAT. 

CPRC |  Consumer Rights Confidence Index 2026   6



More support to understand  
their rights and what to do if 
something goes wrong 
•	 Build knowledge about consumer rights by 

resourcing Consumer Affairs Victoria (CAV) to 
conduct targeted awareness raising activities 

•	 Require businesses to tell customers about 
their consumer rights when they first raise  
a complaint  

•	 Publish complaints data to help people 
understand what happens when they raise 
issues with a regulator  

•	 Introduce a repair rating label to help 
consumers better assess product longevity 
and repairability before they make major 
purchases.  

Clearer and better  
complaints pathways  
•	 Expand external dispute resolution services, 

starting with a digital ombuds scheme and 
dispute resolution for cars complaints  

•	 Make VCAT more accessible 

•	 Require that all businesses meet minimum 
complaints handling standards  

•	 Invest in services for people with disability to 
address systemic barriers to complaints 

•	 Continue to invest in support services for 
First Nations Victorians to address systemic 
barriers to complaints.

Legal and regulatory action  
to reduce common consumer 
problems 
•	 Focus enforcement action on common and 

harmful consumer problems  

•	 Give regulators the power to penalise 
companies that fail to comply with consumer 
guarantees  

•	 Businesses should act now to stop unfair 
practices  

•	 Improve product safety protections 

•	 Introduce policies to encourage better quality 
products. 

Recommendations –  
how can we make consumer rights 
work for Victorians?
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It’s a big ask for any consumer to self-advocate, but our results show that some 
Victorians face specific barriers when they try to exercise their rights. Many consumers 
sit across more than one, and sometimes all three, of these groups.  

People with disability
People with disability experience higher 
levels of negative impacts from consumer 
problems.6 

•	 68% (compared to 61% of people without 
disability) have lost trust and confidence in 
businesses and online environments  

•	 38% (compared to 26%) have financial 
impacts, and  

•	 24% (compared to 11%) have negative impacts 
to physical and/or mental health.   

For people with disability, their product problems 
were higher for medical / therapeutic / NDIS devices 
(11% compared to 4%), and medicines / supplements 
(15% compared to 8%). Service problems are higher 
for private medical / dental (10% compared to 6%), 
home renovation / repair (9% compared to 5%), and 
NDIS service provision (3% compared to 1%). 

People with disability face barriers and 
discrimination when exercising their rights. This 
combination of factors may be the reason for this 
cohort taking less direct action or being less likely 
to make a complaint when deserved; 57% had a 
product or service issue they didn’t complain about 
(compared to 44% of people without disability). 

People with disability were also more likely to say 
they couldn’t complain because of the cost of 
the complaint (11%) compared to people without 
disability (5%).  

Outcomes of complaints were more negative overall, 
compared to people who do not live with disability 
- 28% had a poor resolution with products and 
36% had a poor resolution with a service, including 
23% who stopped pursuing the complaint part way 
through.  

Spotlights:  
Experiences for specific communities  
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First Nations consumers 
First Nations consumers in Victoria faced 
higher proportions of product and service 
issues, as well as experiencing more unfair 
business practices.7  

Overall, 98% of First Nations Victorians experienced 
a recent product or service issue (compared to 
84% within the general population). They also had 
more product and service problems on average (5.8 
problems on average in recent years, compared 
to 3.5 on average among non-First Nations 
consumers). 

For First Nations consumers, product issues were 
higher for large appliances (35% compared to 19%), 
children’s toys and games (22% compared to 10%), 
and medical / therapeutic / NDIS devices (15% 
compared to 5%). Service issues were higher for 
streaming services (20% compared to 10%), holiday 
accommodation / hotels (15% compared to 6%), 
software services / apps (15% compared to 5%), 
private medical or dental (17% compared to 7%),  
and vehicle rental services (11% compared to 3%). 

63% of First Nations consumers (compared to 50% 
of consumers who did not identify as First Nations) 
experienced a breach of consumer guarantees or 
poor business practices overall; specifically:

•	 35% experienced a breach of rights (compared  
to 24%) 

•	 39% experienced poor business practices 
(compared to 34%) 

•	 First Nations Victorians were less likely to make a 
product or service complaint: 52% had a product 
or service issue they didn’t complain about 
(compared to 39%).   

First Nations consumers were less likely to take 
direct complaints action (53% did not make a 
complaint, compared to 47%). These consumers 
also showed higher levels of being referred to 
the manufacturer (28% compared to 16%), trying 
to resolve the issue themselves (29% compared 
to 19%), as well as advice seeking from external 
organisations including CAV (14% compared to 5%).

Young Victorians   
Generation Z represents the youngest 
adult consumers in Victoria; they face 
disproportionately high levels of uncertainty 
and lower levels of familiarity with their 
rights, which in turn adversely impact 
them exercising their rights when things go 
wrong.8   

Gen Z consumers have the lowest familiarity with 
consumer rights (58% compared to 66% older 
consumers), and the highest uncertainty about 
what organisations exist to support consumers (17% 
compared to 11% older consumers). 

Compared to older consumers, Gen Z consumers 
have the lowest average confidence in exercising 
rights (4.3/10 compared to 4.8/10) and confidence 
is even lower for getting a satisfactory resolution 
(4.5/10 compared to 4.9/10). 

This is problematic, as compared to their older 
counterparts, Gen Z consumers are: 

•	 More likely to have experienced a product and/or 
service issue (93% compared to 82%)  

•	 Most likely to have experienced negative financial 
impacts (32% compared to 27%) 

•	 Most likely to have experienced an illegal practice 
in the past 12 months (29% compared to 23%) 

•	 Least likely to have complained about a product 
or service issue (37% complained compared to 
58% older age groups) 

•	 Most likely to believe they’re not entitled to 
complain (16% compared to 11%). 
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This quantitative research study explored Victorian consumers’ experiences of faulty 
products and issues with services in recent years. CPRC investigated what consumers do 
in the face of faults, the costs and benefits of complaining, and what they need in order 
to achieve a satisfactory resolution.  

Research objectives 
The overarching research aim was to measure 
consumer confidence in exercising their consumer 
rights. The research objectives were:  

•	 to measure the incidence of product issues 
and faults experienced in the past 5 years, 
and the incidence of service issues and 
challenges in the past 2 years 

•	 to understand how widespread unfair and 
illegal business practices are, in relation to 
consumer guarantees 

•	 to explore consumer actions and reactions 
to faults and challenges with products and 
services they interact with on a regular basis9, 
and 

•	 to examine complaint thresholds and barriers.    

This report presents findings from a 15 minute online 
survey of n=2,000 Victorian residents, conducted 
between 26 February and 10 March 2026. Quotas 
were set to ensure the sample was representative of 
the state’s population in relation to age, gender and 
location breakdown.10 

For a sample of this size, the margin of error is +2.2%, 
meaning that for a finding of 50%, we can be 95% 
confident that the result in the broader population 
would fall between 47.8% and 52.2%. 

Statistically significant differences between 
demographic and psychographic subgroups have 
been called out where they exist, for the following 
variables: 

•	 Region in Victoria: Metro vs Regional/rural/
remote 

•	 Generation: Gen Z, Gen Y, Gen X, Boomers and 
Pre-boomers 

•	 Equivalised household income quartiles11: 
Quartiles 1-4 

•	 Household composition: Children living in the 
home vs no children living in the home 

•	 Disability status: People who disclosed 
living with a disability / chronic illness / 
daily impairment / mental health challenge 
compared with people without disability  

•	 First Nations consumers compared with 
consumers who do not identify as First 
Nations, and  

•	 Comfort with the English language: Low to 
medium comfort with English vs High comfort 
with English.  

If no subgroup differences are stated in the 
commentary of this report, this means any 
differences did not reach statistical significance 
(e.g. when there were no meaningful differences 
between subgroups).  

Generational subgroups in our sample are based 
on classifications made by the Australian Bureau 
of Statistics and noted as Gen Z (born between 
1997 and 2008), Gen Y or millennials (born 
between 1982 – 1996), Gen X (born between 
1967 and 1981), Boomers and Pre-boomers (born 
between 1952 and 1966; between 1933 and 
1951).12 

To develop the questionnaire, CPRC consulted 
with teams at Consumer Affairs Victoria 
(CAV); Treasury; the Australian Competition 
and Consumer Commission (ACCC); experts 
in Australian Consumer Law (ACL), durability 
and repairability; consumer advocates; and 
community legal centre lawyers working on 
the frontline to assist consumers with such 
challenges. 

We have measured product faults and issues 
within the past 5 years, to capture issues 
relating to quality and durability. We have 
measured service faults and issues within the 
past 2 years, to recognise the increasingly digital 
nature and immediacy of the delivery of many 
services.

Methodology 
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The Consumer Rights Confidence 
Index  
CPRC has developed the first Consumer Rights 
Confidence Index (CRCI); a metric which 
encapsulates multiple different data points 
underpinning consumer confidence in exercising 
one’s rights, into one number to track trends over 
time. The index is comprised of five domains, with 
each domain receiving the same weighting within the 
index (20%):    

1.	 Poor business practices and consumer 
guarantee breaches 

2.	Barriers to making a complaint 

3.	Issues impacts 

4.	Confidence in ability to exercise rights 

5.	Familiarity with consumer rights and 
organisational awareness.    

Respondents were asked a series of questions 
based on the domains above, and their individual 
responses are amalgamated and standardised 
on a scale of -100 to +100, whereby the higher 
the number, the stronger the confidence level 
of the consumer. For example, scores below 0 
suggest predominantly negative experiences and 
low confidence, scores of 0 suggest neutral or 
mixed experiences, and scores above 0 suggest 
predominantly positive experiences and higher 
confidence. 

To achieve the CRCI benchmark score to track 
over time, we use the distribution of scores 
along the -100 to +100 scale, aggregate all 
responses above 0 and all responses 0 and 
below. We then subtract the overall proportion 
of scores of 0 or below from the proportion 
of scores above 0. For example, if 60% of the 
sample gave a score more than 0, and 40% 
scored 0 or less, the CRCI score would be 20. 

