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About the studyAbout the studyAbout the studyAbout the study    

Launched in 1996, EKOS’ Rethinking the Information Highway study grew out of 

a need to better understand how information technologies were reshaping the 

environment governments and companies were operating within. 

Now in its seventh edition and more than 20 surveys later, the study is one of 

the largest and longest running studies in this area in Canada today. Given its 

big-picture focus on the full range of issues relating to technology usage, such 

as the interaction between traditional and electronic service delivery channels 

and privacy and security-related issues, Rethinking the Information Highway 

remains one of the most relied upon sources for senior decision makers who 

are tasked with guiding their organization through what continues to be a rapidly 

changing environment.  

Rethinking the Information Highway is protected by copyright. No part of the 

report or other findings from the study may be reproduced or transmitted in any 

form or by any means, electronic or mechanical, including photocopying, 

recording, or by any information storage and retrieval system, without 

permission in writing from EKOS Research Associates Inc. Organizations that 

subscribe to the study are permitted to distribute the findings internally for their 

own internal uses. 
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IntroductionIntroductionIntroductionIntroduction    

 

As Canadians adopt Information Communication Technologies (ICTs) into their households, current 

practices and attitudes towards both new and existing technologies continue to shift and evolve. 

Although some would argue that the Internet has not revolutionized the communications household, 

others would take the opposite view. That said, it certainly continues to change various aspects of 

the communications household in Canada today. 

 

While the communications household continues taking on new forms, the Internet stabilizes its 

place as a mainstream part of the household. The ICT is largely employed to facilitate, not only a 

wide range of activities, but also create quick and easy access to information. Generally speaking, 

Internet use complements the usage of other technologies in the household.  

 

Specific patterns are developing, not only in relation to the home PC and Internet marketplace, but 

also in terms of the telephone service and television marketplace. There is mounting pressure, with 

each significant development, for service providers to respond to the challenges brought about by 

every new shift. 

 

This report is designed to focus on the shifts in the communications household, and to provide 

decision makers with a sense of the current trends, needs and preferences. 
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OverviewOverviewOverviewOverview    

 

Uptake and usage of Information 

Communications Technologies (ICTs) is 

perpetually shaping and shifting the 

landscape of the communications 

household, with the adoption of newer 

technologies fostering changing attitudes 

and practices in the home. The penetration 

of home PCs combined with home Internet 

access in Canadian households is a case in 

point. As the communications household 

continues to evolve, key trends emerge that 

are worthy of attention.  

 

Internet use in CanadaInternet use in CanadaInternet use in CanadaInternet use in Canada    

Recent Internet use in Canada:Recent Internet use in Canada:Recent Internet use in Canada:Recent Internet use in Canada:    

The majority of Canadians are recent 

Internet users, having been online either at 

home or elsewhere in the past 3 months. In 

fact, only 15 per cent of Canadians have 

never used the Internet. That said, 

generational differences persist with recent 

Internet usage. For instance, younger 

Canadians comprise the largest group of 

recent users, while seniors comprise the 

smallest (albeit recent usage is slowly 

increasing among seniors, nearing majority 

status with every passing year).  

A note on digital divide:A note on digital divide:A note on digital divide:A note on digital divide:    

The gap between the information rich and 

poor is significantly smaller in relation to 

gender, age, household income levels, region 

and location than it was even 5 years ago. 

Today, it is encouraging to see a majority in 

each group consisting of recent Internet 

users (with the sole exception of seniors). 

Notwithstanding, a greater proportion of 

Canadians from higher income households 

are recent Internet users. Regionally, British 

Columbia, Alberta and Ontario are still 

slightly ahead of Atlantic Canada, Quebec 

and the Prairies. Urban locations are also 

still slightly ahead of rural locations. Ongoing 

efforts are still necessary to attempt to 

bridge the gap between the haves and have 

nots.  

The changing face of Internet users:The changing face of Internet users:The changing face of Internet users:The changing face of Internet users:    

While continuing to increase, the growth in 

recent Internet use has slowed dramatically 

since 2001. Instead of an influx of new 

users, a majority are emerging as 

experienced users. Today, nearly 3 in 5 

Canadians have been online for 4 years and 

longer.  

Internet users also are online more 

frequently than they have been in previous 

years. The incidence of daily/almost daily 

usage is up over 20 percentage points from 

2000.  

 

Internet access maInternet access maInternet access maInternet access marketplacerketplacerketplacerketplace    

Primary sources of information:Primary sources of information:Primary sources of information:Primary sources of information:    

Primary information sources vary in relation 

to the nature of information being sought 

out. For example, the majority of Canadians 

prefer print media for local/community 

information and television for news and 

public affairs. Internet websites are being 

used as a significant source of information 

for travel, products and services and 

government, especially in the case of 

Canadians in the 25 and under and 25 to 44 

segments.  

Activities onlineActivities onlineActivities onlineActivities online::::    

Although podcasts have been available to 

Internet users for quite sometime, the 

overwhelming majority of users have not 

visited/listened to a podcast in the past year. 

In this sense, podcasting has yet to take off 

with Canadian Internet users. While blogs 

are generally more popular, only 12 per cent 

have visited/read a blog 12 times and more 

in the past year. Even though blogs have 

become more diversified, sophisticated and 

professional in recent years, they are still 

primarily used by Internet users in the 25 
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and under segment. Despite infrequent 

podcasting and visits to blogs, Internet users 

are shopping, banking and conducting 

government-related activities online quite 

frequently.  

 

The home PC and Internet access The home PC and Internet access The home PC and Internet access The home PC and Internet access 

marketplacemarketplacemarketplacemarketplace    

PCs in Canadian households:PCs in Canadian households:PCs in Canadian households:PCs in Canadian households:    

While the overall penetration of PCs has 

slowed in recent years, a trend towards the 

multiple PC household is beginning to 

emerge. The wider family appeal of the 

desktop contributes to a higher incidence of 

these PCs in Canadian households.  

With influx of computer contaminants and 

malware in recent years, many Canadians 

are protecting their desktops and laptops by 

installing automatic virus scanning software, 

firewalls and anti-spyware software.  

Internet access:Internet access:Internet access:Internet access:    

With 3 in 4 reporting that they can connect 

online from home, access to the Internet is 

largely mainstream for the overwhelming 

majority of Canadian households. With the 

developing trend towards multiple PCs, it is 

not surprising that the number of wireless 

home networks is also starting to increase.  

As the face of Internet users becomes more 

experienced and the applications continue to 

evolve, high-speed Internet access is in 

demand. The upward trend towards high-

speed Internet continues to make significant 

leaps. In fact, the proportion of Canadians 

with high-speed access at home has now 

surpassed the 1 in 2 mark (56 per cent).The 

number of households with high-speed 

Internet is considerably high across different 

household income levels, regions and 

locations in Canada. 

Attitudes towards Attitudes towards Attitudes towards Attitudes towards home Internet access:home Internet access:home Internet access:home Internet access:    

Not surprisingly, the number of Canadians 

considering the home PC and Internet 

access mutually “essential” increases each 

year. Today, that number is nearing majority 

status.  

Surfing the web at home:Surfing the web at home:Surfing the web at home:Surfing the web at home:    

Although Canadians report that home and 

work are the most prominent points of 

Internet access, the household remains the 

primary point of access. The overwhelming 

majority of Internet users have used the 

Internet in their home, more than anywhere 

else, in the past three months. 

 

The telephone marketplaceThe telephone marketplaceThe telephone marketplaceThe telephone marketplace    

Penetration of cPenetration of cPenetration of cPenetration of cellphones and mobile email ellphones and mobile email ellphones and mobile email ellphones and mobile email 

devices:devices:devices:devices:    

Ownership of cellphones and mobile email 

devices has increased after remaining 

unchanged over the past three years. 

Although the increase is minimal, it is an 

encouraging step forward for cellphone 

companies and service providers.  

Attitudes toward cellphones:Attitudes toward cellphones:Attitudes toward cellphones:Attitudes toward cellphones:    

The significance of the cellphone to 

Canadian households is somewhat clouded 

by scattered views. While half suggest that it 

holds some importance, a minority report 

having a cellphone to be “essential.”  

Although a sizable number report being 

extremely unlikely to switch to using a 

cellular phone as their primary home phone, 

1 in 5 suggests that they are somewhat 

amenable to the idea of cutting their 

landlines. At least in the near future, 

landlines will continue to remain an integral 

part of the communications household.  

