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Abstract

Only a few renovators use the Internet and even fewer have their own websites. Most 
of the 300- plus websites of participants in the renovation industry , including 
renovators, building materials and equipment manufacturers, government departments 
and associations, which were analyzed are weak in content and presentation. 
Substantial improvements in websites can be made easily and inexpensively using 
existing information. Most of these websites need to be advertised better on search 
engines and in print media so that they will be more accessible to visitors. Several 
renovation related websites provide very valuable information to renovators and 
consumers on such topics as building materials and equipment and building 
technology. The most popular features of the Internet for renovators are e-mail and 
accessing the websites of manufacturers of building materials. Most of the renovators 
who were inten/iewed who do not use the Internet said they saw no reason for getting 
connected.



Executive Summary

The computer-based communications and information system known as the Internet is 
growing in importance in the housing renovation industry. This study analyzes how this 
new technology is being used by renovators, manufacturers and suppliers, government 
organizations, trade associations, and consumers and what the future usage trends are 
likely to be. Renovators were surveyed over the Internet about their use of e-mail, 
websites, and interactive online communications. Renovators who are not using this 
technology were surveyed to determine why they are not on the Internet. Websites of 
renovators, manufacturers/suppliers, trade associations, and government 
housing/building organizations in Canada and the United States were analyzed on the 
type and amount of information they provide to renovators and consumers and on the 
quality of their presentations. While it is still in its youth in terms of (a) its ease of use, (b) 
the number of participants in the renovation industry using this technology now, and (c) 
the amount of information available, this technology currently is an abundant source of 
information and an accelerator of communications.

The housing renovation industry seriously needs to assess how it will use this 
technology to its best advantage. This study presents issues and information for such a 
discussion and it is also a good benchmark for monitoring future developments.

This study was researched almost totally through the use of the Internet. The only 
exceptions were the use of the telephone to interview those renovators who do not use 
the Internet in their business and the use of a printed textbook for advice on the writing 
of HTML source code.

The housing renovation industry in Canada is not using the Internet to its full potential as 
a business tool. Only a small minority of renovation contractors, both general and trade, 
use the Internet at all and those who do have it use it only minimally and with very 
limited effectiveness. The main reason given by renovators for not using the Internet was 
that they did not need it. The other players in the renovation industry— manufacturers, 
suppliers, government departments and agencies, and renovation associations— are 
more active in their participation in the Internet, but, for the most part, are only 
marginally more effective.

The most popular Internet feature for both renovators and the general public is e-mail. 
Renovators who have the Internet use e-mail only occasionally, but they expect this 
usage to increase in the future. Most renovators are probably less frequent users of e- 
mail than the all-industry average firm or the general public. Few renovators publicly list 
their e-mail addresses in directories so it is not easy for customers and business 
contacts to reach them. Better listing of e-mail addresses would greatly improve 
communications and give a better indication of how many renovators are using e-mail in 
their businesses
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Renovators are using the Internet to sonie extent as a research tool to learn about 
building technology and products, weather conditionsi;;(Stc., but the potential is 
definitely not being reached. With Internet access available through public libraries, 
government offices, schools, cyber cafes and friends’ home computers, it is not even 
necessary for renovators to have their own computers and Internet connection. Free 
and easily accessible e-mail accounts (e.g., “Hotmair) are available. Computer 
hardware and software suitable for Internet usage is becoming increasingly affordable.

Very few renovators have their own websites. Other participants in the renovation 
industry (e.g.; manufacturers, government, associations) have relatively few sites, but 
are more active than the renovators themselves.

Despite the ineffectiveness of many renovation industry websites, there is still a 
considerable amount of very valuable information available to renovators and 
consumers on such topics as construction technology, building products and 
equipment, weather conditions, business information, etc.. To mine this information, 
visitors need to have good search skills. There are some good websites and others 
have parts of their sites which are well developed. By careful use of these sites, it may 
be possible to piece together a reasonably complete picture; access to “chat" groups 
may provide further access to the required information. E-mail provides a quick and 
effective means of communication.

The lack of information provided by renovators on their websites, particularly 
information regarding warranties, normal servicing, an troubleshooting/emergency calls 
is significant for both the success of the website and, more importantly, the functioning 
of the renovation firm and the renovation industry. The widespread failure of renovators 
to fully inform their clients and potential customers about their businesses and 
responsibilities is not just due to an ignorance about website creation, but is due to a 
fundamental lack of understanding or empathy about the concerns and needs of their 
customers. Customers want and need competent and efficient renovators who will 
stand by their work and rectify immediately any problems or failures in workmanship. 
Unfortunately, very, very few of the renovators' websites give customers any 
meaningful information for selecting good renovators.

Encouragement and guidance by trade associations, training/educationai facilities, 
government organizations and online renovation magazines will be needed to improve 
the use of the Internet by the industry, particularly the design and promotion of industry 
websites and online search techniques.
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Le systeme d’information et de communications informatis6 connu sous le nom 
d’lnternet prend de plus en plus d'ampleur dans I’industrie de la renovation 
residentielle. La presente etude analyse comment cette nouvelle technologie est 
utilisee par les renovateurs, les fabricants, les fournisseurs, les organisations 
gouvernementales, les associations professionnelles et les consommateurs et 
I’utilisation probable que Ton en fera. Line enquete a ete menee aupres des 
renovateurs par le biais de I’lntemet concernant leur utilisation du courriel, des sites 
Web et des communications en direct interactives. On a mene une enquete aupres des 
renovateurs qui ne se servent pas de cette technologie pour determiner pourquoi ils ne 
sont pas branches au reseau Internet. On a analyse les sites Web de renovateurs, de 
fabricants, de fournisseurs, dissociations professionnelles et d’organismes 
gouvernementaux responsables de I’habitation au Canada et aux Etats-Unis selon le 
type et la quantite d'information qu’ils fournissent aux renovateurs et aux 
consommateurs et sur la qualite de leurs presentations. Bien que cette technologie soit 
encore tres recente sur le plan de la facilite d’utilisation, le nombre de participants de 
I’industrie de la renovation qui (’utilise et la quantite d’information disponible en font 
une source abondante de renseignements et un facteur qui acceiere les 
communications.

L’industrie de la renovation residentielle doit faire une evaluation serieuse de la fagon 
qu’elle utilisera cette technologie a son avantage. Cette etude presente les problemes 
et I’information requise pour une telle evaluation et constitue egalement un bon point 
de repere pour analyser les futurs developpements.

Les recherches preambles a cette etude ont ete effectuees presque totalement au 
moyen de (’Internet. Le telephone n’a servi que lors d’entrevues aupres de renovateurs 
qui n’utilisent pas (’Internet dans leur entreprise. On a egalement utilise un manuel sur 
la fagon de rediger les codes de source HTML.

L’industrie canadienne de la renovation residentielle n’utilise pas I’lnternet a son plein 
potentiel. Seule une petite minorite d’entrepreneurs en renovation generale et 
specialisee se sert de (’Internet et (’utilise de fagon restreinte et avec une efficacite tres 
limitee. La raison principale evoquee par les renovateurs pour ne pas utiliser (’Internet 
etait qu’ils en n’avaient pas besoin. Les autres joueurs de I’industrie de la renovation 
(fabricants, fournisseurs, ministeres et organismes gouvernementaux et associations 
specialisees dans la renovation) utilisent davantage (’Internet, mais de fagon a peine 
plus efficace que les autres joueurs.

La fonction d’lnternet la plus utilisee autant par les renovateurs que par le grand public 
est le courriel. Les renovateurs qui sont branches a I’Internet se servent du courriel que 
de fagon occasionnelle, mais ils prevoient I’utiliser plus souvent a I’avenir. La plupart 
des renovateurs utilisent moins frequemment le courriel que la moyenne de I’ensemble 
des entreprises ou le grand public. Ires peu de renovateurs publient leur adresse



electronique dans les annuaires de telle sorte qu’il n’est pas facile pour les clients et 
les autres entreprises de communique^' avec eux. L’inscription dans les annuaires des 
adresses electroniques ameliorerait grandement les communications et donnerait une 
meilleure indication du nombre de renovateurs qui utilisent le courriel pour faire des 
affaires.

Les renovateurs se servent de Nnternet dans une certaine mesure comme d’un outil de 
recherche pour s’informer des produits et de la technologie du batiment, des conditions 
met6orologiques, etc., mais le potentiel n’est surement pas exploits a sa pleine 
mesure. L’lntemet etant accessible par I’intermediaire de bibliotheques publiques, de 
bureaux du gouvernement, d’ecoles, de cafes Internet et d’ordinateurs appartenant a 
des amis, les renovateurs n’ont meme pas besoin d’avoir leurs propres ordinateurs et 
une connexion Internet. De plus, des comptes de courrier electronique (exemple: 
Hotmail) sont disponibles gratuitement. Le materiel et les logiciels prevus pour 
I'Internet deviennent de plus en plus abordables.

Ires peu de renovateurs ont leurs propres sites Web. D’autres intervenants de 
I’industrie de la renovation (p. ex., fabricants, gouvernements, associations) possedent 
tres peu de sites, mais sont plus actifs que les renovateurs.

Malgre I’inefficacite de bon nombre de sites Web de I’industrie de la renovation, il 
existe tout de meme une quantite considerable de renseignements tres precieux 
accessibles aux renovateurs et aux consommateurs sur des sujets tels que les 
techniques de construction, les produits du batiment et le materiel, les conditions 
rrteteorologiques, les renseignements sur les entreprises, etc. Pour absorber ces 
renseignements, les visiteurs doivent posseder de solides aptitudes en recherche. II 
existe de bons sites Web et d’autres intervenants ont des elements de leur site Web 
qui sont bien developpes. L’utilisation judicieuse de ces sites peut donner une image 
assez complete de la situation. L’acces a des groupes de discussion peut assurer une 
ouverture plus grande a des renseignements necessaires. Le courriel fournit des 
moyens rapides et efficaces de communication.

Les renseignements foumis par les renovateurs sur leurs sites Web, surtout les 
renseignements concernant les garanties, les frais d’administration normalises, une 
ligne de depannage ou d’urgence, etc., sont necessaires au succes du site Web et, 
encore plus important, au fonctionnement de I’entreprise de renovation et de I’industrie 
de la renovation dans son ensemble. L’incapacite generalisee des renovateurs a bien 
informer leurs clients et leurs clients potentiels au sujet de leur entreprise et de leurs 
responsabilites est attribuable a une ignorance en matiere de creation de sites Web et 
& un manque de comprehension et d’empathie a regard des preoccupations et des 
besoins de leurs clients. Les clients desirent avoir des renovateurs competents et 
efficients qui garantissent leur travail et reglent immediatement les probtemes ou 
defaillances de qualite d’execution. Malheureusement, tres peu de sites Web de 
renovateurs donnent de I’information significative sur la fa?on de choisir de bons 
renovateurs.

P



Les associations professionnelles, les etablissements de formation et d’enseignement, 
les organismes gouvernementaux devront assurer le soutien et les conseils. Des 
magazines de renovation en direct seront necessaires pour ameliorer (’utilisation de 
(’Internet par I’industrie, surtout la conception et la promotion des sites Web de 
I'industrie et des techniques de recherche en ligne.



Acknowledgments
The author wishes to thank the following for their assistance in the preparation of this 
research report:
-Renovators across Canada who participated in the interviews and the e-mail survey; 
-Canada Mortgage and Housing Corporation, particularly Project Officer, Darrel Smith 
and Administrator, Denise Bertrand;
-The Canadian Home Builders’ Association, particularly the Director of Research, (Don 
Johnson) and his staff; and
-Meighen Clark for her clerical, statistical and research assistance



Ch. 1 Pg. 1

Chapter 1 Introduction

The computer-based information communications and information system known as the 
Internet* is growing in importance in the housing renovation industry. This study analyzes 
how this new technology is being used now by renovators, manufacturers and suppliers, 
government organizations, trade associations, and consumers and what the future usage 
trends are likely to be. Renovators were surveyed about their use of e-mail, websites, and 
interactive online communications. Renovators who are not using this technology were 
surveyed to determine why they are not on the Internet. Websites of renovators, 
manufacturers/suppliers, trade associations, and government housing/building 
organizations in Canada and the United States were analyzed on the information they 
provide to renovators and consumers. Particular attention was paid to the use of this new 
technology as a means of facilitating technology transfer and fostering the use of correct 
building methods. The study explores the accessibility of this new technology and the 
training aspects of its use. While it is still in its youth in terms of its ease of use, the number 
of participants in the renovation industry using this technology now, and the amount of 
information available, this technology currently is an abundant source of information and 
an accelerator of communications. The information collected reflects what was 
happening as of 1998. The survey of renovators asked them about short-term future plans 
for the use of the Internet. The study is a good benchmark for assessing future 
developments in the use of this technology by the renovation industry.

The housing renovation industry seriously needs to assess how it will use this technology 
to its best advantage. This study presents the issues and information which will provide 
the bases for such a discussion.

* The Internet is a network linking many computer networks which is based on a common 
addressing system and communications protocol named "Transmission Control 
Protocol/Internet Protocol (TCP/IP)”.
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The objectives of the research are:
1) to analyze the current and future uses of e-mail, online interactive communications, 
and websites by renovators across Canada.

2) to analyze the information presented in websites of renovators, manufacturers and 
suppliers, trade associations, and government organizations in Canada and the United 
States.

3) to compare the renovator usage patterns of this technology with the uses and 
information development research from the website content analysis (i.e., compare 
objective (1) with objective (2) above).

4) to identify the main reasons why renovators are not using this technology.

5) to assess the costs and benefits of using this technology to the participants of the 
renovation industry. (The main costs and benefits will be identified; this will not be an 
econometric cost-benefit analysis.)

6) to assess the organization of this technology as to its usability by the participants in 
the renovation industry.

7) to identify the basic training requirements for the participants in the renovation 
industry to use this technology effectively.

The study includes four research approaches. The first is a survey of renovators 
about their Internet usage, the second is a small telephone survey of renovators who 
are not using this technology to determine why they are not using it, the third is an 
analysis of online interactive communications (including discussion groups), and the 
fourth is a content analysis of the websites of a sample of renovators, 
manufacturers/suppliers, trade associations, and government organizations in Canada 
and the United States.

1) "The National Canadian Renovator Internet Survey, 1998” involved the 
following steps (See Appendix A for more information about this survey and Chapters 2 
and 3 for the results of the survey):
► sample selection using Online Yellow Pages, trade association membership 

lists, and other online directories to identify renovators (defined broadly to 
include general contractors, sub-contractors and specialty contractors) with e- 
mail addresses.

► the interactive questionnaire was put on a dedicated website on the Internet and 
an e-mail was sent to interviewees to inform them of the Survey and to ask them 
to complete the questionnaire and to e-mail the completed form back to the 
researcher. (See below for the types of information requested.)

► follow-up of non-respondents
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► analysis of returns.
Some examples of the information requested in the survey of renovators included:
► frequency of use of e-mail; online interactive communications; accessing 

websites (current and expected future usage).
► purposes of usage of above, including 1) learning about construction 

technology and techniques, market conditions, rules and regulations, 
educational offerings, association meetings and business; 2) communicating 
between office and job-site; communicating with suppliers, subs, building 
department officials, financial institutions, architects/engineers, and clients; 3) 
problem-solving research with manufacturers or government or trade 
organizations about technical matters.

► problems associated with using the Internet, including search techniques, 
software requirements, adequacy of the information obtained, etc..

► recommendations by respondents to solve problems identified above.
► identification of costs and benefits of using the Internet technology.

2) "The National Canadian Survey of Renovators Who Are Not Using the Internet,
1998" consisted of telephone interviews with ten renovators from across Canada (2 per 
region). (See Appendix B for more information about this survey and Chapter 4 for the 
results of the survey.) They were asked why they are not using this technology, whether 
they plan to use it in the near future and their reasons for deciding to not use it. They 
were also asked about their current computer usage.

3) The analysis of online interactive communications involved researching the 
structure of services available for online interactive communications between or among 
participants in the renovation industry, including dialogues between renovators and 
manufacturer’s technical advisers or magazine helplines or discussion groups about 
renovation or building issues. These forums were identified and described, including 
how they operate and what the content of their discussions is. (See Chapter 9 for the 
results of this research.)

4) “The Renovation Industry Website Evaluation Survey, 1998" is a content 
analysis of the websites of participants in the renovation industry which identified the 
types of information available on the websites and the purposes of the websites. The 
steps involved included:
► sample selection using directories such as “Canada Yellow Pages”,” Builder 

Online”, “Remodeler Online", “BuildernetV’Buildnet”, etc. to identify:
- general contractor renovators across Canada.
- renovators in United States (for comparative purposes).
- sub-contractors and specialty contractors doing renovations (e.g., siding,

HVAC, electrical, roofing, kitchens, bathrooms, flooring, etc.).
- trade associations (e.g., Canadian Home Builders’ Association (CHBA), 

Association Provincials des Constucteurs d’ Habitations du Quebec (APCHQ),



Ch. 1 Pg. 4

Canadian Wood Council, etc.).
- government organizations (e.g., Canada Mortgage and Housing Corporation

(CMHC), Institute for Research in Construction (IRC), Natural Resources 
Canada, Human Resources Development Canada, etc.), and

- manufacturers and suppliers representing the various products used in 
renovation.

► finalization of recording form (see below for issue identification).
► contacting and inspecting each website.
► assembling the data collected and analyzing it.

The main issues were:
► the purposes of the website (general information about the organization or 

company, marketing, product/service identification, instruction on product use, 
warranty information, information about upcoming events or issues, etc.).

► a description of the organization.
► affiliations (eg., member of CHBA, Better Business Bureau, etc.).
► list of company officers and personnel.
*• qualifications of personnel.
► services or products offered.
► detail about what is being sold (for products: description, technical

specifications, applications, costs, installation instructions, certification by the 
Canadian Construction Materials Centre (CCMC) or other review body, warranty 
information, availability, troubleshooting service access numbers, names of local 
distributors, names of local qualified installers, etc.), (for services: list and 
photos of previous projects completed, references of previous clients, warranties 
provided, types of projects undertaken, financial qualifications, dollar volume of 
work done annually, etc.).

This study was researched almost totally through the use of the Internet. The only 
exceptions were the use of the telephone to interview those ten renovators who do not 
use the Internet in their business and the use of a printed textbook for advice on the 
writing of HTML source code. Even for these two exceptions, the Internet was also 
used heavily: the telephone numbers and areas of specialization for the sample for the 
telephone survey were researched using the online “Canada Yellow Pages” and the 
HTML material in the printed book was supplemented and updated by accessing 
websites with detailed information on HTML. The source code for the survey of 
renovators was proofed using online diagnostics from a website specializing in the 
correct writing of HTML. Communications with CMHC and CHBA were conducted by e- 
mail, fax, telephone and regular mail. The application form for the CMHC External 
Research Grant Program was downloaded from the CMHC website. The conduct of 
this study shows only a portion of the capability of the Internet as a means of 
communication and as a tool for doing research and as a vehicle for conveying vast 
amounts of information. All of this can be done quickly, inexpensively, and from
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anywhere with an Internet connection.

The use of the Internet is growing rapidly in popularity. In a United States survey by 
Infobeads (Technology User Profile (TUP) Study), it was reported that 56% of all 
personal computers were connected to the Internet in 1998 (estimated to be 67.5 
million connections as of January). While there were more connected personal 
computers in the home/family segment of the market, the largest increases in growth 
were reported in the workplace (76% increase between January, 1998 and January,
1999). Some of the reasons for this growth are: (a) the increasing number of the 
Internet audience draws new entrants because the pool of contacts is now so large and 
easily accessible, especially for e-mail; (b) the price of computer systems has become 
increasingly affordable (it is possible to purchase in Canada a complete Internet-ready 
computer system suitable for a typical small business, not requiring sophisticated 
graphics or publishing capabilities, for under $2000 cdn.); (c) the cost of Internet 
connections is fairly low (a major Internet Service Provider in Canada, Sympatico, 
charges as little as $9.95 cdn. per month for 10 hours of access and space for a 
personal website). E-mail (electronic mail) is the most popular reason for accessing 
the Internet in all market segments and is the main usage reason for the growth in the 
popularity of the Internet.
The transmission speeds have increased markedly to 56k by on ordinary telephone 
lines and to much higher speeds on high speed telephone and cable lines.
Similar patterns and trends of Internet usage are evident in Canada. Table 1-1 presents 
information which was obtained by an Angus Reid/Sympatico study of visitors to the 
Sympatico Internet site fSvmpatico Net Life. Nov./Dec., 1998, p.13). The question asked 
was: “What do you personally use the Internet for?”.

TABLE 1-1. Internet Usage by Individuals in 1998

RANK RESPONSE PERCENTAGE

1 Sending & receiving e-mail 96

2 Searching the Internet using search engines 88

3 Downloading files and software 77

4 Searching for topics using Web guides or indexes 73

5 Reading current news 72

6 Searching for phone numbers 62

7 Looking up weather forecasts 57



Similar results were found by Statistics Canada in its 1998 survey (See the results in the 
article “Pugged into the Internet", Innovation Analysis Bulletin, Vol. 2, No. 1, p.10); this 
survey listed other popular uses of the Internet, including electronic banking, 
purchasing, “chat groups, and playing games.
The construction industry, while not a major user of the Internet, compared with heavy 
Internet users like universities, information services, software manufacturers, and the 
health industry, does use the Internet and has usage patterns similar to major 
industries, such as: transportation, legal, and hotel/food. The preceding information 
was derived from the GVU (i.e.; Graphics, Visualization and Usability Center) Tenth 
Annual WWW User Survey (October, 1998) conducted by Georgia Institute of 
Technology. Although this is an international survey, the majority of responses are 
from North Americans. The highest usage was reported by respondents working in the 
universities (11.6% of all responses); responses from those people working in the 
construction industry amounted to 1.4 % of the total.

In the home building industry in Canada, according to Canadian Home Builders’ 
Association (CHBA) Pulse Survey for Winter, 1998/1999, 60% of the builders who 
responded said they had access to the Internet. This was an increase from 28% in 
1995/1997 and 53% in 1997/1998. However, these percentages are based on 447 
respondents who are CHBA members and are not necessarily representative of the 
industry as a whole-- the actual percentages are not known, but are probably much 
lower. Also, the percentages of builders with Internet access are much higher for new 
home builders than for renovators. New home builders, especially those who are 
building medium to large size subdivisions, usually have their own websites on the 
Internet where they advertise their new homes, including floor plans, room-to-room 
visual tours, and lists of options available.

The use of the Internet by home renovators reflects both the unique aspects of the 
structure and operation of the renovation industry and the prevailing trends and 
patterns of usage by other industries and by individuals. For many renovators, 
especially those with offices in their homes, the link between the business and 
personal/family aspects of Internet use and computer usage in general is probably 
quite close.

The subsequent chapters present a picture of Internet usage by renovators and the use 
of websites and chatsites by renovators and other participants in the renovation 
industry in Canada and the United States, including manufacturers/suppliers, 
associations, and government departments and agencies. The concluding chapter 
summarizes the main findings and offers suggestions about how renovators and the 
other participants in the renovation industry can improve their usage of the Internet
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Chapter 2 How Renovators Use The Internet
Introduction
The renovators who responded to the National Canadian Renovator Internet Survey, 
1998" are probably among the more active and committed Internet users. (See 
Chapter 1 and Appendix A for information about the conduct of this survey.) Most use 
e-mail on a regular basis and all either now have or intend to have their own websites. 
These respondents are probably currently not typical of renovators as a whole, 
especially in view of the low percentage of renovators with their own websites.

