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Table QC Page 1 
Before we begin, are you, or anyone in your household,  
currently employed by: 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
A market research,             -      -      -      -      -      -      -        -        -      -      -      -      -      -      -      -      -      -      -      -      - 
public relations, or                                                                                                                                                             
advertising firm          
 
A political party or           -      -      -      -      -      -      -        -        -      -      -      -      -      -      -      -      -      -      -      -      - 
interest group                                                                                                                                                                   
 
A newspaper, or a radio        -      -      -      -      -      -      -        -        -      -      -      -      -      -      -      -      -      -      -      -      - 
or television station                                                                                                                                                            
 
None of the above            802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
                            100%   100%   100%   100%   100%   100%   100%     100%     100%   100%   100%   100%   100%   100%   100%   100%   100%   100%   100%   100%   100% 
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Table QA Page 2 
Since we must speak to people belonging to various age  
groups, would you please tell me into which of the  
following age categories you fall? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Under 18 years old             -      -      -      -      -      -      -        -        -      -      -      -      -      -      -      -      -      -      -      -      - 
                                                                                                                                                                                 
 
18 to 24 years old            62     36     26     62      -      -     33       13        2      -      4     18     30      -     10     32     21      9     35     29     37 
                              8%     9%     6%    38%                  16%       5%       2%            3%    12%    13%           15%     9%     9%     4%     9%    18%    14% 
                                                                        HI                                      K      K             k                                  s 
 
25 to 34 years old           102     45     57    102      -      -     18       43       19     10     31     18     33     15      6     42     28     32     75     24     47 
                             13%    12%    14%    62%                   9%      17%      14%    14%    21%    12%    15%    10%     8%    12%    12%    16%    19%    15%    18% 
                                                                                  G                     NO 
 
35 to 44 years old           137     67     70      -    137      -     23       40       33     33     36     27     33     35      4     61     41     34     73     37     50 
                             17%    17%    17%           46%           11%      16%      25%    44%    24%    19%    15%    23%     5%    17%    17%    17%    18%    23%    19% 
                                                                                          Gh    GHI     mO      O      o      O 
 
45 to 54 years old           159     79     80      -    159      -     31       51       37     23     36     30     44     30      9     71     48     40     87     35     51 
                             20%    21%    19%           54%           15%      20%      27%    30%    24%    21%    20%    20%    13%    20%    20%    20%    22%    21%    19% 
                                                                                           G      G 
 
55 to 64 years old           144     70     74      -      -    144     34       52       27      7     24     31     40     28      7     65     43     36     77     22     44 
                             18%    18%    18%                  42%    16%      20%      20%     9%    16%    21%    18%    19%    11%    18%    18%    18%    19%    13%    16% 
                                                                                  J        J 
 
65 to 74 years old           103     50     53      -      -    103     26       36       14      1     12     16     28     21     14     46     31     26     37      7     24 
                             13%    13%    13%                  30%    13%      14%      11%     2%     8%    11%    12%    14%    20%    13%    13%    13%     9%     4%     9% 
                                                                         J        J        J                                         k 
 
75 years or older             95     36     59      -      -     95     39       21        2      1      5      5     17     22     19     43     28     24     18     10     13 
                             12%     9%    14%                  28%    19%       8%       2%     1%     4%     3%     7%    14%    28%    12%    12%    12%     4%     6%     5% 
                                             b                         HIJ       IJ                                         KLm   KLMn 
 
Don't Know/Refused             -      -      -      -      -      -      -        -        -      -      -      -      -      -      -      -      -      -      -      -      - 
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Table QB Page 3 
Gender  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Male                         383    383      -     81    146    156     84      141       62     47     66     64    125     64     40    172    114     96    213     87    141 
                             48%   100%           49%    49%    46%    41%      55%      46%    63%    44%    45%    56%    43%    57%    48%    48%    48%    53%    53%    53% 
                                                                                  G              GI                    N 
 
Female                       419      -    419     83    150    186    119      114       72     28     82     80    100     86     30    188    126    106    189     76    125 
                             52%          100%    51%    51%    54%    59%      45%      54%    37%    56%    55%    44%    57%    43%    52%    52%    52%    47%    47%    47% 
                                                                        HJ                 J                                  M 
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Table Q1A Page 4 
How often do you travel to New Brunswick for Shopping? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Daily                          2      -      2      2      -      -      -        2        -      -      2      -      -      -      -      -      2      -      2      2      2 
                              *%            *%     1%                            1%                     1%                                        1%            *%     1%     1% 
 
A few times per week          74     45     30     12     39     23     10       24       11     17     26     27     13      4      4     44     22      9     74     33     42 
                              9%    12%     7%     7%    13%     7%     5%      10%       8%    22%    17%    19%     6%     3%     6%    12%     9%     4%    18%    20%    16% 
                                      c                    F                                    GHI    MNO    MNO                           R 
 
A few times per month        326    169    157     96    121    109     69      107       64     36     86     87    111     37      3    182     83     61    326     86    182 
                             41%    44%    37%    59%    41%    32%    34%      42%      48%    48%    58%    60%    49%    25%     5%    51%    35%    30%    81%    53%    68% 
                                                   EF      F                               G      g     NO     NO     NO      O            QR                   TU             T 
 
Once or twice a year         243     90    153     33     93    117     70       80       38     17     29     29     82     77     25     84     78     82      -     32     23 
                             30%    24%    37%    20%    31%    34%    34%      32%      29%    23%    20%    20%    36%    51%    35%    23%    32%    40%           20%     9% 
                                             B                    D                                                   KL   KLMo     kl             p      P             U 
 
Less than once a year         24     13     12      -     12     12     11        6        2      1      4      -      4     11      4      9      8      8      -      4      - 
                              3%     3%     3%            4%     3%     5%       2%       2%     1%     3%            2%     7%     6%     2%     3%     4%            2%        
                                                                                                                              M 
 
Never                        126     63     63     21     26     79     43       33       17      2      1      3     11     20     33     40     46     40      -      6     17 
                             16%    17%    15%    13%     9%    23%    21%      13%      13%     3%     1%     2%     5%    14%    47%    11%    19%    20%            4%     6% 
                                                                 dE     hJ        J        J                           k    KLM   KLMN             P      P 
 
Don't know                     6      3      3      -      4      2      1        2        1      2      -      -      5      1      1      1      2      3      -      -      1 
                              1%     1%     1%            1%     1%     *%       1%       *%     2%                   2%     *%     1%     *%     1%     2%                   *% 
 
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q1B Page 5 
How often do you travel to New Brunswick for Business? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Daily                         15      8      7      3     11      1      4        4        4      3      8      4      -      3      -      6      7      2      9     15      6 
                              2%     2%     2%     2%     4%     *%     2%       1%       3%     3%     6%     3%            2%            2%     3%     1%     2%     9%     2% 
                                                           F                                                                                                           su 
 
A few times per week          41     27     15      9     19     14      5       12       11     10      6     12     13      8      1     26     10      6     34     41     27 
                              5%     7%     3%     5%     7%     4%     3%       5%       8%    14%     4%     9%     6%     6%     2%     7%     4%     3%     9%    25%    10% 
                                      c                                                    g     Gh                                         r                          SU 
 
A few times per month        107     52     54     41     42     25     32       30       16     10     22     26     34     23      2     59     32     16     77    107     46 
                             13%    14%    13%    25%    14%     7%    16%      12%      12%    13%    15%    18%    15%    15%     3%    16%    13%     8%    19%    65%    17% 
                                                    F      F                                             O      O      O      O             R                          SU 
 
Once or twice a year         134     71     63     19     57     58     26       39       30     15     12     27     46     38     10     55     37     41     46      -     34 
                             17%    19%    15%    11%    19%    17%    13%      15%      23%    21%     8%    19%    20%    26%    14%    15%    16%    20%    11%           13% 
                                                                                           g                    K      K     Ko 
 
Less than once a year         26      8     18      7      8     11      5       13        8      1      8      4      5      6      2      9     11      6      8      -      5 
                              3%     2%     4%     4%     3%     3%     2%       5%       6%     1%     5%     3%     2%     4%     3%     2%     5%     3%     2%            2% 
                                                                                  j        j 
 
Never                        474    215    259     86    156    232    130      156       64     35     91     71    126     70     54    202    143    129    227      -    147 
                             59%    56%    62%    52%    53%    68%    64%      61%      47%    47%    62%    49%    56%    46%    77%    56%    60%    64%    57%           55% 
                                                                 dE     IJ       Ij                     lN                        kLMN 
 