Defining unfair and illegal business 
practices   
The terms below and associated definitions are used 
throughout the report. 

Unfair business practices comprise consumer self-
reports of the following: 

•	 A business sold / tried to sell me an extended 
warranty  

•	 I wanted a repair of a faulty product but I 
could only get a refund or replacement and/or 

•	 It took too long for me to get a resolution on a 
faulty product / service. 

Illegal business practices comprise consumer self-
reports of the following: 

•	 I wanted to return a product that was 
damaged or faulty but I wasn’t allowed to 
because it was on sale 

•	 A business told me if something went wrong 
with a product I purchased that I had to 
return it in the original packaging, and/or 

•	 A business told me that I had no rights if the 
item breaks after the warranty period. 
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Our Research
Findings 
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CPRC has developed the first Consumer Rights Confidence Index (CRCI), to benchmark 
and track Victorian consumers’ confidence in exercising consumer rights in the context of 
experiences and impacts of poor business practices.    

In 2026, 83% of Victorian consumers achieved 
a score higher than zero, indicating positive and 
mixed experiences, confidence and familiarity 
with consumer rights. 17% achieved a score of 
zero or below, suggesting poorer experiences 
and impacts, and lower confidence and rights 
familiarity.  

If we look to consumers with scores of 50 or 
above, marking predominantly good experiences 
and sound dispute resolution, this comprises 
17% of Victorians. 

Consumers with stronger confidence are 
middle-aged or older (Gen X, Boomers and 
Pre-boomers), and people without disability 
or impairment. In contrast, people with lower 
confidence tend to be younger (Gen Z and  
Gen Y), and people with disability or impairment. 

Consumer Rights Confidence Index 2026  

Figure 1. Distribution of the 2026 consumer confidence scores, range: -48 - +94, n=2,000

-100 -50 0 50 100

83%→←17%

17%→

Low 
Confidence

High 
Confidence

The overall starting benchmark score on the 2026 CRCI is 66, with most cohorts scoring within +4 
points. Boomers and pre-boomers have the highest confidence score (82), while Generation Z has the 
lowest score (43). People with disability also have a substantially lower score than their counterparts 
(55, compared with 69).
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Figure 2. 2026 
confidence scores for 
different consumer 
cohorts. Red shaded 
circles indicate scores 
of 50 or below, yellow 
indicates scores ranging 
between 51 and 65, 
teal indicates scores 
between 66 and 80, 
dark green indicates 
scores of more than 80 
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At the time of writing, a Bill amending the ACL 
has been passed by Federal Parliament. This 
reform introduces a ban on unfair business 
practices into the ACL and will take effect from 
1 July 2027. We expect this will result in changes 
by businesses over the next year and as a result 
we should see scores for complaints abilities 
increase over time. Some of the systemic 
barriers to achieving a remedy will be removed 
as they will be deemed unfair under the general 
prohibition, as well as being addressed by 
specific reforms such as banning subscription 
traps, and hidden charges at check out.13 

Overall, the results point to a gap in consumer 
knowledge about general consumer rights. 
There is a general expectation for consumers 
to advocate for themselves when they 
encounter an issue with a product or service. 
For this to work well, there needs to be a 
greater investment in education efforts to help 
Australians understand the rights they have and 
how to enforce them.  

83

51

86

47 46

0
10
20
30
40
50
60
70
80
90

100

Experiences of
poor business

practices

Complaints
barriers

Issues impacts Confidence in
exercising

consumer rights

Consumer rights
familiarity and
awareness of

supports

Figure 3. CRCI domains, n=2,000. Red shaded circles indicate scores of 50 or below, yellow indicates scores ranging between 51 and 65, 
teal indicates scores between 66 and 80, dark green indicates scores of more than 80 

Figure 3 shows that barriers to complaints, low familiarity with rights, and associated confidence in 
exercising rights are detracting the most from overall consumer confidence. 

CPRC |  Consumer Rights Confidence Index 2026   15



Product and service issues are widespread in Victoria. 

Overall, 84% of Victorian consumers have 
experienced a problem in relation to a product or 
service in the past few years. This extrapolates 
to 4.7 million adult Victorian consumers.14 

74% of Victorian consumers have experienced 
an issue or problem with a consumer good in the 
past 5 years (2.3 product issues on average), 
and 61% of Victorians have experienced a 
problematic service in the past 2 years (1.2 
service issues on average). 

Issues overall were skewed towards younger 
consumers, and people with higher disposable 
income, living in metropolitan Melbourne, likely 
highlighting that in some cases more problems 
were linked to higher consumption rates. 98% of 
First Nations consumers reported having at least 
one product or service problem in recent years. 

Issues, impacts and awareness  
of support   

26%

39%

22%

31%

37%

26%

15%
4%

Experiences of product issues
past 5 years

Experiences of service issues
past 2 years

5+ problems

2-4 problems

1 problem

No problems

26%

39%

22%

31%

37%

26%

15%
4%

Experiences of product issues
past 5 years

Experiences of service issues
past 2 years

5+ problems

2-4 problems

1 problem

No problems

Figure 4. Victorian residents’ experiences of product and/or service issues in recent years, n=2,000 consumers 

84%

of Victorian consumers 
have experienced a 
problem in relation to 
a product or service in 
the past 5 years.
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Close to three quarters of Victorians 
experiencing a product or service issue also 
experienced a negative impact (72%).   

62% expressed lower trust in businesses, people 
and being online in general, 28% experienced a 
negative financial impact, and 13% experienced 
negative health, wellbeing and interpersonal 
impacts. 

In general, Boomers and Pre-boomers were the 
least likely to have experienced any negative 
impacts (33%). 

People with disability or impairment showed 
elevated negative impacts, including higher 
negative financial impacts (38%), lower trust 
online and in businesses (68%) and detrimental 
impacts to wellbeing and interpersonal 
relationships (24%).  

62%

28%

13%

28%

Lower trust and confidence - online, in
people, in businesses

Negative financial impact - lost money,
impacted ability to work, debt, harder to

get a loan

Negative wellbeing impact - negative
impact to mental health and wellbeing /

personal relationships

No negative impacts

Figure 5. Negative impacts experienced as a result of a product or service issue, n=1,688 consumers having experienced an issue 

“Sadness and frustration that my 
current low income as a sole parent 
renders me powerless to rectify this 
situation, and that there is woefully 
inadequate financial and social/welfare 
support for the many Australians doing 
it tough right now.” 

“Delayed health remedy resulting in 
ongoing chronic health issues both orally 
and dermatologically.” 

“The NDIS matter was for car hand 
controls. There is pretty much only one 
guy monopolising with his shonky work 
across inner Melbourne. So did not want 
to continue to use but hard to avoid.” 
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Businesses are regularly engaging in unfair practices and breaching 
consumer guarantee protections.  

50% of Victorian consumers experienced 
misinformation, poor practice or a breach in 
relation to their consumer guarantee protections 
in the past 12 months. In general, experiences of 
these practices were skewed towards younger 
and middle-aged consumers (Gen Z, Gen Y and 
Gen X), and households with children. 

Around 1 in 4 consumers have encountered 
at least one illegal practice from a business in 
the past year (24%; see Figure 6). These illegal 
practices include the business telling them: 

•	 that a return on a faulty item needs to be 
made in the original packaging (15%) 

•	 they would not be allowed to return a faulty or 
damaged product if it was on sale (8%), and/or 

•	 they had no rights if an item breaks after the 
warranty period (7%).

24%

15%

8%

7%

NET: Illegal practices

A business told me if something went
wrong with a product I purchased that I
had to return it in the original packaging

I wanted to return a product that was 
damaged or faulty but I wasn’t allowed to 

because it was on sale

A business told me that I had no rights if
the item breaks after the warranty period

Figure 6. Business practices contravening consumer guarantee protections under the ACL, experienced by Victorian consumers in the past 
12 months, n=2,000 consumers 
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Overall, 34% of consumers experienced an 
unfair but not yet illegal business practice (see 
Figure 7); specifically: 

•	 a business trying to sell them an extended 
warranty (18%) 

•	 a resolution on a faulty product or service 
taking too long (15%), and/or 

•	 a repair request on a faulty item being denied 
in lieu of a refund or replacement (6%). 

If we extrapolate these findings to the greater 
Victorian population, more than 1.3 million 
people would have been exposed to at least 
one illegal business practice in the past year, 
and more than 1.9 million people would have 
experienced one or more unfair business 
practices.15 

While not illegal, a business selling a consumer 
an extended warranty can represent an 
unfair business practice, as many extended 
warranties don’t offer the consumer any 
additional protection above their consumer 
guarantee protections under the ACL. Put 
simply, consumers are often encouraged to pay 
for something that gives them no additional 
protection. 

Under the ACL, consumers are entitled to enjoy 
a product or service of acceptable quality for a 
reasonable period of time, meaning that even 
if a product breaks or service fails outside of 
the manufacturer’s or business’ warranty, the 
consumer may still be entitled to a remedy, e.g. 
a refund or replacement.16 

These experiences of unfair and illegal business 
practices appear to erode consumer knowledge 
and confidence in exercising their rights, and 
may be a product of a power imbalance that 
exists between businesses and consumers. 

34%

18%

15%

6%

NET: Unfair practices

A business sold / tried to sell me an
extended warranty

It took too long for me to get a resolution
on a faulty product / service

I wanted a repair of a faulty product but I
could only get a refund or replacement

Figure 7. Unfair business practices experienced by Victorian consumers in the past 12 months, n=2,000 consumers 
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44%

33%

12%

1%

1%

2%

3%

<1%

<1%

6%

27%

32%

48%

43%

42%

35%

35%

34%

19%

11%

71%

65%

60%

44%

43%

37%

36%

34%

19%

11%

6%

4%

Awareness before prompting Additional awareness after prompting Total awareness

Consumer Affairs Victoria (CAV)

The Australian Competition and Consumer Commission (ACCC)

The Victorian Civil and Administrative Tribunal (VCAT)

Australian Securities and Investments Commission (ASIC)

The Magistrates Court of Victoria

Telecommunications Industry Ombudsman (TIO)

CHOICE

Energy and Water Ombudsman of Victoria

National Debt Helpline

Essential Services Commission Victoria

Community organisations, e.g. financial counselling, legal centres

None / Unsure

While older consumers and people with a high 
level of comfort with the English language, and 
complainants showed generally high levels of 
organisational awareness, certainty was lowest 
among Gen Z consumers, people with lower 
comfort with English, and non-complainants. 

