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What is G5 BBM rts? 
 
G5 BBM rts (return to sample) is a data file comprised of many consumer 
dimensions including: Media & Lifestyle, Financial, Communications/Computers, 
Expenditures/Consumption, Stores/Restaurants and Psychographics. G5 BBM 
rts features an extensive Media & Lifestyle database complemented by four 
industry specific databases: Automotive, Communications & Computers, 
Financial/Insurance and Retail & Consumer Packaged Goods (CPG). It includes 
values for over 2,700 variables, projected to the six-digit postal code level. G5 
BBM rts delivers competitive advantage to your organization because: 
  
Firstly, the G5 BBM rts databases are constructed using the BBM-rts national 
study. The rts study is updated twice yearly, and has sample sizes that are the 
largest by far of any Canadian media study with a total in-tab sample of over 
63,000; nearly twice the sample size of other Canadian syndicated surveys.   
 
Secondly, Generation5 has modeled over 2,700 BBM-rts variables to the six-digit 
postal code level, which means a value is assigned to 10-15 households at a 
time. This granularity is what increases marketing ROI, in terms of campaign 
response rates, profile accuracy and segmentation. 
 
Thirdly, G5 BBM rts is released every year, and is built on testable predictive 
methodologies. This means you can update your strategic positioning regularly, 
and get much more detail from predictive modeling and trend analysis. 
 
Applications 
 

G5 BBM rts is a rich source of consumer data and highly predictive of consumer 
spending patterns. In particular, the G5 BBM rts database includes a wealth of 
media behavior variables (e.g. radio, television, newspaper, magazine) that are 
linked to industry relevant consumer dimensions. Marketing managers, marketing 
analysts, and business analysts use the data to: 
 

� Better understanding consumer patterns. 
� Enhance the value of segmentation systems  
� Optimize media spending 
� Develop effective communications 
� Prospect and Target 
� Understand new markets 

 
G5 BBM rts data provides a 360-Degree View of Customers. Appending G5 BBM 
rts variables to your customer records (using the postal code as the link) will tell 
you a great deal about your existing customers.  For example, this is useful for 
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Retail and Consumer Packaged Goods companies, wanting to map and analyze 
magazine readership in store trade areas. 

 
Data Sources 
 

Variables in Generation5’s BBM rts file are created based on proprietary sources 
of data, including: 

 
� BBM, BBM rts Survey 
� Generation5, Super Census 2009 
� Generation5, Family Expenditures 2009 
� Teleatlas, 2008 E-PCCF 
� Teleatlas, 2008 DA Boundary File 

 

 
Data Organization 
Generation5’s BBM rts variables are organized into the following main categories 
(for a complete list of subcategories and full list of variables, refer to Appendix A 
and B respectively): 
 

� BBM Automotive 
� BBM Communications & Computers 
� BBM Financial 
� BBM Media & Lifestyle 
� BBM Retail & CPG (Consumer Packaged Goods) 

 

All variables in Appendix B are reported in percentage of households responding to the 
survey question. The data is also converted in number of households and this dataset 
can be found in G5 Portfolio under the ‘Aggregate’ folder of the BBM categories. 
 

Details 
 

Vintage: 
Update Frequency: 
Formats: 
Size (un-compressed): 
Number of variables: 
Number of records: 

2008 
Annual 
DBF,CSV,MDB, G5 Portfolio1 
10 GB (significantly smaller in G5 Portfolio) 
2,779 (Total) 
820,814 

 
Methodology 
 

                                                 
1 G5 Portfolio is a market analysis and segmentation tool that provides the ability to manage and utilize customer data, 
analyze markets and create demographic reports. 
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The accuracy and comprehensiveness of G5 BBM rts is achieved using a 
combination of proprietary methodologies and a variety of data sources.   
 
Generation5 performs a set of complex calculations based on several data inputs 
and on derived geographic linkages.  Advanced mathematical technology is 
applied involving proprietary data mining techniques employing the theory of 
supervised machine learning.  In particular, a scenario based, non-parametric, 
non-linear approach is adopted. 
 
Generation5’s six-digit postal code level databases are employed to form both a 
training set and a target set for building estimates of BBM-rts variables.  The 
optimal set of Generation5 variables to model each BBM-rts variable is selected 
using a proprietary Feature selection technology.  A highly reliable estimate is 
then computed, based on the selected variables, using a proprietary prediction 
technology. 

 
Availability 
 

Generation5’s BBM rts data file is a national file available each year.  It is 
available as part of the G5 Portfolio micro marketing system or as a stand-alone 
database at the following geographies: 
 

� Forward Sortation Area, Postal Code 
� Dissemination Area, Census Tract, Census Subdivision, Census Division, 

Census Metropolitan Area, Federal Electoral District or Province 
 
Compatibility 
 

Generation5’s BBM rts file is compatible with G5 Portfolio and any database 
analysis tool.   
 
About Generation5 
 

Generation5 builds effective consumer marketing solutions for some of North 
America's largest organizations and most recognized brands.  Generation5’s 
suite of products and services include enterprise-wide analytical projects for 
F500 customers, data mining software development, data production and 
Automated Analytical Outsource Services for organizations seeking fast solutions 
to recurring challenges. 
 
Generation5 solutions are ideal for companies seeking an effective, measurable 
competitive advantage in consumer marketing. Generation5 software, analytics 
and databases are developed in its Research and Development Laboratory by a 
team of scientists, Ph.D-level experts in artificial intelligence, mathematics, 
operational research, software engineering and statistics.  The recently launched 
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Generation5 consulting practice helps customers plan, deploy and measure 
initiatives, ensuring maximum return from their investment in marketing analytics. 

 
For more information, contact Generation5: 1-866-389-GEN5 (4365). 
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Appendix A: Major Categories and Subcategories 
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MAJOR CATEGORIES SUB CATEGORIES 

BBM AUTOMOTIVE 

AUTOMOTIVE KM Driven (Per Year) 

  Make of Vehicle Drive Most Often 
  Type of Vehicle Drive Most Often 
  Vehicle Drive Most Often 
  Vehicle(s) Hhld Own/Lease(s) 
  Auto Assist. Services 
  Radio Services in Vehicle 

  Purchased Or Leased A Vehicle Past 2 Yrs 

  Vehicle Value Obtained Past 2 Yrs 

  Action Plan At The End of Leasing 

  Purchase or Lease A Vehicle Next Year  

  Plan to Spend for Vehicle Next Year 

  Type of Vehicle Plan to Purchase or Lease 
  Consider A Hybrid Vehicle 
AUTOMOTIVE AFTERMARKET Most Recent Maintenance 
  Auto Parts or Service 
  Auto Rental 
  Gas Stations Last Month 

BBM COMMUNICATIONS & COMPUTERS 

INTERNET USAGE Used Internet Past 4 Weeks 

  Time Spent on the Internet (Average Day) 
  Internet Activities Past 30 Days 

  Access Internet Personally (Monday to Friday)  
  Internet Connection 

NEW TECHNOLOGY Satellite Radio Service (e.g. Sirius) 
  Wireless TV 

  Digital Bundle From One Service Provider 

  VoIP (DSL Based Phone Service) 

  Digital Cable/Satellite TV Service 

  Home Computer Network (Wireless or Wired) 
  Personal Video Recorder (PVR) 
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  Subscribe to A Video-On-Demand (VOD) Service 
  HDTV Cable or Sattelite Service 
  HDTV Off-air (e.g. Antenna) 
TELEPHONE/WIRELESS Do You Personally Use 
  Wireless Services Spend/Month 
  Wireless Network Supplier 
  Have Done Past Year 

  Personal Long Distance Spend/Month 

BBM FINANCIAL 

BANKING Principal Bank Institution 
  Non-Principal Bank Institution 
  Financial Services 

  Automated Bank Teller Machine Usage 
  Debit Card for Purchases Usage 
  Debit Quick Pay Card Usage 

  Gas Station Quick Pay Card Usage 
  Telephone Banking Usage 
  Online/Internet Banking Usage 

  Online/Internet Stock Trading Usage 

CHARITABLE DONATIONS Charitable Donations (Past Year) 
CREDIT CARD Credit Card 
INSURANCE Insurance Services Carried 

INVESTMENT/RRSP Institution Used For Investment Purposes 

  Value of Personal Savings and Investments 
  RRSP Contribution 

BBM MEDIA & LIFESTYLE 

AIRLINE/TRAVEL Airline Used Past Year 
  Had a Vacation Past 3 Years 
COMMUTING Vehicle Commute Time 
  Transit Commute Time 
ENVIRONMENT Own Energy Conserving Item 

  Use Environmentally-friendly Cleaning Products 

  Reduce Heating / AC for Energy Conservation 

  Use of Programmable Thermostat 
  Turn Off Unnecessary Lights 

  Use Appliances in Off-peak Electricity Times 
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  Recycling 
  Composting 

  Take Public Transit Instead of Driving 

  Reduce Carbon Emissions By Driving Less 

  Product Purchasing Decisions Based on Product Packaging 

HOME 
IMPROVEMENTS/SERVICES Home Improvement Exp. (Past 2 Yrs) 
  Home Service Used 
LOTTERY/CASINO(S) Spend On Lotteries Per Month 

  Visit A Casino Inside Your Own Province 

  Visit A Casino Outside Your Province or Country 

  Play Online/Internet Casino Games 
  Slot Machines (Any Location) 
  Wager Money on Horse Racing 
  Play Bingo 
  Bought Past Month 
  Bought Tickets Past Year 
  Bought Tickets Past Month 
MAGAZINE Magazine Type Readership 

  Magazine Readership (Past Month) 
NEWSPAPER Summary 

  Newspaper Readership (Avg. Week) 

  Newspaper Readership (Avg. Weekend) 
  Newspaper Sections Read 

  Local Community Newspaper Readership 
PET OWNERSHIP Own Cat(s) 
  Own Dog(s) 
  Own Bird(s) 
  Own Fish 
  Own Other Animal(s) 

PLACES ATTENDED/VISITED Art Galleries/Museums/Science Centres 

  Exhibitions/Carnivals/Fairs/Markets 
  Historical Sites 
  Parks/City Gardens 
  Specialty Movie Theatres/IMAX 
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  Sporting Events/Racing Events/Air Shows 

  Video Arcades/Indoor Amusement Centres 

  Theme Parks/Waterparks/Water Slides 

  Zoos/Aquariums/Farms/Drive-Through Animal Parks 

  Other Leisure Activities/Attractions 
  Ballet/Opera/Symphony 
  Bars/Restaurant Bars 
  Comedy Clubs/Shows 
  Dancing/Night Clubs 
  Dinner Theatres 
  Film Festivals 
  Music Festivals 
  Movies At A Theatre/Drive-In 
  National or Provincial Park 
  Popular Music/Rock Concerts 

PSYCHOGRAPHICS "New and improved" on packages is just an advertising gimmick 

  
Today there is too much effort spent on finding ways to sell 
things rather than actually making them better 

  Premium priced brands are not worth the extra money 

  There is too much sex being used to sell products today 

  Advertising is an important source of information to me 

  
I am very concerned about the nutritional content of food 
products I buy 

  I prefer low-calorie or "light" foods and drinks 

  I won't try a new product until it's been proven 

  Most new products are worth a try 

  I like to try new and different products 

  
If I see something interesting in a store, I will usually buy it on 
impulse 
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  I tend to pass up my favourite brand if something else is on sale 

  If one of my usual brands is on special, I will buy extra 

  Once I find a brand I like, I stick with it 

  No-name products are as good as nationally advertised brands 

  
I feel I am too tolerant of products and services that do not meet 
my expectations 

  
When I make a purchase, I often spend more than I thought I 
would 

  I am willing to pay a little extra to save time shopping 

  To me, shopping is a chore rather than a pleasure 

  When I buy products I am looking for convenience, not price 

  I prefer to postpone a purchase than buy on credit 

  I go out with friends a great deal of the time 

  I like to work on community projects 
  I lead a fairly busy social life 

  I do more entertaining at home now than ever before 

  I try to keep abreast of changes in style and fashions 

  
I try to minimize the amount of time I spend on personal 
grooming 

  I take care of money matters and bill paying in our household 

  
It is important that women should have a career outside of the 
home 

  
Women should have their own money for personal spending and 
savings over and above household requirements 

  
If a woman has the same job as a man, she should receive the 
same pay 
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  The man should be the head of the family 

  Working makes me feel I am in control of my life 

  A person's career should be their first priority 
  I enjoy being extravagant 

  I consider myself to be sophisticated 

  Young people are too sexually active 
  I am easily persuaded 

  
Discussing sexual matters with the opposite sex makes me feel 
uncomfortable 

  I feel very lonely 
  I like to cook 
  I am a homebody 

  
I would rather spend a quiet evening at home than go out to a 
party 

  Family life and having children are most important to me 

  Television is my primary source of entertainment 

  My home is kept very neat and clean 

  A single person can have a satisfying, enjoyable life 

  I generally achieve what I set out to do 

  An important part of my life and activities is dressing smartly 

  I am more independent than most people 

  I have more self-confidence than most people my age 

  
I am careful of what I eat in order to keep my weight under 
control 

RADIO Summary 
  Radio Listenership 
  Terciles 
  Total Reach By Location 
  Use Radio Regularly 
RESTAURANT SUMMARY Ordered Past Month 
  Burger Restaurants 

  Casual/Family Dining Restaurants 
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  Chicken Restaurants 
  Coffee/Donut Shops 

  Food Court Outlets At A Shopping Mall 
  Ice Cream Parlours/Restaurants 
  Oriental Restaurants 
  Pizza Restaurants 
  Pub Restaurants 
  Seafood Restaurants 

  Submarine/Sandwich Restaurants 

  High Quality Formal Dine-In Restaurants 
  Other Types of Restaurants 
SPORTING EVENTS 
ATTENDANCE Auto Racing 
  Baseball 
  Basketball 
  Figure Skating 
  Football 
  Golf 
  Hockey 
  Horse Racing 
  Lacrosse 
  Soccer 
  Tennis 

SPORTS/HOBBY PARTICIPATION Adventure Sports 
  Aerobics 
  Arts/Crafts/Sewing/Knitting 
  Baseball/Softball 
  Basketball 
  Billiards/Pool 
  Bowling 
  Canoeing/Kayaking 
  Curling 
  Cycling (Mountain/Road Biking) 
  Fishing/Hunting 
  Fitness Walking 
  Football 
  Gardening 
  Golfing 
  Hiking/Backpacking/Camping 
  Hockey 
  Home Exercise/Home Workout 
  Ice Skating 
  Inline Skating 
  Jogging 
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  Pilates/Yoga 
  Power Boating/Jet Skiing 
  Racquet Sports 
  Skateboarding 
  Skiing 
  Snowboarding 
  Snowmobiling 
  Soccer 
  Swimming 
  Whale Watching 
  Any Club Member 
TELEVISION Summary 
  TV Weekdays 6Am - 9Am 
  TV Weekdays 9Am  - Noon 
  TV Weekdays Noon - 5Pm 
  TV Weekdays 5Pm - 7Pm 
  TV Weekdays 7Pm - 11Pm 
  TV Weekdays 11Pm - 2Am 
  TV Weekdays 2Am - 6Am 
  TV Saturday 6Am - Noon 
  TV Saturday Noon - 7Pm 
  TV Saturday 7Pm - 11Pm 
  TV Saturday 11Pm - 2Am 
  TV Saturday 2Am - 6Am 
  TV Sunday 6Am - Noon 
  TV Sunday Noon - 7Pm 
  TV Sunday 7Pm - 11Pm 
  TV Sunday 11Pm - 2Am 
  TV Sunday 2Am - 6Am 
  TV Viewership 
  Specialty Channel 
  Digital Channel 

  Shopping/Consumer Behaviour Terciles 

BBM RETAIL & CPG 

BEVERAGE CONSUMPTION Beverage Consumption 
  Beverage Past Month 
  Beer Drank Past Month 
EXPENDITURES Small Appliances 
  Auto Service for Car/Truck/Van 
  Men's Clothing 
  Women's Clothing 
  Children's Clothing 
  Bath And Bedding 
  Books (excl. text books) 
  Car Wash (any) 
  China/Tableware 
  Cross-Border Shopping 
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  Flowers (For Yourself) 

  Flowers (As Gift For Someone Else) 
  Garden Supplies 
  Hair Salon 
  Home Décor 
  Household Tools 

  Photo Film Purchases/Processing 

  Processing Digital Photos via Internet 

  Printing of Digital Photographs Service 

  Purchase of Gift Certificates/Cards 
  Men's Shoes 
  Women's Shoes 
  Children's Shoes 
  Sporting Goods 
  Toys/Games/Novelties 
  Jewellery (incl. Watches) 
  Music CDs/Tapes 
  Legal/Lawyer's/Notary Services 
  Online/Internet Shopping 
  Grocery 
FOOD/BEVERAGE(S) USED IN 
HOUSEHOLD Hhld Used 
  Done In The Past 7 Days 

PERSONAL CARE & HEALTH Personal Care Items Past 7 Days 
  Health Care Items Past 30 Days 
  Diet Control Treatments 
  Taken In The Past 7 Days 

  Health Care Providers Past 6 Months 
RECENT PURCHASES Purchased Past Two Years 
SHOPPING AIDS Used For Shopping 

  Last Usage of Yellow Pages/YellowPages.ca 
SNACK CONSUMPTION Snack Past Month 
SPECIFIC STORES Shopped Past Month 
  Shopped Past Year 
STORES SUMMARY Antique Stores 
  Carpet/Floor Covering Stores 
  Compact Disc Stores 
  Craft Supply Stores 
  Dollar Stores 
  Farmer's Markets 
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  Flea Markets 
  Garden Stores 
  Home Health Care Stores 
  Independent Fine Food Stores 
  Music Stores 
  Natural Food Stores 
  Outlet Malls 
  Party Supply Stores 
  Rental Stores 
  Second-hand Stores 
  Shopping Mall Stores 
  Stand-Alone Boutique Shops 
  Strip Plaza Shops 

  Online/Internet Stores 
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Variable Description Units 

  BBM AUTOMOTIVE   
  AUTOMOTIVE   

Q4700100C1 KM Driven (Per Year): None Percent & Household 

Q4700100C2 KM Driven (Per Year): 1 To 9,999 Km  (1 To 5,999 Miles) Percent & Household 

Q4700100C3 KM Driven (Per Year): 10,000 To 19,999 Km  (6,000 To 11,999 Miles) Percent & Household 

Q4700100C4 KM Driven (Per Year): 20,000 To 29,999 Km  (12,000 To 17,999 Miles) Percent & Household 

Q4700100C5 KM Driven (Per Year): 30,000 or More Km  (18,000 or More Miles) Percent & Household 

Q4700201C1 Make of Vehicle Drive Most Often: Buick Percent & Household 

Q4700202C1 Make of Vehicle Drive Most Often: Cadillac Percent & Household 

Q4700203C1 Make of Vehicle Drive Most Often: Chevrolet Percent & Household 

Q4700204C1 Make of Vehicle Drive Most Often: Chrysler Percent & Household 

Q4700205C1 Make of Vehicle Drive Most Often: Dodge Percent & Household 

Q4700206C1 Make of Vehicle Drive Most Often: Ford Percent & Household 

Q4700208C1 Make of Vehicle Drive Most Often: GMC Percent & Household 

Q4700209C1 Make of Vehicle Drive Most Often: Jeep/Eagle Percent & Household 

Q4700210C1 Make of Vehicle Drive Most Often: Lincoln Percent & Household 

Q4700211C1 Make of Vehicle Drive Most Often: Mercury Percent & Household 

Q4700212C1 Make of Vehicle Drive Most Often: Oldsmobile Percent & Household 

Q4700213C1 Make of Vehicle Drive Most Often: Plymouth Percent & Household 

Q4700214C1 Make of Vehicle Drive Most Often: Pontiac Percent & Household 

Q4700215C1 Make of Vehicle Drive Most Often: Saturn Percent & Household 

Q4700216C1 Make of Vehicle Drive Most Often: OtherDomestic Percent & Household 

Q4700217C1 Make of Vehicle Drive Most Often: Acura Percent & Household 

Q4700218C1 Make of Vehicle Drive Most Often: Audi Percent & Household 

Q4700219C1 Make of Vehicle Drive Most Often: BMW Percent & Household 

Q4700220C1 Make of Vehicle Drive Most Often: Honda Percent & Household 

Q4700221C1 Make of Vehicle Drive Most Often: Hyundai Percent & Household 

Q4700222C1 Make of Vehicle Drive Most Often: Infiniti Percent & Household 

Q4700223C1 Make of Vehicle Drive Most Often: Kia Percent & Household 

Q4700224C1 Make of Vehicle Drive Most Often: Lexus Percent & Household 

Q4700225C1 Make of Vehicle Drive Most Often: Mazda Percent & Household 

Q4700226C1 Make of Vehicle Drive Most Often: Mercedes-Benz Percent & Household 

Q4700236C1 Make of Vehicle Drive Most Often: Mitsubishi Percent & Household 

Q4700228C1 Make of Vehicle Drive Most Often: Nissan Percent & Household 

Q4700229C1 Make of Vehicle Drive Most Often: Saab Percent & Household 

Q4700230C1 Make of Vehicle Drive Most Often: Subaru Percent & Household 

Q4700231C1 Make of Vehicle Drive Most Often: Suzuki Percent & Household 

Q4700232C1 Make of Vehicle Drive Most Often: Toyota Percent & Household 

Q4700233C1 Make of Vehicle Drive Most Often: Volkswagen Percent & Household 

Q4700234C1 Make of Vehicle Drive Most Often: Volvo Percent & Household 

Q4700235C1 Make of Vehicle Drive Most Often: OtherForeign Percent & Household 

Q4700301C1 Type of Vehicle Drive Most Often: Sedan Percent & Household 

Q4700302C1 Type of Vehicle Drive Most Often: Coupe/Hatchback Percent & Household 

Q4700303C1 Type of Vehicle Drive Most Often: Sport Coupe/Sport Sedan Percent & Household 

Q4700304C1 Type of Vehicle Drive Most Often: Minivan Percent & Household 
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Q4700305C1 Type of Vehicle Drive Most Often: Sport Utility Vehicle Percent & Household 

Q4700306C1 Type of Vehicle Drive Most Often: Station Wagon Percent & Household 

Q4700307C1 Type of Vehicle Drive Most Often: Pickup Truck Percent & Household 

Q4700308C1 Type of Vehicle Drive Most Often: Full-Sized Van Percent & Household 

Q4700309C1 Type of Vehicle Drive Most Often: Crossover Utility Vehicle Percent & Household 

Q4700310C1 Type of Vehicle Drive Most Often: Other Percent & Household 

Q4700600C1 Vehicle Drive Most Often: Bought New Percent & Household 

Q4700600C2 Vehicle Drive Most Often: Bought Used Percent & Household 

Q4700600C3 Vehicle Drive Most Often: Leased New Percent & Household 

Q4700600C4 Vehicle Drive Most Often: Leased Used Percent & Household 

Q4700600C5 Vehicle Drive Most Often: Don't Know/Not Sure Percent & Household 

Q4700700C1 Vehicle(s) Hhld Own/Lease(s) [Base: Driving]: None Percent & Household 

Q4700700C2 Vehicle(s) Hhld Own/Lease(s) [Base: Driving]: One Percent & Household 

Q4700700C3 Vehicle(s) Hhld Own/Lease(s) [Base: Driving]: Two Percent & Household 

Q4700700C4 Vehicle(s) Hhld Own/Lease(s) [Base: Driving]: Three Percent & Household 

Q4700700C5 Vehicle(s) Hhld Own/Lease(s) [Base: Driving]: More Than Three Percent & Household 

Q4701301C1 Auto Assist. Services: Auto club (e.g. CAA, TD Auto Club) Percent & Household 

Q4701302C1 Auto Assist. Services: Manufacturer's roadside assistance program Percent & Household 

Q4701303C1 Auto Assist. Services: On Star or other direct communication service Percent & Household 

Q4710300C2 Radio Services in Vehicle: Satellite Radio Percent & Household 

Q4700800C1 Purchased Or Leased A Vehicle Past 2 Yrs [Base: Driving]: No, Not Past 2 Years Percent & Household 

Q4700800C2 Purchased Or Leased A Vehicle Past 2 Yrs [Base: Driving]: Yes, Purchased New Percent & Household 

Q4700800C3 Purchased Or Leased A Vehicle Past 2 Yrs [Base: Driving]: Yes, Purchased Used Percent & Household 

Q4700800C4 Purchased Or Leased A Vehicle Past 2 Yrs [Base: Driving]: Yes, Leased New Percent & Household 

Q4700800C5 Purchased Or Leased A Vehicle Past 2 Yrs [Base: Driving]: Yes, Leased Used Percent & Household 

Q4710400C1 Vehicle Value Obtained Past 2 Yrs: Less than $10,000 Percent & Household 

Q4710400C2 Vehicle Value Obtained Past 2 Yrs: $10,000 - $14,999 Percent & Household 

Q4710400C3 Vehicle Value Obtained Past 2 Yrs: $15,000 - $19,999 Percent & Household 

Q4710400C4 Vehicle Value Obtained Past 2 Yrs: $20,000 - $24,999 Percent & Household 

Q4710400C5 Vehicle Value Obtained Past 2 Yrs: $25,000 - $29,999 Percent & Household 

Q4710400C6 Vehicle Value Obtained Past 2 Yrs: $30,000 - $39,999 Percent & Household 

Q4710400C7 Vehicle Value Obtained Past 2 Yrs: $40,000 or more Percent & Household 

Q4700900C1 Action Plan At The End of Leasing: Purchase The Vehicle Percent & Household 

Q4700900C2 Action Plan At The End of Leasing: Return The Vehicle To The Lessor Percent & Household 

Q4701000C1 Purchase or Lease A Vehicle Next Year [Base: Driving]: Definitely Will Percent & Household 

Q4701000C2 Purchase or Lease A Vehicle Next Year [Base: Driving]: Likely Will Percent & Household 

Q4701000C3 Purchase or Lease A Vehicle Next Year [Base: Driving]: Likely Will Not Percent & Household 

Q4701000C4 Purchase or Lease A Vehicle Next Year [Base: Driving]: Definitely Will Not Percent & Household 

Q4701200C1 Plan to Spend for Vehicle Next Year: Less than $10,000 Percent & Household 

Q4701200C2 Plan to Spend for Vehicle Next Year: $10,000 - $14,999 Percent & Household 

Q4701200C3 Plan to Spend for Vehicle Next Year: $15,000 - $19,999 Percent & Household 

Q4701200C4 Plan to Spend for Vehicle Next Year: $20,000 - $24,999 Percent & Household 

Q4701200C5 Plan to Spend for Vehicle Next Year: $25,000 - $29,999 Percent & Household 

Q4701200C6 Plan to Spend for Vehicle Next Year: $30,000 - $39,999 Percent & Household 

Q4701200C7 Plan to Spend for Vehicle Next Year: $40,000 or more Percent & Household 

Q4710101C1 Type of Vehicle Plan to Purchase or Lease: Sedan Percent & Household 

Q4710102C1 Type of Vehicle Plan to Purchase or Lease: Coupe/Hatchback Percent & Household 

Q4710103C1 Type of Vehicle Plan to Purchase or Lease: Sport coupe/sedan Percent & Household 
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Q4710104C1 Type of Vehicle Plan to Purchase or Lease: Minivan Percent & Household 

Q4710105C1 Type of Vehicle Plan to Purchase or Lease: Sport utility vehicle Percent & Household 

Q4710106C1 Type of Vehicle Plan to Purchase or Lease: Station wagon Percent & Household 

Q4710107C1 Type of Vehicle Plan to Purchase or Lease: Pickup truck Percent & Household 

Q4710108C1 Type of Vehicle Plan to Purchase or Lease: Full-sized van Percent & Household 

Q4710109C1 
Type of Vehicle Plan to Purchase or Lease: Crossover Utility Vehicle (e.g. Chrysler 
Pacifica) 

Percent & Household 

Q4710110C1 Type of Vehicle Plan to Purchase or Lease: Other Percent & Household 

Q4710200C1 Consider A Hybrid Vehicle: Definitely Will Percent & Household 

Q4710200C2 Consider A Hybrid Vehicle: Likely Will Percent & Household 

Q4710200C3 Consider A Hybrid Vehicle: Likely Will Not Percent & Household 

Q4710200C4 Consider A Hybrid Vehicle: Definitely Will Not Percent & Household 

  AUTOMOTIVE AFTERMARKET Percent & Household 

Q4800101C1 Most Recent Maintenance: Collision Repair/Body Work: Never Done Percent & Household 

Q4800101C2 Most Recent Maintenance: Collision Repair/Body Work: Gas Station/Service Centre Percent & Household 

Q4800101C3 Most Recent Maintenance: Collision Repair/Body Work: Car Dealer Percent & Household 

Q4800101C4 Most Recent Maintenance: Collision Repair/Body Work: Specialty Shop Percent & Household 

Q4800101C5 Most Recent Maintenance: Collision Repair/Body Work: Yourself Percent & Household 

Q4800101C6 Most Recent Maintenance: Collision Repair/Body Work: Family or Friend Percent & Household 

Q4800101C7 Most Recent Maintenance: Collision Repair/Body Work: Don't Know/Not Sure Percent & Household 

Q4800102C1 Most Recent Maintenance: Oil Change/Lube: Never Done Percent & Household 

Q4800102C2 Most Recent Maintenance: Oil Change/Lube: Gas Station/Service Centre Percent & Household 

Q4800102C3 Most Recent Maintenance: Oil Change/Lube: Car Dealer Percent & Household 

Q4800102C4 Most Recent Maintenance: Oil Change/Lube: Specialty Shop Percent & Household 

Q4800102C5 Most Recent Maintenance: Oil Change/Lube: Yourself Percent & Household 

Q4800102C6 Most Recent Maintenance: Oil Change/Lube: Family or Friend Percent & Household 

Q4800102C7 Most Recent Maintenance: Oil Change/Lube: Don't Know/Not Sure Percent & Household 

Q4800103C1 Most Recent Maintenance: Paint Job: Never Done Percent & Household 

Q4800103C2 Most Recent Maintenance: Paint Job: Gas Station/Service Centre Percent & Household 

Q4800103C3 Most Recent Maintenance: Paint Job: Car Dealer Percent & Household 

Q4800103C4 Most Recent Maintenance: Paint Job: Specialty Shop Percent & Household 

Q4800103C5 Most Recent Maintenance: Paint Job: Yourself Percent & Household 

Q4800103C6 Most Recent Maintenance: Paint Job: Family or Friend Percent & Household 

Q4800103C7 Most Recent Maintenance: Paint Job: Don't Know/Not Sure Percent & Household 

Q4800104C1 Most Recent Maintenance: Repair Transmission: Never Done Percent & Household 

Q4800104C2 Most Recent Maintenance: Repair Transmission: Gas Station/Service Centre Percent & Household 

Q4800104C3 Most Recent Maintenance: Repair Transmission: Car Dealer Percent & Household 

Q4800104C4 Most Recent Maintenance: Repair Transmission: Specialty Shop Percent & Household 

Q4800104C5 Most Recent Maintenance: Repair Transmission: Yourself Percent & Household 

Q4800104C6 Most Recent Maintenance: Repair Transmission: Family or Friend Percent & Household 

Q4800104C7 Most Recent Maintenance: Repair Transmission: Don't Know/Not Sure Percent & Household 

Q4800105C1 Most Recent Maintenance: Repair Brakes: Never Done Percent & Household 

Q4800105C2 Most Recent Maintenance: Repair Brakes: Gas Station/Service Centre Percent & Household 

Q4800105C3 Most Recent Maintenance: Repair Brakes: Car Dealer Percent & Household 

Q4800105C4 Most Recent Maintenance: Repair Brakes: Specialty Shop Percent & Household 

Q4800105C5 Most Recent Maintenance: Repair Brakes: Yourself Percent & Household 

Q4800105C6 Most Recent Maintenance: Repair Brakes: Family or Friend Percent & Household 

Q4800105C7 Most Recent Maintenance: Repair Brakes: Don't Know/Not Sure Percent & Household 
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Q4800106C1 Most Recent Maintenance: Replace Windshield: Never Done Percent & Household 

Q4800106C2 Most Recent Maintenance: Replace Windshield: Gas Station/Service Centre Percent & Household 

Q4800106C3 Most Recent Maintenance: Replace Windshield: Car Dealer Percent & Household 

Q4800106C4 Most Recent Maintenance: Replace Windshield: Specialty Shop Percent & Household 

Q4800106C5 Most Recent Maintenance: Replace Windshield: Yourself Percent & Household 

Q4800106C6 Most Recent Maintenance: Replace Windshield: Family or Friend Percent & Household 

Q4800106C7 Most Recent Maintenance: Replace Windshield: Don't Know/Not Sure Percent & Household 

Q4800107C1 Most Recent Maintenance: Replace Tires: Never Done Percent & Household 

Q4800107C2 Most Recent Maintenance: Replace Tires: Gas Station/Service Centre Percent & Household 

Q4800107C3 Most Recent Maintenance: Replace Tires: Car Dealer Percent & Household 

Q4800107C4 Most Recent Maintenance: Replace Tires: Specialty Shop Percent & Household 

Q4800107C5 Most Recent Maintenance: Replace Tires: Yourself Percent & Household 

Q4800107C6 Most Recent Maintenance: Replace Tires: Family or Friend Percent & Household 

Q4800107C7 Most Recent Maintenance: Replace Tires: Don't Know/Not Sure Percent & Household 

Q4800108C1 Most Recent Maintenance: Replace Muffler/Shocks: Never Done Percent & Household 

Q4800108C2 Most Recent Maintenance: Replace Muffler/Shocks: Gas Station/Service Centre Percent & Household 

Q4800108C3 Most Recent Maintenance: Replace Muffler/Shocks: Car Dealer Percent & Household 

Q4800108C4 Most Recent Maintenance: Replace Muffler/Shocks: Specialty Shop Percent & Household 

Q4800108C5 Most Recent Maintenance: Replace Muffler/Shocks: Yourself Percent & Household 

Q4800108C6 Most Recent Maintenance: Replace Muffler/Shocks: Family or Friend Percent & Household 

Q4800108C7 Most Recent Maintenance: Replace Muffler/Shocks: Don't Know/Not Sure Percent & Household 

Q4800109C1 Most Recent Maintenance: Rust Protection: Never Done Percent & Household 

Q4800109C2 Most Recent Maintenance: Rust Protection: Gas Station/Service Centre Percent & Household 

Q4800109C3 Most Recent Maintenance: Rust Protection: Car Dealer Percent & Household 

Q4800109C4 Most Recent Maintenance: Rust Protection: Specialty Shop Percent & Household 

Q4800109C5 Most Recent Maintenance: Rust Protection: Yourself Percent & Household 

Q4800109C6 Most Recent Maintenance: Rust Protection: Family or Friend Percent & Household 

Q4800109C7 Most Recent Maintenance: Rust Protection: Don't Know/Not Sure Percent & Household 

Q4800110C1 Most Recent Maintenance: Tune Up: Never Done Percent & Household 

Q4800110C2 Most Recent Maintenance: Tune Up: Gas Station/Service Centre Percent & Household 