Don't know                     5      2      2      -      2      3      1        1        2      1      1      1      1      2      1      4      -      1      1      -      1 
                              1%     1%     1%            1%     1%     *%       1%       1%     1%     *%     *%     *%     1%     1%     1%            1%     *%            1% 
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q1C Page 6 
How often do you travel to New Brunswick for Pleasure, such  
as going on a vacation or to a restaurant, concert, or  
sporting event? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Daily                          2      2      -      2      -      -      -        -        -      -      -      2      -      -      -      -      -      2      2      -      2 
                              *%     1%            1%                                                          2%                                        1%     1%            1% 
 
A few times per week          40     19     21     15     14     12      5       13        4     12     19     12      3      5      2     24     15      2     38     20     40 
                              5%     5%     5%     9%     5%     3%     2%       5%       3%    16%    13%     8%     2%     3%     3%     7%     6%     1%     9%    12%    15% 
                                                                                                GHI    MNO      M                           R      R 
 
A few times per month        223    120    104     67     87     69     46       78       54     21     50     51     74     27     21    136     54     34    185     59    223 
                             28%    31%    25%    41%    29%    20%    23%      31%      40%    28%    34%    35%    33%    18%    30%    38%    23%    17%    46%    36%    84% 
                                                    F      F                             Ghj             N      N      N                   QR                                 ST 
 
Once or twice a year         293    141    152     40    128    125     56       97       55     35     50     49     88     76     28    116     84     93    105     39      - 
                             37%    37%    36%    24%    43%    37%    27%      38%      41%    47%    34%    34%    39%    51%    41%    32%    35%    46%    26%    24%        
                                                          Df                      g        G      G                         KLm                          Pq 
 
Less than once a year         36     16     20      4     14     19     10       12        7      1      8      6      7     12      4     11     14     11      9      5      - 
                              5%     4%     5%     2%     5%     5%     5%       5%       5%     1%     5%     4%     3%     8%     5%     3%     6%     5%     2%     3%        
                                                                         j        j        j 
 
Never                        201     80    121     36     49    117     84       53       13      5     20     26     51     29     14     71     70     60     61     39      - 
                             25%    21%    29%    22%    16%    34%    41%      21%      10%     7%    13%    18%    23%    20%    21%    20%    29%    30%    15%    24%        
                                             B                   dE    HIJ       IJ                                    k                           P      P 
 
Don't know                     6      4      2      -      5      1      3        1        1      1      1      -      3      1      1      2      2      1      2      1      - 
                              1%     1%     *%            2%     *%     1%       *%       1%     1%     1%            1%     1%     1%     1%     1%     1%     *%     1%        
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q2 Page 7 
When you travel to New Brunswick for shopping, which  
community is most often your primary destination?  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         670    316    354    143    265    261    160      220      116     71    147    142    210    129     36    318    192    159    402    157    249 
 
UNWEIGHTED TOTAL             661    303    358     52    261    348    144      224      124     62    140    136    198    137     43    321    190    150    378    128    232 
 
Moncton, Riverview,          578    267    311    120    237    222    137      190      107     63    123    115    186    123     27    274    167    136    327    127    219 
Dieppe                       86%    85%    88%    84%    89%    85%    86%      86%      92%    88%    84%    81%    88%    95%    74%    86%    87%    86%    81%    81%    88% 
                                                                                                                       o   KLmO                                                s 
 
Sackville, Aulac              75     40     35     18     25     32     22       24        6      4     21     18     21      6      8     35     20     20     65     24     21 
                             11%    13%    10%    13%     9%    12%    14%      11%       6%     5%    14%    13%    10%     4%    21%    11%    11%    12%    16%    15%     9% 
                                                                         i        i                      N      n                    N                           U 
 
Saint John                     5      4      1      3      -      2      -        1        1      3      -      3      1      -      1      4      -      1      4      3      5 
                              1%     1%     *%     2%            1%              *%       1%     5%            2%     *%            3%     1%            1%     1%     2%     2% 
 
Fredericton                    2      1      1      -      1      1      -        1        1      -      -      2      -      -      -      1      -      1      1      1      1 
                              *%     *%     *%            1%     *%              1%       1%                   2%                          *%            1%     *%     *%     *% 
 
Memramcook, Dorchester         1      1      -      -      1      -      -        -        -      1      -      -      1      -      -      1      -      -      -      -      - 
                              *%     *%                   *%                                     2%                   1%                   *%                                    
 
Shediac                        -      -      -      -      -      -      -        -        -      -      -      -      -      -      -      -      -      -      -      -      - 
                                                                                                                                                                                 
 
Other, specify                 6      1      5      2      1      3      -        2        1      -      3      1      1      -      1      3      3      -      5      2      3 
                              1%     *%     1%     1%     *%     1%              1%       1%            2%     1%     1%            2%     1%     1%            1%     1%     1% 
 
Don't know                     3      1      1      -      -      3      1        2        -      -      -      2      -      1      -      -      2      1      1      -      - 
                              *%     *%     *%                   1%     *%       1%                            2%            *%                   1%     *%     *%               
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q2_1 Page 8 
How often do you travel outside of your community to shop,  
while staying within Nova Scotia? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Daily                         26     12     13      5     12      8      8        6        7      1      7      4      8      5      1      9      8      9     17     10     12 
                              3%     3%     3%     3%     4%     2%     4%       2%       6%     1%     5%     3%     4%     3%     1%     2%     3%     5%     4%     6%     5% 
                                                                                           j 
 
A few times per week         239    123    116     57     83     99     60       89       35     17     45     42     94     27     20     60    118     61    131     55     89 
                             30%    32%    28%    35%    28%    29%    30%      35%      26%    23%    30%    29%    42%    18%    29%    17%    49%    30%    33%    34%    33% 
                                                                                  j                      N      n    klN                          PR      P 
 
A few times per month        251    118    133     59     97     94     63       81       43     31     54     47     65     56     12     77     65    109    123     42     91 
                             31%    31%    32%    36%    33%    27%    31%      32%      32%    41%    37%    33%    29%    37%    18%    21%    27%    54%    31%    26%    34% 
                                                                                                         O      o             O                          PQ 
 
Once or twice a year         188     84    104     29     73     87     38       58       38     19     30     41     41     46     19    148     26     14     93     43     48 
                             23%    22%    25%    17%    25%    25%    19%      23%      29%    25%    20%    28%    18%    31%    27%    41%    11%     7%    23%    27%    18% 
                                                                                           g                                 kM            QR 
 
Less than once a year         19      8     12      2      6     11     10        -        2      3      2      4      3      4      3     15      4      -      7      1      9 
                              2%     2%     3%     1%     2%     3%     5%                1%     4%     2%     3%     2%     3%     4%     4%     2%            2%     1%     3% 
 
Never                         78     38     40     11     24     43     24       21        8      4     10      7     15     13     14     51     20      7     31     12     18 
                             10%    10%    10%     7%     8%    13%    12%       8%       6%     5%     7%     5%     7%     8%    21%    14%     8%     4%     8%     7%     7% 
                                                                  E                                                               kLmn     qR      r 
 
Don't Know                     1      -      1      -      1      1      1        -        -      -      -      -      -      -      1      -      -      1      -      -      - 
                              *%            *%            *%     *%     *%                                                          1%                   1%                      
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q2_1A Page 9 
When you travel outside of your community to shop but stay  
within Nova Scotia, which community is most often your  
primary destination?  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         723    345    378    152    271    299    179      234      126     71    138    138    210    138     55    309    220    194    371    151    248 
 
UNWEIGHTED TOTAL             718    325    393     53    266    399    168      237      132     65    131    134    196    146     53    303    224    191    352    125    229 
 
Amherst                      387    196    191     80    139    167    105      128       65     31     71     66    121     72     33     94    185    107    179     84    132 
                             53%    57%    50%    53%    51%    56%    59%      55%      51%    44%    51%    48%    57%    52%    59%    31%    84%    55%    48%    56%    53% 
                                                                         j                                                                        PR      P 
 
Halifax                      143     68     75     39     57     48     25       35       34     26     30     41     40     28      3    133      4      6    105     38     69 
                             20%    20%    20%    25%    21%    16%    14%      15%      27%    37%    22%    30%    19%    20%     6%    43%     2%     3%    28%    25%    28% 
                                                                                          GH     GH      O      O      O      O            QR 
 