While there’s variable awareness of support 
organisations, top-of-mind awareness is low. 
Interestingly, awareness is no higher among 
people who experienced a product or service 
issue, compared to those who did not. 

Figure 8. Awareness of organisations that support and help consumers exercise their consumer rights under the ACL, n=2,000 consumers  
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Awareness for organisations that support consumers to exercise their 
rights is modest.   

Consumers were asked this open-ended 
question: “Which organisations are you aware 
of that provide support to Victorians who 
experience problems with products or services 
they buy?” 

The organisation receiving the highest 
unprompted awareness (spontaneous mentions) 
was Consumer Affairs Victoria (CAV), with 44% 
naming this organisation with no prompting. This 
was followed by the Australian Competition and 
Consumer Commission (ACCC), or mentions of  
the Consumer Watchdog, by 33% of consumers. 

The Victorian Civil and Administrative Tribunal 
(VCAT) received the third highest proportion of 
spontaneous mentions; however, the rate was 
substantially lower (12%). 

Consumers were then prompted with a list 
of organisations that support and provide 
information to consumers in relation to their 
rights under the ACL. The top three organisations 
with the highest prompted awareness were the 
same: CAV (71%), ACCC (65%), and VCAT (60% 
prompted). 



Consumer familiarity with how to exercise rights is moderate.    

80% of Victorians felt lower to mid levels of 
familiarity with their consumer rights under the 
ACL. Additionally, confidence to exercise these 
rights and achieve a satisfactory resolution was 
low. Only 25% of Victorians were very confident 
they could exercise their ACL rights to get a 
resolution if they experienced a problem with a 
faulty product or service, while 24% were very 
confident they’d get a satisfactory resolution. 

Across the board, older consumers (Gen X and 
Boomers / Pre-boomers) expressed significantly 
higher familiarity and confidence with exercising 
their rights compared to their younger 
counterparts. 

36% 33% 30%

45%
42% 46%

20% 25% 24%

Familiarity with rights 
under the ACL

Confident that you could
exercise your rights under

 the ACL to resolve it

Confident that you’d 
get a satisfactory

Very familiar / confident
(7-10/10)
Somewhat familiar / confident
(4-6/10)
Not very familiar / confident
(0-3/10)

 resolution / remedy

36% 33% 30%

45%
42% 46%

20% 25% 24%

Familiarity with rights 
under the ACL

Confident that you could
exercise your rights under

 the ACL to resolve it

Confident that you’d 
get a satisfactory

Very familiar / confident
(7-10/10)
Somewhat familiar / confident
(4-6/10)
Not very familiar / confident
(0-3/10)

 resolution / remedy

Figure 9. Familiarity with consumer rights, and confidence to exercise rights under the ACL, n=2,000 consumers 
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Consumer confidence impacts self-advocacy and can prevent people  
from complaining.  

Overall, 53% of Victorians made some form of 
complaint about a consumer problem, while 47% 
had an issue or a grievance with a product and/
or service that they did not complain about. 

Consumer confidence was found to affect 
action. Consumers with lower confidence were 
more likely to be non-complainants (bottom 
2 quartiles: 63%), compared to their more 
confident counterparts (24%). 

Overall, non-complainants were generally 
younger consumers (63% of Gen Z and 46% of 
Gen Y did not make a complaint when they could 
have). People with disability were more likely 
to be non-complainants (57%), as were people 
with lower levels of comfort with the English 
language (57%). 

Overall, 27% of all product and service issues 
went without a complaint and, of all complaints 
made, 57% resulted in a positive resolution, while 
26% resulted in a poor or negative outcome. 

Who complains and who doesn’t?    

53%
37%

76%

47%
63%

24%

Complainant status
overall

Lower confidence Higher confidence

Non-complainant

Complainant

Figure 10. Proportion of Victorians who did and did not make a complaint, n=1,688 consumers.17 

Scepticism, lack of time, and overwhelm are key barriers to complaining.   

People reported not complaining about a 
product or service issue due to overriding 
scepticism that it would make a difference or 
change anything (38%), a lack of time (22%), an 
overwhelming complaints process (22%), and the 
cost of the item not being worth the effort to 
make a complaint (18%). 

“Complaints processes suck; they’re deliberately 
made obscure and difficult to deter people from 
actually using them. AliExpress is a great example 
– They require video evidence of you unboxing the 
entire product on receival before you even know 
there is an issue.” 
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Gen Z consumers were most likely to cite a 
lack of time (25%) and a lack of knowledge of 
entitlement to complain (16%) compared to their 
older counterparts. 

People with disability face greater barriers to 
complain due to the cost, with 11% of people 
with disability stating costs prevented them 
from complaining compared to 5% of people 
without disability. 

These findings suggests that there are 
systemic barriers to complaining causing 
great impediment. While it’s realistic to expect 
some products and services to break or be 
faulty, the complaints process and pathways 
to remedy should not put excessive onus on 
individuals. It’s unfair for businesses to place 
unnecessary demands on consumers to expend 
significant time, energy, and at times money, 
exercising their rights and having to prove a 
fault. Ultimately, some businesses may bank 
on a consumer’s lack of ability or willingness to 
expend time and energy for a remedy that may 
not eventuate or may be unsatisfactory.  

 
“I was too tired and sick to take it further.” 

“I have chronic illness and just didn’t have 
the energy to follow up.” 

“I can’t do what an able-bodied person of 65 
can do.” 

These findings together suggest that if a 
consumer is experiencing an issue with a 
product or service and either they don’t 
complain (47%) or they are not satisfied with the 
result of a complaint to the business (40%-66% 
not satisfied with a product/service complaint 
made to the business), they are most often not 
able to bring to mind an organisation that can 
assist or support them to achieve a remedy. This 
modest awareness of support organisations, 
low familiarity with consumer rights, and low 
confidence to exercise rights, would further 
compound feelings of hopelessness for how to 
fix the issue, and scepticism regarding getting 
a satisfactory outcome, potentially amplifying 
negative impacts of the problem. 

Figure 11. Barriers to making a complaint, n=790 consumers who had an issue they didn’t complain about. Teal bars indicate positive 
reasons for not complaining; red bars indicate negative barriers. 

38%

22%

22%

18%

17%

16%

13%

12%

8%

6%

5%

3%

No time to

Overwhelming process

Item cheap enough not to bother

Stopped using product / service

Didn’t know how or where to complain

Didn’t think I was entitled to complain

Issue was fixed before needing to complain

Didn’t have enough evidence

Too expensive to complain (e.g. tribunal fees)

Compensated for the problem

Needed help to complain but help wasn’t available

Didn’t think it would make any difference
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“After several calls, they eventually 
delivered the product for no extra charge.”  

“This was a large item but I was forced to 
find a way to get it back to the store at 
my own cost which was ridiculous and if 
I wanted a replacement I needed to drive 
40mins away to pick it up or I’d need to 
wait weeks for a delivery.” 

“I contacted the retailer who sent another 
electrician to fix it. He combined the old 
and new panels but it seems to have 
impacted the charger for the EV after the 
old inverter was disconnected. Still going 
through the process to have this rectified.” 

“I had to go through so many channels 
but finally managed to get them to stop 
charging my credit card.” 

“After three months of emailing the 
property manager, he finally started 
emailing us when the tests were going to 
happen, so we at least knew what day it 
would occur.” 

Barriers to resolving complaints 

When something breaks, it can place a lot of 
stress upon a person, particularly if it’s an 
essential service or an expensive purchase. 
Currently, making a complaint, and taking 
steps to achieve a remedy for a faulty product 
or service – either directly via the business, 
or when using an external dispute resolution 
(EDR) scheme – is compounding the cost of the 
existing fault or failure. 

Positive complaint resolutions still often demand 
time and effort, and inconvenience consumers 
in terms of opportunity, wellbeing, and trust, 
but what is the cost to businesses? Any costs 
to businesses appear to be being offset by 
creating lower quality products, delivering lower 
quality services, and removing human contact in 
post-sales processes. It’s a race to the bottom 
regarding product and service quality, and 
customer service, leaving consumers with few 
options, low hopes and high stress. 
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What’s working well?     

People identified good complaints handling 
where a company was proactive, easy to 
contact, and communicated timelines clearly. 
Good resolution also often involved a degree of 
compensation. 

“They let us know with the bill that they were 
working on the problem and gave extended 
payment times.” 

“They ended up notifying us consumers a few hours 
after they were made aware by text and email.” 

“They offered me an alternative that was about 
80% of what I had been trying to get.” 

“The company paid $750 for the insurance excess.” 

“I was charged for one month too many then 
they successfully cancelled and I didn’t get 
charged again.” 

Consumers want to speak to a human, get 
timely resolution, and to be taken seriously. 

Factors that would support consumers to make 
a complaint where one is warranted include the 
ability to speak to a human (45%), timely resolution 
(41%), assurance of being listened to and taken 
seriously (37%), and appropriate compensation (31%). 
Speaking to a human is particularly important to 
regionally based Victorians (54%), and people with 
disability (54%), while compensation is important to 
Gen Z consumers (36%) and people living in metro 
areas (33%). First Nations consumers most want the 
issue resolved in a timely manner (50%). 

When something goes wrong with a product or  
a service, the experience is stressful enough, even 
before embarking on a challenging complaints 
process. 

“Disappointed at the level of care and quality in 
general. Extremely dissatisfied with lack of phone 
support everywhere it’s ‘go online’, recorded msgs, 
chat - there are no humans to help.”