Q4800110C3 Most Recent Maintenance: Tune Up: Car Dealer Percent & Household 

Q4800110C4 Most Recent Maintenance: Tune Up: Specialty Shop Percent & Household 

Q4800110C5 Most Recent Maintenance: Tune Up: Yourself Percent & Household 

Q4800110C6 Most Recent Maintenance: Tune Up: Family or Friend Percent & Household 

Q4800110C7 Most Recent Maintenance: Tune Up: Don't Know/Not Sure Percent & Household 

Q4800111C1 Most Recent Maintenance: Other Major Repair Job (over $200): Never Done Percent & Household 

Q4800111C2 
Most Recent Maintenance: Other Major Repair Job (over $200): Gas Station/Service 
Centre 

Percent & Household 

Q4800111C3 Most Recent Maintenance: Other Major Repair Job (over $200): Car Dealer Percent & Household 

Q4800111C4 Most Recent Maintenance: Other Major Repair Job (over $200): Specialty Shop Percent & Household 

Q4800111C5 Most Recent Maintenance: Other Major Repair Job (over $200): Yourself Percent & Household 

Q4800111C6 Most Recent Maintenance: Other Major Repair Job (over $200): Family or Friend Percent & Household 

Q4800111C7 Most Recent Maintenance: Other Major Repair Job (over $200): Don't Know/Not Sure Percent & Household 

Q4800201C1 Auto Parts or Service: AAMCO Percent & Household 

Q4800202C1 Auto Parts or Service: Apple Auto Glass Percent & Household 

Q4800203C1 Auto Parts or Service: Bridgestone/Firestone Percent & Household 

Q4800204C1 Auto Parts or Service: Canadian Tire/Pit Stop Percent & Household 

Q4800205C1 Auto Parts or Service: Costco/Price Club Percent & Household 
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Q4800206C1 Auto Parts or Service: GM Goodwrench Percent & Household 

Q4800207C1 Auto Parts or Service: Goodyear Select (Certified Auto Centre) Percent & Household 

Q4800208C1 Auto Parts or Service: Maaco Percent & Household 

Q4800209C1 Auto Parts or Service: Midas Auto Service Experts Percent & Household 

Q4800210C1 Auto Parts or Service: Minit-Tune Percent & Household 

Q4800211C1 Auto Parts or Service: Mister Transmission Percent & Household 

Q4800212C1 Auto Parts or Service: Mr. Lube Percent & Household 

Q4800213C1 Auto Parts or Service: NAPA Auto Parts Percent & Household 

Q4800214C1 Auto Parts or Service: PartSource Percent & Household 

Q4800215C1 Auto Parts or Service: Sears Auto Percent & Household 

Q4800216C1 Auto Parts or Service: Speedy Auto Glass Percent & Household 

Q4800217C1 Auto Parts or Service: Speedy Auto Service Percent & Household 

Q4800218C1 Auto Parts or Service: Standard Auto Glass Percent & Household 

Q4800219C1 Auto Parts or Service: Wal-Mart Percent & Household 

Q4800220C1 Auto Parts or Service: Ziebart Percent & Household 

Q4800221C1 Auto Parts or Service: Car Dealership (excluding GM Goodwrench) Percent & Household 

Q4800222C1 Auto Parts or Service: Other Parts/Service Shops Percent & Household 

Q4800401C1 Auto Rental: Avis Percent & Household 

Q4800402C1 Auto Rental: Budget Percent & Household 

Q4800403C1 Auto Rental: Discount Percent & Household 

Q4800404C1 Auto Rental: Enterprise Percent & Household 

Q4800405C1 Auto Rental: Hertz Percent & Household 

Q4800406C1 Auto Rental: National Car Rental Percent & Household 

Q4800408C1 Auto Rental: Thrifty Percent & Household 

Q4800409C1 Auto Rental: U-Haul Percent & Household 

Q4800410C1 Auto Rental: Other Car/Truck/Van Rentals Percent & Household 

Q4820201C1 Gas Stations Last Month: Canadian Tire: Once a month Percent & Household 

Q4820201C2 Gas Stations Last Month: Canadian Tire: 2-3 times a month Percent & Household 

Q4820201C3 Gas Stations Last Month: Canadian Tire: Once a week Percent & Household 

Q4820201C4 Gas Stations Last Month: Canadian Tire: 2-6 times a week Percent & Household 

Q4820201C5 Gas Stations Last Month: Canadian Tire: At least once a day Percent & Household 

Q4820202C1 Gas Stations Last Month: Chevron: Once a month Percent & Household 

Q4820202C2 Gas Stations Last Month: Chevron: 2-3 times a month Percent & Household 

Q4820202C3 Gas Stations Last Month: Chevron: Once a week Percent & Household 

Q4820202C4 Gas Stations Last Month: Chevron: 2-6 times a week Percent & Household 

Q4820202C5 Gas Stations Last Month: Chevron: At least once a day Percent & Household 

Q4820203C1 Gas Stations Last Month: Esso: Once a month Percent & Household 

Q4820203C2 Gas Stations Last Month: Esso: 2-3 times a month Percent & Household 

Q4820203C3 Gas Stations Last Month: Esso: Once a week Percent & Household 

Q4820203C4 Gas Stations Last Month: Esso: 2-6 times a week Percent & Household 

Q4820203C5 Gas Stations Last Month: Esso: At least once a day Percent & Household 

Q4820204C1 Gas Stations Last Month: Petro Canada: Once a month Percent & Household 

Q4820204C2 Gas Stations Last Month: Petro Canada: 2-3 times a month Percent & Household 

Q4820204C3 Gas Stations Last Month: Petro Canada: Once a week Percent & Household 

Q4820204C4 Gas Stations Last Month: Petro Canada: 2-6 times a week Percent & Household 

Q4820204C5 Gas Stations Last Month: Petro Canada: At least once a day Percent & Household 

Q4820205C1 Gas Stations Last Month: Shell: Once a month Percent & Household 

Q4820205C2 Gas Stations Last Month: Shell: 2-3 times a month Percent & Household 
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Q4820205C3 Gas Stations Last Month: Shell: Once a week Percent & Household 

Q4820205C4 Gas Stations Last Month: Shell: 2-6 times a week Percent & Household 

Q4820205C5 Gas Stations Last Month: Shell: At least once a day Percent & Household 

Q4820206C1 Gas Stations Last Month: Sunoco: Once a month Percent & Household 

Q4820206C2 Gas Stations Last Month: Sunoco: 2-3 times a month Percent & Household 

Q4820206C3 Gas Stations Last Month: Sunoco: Once a week Percent & Household 

Q4820206C4 Gas Stations Last Month: Sunoco: 2-6 times a week Percent & Household 

Q4820206C5 Gas Stations Last Month: Sunoco: At least once a day Percent & Household 

Q4820207C1 Gas Stations Last Month: Other Gas Stations: Once a month Percent & Household 

Q4820207C2 Gas Stations Last Month: Other Gas Stations: 2-3 times a month Percent & Household 

Q4820207C3 Gas Stations Last Month: Other Gas Stations: Once a week Percent & Household 

Q4820207C4 Gas Stations Last Month: Other Gas Stations: 2-6 times a week Percent & Household 

Q4820207C5 Gas Stations Last Month: Other Gas Stations: At least once a day Percent & Household 

  BBM COMMUNICATIONS & COMPUTERS Percent & Household 

  INTERNET USAGE Percent & Household 

Q4100301C2 Used Internet Past 4 Weeks: At Home Percent & Household 

Q4100302C2 Used Internet Past 4 Weeks: At Work Percent & Household 

Q4100303C2 Used Internet Past 4 Weeks: At School/College/University Percent & Household 

Q4100304C2 Used Internet Past 4 Weeks: At Some Other Location Percent & Household 

Q8913000C0 Time Spent on the Internet (Average Day): Did Not Access Percent & Household 

Q8913000C1 Time Spent on the Internet (Average Day): Less Than 1 Hour Percent & Household 

Q8913000C2 Time Spent on the Internet (Average Day): 1 to 2 Hours Percent & Household 

Q8913000C3 Time Spent on the Internet (Average Day): 2.01 to 3 Hours Percent & Household 

Q8913000C4 Time Spent on the Internet (Average Day): 3.01 to 4 Hours Percent & Household 

Q8913000C5 Time Spent on the Internet (Average Day): More Than 4 Hours Percent & Household 

Q4100601C1 Internet Activities Past 30 Days: Download music/MP3 files (Free or Paid) Percent & Household 

Q4100602C1 
Internet Activities Past 30 Days: Download a radio broadcast for use on an MP3 player 
(e.g. Podcast) 

Percent & Household 

Q4100621C1 
Internet Activities Past 30 Days: Download a video for use on a video MP3 
player/wireless device 

Percent & Household 

Q4100603C1 Internet Activities Past 30 Days: Participate in discussions or chat groups Percent & Household 

Q4100604C1 Internet Activities Past 30 Days: Use instant messaging (e.g. MSN Messenger, Yahoo) Percent & Household 

Q4100605C1 Internet Activities Past 30 Days: Respond to online surveys/polls Percent & Household 

Q4100606C1 Internet Activities Past 30 Days: Enter online contests Percent & Household 

Q4100607C1 Internet Activities Past 30 Days: Play online games Percent & Household 

Q4100608C1 Internet Activities Past 30 Days: Click on an Internet advertisement Percent & Household 

Q4100609C1 Internet Activities Past 30 Days: Visit online auction sites (e.g. eBay) Percent & Household 

Q4100622C1 Internet Activities Past 30 Days: Visit a classified ad websites (e.g. Craigslist) Percent & Household 

Q4100623C1 
Internet Activities Past 30 Days: Visit social networking sites (e.g. Facebook, 
MySpace) 

Percent & Household 

Q4100610C1 Internet Activities Past 30 Days: Search for specific information Percent & Household 

Q4100611C1 Internet Activities Past 30 Days: Access current news Percent & Household 

Q4100612C1 
Internet Activities Past 30 Days: Research products/services you might like to try or 
buy 

Percent & Household 

Q4100613C1 Internet Activities Past 30 Days: Read on-line newspapers Percent & Household 

Q4100624C1 Internet Activities Past 30 Days: Read/contribute to a blog or message board Percent & Household 

Q4100614C1 Internet Activities Past 30 Days: Subscribe to a pay-for-use news site Percent & Household 

Q4100615C1 Internet Activities Past 30 Days: Read on-line magazines Percent & Household 

Q4100616C1 Internet Activities Past 30 Days: Access a news site (e.g. MSN.com, CNN.com) Percent & Household 
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Q4100625C1 
Internet Activities Past 30 Days: Register with a website to receive permission-based 
mailouts/newsletters. 

Percent & Household 

Q4100617C1 Internet Activities Past 30 Days: Access a radio station's website Percent & Household 

Q4100618C1 Internet Activities Past 30 Days: Listen to a radio broadcast via streaming audio Percent & Household 

Q4100619C1 
Internet Activities Past 30 Days: Listen to an Internet only radio station (e.g. Iceberg 
Radio) 

Percent & Household 

Q4100620C1 Internet Activities Past 30 Days: Watch a TV broadcast via streaming video Percent & Household 

Q4100700C1 Access Internet Personally (Monday to Friday) [Base: Used Past 4 Wks]: Never Percent & Household 

Q4100700C2 
Access Internet Personally (Monday to Friday) [Base: Used Past 4 Wks]: Less Than 1 
Day 

Percent & Household 

Q4100700C3 Access Internet Personally (Monday to Friday) [Base: Used Past 4 Wks]: 1 Day Percent & Household 

Q4100700C4 Access Internet Personally (Monday to Friday) [Base: Used Past 4 Wks]: 2 Days Percent & Household 

Q4100700C5 Access Internet Personally (Monday to Friday) [Base: Used Past 4 Wks]: 3 Days Percent & Household 

Q4100700C6 Access Internet Personally (Monday to Friday) [Base: Used Past 4 Wks]: 4 Days Percent & Household 

Q4100700C7 Access Internet Personally (Monday to Friday) [Base: Used Past 4 Wks]: 5 Days Percent & Household 

Q4100800C1 Access Internet Personally (Saturday & Sunday) [Base: Used Past 4 Wks]: Never Percent & Household 

Q4100800C2 
Access Internet Personally (Saturday & Sunday) [Base: Used Past 4 Wks]: Less Than 
1 Day 

Percent & Household 

Q4100800C3 Access Internet Personally (Saturday & Sunday) [Base: Used Past 4 Wks]: 1 Day Percent & Household 

Q4100800C4 Access Internet Personally (Saturday & Sunday) [Base: Used Past 4 Wks]: 2 Days Percent & Household 

Q4110200C1 
Internet Connection [Base: Used Past 4 Wks]: ADSL / DSL ( e.g. 
Sympatico/Telus/Aliant High Speed) 

Percent & Household 

Q4110200C2 
Internet Connection [Base: Used Past 4 Wks]: Cable High Speed (e.g. 
Rogers/Shaw/Cogeco High Speed) 

Percent & Household 

Q4110200C3 Internet Connection [Base: Used Past 4 Wks]: Regular Phone Line Dial Up Access Percent & Household 

Q4110200C4 
Internet Connection [Base: Used Past 4 Wks]: Other Type of Internet Access (e.g. 
Satellite, ISDN etc.) 

Percent & Household 

Q4110200C5 Internet Connection [Base: Used Past 4 Wks]: Don't Know Percent & Household 

Q4110200C9 
Internet Connection [Base: Used Past 4 Wks]: None, Don't Have Internet Access At 
Home 

Percent & Household 

  NEW TECHNOLOGY Percent & Household 

Q4150101C1 Satellite Radio Service (e.g. Sirius): Intend to buy in the next 2 years Percent & Household 

Q4150101C2 Satellite Radio Service (e.g. Sirius): Already purchased Percent & Household 

Q4150102C1 Wireless TV: Intend to buy in the next 2 years Percent & Household 

Q4150102C2 Wireless TV: Already purchased Percent & Household 

Q4150103C1 Digital Bundle From One Service Provider: : Intend to buy in the next 2 years Percent & Household 

Q4150103C2 Digital Bundle From One Service Provider: : Already purchased Percent & Household 

Q4150104C1 VoIP (DSL Based Phone Service): Intend to buy in the next 2 years Percent & Household 

Q4150104C2 VoIP (DSL Based Phone Service): Already purchased Percent & Household 

Q4150105C1 Digital Cable/Satellite TV Service: Intend to buy in the next 2 years Percent & Household 

Q4150105C2 Digital Cable/Satellite TV Service: Already purchased Percent & Household 

Q4150106C1 Home Computer Network (Wireless or Wired): Intend to buy in the next 2 years Percent & Household 

Q4150106C2 Home Computer Network (Wireless or Wired): Already purchased Percent & Household 

Q4150107C1 Personal Video Recorder (PVR): Intend to buy in the next 2 years Percent & Household 

Q4150107C2 Personal Video Recorder (PVR): Already purchased Percent & Household 

Q4150109C1 Subscribe to A Video-On-Demand (VOD) Service: Intend to buy in the next 2 years Percent & Household 

Q4150109C2 Subscribe to A Video-On-Demand (VOD) Service: Already purchased Percent & Household 

Q4150110C1 
HDTV Cable or Sattelite Service: Intend to buy in the next 2 years: Intend to buy in the 
next 2 years 

Percent & Household 

Q4150110C2 HDTV Cable or Sattelite Service: Already purchased: Already purchased Percent & Household 
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Q4150111C1 
HDTV Off-air (e.g. Antenna): Intend to buy in the next 2 years: Intend to buy in the next 
2 years 

Percent & Household 

Q4150111C2 HDTV Off-air (e.g. Antenna): Already purchased: Already purchased Percent & Household 

  TELEPHONE/WIRELESS Percent & Household 

Q3700201C1 Do You Personally Use: A Cell Phone Percent & Household 

Q3700202C1 Do You Personally Use: Blackberry / Similar Wireless Device Percent & Household 

Q3700300C1 Wireless Services Spend/Month: Less than $30 Percent & Household 

Q3700300C2 Wireless Services Spend/Month: $30-$99 Percent & Household 

Q3700300C3 Wireless Services Spend/Month: $100 or more Percent & Household 

Q3700300C4 Wireless Services Spend/Month: Don't Know Percent & Household 

Q3700401C1 Wireless Network Supplier: Aliant Mobility Percent & Household 

Q3700402C1 Wireless Network Supplier: Bell/Bell Mobility Percent & Household 

Q3700403C1 Wireless Network Supplier: Fido Percent & Household 

Q3700404C1 Wireless Network Supplier: Rogers Percent & Household 

Q3700405C1 Wireless Network Supplier: Telus Mobility Percent & Household 

Q3700406C1 Wireless Network Supplier: Virgin Mobile Percent & Household 

Q3700409C1 Wireless Network Supplier: Videotron Percent & Household 

Q3700407C1 Wireless Network Supplier: Other Cellular Supplier Percent & Household 

Q3700408C1 Wireless Network Supplier: Don't Know Percent & Household 

Q3700501C2 Have Done Past Year: Changed Wireless Network Provider Percent & Household 

Q3700502C2 Have Done Past Year: Upgraded Wireless Serivce Plan or Added Services Percent & Household 

Q3600100C1 Personal Long Distance Spend/Month: Nothing Percent & Household 

Q3600100C2 Personal Long Distance Spend/Month: $1-$25 Percent & Household 

Q3600100C3 Personal Long Distance Spend/Month: $26-$39 Percent & Household 

Q3600100C4 Personal Long Distance Spend/Month: $40 or more Percent & Household 

  BBM FINANCIAL Percent & Household 

  BANKING Percent & Household 

Q5200101C1 Principal Bank Institution: BMO Bank of Montreal Percent & Household 

Q5200101C2 Non-Principal Bank Institution: BMO Bank of Montreal Percent & Household 

Q5200102C1 Principal Bank Institution: Canadian Imperial Bank of Commerce (CIBC) Percent & Household 

Q5200102C2 Non-Principal Bank Institution: Canadian Imperial Bank of Commerce (CIBC) Percent & Household 

Q5200103C1 Principal Bank Institution: Citizen's Bank Percent & Household 

Q5200103C2 Non-Principal Bank Institution: Citizen's Bank Percent & Household 

Q5200104C1 Principal Bank Institution: Caisse Populaire Desjardins Percent & Household 

Q5200104C2 Non-Principal Bank Institution: Caisse Populaire Desjardins Percent & Household 

Q5200105C1 Principal Bank Institution: ING Direct Percent & Household 

Q5200105C2 Non-Principal Bank Institution: ING Direct Percent & Household 

Q5200106C1 Principal Bank Institution: Laurentian Bank Percent & Household 

Q5200106C2 Non-Principal Bank Institution: Laurentian Bank Percent & Household 

Q5200107C1 Principal Bank Institution: National Bank of Canada Percent & Household 

Q5200107C2 Non-Principal Bank Institution: National Bank of Canada Percent & Household 

Q5200108C1 Principal Bank Institution: National Trust Percent & Household 

Q5200108C2 Non-Principal Bank Institution: National Trust Percent & Household 

Q5200109C1 Principal Bank Institution: President's Choice Financial Percent & Household 

Q5200109C2 Non-Principal Bank Institution: President's Choice Financial Percent & Household 

Q5200110C1 Principal Bank Institution: RBC (Royal Bank/Royal Trust) Percent & Household 

Q5200110C2 Non-Principal Bank Institution: RBC (Royal Bank/Royal Trust) Percent & Household 

Q5200111C1 Principal Bank Institution: Scotiabank Percent & Household 
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Q5200111C2 Non-Principal Bank Institution: Scotiabank Percent & Household 

Q5200112C1 Principal Bank Institution: The Hong Kong Bank of Canada/HSBC Percent & Household 

Q5200112C2 Non-Principal Bank Institution: The Hong Kong Bank of Canada/HSBC Percent & Household 

Q5200113C1 Principal Bank Institution: TD Canada Trust Percent & Household 

Q5200113C2 Non-Principal Bank Institution: TD Canada Trust Percent & Household 

Q5200114C1 Principal Bank Institution: Instant Cheque Cashing Service (e.g. Money Mart) Percent & Household 

Q5200114C2 Non-Principal Bank Institution: Instant Cheque Cashing Service (e.g. Money Mart) Percent & Household 

Q5200115C1 Principal Bank Institution: Online/Internet Bank Percent & Household 

Q5200115C2 Non-Principal Bank Institution: Online/Internet Bank Percent & Household 

Q5200116C1 Principal Bank Institution: Other - Banks Percent & Household 

Q5200116C2 Non-Principal Bank Institution: Other - Banks Percent & Household 

Q5200117C1 Principal Bank Institution: Other - Credit Unions/Caisses Populaires/D'Économie Percent & Household 

Q5200117C2 Non-Principal Bank Institution: Other - Credit Unions/Caisses Populaires/D'Économie Percent & Household 

Q5200118C1 Principal Bank Institution: Other - Trust Companies Percent & Household 

Q5200118C2 Non-Principal Bank Institution: Other - Trust Companies Percent & Household 

Q5200501C1 Financial Services: Personal Overdraft Protection Percent & Household 

Q5200502C1 Financial Services: Senior Services Bank Plan Percent & Household 

Q5200503C1 Financial Services: Banking Services Package Percent & Household 

Q5200504C1 Financial Services: A Mortgage Percent & Household 

Q5200505C1 Financial Services: Reverse Mortgage Percent & Household 

Q5200506C1 Financial Services: An Automobile Loan Percent & Household 

Q5200507C1 Financial Services: Small Business Loan Percent & Household 

Q5200508C1 Financial Services: Personal Line of Credit Percent & Household 

Q5200509C1 Financial Services: RSP Loan Percent & Household 

Q5200510C1 Financial Services: Other Personal Loan Percent & Household 

Q5200511C1 Financial Services: Debt Consolidation Percent & Household 

Q5200512C1 Financial Services: Bankruptcy Service Percent & Household 

Q5200513C1 Financial Services: Registered Education Savings Plan (RESP) Percent & Household 

Q5200514C1 Financial Services: Registered Retirement Income Fund (RRIF) Percent & Household 

Q5200515C1 Financial Services: Registered Retirement Savings Plan (RRSP) Percent & Household 

Q5200516C1 Financial Services: Will/Estate Planning Percent & Household 

Q5200517C1 Financial Services: Canada Savings Bonds Percent & Household 

Q5200518C1 Financial Services: Other Bonds Percent & Household 

Q5200519C1 Financial Services: Stocks Percent & Household 

Q5200520C1 Financial Services: Mutual Funds Percent & Household 

Q5200521C1 Financial Services: Term Deposits Percent & Household 

Q5200522C1 Financial Services: Guaranteed Investment Certificates Percent & Household 

Q5200523C1 Financial Services: Investment Real Estate Percent & Household 

Q5201201C1 Automated Bank Teller Machine Usage: Once A Month Percent & Household 

Q5201201C2 Automated Bank Teller Machine Usage: 2 To 3 Times A Month Percent & Household 

Q5201201C3 Automated Bank Teller Machine Usage: Once A Week Percent & Household 

Q5201201C4 Automated Bank Teller Machine Usage: 2 To 6 Times A Week Percent & Household 

Q5201201C5 Automated Bank Teller Machine Usage: At Least Once A Day Percent & Household 

Q5201202C1 Debit Card for Purchases Usage: Once A Month Percent & Household 

Q5201202C2 Debit Card for Purchases Usage: 2 To 3 Times A Month Percent & Household 

Q5201202C3 Debit Card for Purchases Usage: Once A Week Percent & Household 

Q5201202C4 Debit Card for Purchases Usage: 2 To 6 Times A Week Percent & Household 

Q5201202C5 Debit Card for Purchases Usage: At Least Once A Day Percent & Household 
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Q5201203C1 Debit Quick Pay Card Usage: Once A Month Percent & Household 

Q5201203C2 Debit Quick Pay Card Usage: 2 To 3 Times A Month Percent & Household 

Q5201203C3 Debit Quick Pay Card Usage: Once A Week Percent & Household 

Q5201203C4 Debit Quick Pay Card Usage: 2 To 6 Times A Week Percent & Household 

Q5201203C5 Debit Quick Pay Card Usage: At Least Once A Day Percent & Household 

Q5201204C1 Gas Station Quick Pay Card Usage: Once A Month Percent & Household 

Q5201204C2 Gas Station Quick Pay Card Usage: 2 To 3 Times A Month Percent & Household 

Q5201204C3 Gas Station Quick Pay Card Usage: Once A Week Percent & Household 

Q5201204C4 Gas Station Quick Pay Card Usage: 2 To 6 Times A Week Percent & Household 

Q5201204C5 Gas Station Quick Pay Card Usage: At Least Once A Day Percent & Household 

Q5201205C1 Telephone Banking Usage: Once A Month Percent & Household 

Q5201205C2 Telephone Banking Usage: 2 To 3 Times A Month Percent & Household 

Q5201205C3 Telephone Banking Usage: Once A Week Percent & Household 

Q5201205C4 Telephone Banking Usage: 2 To 6 Times A Week Percent & Household 

Q5201205C5 Telephone Banking Usage: At Least Once A Day Percent & Household 

Q5201206C1 Online/Internet Banking Usage: Once A Month Percent & Household 

Q5201206C2 Online/Internet Banking Usage: 2 To 3 Times A Month Percent & Household 

Q5201206C3 Online/Internet Banking Usage: Once A Week Percent & Household 

Q5201206C4 Online/Internet Banking Usage: 2 To 6 Times A Week Percent & Household 

Q5201206C5 Online/Internet Banking Usage: At Least Once A Day Percent & Household 

Q5201207C1 Online/Internet Stock Trading Usage: Once A Month Percent & Household 

Q5201207C2 Online/Internet Stock Trading Usage: 2 To 3 Times A Month Percent & Household 

Q5201207C3 Online/Internet Stock Trading Usage: Once A Week Percent & Household 

Q5201207C4 Online/Internet Stock Trading Usage: 2 To 6 Times A Week Percent & Household 

Q5201207C5 Online/Internet Stock Trading Usage: At Least Once A Day Percent & Household 

  CHARITABLE DONATIONS Percent & Household 

Q5201500C1 Charitable Donations (Past Year): Nothing Percent & Household 

Q5201500C2 Charitable Donations (Past Year): $1 - $20 Percent & Household 

Q5201500C3 Charitable Donations (Past Year): $21 - $50 Percent & Household 

Q5201500C4 Charitable Donations (Past Year): $51 - $100 Percent & Household 

Q5201500C5 Charitable Donations (Past Year): $101 - $500 Percent & Household 

Q5201500C6 Charitable Donations (Past Year): More Than $500 Percent & Household 

  CREDIT CARD Percent & Household 

Q5201401C1 Credit Card: American Express - Standard Percent & Household 

Q5201402C1 Credit Card: American Express - Gold/Platinum Etc. Percent & Household 

Q5201403C1 Credit Card: Mastercard - Standard Percent & Household 

Q5201404C1 Credit Card: Mastercard - Gold/Platinum Etc. Percent & Household 

Q5201405C1 Credit Card: Visa - Standard Percent & Household 

Q5201406C1 Credit Card: Visa - Gold/Platinum Etc. Percent & Household 

Q5201407C1 Credit Card: The Bay Percent & Household 

Q5201408C1 Credit Card: Sears Percent & Household 

Q5201409C1 Credit Card: Other Department Store Card(s) - Standard Percent & Household 

Q5201410C1 Credit Card: Gas Service Station Card(s) - Standard Percent & Household 

Q5201411C1 Credit Card: Travel & Entertainment Card(s) - Standard Percent & Household 

  INSURANCE Percent & Household 

Q5200901C1 Insurance Services Carried: Private Life Insurance Percent & Household 

Q5200902C1 Insurance Services Carried: Private Disability/Health Insurance Percent & Household 

Q5200903C1 Insurance Services Carried: Group Life Insurance Percent & Household 
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Q5200904C1 Insurance Services Carried: Group Health/Disability Insurance Percent & Household 

Q5200905C1 Insurance Services Carried: Travel Insurance Percent & Household 

Q5200906C1 Insurance Services Carried: Home Insurance Percent & Household 

Q5200907C1 Insurance Services Carried: Automobile Insurance Percent & Household 

Q5200908C1 Insurance Services Carried: Mortgage Insurance Percent & Household 

Q5200909C1 Insurance Services Carried: Pet Insurance Percent & Household 

Q5200910C1 Insurance Services Carried: Other Insurance Percent & Household 

  INVESTMENT/RRSP Percent & Household 

Q5200301C1 Institution Used For Investment Purposes: Bank Percent & Household 

Q5200302C1 Institution Used For Investment Purposes: Trust Company Percent & Household 

Q5200303C1 Institution Used For Investment Purposes: Mutual Fund Company Percent & Household 

Q5200304C1 
Institution Used For Investment Purposes: Credit Union/Caisses 
Populaires/D'Économie 

Percent & Household 

Q5200305C1 Institution Used For Investment Purposes: Full Service Investment Broker Percent & Household 

Q5200306C1 Institution Used For Investment Purposes: Financial Planner Percent & Household 

Q5200307C1 Institution Used For Investment Purposes: Insurance Company Percent & Household 

Q5200308C1 Institution Used For Investment Purposes: Discount Broker Percent & Household 

Q5211000C1 Value of Personal Savings and Investments: Nothing Percent & Household 

Q5211000C2 Value of Personal Savings and Investments: $1 to $5,000 Percent & Household 

Q5211000C3 Value of Personal Savings and Investments: $5,001 to $10,000 Percent & Household 

Q5211000C4 Value of Personal Savings and Investments: $10,001 to $20,000 Percent & Household 

Q5211000C5 Value of Personal Savings and Investments: $20,001 to $50,000 Percent & Household 

Q5211000C6 Value of Personal Savings and Investments: $50,001 to $100,000 Percent & Household 

Q5211000C7 Value of Personal Savings and Investments: $100,001 to $250,000 Percent & Household 

Q5211000C8 Value of Personal Savings and Investments: $250,001 to $500,000 Percent & Household 

Q5211000C9 Value of Personal Savings and Investments: Over $500,000 Percent & Household 

Q5210700C1 RRSP Contribution: Don't have RRSP Percent & Household 

Q5210700C2 RRSP Contribution: Under $2,500 Percent & Household 

Q5210700C3 RRSP Contribution: $2,501 - $5,000 Percent & Household 

Q5210700C4 RRSP Contribution: $5,001 - $10,000 Percent & Household 

Q5210700C5 RRSP Contribution: Over $10,000 Percent & Household 

Q5200800C2 RRSP: Contributed Maximum Amount Allowable (Last Return) Percent & Household 

  BBM MEDIA & LIFESTYLE Percent & Household 

  AIRLINE/TRAVEL Percent & Household 

Q4920801C1 Airline Used Past Year: Air Canada (Any) Percent & Household 

Q4920802C1 Airline Used Past Year: Air France Percent & Household 

Q4920803C1 Airline Used Past Year: Air Transat Percent & Household 

Q4920804C1 Airline Used Past Year: American Airlines Percent & Household 

Q4920805C1 Airline Used Past Year: British Airways Percent & Household 

Q4920806C1 Airline Used Past Year: Delta Airlines Percent & Household 

Q4920807C1 Airline Used Past Year: Northwest Airways Percent & Household 

Q4920808C1 Airline Used Past Year: United Airlines Percent & Household 

Q4920809C1 Airline Used Past Year: West Jet Percent & Household 

Q4920810C1 Airline Used Past Year: ZOOM Airlines Percent & Household 

Q4920811C1 Airline Used Past Year: Asian Airlines (e.g. Korean Air) Percent & Household 

Q4920816C1 Airline Used Past Year: Other Charter Airlines (e.g. Sunwing) Percent & Household 

Q4920812C1 Airline Used Past Year: Other Canadian Airlines Percent & Household 

Q4920813C1 Airline Used Past Year: Other American Airlines Percent & Household 
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Q4920814C1 Airline Used Past Year: Other European Airlines Percent & Household 

Q4920815C1 Airline Used Past Year: Other Airlines Percent & Household 

Q4910101C1 Had a Vacation Past 3 Years: Vancouver Percent & Household 

Q4910102C1 Had a Vacation Past 3 Years: Victoria Percent & Household 

Q4910103C1 Had a Vacation Past 3 Years: Whistler Percent & Household 

Q4910104C1 Had a Vacation Past 3 Years: Other British Columbia Percent & Household 

Q4910105C1 Had a Vacation Past 3 Years: Banff Percent & Household 

Q4910106C1 Had a Vacation Past 3 Years: Calgary Percent & Household 

Q4910107C1 Had a Vacation Past 3 Years: Jasper Percent & Household 

Q4910108C1 Had a Vacation Past 3 Years: Other Alberta Percent & Household 

Q4910109C1 Had a Vacation Past 3 Years: Niagara Falls Percent & Household 

Q4910110C1 Had a Vacation Past 3 Years: Ottawa Percent & Household 

Q4910111C1 Had a Vacation Past 3 Years: Toronto Percent & Household 

Q4910112C1 Had a Vacation Past 3 Years: Cottage Country (Any) (e.g. Muskoka) Percent & Household 

Q4910113C1 Had a Vacation Past 3 Years: Other Ontario Percent & Household 

Q4910114C1 Had a Vacation Past 3 Years: Montreal Percent & Household 

Q4910115C1 Had a Vacation Past 3 Years: Quebec City Percent & Household 

Q4910116C1 Had a Vacation Past 3 Years: Other Quebec Percent & Household 

Q4910117C1 Had a Vacation Past 3 Years: Cape Breton Island Percent & Household 

Q4910118C1 Had a Vacation Past 3 Years: Other Nova Scotia Percent & Household 

Q4910119C1 Had a Vacation Past 3 Years: Manitoba Percent & Household 

Q4910120C1 Had a Vacation Past 3 Years: New Brunswick Percent & Household 

Q4910121C1 Had a Vacation Past 3 Years: Newfoundland/Labrador Percent & Household 

Q4910122C1 Had a Vacation Past 3 Years: Prince Edward Island Percent & Household 

Q4910123C1 Had a Vacation Past 3 Years: Saskatchewan Percent & Household 

Q4910124C1 Had a Vacation Past 3 Years: N.W.T./Nunavut/Yukon Percent & Household 

Q4910125C1 Had a Vacation Past 3 Years: Alaska Percent & Household 

Q4910126C1 Had a Vacation Past 3 Years: Hawaii Percent & Household 

Q4910146C1 Had a Vacation Past 3 Years: New York Percent & Household 

Q4910147C1 Had a Vacation Past 3 Years: Other Northeast U.S. Percent & Household 

Q4910148C1 Had a Vacation Past 3 Years: San Francisco Percent & Household 

Q4910149C1 Had a Vacation Past 3 Years: Las Vegas Percent & Household 

Q4910150C1 Had a Vacation Past 3 Years: Los Angeles Percent & Household 

Q4910151C1 Had a Vacation Past 3 Years: Other Western U.S. Percent & Household 

Q4910152C1 Had a Vacation Past 3 Years: Orlando Percent & Household 

Q4910153C1 Had a Vacation Past 3 Years: Other Southern U.S. Percent & Household 

Q4910130C1 Had a Vacation Past 3 Years: Midwest U.S. Percent & Household 

Q4910131C1 Had a Vacation Past 3 Years: United Kingdom (UK)/Republic of Ireland Percent & Household 

