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Canadians and Online Cross Border Shopping Survey ( November 2007)
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“Q1. Are you doing any of shopping specifically for the holiday season online this year?”
YES. And have done so NOT YET. But planning to do
already. S0 shortly.

21%//\ N?%

Don’'t Know

11% No. Not shopping online.

41%

48% of online Canadians are either currently or pla  nning to
shop online for the holiday season this yeatr.

Base: All Respondents (n=1200)
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Canadians and Online Cross Border Shopping Survey ( November 2007)

ZINC I n 5
TEEow 6 %78

“Q1. Are you doing any of shopping specifically for the holiday season online this year?”

% indicating that they have shopped online or plann ing to do so for the holiday season.

Total Respondents 21% 48%
Region
British Columbia 24% 47%
Alberta 32% 53%
Manitoba/Saskatchewan 26% 58%
Ontario 18% 50%
Quebec 15% 41%
N i

Base: All Respondents (n=1200), census representati  ve sample by region.
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“Q1. Are you doing any of shopping specifically for the holiday season online this year?”

“Q2. Would you say that you are shopping online for the holiday season...?”

November 2007)

Yes & Planning II- Comparison to last year of
to ShOp Online online shopping activity
48%
MORE THAN LAST YEAR 399
ABOUT THE SAME AS
0
LAST YEAR 50%
No & Don't Know LESS THAN LAST YEAR 11%
52%
) _ Base: Respondents who have done online shopping and are
Base: All respondents (n—l,200) planning to do so ShOft'y (n:575)

NET DIFFERENCE: +28 points

(More than last year minus Less than last year)
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“Q3. What share of your total holiday shopping will be done or do you plan to do online?”

100%

80% to 99%

60% to 79%

40% to 59%

20% to 39%

1% to 19 %

Don't Know/Unsure

Partner & Online Research Specialists

}1% MEAN SHARE: 34% of total holiday
shopping done or plan to do online

(Base: Online Shoppers)

3%
9%
17%
28%
19%
o
% of Respondents indicating share of holiday shoppi ng to be done online

Base: Respondents who have done online shopping and are planning to do so shortly (n=575)
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“Q4. How likely will you be doing your online holida y online shopping at U.S. online stores?”

\

Definitely will shop at U.S. 0
online retailers 12%

70% of online
shoppers are
definitely or likely
shopping at U.S.
online retailers

Very likely to shop at U.S. online 0
retailers 23%

Might shop at U.S. online
retailers

35%

Not likely to shop at U.S.
online retailers

18%

Will not shop at U.S. online retailers 12%

% of Respondents indicating statement applies to th em

Base: Respondents who have done online shopping and are planning to do so shortly (n=575)
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“Q4. How likely will you be doing your online holida y online shopping at U.S. online stores?”

% indicating that they have or considering shopping at U.S. online retailers for the holiday season.
Total Respondents 35% 70%
Region*
British Columbia 35% 74%
Alberta 41% 899,
Manitoba/Saskatchewan 41% 75%
Ontario 35% 70%
Quebec 31% 62%
O Might Shop
Atlantic 29% 60% O Very Likely to Shop
O Definitely Shopping
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Base: Respondents who have done online shopping and are planning to do so shortly (n=575)

*Caution: Small base sizes.
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“Q1. Are you doing any of shopping specifically for the holiday season online this year?”

“Q4. How likely will you be doing your online holida y online shopping at U.S. online stores?”

Yes & Planning “~ Definitely/Very Likely/Might
to Shop Online Shop at U.S. Online Retailers

48% 70%

=7 =

No & Don’t Know

Unlikely/Will Not Shop at U.S.
52%

Online Retallers
30%

Base: Respondents who have done online shopping and are

Base: All respondents (n=1,200) planning to do so shortly (n=575)

34% (48% x 70%) of online Canadians are either defi  nitely, very likely or considering
shopping at U.S. online retailers for the holiday s  eason this year.
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“Q4. How likely will you be doing your online holida y online shopping at U.S. online stores?”

“Q5. Would you say that you are shopping at US onlin e stores for the holiday season...?”

November 2007)

Definitely/Very Likely/Might ||- Comparison to last year of
Shop at U.S. Online Retailers U.S. online shopping activity
70%
MORE THAN LAST YEAR 45%
ABOUT THE SAME AS
LAST YEAR 46%

Unlikely/Will Not Shop at U.S.
Online Retailers
30%

LESS THAN LAST YEAR 990

Base: Respondents who are likely & considering shop

Base: Respondents who have done online shopping and are
online retailers (n=407)

planning to do so shortly (n=575)

ping at U.S.

NET DIFFERENCE: +36 points

(More than last year minus Less than last year)
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“Q6. What would you say are your reasons for shoppin g at US online stores for the holiday season...?”

Price of items/products 42%
P 66%

. . 28%

Choice of items/products 8%

61%
c _  shoopi i 18%
onvenience of shopping online 550
. . 4%
Reputation on online store(s)
35%

Over 2 in 5 (42%) of those likely
_| 4% and considering shopping at

Quality of items/products 33% U.S. online stores cite the price

of items/products as their main
_ _ _ —| 204 reason for doing so.

Quality of service from online store(s)
33%
2% O MAIN REASON
Reliability of service from online store(s) 31% 0 All Reasons
% of Respondents mentioning reasons for shopping at U.S. online Stores

Base: Respondents who are likely & considering shop ping at U.S. online retailers (n=407)
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“Q6. What would you say are your reasons for shoppin g at US online stores for the holiday season...?”

“Q7. You indicated that price was one of your reason s for shopping at US online stores for the holiday season. Would
you say that reason is...?”

Mentioned Price of Iltems/Products Il Applicability of price to U.S.
for shopping at U.S. Online Retailers online shopping activity
66%
MORE APPLICABLE THIS 75%
YEAR THAN LAST YEAR

ABOUT THE SAME THIS
o)
YEAR AS LAST YEAR 22%

Other Reasons other than Price LESS SO THIS YEAR THAN 0
of Items/Products LAST YEAR || 370
34%
Base: Respondents who are likely & considering shop  ping at Base: Respondents who are likely & considering shop  ping at U.S. online
U.S. online retailers (n=407) retailers citing price of items/products as reason  for doing so (n=271)

NET DIFFERENCE: +72 points

(More than applicable this year than last year minu s
Less so this year than last year)
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“Q8. With all costs considered (including shipping a nd duty), how good a deal do you feel you are gettin g or will get
shopping at US online stores?”

An excellent deal 30% 84% of U.S. online
shoppers feel that
> they are getting

either an excellent or
A reasonably good but not great deal 54% reasonably good deal
J
About the same as if shopped for
similar items in Canada 12%
Not such a great deal 4%
Actually, a pretty bad deal <1%
% of Respondents indicating perception of shopping at U.S. online stores

Base: Respondents who are likely & considering shop ping at U.S. online retailers (n=407)
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