 

The television marketplaceThe television marketplaceThe television marketplaceThe television marketplace    

Television in Canadian households:Television in Canadian households:Television in Canadian households:Television in Canadian households:    

The television marketplace remains largely 

unchanged. Television ownership is still 

scattered in terms of the numbers of 

televisions in individual households. 

Televisions with smaller screens continue 

outnumbering televisions with larger 

screens.  
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HDTVs, DVDs and PVRs:HDTVs, DVDs and PVRs:HDTVs, DVDs and PVRs:HDTVs, DVDs and PVRs:    

Ownership of HDTVs is increasing across all 

income levels with several Canadians who 

report having either a HD ready/compatible 

television or an HD set-top box/antenna 

enabling them to view HD channels.  

As DVDs have become more affordable, 

there is an increased trend towards owning 

more than one unit per household. Today, 

1 in 4 Canadians reports having 2 or more 

units in their household.  

Penetration of PVRs has increased 

significantly since last year. Notwithstanding, 

overall awareness has yet to increase as 

many still do not own a PVR. 
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Internet use in CanadaInternet use in CanadaInternet use in CanadaInternet use in Canada    
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HighlightsHighlightsHighlightsHighlights

• The majority of Canadians are recent Internet users, with only 1 in 8 never 

having been online. 

• Demographic patterns remain reasonably stable across the board, although 

large generational differences persist. Younger Canadians continue to represent 

the highest usage group and seniors continue to represent the lowest usage 

group. It is, however, noteworthy that recent Internet use is slightly higher with 

seniors. 

• In terms of household income, region and location, the majority in each group 

consists of recent Internet users.

• While new Internet users become fewer and fewer every year, current Internet 

users are not only becoming more experiences, but also spending more time 

online. The proportion of users who are online daily/almost daily is now almost 

at 8 in 10, up sharply from a little over half in 2000. 
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OnlyOnlyOnlyOnly 1 in 8 Canadians have never used the Internet. In fact, the 

overwhelming majority have gone onlineoverwhelming majority have gone onlineoverwhelming majority have gone onlineoverwhelming majority have gone online in the span of the past three 

months. Interestingly, recent Internet use is largely unchangedrecent Internet use is largely unchangedrecent Internet use is largely unchangedrecent Internet use is largely unchanged over the 

past few years. The most recent trend suggests little potential for further 

increase in the number of recent Internet users it the shorter term. There 

are, however, large generational differences that persist. That said, almost 

a majority of seniors—the lowest usage group—have had at least some 

experience with the Internet. 
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In the past 3 months, have you used the Internet, either at home or elsewhere?

(BASE:  All Canadians; July 06, n=4518)

Overall, Internet use remains widespread:Overall, Internet use remains widespread:Overall, Internet use remains widespread:Overall, Internet use remains widespread:
The overwhelming majority of Canadians have recently been online, with almost 4 in 5 having 

used the Internet in the past three months. In fact, only 15 per cent have never been online.

Recent Internet usage

 
 
 
 

68686868

8888

23232323

75757575

7777

19191919

78787878

7777

15151515

78787878

8888

15151515

0

10

20

30

40

50

60

70

80

90

100

Recent Internet usage Previous Internet usage Never used the Internet

2001 2003 2005 2006

Q:Q:Q:Q:

In the past 3 months, have you used the Internet, either at home or elsewhere? [IF NO] Have you ever used the Internet before?

(BASE: All Canadians; July 06, n=4517)
 



 

 

14 INFORMATION TECHNOLOGY – UPTAKE AND USAGE AND THE COMMUNICATIONS HOUSEHOLD 

90909090

8888
3333

93939393

6666
1111

94949494

5555
1111

94949494

5555
1111

0

10

20

30

40

50

60

70

80

90

100

Recent Internet usage Previous Internet usage Never used the Internet

2001 2003 2005 2006

Q:Q:Q:Q:
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Usage remains virtually universal in the 25 and under segment:Usage remains virtually universal in the 25 and under segment:Usage remains virtually universal in the 25 and under segment:Usage remains virtually universal in the 25 and under segment:
Considering their enthusiasm for new media and the gregarious nature of youth culture, it is 

not surprising that the MyPod generation continues to represent the age group with the 

greatest numbers of recent Internet users.
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25 to 44

Very few from the 25 to 44 segment have never been online :Very few from the 25 to 44 segment have never been online :Very few from the 25 to 44 segment have never been online :Very few from the 25 to 44 segment have never been online :
With differing needs, significant comfort with technology and greater responsibilities, those 

aged 25 to 44 are only slightly less likely to have recently gone online than the under 25 

segment.
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45 to 64

There is little change in usage in the 45 to 64 segment:There is little change in usage in the 45 to 64 segment:There is little change in usage in the 45 to 64 segment:There is little change in usage in the 45 to 64 segment:
Internet usage patterns remain largely stable since 2005. 
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65 and over

Online experience is approaching majority status amongst seniorsOnline experience is approaching majority status amongst seniorsOnline experience is approaching majority status amongst seniorsOnline experience is approaching majority status amongst seniors::::
Internet use continues to increase, with 2 in 5 seniors online in the past three months. The 

proportion of seniors with online experience is continuing to move towards majority status.
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DemographicDemographicDemographicDemographic patterns have remained fairly stable throughout the patterns have remained fairly stable throughout the patterns have remained fairly stable throughout the patterns have remained fairly stable throughout the 

years, with the exception of seniorsyears, with the exception of seniorsyears, with the exception of seniorsyears, with the exception of seniors slowly increasing their recent Internet 

use. With respect to household income, over the last few years, it is 

interesting to note that the majority in each income group have become majority in each income group have become majority in each income group have become majority in each income group have become 

recent Internet usersrecent Internet usersrecent Internet usersrecent Internet users. Regionally, British Columbia, Alberta and Ontario 

remain slightly ahead of Atlantic Canada, Quebec and the Prairies. 

Correspondingly, urban locations in Canada remain ahead of rural

locations by approximately 10 percentage points. While the digital divide 

remains a reality in Canada, the gap between the haves and havegap between the haves and havegap between the haves and havegap between the haves and have----nots has nots has nots has nots has 

narrowednarrowednarrowednarrowed. Today, the overwhelming majority of all segments, with the 

exception of seniors, report recent usage. 
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Recent Internet usage 

% of Canadians using Internet in past 3 months 

 1997 1999 2000 2001 2002 2003 2005 2006 

         

All CanadiansAll CanadiansAll CanadiansAll Canadians    37 51 60 68 68 74 78 78 

 
Gender 

  
 

     

Males 44 56 64 73 73 76 79 80 

Females 31 45 57 65 63 72 76 76 

 
AgeAgeAgeAge    

  
 

     

25 and under 61 72 85 90 89 93 94 94 

25 — 44 44 57 70 81 79 86 89 88 

45 — 64 32 47 54 61 63 70 77 77 

65 and over 7 17 21 28 25 35 36 39 

 
Household IncomeHousehold IncomeHousehold IncomeHousehold Income    

  
 

     

<$20k 28 28 40 46 45 52 57 58 

$20 — $39k 29 39 50 57 56 63 69 67 

$40 — $59k 35 53 62 72 70 77 80 80 

$60 — $79k 51 65 75 81 85 88 91 88 

$80 — $99k 58 74 79 90 84 91 93 92 

$100k + 66 79 84 91 89 94 93 95 

    
RegionRegionRegionRegion    

  
 

     

British Columbia 39 56 67 75 76 78 83 83 

Alberta 37 56 63 73 66 77 81 83 

Prairies 31 50 55 68 63 72 75 70 

Ontario 37 56 65 73 70 78 81 81 

Quebec 41 40 51 59 63 67 72 71 

Atlantic Canada 34 46 54 62 67 70 70 73 

    
LocationLocationLocationLocation    

  
 

     

Urban -- 54 63 72 72 76 80 80 

Rural -- 41 50 57 55 65 70 70 

         

         

Q:Q:Q:Q:    
In the past 3 months, have you used the Internet, either at home or elsewhere? 
(BASE: All Canadians; July 06, n=4,518) 
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TheTheTheThe face of the Canadian Internet user is changing, with the majority

having been online for four years and longer. Not only are current Internet current Internet current Internet current Internet 

users more experiencedusers more experiencedusers more experiencedusers more experienced, but also are continuing to increase their time continuing to increase their time continuing to increase their time continuing to increase their time 

onlineonlineonlineonline. The incidence of daily/almost daily usage is fast approaching 8 in 

10 users.  
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Internet users online more frequently than in past years: Internet users online more frequently than in past years: Internet users online more frequently than in past years: Internet users online more frequently than in past years: 
Canadians who are online today continue to do so more frequently. While a little over half of 

users went online daily/almost daily back in 2000, the proportion is now almost 8 in 10. 