Truro                        118     44     74     18     51     49     26       49       21      7     27     19     24     27     12     51     15     51     58     22     26 
                             16%    13%    20%    12%    19%    16%    15%      21%      17%    10%    19%    14%    12%    20%    22%    17%     7%    26%    16%    14%    11% 
                                             b                                    J                                           m             Q            PQ 
 
Oxford                         8      4      4      2      -      6      5        -        -      -      -      -      4      2      1      5      3      1      3      1      - 
                              1%     1%     1%     1%            2%     3%                                            2%     1%     2%     2%     1%     *%     1%     1%        
 
Parrsboro                      8      8      -      5      2      2      1        5        -      2      -      -      7      -      -      -      -      8      7      2      5 
                              1%     2%            3%     1%     1%     *%       2%              3%                   3%                                 4%     2%     1%     2% 
 
Dartmouth                      7      -      7      -      5      2      1        1        2      3      1      4      -      1      -      4      1      2      3      -      2 
                              1%            2%            2%     1%     *%       *%       2%     5%     1%     3%            1%            1%     1%     1%     1%            1% 
 
Tatamagouche                   7      1      6      -      4      3      2        3        -      1      -      3      1      -      1      -      -      7      1      -      1 
                              1%     *%     2%            1%     1%     1%       1%              1%            2%     1%            2%                   4%     *%            *% 
 
Springhill                     4      4      -      -      2      2      2        1        -      -      2      1      -      -      -      3      2      -      3      1      1 
                              1%     1%                   1%     1%     1%       *%                     1%     1%                          1%     1%            1%     *%     *% 
 
New Glasgow                    4      3      1      2      -      2      3        1        -      -      -      -      3      1      -      1      3      -      1      -      1 
                              1%     1%     *%     1%            1%     2%       *%                                   1%     1%            *%     1%            *%            *% 
 
Pugwash                        4      1      3      -      1      2      2        2        -      -      -      -      1      3      -      1      1      1      -      -      - 
                              *%     *%     1%            *%     1%     1%       1%                                   *%     2%            *%     1%     1%                      
 
None/never shop                2      1      1      -      -      2      -        2        -      -      1      -      -      1      -      2      -      -      2      -      2 
elsewhere within NS           *%     *%     *%                   1%              1%                     *%                   1%            1%                   1%            1% 
 
Other                         20      7     14      2      7     11      5        8        3      1      6      2      2      2      5     11      5      4      9      2      8 
                              3%     2%     4%     1%     3%     4%     3%       3%       3%     1%     5%     2%     1%     2%     9%     4%     2%     2%     2%     2%     3% 
 
Don't know                    10      8      2      5      3      2      3        1        -      -      1      1      7      1      -      3      2      5      3      1      3 
                              1%     2%     *%     3%     1%     1%     2%       *%                     1%     1%     4%     1%            1%     1%     3%     1%     1%     1% 
                                      c 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q3 Page 10 
Thinking about where you make your major purchases - such  
as vehicles, electronics, appliances, and furniture - is  
there one characteristic in a retailer that is most  
important in choosing where you make your major purchases? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Competitive pricing          194     93    101     31     88     75     40       73       35     18     48     32     49     41     15     86     56     52     97     31     59 
                             24%    24%    24%    19%    30%    22%    20%      29%      26%    24%    33%    22%    22%    28%    21%    24%    23%    26%    24%    19%    22% 
                                                           F                                             m 
 
Service                      114     52     62     28     40     46     26       31       20     10     20     27     35     22      7     53     28     32     69     31     41 
                             14%    14%    15%    17%    13%    13%    13%      12%      15%    14%    13%    19%    15%    15%    11%    15%    12%    16%    17%    19%    16% 
 
Quality                       39     12     27      1     16     22      7        9       11      7      9      5     15      6      1     25      7      7     21      9     15 
                              5%     3%     6%     1%     5%     6%     4%       3%       8%    10%     6%     3%     7%     4%     1%     7%     3%     3%     5%     6%     6% 
                                             b             D      D                        h             O             O                    q 
 
Variety of selection          30     20      9      8     13      9      3       10        5      9      8      6      8      5      -     18      7      5     20      5     14 
                              4%     5%     2%     5%     4%     3%     1%       4%       4%    13%     6%     4%     4%     3%            5%     3%     3%     5%     3%     5% 
                                      c                                                         Ghi 
 
Loyalty to retailer(s)        22     11     12      -      7     15      2        7        3      6      4      3      8      3      -     14      8      1     10      3      8 
                              3%     3%     3%            3%     4%     1%       3%       2%     8%     3%     2%     4%     2%            4%     3%     *%     3%     2%     3% 
                                                                                                  g                                         R      R 
 
Buy local/support my          22     10     12      6      7      9      4        5        7      3      1      3      3      8      7     14      8      1      9      5      6 
community                     3%     3%     3%     3%     3%     3%     2%       2%       6%     4%     1%     2%     1%     5%    10%     4%     3%     *%     2%     3%     2% 
                                                                                                                             Km     km      R      r 
 
Staff are competent/          20      9     10      6      8      6      2       11        4      -      3      2      9      5      1      7      9      3     13      3      7 
friendly/courteous/           2%     2%     2%     3%     3%     2%     1%       4%       3%            2%     1%     4%     3%     1%     2%     4%     2%     3%     2%     2% 
knowledgeable             
 
Convenient location           19     14      6      4      5     10     10        3        3      1      2      2      5      3      4      6     11      3      6      5      4 
                              2%     4%     1%     3%     2%     3%     5%       1%       3%     1%     1%     1%     2%     2%     6%     2%     5%     1%     2%     3%     2% 
                                                                                                                                                   r 
 
Reputation                    15      3     12      6      6      3      4        9        1      2      7      4      3      1      -      2      6      6      7      2      4 
                              2%     1%     3%     4%     2%     1%     2%       3%       *%     3%     5%     2%     1%     1%            1%     3%     3%     2%     1%     2% 
                                             b                                    i                      n 
 
Honest/Trustworthy/           14      8      6      -      3     11      5        5        3      -      3      2      2      6      -      6      3      5      5      4      3 
Integrity                     2%     2%     1%            1%     3%     2%       2%       2%            2%     1%     1%     4%            2%     1%     3%     1%     3%     1% 
                                                                  e 
 
Warranty options/              9      4      5      -      6      4      4        4        -      1      2      2      2      2      -      4      4      2      6      3      5 
guarantees                    1%     1%     1%            2%     1%     2%       1%              1%     1%     1%     1%     1%            1%     2%     1%     2%     2%     2% 
 
Brand names                    5      5      -      4      -      1      4        -        -      1      -      1      4      -      -      -      5      -      5      -      - 
                              1%     1%            3%            *%     2%                       1%            *%     2%                          2%            1%               
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q3 Page 11 
(Continued) 
 
 
 
Thinking about where you make your major purchases - such  
as vehicles, electronics, appliances, and furniture - is  
there one characteristic in a retailer that is most  
important in choosing where you make your major purchases? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
Customer Service               4      4      -      3      1      -      1        3        -      -      -      -      4      -      -      4      -      -      4      1      4 
                              1%     1%            2%     *%            *%       1%                                   2%                   1%                   1%     1%     2% 
 
Reliability                    4      2      2      -      1      3      -        3        -      -      1      -      -      2      1      1      1      3      1      -      2 
                              1%     *%     1%            *%     1%              1%                     1%                   2%     1%     *%     *%     1%     *%            1% 
 
Product Availability           3      1      2      -      2      1      -        -        1      2      1      2      1      -      -      1      1      1      2      2      1 
                              *%     *%     1%            1%     *%                       1%     2%     *%     1%     *%                   *%     *%     *%     1%     1%     *% 
 
Purchasing options             2      1      1      -      1      1      2        -        -      -      -      1      -      -      1      2      -      -      1      -      1 
(sales, financing,            *%     *%     *%            *%     *%     1%                                     1%                   2%     1%                   *%            *% 
delivery, etc.)           
 