Q4910132C1 Had a Vacation Past 3 Years: France Percent & Household 

Q4910133C1 Had a Vacation Past 3 Years: Italy Percent & Household 

Q4910134C1 Had a Vacation Past 3 Years: Other Europe (Incl. Turkey, Greece) Percent & Household 

Q4910135C1 Had a Vacation Past 3 Years: Middle East Percent & Household 

Q4910136C1 Had a Vacation Past 3 Years: Africa (Including Egypt) Percent & Household 

Q4910137C1 Had a Vacation Past 3 Years: Hong Kong Percent & Household 

Q4910138C1 Had a Vacation Past 3 Years: Other Asia Percent & Household 

Q4910139C1 Had a Vacation Past 3 Years: Australia/New Zealand Percent & Household 

Q4910140C1 Had a Vacation Past 3 Years: Cuba Percent & Household 

Q4910141C1 Had a Vacation Past 3 Years: Jamaica Percent & Household 
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Q4910142C1 Had a Vacation Past 3 Years: Other Caribbean Percent & Household 

Q4910143C1 Had a Vacation Past 3 Years: Mexico Percent & Household 

Q4910144C1 Had a Vacation Past 3 Years: Central/South America Percent & Household 

Q4910145C1 Had a Vacation Past 3 Years: Other Countries Percent & Household 

  COMMUTING Percent & Household 

Q5300200C1 Vehicle Commute Time [Base: Employed]: Don't Commute By Automobile Percent & Household 

Q5300200C2 Vehicle Commute Time [Base: Employed]: 1-15 Minutes One Way Percent & Household 

Q5300200C3 Vehicle Commute Time [Base: Employed]: 16-30 Minutes One Way Percent & Household 

Q5300200C4 Vehicle Commute Time [Base: Employed]: 31-45 Minutes One Way Percent & Household 

Q5300200C5 Vehicle Commute Time [Base: Employed]: 46-60 Minutes One Way Percent & Household 

Q5300200C6 Vehicle Commute Time [Base: Employed]: More Than 60 Minutes One Way Percent & Household 

Q5300300C1 Transit Commute Time [Base: Employed]: Don't Commute By Public Transit Percent & Household 

Q5300300C2 Transit Commute Time [Base: Employed]: 1-15 Minutes One Way Percent & Household 

Q5300300C3 Transit Commute Time [Base: Employed]: 16-30 Minutes One Way Percent & Household 

Q5300300C4 Transit Commute Time [Base: Employed]: 31-45 Minutes One Way Percent & Household 

Q5300300C5 Transit Commute Time [Base: Employed]: 46-60 Minutes One Way Percent & Household 

Q5300300C6 Transit Commute Time [Base: Employed]: More Than 60 Minutes One Way Percent & Household 

  ENVIRONMENT Percent & Household 

Q5150101C2 Own Energy Conserving Item: Energy Efficient Furnace / Air-conditioning Percent & Household 

Q5150102C2 
Own Energy Conserving Item: Energy Efficient Major Appliance (e.g. Refrigerator / 
Dishwasher) 

Percent & Household 

Q5150103C2 Own Energy Conserving Item: Low Water Showerhead / Toilet Percent & Household 

Q5150104C2 Own Energy Conserving Item: Compact Florescent Bulbs/Energy Saving Bulbs Percent & Household 

Q5150201C1 Use Environmentally-friendly Cleaning Products: Never Percent & Household 

Q5150201C2 Use Environmentally-friendly Cleaning Products: Seldom Percent & Household 

Q5150201C3 Use Environmentally-friendly Cleaning Products: Occasionally Percent & Household 

Q5150201C4 Use Environmentally-friendly Cleaning Products: Frequently Percent & Household 

Q5150202C1 Reduce Heating / AC for Energy Conservation: Never Percent & Household 

Q5150202C2 Reduce Heating / AC for Energy Conservation: Seldom Percent & Household 

Q5150202C3 Reduce Heating / AC for Energy Conservation: Occasionally Percent & Household 

Q5150202C4 Reduce Heating / AC for Energy Conservation: Frequently Percent & Household 

Q5150203C1 Use of Programmable Thermostat: Never Percent & Household 

Q5150203C2 Use of Programmable Thermostat: Seldom Percent & Household 

Q5150203C3 Use of Programmable Thermostat: Occasionally Percent & Household 

Q5150203C4 Use of Programmable Thermostat: Frequently Percent & Household 

Q5150204C1 Turn Off Unnecessary Lights: Never Percent & Household 

Q5150204C2 Turn Off Unnecessary Lights: Seldom Percent & Household 

Q5150204C3 Turn Off Unnecessary Lights: Occasionally Percent & Household 

Q5150204C4 Turn Off Unnecessary Lights: Frequently Percent & Household 

Q5150205C1 Use Appliances in Off-peak Electricity Times: Never Percent & Household 

Q5150205C2 Use Appliances in Off-peak Electricity Times: Seldom Percent & Household 

Q5150205C3 Use Appliances in Off-peak Electricity Times: Occasionally Percent & Household 

Q5150205C4 Use Appliances in Off-peak Electricity Times: Frequently Percent & Household 

Q5150206C1 Recycling: Never Percent & Household 

Q5150206C2 Recycling: Seldom Percent & Household 

Q5150206C3 Recycling: Occasionally Percent & Household 

Q5150206C4 Recycling: Frequently Percent & Household 

Q5150207C1 Composting: Never Percent & Household 



 
 
  31/77 

Q5150207C2 Composting: Seldom Percent & Household 

Q5150207C3 Composting: Occasionally Percent & Household 

Q5150207C4 Composting: Frequently Percent & Household 

Q5150208C1 Take Public Transit Instead of Driving: Never Percent & Household 

Q5150208C2 Take Public Transit Instead of Driving: Seldom Percent & Household 

Q5150208C3 Take Public Transit Instead of Driving: Occasionally Percent & Household 

Q5150208C4 Take Public Transit Instead of Driving: Frequently Percent & Household 

Q5150209C1 Reduce Carbon Emissions By Driving Less: Never Percent & Household 

Q5150209C2 Reduce Carbon Emissions By Driving Less: Seldom Percent & Household 

Q5150209C3 Reduce Carbon Emissions By Driving Less: Occasionally Percent & Household 

Q5150209C4 Reduce Carbon Emissions By Driving Less: Frequently Percent & Household 

Q5150210C1 Product Purchasing Decisions Based on Product Packaging: Never Percent & Household 

Q5150210C2 Product Purchasing Decisions Based on Product Packaging: Seldom Percent & Household 

Q5150210C3 Product Purchasing Decisions Based on Product Packaging: Occasionally Percent & Household 

Q5150210C4 Product Purchasing Decisions Based on Product Packaging: Frequently Percent & Household 

  HOME IMPROVEMENTS/SERVICES Percent & Household 

Q5100300C1 Home Improvement Exp. (Past 2 Yrs): Nothing Percent & Household 

Q5100300C2 Home Improvement Exp. (Past 2 Yrs): $1 - $499 Percent & Household 

Q5100300C3 Home Improvement Exp. (Past 2 Yrs): $500 - $999 Percent & Household 

Q5100300C4 Home Improvement Exp. (Past 2 Yrs): $1,000 - $2,499 Percent & Household 

Q5100300C5 Home Improvement Exp. (Past 2 Yrs): $2,500 - $4,999 Percent & Household 

Q5100300C6 Home Improvement Exp. (Past 2 Yrs): $5,000 - $9,999 Percent & Household 

Q5100300C7 Home Improvement Exp. (Past 2 Yrs): $10,000 or More Percent & Household 

Q5100401C1 Home Service Used: Alarm System - Not Monitored Percent & Household 

Q5100402C1 Home Service Used: Monitored Home Alarm Service Percent & Household 

Q5100403C1 Home Service Used: Gardening/Landscaping/Lawn Service Percent & Household 

Q5100404C1 Home Service Used: Maid Services Percent & Household 

Q5100405C1 Home Service Used: Pest Control Service Percent & Household 

  LOTTERY/CASINO(S) Percent & Household 

Q2800200C2 Spend On Lotteries Per Month: $1-$4 Percent & Household 

Q2800200C3 Spend On Lotteries Per Month: $5-$9 Percent & Household 

Q2800200C4 Spend On Lotteries Per Month: $10-$19 Percent & Household 

Q2800200C5 Spend On Lotteries Per Month: $20-$29 Percent & Household 

Q2800200C6 Spend On Lotteries Per Month: $30-$50 Percent & Household 

Q2800200C7 Spend On Lotteries Per Month: More than $50 Percent & Household 

Q2800301C2 Visit A Casino Inside Your Own Province: One Time Percent & Household 

Q2800301C3 Visit A Casino Inside Your Own Province: 2-6 Times Percent & Household 

Q2800301C4 Visit A Casino Inside Your Own Province: 7-11 Times Percent & Household 

Q2800301C5 Visit A Casino Inside Your Own Province: 12 Times or More Percent & Household 

Q2800302C2 Visit A Casino Outside Your Province or Country:  One Time Percent & Household 

Q2800302C3 Visit A Casino Outside Your Province or Country:  2-6 Times Percent & Household 

Q2800302C4 Visit A Casino Outside Your Province or Country:  7-11 Times Percent & Household 

Q2800302C5 Visit A Casino Outside Your Province or Country:  12 Times or More Percent & Household 

Q2800303C2 Play Online/Internet Casino Games: One Time Percent & Household 

Q2800303C3 Play Online/Internet Casino Games: 2-6 Times Percent & Household 

Q2800303C4 Play Online/Internet Casino Games: 7-11 Times Percent & Household 

Q2800303C5 Play Online/Internet Casino Games: 12 Times or More Percent & Household 

Q2800304C2 Slot Machines (Any Location): One Time Percent & Household 
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Q2800304C3 Slot Machines (Any Location): 2-6 Times Percent & Household 

Q2800304C4 Slot Machines (Any Location): 7-11 Times Percent & Household 

Q2800304C5 Slot Machines (Any Location): 12 Times or More Percent & Household 

Q2800305C2 Wager Money on Horse Racing: One Time Percent & Household 

Q2800305C3 Wager Money on Horse Racing: 2-6 Times Percent & Household 

Q2800305C4 Wager Money on Horse Racing: 7-11 Times Percent & Household 

Q2800305C5 Wager Money on Horse Racing: 12 Times or More Percent & Household 

Q2800306C2 Play Bingo: One Time Percent & Household 

Q2800306C3 Play Bingo: 2-6 Times Percent & Household 

Q2800306C4 Play Bingo: 7-11 Times Percent & Household 

Q2800306C5 Play Bingo: 12 Times or More Percent & Household 

Q2820101C1 Bought Past Month: Instant Wins (Any) Percent & Household 

Q2820102C1 Bought Past Month: Sports Lotteries (Any) Percent & Household 

Q2820103C1 Bought Past Month: Banco/Prairie or Daily KENO Percent & Household 

Q2820104C1 Bought Past Month: Encore/Extra/Tag/Plus/Mini Percent & Household 

Q2820105C1 Bought Past Month: Lotto 6/49 Percent & Household 

Q2820106C1 Bought Past Month: Atlantic 49/Ontario 49/Quebec 49/BC 49/Western 649 Percent & Household 

Q2820111C1 Bought Past Month: Payday/Jour De Paye Percent & Household 

Q2820107C1 Bought Past Month: Pick 3/Daily 3/Pik 4/La Quotidienne 3/4 Percent & Household 

Q2820108C1 Bought Past Month: Super 7 Percent & Household 

Q2820110C1 Bought Past Month: Other Lotteries Percent & Household 

Q2830101C1 Bought Tickets Past Year: Hospital/Special Event/Charity Lotteries Percent & Household 

Q2820201C1 Bought Tickets Past Month: Instant Wins (Any): 1 Percent & Household 

Q2820201C2 Bought Tickets Past Month: Instant Wins (Any): 2-3 Percent & Household 

Q2820201C3 Bought Tickets Past Month: Instant Wins (Any): 4-6 Percent & Household 

Q2820201C4 Bought Tickets Past Month: Instant Wins (Any): 7 or More Percent & Household 

Q2820202C1 Bought Tickets Past Month: Sports Lotteries (Any): 1 Percent & Household 

Q2820202C2 Bought Tickets Past Month: Sports Lotteries (Any): 2-3 Percent & Household 

Q2820202C3 Bought Tickets Past Month: Sports Lotteries (Any): 4-6 Percent & Household 

Q2820202C4 Bought Tickets Past Month: Sports Lotteries (Any): 7 or More Percent & Household 

Q2820203C1 Bought Tickets Past Month: Banco/Prairie or Daily KENO: 1 Percent & Household 

Q2820203C2 Bought Tickets Past Month: Banco/Prairie or Daily KENO: 2-3 Percent & Household 

Q2820203C3 Bought Tickets Past Month: Banco/Prairie or Daily KENO: 4-6 Percent & Household 

Q2820203C4 Bought Tickets Past Month: Banco/Prairie or Daily KENO: 7 or More Percent & Household 

Q2820204C1 Bought Tickets Past Month: Encore/Extra/Tag/Plus/Mini: 1 Percent & Household 

Q2820204C2 Bought Tickets Past Month: Encore/Extra/Tag/Plus/Mini: 2-3 Percent & Household 

Q2820204C3 Bought Tickets Past Month: Encore/Extra/Tag/Plus/Mini: 4-6 Percent & Household 

Q2820204C4 Bought Tickets Past Month: Encore/Extra/Tag/Plus/Mini: 7 or More Percent & Household 

Q2820205C1 Bought Tickets Past Month: Lotto 6/49: 1 Percent & Household 

Q2820205C2 Bought Tickets Past Month: Lotto 6/49: 2-3 Percent & Household 

Q2820205C3 Bought Tickets Past Month: Lotto 6/49: 4-6 Percent & Household 

Q2820205C4 Bought Tickets Past Month: Lotto 6/49: 7 or More Percent & Household 

Q2820206C1 Bought Tickets Past Month: Atlantic 49/Ontario 49/Quebec 49/BC 49/Western 649: 1 Percent & Household 

Q2820206C2 Bought Tickets Past Month: Atlantic 49/Ontario 49/Quebec 49/BC 49/Western 649: 2-3 Percent & Household 

Q2820206C3 Bought Tickets Past Month: Atlantic 49/Ontario 49/Quebec 49/BC 49/Western 649: 4-6 Percent & Household 

Q2820206C4 
Bought Tickets Past Month: Atlantic 49/Ontario 49/Quebec 49/BC 49/Western 649: 7 
or More 

Percent & Household 

Q2820211C1 Bought Tickets Past Month: Payday/Jour De Paye: 1 Percent & Household 
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Q2820211C2 Bought Tickets Past Month: Payday/Jour De Paye: 2-3 Percent & Household 

Q2820211C3 Bought Tickets Past Month: Payday/Jour De Paye: 4-6 Percent & Household 

Q2820211C4 Bought Tickets Past Month: Payday/Jour De Paye: 7 or More Percent & Household 

Q2820207C1 Bought Tickets Past Month: Pick 3/Daily 3/Pik 4/La Quotidienne 3/4: 1 Percent & Household 

Q2820207C2 Bought Tickets Past Month: Pick 3/Daily 3/Pik 4/La Quotidienne 3/4: 2-3 Percent & Household 

Q2820207C3 Bought Tickets Past Month: Pick 3/Daily 3/Pik 4/La Quotidienne 3/4: 4-6 Percent & Household 

Q2820207C4 Bought Tickets Past Month: Pick 3/Daily 3/Pik 4/La Quotidienne 3/4: 7 or More Percent & Household 

Q2820208C1 Bought Tickets Past Month: Super 7: 1 Percent & Household 

Q2820208C2 Bought Tickets Past Month: Super 7: 2-3 Percent & Household 

Q2820208C3 Bought Tickets Past Month: Super 7: 4-6 Percent & Household 

Q2820208C4 Bought Tickets Past Month: Super 7: 7 or More Percent & Household 

Q2820210C1 Bought Tickets Past Month: Other Lotteries: 1 Percent & Household 

Q2820210C2 Bought Tickets Past Month: Other Lotteries: 2-3 Percent & Household 

Q2820210C3 Bought Tickets Past Month: Other Lotteries: 4-6 Percent & Household 

Q2820210C4 Bought Tickets Past Month: Other Lotteries: 7 or More Percent & Household 

  MAGAZINE Percent & Household 

Q4400101C1 Magazine Type Readership: Alternative Weekly Publications: Never Percent & Household 

Q4400101C2 Magazine Type Readership: Alternative Weekly Publications: Seldom Percent & Household 

Q4400101C3 Magazine Type Readership: Alternative Weekly Publications: Occasionally Percent & Household 

Q4400101C4 Magazine Type Readership: Alternative Weekly Publications: Frequently Percent & Household 

Q4400102C1 Magazine Type Readership: Art & Antiques: Never Percent & Household 

Q4400102C2 Magazine Type Readership: Art & Antiques: Seldom Percent & Household 

Q4400102C3 Magazine Type Readership: Art & Antiques: Occasionally Percent & Household 

Q4400102C4 Magazine Type Readership: Art & Antiques: Frequently Percent & Household 

Q4400103C1 Magazine Type Readership: Automobile & Motorcycle: Never Percent & Household 

Q4400103C2 Magazine Type Readership: Automobile & Motorcycle: Seldom Percent & Household 

Q4400103C3 Magazine Type Readership: Automobile & Motorcycle: Occasionally Percent & Household 

Q4400103C4 Magazine Type Readership: Automobile & Motorcycle: Frequently Percent & Household 

Q4400104C1 Magazine Type Readership: Babies & Parenting: Never Percent & Household 

Q4400104C2 Magazine Type Readership: Babies & Parenting: Seldom Percent & Household 

Q4400104C3 Magazine Type Readership: Babies & Parenting: Occasionally Percent & Household 

Q4400104C4 Magazine Type Readership: Babies & Parenting: Frequently Percent & Household 

Q4400105C1 Magazine Type Readership: Brides/Bridal: Never Percent & Household 

Q4400105C2 Magazine Type Readership: Brides/Bridal: Seldom Percent & Household 

Q4400105C3 Magazine Type Readership: Brides/Bridal: Occasionally Percent & Household 

Q4400105C4 Magazine Type Readership: Brides/Bridal: Frequently Percent & Household 

Q4400106C1 Magazine Type Readership: Business & Finance: Never Percent & Household 

Q4400106C2 Magazine Type Readership: Business & Finance: Seldom Percent & Household 

Q4400106C3 Magazine Type Readership: Business & Finance: Occasionally Percent & Household 

Q4400106C4 Magazine Type Readership: Business & Finance: Frequently Percent & Household 

Q4400107C1 Magazine Type Readership: Children & Youth: Never Percent & Household 

Q4400107C2 Magazine Type Readership: Children & Youth: Seldom Percent & Household 

Q4400107C3 Magazine Type Readership: Children & Youth: Occasionally Percent & Household 

Q4400107C4 Magazine Type Readership: Children & Youth: Frequently Percent & Household 

Q4400108C1 Magazine Type Readership: Computer, Science & Technology: Never Percent & Household 

Q4400108C2 Magazine Type Readership: Computer, Science & Technology: Seldom Percent & Household 

Q4400108C3 Magazine Type Readership: Computer, Science & Technology: Occasionally Percent & Household 

Q4400108C4 Magazine Type Readership: Computer, Science & Technology: Frequently Percent & Household 



 
 
  34/77 

Q4400109C1 Magazine Type Readership: Entertainment & Music: Never Percent & Household 

Q4400109C2 Magazine Type Readership: Entertainment & Music: Seldom Percent & Household 

Q4400109C3 Magazine Type Readership: Entertainment & Music: Occasionally Percent & Household 

Q4400109C4 Magazine Type Readership: Entertainment & Music: Frequently Percent & Household 

Q4400110C1 Magazine Type Readership: Fashion: Never Percent & Household 

Q4400110C2 Magazine Type Readership: Fashion: Seldom Percent & Household 

Q4400110C3 Magazine Type Readership: Fashion: Occasionally Percent & Household 

Q4400110C4 Magazine Type Readership: Fashion: Frequently Percent & Household 

Q4400111C1 Magazine Type Readership: Food & Beverage: Never Percent & Household 

Q4400111C2 Magazine Type Readership: Food & Beverage: Seldom Percent & Household 

Q4400111C3 Magazine Type Readership: Food & Beverage: Occasionally Percent & Household 

Q4400111C4 Magazine Type Readership: Food & Beverage: Frequently Percent & Household 

Q4400112C1 Magazine Type Readership: Gardening & Homes: Never Percent & Household 

Q4400112C2 Magazine Type Readership: Gardening & Homes: Seldom Percent & Household 

Q4400112C3 Magazine Type Readership: Gardening & Homes: Occasionally Percent & Household 

Q4400112C4 Magazine Type Readership: Gardening & Homes: Frequently Percent & Household 

Q4400113C1 Magazine Type Readership: Health/Fitness: Never Percent & Household 

Q4400113C2 Magazine Type Readership: Health/Fitness: Seldom Percent & Household 

Q4400113C3 Magazine Type Readership: Health/Fitness: Occasionally Percent & Household 

Q4400113C4 Magazine Type Readership: Health/Fitness: Frequently Percent & Household 

Q4400114C1 Magazine Type Readership: Hobbies: Never Percent & Household 

Q4400114C2 Magazine Type Readership: Hobbies: Seldom Percent & Household 

Q4400114C3 Magazine Type Readership: Hobbies: Occasionally Percent & Household 

Q4400114C4 Magazine Type Readership: Hobbies: Frequently Percent & Household 

Q4400115C1 Magazine Type Readership: Home Décor: Never Percent & Household 

Q4400115C2 Magazine Type Readership: Home Décor: Seldom Percent & Household 

Q4400115C3 Magazine Type Readership: Home Décor: Occasionally Percent & Household 

Q4400115C4 Magazine Type Readership: Home Décor: Frequently Percent & Household 

Q4400116C1 Magazine Type Readership: Men's: Never Percent & Household 

Q4400116C2 Magazine Type Readership: Men's: Seldom Percent & Household 

Q4400116C3 Magazine Type Readership: Men's: Occasionally Percent & Household 

Q4400116C4 Magazine Type Readership: Men's: Frequently Percent & Household 

Q4400125C1 Magazine Type Readership: Music: Never Percent & Household 

Q4400125C2 Magazine Type Readership: Music: Seldom Percent & Household 

Q4400125C3 Magazine Type Readership: Music: Occasionally Percent & Household 

Q4400125C4 Magazine Type Readership: Music: Frequently Percent & Household 

Q4400117C1 Magazine Type Readership: Nature & Ecology: Never Percent & Household 

Q4400117C2 Magazine Type Readership: Nature & Ecology: Seldom Percent & Household 

Q4400117C3 Magazine Type Readership: Nature & Ecology: Occasionally Percent & Household 

Q4400117C4 Magazine Type Readership: Nature & Ecology: Frequently Percent & Household 

Q4400118C1 Magazine Type Readership: News & Current Affairs: Never Percent & Household 

Q4400118C2 Magazine Type Readership: News & Current Affairs: Seldom Percent & Household 

Q4400118C3 Magazine Type Readership: News & Current Affairs: Occasionally Percent & Household 

Q4400118C4 Magazine Type Readership: News & Current Affairs: Frequently Percent & Household 

Q4400119C1 Magazine Type Readership: Photography, Video, Audio: Never Percent & Household 

Q4400119C2 Magazine Type Readership: Photography, Video, Audio: Seldom Percent & Household 

Q4400119C3 Magazine Type Readership: Photography, Video, Audio: Occasionally Percent & Household 

Q4400119C4 Magazine Type Readership: Photography, Video, Audio: Frequently Percent & Household 
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Q4400120C1 Magazine Type Readership: Senior Citizens: Never Percent & Household 

Q4400120C2 Magazine Type Readership: Senior Citizens: Seldom Percent & Household 

Q4400120C3 Magazine Type Readership: Senior Citizens: Occasionally Percent & Household 

Q4400120C4 Magazine Type Readership: Senior Citizens: Frequently Percent & Household 

Q4400121C1 Magazine Type Readership: Sports & Recreation: Never Percent & Household 

Q4400121C2 Magazine Type Readership: Sports & Recreation: Seldom Percent & Household 

Q4400121C3 Magazine Type Readership: Sports & Recreation: Occasionally Percent & Household 

Q4400121C4 Magazine Type Readership: Sports & Recreation: Frequently Percent & Household 

Q4400122C1 Magazine Type Readership: Travel & Tourism: Never Percent & Household 

Q4400122C2 Magazine Type Readership: Travel & Tourism: Seldom Percent & Household 

Q4400122C3 Magazine Type Readership: Travel & Tourism: Occasionally Percent & Household 

Q4400122C4 Magazine Type Readership: Travel & Tourism: Frequently Percent & Household 

Q4400123C1 Magazine Type Readership: Women's: Never Percent & Household 

Q4400123C2 Magazine Type Readership: Women's: Seldom Percent & Household 

Q4400123C3 Magazine Type Readership: Women's: Occasionally Percent & Household 

Q4400123C4 Magazine Type Readership: Women's: Frequently Percent & Household 

Q4400124C1 Magazine Type Readership: Other Magazine Types: Never Percent & Household 

Q4400124C2 Magazine Type Readership: Other Magazine Types: Seldom Percent & Household 

Q4400124C3 Magazine Type Readership: Other Magazine Types: Occasionally Percent & Household 

Q4400124C4 Magazine Type Readership: Other Magazine Types: Frequently Percent & Household 

Q4410201C1 Magazine Readership (Past Month):  AAA Westways Percent & Household 

Q4410202C1 Magazine Readership (Past Month):  AARP Magazine/Bulletin Percent & Household 

Q4410203C1 Magazine Readership (Past Month):  Better Homes & Gardens Percent & Household 

Q4410204C1 Magazine Readership (Past Month):  CAA Magazine Percent & Household 

Q4410205C1 Magazine Readership (Past Month):  Canadian Gardening Percent & Household 

Q4410206C1 Magazine Readership (Past Month):  Canadian Geographic Percent & Household 

Q4410208C1 Magazine Readership (Past Month):  Canadian House and Home Percent & Household 

Q4410209C1 Magazine Readership (Past Month):  Canadian Living Percent & Household 

Q4410210C1 Magazine Readership (Past Month):  Chatelaine (English Edition) Percent & Household 

Q4410211C1 Magazine Readership (Past Month):  Châtelaine (French Edition) Percent & Household 

Q4410212C1 Magazine Readership (Past Month):  Coup De Pouce Percent & Household 

Q4410213C1 Magazine Readership (Past Month):  Cosmopolitan Percent & Household 

Q4410214C1 Magazine Readership (Past Month):  Family Circle Percent & Household 

Q4410215C1 Magazine Readership (Past Month):  FASHION Magazine Percent & Household 

Q4410216C1 Magazine Readership (Past Month):  Food and Drink Percent & Household 

Q4410217C1 Magazine Readership (Past Month):  Good Housekeeping Percent & Household 

Q4410218C1 Magazine Readership (Past Month):  Homemakers Percent & Household 

Q4410219C1 Magazine Readership (Past Month):  L'Actualité Percent & Household 

Q4410220C1 Magazine Readership (Past Month):  Ladies' Home Journal Percent & Household 

Q4410221C1 Magazine Readership (Past Month):  Maclean's Percent & Household 

Q4410222C1 Magazine Readership (Past Month):  National Geographic Percent & Household 

Q4410223C1 Magazine Readership (Past Month):  Newsweek Percent & Household 

Q4410224C1 Magazine Readership (Past Month):  People Percent & Household 

Q4410225C1 Magazine Readership (Past Month):  Playboy Percent & Household 

Q4410226C1 Magazine Readership (Past Month):  Prevention Percent & Household 

Q4410236C1 Magazine Readership (Past Month):  Redbook Percent & Household 

Q4410227C1 Magazine Readership (Past Month):  Reader's Digest Percent & Household 

Q4410228C1 Magazine Readership (Past Month):  Sélection Du Reader's Digest Percent & Household 
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Q4410229C1 Magazine Readership (Past Month):  7 Jours Percent & Household 

Q4410230C1 Magazine Readership (Past Month):  Sports Illustrated Percent & Household 

Q4410231C1 Magazine Readership (Past Month):  Time Percent & Household 

Q4410232C1 Magazine Readership (Past Month):  Westworld Percent & Household 

Q4410233C1 Magazine Readership (Past Month):  What’s Cooking Percent & Household 

Q4410234C1 Magazine Readership (Past Month):  Woman’s Day Percent & Household 

Q4410235C1 Magazine Readership (Past Month):  Other magazines Percent & Household 

  NEWSPAPER Percent & Household 

Q8911300C0 Summary: Total Daily Paper Terciles: No Usage Percent & Household 

Q8911300C1 Summary: Total Daily Paper Terciles: Light Percent & Household 

Q8911300C2 Summary: Total Daily Paper Terciles: Medium Percent & Household 

Q8911300C3 Summary: Total Daily Paper Terciles: Heavy Percent & Household 

Q4200101C1 Newspaper Readership (Avg. Week): The Globe And Mail: Never Percent & Household 

Q4200101C2 Newspaper Readership (Avg. Week): The Globe And Mail: One Day Percent & Household 

Q4200101C3 Newspaper Readership (Avg. Week): The Globe And Mail: Two Days Percent & Household 

Q4200101C4 Newspaper Readership (Avg. Week): The Globe And Mail: Three Days Percent & Household 

Q4200101C5 Newspaper Readership (Avg. Week): The Globe And Mail: Four Days Percent & Household 

Q4200101C6 Newspaper Readership (Avg. Week): The Globe And Mail: Five Days Percent & Household 

Q4200102C1 Newspaper Readership (Avg. Week): National Post: Never Percent & Household 

Q4200102C2 Newspaper Readership (Avg. Week): National Post: One Day Percent & Household 

Q4200102C3 Newspaper Readership (Avg. Week): National Post: Two Days Percent & Household 

Q4200102C4 Newspaper Readership (Avg. Week): National Post: Three Days Percent & Household 

Q4200102C5 Newspaper Readership (Avg. Week): National Post: Four Days Percent & Household 

Q4200102C6 Newspaper Readership (Avg. Week): National Post: Five Days Percent & Household 

Q4200103C1 Newspaper Readership (Avg. Week): Any Local Daily Newspaper: Never Percent & Household 

Q4200103C2 Newspaper Readership (Avg. Week): Any Local Daily Newspaper: One Day Percent & Household 

Q4200103C3 Newspaper Readership (Avg. Week): Any Local Daily Newspaper: Two Days Percent & Household 

Q4200103C4 Newspaper Readership (Avg. Week): Any Local Daily Newspaper: Three Days Percent & Household 

Q4200103C5 Newspaper Readership (Avg. Week): Any Local Daily Newspaper: Four Days Percent & Household 

Q4200103C6 Newspaper Readership (Avg. Week): Any Local Daily Newspaper: Five Days Percent & Household 

Q4200301C1 Newspaper Readership (Avg. Weekend): The Globe And Mail: Never Percent & Household 

Q4200301C2 Newspaper Readership (Avg. Weekend): The Globe And Mail: One Day Percent & Household 

Q4200301C3 Newspaper Readership (Avg. Weekend): The Globe And Mail: Two Days Percent & Household 

Q4200302C1 Newspaper Readership (Avg. Weekend): National Post: Never Percent & Household 

Q4200302C2 Newspaper Readership (Avg. Weekend): National Post: One Day Percent & Household 

Q4200302C3 Newspaper Readership (Avg. Weekend): National Post: Two Days Percent & Household 

Q4200303C1 Newspaper Readership (Avg. Weekend): Any Local Daily Newspaper: Never Percent & Household 

Q4200303C2 Newspaper Readership (Avg. Weekend): Any Local Daily Newspaper: One Day Percent & Household 

Q4200303C3 Newspaper Readership (Avg. Weekend): Any Local Daily Newspaper: Two Days Percent & Household 

Q4200501C1 Newspaper Sections Read: Automotive: Never Percent & Household 

Q4200501C2 Newspaper Sections Read: Automotive: Seldom Percent & Household 

Q4200501C3 Newspaper Sections Read: Automotive: Occasionally Percent & Household 

Q4200501C4 Newspaper Sections Read: Automotive: Frequently Percent & Household 

Q4200502C1 Newspaper Sections Read: Business & Financial: Never Percent & Household 

Q4200502C2 Newspaper Sections Read: Business & Financial: Seldom Percent & Household 

Q4200502C3 Newspaper Sections Read: Business & Financial: Occasionally Percent & Household 

Q4200502C4 Newspaper Sections Read: Business & Financial: Frequently Percent & Household 

Q4200503C1 Newspaper Sections Read: Classified Ads (Excl. Real Estate): Never Percent & Household 
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Q4200503C2 Newspaper Sections Read: Classified Ads (Excl. Real Estate): Seldom Percent & Household 

Q4200503C3 Newspaper Sections Read: Classified Ads (Excl. Real Estate): Occasionally Percent & Household 

Q4200503C4 Newspaper Sections Read: Classified Ads (Excl. Real Estate): Frequently Percent & Household 

Q4200505C1 Newspaper Sections Read: Computer/High Tech: Never Percent & Household 

Q4200505C2 Newspaper Sections Read: Computer/High Tech: Seldom Percent & Household 

Q4200505C3 Newspaper Sections Read: Computer/High Tech: Occasionally Percent & Household 

Q4200505C4 Newspaper Sections Read: Computer/High Tech: Frequently Percent & Household 

Q4200507C1 Newspaper Sections Read: Editorials: Never Percent & Household 

Q4200507C2 Newspaper Sections Read: Editorials: Seldom Percent & Household 

Q4200507C3 Newspaper Sections Read: Editorials: Occasionally Percent & Household 

Q4200507C4 Newspaper Sections Read: Editorials: Frequently Percent & Household 

Q4200508C1 Newspaper Sections Read: Fashion: Never Percent & Household 

Q4200508C2 Newspaper Sections Read: Fashion: Seldom Percent & Household 

Q4200508C3 Newspaper Sections Read: Fashion: Occasionally Percent & Household 

Q4200508C4 Newspaper Sections Read: Fashion: Frequently Percent & Household 

Q4200509C1 Newspaper Sections Read: Food: Never Percent & Household 

Q4200509C2 Newspaper Sections Read: Food: Seldom Percent & Household 

Q4200509C3 Newspaper Sections Read: Food: Occasionally Percent & Household 

Q4200509C4 Newspaper Sections Read: Food: Frequently Percent & Household 

Q4200520C1 Newspaper Sections Read: Health: Never Percent & Household 

Q4200520C2 Newspaper Sections Read: Health: Seldom Percent & Household 

Q4200520C3 Newspaper Sections Read: Health: Occasionally Percent & Household 

Q4200520C4 Newspaper Sections Read: Health: Frequently Percent & Household 

Q4200511C1 Newspaper Sections Read: International News/World Section: Never Percent & Household 

Q4200511C2 Newspaper Sections Read: International News/World Section: Seldom Percent & Household 

Q4200511C3 Newspaper Sections Read: International News/World Section: Occasionally Percent & Household 

Q4200511C4 Newspaper Sections Read: International News/World Section: Frequently Percent & Household 

Q4200513C1 Newspaper Sections Read: Local & Regional News: Never Percent & Household 

Q4200513C2 Newspaper Sections Read: Local & Regional News: Seldom Percent & Household 