Incidence of daily/almost daily usage
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How long have you been using the Internet?
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The majority of users already have considerable experience onlinThe majority of users already have considerable experience onlinThe majority of users already have considerable experience onlinThe majority of users already have considerable experience online: e: e: e: 
Despite little growth in overall usage, Canadians continue to become more and more 

experienced users.
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Recent activitRecent activitRecent activitRecent activities onlineies onlineies onlineies online    
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HighlightsHighlightsHighlightsHighlights

• Primary sources of information are divided across the board. Most notably, a 

sizeable number of Canadians have turned to websites for government 

information, travel information and information on products/services. 

• Podcasting is quite slow to grow with Internet users, except in the case of 

younger males. Although podcasting has been available since 2003, the 

distribution of multimedia files via syndication feed has yet to catch on.

• While Internet users are more likely to visit/read a blog than to download/listen 

to a podcast, the proportion engaging in this activity remains low. Even though 

blogs are considerably more diverse, elaborate and professional than they have 

been in the past, few Internet users frequent blogs regularly. Correspondingly, 

blogs have yet to emerge as a reliable alternative information source.

• The majority of Internet users are most likely to shop, bank and conduct 

government related activities online. 
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InternetInternetInternetInternet websites are becoming significant sources of information for 

travel, products/services and governmenttravel, products/services and governmenttravel, products/services and governmenttravel, products/services and government. It is interesting to note that the 

Internet is a primary source for government information for Canadians in 

the 25 and the 25 to 44 segments.
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Primary information sources (A) 

(Per cent) 

 

Print (news-
papers, 

magazines) TV Radio 
Internet 
websites 

Internet 
blogs and 
forums Other 

       

Entertainment information  66 69 49 42 5 9 

Local/community information 75 37 42 18 1 11 

Government information 51 45 27 50 1 14 

News and public affairs 65 78 53 32 3 7 

Business information 55 37 20 35 2 11 

Travel information 52 31 15 59 4 16 

Information on products/services 59 49 30 57 5 17 

       

       

Q:Q:Q:Q: 
Where do you primarily get information on the following topics from? 
(BASE: All Canadians, Aug./Sept. 06, n=1586) 
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Primary information sources (B) 

(Per cent) 

 

Print (news-
papers, 

magazines) TV Radio 
Internet 
websites 

Internet 
blogs and 
forums Other 

       

Local/Community InformationLocal/Community InformationLocal/Community InformationLocal/Community Information       

AgeAgeAgeAge          

25 and under 65 36 39 20 1 13 

25 — 44 74 39 46 23 2 11 

45 — 64 81 36 38 18 1 12 

65 and over 76 37 39 5 1 9 

Net userNet userNet userNet user          

Yes 77 35 41 23 1 11 

No 68 44 42 1 -- 13 

       

Government informationGovernment informationGovernment informationGovernment information          

AgeAgeAgeAge          

25 and under 48 48 27 52 2 11 

25 — 44 44 42 24 66 2 13 

45 — 64 52 46 29 45 1 17 

65 and over 69 49 33 15 1 12 

Net userNet userNet userNet user       

Yes 47 42 25 63 2 13 

No 64 55 34 4 -- 15 

       

       

News and public affairsNews and public affairsNews and public affairsNews and public affairs          

AgeAgeAgeAge    57 77 50 41 2 9 

25 and under 64 79 55 40 5 7 

25 — 44 68 79 52 28 2 7 

45 — 64 68 76 54 12 2 5 

65 and over       

Net userNet userNet userNet user       

Yes 66 80 55 41 4 6 

No 63 74 47 1 1 9 

       

Information on products/servicesInformation on products/servicesInformation on products/servicesInformation on products/services       

AgeAgeAgeAge       

25 and under 44 39 25 70 6 13 

25 — 44 55 49 30 72 7 17 

45 — 64 67 51 30 52 3 19 

65 and over 67 54 33 19 2 16 

Net userNet userNet userNet user       

Yes 57 45 28 73 6 18 

No 67 62 36 3 1 14 

       

       

Q:Q:Q:Q: 
Where do you primarily get information on the following topics from? 
(BASE: All Canadians, Aug./Sept. 06, n=1586) 
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TheTheTheThe distribution of multimedia onlinedistribution of multimedia onlinedistribution of multimedia onlinedistribution of multimedia online via syndication feeds has yet to has yet to has yet to has yet to 

catch oncatch oncatch oncatch on, with less than 2 in 10 Internet users having downloaded and 

listened to a podcast in the past year. 
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Podcasting slow to grow despite ubiquity in cyberspace since 200Podcasting slow to grow despite ubiquity in cyberspace since 200Podcasting slow to grow despite ubiquity in cyberspace since 200Podcasting slow to grow despite ubiquity in cyberspace since 2003:3:3:3:
With nearly 4 in 5 users not having downloaded/listed to a podcast in the past year, 

podcasting remains slow to catch on as a means of receiving multimedia files online. Younger 

males, with their enthusiasm for multimedia products, are most likely to adopt podcasting. 
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Podcasting adopted mostly by males in the 25 and under segment:Podcasting adopted mostly by males in the 25 and under segment:Podcasting adopted mostly by males in the 25 and under segment:Podcasting adopted mostly by males in the 25 and under segment:
It is not surprising younger men, with their undeniable enthusiasm for multimedia products, 

are more likely to adopt podcasting than other segments. 
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Q:Q:Q:Q:

Thinking about the past year, how often have you done the following over the Internet…downloaded and listened to a podcast?
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WhileWhileWhileWhile blogs are generally more popular with Internet users, the 

frequency of visiting and reading blogs remains lowfrequency of visiting and reading blogs remains lowfrequency of visiting and reading blogs remains lowfrequency of visiting and reading blogs remains low. Only 12 per cent have 

ventured to visit and read blogs at least 12 times (which is the equivalent 

of once a month on average in the past year). This suggests that the blog 

have yet to catch on as a reliable source of information. 
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The popularity of blogs remains low with The popularity of blogs remains low with The popularity of blogs remains low with The popularity of blogs remains low with overwhelmingoverwhelmingoverwhelmingoverwhelming majority:majority:majority:majority:
Despite the growing sophistication of modern blogs and variety of content posted, fewer than 

half have visited or read a blog in the past year, with only 12 per cent having done so an 

average of once a month. There is a sharp generational pattern with younger Canadians.
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Blogosphere chiefly composed of 25 and under and 25 to 44 segmenBlogosphere chiefly composed of 25 and under and 25 to 44 segmenBlogosphere chiefly composed of 25 and under and 25 to 44 segmenBlogosphere chiefly composed of 25 and under and 25 to 44 segments: ts: ts: ts: 
Considering the various uses of blogs, it is not surprising that this form of online 

communication is mostly attuned to the needs and interests of specific population segments.  
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WhileWhileWhileWhile the majority of Canadians have not visited a blog in the past year, 

half of those who have posted comments. Those posting on blogs are 

doing so as often under their own names, as they are anonymously. 
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Privacy and security concerns have little discernable impact on Privacy and security concerns have little discernable impact on Privacy and security concerns have little discernable impact on Privacy and security concerns have little discernable impact on blog posts : blog posts : blog posts : blog posts : 
Those who visit blogs and post comments in response to the content are almost as likely to 

post anonymously as they are to post under their own names. Younger Canadians and males 

are more likely to post comments on blogs anonymously or under their own name than other 

segments. 

81818181

9999
4444 4444

81818181

8888
3333 5555

0

10

20

30

40

50

60

70

80

90

Not in past year 1-4 times 5-11 times 12 times +

Posted anonymously Posted under own name

Q:Q:Q:Q:

Thinking about the past year, how often have you done the following over the Internet?

(BASE:  All Canadians; Aug./Sept. 06, n=630)
 

 
 
 

Young men tend to post in greater numbers than other segments :Young men tend to post in greater numbers than other segments :Young men tend to post in greater numbers than other segments :Young men tend to post in greater numbers than other segments :
Despite the variety of Internet users who frequent blogs, young men are more likely to post 

comments on blogs than other segments. These comments are most commonly anonymous. 
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NotwithstandingNotwithstandingNotwithstandingNotwithstanding infrequent podcasting and visits to blogs, Internet Internet Internet Internet 

users are conducting other online activities with greater frequeusers are conducting other online activities with greater frequeusers are conducting other online activities with greater frequeusers are conducting other online activities with greater frequencyncyncyncy. 