Do not make any major          5      3      2      -      2      3      3        1        1      -      2      -      -      -      2      4      1      -      3      1      1 
purchases                     1%     1%     1%            1%     1%     1%       *%       1%            1%                          3%     1%     1%            1%     *%     *% 
 
No - I look for a            173     98     76     38     58     77     35       55       31     12     31     37     47     22     21     70     50     53     86     35     62 
combination of qualities     22%    26%    18%    23%    20%    23%    17%      22%      23%    16%    21%    25%    21%    15%    31%    20%    21%    26%    21%    22%    23% 
                                      C                                                                         n                    n 
 
Other                         16     11      5      2      7      7      3        8        1      2      2      2      5      4      3      4      5      6      7      4      4 
                              2%     3%     1%     1%     2%     2%     1%       3%       *%     2%     1%     1%     2%     3%     4%     1%     2%     3%     2%     3%     2% 
                                                                                  i 
 
Don't know                    91     22     70     26     24     41     48       19        9      1      5     17     25     20      7     38     30     23     28     18     25 
                             11%     6%    17%    16%     8%    12%    24%       7%       7%     1%     3%    12%    11%    13%    10%    11%    12%    11%     7%    11%     9% 
                                             B                    e    HIJ        J        j                    K      K      K 
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
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Now, thinking about where you make your routine purchases -  
such as food, milk, clothing, gasoline, and cigarettes - is  
there one property in a retailer that is most important in  
choosing where you make your routine purchases?  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Competitive pricing          281    119    162     58    121    102     69       99       43     31     80     44     77     51     14    126     79     75    164     51    101 
                             35%    31%    39%    36%    41%    30%    34%      39%      32%    41%    54%    31%    34%    34%    20%    35%    33%    37%    41%    31%    38% 
                                             b             F                                          LMNO             o      o 
 
Convenient location          113     60     53      8     45     60     29       30       22     15     10     23     29     26      8     47     36     30     47     16     34 
                             14%    16%    13%     5%    15%    17%    14%      12%      16%    20%     7%    16%    13%    17%    11%    13%    15%    15%    12%    10%    13% 
                                                           D      D                                             k             K 
 
Variety of selection          45     21     24      6     16     23      8       13       10      3     15      5     12      7      3     19     14     11     27      9     13 
                              6%     6%     6%     4%     5%     7%     4%       5%       7%     4%    10%     3%     5%     5%     4%     5%     6%     6%     7%     5%     5% 
                                                                                                         L 
 
Service                       44     17     28     13     11     20     12       14        5      1      3     10     12     13      4     24     10      9     18     10      8 
                              6%     4%     7%     8%     4%     6%     6%       6%       4%     1%     2%     7%     5%     9%     5%     7%     4%     5%     4%     6%     3% 
                                                                         j        J                                           K 
 
Buy local/support my          32     15     17      2     10     20      9        8        5      5      3      5      2     14      3     12      7     14     16      6     10 
community                     4%     4%     4%     1%     3%     6%     4%       3%       4%     6%     2%     4%     1%    10%     5%     3%     3%     7%     4%     4%     4% 
                                                                 De                                                         KlM 
 
Quality                       24      9     15      6      6     12      5        6        8      3      4      5      5      3      6      8      9      8      9      5      4 
                              3%     2%     4%     4%     2%     4%     2%       2%       6%     4%     3%     3%     2%     2%     9%     2%     4%     4%     2%     3%     1% 
 
Loyalty to retailer(s)        15      4     11      1      5      8      4        2        5      -      1      1      5      3      1      7      7      1      7      2      6 
                              2%     1%     3%     1%     2%     2%     2%       1%       4%            1%     1%     2%     2%     1%     2%     3%     *%     2%     1%     2% 
 
Customer service/staff        12     12      1      8      1      3      8        2        1      1      -      1      8      2      2     11      1      1     11      9     11 
                              2%     3%     *%     5%     *%     1%     4%       1%       1%     1%            1%     4%     1%     2%     3%     *%     *%     3%     5%     4% 
                                      C                                                                                                    QR 
 
Availability/ease of          11      5      6      -      7      4      2        3        1      3      2      1      5      2      1      5      4      3      7      3      3 
getting what I want           1%     1%     1%            2%     1%     1%       1%       1%     4%     1%     *%     2%     1%     1%     1%     1%     1%     2%     2%     1% 
 
Reward programs (air           9      5      4      5      4      1      1        5        2      1      1      2      5      1      -      7      3      -      7      1      7 
miles/gas coupons/            1%     1%     1%     3%     1%     *%     *%       2%       2%     1%     1%     2%     2%     1%            2%     1%            2%     1%     2% 
discounts)                
 
Store specifics (hours,        3      1      2      -      -      3      1        1        1      -      1      1      1      -      1      1      1      1      2      -      1 
size, cleanliness)            *%     *%     *%                   1%     1%       *%       1%            1%     *%     1%            1%     *%     *%     1%     1%            1% 
 
No - I look for a            134     81     53     27     49     57     21       51       23     10     18     28     37     19     22     62     38     33     55     33     44 
combination of qualities     17%    21%    13%    17%    17%    17%    10%      20%      17%    14%    12%    19%    16%    12%    32%    17%    16%    16%    14%    20%    16% 
                                      C                                           G                                                KmN 
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(Continued) 
 
 
 
Now, thinking about where you make your routine purchases -  
such as food, milk, clothing, gasoline, and cigarettes - is  
there one property in a retailer that is most important in  
choosing where you make your routine purchases?  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
Other                         19     12      7      4      8      7      5        4        1      2      3      6      4      3      1      6      6      7     12      4      6 
                              2%     3%     2%     3%     3%     2%     2%       1%       1%     3%     2%     4%     2%     2%     2%     2%     2%     3%     3%     2%     2% 
 
Don't know                    59     22     36     24     13     22     30       16        7      -      5     14     24      6      4     25     25      8     21     15     19 
                              7%     6%     9%    15%     4%     6%    15%       6%       5%            3%     9%    11%     4%     6%     7%    11%     4%     5%     9%     7% 
                                                    e                   HI                                      k     KN                           R 
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Table Q5 Page 14 
When you travel to New Brunswick, how often do you buy  
things that you might otherwise purchase in Nova Scotia?   
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         744    363    381    164    285    295    176      246      129     75    148    145    225    150     69    341    223    180    402    163    266 
 
UNWEIGHTED TOTAL             729    338    391     57    279    393    162      245      135     67    142    139    208    161     71    337    219    173    378    134    244 
 
Always                       148     66     82     35     72     41     23       52       28     21    148      -      -      -      -     66     39     43    113     37     69 
                             20%    18%    22%    21%    25%    14%    13%      21%      22%    28%   100%                                19%    17%    24%    28%    22%    26% 
                                                           F                                      G 
 
Often                        145     64     80     36     58     51     32       42       27     18      -    145      -      -      -     72     48     25    114     42     64 
                             19%    18%    21%    22%    20%    17%    18%      17%      21%    24%          100%                         21%    21%    14%    28%    26%    24% 
                                                                                                                                            r 
 
Sometimes                    225    125    100     62     78     85     65       80       33     24      -      -    225      -      -    103     69     53    124     47     77 
                             30%    35%    26%    38%    27%    29%    37%      32%      26%    32%                 100%                  30%    31%    30%    31%    29%    29% 
                                      c                                  i 
 
Rarely                       150     64     86     15     65     71     35       49       28     11      -      -      -    150      -     59     46     45     41     34     32 
                             20%    18%    23%     9%    23%    24%    20%      20%      22%    14%                        100%           17%    21%    25%    10%    21%    12% 
                                                           D      D                                                                                                     s 
 
Never                         69     40     30     16     13     41     19       23       12      2      -      -      -      -     69     37     19     14      8      4     23 
                              9%    11%     8%    10%     4%    14%    11%       9%       9%     2%                               100%    11%     8%     8%     2%     2%     9% 
                                                                  E      J        J        J                                                                                  ST 
 
Don't know                     6      3      3      -      -      6      2        1        1      -      -      -      -      -      -      3      3      -      2      -      1 
                              1%     1%     1%                   2%     1%       *%       1%                                               1%     1%            1%            *% 
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We'd like you to think about your routine purchases, such  
as food, milk, gasoline, clothing, or cigarettes.   In a  
typical month, approximately how much of your routine  
purchases do you make in New Brunswick?  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         669    320    349    148    272    248    155      223      116     73    148    145    225    150      -    301    202    166    392    159    243 
 
UNWEIGHTED TOTAL             650    302    348     53    265    332    135      226      125     65    142    139    208    161      -    300    198    152    366    132    227 
 