Figure 12. Consumer wants and needs when encountering a product or service issue, n=790 consumers who did not complain when they could have 

58%

41%

37%

31%

27%

22%

13%

Speaking to a human / direct line to customer service

Resolving the issue in a timely manner

Knowing that I will be listened to and
my complaint will be taken seriously

Appropriate compensation

Not having to repeat my complaint over and over

Being kept up to date about the progress of my complaint

Detailed information from the retailer /
manufacturer about how to make a complaint
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Complaint escalations     

When someone cannot resolve a problem 
directly with a business, they have options to 
escalate their complaint:  

•	 for a small number of issues tied to products 
or services in energy, telecommunications and 
financial services, they can raise an issue with 
an ombudsman service. This process is free to 
the consumer.  

•	 use VCAT to raise a complaint about a 
consumer issue. This costs between $74.10 
and $553.10 for complaints about goods or 
services under $100,000, although fee waiver 
options are available.18

Findings showed relatively high satisfaction with 
Ombuds schemes for service-related problems 
(61%), compared to other complaint channels 
(28-39% satisfaction). Comments were also 
largely positive in terms of achieving resolution. 
However, sentiment was negative in that going 
to an Ombuds scheme should be the last resort, 
and consumers were frustrated at having to pull 
this card. 

“The issue was resolved well by the electricity 
ombudsman.” 

“Superloop kept me running around for about 
3 hours over 3 phone calls just to relocate 
a service to a new home. I forced them to 
compensate me through the ombudsman.” 

“Worst experience was moving house 
and Telstra cut off our internet for over a 
month and deleted our email addresses. We 
threatened going to the ombudsman and they 
showered us with discounts and half arsed 
solutions.” 

“The delivery never arrived. Both parties 
(JB HiFi and the courier) would not take 
responsibility. After 5 weeks, I spoke to an 
Ombudsman. The next day I was told the 
combi oven was officially lost and JB would 
replace it. It was disappointing that it got to 
that point.” 

Our results show that VCAT is under-utilised by 
consumers facing product and service difficulties. 
This is likely due to the protracted timeframes, and 
the onus placed on the consumer to self-advocate 
and prove their case. As part of the process, 
someone using VCAT is asked to identify the specific 
legal issue they are facing and to submit points 
of claim about the matter. This can be especially 
challenging for many consumers to articulate 
without legal advice or support, with research 
revealing this is something many First Nations 
consumers are not doing.19 

VCAT notes on its website that issues relating to 
goods and services can generally take up to 52 
weeks for a mediation or hearing to take place.20 

Overall, 1% of product issues and 2% of service issues 
result in the consumer lodging a proceeding with 
VCAT. Looking at the groups of unresolved issues 
after complaining to the retailer or manufacturer 
in the figure below, whereby the consumer ended 
up giving up after the business refused to help or 
didn’t respond, the number of complaints escalated 
to VCAT still remains small. Only 4% of unresolved 
product- and/or service-related issues were 
escalated to VCAT.
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Figure 13. Escalations of unresolved issues to VCAT, and associated satisfaction levels21 

49% 
satisfaction

39% 
satisfaction

26% 
dissatisfaction

32% 
dissatisfaction

While only a small number of people had used 
VCAT, less than half were satisfied (39-49%). The 
comments provided about consumers’ experiences 
were overwhelmingly negative. People reported 
confusing processes or barriers to using VCAT even 
if they wanted to progress a complaint. 

“I lodged a form to VCAT, but they contacted 
me when I was overseas even though I clearly 
indicated my away period. When I returned, I 
contacted VCAT and got told of that I was not 
contactable and did not have a roaming on!!!” 

“VCAT was unable or unwilling to help me 
despite my case.” 

“When I realised my car was leaking oil the 
repairer would not help me in any way, so I 
had it repaired at another repairer at great 
cost to me. As the company had been taken 
over and all the staff had been replaced it was 
impossible for me to take them to the Small 
Claims Tribunal.” 

“I started VCAT process but very confusing 
trying to figure out the business’s company 
structure plus was going to cost more money. 
Reluctantly accepted credit note and sold it 
on eBay for a loss.” 

4% started an action 
with VCAT about a 
product problem

4% started an action 
with VCAT about a 
service problem

23% product problems 
remain unresolved after 
complaining to retailer

31% service problems 
remain unresolved after 
complaining to service

CPRC |  Consumer Rights Confidence Index 2026   27



The most problematic product sectors are fashion, electronics, and appliances.   

More than a third of consumers reported problems 
with clothing, footwear or fashion accessories in 
the past 5 years, making it the most problematic 
product for Victorians, followed closely by electronic 
devices and appliances. Overall, 92% of products 
with issues were purchased new, and 6% second 
hand; with 81% having made the purchase from an 
Australian seller (79% from an Australian company; 
2% from a peer-to-peer local marketplace). 16% 
made the purchase from an overseas seller or global 
marketplace (e.g. Amazon, eBay, Temu). 

Vehicles, large appliances and medicines were the 
most likely product sectors to have been purchased 
from within Australia (89-92%). Clothing, footwear 

or accessories, electric vehicles (e.g. e-bikes), 
entertainment and sporting items, and children’s 
toys and baby products were the product sectors 
that were most likely to have been purchased from 
an overseas seller (14-20%). 

Of the top five faulty product types, two represent 
fast moving consumer goods (FMCG products – i.e. 
fashion, small appliances) while three represent ‘big 
ticket’ items, which are items of significant expense 
and importance (i.e. electronics, large appliances, 
and furniture). Failure of a big ticket item comes with 
significant inconvenience, stress, and often, financial 
implications.   

Problematic product sectors    

34%

31%

27%

19%

17%

16%

15%

14%

12%

11%

10%

9%

6%

4%

4%

Clothing / footwear / accessories

Electronic devices, e.g. computers, phones, gaming devices

Small appliances

Large appliances / white goods

Furniture

Toiletries / cosmetics / beauty products

Cleaning or maintenance items / tools for home / garden

Gift vouchers

Children’s toys / baby products

Entertainment items, e.g. instruments, sporting, hobbies

New / used vehicle

Prescription / non-prescription medicines

Medical or therapeutic device,
 including NDIS equipment / products

Solar panels / solar hot water / home battery

Electronic vehicles, e.g. e-scooter, e-bike

Figure 14. Incidence of 
problematic product types 
over the past 5 years as 
reported by consumers, 
n=2,000 consumers 
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Failure timeline < 1 year 1-5 years 

Total: All sectors 78% 20%

Clothing / footwear / accessories 91% 8%

Electronic devices 69% 30%

Small appliances 77% 22%

Large appliances / whitegoods 54% 44%

Furniture 85% 14%

Toiletries / cosmetics / beauty products  89% 11%

Cleaning / maintenance items / tools for home or garden 89% 9%

Gift vouchers  72% 24%

Children’s toys / baby products 91% 8%

Entertainment items 79% 21%

New vehicles 66% 33%

Used vehicles  68% 28%

Medicines 92% 8%

Medical / therapeutic device, including NDIS equipment / products 83% 15%

Solar panels / home battery 51% 36%

Electric vehicles (e.g. e-bike) 81% 19% 

Table 1. Most common product age when issue arose, n range=28*-599 product issues22

Across all sectors, 57% of product issues were en-
countered within the first 3 months, and 78% within 
the first year. This is well before what would be 
deemed a ‘reasonable’ duration as interpreted within 
Australian Consumer Law. Early failure of products 
suggest items could be poorly made. Consumers 
are often finding fault or failure of more than one 
product they have purchased, and either can’t enjoy 
the product to an acceptable quality or reasonable 
duration (or both). 

20% of product issues occurred after the first year 
(2% couldn’t recall), which would potentially mark 
a time after the manufacturer’s warranty expires. 
However, consumer guarantees should still apply 
after this period.



What went wrong?    

Product problems mostly relate to faults, 
breakages and lower quality products. 

Overall, 75% of product faults experienced by 
Victorians in the past 5 years can be classified as 
major, and include faulty / broken products (41%), 
products that break down after some time (39%), 

unsafe products (10%), or products that caused 
harm or injury (4%). 5% of the product issues raised 
by consumers could be classified as minor faults. 

42% of product problems related to unfair business 
practices, 34% relate to illegal practices, and 29% 
poor or slow customer service.  

75%

41%

39%

10%

4%

5%

5%

1%

42%

29%

8%

7%

6%

6%

6%

4%

4%

34%

14%

13%

9%

6%

5%

4%

29%

15%

11%

9%

9%

NET: MAJOR FAULT

Faulty / broken / didn’t work

Broke down / broke after a short time

Was unsafe

Harm / injury from the product

NET: MINOR FAULT

Issues with software updates

Part of the product broke / was faulty

NET: UNFAIR BUSINESS PRACTICES

Lower quality / wasn’t as advertised

Not provided with all relevant information before purchase

Hidden fees /  price charged was more than advertised

T&Cs were unclear / hard to understand

Sales staff misrepresented the product / didn’t tell me crucial
information

T&Cs were unfair

Company selling the product collected excessive personal
information

Was exposed to unwanted /
unsolicited contact to try to sell me something

NET: ILLEGAL BUSINESS PRACTICES

Issues with returns (e.g. difficult / not an option)

Product was not what I had originally ordered

Problem not fixed / warranty not honoured

Extended warranty / additional product protection not honoured

Never received the item

Wrongly overcharged

NET: POOR / SLOW CUSTOMER SERVICE

Customer service was slow / poor

Difficulty contacting the company / no customer service

Treated poorly by service provider / representative/staff

Item arrived late / other problems with delivery

Figure 15. Product 
problem type, n=3,018 
product problems23  
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Product safety issues    

Of the 4% of product incidents causing injury 
or harm, more than two thirds were related to 
personal injury to self or another adult (69%), while 
7% reported injury to a child. Most commonly, 
people experienced a cut or scrape (14%), a sprain, 
slip or fall (14%), or an allergic reaction (13%).   