An Overview of Internet Usage Patterns by Renovators (see Chapter 3 for information 
on renovators’ own websites)
The following summary outlines the current and future use of the Internet by the 
respondents to the Survey: (More detail on each of these three usage areas will be 
provided throughout this chapter.)1

A) Accessing Internet websites.
Current- the average response was that they accessed sites on an occasional basis (1 - 
3 times per month); rarely=14%, occasionally=43%, often=29%, and very often=14% 
(number of respondents=9).
Future- 83% of the respondents who knew their future plans said that they would 
increase their usage, while 17% intended to maintain their current usage levels 
(number of respondents=6).

B) E-mail usager.
Current- the average response was the renovators used e-mail occasionally (1-3 times 
per month); 58% of the firms used it occasionally, 22% used it often (1-4 times per 
week), 11% used it very often (1 or more times daily), and 11% never used e-mail 
(number of respondents=7).

1The response rate for this survey was rather low. 127 firms, the total number of renovation firms 
identified as having e-mail addresses listed in Internet directories and in industry association 
membership lists, were surveyed in the first mail-out and 112 in the second mail-out. The second mail- 
out reflects the completed returns from the first mail-out and the identification of firms not working as 
renovators (e.g., manufacturers) and the firms no longer having an active e-mail address (perhaps, 
moved or no longer in business or no longer with e-mail capability). The final number of respondents 
was 9. However, one respondent answered very few questions. So, the number of functionally useable 
responses should be considered as 8 rather than 9. Using 9 as the number of respondents produced a 
return rate of 8%. Of the 9 respondents, 3 were general contractors/renovators and 6 were trade 
contractors./renovators. The number of responses was too few to make meaningful distinctions between 
general and trade contractors and also among the trade contractors by trade specialization.
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Future- all the respondents to the question intended to increase their use of e-mail 
(number of respondents=6).

C) Accessing Internet chat groups for business purposes.
Current- none of the respondents accessed chat groups (number of respondents=5).

Future- almost all of the firms either did not know or did not expect to participate in 
chat groups (number of respondents=3).

Accessing Internet Websites
This section of the report elaborates on the reasons for accessing websites and the 
types of sites visited2.

Reasons for Access
Renovators access websites mainly for information about building technology and 
about specific construction products (See Table 2-1). High on this list is information 
about ways to improve energy efficiency and indoor air quality. Another important type 
of information sought out by renovators is weather forecasts; current detailed 
climatological information, including real-time satellite and radar presentations is 
available for local areas at any time of the day (see the following websites: 
http://weather.ec.gc.ca/index_e.shtml and
http://www.theweathernetwork.com/cities/canindex.htm and for current radar images 
of United States and adjacent Canada, 
http://intellicast.com/localweather/world/unitedstates/radar .
Some renovators also access websites for business information and for information on 
government regulations, including building permits. These sites may become more 
popular in the future as renovators become more aware of the types of information 
available and, particularly in the case of building permits and regulations, as more 
municipalities develop websites with significant information and services on them (e.g., 
downloadable and interactive online forms).

2 Notes for Tables and abbreviations used in this Chapter:
— The percentages for tables in this chapter may not add up to exactly 100% due to the rounding 
procedures used.
— NRC stands for National Research Council and NRCAN stands for Natural Resources Canada.
— The category, “Federal Government Departments or Agencies other than CMHC and NRC”, excludes 
CMHC (Canada Mortgage and Housing Corporation) and NRC (National Research Council) because 
they are identified separately in Tables 2-2 to 2-6.
— Throughout this chapter, the category, “CHBA/APCHQ" is a combined one. CHBA stands for 
Canadian Home Builders' Association and APCHQ stands for L’Asociation provincials des constructeurs 
d’habitation du Quebec.

http://weather.ec.gc.ca/index_e.shtml
http://www.theweathernetwork.com/cities/canindex.htm
http://intellicast.com/localweather/world/unitedstates/radar
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TABLE 2-1. The Main Reasons Renovators Access Internet Websites (for business 
purposes) (number of respondents=6).________ ______________________ i____

REASON FOR ACCESSING WEBSITE % OF RENOVATORS 
GIVING THE REASON

RANK*

Technical Building Construction Information 67 1

Information on Specific Building Product 67 1

Information on Energy Efficient Construction Methods 50 2

Information on Indoor Air Quality 50 2

Information about Weather Conditions 50 2

Information on Construction Equipment or Tools 33 3

Information on Building Permits and Local Building Regulations 33 3

Information about Business Conditions (e.g., Interest Rates, Housing 
Sales, Housing Starts)

33 3

Information about the Availability of Sub-contractors and Trades 33 3

Information about Other Renovators 33 3

Information on Housing Design 17 4

Information about Business Methods or Practices 17 4

Information about Government Regulations Regarding Renovation 17 4

Information about the Services or Activities of the Canadian Home 
Builders Association or Association Provinciale Des Constructeurs 
□'Habitations du Quebec

17 4

Information about Education/Training Courses 17 4
* In descending order as measured by the percentage of renovators citing specific main reasons for accessing sites. 
Source: “National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie___________________

Websites Most Visited
It is not surprising, in the light of the above discussion about why renovators access 
websites, that the most visited websites are those of manufacturers of construction 
products and those of the federal government which give information on energy 
conservation, indoor air quality, and the weather (See Table 2-2). Also important in the 
search for technical information are the suppliers of building products and the online 
construction magazines. The websites of the Institute for Research in Construction 
(National Research Council) and construction associations, both important sites for 
technical and industry information, were visited by only a minority of the renovators.
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Surprisingly, almost half of the respondents visited the websites of educational 
institutions; in other questions on this Survey involving educational institutions, 
renovators’ responses were limited and not enthusiastic.

TABLE 2-2. The Internet Websites Most Often Accessed by Renovators for Business 
Purposes (number of respondents=6)._______________

TYPE OF INTERNET WEBSITE % OF RENOVATORS 
ACCESSING 
SPECIFIC WEBSITE

RANK*

Manufacturers of Construction Products 67 1

Federal Government Departments or Agencies other than CMHC & NRC 50 2

Educational Institutions 50 2

Suppliers of Building Products or Equipment 33 3

Provincial Government Departments or Agencies 33 3

Online Renovation or Construction Magazines 33 3

Other Web-sites 33 3

Architects or Engineers 17 4

Institute for Research on Construction (National Research Council) 17 4

Municipal Government Departments or Agencies 17 4

Canadian Home Builders' Association or Association Provinciate Des 
Constructeurs D'Habitations du Quebec

17 4

Construction Associations other than CHBA/APCHQ 17 4

Sub-contractors or Trades 17 4

Web-sites with General Business or Financial Information 17 4
* In descending order as measured by the percentage of renovators claiming to access specific types of websites. 
Source: “National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie_________________
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Finding Websites
Renovators are most successful in finding the information they want when they are 
searching websites for information on building products, tools or equipment. (See 
Table 2-3.)The next most successful categories are technical information on 
construction methods, information on air quality, and CHBA/APCHQ based information.

TABLE 2-3. The Ability of Renovators to Locate Web-sites Which Provide Specific

TYPE OF INFORMA T/ON ON WEBSITE RANK* (#)
Building products, tools or equipment 1 (5)

Technical construction methods 2(4)

Indoor air quality 2(4)

CHBA or APCHQ 2(4)

Housing designs 3(3)

Architects or engineers 3(3)

Energy efficient housing 3(3)

Business practices or methods 3(3)

Canada Mortgage and Housing Corporation (CMHC) 3(4)

Construction organizations other than CHBA/APCHQ 3(4)

Building or fire codes 4(2)

Business conditions 4(2)

Training courses 4(2)

Local building permits or regulations 5(1)

Government regulations regarding renovation 5(1)

Sub-contractors or trades 5(1)

Other renovators 5(1)

Internet training courses 5(1)
* Rank based on number of “YES" responses received, in descending order, 
for each type of information.
Source: "National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie

Satisfactory Websites
Renovators are most satisfied with the information provided by websites for building 
products, tools, or equipment and for business practices or methods (See Table 2-4). 
Even though websites which provide information on technical construction issues and 
on associations are visited often by renovators, they are not necessarily providing the 
types or amounts of information most wanted by renovators.
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TABLE 2-4. The General Satisfaction Levels of Renovators with Web-sites Providing 
Specific Types of Information (number of respondents=5).

TYPES OF INFORMA TION PROVIDED BY 
WEBSITES

RANK* (#)

Building products, tools or equipment 1 (4)

Business practices or methods 2(3)

Technical construction methods 3(2)

Housing designs 3(2)

Energy efficient housing 3(2)

Indoor air quality 3(2)

Business conditions 3(2)

Government regulations regarding renovation 3(2)

Canada Mortgage and Housing Corporation (CMHC) 3(2)

CHBA or APCHQ 3(2)

Construction organizations other than CHBA/ APCHQ 3(2)

Sub-contractors or trades 4(1)

Other renovators 4(1)

Training courses 4(1)

* Rank based on number of “YES" responses received 
for each type of information, in descending order.
Source: “National Canadian Renovator Internet Survey, 1998° conducted by Donald M. Caskie

Hosts of Satisfactory Websites
Renovators are most satisfied with the websites of the manufacturers and suppliers of 
construction products and with those of federal government departments/agencies 
(other than CMHC and NRC)providing information on construction technology and the 
weather. (See Table 2-5.) Satisfaction levels are good also for the websites of 
CHBA/APCHQ and CMHC.
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TABLE 2-5. The General Satisfaction Levels of Renovators with the Overall Quality and 
the Completeness of the Information in the Web-sites Created by Specific Types of 
Organizations or Firms. (Renovators were asked to comment only on sites that they actually 
visited.) (number of respondents=5).__________________________

TYPE OF ORGANIZATION HOSTING WEBSITE RANK* (#)

Manufacturers of construction products 1 (3)

Suppliers of building products or equipment 1 (3)

Federal government departments or agencies (other than 1 (3)

CMHC and NRC)

Canada Mortgage and Housing Corporation 2(2)

Canadian Home Builders' Association or Association 2(2)

Provinciale des Constructeurs d'Habitation du Quebec

Institute for Research in Construction (NRC) 3(1)

Provincial government departments or agencies 3(1)

Construction associations other than chba/apchq 3(1)

Providers of other services or products (not specified) 3(1)

* Rank based on number of "YES"(satisfied) responses received 

for each type of information, in descending order.

Source: "National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie

Websites Most Often Visited
The average renovator responding to this Survey visits the websites of the 
manufacturers and suppliers of building products and equipment more often than 
those hosted by other types of organizations (See Table 2-6). Even for the sites visited 
most frequently by renovators, the frequency of the visits is only “occasional” (1-3 times 
per month). The sites of other organizations are visited on a very infrequent basis (1 - 5 
times per six-month period) by the average renovator. However, some renovators visit 
particular websites on a more frequent basis, including those hosted by online 
construction/renovation magazines, by CHBA/APCHQ, and by other construction 
associations.
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TABLE 2.6 The Frequency of Visits by Renovators to the Web-sites Created by Specific 
Organizations, (number of respondents=6).___________________________________

TYPE OF ORGANIZA TION FREQUENCY OF * of Renovators % of Renovators

USE BY AVERAGE visiting site visiting site

RENOVATOR ■Often’ ” Occasionally"

Manufacturers of building products or equipment Occasionally 20 60

Suppliers of building products or equipment Occasionally 17 50

Canada Mortgage and Housing Corporation (CMHC) Rarely 0 20

Institute for Research in Construction (IRC) Rarely 0 0

Natural Resources Canada Rarely 0 20

Local Building Permit Office Rarely 0 17

Canadian Home Builders' Association (CHBA) or Rarely 20 20
Association Provinciale des Constructeurs (very often)
d'Habitatlon du Quebec (APCHQ)

Construction-related association(s) other than Rarely 17 34
CHBA/APCHQ

Other renovators Rarely 20 0

Online Renovation or Construction Magazines Rarely 34 0

Educational Institutions Rarely 20 0

Human Resources Development Canada (HRDC) Very rarely 20 0

Source: “National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie

The Adequacy of Manufacturers’ Website Information
The websites of the manufacturers of building products and equipment received very 
mixed reviews about the completeness and reliability of the information provided (See 
Table 2-7). Three quarters of the renovators said the manufacturers provided 
“adequate” information about the background of their companies, the descriptions of 
their products/services offered, and the uses of these products and services. A majority 
of renovators said the information given by manufacturers about their membership in 
trade/business associations, about the warranties on their products/services, an the 
independent certification of their products was “adequate”. Half said that the 
manufacturers’ detailed installation instructions were “adequate”, but only a quarter 
were satisfied with the technical specifications provided by the manufacturers about 
their products/services. All of the renovators who responded to this issue were not 
satisfied at all with the manufacturers’ information about pricing, product availability 
and delivery dates, troubleshooting, and the names and addresses of local distributors 
and qualified installers.

In the eyes of the renovators, there is considerable room for improvement in the types 
and amounts of information provided by manufacturers on their websites. Many of the
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above evaluations by renovators were also observed in the analysis of manufacturers’ 
websites conducted for this study (See Chapter 6 for more detailed information).

TABLE 2-7. Renovators’ Evaluations of the Completeness and Reliability of the 
Information Provided by the Web-sites of Manufacturers of Building Products or 
Equipment, by Type of Information. (Comment Based Only on Sites Actually Visited by 
Respondents.) (number of respondents=5)._____________________________________

TYPE OF INFORMA TION % OF RENOVATORS 
RESPONDING THAT INFO. 
WAS “ADEQUATE"*

General information about the company (eg., history, size, structure, key personnel and 
their qualifications, etc.)

75

Membership of company in trade and business associations (eg., Canadian Home
Builders' Association, Better Business Bureau, etc.)

67

Description (brief) of products orsenrices provided 75

Technical specifications about products 25

Information about the uses for company's products 75

Detailed installation instructions for products 50

Information about economic costs and benefits of using company's products 33 .

Warranty information about products 60

Information about independent certification of products (eg., CSA, CCMC) 67

Information about prices of products 0

Access to troubleshooting regarding products and their installation 0

Information about product availability and delivery dates 0

Names and addresses of local distributors 0

Names and addresses of local qualified installers 0

*NOTE: Respondents answered each category of information with the term “adequate" or “inadequate"; the responses regarding 
“inadequate” were deliberate and not just a failure to respond to categories as being “adequate”.

Source: "National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie
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Using E-mail
E-mail is one of the most popular and efficient components of the Internet for 
renovators. Most renovators have very busy schedules and a technology such as e- 
mail that increases the speed of their decision-making process (e.g, by getting and 
sending information quicker) and that gives greater flexibility in the use of their time 
(information transfers can be made at any time and at any place that has a computer 
and an Internet connection) desen/es to be considered very seriously.

Reasons for Using E-mail
The main reasons why renovators use e-mail in their businesses are to (ranked in 
descending order of importance) (number of respondents=6):

1 - obtain information about services or upcoming meetings of construction 
associations,

2- (tie) obtain information about building products or equipment,

2- (tie) send or receive financial or business information,

2- (tie) send or receive bids on renovation projects,

3- (tie) obtain information about government regulations or programs,

3- (tie) solicit business,

3- (tie) send or receive technical drawings or plans, and 3

3- (tie) send or receive contracts._____________________________________

All of these reasons are significant for the operation of a renovation firm. E-mail 
significantly speeds up the process of communications, expands the time horizon 
beyond the limits of the 9-5 workday, and can be very cost effective depending on the 
volume of communications handled and the access to computer facilities. E-mail is 
definitely faster than "regular” mail. The fax machine has become a popular means of 
communications by renovators; however, in comparison to e-mail, traditional faxes are 
much more cumbersome to edit and retransmit (e.g., scanning the document into a 
word processor) and, unless the fax machine uses plain paper, less permanent for 
long-term record-keeping.
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Who Renovators E-mail
Most renovators have the bulk of their communications with their clients and their 
suppliers. This pattern is also evident in their use of e-mail.

In descending order of importance, renovators use e-mail to communicate with 
(number of respondents=5):

1- clients,

2- manufacturers of building products or equipment, and

3- suppliers of building products or equipment.___________________________________

Renovators also use e-mail to communicate architects or engineers, sub-contractors or 
trades, Canadian Home Builders' Association or Association Provinciale des 
Constructeurs d'Habitations du Quebec, and with other unspecified organizations or 
individuals. Much of the communications with sub-contractors and trades is person-to- 
person at the job-site.

Renovator Satisfaction with E-mail
Most (84%) of the renovators who used e-mail as a means of communication in their 
business were satisfied with this technology (number of respondents=6)..

The Use of E-mail Response Forms
The average renovator who is on the Internet makes occasional use of e-mail response 
forms provided on websites for visitors to request additional information or make 
comments. (See Table 2-8.)

TABLE 2-8. The Percentage Distribution of Renovators Using E-mail Response Forms 
on Websites by Frequency of Use. (number of respondents=6).

FREQUENCY OF USE % OF RENOVATORS 
USING E-MAIL FORMS

Very Often 17

Often 17

Occasionally 33

Rarely 17

Never 17
Source: "National Canadian Renovator Internet Survey, 1998'' conducted by Donald M. Caskie
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E-mail and Other Forms of Communication
The use of e-mail by renovators is likely to increase as more of their clients and industry 
contacts get e-mail addresses and as renovators become more familiar and more 
comfortable with using e-mail as part of their daily routine. Renovators seem to be slow 
to adopt this technology as an industry and seem to be heavily tied to the more 
traditional means of communication. Many renovators seem to be more comfortable with 
voice and face-to-face forms of communication than written forms.
Renovators use e-mail less frequently than they use regular mail, local telephone calls, 
long-distance telephone calls, faxes, and personal visits (number of respondents=6).
The main inroads for e-mail are replacing faxes and long distance calls, probably 
because of the lower costs and greater convenience of e-mail.

Accessing Chat Groups
No renovators responded to the questions about chat use (i.e.; by types of forums and 
by types of participants). The renovators interviewed were not interested in chat groups 
at this time.
While this particular set of renovators seems to have no desire to use chat/discussion 
groups, it would be incorrect to assume that all renovators are not using them. This 
subject will be discussed later in greater depth in Chapter 10, but for now it can be 
stated that chat groups and forums hosted by online renovation magazines and trade 
associations are attracting the participation of renovators in the United States and also 
in Canada. These groups can be an important source of business and technical 
information and professional support, particularly for renovators in rural areas and in 
areas remote from the major construction markets where there is more infrastructure for 
providing training, expertise, and networking.

Whv Renovators Use the Internet 
Satisfaction Levels
Renovators who are using the Internet as a whole (including the components, their own 
or other’s websites, e-mail, chat groups, etc.) are not overly enthusiastic with it as a 
business tool. Half of the respondents were "moderately satisfied” and the remainder 
were “barely satisfied”(number of respondents=6).. The use of the Internet by the 
renovation industry and its clients is currently limited in numbers and scope. As this use 
widens and all parties become more adept at its use and accustomed to it, these 
satisfaction levels should increase.

Renovators’ Reasons for Using The Internet
Renovators find that the Internet is highly accessible, fast, provides access both to a 
large body of useful information and a great number of organizations and individuals 
(See Table 2-9). Unfortunately, only a minority of respondents found the Internet easy to 
use; this could mean that renovators may need training in the use of the Internet.
The Internet provides great flexibility for renovators to access information and to 
communicate with clients and within the industry. The Internet eliminates many of the 
barriers to communication posed by geographical distance and the clock. Renovators
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Renovators Evaluate their own Internet Capabilities
Renovators are satisfied with most aspects of their Internet capability, except for the 
training aspect. (See Table 2-11.) They would like to see improvements in the content 
and availability of educational courses about using the Internet and, in particular, about 
self-teaching study materials.

Satisfaction was highest with regard to the adequacy of their computers and their 
Internet service providers.

Some room for improvement amongst the renovators can be found in the adequacy of 
their Internet software, their modem connections, and their own Internet skills. 
Renovators would like to see improvements in the educational/training area. A 
systematic assessment is probably needed to evaluate the availability and content of 
educational courses/programs and self teaching materials about the effective use of 
the Internet, including the identification of gaps and shortcomings and possible 
remedies. It is also important that renovators be well informed about the educational 
opportunities which are available and be encouraged to upgrade their skill levels.

TABLE 2-11. Renovators’ Evaluation of Their Company’s Internet Capability Regarding 
Specific Internet Attributes, (number of respondents=6).________________________

ADEQUACY OF INTERNET A TTRIBUTES % OF RENOVATORS 
RESPONDING

RANK

"GOOD” "POOR"

Computer 86 0 1

Internet Service Provider (ISP) 86 0 1

Internet Search Tools 71 14 2

Internet Software 57 29 3

Modem or Line Connection (Particularly Speed) 57 29 3

Own Skills for Using the Internet 57 29 3

Educational courses on Using the Internet (includes 
availability

43 29 4

Study Materials Designed for Self-teaching about How 
to Use the Internet

29 29 5

♦Descending rank as measured by percentage of renovators responding “GOOD".
Source: “National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie
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Plans by Renovators to Improve their Use of the Internet
The improvement of their Internet skills is the top objective of the survey participants 
when they were asked their plans for improving their company’s use of the Internet 
(See Table 2-12). However, most of these renovators expect to make these skill 
improvements through their own experimentation rather than take formal courses or 
use self-teaching materials. This is somewhat of a contradiction from their responses in 
the previous section of this study about the need for educational courses and self
teaching materials. Half of the respondents intended to make better use of the Internet 
search tools.

It is quite possible for renovators to make big strides in their Internet usage skills by 
relying on online educational and informational material about the Internet, especially if 
they have developed good online search techniques. Information which is of good 
quality and which is user friendly is widely available on such topics as: Internet and 
computer terminology, reviews of Internet software and hardware, HTML and Java 
scripts, website design, website counters, and graphics. These are just a few of the 
Internet topics about which information is available on the Internet for novices as well 
as seasoned veterans. Some sites to look at are: http://learnthenet.com/english (also 
available in french and other major European languages); http:// 
www.zdnet.com/gethelp; and http://www1.sympatico.ca/help/Learn 
Information on HTML (hypertext markup language) is available at: 
http://www.w3org/TR/REC-html.

Even though there was a low level of interest in taking courses (either from local 
educational institutions, local industry associations, or self-taught materials) amongst 
the renovators who responded to this survey, there may be a wider demand among 
renovators in general, particularly those with limited computer skills, for such courses 
and materials, providing they are clearly focused, scaled to various knowledge levels, 
easily accessible, and reasonably priced.

http://learnthenet.com/english
http://www.zdnet.com/gethelp
http://www1.sympatico.ca/help/Learn
http://www.w3org/TR/REC-html


Ch. 2 Pg. 17

TABLE 2-12 The Measures Renovators Are Considering Within the Next Year to 
Improve TTieir Renovation Company's Use of the Internet, (number of respondents=6).