Q4200513C3 Newspaper Sections Read: Local & Regional News: Occasionally Percent & Household 

Q4200513C4 Newspaper Sections Read: Local & Regional News: Frequently Percent & Household 

Q4200514C1 Newspaper Sections Read: Movie & Entertainment: Never Percent & Household 

Q4200514C2 Newspaper Sections Read: Movie & Entertainment: Seldom Percent & Household 

Q4200514C3 Newspaper Sections Read: Movie & Entertainment: Occasionally Percent & Household 

Q4200514C4 Newspaper Sections Read: Movie & Entertainment: Frequently Percent & Household 

Q4200515C1 Newspaper Sections Read: National News: Never Percent & Household 

Q4200515C2 Newspaper Sections Read: National News: Seldom Percent & Household 

Q4200515C3 Newspaper Sections Read: National News: Occasionally Percent & Household 

Q4200515C4 Newspaper Sections Read: National News: Frequently Percent & Household 

Q4200516C1 Newspaper Sections Read: New Homes Section: Never Percent & Household 

Q4200516C2 Newspaper Sections Read: New Homes Section: Seldom Percent & Household 

Q4200516C3 Newspaper Sections Read: New Homes Section: Occasionally Percent & Household 

Q4200516C4 Newspaper Sections Read: New Homes Section: Frequently Percent & Household 

Q4200517C1 Newspaper Sections Read: Real Estate Listings: Never Percent & Household 

Q4200517C2 Newspaper Sections Read: Real Estate Listings: Seldom Percent & Household 

Q4200517C3 Newspaper Sections Read: Real Estate Listings: Occasionally Percent & Household 

Q4200517C4 Newspaper Sections Read: Real Estate Listings: Frequently Percent & Household 

Q4200518C1 Newspaper Sections Read: Sports: Never Percent & Household 
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Q4200518C2 Newspaper Sections Read: Sports: Seldom Percent & Household 

Q4200518C3 Newspaper Sections Read: Sports: Occasionally Percent & Household 

Q4200518C4 Newspaper Sections Read: Sports: Frequently Percent & Household 

Q4200519C1 Newspaper Sections Read: Travel: Never Percent & Household 

Q4200519C2 Newspaper Sections Read: Travel: Seldom Percent & Household 

Q4200519C3 Newspaper Sections Read: Travel: Occasionally Percent & Household 

Q4200519C4 Newspaper Sections Read: Travel: Frequently Percent & Household 

Q4300100C1 Local Community Newspaper Readership: Never Percent & Household 

Q4300100C2 Local Community Newspaper Readership: Seldom Percent & Household 

Q4300100C3 Local Community Newspaper Readership: Occasionally Percent & Household 

Q4300100C4 Local Community Newspaper Readership: Frequently Percent & Household 

  PET OWNERSHIP Percent & Household 

Q5461001C1 Own Cat(s) Percent & Household 

Q5461002C1 Own Dog(s) Percent & Household 

Q5461003C1 Own Bird(s) Percent & Household 

Q5461004C1 Own Fish Percent & Household 

Q5461005C1 Own Other Animal(s) Percent & Household 

  PLACES ATTENDED/VISITED Percent & Household 

Q3000201C1 Art Galleries/Museums/Science Centres: Visit: Once A Year Percent & Household 

Q3000201C2 Art Galleries/Museums/Science Centres: Visit: 2-6 Times A Year Percent & Household 

Q3000201C3 Art Galleries/Museums/Science Centres: Visit: 7-11 Times A Year Percent & Household 

Q3000201C4 Art Galleries/Museums/Science Centres: Visit: Once A Month Percent & Household 

Q3000201C5 Art Galleries/Museums/Science Centres: Visit: More Than Once A Month Percent & Household 

Q3000202C1 Exhibitions/Carnivals/Fairs/Markets: Visit: Once A Year Percent & Household 

Q3000202C2 Exhibitions/Carnivals/Fairs/Markets: Visit: 2-6 Times A Year Percent & Household 

Q3000202C3 Exhibitions/Carnivals/Fairs/Markets: Visit: 7-11 Times A Year Percent & Household 

Q3000202C4 Exhibitions/Carnivals/Fairs/Markets: Visit: Once A Month Percent & Household 

Q3000202C5 Exhibitions/Carnivals/Fairs/Markets: Visit: More Than Once A Month Percent & Household 

Q3000203C1 Historical Sites: Visit: Once A Year Percent & Household 

Q3000203C2 Historical Sites: Visit: 2-6 Times A Year Percent & Household 

Q3000203C3 Historical Sites: Visit: 7-11 Times A Year Percent & Household 

Q3000203C4 Historical Sites: Visit: Once A Month Percent & Household 

Q3000203C5 Historical Sites: Visit: More Than Once A Month Percent & Household 

Q3000204C1 Parks/City Gardens: Visit: Once A Year Percent & Household 

Q3000204C2 Parks/City Gardens: Visit: 2-6 Times A Year Percent & Household 

Q3000204C3 Parks/City Gardens: Visit: 7-11 Times A Year Percent & Household 

Q3000204C4 Parks/City Gardens: Visit: Once A Month Percent & Household 

Q3000204C5 Parks/City Gardens: Visit: More Than Once A Month Percent & Household 

Q3000205C1 Specialty Movie Theatres/IMAX: Visit: Once A Year Percent & Household 

Q3000205C2 Specialty Movie Theatres/IMAX: Visit: 2-6 Times A Year Percent & Household 

Q3000205C3 Specialty Movie Theatres/IMAX: Visit: 7-11 Times A Year Percent & Household 

Q3000205C4 Specialty Movie Theatres/IMAX: Visit: Once A Month Percent & Household 

Q3000205C5 Specialty Movie Theatres/IMAX: Visit: More Than Once A Month Percent & Household 

Q3000206C1 Sporting Events/Racing Events/Air Shows: Visit: Once A Year Percent & Household 

Q3000206C2 Sporting Events/Racing Events/Air Shows: Visit: 2-6 Times A Year Percent & Household 

Q3000206C3 Sporting Events/Racing Events/Air Shows: Visit: 7-11 Times A Year Percent & Household 

Q3000206C4 Sporting Events/Racing Events/Air Shows: Visit: Once A Month Percent & Household 

Q3000206C5 Sporting Events/Racing Events/Air Shows: Visit: More Than Once A Month Percent & Household 
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Q3000207C1 Video Arcades/Indoor Amusement Centres: Visit: Once A Year Percent & Household 

Q3000207C2 Video Arcades/Indoor Amusement Centres: Visit: 2-6 Times A Year Percent & Household 

Q3000207C3 Video Arcades/Indoor Amusement Centres: Visit: 7-11 Times A Year Percent & Household 

Q3000207C4 Video Arcades/Indoor Amusement Centres: Visit: Once A Month Percent & Household 

Q3000207C5 Video Arcades/Indoor Amusement Centres: Visit: More Than Once A Month Percent & Household 

Q3000208C1 Theme Parks/Waterparks/Water Slides: Visit: Once A Year Percent & Household 

Q3000208C2 Theme Parks/Waterparks/Water Slides: Visit: 2-6 Times A Year Percent & Household 

Q3000208C3 Theme Parks/Waterparks/Water Slides: Visit: 7-11 Times A Year Percent & Household 

Q3000208C4 Theme Parks/Waterparks/Water Slides: Visit: Once A Month Percent & Household 

Q3000208C5 Theme Parks/Waterparks/Water Slides: Visit: More Than Once A Month Percent & Household 

Q3000209C1 Zoos/Aquariums/Farms/Drive-Through Animal Parks: Visit: Once A Year Percent & Household 

Q3000209C2 Zoos/Aquariums/Farms/Drive-Through Animal Parks: Visit: 2-6 Times A Year Percent & Household 

Q3000209C3 Zoos/Aquariums/Farms/Drive-Through Animal Parks: Visit: 7-11 Times A Year Percent & Household 

Q3000209C4 Zoos/Aquariums/Farms/Drive-Through Animal Parks: Visit: Once A Month Percent & Household 

Q3000209C5 Zoos/Aquariums/Farms/Drive-Through Animal Parks: Visit: More Than Once A Month Percent & Household 

Q3000210C1 Other Leisure Activities/Attractions: Visit: Once A Year Percent & Household 

Q3000210C2 Other Leisure Activities/Attractions: Visit: 2-6 Times A Year Percent & Household 

Q3000210C3 Other Leisure Activities/Attractions: Visit: 7-11 Times A Year Percent & Household 

Q3000210C4 Other Leisure Activities/Attractions: Visit: Once A Month Percent & Household 

Q3000210C5 Other Leisure Activities/Attractions: Visit: More Than Once A Month Percent & Household 

Q3400201C1 Ballet/Opera/Symphony: Vist: Once A Year Percent & Household 

Q3400201C2 Ballet/Opera/Symphony: Vist: 2-6 Times A Year Percent & Household 

Q3400201C3 Ballet/Opera/Symphony: Vist: 7-11 Times A Year Percent & Household 

Q3400201C4 Ballet/Opera/Symphony: Vist: Once A Month Percent & Household 

Q3400201C5 Ballet/Opera/Symphony: Vist: More Than Once A Month Percent & Household 

Q3400202C1 Bars/Restaurant Bars: Vist: Once A Year Percent & Household 

Q3400202C2 Bars/Restaurant Bars: Vist: 2-6 Times A Year Percent & Household 

Q3400202C3 Bars/Restaurant Bars: Vist: 7-11 Times A Year Percent & Household 

Q3400202C4 Bars/Restaurant Bars: Vist: Once A Month Percent & Household 

Q3400202C5 Bars/Restaurant Bars: Vist: More Than Once A Month Percent & Household 

Q3400203C1 Comedy Clubs/Shows: Vist: Once A Year Percent & Household 

Q3400203C2 Comedy Clubs/Shows: Vist: 2-6 Times A Year Percent & Household 

Q3400203C3 Comedy Clubs/Shows: Vist: 7-11 Times A Year Percent & Household 

Q3400203C4 Comedy Clubs/Shows: Vist: Once A Month Percent & Household 

Q3400203C5 Comedy Clubs/Shows: Vist: More Than Once A Month Percent & Household 

Q3400204C1 Dancing/Night Clubs: Vist: Once A Year Percent & Household 

Q3400204C2 Dancing/Night Clubs: Vist: 2-6 Times A Year Percent & Household 

Q3400204C3 Dancing/Night Clubs: Vist: 7-11 Times A Year Percent & Household 

Q3400204C4 Dancing/Night Clubs: Vist: Once A Month Percent & Household 

Q3400204C5 Dancing/Night Clubs: Vist: More Than Once A Month Percent & Household 

Q3400205C1 Dinner Theatres: Vist: Once A Year Percent & Household 

Q3400205C2 Dinner Theatres: Vist: 2-6 Times A Year Percent & Household 

Q3400205C3 Dinner Theatres: Vist: 7-11 Times A Year Percent & Household 

Q3400205C4 Dinner Theatres: Vist: Once A Month Percent & Household 

Q3400205C5 Dinner Theatres: Vist: More Than Once A Month Percent & Household 

Q3400206C1 Film Festivals: Vist: Once A Year Percent & Household 

Q3400206C2 Film Festivals: Vist: 2-6 Times A Year Percent & Household 

Q3400206C3 Film Festivals: Vist: 7-11 Times A Year Percent & Household 
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Q3400206C4 Film Festivals: Vist: Once A Month Percent & Household 

Q3400206C5 Film Festivals: Vist: More Than Once A Month Percent & Household 

Q3400207C1 Music Festivals (e.g. Jazz, Folk etc.): Vist: Once A Year Percent & Household 

Q3400207C2 Music Festivals (e.g. Jazz, Folk etc.): Vist: 2-6 Times A Year Percent & Household 

Q3400207C3 Music Festivals (e.g. Jazz, Folk etc.): Vist: 7-11 Times A Year Percent & Household 

Q3400207C4 Music Festivals (e.g. Jazz, Folk etc.): Vist: Once A Month Percent & Household 

Q3400207C5 Music Festivals (e.g. Jazz, Folk etc.): Vist: More Than Once A Month Percent & Household 

Q3400208C1 Movies At A Theatre/Drive-In: Vist: Once A Year Percent & Household 

Q3400208C2 Movies At A Theatre/Drive-In: Vist: 2-6 Times A Year Percent & Household 

Q3400208C3 Movies At A Theatre/Drive-In: Vist: 7-11 Times A Year Percent & Household 

Q3400208C4 Movies At A Theatre/Drive-In: Vist: Once A Month Percent & Household 

Q3400208C5 Movies At A Theatre/Drive-In: Vist: More Than Once A Month Percent & Household 

Q3400209C1 National or Provincial Park: Vist: Once A Year Percent & Household 

Q3400209C2 National or Provincial Park: Vist: 2-6 Times A Year Percent & Household 

Q3400209C3 National or Provincial Park: Vist: 7-11 Times A Year Percent & Household 

Q3400209C4 National or Provincial Park: Vist: Once A Month Percent & Household 

Q3400209C5 National or Provincial Park: Vist: More Than Once A Month Percent & Household 

Q3400210C1 Popular Music/Rock Concerts: Vist: Once A Year Percent & Household 

Q3400210C2 Popular Music/Rock Concerts: Vist: 2-6 Times A Year Percent & Household 

Q3400210C3 Popular Music/Rock Concerts: Vist: 7-11 Times A Year Percent & Household 

Q3400210C4 Popular Music/Rock Concerts: Vist: Once A Month Percent & Household 

Q3400210C5 Popular Music/Rock Concerts: Vist: More Than Once A Month Percent & Household 

  PSYCHOGRAPHICS Percent & Household 

Q5400101C1 "New and improved" on packages is just an advertising gimmick: Strongly agree Percent & Household 

Q5400101C2 "New and improved" on packages is just an advertising gimmick: Agree Percent & Household 

Q5400101C3 
"New and improved" on packages is just an advertising gimmick: Neither agree or 
disagree 

Percent & Household 

Q5400101C4 "New and improved" on packages is just an advertising gimmick: Disagree Percent & Household 

Q5400101C5 "New and improved" on packages is just an advertising gimmick: Strongly disagree Percent & Household 

Q5400102C1 
Today there is too much effort spent on finding ways to sell things rather than actually 
making them better: Strongly agree 

Percent & Household 

Q5400102C2 
Today there is too much effort spent on finding ways to sell things rather than actually 
making them better: Agree 

Percent & Household 

Q5400102C3 
Today there is too much effort spent on finding ways to sell things rather than actually 
making them better: Neither agree or disagree 

Percent & Household 

Q5400102C4 
Today there is too much effort spent on finding ways to sell things rather than actually 
making them better: Disagree 

Percent & Household 

Q5400102C5 
Today there is too much effort spent on finding ways to sell things rather than actually 
making them better: Strongly disagree 

Percent & Household 

Q5400103C1 Premium priced brands are not worth the extra money: Strongly agree Percent & Household 

Q5400103C2 Premium priced brands are not worth the extra money: Agree Percent & Household 

Q5400103C3 Premium priced brands are not worth the extra money: Neither agree or disagree Percent & Household 

Q5400103C4 Premium priced brands are not worth the extra money: Disagree Percent & Household 

Q5400103C5 Premium priced brands are not worth the extra money: Strongly disagree Percent & Household 

Q5400104C1 There is too much sex being used to sell products today: Strongly agree Percent & Household 

Q5400104C2 There is too much sex being used to sell products today: Agree Percent & Household 

Q5400104C3 There is too much sex being used to sell products today: Neither agree or disagree Percent & Household 

Q5400104C4 There is too much sex being used to sell products today: Disagree Percent & Household 

Q5400104C5 There is too much sex being used to sell products today: Strongly disagree Percent & Household 

Q5400105C1 Advertising is an important source of information to me: Strongly agree Percent & Household 
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Q5400105C2 Advertising is an important source of information to me: Agree Percent & Household 

Q5400105C3 Advertising is an important source of information to me: Neither agree or disagree Percent & Household 

Q5400105C4 Advertising is an important source of information to me: Disagree Percent & Household 

Q5400105C5 Advertising is an important source of information to me: Strongly disagree Percent & Household 

Q5400106C1 
I am very concerned about the nutritional content of food products I buy: Strongly 
agree 

Percent & Household 

Q5400106C2 I am very concerned about the nutritional content of food products I buy: Agree Percent & Household 

Q5400106C3 
I am very concerned about the nutritional content of food products I buy: Neither agree 
or disagree 

Percent & Household 

Q5400106C4 I am very concerned about the nutritional content of food products I buy: Disagree Percent & Household 

Q5400106C5 
I am very concerned about the nutritional content of food products I buy: Strongly 
disagree 

Percent & Household 

Q5400107C1 I prefer low-calorie or "light" foods and drinks: Strongly agree Percent & Household 

Q5400107C2 I prefer low-calorie or "light" foods and drinks: Agree Percent & Household 

Q5400107C3 I prefer low-calorie or "light" foods and drinks: Neither agree or disagree Percent & Household 

Q5400107C4 I prefer low-calorie or "light" foods and drinks: Disagree Percent & Household 

Q5400107C5 I prefer low-calorie or "light" foods and drinks: Strongly disagree Percent & Household 

Q5400108C1 I won't try a new product until it's been proven: Strongly agree Percent & Household 

Q5400108C2 I won't try a new product until it's been proven: Agree Percent & Household 

Q5400108C3 I won't try a new product until it's been proven: Neither agree or disagree Percent & Household 

Q5400108C4 I won't try a new product until it's been proven: Disagree Percent & Household 

Q5400108C5 I won't try a new product until it's been proven: Strongly disagree Percent & Household 

Q5400109C1 Most new products are worth a try: Strongly agree Percent & Household 

Q5400109C2 Most new products are worth a try: Agree Percent & Household 

Q5400109C3 Most new products are worth a try: Neither agree or disagree Percent & Household 

Q5400109C4 Most new products are worth a try: Disagree Percent & Household 

Q5400109C5 Most new products are worth a try: Strongly disagree Percent & Household 

Q5400110C1 I like to try new and different products: Strongly agree Percent & Household 

Q5400110C2 I like to try new and different products: Agree Percent & Household 

Q5400110C3 I like to try new and different products: Neither agree or disagree Percent & Household 

Q5400110C4 I like to try new and different products: Disagree Percent & Household 

Q5400110C5 I like to try new and different products: Strongly disagree Percent & Household 

Q5400111C1 If I see something interesting in a store, I will usually buy it on impulse: Strongly agree Percent & Household 

Q5400111C2 If I see something interesting in a store, I will usually buy it on impulse: Agree Percent & Household 

Q5400111C3 
If I see something interesting in a store, I will usually buy it on impulse: Neither agree 
or disagree 

Percent & Household 

Q5400111C4 If I see something interesting in a store, I will usually buy it on impulse: Disagree Percent & Household 

Q5400111C5 
If I see something interesting in a store, I will usually buy it on impulse: Strongly 
disagree 

Percent & Household 

Q5400112C1 I tend to pass up my favourite brand if something else is on sale: Strongly agree Percent & Household 

Q5400112C2 I tend to pass up my favourite brand if something else is on sale: Agree Percent & Household 

Q5400112C3 
I tend to pass up my favourite brand if something else is on sale: Neither agree or 
disagree 

Percent & Household 

Q5400112C4 I tend to pass up my favourite brand if something else is on sale: Disagree Percent & Household 

Q5400112C5 I tend to pass up my favourite brand if something else is on sale: Strongly disagree Percent & Household 

Q5400113C1 If one of my usual brands is on special, I will buy extra: Strongly agree Percent & Household 

Q5400113C2 If one of my usual brands is on special, I will buy extra: Agree Percent & Household 

Q5400113C3 If one of my usual brands is on special, I will buy extra: Neither agree or disagree Percent & Household 

Q5400113C4 If one of my usual brands is on special, I will buy extra: Disagree Percent & Household 

Q5400113C5 If one of my usual brands is on special, I will buy extra: Strongly disagree Percent & Household 
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Q5400114C1 Once I find a brand I like, I stick with it: Strongly agree Percent & Household 

Q5400114C2 Once I find a brand I like, I stick with it: Agree Percent & Household 

Q5400114C3 Once I find a brand I like, I stick with it: Neither agree or disagree Percent & Household 

Q5400114C4 Once I find a brand I like, I stick with it: Disagree Percent & Household 

Q5400114C5 Once I find a brand I like, I stick with it: Strongly disagree Percent & Household 

Q5400115C1 No-name products are as good as nationally advertised brands: Strongly agree Percent & Household 

Q5400115C2 No-name products are as good as nationally advertised brands: Agree Percent & Household 

Q5400115C3 
No-name products are as good as nationally advertised brands: Neither agree or 
disagree 

Percent & Household 

Q5400115C4 No-name products are as good as nationally advertised brands: Disagree Percent & Household 

Q5400115C5 No-name products are as good as nationally advertised brands: Strongly disagree Percent & Household 

Q5400116C1 
I feel I am too tolerant of products and services that do not meet my expectations: 
Strongly agree 

Percent & Household 

Q5400116C2 
I feel I am too tolerant of products and services that do not meet my expectations: 
Agree 

Percent & Household 

Q5400116C3 
I feel I am too tolerant of products and services that do not meet my expectations: 
Neither agree or disagree 

Percent & Household 

Q5400116C4 
I feel I am too tolerant of products and services that do not meet my expectations: 
Disagree 

Percent & Household 

Q5400116C5 
I feel I am too tolerant of products and services that do not meet my expectations: 
Strongly disagree 

Percent & Household 

Q5400117C1 When I make a purchase, I often spend more than I thought I would: Strongly agree Percent & Household 

Q5400117C2 When I make a purchase, I often spend more than I thought I would: Agree Percent & Household 

Q5400117C3 
When I make a purchase, I often spend more than I thought I would: Neither agree or 
disagree 

Percent & Household 

Q5400117C4 When I make a purchase, I often spend more than I thought I would: Disagree Percent & Household 

Q5400117C5 When I make a purchase, I often spend more than I thought I would: Strongly disagree Percent & Household 

Q5400118C1 I am willing to pay a little extra to save time shopping: Strongly agree Percent & Household 

Q5400118C2 I am willing to pay a little extra to save time shopping: Agree Percent & Household 

Q5400118C3 I am willing to pay a little extra to save time shopping: Neither agree or disagree Percent & Household 

Q5400118C4 I am willing to pay a little extra to save time shopping: Disagree Percent & Household 

Q5400118C5 I am willing to pay a little extra to save time shopping: Strongly disagree Percent & Household 

Q5400119C1 To me, shopping is a chore rather than a pleasure: Strongly agree Percent & Household 

Q5400119C2 To me, shopping is a chore rather than a pleasure: Agree Percent & Household 

Q5400119C3 To me, shopping is a chore rather than a pleasure: Neither agree or disagree Percent & Household 

Q5400119C4 To me, shopping is a chore rather than a pleasure: Disagree Percent & Household 

Q5400119C5 To me, shopping is a chore rather than a pleasure: Strongly disagree Percent & Household 

Q5400120C1 When I buy products I am looking for convenience, not price: Strongly agree Percent & Household 

Q5400120C2 When I buy products I am looking for convenience, not price: Agree Percent & Household 

Q5400120C3 When I buy products I am looking for convenience, not price: Neither agree or disagree Percent & Household 

Q5400120C4 When I buy products I am looking for convenience, not price: Disagree Percent & Household 

Q5400120C5 When I buy products I am looking for convenience, not price: Strongly disagree Percent & Household 

Q5400121C1 I prefer to postpone a purchase than buy on credit: Strongly agree Percent & Household 

Q5400121C2 I prefer to postpone a purchase than buy on credit: Agree Percent & Household 

Q5400121C3 I prefer to postpone a purchase than buy on credit: Neither agree or disagree Percent & Household 

Q5400121C4 I prefer to postpone a purchase than buy on credit: Disagree Percent & Household 

Q5400121C5 I prefer to postpone a purchase than buy on credit: Strongly disagree Percent & Household 

Q5400122C1 I go out with friends a great deal of the time: Strongly agree Percent & Household 

Q5400122C2 I go out with friends a great deal of the time: Agree Percent & Household 

Q5400122C3 I go out with friends a great deal of the time: Neither agree or disagree Percent & Household 
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Q5400122C4 I go out with friends a great deal of the time: Disagree Percent & Household 

Q5400122C5 I go out with friends a great deal of the time: Strongly disagree Percent & Household 

Q5400123C1 I like to work on community projects: Strongly agree Percent & Household 

Q5400123C2 I like to work on community projects: Agree Percent & Household 

Q5400123C3 I like to work on community projects: Neither agree or disagree Percent & Household 

Q5400123C4 I like to work on community projects: Disagree Percent & Household 

Q5400123C5 I like to work on community projects: Strongly disagree Percent & Household 

Q5400124C1 I lead a fairly busy social life: Strongly agree Percent & Household 

Q5400124C2 I lead a fairly busy social life: Agree Percent & Household 

Q5400124C3 I lead a fairly busy social life: Neither agree or disagree Percent & Household 

Q5400124C4 I lead a fairly busy social life: Disagree Percent & Household 

Q5400124C5 I lead a fairly busy social life: Strongly disagree Percent & Household 

Q5400125C1 I do more entertaining at home now than ever before: Strongly agree Percent & Household 

Q5400125C2 I do more entertaining at home now than ever before: Agree Percent & Household 

Q5400125C3 I do more entertaining at home now than ever before: Neither agree or disagree Percent & Household 

Q5400125C4 I do more entertaining at home now than ever before: Disagree Percent & Household 

Q5400125C5 I do more entertaining at home now than ever before: Strongly disagree Percent & Household 

Q5400126C1 I try to keep abreast of changes in style and fashions: Strongly agree Percent & Household 

Q5400126C2 I try to keep abreast of changes in style and fashions: Agree Percent & Household 

Q5400126C3 I try to keep abreast of changes in style and fashions: Neither agree or disagree Percent & Household 

Q5400126C4 I try to keep abreast of changes in style and fashions: Disagree Percent & Household 

Q5400126C5 I try to keep abreast of changes in style and fashions: Strongly disagree Percent & Household 

Q5400127C1 I try to minimize the amount of time I spend on personal grooming: Strongly agree Percent & Household 

Q5400127C2 I try to minimize the amount of time I spend on personal grooming: Agree Percent & Household 

Q5400127C3 
I try to minimize the amount of time I spend on personal grooming: Neither agree or 
disagree 

Percent & Household 

Q5400127C4 I try to minimize the amount of time I spend on personal grooming: Disagree Percent & Household 

Q5400127C5 I try to minimize the amount of time I spend on personal grooming: Strongly disagree Percent & Household 

Q5400128C1 I take care of money matters and bill paying in our household: Strongly agree Percent & Household 

Q5400128C2 I take care of money matters and bill paying in our household: Agree Percent & Household 

Q5400128C3 
I take care of money matters and bill paying in our household: Neither agree or 
disagree 

Percent & Household 

Q5400128C4 I take care of money matters and bill paying in our household: Disagree Percent & Household 

Q5400128C5 I take care of money matters and bill paying in our household: Strongly disagree Percent & Household 

Q5400129C1 It is important that women should have a career outside of the home: Strongly agree Percent & Household 

Q5400129C2 It is important that women should have a career outside of the home: Agree Percent & Household 

Q5400129C3 
It is important that women should have a career outside of the home: Neither agree or 
disagree 

Percent & Household 

Q5400129C4 It is important that women should have a career outside of the home: Disagree Percent & Household 

Q5400129C5 It is important that women should have a career outside of the home: Strongly disagree Percent & Household 

Q5400130C1 
Women should have their own money for personal spending and savings over and 
above household requirements: Strongly agree 

Percent & Household 

Q5400130C2 
Women should have their own money for personal spending and savings over and 
above household requirements: Agree 

Percent & Household 

Q5400130C3 
Women should have their own money for personal spending and savings over and 
above household requirements: Neither agree or disagree 

Percent & Household 

Q5400130C4 
Women should have their own money for personal spending and savings over and 
above household requirements: Disagree 

Percent & Household 

Q5400130C5 
Women should have their own money for personal spending and savings over and 
above household requirements: Strongly disagree 

Percent & Household 

Q5400131C1 If a woman has the same job as a man, she should receive the same pay: Strongly Percent & Household 
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agree 

Q5400131C2 If a woman has the same job as a man, she should receive the same pay: Agree Percent & Household 

Q5400131C3 
If a woman has the same job as a man, she should receive the same pay: Neither 
agree or disagree 

Percent & Household 

Q5400131C4 If a woman has the same job as a man, she should receive the same pay: Disagree Percent & Household 

Q5400131C5 
If a woman has the same job as a man, she should receive the same pay: Strongly 
disagree 

Percent & Household 

Q5400132C1 The man should be the head of the family: Strongly agree Percent & Household 

Q5400132C2 The man should be the head of the family: Agree Percent & Household 

Q5400132C3 The man should be the head of the family: Neither agree or disagree Percent & Household 

Q5400132C4 The man should be the head of the family: Disagree Percent & Household 

Q5400132C5 The man should be the head of the family: Strongly disagree Percent & Household 

Q5400133C1 Working makes me feel I am in control of my life: Strongly agree Percent & Household 

Q5400133C2 Working makes me feel I am in control of my life: Agree Percent & Household 

Q5400133C3 Working makes me feel I am in control of my life: Neither agree or disagree Percent & Household 

Q5400133C4 Working makes me feel I am in control of my life: Disagree Percent & Household 

Q5400133C5 Working makes me feel I am in control of my life: Strongly disagree Percent & Household 

Q5400134C1 A person's career should be their first priority: Strongly agree Percent & Household 

Q5400134C2 A person's career should be their first priority: Agree Percent & Household 

Q5400134C3 A person's career should be their first priority: Neither agree or disagree Percent & Household 

Q5400134C4 A person's career should be their first priority: Disagree Percent & Household 

Q5400134C5 A person's career should be their first priority: Strongly disagree Percent & Household 

Q5400135C1 I enjoy being extravagant: Strongly agree Percent & Household 

Q5400135C2 I enjoy being extravagant: Agree Percent & Household 

Q5400135C3 I enjoy being extravagant: Neither agree or disagree Percent & Household 

Q5400135C4 I enjoy being extravagant: Disagree Percent & Household 

Q5400135C5 I enjoy being extravagant: Strongly disagree Percent & Household 

Q5400136C1 I consider myself to be sophisticated: Strongly agree Percent & Household 

Q5400136C2 I consider myself to be sophisticated: Agree Percent & Household 

Q5400136C3 I consider myself to be sophisticated: Neither agree or disagree Percent & Household 

Q5400136C4 I consider myself to be sophisticated: Disagree Percent & Household 

Q5400136C5 I consider myself to be sophisticated: Strongly disagree Percent & Household 

Q5400137C1 Young people are too sexually active: Strongly agree Percent & Household 

Q5400137C2 Young people are too sexually active: Agree Percent & Household 

Q5400137C3 Young people are too sexually active: Neither agree or disagree Percent & Household 

Q5400137C4 Young people are too sexually active: Disagree Percent & Household 

Q5400137C5 Young people are too sexually active: Strongly disagree Percent & Household 

Q5400138C1 I am easily persuaded: Strongly agree Percent & Household 

Q5400138C2 I am easily persuaded: Agree Percent & Household 

Q5400138C3 I am easily persuaded: Neither agree or disagree Percent & Household 

Q5400138C4 I am easily persuaded: Disagree Percent & Household 

Q5400138C5 I am easily persuaded: Strongly disagree Percent & Household 

Q5400139C1 
Discussing sexual matters with the opposite sex makes me feel uncomfortable: 
Strongly agree 

Percent & Household 

Q5400139C2 Discussing sexual matters with the opposite sex makes me feel uncomfortable: Agree Percent & Household 

Q5400139C3 
Discussing sexual matters with the opposite sex makes me feel uncomfortable: Neither 
agree or disagree 

Percent & Household 

Q5400139C4 
Discussing sexual matters with the opposite sex makes me feel uncomfortable: 
Disagree 

Percent & Household 
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Q5400139C5 
Discussing sexual matters with the opposite sex makes me feel uncomfortable: 
Strongly disagree 

Percent & Household 

Q5400140C1 I feel very lonely: Strongly agree Percent & Household 

Q5400140C2 I feel very lonely: Agree Percent & Household 

Q5400140C3 I feel very lonely: Neither agree or disagree Percent & Household 

Q5400140C4 I feel very lonely: Disagree Percent & Household 

Q5400140C5 I feel very lonely: Strongly disagree Percent & Household 

Q5400141C1 I like to cook: Strongly agree Percent & Household 

Q5400141C2 I like to cook: Agree Percent & Household 

Q5400141C3 I like to cook: Neither agree or disagree Percent & Household 

Q5400141C4 I like to cook: Disagree Percent & Household 

Q5400141C5 I like to cook: Strongly disagree Percent & Household 

Q5400142C1 I am a homebody: Strongly agree Percent & Household 

Q5400142C2 I am a homebody: Agree Percent & Household 

Q5400142C3 I am a homebody: Neither agree or disagree Percent & Household 

Q5400142C4 I am a homebody: Disagree Percent & Household 

Q5400142C5 I am a homebody: Strongly disagree Percent & Household 

Q5400143C1 I would rather spend a quiet evening at home than go out to a party: Strongly agree Percent & Household 

Q5400143C2 I would rather spend a quiet evening at home than go out to a party: Agree Percent & Household 

Q5400143C3 
I would rather spend a quiet evening at home than go out to a party: Neither agree or 
disagree 

Percent & Household 

Q5400143C4 I would rather spend a quiet evening at home than go out to a party: Disagree Percent & Household 

Q5400143C5 I would rather spend a quiet evening at home than go out to a party: Strongly disagree Percent & Household 

Q5400144C1 Family life and having children are most important to me: Strongly agree Percent & Household 

Q5400144C2 Family life and having children are most important to me: Agree Percent & Household 

Q5400144C3 Family life and having children are most important to me: Neither agree or disagree Percent & Household 

Q5400144C4 Family life and having children are most important to me: Disagree Percent & Household 

Q5400144C5 Family life and having children are most important to me: Strongly disagree Percent & Household 

Q5400145C1 Television is my primary source of entertainment: Strongly agree Percent & Household 

Q5400145C2 Television is my primary source of entertainment: Agree Percent & Household 

Q5400145C3 Television is my primary source of entertainment: Neither agree or disagree Percent & Household 

Q5400145C4 Television is my primary source of entertainment: Disagree Percent & Household 

Q5400145C5 Television is my primary source of entertainment: Strongly disagree Percent & Household 

Q5400146C1 My home is kept very neat and clean: Strongly agree Percent & Household 

Q5400146C2 My home is kept very neat and clean: Agree Percent & Household 

Q5400146C3 My home is kept very neat and clean: Neither agree or disagree Percent & Household 

Q5400146C4 My home is kept very neat and clean: Disagree Percent & Household 

Q5400146C5 My home is kept very neat and clean: Strongly disagree Percent & Household 

Q5400147C1 A single person can have a satisfying, enjoyable life: Strongly agree Percent & Household 

Q5400147C2 A single person can have a satisfying, enjoyable life: Agree Percent & Household 

Q5400147C3 A single person can have a satisfying, enjoyable life: Neither agree or disagree Percent & Household 

Q5400147C4 A single person can have a satisfying, enjoyable life: Disagree Percent & Household 