Less than 25 per cent        477    236    240     92    184    201    115      164       80     48     74     71    192    140      -    196    149    132    222    100    135 
                             71%    74%    69%    62%    68%    81%    74%      74%      68%    65%    50%    49%    85%    93%           65%    74%    79%    57%    63%    56% 
                                                                 DE                                                   KL    KLm                           P 
 
25 to 50 per cent            114     48     66     21     56     38     14       46       29     12     42     36     27      9      -     48     43     23     99     33     63 
                             17%    15%    19%    14%    20%    15%     9%      21%      25%    17%    28%    25%    12%     6%           16%    21%    14%    25%    20%    26% 
                                                                                  G        G            MN     MN      n 
 
51 to 75 per cent             53     21     32     33     14      6     15        8        6     11     19     28      4      1      -     46      2      4     50     21     31 
                              8%     6%     9%    22%     5%     2%    10%       3%       5%    16%    13%    20%     2%     *%           15%     1%     2%    13%    13%    13% 
                                                   EF                                            Hi     MN     MN                          QR 
 
More than 75 per cent         19     12      7      2     15      2      7        3        2      2     10      8      1      -      -      9      5      4     18      5     10 
                              3%     4%     2%     2%     6%     1%     4%       1%       1%     3%     7%     5%     *%                   3%     3%     3%     5%     3%     4% 
                                                           F                                             M      m 
 
Don't know                     6      3      3      -      4      3      4        1        -      -      3      2      1      1      -      1      2      3      3      1      3 
                              1%     1%     1%            1%     1%     2%       1%                     2%     1%     *%     1%            *%     1%     2%     1%     1%     1% 
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Now we'd like you to think about major purchases that you  
only make from time to time, such as furniture, appliances,  
vehicles, and electronics.   In a typical year, approximately 
how much of your major purchases do you make in New Brunswick? 
  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         669    320    349    148    272    248    155      223      116     73    148    145    225    150      -    301    202    166    392    159    243 
 
UNWEIGHTED TOTAL             650    302    348     53    265    332    135      226      125     65    142    139    208    161      -    300    198    152    366    132    227 
 
Less than 25 per cent        492    222    270     97    186    209    121      177       82     31     83     96    179    135      -    197    167    129    241     95    144 
                             74%    69%    78%    66%    68%    84%    78%      79%      70%    42%    56%    66%    79%    90%           65%    83%    77%    62%    60%    59% 
                                             b                   DE      J       iJ        J                          KL    KLM                    P      P 
 
25 to 50 per cent             88     53     35     21     46     22     20       22       17     22     22     25     27     14      -     44     21     22     73     35     40 
                             13%    17%    10%    14%    17%     9%    13%      10%      15%    30%    15%    17%    12%     9%           15%    11%    13%    19%    22%    16% 
                                      C                    F                                    GHI 
 
51 to 75 per cent             33     18     15     11     16      5      6        6        5     12     11     13      8      1      -     21      5      7     27     12     21 
                              5%     6%     4%     8%     6%     2%     4%       3%       5%    16%     8%     9%     3%     1%            7%     2%     4%     7%     8%     8% 
                                                           F                                    GHI      N      N                           q 
 
More than 75 per cent         43     25     18     15     21      7      3       17       12      8     24     11      8      -      -     33      8      2     42     14     32 
                              6%     8%     5%    10%     8%     3%     2%       8%      10%    10%    16%     7%     4%                  11%     4%     1%    11%     9%    13% 
                                                           F                      G        G      g     lM                                 QR 
 
Don't know                    13      2     11      4      4      5      5        -        -      1      8      1      3      1      -      6      1      6      9      3      6 
                              2%     1%     3%     3%     1%     2%     3%                       1%     5%     1%     1%     1%            2%     *%     3%     2%     2%     3% 
                                             b                                                          LN 
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What is the main reason that you make ___ of your routine  
purchases in New Brunswick? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         186     81    105     56     85     45     36       57       37     26     71     72     33     10      -    103     51     32    167     58    104 
 
UNWEIGHTED TOTAL             168     72     96     22     85     61     30       56       38     21     65     62     31     10      -     92     51     25    149     49     92 
 
Price/cheaper/less taxes     125     57     68     40     54     31     23       38       22     19     55     44     21      5      -     69     34     21    112     39     64 
                             67%    70%    64%    70%    64%    68%    64%      67%      59%    73%    78%    60%    65%    48%           67%    68%    66%    67%    67%    61% 
                                                                                                         n 
 
Selection/product             37     13     24      9     18     10      8        9       11      5     11     21      2      3      -     23      9      5     34      9     24 
availability/variety         20%    16%    23%    16%    22%    21%    23%      16%      30%    20%    16%    29%     7%    27%           22%    18%    15%    20%    16%    23% 
                                                                                                                M 
 
Traveling through there       10      6      4      6      2      2      1        6        3      -      1      3      6      -      -      4      -      6     10      1      9 
already                       5%     8%     3%    10%     2%     5%     2%      11%       8%            2%     4%    18%                   4%           19%     6%     2%     8% 
                                                                                                                       k 
 
Convenience/habit              3      2      1      -      3      -      1        -        -      2      -      1      2      -      -      1      2      -      2      3      1 
                              2%     2%     1%            3%            3%                       8%            1%     6%                   1%     4%            1%     5%     1% 
 
Going for cheaper gas,         2      1      1      -      2      -      -        -        1      -      1      1      -      -      -      2      -      -      2      1      1 
so other purchases were       1%     1%     1%            2%                              3%            2%     1%                          2%                   1%     2%     1% 
made                      
 
Other                          8      1      7      2      4      1      2        3        -      -      3      3      1      2      -      3      4      -      6      4      5 
                              4%     1%     7%     3%     5%     3%     5%       6%                     4%     4%     2%    18%            3%     9%            4%     7%     5% 
 
Don't know                     2      1      1      -      1      1      1        1        -      -      -      -      1      1      -      1      1      -      1      1      1 
                              1%     1%     1%            1%     2%     3%       1%                                   3%     8%            1%     2%            *%     1%     1% 
 
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q9 Page 18 
What is the main reason that you make ___ of your major  
purchases in New Brunswick? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         164     96     68     47     82     34     29       46       35     41     57     48     43     15      -     98     34     32    142     62     92 
 
UNWEIGHTED TOTAL             145     79     66     20     78     47     22       42       35     33     49     50     34     12      -     87     35     23    125     47     77 
 
Price/cheaper/less taxes     100     65     34     41     42     16     20       35       17     22     37     27     32      4      -     59     17     23     88     37     63 
                             61%    68%    50%    88%    51%    47%    68%      77%      49%    52%    65%    56%    73%    27%           60%    51%    73%    62%    60%    68% 
                                      c            EF                            IJ                      N      n      N 
 
Selection/product             51     25     27      5     33     13      5        9       15     17     18     14      9     11      -     32     11      9     44     19     25 
availability/variety         31%    26%    39%    12%    40%    37%    19%      19%      44%    41%    31%    29%    20%    73%           33%    33%    27%    31%    31%    27% 
                                                           D      D                        H      h                         KLM 
 
Closest place to where I       7      2      5      -      4      3      2        -        1      3      1      7      -      -      -      3      4      -      7      3      2 
live / convenient             4%     2%     7%            5%     9%     6%                2%     7%     1%    14%                          3%    13%            5%     4%     2% 
                                                                                                                K 
 
Other                          3      2      1      -      1      2      -        2        2      -      2      1      1      -      -      3      -      -      2      2      2 
                              2%     2%     2%            1%     7%              4%       5%            3%     1%     2%                   4%                   2%     3%     2% 
 
Don't know                     2      1      1      -      2      -      2        -        -      -      -      -      2      -      -      1      1      -      -      1      1 
                              1%     1%     1%            2%            7%                                            5%                   1%     3%                   2%     1% 
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q12 Page 19 
When you shop in New Brunswick, how do you find the prices  
of routine purchases - such as food, milk, clothing,  
gasoline, and cigarettes - compare with those in Nova  
Scotia? Would you say that the cost of routine items in 
New Brunswick is…? 
 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         669    320    349    148    272    248    155      223      116     73    148    145    225    150      -    301    202    166    392    159    243 
 
UNWEIGHTED TOTAL             650    302    348     53    265    332    135      226      125     65    142    139    208    161      -    300    198    152    366    132    227 
 