Examples of these include shopping online, Internet banking and online 

government activities. 
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EEEE----consumers shopping more frequently in greater numbers:consumers shopping more frequently in greater numbers:consumers shopping more frequently in greater numbers:consumers shopping more frequently in greater numbers:
The proportion of e-consumers who have purchased online only once or have not purchased 

at all in the past year is now less than 1 in 4.
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And have you ever purchased a product or service from an online auction such as ebay? 

(BASE: All Canadians; Jan. 05, n=651)

Incidence in  past 12 months

Q:Q:Q:Q:

In the past twelve months, approximately how many times have you purchased anything over the Internet? 

(BASE:  e-consumers; July 06, n=976)  
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Frequency of online banking activities varies across net bankersFrequency of online banking activities varies across net bankersFrequency of online banking activities varies across net bankersFrequency of online banking activities varies across net bankers::::
Net bankers are divided in terms of the frequency  of online banking activities conducted in a 

given month, with the largest group using Internet banking between 1-4 times.
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How many times did you use Internet banking in the past month? 
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Q:Q:Q:Q:

Have you ever done any of the following activities with governments over the Internet?

(Base: Internet users; July 06, n=3382)
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Internet users

Incidence of online governmentIncidence of online governmentIncidence of online governmentIncidence of online government----related activities up in many areasrelated activities up in many areasrelated activities up in many areasrelated activities up in many areas::::
The overwhelming majority of Internet users have engaged in some form of interaction with 

government online. In fact, only 13 per cent have not engaged in any common form of 

interaction. 
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The home PC and Internet access marketplaceThe home PC and Internet access marketplaceThe home PC and Internet access marketplaceThe home PC and Internet access marketplace    
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HighlightsHighlightsHighlightsHighlights

• PC ownership is up, both in terms of a growing incidence of households with at least 

one PC and households with multiple PCs. Owning a desktop PC is still more popular 

than laptop PCs, with slightly over half of Canadians reporting that they have at least 

one desktop PC at home. 

• The overwhelming majority of Canadians are taking some measures to avoid computer 

contaminants, with most having installed virus scanning software on their PCs. It is also 

common for Canadians to have installed firewalls and anti-spyware software. 

• Internet access is almost at par with ownership of at least one PC in Canadian 

households. This year 3 in 4 reported having Internet access at home, up slightly since 

2005. 

• Although it is still common for Canadians to access the Internet at work, the household 

is the dominant Internet access point. 

• With Internet users predominantly online at home, it is not surprising that close to a 

majority consider the PC and Internet access mutually “essential” in their households. 

• Wireless home networks have started becoming more common than wired home 

networks. 

• The upwards trend towards high-speed Internet access continues and has now 

surpassed the 1 in 2 mark for the first time. 
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NotNotNotNot only is there a growing incidence of at least one PC in Canadian growing incidence of at least one PC in Canadian growing incidence of at least one PC in Canadian growing incidence of at least one PC in Canadian 

householdshouseholdshouseholdshouseholds, but the incidence of multiple PC households is also on the incidence of multiple PC households is also on the incidence of multiple PC households is also on the incidence of multiple PC households is also on the 

riseriseriserise. Not surprisingly, desktop PCs remain more abundant than laptop PCs. 

The overwhelming majority report taking precautions to prevent computer 

contaminants/malware with automatic virus scanning software and anti-

spyware installed on their PCs.
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PC ownership continues to rise, with multiple PCs increasingly cPC ownership continues to rise, with multiple PCs increasingly cPC ownership continues to rise, with multiple PCs increasingly cPC ownership continues to rise, with multiple PCs increasingly common:ommon:ommon:ommon:
While PC penetration continues to grow slowly, the multiple PC household has rapidly become 

commonplace.
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The incidence of households with at least PCs has dropped since The incidence of households with at least PCs has dropped since The incidence of households with at least PCs has dropped since The incidence of households with at least PCs has dropped since last yearlast yearlast yearlast year
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How many of the following do you have in your household? — # desktop/laptop PCs 

(BASE:  All Canadians; Aug./Sept. 06, n=1586)
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Ownership of desktop PCs takes priority over laptops:Ownership of desktop PCs takes priority over laptops:Ownership of desktop PCs takes priority over laptops:Ownership of desktop PCs takes priority over laptops:
Considering the greater appeal of the desktop PC to the family, it is not surprising that laptops 

are less commonly found in Canadian households.
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Laptops are less commonly found in households across Canada:Laptops are less commonly found in households across Canada:Laptops are less commonly found in households across Canada:Laptops are less commonly found in households across Canada:

Q:Q:Q:Q:

How many of the following do you have in your household? — # Desktop PCs — # Laptop PCs

(BASE:  All Canadians; Aug./Sept. 06, n=1586)

76767676

19191919

3333 1111

69696969

24242424

4444
1111

0

10

20

30

40

50

60

70

80

90

100

Do not own Laptop PC 1 Laptop PC 2 Laptop PCs 3 + Laptop PCs

2005 2006

Incidence of Laptop PCs

 



 

 

 

EKOS RESEARCH ASSOCIATES 45 

Measures commonly taken to prevent computer contaminants/Measures commonly taken to prevent computer contaminants/Measures commonly taken to prevent computer contaminants/Measures commonly taken to prevent computer contaminants/malwaremalwaremalwaremalware: : : : 
Considering the potential harm of the various existing computer contaminants, it is not 

surprising that the overwhelming majority has invested and installed anti-malware products. 
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Q:Q:Q:Q:

Are any of the following installed on your computer(s) at home? [Select all that apply]

(BASE: All Canadians with laptops and PCs; Aug./Sept. 06, n=1335)
 

 
 
 

Virus scanning software updates typically occur automatically:Virus scanning software updates typically occur automatically:Virus scanning software updates typically occur automatically:Virus scanning software updates typically occur automatically:
Although behavior surrounding virus scanning software tends to vary amongst Canadians, 

regular updates typically occur automatically. 
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How often is your virus scanning software updated? 
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InternetInternetInternetInternet access is mainstream in Canadian householdsaccess is mainstream in Canadian householdsaccess is mainstream in Canadian householdsaccess is mainstream in Canadian households, with wireless 

networks beginning to take off. Close to a majority of Canadians view both 

PCs and Internet access in their households as “essential." Not 

surprisingly, Canadians are predominantly online at homeCanadians are predominantly online at homeCanadians are predominantly online at homeCanadians are predominantly online at home. 
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Q:Q:Q:Q:

Do you currently have access to the Internet, either at home, work or elsewhere? 

(BASE:  All Canadians; July 06, n=4518)

Internet access remains normative in Canadian households:Internet access remains normative in Canadian households:Internet access remains normative in Canadian households:Internet access remains normative in Canadian households:
Home access to the Internet has progressively become mainstream. Only 1 in 4 households 

remain without Internet access.

Per cent with home Internet access

 
 
 
 

Households with home networks increasingly wireless:Households with home networks increasingly wireless:Households with home networks increasingly wireless:Households with home networks increasingly wireless:
Wired home networks are becoming a trend of the past with significant increases, by almost 

10 per cent, to wireless home networks. 
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48 INFORMATION TECHNOLOGY – UPTAKE AND USAGE AND THE COMMUNICATIONS HOUSEHOLD 

Close to a majority consider home PC and Internet access Close to a majority consider home PC and Internet access Close to a majority consider home PC and Internet access Close to a majority consider home PC and Internet access ““““essentialessentialessentialessential””””::::
Perceptions concerning the importance of both the home PC and Internet access in 

households have made tremendous leaps since the late 1990s. In fact, Canadians distinguish 

little between the importance of two, with 4 in 10 saying both are essential.
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Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: 
While there are various potential locations to go online, home and work remain the most 

prominent access points for most Canadians.
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Do you currently have access to the Internet, either at home, work or elsewhere? 
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Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: 
While there are various potential locations to go online, home and work remain the most 

prominent access points for the most Canadians.
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Q:Q:Q:Q:

Where have you used the Internet in the past three months?

(BASE:  Internet  users; July 06, n=3382)

Users are predominately online at home: Users are predominately online at home: Users are predominately online at home: Users are predominately online at home: 
Given that the overwhelming majority of households have home Internet access, it is not 

surprising that 9 in 10 users are most likely to surf at home.