Q5400147C5 A single person can have a satisfying, enjoyable life: Strongly disagree Percent & Household 

Q5400148C1 I generally achieve what I set out to do: Strongly agree Percent & Household 

Q5400148C2 I generally achieve what I set out to do: Agree Percent & Household 

Q5400148C3 I generally achieve what I set out to do: Neither agree or disagree Percent & Household 

Q5400148C4 I generally achieve what I set out to do: Disagree Percent & Household 

Q5400148C5 I generally achieve what I set out to do: Strongly disagree Percent & Household 
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Q5400149C1 An important part of my life and activities is dressing smartly: Strongly agree Percent & Household 

Q5400149C2 An important part of my life and activities is dressing smartly: Agree Percent & Household 

Q5400149C3 An important part of my life and activities is dressing smartly: Neither agree or disagree Percent & Household 

Q5400149C4 An important part of my life and activities is dressing smartly: Disagree Percent & Household 

Q5400149C5 An important part of my life and activities is dressing smartly: Strongly disagree Percent & Household 

Q5400150C1 I am more independent than most people: Strongly agree Percent & Household 

Q5400150C2 I am more independent than most people: Agree Percent & Household 

Q5400150C3 I am more independent than most people: Neither agree or disagree Percent & Household 

Q5400150C4 I am more independent than most people: Disagree Percent & Household 

Q5400150C5 I am more independent than most people: Strongly disagree Percent & Household 

Q5400151C1 I have more self-confidence than most people my age: Strongly agree Percent & Household 

Q5400151C2 I have more self-confidence than most people my age: Agree Percent & Household 

Q5400151C3 I have more self-confidence than most people my age: Neither agree or disagree Percent & Household 

Q5400151C4 I have more self-confidence than most people my age: Disagree Percent & Household 

Q5400151C5 I have more self-confidence than most people my age: Strongly disagree Percent & Household 

Q5400152C1 I am careful of what I eat in order to keep my weight under control: Strongly agree Percent & Household 

Q5400152C2 I am careful of what I eat in order to keep my weight under control: Agree Percent & Household 

Q5400152C3 
I am careful of what I eat in order to keep my weight under control: Neither agree or 
disagree 

Percent & Household 

Q5400152C4 I am careful of what I eat in order to keep my weight under control: Disagree Percent & Household 

Q5400152C5 I am careful of what I eat in order to keep my weight under control: Strongly disagree Percent & Household 

  RADIO Percent & Household 

D9500100C0 Summary: Radio Total Market Weekly Tuning: Not Listen Percent & Household 

D9500100C1 Summary: Radio Total Market Weekly Tuning: Less Than 7 Hours Percent & Household 

D9500100C2 Summary: Radio Total Market Weekly Tuning: 7 To 14 Hours Percent & Household 

D9500100C3 Summary: Radio Total Market Weekly Tuning: 14.01 To 21 Hours Percent & Household 

D9500100C4 Summary: Radio Total Market Weekly Tuning: 21.01 To 28 Hours Percent & Household 

D9500100C5 Summary: Radio Total Market Weekly Tuning: 28.01 To 35 Hours Percent & Household 

D9500100C6 Summary: Radio Total Market Weekly Tuning: 35.01 To 42 Hours Percent & Household 

D9500100C7 Summary: Radio Total Market Weekly Tuning: 42.01 To 49 Hours Percent & Household 

D9500100C8 Summary: Radio Total Market Weekly Tuning: More Than 49 Hours Percent & Household 

D0090101C1 Radio Listenership: Daily Reach - Monday Percent & Household 

D0090102C1 Radio Listenership: Daily Reach - Tuesday Percent & Household 

D0090103C1 Radio Listenership: Daily Reach - Wednesday Percent & Household 

D0090104C1 Radio Listenership: Daily Reach - Thursday Percent & Household 

D0090105C1 Radio Listenership: Daily Reach - Friday Percent & Household 

D0090106C1 Radio Listenership: Daily Reach - Saturday Percent & Household 

D0090107C1 Radio Listenership: Daily Reach - Sunday Percent & Household 

D0010600C1 Radio Listenership: Breakfast Mon-Fri 6A -10A Percent & Household 

D0010700C1 Radio Listenership: Day Mon-Fri 10A -3P Percent & Household 

D0010800C1 Radio Listenership: Drive Mon-Fri 3P -7P Percent & Household 

D0010900C1 Radio Listenership: Evening Mon-Fri 7P -Mdnt Percent & Household 

D0011000C1 Radio Listenership: Saturday Sat 7A -7P Percent & Household 

D0011100C1 Radio Listenership: Sunday Sun 7A -7P Percent & Household 

D0011600C0 Radio Listenership: Qtr Hours Tuned: Breakfast Mon-Fri 6A -10A: None Percent & Household 

D0011600C1 Radio Listenership: Qtr Hours Tuned: Breakfast Mon-Fri 6A -10A: 1-5 Percent & Household 

D0011600C2 Radio Listenership: Qtr Hours Tuned: Breakfast Mon-Fri 6A -10A: 6-15 Percent & Household 

D0011600C3 Radio Listenership: Qtr Hours Tuned: Breakfast Mon-Fri 6A -10A: 16-30 Percent & Household 
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D0011600C4 Radio Listenership: Qtr Hours Tuned: Breakfast Mon-Fri 6A -10A: 31-50 Percent & Household 

D0011600C5 Radio Listenership: Qtr Hours Tuned: Breakfast Mon-Fri 6A -10A: 50+ Percent & Household 

D0011700C0 Radio Listenership: Qtr Hours Tuned: Day Mon-Fri 10A -3P: None Percent & Household 

D0011700C1 Radio Listenership: Qtr Hours Tuned: Day Mon-Fri 10A -3P: 1-5 Percent & Household 

D0011700C2 Radio Listenership: Qtr Hours Tuned: Day Mon-Fri 10A -3P: 6-15 Percent & Household 

D0011700C3 Radio Listenership: Qtr Hours Tuned: Day Mon-Fri 10A -3P: 16-30 Percent & Household 

D0011700C4 Radio Listenership: Qtr Hours Tuned: Day Mon-Fri 10A -3P: 31-50 Percent & Household 

D0011700C5 Radio Listenership: Qtr Hours Tuned: Day Mon-Fri 10A -3P: 50+ Percent & Household 

D0011800C0 Radio Listenership: Qtr Hours Tuned: Drive Mon-Fri 3P -7P: None Percent & Household 

D0011800C1 Radio Listenership: Qtr Hours Tuned: Drive Mon-Fri 3P -7P: 1-5 Percent & Household 

D0011800C2 Radio Listenership: Qtr Hours Tuned: Drive Mon-Fri 3P -7P: 6-15 Percent & Household 

D0011800C3 Radio Listenership: Qtr Hours Tuned: Drive Mon-Fri 3P -7P: 16-30 Percent & Household 

D0011800C4 Radio Listenership: Qtr Hours Tuned: Drive Mon-Fri 3P -7P: 31-50 Percent & Household 

D0011800C5 Radio Listenership: Qtr Hours Tuned: Drive Mon-Fri 3P -7P: 50+ Percent & Household 

D0011900C0 Radio Listenership: Qtr Hours Tuned: Evening Mon-Fri 7P -Mdnt: None Percent & Household 

D0011900C1 Radio Listenership: Qtr Hours Tuned: Evening Mon-Fri 7P -Mdnt: 1-5 Percent & Household 

D0011900C2 Radio Listenership: Qtr Hours Tuned: Evening Mon-Fri 7P -Mdnt: 6-15 Percent & Household 

D0011900C3 Radio Listenership: Qtr Hours Tuned: Evening Mon-Fri 7P -Mdnt: 16-30 Percent & Household 

D0011900C4 Radio Listenership: Qtr Hours Tuned: Evening Mon-Fri 7P -Mdnt: 31-50 Percent & Household 

D0011900C5 Radio Listenership: Qtr Hours Tuned: Evening Mon-Fri 7P -Mdnt: 50+ Percent & Household 

D0012000C0 Radio Listenership: Qtr Hours Tuned: Saturday Sat 7A -7P: None Percent & Household 

D0012000C1 Radio Listenership: Qtr Hours Tuned: Saturday Sat 7A -7P: 1-5 Percent & Household 

D0012000C2 Radio Listenership: Qtr Hours Tuned: Saturday Sat 7A -7P: 6-15 Percent & Household 

D0012000C3 Radio Listenership: Qtr Hours Tuned: Saturday Sat 7A -7P: 16-30 Percent & Household 

D0012000C4 Radio Listenership: Qtr Hours Tuned: Saturday Sat 7A -7P: 31-50 Percent & Household 

D0012100C0 Radio Listenership: Qtr Hours Tuned: Sunday Sun 7A -7P: None Percent & Household 

D0012100C1 Radio Listenership: Qtr Hours Tuned: Sunday Sun 7A -7P: 1-5 Percent & Household 

D0012100C2 Radio Listenership: Qtr Hours Tuned: Sunday Sun 7A -7P: 6-15 Percent & Household 

D0012100C3 Radio Listenership: Qtr Hours Tuned: Sunday Sun 7A -7P: 16-30 Percent & Household 

D0012100C4 Radio Listenership: Qtr Hours Tuned: Sunday Sun 7A -7P: 31-50 Percent & Household 

D0020101C1 Radio Listenership: Adult Contemporary Percent & Household 

D0020102C1 Radio Listenership: AOR/Mainstream Rock Percent & Household 

D0020103C1 Radio Listenership: Adult Standards Percent & Household 

D0020104C1 Radio Listenership: Classical/Fine Arts Percent & Household 

D0020105C1 Radio Listenership: Mainstream Top 40/CHR Percent & Household 

D0020106C1 Radio Listenership: Classic Hits Percent & Household 

D0020107C1 Radio Listenership: Classic Rock Percent & Household 

D0020108C1 Radio Listenership: Country Percent & Household 

D0020109C1 Radio Listenership: Ethnic/Multi-Cultural Percent & Household 

D0020110C1 Radio Listenership: Gold/Oldies Percent & Household 

D0020111C1 Radio Listenership: Hot Adult Contemporary Percent & Household 

D0020112C1 Radio Listenership: Jazz Percent & Household 

D0020113C1 Radio Listenership: Modern/Alternative Rock Percent & Household 

D0020114C1 Radio Listenership: Multi/Variety/Specialty Percent & Household 

D0020115C1 Radio Listenership: Not Classified Percent & Household 

D0020116C1 Radio Listenership: News/Talk Percent & Household 

D0020117C1 Radio Listenership: Religion Percent & Household 

D0020118C1 Radio Listenership: Sports Percent & Household 
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D0020119C1 Radio Listenership: Urban Percent & Household 

D0070101C1 Radio: Terciles Adult Contemporary: Light Percent & Household 

D0070101C2 Radio: Terciles Adult Contemporary: Medium Percent & Household 

D0070101C3 Radio: Terciles Adult Contemporary: Heavy Percent & Household 

D0070102C1 Radio: Terciles AOR/Mainstream Rock: Light Percent & Household 

D0070102C2 Radio: Terciles AOR/Mainstream Rock: Medium Percent & Household 

D0070102C3 Radio: Terciles AOR/Mainstream Rock: Heavy Percent & Household 

D0070103C1 Radio: Terciles Adult Standards: Light Percent & Household 

D0070103C2 Radio: Terciles Adult Standards: Medium Percent & Household 

D0070103C3 Radio: Terciles Adult Standards: Heavy Percent & Household 

D0070104C1 Radio: Terciles Classical/Fine Arts: Light Percent & Household 

D0070104C2 Radio: Terciles Classical/Fine Arts: Medium Percent & Household 

D0070104C3 Radio: Terciles Classical/Fine Arts: Heavy Percent & Household 

D0070105C1 Radio: Terciles Mainstream Top 40/CHR: Light Percent & Household 

D0070105C2 Radio: Terciles Mainstream Top 40/CHR: Medium Percent & Household 

D0070105C3 Radio: Terciles Mainstream Top 40/CHR: Heavy Percent & Household 

D0070106C1 Radio: Terciles Classic Hits: Light Percent & Household 

D0070106C2 Radio: Terciles Classic Hits: Medium Percent & Household 

D0070106C3 Radio: Terciles Classic Hits: Heavy Percent & Household 

D0070107C1 Radio: Terciles Classic Rock: Light Percent & Household 

D0070107C2 Radio: Terciles Classic Rock: Medium Percent & Household 

D0070107C3 Radio: Terciles Classic Rock: Heavy Percent & Household 

D0070108C1 Radio: Terciles Country: Light Percent & Household 

D0070108C2 Radio: Terciles Country: Medium Percent & Household 

D0070108C3 Radio: Terciles Country: Heavy Percent & Household 

D0070109C1 Radio: Terciles Ethnic/Multi-Cultural: Light Percent & Household 

D0070109C2 Radio: Terciles Ethnic/Multi-Cultural: Medium Percent & Household 

D0070109C3 Radio: Terciles Ethnic/Multi-Cultural: Heavy Percent & Household 

D0070110C1 Radio: Terciles Gold/Oldies: Light Percent & Household 

D0070110C2 Radio: Terciles Gold/Oldies: Medium Percent & Household 

D0070110C3 Radio: Terciles Gold/Oldies: Heavy Percent & Household 

D0070111C1 Radio: Terciles Hot Adult Contemporary: Light Percent & Household 

D0070111C2 Radio: Terciles Hot Adult Contemporary: Medium Percent & Household 

D0070111C3 Radio: Terciles Hot Adult Contemporary: Heavy Percent & Household 

D0070112C1 Radio: Terciles Jazz: Light Percent & Household 

D0070112C2 Radio: Terciles Jazz: Medium Percent & Household 

D0070112C3 Radio: Terciles Jazz: Heavy Percent & Household 

D0070113C1 Radio: Terciles Modern/Alternative Rock: Light Percent & Household 

D0070113C2 Radio: Terciles Modern/Alternative Rock: Medium Percent & Household 

D0070113C3 Radio: Terciles Modern/Alternative Rock: Heavy Percent & Household 

D0070114C1 Radio: Terciles Multi/Variety/Specialty: Light Percent & Household 

D0070114C2 Radio: Terciles Multi/Variety/Specialty: Medium Percent & Household 

D0070114C3 Radio: Terciles Multi/Variety/Specialty: Heavy Percent & Household 

D0070115C1 Radio: Terciles Not Classified: Light Percent & Household 

D0070115C2 Radio: Terciles Not Classified: Medium Percent & Household 

D0070115C3 Radio: Terciles Not Classified: Heavy Percent & Household 

D0070116C1 Radio: Terciles News/Talk: Light Percent & Household 

D0070116C2 Radio: Terciles News/Talk: Medium Percent & Household 
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D0070116C3 Radio: Terciles News/Talk: Heavy Percent & Household 

D0070117C1 Radio: Terciles Religion: Light Percent & Household 

D0070117C2 Radio: Terciles Religion: Medium Percent & Household 

D0070117C3 Radio: Terciles Religion: Heavy Percent & Household 

D0070118C1 Radio: Terciles Sports: Light Percent & Household 

D0070118C2 Radio: Terciles Sports: Medium Percent & Household 

D0070118C3 Radio: Terciles Sports: Heavy Percent & Household 

D0070119C1 Radio: Terciles Urban: Light Percent & Household 

D0070119C2 Radio: Terciles Urban: Medium Percent & Household 

D0070119C3 Radio: Terciles Urban: Heavy Percent & Household 

D0090201C1 Radio: Total Reach By Location - Home Percent & Household 

D0090202C1 Radio: Total Reach By Location - Vehicle Percent & Household 

D0090203C1 Radio: Total Reach By Location - Work Percent & Household 

D0090204C1 Radio: Total Reach By Location - Other Percent & Household 

Q3900401C1 Use Radio Regularly: News Percent & Household 

Q3900402C1 Use Radio Regularly: Sports Reports Percent & Household 

Q3900403C1 Use Radio Regularly: Sports (Play-By-Play) Percent & Household 

Q3900404C1 Use Radio Regularly: Music Percent & Household 

Q3900405C1 Use Radio Regularly: Traffic Reports Percent & Household 

Q3900406C1 Use Radio Regularly: Weather Percent & Household 

Q3900407C1 Use Radio Regularly: Comedy Programs Percent & Household 

Q3900408C1 Use Radio Regularly: Community Information Percent & Household 

Q3900409C1 Use Radio Regularly: Contests Percent & Household 

Q3900410C1 Use Radio Regularly: Special Music Programs Percent & Household 

Q3900411C1 Use Radio Regularly: General Interest Talk/Phone In Shows Percent & Household 

Q3900412C1 Use Radio Regularly: Sports Talk/Phone In Shows Percent & Household 

Q3900413C1 Use Radio Regularly: Religious Programs Percent & Household 

  RESTAURANT SUMMARY Percent & Household 

Q2300301C1 Ordered Past Month: Take Out Percent & Household 

Q2300302C1 Ordered Past Month: Home Delivery Percent & Household 

Q2300303C1 Ordered Past Month: Eat In Restaurant Percent & Household 

Q2300304C1 Ordered Past Month: Drive Through Percent & Household 

Q2300305C1 Ordered Past Month: Online/Internet Food Delivery Service Percent & Household 

Q2410401C1 Burger Restaurants: Once A Year Percent & Household 

Q2410401C2 Burger Restaurants: 2-6 Times A Year Percent & Household 

Q2410401C3 Burger Restaurants: 7-11 Times A Year Percent & Household 

Q2410401C4 Burger Restaurants: Once A Month Percent & Household 

Q2410401C5 Burger Restaurants: More Than Once A Month Percent & Household 

Q2410402C1 Casual/Family Dining Restaurants: Once A Year Percent & Household 

Q2410402C2 Casual/Family  Dining Restaurants: 2-6 Times A Year Percent & Household 

Q2410402C3 Casual/Family  Dining Restaurants: 7-11 Times A Year Percent & Household 

Q2410402C4 Casual/Family  Dining Restaurants: Once A Month Percent & Household 

Q2410402C5 Casual/Family  Dining Restaurants: More Than Once A Month Percent & Household 

Q2410403C1 Chicken Restaurants: Once A Year Percent & Household 

Q2410403C2 Chicken Restaurants: 2-6 Times A Year Percent & Household 

Q2410403C3 Chicken Restaurants: 7-11 Times A Year Percent & Household 

Q2410403C4 Chicken Restaurants: Once A Month Percent & Household 

Q2410403C5 Chicken Restaurants: More Than Once A Month Percent & Household 
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Q2410404C1 Coffee/Donut Shops: Once A Year Percent & Household 

Q2410404C2 Coffee/Donut Shops: 2-6 Times A Year Percent & Household 

Q2410404C3 Coffee/Donut Shops: 7-11 Times A Year Percent & Household 

Q2410404C4 Coffee/Donut Shops: Once A Month Percent & Household 

Q2410404C5 Coffee/Donut Shops: More Than Once A Month Percent & Household 

Q2410405C1 Food Court Outlets At A Shopping Mall: Once A Year Percent & Household 

Q2410405C2 Food Court Outlets At A Shopping Mall: 2-6 Times A Year Percent & Household 

Q2410405C3 Food Court Outlets At A Shopping Mall: 7-11 Times A Year Percent & Household 

Q2410405C4 Food Court Outlets At A Shopping Mall: Once A Month Percent & Household 

Q2410405C5 Food Court Outlets At A Shopping Mall: More Than Once A Month Percent & Household 

Q2410406C1 Ice Cream Parlours/Restaurants: Once A Year Percent & Household 

Q2410406C2 Ice Cream Parlours/Restaurants: 2-6 Times A Year Percent & Household 

Q2410406C3 Ice Cream Parlours/Restaurants: 7-11 Times A Year Percent & Household 

Q2410406C4 Ice Cream Parlours/Restaurants: Once A Month Percent & Household 

Q2410406C5 Ice Cream Parlours/Restaurants: More Than Once A Month Percent & Household 

Q2410407C1 Oriental Restaurants: Once A Year Percent & Household 

Q2410407C2 Oriental Restaurants: 2-6 Times A Year Percent & Household 

Q2410407C3 Oriental Restaurants: 7-11 Times A Year Percent & Household 

Q2410407C4 Oriental Restaurants: Once A Month Percent & Household 

Q2410407C5 Oriental Restaurants: More Than Once A Month Percent & Household 

Q2410408C1 Pizza Restaurants: Once A Year Percent & Household 

Q2410408C2 Pizza Restaurants: 2-6 Times A Year Percent & Household 

Q2410408C3 Pizza Restaurants: 7-11 Times A Year Percent & Household 

Q2410408C4 Pizza Restaurants: Once A Month Percent & Household 

Q2410408C5 Pizza Restaurants: More Than Once A Month Percent & Household 

Q2410409C1 Pub Restaurants: Once A Year Percent & Household 

Q2410409C2 Pub Restaurants: 2-6 Times A Year Percent & Household 

Q2410409C3 Pub Restaurants: 7-11 Times A Year Percent & Household 

Q2410409C4 Pub Restaurants: Once A Month Percent & Household 

Q2410409C5 Pub Restaurants: More Than Once A Month Percent & Household 

Q2410410C1 Seafood Restaurants: Once A Year Percent & Household 

Q2410410C2 Seafood Restaurants: 2-6 Times A Year Percent & Household 

Q2410410C3 Seafood Restaurants: 7-11 Times A Year Percent & Household 

Q2410410C4 Seafood Restaurants: Once A Month Percent & Household 

Q2410410C5 Seafood Restaurants: More Than Once A Month Percent & Household 

Q2410411C1 Submarine/Sandwich Restaurants: Once A Year Percent & Household 

Q2410411C2 Submarine/Sandwich Restaurants: 2-6 Times A Year Percent & Household 

Q2410411C3 Submarine/Sandwich Restaurants: 7-11 Times A Year Percent & Household 

Q2410411C4 Submarine/Sandwich Restaurants: Once A Month Percent & Household 

Q2410411C5 Submarine/Sandwich Restaurants: More Than Once A Month Percent & Household 

Q2410412C1 High Quality Formal Dine-In Restaurants: Once A Year Percent & Household 

Q2410412C2 High Quality Formal Dine-In Restaurants: 2-6 Times A Year Percent & Household 

Q2410412C3 High Quality Formal Dine-In Restaurants: 7-11 Times A Year Percent & Household 

Q2410412C4 High Quality Formal Dine-In Restaurants: Once A Month Percent & Household 

Q2410412C5 High Quality Formal Dine-In Restaurants: More Than Once A Month Percent & Household 

Q2410413C1 Other Types of Restaurants: Once A Year Percent & Household 

Q2410413C2 Other Types of Restaurants: 2-6 Times A Year Percent & Household 

Q2410413C3 Other Types of Restaurants: 7-11 Times A Year Percent & Household 
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Q2410413C4 Other Types of Restaurants: Once A Month Percent & Household 

Q2410413C5 Other Types of Restaurants: More Than Once A Month Percent & Household 

  SPORTING EVENTS ATTENDANCE Percent & Household 

Q3500201C2 Auto Racing: Attend (When In Season): Occasionally Percent & Household 

Q3500201C3 Auto Racing: Attend (When In Season): Regularly Percent & Household 

Q3500202C2 Baseball: Attend (When In Season): Occasionally Percent & Household 

Q3500202C3 Baseball: Attend (When In Season): Regularly Percent & Household 

Q3500203C2 Basketball: Attend (When In Season): Occasionally Percent & Household 

Q3500203C3 Basketball: Attend (When In Season): Regularly Percent & Household 

Q3500204C2 Figure Skating: Attend (When In Season): Occasionally Percent & Household 

Q3500204C3 Figure Skating: Attend (When In Season): Regularly Percent & Household 

Q3500205C2 Football: Attend (When In Season): Occasionally Percent & Household 

Q3500205C3 Football: Attend (When In Season): Regularly Percent & Household 

Q3500206C2 Golf: Attend (When In Season): Occasionally Percent & Household 

Q3500206C3 Golf: Attend (When In Season): Regularly Percent & Household 

Q3500207C2 Hockey: Attend (When In Season): Occasionally Percent & Household 

Q3500207C3 Hockey: Attend (When In Season): Regularly Percent & Household 

Q3500208C2 Horse Racing: Attend (When In Season): Occasionally Percent & Household 

Q3500208C3 Horse Racing: Attend (When In Season): Regularly Percent & Household 

Q3500211C2 Lacrosse: Attend (When In Season): Occasionally Percent & Household 

Q3500211C3 Lacrosse: Attend (When In Season): Regularly Percent & Household 

Q3500209C2 Soccer: Attend (When In Season): Occasionally Percent & Household 

Q3500209C3 Soccer: Attend (When In Season): Regularly Percent & Household 

Q3500210C2 Tennis: Attend (When In Season): Occasionally Percent & Household 

Q3500210C3 Tennis: Attend (When In Season): Regularly Percent & Household 

  SPORTS/HOBBY PARTICIPATION Percent & Household 

Q3500101C2 Adventure Sports: Participate: Occasionally Percent & Household 

Q3500101C3 Adventure Sports: Participate: Regularly Percent & Household 

Q3500102C2 Aerobics: Participate: Occasionally Percent & Household 

Q3500102C3 Aerobics: Participate: Regularly Percent & Household 

Q3500103C2 Arts/Crafts/Sewing/Knitting: Participate: Occasionally Percent & Household 

Q3500103C3 Arts/Crafts/Sewing/Knitting: Participate: Regularly Percent & Household 

Q3500104C2 Baseball/Softball: Participate: Occasionally Percent & Household 

Q3500104C3 Baseball/Softball: Participate: Regularly Percent & Household 

Q3500105C2 Basketball: Participate: Occasionally Percent & Household 

Q3500105C3 Basketball: Participate: Regularly Percent & Household 

Q3500106C2 Billiards/Pool: Participate: Occasionally Percent & Household 

Q3500106C3 Billiards/Pool: Participate: Regularly Percent & Household 

Q3500107C2 Bowling: Participate:Occasionally Percent & Household 

Q3500107C3 Bowling: Participate:Regularly Percent & Household 

Q3500108C2 Canoeing/Kayaking: Participate: Occasionally Percent & Household 

Q3500108C3 Canoeing/Kayaking: Participate: Regularly Percent & Household 

Q3500109C2 Curling: Participate: Occasionally Percent & Household 

Q3500109C3 Curling: Participate: Regularly Percent & Household 

Q3500110C2 Cycling (Mountain/Road Biking): Participate: Occasionally Percent & Household 

Q3500110C3 Cycling (Mountain/Road Biking): Participate: Regularly Percent & Household 

Q3500111C2 Fishing/Hunting: Participate:Occasionally Percent & Household 

Q3500111C3 Fishing/Hunting: Participate:Regularly Percent & Household 
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Q3500112C2 Fitness Walking: Participate: Occasionally Percent & Household 

Q3500112C3 Fitness Walking: Participate: Regularly Percent & Household 

Q3500113C2 Football: Participate: Occasionally Percent & Household 

Q3500113C3 Football: Participate: Regularly Percent & Household 

Q3500114C2 Gardening: Participate: Occasionally Percent & Household 

Q3500114C3 Gardening: Participate: Regularly Percent & Household 

Q3500115C2 Golfing: Participate: Occasionally Percent & Household 

Q3500115C3 Golfing: Participate: Regularly Percent & Household 

Q3500116C2 Hiking/Backpacking/Camping: Participate: Occasionally Percent & Household 

Q3500116C3 Hiking/Backpacking/Camping: Participate: Regularly Percent & Household 

Q3500117C2 Hockey: Participate: Occasionally Percent & Household 

Q3500117C3 Hockey: Participate: Regularly Percent & Household 

Q3500118C2 Home Exercise/Home Workout: Participate: Occasionally Percent & Household 

Q3500118C3 Home Exercise/Home Workout: Participate: Regularly Percent & Household 

Q3500119C2 Ice Skating: Participate: Occasionally Percent & Household 

Q3500119C3 Ice Skating: Participate: Regularly Percent & Household 

Q3500120C2 Inline Skating: Participate: Occasionally Percent & Household 

Q3500120C3 Inline Skating: Participate: Regularly Percent & Household 

Q3500121C2 Jogging: Participate: Occasionally Percent & Household 

Q3500121C3 Jogging: Participate: Regularly Percent & Household 

Q3500123C2 Pilates/Yoga: Participate: Occasionally Percent & Household 

Q3500123C3 Pilates/Yoga: Participate: Regularly Percent & Household 

Q3500124C2 Power Boating/Jet Skiing: Participate: Occasionally Percent & Household 

Q3500124C3 Power Boating/Jet Skiing: Participate: Regularly Percent & Household 

Q3500125C2 Racquet Sports: Participate: Occasionally Percent & Household 

Q3500125C3 Racquet Sports: Participate: Regularly Percent & Household 

Q3500126C2 Skateboarding: Participate: Occasionally Percent & Household 

Q3500126C3 Skateboarding: Participate: Regularly Percent & Household 

Q3500127C2 Skiing - Cross Country: Participate: Occasionally Percent & Household 

Q3500127C3 Skiing - Cross Country: Participate: Regularly Percent & Household 

Q3500128C2 Skiing - Downhill: Participate: Occasionally Percent & Household 

Q3500128C3 Skiing - Downhill: Participate: Regularly Percent & Household 

Q3500129C2 Snowboarding: Participate: Occasionally Percent & Household 

Q3500129C3 Snowboarding: Participate: Regularly Percent & Household 

Q3500130C2 Snowmobiling: Participate: Occasionally Percent & Household 

Q3500130C3 Snowmobiling: Participate: Regularly Percent & Household 

Q3500131C2 Soccer: Participate: Occasionally Percent & Household 

Q3500131C3 Soccer: Participate: Regularly Percent & Household 

Q3500132C2 Swimming: Participate: Occasionally Percent & Household 

Q3500132C3 Swimming: Participate: Regularly Percent & Household 

Q3500134C2 Whale Watching: Participate: Occasionally Percent & Household 

Q3500134C3 Whale Watching: Participate: Regularly Percent & Household 

Q3500401C2 Any Club Member: Health/Fitness Percent & Household 

Q3500402C2 Any Club Member: Golf Percent & Household 

  TELEVISION Percent & Household 

Q8910700C0 Summary: Total TV Viewing Terciles: No Usage Percent & Household 

Q8910700C1 Summary: Total TV Viewing Terciles: Light Percent & Household 

Q8910700C2 Summary: Total TV Viewing Terciles: Medium Percent & Household 
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Q8910700C3 Summary: Total TV Viewing Terciles: Heavy Percent & Household 

Q4000201C0 TV Weekdays 6Am - 9Am: Time Spent Watching: None Percent & Household 

Q4000201C1 TV Weekdays 6Am - 9Am: Time Spent Watching: 1-30 Min Percent & Household 

Q4000201C2 TV Weekdays 6Am - 9Am: Time Spent Watching: 31-60 Min Percent & Household 

Q4000201C3 TV Weekdays 6Am - 9Am: Time Spent Watching: 61-120 Min Percent & Household 

Q4000201C4 TV Weekdays 6Am - 9Am: Time Spent Watching: 121-180 Min Percent & Household 

Q4000202C0 TV Weekdays 9Am  - Noon: Time Spent Watching: None Percent & Household 

Q4000202C1 TV Weekdays 9Am  - Noon: Time Spent Watching: 1-30 Min Percent & Household 

Q4000202C2 TV Weekdays 9Am  - Noon: Time Spent Watching: 31-60 Min Percent & Household 

Q4000202C3 TV Weekdays 9Am  - Noon: Time Spent Watching: 61-120 Min Percent & Household 

Q4000202C4 TV Weekdays 9Am  - Noon: Time Spent Watching: 121-180 Min Percent & Household 

Q4000203C0 TV Weekdays Noon - 5Pm: Time Spent Watching: None Percent & Household 

Q4000203C1 TV Weekdays Noon - 5Pm: Time Spent Watching: 1-30 Min Percent & Household 

Q4000203C2 TV Weekdays Noon - 5Pm: Time Spent Watching: 31-60 Min Percent & Household 

Q4000203C3 TV Weekdays Noon - 5Pm: Time Spent Watching: 61-120 Min Percent & Household 

Q4000203C4 TV Weekdays Noon - 5Pm: Time Spent Watching: 121-180 Min Percent & Household 

Q4000203C5 TV Weekdays Noon - 5Pm: Time Spent Watching: 180+ Min Percent & Household 

Q4000204C0 TV Weekdays 5Pm - 7Pm: Time Spent Watching: None Percent & Household 

Q4000204C1 TV Weekdays 5Pm - 7Pm: Time Spent Watching: 1-30 Min Percent & Household 

Q4000204C2 TV Weekdays 5Pm - 7Pm: Time Spent Watching: 31-60 Min Percent & Household 

Q4000204C3 TV Weekdays 5Pm - 7Pm: Time Spent Watching: 61-120 Min Percent & Household 

Q4000205C0 TV Weekdays 7Pm - 11Pm: Time Spent Watching: None Percent & Household 

Q4000205C1 TV Weekdays 7Pm - 11Pm: Time Spent Watching: 1-30 Min Percent & Household 

Q4000205C2 TV Weekdays 7Pm - 11Pm: Time Spent Watching: 31-60 Min Percent & Household 

Q4000205C3 TV Weekdays 7Pm - 11Pm: Time Spent Watching: 61-120 Min Percent & Household 

Q4000205C4 TV Weekdays 7Pm - 11Pm: Time Spent Watching: 121-180 Min Percent & Household 

Q4000205C5 TV Weekdays 7Pm - 11Pm: Time Spent Watching: 180+ Min Percent & Household 

Q4000206C0 TV Weekdays 11Pm - 2Am: Time Spent Watching: None Percent & Household 

Q4000206C1 TV Weekdays 11Pm - 2Am: Time Spent Watching: 1-30 Min Percent & Household 

Q4000206C2 TV Weekdays 11Pm - 2Am: Time Spent Watching: 31-60 Min Percent & Household 

Q4000206C3 TV Weekdays 11Pm - 2Am: Time Spent Watching: 61-120 Min Percent & Household 

Q4000206C4 TV Weekdays 11Pm - 2Am: Time Spent Watching: 121-180 Min Percent & Household 

Q4000207C0 TV Weekdays 2Am - 6Am: Time Spent Watching: None Percent & Household 

Q4000207C1 TV Weekdays 2Am - 6Am: Time Spent Watching: 1-30 Min Percent & Household 

Q4000207C2 TV Weekdays 2Am - 6Am: Time Spent Watching: 31-60 Min Percent & Household 

Q4000207C3 TV Weekdays 2Am - 6Am: Time Spent Watching: 61-120 Min Percent & Household 

Q4000207C4 TV Weekdays 2Am - 6Am: Time Spent Watching: 121-180 Min Percent & Household 

Q4000207C5 TV Weekdays 2Am - 6Am: Time Spent Watching: 180+ Min Percent & Household 

Q4000301C0 TV Saturday 6Am - Noon: Time Spent Watching: None Percent & Household 

Q4000301C1 TV Saturday 6Am - Noon: Time Spent Watching: 1-30 Min Percent & Household 

Q4000301C2 TV Saturday 6Am - Noon: Time Spent Watching: 31-60 Min Percent & Household 

Q4000301C3 TV Saturday 6Am - Noon: Time Spent Watching: 61-120 Min Percent & Household 