MEASURES TO IMPROVE INTERNET USE % OF RENOVATORS 
RESPONDING “YES"

RANK

Improve their Internet Skills on Your Own 83 1

50 2
Make Better Use of Internet Search Tools

Upgrade their Internet Software 33 2

Take Course(s) from Local Educational Institutions on How to 33 3
Use the Internet

Upgrade their Computer Hardware 17 4

Change their Internet Service Provider 17 4

Take Course(s) from Local Industry Association on How to Use 17 4
the Internet

Use Self-teaching Materials to Improve their Internet Capabilities 17 4
Source: “National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie

Summary
Renovators who use the Internet usually do so on an occasional or moderate basis and 
for very practical and direct reasons such as communications using e-mail and getting 
information from the websites of manufacturers and government agencies about 
building products and technology. These patterns of usage are growing as the number 
of renovators who access the Internet increases and as the scope and activity levels 
and the skill levels of renovators already using the Internet increase.
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Chapter 3 How Renovators Use Their Own internet 
Website
Introduction .
Renovators with their own websites are committed to using them on an increased basis 
in the future. This is happening.even though there is some current dissatisfaction with 
websites as business tools. This chapter is based on the results of the “National 
Canadian Renovator Internet Survey, 1998". (See Chapter 1 and Appendix A for more 
information on the conduct of the survey.)

The use of websites for business purposes in the renovation industry is still in its early 
stages of development. Very few renovators have their own websites. Using standard 
search tools as "Canada Yellow Pages" and search engines, like “Yahoo Canada" and 
“Canada.com” and renovation association listings, such as-those of the Canadian 
Home Builders’ Association (CHBA) and Association Provincials des Constructeurs 
d’Habitations du Quebec (APCHQ), under two hundred renovator (including both 
general and trade contractors) sites were revealed across Canada in 1998.3 More 
sites probably do exist, but they are not being promoted online by the standard search 
vehicles.

Even though the number of people using the Internet is fairly widespread and is 
increasing.daily, it is quite possible that some renovators do not have clients or 
business contacts among the Internet users. Over time, it is highly probable that clients 
and business contacts of renovators will find it worthwhile to visit the websites of 
renovators. Hopefully, as this trend develops, renovators will become more proficient 
irr presenting thW content of their websites and irr promoting their websites through 
both online and offline means.

Percentage of Renovators with Their Own Websites
A very, large percentage (67%). of the renovators who responded to the Survey have 
their own websites and 11% expected to have their own sites in 7-12 months. (Twenty 
percent of the respondents did not answer this question.) (Number of respondents =6).

The Future Plans of Renovators For Their Websites
Most of the renovators with their own business websites plan to increase their current 
level of usage in the future (84% of firms will increase usage and the remainder will 
keep the current level of usage). (Number of respondents =6).

Renovators’ Length of Experience With Their Own Websites
Most of the renovators with their own business websites have had them for a year or 

more (84%). (Number of respondents =5).

3 For the analysis of the actual websites of renovators in Canada which appears in Chapter 9 of this study, 
it was possible to identify only 153 sites in 1998.
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Renovators’ Reasons For Having Their Own Websites
The main reason renovators have their own business websites is to advertise their 
renovation services (67%); 17 % of the renovators said the main reason was to educate 
consumers about renovations. (Number of respondents =5).

The Content of Renovators’ Websites
The main types of information that renovators say they put on their websites are (a) a 
description^and background ofiheir firm; (b) an identification-otthe-services-offered; 
and (c) a list of their affiliations with trade or business associations See Table 3-1). 
Several also put descriptions and/or photos of recently completed projects and lists of 
awards received for their work.

Less than half of the respondents said they listed the names of satisfied customers who 
gave their endorsements of work done; this is somewhat strange given the importance 
of word of mouth referrals in this industry. Also strange is the low percentage of 
respondents-who give information about the names-and professional/technical 
expertise of the key personnel in their renovation firm. This finding was also reported in 
the website survey of renovation firms (see Chapter 9 of this study). In an industry 
where consumer complaints about shoddy workmanship and "fly by night operators” 
have been numerous, it is odd that renovators, given the chance to economically and 
easily portray their professional skills and accomplishments on their websites, do so 
very infrequently. It would seem that professional renovators should be taking every 
opportunity to distinguish themselves from the less qualified and less reliable firms in 
the renovation business.



TABLE 3-1 The Types of Information Which Renovators include on their Websites. 
(Number of respondents =5).

TYPES OF INFORM A TION % OF
RENOVATORS
SAYING THEY 
DISPLAY EACH TYPE 
OF INFORMATION

RANK*

General Information about the Company (Eg., History, Size, Structure 
and Business Philosophy, Etc.)

100 1

Membership of Company in Trade and Business Associations (Eg., 
Canadian Home Builders' Association, Better Business Bureau)

too 1

Description of the Renovation Services You Provide 100 1

Photos of Renovation Projects Your Company Has Recently Completed 80 2

Links to Other Web-sites 80 2

Descriptions of Renovation Projects Your Company Has Recently 
Completed

60 3

List of Awards for the Quality of the Renovations Completed by Your 
Company

60 3

Access to Troubleshooting Help Regarding Problems on Renovations 
Done by Your Company

60 3

information about Your Company’s Key Personnel and Their
Qualifications

40 4

Information about Renovation Warranties Offered by Your Company 40 4

Letters of Endorsement from Satisfied Customers 20 5

Other Information 20 5
* In descending order, as measured by the percentage of renovators saying they have this type of 
information on their websites.
Source: “National Canadian Renovator Internet Survey, 1998" conducted by Donald M. Caskie

The Number of Visits to Renovators’ Websites
Currently, renovators with websites are generally not getting many visits to their 
websites. Renovators who kept records about “visits” to their websites reported that 
they received 1-5 visits per week (34% of renovators with websites). (Number of 
respondents =3). The remainder of renovators with websites said that they did not 
know about the number of visits, it is not known from this Survey why the number of 
visits is so low. Some possible reasons are: (a) limited or no listings on Internet search 
engines or directories, (b) a low use of the Internet by their client base, (c) 
dissatisfaction with the types and amount of information on the website by visitors, and 
(d) a limited amount of information and promotion of the website by renovators and 
possibly.their associations. The observations by these renovators about the low 
number of visits to their sites were also confirmed to some extent in the study of the
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websites of renovators in Canada and the United States (see Chapter 9 of this study). 
However, not all sites of renovators suffer from a low number of visits-- some 
renovators, particularly in the United States, have websites that receive hundreds or 
even thousands of visits per month.

It is unfortunate that all renovators and also all businesses with websites do not monitor 
the number of visits to their websites by using counters. Counters can give them 
valuable information on how effective their websites are and how well they are being 
promoted. These counters are usually free and can be obtained from a variety of 
sources on the Internet, possibly from the Internet Service Provider. The counter can be 
downloaded and made operational very quickly. There are a variety of styles to choose 
from. It is often necessary to acknowledge the source of the counter and to provide a 
link to the developer of the counter.

The Use of E-mail Response Forms on Renovators’ Websites 
Most renovators with websites try to make it as easy as possible for customers and 
business contacts to communicate with them online. Almost all (84%) of the renovators 
with websites said they have e-mail response forms on their websites through which 
visitors to their sites can contact them. (Number of respondents =5).

The Amount of Business Generated by Renovators’Websites
Generally speaking, renovators as yet do not get very much new business through their 
websites. A majority (67%) of renovators with their own websites said that only a 
quarter or fewer of their customers learned about their renovation company from the 
company’s website. (Number of respondents =6). The remainder of renovators either 
said they did not know the numbers or said none.

Although no information was acquired from this survey on the reasons why the 
effectiveness of these websites in generating new business was relatively low, several 
factors contribute to this situation. Some of these factors are: the awareness of 
customers about the website, the amount and quality of information on the website, the 
number of potential customers with easy access to the Internet, and the number of 
potential customers who would use the Internet as a research tool.

Renovators’ Satisfaction Levels With Their Own Websites
Even though they expect to increase or maintain their website usage, renovators with 
their own websites expressed low levels of satisfaction with their website as a business 
tool. Half of the renovators were “barely satisfied”, 17% were “moderately satisfied” 
and the remainder said they were not satisfied. (Number of respondents =6).

The renovators were not asked specifically for their reasons for their current 
dissatisfaction. However, in some of the general comments about the Internet provided 
by some of the renovators, there was mention of the need for this type of information to 
develop over time, especially for the younger generations to enter the buying market
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for renovations.

Certainly there is a need for renovators (usually the term “remodeler” is used in the 
United States) to list their websites with Internet search engines and do more to 
advertise and promote their own websites and the Internet in general as a valuable tool 
for learning about the services of renovators. Renovators in Canada are definitely far 
behind other sectors of the building industry and many other industries in their use of 
the Internet as a prime vehicle for advertising their products and services. In contrast, 
new home builders frequently use their websites to offer “virtual tours” of their model 
homes and provide up-to date information on prices, options, modifications possible, 
and availability. Some firms in other industries have switched their public advertising 
and information distribution so heavily to the Internet that they no longer offer “hard 
copy” catalogues to their customers.

Website Creation and Maintenance
The vast majority (84%) of renovators with their own business websites employed 
professional website creators both to develop and to maintain their websites. (Number 
of respondents =6). The remainder of renovators had their sites prepared and kept up 
by friends or relatives.

While it may be necessary for renovators to use outsiders to build and maintain their 
websites, it is very important for renovators as well as other businesses to know the 
basics about website design and creation so that they can evaluate what website 
designs are best for them. Renovators should also be very carefully matching the 
design and content of the website with their own goals and objectives to maximize the 
harmonization and effectiveness of all of these elements. For instance, an attempt to 
portray a simple honest business philosophy for the renovation firm may be 
undermined by a “glitzy” and pyrotechnical visual presentation.

Summary
Only a few renovators have their own websites, but this number will grow in the future 
as the advertising potential of these websites becomes more evident. The renovators 
who do have websites now are interested in improving them so that they are more 
useful and attractive to potential customers.

The information provided in this chapter and in Chapter 9 (the evaluation of the 
websites of renovators) reveals that the websites of renovators need to be substantially 
improved in the quantity of the information provided and the quality of their 
presentation and that they need to be much better promoted through search engines 
and other means so that potential clients will know how to access these websites.
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Chapter 4 Why Renovators Are Not Using the 
Internet

Introduction
The majority of renovators do not use the Internet. While this study is aimed at those 
who do, it is important also to get a perspective on those who do not use the Internet. 
To acquire this information, the “National Canadian Survey of Renovators Who Are Not 
Using the Internet, 1998” was undertaken. Ten renovators across Canada were 
interviewed in this survey. (See Chapter 1 and Appendix B for more information on the 
conduct of this survey.)

Reasons for Renovators to Not Use The Internet
Ten randomly selected renovation firms across Canada which did not use the Internet 
in their business were surveyed by telephone to determine why they were not using the 
Internet. The main reasons cited were (more than one response is possible per firm):

-Do not see any benefit for company to use the Internet (8 firms)
-General cost constraints (2 firms)
-Computer out of date (2 firms)
-Lack of time to use the Internet (1 firm)
-Keep things simple (1 firm)
-Too close to retirement to learn about the Internet (1 firm)

Future Intentions About Internet Usage
However, 3 of the 10 firms said they were planning to use the Internet in the future. The 
Internet functions they were interested in included: using e-mail (2 firms), accessing 
websites relevant to their business (1 firm), and operating own website (1 firm). The 
main reason for each firm “getting connected” was: using e-mail (2 firms) and 
advertising (1 firm). The time frames for "getting connected” were: in 1999, in 2000, and 
do not know (dependent on getting a computer).

Computer Usage
Half of the firms interviewed did use a computer in their business, although some of 
these computers may not be current enough to support Internet usage.

Three of the 31 firms which were contacted to obtain the 10 firms actually interviewed 
were already using the Internet and one of these was planning a major expansion of its 
use, including the setting-up of a website; none of these three firms were included in 
the survey because they were already Internet users.
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Observations
The Internet is a “useful” but not an "essential" tool for many renovators, particularly 
those who have small firms and who rely on word-of-mouth to obtain new business and 
who do not already use a computer for business reasons. However, even for these 
firms, the Internet could be extremely “useful” in learning about construction products 
and technology and in improving their communications efficiency with customers and 
suppliers through the use of e-mail. As more organizations (e.g., government and 
financial institutions) use the Internet to supply their forms and applications and to offer 
online ordering of their products and services, the usefulness of being “connected” will 
become even more significant.

Some theoretical and hands-on training in computer usage in general and in the use of 
the Internet will probably be needed for those renovators who want to access the 
Internet, but who are new to computers. Those renovators accustomed to using 
computers should be able to start using the Internet with the help of the information 
provided by their Internet Service Provider and that in self-help books on Internet 
usage.
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Chapter 5 An Overview Of The Resources Available 
To Renovators And Consumers From Renovation 
Websites On The Internet

Introduction
This chapter, which is based on the results of the “Renovation Industry Website 
Evaluation Survey, 1998", provides an overview of how useful the websites of the 
participants in the renovation industry are to consumers and renovators. See Chapter 1 
and Appendix C for more information on the conduct of this survey.) Subsequent 
chapters (i.e.; 6,7,8, and 9) will provide more detailed information and analysis of the 
websites of manufacturers, government, trade associations, and renovators. This 
chapter also describes the survey instrument used for these evaluations and gives 
information on the purposes, utilization rates, and access times for these websites.

An Overview of Industry Websites
A summary evaluation of the overall quantity(amount and types of information and 
quality (presentation) assessments of the websites for selected industry sectors reveals 
rather poor performance across the board (See Table 5-1). This applies for the 
websites of renovators, manufacturers, associations, and government (with the 
exception of the United States federal and municipal government) in Canada and in the 
United States. Subsequent chapters will provide more detailed information on the 
component groupings both within each of these sectors and on a category by category 
basis. The main finding consistently holds though-- a minority of sites reach the 
“moderate” or better grade on the scale and only a handful of sites achieve “good” 
ratings and none received “very good” scores.

Some sectors and sub-sectors achieved better results than did others. American 
renovators had a larger percentage of their sub-sectors with ratings of “moderate” or 
above than did Canadian renovators. This finding holds for both general and trade 
contractors. It should be noted, however, that the American sample (20 firms) is much 
smaller than that of Canadian renovators(153 firms). In both Canada and the United 
States, the sites of the general contractors were considerably better than those of the 
trade contractors. Some renovators who are general contractors are also new home 
builders/developers and are drawing from their experience in operating sites designed 
to sell new homes. New home marketing can be done more easily and more 
economically since there are standardized products/services being offered and the 
expense for website development can be spread over the cost of multiple 
predetermined units. New home builders have also relied more heavily on mass media 
marketing than have renovators who are more accustomed to rely on word of mouth- 
new home builders are simply expanding their marketing opportunities rather than 
launching into a new marketing approach.
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Both Canadian and American renovators as a group had poorer ratings of “moderate” 
and above than did manufacturers, associations or the Canadian federal government. 
The sector with the highest rating of “moderate" and above was, by far, the Canadian 
federal government, while the sector with the lowest comparable rating was Canadian 
provincial/municipal government. No sector had constituents which received overall 
ratings of “very good”. Unfortunately, sites deemed to be “acceptable” are in the 
minority for almost all sectors and too many sites are considered to be “very poor”.

The findings mentioned in the preceding paragraph apply to both the quantity and 
quality indicators. The favourable percentages are slightly higher for the quality 
indicators, probably reflecting the technical design and graphics expertise of the 
webmasters.

The percentage of sites receiving “very poor" scores is very disturbing- 44% for 
quantity and 43% for quality indicators. Not only are the majority of sites below par, 
they are also very much below acceptable levels. Regarding the quantity indicators, 
half of the Canadian renovators’ websites, 45% of the websites of US renovators, 34% 
of the manufacturers’ websites, and 73% of the websites of the Canadian 
provincial/municipal government are deemed to be “very poor”. It is understandable 
why these percentages are high for renovation firms which are often small, overworked, 
cash-strapped, and new to the world of website development and mass 
marketing/selling, but it is much more difficult to explain the poor performance of 
manufacturers and provincial/municipal government.

In the above assessment, the findings for the US federal and local governments have 
been left out as separate sectors because the number of observations sampled was 
very small. They have been excluded from the grand total as well. However, the scores 
which they received will be presented later in Chapter 7.
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TABLE 5-1 Website Quantity-quality Scores of Participants in The Renovation Industry
(Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)
SCORE RANKMGS CF
HR MS

i 2 3 4 5 6 TOTAL i 2 3 4 5 e

QUANTITY INDICATOR

Cdn.Renovalors (GQ 0 16 25 10 1 0 52 0 31 48 19 2 0

Cdn. Trade Contractors 10 61 18 12 0 0 101 10 60 18 12 0 0

All Cdn. Renovators 10 77 43 22 1 0 153 7 50 28 14 1 0

US Renovators (GC) 0 5 1 1 1 0 8 0 63 13 13 13 0

US Trade Contractors 0 4 6 1 1 0 12 0 33 50 8 8 0

All US Renovators 0 9 7 2 2 0 20 0 45 35 10 10 0

Manufacturers 0 23 22 18 7 0 70 0 33 31 26 10 0

All Renov. Associations 0 2 16 4 2 0 24 0 8 67 17 8 0

All Cdn. Fed. Government 0 1 0 5 4 0 10 0 10 0 50 40 0

Cdn. Prov/MunGovt 0 22 4 4 0 0 30 0 73 13 13 0 0

TOTAL RENOVATION 10 134 92 55 16 0 307 3 44 30 18 5 0

QUALITY INDICATOR

Cdn. Renovators (GC) 0 14 25 10 3 0 52 0 27 48 19 6 0

Cdn. Trade Contractors 0 61 28 10 2 0 101 0 60 28 10 2 0

All Cdn. Renovators 0 75 53 20 5 0 153 0 49 35 13 3 0

US Renovators (GC) 0 5 1 1 1 0 8 0 63 13 13 13 0

US Trade Contractors 0 3 7 1 1 0 12 0 25 58 8 8 0

All US Renovators 0 8 8 2 2 0 20 0 40 40 10 10 0

Manufacturers 0 22 19 17 12 0 70 0 31 27 24 18 0

All Renov. Associations 0 3 13 6 2 0 24 0 13 54 25 8 0

All Cdn. Fed. Government 0 1 0 7 2 0 10 0 10 0 70 20 0

Cdn. Prov/Mun Govt 0 23 3 4 0 0 30 0 77 10 13 0 0

TOTAL RENOVATION 0 132 96 58 23 0 307 0 43 31 18 8 0

Source: “Renovation Industry Website Survey 1998“ conducted by Donald M. Caskie.

The scale for the scores is:
1=none,
2=very poor,
3=poor,
4=moderate,
5=good, and 
0=very good.

“Quantity" refers to the amount and type of information presented on the website- the comprehensiveness of the information 

provided.

“Quality’ refers to the presentation of the site and includes the plausibility of the material (time and resources prevented checks on 
the veracity of the information provided), the layout of the site, the ease of navigating through the site, the speed taken to load and 

manoeuvre through the website, and the visual and audio appeal of the website.

Note: Percentages may not add up to 100 precisely due to rounding. All fractions were rounded to the nearest whole number.
"GC" stands for General Contractor
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Categories Evaluated
The website should present to the consumer a convincing rationale for using or 
purchasing the produces) or service(s) featured on the website. Twenty-four distinct 
categories of information and two overall assessments for quantity and quality of the 
information/presentation have been identified for evaluating websites. The categories 
being assessed are ones which a savvy user or purchaser should identify as being 
important in the evaluation of whether or not to use the product or service. In general, 
these criteria aim at identifying the merit of the product or service itself, the reputation 
and longevity, both past and future, of the company or organization producing the 
product or service, the economics of using the product or service, and the usability of 
the product or service in the renovation being considered. The categories were 
developed by the author and they were reviewed by Canada Mortgage and Housing 
Corporation and Canadian Home Builders’ Association. The author based these 
categories on experience drawn from conducting several studies on the housing 
renovation and construction industry, including structure and operation, management 
and technological change.

The following section identifies the categories included in the evaluation and briefly 
discusses some of the more important issues associated with each category.

Category and Elaboration 
1 - History of the organization
Has the organization been a successful and stable operation for a sufficient period of 
time to consider it a reliable and legitimate supplier? Has it grown in size and technical 
competency through its history? Is it likely to be in business in the future and capable of 
honouring warranties and providing replacement parts and service?

2- Purposes of the organization
Does the organization give the impression that it knows what it is doing? Does the 
organization provide the types and quality of goods and services required by the 
consumer and is the organization likely to be a reliable business partner?

3- Genera! description of the organization
Does the organization give the impression that it knows what it is doing? Does the 
organization provide the types and quality of goods and services required by the 
consumer and is the organization likely to be a reliable business partner? Is it 
organized in a logical manner to efficiently supply its offerings? 4

4- Size of the organization, including safes figures
Is the organization large enough to provide the range of products and services 
needed?
Is the organization big enough to invest meaningful resources for research and 
development to be technological leaders in the field? Do the sales figures prove that 
the organization has a viable presence in the consumer’s geographical area for
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purposes of installation and servicing and the usability of the product/service in the 
weather conditions of the area inhabited by the consumer?

5- Financial qualifications of the organization
Has the organization been a successful and stable operation for a sufficient period of 
time to consider it a reliable and legitimate supplier? Has it grown in size and technical 
competency through its history? Is it likely to be in business in the future and capable of 
honouring warranties and providing replacement parts and service?

6- Information about the organization’s liability insurance and bonding
Does the company have sufficient coverage to satisfy any claims if serious problems 
arise with regard to the goods and services which it provides?

7- Names and positions of key personnel
Is it possible to identify and contact the appropriate key personnel in the organization 
to acquire information or resolve serious issues or problems that arise in the use of the 
organization’s products or services? Is it possible for consumers to identify from the 
website (e.g., names, photos) company personnel who are onsite during renovations?

8- Qualifications of key personnel
Are the key personnel in management and production/servicing qualified for their 
positions? This is especially important for renovation companies-- consumers have a 
right to know before the contract is signed that the contractor and the trades people 
are technically qualified and competent to do the intended renovation.

9- Membership of organization in trade/business organization
Is the company committed to industry development and good business practices? Is 
the company considered to be reliable and legitimate by other members in the 
industry? Is the company committed to keeping up with industry trends and sharing in 
the development of the industry?

10- Description of products or services offered
Are the products or services sufficiently described so that consumers can make a 
sound decision on the use of these products or services in the planned renovation?

11 - Technical specifications of products offered
Is there sufficient technical information for professionals and informed consumers to 
use the products or services properly and appropriately?

12- Information about the uses of the product offered
Can the products or services meet the application needs of the purchaser? Is
information provided on both proper and improper uses of the product?
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13- Detailed installation instructions for products offered
Is there sufficient and clearly understandable information about the installation of the 
product so that the installer can use the product efficiently and in a timely manner, 
without having to make additional enquiries about installing the product?

14- Information about the economic costs/benefits of products/services
Is sufficient information available for consumers to make decisions as to whether the 
product or service is a good value in comparison with the offerings of other suppliers? 
Is there enough information for consumers to evaluate both the initial and lifetime 
cost/benefit of the product or service?