 
 
 
 

Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: Home and work remain the most prominent Internet access points: 
While there are various potential locations to go online, home and work remain the most 

prominent access points for the most Canadians.
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WhileWhileWhileWhile there has been little change in the proportion of Canadian 

households with Internet access, the type of Internet access is changing in the type of Internet access is changing in the type of Internet access is changing in the type of Internet access is changing in 

Canadians householdsCanadians householdsCanadians householdsCanadians households. Households with regular dial-up are decreasing 

and those with highthose with highthose with highthose with high----speed are increasingspeed are increasingspeed are increasingspeed are increasing. This switch is taking place 

across both households with different incomes and among different 

regions in Canada.
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Home Internet Access 

% of Canadians with home Internet access 

 1997 1999 2000 2001 2002 2003 2005 2006 

         

All CanadiansAll CanadiansAll CanadiansAll Canadians    28 44 51 59 62 67 72 75 

 
GenderGenderGenderGender    

  
 

     

Males 33 50 56 62 66 70 74 77 

Females 23 39 47 50 58 64 70 72 

 
AgeAgeAgeAge    

  
 

     

25 and under 39 57 69 73 77 79 83 88 

25 — 44 32 48 57 66 68 75 80 83 

45 — 64 29 44 50 56 61 65 72 74 

65 and over 6 20 22 29 29 40 41 44 

    
Household IncomeHousehold IncomeHousehold IncomeHousehold Income    

  
 

     

<$20k 16 23 31 35 42 42 49 56 

$20 — $39k 20 30 39 46 51 55 61 63 

$40 — $59k 27 46 54 60 62 70 74 76 

$60 — $79k 40 57 64 72 73 80 83 83 

$80 — $99k 49 65 68 81 79 86 87 91 

$100k + 55 76 80 83 86 89 89 92 

 
RegionRegionRegionRegion    

  
 

     

British Columbia 32 51 57 63 69 73 80 81 

Alberta 31 48 49 63 56 69 75 81 

Prairies 21 38 46 53 54 64 67 71 

Ontario 30 50 59 64 66 72 77 78 

Quebec 23 34 42 50 56 58 64 64 

Atlantic Canada 28 38 44 50 60 62 59 72 

    
LocationLocationLocationLocation    

  
 

     

Urban -- 47 54 62 66 69 74 76 

Rural -- 35 43 49 51 59 64 67 

         

         

Q:Q:Q:Q:    
Do you currently have access to the Internet at home? 
(BASE: All Canadians; July 06, n=4,518) 
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Desire for higher quality Internet access leaps from year to yeaDesire for higher quality Internet access leaps from year to yeaDesire for higher quality Internet access leaps from year to yeaDesire for higher quality Internet access leaps from year to year:r:r:r:
The upwards trend towards high-speed Internet access continues from year to year, as it has 

become more affordable and rural broadband solutions more common.  

49494949

36363636

15151515

41414141

32323232

25252525

40404040

33333333
27272727

33333333

26262626

38383838

29292929

20202020

49494949

27272727

15151515

56565656

0

10

20

30

40

50

60

70

80

90

100

No home access Regular dial-up High-speed 

2000 2001 2002 2003 2005 2006
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What type of Internet access is there in your household? 

(BASE: All Canadians; Aug./Sept. 06, n=1586)
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Type of Home Internet Access 

(Per cent) 

 
No home 
access 

Regular 
dial-up 

High-
speed 

    

Household IncomeHousehold IncomeHousehold IncomeHousehold Income       

<$20k 48 9 38 

$20 — $39k 42 15 41 

$40 — $59k 25 19 54 

$60 — $79k 16 14 68 

$80 — $99k 6 17 76 

$100k + 6 12 81 

    
RegionRegionRegionRegion    

  
 

British Columbia 20 12 65 

Alberta 22 9 67 

Prairies 33 13 53 

Ontario 21 17 59 

Quebec 38 15 45 

Atlantic Canada 29 15 55 

    
LocationLocationLocationLocation    

  
 

Urban 25 9 63 

Rural 34 33 32 

    

    

Q: 
What type of Internet access is there in your household? 
(BASE: All Canadians; Aug./Sept. 06, n=1586) 
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The telephone service marketplaceThe telephone service marketplaceThe telephone service marketplaceThe telephone service marketplace    
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HighlightsHighlightsHighlightsHighlights

• Views pertaining to the importance of cell phones remain divided. While 5 in 10 

Canadians deem cellphone service important to their households, only 2 in 10 

regard it as “essential”. Cellphone service is deemed “optional” by 2 in 10. 

• The likeness of switching from a landline to cellphone remains low, with nearly 

half reporting that they are “not at all likely” to use a cellular phone as their 

primary home telephone. Notwithstanding, 1 in 5 Canadians reported being at 

least somewhat likely to make the switch. 

• Penetration of cellular phone and mobile email devices rose slightly this year, 

after remaining the same since 2002. 
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DespiteDespiteDespiteDespite the ubiquity of cell phones, this communications technology is 

perceived mostly as complementary as opposed to an essential part of mostly as complementary as opposed to an essential part of mostly as complementary as opposed to an essential part of mostly as complementary as opposed to an essential part of 

Canadian householdsCanadian householdsCanadian householdsCanadian households. In the shorter-term, the future of the landline 

remains strong, although 1 in 5 Canadians say they are somewhat likely to 

cut their landline.
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Importance of cell phone service slow to grow in Canadian househImportance of cell phone service slow to grow in Canadian househImportance of cell phone service slow to grow in Canadian househImportance of cell phone service slow to grow in Canadian households:olds:olds:olds:
While views are divided, close to 1 in 2 still perceive cell phone service as being 

complementary rather than essential in Canadian households. 
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Q:Q:Q:Q:

How comfortable would you be making a payment to the government using a credit card over the Internet?

(BASE: All Canadians; XXXn. 05, n=XXXX)

Q:Q:Q:Q:
How important is it to your household to have access to …?

(BASE: All Canadians; Aug./Sept. 06, n=630)

 
 
 
 

5555
10101010 10101010 12121212

19191919 19191919
23232323

0

10

20

30

40

50

60

70

80

1998 1999 2000 2001 2003 2005 2006

Cellular phone service

Q:Q:Q:Q:

How important is it to your household to have access to cellular phone service? 

(BASE:  All Canadians; Aug./Sept. 06, n=1586)

Importance of cell phone service to Canadian householdsImportance of cell phone service to Canadian householdsImportance of cell phone service to Canadian householdsImportance of cell phone service to Canadian households

Per cent saying “Essential” (7 on a 7-point scale)
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Correspondingly, likeliness of switching from landlines to cell Correspondingly, likeliness of switching from landlines to cell Correspondingly, likeliness of switching from landlines to cell Correspondingly, likeliness of switching from landlines to cell phones low:phones low:phones low:phones low:
The majority would be unlikely to opt for cellphone service over landlines as a central mode of 

contact. 
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Q:Q:Q:Q:

How likely is it that you will switch to using a cellular phone as your primary home telephone instead of a conventional land-based 

telephone line within the next two years?

(BASE: All Canadians; Aug./Sept. 06, n=1586)
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Cellular phone serviceQ:Q:Q:Q:

Do you or another member of your household have a cellular phone or other type of mobile email device (e.g., Blackberry, palmOne Treo)?

(BASE: All Canadians; Aug./Sept. 06, n=1586)

Penetration of cellular phone and email devices increases:Penetration of cellular phone and email devices increases:Penetration of cellular phone and email devices increases:Penetration of cellular phone and email devices increases:
Nearly 2 in 3 now report that they or another member of their household have a cellular 

phone or other type of mobile email device. 

Per cent with at least one cellular phone or mobile email device
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The television marketplaceThe television marketplaceThe television marketplaceThe television marketplace    
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HighlightsHighlightsHighlightsHighlights

• The penetration of televisions, in general, remains largely unchanged from last 

year and the multiple television household remains the norm. 

• Ownership of smaller sized televisions (screens less than 32”) still surpasses 

ownership of larger sized televisions. Notwithstanding, it is important to note 

that the penetration of larger sized televisions is slowly climbing, while the 

penetration of smaller sized televisions remains stable.

• As DVD players become considerably more affordable than they were in 

previous years, the overall penetration is beginning to increase. 

• While the overall ownership of PVRs has increased considerably since last year, 

its overall popularity has yet to catch on. A majority of Canadians still do not 

own a PVR. 
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TheTheTheThe penetration of televisions is relatively unchangedpenetration of televisions is relatively unchangedpenetration of televisions is relatively unchangedpenetration of televisions is relatively unchanged. Canadians remain 

divided in relation to the number of televisions within their households. 