Q4000301C4 TV Saturday 6Am - Noon: Time Spent Watching: 121-180 Min Percent & Household 

Q4000301C5 TV Saturday 6Am - Noon: Time Spent Watching: 180+ Min Percent & Household 

Q4000302C0 TV Saturday Noon - 7Pm: Time Spent Watching: None Percent & Household 

Q4000302C1 TV Saturday Noon - 7Pm: Time Spent Watching: 1-30 Min Percent & Household 

Q4000302C2 TV Saturday Noon - 7Pm: Time Spent Watching: 31-60 Min Percent & Household 

Q4000302C3 TV Saturday Noon - 7Pm: Time Spent Watching: 61-120 Min Percent & Household 
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Q4000302C4 TV Saturday Noon - 7Pm: Time Spent Watching: 121-180 Min Percent & Household 

Q4000302C5 TV Saturday Noon - 7Pm: Time Spent Watching: 180+ Min Percent & Household 

Q4000303C0 TV Saturday 7Pm - 11Pm: Time Spent Watching: None Percent & Household 

Q4000303C1 TV Saturday 7Pm - 11Pm: Time Spent Watching: 1-30 Min Percent & Household 

Q4000303C2 TV Saturday 7Pm - 11Pm: Time Spent Watching: 31-60 Min Percent & Household 

Q4000303C3 TV Saturday 7Pm - 11Pm: Time Spent Watching: 61-120 Min Percent & Household 

Q4000303C4 TV Saturday 7Pm - 11Pm: Time Spent Watching: 121-180 Min Percent & Household 

Q4000303C5 TV Saturday 7Pm - 11Pm: Time Spent Watching: 180+ Min Percent & Household 

Q4000304C0 TV Saturday 11Pm - 2Am: Time Spent Watching: None Percent & Household 

Q4000304C1 TV Saturday 11Pm - 2Am: Time Spent Watching: 1-30 Min Percent & Household 

Q4000304C2 TV Saturday 11Pm - 2Am: Time Spent Watching: 31-60 Min Percent & Household 

Q4000304C3 TV Saturday 11Pm - 2Am: Time Spent Watching: 61-120 Min Percent & Household 

Q4000304C4 TV Saturday 11Pm - 2Am: Time Spent Watching: 121-180 Min Percent & Household 

Q4000305C0 TV Saturday 2Am - 6Am: Time Spent Watching: None Percent & Household 

Q4000305C1 TV Saturday 2Am - 6Am: Time Spent Watching: 1-30 Min Percent & Household 

Q4000305C2 TV Saturday 2Am - 6Am: Time Spent Watching: 31-60 Min Percent & Household 

Q4000305C3 TV Saturday 2Am - 6Am: Time Spent Watching: 61-120 Min Percent & Household 

Q4000305C4 TV Saturday 2Am - 6Am: Time Spent Watching: 121-180 Min Percent & Household 

Q4000305C5 TV Saturday 2Am - 6Am: Time Spent Watching: 180+ Min Percent & Household 

Q4000401C0 TV Sunday 6Am - Noon: Time Spent Watching: None Percent & Household 

Q4000401C1 TV Sunday 6Am - Noon: Time Spent Watching: 1-30 Min Percent & Household 

Q4000401C2 TV Sunday 6Am - Noon: Time Spent Watching: 31-60 Min Percent & Household 

Q4000401C3 TV Sunday 6Am - Noon: Time Spent Watching: 61-120 Min Percent & Household 

Q4000401C4 TV Sunday 6Am - Noon: Time Spent Watching: 121-180 Min Percent & Household 

Q4000401C5 TV Sunday 6Am - Noon: Time Spent Watching: 180+ Min Percent & Household 

Q4000402C0 TV Sunday Noon - 7Pm: Time Spent Watching: None Percent & Household 

Q4000402C1 TV Sunday Noon - 7Pm: Time Spent Watching: 1-30 Min Percent & Household 

Q4000402C2 TV Sunday Noon - 7Pm: Time Spent Watching: 31-60 Min Percent & Household 

Q4000402C3 TV Sunday Noon - 7Pm: Time Spent Watching: 61-120 Min Percent & Household 

Q4000402C4 TV Sunday Noon - 7Pm: Time Spent Watching: 121-180 Min Percent & Household 

Q4000402C5 TV Sunday Noon - 7Pm: Time Spent Watching: 180+ Min Percent & Household 

Q4000403C0 TV Sunday 7Pm - 11Pm: Time Spent Watching: None Percent & Household 

Q4000403C1 TV Sunday 7Pm - 11Pm: Time Spent Watching: 1-30 Min Percent & Household 

Q4000403C2 TV Sunday 7Pm - 11Pm: Time Spent Watching: 31-60 Min Percent & Household 

Q4000403C3 TV Sunday 7Pm - 11Pm: Time Spent Watching: 61-120 Min Percent & Household 

Q4000403C4 TV Sunday 7Pm - 11Pm: Time Spent Watching: 121-180 Min Percent & Household 

Q4000403C5 TV Sunday 7Pm - 11Pm: Time Spent Watching: 180+ Min Percent & Household 

Q4000404C0 TV Sunday 11Pm - 2Am: Time Spent Watching: None Percent & Household 

Q4000404C1 TV Sunday 11Pm - 2Am: Time Spent Watching: 1-30 Min Percent & Household 

Q4000404C2 TV Sunday 11Pm - 2Am: Time Spent Watching: 31-60 Min Percent & Household 

Q4000404C3 TV Sunday 11Pm - 2Am: Time Spent Watching: 61-120 Min Percent & Household 

Q4000404C4 TV Sunday 11Pm - 2Am: Time Spent Watching: 121-180 Min Percent & Household 

Q4000405C0 TV Sunday 2Am - 6Am: Time Spent Watching: None Percent & Household 

Q4000405C1 TV Sunday 2Am - 6Am: Time Spent Watching: 1-30 Min Percent & Household 

Q4000405C2 TV Sunday 2Am - 6Am: Time Spent Watching: 31-60 Min Percent & Household 

Q4000405C3 TV Sunday 2Am - 6Am: Time Spent Watching: 61-120 Min Percent & Household 

Q4000405C4 TV Sunday 2Am - 6Am: Time Spent Watching: 121-180 Min Percent & Household 

Q4000405C5 TV Sunday 2Am - 6Am: Time Spent Watching: 180+ Min Percent & Household 



 
 
  55/77 

Q4020101C1 TV Viewership: Auto Racing Percent & Household 

Q4020102C1 TV Viewership: Baseball (When In Season) Percent & Household 

Q4020103C1 TV Viewership: Basketball (When In Season) Percent & Household 

Q4020104C1 TV Viewership: Cartoons Percent & Household 

Q4020105C1 TV Viewership: Contest Shows (e.g. American Idol) Percent & Household 

Q4020106C1 TV Viewership: Documentaries Percent & Household 

Q4020107C1 TV Viewership: Figure Skating Percent & Household 

Q4020108C1 TV Viewership: CFL Football (When In Season) Percent & Household 

Q4020109C1 TV Viewership: NFL Football (When In Season) Percent & Household 

Q4020110C1 TV Viewership: Game Shows Percent & Household 

Q4020111C1 TV Viewership: Home Décor Shows (e.g. Canadian House & Home) Percent & Household 

Q4020112C1 TV Viewership: Golf Percent & Household 

Q4020113C1 TV Viewership: Hockey (When In Season) Percent & Household 

Q4020114C1 TV Viewership: Home Improvement Shows Percent & Household 

Q4020115C1 TV Viewership: Mini-Series Percent & Household 

Q4020116C1 TV Viewership: Movies Percent & Household 

Q4020117C1 TV Viewership: News/Current Affairs Percent & Household 

Q4020118C1 TV Viewership: Personal Makeover Shows (e.g. Diva On A Dime) Percent & Household 

Q4020119C1 TV Viewership: Reality Shows (e.g. Survivor) Percent & Household 

Q4020120C1 TV Viewership: Situation Comedies Percent & Household 

Q4020121C1 TV Viewership: Soap/Serial Dramas Percent & Household 

Q4020122C1 TV Viewership: Suspense/Crime Dramas Percent & Household 

Q4020123C1 TV Viewership: Talk Shows Percent & Household 

Q4020124C1 TV Viewership: TV Infomercials Percent & Household 

Q4020125C1 TV Viewership: Variety/Award Specials Percent & Household 

Q4020126C1 TV Viewership: Wrestling Percent & Household 

Q4020127C1 TV Viewership: Other Programs Percent & Household 

Q4020301C1 Specialty Channel: A+E (Arts & Entertainment) Percent & Household 

Q4020302C1 Specialty Channel: APTN (Aboriginal Peoples Television Network) Percent & Household 

Q4020303C1 Specialty Channel: Bravo! Percent & Household 

Q4020304C1 Specialty Channel: Canal D Percent & Household 

Q4020305C1 Specialty Channel: Canal Vie Percent & Household 

Q4020306C1 Specialty Channel: CBC Newsworld Percent & Household 

Q4020307C1 Specialty Channel: CNN/Headline News Percent & Household 

Q4020308C1 Specialty Channel: Comedy Network Percent & Household 

Q4020309C1 Specialty Channel: Country Music Television (CMT) Percent & Household 

Q4020310C1 Specialty Channel: CTV NewsNet Percent & Household 

Q4020311C1 Specialty Channel: Discovery Channel Percent & Household 

Q4020312C1 Specialty Channel: Family Channel Percent & Household 

Q4020313C1 Specialty Channel: Food TV Percent & Household 

Q4020315C1 Specialty Channel: History Channel Percent & Household 

Q4020316C1 Specialty Channel: Home and Garden TV Channel (HGTV) Percent & Household 

Q4020317C1 Specialty Channel: Le Canal Nouvelles (LCN) Percent & Household 

Q4020318C1 Specialty Channel: Le Réseau des Sports (RDS) Percent & Household 

Q4020319C1 Specialty Channel: The Learning Channel (TLC) Percent & Household 

Q4020321C1 Specialty Channel: MétéoMédia Percent & Household 

Q4020322C1 Specialty Channel: The Movie Network (TMN) Percent & Household 

Q4020349C1 Specialty Channel: MTV Canada Percent & Household 
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Q4020323C1 Specialty Channel: MuchMusic Percent & Household 

Q4020324C1 Specialty Channel: Much More Music Percent & Household 

Q4020325C1 Specialty Channel: MusiquePlus Percent & Household 

Q4020327C1 Specialty Channel: Le Réseau De L'Information (RDI) Percent & Household 

Q4020328C1 Specialty Channel: Séries+ Percent & Household 

Q4020329C1 Specialty Channel: Showcase Percent & Household 

Q4020350C1 Specialty Channel: Slice Percent & Household 

Q4020330C1 Specialty Channel: Space - Imagination Station Percent & Household 

Q4020331C1 Specialty Channel: Spike Percent & Household 

Q4020332C1 Specialty Channel: Sportsnet Percent & Household 

Q4020333C1 Specialty Channel: SUN TV Percent & Household 

Q4020334C1 Specialty Channel: Telelatino Percent & Household 

Q4020335C1 Specialty Channel: Teletoon (English) Percent & Household 

Q4020336C1 Specialty Channel: Teletoon (French) Percent & Household 

Q4020337C1 Specialty Channel: Treehouse TV Percent & Household 

Q4020338C1 Specialty Channel: TSN Percent & Household 

Q4020339C1 Specialty Channel: TV Listings Channel (Any) Percent & Household 

Q4020351C1 Specialty Channel: TVTropolis Percent & Household 

Q4020340C1 Specialty Channel: Viewer's Choice Percent & Household 

Q4020352C1 Specialty Channel: The Score Percent & Household 

Q4020341C1 Specialty Channel: The Shopping Channel (TSC) Percent & Household 

Q4020342C1 Specialty Channel: The Weather Network Percent & Household 

Q4020344C1 Specialty Channel: W Network Percent & Household 

Q4020345C1 Specialty Channel: YTV Percent & Household 

Q4020346C1 Specialty Channel: VRAK TV Percent & Household 

Q4020347C1 Specialty Channel: Ztélé Percent & Household 

Q4020348C1 Specialty Channel: Other Specialty Channels Percent & Household 

Q4020501C1 Digital Channel: Animal Planet Percent & Household 

Q4020502C1 Digital Channel: BBC Canada Percent & Household 

Q4020503C1 Digital Channel: Bite TV Percent & Household 

Q4020504C1 Digital Channel: Book TV Percent & Household 

Q4020505C1 Digital Channel: BPM TV Percent & Household 

Q4020506C1 Digital Channel: CGTV: Casino and Gaming Television Percent & Household 

Q4020507C1 Digital Channel: Cool TV Percent & Household 

Q4020508C1 Digital Channel: Country Canada Percent & Household 

Q4020509C1 Digital Channel: Court TV Canada Percent & Household 

Q4020511C1 Digital Channel: DejaView Percent & Household 

Q4020512C1 Digital Channel: Discovery Civilization Channel Percent & Household 

Q4020513C1 Digital Channel: Discovery Health Percent & Household 

Q4020514C1 Digital Channel: Discovery Kids Percent & Household 

Q4020515C1 Digital Channel: Documentary Channel Percent & Household 

Q4020516C1 Digital Channel: Drive In Classics Percent & Household 

Q4020517C1 Digital Channel: Fashion TV Percent & Household 

Q4020518C1 Digital Channel: FOX Sports World Canada Percent & Household 

Q4020519C1 Digital Channel: G4 Tech TV Percent & Household 

Q4020520C1 Digital Channel: GOL TV Percent & Household 

Q4020521C1 Digital Channel: iChannel Percent & Household 

Q4020522C1 Digital Channel: Independent Film Channel Percent & Household 
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Q4020523C1 Digital Channel: Leafs TV Percent & Household 

Q4020524C1 Digital Channel: Lonestar Percent & Household 

Q4020525C1 Digital Channel: Men TV Percent & Household 

Q4020526C1 Digital Channel: Movieola: The Short Film Channel Percent & Household 

Q4020528C1 Digital Channel: MuchLoud Percent & Household 

Q4020529C1 Digital Channel: Much Vibe Percent & Household 

Q4020530C1 Digital Channel: Mystery Percent & Household 

Q4020531C1 Digital Channel: National Geographic Channel Percent & Household 

Q4020532C1 Digital Channel: NHL Network Percent & Household 

Q4020533C1 Digital Channel: One: The Body, Mind and Spirit Network Percent & Household 

Q4020534C1 Digital Channel: OUT TV Percent & Household 

Q4020550C1 Digital Channel: PunchMuch Percent & Household 

Q4020535C1 Digital Channel: Raptors NBA TV Percent & Household 

Q4020551C1 Digital Channel: Razer Percent & Household 

Q4020536C1 Digital Channel: Rogers Digital 1 (Your World This Week) Percent & Household 

Q4020537C1 Digital Channel: Scream Percent & Household 

Q4020538C1 Digital Channel: Sex TV Percent & Household 

Q4020539C1 Digital Channel: Showcase Action Percent & Household 

Q4020540C1 Digital Channel: Showcase Diva Percent & Household 

Q4020541C1 Digital Channel: Silver Screen Classics Percent & Household 

Q4020542C1 Digital Channel: The Biography Channel Percent & Household 

Q4020544C1 Digital Channel: The Fight Network Percent & Household 

Q4020545C1 Digital Channel: The Pet Network Percent & Household 

Q4020552C1 Digital Channel: Travel + Escape Percent & Household 

Q4020546C1 Digital Channel: TV Land Percent & Household 

Q4020548C1 Digital Channel: WFN: World Fishing Network Percent & Household 

Q4020553C1 Digital Channel: Xtreme Sports Percent & Household 

Q4020549C1 Digital Channel: Other Digital Channels Percent & Household 

Q8900129C0 Shopping/Consumer Behaviour Terciles: All Specialty TV Channels: No Usage Percent & Household 

Q8900129C1 Shopping/Consumer Behaviour Terciles: All Specialty TV Channels: Light Percent & Household 

Q8900129C2 Shopping/Consumer Behaviour Terciles: All Specialty TV Channels: Medium Percent & Household 

Q8900129C3 Shopping/Consumer Behaviour Terciles: All Specialty TV Channels: Heavy Percent & Household 

Q8900130C0 Shopping/Consumer Behaviour Terciles: All Digital TV Channels: No Usage Percent & Household 

Q8900130C1 Shopping/Consumer Behaviour Terciles: All Digital TV Channels: Light Percent & Household 

Q8900130C2 Shopping/Consumer Behaviour Terciles: All Digital TV Channels: Medium Percent & Household 

Q8900130C3 Shopping/Consumer Behaviour Terciles: All Digital TV Channels: Heavy Percent & Household 

  BBM RETAIL & CPG Percent & Household 

  BEVERAGE CONSUMPTION Percent & Household 

Q4501101C1 Beverage Consumption: Regular Coffee: None Percent & Household 

Q4501101C2 Beverage Consumption: Regular Coffee: Less Than 1 Per Day Percent & Household 

Q4501101C3 Beverage Consumption: Regular Coffee: 1 Per Day Percent & Household 

Q4501101C4 Beverage Consumption: Regular Coffee: 2-3 Per Day Percent & Household 

Q4501101C5 Beverage Consumption: Regular Coffee: 4 or More Per Day Percent & Household 

Q4501102C1 Beverage Consumption: Decaffeinated Coffee: None Percent & Household 

Q4501102C2 Beverage Consumption: Decaffeinated Coffee: Less Than 1 Per Day Percent & Household 

Q4501102C3 Beverage Consumption: Decaffeinated Coffee: 1 Per Day Percent & Household 

Q4501102C4 Beverage Consumption: Decaffeinated Coffee: 2-3 Per Day Percent & Household 

Q4501102C5 Beverage Consumption: Decaffeinated Coffee: 4 or More Per Day Percent & Household 
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Q4501103C1 Beverage Consumption: Herbal Tea: None Percent & Household 

Q4501103C2 Beverage Consumption: Herbal Tea: Less Than 1 Per Day Percent & Household 

Q4501103C3 Beverage Consumption: Herbal Tea: 1 Per Day Percent & Household 

Q4501103C4 Beverage Consumption: Herbal Tea: 2-3 Per Day Percent & Household 

Q4501103C5 Beverage Consumption: Herbal Tea: 4 or More Per Day Percent & Household 

Q4501104C1 Beverage Consumption: Regular Tea: None Percent & Household 

Q4501104C2 Beverage Consumption: Regular Tea: Less Than 1 Per Day Percent & Household 

Q4501104C3 Beverage Consumption: Regular Tea: 1 Per Day Percent & Household 

Q4501104C4 Beverage Consumption: Regular Tea: 2-3 Per Day Percent & Household 

Q4501104C5 Beverage Consumption: Regular Tea: 4 or More Per Day Percent & Household 

Q4501105C1 Beverage Consumption: Flavoured Coffee: None Percent & Household 

Q4501105C2 Beverage Consumption: Flavoured Coffee: Less Than 1 Per Day Percent & Household 

Q4501105C3 Beverage Consumption: Flavoured Coffee: 1 Per Day Percent & Household 

Q4501105C4 Beverage Consumption: Flavoured Coffee: 2-3 Per Day Percent & Household 

Q4501105C5 Beverage Consumption: Flavoured Coffee: 4 or More Per Day Percent & Household 

Q4510201C1 Beverage Past Month: Coke: Once A Month Percent & Household 

Q4510201C2 Beverage Past Month: Coke: 2-3 Times A Month Percent & Household 

Q4510201C3 Beverage Past Month: Coke: Once A Week Percent & Household 

Q4510201C4 Beverage Past Month: Coke: 2-6 Times A Week Percent & Household 

Q4510201C5 Beverage Past Month: Coke: At Least Once A Day Percent & Household 

Q4510202C1 Beverage Past Month: Diet Coke: Once A Month Percent & Household 

Q4510202C2 Beverage Past Month: Diet Coke: 2-3 Times A Month Percent & Household 

Q4510202C3 Beverage Past Month: Diet Coke: Once A Week Percent & Household 

Q4510202C4 Beverage Past Month: Diet Coke: 2-6 Times A Week Percent & Household 

Q4510202C5 Beverage Past Month: Diet Coke: At Least Once A Day Percent & Household 

Q4510203C1 Beverage Past Month: Pepsi: Once A Month Percent & Household 

Q4510203C2 Beverage Past Month: Pepsi: 2-3 Times A Month Percent & Household 

Q4510203C3 Beverage Past Month: Pepsi: Once A Week Percent & Household 

Q4510203C4 Beverage Past Month: Pepsi: 2-6 Times A Week Percent & Household 

Q4510203C5 Beverage Past Month: Pepsi: At Least Once A Day Percent & Household 

Q4510204C1 Beverage Past Month: Diet Pepsi: Once A Month Percent & Household 

Q4510204C2 Beverage Past Month: Diet Pepsi: 2-3 Times A Month Percent & Household 

Q4510204C3 Beverage Past Month: Diet Pepsi: Once A Week Percent & Household 

Q4510204C4 Beverage Past Month: Diet Pepsi: 2-6 Times A Week Percent & Household 

Q4510204C5 Beverage Past Month: Diet Pepsi: At Least Once A Day Percent & Household 

Q4510205C1 Beverage Past Month: Other Colas: Once A Month Percent & Household 

Q4510205C2 Beverage Past Month: Other Colas: 2-3 Times A Month Percent & Household 

Q4510205C3 Beverage Past Month: Other Colas: Once A Week Percent & Household 

Q4510205C4 Beverage Past Month: Other Colas: 2-6 Times A Week Percent & Household 

Q4510205C5 Beverage Past Month: Other Colas: At Least Once A Day Percent & Household 

Q4510206C1 Beverage Past Month: Other Diet Colas: Once A Month Percent & Household 

Q4510206C2 Beverage Past Month: Other Diet Colas: 2-3 Times A Month Percent & Household 

Q4510206C3 Beverage Past Month: Other Diet Colas: Once A Week Percent & Household 

Q4510206C4 Beverage Past Month: Other Diet Colas: 2-6 Times A Week Percent & Household 

Q4510206C5 Beverage Past Month: Other Diet Colas: At Least Once A Day Percent & Household 

Q4510207C1 Beverage Past Month: Seven Up: Once A Month Percent & Household 

Q4510207C2 Beverage Past Month: Seven Up: 2-3 Times A Month Percent & Household 

Q4510207C3 Beverage Past Month: Seven Up: Once A Week Percent & Household 
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Q4510207C4 Beverage Past Month: Seven Up: 2-6 Times A Week Percent & Household 

Q4510207C5 Beverage Past Month: Seven Up: At Least Once A Day Percent & Household 

Q4510208C1 Beverage Past Month: Diet Seven Up: Once A Month Percent & Household 

Q4510208C2 Beverage Past Month: Diet Seven Up: 2-3 Times A Month Percent & Household 

Q4510208C3 Beverage Past Month: Diet Seven Up: Once A Week Percent & Household 

Q4510208C4 Beverage Past Month: Diet Seven Up: 2-6 Times A Week Percent & Household 

Q4510208C5 Beverage Past Month: Diet Seven Up: At Least Once A Day Percent & Household 

Q4510209C1 Beverage Past Month: Sprite: Once A Month Percent & Household 

Q4510209C2 Beverage Past Month: Sprite: 2-3 Times A Month Percent & Household 

Q4510209C3 Beverage Past Month: Sprite: Once A Week Percent & Household 

Q4510209C4 Beverage Past Month: Sprite: 2-6 Times A Week Percent & Household 

Q4510209C5 Beverage Past Month: Sprite: At Least Once A Day Percent & Household 

Q4510210C1 Beverage Past Month: Diet Sprite: Once A Month Percent & Household 

Q4510210C2 Beverage Past Month: Diet Sprite: 2-3 Times A Month Percent & Household 

Q4510210C3 Beverage Past Month: Diet Sprite: Once A Week Percent & Household 

Q4510210C4 Beverage Past Month: Diet Sprite: 2-6 Times A Week Percent & Household 

Q4510210C5 Beverage Past Month: Diet Sprite: At Least Once A Day Percent & Household 

Q4510211C1 Beverage Past Month: Ginger Ale: Once A Month Percent & Household 

Q4510211C2 Beverage Past Month: Ginger Ale: 2-3 Times A Month Percent & Household 

Q4510211C3 Beverage Past Month: Ginger Ale: Once A Week Percent & Household 

Q4510211C4 Beverage Past Month: Ginger Ale: 2-6 Times A Week Percent & Household 

Q4510211C5 Beverage Past Month: Ginger Ale: At Least Once A Day Percent & Household 

Q4510212C1 Beverage Past Month: Other Regular Soft Drink Flavours: Once A Month Percent & Household 

Q4510212C2 Beverage Past Month: Other Regular Soft Drink Flavours: 2-3 Times A Month Percent & Household 

Q4510212C3 Beverage Past Month: Other Regular Soft Drink Flavours: Once A Week Percent & Household 

Q4510212C4 Beverage Past Month: Other Regular Soft Drink Flavours: 2-6 Times A Week Percent & Household 

Q4510212C5 Beverage Past Month: Other Regular Soft Drink Flavours: At Least Once A Day Percent & Household 

Q4510213C1 Beverage Past Month: Other Diet Soft Drinks: Once A Month Percent & Household 

Q4510213C2 Beverage Past Month: Other Diet Soft Drinks: 2-3 Times A Month Percent & Household 

Q4510213C3 Beverage Past Month: Other Diet Soft Drinks: Once A Week Percent & Household 

Q4510213C4 Beverage Past Month: Other Diet Soft Drinks: 2-6 Times A Week Percent & Household 

Q4510213C5 Beverage Past Month: Other Diet Soft Drinks: At Least Once A Day Percent & Household 

Q4510214C1 Beverage Past Month: Milk: Once A Month Percent & Household 

Q4510214C2 Beverage Past Month: Milk: 2-3 Times A Month Percent & Household 

Q4510214C3 Beverage Past Month: Milk: Once A Week Percent & Household 

Q4510214C4 Beverage Past Month: Milk: 2-6 Times A Week Percent & Household 

Q4510214C5 Beverage Past Month: Milk: At Least Once A Day Percent & Household 

Q4510215C1 Beverage Past Month: Chocolate Milk: Once A Month Percent & Household 

Q4510215C2 Beverage Past Month: Chocolate Milk: 2-3 Times A Month Percent & Household 

Q4510215C3 Beverage Past Month: Chocolate Milk: Once A Week Percent & Household 

Q4510215C4 Beverage Past Month: Chocolate Milk: 2-6 Times A Week Percent & Household 

Q4510215C5 Beverage Past Month: Chocolate Milk: At Least Once A Day Percent & Household 

Q4510216C1 Beverage Past Month: Fruit Juice: Once A Month Percent & Household 

Q4510216C2 Beverage Past Month: Fruit Juice: 2-3 Times A Month Percent & Household 

Q4510216C3 Beverage Past Month: Fruit Juice: Once A Week Percent & Household 

Q4510216C4 Beverage Past Month: Fruit Juice: 2-6 Times A Week Percent & Household 

Q4510216C5 Beverage Past Month: Fruit Juice: At Least Once A Day Percent & Household 

Q4510217C1 Beverage Past Month: Fruit Drink: Once A Month Percent & Household 
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Q4510217C2 Beverage Past Month: Fruit Drink: 2-3 Times A Month Percent & Household 

Q4510217C3 Beverage Past Month: Fruit Drink: Once A Week Percent & Household 

Q4510217C4 Beverage Past Month: Fruit Drink: 2-6 Times A Week Percent & Household 

Q4510217C5 Beverage Past Month: Fruit Drink: At Least Once A Day Percent & Household 

Q4510218C1 Beverage Past Month: Sparkling Fruit Drink/Juice: Once A Month Percent & Household 

Q4510218C2 Beverage Past Month: Sparkling Fruit Drink/Juice: 2-3 Times A Month Percent & Household 

Q4510218C3 Beverage Past Month: Sparkling Fruit Drink/Juice: Once A Week Percent & Household 

Q4510218C4 Beverage Past Month: Sparkling Fruit Drink/Juice: 2-6 Times A Week Percent & Household 

Q4510218C5 Beverage Past Month: Sparkling Fruit Drink/Juice: At Least Once A Day Percent & Household 

Q4510219C1 Beverage Past Month: Iced Tea: Once A Month Percent & Household 

Q4510219C2 Beverage Past Month: Iced Tea: 2-3 Times A Month Percent & Household 

Q4510219C3 Beverage Past Month: Iced Tea: Once A Week Percent & Household 

Q4510219C4 Beverage Past Month: Iced Tea: 2-6 Times A Week Percent & Household 

Q4510219C5 Beverage Past Month: Iced Tea: At Least Once A Day Percent & Household 

Q4510220C1 Beverage Past Month: Bottled Water: Once A Month Percent & Household 

Q4510220C2 Beverage Past Month: Bottled Water: 2-3 Times A Month Percent & Household 

Q4510220C3 Beverage Past Month: Bottled Water: Once A Week Percent & Household 

Q4510220C4 Beverage Past Month: Bottled Water: 2-6 Times A Week Percent & Household 

Q4510220C5 Beverage Past Month: Bottled Water: At Least Once A Day Percent & Household 

Q4510221C1 Beverage Past Month: Soy Beverages (any): Once A Month Percent & Household 

Q4510221C2 Beverage Past Month: Soy Beverages (any): 2-3 Times A Month Percent & Household 

Q4510221C3 Beverage Past Month: Soy Beverages (any): Once A Week Percent & Household 

Q4510221C4 Beverage Past Month: Soy Beverages (any): 2-6 Times A Week Percent & Household 

Q4510221C5 Beverage Past Month: Soy Beverages (any): At Least Once A Day Percent & Household 

Q4510222C1 Beverage Past Month: Energy Drinks (e.g. Red Bull): Once A Month Percent & Household 

Q4510222C2 Beverage Past Month: Energy Drinks (e.g. Red Bull): 2-3 Times A Month Percent & Household 

Q4510222C3 Beverage Past Month: Energy Drinks (e.g. Red Bull): Once A Week Percent & Household 

Q4510222C4 Beverage Past Month: Energy Drinks (e.g. Red Bull): 2-6 Times A Week Percent & Household 

Q4510222C5 Beverage Past Month: Energy Drinks (e.g. Red Bull): At Least Once A Day Percent & Household 

Q4510223C1 Beverage Past Month: Sports Energy Drink (e.g. Gatorade): Once A Month Percent & Household 

Q4510223C2 Beverage Past Month: Sports Energy Drink (e.g. Gatorade): 2-3 Times A Month Percent & Household 

Q4510223C3 Beverage Past Month: Sports Energy Drink (e.g. Gatorade): Once A Week Percent & Household 

Q4510223C4 Beverage Past Month: Sports Energy Drink (e.g. Gatorade): 2-6 Times A Week Percent & Household 

Q4510223C5 Beverage Past Month: Sports Energy Drink (e.g. Gatorade): At Least Once A Day Percent & Household 

Q4510224C1 Beverage Past Month: Tomato Juice: Once A Month Percent & Household 

Q4510224C2 Beverage Past Month: Tomato Juice: 2-3 Times A Month Percent & Household 

Q4510224C3 Beverage Past Month: Tomato Juice: Once A Week Percent & Household 

Q4510224C4 Beverage Past Month: Tomato Juice: 2-6 Times A Week Percent & Household 

Q4510224C5 Beverage Past Month: Tomato Juice: At Least Once A Day Percent & Household 

Q4510225C1 Beverage Past Month: Vegetable Juice: Once A Month Percent & Household 

Q4510225C2 Beverage Past Month: Vegetable Juice: 2-3 Times A Month Percent & Household 

Q4510225C3 Beverage Past Month: Vegetable Juice: Once A Week Percent & Household 

Q4510225C4 Beverage Past Month: Vegetable Juice: 2-6 Times A Week Percent & Household 

Q4510225C5 Beverage Past Month: VegetableJuice: At Least Once A Day Percent & Household 

Q4510226C1 Beverage Past Month: Other Non-alcoholic Beverages: Once A Month Percent & Household 

Q4510226C2 Beverage Past Month: Other Non-alcoholic Beverages: 2-3 Times A Month Percent & Household 

Q4510226C3 Beverage Past Month: Other Non-alcoholic Beverages: Once A Week Percent & Household 

Q4510226C4 Beverage Past Month: Other Non-alcoholic Beverages: 2-6 Times A Week Percent & Household 
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Q4510226C5 Beverage Past Month: Other Non-alcoholic Beverages: At Least Once A Day Percent & Household 

Q4510227C1 Beverage Past Month: Coolers/Pre-mixed Drinks: Once A Month Percent & Household 

Q4510227C2 Beverage Past Month: Coolers/Pre-mixed Drinks: 2-3 Times A Month Percent & Household 

Q4510227C3 Beverage Past Month: Coolers/Pre-mixed Drinks: Once A Week Percent & Household 

Q4510227C4 Beverage Past Month: Coolers/Pre-mixed Drinks: 2-6 Times A Week Percent & Household 

Q4510227C5 Beverage Past Month: Coolers/Pre-mixed Drinks: At Least Once A Day Percent & Household 

Q4510228C1 Beverage Past Month: Gin: Once A Month Percent & Household 

Q4510228C2 Beverage Past Month: Gin: 2-3 Times A Month Percent & Household 

Q4510228C3 Beverage Past Month: Gin: Once A Week Percent & Household 

Q4510228C4 Beverage Past Month: Gin: 2-6 Times A Week Percent & Household 

Q4510228C5 Beverage Past Month: Gin: At Least Once A Day Percent & Household 

Q4510229C1 Beverage Past Month: Liqueurs (any) (e.g. Kahlua): Once A Month Percent & Household 

Q4510229C2 Beverage Past Month: Liqueurs (any) (e.g. Kahlua): 2-3 Times A Month Percent & Household 

Q4510229C3 Beverage Past Month: Liqueurs (any) (e.g. Kahlua): Once A Week Percent & Household 

Q4510229C4 Beverage Past Month: Liqueurs (any) (e.g. Kahlua): 2-6 Times A Week Percent & Household 

Q4510229C5 Beverage Past Month: Liqueurs (any) (e.g. Kahlua): At Least Once A Day Percent & Household 

Q4510230C1 Beverage Past Month: Port/Sherry: Once A Month Percent & Household 

Q4510230C2 Beverage Past Month: Port/Sherry: 2-3 Times A Month Percent & Household 

Q4510230C3 Beverage Past Month: Port/Sherry: Once A Week Percent & Household 

Q4510230C4 Beverage Past Month: Port/Sherry: 2-6 Times A Week Percent & Household 

Q4510230C5 Beverage Past Month: Port/Sherry: At Least Once A Day Percent & Household 