Major faults were found mostly for electronic 
devices, as well as small and large appliances, while 
poor customer service, and unfair or illegal business 
practices were found within the clothing, footwear 
and accessories sectors: 

•	 Major faults (75%): Electronic devices, small 
appliances, large appliances (e.g. item broke after 
a short time; product was faulty / broken / didn’t 
work) 

•	 Minor faults (5%): Electronic devices (e.g. issues 
with the software updates) 

•	 Unfair business practices / obscured information 
(42%): Used vehicles (e.g. problem was not fixed; 
not provided with relevant information; extended 

warranty / warranty not honoured); Clothing / 
footwear / accessories (e.g. item was of lower 
quality / not as advertised) 

•	 Illegal business practices (34%): Clothing / 
footwear / accessories (e.g. item was not what 
was ordered; difficulty returning item) 

•	 Poor customer service (29%): Gift vouchers; New 
vehicles (e.g. customer service was slow / poor; 
difficulty contacting customer service; treated 
poorly). 

Consistently, Gen Z, and Gen Y consumers, 
people living in Melbourne, and people with lower 
confidence were disproportionately more likely to be 
affected by any type of problem with a product. 

Figure 16. Harms caused by product safety issues, n=101 harmful 
product incidents 

14%

14%

13%

11%

10%

7%

7%

6%

5%

5%

3%

2%

2%

Cut / scrape

Sprain / slip / fall

Allergic reaction / irritation

Unsafe due to poor quality / 
damage (general)

Crush / hit / break

Burned

Injury to child

Electrical fault / shock

Poisoning

Overheating

Expired product

Faulty battery

Unsanitary / unclean product

“Child was unwell from mould.” 

“My baby nephew had access to it and 
put it in his mouth and he got sick after.” 

“My child was drinking from his new 
sippy cups with straw and the straw 
shattered in his mouth.” 

“The frame didn’t click into its lock 
position, I went to push my daughter in 
the pram, the pram collapsed and she 
landed on the ground.” 

“The large/thick staple was protruding 
through the rug and lodged into my son’s 
foot when he walked on it.”

CPRC |  Consumer Rights Confidence Index 2026   31



The first point of contact for a complaint is most often the retailer.  

When encountering product issues, consumers most 
often made contact or lodged a complaint directly 
with the retailer (63%); however, a substantial 
proportion of consumers report having complained 
to the manufacturer (16%), most often younger and 
middle-aged generations, First Nations consumers, 
and people with lower consumer confidence.  

Complaining to the product manufacturer is not 
required to receive a resolution, and can happen 
due to misinformation provided by a retailer, which 
contravenes consumer law. Consumer law states 
that businesses are responsible for resolving 
problems with products they sell to consumers, and 
must not tell consumers to go to the manufacturer 
for a remedy.24 

Beyond complaining to the retailer or manufacturer 
(71% aggregated), consumers appeared to attempt 
to manage the issue themselves (19%), by reading 
information online or on social media, seeking 
help and advice from family or friends, or asking 
AI. Seeking external help (5%) and escalating a 
complaint or starting a formal action with an 
Ombuds service, tribunal or court (1-2%) were not 
very common actions in the face of a product issue. 

The result is close to three in ten product issues 
occurring without complaint (28%) – either from 
doing nothing, or attempting to handle the issue in 
isolation. 

What do we do when we have a problem 
with a product?   

“They gave me the manufacturers 
contact details.” 

“The retailer referred me to the 
manufacturer, they would not assist me 
directly, so I spent weeks contacting 
Samsung service.” 

“They referred me to the manufacturer, 
but gave no indication of how best to 
contact them.” 
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71%

19%

5%

2%

1%

1%

20%

Contacted / complained to the retailer
and/or manufacturer

Attempted to handle / resolve it myself
(e.g. sought help from family / friends,

read info online / social media, asked AI)

Sought external help (e.g. from CAV / a
different organisation)

Escalated to an Ombuds scheme

Started an action with VCAT

Started an action with court

Did nothing

Figure 17. Consumer actions upon experiencing a product issue, n=3,060 product issues. Yellow bars represent complaint-related 
behaviours, grey and red show passive behaviours.25 

Interestingly, the problem types that generated 
the highest proportions of complaints are poor or 
slow customer service (78%), and illegal business 
practices (77%). These also ended up in EDR 
processes (e.g. Ombudsman, VCAT or court), 7-8%  
of the time. 

While minor faults have the lowest complaint 
rate (65%), with a large proportion of consumers 
preferring to do their own research or handle it 
themselves (33%), this problem type is the most 
likely to end up in EDR (10%). 

Concerningly, around 1 in 5 consumers experiencing 
a major fault or an unfair business practice reported 
doing nothing (19% and 23%, respectively). People 
who faced poor or slow customer service were more 
likely to do something than people who experienced 
a major fault or unfair business practice (90%, 
compared to 81% and 77%, respectively). 

“I didn’t do anything as the guarantee was only 
for 30 days.”
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19%

19%

23%

12%

10%

20%

33%

24%

29%

31%

6%

15%

8%

11%

11%

72%

65%

66%

77%

78%

3%

10%

5%

7%

8%

Major faults
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Figure 18. How consumers proceed upon encountering a product issue – based on problem type, n=3,060 product issues.26  

For big ticket items, including vehicles, solar panels, 
large appliances, and furniture, consumers contacted 
the retailer or manufacturer; whereas for smaller, 
less costly items such as fashion, beauty or cleaning 
items, consumers were more likely to do nothing.  

This cycle, when related to FMCG products, means 
that not only is the consumer out of pocket and 
frustrated, the product may be discarded into 
waste, and the business still profits from selling 
low quality or faulty products. This cycle effectively 
perpetuates the poor business practices of selling 
suboptimal products and having inadequate post-
sales care and complaints processes.  

“Too much effort, may not get refund and it 
wasn’t a costly purchase.” 

“The problem was the handle coming loose. It was 
a low value item and didn’t seem worth the effort 
to return to store so I managed to repair with a 
screw.” 

“The shoes can be only refunded within 1 month 
after bought. But it exceeded 1 month when one 
of the shoes was broken (about 2 months, and 
just was worn 3 or 4 times).” 

Despite higher rates of complaints in relation to ‘big 
ticket’ items, there are still substantial proportions 
of consumers who don’t complain when faced with a 
problem related to these product types. 

“There was no point wasting my time with their 
customer service as I needed the car to get to 
work everyday.” 

“We hadn’t put together the piece of furniture 
within a month of ordering so didn’t think they 
would accept that it was damaged in transit.” 

“Tried to get it repaired by a local repairman, but 
the part to replace (electronic component) was 
going to be too expensive so we just purchased a 
new dishwasher (from a different manufacturer).”
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20%

20%

19%

17%

5%

Cleaning or maintenance items / tools for
home / garden

Medicines / supplements

Toiletries / cosmetics / beauty products

Clothing / footwear / accessories

Electronic devices, e.g. computers, phones,
gaming devices

Small appliances

Entertainment items, e.g. instruments, toys,
sporting

Children’s toys and games

Large appliances / white goods

Gift vouchers

Solar panels / home battery

Furniture

Medical / therapeutic devices, including NDIS
equipment

Electric vehicle, e.g. e-bike / e-scooter

Used vehicle

New vehicle

Figure 19. Proportion of legitimate issues not complained about, n=875 product issues not complained about. Red bars signify ‘big ticket’ 
or essential items. 
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Product complaint outcomes  

Satisfaction was lowest when dealing with a 
complaint via a court (35%), and when dealing 
with manufacturers (44%). While satisfaction was 
highest when dealing directly with a retailer (60%), 
dissatisfaction and ambivalence was substantial 
(40%), revealing mixed experiences. 

Across the board, complaint satisfaction was lowest 
among younger age groups (Gen Z and Gen Y), 
people with disability, as well as people with lower 
consumer confidence. 

More than one in five complaints resulted in a poor 
resolution, no resolution, or the complainant giving 
up (23%), and a further 23% of complaints resulted 
in a mediocre resolution. Close to two thirds 
experienced a good resolution (65%). 

“They told me it was a month out of 
warranty.” 

“They have removed the item from retailers. 
I was still out of pocket $200 from the failed 
product. No further action taken.” 

“They only paid for half of the repairs at 
their chosen mechanic, which was a full 
engine rebuild. It cost us $5k. then the issue 
happened again less than 6 months later.” 

“I did email them but the response was pretty 
average so I just decided not to purchase that 
item again. Weren’t exactly expensive. Just 
cheapish runners. Just felt deceived.” 

29%

43%

33%

26%

15%

11%

13%

17%

26%

50%

60%

44%

50%

49%

35%

Retailer

Manufacturer

Ombuds scheme

VCAT

Court*

NET: Dissatisfaction Neither / Unsure NET: Satisfaction

Figure 20. Satisfaction with product complaints channels; n range=20*-1,90927 
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Positive complaint resolutions were 
disproportionately experienced by people with 
no disability, and people with higher equivalised 
household income. Interestingly, people with higher 
income were more likely to have received an apology 
from the business compared to their lower income 
counterparts. 

In contrast, people with disability and people with 
lower household income were most likely to have 
received a poor resolution, or no resolution at all, 
highlighting cohorts that are not only subject to 
more barriers and discrimination than others, but 
who are also experiencing worse outcomes after 
spending time navigating complaints processes, and 
could be being exploited. 

65%

32%

18%

16%

3%

2%

23%

14%

6%

4%

23%

13%

9%

5%

5%

Total: Good resolution

They replaced it

They gave me a full refund

They fixed / repaired it

They compensated me for extra costs or inconvenience

They gave me a one-off or longer-term discount

Total: Mediocre response

They apologised

They gave me a voucher / store credit

They gave me a partial refund

Total: Poor / no resolution / gave up

I ended up giving up

They refused to help me / did nothing

They didn’t respond / I didn’t hear back

I am still going through the process

Figure 21. Product complaint outcome, n=2,185 product complaints made. Teal bars represent positive outcomes, yellow bars represent 
mediocre outcomes, red bars represent poor / no resolutions, the grey bar represents an ongoing process.  

CPRC |  Consumer Rights Confidence Index 2026   37



The most problematic service sectors are telecommunications, travel and 
streaming services.  

In the top five most problematic service sectors, 
we see two essential services – telco and utilities 
(energy / gas / water) – as well as two large 
purchases – flights and vehicle maintenance / 
repairs. This tells us that items we rely on daily, and 
things we spend a lot of money on and can also rely 
on heavily, have been causing Victorians grief in the 
past 2 years. 