Smaller size televisions still dominate over larger sized screens. Ownership Ownership Ownership Ownership 

of of of of HDTVsHDTVsHDTVsHDTVs is slowly increasingis slowly increasingis slowly increasingis slowly increasing across all levels of household income. 
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Penetration of TVs largely unchanged:Penetration of TVs largely unchanged:Penetration of TVs largely unchanged:Penetration of TVs largely unchanged:
Although the number of televisions in Canadian households has increased slightly, the 

overwhelming majority still tend to own televisions with smaller screens. 

Q:Q:Q:Q:

How many of the following do you have in your household? — # TVs with screens less than 32” or with screens more than 32”

(BASE: All Canadians; Aug./Sept. 06, n=1586)
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TVs with screens less than 32”

Televisions with screen sizes less than 32Televisions with screen sizes less than 32Televisions with screen sizes less than 32Televisions with screen sizes less than 32””””continue to dominate:continue to dominate:continue to dominate:continue to dominate:
The overwhelming majority have multiple televisions in their households with screens 

measuring less than 32”, although ownership of both smaller and larger screen televisions 

have slowly increased. 

 
 
 
 

Penetration of Laptop PCsPenetration of Laptop PCsPenetration of Laptop PCsPenetration of Laptop PCs

Q:Q:Q:Q:

How many of the following do you have in your household? — # TVs with screens less than 32”— # TVs with screens more than 32”

(BASE: Internet users; Aug./Sept. 06, n=1586)
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Ownership of HDTVs 

(Per cent) 

 
HD Ready/Compatible 

Currently connected to HD set-top 
box/antenna 

 None  1 2 3+ None 1 2 3+ 

            

TotalTotalTotalTotal    69 23 5 2 81 13 3 1 

            

Household IncomeHousehold IncomeHousehold IncomeHousehold Income            

<$20k 73 15 7 1 80 13 2 -- 

$20 — $39k 76 18 4 -- 79 13 4 2 

$40 — $59k 73 21 4 -- 84 9 4 2 

$60 — $79k 67 25 6 1 81 15 2 -- 

$80 — $99k 62 28 9 1 80 14 4 1 

$100k + 58 32 5 5 78 18 1 3 

         

         

Q:Q:Q:Q:    
How many of your TVs are high definition ready/compatible (HDTV)? And how many are currently 
connected to a high definition set-top box/antenna that enables you to view high definition channels? 
(BASE: All Canadians; Aug./Sept. 06, n=1586) 

 



 

 

72 INFORMATION TECHNOLOGY – UPTAKE AND USAGE AND THE COMMUNICATIONS HOUSEHOLD 

Overall penetration of DVD players increases with more affordablOverall penetration of DVD players increases with more affordablOverall penetration of DVD players increases with more affordablOverall penetration of DVD players increases with more affordable units: e units: e units: e units: 
The staggering changes in DVD penetration in Canadian households is by and large a product 

of the increased affordability of these units.

Q:Q:Q:Q:

How many of the following do you have in your household? — # DVD players 

(BASE: Internet users; Aug./Sept. 06, n=630)
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Penetration of Penetration of Penetration of Penetration of PVRsPVRsPVRsPVRs increased, but overall popularity yet to catch on:increased, but overall popularity yet to catch on:increased, but overall popularity yet to catch on:increased, but overall popularity yet to catch on:
Although ownership of PVRs has notably increased, including the ownership of multiple units, 

PVRs have yet to penetrate almost 7 in 10 Canadian households.

Q:Q:Q:Q:

How many of the following do you have in your household? — # DVD players — # Personal Video Recorders (PVRs) 

(BASE: All Canadians; Aug./Sept. 06, n=1586)
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Appendix A: Key Internet TrendsAppendix A: Key Internet TrendsAppendix A: Key Internet TrendsAppendix A: Key Internet Trends    
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E-commerce 

% of Canadians who have bought online 

 2000 2001 2002 2003 2005 2006 

 
All CanadiansAll CanadiansAll CanadiansAll Canadians    19 25 29 34 43 45 

    
GenderGenderGenderGender    

      

Males 23 30 34 39 48 49 

Females 14 20 23 29 39 41 

 
AgeAgeAgeAge    

      

25 and under 22 25 32 37 50 55 

25 — 44 24 33 35 44 54 55 

45 — 64 16 22 28 30 40 42 

65 and over 5 9 11 12 16 18 

 
Household IncomeHousehold IncomeHousehold IncomeHousehold Income    

      

<$20k 9 11 9 16 22 28 

$20 — $39k 11 16 19 23 32 34 

$40 — $59k 21 25 30 32 45 41 

$60 — $79k 28 33 42 44 53 53 

$80 — $99k 31 39 46 52 60 63 

$100k + 38 47 57 60 67 74 

 
RegionRegionRegionRegion    

      

British Columbia 24 31 35 37 54 53 

Alberta 20 24 29 37 44 53 

Prairies 17 22 28 32 38 43 

Ontario 22 30 34 38 47 50 

Quebec 11 15 18 24 34 32 

Atlantic Canada 18 24 27 31 37 42 

 
LocationLocationLocationLocation    

      

Urban 20 27 31 36 45 47 

Rural 13 19 20 26 34 36 

       

       

Q:Q:Q:Q:    
Have you ever purchased a product or service over the Internet? 
(BASE: All Canadians; July 06, n=4,517) 
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Internet banking 

% of Canadians banking online 

 2000 2001 2002 2003 2005 2006 

 
All CanadiansAll CanadiansAll CanadiansAll Canadians    16 24 27 32 43 46 

    
GenderGenderGenderGender    

      

Males 21 27 28 35 46 48 

Females 12 21 25 28 40 44 

 
AgeAgeAgeAge    

      

25 and under 14 21 25 33 47 50 

25 — 44 24 35 35 42 56 60 

45 — 64 14 21 25 28 39 42 

65 and over 5 6 9 11 15 18 

 
Household IncomeHousehold IncomeHousehold IncomeHousehold Income    

      

<$20k 6 12 12 15 23 27 

$20 — $39k 12 16 20 24 33 37 

$40 — $59k 18 25 29 32 47 48 

$60 — $79k 26 33 41 43 54 58 

$80 — $99k 28 40 44 49 61 65 

$100k + 31 41 43 53 61 70 

 
RegionRegionRegionRegion    

      

British Columbia 23 32 28 38 48 51 

Alberta 19 24 29 30 44 50 

Prairies 14 23 15 28 38 42 

Ontario 17 27 30 34 46 49 

Quebec 13 17 23 27 39 39 

Atlantic Canada 14 19 26 28 37 40 

 
LocationLocationLocationLocation    

      

Urban 17 26 29 34 45 48 

Rural 13 18 18 24 34 38 

       

       

Q:Q:Q:Q:    
Do you do any of your personal banking either using the Internet or the telephone? 
(BASE: All Canadians; July 06, n=4,518) 
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Comfort sending taxpayer information online 

% of Internet users reporting high comfort (5-7 on 7-point scale) 

 2000 2001 2002 2003 2005 2006 

 
All CanadiansAll CanadiansAll CanadiansAll Canadians    53 53 55 55 64 63 

    
GenderGenderGenderGender    

      

Males 56 60 57 57 67 66 

Females 49 47 51 53 61 61 

 
AgeAgeAgeAge    

      

25 and under 43 47 52 58 58 56 

25 — 44 56 56 57 60 70 68 

45 — 64 55 54 55 50 62 64 

65 and over 44 50 38 43 53 55 

 
Household IncomeHousehold IncomeHousehold IncomeHousehold Income    

      

<$20k 47 46 48 46 47 52 

$20 — $39k 49 49 46 48 61 59 

$40 — $59k 58 54 56 60 67 64 

$60 — $79k 62 59 68 62 70 64 

$80 — $99k 61 63 67 62 74 77 

$100k + 65 64 70 71 77 84 

 
RegionRegionRegionRegion    

      

British Columbia 51 55 55 59 68 64 

Alberta 56 56 50 59 61 63 

Prairies 55 51 38 51 65 66 

Ontario 53 55 61 56 65 64 

Quebec 52 47 50 53 61 58 

Atlantic Canada 48 50 53 47 66 60 

 
LocationLocationLocationLocation    

      

Urban 53 53 56 56 66 65 

Rural 47 50 47 50 56 56 

       

       

Q:Q:Q:Q:    
How comfortable would you be submitting your personal taxpayer information over the Internet to 
the Canada Revenue Agency, formerly Revenue Canada? Please use a scale from 1 to 7, where 1 is 
not at all comfortable, 7 is extremely comfortable, and 4 is somewhat comfortable. 
(BASE: Internet Users; July 06, n=1,691) 
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Appendix B: Service ProvidersAppendix B: Service ProvidersAppendix B: Service ProvidersAppendix B: Service Providers    
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Local telephone service providers: National 