15- Information about the prices of products or services
Are the prices of the product or service provided for the consumer so that accurate 
estimating of the cost of the renovation can be made and alternative products or 
services can be evaluated in comparison? Are the prices current and is there any 
indication as to how long the price will be valid?

16- Information about warranties
Is full information about the length and conditions of warranties provided so that 
potential purchasers can include this information in their decision-making about the 
purchase of the product or service? Is the warranty realistic and reasonable and 
enforceable? Is it reasonable for the consumer to be confident that the company can 
and will enforce the warranty?

17- Information about independent certification of products
Are the products and procedures approved for performance and safety by a 
responsible professional arms-length independent testing and certification agency 
(e.g., Canadian Standards Association (CSA)) which has the respect of all parties 
involved with housing renovation?

18- Access to troubleshooting about products and installation
If problems arise in the installation or operation of products, can these problems be 
solved quickly and definitively by contacting specially designated service 
representatives for advice or accessing a “frequently asked questions” (FAQ) section or 
self-diagnosing section of the website?

19- Information about normal servicing of products
Is complete and easily understandable information quickly available on the website so 
that the consumer can arrange for normal servicing of products used in the renovation? 
Is this information already available on the website or is it necessary to independently 
contact the company to get the information at a later date?

20- Information about product/service availability and delivery dates
Is information available on the website which will tell consumers/renovators if they can



j ‘ v - Iv.

Ch. 5 Pg. 7

obtain the required quantities of the desired products/services and if the desired 
products/services can be delivered on the required date?

21 - Names and addresses of local distributors
Does the website list where the company’s products/services can be obtained at the 
local level? Is this information available right on the website for immediate access or is 
it necessary to e-mail a request and wait for an answer?

22- Names and addresses of local qualified installers
Does the website list who installs the company’s products/services at the local level? Is 
this information available right on the website for immediate access or is it necessary to 
e-mail a request and wait for an answer?

23- References from satisfied customers
In an industry dominated by the importance of "word of mouth” referrals, does the 
website have a section which presents examples (eg., copies of letters) of customer 
satisfaction with the company’s products/services?

24- Lists and photos of completed projects
Does the website have photos of the product or service being provided, particularly 
“before and after” presentations and partially and fully completed versions so the 
consumer/renovator can see the use and benefits of the product/service?

25- Awards received for the quality of the products/services
Has the product/service received any awards for performance, reliability, quality, ease 
of installation, creativity, or innovation which set it apart from other similar products or 
services? Is the merit of the product/service recognized by the renovation industry, 
consumers, or renovation magazines, etc. at the local, national, or international level?

Overall Categories
In addition to the individual categories listed above, each website was evaluated on its 
overall merit for both quantity and quality of the information provided. The quantity 
indicator refers to the comprehensiveness of the information provided. The quality 
indicator refers to the “accuracy” of the information listed, the presentation of the 
material, and the ease of accessing the information and navigating the website; the 
term “accuracy” should be considered as referring to the plausibility of the information 
rather than the “truth” of the information since it was not physically or financially 
possible to check out the veracity of every claim made on all the websites analyzed. All 
of the information in the 25 detailed analytical categories listed above are based on 
“quantity”, not “quality” aspects of the websites reviewed.

While not all of these categories are as relevant for some sectors as for others, they still
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have some validity as indicators of performance and attention to detail. For instance, 
testimonials of good service and workmanship from satisfied customers may be of 
more immediate usefulness to renovators and manufacturers than similar testimonials 
to government or associations, but all testimonials by satisfied consumers or website 
visitors indicate “real person”, not a statistical, satisfaction and a successful dialogue 
between suppliers and clients.

The Purposes of Websites
The prime purpose of most websites, especially those of renovators, manufacturers, 
and associations, is to advertise the products and services being offered for sale. 
However, websites present other information as well, including educational material 
and public relations presentations.

Some sites include some educational information about the uses of their type of 
product or service (but not linked directly to their product catalogue) and some of the 
benefits to be gained from their use (eg., insulation, waterproofing, high efficiency 
furnaces). This educational material can be very useful to visitors whether they be 
renovators or homeowners- some sites have separate presentations for each of these 
audiences. Some sites give generalized procedures for product installation and 
maintenance. Useful information like this contributes significantly to the overall 
usefulness and interest of the site and promotes repeat visits and print-outs from the 
site.

Some sites, mainly those of associations and some of the larger manufacturers, have 
public relations features, including information on recent policies and on the 
relationship between the company or industry and society and the environment.

The Frequency of Usage of Websites by Visitors
Few sites had "hit counters” (i.e., devices which calculate the number of visits received 
by the site for a specified period of time). Counters are extremely valuable to a 
webmaster for determining how effective the locator information is for the site and how 
popular the site is. Counters are also of value to visitors in that they show how many 
other visitors who are interested in renovations are considering the use of the 
products/services being promoted on the site.

It was extremely difficult to use the information from the counters analytically because 
the time period covered by many of the counters was not identified. Was the reading on 
the counter the number of “hits” since the site was created or since it was last reset?
On the sites where the number of “hits” could be clearly attributed to a specific period 
of time, the results varied, on average, from very few (10 or less) to several hundred 
per month. One trade contractor in the United States had a site that received over 
16000 “hits” over the period of a year- unfortunately, it was not possible to determine 
whether the site produced business for this renovator, but it does show that the 
renovator has high visibility and name recognition. For the sites of Canadian renovators
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where calculation could be made, the number of “hits” per month ranged from 60 to
120.

When properly used as evaluative tools, counters can be very useful for webmasters in 
making their sites more effective. Sites with low numbers of visitors need to be 
promoted better and/or made more interesting and relevant.

The inclusion of a counter on a website is extremely easy even for a website creator 
with basic skills. Many Internet providers offer “counters” as part of their regular 
customer service. Free “counters” are also available as downloads from Internet sites 
in exchange for acknowledging the source/creator of the counter in the recipient’s 
website.

Access Loading Times of Websites
For most sites, the loading time of the website (i.e.; the time between the entry of the 
website’s URL in the browser window and the complete appearance of the website on 
the monitor) was moderate for a computer with an Internet modem connection speed 
of 28.8 kbs. A faster modem would have improved the loading times overall, but would 
not have made much difference to the relative loading time among sites.

Some simple sites with text only and no frames loaded faster, while others with high 
resolution photographs and/or large graphic files and/or video clips and/or frames 
were very slow in loading.

One of the key ingredients to making successful websites is to have a realistic balance 
between the fastest loading time possible, on the one hand, and content that is the 
most attractive, interesting, and informative, on the other hand. Except in the rare case 
of a visitor who is totally dedicated to visiting a particular website no matter the 
obstacles, most visitors will become totally frustrated with waiting for a slow loading 
site to appear and stop the transmission and move on to another site. It is possible to 
create faster loading websites by: (a) controlling the resolution and size of photographs 
and graphics files, (b) using the most effective file formats (e.g., JPEG), (c) using 
“thumb-nails” (i.e.; small images that can be enlarged if the visitor chooses), and (d) 
creating effective “links” within the site and to other sites.

Unfortunately, many of the sites which had unreasonably long loading times also had 
poor and uninteresting presentations and inadequate content. Visitor to these sites 
could become very frustrated both by waiting endlessly for the site to appear and by 
seeing what eventually does appear.

Summary
An in-depth evaluation of over 300 websites of renovators, building materials and 
equipment manufacturers, government departments, and association connected with 
the home renovation industry in Canada and in the United States revealed that most
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sites were not as informative and as well presented as they should be. The main 
consequence of these deficiencies is that potential clients are not getting the types and 
amounts of information needed to make proper decisions about purchasing or using 
the products or services presented in these websites. This chapter discusses why 
various types of information should appear on these websites; this list provides the 
basis for the detailed content analysis of the websites of the main participants in the 
renovation industry which appear in chapters 6-9.
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Chapters The Resources Available To Renovators 
From The Websites Of Manufacturers

Only a minority of the 74 websites of manufacturers of renovation building materials 
and equipment which were evaluated received passing scores (i.e.; scores of 
“moderate” or better) in the categories of overall quantity (35%) and overall quality 
(46%). (See Table 6-1 .)4 Almost a third of the websites were evaluated as being “very 
poor”. This chapter is based on the results of the "Renovation Industry Website 
Evaluation Survey, 1998". (See Chapters 1 and 5 and Appendix C for more information 
on the conduct of this survey.)

Considerable variations were found in the percentage of websites which received 
passing scores within each of the types of manufacturing firms. The websites of firms 
in the flooring, hand tools, siding, and window industries had the highest percentage of 
passing scores in regard to the overall quantity indicator, while the websites of firms in 
the flooring, bricks/masonry, insulation, and paint industries had the highest 
percentage scores for the overall quality indicator. All of the above types of industries 
had at least half of their firms with websites receiving passing grades. At the other 
extreme, no website in the electrical equipment and kitchen cabinets industries 
received a passing grade in the overall quantity category and no website in the roofing 
industry passed in the overall quality category. Many websites had similar scores for 
both quantity and quality categories. When there were differences between the quantity 
and quality scores, the quality score was almost always higher than the quantity score. 
This shows that more attention was paid to the medium than the message.

The majority of websites of renovation manufacturers had passing grades (“moderate” 
or better, actual scores of “4 to 6") in only a few of the quantity categories. (See Table 
6-2.) These categories were:
-purposes of the organization (65%)
-general description of the organization (51%)
-description of products/services (64%).

Further, the categories in which 20% to 50% of the websites obtained passing grades 
were:
-history of the organization (31%)
-size of the organization (34%)
-financial qualifications of the organization (27%)
-names and positions of key personnel (22%)
-technical specifications of products offered (38%)
-detailed installation instructions for products offered (30%)

4 The tables for this chapter can be found in the “Tables" section which is located after Chapter 
11. The source for ail the tables in this chapter is: “Renovation Industry Website Survey 1998" conducted 
by Donald M. Caskie. The scale for the scores on the tables is: 1=none, 2=verypoor, 3=poor,
4=moderate, 5=good, and 6=verygood.
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-information about warranties (28%)
-names and addresses of local distributors (31 %)
-lists/photos of completed projects (24%).

Only a very small number of websites presented passing grades in the categories: 
qualifications of key personnel, association membership, independent product 
certification, product prices, product servicing or troubleshooting, product availability 
and delivery dates, and references from satisfied customers.

A small percentage of the websites received some “very good” scores, but in only a 
few categories. These sites provided much valuable information to renovators and 
clients and were worth being included in their “bookmarks” of sites to consult for future 
reference and return visits. Particularly useful were sites with well developed technical 
specifications about their products and with detailed and easily followed instructions 
about howto install their products correctly.

Sites which provided very good information on how to locate local distributors and 
qualified installers made the job of purchasing/using the company’s products very 
easy. Some manufacturers have very good information available on their websites 
about their local distributors; by simply “clicking” on a state/province or city on a map, 
the visitor finds full contact information about local distributors. Unfortunately, this 
direct information sometimes was available only for distributors in the United States; 
Canadian customers had no access to Canadian distributors or had to obtain the 
information by e-mailing, faxing, or telephoning the company. There does not seem to 
be any good reason why manufacturers who are advertising their products over the 
Internet do not make this information on distributors available for Canadian customers 
directly on the website.

Since many manufacturing firms, as compared to renovation contractors, are public 
corporations which publish annual financial and operational reports, information on 
sales, operating costs, and profits/loses is easily available for posting on their websites. 
However, not all firms take the extra step to do so.

Because manufacturing firms are usually larger and better staffed with a wide range of 
skilled office personnel (including marketing/advertising, accounting and sales 
departments), and usually familiar with the use of mass media to spread information 
about themselves and their products, it is not surprising that a larger percentage of 
these firms received passing scores for their websites as compared with renovation 
contractors. Unfortunately, the number of firms with passing grades is in the minority 
both overall and for some of the specific quantity categories.

The gulf between the websites which are good and those which are poor is wide, but it 
is easily remedied. The addition of tables or lists of information could be done by most 
companies from existing files; posting this information on their websites could be as 
quick and easy as typing a standard business letter.
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Considerable variations were found in comparing the websites of the various types of 
industries included within the renovation manufacturing group. The websites of 6 of 24 
separate types of renovation manufacturing industries are presented below for more 
detailed analysis. (See Tables 6-3 to 6-9.) Some highlights of the website evaluations of 
the remaining industries will be presented after these six industries have been 
discussed.

The sub-group of manufacturers includes flooring, hand tools, HVAC (heating, 
ventilation and air-conditioning), plumbing, roofing, and window manufacturers. These 
manufacturers figure prominently in the building/renovating of any house. They 
represent makers of both building materials and equipment.

The following list shows (a) the categories in which the websites of firms in these 
industries received scores of “moderate” (“4") or better, (b) the industries achieving 
these passing scores, and (c) the percentage of firms in these industries with passing 
scores (the percentages in brackets following the industry sector):

-purposes of the organization- llooring (100%), hand tools (75%), HVAC (80%), plumbing (60%).

-general description of the organization- flooring (75%), hand tools (80%), HVAC (80%), plumbing (60%), siding 
(50%).

-description of products or sen/ices- flooring (100%), hand tools (75%), HVAC (60%), roofing (60%), siding (50%). 

-size of the organization- flooring (50%), siding (50%).

-financial qualifications of the organization- flooring 50%).

-technical specifications of products- hand tools (50%), HVAC (60%), siding (50%).

-information about the uses of products- flooring (75%), hand tools (75%), HVAC (60%), plumbing (60%), roofing 
(60%), siding (50%), windows (75%).

-detailed installation instructions for products- flooring (75%), plumbing 67%), siding (75%), windows (75%). 

-information about the economic costs/benefits of products/sen/ices- siding (50%).

-information about warranties- flooring (50%), HVAC (60%), plumbing (60%), siding (50%), windows (75%). 

-information about independent certification of products- siding (50%).

-information about the normal servicing of products- hand tools (50%), siding (50%).

-names and addresses of local distributors- flooring (67%), hand tools (50%), HVAC (60%), siding (75%), windows 
(75%).

-lists/photos of completed projectsAasks- flooring (75%), hand tools (50%), windows (75%).
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The websites of several other types of manufacturers were also evaluated. They 
included bricks, communication/intercom, computer controlled components/systems 
for the home, construction business software, construction design software, 
construction equipment, doors, drywall, engineered wood, foundations, insulation, 
kitchen cabinets, paint, security systems, sound systems, and waterproofing. The main 
categories in which passing grades were received by websites in these industries were: 
-purposes of the organization,
-general description of the organization,
-description of products/services, and (occasionally)
-technical specifications of products.
Only one firm in this group, a computer controls company, received a “good” score for 
the overall categories. “Poor” scores were reported for the websites of firms 
manufacturing design software, doors, and foundations.

For all the manufacturers, considerable weaknesses were noticed in all categories. In 
some categories, they need to improve both the quantity and quality aspects. In other 
quantity categories, they have no information on their websites and they need to start 
adding it; this includes categories such as qualifications of key personnel, information 
about liability insurance, information on warranties, information about normal servicing 
and troubleshooting, information about product availability and delivery dates, and 
references from satisfied customers.

The results of this survey are fairly similar to the responses made by renovators in the 
survey of renovators presented in Chapter 2 of this study (see Table 2-7). Direct 
comparison is difficult because the same manufacturing firms and industries may not 
be included in these two assessments. The renovators surveyed put considerable 
importance on accessing the information which manufacturers put on their websites 
about their products.

No analysis was done on the reasons why some renovation manufacturing industries 
have better websites then others (e.g., windows, flooring, siding, and hand tools).
Some possible explanations might include: more experience in direct marketing to 
consumers, more frequency in the demand for their products (e.g., flooring compared 
with foundations), more competition among firms in particular industries, and more 
feedback from customers.

Very, very few of the manufacturers used their websites to sell their products/services 
directly online to consumers or builders. When they do, they will have to provide much 
more information than they do now, especially in the areas of warranties, prices, and 
delivery dates.

Summary and Observations
Since so many firms in a wide variety of types of manufacturing show the need for large 
improvements in their websites, it appears that solutions will have to be broad-based 
for the renovation industry as a whole. A considerable role in directing and co-



ordinating this change can be played by the umbrella organizations (i.e.; the home 
builder associations), as well as the associations for each type of product.
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Chapter 7 The Resources Available To Renovators 
From The Websites Of Government Departments

Introduction
The figures for all the government websites showed general weaknesses in both the 
overall quantity and quality categories, but these figures give a misleading picture since 
some government sectors have very strong websites (i.e.; federal government) and the 
rest, which happen to be in the majority, have very weak sites. This chapter is based on 
the results of the “Renovation Industry Website Evaluation Survey, 1998". (See 
Chapters 1 and 5 and Appendix C for more information on the conduct of this survey.)

The Overall Picture
Considerable differences were recorded in the scores of the government websites 
which were evaluated. (See Table 7-1 .)5 The websites hosted by the federal 
government were much superior to the municipal/provincial websites in both quantity 
and quality categories. This pattern was in evidence in both Canada and in the United 
States. Eighty percentile or more of the federal government websites received passing 
scores (“moderate” or better), while only a third or less of the provincial and municipal 
websites received passing scores. There did not seem to be any obvious reasons for 
these disparities- all levels of government have access to personnel with the talents to 
create and maintain websites and websites are not overly expensive means of 
communication.

Federal Government Websites
Almost all of the evaluated websites hosted by the federal government, both in Canada 
and in the United States, received acceptable ratings for both overall quantity and 
quality categories. For these two categories, 10 of the 11 sites were in the “moderate” 
or better range and 6 of the 11 sites had “good” scores in the overall quantity category; 
the only site with a low rating was a Canadian site providing information on business 
issues. (See Tables 7-1,7-2, and 7-3 for information on Canadian federal government 
websites.) The sites chosen were grouped into two sections based on their focus--(a) 
renovation, housing and construction specific issues and (b) business and renovation 
industry issues (e.g; human resources/labour, training, taxes, business operation and 
management, and industry structure and operation). In both countries, the websites 
operated by departments responsible for human resources/ labour scored well with 
several specific quantity categories receiving "very good” scores (e.g; the categories: 
size of the organization, financial qualifications, description of products/services, 
technical specifications of products offered, information about the uses of the products

5 The tables for this chapter can be found in the “Tables" section which is located after Chapter 
11. The source for all the tables in this chapter is: “Renovation Industry Website Survey 1998" conducted 
by Donald M. Caskie. The scale for the scores on the tables is: 1=none, 2=verypoor, 3=poor,
4=moderate, 5=good, and 6=verygood.
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offered, and detailed installation/operational instructions).

A majority of Canadian federal government websites received scores of “moderate" or 
better in the following specific quantity categories:

(a) for renovation sites-.
-purposes of the organization 
-general description of the organization
-names and positions of key personnel (particularly Institute for Research in Construction) 
-qualifications of key personnel (particularly Institute for Research in Construction)
-membership of organization in trade/business organizations 
-description of products or services 
-technical specifications of products 
-information about the uses of the products offered 
-detailed installation instructions of products offered 
-information about independent certification of products,
-information about normal servicing of products,
-information about product/service availability and delivery dates.

(b) for business sites.
-purposes of the organization 
-description of products or services 
-technical specifications of products 
-information about the uses of the products offered 
-detailed installation instructions of products offered 
-information about normal servicing of products,
-information about product/service availability and delivery dates 
-names/addresses of local distributors.

Municipal/provincial Government
The reviewed websites of the municipal and provincial governments devoted to 
renovation related matters received extremely low ratings. These findings apply for 
overall quantity and quality categories and also for individual quantity categories. The 
municipal sites which were evaluated were hosted by departments responsible for 
providing information to renovators/builders and homeowners about building permits. 
The provincial sites which were evaluated were hosted by departments/agencies 
responsible for providing information (a) on programs, policies and trends for the 
renovation housing industry and (b) on training/education programs and courses 
suitable for housing renovators (both technical and business education). The 
evaluation included the websites of each of the provincial governments (20 websites) 
and the websites of 10 cities/towns across Canada.

In most of the categories on the websites identified above, there was either no or very 
poor information. (See Table 7-4.)

The categories for which at least 20% of the organizations received acceptable scores 
(i.e.; “moderate- 4" or better) were the following:
-history of the organization
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-purposes of the organization 
-general description of the organization 
-size of the organization
-financial qualifications of the organization (budget).

Only one website received a score of “good” and that was only in one quantity 
category, namely, "prices of the product/services” (building permits).

Very few organizations gave the customers the option of downloading forms or 
completing interactive forms in their websites.

In most cases, the websites merely affirmed to the public that a particular program or 
service was in existence, but learning about it would have to be done by other means. 
Usually the search efforts in these websites produced two results: very minimal 
benefits, and a great amount of frustration for making the search difficult and nearly 
useless. There is definitely substantial room for improving these sites and providing 
consumers with the convenience of online access to forms and applications.

United States Municipal Government
At the municipal level in the United States, the websites of the departments responsible 
for building permits in three large cities (New York, Los Angeles, and Dallas) were 
evaluated. Only in the six following categories did the majority of the websites score a 
rating of “moderate" or better:
-purposes of the organization 
-general description of the organization 
-description of the products/services offered 
-information about the uses of the product offered 
-information about the normal servicing of products 
-names and addresses of local distributors/branches.
A similar distribution was found in the overall quality category.

One of the cities surveyed was in the process of setting up a complete system of online 
forms and drawings. This could be extremely helpful for both renovators and 
consumers.

Summary
All of the websites of the government organizations evaluated can be improved. A 
moderate increase in the amount of information and some redesigning are needed for 
the websites of the federal government departments/agencies. Major efforts are 
needed to put life into the websites of the municipal and provincial governments. All 
government departments and agencies should make it possible for consumers to 
access all of their forms and applications online and, wherever possible, to complete, 
submit, and pay for them online as well. Links should also be provided to the sites of 
other government departments and agencies which provide services on the same or 
relevant subject matter.
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Chapter 8 The Resources Available To Renovators 
From The Websites Of Renovation Industry Associations

Overall, the websites of the associations connected with the renovation industry which 
were evaluated had poor scores. There were some differences according to the type of 
association being assessed. (See Table 8-1 .)8 The websites of three types of 
associations were included in this review: homebuilder/renovator associations in both 
Canada and the United States; trade contractor associations (Canada and 
international); and building product manufacturers’ associations (Canada and 
international). The websites of manufacturers’ associations which were evaluated had a 
higher proportion of sites that recorded scores of “moderate” or better than did the two 
other types of associations. This chapter is based on the results of the “Renovation 
Industry Website Evaluation Survey, 1998". (See Chapters 1 and 5 and Appendix C for 
more information on the conduct of this survey.)

The websites of all the types of associations (except the two United States 
homebuilders associations) did have at least half of their sites with scores of 
“moderate’ or better for a small number of quantity categories:
-purposes of the organization 
-general description of the organization 
-description of the products/services offered.
(See Tables 8-2,8-3,8-4.)

In addition, the websites of the Canadian Home Builders’ Association and the trade 
contractors associations had comparable scores of “moderate” or better for the 
category:
-names and positions of key personnel.