Q4510231C1 Beverage Past Month: Rum: Once A Month Percent & Household 

Q4510231C2 Beverage Past Month: Rum: 2-3 Times A Month Percent & Household 

Q4510231C3 Beverage Past Month: Rum: Once A Week Percent & Household 

Q4510231C4 Beverage Past Month: Rum: 2-6 Times A Week Percent & Household 

Q4510231C5 Beverage Past Month: Rum: At Least Once A Day Percent & Household 

Q4510232C1 Beverage Past Month: Tequila: Once A Month Percent & Household 

Q4510232C2 Beverage Past Month: Tequila: 2-3 Times A Month Percent & Household 

Q4510232C3 Beverage Past Month: Tequila: Once A Week Percent & Household 

Q4510232C4 Beverage Past Month: Tequila: 2-6 Times A Week Percent & Household 

Q4510232C5 Beverage Past Month: Tequila: At Least Once A Day Percent & Household 

Q4510233C1 Beverage Past Month: Vodka: Once A Month Percent & Household 

Q4510233C2 Beverage Past Month: Vodka: 2-3 Times A Month Percent & Household 

Q4510233C3 Beverage Past Month: Vodka: Once A Week Percent & Household 

Q4510233C4 Beverage Past Month: Vodka: 2-6 Times A Week Percent & Household 

Q4510233C5 Beverage Past Month: Vodka: At Least Once A Day Percent & Household 

Q4510234C1 Beverage Past Month: Rye/Canadian Whisky: Once A Month Percent & Household 

Q4510234C2 Beverage Past Month: Rye/Canadian Whisky: 2-3 Times A Month Percent & Household 

Q4510234C3 Beverage Past Month: Rye/Canadian Whisky: Once A Week Percent & Household 

Q4510234C4 Beverage Past Month: Rye/Canadian Whisky: 2-6 Times A Week Percent & Household 

Q4510234C5 Beverage Past Month: Rye/Canadian Whisky: At Least Once A Day Percent & Household 

Q4510235C1 Beverage Past Month: Scotch Whisky: Once A Month Percent & Household 

Q4510235C2 Beverage Past Month: Scotch Whisky: 2-3 Times A Month Percent & Household 

Q4510235C3 Beverage Past Month: Scotch Whisky: Once A Week Percent & Household 

Q4510235C4 Beverage Past Month: Scotch Whisky: 2-6 Times A Week Percent & Household 

Q4510235C5 Beverage Past Month: Scotch Whisky: At Least Once A Day Percent & Household 

Q4510236C1 Beverage Past Month: Other Whisky: Once A Month Percent & Household 

Q4510236C2 Beverage Past Month: Other Whisky: 2-3 Times A Month Percent & Household 
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Q4510236C3 Beverage Past Month: Other Whisky: Once A Week Percent & Household 

Q4510236C4 Beverage Past Month: Other Whisky: 2-6 Times A Week Percent & Household 

Q4510236C5 Beverage Past Month: Other Whisky: At Least Once A Day Percent & Household 

Q4510237C1 Beverage Past Month: Canadian Wine: Once A Month Percent & Household 

Q4510237C2 Beverage Past Month: Canadian Wine: 2-3 Times A Month Percent & Household 

Q4510237C3 Beverage Past Month: Canadian Wine: Once A Week Percent & Household 

Q4510237C4 Beverage Past Month: Canadian Wine: 2-6 Times A Week Percent & Household 

Q4510237C5 Beverage Past Month: Canadian Wine: At Least Once A Day Percent & Household 

Q4510238C1 Beverage Past Month: American Wine: Once A Month Percent & Household 

Q4510238C2 Beverage Past Month: American Wine: 2-3 Times A Month Percent & Household 

Q4510238C3 Beverage Past Month: American Wine: Once A Week Percent & Household 

Q4510238C4 Beverage Past Month: American Wine: 2-6 Times A Week Percent & Household 

Q4510238C5 Beverage Past Month: American Wine: At Least Once A Day Percent & Household 

Q4510239C1 Beverage Past Month: European Wine: Once A Month Percent & Household 

Q4510239C2 Beverage Past Month: European Wine: 2-3 Times A Month Percent & Household 

Q4510239C3 Beverage Past Month: European Wine: Once A Week Percent & Household 

Q4510239C4 Beverage Past Month: European Wine: 2-6 Times A Week Percent & Household 

Q4510239C5 Beverage Past Month: European Wine: At Least Once A Day Percent & Household 

Q4510240C1 Beverage Past Month: Australian Wine: Once A Month Percent & Household 

Q4510240C2 Beverage Past Month: Australian Wine: 2-3 Times A Month Percent & Household 

Q4510240C3 Beverage Past Month: Australian Wine: Once A Week Percent & Household 

Q4510240C4 Beverage Past Month: Australian Wine: 2-6 Times A Week Percent & Household 

Q4510240C5 Beverage Past Month: Australian Wine: At Least Once A Day Percent & Household 

Q4510241C1 Beverage Past Month: Other Imported Wine: Once A Month Percent & Household 

Q4510241C2 Beverage Past Month: Other Imported Wine: 2-3 Times A Month Percent & Household 

Q4510241C3 Beverage Past Month: Other Imported Wine: Once A Week Percent & Household 

Q4510241C4 Beverage Past Month: Other Imported Wine: 2-6 Times A Week Percent & Household 

Q4510241C5 Beverage Past Month: Other Imported Wine: At Least Once A Day Percent & Household 

Q4510242C1 Beverage Past Month: Other Alcoholic Beverages (excluding Beer): Once A Month Percent & Household 

Q4510242C2 
Beverage Past Month: Other Alcoholic Beverages (excluding Beer): 2-3 Times A 
Month 

Percent & Household 

Q4510242C3 Beverage Past Month: Other Alcoholic Beverages (excluding Beer): Once A Week Percent & Household 

Q4510242C4 Beverage Past Month: Other Alcoholic Beverages (excluding Beer): 2-6 Times A Week Percent & Household 

Q4510242C5 
Beverage Past Month: Other Alcoholic Beverages (excluding Beer): At Least Once A 
Day 

Percent & Household 

Q4500501C1 Beer Drank Past Month: Regular Priced Domestic Beer (Excl. Microbrewery Beers) Percent & Household 

Q4500502C1 Beer Drank Past Month: Value Priced Domestic Beer (Excl. Microbrewery Beers) Percent & Household 

Q4500503C1 Beer Drank Past Month: Light Beer Percent & Household 

Q4500504C1 Beer Drank Past Month: Microbrewery Beer Percent & Household 

Q4500505C1 Beer Drank Past Month: Imported Beer Percent & Household 

Q4500506C1 Beer Drank Past Month: Home Brew/"U-Brew" Percent & Household 

Q4500507C1 Beer Drank Past Month: Non-Alcoholic Beer Percent & Household 

  EXPENDITURES Percent & Household 

Q2900301C1 Small Appliances: $ Spend Last Year: Nothing Percent & Household 

Q2900301C2 Small Appliances: $ Spend Last Year: $1- $249 Percent & Household 

Q2900301C3 Small Appliances: $ Spend Last Year: $250- $499 Percent & Household 

Q2900301C4 Small Appliances: $ Spend Last Year: $500 or more Percent & Household 

Q2900302C1 Auto Service for Car/Truck/Van: $ Spend Last Year: Nothing Percent & Household 

Q2900302C2 Auto Service for Car/Truck/Van: $ Spend Last Year: $1- $249 Percent & Household 
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Q2900302C3 Auto Service for Car/Truck/Van: $ Spend Last Year: $250- $499 Percent & Household 

Q2900302C4 Auto Service for Car/Truck/Van: $ Spend Last Year: $500 or more Percent & Household 

Q2900303C1 Men's Clothing: $ Spend Last Year: Nothing Percent & Household 

Q2900303C2 Men's Clothing: $ Spend Last Year: $1- $249 Percent & Household 

Q2900303C3 Men's Clothing: $ Spend Last Year: $250- $499 Percent & Household 

Q2900303C4 Men's Clothing: $ Spend Last Year: $500 or more Percent & Household 

Q2900304C1 Women's Clothing: $ Spend Last Year: Nothing Percent & Household 

Q2900304C2 Women's Clothing: $ Spend Last Year$1- $249 Percent & Household 

Q2900304C3 Women's Clothing: $ Spend Last Year: $250- $499 Percent & Household 

Q2900304C4 Women's Clothing: $ Spend Last Year: $500 or more Percent & Household 

Q2900305C1 Children's Clothing: $ Spend Last Year: Nothing Percent & Household 

Q2900305C2 Children's Clothing: $ Spend Last Year: $1- $249 Percent & Household 

Q2900305C3 Children's Clothing: $ Spend Last Year: $250- $499 Percent & Household 

Q2900305C4 Children's Clothing: $ Spend Last Year: $500 or more Percent & Household 

Q2900306C1 Bath And Bedding: $ Spend Last Year: Nothing Percent & Household 

Q2900306C2 Bath And Bedding: $ Spend Last Year: $1- $249 Percent & Household 

Q2900306C3 Bath And Bedding: $ Spend Last Year: $250- $499 Percent & Household 

Q2900306C4 Bath And Bedding: $ Spend Last Year: $500 or more Percent & Household 

Q2900307C1 Books (excl. text books): $ Spend Last Year: Nothing Percent & Household 

Q2900307C2 Books (excl. text books): $ Spend Last Year: $1- $249 Percent & Household 

Q2900307C3 Books (excl. text books): $ Spend Last Year: $250- $499 Percent & Household 

Q2900307C4 Books (excl. text books): $ Spend Last Year: $500 or more Percent & Household 

Q2900308C1 Car Wash (any): $ Spend Last Year: Nothing Percent & Household 

Q2900308C2 Car Wash (any): $ Spend Last Year: $1- $249 Percent & Household 

Q2900308C3 Car Wash (any): $ Spend Last Year: $250- $499 Percent & Household 

Q2900308C4 Car Wash (any): $ Spend Last Year: $500 or more Percent & Household 

Q2900309C1 China/Tableware: $ Spend Last Year: Nothing Percent & Household 

Q2900309C2 China/Tableware: $ Spend Last Year: $1- $249 Percent & Household 

Q2900309C3 China/Tableware: $ Spend Last Year: $250- $499 Percent & Household 

Q2900309C4 China/Tableware: $ Spend Last Year: $500 or more Percent & Household 

Q2900310C1 Cross-Border Shopping: $ Spend Last Year: Nothing Percent & Household 

Q2900310C2 Cross-Border Shopping: $ Spend Last Year: $1- $249 Percent & Household 

Q2900310C3 Cross-Border Shopping: $ Spend Last Year: $250- $499 Percent & Household 

Q2900310C4 Cross-Border Shopping: $ Spend Last Year: $500 or more Percent & Household 

Q2900311C1 Flowers (For Yourself): $ Spend Last Year: Nothing Percent & Household 

Q2900311C2 Flowers (For Yourself): $ Spend Last Year: $1- $249 Percent & Household 

Q2900311C3 Flowers (For Yourself): $ Spend Last Year: $250- $499 Percent & Household 

Q2900311C4 Flowers (For Yourself): $ Spend Last Year: $500 or more Percent & Household 

Q2900312C1 Flowers (As Gift For Someone Else): $ Spend Last Year: Nothing Percent & Household 

Q2900312C2 Flowers (As Gift For Someone Else): $ Spend Last Year: $1- $249 Percent & Household 

Q2900312C3 Flowers (As Gift For Someone Else): $ Spend Last Year: $250- $499 Percent & Household 

Q2900312C4 Flowers (As Gift For Someone Else): $ Spend Last Year: $500 or more Percent & Household 

Q2900313C1 Garden Supplies: $ Spend Last Year: Nothing Percent & Household 

Q2900313C2 Garden Supplies: $ Spend Last Year: $1- $249 Percent & Household 

Q2900313C3 Garden Supplies: $ Spend Last Year: $250- $499 Percent & Household 

Q2900313C4 Garden Supplies: $ Spend Last Year: $500 or more Percent & Household 

Q2900329C1 Hair Salon: $ Spend Last Year: Nothing Percent & Household 

Q2900329C2 Hair Salon: $ Spend Last Year: $1- $249 Percent & Household 
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Q2900329C3 Hair Salon: $ Spend Last Year: $250- $499 Percent & Household 

Q2900329C4 Hair Salon: $ Spend Last Year: $500 or more Percent & Household 

Q2900314C1 Home Décor: $ Spend Last Year: Nothing Percent & Household 

Q2900314C2 Home Décor: $ Spend Last Year: $1- $249 Percent & Household 

Q2900314C3 Home Décor: $ Spend Last Year: $250- $499 Percent & Household 

Q2900314C4 Home Décor: $ Spend Last Year: $500 or more Percent & Household 

Q2900315C1 Household Tools - Power: $ Spend Last Year: Nothing Percent & Household 

Q2900315C2 Household Tools - Power: $ Spend Last Year: $1- $249 Percent & Household 

Q2900315C3 Household Tools - Power: $ Spend Last Year: $250- $499 Percent & Household 

Q2900315C4 Household Tools - Power: $ Spend Last Year: $500 or more Percent & Household 

Q2900316C1 Photo Film Purchases/Processing: $ Spend Last Year: Nothing Percent & Household 

Q2900316C2 Photo Film Purchases/Processing: $ Spend Last Year: $1- $249 Percent & Household 

Q2900316C3 Photo Film Purchases/Processing: $ Spend Last Year: $250- $499 Percent & Household 

Q2900316C4 Photo Film Purchases/Processing: $ Spend Last Year: $500 or more Percent & Household 

Q2900317C1 Processing Digital Photos via Internet: $ Spend Last Year: Nothing Percent & Household 

Q2900317C2 Processing Digital Photos via Internet: $ Spend Last Year: $1- $249 Percent & Household 

Q2900317C3 Processing Digital Photos via Internet: $ Spend Last Year: $250- $499 Percent & Household 

Q2900317C4 Processing Digital Photos via Internet: $ Spend Last Year: $500 or more Percent & Household 

Q2900318C1 Printing of Digital Photographs Service: $ Spend Last Year: Nothing Percent & Household 

Q2900318C2 Printing of Digital Photographs Service: $ Spend Last Year: $1- $249 Percent & Household 

Q2900318C3 Printing of Digital Photographs Service: $ Spend Last Year: $250- $499 Percent & Household 

Q2900318C4 Printing of Digital Photographs Service: $ Spend Last Year: $500 or more Percent & Household 

Q2900319C1 Purchase of Gift Certificates/Cards: $ Spend Last Year: Nothing Percent & Household 

Q2900319C2 Purchase of Gift Certificates/Cards: $ Spend Last Year: $1- $249 Percent & Household 

Q2900319C3 Purchase of Gift Certificates/Cards: $ Spend Last Year: $250- $499 Percent & Household 

Q2900319C4 Purchase of Gift Certificates/Cards: $ Spend Last Year: $500 or more Percent & Household 

Q2900320C1 Men's Shoes: $ Spend Last Year: Nothing Percent & Household 

Q2900320C2 Men's Shoes: $ Spend Last Year: $1- $249 Percent & Household 

Q2900320C3 Men's Shoes: $ Spend Last Year: $250- $499 Percent & Household 

Q2900320C4 Men's Shoes: $ Spend Last Year: $500 or more Percent & Household 

Q2900321C1 Women's Shoes: $ Spend Last Year: Nothing Percent & Household 

Q2900321C2 Women's Shoes: $ Spend Last Year: $1- $249 Percent & Household 

Q2900321C3 Women's Shoes: $ Spend Last Year: $250- $499 Percent & Household 

Q2900321C4 Women's Shoes: $ Spend Last Year: $500 or more Percent & Household 

Q2900322C1 Children's Shoes: $ Spend Last Year: Nothing Percent & Household 

Q2900322C2 Children's Shoes: $ Spend Last Year: $1- $249 Percent & Household 

Q2900322C3 Children's Shoes: $ Spend Last Year: $250- $499 Percent & Household 

Q2900322C4 Children's Shoes: $ Spend Last Year: $500 or more Percent & Household 

Q2900323C1 Sporting Goods: $ Spend Last Year: Nothing Percent & Household 

Q2900323C2 Sporting Goods: $ Spend Last Year: $1- $249 Percent & Household 

Q2900323C3 Sporting Goods: $ Spend Last Year: $250- $499 Percent & Household 

Q2900323C4 Sporting Goods: $ Spend Last Year: $500 or more Percent & Household 

Q2900324C1 Toys/Games/Novelties: $ Spend Last Year: Nothing Percent & Household 

Q2900324C2 Toys/Games/Novelties: $ Spend Last Year: $1- $249 Percent & Household 

Q2900324C3 Toys/Games/Novelties: $ Spend Last Year: $250- $499 Percent & Household 

Q2900324C4 Toys/Games/Novelties: $ Spend Last Year: $500 or more Percent & Household 

Q2900325C1 Jewellery (incl. Watches): $ Spend Last Year: Nothing Percent & Household 

Q2900325C2 Jewellery (incl. Watches): $ Spend Last Year: $1- $249 Percent & Household 
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Q2900325C3 Jewellery (incl. Watches): $ Spend Last Year: $250- $499 Percent & Household 

Q2900325C4 Jewellery (incl. Watches): $ Spend Last Year: $500 or more Percent & Household 

Q2900326C1 Music CDs/Tapes: $ Spend Last Year: Nothing Percent & Household 

Q2900326C2 Music CDs/Tapes: $ Spend Last Year: $1- $249 Percent & Household 

Q2900326C3 Music CDs/Tapes: $ Spend Last Year: $250- $499 Percent & Household 

Q2900326C4 Music CDs/Tapes: $ Spend Last Year: $500 or more Percent & Household 

Q2900327C1 Legal/Lawyer's/Notary Services: $ Spend Last Year: Nothing Percent & Household 

Q2900327C2 Legal/Lawyer's/Notary Services: $ Spend Last Year: $1- $249 Percent & Household 

Q2900327C3 Legal/Lawyer's/Notary Services: $ Spend Last Year: $250- $499 Percent & Household 

Q2900327C4 Legal/Lawyer's/Notary Services: $ Spend Last Year: $500 or more Percent & Household 

Q2900328C1 Online/Internet Shopping: $ Spend Last Year: Nothing Percent & Household 

Q2900328C2 Online/Internet Shopping: $ Spend Last Year: $1- $249 Percent & Household 

Q2900328C3 Online/Internet Shopping: $ Spend Last Year: $250- $499 Percent & Household 

Q2900328C4 Online/Internet Shopping: $ Spend Last Year: $500 or more Percent & Household 

D9000100C0 Grocery: Total HH Spend Past Wk: No Reply Percent & Household 

D9000100C1 Grocery: Total HH Spend Past Wk: Less Then $50 Percent & Household 

D9000100C2 Grocery: Total HH Spend Past Wk: $51-$75 Percent & Household 

D9000100C3 Grocery: Total HH Spend Past Wk: $76 - $100 Percent & Household 

D9000100C4 Grocery: Total HH Spend Past Wk: $101 - $150 Percent & Household 

D9000100C5 Grocery: Total HH Spend Past Wk: $151 - $200 Percent & Household 

D9000100C6 Grocery: Total HH Spend Past Wk: More Than $200 Percent & Household 

  FOOD/BEVERAGE(S) USED IN HOUSEHOLD Percent & Household 

Q5460101C2 Hhld Used: Past 30 Days: Breads (Any) Percent & Household 

Q5460102C2 Hhld Used: Past 30 Days: Crackers Percent & Household 

Q5460103C2 Hhld Used: Past 30 Days: Dry Soup Percent & Household 

Q5460104C2 Hhld Used: Past 30 Days: Condensed Soup Percent & Household 

Q5460105C2 Hhld Used: Past 30 Days: Ready to Serve Soup Percent & Household 

Q5460106C2 Hhld Used: Past 30 Days: Instant Coffee Percent & Household 

Q5460107C2 Hhld Used: Past 30 Days: Coffee Beans (Ground/Unground) Percent & Household 

Q5460108C2 Hhld Used: Past 30 Days: Cookies (Packaged Dry/Ready To Eat) Percent & Household 

Q5460109C2 Hhld Used: Past 30 Days: Packaged Dry Pasta Percent & Household 

Q5460110C2 Hhld Used: Past 30 Days: Flavoured Pasta/Noodles & Sauces Percent & Household 

Q5460111C2 Hhld Used: Past 30 Days: Pasta Sauce Percent & Household 

Q5460112C2 Hhld Used: Past 30 Days: Fish & Seafood Percent & Household 

Q5460113C2 Hhld Used: Past 30 Days: Chicken Percent & Household 

Q5460114C2 Hhld Used: Past 30 Days: Turkey Percent & Household 

Q5460115C2 Hhld Used: Past 30 Days: Beef Percent & Household 

Q5460116C2 Hhld Used: Past 30 Days: Ham Percent & Household 

Q5460117C2 Hhld Used: Past 30 Days: Lamb Percent & Household 

Q5460118C2 Hhld Used: Past 30 Days: Pork (excl. Ham) Percent & Household 

Q5460119C2 Hhld Used: Past 30 Days: Veal Percent & Household 

Q5460120C2 Hhld Used: Past 30 Days: Wieners Percent & Household 

Q5460121C2 Hhld Used: Past 30 Days: Breakfast Sausages Percent & Household 

Q5460122C2 Hhld Used: Past 30 Days: Cold Cuts Percent & Household 

Q5460123C2 Hhld Used: Past 30 Days: Organic Meat (Any) Percent & Household 

Q5460124C2 Hhld Used: Past 30 Days: Meat Alternatives (e.g. Soy, Tofu, Tempeh, etc.) Percent & Household 

Q5460125C2 Hhld Used: Past 30 Days: Butter Percent & Household 

Q5460126C2 Hhld Used: Past 30 Days: Margerine Percent & Household 



 
 
  66/77 

Q5460127C2 Hhld Used: Past 30 Days: Yogurt Percent & Household 

Q5460128C2 Hhld Used: Past 30 Days: Hard Cheese (e.g. Cheddar, Brick, Mozzarella) Percent & Household 

Q5460129C2 Hhld Used: Past 30 Days: Soft Cheese (e.g. Brie, Camembert) Percent & Household 

Q5460130C2 Hhld Used: Past 30 Days: Cream Cheese Percent & Household 

Q5460131C2 Hhld Used: Past 30 Days: Processed Cheese Percent & Household 

Q5460132C2 Hhld Used: Past 30 Days: Premium Ice Cream (e.g. Haagen Dazs) Percent & Household 

Q5460133C2 Hhld Used: Past 30 Days: Other Ice Cream Percent & Household 

Q5460134C2 Hhld Used: Past 30 Days: Sherbet/Frozen Yogurt Percent & Household 

Q5460135C2 Hhld Used: Past 30 Days: Ice Cream Treat/Dessert (e.g. Eskimo Pie) Percent & Household 

Q5460136C2 Hhld Used: Past 30 Days: Frozen Potato Products Percent & Household 

Q5460137C2 Hhld Used: Past 30 Days: Frozen Fruits Percent & Household 

Q5460138C2 Hhld Used: Past 30 Days: Frozen Vegetables Percent & Household 

Q5460139C2 Hhld Used: Past 30 Days: Frozen Breads - Ready to Bake Percent & Household 

Q5460140C2 Hhld Used: Past 30 Days: Frozen Pizza Percent & Household 

Q5460141C2 Hhld Used: Past 30 Days: Frozen Main Courses/Entrees Percent & Household 

Q5460142C2 Hhld Used: Past 30 Days: Frozen Hot Snacks Percent & Household 

Q5460143C2 Hhld Used: Past 30 Days: Fish and Seafood - Frozen Percent & Household 

Q5460144C2 Hhld Used: Past 30 Days: Refrigerated Dips Percent & Household 

Q5460145C2 Hhld Used: Past 30 Days: Ready to Bake Refrigerated Cookie Dough/Rolls etc. Percent & Household 

Q5460146C2 Hhld Used: Past 30 Days: Spreads (e.g. Cheez Whiz) Percent & Household 

Q5460148C2 Hhld Used: Past 30 Days: Chewy Fruit Snacks (e.g. Roll-ups etc.) Percent & Household 

Q5460149C2 
Hhld Used: Past 30 Days: Meat Enhancers (e.g. Shake & Bake, Hamburger Helper 
etc.) 

Percent & Household 

Q5460150C2 
Hhld Used: Past 30 Days: Packaged Jelly/Puddings - Prepared Single-Serving 
Containers 

Percent & Household 

Q5460151C2 Hhld Used: Past 30 Days: Fruit Cups - Prepared Single-Serving Containers Percent & Household 

Q5460152C2 
Hhld Used: Past 30 Days: Powdered Drinks (e.g. Kool-Aid, Crystal Light, Gatorade 
etc.) 

Percent & Household 

Q5460501C2 Hhld Used: Past 7 Days: Fresh Prepared Dinners - from Supermarket Deli Percent & Household 

Q5460503C2 Hhld Used: Past 7 Days: Fresh Fruit Percent & Household 

Q5460504C2 Hhld Used: Past 7 Days: Organic Fruit Percent & Household 

Q5460505C2 Hhld Used: Past 7 Days: Dried Fruit Percent & Household 

Q5460506C2 Hhld Used: Past 7 Days: Fresh Vegetables Percent & Household 

Q5460507C2 Hhld Used: Past 7 Days: Organic Vegetables Percent & Household 

Q5460508C2 Hhld Used: Past 7 Days: Ready-to-eat Salads Percent & Household 

Q5460509C2 Hhld Used: Past 7 Days: Orange Juice Percent & Household 

Q5460510C2 Hhld Used: Past 7 Days: Lemonade Percent & Household 

Q5460512C2 Hhld Used: Past 7 Days: Artificial Sweeteners Percent & Household 

Q5460601C2 Hhld Used: Past 3 Months: Mustard -- Yellow Prepared Percent & Household 

Q5460602C2 Hhld Used: Past 3 Months: Mustard -- Other (e.g. Dijon etc) Percent & Household 

Q5460603C2 Hhld Used: Past 3 Months: Steak Sauce Percent & Household 

Q5460604C2 Hhld Used: Past 3 Months: BBQ Sauce Percent & Household 

Q5460605C2 Hhld Used: Past 3 Months: Ketchup Percent & Household 

Q5460606C2 Hhld Used: Past 3 Months: Worcestershire Sauce Percent & Household 

Q5460607C2 Hhld Used: Past 3 Months: Other Bottled Sauces Percent & Household 

Q5460608C2 Hhld Used: Past 3 Months: Olive Oil Percent & Household 

Q5460609C2 Hhld Used: Past 3 Months: Other Salad or Cooking Oil Percent & Household 

Q5460610C2 Hhld Used: Past 3 Months: Mayonnaise & Mayonnaise Type Salad Dressing Percent & Household 

Q5460611C2 Hhld Used: Past 3 Months: Salad Dressing (Any) Percent & Household 
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Q5460901C1 Done In The Past 7 Days: Purchased Organic Food Percent & Household 

Q5460902C1 Done In The Past 7 Days: Purchased Low Fat/Light Food Percent & Household 

Q5460903C1 Done In The Past 7 Days: Purchased Low Carbohydrate Food Percent & Household 

Q5460904C1 Done In The Past 7 Days: Read Nutritional Information On A Package Percent & Household 

Q5460905C1 Done In The Past 7 Days: Purchased Soy-based Food Percent & Household 

Q5460906C1 Done In The Past 7 Days: Prepared A Vegetarian Meal At Home Percent & Household 

Q5460907C1 Done In The Past 7 Days: Ordered A Vegetarian Meal When Dining Out Percent & Household 

  PERSONAL CARE & HEALTH Percent & Household 

Q5440101C2 Personal Care Items Past 7 Days: Mouthwash/Rinse Percent & Household 

Q5440102C2 Personal Care Items Past 7 Days: Denture Cleaners Percent & Household 

Q5440103C2 Personal Care Items Past 7 Days: Breath Fresheners Percent & Household 

Q5440104C2 Personal Care Items Past 7 Days: Electric Toothbrush Percent & Household 

Q5440105C2 
Personal Care Items Past 7 Days: Home Teeth Whitening Products (e.g. Crest White 
Strips) 

Percent & Household 

Q5440118C2 Personal Care Items Past 7 Days: Anti-aging Creams Percent & Household 

Q5440119C2 Personal Care Items Past 7 Days: Hand/Body Lotion Percent & Household 

Q5440106C2 Personal Care Items Past 7 Days: Lip Moisturizers Percent & Household 

Q5440120C2 Personal Care Items Past 7 Days: Facial Cleansers Percent & Household 

Q5440121C2 Personal Care Items Past 7 Days: Facial Moisturizers Percent & Household 

Q5440107C2 Personal Care Items Past 7 Days: Bath Products Percent & Household 

Q5440108C2 Personal Care Items Past 7 Days: Deodorants/Anti-perspirants Percent & Household 

Q5440109C2 Personal Care Items Past 7 Days: Acne Products Percent & Household 

Q5440110C2 Personal Care Items Past 7 Days: Personal Care Soap Percent & Household 

Q5440111C2 Personal Care Items Past 7 Days: Shampoo Percent & Household 

Q5440112C2 Personal Care Items Past 7 Days: Hair Conditioner Percent & Household 

Q5440113C2 Personal Care Items Past 7 Days: Hairstyling Gel/Spray Percent & Household 

Q5440114C2 Personal Care Items Past 7 Days: Home Hair Colour (e.g. Clarol, Just for Men etc.) Percent & Household 

Q5440115C2 
Personal Care Items Past 7 Days: Hair Removal Products (e.g. Waxing, 
Creams/Foams) 

Percent & Household 

Q5440116C2 Personal Care Items Past 7 Days: Shaving Creams/Gels Percent & Household 

Q5440117C2 Personal Care Items Past 7 Days: Men's/Women's Razor/Shaver Percent & Household 

Q5440401C2 Health Care Items Past 30 Days: Cough drops Percent & Household 

Q5440402C2 Health Care Items Past 30 Days: Cough Syrup Percent & Household 

Q5440403C2 Health Care Items Past 30 Days: Medicated Throat Remedies Percent & Household 

Q5440417C2 Health Care Items Past 30 Days: Analgesic Lotions/Rubs for Muscle Pain Percent & Household 

Q5440404C2 Health Care Items Past 30 Days: First Aid Ointments/Creams Percent & Household 

Q5440405C2 
Health Care Items Past 30 Days: Headache Remedies/Pain Relievers (Non-
prescription) 

Percent & Household 

Q5440406C2 Health Care Items Past 30 Days: Cold Remedies Percent & Household 

Q5440407C2 Health Care Items Past 30 Days: Seasonal Usage of Allergy/Sinus Medication Percent & Household 

Q5440408C2 Health Care Items Past 30 Days: Sleeping Tablets Percent & Household 

Q5440409C2 Health Care Items Past 30 Days: Antacids & Stomach Settling Products Percent & Household 

Q5440410C2 Health Care Items Past 30 Days: Anti-nauseant/Motion Sickness Remedies Percent & Household 

Q5440411C2 Health Care Items Past 30 Days: Diarrhea Remedies Percent & Household 

Q5440412C2 Health Care Items Past 30 Days: Smoking Cessation Patches/Gum Percent & Household 

Q5440413C2 Health Care Items Past 30 Days: Adhesive Bandages (e.g. Band-Aid) Percent & Household 

Q5440414C2 Health Care Items Past 30 Days: Incontinence Products Percent & Household 

Q5440415C2 Health Care Items Past 30 Days: Condoms/Contraceptives Percent & Household 

Q5440416C2 Health Care Items Past 30 Days: Contraceptives (Prescription) Percent & Household 
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Q5441201C1 Diet Control Treatments: Diet Pills Percent & Household 

Q5441202C1 Diet Control Treatments: Weight Control Drinks/Mixes (eg Slimfast) Percent & Household 

Q5441203C1 Diet Control Treatments: Other Meal Replacement Percent & Household 

Q5441204C1 Diet Control Treatments: Exercise Percent & Household 

Q5441205C1 Diet Control Treatments: Monitor Diet Percent & Household 

Q5441206C1 Diet Control Treatments: Nutritionist Percent & Household 

Q5441208C1 Diet Control Treatments: Jenny Craig Percent & Household 

Q5441209C1 Diet Control Treatments: Weight Watchers Percent & Household 

Q5441210C1 Diet Control Treatments: Other Weight Control Centre(s) Percent & Household 

Q5441211C1 Diet Control Treatments: Other Percent & Household 

Q5441401C2 Taken In The Past 7 Days: Vitamins (e.g. Vitamin C) Percent & Household 

Q5441402C2 Taken In The Past 7 Days: Minerals (e.g. Iron, Zinc) Percent & Household 

Q5441403C2 Taken In The Past 7 Days: Herbal Supplements (e.g. Echinacea) Percent & Household 

Q5441501C1 Health Care Providers Past 6 Months: Acupuncturist Percent & Household 

Q5441502C1 Health Care Providers Past 6 Months: Chiropractor Percent & Household 

Q5441503C1 Health Care Providers Past 6 Months: Cosmetic Surgeon Percent & Household 

Q5441504C1 Health Care Providers Past 6 Months: Homeopath/Naturopath Percent & Household 

Q5441505C1 Health Care Providers Past 6 Months: Massage Therapist Percent & Household 

Q5441506C1 Health Care Providers Past 6 Months: Osteopath Percent & Household 

Q5441507C1 Health Care Providers Past 6 Months: Physiotherapist Percent & Household 

Q5441509C1 
Health Care Providers Past 6 Months: Private Clinic/Hospital In Canada Not Paid For 
By The Prov. Health Care 

Percent & Household 

Q5441510C1 Health Care Providers Past 6 Months: Private Clinic/Hospital in USA (Any) Percent & Household 

Q5441511C1 Health Care Providers Past 6 Months: Podiatrist/Chiropodist Percent & Household 

Q5441512C1 Health Care Providers Past 6 Months: Private Nurse (In-home Care) Percent & Household 

Q5441513C1 Health Care Providers Past 6 Months: Optometrist/Ophthalmologist Percent & Household 

  RECENT PURCHASES Percent & Household 

Q2930101C1 Purchased Past Two Years: Baby Furniture Percent & Household 

Q2930102C1 Purchased Past Two Years: Bed/Mattress Percent & Household 

Q2930103C1 Purchased Past Two Years: Other Furniture (Excluding Above) Percent & Household 

Q2930104C1 Purchased Past Two Years: Car Alarm/Security System Percent & Household 

Q2930105C1 Purchased Past Two Years: Car Stereo Percent & Household 

Q2930106C1 Purchased Past Two Years: Camera (Film/Digital) Percent & Household 

Q2930107C1 Purchased Past Two Years: Camera - Video Percent & Household 

Q2930108C1 Purchased Past Two Years: Camping Equipment Percent & Household 

Q2930109C1 Purchased Past Two Years: Camping Trailer/Motorhome Percent & Household 

Q2930111C1 Purchased Past Two Years: Gas Barbeque Percent & Household 

Q2930112C1 Purchased Past Two Years: Fireplace (Any) Percent & Household 

Q2930114C1 Purchased Past Two Years: Golf Equipment Percent & Household 

Q2930115C1 Purchased Past Two Years: HDTV Compatible TV Percent & Household 

Q2930116C1 Purchased Past Two Years: Hot Tub/Spa Percent & Household 

Q2930118C1 Purchased Past Two Years: Home Exercise Equipment Percent & Household 

Q2930120C1 Purchased Past Two Years: Major Appliances Percent & Household 

Q2930121C1 Purchased Past Two Years: Motorcycle Percent & Household 

Q2930122C1 Purchased Past Two Years: Office Equipment Percent & Household 

Q2930123C1 Purchased Past Two Years: Portable MP3 Player/Digital Music Player (e.g. iPod) Percent & Household 

Q2930124C1 Purchased Past Two Years: Patio Furniture Percent & Household 

Q2930125C1 Purchased Past Two Years: Personal Computer Percent & Household 
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Q2930126C1 Purchased Past Two Years: Computer Software Percent & Household 