Other services causing issues for Victorians are 
related to significant expenses (accommodation; 
real estate services for buying, selling or renting; and 
home repair and renovation services) – all services 
where a fault arising can lead to financial detriment 
if unresolved.  and furniture). Failure of a big ticket 
item comes with significant inconvenience, stress, 
and often, financial implications.   

Problematic service sectors    

21%

11%

11%

10%

8%

7%

6%

6%

6%

5%

4%

3%

3%

2%

2%

2%

2%

2%

2%

Telco services (internet / mobile / data)

Flights

Utilities

Streaming services

Vehicle maintenance / repair

Private medical / dental

Hotels and holiday accommodation

Real estate agent

Home renovation / repair services

Software / apps

Video gaming

Car rental

Removal / storage

Sport / entertainment activities

Beauty / cosmetic

Building

Private education

Gambling / lottery

Legal

Figure 22. Incidence of problematic product types over the past 5 years as reported by consumers, n=2,000 consumers28 
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What went wrong?   

63% of service problems were in relation to an unfair 
business practice or obscured information, e.g. 
providing a lower quality service (33%), embedding 
hidden fees (19%), making a service change or 
getting a refund difficult (13%), or encountering a 
subscription trap (12%). 

Poor or slow customer service issues comprised 48% 
of service problems, and major faults comprised 44%. 
40% of service problems were related to illegal business 
practices, including delivery of a service that was not 
what was ordered or paid for (22%), being overcharged 
(18%), or a business not honouring a warranty or 
extended warranty (5% and 4%, respectively).   

Poor business practices were found mostly for beauty 
treatments, private health, and dental services. Poor 
and slow customer service was found among real 
estate agents, and for flight services, whereas major 
faults were found with software / app services, and 
veterinary / pet care, and illegal business practices 
were found for car rental services and utilities. 

People with disability were most likely to have 
experienced a poor and/or illegal business practice, and 
poor or slow customer service, compared to people 
with no disability. Gen Z consumers, and people living in 
Melbourne were most likely to have experienced a major 
fault with a service. Again, across the board, people with 
lower confidence were disproportionately more likely to 
be affected by any type of problem with a service. 

63%

33%

19%

13%

12%

12%

9%

8%

5%

5%

48%

27%

18%

16%

16%

44%

26%

19%

6%

4%

40%

22%

18%

5%

4%

NET: UNFAIR BUSINESS PRACTICES

Service was of lower quality / didn’t do what was advertised 

Hidden fees / price charged was more than advertised

Difficulty altering / changing a service (including refund)

Difficulty leaving a service / cancelling
Not provided with all relevant information about the

service before purchase
T&Cs were unclear / hard to understand

T&Cs were unfair

Service provider collected excessive personal information

Exposed to unwanted / unsolicited contact to try to sell me something

NET: POOR / SLOW CUSTOMER SERVICE

Customer service was slow / poor

Treated poorly by service provider / representative / staff

Difficulty contacting the company / no customer service

Provider delivered service late / took longer than expected

NET: MAJOR FAULT

Service didn’t work / was faulty

Service was not provided / available / cancelled when I needed it

Provider delivered the service in an unsafe way

Harm / injury caused by the service / service provider

NET: ILLEGAL BUSINESS PRACTICES

Service was not what I ordered or paid for

Wrongly overcharged

Warranty not honoured

Extended warranty / extra protection not honoured

Figure 23. Types of service 
problems encountered, 
n=2,072 service problems  
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Harm caused by service issues  

3% of services caused physical harm to consumers. Again, 7% of this subset reported injury to a child, and 7% to a pet.    

13%
13%

11%
9%
9%

7%
7%
7%
7%

5%
4%
4%

2%
2%
2%

Poisoning / sickness

Harmful procedure

Mental distress

Sprain / slip / fall

Violence / abuse

Injury to child

Pet injury / death

Unsafe due to poor service quality (general)

Crush / hit / break

Allergic reaction / irritation

Burned

Faulty brakes

Major event / disease

Cut / scrape

Unsanitary / unclean service

Figure 24. Harm caused by service issues, n=71 harmful service incidents 

“Poor legal advice has contributed to 
escalating family conflict involving children.” 

“The orthodontist overcharged us for an 
extended period as he was unable to resolve 
my son’s dental issues in the scheduled 
period of time and did not complete entire 
treatment.” 

“My husband had to assist the delivery driver 
in carrying in 56 boxes of household goods 
from a recent move. His back still hasn’t 
recovered.” 

“The car didn’t operate as it should and I had a 
massive accident but can’t be sure it’s because 
of the repairs.” 

“My household member experienced delay and 
missed appointments with the NDIS Service, 
support was difficult to access, causing stress 
and disruption to delayed care.”

“Took my cat to vet for a tooth clean, they 
anaesthetised my cat didn’t perform the tooth 
clean coz she had a reaction, didn’t give her 
anything to bring her out of it, got me to take 
her home, charged me $550 and she died that 
night.”
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Consumers’ first point of contact is often the service provider.   

When encountering service issues, consumers 
most often make contact or lodge a complaint with 
the service vendor (73%). However, beyond this, 
consumers appear to attempt to manage the issue 
themselves (30%), by reading information online or 
on social media, seeking help and advice from family 
or friends, or asking AI. 

Seeking external help and escalating a complaint or 
starting an action are not very common activities in 
the face of a service issue (1-11%). People with higher 
confidence were more likely to have escalated their 
service complaint to an Ombuds service. 

The result is that a quarter of service issues occur 
without complaint (25%) – with consumers giving up, 
fixing the issue themselves, or avoiding a complaint 
due to low self-efficacy and overwhelm. Again, Gen Z 
consumers, people with lower comfort with English, 
First Nations people, and people who have lower 
confidence in their rights are least likely to complain 
about a service issue.  

What do we do when we have a problem 
with a service?   

“Was advised this vet is well known in the 
industry and will fight me all the way.” 

“What could I do? The customer service 
denied any overcharge. Impossible to 
deal with overseas call centre as you are 
treated like a criminal. Preferred to just 
close the account and be done with them.” 

“The problem is too intermittent to do 
anything about.” 

“Didn’t know how to do anything to help 
myself.” 

“Fear of agent ending our rental home.” 

“Can’t fight a legal firm.” 

“Indirectly related to disability 
discrimination with no recourse except to 
feel like a second class citizen.” 

“I sought advice from the real estate peak 
body and they said it was not good practice 
but there was no point taking it anywhere.” 
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Figure 25. Consumer actions upon encountering a service issue, n=2,112 service issues. Teal and yellow bars represent complaint-
related behaviours, grey and red show passive behaviours.29   

Figure 26. How consumers proceed upon encountering a service issue – based on problem type, n=2,112 service issues. 30 

The occurrence of making a complaint is similar across different problem types, with around three quarters of 
Victorians who have experienced an issue taking this to the service provider. Experiences with illegal business 
practices were slightly more likely to end up in EDR (9%), while experiences with unfair business practices were 
more likely to be met with inaction – people being forced to put up with it or go somewhere else (12%).
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The sectors in which consumers were least likely to 
complain upon encountering an issue were beauty / 
cosmetic treatment services (57%), veterinary / pet 
care (55%), private medical and dental treatments 
(41%). 

Reasons consumers didn’t make complaints in 
relation to problems with beauty and medical / 
dental treatments or problems with veterinary / pet 
care included being overwhelmed and intimidated, 
changing providers, and a sense of helplessness that 
making a complaint wouldn’t make a difference. 

Personal and medical treatments (including 
veterinary care) are services that often involve 
a significant emotional investment, as well as 
financial investment in the outcome. When things 
go wrong, we want to see consumers raising it with 
the business, so the business can address poor 
and unsafe practices, minimising the chance of it 
happening again. 

“It’s exhausting. The only thing I did was to ask 
my GP for a different referral. It’s expensive.” 

“I was too tired and sick to take it further.” 

“More concerned for welfare of animal.” 

“Because they couldn’t do anything about it 
after the procedure.” 

“It was only a bit of skin that was discoloured 
near the tattoo.”

While there is variability in complaining about 
different service sectors, those with higher 
financial outlay, and/or had issues with essential 
services, have lower levels of consumer inaction. 
This isn’t surprising, given consumers need these 
services, so are forced to complain in order to 
enjoy a minimum quality of life. 

However, there are still many experiences among 
essential and expensive services that are worthy 
of complaints but are not complained about, for 
reasons including too much effort for a lack of 
expected change, a lack of awareness regarding 
entitlement to a remedy, overwhelm, and fear. 
Again, Gen Z consumers and people with lower 
consumer confidence were most likely to have 
done nothing. 

“Power imbalance, the agent / owner doesn’t 
care if we are happy or not.” 

“It was too late as I paid him.” 

“Making a complaint in person at a local 
business is intimidating.” 

“Out of the blue, he started abusing me. It had 
taken him 6 months to show up!  I was shaking 
and couldn’t wait for him to leave!” 

“There was no way to prove it was them that 
didn’t provide the correct service.” 

“It felt too awkward to say that the car wasn’t 
really any better.”

57%

55%

41%

39%

36%

27%

25%

25%

23%

22%

Beauty / cosmetic

Vet / pet care

Private medical / dental

Software / apps

Streaming service

Gaming

Car service / repair

Flight

Real estate agent / rental provider

Car rental

Figure 27. Proportion of consumers not complaining after 
encountering a service issue – least commonly complained about 
service sectors when a complaint is warranted, n=535 service 
problems not complained about. Red bars signify essential services 
and/or services requiring significant financial outlay. 
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”Made me see Jetstar as bad, and a company 
I won’t book with again, as I felt unsafe on the 
flight because of how I was treated.” 

“Real estate indirectly related to disability 
discrimination with no recourse except to feel 
second class citizen.” 

“Impacted my holiday by wasting my finite 
time overseas. Spent a long time over multiple 
days trying to speak with Optus to resolve 
issue.” 

“They never resolved the problem instead we 
were given notice to vacate.” 

Positive resolutions were disproportionately 
experienced by people with no disability, and 
people with higher confidence. Furthermore, 
people with higher income were more likely to 
have received a full refund from the business, 

demonstrating that people with higher 
confidence are able to self-advocate and are 
more likely to achieve a positive outcome.  