A lot more expensive           1      -      1      -      -      1      -        -        1      -      -      -      1      -      -      1      -      -      1      -      1 
                              *%            *%                   *%                       1%                          *%                   *%                   *%            *% 
 
A little more expensive       10      7      2      4      1      4      7        2        -      -      -      2      6      2      -      1      8      -      5      -      - 
                              1%     2%     1%     3%     1%     2%     4%       1%                            1%     3%     1%            *%     4%            1%               
                                                                                                                                                   p 
 
About the same price         184     77    107     31     71     82     45       53       39     20     27     36     69     52      -     79     54     51     76     37     45 
                             28%    24%    31%    21%    26%    33%    29%      24%      34%    27%    18%    25%    31%    35%           26%    27%    31%    19%    23%    19% 
                                                                  e                        h                           K      K 
 
A little less expensive      307    143    164     73    136     97     67      112       46     38     67     82     98     59      -    142     88     77    196     91    126 
                             46%    45%    47%    50%    50%    39%    43%      50%      40%    51%    46%    57%    43%    39%           47%    44%    46%    50%    57%    52% 
                                                           F                      i                            mN 
 
A lot less expensive         115     69     45     28     51     36     30       38       23     11     46     19     34     16      -     55     43     17     88     23     52 
                             17%    22%    13%    19%    19%    14%    20%      17%      19%    14%    31%    13%    15%    11%           18%    21%    10%    22%    15%    21% 
                                      C                                                                LMN                                  R      R 
 
Depends, specify               9      7      3      2      3      4      1        2        1      2      5      -      2      2      -      4      1      4      7      4      4 
                              1%     2%     1%     2%     1%     2%     1%       1%       1%     3%     3%            1%     2%            1%     *%     3%     2%     2%     2% 
 
Same price except gas /       15      7      8      9      4      2      1        8        2      -      1      1      6      8      -      4      1     11      9      1      8 
cigarettes / milk are         2%     2%     2%     6%     2%     1%     *%       3%       2%            1%     *%     3%     5%            1%     *%     7%     2%     *%     3% 
cheaper in NB                                                                     g                                          KL                          PQ                    t 
 
Some are less / Some are       2      -      2      -      -      2      -        1        -      -      -      2      -      -      -      1      -      1      1      -      - 
the same / Some are           *%            *%                   1%              *%                            1%                          *%            *%     *%               
higher                    
 
Depends on the product         1      1      1      -      1      1      -        1        -      1      1      1      -      -      -      1      -      -      1      1      1 
                              *%     *%     *%            *%     *%              *%              1%     *%     *%                          *%                   *%     *%     *% 
 
Don't know                    24      9     16      -      5     20      4        6        5      2      1      3     10     10      -     12      7      5      8      2      6 
                              4%     3%     4%            2%     8%     3%       3%       4%     3%     1%     2%     4%     7%            4%     4%     3%     2%     2%     2% 
                                                                  E                                                    k     Kl 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q13 Page 20 
When you shop in New Brunswick, how do you find the prices  
of major purchases - such as vehicles, furniture,  
appliances, and electronics - compared with those in Nova  
Scotia? Would you say that the cost of major items in New 
Brunswick is... ? 
 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         669    320    349    148    272    248    155      223      116     73    148    145    225    150      -    301    202    166    392    159    243 
 
UNWEIGHTED TOTAL             650    302    348     53    265    332    135      226      125     65    142    139    208    161      -    300    198    152    366    132    227 
 
A lot more expensive           1      -      1      -      1      -      -        1        -      -      -      1      -      -      -      -      -      1      1      -      1 
                              *%            *%            *%                     *%                            *%                                        *%     *%            *% 
 
A little more expensive        5      2      3      2      3      -      1        2        -      -      -      2      -      3      -      2      3      -      2      1      1 
                              1%     1%     1%     1%     1%            1%       1%                            1%            2%            1%     1%            *%     1%     *% 
 
About the same price         238    121    117     68     87     83     49       77       44     29     56     50     85     47      -     97     66     74    135     66     70 
                             36%    38%    34%    46%    32%    34%    31%      35%      38%    40%    38%    34%    38%    31%           32%    33%    45%    34%    41%    29% 
                                                                                                                                                         Pq             u 
 
A little less expensive      177     87     91     35     88     55     42       59       40     20     43     50     57     27      -     88     62     27    119     38     84 
                             27%    27%    26%    23%    32%    22%    27%      27%      34%    28%    29%    35%    25%    18%           29%    31%    16%    30%    24%    34% 
                                                           F                                             n      N                           R      R 
 
A lot less expensive          71     44     27     24     32     15     20       22       11      9     24      9     33      5      -     53     12      6     62     23     43 
                             11%    14%     8%    16%    12%     6%    13%      10%      10%    13%    16%     6%    15%     3%           18%     6%     4%    16%    14%    18% 
                                      C                    F                                            LN            lN                   QR 
 
Depends, specify               5      2      3      -      2      3      1        2        1      -      2      1      1      2      -      4      1      -      3      2      3 
                              1%     1%     1%            1%     1%     1%       1%       1%            1%     *%     *%     1%            1%     *%            1%     1%     1% 
 
Less because of the            7      6      1      5      1      2      -        5        1      1      -      1      6      -      -      -      2      5      6      1      6 
sales tax / recycling         1%     2%     *%     3%     *%     1%              2%       1%     1%            *%     3%                          1%     3%     2%     *%     2% 
fees                                  c 
 
Some are less / Some are       1      -      1      -      -      1      -        1        -      -      -      1      -      -      -      1      -      -      1      -      - 
the same / Some are           *%            *%                   *%              *%                            1%                          *%                   *%               
higher                    
 
Don't know                   165     58    106     15     60     89     42       54       19     13     24     32     43     66      -     56     56     53     64     29     36 
                             25%    18%    31%    10%    22%    36%    27%      24%      16%    18%    16%    22%    19%    44%           19%    28%    32%    16%    18%    15% 
                                             B             D     DE      i                                                  KLM                    p      P 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q14A Page 21 
As you may know, the HST increased from 13% to 15% on July  
1st of last year. Would you say that as a result of this  
increase you are now shopping more often in New Brunswick  
than you did before, less often than you did before, or has 
there been no change? 
 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         669    320    349    148    272    248    155      223      116     73    148    145    225    150      -    301    202    166    392    159    243 
 
UNWEIGHTED TOTAL             650    302    348     53    265    332    135      226      125     65    142    139    208    161      -    300    198    152    366    132    227 
 
More Often                   173     87     86     48     81     43     26       60       38     30     64     55     39     15      -     94     44     36    147     51     95 
                             26%    27%    25%    33%    30%    17%    17%      27%      33%    40%    43%    38%    17%    10%           31%    22%    21%    38%    32%    39% 
                                                    f      F                      g        G     Gh     MN     MN      n                   qr 
 
Less Often                    16      8      8      -      5     11      6        4        1      3      2      4      7      3      -      7      8      1     10      4      4 
                              2%     2%     2%            2%     4%     4%       2%       1%     3%     2%     3%     3%     2%            2%     4%     1%     2%     2%     2% 
                                                                  e 
 
No Change                    472    224    247     95    185    192    120      158       76     41     78     86    177    131      -    198    149    124    231    105    139 
                             71%    70%    71%    64%    68%    77%    78%      71%      65%    56%    53%    59%    79%    87%           66%    74%    75%    59%    66%    57% 
                                                                  E     iJ        j                                   KL    KLm 
 
Don't Know                     8      1      7      4      1      3      2        -        1      -      4      -      2      2      -      2      1      5      4      -      4 
                              1%     *%     2%     3%     *%     1%     1%                1%            3%            1%     1%            1%     *%     3%     1%            2% 
 
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q14B Page 22 
What types of items are you buying more frequently in New  
Brunswick because of the increase in the HST on July 1st of  
last year?  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         173     87     86     48     81     43     26       60       38     30     64     55     39     15      -     94     44     36    147     51     95 
 
UNWEIGHTED TOTAL             158     78     80     20     79     59     22       52       37     26     59     47     39     13      -     85     45     28    133     42     81 
 
Gasoline                      88     39     49     18     43     27     11       34       19     13     42     25     16      4      -     49     26     13     82     31     46 
                             51%    44%    57%    37%    53%    62%    44%      56%      50%    42%    67%    46%    40%    30%           52%    60%    36%    56%    61%    48% 
                                                                  d                                    lMN                                         r 
 