Q2930127C1 Purchased Past Two Years: Photo Printer Percent & Household 

Q2930128C1 Purchased Past Two Years: Pool (Above Or In-Ground) Percent & Household 

Q2930129C1 Purchased Past Two Years: Pre-arranged Funeral Services Percent & Household 

Q2930130C1 Purchased Past Two Years: Boat (Any) Percent & Household 

Q2930131C1 Purchased Past Two Years: Ski/Snowboard Equipment Percent & Household 

Q2930132C1 Purchased Past Two Years: Snowmobile/ATV (All Terrain Vehicle) Percent & Household 

Q2930133C1 Purchased Past Two Years: Stereo Equipment Percent & Household 

Q2930134C1 Purchased Past Two Years: Tires Percent & Household 

Q2930135C1 Purchased Past Two Years: Vacuum Cleaners Percent & Household 

Q2930136C1 Purchased Past Two Years: Video equipment Percent & Household 

Q2930137C1 Purchased Past Two Years: Video Game System - Console Percent & Household 

Q2930138C1 Purchased Past Two Years: Video Game System - Handheld (e.g. Gameboy) Percent & Household 

Q2930139C1 Purchased Past Two Years: Water Cooler/Water Delivery Service Percent & Household 

Q2930140C1 Purchased Past Two Years: Wedding Services (Any) Percent & Household 

  SHOPPING AIDS Percent & Household 

Q4400301C1 Used For Shopping: Coupons: Never Percent & Household 

Q4400301C2 Used For Shopping: Coupons: Seldom Percent & Household 

Q4400301C3 Used For Shopping: Coupons: Occasionally Percent & Household 

Q4400301C4 Used For Shopping: Coupons: Frequently Percent & Household 

Q4400302C1 Used For Shopping: Flyers Inserted Into A Daily Newspaper: Never Percent & Household 

Q4400302C2 Used For Shopping: Flyers Inserted Into A Daily Newspaper: Seldom Percent & Household 

Q4400302C3 Used For Shopping: Flyers Inserted Into A Daily Newspaper: Occasionally Percent & Household 

Q4400302C4 Used For Shopping: Flyers Inserted Into A Daily Newspaper: Frequently Percent & Household 

Q4400303C1 Used For Shopping: Flyers Inserted Into A Community Newspaper: Never Percent & Household 

Q4400303C2 Used For Shopping: Flyers Inserted Into A Community Newspaper: Seldom Percent & Household 

Q4400303C3 Used For Shopping: Flyers Inserted Into A Community Newspaper: Occasionally Percent & Household 

Q4400303C4 Used For Shopping: Flyers Inserted Into A Community Newspaper: Frequently Percent & Household 

Q4400304C1 Used For Shopping: Flyers Delivered To The Door Or In The Mail: Never Percent & Household 

Q4400304C2 Used For Shopping: Flyers Delivered To The Door Or In The Mail: Seldom Percent & Household 

Q4400304C3 Used For Shopping: Flyers Delivered To The Door Or In The Mail: Occasionally Percent & Household 

Q4400304C4 Used For Shopping: Flyers Delivered To The Door Or In The Mail: Frequently Percent & Household 

Q4400305C1 Used For Shopping: Local Store Catalogues: Never Percent & Household 

Q4400305C2 Used For Shopping: Local Store Catalogues: Seldom Percent & Household 

Q4400305C3 Used For Shopping: Local Store Catalogues: Occasionally Percent & Household 

Q4400305C4 Used For Shopping: Local Store Catalogues: Frequently Percent & Household 

Q4400306C1 Used For Shopping: Mail Order: Never Percent & Household 

Q4400306C2 Used For Shopping: Mail Order: Seldom Percent & Household 

Q4400306C3 Used For Shopping: Mail Order: Occasionally Percent & Household 

Q4400306C4 Used For Shopping: Mail Order: Frequently Percent & Household 

Q4400307C1 Used For Shopping: The Internet/World Wide Web: Never Percent & Household 

Q4400307C2 Used For Shopping: The Internet/World Wide Web: Seldom Percent & Household 

Q4400307C3 Used For Shopping: The Internet/World Wide Web: Occasionally Percent & Household 

Q4400307C4 Used For Shopping: The Internet/World Wide Web: Frequently Percent & Household 

Q4400500C1 Last Usage of Yellow Pages/YellowPages.ca : Today Percent & Household 

Q4400500C2 Last Usage of Yellow Pages/YellowPages.ca : Yesterday Percent & Household 

Q4400500C3 Last Usage of Yellow Pages/YellowPages.ca : 2-6 Days Ago Percent & Household 

Q4400500C4 Last Usage of Yellow Pages/YellowPages.ca : 7 Days Ago or More Percent & Household 
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  SNACK CONSUMPTION Percent & Household 

Q4610201C1 Snack Past Month: Hard Candies/Mints: Once A Month Percent & Household 

Q4610201C2 Snack Past Month: Hard Candies/Mints: 2-3 Times A Month Percent & Household 

Q4610201C3 Snack Past Month: Hard Candies/Mints: Once A Week Percent & Household 

Q4610201C4 Snack Past Month: Hard Candies/Mints: 2-6 Times A Week Percent & Household 

Q4610201C5 Snack Past Month: Hard Candies/Mints: At Least Once A Day Percent & Household 

Q4610202C1 Snack Past Month: Chewy Candies: Once A Month Percent & Household 

Q4610202C2 Snack Past Month: Chewy Candies: 2-3 Times A Month Percent & Household 

Q4610202C3 Snack Past Month: Chewy Candies: Once A Week Percent & Household 

Q4610202C4 Snack Past Month: Chewy Candies: 2-6 Times A Week Percent & Household 

Q4610202C5 Snack Past Month: Chewy Candies: At Least Once A Day Percent & Household 

Q4610203C1 Snack Past Month: Cookies (Store Bought Ready To Eat): Once A Month Percent & Household 

Q4610203C2 Snack Past Month: Cookies (Store Bought Ready To Eat): 2-3 Times A Month Percent & Household 

Q4610203C3 Snack Past Month: Cookies (Store Bought Ready To Eat): Once A Week Percent & Household 

Q4610203C4 Snack Past Month: Cookies (Store Bought Ready To Eat): 2-6 Times A Week Percent & Household 

Q4610203C5 Snack Past Month: Cookies (Store Bought Ready To Eat): At Least Once A Day Percent & Household 

Q4610204C1 Snack Past Month: Chewing Gum/Bubble Gum: Once A Month Percent & Household 

Q4610204C2 Snack Past Month: Chewing Gum/Bubble Gum: 2-3 Times A Month Percent & Household 

Q4610204C3 Snack Past Month: Chewing Gum/Bubble Gum: Once A Week Percent & Household 

Q4610204C4 Snack Past Month: Chewing Gum/Bubble Gum: 2-6 Times A Week Percent & Household 

Q4610204C5 Snack Past Month: Chewing Gum/Bubble Gum: At Least Once A Day Percent & Household 

Q4610205C1 Snack Past Month: Peanuts And Nuts: Once A Month Percent & Household 

Q4610205C2 Snack Past Month: Peanuts And Nuts: 2-3 Times A Month Percent & Household 

Q4610205C3 Snack Past Month: Peanuts And Nuts: Once A Week Percent & Household 

Q4610205C4 Snack Past Month: Peanuts And Nuts: 2-6 Times A Week Percent & Household 

Q4610205C5 Snack Past Month: Peanuts And Nuts: At Least Once A Day Percent & Household 

Q4610206C1 Snack Past Month: Boxed Chocolates: Once A Month Percent & Household 

Q4610206C2 Snack Past Month: Boxed Chocolates: 2-3 Times A Month Percent & Household 

Q4610206C3 Snack Past Month: Boxed Chocolates: Once A Week Percent & Household 

Q4610206C4 Snack Past Month: Boxed Chocolates: 2-6 Times A Week Percent & Household 

Q4610206C5 Snack Past Month: Boxed Chocolates: At Least Once A Day Percent & Household 

Q4610207C1 Snack Past Month: Chocolate Bars/Candy Bars: Once A Month Percent & Household 

Q4610207C2 Snack Past Month: Chocolate Bars/Candy Bars: 2-3 Times A Month Percent & Household 

Q4610207C3 Snack Past Month: Chocolate Bars/Candy Bars: Once A Week Percent & Household 

Q4610207C4 Snack Past Month: Chocolate Bars/Candy Bars: 2-6 Times A Week Percent & Household 

Q4610207C5 Snack Past Month: Chocolate Bars/Candy Bars: At Least Once A Day Percent & Household 

Q4610208C1 Snack Past Month: Granola Bars: Once A Month Percent & Household 

Q4610208C2 Snack Past Month: Granola Bars: 2-3 Times A Month Percent & Household 

Q4610208C3 Snack Past Month: Granola Bars: Once A Week Percent & Household 

Q4610208C4 Snack Past Month: Granola Bars: 2-6 Times A Week Percent & Household 

Q4610208C5 Snack Past Month: Granola Bars: At Least Once A Day Percent & Household 

Q4610209C1 Snack Past Month: Energy/Power Bars: Once A Month Percent & Household 

Q4610209C2 Snack Past Month: Energy/Power Bars: 2-3 Times A Month Percent & Household 

Q4610209C3 Snack Past Month: Energy/Power Bars: Once A Week Percent & Household 

Q4610209C4 Snack Past Month: Energy/Power Bars: 2-6 Times A Week Percent & Household 

Q4610209C5 Snack Past Month: Energy/Power Bars: At Least Once A Day Percent & Household 

Q4610210C1 Snack Past Month: Potato Chips: Once A Month Percent & Household 

Q4610210C2 Snack Past Month: Potato Chips: 2-3 Times A Month Percent & Household 
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Q4610210C3 Snack Past Month: Potato Chips: Once A Week Percent & Household 

Q4610210C4 Snack Past Month: Potato Chips: 2-6 Times A Week Percent & Household 

Q4610210C5 Snack Past Month: Potato Chips: At Least Once A Day Percent & Household 

Q4610211C1 Snack Past Month: Corn & Tortilla Chips: Once A Month Percent & Household 

Q4610211C2 Snack Past Month: Corn & Tortilla Chips: 2-3 Times A Month Percent & Household 

Q4610211C3 Snack Past Month: Corn & Tortilla Chips: Once A Week Percent & Household 

Q4610211C4 Snack Past Month: Corn & Tortilla Chips: 2-6 Times A Week Percent & Household 

Q4610211C5 Snack Past Month: Corn & Tortilla Chips: At Least Once A Day Percent & Household 

Q4610212C1 Snack Past Month: Popcorn: Once A Month Percent & Household 

Q4610212C2 Snack Past Month: Popcorn: 2-3 Times A Month Percent & Household 

Q4610212C3 Snack Past Month: Popcorn: Once A Week Percent & Household 

Q4610212C4 Snack Past Month: Popcorn: 2-6 Times A Week Percent & Household 

Q4610212C5 Snack Past Month: Popcorn: At Least Once A Day Percent & Household 

Q4610213C1 Snack Past Month: Pretzels: Once A Month Percent & Household 

Q4610213C2 Snack Past Month: Pretzels: 2-3 Times A Month Percent & Household 

Q4610213C3 Snack Past Month: Pretzels: Once A Week Percent & Household 

Q4610213C4 Snack Past Month: Pretzels: 2-6 Times A Week Percent & Household 

Q4610213C5 Snack Past Month: Pretzels: At Least Once A Day Percent & Household 

Q4610214C1 Snack Past Month: Ice Cream & Ice Treat Products: Once A Month Percent & Household 

Q4610214C2 Snack Past Month: Ice Cream & Ice Treat Products: 2-3 Times A Month Percent & Household 

Q4610214C3 Snack Past Month: Ice Cream & Ice Treat Products: Once A Week Percent & Household 

Q4610214C4 Snack Past Month: Ice Cream & Ice Treat Products: 2-6 Times A Week Percent & Household 

Q4610214C5 Snack Past Month: Ice Cream & Ice Treat Products: At Least Once A Day Percent & Household 

Q4610215C1 Snack Past Month: Crackers: Once A Month Percent & Household 

Q4610215C2 Snack Past Month: Crackers: 2-3 Times A Month Percent & Household 

Q4610215C3 Snack Past Month: Crackers: Once A Week Percent & Household 

Q4610215C4 Snack Past Month: Crackers: 2-6 Times A Week Percent & Household 

Q4610215C5 Snack Past Month: Crackers: At Least Once A Day Percent & Household 

Q4610216C1 Snack Past Month: Rice Cakes: Once A Month Percent & Household 

Q4610216C2 Snack Past Month: Rice Cakes: 2-3 Times A Month Percent & Household 

Q4610216C3 Snack Past Month: Rice Cakes: Once A Week Percent & Household 

Q4610216C4 Snack Past Month: Rice Cakes: 2-6 Times A Week Percent & Household 

Q4610216C5 Snack Past Month: Rice Cakes: At Least Once A Day Percent & Household 

Q4610217C1 Snack Past Month: Other Snack Foods: Once A Month Percent & Household 

Q4610217C2 Snack Past Month: Other Snack Foods: 2-3 Times A Month Percent & Household 

Q4610217C3 Snack Past Month: Other Snack Foods: Once A Week Percent & Household 

Q4610217C4 Snack Past Month: Other Snack Foods: 2-6 Times A Week Percent & Household 

Q4610217C5 Snack Past Month: Other Snack Foods: At Least Once A Day Percent & Household 

  SPECIFIC STORES Percent & Household 

Q0100101C1 Shopped Past Month: Co-Op Percent & Household 

Q0100102C1 Shopped Past Month: IGA Percent & Household 

Q0100103C1 Shopped Past Month: Loblaws Percent & Household 

Q0100104C1 Shopped Past Month: Métro Percent & Household 

Q0100105C1 Shopped Past Month: Provigo Percent & Household 

Q0100106C1 Shopped Past Month: Real Canadian/Atlantic Superstore Percent & Household 

Q0100107C1 Shopped Past Month: Safeway Percent & Household 

Q0100108C1 Shopped Past Month: Sobeys Percent & Household 

Q0100109C1 Shopped Past Month: Big Box/Warehouse Stores (Any) Percent & Household 



 
 
  72/77 

Q0100110C1 Shopped Past Month: Department Stores (e.g. Zellers, Wal-Mart) Percent & Household 

Q0100111C1 Shopped Past Month: Drug Stores (Any) Percent & Household 

Q0100112C1 Shopped Past Month: Online/Internet Grocery Stores Percent & Household 

Q0100113C1 Shopped Past Month: Other Grocery Stores Percent & Household 

Q0200101C1 Shopped Past Month: 7-Eleven Percent & Household 

Q0200102C1 Shopped Past Month: Mac's Percent & Household 

Q0200103C1 Shopped Past Month: Gas Station Convenience Stores (Any) Percent & Household 

Q0200104C1 Shopped Past Month: Online/Internet Convenience Stores Percent & Household 

Q0200105C1 Shopped Past Month: Other Convenience Stores Percent & Household 

Q0300101C1 Shopped Past Month: Guardian/IDA Percent & Household 

Q0300102C1 Shopped Past Month: Jean Coutu Percent & Household 

Q0300103C1 Shopped Past Month: London Drugs Percent & Household 

Q0300104C1 Shopped Past Month: Pharma Plus Percent & Household 

Q0300110C1 Shopped Past Month: Proxim Percent & Household 

Q0300105C1 Shopped Past Month: Shoppers Drug Mart Percent & Household 

Q0300106C1 Shopped Past Month: Big Box/Warehouse Stores (Any) Percent & Household 

Q0300107C1 Shopped Past Month: Grocery Stores (Any) Percent & Household 

Q0300108C1 Shopped Past Month: Online/Internet Drug Stores Percent & Household 

Q0300109C1 Shopped Past Month: Other Drug Stores Percent & Household 

Q0400101C1 Shopped Past Year: The Bay Percent & Household 

Q0400102C1 Shopped Past Year: Canadian Tire Percent & Household 

Q0400103C1 Shopped Past Year: Costco Percent & Household 

Q0400110C1 Shopped Past Year: Giant Tiger Percent & Household 

Q0400104C1 Shopped Past Year: Sam's Club Percent & Household 

Q0400105C1 Shopped Past Year: Sears Percent & Household 

Q0400106C1 Shopped Past Year: Wal-Mart Percent & Household 

Q0400107C1 Shopped Past Year: Zellers Percent & Household 

Q0400108C1 Shopped Past Year: Online/Internet Department Stores Percent & Household 

Q0400109C1 Shopped Past Year: Other Department Stores Percent & Household 

Q0500101C1 Shopped Past Year: Addition-Elle Percent & Household 

Q0500102C1 Shopped Past Year: Banana Republic Percent & Household 

Q0500103C1 Shopped Past Year: Club Monaco Percent & Household 

Q0500104C1 Shopped Past Year: Cotton Ginny Percent & Household 

Q0500105C1 Shopped Past Year: Danier Leather Percent & Household 

Q0500106C1 Shopped Past Year: Eddie Bauer Percent & Household 

Q0500107C1 Shopped Past Year: Fairweather Percent & Household 

Q0500108C1 Shopped Past Year: The Gap Percent & Household 

Q0500109C1 Shopped Past Year: GapKids Percent & Household 

Q0500110C1 Shopped Past Year: Harry Rosen Percent & Household 

Q0500111C1 Shopped Past Year: Holt Renfrew Percent & Household 

Q0500112C1 Shopped Past Year: International Clothiers Percent & Household 

Q0500113C1 Shopped Past Year: Jacob (Any) Percent & Household 

Q0500114C1 Shopped Past Year: La Senza Percent & Household 

Q0500115C1 Shopped Past Year: La Senza Girl Percent & Household 

Q0500116C1 Shopped Past Year: La Vie en Rose Percent & Household 

Q0500117C1 Shopped Past Year: Laura (Any) Percent & Household 

Q0500118C1 Shopped Past Year: Le Chateau Percent & Household 

Q0500119C1 Shopped Past Year: Limité Percent & Household 
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Q0500120C1 Shopped Past Year: Marks Work Wearhouse Percent & Household 

Q0500121C1 Shopped Past Year: Moore's Percent & Household 

Q0500122C1 Shopped Past Year: Old Navy Percent & Household 

Q0500123C1 Shopped Past Year: Reitmans Percent & Household 

Q0500124C1 Shopped Past Year: Roots Percent & Household 

Q0500125C1 Shopped Past Year: Stitches Percent & Household 

Q0500126C1 Shopped Past Year: Suzy Shier Percent & Household 

Q0500127C1 Shopped Past Year: Talbots Percent & Household 

Q0500128C1 Shopped Past Year: Tip Top Tailors Percent & Household 

Q0500129C1 Shopped Past Year: Winners Percent & Household 

Q0500130C1 Shopped Past Year: Jean Stores (Any) (e.g. Levi Strauss and Company) Percent & Household 

Q0500131C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q0500132C1 Shopped Past Year: Online/Internet Clothing Stores Percent & Household 

Q0500133C1 Shopped Past Year: Other Clothing Stores Percent & Household 

Q0600101C1 Shopped Past Year: Chapters (the Store) Percent & Household 

Q0600102C1 Shopped Past Year: Coles Percent & Household 

Q0600103C1 Shopped Past Year: Indigo (the Store) Percent & Household 

Q0600104C1 Shopped Past Year: Smithbooks Percent & Household 

Q0600105C1 Shopped Past Year: Big Box/Warehouse Stores (Any) Percent & Household 

Q0600106C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q0600107C1 Shopped Past Year: Amazon.com/Amazon.ca Percent & Household 

Q0600108C1 Shopped Past Year: Chapters.Indigo.ca (the Web Site) Percent & Household 

Q0600109C1 Shopped Past Year: Other Online/Internet Book Stores Percent & Household 

Q0600110C1 Shopped Past Year: Other Book Stores Percent & Household 

Q0800101C1 Shopped Past Year: Ikea Percent & Household 

Q0800102C1 Shopped Past Year: La-Z Boy Furniture Galleries Percent & Household 

Q0800103C1 Shopped Past Year: Leons Percent & Household 

Q0800104C1 Shopped Past Year: Pier 1 Imports Percent & Household 

Q0800105C1 Shopped Past Year: Sleep Country/ Sleep Country Canada Percent & Household 

Q0800106C1 Shopped Past Year: The Brick Percent & Household 

Q0800107C1 Shopped Past Year: United Furniture Warehouse Percent & Household 

Q0800108C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q0800109C1 Shopped Past Year: Stereo/Electronic Stores (Any) Percent & Household 

Q0800110C1 Shopped Past Year: Online/Internet Furniture/Appliance Stores Percent & Household 

Q0800111C1 Shopped Past Year: Other Furniture/Appliance Stores Percent & Household 

Q1000101C1 Shopped Past Year: Canadian Tire Percent & Household 

Q1000102C1 Shopped Past Year: Color Your World Percent & Household 

Q1000103C1 Shopped Past Year: Home Depot Percent & Household 

Q1000104C1 Shopped Past Year: Home Hardware Percent & Household 

Q1000105C1 Shopped Past Year: Home Outfitters Percent & Household 

Q1000106C1 Shopped Past Year: Home Sense Percent & Household 

Q1000107C1 Shopped Past Year: Lee Valley Tools Percent & Household 

Q1000114C1 Shopped Past Year: Lowe's Home Improvement Percent & Household 

Q1000108C1 Shopped Past Year: Rona Stores (Any) Percent & Household 

Q1000110C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q1000111C1 Shopped Past Year: Online/Internet Home Improvement Stores Percent & Household 

Q1000112C1 Shopped Past Year: Other Home Décor Stores Percent & Household 

Q1000113C1 Shopped Past Year: Other Home Improvement Stores Percent & Household 
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Q1100101C1 Shopped Past Year: Birks Percent & Household 

Q1100102C1 Shopped Past Year: Mappins Jewellers Percent & Household 

Q1100103C1 Shopped Past Year: Peoples Percent & Household 

Q1100104C1 Shopped Past Year: Spence Diamonds Percent & Household 

Q1100105C1 Shopped Past Year: Big Box/Warehouse Stores (e.g. Costco) Percent & Household 

Q1100106C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q1100107C1 Shopped Past Year: Online/Internet Jewellery Stores Percent & Household 

Q1100108C1 Shopped Past Year: Other Jewellery Stores Percent & Household 

Q1400102C1 Shopped Past Year: A & B Sound Percent & Household 

Q1400103C1 Shopped Past Year: Best Buy Percent & Household 

Q1400107C1 Shopped Past Year: Dell Computer (Web Store) Percent & Household 

Q1400108C1 Shopped Past Year: Future Shop Percent & Household 

Q1400109C1 Shopped Past Year: IBM Percent & Household 

Q1400110C1 Shopped Past Year: MDG Percent & Household 

Q1400111C1 Shopped Past Year: Office Depot Percent & Household 

Q1400112C1 Shopped Past Year: The Source Percent & Household 

Q1400113C1 Shopped Past Year: The Sony Store Percent & Household 

Q1400114C1 Shopped Past Year: Staples/Business Depot Percent & Household 

Q1400115C1 Shopped Past Year: Big Box/Warehouse Stores (Any) Percent & Household 

Q1400116C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q1400117C1 Shopped Past Year: Other Online/Internet Stereo/Video/ Computer Stores (excl. Dell) Percent & Household 

Q1400118C1 Shopped Past Year: Other Stereo/Video/ Computer Stores Percent & Household 

Q1500101C1 Shopped Past Year: Staples/Business Depot Percent & Household 

Q1500102C1 Shopped Past Year: Grand and Toy Percent & Household 

Q1500103C1 Shopped Past Year: Office Depot Percent & Household 

Q1500104C1 Shopped Past Year: Big Box/Warehouse Stores (Any) Percent & Household 

Q1500105C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q1500106C1 Shopped Past Year: Online/Internet Office Stores Percent & Household 

Q1500107C1 Shopped Past Year: Other Office (Stationery) Stores Percent & Household 

Q1600101C1 Shopped Past Year: Aldo Percent & Household 

Q1600102C1 Shopped Past Year: Bata Percent & Household 

Q1600103C1 Shopped Past Year: Brown's Percent & Household 

Q1600104C1 Shopped Past Year: Globo Percent & Household 

Q1600105C1 Shopped Past Year: Naturalizer Percent & Household 

Q1600106C1 Shopped Past Year: Nine West (the Store) Percent & Household 

Q1600107C1 Shopped Past Year: Payless ShoeSource Percent & Household 

Q1600108C1 Shopped Past Year: Pegabo Percent & Household 

Q1600109C1 Shopped Past Year: The Shoe Company Percent & Household 

Q1600110C1 Shopped Past Year: Town Shoes Percent & Household 

Q1600111C1 Shopped Past Year: Transit Percent & Household 

Q1600112C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q1600113C1 Shopped Past Year: Sports Stores (Any) Percent & Household 

Q1600114C1 Shopped Past Year: Online/Internet Shoe Stores Percent & Household 

Q1600115C1 Shopped Past Year: Other Shoe Stores Percent & Household 

Q1800101C1 Shopped Past Year: Disney Store Percent & Household 

Q1800102C1 Shopped Past Year: Mastermind Percent & Household 

Q1800103C1 Shopped Past Year: Toys 'R Us Percent & Household 

Q1800104C1 Shopped Past Year: Big Box/Warehouse Stores (Any) Percent & Household 
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Q1800105C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q1800106C1 Shopped Past Year: Online/Internet Toy/Game/Learning Stores Percent & Household 

Q1800107C1 Shopped Past Year: Other Toy/Game/Learning Stores Percent & Household 

Q1900101C1 Shopped Past Year: Petsmart Percent & Household 

Q1900102C1 Shopped Past Year: Pet Valu Percent & Household 

Q1900103C1 Shopped Past Year: PJ's Pet Centres Percent & Household 

Q1900104C1 Shopped Past Year: Big Box/Warehouse Stores (Any) Percent & Household 

Q1900105C1 Shopped Past Year: Department Stores (Any) Percent & Household 

Q1900106C1 Shopped Past Year: Grocery Stores (Any) Percent & Household 

Q1900107C1 Shopped Past Year: Veterinarian Office (Any) Percent & Household 

Q1900108C1 Shopped Past Year: Online/Internet Pet/Pet Supply Stores Percent & Household 

Q1900109C1 Shopped Past Year: Other Pet/Pet Supply Stores Percent & Household 

  STORES SUMMARY Percent & Household 

Q2000101C1 Antique Stores: Shop At: Never Percent & Household 

Q2000101C2 Antique Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000101C3 Antique Stores: Shop At: About Once A Month Percent & Household 

Q2000101C4 Antique Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000101C5 Antique Stores: Shop At: About Once A Week Percent & Household 

Q2000101C6 Antique Stores: Shop At: More Than Once A Week Percent & Household 

Q2000118C1 Carpet/Floor Covering Stores: Shop At: Never Percent & Household 

Q2000118C2 Carpet/Floor Covering Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000118C3 Carpet/Floor Covering Stores: Shop At: About Once A Month Percent & Household 

Q2000118C4 Carpet/Floor Covering Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000118C5 Carpet/Floor Covering Stores: Shop At: About Once A Week Percent & Household 

Q2000118C6 Carpet/Floor Covering Stores: Shop At: More Than Once A Week Percent & Household 

Q2000119C1 Compact Disc Stores: Shop At: Never Percent & Household 

Q2000119C2 Compact Disc Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000119C3 Compact Disc Stores: Shop At: About Once A Month Percent & Household 

Q2000119C4 Compact Disc Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000119C5 Compact Disc Stores: Shop At: About Once A Week Percent & Household 

Q2000119C6 Compact Disc Stores: Shop At: More Than Once A Week Percent & Household 

Q2000120C1 Craft Supply Stores: Shop At: Never Percent & Household 

Q2000120C2 Craft Supply Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000120C3 Craft Supply Stores: Shop At: About Once A Month Percent & Household 

Q2000120C4 Craft Supply Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000120C5 Craft Supply Stores: Shop At: About Once A Week Percent & Household 

Q2000120C6 Craft Supply Stores: Shop At: More Than Once A Week Percent & Household 

Q2000102C1 Dollar Stores: Shop At: Never Percent & Household 

Q2000102C2 Dollar Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000102C3 Dollar Stores: Shop At: About Once A Month Percent & Household 

Q2000102C4 Dollar Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000102C5 Dollar Stores: Shop At: About Once A Week Percent & Household 

Q2000102C6 Dollar Stores: Shop At: More Than Once A Week Percent & Household 

Q2000103C1 Farmer's Markets: Shop At: Never Percent & Household 

Q2000103C2 Farmer's Markets: Shop At: Less Than Once A Month Percent & Household 

Q2000103C3 Farmer's Markets: Shop At: About Once A Month Percent & Household 

Q2000103C4 Farmer's Markets: Shop At: 2-3 Times A Month Percent & Household 

Q2000103C5 Farmer's Markets: Shop At: About Once A Week Percent & Household 
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Q2000103C6 Farmer's Markets: Shop At: More Than Once A Week Percent & Household 

Q2000104C1 Flea Markets: Shop At: Never Percent & Household 

Q2000104C2 Flea Markets: Shop At: Less Than Once A Month Percent & Household 

Q2000104C3 Flea Markets: Shop At: About Once A Month Percent & Household 

Q2000104C4 Flea Markets: Shop At: 2-3 Times A Month Percent & Household 

Q2000104C5 Flea Markets: Shop At: About Once A Week Percent & Household 

Q2000104C6 Flea Markets: Shop At: More Than Once A Week Percent & Household 

Q2000121C1 Garden Stores: Shop At: Never Percent & Household 

Q2000121C2 Garden Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000121C3 Garden Stores: Shop At: About Once A Month Percent & Household 

Q2000121C4 Garden Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000121C5 Garden Stores: Shop At: About Once A Week Percent & Household 

Q2000121C6 Garden Stores: Shop At: More Than Once A Week Percent & Household 

Q2000105C1 Home Health Care Stores: Shop At: Never Percent & Household 

Q2000105C2 Home Health Care Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000105C3 Home Health Care Stores: Shop At: About Once A Month Percent & Household 

Q2000105C4 Home Health Care Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000105C5 Home Health Care Stores: Shop At: About Once A Week Percent & Household 

Q2000105C6 Home Health Care Stores: Shop At: More Than Once A Week Percent & Household 

Q2000106C1 Independent Fine Food Stores: Shop At: Never Percent & Household 

Q2000106C2 Independent Fine Food Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000106C3 Independent Fine Food Stores: Shop At: About Once A Month Percent & Household 

Q2000106C4 Independent Fine Food Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000106C5 Independent Fine Food Stores: Shop At: About Once A Week Percent & Household 

Q2000106C6 Independent Fine Food Stores: Shop At: More Than Once A Week Percent & Household 

Q2000107C1 Music Stores: Shop At: Never Percent & Household 

Q2000107C2 Music Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000107C3 Music Stores: Shop At: About Once A Month Percent & Household 

Q2000107C4 Music Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000107C5 Music Stores: Shop At: About Once A Week Percent & Household 

Q2000107C6 Music Stores: Shop At: More Than Once A Week Percent & Household 

Q2000108C1 Natural Food Stores: Shop At: Never Percent & Household 

Q2000108C2 Natural Food Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000108C3 Natural Food Stores: Shop At: About Once A Month Percent & Household 

Q2000108C4 Natural Food Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000108C5 Natural Food Stores: Shop At: About Once A Week Percent & Household 

Q2000108C6 Natural Food Stores: Shop At: More Than Once A Week Percent & Household 

Q2000109C1 Outlet Malls: Shop At: Never Percent & Household 

Q2000109C2 Outlet Malls: Shop At: Less Than Once A Month Percent & Household 

Q2000109C3 Outlet Malls: Shop At: About Once A Month Percent & Household 

Q2000109C4 Outlet Malls: Shop At: 2-3 Times A Month Percent & Household 

Q2000109C5 Outlet Malls: Shop At: About Once A Week Percent & Household 

Q2000109C6 Outlet Malls: Shop At: More Than Once A Week Percent & Household 

Q2000110C1 Party Supply Stores: Shop At: Never Percent & Household 

Q2000110C2 Party Supply Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000110C3 Party Supply Stores: Shop At: About Once A Month Percent & Household 

Q2000110C4 Party Supply Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000110C5 Party Supply Stores: Shop At: About Once A Week Percent & Household 
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Q2000110C6 Party Supply Stores: Shop At: More Than Once A Week Percent & Household 

Q2000111C1 Rental Stores: Shop At: Never Percent & Household 

Q2000111C2 Rental Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000111C3 Rental Stores: Shop At: About Once A Month Percent & Household 

Q2000111C4 Rental Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000111C5 Rental Stores: Shop At: About Once A Week Percent & Household 

Q2000111C6 Rental Stores: Shop At: More Than Once A Week Percent & Household 

Q2000112C1 Second-hand Stores: Shop At: Never Percent & Household 

Q2000112C2 Second-hand Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000112C3 Second-hand Stores: Shop At: About Once A Month Percent & Household 

Q2000112C4 Second-hand Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000112C5 Second-hand Stores: Shop At: About Once A Week Percent & Household 

Q2000112C6 Second-hand Stores: Shop At: More Than Once A Week Percent & Household 

Q2000113C1 Shopping Mall Stores: Shop At: Never Percent & Household 

Q2000113C2 Shopping Mall Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000113C3 Shopping Mall Stores: Shop At: About Once A Month Percent & Household 

Q2000113C4 Shopping Mall Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000113C5 Shopping Mall Stores: Shop At: About Once A Week Percent & Household 

Q2000113C6 Shopping Mall Stores: Shop At: More Than Once A Week Percent & Household 

Q2000114C1 Stand-Alone Boutique Shops: Shop At: Never Percent & Household 

Q2000114C2 Stand-Alone Boutique Shops: Shop At: Less Than Once A Month Percent & Household 

Q2000114C3 Stand-Alone Boutique Shops: Shop At: About Once A Month Percent & Household 

Q2000114C4 Stand-Alone Boutique Shops: Shop At: 2-3 Times A Month Percent & Household 

Q2000114C5 Stand-Alone Boutique Shops: Shop At: About Once A Week Percent & Household 

Q2000114C6 Stand-Alone Boutique Shops: Shop At: More Than Once A Week Percent & Household 

Q2000115C1 Strip Plaza Shops: Shop At: Never Percent & Household 

Q2000115C2 Strip Plaza Shops: Shop At: Less Than Once A Month Percent & Household 

Q2000115C3 Strip Plaza Shops: Shop At: About Once A Month Percent & Household 

Q2000115C4 Strip Plaza Shops: Shop At: 2-3 Times A Month Percent & Household 

Q2000115C5 Strip Plaza Shops: Shop At: About Once A Week Percent & Household 

Q2000115C6 Strip Plaza Shops: Shop At: More Than Once A Week Percent & Household 

Q2000116C1 Online/Internet Stores: Shop At: Never Percent & Household 

Q2000116C2 Online/Internet Stores: Shop At: Less Than Once A Month Percent & Household 

Q2000116C3 Online/Internet Stores: Shop At: About Once A Month Percent & Household 

Q2000116C4 Online/Internet Stores: Shop At: 2-3 Times A Month Percent & Household 

Q2000116C5 Online/Internet Stores: Shop At: About Once A Week Percent & Household 

Q2000116C6 Online/Internet Stores: Shop At: More Than Once A Week Percent & Household 

 

 

 