(Per cent) 

 Canada 

 2003 2005 2006 

    

Bell 53 51 44 

Telus 24 23 21 

Aliant 5 6 5 

MTS (MB) 3 4 3 

SaskTel 3 2 2 

Sprint 1 1 -- 

East link -- 1 1 

Rogers -- 1 4 

Other 3 4 7 

DK/NR 3 8 11 

    

    

Q:Q:Q:Q: 
Does your household currently have local telephone service? If yes, please 
indicate which company provides that service. 
(BASE: Households with local telephone service; Aug./Sept. 06, n=1561) 
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Local telephone service providers: West 

(Per cent) 

 British Columbia Alberta Prairies 

 2003 2005 2006 2003 2005 2006 2003 2005 2006 

          

Bell -- -- -- 1 -- -- -- 1 3 

Telus 90 91 76 97 89 87 -- 1 1 

Aliant -- -- -- -- -- -- -- -- -- 

MTS (MB) -- -- -- -- -- -- 50 58 48 

SaskTel -- -- -- -- -- -- 45 30 30 

Sprint -- 1 -- -- 2 -- -- -- -- 

Eastlink -- -- -- -- -- -- -- -- 1 

Rogers -- 1 3 -- -- -- -- -- -- 

Other 4 -- 11 -- -- 6 1 2 4 

DK/NR 4 6 10 2 6 6 3 7 13 

          

 

 

 

 

 

Local telephone service providers: Central and East 

(Per cent) 

 Ontario Quebec Atlantic 

 2003 2005 2006 2003 2005 2006 2003 2005 2006 

          

Bell 89 84 75 78 78 63 1 1 9 

Telus -- -- 1 11 8 8 1 -- -- 

Aliant -- -- -- -- -- -- 81 71 58 

MTS (MB) -- -- -- -- -- -- -- -- -- 

SaskTel -- -- -- -- -- -- -- -- -- 

Sprint 1 2 -- 1 1 -- 1 -- -- 

Eastlink -- -- -- -- -- -- -- 7 9 

Rogers -- 1 8 -- -- 3 -- 2 6 

Other 5 4 5 1 5 14 11 6 1 

DK/NR 3 9 11 4 8 11 4 13 15 
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Long distance service providers: National 

(Per cent) 

 Canada 

 2003 2005 2006 

    

Bell 42 37 36 

Telus 19 18 16 

NB Tel 4 4 -- 

MTS (MB) 3 4 4 

SaskTel 3 2 2 

Sprint 3 3 -- 

Primus 3 3 3 

Distributel 2 3 1 

Excel 1 1 1 

Sears Connect 1 2 2 

Other 10 11 17 

DK/NR 8 13 11 

    

    

Q:Q:Q:Q:    
Does your household currently have any long distance telephone service? If 
yes, please indicate which company provides that service. 
(BASE: Households with long distance telephone service; Aug./Sept. 06, 
n=1403) 
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Long distance service providers: West  

(Per cent) 

 British Columbia Alberta Prairies 

 2003 2005 2006 2003 2005 2006 2003 2005 2006 

          

Bell -- -- 1 -- -- -- -- -- 1 

Telus 66 64 52 76 70 64 -- 1 2 

NB Tel -- -- -- -- -- -- -- -- -- 

MTS (MB) -- -- -- -- -- 1 44 49 42 

SaskTel -- -- -- -- -- -- 40 26 29 

Sprint 3 5 -- 3 1 -- 1 2 -- 

Primus 5 5 6 6 5 2 3 2 2 

Distributel -- -- -- -- -- -- -- -- -- 

Excel 3 2 2 2 2 2 -- -- 1 

Sears Connect -- 2 -- 2 -- 3 2 1 -- 

Other 13 13 25 6 8 21 4 5 7 

DK/NR 10 10 13 6 12 7 6 12 14 

          

 

 

 

 

 

Long distance service providers: Central and East 

(Per cent) 

 Ontario Quebec Atlantic 

 2003 2005 2006 2003 2005 2006 2003 2005 2006 

          

Bell 72 66 62 60 56 51 1 -- 9 

Telus -- -- 1 9 7 6 1 1 -- 

Aliant -- -- -- -- -- -- 69 54 56 

MTS (MB) -- -- -- -- -- -- 1 -- 5 

SaskTel -- -- -- -- -- 1 1 -- -- 

Sprint 5 4 -- 3 1 -- 3 1 -- 

Primus 2 2 4 1 1 1 4 4 6 

Distributel 2 3 1 4 9 5 -- -- -- 

Excel -- -- -- 1 -- -- 1 2 -- 

Sears Connect 1 2 1 2 1 14 2 12 1 

Other 9 12 17 5 12 20 9 15 7 

DK/NR 5 12 11 11 13 11 8 19 15 
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Cell/mobile email service providers: National 

(Per cent) 

 Canada 

 2001 2002 2005* 2006* 

     

Bell 28 28 35 34 

Rogers AT&T 24 25 29 29 

Telus/Clearnet 21 20 30 27 

Fido/Microcell 8 7 4 6 

MTS (Manitoba) 2 3 2 3 

SaskTel 2 2 2 2 

Aliant 4 3 4 4 

Other 1 6 3 2 

DK/NR 9 8 5 10 

     

     

Q:Q:Q:Q:    
Does your household currently have cellular/mobile email service? If yes, please indicate which 
company provides that service. 
(BASE: Households with at least one cellular telephone or mobile email device; Aug./Sept. 06, 
n=1053) 

* In 2005 and 2006, multiple responses were accepted. As such, the total can exceed 100 per 
cent. 
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Cell/mobile email service providers: West 

(Per cent) 

 British Columbia Alberta Prairies 

 2001 2002 2005* 2006* 2001 2002 2005* 2006* 2001 2002 2005* 2006* 

             

Bell 1 4 6 19 1 2 13 29 2 2 3 6 

Rogers AT&T 25 19 31 21 19 17 23 24 18 17 22 24 

Telus/Clearnet 53 59 59 52 66 73 71 55 4 1 12 18 

Fido/Microcell 8 8 7 12 5 1 1 6 1 -- 3 3 

MTS (Manitoba) -- -- -- -- -- -- -- -- 33 38 35 41 

SaskTel -- -- -- -- -- -- -- -- 35 33 31 24 

Aliant -- -- -- 1 -- -- -- -- -- -- -- -- 

Other 1 6 2 4 1 2 1 1 1 1 1 3 

DK/NR 10 4 7 9 8 6 6 9 6 7 3 3 

             

 

 

 

 

 

Cell/mobile email service providers: Central and East 

(Per cent) 

 Ontario Quebec Atlantic 

 2001 2002 2005* 2006* 2001 2002 2005* 2006* 2001 2002 2005* 2006* 

             

Bell 46 40 53 42 44 44 54 47 3 4 3 12 

Rogers AT&T 26 31 34 38 23 21 26 26 20 30 25 14 

Telus/Clearnet 9 7 17 19 9 12 22 19 1 1 9 12 

Fido/Microcell 9 8 4 6 10 10 7 6 -- 2 -- -- 

MTS (Manitoba) -- -- -- -- -- -- -- --  -- -- -- 

SaskTel -- -- -- -- -- -- -- -- -- -- -- -- 

Aliant -- -- -- -- -- -- -- -- 54 42 62 49 

Other 2 4 3 3 3 4 3 3 9 12 4 3 

DK/NR 9 9 5 12 10 8 2 7 13 8 2 6 

             

             

* In 2005 and 2006, multiple responses were accepted. As such, the total can exceed 100 per cent. 
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TV service providers: National 

(Per cent) 

 Canada 

 2002 2003 2005 2006 

     

Rogers 21 20 19 24 

Shaw 18 19 18 23 

Bell ExpressVu 14 17 17 3 

Videotron 13 11 9 13 

Cogeco Cable 8 9 7 9 

Eastlink 2 2 2 3 

MTS -- -- 1 1 

SaskTel -- -- -- 1 

Aliant -- -- -- -- 

Other 12 10 8 5 

DK/NR 6 2 14 13 

     

 

Q:Q:Q:Q:    
Does your household currently have cable TV service? If yes, please indicate which 
company provides that service. 
(BASE: Households with TV service; Aug./Sept. 06, n=943) 
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TV service providers: West 

(Per cent) 