Food/groceries                62     24     38     17     28     16      8       23       19      4     24     20     15      4      -     24     23     15     56     17     30 
                             36%    27%    44%    35%    35%    38%    32%      39%      48%    13%    38%    36%    37%    25%           25%    52%    43%    38%    33%    32% 
                                             b                                    J        J                                                       P 
 
Electronics                   53     33     21     19     26      9      3       16       13     16     27     12     10      4      -     36      8     10     46     18     32 
                             31%    38%    24%    39%    32%    20%    10%      27%      34%    53%    42%    23%    26%    25%           38%    18%    27%    31%    35%    33% 
                                                                                           g     Gh      l                                  Q 
 
Clothing                      51     13     38     23     17     12     11       12       13      9     14     22     10      5      -     31     15      5     46     13     34 
                             29%    15%    44%    47%    21%    27%    43%      20%      33%    31%    22%    40%    25%    33%           34%    34%    13%    31%    26%    36% 
                                             B      e                                                                                       r      r 
 
Cigarettes                    48     32     15     14     24      9     11       17        4      9     23     15      4      6      -     27     14      6     43     18     21 
                             28%    37%    18%    29%    29%    22%    42%      29%      11%    29%    36%    27%    11%    39%           29%    32%    18%    29%    36%    22% 
                                      C                                  i        i                      M                    m 
 
Furniture                     19      9     10      6      9      4      1        2        6      7      3      6      6      5      -     12      3      4     16      3     14 
                             11%    11%    11%    12%    12%     9%     3%       4%      16%    22%     4%    10%    15%    33%           13%     7%    12%    11%     5%    14% 
                                                                                           h     gh                           K 
 
Milk                          18     10      8      5      9      4      4        4        2      6      9      5      3      1      -     12      4      3     15      6     12 
                             11%    12%    10%     9%    11%    10%    13%       7%       6%    21%    15%     9%     8%     6%           12%     9%     7%    10%    11%    13% 
 
Vehicles                      17     14      3     12      2      2      -        7        1      8      8      5      4      -      -     11      3      2     17      9     16 
                             10%    16%     4%    25%     3%     5%             12%       2%    27%    13%     8%     9%                  12%     7%     6%    11%    18%    17% 
                                      C            ef                             i               I 
 
Appliances/household          10      5      5      -      7      3      2        -        5      2      3      1      4      2      -      6      1      3      7      4      6 
items                         6%     6%     6%            8%     7%     7%               12%     8%     4%     1%    11%    14%            7%     2%     8%     5%     8%     6% 
 
Alcohol                        6      4      2      -      4      2      1        1        1      3      2      1      3      -      -      3      2      2      6      -      2 
                              3%     4%     3%            5%     5%     4%       2%       2%     9%     3%     2%     8%                   3%     4%     4%     4%            3% 
 
Renovations/building           4      2      2      -      2      2      1        1        2      -      3      1      -      -      -      1      2      1      3      -      3 
supplies/tools                2%     2%     2%            2%     5%     3%       2%       5%            5%     1%                          2%     4%     2%     2%            3% 
 
Anything/everything            4      3      1      -      4      -      -        -        3      1      1      3      -      -      -      1      3      -      4      2      2 
                              2%     4%     1%            5%                              8%     3%     2%     6%                          1%     7%            3%     4%     2% 
 
Tires/auto repairs/parts       3      2      1      -      1      2      -        1        1      1      1      1      1      -      -      3      -      -      3      1      2 
                              2%     2%     1%            1%     5%              2%       2%     2%     1%     1%     4%                   3%                   2%     1%     2% 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q14B Page 23 
(Continued) 
 
 
 
What types of items are you buying more frequently in New  
Brunswick because of the increase in the HST on July 1st of  
last year?  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
Larger purchases               2      2      -      -      1      1      -        1        -      -      1      -      1      -      -      2      -      -      2      1      1 
                              1%     2%                   1%     2%              1%                     2%            2%                   2%                   1%     1%     1% 
 
Craft Supplies                 2      1      1      -      -      2      -        -        1      -      1      -      1      -      -      2      -      -      2      -      1 
                              1%     1%     1%                   4%                       2%            1%            2%                   2%                   1%            1% 
 
Baby products/toys             1      -      1      -      1      -      -        1        -      -      -      -      1      -      -      1      -      -      1      1      1 
                              *%            1%            1%                     1%                                   2%                   1%                   *%     1%     1% 
 
Pet Supplies                   1      -      1      -      -      1      -        -        -      -      1      -      -      -      -      -      -      1      -      -      - 
                              *%            1%                   1%                                     1%                                               1%                      
 
Other                         22      4     18     14      6      2      8        8        1      4      9     11      1      1      -     12      2      8     18      7     14 
                             13%     4%    21%    29%     8%     4%    30%      13%       2%    13%    14%    20%     3%     6%           13%     6%    21%    12%    13%    15% 
                                             B      F                    i        i                      m      M 
 
Don't Know                     1      -      1      -      1      1      -        1        -      -      -      -      -      1      -      1      1      -      1      1      1 
                              1%            2%            1%     2%              1%                                         10%            1%     2%            1%     3%     2% 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q15A Page 24 
In March of this year, the Province of New Brunswick  
increased the tax on gasoline by 2.9 cents per litre, and  
increased the tax on diesel by 2.3 cents per litre. Before  
participating in this survey, were you aware of these fuel 
tax increases? 
 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         669    320    349    148    272    248    155      223      116     73    148    145    225    150      -    301    202    166    392    159    243 
 
UNWEIGHTED TOTAL             650    302    348     53    265    332    135      226      125     65    142    139    208    161      -    300    198    152    366    132    227 
 
Yes, aware                   354    207    147     57    147    150     77      109       62     45     80     71    128     74      -    169    111     73    213     94    134 
                             53%    65%    42%    38%    54%    60%    50%      49%      53%    62%    54%    49%    57%    49%           56%    55%    44%    54%    59%    55% 
                                      C                    d      D                                                                         r 
 
No, not aware                312    113    198     91    124     96     77      112       55     28     68     73     97     74      -    129     89     93    178     66    109 
                             47%    35%    57%    62%    46%    39%    49%      50%      47%    38%    46%    50%    43%    49%           43%    44%    56%    45%    41%    45% 
                                             B     eF      f                                                                                             Pq 
 
Don't know                     3      -      3      -      1      3      1        1        -      -      -      1      1      2      -      2      1      -      1      -      - 
                              *%            1%            *%     1%     1%       1%                            1%     *%     1%            1%     1%            *%               



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table Q15B Page 25 
Would you say that as a result of these tax increases in  
New Brunswick you are now buying fuel for your vehicle more  
often in New Brunswick than you did before, less often than  
you did before, or has there been no change? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         354    207    147     57    147    150     77      109       62     45     80     71    128     74      -    169    111     73    213     94    134 
 
UNWEIGHTED TOTAL             356    202    154     18    139    199     62      124       69     39     78     76    119     83      -    177    109     70    215     79    135 
 
More often                    34     14     20      7     22      6      7        9        3      5     11      9      8      6      -     15      9     11     25      8     15 
                             10%     7%    14%    12%    15%     4%     9%       9%       4%    12%    14%    13%     6%     8%            9%     8%    15%    12%     9%    11% 
                                                           F 
 
Less often                    65     43     22      7     31     27     12       25       14      5     11     16     23     15      -     34     18     12     41     16     30 
                             18%    21%    15%    12%    21%    18%    15%      23%      23%    12%    14%    22%    18%    20%           20%    17%    16%    19%    17%    23% 
 
No change                    250    149    101     43     93    113     55       75       45     33     57     46     94     53      -    120     80     50    144     70     87 
                             71%    72%    69%    77%    63%    76%    72%      68%      73%    74%    71%    65%    73%    71%           71%    72%    68%    68%    74%    65% 
                                                                  E 
 
Don't know                     5      1      4      -      2      3      3        -        -      1      1      -      3      1      -      1      3      1      3      -      1 
                              1%     *%     3%            1%     2%     4%                       2%     1%            3%     1%            *%     3%     1%     2%            1% 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table D1 Page 26 
How many adults 18 years of age or older live in your  
household? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
1                            196     84    112     24     53    119    100       48       12      4     21     18     61     38     26     95     62     39     76     39     53 
                             24%    22%    27%    14%    18%    35%    49%      19%       9%     5%    14%    13%    27%    25%    37%    26%    26%    19%    19%    24%    20% 
                                                                 DE    HIJ       IJ                                   KL     KL     KL 
 