“They helped me troubleshoot the problem  
via chat.” 

In contrast, close to a third of complaints 
resulted in a poor resolution or were left 
unresolved (31%), and less than half experienced 
a good resolution (46%). People with disability 
and people with lower confidence were most 
likely to have received a poor resolution, or no 
resolution at all. 

These findings highlight the clear disparity 
between people who face significant barriers 
(younger, less affluent, people with disability, 
people with lower confidence with English) and 
people who don’t. 

51%

21%

32%

33%

15%

17%

29%

39%

34%

61%

39%

28%

Business / vendor

Ombuds scheme

VCAT

Court*

NET: Dissatisfaction Neither / Unsure NET: Satisfaction

Figure 28. Satisfaction with service complaints channels; n range=18*-1,52831 

Service complaint outcomes    

In the services sectors, satisfaction was highest 
when dealing with an Ombudsman (61%). 
Dissatisfaction was high when consumers dealt with 
the business directly (51%).  

Complaint satisfaction overall was lowest among 
people with lower consumer confidence, adding 
another deterrent to complaining again in the future 
when something goes wrong thereby reinforcing the 
sentiment that complaining doesn’t help. 
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46%

22%

9%

9%

7%

5%

37%

24%

11%

5%

2%

31%

19%

13%

8%

9%

Total: Good resolution

They fixed / repaired it

They gave me a new service

They gave me a full refund

They compensated me for extra costs or
inconvenience

They gave me a one-off or longer-term
discount

NET: Average response

They apologised

They gave me a partial refund

They gave me a voucher or store credit

They reviewed or upgraded the terms and
conditions

Total: Poor / no response / gave up

I ended up giving up

They refused to help me / did nothing

They didn’t respond / I didn’t hear back

I am still going through the process

Figure 29. Outcome of service complaint, n=1,576 service complaints. Teal bars represent positive outcomes, yellow bars represent 
mediocre outcomes, red bars represent poor / no resolutions, the grey bar represents an ongoing process. 

“They cancelled the overcharging, but 
threatened me next time I should not 
examine the invoice or complain.” 

“Attempted fix 3 times and then engaged a 
different plumber.” 

“He fixed the 1st issue of the fragments 
left in the gum but the damaged nerves 
could not be repaired.” 

“Since we have our Holden Captiva (a 
second-hand car), we NEVER get a proper 
service. Nowhere. The car has been at 
different service places and somehow 
there is always something left not 
addressed.”
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What should the future 
look like? 
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Our economy relies on consumers trusting that businesses will treat them fairly when 
something goes wrong, and that systems and supports will work. Based on the results of 
the first Consumer Rights Confidence Index, consumers need: 

More  
support to 
understand 
their consumer 
rights

Clearer  
and better 
complaints 
pathways, and

Legal and 
regulatory 
action to reduce 
common consumer 
problems. 

1. 2. 3.

More support to help people understand their consumer rights  

 
Build knowledge about consumer rights

Higher consumer awareness of organisations that 
can support them to exercise their rights is needed, 
given the highest awareness is for CAV and ACCC 
and their awareness levels are modest at best only 
after prompting (71% and 65%, respectfully). We 
would want to see prompted awareness greater 
than 80% for regulators’ EDR schemes, disability 
advocacy organisations, and other consumer 
support organisations (e.g. National Debt Helpline, 
financial counsellors, community legal centres) who 
help people navigate complaints pathways across 
mainstream and social care services.  

Consumer Affairs Victoria should be resourced 
to conduct targeted awareness raising activities, 
especially for cohorts that are least likely to know 
what supports they can offer; in particular:  

•	 First Nations consumers who are already actively 
seeking information but are less likely to raise a 
complaint 

•	 Young Victorians who are least likely to know 
their rights.   

This work could be supported with further research 
into the support and needs of young Victorians with 
consumer law problems. 
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Require businesses to tell customers about consumer rights and other  
key information at the point of sale and when they first raise a complaint  

People most need to know about their consumer 
rights when something goes wrong. They need to 
know what protections the law offers them and who 
they can reach out to for help.  

One of the challenges consumers face is that 
businesses do not need to proactively let them 
know about their legal rights when they first raise a 
complaint.  

The Victorian Government should consider 
information disclosure requirements for businesses, 
especially large businesses with high volumes of 
complaints. In some sectors, like financial services 
and telecommunications, companies are required 
to highlight the role of the ombudsman on all 
contracts, bills and complaints pages. Businesses 
selling products and services should be required 
to proactively notify consumers of their rights and 
provide details of organisations who can provide 
support and assistance. 

Mandatory information disclosure requirements 
already exist under both EU and UK consumer 
law, where businesses are required to disclose 
the information via a ‘durable medium’ (i.e. the 
information is provided in a format that remains 
accessible and unchanged for a necessary period 
of time and for the purposes of the information).32 
Information required for disclosure includes: 

•	 detailed product description/s 

•	 business identity and contact information, 
including trading name, physical address, contact 
details, e.g. phone number, fax, email address 

•	 total pricing, including taxes, shipping costs, and 
any other fees; for subscriptions, the total costs 
per billing period should be clear 

•	 additional costs, e.g. extra costs, communication 
surcharges 

•	 transaction details, including information on 
payment, delivery / service execution timelines 
and processes, performance procedures, 
complaint handling systems 

•	 legal obligations and guarantees, i.e. a reminder of 
the seller’s duty to supply products in conformity 
with the contract, and any legal guarantees 

•	 after-sales services, including customer 
assistance and commercial guarantees 

•	 contractual terms, e.g. contract duration, 
termination conditions 

•	 technical information for digital content, e.g. 
functionality, compatibility, technical protection 
measures of digital content 

•	 out-of-court redress mechanisms, and 

•	 cancellation rights, i.e. conditions and procedures 
for exercising the right to cancel or withdraw, 
including financial implications of returning goods. 

If Australian online businesses disclosed this 
information in a clear and accessible format, it 
would simplify navigation of complex sales and 
post-sales processes by increasing consumers’ 
ability and confidence to safeguard their rights.  
It would also foster transparency and build trust. 
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Publish complaints data to help people 
understand what happens when they 
raise issues with a regulator  

Regulators like Consumer Affairs Victoria hold a 
lot of data about the types of consumer problems 
raised with them. We see significant opportunity 
for regulators to collect and publish consumer 
data – specifically, what products and services are 
problematic, who is at fault, and how complaints are 
handled.33  

This transparency would prompt improvements to 
business practices, enhance regulatory efficiency, 
and strengthen government decision-making about 
what the major problems and trends in consumer 
challenges are, ultimately facilitating informed 
consumer choice.  

Publication of complaints data could specifically 
help groups who are currently seeking information 
but less likely to progress to formal complaints 
steps, including First Nations Victorians. Letting 
people know what happens with complaints may 
increase trust in CAV.  

Introduce a repair rating label to help 
consumers better assess product 
longevity and repairability before they 
make major purchases  

Victorian consumers regularly struggle with 
products that break too soon and take too long  
to repair.  

The Victorian or Federal Government could establish 
a standardised durability and repairability rating 
for major appliances to help consumers find better 
products. This recommendation is also endorsed by 
the Productivity Commission, and The Department 
of Climate Change, Energy, the Environment and 
Water (DCCEEW) in their respective reports.34,35 

Many Australians want to keep the products 
that they purchase in use for longer. More 
sustainable, repairable and durable products are 
what consumers want yet factors like spare part 
availability, durability, and repairability are too 
often not disclosed to Australians at the point of 
sale. This means consumers are in the dark about 
the product’s lifespan, repairability and the ability 

to service and maintain their products. For people 
with disability, information and transparency of 
product longevity and how this applies to assistive 
technologies is very important, particularly given 
the complexity around the provision of products 
and services under NDIS funding. There is a general 
lack of information about what, where, and how 
to complain about faulty or defective products or 
services This leads to complaints about assistive 
technology for people with disability falling through 
regulatory cracks. 

The European Union has, in 2025, mandated the 
introduction of repair labels on products.36 This 
follows the lead of France who introduced their 
Repairability Index in 2021. The French Repairability 
Index has shown its effectiveness in guiding better 
consumer purchasing decisions and pressures 
manufacturers to integrate repairability into the 
design phase of their products.37,38,39 The French 
model assesses products on five factors, awarding a 
score out of 10:  

1.	 Documentation (e.g. are repair manuals available) 

2.	Disassembly, tools and fasteners (e.g. if the 
product can be opened for self-repair, if 
proprietary tools are needed, and if product 
components can be separated or are glued 
together) 

3.	Availability of spare parts 

4.	Price of spare parts, and 

5.	Product-specific aspects (e.g. software update 
availability for smart TVs and phones). 

Given major brands are already having to comply 
with Repair Labels in the EU, it makes sense for 
Australia to similarly introduce a durability and 
repairability rating system that would not only help 
consumers make informed choices about long-term 
product performance and potential repair costs, but 
also pressure manufacturers to engage in better 
design and reveal the repairability and durability 
of their products. This would provide a clearer 
distinction between high-quality, long-lasting 
appliances and those with shorter lifespans.
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Clearer and better complaints pathways  

Expand external dispute resolution 
services, starting with a digital 
ombudsman and dispute resolution for 
cars complaints  

Complaints directed to ombudsman services are 
free to consumers, help resolve systemic issues, 
and lead to better complaint satisfaction. Yet, 
ombudsman options are only available for a small 
number of complaint types: financial services, 
telecommunications, energy and - soon to be 
implemented – airline complaints. 

Remaining complaints have to be escalated to VCAT, 
whose complex processes and costs seem to be 
preventing many people from using this pathway.   

The Federal Government should establish a Digital 
Ombudsman service that can address complaints 
about common problems with digital products 
and online services. This should include challenges 
people face online when buying digitally enhanced 
products or services, or when purchasing products 
or services online from a digital platform, and could 
capture a range of the high volume issues that 
Victorians experience with poor quality clothing and 
small appliances.  