 British Columbia Alberta Prairies 

 2002 2003 2005 2006 2002 2003 2005 2006 2002 2003 2005 2006 

             

Rogers -- -- -- 7 -- -- -- -- -- 1 -- -- 

Shaw 65 69 65 69 58 65 55 89 40 37 33 40 

Bell ExpressVu 10 10 8 1 9 10 14 -- 9 17 16 2 

Videotron -- -- -- -- -- -- -- -- -- 1 -- -- 

Cogeco Cable -- -- -- -- -- -- -- -- -- -- -- -- 

Eastlink -- -- -- -- -- -- -- -- -- -- -- -- 

MTS -- -- -- -- -- -- -- -- -- -- 8 14 

SaskTel -- -- -- -- -- -- -- -- -- -- 4 9 

Aliant -- -- -- -- -- -- -- -- -- -- -- -- 

Other 10 11 10 6 13 13 6 4 12 11 14 21 

DK/NR 4 1 13 14 8 4 10 6 15 4 15 15 

             

 

 

 

 

 

TV service providers: Central and East 

(Per cent) 

 Ontario Quebec Atlantic 

 2002 2003 2005 2006 2002 2003 2005 2006 2002 2003 2005 2006 

             

Rogers 50 44 39 53 -- -- -- 1 31 32 27 37 

Shaw -- 2 3 2 -- -- -- -- -- -- -- 5 

Bell ExpressVu 17 18 20 5 17 18 19 4 13 23 18 4 

Videotron -- -- -- -- 54 50 42 56 -- -- -- -- 

Cogeco Cable 15 18 14 16 11 11 9 13 -- -- -- -- 

Eastlink -- -- -- -- -- -- -- -- 23 22 18 32 

MTS -- -- -- -- -- -- -- -- -- -- -- -- 

SaskTel -- -- -- -- -- -- -- 1 -- -- -- -- 

Aliant -- -- -- -- -- -- -- -- -- -- 1 -- 

Other 3 3 8 8 1 6 9 8 2 4 11 7 

DK/NR 4 3 12 13 7 2 17 16 7 2 20 16 
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Internet service providers: National 

(Per cent) 

 Canada 

 2000 2001 2002 2003 2005 2006 

       

Sympatico 17 21 27 23 23 23 

Shaw 6 10 10 12 14 13 

Telus 6 8 8 10 12 10 

Rogers 6 8 8 10 11 10 

Videotron 3 5 5 6 6 5 

AOL 4 4 4 4 2 1 

Cogeco 2 2 2 3 4 4 

SaskTel 1 1 2 2 2 2 

MST (Manitoba) 1 1 1 2 3 2 

Eastlink -- -- 1 1 1 1 

Other 40 31 21 21 12 14 

DK/NR 11 6 8 7 10 13 

       

       

Q:Q:Q:Q:    
Does your household currently have Internet  service? If yes, please indicate which company provides that service. 
(BASE: Households with Internet service; Aug./Sept. 06, n=1181) 
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Internet service providers: West 

(Per cent) 

 British Columbia 

 2000 2001 2002 2003 2005 2006 

       

Sympatico 2 -- -- -- -- 1 

Shaw 10 38 37 41 45 43 

Telus 19 21 30 26 40 28 

Rogers 12 2 1 1 2 1 

Videotron -- -- -- -- -- -- 

AOL 2 3 6 2 -- 1 

Cogeco -- -- -- -- -- -- 

SaskTel -- -- -- -- -- -- 

MST (Manitoba) 1 -- -- -- -- 1 

Eastlink -- -- -- -- -- -- 

Other 44 31 20 20 7 13 

DK/NR 12 5 6 7 6 13 

       

 Alberta 

 2000 2001 2002 2003 2005 2006 

       

Sympatico 1 -- -- -- -- 1 

Shaw 22 33 36 36 39 47 

Telus 37 42 44 48 46 37 

Rogers 2 1 -- -- 1 -- 

Videotron 3 1 -- -- -- -- 

AOL 4 3 1 3 1 -- 

Cogeco -- -- -- -- -- -- 

SaskTel -- -- -- -- -- -- 

MST (Manitoba) -- -- -- -- 1 -- 

Eastlink -- -- -- -- -- -- 

Other 26 15 10 6 6 8 

DK/NR 7 5 8 7 8 8 

       

 Prairies 

 2000 2001 2002 2003 2005 2006 

       

Sympatico 19 14 10 8 1 -- 

Shaw 11 20 22 20 22 15 

Telus -- -- -- -- 1 2 

Rogers 1 -- -- -- -- -- 

Videotron 2 -- -- -- -- -- 

AOL 3 2 2 1 1 -- 

Cogeco -- -- -- -- -- -- 

SaskTel 17 21 28 24 21 25 

MST (Manitoba) 9 23 19 26 37 32 

Eastlink -- -- -- -- -- -- 

Other 28 4 13 13 8 12 

DK/NR 11 3 6 7 10 14 
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Internet service providers: West 

(Per cent) 

 Ontario 

 2000 2001 2002 2003 2005 2006 

       

Sympatico 21 29 36 34 34 37 

Shaw 3 1 1 2 2 1 

Telus -- -- -- -- -- 1 

Rogers 9 17 17 21 24 22 

Videotron -- -- -- -- -- -- 

AOL 6 6 5 6 3 2 

Cogeco 2 3 5 6 8 8 

SaskTel -- -- -- -- -- -- 

MST (Manitoba) -- -- -- -- -- -- 

Eastlink -- -- -- -- -- -- 

Other 43 36 27 23 17 16 

DK/NR 13 7 9 7 12 13 

       

 Quebec 

 2000 2001 2002 2003 2005 2006 

       

Sympatico 25 33 46 32 38 33 

Shaw -- -- -- -- -- -- 

Telus -- 4 1 6 4 7 

Rogers 1- -- -- -- 1 1 

Videotron 15 20 20 27 27 25 

AOL 1 2 5 3 3 1 

Cogeco 4 3 1 2 4 3 

SaskTel -- -- -- -- -- 1 

MST (Manitoba) -- -- -- -- -- -- 

Eastlink -- -- -- -- -- -- 

Other 43 30 21 20 12 14 

DK/NR 11 6 7 6 11 15 

       

 Atlantic 

 2000 2001 2002 2003 2005 2006 

       

Sympatico 27 21 21 26 16 11 

Shaw 2 1 -- -- 2 2 

Telus -- -- -- -- -- 2 

Rogers 1 4 8 10 25 6 

Videotron -- -- -- -- -- -- 

AOL 2 1 -- 2 1 1 

Cogeco -- -- -- -- -- -- 

SaskTel -- -- -- -- -- -- 

MST (Manitoba) -- -- -- -- -- -- 

Eastlink -- -- 7 8 26 17 

Other 62 67 52 46 10 50 

DK/NR 6 6 11 7 20 11 
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The research methodology for this study involved a panel-based design, with respondents 

completing a telephone survey in the first wave and a self-administered mail-back survey in the 

second. The final reports combine the findings of both waves. 

 

The results from the first wave are based on 

the following: 

• A telephone survey completed with a 

stratified national random sample of 

4,518 Canadians, aged 16 and over 

undertaken between July 10th and 28, 

2006. 

• The findings were statistically weighted by 

age, gender and region to ensure that 

they are representative of the Canadian 

public aged 16 and over. 

• In areas, the survey was designed to 

randomize questions in order to test 

differences in attitudes across various 

indicators as well as to minimize 

response burden. Correspondingly, some 

questions were given to a random half of 

the overall sample (i.e., approximately 

2,250 Canadians). In other areas, some 

questions were given to a random quarter 

of the overall sample (i.e., approximately 

1, 125 Canadians).  

• Findings from questions posed on wave 

one full sample may be considered 

accurate within +/- 1.4 percentage points, 

19 times out of 20. The margin of error 

half sample and quarter sample 

questions are +/- 2.1 and +/- 2.9, 

respectively.  

 

The results from the second wave are based 

on the following: 

• A self-administered mail-back survey was 

mailed to 2,813 respondents from the 

wave one survey who agreed to 

participate in the second wave of the 

research. 

• Several procedures to increase response 

rate were followed including a complete 

re-mailing of the survey as well as a 

lottery with appropriate prizes to 

encourage participation. 

• 1,582 completed surveys were received 

between the beginning of August and the 

end of October 2006. 

• Wave 2 results were statistically weighted 

by age, gender and Internet usage.  

• Findings from questions posed on Wave 2 

may be considered accurate within 

+/- 2.5 percentage points, 19 times out 

of 20.  

 

 