2                            495    249    245    111    193    191     93      175      101     60    101    103    131     92     39    213    147    134    261    103    172 
                             62%    65%    59%    68%    65%    56%    46%      69%      75%    80%    68%    71%    58%    61%    56%    59%    61%    66%    65%    63%    64% 
                                                           F                      G        G     Gh             m 
 
3                             78     30     48     14     41     23      8       26       13      8     23     20     20     13      3     42     24     13     52     17     29 
                             10%     8%    12%     9%    14%     7%     4%      10%      10%    10%    15%    14%     9%     8%     4%    12%    10%     6%    13%    11%    11% 
                                                           F                      G        g             O      O                           r 
 
4                             20      7     12      6      6      7      1        3        6      2      2      4      6      7      -      7      3      9     10      1      8 
                              2%     2%     3%     4%     2%     2%     *%       1%       4%     3%     1%     3%     3%     5%            2%     1%     5%     2%     1%     3% 
                                                                                           G 
 
5                              7      6      1      6      1      1      1        1        -      1      1      -      5      1      -      3      -      5      3      -      2 
                              1%     2%     *%     4%     *%     *%     1%       *%              1%     1%            2%     1%            1%            2%     1%            1% 
 
6                              2      2      -      2      -      -      -        -        2      -      -      -      -      -      2      -      2      -      -      2      2 
                              *%     1%            1%                                     2%                                        3%            1%                   1%     1% 
 
Refused                        4      4      -      -      2      2      1        2        -      -      1      -      2      -      -      -      2      2      1      -      - 
                              *%     1%                   1%     *%     *%       1%                     1%            1%                          1%     1%     *%               
 
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table D2 Page 27 
How many children under 18 years of age live in your  
household? 
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
0                            560    269    291     75    156    330    163      175       77     38     93     81    160    107     58    249    174    138    240     93    164 
                             70%    70%    69%    46%    53%    96%    80%      69%      58%    51%    63%    56%    71%    71%    83%    69%    72%    68%    60%    57%    62% 
                                                                 DE    HIJ       iJ                                    L      L    KLn 
 
1                             92     36     56     32     50      9      9       40       21     10     17     19     32     16      5     47     23     22     63     26     38 
                             11%     9%    13%    19%    17%     3%     4%      16%      16%    13%    11%    13%    14%    11%     7%    13%    10%    11%    16%    16%    14% 
                                                    F      F                      G        G      g 
 
2                             99     43     56     31     67      1     17       23       23     24     26     40     16     14      2     50     27     21     72     31     52 
                             12%    11%    13%    19%    23%     *%     8%       9%      17%    32%    18%    28%     7%     9%     3%    14%    11%    11%    18%    19%    20% 
                                                    F      F                              Gh    GHI    MnO    MNO             o 
 
3                             38     26     12     16     21      1     11        8       11      3      9      3     12     10      4      8      9     21     16     13      8 
                              5%     7%     3%    10%     7%     *%     5%       3%       8%     4%     6%     2%     5%     7%     6%     2%     4%    10%     4%     8%     3% 
                                      C             f      F                                                                  l                          PQ 
 
4                             12      7      5     10      1      1      3        7        2      -      2      2      6      2      -      5      7      -     10      1      3 
                              1%     2%     1%     6%     *%     *%     2%       3%       1%            2%     1%     2%     1%            1%     3%            3%     1%     1% 
 
5                              1      1      -      -      1      -      -        1        -      -      -      -      -      1      -      1      -      -      -      -      - 
                              *%     *%                   *%                     *%                                          1%            *%                                    
 
Refused                        1      1      -      -      -      1      1        -        -      -      1      -      -      -      -      -      1      -      1      -      - 
                              *%     *%                          *%     *%                              1%                                        *%            *%               
 
 
 



Cross Border Shopping (Wave 3) – October 2011 
 

Significant differences between segments at 95% indicated by upper case letters and 90% indicated by lower case 
 

Table D3 Page 28 
What would you say is the total annual income of your  
household before taxes? Is it:  
 
 
                                    GENDER             AGE                      INCOME                  PURCHASES WHEN TRAVELING             CATEGORY        MONTHLY VISITATION  
                                 <-----------> <------------------> <-----------------------------> <--------------------------------> <------------------> <------------------> 
                          TOTAL   Male  Female 18-34  35-54   55+   <$30K  $30-$59K $60-$99K $100K+ Always Often   Some  Rarely Never   Amh.  Inner  Outer   Shop   Busi  Pleas  
                          ------ ------ ------ ------ ------ ------ ------ -------- -------- ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ ------ 
                             (A)    (B)    (C)    (D)    (E)    (F)    (G)      (H)      (I)    (J)    (K)    (L)    (M)    (N)    (O)    (P)    (Q)    (R)    (S)    (T)    (U) 
 
BASE                         802    383    419    164    296    343    204      255      134     75    148    145    225    150     69    360    240    202    402    163    266 
 
UNWEIGHTED TOTAL             802    362    440     57    292    453    196      256      141     67    142    139    208    161     71    360    240    202    378    134    244 
 
Under $30,000                204     84    119     50     55     99    204        -        -      -     23     32     65     35     19     88     74     42     79     42     51 
                             25%    22%    28%    31%    18%    29%   100%                             16%    22%    29%    23%    28%    25%    31%    21%    20%    26%    19% 
                                                                  E                                                    K                           R 
 
$30,000 to $39,999           116     59     57     29     37     50      -      116        -      -     21     19     39     22      8     43     39     34     61     16     35 
                             14%    15%    14%    18%    13%    15%             46%                    14%    13%    17%    14%    11%    12%    16%    17%    15%    10%    13% 
 
$40,000 to $49,999            76     39     38     11     33     33      -       76        -      -     18      9     24     17      7     27     24     25     38     14     28 
                             10%    10%     9%     7%    11%     9%             30%                    12%     6%    11%    11%     9%     7%    10%    13%     9%     9%    11% 
 
$50,000 to $59,999            62     43     19     16     21     25      -       62        -      -     13     14     16     10      9     30     12     20     35     15     28 
                              8%    11%     5%    10%     7%     7%             24%                     9%     9%     7%     6%    13%     8%     5%    10%     9%     9%    11% 
                                      C 
 
$60,000 to $69,999            42     14     28      5     16     21      -        -       42      -     11      7     11     11      1     24     11      7     27     10     20 
                              5%     4%     7%     3%     5%     6%                      31%            7%     5%     5%     7%     2%     7%     5%     4%     7%     6%     8% 
 
$70,000 to $79,999            44     26     18     10     27      8      -        -       44      -      9      8     10      8      8     18     18      8     21      8     16 
                              6%     7%     4%     6%     9%     2%                      33%            6%     5%     5%     5%    11%     5%     8%     4%     5%     5%     6% 
                                                           F 
 
$80,000 to $89,999            27      9     18      5     14      8      -        -       27      -      4      7      7      6      2     14      6      7     15      8     11 
                              3%     2%     4%     3%     5%     2%                      20%            2%     5%     3%     4%     4%     4%     3%     4%     4%     5%     4% 
 
$90,000 to $99,999            20     13      7      1     12      7      -        -       20      -      4      6      5      4      1     14      4      3     12      5     11 
                              3%     3%     2%     1%     4%     2%                      15%            3%     4%     2%     2%     1%     4%     2%     1%     3%     3%     4% 
                                                           d 
 
$100,000 or over              75     47     28     10     56      9      -        -        -     75     21     18     24     11      2     41     17     17     52     23     33 
                              9%    12%     7%     6%    19%     3%                            100%    14%    12%    11%     7%     2%    11%     7%     9%    13%    14%    12% 
                                      C                   DF                                            nO      O      O 
 
Don't know                    54     15     40     27      5     23      -        -        -      -      8     12     10     12      4     21     11     22     21     10     14 
                              7%     4%     9%    16%     2%     7%                                     6%     8%     5%     8%     5%     6%     5%    11%     5%     6%     5% 
                                             B      E             E                                                                                       q 
 
Refused                       80     34     47      -     20     60      -        -        -      -     15     14     13     16     10     40     24     17     40     12     19 
                             10%     9%    11%            7%    18%                                    10%    10%     6%    11%    14%    11%    10%     8%    10%     8%     7% 
                                                                  E 
 
 