The other sector that deserves stand-alone dispute 
resolution support is vehicles, including sales 
through dealerships and repair processes. As shown 
in past CPRC and Consumer Action Law Centre 
research, problems with cars cause significant costs 
and harms to consumers, including deep financial 
and personal consequences when consumer rights 
are not acted on.40 Given the depth of harm faulty 
cars cause, and the specialist knowledge needed 
to resolve complaints about faults, this is a good 
candidate for a stand-alone dispute resolution 
service in Victoria.  

Make VCAT more accessible  

Too few Victorians are using VCAT to resolve their 
consumer complaints.  

At minimum, VCAT needs to address costs and 
timeliness to improve access to justice for people 
with consumer complaints.  

It can cost between $74.10 and $553.10 for a 
consumer complaint under $100,000. In addition 
to this, anyone using VCAT can face additional fees 
if the hearing process runs for more than one day, 
fees for files, summons or an application for costs 
is made. While a concession rate and fee waiver 
process exists, it is extremely limited.  

As an example, anyone with a Health Care Card is 
automatically entitled to a fee reduction, but not 
a waiver.41 This excludes people with Pensioner 
Concession Cards, i.e., people on Disability Support 
Pensions.  

The fee relief process at VCAT needs to be reviewed 
to automatically include Victorians that are 
currently unable to raise complaints because of 
costs, including people with disability.  

VCAT processes also need to be improved to 
make it easier for everyone to understand, use, 
and feel confident in the quality of the result. 
Consumer Action Law Centre and CPRC are 
currently undertaking a project looking closely 
at VCAT processes and will produce detailed 
recommendations on this in the coming year.  

Require that all businesses meet 
minimum complaints handling 
standards   

Too many businesses are making it difficult for 
consumers to enforce their rights by underinvesting 
in complaints handling systems and processes. 

For 13% of product complaints and 19% of services 
complaints, Victorians told us that they couldn’t 
contact the businesses. 

At minimum, a business should have a simple and 
accessible way for someone to lodge a complaint 
and should respond to that complaint within a 
reasonable period. Essential services should offer 
multiple options for people to raise complaints, 
including phone options to speak to a real person.  

Given the high rate of companies not offering any 
complaints handling option, Consumer Affairs 
Victoria should consider if they can use the 
upcoming ban on unfair business practices to 
explore minimum complaints handling practices 
through enforcement action.  

The Victorian Government could also explore new 
consumer protections to implement minimum 
standards for complaints handling.  
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Invest in support services for people 
with disability to address systemic 
barriers to complaints   

The Victorian Government should invest in disability 
advocacy services to assist people with disability 
to navigate consumer complaints about goods and 
services across mainstream and social care services.  

Alongside this, all consumer organisations should 
consider how to work with people with disability and 
disability advocacy services to highlight the specific 
barriers that people with disability face.  

The findings from the Consumer Rights Confidence 
Index mirror findings in other work that shows that 
people with disability face discrimination when 
trying to access essentials and use their rights. 
The Australian Institute of Health and Welfare 
summarises the extent of this discrimination, with 
46% of complaints to the Australian Human Rights 
Commission coming from disabled people, and 44% 
of people with disability avoiding situations due to 
their disability.42 

There are practical barriers that are preventing 
people with disability from accessing goods and 
services, including complaints systems.  

Barriers include: 

•	 accessibility 

•	 poverty and financial limitations 

•	 literacy 

•	 previous experiences with complaint making, and 

•	 discrimination. 

Information on its own isn’t enough. People 
with disability need accessible information and 
complaints pathways, as well as support for 
decision making. A report commissioned by the 
Disability Advocacy Network for the NDIS Review 
found that: 

“While simple and useful information will be 
important, it is not sufficient on its own. A 
particular focus should also be upon the support 
participants need to make decisions and 
undertake key tasks (e.g., through mechanisms 
including supported decision-making approaches 
and intermediaries) and a robust safeguarding 
framework that ensures products and services 
are safe, high-quality, and fair, before they reach 
the market.” 43 

- DISABILITY ADVOCACY NETWORK AUSTRALIA

As such, both accessibility (specific measures to 
address impairment barriers) and support are 
important to gaining equal access to measures 
such as complaints. For example, a person with an 
intellectual disability will find an Easy Read contract 
more accessible and may need support for decision 
making from a trusted person to engage with a 
complaints process. A person who is Deaf will need 
accessible ways to access a complaints services, 
such as email or text message, and may need 
translation from an Auslan interpreter. 

Removing the barriers, or supplying measures to 
overcome them, will mean more Victorians with 
disability will feel confident using their consumer 
rights.  

Continue to invest in support services 
for First Nations Victorians in order to 
address systemic barriers to complaints   

The results of this work show that First Nations 
communities face more consumer challenges than 
the general population and are less likely to make 
complaints.  

First Nations Victorians have the advantage of 
being more likely to seek information to understand 
their rights; however, further support is needed to 
remove barriers that are preventing complaints.  

There are a range of organisations in Victoria 
that offer support for First Nations Victorians on 
consumer issues, including the Victorian Aboriginal 
Legal Service and the No More Gammin Cars project 
at Consumer Action Law Centre. Consumer Affairs 
Victoria also offers specific supports through the 
Yarrka Barring helpline for renting and consumer 
problems.  

CAV should continue to make targeted grants 
and other investments in programs of work led 
by, and for, First Nations Victorians on consumer 
challenges, building on what is working for First 
Nations people and helping to address problems. 
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Legal and regulatory action to reduce common consumer problems  

Focus enforcement action on common 
and harmful consumer problems  

Consumer Affairs Victoria has a good track record of 
taking enforcement action using the consumer law. 
Recent examples include action against an online 
business that failed to supply goods, and pending 
court action against a locksmith that allegedly 
mislead consumers about pricing.44 

Consumer Affairs Victoria should use the data from 
this research to assess enforcement priorities.  

Enforcement action would be particularly valuable 
on the following matters:  

•	 companies misleading customers about 
requirements to return faulty products in original 
packaging 

•	 companies misleading customers about their 
consumer guarantee rights, particularly on 
clothing (high volume issues), electronics (high 
volume and high cost) and large appliances (mid-
level volume and high cost) 

•	 companies targeting groups of Victorians who are 
less likely to raise a complaint and have problems 
addressed using formal methods, including 
younger Victorians, people with disability and 
First Nations Victorians.  

We note that from 1 July 2027, CAV will have new 
powers under the consumer law to stop unfair 
business practices. CAV should prepare to use these 
new powers to address:  

•	 poor customer service, particularly companies 
that provide no way (or no reasonable way) 
to raise a complaint, effectively preventing 
consumers from using their consumer guarantee 
rights 

•	 sale of extended warranties that offer no 
additional benefits in addition to the Australian 
Consumer Law.  

Give regulators the power to penalise 
companies that fail to comply with 
consumer guarantees  

The Australian Consumer Law needs to be fully 
enforceable by regulators. There is a major gap 
in current protections: regulators have no ability 
to take enforcement action against companies 
who repeatedly or blatantly breach the consumer 
guarantees. This lack of enforceability almost 
certainly contributes to the high rates of repair, 
replacement and refund problems identified in this 
report.  

In late 2024, the government undertook a 
consultation process regarding reforms to penalties 
if businesses breach the ACL under the consumer 
guarantees.45 However, currently, the ACCC or 
state and territory fair trading regulators are still 
unable to seek penalties or court orders that would 
provide a specific or broader deterrent effect to 
businesses in order to improve product performance 
against consumer guarantees. With no recourse for 
businesses to comply with consumer guarantees, 
there is little to no incentive to follow through with 
this consumer protection.  

This has been on the agenda for decades – reform 
to introduce penalties for breaches of consumer 
guarantees is long overdue.  

Businesses should act now to stop 
unfair practices  

While unfair trading prohibitions have been 
announced, new protections do not come into effect 
until 1 July 2027. We put the call out to businesses 
to stop engaging in practices that don’t centre 
the consumer, before these prohibitions come into 
effect. This may improve consumer confidence in 
business, their rights, and getting a good outcome 
when a product or service fails. 

Examples could include providing multiple avenues 
for customer service, informing consumers of their 
rights under the ACL at the time of sale and/or 
complaint, and offering a repair instead of a refund 
or replacement on faulty products. 

It is crucial that unfair trading prohibitions apply 
within the social care market, specifically to ensure 
that people with disability have access to fair and 
reasonable consumer engagement with essential 
services and complaint systems.
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Improve product safety protections   

This research found that 4% of all product problems 
were linked to a product safety issue. This is a 
relatively high rate that governments, regulators 
and businesses need to work to reduce.  

As a starting point, the Federal Government should 
review and improve recall processes, which are 
largely voluntary and involve minimal penalties 
when compared with other consumer protections. 
The Federal Government should also expand safety 
protections through a General Safety Provision – 
a general expectation that businesses should sell 
safe goods – rather than the current patchwork of 
mandatory safety standards Australia currently has.  

Introduce policies to encourage better 
quality products 

It’s a race to the bottom in terms of quality and 
longevity of products. The cost of living has 
increased pressures on business margins in terms 
of materials, supply chain delays, and human 
resourcing, forcing up costs of products and 
services in attempts to maintain profit margins. 

However, when higher costs are offset by cuts 
to quality and product lifespan, these additional 
costs and burdens are passed onto the consumer. 
Consumers lose trust, turn away and give up.  

Poorly made products most often end up 
contributing to large amounts of waste and e-waste. 
Australia already has a problem with waste. CSIRO 
estimates Australia is around 4% ‘circular’, lower 
than the global average of 7%.46  

DCCEEW and the Productivity Commission are 
governmental leaders in this space in Australia. 
In their respective reports, they recommended a 
National Circular Economy Policy Framework and 
Circular Economy Act, under which to enforce 
priority areas such as product stewardship for 
textiles and clothing, as well as electronics, 
small and large appliances – the top four most 
problematic product sectors found in this study.47,48  

Australia needs to foster marketplaces that 
compete on quality, not just cost. But until there is 
legislation in place, there are no direct or compelling 
incentives for businesses to employ principles of 
product stewardship in manufacturing products.
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