The websites of the Canadian Home Builders’ Associations had scores of “moderate” 
or better also for the following categories:
-information about the normal servicing of products/services 
-names and addresses of local distributors 
-names and addresses of local members.

The websites of the associations of manufacturers scored at the “moderate” or better 
level for the quantity category:
-information regarding the uses of products/services. 6

6 The tables for this chapter can be found in the "Tables" section which is located after Chapter 
11. The source for all the tables in this chapter is: “Renovation Industry Website Survey 1998" conducted 
by Donald M. Caskie. The scale for the scores on the tables is: 1=none, 2=verypoor, 3=poor,
4=moderate, 5=good, and 6=verygood.
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The websites of all the types of these associations were very weak in presenting 
information about their history, the size of their associations, their financial status, the 
qualifications of their key personnel, references from satisfied customers/members, and 
lists of accomplishments and completed projects/endeavours.

The websites of the two United States home builder associations achieved at least a 
“moderate” score in only two quantity categories:
-purposes of the organization 
-description of the products/services offered.

Scores of “very good” for specific quantity categories were reported mainly by the 
members of the Canadian Home Builders’ Association.

Given the financial and skills capabilities available to these associations, especially the 
manufacturers’ associations, it is surprising that so many of these websites were so 
poor in terms of their overall and specific quantity scores and, particularly, their overall 
quality score.

Summary
Consumers and association members should seriously suggest to these associations 
that they improve their websites. Websites can be highly effective means of conveying 
important information about an industry sector’s products and issues to consumers 
and in providing ways for members to communicate with their association and the 
association with their members. Most of the associations have the resources to improve 
their sites substantially and all have the capability to include basic information about 
their history, the purposes of their association, the names and addresses and 
qualifications of key personnel, and what products/services the association provides to 
its own members and to the public. At the very least, these associations should be 
capable of drawing on the very sophisticated technical and graphics skills possessed 
by some of their members in order to improve the design and appearance of their 
websites, including in-site navigation and improved loading times.
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Chapter 9 The Resources Available To Renovators 
And Consumers From The Websites Of Renovators

Introduction
Only a small fraction of the websites of renovators which were evaluated received 
passing scores.7 This applies to the websites of renovators both in Canada and in the 
United States, although the United States websites were slightly better. The sites of 
general contractors were somewhat better than those of the trade contractors. This 
chapter is based on the results of the “Renovation Industry Website Evaluation Survey, 
1998". (See Chapters 1 and 5 and Appendix C for more information on the conduct of 
this survey.)

This chapter will first describe the websites of renovators in Canada and then those of 
renovators in the United States. The websites of Canadian and American renovators 
will then be compared.

Websites of Canadian Renovators
Canadian renovators mainly place their websites on space provided by Internet service 
providers (ISP) rather than use their own server. These ISPs provide webspace and e- 
mail addresses for clients who sign up for their service. The size of the space made 
available varies among the various ISPs, but there is usually enough space to provide 
the information which renovators need to present.

Renovators in British Columbia relied very heavily on the Internet service provided by 
the telephone “Yellow Pages” (bcyellowpages.com). Of the 54 websites of renovation 
firms in British Columbia, 74% were listed with this server. The proportions were higher 
for trade contractors than general contractors: 91 % of the 43 trade contractors and 9% 
of the 11 general contractors. For some trades (paving, roofing, HVAC), 91 -100% of the 
businesses were listed this way. Unfortunately, only a few of the firms listed with this 
server ventured beyond a standard business card advertisement for their webspace. 
This bare-boned information tells clients only about the existence of the company and 
is certainly insufficient for a client to select a firm to be on their short-list to do their 
renovation project. A little extra time and effort put into these sites would provide 
visitors with an information base so that they could distinguish one firm from another in 
terms, for instance, of the types of work done, their competency levels and track 
record, and the warranties offered.

7Ihe 153 Canadian renovator websites reviewed here (52 for general contractors and 101 for 
trade contractors)represent all of the renovator websites which were located on the Internet using normal 
search procedures (see Chapter 1 for details). The United States renovator websites were 20 in number 
and they were randomly selected, without regard for (a) general or trade contractor status and (b) 
geographical location.
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The websites of all Canadian renovators, including both general and trade contractors, 
which received scores of “moderate” and above for the quantity and quality categories 
did not exceed 16% of the firms (See Table 9-1 ).8 General contractors had a higher 
proportion of websites with a passing grade for both overall quantity and quality 
categories than did trade contractors-- for quantity, 21% compared to 12% and for 
quality, 25% compared to 12%. Within the trade contractor grouping, some trades had 
better scores than others. The percentages for the websites of waterproofing and 
window contractors were much higher than those for the websites of roofing and HVAC 
contractors, for instance. None of the websites of some trades, like paving and 
landscaping, received passing scores in either of the quantity or quality categories.

With so few firms receiving passing scores for their websites, it is evident that the 
scores for individual quantity categories were also low. Tables 9-2 to 9-7 present 
information on the detailed quantity categories for general renovation contractors and 
for the trades which had the largest number of websites available for review, including 
HVAC, roofing, security systems, kitchen/bath, and foundation contractors. (These five 
trades represent almost three-quarters of all the trades which have websites in 
Canada.)

Only two categories in which more than 20% of the firms within each type of renovator 
received passing scores (i.e.; "moderate” or better) for all of the types of contractors 
were: purposes of the organization and description of the products/services.

The quantity categories in which passing grades were received by 20% or more of the 
firms within each type of contractor are listed below by type of contractor:

General Contractor
-history of the organization (29% of the firms had passing scores of “moderate" or above),
-purposes of the organization (66%),
-general description of the organization (50%),
-membership of organization in trade/business association (34%),
-description of products/services (50%),
-lists/photos of completed projects (27%).

HVAC Contractors 
-purposes of the organization (31%),
-description of products/services (35%).

8 The tables for this chapter can be found in the “Tables" section which is located after Chapter 
11. The source for all the tables in this chapter is: “Renovation Industry Website Survey 1998" conducted 
by Donald M. Caskie. The scale for the scores on the tables is: 1=none, 2=verypoor, 3=poor,
4=moderate, 5=good, and 6=verygood.
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Roofing Contractors
-purposes of the organization (27%),
-general description of the organization (23%),
-description of products/services (23%).

Security Systems Contractors
-purposes of the organization (36%),
-general description of the organization (27%),
-description of products/services (36%).

Kitchen/Bath Contractors
-purposes of the organization (44%),
-general description of the organization (44%),
-names and positions of key personnel (22%),
•description of products/services (22%),
-technical specifications of products offered (22%),
-information about the uses of the products offered (33%), 
-information about the normal sen/icing of products (22%), 
-lists/photos of completed projects (44%),
-awards received for the quality of their products/services (22%).

Foundation Contractors
-purposes of the organization (50%),
-general description of the organization (33%),
-membership of organization in trade/business associations (34%)
-description of products/services (50%),
-technical specifications of products offered (34%).

Of the above types of contractors, general, kitchen/bath and foundation contractors 
seem to be more attuned to the kinds of information desired by their clients. General 
contractors were the only type of contractor which had a half or more of their member 
firms receiving passing scores in any of the quantity categories and this was in three 
categories only.

For all types of contractors, the percentage of those with passing scores for important 
categories, such as qualifications of key personnel (including the recent upgrading of 
skills), information about the firm’s liability insurance and bonding, information about 
warranties, information about the normal servicing of products, access to 
troubleshooting about products/services, information about prices of 
products/services, information about product/services availability and delivery dates, 
and references from satisfied customers was either extremely low or non-existent. Only 
general contractors and roofing contractors had anyoi their firms with passing scores 
for the category about warranties.

Only general contractors and kitchen/bath contractors had any of their members who 
received “good” scores for their websites for both overall quantity and quality 
categories. No contractors received “very good” scores for these categories.
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Why Are There So Many “Poor” Websites?
The poor performance by contractors in creating informative and well-designed 
websites as revealed by these evaluations poses the question of why this is happening. 
The problem is clearly not that they do not know how to build a website. The problem is 
a more fundamental one. There seems to be a lack of understanding of what clients 
want and need to know before they select a renovator.

Surely, most renovation firms must know by now that prospective clients want to be 
sure that the firm’s personnel are qualified, that the firm has adequate liability 
insurance, and that the firm offers and backs up realistic warranties on 
products/materials used and on their installations. Firms which include this information 
on their websites clearly distinguish themselves in the eyes of prospective clients.
Since so many firms for most types of renovation contracting omit this information, 
there is some room for concern about the business and professional capabilities and 
intentions of these firms.

Many of the improvements needed in renovation industry websites can be 
accomplished with few increases in cost or time. For most renovators, information, 
such as the names, photographs and qualifications of key personnel, contact numbers 
and procedures for troubleshooting of problems, and the prices of projects (or 
alternatively, instructions to clients for estimating the cost of their project), can be put 
on websites relatively easily, including the use of existing files or records. All of these 
changes are well within the budget of even small firms since what is required is some 
research, and the inputting of text and scanned images (eg.; photos of personnel or 
finished projects). It may take the budgets of large companies, though, to produce 
websites with elaborate graphics and video presentations. However, smaller 
companies can produce very informative and attractive sites that are quick-loading and 
effective, even though they are mainly text-based.

In addition, a considerable number of renovators, particularly those who are trade 
contractors, are authorized installers and service providers for various brands of 
renovation products (e.g.; furnaces, roofing materials, flooring, etc.) and have access to 
the promotional and informational materials of these manufacturers. It would seem 
advantageous for renovators to cite some of this on their websites and, at the very 
least, provide links to the websites of these manufacturers so that their prospective 
clients can gain access to more detailed information about specific products and about 
building science (eg.; the operation of energy efficient gas furnaces, insulation theory 
and practice, issues involving moisture problems and indoor air quality, the 
construction and design of energy efficient windows, and the correct procedures for 
installing plumbing fixtures, flooring materials or siding). A much closer sharing of 
information between manufacturers and renovators could dramatically improve the 
websites of both.
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The Websites of Renovators in the United States
Only the sub-sectors of (a) general and (b) trade contractors were used when the 
websites of renovators in the United States were evaluated. (See Tables 9-8 and 9-9.) 
Because of the small number of firms evaluated (20 in total), no differentiation was 
made to distinguish these renovators by trade or by geographic region.

The only categories in which the American renovators achieved even semi-acceptable 
scores were:
-purposes of the organization (similar scores were reported for both general and trade contractors), 
-general description of the organization (similar scores were reported for both general and trade 
contractors),
-description of products/services (similar scores were reported for both general and trade contractors), 
-lists/photos of completed projects (general contractors' websites were better than those of trade 
contractors).

In the remaining categories, the performance of the websites of the general contractors 
was usually better than it was for the websites of the trade contractors, except for 
information about normal servicing and about troubleshooting.

“Very poor” or “no information” scores were recorded in the following categories: 
-financial qualifications of the organization,
-Information about the organization's liability insurance and bonding,
-names and addresses of key personnel,
-qualifications of key personnel,
-membership in trade/business organizations,
-information about the prices of products/sen/ices,
-information about warranties, 
references from satisfied customers,
-awards received for the quality of products/services.

Some Similarities and Differences Between the Websites of Canadian Renovators and 
Those of American Renovators
The websites of the United States renovation businesses were only slightly better than 
those of the Canadian renovation businesses in terms of overall quantity and quality 
indicators. (See Tables 9-1,9-2, 9-3 and 9-4.)

Unfortunately, the overall quantity and quality scores for these groups-- general and 
trade contractors in both countries- were very weak. The highest percentage of firms 
in these four groups with a passing score (a score of “moderate” or better) for their 
websites was only 26% (the overall quantity and quality categories for the websites of 
United States general contractors). In both countries, the websites of general 
contractors were better than those of trade contractors.



For renovation businesses on both sides of the border, the only quantity categories for 
which a half or more of the firms had scores of "moderate” or better were:

-purposes of the organization,
-general description of the organization, and 
-description of products or services.

Information on the websites of all four groups was either very weak or non-existent for 
several important categories such as:

-information about the organization's liability insurance and bonding,
-names and positions of key personnel,
-qualifications of key personnel, and 
-information about warranties.

Summary
A large majority of the websites of renovators provide customers and potential clients 
with only minimal information about the capabilities and qualifications of their 
businesses. Clients could see that these firms were in business and that they did 
various types of renovation and that they could be contacted by e-mail or by telephone. 
However, very little additional information was provided to assist clients in making their 
decision as to which renovators) to contact for estimates. Clients looking for 
information about liability insurance, warranties, the qualifications of the company’s key 
personnel, photos/lists of projects completed by the firm, etc. would normally find 
none.

Renovators, like their manufacturer, government, and association counterparts in the 
renovation industry, could very easily and inexpensively rectify these deficiencies and 
thereby provide more reason for potential clients to use their websites as a sound basis 
for making purchases or accessing services and information.

Ch. 9 Pg. 6
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Chapter 10 Internet “Chat”

The Internet affords enormous opportunities for companies, organizations, and 
individuals to communicate on issues and concerns regarding renovation. The Internet 
provides a vehicle which is affordable, flexible as to time of use, and unfettered by 
geographical distances.

The websites of some associations, government organizations, and magazines were 
accessed to gain information on organized chat groups (discussion forums) for 
building contractors and, more specifically, renovation contractors. This review is not 
an exhaustive search of all websites with “chat” functions for renovators. Rather, it is 
designed to show that renovators can use the Internet to communicate with other 
renovators and with other building industry participants (e.g.; trade contractors, 
architects, engineers, suppliers, manufacturers, etc.) to discuss renovation issues or to 
obtain answers/comments about specific problems.

Individuals or groups can “talk”(i.e.; text inputted from a keyboard) together. 
Contractors or trades can talk with experts in technology, design, or business. 
Renovators, for instance, can talk about current projects, or local problems, or simply 
socialize with colleagues not seen since the last national or provincial conference.

Communications formats are many and varied. “Talk" can be active or passive. Active 
“talk” occurs on a real time basis whereby the text input is seen on computer monitors 
by the senders and the recipients at the same time. Passive “talk” puts a question or 
issue out for discussion, probably on an online bulletin board, and replies come in 
afterwards (asynchronous “talk”).

Internet “talk” is hosted by a wide variety of sponsors. These include broad-based sites 
(renovation may happen to be one of a multitude of topics), renovation-based sites, 
and the sites of specific organizations/associations in the renovation industry.

Prominent are the large “chat” hosts, like “ICQ” (“I seek you", from Mirabilis Ltd.), which 
offer their members the possibility of communicating about any topics they want. Some 
of these broad-based services have categories or topics for discussion and participants 
can log into these specific groups. The alternative for those interested in renovation is 
to go online with a discussion topic about renovation and see who takes the discussion 
from there.

Many of the renovation or construction “chat” sites are hosted by online renovation 
magazines. Hosts, such as “Build Talk” (http://www.buildtalk.com), “Remodeling 
Online Talk” (http://www.remodelling.hw.net/talk/top.html), and “Building Online Talk” 
(http://www.buildingonline.com/netforum.shtml), are devoted to 
renovation/construction topics involving all sectors of the renovation industry, including 
renovators, architects, etc.; homeowners and students are also invited to join into the

http://www.buildtalk.com
http://www.remodelling.hw.net/talk/top.html
http://www.buildingonline.com/netforum.shtml
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conversation. Some of the fourteen “Build Talk” discussion groups in which visitors can 
participate include: “Hot Topics”, “Building Contractor”, “Equipment, Materials and 
Supplies”, “Architectural”, “Home Improvement and Remodeling”, “Specialty 
Contractors”, “Building Industry Support and Information” and “Create Your Own ‘Build 
Talk' Forum”. The topic, “The Build Talk Home and Remodeling Forum”, has further 
sub-divisions on topics such as flooring, roofing, HVAC, software, and ‘home repair 
nightmares’. Many of these commercial sites are supported financially by sponsors 
who have their logos and links on the host’s website. These sites often provide 
directories of websites of companies which are marketing renovation products and 
services.

Canada Mortgage and Housing Corporation offers an opportunity for participants to 
obtain information on renovation technology, business issues, and general renovation 
issues.

Other more specific hosts are the renovation/homebuilder associations. These sites, 
often open only to members, give members the opportunity to communicate among 
themselves and with specialists. These sites also provide through the use of bulletin 
boards, a highly effective means of keeping members up to date on the latest news in 
the industry and changes in policy, and of letting them know about upcoming meetings 
and activities.

Access to “chat” ranges considerably from free to controlled entry. Most sites require 
registration for the services and, sometimes, participants must download access 
software. Where entry is controlled, visitors may be required to pay for membership in 
the host association or pay for a subscription to an online magazine; subscribers are 
allocated a password or entry code which allows them to participate.

Summary
While little interest was shown by the renovators who responded to the National 
Internet Renovation Survey, there are clearly some renovators and other participants in 
the renovation industry who are in “chat”. The benefits can be substantial and the costs 
are minimal for anyone wanting information or contacts within the industry. The 
benefits are even more in evidence for those in the industry who are located outside of 
the main hubs of renovation activity and centres of marketing concentration for 
manufacturers.
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Chapter 11 Conclusions

The housing renovation industry in Canada is not using the Internet to its full potential 
as a business tool. Only a small minority of renovation contractors, both general and 
trade, use the Internet at all and those who do have it use it only minimally and with 
very limited effectiveness. The other players in the renovation industry™ manufacturers, 
suppliers, government departments and agencies, and renovation associations™ are 
more active in their participation in the Internet, but, for the most part, are only 
marginally more effective.

Homeowners are also seeking information on the Internet about their renovation 
projects. It is not uncommon to find that some homeowners are both more 
knowledgeable about renovation products through their Internet-based research and 
more adept at the use of the Internet than some renovators and other participants in 
the renovation industry.® They often have more up-to-date and more complete 
information about products (especially new products), techniques, and designs than 
some renovation contractors. How long will it be before these customers start to 
question the professionalism of the renovation industry in keeping up to date about 
new products and designs?

The most popular Internet feature for both renovators and the general public is E-mail. 
Renovators who have the Internet use E-mail only occasionally, but they expect this 
usage to increase in the future. Most renovators are probably less frequent users of E- 
mail than the all-industry average firm or the general public. Few renovators publicly list 
their E-mail addresses in directories so it is not easy for customers and business 
contacts to reach them. Better listing of e-mail addresses would greatly improve 
communications and give a better indication of how many renovators are using e-mail 
in their businesses

The Internet has become a major research tool for information on technology, products 
and government legislation and programs. Renovators are using the Internet to some 
extent for this purpose, but the potential is definitely not being reached. With Internet 
access available through public libraries, government offices, schools, cyber cafes and 
friends’ home computers, it is not even necessary for renovators to have their own 
computers and Internet connection to use the Internet as a research tool and to 
complete transactions (e.g., to fill out forms for registrations, licences, permits, etc. and 
to request additional information). Free and easily accessible e-mail accounts are 
available (e.g., “Hotmail”-- http://lc3.law5.hotmail.passport.com/cgibin/login).
Computer hardware and software suitable for Internet usage is becoming increasingly 
affordable. As Internet access increases and businesses and government discover the 
cost savings and interactive capabilities of websites, the use of mail-out printed

g
See Donald M. Caskie, Renovators and Technological Change in the Single Family Housing Market in Canada, 1995- 

2006, (Paris, Ontario, 199&— study funded by Canada Mortgage and Housing Corporation, External Research Program)

http://lc3.law5.hotmail.passport.com/cgibin/login
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materials (e.g.; catalogues, brochures)for distributing their information could be 
reduced or eliminated. Some companies in other industries now offer catalogues to 
customers (not their dealers, however) only on an online basis; if this practice expands 
throughout the business world, renovators wanting to get information from 
manufacturers will have to use the Internet to view it on the screen or download it or 
print it from the website.

Very few renovators have their own websites. Other participants in the renovation 
industry (e.g.; manufacturers, government, associations) have relatively few sites, but 
are more active than the renovators themselves.

Despite the ineffectiveness of many renovation industry websites, there is still a 
considerable amount of very valuable information available on such topics as 
construction technology, building products, weather conditions, business information, 
etc.. To mine this information, it is essential that visitors develop good search skills. By 
using search engines and directories effectively, following links for further information, 
and establishing a well indexed list of bookmarks of useful sites for future reference, 
Internet users can get full benefit of the information available. This information is 
obtainable by anyone in the renovation industry and customers anywhere in Canada 
providing they can access a computer with Internet capability. Some sites to look at 
are: http://learnthenet.com/english (also available in french and other major European 
languages); http://www.zdnet.com/gethelp ; and http://www1 .sympatico.ca/help/Learn 
Information on HTML (hypertext markup language) is available at: 
http://www.w3org/TR/REC-html.

While the renovators who responded to the “National Canadian Renovator Internet 
Survey, 1998" showed no interest in renovation chat groups or forums, there are some 
renovators, particularly in United States, who use these vehicles to acquire information 
and discuss issues of common concern within the industry. The potential for chat 
groups as a communications tool for renovation associations is very substantial, 
particularly when national or regional participation is desired and the participants 
cannot afford the travel and accommodation costs of in person meetings. These 
forums provide access to the latest technical and business information to all 
renovators, especially those in remote locations who formerly had to travel to major 
urban centres or national/regional conventions to learn this news.

Because of the relative ease of website preparation and its low cost in comparison to 
print or television advertising, it is unfortunate the renovation industry underutilizes the 
use of company or organization websites for the purposes of advertising and public 
information/education. The effectiveness of websites for the above purposes depends 
on several factors: the type, quantity, quality and relevance of the information 
presented, the currency of the site, the ease of accessing and navigating the website, 
and the awareness of the public about the existence of the site. All of these factors 
determine whether anyone (a) visits the site, (b) gains information that is useful, (c) 
takes action based on the content of the site, and (d) returns regularly to the site for

http://learnthenet.com/english
http://www.zdnet.com/gethelp
http://www1
http://www.w3org/TR/REC-html
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future information. Only a few of the renovators and participants in the renovation 
industry who have websites do well in regard to even some of the steps essential to the 
operation of successful websites. Incomplete information, difficult navigation, slow 
loading times and lack of public visibility are the norm for these websites. Of particular 
concern is the very ineffective use of Internet search engines for listing their websites 
by those in the renovation industry who have websites. Generally speaking, the faster 
the download, the higher the retention rate will be for visitors and the greater the 
number of repeat visits will be to the site.

The tragedy is that most of the deficiencies are easy and economical to fix. Navigation 
could be improved by changes in the layout of the design and the use of a linked table 
of contents. Loading times could be decreased by using lower resolution photographs 
(probably in JPEG format) and simpler graphics; some sites sacrifice informational 
content and visitor retention for “glitzy” graphics that take so long to load that the 
visitors become frustrated and quite often leave for another site. To promote visits to 
websites, webmasters need to inform the public about the existence and features of the 
site by listing the site with as many search engines as possible and getting business 
contacts to provide links to the website on their websites. Webmasters who do not wish 
to take the time to list their site themselves can pay a small fee to listing companies to 
perform this task. In addition, companies should broadcast their websites and their e- 
mail addresses in their print and verbal communications, particularly in the membership 
listings of the local, provincial and national trade associations to which they belong.

The Internet in all its facets provides an excellent vehicle for policy-making and 
lobbying organizations in business and government. They can also improve and 
streamline their activities and increase the participation of their members and the public 
in this process. For instance, through limited access discussion forums and interactive 
e-mail questionnaires, it is possible for national trade associations to involve provincial 
and regional members in the development of policy statements; this can be done very 
quickly (hours or minutes instead of days) through the use of online drafting and 
editing of the actual statement.

As Internet commerce becomes more secure and more accepted by the business 
community and the public, renovators and the rest of the participants in the renovation 
industry will be swept along in the trend. Online ordering of building supplies, online 
financing of projects, online contract preparation, online completion of government 
forms, and online payments of progress draws are all likely to become standard 
procedures. As more of these features become everyday occurrences of business, 
webmasters will have to improve their websites, particularly in categories like detailed 
descriptions of products and services, prices of products, and product/service 
availability and delivery dates. These practices could become the norm for large 
renovation projects and possibly for smaller ones as well, depending on the renovator. 
The Internet offers opportunities for those manufacturers, suppliers and renovators who 
have websites to expand their sales to national or international markets. There 
probably will still be possibilities in the renovation industry for both renovators and
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consumers who do not use the Internet. However, the cost of not using the Internet as 
reflected in increased dollars and time for scheduling, travel, and research may 
produce higher estimates for projects- giving the competitors who use the Internet a 
competitive advantage. Still, many renovators, particularly those near retirement, may 
choose to continue with their usual practices and reject the Internet.

The renovation industry has a long way to go in terms of both participation rates by 
companies and the effective use of all facets of the Internet. As more families and 
individuals take advantage of affordable pricing options to purchase computers and 
Internet connections for their home, it is quite possible that renovators and their 
business contacts will extend their home Internet usage into the business world. 
Younger renovators who have grown up with computers and video displays are likely 
to be the leaders in the use of the Internet, encouraging broader use within the 
industry. Encouragement and guidance by trade associations, training/educational 
facilities, government organizations and online renovation magazines will be needed to 
improve the use of the Internet by the industry, particularly the design and promotion of 
industry websites and online search techniques. For someone who is computer literate, 
the acquisition and improvement of these skills should be possible in a relatively short 
time with proper instruction. Even if all key personnel in renovation companies do not 
have good “hands-on” Internet skills, it is essential that he main decision-makers know 
the basics of the Internet and what is available on it. The renovation industry has the 
resourcefulness and adaptiveness to improve its Internet capabilities, providing it can 
convince itself of the benefits of doing so and can muster the initiative and resources to 
do so.

The lack of information provided by renovators on their websites, particularly 
information regarding warranties, normal servicing, and troubleshooting/emergency 
calls is significant for both the success of the website and, more importantly, the 
functioning of the renovation firm and the renovation industry. The widespread failure of 
renovators to fully inform clients and potential customers about their businesses and 
responsibilities is not just due to an ignorance about website creation, but is due to a 
fundamental lack of understanding or empathy about the concerns and needs of their 
customers. Customers want and need competent and efficient renovators who will 
stand by their work and rectify immediately any problems or failures in workmanship. 
Unfortunately, very, very few of the renovators’ websites give customers any 
meaningful information for selecting good renovators.

Good websites are not fixed in time- they should flow with time. Up-to-date 
information and new visual effects and graphics are essential for keeping visitor interest 
and ensuring repeat visits. A visitor who sees a website that has not been changed in a 
year or so may easily get the impression that the website has been abandoned like a 
“ghost town" and/or that the owner of the website has nothing new and important to 
offer visitors. The businesses and organizations in the renovation industry which have 
websites are both in competition with each other for prospective customers and new 
and repeat visitors to their sites; to compete successfully in the website wars, it is not
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enough to have just a good competitive product/service, it is also critical for success to 
have an attractive, fascinating, relevant, and dynamic website.

Even though most of them do not receive a passing grade, some of the websites of the 
renovation industry still do provide valuable information to renovators and 
homeowners. There are some good websites and others have parts of their sites which 
are well developed. By careful use of these sites, it may be possible to piece together 
a reasonably complete picture; access to “chat” groups may provide further access to 
the required information. E-mail provides a quick and effective means of 
communication. Ideally, however, it would be much better if all of the sites were better 
developed and had, at a minimum, basic information in all of the quantity categories 
identified in the Website Survey, plus a reasonable amount of quality through an easy 
navigation format and a quick loading time. A simple well-structured site with complete 
information will be much more effective than a “flashy” one with only limited 
information.

*1*



Tab!©Sfor Chapters 6,7,8, and 9

The source for all the tables in Chapter 6, 7, 8, and 9 is: “Renovation 
Industry Website Survey 1998" conducted by Donald M. Caskie.

The scale for the scores in the tables is:

1=none,
2= very poor,
3=poor,
4=moderate,
5=good, and 
5=very good.

“Quantity” refers to the amount and type of information presented on the 
website- the comprehensiveness of the information provided.

“Quality” refers to the presentation of the site and includes the plausibility 
of the material (time and resources prevented checks on the veracity of the 
information provided), the layout of the site, the ease of navigating through 
the site, the speed taken to load and manoeuvre through the website, and 
the visual and audio appeal of the website.

Not©: Percentages may not add up to 100 precisely due to rounding. All 
fractions were rounded to the nearest whole number.



Table 6-1 Manufacturers’ Website Quantity-Quality Scores (Number & % of websites
with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCOFE RANKINGS OF FIRMS 2 3 4 5 6 TOTAL 1 2 3 4 5 6

QUAOTTYINDiCftTtlRl& ’ - ■ '*■ ■H-W- ."v VO ■' ... ; -

Bricks/masonry 0 1 i 1 0 0 "V 3' 0 33 33 33 0 0

Computer controls 0 1 i 0 1 0 ■' ■ s'; 0 33 33 0 33 0

Hand tools 0 1 1 1 1 0 4 0 25 25 25 25 0

Electrical equipment 0 1 3 0 0 0 ;'4 0 25 75 0 0 0

Engineered wood 0 1 2 1 0 0 '■ a' 0 25 50 25 0 0

Roorlng 0 1 3 0 0 4 0 0 25 75 0 0

HVAC 0 2 1 2 0 0 5 0 40 20 40 0 0

Insulation 0 1 1 1 0 0 ' 3 0 33 33 33 0 0

Kitchen cabinets 0 1 2 0 0 0 ’'•v' 3 0 33 67 0 0 0

Paint 0 1 1 1 0 0 3 0 33 33 33 0 0

Plumbing 0 1 2 0 2 0 5 0 20 40 0 40 0

Roofing 0 2 2 0 1 0 5 0 40 40 0 20 0

Siding 0 2 0 2 0 4 0 50 0 0 50 0

Windows 0 1 1 2 0 0 • 4 0 25 25 50 0 0

Other 0 8 5 7 0 0 20 0 40 25 35 0 0

TOTAL 0 24 24 19 7 0 74 0 32 32 26 9 0

QUALITY INDICATOR

Bricks/masonry 0 1 0 1 1 0 3 0 33 0 33 33 0

Computer controls 0 1 1 0 1 0 3 0 33 33 0 33 0

Hand tools 0 1 1 0 2 0 4 0 25 25 0 50 0

Electrical equipment 0 1 2 1 0 0 ■■/4 0 25 50 25 0 0

Engineered wood 0 1 2 0 1 0 •' 4 0 25 50 0 25 0

Roorlng 0 0 1 2 1 0 •" '• 4' 0 0 25 50 25 0

HVAC 0 2 1 2 0 0 5 0 40 20 40 0 0

Insulation 0 1 0 1 1 0 3 0 33 0 33 33 0

Kitchen cabinets 0 1 1 1 0 0 3 0 33 33 33 0 0

Paint 0 1 0 2 0 0 3 0 33 0 67 0 0

Plumbing 0 1 2 0 2 0 • ;s' 0 20 40 0 40 0

Roofing 0 2 3 0 0 0 s 0 40 60 0 0 0

Siding 0 2 0 0 2 0 v' i'-'A' 0 50 0 0 50 0

Windows 0 0 2 1 1 0 A 0 0 50 25 25 0

Other 0 6 3 9 2 0 20 0 30 15 45 10 0

TOTAL 0 21 19 20 14 0 74 0 28 26 27 19 0



Table 6-2 Manufacturers’ Website Scores By Detailed Quantity- Quality Category
(Number & % of websites with specific score rankings) _______________________

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS 1 to3 1 4 5 6 | TOTAL 1 to3 I ^ 1 5 6 I 4to6

History of the oraanization 51 9 11 3 74 69 12 15 4 31

Purposes of the organization 26 35 9 4 74 35 47 12 5 65

General description of the organization 36 22 12 4 74 49 30 18 5 51

Size of the organization, (sales figures) 49 13 6 6 74 68 18 8 8 34

Financial gualifications of the organization 54 8 6 6 74 73 11 8 8 27

Info, about the organization's liability 72 1 1 0 74 97 1 1 0 3

insurance and bonding

Names and positions of key personnel 58 6 5 5 74 78 8 7 7 22

Qualifications of key personnel 69 2 1 2 74 93 3 1 3 7

Membership of organization % 2 1 3 74 92 3 1 4 8

in trade/business associations

Description of products or sen/ices 27 24 15 8 74 38 32 20 11 64

Technical specs of products offered 46 14 5 9 74 62 19 7 12 38

Info.re: uses of the products offered 29 29 11 5 74 39 39 15 7 61

Detailed installation instructions 52 10 3 9 74 70 14 4 12 30
for products offered

Info, re: the economic costs/benefits 71 2 1 0 74 96 3 1 0 4
of products/services

Info, re: prices of products/ services 65 1 7 1 74 88 1 9 1 12

Information re: warranties 53 6 8 7 74 72 8 11 9 28

Info, re: independent 61 3 4 6 74 82 4 5 8 18

certification of products (eg.,CSA)

Access to troubleshooting about 66 6 1 1 74 89 8 1 1 11

products and installation

Info, re: normal servicing of products 65 4 1 4 74 88 5 1 5 12

Information about product/service 72 2 0 0 74 97 3 0 0 3
availability & delivery dates

Names/addresses of local distributors 51 8 6 9 74 69 11 8 12 31

Names/ addresses of local qualified 71 1 0 2 74 96 1 0 3 4
installers

References from satisfied customers 71 0 3 0 74 96 0 4 0 4

Lists/photos of completed projects 56 11 7 0 74 76 15 9 0 24

Awards received for the quality of the 73 0 0 1 74 99 0 0 1 1
products/sen/ices

Overall evaluation of the website 51 16 7 0 74 69 22 9 0 31
of the organization: QUANTITY

Overall evaluation of the website 44 17 13 0 74 59 23 18 0 41

of the organization: QUAUTY



Table 6-3 Rooring Manufacturers’ Website Scores By Detailed Quantity- Quality
Category (Number & % of websites with specific score rankings)

Category
; ' ' J V

SCORES (numbers) - SCORES (96)

SCORE RANKINGS OF FIRMS 1 2 3 4 5 6 TOTAL 1 2 3 4 5 6

History of the organization 1 0 1 1 1 0 :4 25 0 25 25 25 0

Purposes of the organization 0 0 0 3 1 0
• ... • ..

; .4. 0 0 0 75 25 0

General description of the organization 0 0 1 2 0 1 v Vv4' 0 0 25 50 0 25

Size of the organization, (sales figures) 1 1 0 0 1 1 ■'■A 25 25 0 0 25 25

Financial qualifications of the organization 2 0 0 0 1 1 50 0 0 0 25 25

Info, about the organization's liability 
insurance and bonding

4 0 0 0 0 0
:

100 0 0 0 0 0

Names and positions of key personnel 3 0 0 0 0 1 /"•" 4' 75 0 0 0 0 25

Qualifications of key personnel 3 1 0 0 0 0
.< •4 75 25 0 0 0 0

Membership of organization 
in trade/business associations

4 0 0 0 0 0 ".’W •4
100 0 0 0 0 0

Description of products or services 0 0 0 3 0 1 4 0 0 0 75 0 25

Technical specs of products offered 0 2 1 1 0 0 4 0 50 25 25 0 0

Info.re: uses of the products offered 0 0 1 3 0 0 :;'4 0 0 25 75 0 0

Detailed installation instructions 

for products offered

1 0 1 1 0 1 ■ 4 ' 25 0 25 25 0 25

Info, re: the economic costs/benefits 
of products/senrices

2 2 0 0 0 0 4 50 50 0 0 0 0

Info, re: prices of products/ services 3 0 0 0 1 0 4 75 0 0 0 25 0

Information re: warranties 2 0 0 0 1 1 .. 4 50 0 0 0 25 25

Info, re: independent 
certification of products (eg.,CSA)

4 0 0 0 0 0 4 100 0 0 0 0 0

Access to troubleshooting about 
products and installation

1 2 1 0 0 0 4 25 50 25 0 0 0

Info, re: normal servicing of products 0 3 0 0 0 1 4 0 75 0 0 0 25

Information about product/service 
availability & delivery dates

3 0 1 0 0 0 75 0 25 0 0 0

Names/addresses of local distributors 1 0 0 1 0 1 3 33 0 0 33 0 33

Names/ addresses of local qualified 
installers

3 0 1 0 0 0 4
■

75 0 25 0 0 0

References from satisfied customers 4 0 0 0 0 0 V‘4 100 0 0 0 0 0

Lists/photos of completed projects 0 0 1 3 0 0 0 0 25 75 0 0

Awards received for the quality of the 
products/services

4 0 0 0 0 0
:

A. 100 0 0 0 0 0

Overall evaluation of the website 
of the organization: QUANTITY

0 0 1 3 0 0 4. 0 0 25 75 0 0

Overall evaluation of the website 
of the organization: QUALITY

0 0 1 2 1 0
4

0 0 25 50 25 0



Table 6-4 Hand Tools Manufacturers’ Website Scores by Detailed Quantity- Quality Category
(Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS 1 2 3 4 5 e TOTAL t 2 3 4 5 6

History of the organization 2 0 0 0 2 0 . 4 50 0 0 0 50 0

Purposes of the organization 0 0 1 1 2 0 4 0 0 25 25 50 0

General description of the organization i 0 1 0 2 0 4 25 0 25 0 50 0

Size of the organization, (sales figures) 2 0 1 0 1 0 4 50 0 25 0 25 0

Financial qualifications of the organization 3 0 0 0 1 0 4' 75 0 0 0 25 0

Info, about the organization's liability 3 0 1 0 0 0 4 75 0 25 0 0 0
Insurance and bonding

Names and positions of key personnel 2 1 1 0 0 0 4 50 25 25 0 0 0

Qualifications of key personnel 3 1 0 0 0 0 4 75 25 0 0 0 0

Membership of organization 3 1 0 0 0 0 4 75 25 0 0 0 0
in trade/business associations

Description of products or services 0 0 1 1 1 i 4 0 0 25 25 25 25

Technical specs of products offered 0 1 1 0 1 i 4 0 25 25 0 25 25

Info.re: uses of the products offered 0 1 0 2 1 0 4 0 25 0 50 25 0

Detailed installation instructions 1 0 2 1 0 0 4 25 0 50 25 0 0
for products offered

Info, re: the economic costs/benefits 3 1 0 0 0 0 4 75 25 0 0 0 0
of products/services

Info, re: prices of products/services 3 0 0 0 0 1 4 75 0 0 0 0 25

Information re: warranties 1 1 1 1 0 0 4 25 25 25 25 0 0

Info, re: independent 2 1 0 0 0 1 4 50 25 0 0 0 25
certification of products (eg.,CSA)

Access to troubleshooting about 1 1 1 1 0 0 4 25 25 25 25 0 0
products and installation

Info, re: normal servicing of products 1 1 0 2 0 0 4 25 25 0 50 0 0

Information about product/senrice 2 1 0 1 0 0 4 50 25 0 25 0 0
availability & delivery dates

Names/addresses of local distributors 0 1 1 1 0 1 ■/. 4 0 25 25 25 0 25

Names/ addresses of local qualified 4 0 0 0 0 0 4 100 0 0 0 0 0

installers

References from satisfied customers 4 0 0 0 0 0 .' ' 4 100 0 0 0 0 0

Usts/photos of completed projects 0 0 2 0 2 0 ' 4 0 0 50 0 50 0

Awards received for the quality of the 2 2 0 0 0 0 ... 4 50 50 0 0 0 0
products/services

Overall evaluation of the website 0 1 1 1 1 0 4 0 25 25 25 25 0
of the organization: QUANTITY ■ '

Overall evaluation of the website 0 1 1 0 2 0 4 0 25 25 0 50 0
of the organization: QUAUTY
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Table 6-5 Heating Ventilation & Air Conditioning (HVAC) Manufacturers’ Website Scores By 
Detailed Quantity- Quality Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS i 2 3 4 5 6 TOTAL i 2 3 4 5 6

History of the organization 0 1 2 1 0 1 5 0 20 40 20 0 20

Purposes of the organization 0 0 1 3 1 0 5 0 0 20 60 20 0

General description of the organization 0 0 1 3 1 0 5 0 0 20 60 20 0

Size of the organization, (sales figures) 1 2 1 0 f 0 5 20 40 20 0 20 0

Financial qualifications of the organization 3 1 0 0 1 0 5 60 20 0 0 20 0

Info, about the organization’s liability 4 1 0 0 0 0 5 80 20 0 0 0 0
insurance and bonding

Names and positions of key personnel 4 0 0 1 0 0 5 80 0 0 20 0 0

Qualifications of key personnel 5 0 0 0 0 0 5 100 0 0 0 0 0

Membership of organization 4 1 0 0 0 0 5 80 20 0 0 0 0
in trade/business associations

Description of products or services 0 1 1 1 2 0 5 0 20 20 20 40 0

Technical specs of products offered t 1 0 2 1 0 5 20 20 0 40 20 0

Info.re: uses of the products offered 0 1 1 2 1 0 5 0 20 20 40 20 0

Detailed installation instructions 3 1 0 1 0 0 5 60 20 0 20 0 0
for products offered

Info, re: the economic costs/benefits 2 2 1 0 0 0 5 40 40 20 0 0 0
of products/services

Info, re: prices of products/services 4 0 0 0 1 0 5 80 0 0 0 20 0

Information re: warranties 0 1 1 3 0 0 5 0 20 20 60 0 0

Info, re: independent 3 2 0 0 0 0 5 60 40 0 0 0 0
certification of products (eg.,CSA)

Access to troubleshooting about 4 f 0 0 0 0 5 80 20 0 0 0 0
products and installation

Info, re: normal servicing of products 4 1 0 0 0 0 5 80 20 0 0 0 0

Information about product/service 4 1 0 0 0 0 5 80 20 0 0 0 0
availability & delivery dates

Names/addresses of local distributors 1 1 0 1 2 0 5 20 20 0 20 40 0

Names/ addresses of local qualified 4 0 0 1 0 0 5 80 0 0 20 0 0
installers

References from satisfied customers 5 0 0 0 0 0 5 100 0 0 0 0 0

Lists/photos of completed projects 1 3 1 0 0 0 5 20 60 20 0 0 0

Awards received for the quality of the 4 0 1 0 0 0 5 80 0 20 0 0 0
products/services

Overall evaluation of the website 0 2 1 2 0 0 5 0 40 20 40 0 0
of the organization: QUANTITY

Overall evaluation of the website 0 2 1 2 0 0 5 0 40 20 40 0 0
of the organization: QUAUTY



Table 6-6 Plumbing Manufacturers’ Website Scores by Detailed Quantity- Quality Category
(Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FlFttrtS i 2 3 4 5 6 TOTAL t 2 3 4 5 6

History of the organization i 0 2 0 2 0 . 5/ 20 0 40 0 40 0

Purposes of the organization 0 1 1 2 1 0 5 0 20 20 40 20 0

General description of the organization 1 0 1 1 2 0 5 20 0 20 20 40 0

Size of the organization, (sales figures) i 2 1 1 0 0 5 20 40 20 20 0 0

Financial qualifications of the organization 2 2 0 1 0 0 5 40 40 0 20 0 0

Info, about the organization's liability 
insurance and bonding

3 2 0 0 0 0 '' 5. 60 40 0 0 0 0

Names and positions of key personnel 2 1 0 1 1 0 5 40 20 0 20 20 0

Qualifications of key personnel 3 0 0 1 1 0 5 60 0 0 20 20 0

Membership of organization 
in trade/business associations

4 1 0 0 0 0 5 80 20 0 0 0 0

Description of products or services 0 0 3 0 1 1 5 0 0 60 0 20 20

Technical specs of products offered 0 3 0 0 0 2 5 0 60 0 0 0 40

Info.re: uses of the products offered 0 0 2 1 1 1 5 0 0 40 20 20 20

Detailed installation instructions 
for products offered

0 0 1 0 0 2 3 0 0 33 0 0 67

Info, re: the economic costs/benefits 

of products/services
3 2 0 0 0 0 5 60 40 0 0 0 0

Info, re: prices of products/ services 2 1 0 0 2 0 5 40 20 0 0 40 0

Information re: warranties 1 0 1 0 1 2 5 20 0 20 0 20 40

Info, re: independent 
certification of products (eg.,CSA)

2 1 0 1 0 1 5 40 20 0 20 0 20

Access to troubleshooting about 
products and installation

2 1 1 1 0 0 5 40 20 20 20 0 0

Info, re: normal servicing of products 3 0 2 0 0 0 5 60 0 40 0 0 0

Information about product/service 
availability & delivery dates

3 2 0 0 0 0 5 60 40 0 0 0 0

Names/addresses of local distributors 2 1 0 0 1 1 5 40 20 0 0 20 20

Names/ addresses of local qualified 
installers

5 0 0 0 0 0 5 100 0 0 0 0 0

References from satisfied customers 5 0 0 0 0 0 5 100 0 0 0 0 0

Lists/photos of completed projects 0 1 3 0 1 0 '■/ ' 5 0 20 60 0 20 0

Awards received for the quality of the 
products/services

5 0 0 0 0 0
■-V:5:

100 0 0 0 0 0

Overall evaluation of the website 
of the organization: QUANTnY

0 1 2 0 2 0 ' ,s" 0 20 40 0 40 0

Overall evaluation of the website 
of the organization: QUALITY

0 1 2 0 2 0 5 0 20 40 0 40 0
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Table 6-7 Roofing Manufacturers’ Website Scores By [Detailed Quantity- Quality Category
(Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCOPE RANKINGS OF FIRMS i 2 3 4 5 6 TOTAL i 2 3 4 5 6

History of the organization i 3 1 0 0 0 5 20 60 20 0 0 0

Purposes of the organization i 1 3 0 0 0 5 20 20 60 0 0 0

General description of the organization 0 1 3 1 0 0 5 0 20 60 20 0 0

Size of the organization, (sales figures) 0 5 0 0 0 0 5 0 100 0 0 0 0

Financial qualifications of the organization 5 0 0 0 0 0 5 100 0 0 0 0 0

Info, about the organization’s liability 5 0 0 0 0 0 ■' : s ■ 100 0 0 0 0 0
insurance and bonding

Names and positions of key personnel 3 2 0 0 0 0 5 60 40 0 0 0 0

Qualifications of key personnel 5 0 0 0 0 0 5 100 0 0 0 0 0

Membership of organization 4 0 1 0 0 0 5 80 0 20 0 0 0
in trade/business associations

Description of products or services 0 1 1 2 1 0 5 0 20 20 40 20 0

Technical specs of products offered 0 2 1 1 0 1 5 0 40 20 20 0 20

Info.re: uses of the products offered 0 1 1 2 0 1 5 0 20 20 40 0 20

Detailed installation instructions 1 3 0 0 1 0 5 20 60 0 0 20 0

for products offered

Info, re: the economic costs/benefits 2 1 1 0 1 0 5 40 20 20 0 20 0

of products/services

Info, re: prices of products/ services 4 0 0 0 1 0 5 80 0 0 0 20 0

Information re: warranties 2 0 1 0 2 0 5 40 0 20 0 40 0

Info, re: independent 2 1 1 0 1 0 5 40 20 20 0 20 0
certification of products (eg.,CSA)

Access to troubleshooting about 5 0 0 0 0 0 5 100 0 0 0 0 0

products and installation

Info, re: normal servicing of products 2 1 1 0 0 1 5 40 20 20 0 0 20

Information about product/service 5 0 0 0 0 0 5 100 0 0 0 0 0

availability & delivery dates

Names/addresses of local distributors 2 1 1 0 0 1 5 40 20 20 0 0 20

Names/ addresses of local qualified 5 0 0 0 0 0 5 100 0 0 0 0 0

installers

References from satisfied customers 5 0 0 0 0 0 5 100 0 0 0 0 0

Lists/photos of completed projects 2 0 2 0 1 0 5 40 0 40 0 20 0

Awards received for the quality of the 5 0 0 0 0 0 5 100 0 0 0 0 0

products/services

Overall evaluation of the website 0 2 2 0 1 0 5 0 40 40 0 20 0

of the organization: QUANTITY

Overall evaluation of the website 0 2 3 0 0 0 5 0 40 60 0 0 0

of the organization: QUAUTY



Table 6-8 Siding Manufacturers’ Website Scores By Detailed Quantity- Quality Category
(Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS i 2 3 4 5 6 TOTAL i 2 3 4 5 6

History of the organization 2 1 1 0 0 0 ■ v.. 4 50 25 25 0 0 0

Purposes of the organization 0 2 1 1 0 0 4 '' 0 50 25 25 0 0

General description of the organization 0 1 1 2 0 0 /•' 4 0 25 25 50 0 0

Size of the organization, (sales figures) 1 0 1 1 1 0 4- 25 0 25 25 25 0

Financial qualifications of the organization 3 0 0 1 0 0 4 75 0 0 25 0 0

Info, about the organization's liability 
Insurance and bonding

4 0 0 0 0 0 ,4 100 0 0 0 0 0

Names and positions of key personnel 3 0 0 1 0 0 4 75 0 0 25 0 0

Qualifications of key personnel 4 0 0 0 0 0 4 100 0 0 0 0 0

Membership of organization 
in trade/business associations

4 0 0 0 0 0 4 100 0 0 0 0 0

Description of products or senrices 0 0 2 0 1 1 4 0 0 50 0 25 25

Technical specs of products offered 2 0 0 0 0 2 4 50 0 0 0 0 50

Info.re: uses of the products offered 1 1 0 0 1 1 4 25 25 0 0 25 25

Detailed installation instructions 
for products offered

1 0 0 0 0 3 4 25 0 0 0 0 75

Info, re: the economic costs/benefits 
of products/services

1 1 2 0 0 0 4 25 25 50 0 0 0

Info, re: prices of products/ sen/ices 4 0 0 0 0 0 4 100 0 0 0 0 0

Information re: warranties 0 1 1 0 1 1 4 0 25 25 0 25 25

Info, re: independent 
certification of products (eg.,CSA)

2 0 0 0 0 2 4 50 0 0 0 0 50

Access to troubleshooting about 
products and installation

2 0 1 1 0 0 4 50 0 25 25 0 0

Info, re: normal servicing of products 2 0 0 1 0 1 4 50 0 0 25 0 25

Information about product/service 
availability & delivery dates

4 0 0 0 0 0 4 100 0 0 0 0 0

Names/addresses of local distributors 1 0 2 0 0 1 . 4 25 0 50 0 0 25

Names/ addresses of local qualified 

installers
0 2 1 1 0 0 4 0 50 25 25 0 0

References from satisfied customers 4 0 0 0 0 0 4 100 0 0 0 0 0

Lists/photos of completed projects 0 2 1 1 0 0 • v,-.. 4 0 50 25 25 0 0

Awards received for the quality of the 
products/services

3 1 0 0 0 0 •/ 4 75 25 0 0 0 0

Overall evaluation of the website 
of the organization: QUANTITY

0 2 0 0 2 0 4 0 50 0 0 50 0

Overall evaluation of the website 
of the organization: QUAUTY

0 2 0 0 2 0 4 0 50 0 0 50 0
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Table 6-9 Window Manufacturers’ Website Scores By Detailed Quantity- Quality Category
(Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS i 2 3 4 5 6 TOTAL i 2 3 4 5 S

History of the organization 3 0 0 1 0 0 4 75 0 0 25 0 0

Purposes of the organization i 0 2 0 1 0 4 25 0 50 0 25 0

General description of the organization i 1 1 0 1 0 4 25 25 25 0 25 0

Size of the organization, (sales figures) 3 0 0 1 0 0 4 75 0 0 25 0 0

Financial qualifications of the organization 3 1 0 0 0 0 4 75 25 0 0 0 0

Info, about the organization’s liability 4 0 0 0 0 0 4 100 0 0 0 0 0

insurance and bonding

Names and positions of key personnel 4 0 0 0 0 0 4 100 0 0 0 0 0

Qualifications of key personnel 4 0 0 0 0 0 4 100 0 0 0 0 0

Membership of organization 4 0 0 0 0 0 4 100 0 0 0 0 0

in trade/business associations

Description of products or services 0 0 0 3 0 1 4 0 0 0 75 0 25

Technical specs of products offered 0 1 2 0 0 1 4 0 25 50 0 0 25

Info, re: uses of the products offered 0 0 2 1 1 0 4 0 0 50 25 25 0

Detailed installation instructions 0 1 0 2 1 0 4 0 25 0 50 25 0

for products offered

Info, re: the economic costs/benefits 1 3 0 0 0 0 4 25 75 0 0 0 0

of products/services

Info, re: prices of products/ services 3 1 0 0 0 0 4 75 25 0 0 0 0

Information re: warranties 0 0 1 0 1 2 4 0 0 25 0 25 50

Info, re: independent 2 1 0 0 0 1 4 50 25 0 0 0 25

certification of products (eg.,CSA)

Access to troubleshooting about 0 4 0 0 0 0 4 0 100 0 0 0 0

products and installation

Info, re: normal servicing of products 0 4 0 0 0 0 4 0 100 0 0 0 0

Information about product/service 3 1 0 0 0 0 4 75 25 0 0 0 0

availability & delivery dates

Names/addresses of local distributors 1 0 0 1 0 2 4 25 0 0 25 0 50

Names/ addresses of local qualified 3 0 0 0 0 1 4 75 0 0 0 0 25

installers

References from satisfied customers 3 0 0 0 1 0 4 75 0 0 0 25 0

Lists/photos of completed projects 0 0 1 2 1 0 4 0 0 25 50 25 0

Awards received for the quality of the 3 1 0 0 0 0 4 75 25 0 0 0 0

products/services

Overall evaluation of the website 0 1 1 2 0 0 4 0 25 25 50 0 0

of the organization: QUANTnY

Overall evaluation of the website 0 0 2 1 1 0 4 0 0 50 25 25 0

of the organization: QUALITY



Table 7-1 All Government Renovation-related Website Quantity-Quality Scores (Number & % of
websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS i 2 3 4 5 6 TOTAL i 2 3 4 5 6

quantity
INDICATOR .w-.;

V
■ ;

' -•

i;.;
■*. •' '

•• %
'/ ■'

■i ■■ *. -
■ ■-; ■ .

US Municipal 0 1 1 1 0 0 3 0 33 33 33 0 0

US Federal 0 0 0 0 2 0 2 0 0 0 0 100 0

Cdn. Federal- Housing 0 0 0 3 2 0 5 0 0 0 60 40 0

Cdn. Federal- Other 0 1 0 2 2 0 : 5 0 20 0 40 40 0

TOTAL Cdn. Federal b 1 0 5 4 0 b 10 0 50 40 0

Cdn. Provincial—H ousing 0 7 2 1 0 0
:
10 0 70 20 10 0 0

Cdn. Provincial—Training 0 8 1 1 0 0 10 0 80 10 10 0 0

TOTAL Cdn. Provincial 0 15 3 2 0 0 20 0 75 15 10 0 0

Cdn. Municipal— Permits 0 7 1 2 0 0 10 0 70 10 20 0 0

ALL GOVERNMENT 0 24 5 10 e 0 45 0 53 11 22 13 0

WEBSITES

QUAUTY ’’ ••

INDICATOR . . .• •. • .

US Municipal 0 1 0 2 0 0 3 0 33 0 67 0 0

US Federal 0 0 0 0 i 1 2 0 0 0 0 50 50

Cdn. Federal- Housing 0 0 0 3 2 0 • 5 0 0 0 60 40 0

Cdn. Federal- Other 0 1 0 4 0 0 5 0 20 0 80 0 0

TOTAL Cdn. Federal 0 1 0 7 2 0 10 0 10 0 70 20 0

Cdn. Provincial—H ousing 0 7 2 1 0 0 10 0 70 20 10 0 0

Cdn. Provincial—Training 0 8 0 2 0 0 10 0 60 0 20 0 0

TOTAL Cdn. Provincial 0 15 2 3 0 0 20 0 75 10 15 0 0

Cdn. Municipal— Permits 0 a 1 1 0 0 10 0 80 10 10 0 0

ALL GOVERNMENT 0 25 3 13 3 1 45 0 58 7 29 7 2

WEBSITES
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Table 7-2 Canadian Federal Government Housing Website Scores By Detailed Quantity-
Quality Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS i 2 3 4 5 G TOTAL i 2 3 4 5 G

History of the organization 0 3 0 2 0 0 5 0 60 0 40 0 0

Purposes of the organization 0 0 0 1 3 1 5 0 0 0 20 60 20

General description of the organization 0 0 0 1 3 1 5 0 0 0 20 60 20

Size of the organization, (sales figures) 0 3 1 0 1 0 5 0 60 20 0 20 0

Financial qualifications of the organization 2 1 1 0 1 0 5 40 20 20 0 20 0

Info, about the organization’s liability 4 1 0 0 0 0 5 80 20 0 0 0 0
insurance and bonding

Names and positions of key personnel 1 0 0 0 1 3 5 20 0 0 0 20 60

Qualifications of key personnel 1 0 0 0 1 3 5 20 0 0 0 20 60

Membership of organization 0 1 0 0 2 2 5 0 20 0 0 40 40
in trade/business associations

Description of products or services 0 0 0 1 2 2 5 0 0 0 20 40 40

Technical specs of products offered 0 0 0 1 4 0 5 0 0 0 20 80 0

Info.re: uses of the products offered 0 0 0 2 3 0 5 0 0 0 40 60 0

Detailed installation instructions 0 0 2 1 2 0 5 0 0 40 20 40 0
for products offered

Info, re: the economic costs/benefits 0 4 1 0 0 0 5 0 80 20 0 0 0
of products/services

Info, re: prices of products/ services 0 2 2 0 1 0 5 0 40 40 0 20 0

Information re: warranties 3 1 T 0 0 0 5 60 20 20 0 0 0

Info, re: independent 1 0 1 1 0 2 5 20 0 20 20 0 40

certification of products (eg.,CSA)

Access to troubleshooting about 0 3 2 0 0 0 5 0 60 40 0 0 0

products and installation

Info, re: normal servicing of products 0 0 1 1 2 1 5 0 0 20 20 40 20

Information about product/service 0 1 1 3 0 0 5 0 20 20 60 0 0

availability & delivery dates

Names/addresses of local distributors 5 0 0 0 0 0 5 100 0 0 0 0 0

Names/ addresses of local qualified 3 0 0 1 0 1 5 60 0 0 20 0 20

installers

References from satisfied customers 3 0 0 1 0 1 5 60 0 0 20 0 20

Lists/photos of completed projects 5 0 0 0 0 0 5 100 0 0 0 0 0

Awards received for the quality of the 3 1 1 0 0 0 5 60 20 20 0 0 0

products/services

Overall evaluation of the website 0 0 0 3 2 0 5 0 0 0 60 40 0

of the organization: QUANTITY

Overall evaluation of the website 0 0 0 3 2 0 5 0 0 0 60 40 0
of the organization: QUAUTY



Table 7-3 Canadian Federal Government Other (renovation-related) Website Scores By 
Detailed Quantity- Quality Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCOPE RANKINGS OF FIRMS 1 2 3 4 5 e TOTAL i 2 3 4 5 6

History of the organization 3 1 1 0 0 0 5 60 20 20 0 0 0

Purposes of the organization 0 1 1 2 1 0 5 0 20 20 40 20 0

General description of the organization 0 0 4 0 1 0 0 0 80 0 20 0

Size of the organization, (sales figures) 2 1 1 0 0 1 ' : s. 40 20 20 0 0 20

Financial qualifications of the organization 2 2 0 0 0 1 ; ' 5 40 40 0 0 0 20

Info, about the organization’s liability 5 0 0 0 0 0 100 0 0 0 0 0

insurance and bonding

Names and positions of key personnel 2 2 1 0 0 0 V 5 40 40 20 0 0 0

Qualifications of key personnel 3 1 1 0 0 0 •' 5' 60 20 20 0 0 0

Membership of organization 5 0 0 0 0 0 5 100 0 0 0 0 0
in trade/business associations

Description of products or services 0 0 1 1 2 1 5 0 0 20 20 40 20

Technical specs of products offered 0 1 0 1 2 1 5 0 20 0 20 40 20

Info.re: uses of the products offered 0 1 0 1 2 1 5 0 20 0 20 40 20

Detailed installation instructions 0 1 0 1 2 0 4 0 25 0 25 50 0

for products offered

Info, re: the economic costs/benefits 1 1 1 2 0 0 5 20 20 20 40 0 0
of products/services

Info, re: prices of products/services 1 1 1 1 1 0 5 20 20 20 20 20 0

Information re: warranties 4 t 0 0 0 0 5 80 20 0 0 0 0

Info, re: independent 4 1 0 0 0 0 5 00 20 0 0 0 0
certification of products (eg.,CSA)

Access to troubleshooting about 2 1 1 0 0 5 40 20 20 20 0 0
products and installation

Info, re: normal servicing of products 0 0 1 4 0 0 ' 5 0 0 20 80 0 0

Information about product/sen/ice 1 1 0 1 2 0 5 20 20 0 20 40 0

availability & delivery dates

Names/addresses of local distributors 1 1 0 1 2 0 5 20 20 0 20 40 0

Names/ addresses of local qualified 2 1 0 1 1 0 5 40 20 0 20 20 0

installers

References from satisfied customers 4 0 0 1 0 0 5 60 0 0 20 0 0

Lists/photos of completed projects 4 0 1 0 0 0 5 80 0 20 0 0 0

Awards received for the quality of the 5 0 0 0 0 0 ..... g 100 0 0 0 0 0
products/services ■ ■";'

Overall evaluation of the website 0 1 0 2 2 0 "" 5 0 20 0 40 40 0

of the organization: QUANTITY

Overall evaluation of the website 0 1 0 4 0 0 5 0 20 0 80 0 0

of the organization: QUALITY



Table 7-4 Canadian Municipal and Provincial Website Scores By Detailed Quantity- Quality
Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%>)

SCORE RANKINGS OF FIRMS 1 2 3 4 5 6 TOTAL i 2 3 4 5 e

History of the organization 16 6 0 5 3 0 30 53 20 0 17 10 0

Purposes of the organization 6 9 7 8 0 0 30 20 30 23 27 0 0

General description of the organization 6 9 7 8 0 0 30 20 30 23 27 0 0

Size of the organization, (sales figures) 14 8 2 6 0 0 30 47 27 7 20 0 0

Financial qualifications of the organization 19 3 2 6 0 0 30 63 10 7 20 0 0

Info, about the organization's liability 28 1 0 1 0 0 30 93 3 0 3 0 0
insurance and bonding

Names and positions of key personnel 16 9 4 1 0 0 30 53 30 13 3 0 0

Qualifications of key personnel 30 0 0 0 0 0 30 100 0 0 0 0 0

Membership of organization 30 0 0 0 0 0 30 100 0 0 0 0 0
in trade/business associations

Description of products or services 7 11 6 6 0 0 30 23 37 20 20 0 0

Technical specs of products offered 17 6 4 3 0 0 30 57 20 13 10 0 0

Info.re: uses of the products offered 12 13 1 4 0 0 30 40 43 3 13 0 0

Detailed installation instructions 17 8 3 2 0 0 30 57 27 10 7 0 0
for products offered

Info, re: the economic costs/benefits 27 1 1 1 0 0 30 90 3 3 3 0 0
of products/services

Info, re: prices of products/services 21 0 4 4 1 0 30 70 0 13 13 3 0

Information re: warranties 29 1 0 0 0 0 30 97 3 0 0 0 0

Info, re: independent 30 0 0 0 0 0 30 100 0 0 0 0 0
certification of products (eg.,CSA)

Access to troubleshooting about 27 3 0 0 0 0 30 90 10 0 0 0 0
products and installation

Info, re: normal servicing of products 15 8 5 2 0 0 30 50 27 17 7 0 0

Information about product/sen/ice 26 2 2 0 0 0 30 87 7 7 0 0 0

availability & delivery dates

Names/addresses of local distributors 20 7 2 1 0 0 30 67 23 7 3 0 0

Names/ addresses of local qualified 20 7 2 1 0 0 30 67 23 7 3 0 0

installers

References from satisfied customers 30 0 0 0 0 0 30 100 0 0 0 0 0

Lists/photos of completed projects 30 0 0 0 0 0 30 100 0 0 0 0 0

Awards received for the quality of the 30 0 0 0 0 0 30 100 0 0 0 0 0

products/services

Overall evaluation of the website 0 22 4 4 0 0 30 0 73 13 13 0 0

of the organization: QUANTITY

Overall evaluation of the website 0 23 3 4 0 0 30 0 77 10 13 0 0

of the organization: QUAUTY



Table 8-1 Associations Renovation-related Website Quantity-quality Scores (Number & % of 
websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS 1 2 3 4 5 6 TOTAL i 2 3 4 5 6

QUANTITY
INDICATOR •

1^..

.; ..

v"
• '

US Renovator Assoc. 0 0 2 0 0 0 ’ 2 0 0 100 0 0 0

Cdn. Renovator Assoc. 0 0 7 0 1 0 ' 8 0 0 88 0 13 0

Trade Contractors Assoc. 0 0 2 0 1 0 ' 3 ' 0 0 67 0 33 0

Product-based Assoc. 0 2 5 4 0 0 11 0 18 45 36 0 0

TOTAL 0 2 16 4 2 0 24 0 8 67 17 8 0

QUALfTY 
INDICATOR >

v.-V :

■. ' '.

;"■*. ■ . . •

US Renovator Assoc. 0 0 2 0 0 0 2 0 0 100 0 0 0

Cdn. Renovator Assoc. 0 0 4 3 1 0 6 0 0 50 38 13 0

Trade Contractors Assoc. 0 0 2 0 i 0 3 0 0 67 0 33 0

Product-based Assoc. 0 3 5 3 0 0 11 0 27 45 27 0 0

TOTAL 0 3 13 6 2 0 24 0 13 54 25 8 0



Table 8-2 Canadian Homebuilders’ Associations’ Website Scores By Detailed Quantity-
Quality Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

score: RANKINGS OF FIRMS i 2 3 4 5 6 TOTAL t 2 3 4 5 6

History of the organization 5 2 1 0 0 0 8 63 25 13 0 0 0

Purposes of the organization 0 0 4 1 2 1 8 0 0 50 13 25 13

General description of the organization 0 0 4 1 2 1 8 0 0 50 13 25 13

Size of the organization, (sales figures) 4 1 1 1 1 0 8 50 13 13 13 13 0

Financial qualifications of the organization 7 1 0 0 0 0 8 88 13 0 0 0 0

Info, about the organization's liability 
insurance and bonding

8 0 0 0 0 0 8 100 0 0 0 0 0

Names and positions of key personnel 1 2 1 0 2 2 8 13 25 13 0 25 25

Qualifications of key personnel 8 0 0 0 0 0 8 100 0 0 0 0 0

Membership of organization 
in trade/business associations

1 5 1 0 1 0 8 13 63 13 0 13 0

Description of products or services 0 0 3 4 1 0 8 0 0 38 50 13 0

Technical specs of products offered 0 2 4 1 1 0 8 0 25 50 13 13 0

Info.re: uses of the products offered 0 2 4 1 1 0 8 0 25 50 13 13 0

Detailed installation instructions 
for products offered

0 3 4 0 1 0 8 0 38 50 0 13 0

Info, re: the economic costs/benefits 
of products/services

1 7 0 0 0 0 8 13 88 0 0 0 0

Info, re: prices of products/services 3 4 1 0 0 0 8 38 50 13 0 0 0

Information re: warranties 7 0 0 0 0 1 8 88 0 0 0 0 13

Info, re: independent 
certification of products (eg.,CSA)

7 1 0 0 0 0 8 88 13 0 0 0 0

Access to troubleshooting about 
products and installation

1 5 1 1 0 0 8 13 63 13 13 0 0

Info, re: normal servicing of products 1 0 2 1 3 1 8 13 0 25 13 38 13

Information about product/service 
availability & delivery dates

3 3 1 0 1 0 8 38 38 13 0 13 0

Names/addresses of local distributors 1 0 2 0 2 3 8 13 0 25 0 25 38

Names/ addresses of local qualified 
installers

1 0 2 0 1 4 8 13 0 25 0 13 50

References from satisfied customers 8 0 0 0 0 0 8 100 0 0 0 0 0

Lists/photos of completed projects 7 1 0 0 0 0 8 88 13 0 0 0 0

Awards received for the quality of the 
products/sen/ices

8 0 0 0 0 0 8 100 0 0 0 0 0

Overall evaluation of the website 
of the organization: QUANTITY

0 0 7 0 1 0 8 0 0 88 0 13 0

Overall evaluation of the website 
of the organization: QUAUTY

0 0 4 3 1 0 8 0 0 50 38 13 0



Table 8-3 Trade Contractors’ Associations’ Website Scores By Detailed Quantity- Quality
Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS t 2 3 4 s 6 TOTAL 1 2 3 4 5 6

History of the organization 0 2 0 1 0 0 3 0 67 0 33 0 0

Purposes of the organization 0 0 1 1 1 0 3 0 0 33 33 33 0

General description of the organization 0 0 1 1 1 0 • ’ 3 0 0 33 33 33 0

Size of the organization, (sales figures) 0 2 0 1 0 0 3 0 67 0 33 0 0

Financial qualifications of tlie organization 2 1 0 0 0 0 3 67 33 0 0 0 0

Info, about the organization's liability 3 0 0 0 0 0 . -3 100 0 0 0 0 0

insurance and bonding

Names and positions of key personnel 0 0 1 1 1 0 3 0 0 33 33 33 0

Qualifications of key personnel 3 0 0 0 0 0 3 100 0 0 0 0 0

Membership of organization 3 0 0 0 0 0 3 100 0 0 0 0 0

in trade/business associations

Description of products or services 0 0 1 1 1 0 3 0 0 33 33 33 0

Technical specs of products offered 0 2 0 1 0 0 3 0 67 0 33 0 0

Info.re: uses of the products offered 1 0 2 0 0 0 3 33 0 67 0 0 0

Detailed installation instructions 1 0 1 1 0 0 3 33 0 33 33 0 0

for products offered

Info, re: the economic costs/benefits 1 2 0 0 0 0 3 33 67 0 0 0 0

of products/services

Info, re: prices of products/sen/ices 0 1 1 1 0 0 3 0 33 33 33 0 0

Information re: warranties 3 0 0 0 0 0 3 100 0 0 0 0 0

Info, re: independent 3 0 0 0 0 0 3 100 0 0 0 0 0

certification of products (eg.,CSA)

Access to troubleshooting about 3 0 0 0 0 0 3 100 0 0 0 0 0

products and installation

Info, re: normal servicing of products 0 0 2 1 0 0 3 0 0 67 33 0 0

Information about product/service 2 1 0 0 0 0 3 07 33 0 0 0 0

availability & delivery dates
•• • . ■

Names/addresses of local distributors 1 1 0 1 0 0 3 33 33 0 33 0 0

Names/ addresses of local qualified 1 1 0 0 0 1 3 33 33 0 0 0 33

installers

References from satisfied customers 3 0 0 0 0 0 3 100 0 0 0 0 0

Lists/photos of completed projects 3 0 0 0 0 0 : 3 100 0 0 0 0 0

Awards received for the quality of the 3 0 0 0 0 0 ' ' : 3 100 0 0 0 0 0

products/services

Overall evaluation of the website 0 0 2 0 1 0 3 0 0 07 0 33 0

of the organization: QUANTITY

Overall evaluation of the website 0 0 2 0 1 0 3 0 0 67 0 33 0

of the organization: QUALITY



Table 8-4 Building Products Manufacturers’ Associations’ Website Scores By Detailed
Quantity- Quality Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS 1 2 3 4 5 6 TOTAL 1 2 3 4 5 6

History of the organization 3 4 2 2 0 0 11 27 30 18 18 0 0

Purposes of the organization i 0 4 4 2 0 11 9 0 36 36 18 0

General description of the organization 0 1 5 4 1 0 11 0 9 45 30 9 0

Size of the organization, (sales figures) 2 2 4 3 0 0 11 18 18 30 27 0 0

Financial qualifications of the organization 9 2 0 0 0 0 11 82 18 0 0 0 0

Info, about the organization’s liability 
insurance and bonding

11 0 0 0 0 0 11 100 0 0 0 0 0

Names and positions of key personnel 6 2 0 2 1 0 11 55 18 0 18 9 0

Qualifications of key personnel 11 0 0 0 0 0 11 100 0 0 0 0 0

Membership of organization 
in trade/business associations

11 0 0 0 0 0 11 100 0 0 0 0 0

Description of products or services 0 0 4 4 3 0 11 0 0 36 36 27 0

Technical specs of products offered 1 0 6 3 1 0 11 9 0 55 27 9 0

Info, re: uses of the products offered 0 1 4 4 2 0 11 0 9 36 36 18 0

Detailed installation instructions 
for products offered

0 2 0 2 1 0 11 0 18 55 18 9 0

Info, re: the economic costs/benefits 
of products/services

2 3 4 2 0 0 11 18 27 30 18 0 0

Info, re: prices of products/ services 7 2 1 1 0 0 11 04 18 9 9 0 0

Information re: warranties 10 1 0 0 0 0 11 91 9 0 0 0 0

Info, re: independent 
certification of products (eg.,CSA)

7 2 2 11 04 18 18 0 0 0

Access to troubleshooting about 
products and installation

2 4 2 3 0 0 11 18 30 18 27 0 0

Info, re: normal servicing of products 1 2 4 4 0 0 11 9 18 36 36 0 0

Information about product/service 
availability & delivery dates

8 2 0 1 0 0 11 73 18 0 9 0 0

Names/addresses of local distributors 7 3 0 1 0 0 11 04 27 0 9 0 0

Names/ addresses of local qualified 
installers

9 2 0 0 0 0 11 82 18 0 0 0 0

References from satisfied customers 10 1 0 0 0 0 11 91 9 0 0 0 0

Lists/photos of completed projects 7 1 1 1 1 0 11 04 9 9 9 9 0

Awards received for the quality of the 
products/services

11 0 0 0 0 0 11 100 0 0 0 0 0

Overall evaluation of the website 

of the organization: QUANTITY
0 2 5 4 0 0 11 0 18 45 30 0 0

Overall evaluation of the website 
of the organization: QUALITY

0 3 5 3 0 0 11 0 27 45 27 0 0



Table 9-1 Canadian Renovator Website Quantity-Quality Scores (Number & % of websites with 
specific score rankings) (GC= General Contractors; TC= Trade Contractors)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS 2 3 4 5 6 TOTAL 1 2 3 4 5 6

QUAmTTY
INDICATOR

.■* : *

■■■■V..' K.':' ■'''
...

Renovators (GC) 0 16 25 10 1 0 ■ . 52 0 31 48 19 2 0

TC HVAC 0 17 6 3 0 0 26 0 65 23 12 0 0

TC Roofing 0 15 3 4 0 0 22 0 68 14 18 0 0

TC Security Services 7 3 1 0 0 0 711 64 27 9 0 0 0

TC Kitchen/Bath 3 4 1 1 0 0 V 9' 33 44 11 11 0 0

TC Foundations 0 3 1 2 0 0 e 0 50 17 33 0 0

TC Landscaping 0 3 1 0 0 0 '■ 4 . 0 75 25 0 0 0

TC Paving 0 4 0 0 0 0 ; 4 0 100 0 0 0 0

TC Windows 0 3 0 1 0 0 4 0 75 0 25 0 0

TC Waterproofing 0 1 1 1 0 0 3 0 33 33 33 0 0

TC Other 0 8 4 0 0 0 12 0 67 33 0 0 0

TC subtotal 10 61 18 12 0 0 101 10 60 18 12 0 0

TOTAL 10 77 43 22 1 0 153 7 50 28 14 1 0

QUALITY
INDICATOR

Renovators (GC) 0 14 25 10 3 0 52 0 27 48 19 6 0

TC HVAC 0 20 4 1 1 0 26 0 77 15 4 4 0

TC Roofing 0 14 5 3 0 0 22 0 64 23 14 0 0

—Vr.
TC Security Services 0 6 3 2 0 0 IT 0 55 27 18 0 0

TC Kitchen/Bath 0 2 4 2 1 0 9 0 22 44 22 11 0

TC Foundations 0 3 3 0 0 0 ‘ 6 • 0 50 50 0 0 0

TC Landscaping 0 3 1 0 0 0 4 0 75 25 0 0 0

TC Paving 0 3 1 0 0 0 '■ 4' 0 75 25 0 0 0

TC Windows 0 2 1 1 0 0 4 0 50 25 25 0 0

TC Waterproofing 0 1 1 1 0 0 3 0 33 33 33 0 0

TC Other 0 7 5 0 0 0 12 • 0 58 42 0 0 0

TC subtotal 0 . 61 . 26 . 10 . 2 0 . 1.P.1 0 60 . 28 10 . 2 0

TOTAL 0 75 53 20 5 0 153 0 49 35 13 3 0
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Table 9-2 Renovator General Contractor(GC) Website Scores by Detailed Quantity- Quality
Category (Number & % of websites with specific score rankings)

Category
>

SCORES (numbers) SCORES (%)

SCORE RANKINGS OF BFIMS .1 2 3 4 5 6 ■TOTAL i 2 3 4 5 G

History of the organization ii 8 18 9 6 0 52 21 15 35 17 12 0

Purposes of the organization 4 4 10 31 3 0 52 8 8 19 60 6 0

General description of the organization 4 3 19 23 3 0
•......... : •
. 52 8 6 37 44 6 0

Size of the organization, (sales figures) 27 17 6 2 0 0 52 52 33 12 4 0 0

Financial qualifications of the 46 3 2 1 0 0 52 88 6 4 2 0 0

. organisation.

Info, about the organization's liability 38 3 5 6 0 0 52 73 6 10 12 0 0
insurance and bonding

Names and positions of key personnel 18 19 5 8 2 0 - 52. 35 37 10 15 4 0

Qualifications of key personnel 25 13 5 7 2 0 52 48 25 10 13 4 0

Membership of organization 12 5 15 11 7 2 52 23 10 29 21 13 4
in trade/business associations V':

Description of products or services 5 3 18 23 3 0 52 10 6 35 44 6 0

Technical specs of products offered ,16 .19 .11 4 2 0 52 • 31 37 21 8 4 0

Info.re: uses of the products offered 13 26 7 4 2 0 52 25 50 13 8 4 0

Detailed installation instructions 40 7 3 2 0 0 52 77 13 6 4 0 0
for products offered ..

Info, re: the economic costs/benefits 47 2 3 0 0 i 0 52 90 4 6 0 0 0
of. prpducts/services

Info, re: prices of products/services 49 2 1 0 0 0 52 94 4 2 0 0 0

T"-—"=
Information re: warranties 27 14 9 1 1 0 52 52 27 17 2 2 0

Info, re: independent 49 3 0 0 0 0 52 94 6 0 0 0 0
certification of products (eg.,CSA)

Access to troubleshooting about 38 7 6 1 0 0 . 52 73 13 12 2 0 0
products and installation

Info, re: normal servicing of products 38 8 5 1 0 0 52 73 15 10 2 0 0

information about product/service 48 ■3 4 0 0 O ' '.'.'.52 ■ 92 6 2 0 0 0

availability & delivery dates
. . _

Names/addresses of local distributors 44 8 0 0 0 0
...

52 85 15 0 0 0 0

Names/ addresses of local qualified 48 6 0 0 0 0 . 52 88 12 0 0 0 0

installers ..

References from satisfied customers 40 2 2 .4 .4 0 52 . 77 .4 4 .8 3 .0

Lists/photos of completed projects 20 6 10 11 3 2 52 38 12 19 21 6 4

Awards received for the quality of the 33 7 4 5 1 2 52 63 13 8 10 2 4

products/services

Overall evaluation of the website 0 16 25 10 1 0 52 0 31 48 19 2 0
of the organization: QUANTITY '••••'

Overall evaluation of the website 0 14 25 10 3 0 52 0 27 48 19 6 0

of the organization: QUALITY



Table 9-3) Heating Ventilation & Air Conditioning (HVAC) Website Scores by Detailed Quantity-
Quality Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCCBCaANKlNGS OEBEMS i 2 3 .4 5 6 TOTAL i 2 3 .4 5 6

History of the organization 8 11 5 1 0 1 26 31 42 19 4 0 4

Purposes of the organization 2 7 0 7 1 0 26 8 27 35 27 4 0

General description of the organization 3 7 10 5 1 0 26 12 27 38 19 4 0

Size of the organization, (sales figures) 22 1 1 1 1 0 26 85 4 4 4 4 0

Financial qualifications of the organization 28 0 0 0 0 0 26 100 0 0 0 0 0

Info, about the organization's liability 20 4 2 0 0 0 26 77 15 8 0 0 0
insurance and bonding

Names and positions of key personnel 17 6 1 1 1 0 26 65 23 4 4 4 0

Qualifications of key personnel 21 4 1 0 0 0 26 81 15 4 0 0 0

Membership of organization 16 3 3 4 0 0 26 62 12 12 15 0 0
in trade/business associations

Description of products or services 2 6 9 7 2 0 26 8 23 35 27 8 0

Technical specs of products offered 17 2 4 3 0 0 26 65 8 15 12 0 0

Info.re: uses of the products offered 15 3 5 2 1 0 26 58 12 19 8 4 0

Detailed installation instructions 23 0 0 3 0 0 26 88 0 0 12 0 0
for products offered

Info, re: the economic costs/benefits 24 0 0 2 0 0 26 92 0 0 8 0 0
of products/services

Info, re: prices of products/ services 25 1 0 0 0 0 26 96 4 0 0 0 0

Information re: warranties 23 3 0 0 0 0 26 88 12 0 0 0 0

Info, re: independent 25 1 0 0 0 0 26 96 4 0 0 0 0
certification of products (eg.,CSA)

Access to troubleshooting about 15 7 2 2 0 0 26 58 27 8 8 0 0
products and installation

Info, re: normal servicing of products 12 5 8 1 0 0 26 46 19 31 4 0 0

Information about product/service 26 0 0 0 0 0 26 100 0 0 0 0 0
availability & delivery dates

Names/addresses of local distributors 23 3 0 0 0 0 26 88 12 0 0 0 0

Names/ addresses of local qualified 25 1 0 0 0 0 26 96 4 0 0 0 0
installers

References from satisfied customers 25 0 0 0 1 0 26 98 0 0 0 4 0

Lists/photos of completed projects 24 1 0 1 0 0 26 92 4 0 4 0 0

Awards received for the quality of the 26 0 0 0 0 0 26 100 0 0 0 0 0
products/services

Overall evaluation of the website 0 17 6 3 0 0 28 0 65 23 12 0 0
of the organization: QUANTITY

Overall evaluation of the website 0 20 4 1 1 0 26 0 n 15 4 4 0
of the organization: QUAUTY ■'
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Table 9-4 Roofer Website Scores by Detailed Quantity- Quality Category (Number & % of 
websites with specific score rankings)
_______________________________________________________________________________________________ •: -r l_____________________i- ■■ f.z______________________________________________________

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF RRMS i 2 3 4 5 6 TOTAL i 2 3 4 5 6

History of the organization 10 10 1 1 0 0 ' : ■ 22. 45 45 5 5 0 0

Purposes of the organization 0 13 3 6 0 0 22 0 59 14 27 0 0

General description of the organization 2 14 1 5 0 0
. • ''....... .. •

'22 9 64 5 23 0 0

Size of the organization, (sales figures) 18 2 1 1 0 0 ■.22' 82 9 5 5 0 0

Financial qualifications of the organization 22 0 0 0 0 0 :: 22; 100 0 0 0 0 0

Info, about the organization’s liability 
insurance and bonding

15 5 0 2 0 0 22.
'V

88 23 0 9 0 0

Names and positions of key personnel 16 3 0 2 1 0 ' ' 22.. 73 14 0 9 5 0
Qualifications of key personnel 19 0 3 0 0 0 22 86 0 14 0 0 0
Membership of organization 
in trade/business associations

15 2 2 1 2 0 22' 68 9 9 5 9 0

Description of products or services 1 10 6 5 0 0 22. 5 45 27 23 0 0
Technical specs of products offered 14 6 1 1 0 0 22 64 27 5 5 0 0
Info.re: uses of the products offered 16 4 1 1 0 0 22 73 18 5 5 0 0
Detailed installation instructions 
for products offered

19 3 0 0 0 0 22 86 14 0 0 0 0

Info, re: the economic costs/benefits 
of products/services

21 1 0 0 0 0 22 95 5 0 0 0 0

Info, re: prices of products/ services 19 1 1 1 0 0 22 66 5 5 5 0 0

Information re: warranties 11 5 2 2 2 0 22 50 23 9 9 9 0

Info, re: independent 
certification of products (eg.,CSA)

21 1 0 0 0 0 22 95 5 0 0 0 0

Access to troubleshooting about 
products and installation

13 5 2 2 0 0 22 59 23 9 9 0 0

Info, re: normal servicing of products 4 9 0 3 0 0 22 18 41 27 14 0 0

Information about product/service 
availability & delivery dates

20 0 0 2 0 0 22 91 0 0 9 0 0

Names/addresses of local distributors 19 0 1 2 0 0 22 86 0 5 9 0 0

Names/ addresses of local qualified 
installers

19 0 1 2 0 0 . 22

•• • ■.

86 0 5 9 0 0

References from satisfied customers 20 1 0 1 0 0 22 91 5 0 5 0 0

Lists/photos of completed projects 17 3 2 0 0 0 •' 22 77 14 9 0 0 0

Awards received for the quality of the 
products/services

21 0 0 1 0 0
• •

• .22. 95 0 0 5 0 0

Overall evaluation of the website 

of the organization: QUANTITY
0 15 3 4 0 0 ,".''.'..’22 0 68 14 18 0 0

Overall evaluation of the website 
of the organization: QUAUTY

0 14 4 3 0 0 21 0 67 19 14 0 0



Table 9-5 Security Services Website Scores by Detailed Quantity- Quality Category (Number
& % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS i 2 3 4 5 6 TOTAL i 2 3 4 5 G

History of the organization 3 8 0 0 0 0 11 27 73 0 0 0 0

Purposes of the organization 0 1 6 4 0 0 11 0 9 55 36 0 0

General description of the organization 0 2 e 3 0 0 11 0 18 55 27 0 0

Size of the organization, (sales figures) 7 2 2 0 0 0 11 64 18 18 0 0 0

Financial qualifications of the organization 10 1 0 0 0 0 11 91 9 0 0 0 0

Info, about the organization’s liability 

insurance and bonding
7 0 4 0 0 0 11 64 0 36 0 0 0

Names and positions of key personnel 10 1 0 0 0 0 11 91 9 0 0 0 0

Qualifications of key personnel 7 1 3 0 0 0 11 64 9 27 0 0 0

Membership of organization 
in trade/business associations

9 0 2 0 0 0 11 82 0 18 0 0 0

Description of products or services 0 3 4 3 1 0 11 0 27 36 27 9 0

Technical specs of products offered 3 5 1 2 0 0 11 27 45 9 18 0 0

Info.re: uses of the products offered 1 3 5 2 0 0 11 9 27 45 18 0 0

Detailed installation instructions 
for products offered

10 1 0 0 0 0 11 91 9 0 0 0 0

Info, re: the economic costs/benefits 
of products/services

8 2 1 0 0 0 11 73 18 9 0 0 0

Info, re: prices of products/ services 9 1 1 0 0 0 11 82 9 9 0 0 0

Information re: warranties 7 2 2 0 0 0 11 64 18 18 0 0 0

Info, re: independent 
certification of products (eg.,CSA)

e 2 1 2 0 0 11 55 18 9 18 0 0

Access to troubleshooting about 
products and installation

1 8 2 0 0 0 11 9 73 18 0 0 0

Info, re: normal servicing of products 1 7 3 0 0 0 11 9 64 27 0 0 0

Information about product/service 
availability & delivery dates

4 6 1 0 0 0 11 36 55 9 0 0 0

Names/addresses of local distributors 2 2 7 0 0 0 11 18 18 64 0 0 0

Names/ addresses of local qualified 

installers
2 2 7 0 0 0 11 18 18 84 0 0 0

References from satisfied customers 9 0 1 1 0 0 11 82 0 9 9 0 0

Lists/photos of completed projects 10 1 0 0 0 0 11 91 9 0 0 0 0

Awards received for the quality of the 
products/services

11 0 0 0 0 0 11 100 0 0 0 0 0

Overall evaluation of the website 
of the organization: QUANTITY

0 7 3 1 0 0 11 0 64 27 9 0 0

Overall evaluation of the website 

of the organization: QUAUTY
0 6 3 2 0 0 11 0 55 27 18 0 0



Table 9-6) Kitchen & Bath Contractors Website Scores by Detailed Quantity- Quality Category
(Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF RRMS i 2 3 4 5 6 TOTAL i 2 3 4 5 6

History of the organization i 5 3 0 0 0 9 ii 56 33 0 0 0

Purposes of the organization 0 0 5 4 0 0 9 0 0 56 44 0 0

General description of the organization 0 0 5 4 0 0 9 0 0 56 44 0 0

Size of the organization, (sales figures) 7 2 0 0 0 0 9 78 22 0 0 0 0

Financial qualifications of the organization 9 0 0 0 0 0 9 100 0 0 0 0 0

Info, about the organization's liability 8 0 1 0 0 0 9 89 0 11 0 0 0
insurance and bonding

Names and positions of key personnel 5 1 1 1 0 1 9 56 11 11 11 0 11

Qualifications of key personnel 6 1 1 0 1 0 9 67 11 11 0 11 0

Membership of organization 6 1 1 1 0 0 9 67 11 11 11 0 0
in trade/business associations

Description of products or services 0 0 7 1 1 0 9 0 0 78 11 11 0

Technical specs of products offered 2 4 1 0 2 0 9 22 44 11 0 22 0

Info.re: uses of the products offered 1 0 5 2 1 0 9 11 0 56 22 11 0

Detailed installation instructions 7 1 0 0 0 1 9 78 11 0 0 0 11

for products offered

Info, re: the economic costs/benefits 5 1 3 0 0 0 9 56 11 33 0 0 0

of products/services

Info, re: prices of products/services 8 1 0 0 0 0 9 89 11 0 0 0 0

Information re: warranties 4 1 3 1 0 0 9 44 11 33 11 0 0

Info, re: independent 8 1 0 0 0 0 9 89 11 0 0 0 0

certification of products (eg.,CSA)

Access to troubleshooting about 6 2 0 1 0 0 9 67 22 0 11 0 0

products and installation

Info, re: normal servicing of products 4 3 0 2 0 0 9 44 33 0 22 0 0

Information about pnoduct/service 5 1 2 1 0 0 9 56 11 22 11 0 0

availability & delivery dates

Names/addresses of local distributors 4 4 0 1 0 0 9 44 44 0 11 0 0

Names/ addresses of local qualified 4 4 0 1 0 0 9 44 44 0 11 0 0

installers

References from satisfied customers 6 0 0 1 1 1 9 67 0 0 11 11 11

Lists/photos of completed projects 1 1 3 3 1 0 9 11 11 33 33 11 0

Awards received for the quality of the 7 0 0 0 2 0 9 78 0 0 0 22 0

products/services

Overall evaluation of the website 0 3 4 1 1 0 9 0 33 44 11 11 0

of the organization: QUANTITY

Overall evaluation of the website 0 2 4 2 1 0 9 0 22 44 22 11 0

of the organization: QUAUTY



Table 9-7 Foundations Contractors Website Scores by Detailed Quantity- Quality Category
(Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS t 2 3 4 5 6 TOTAL i 2 3 4 5 6

History of the organization 2 2 1 1 0 0 ... 6 33 33 17 17 0 0

Purposes of the organization 0 0 3 3 0 0 e 0 0 50 50 0 0

General description of the organization 0 2 2 2 0 0 Q 0 33 33 33 0 0

Size of the organization, (sales figures) 6 0 0 0 0 0 6 10 0 0 0 0 0

Financial qualifications of the organization e 0 0 0 0 0 0 10 0 0 0 0 0

Info, about the organization’s liability 
Insurance and bonding

6 0 0 0 0 0 ;. e 10 0 0 0 0 0

Names and positions of key personnel 3 2 1 0 0 0 0 50 33 17 0 0 0

Qualifications of key personnel 5 0 0 1 0 0 e 83 0 0 17 0 0

Membership of organization 
in trade/business associations

3 0 1 1 1 0 0 50 0 17 17 17 0

Description of products or services 0 1 2 3 0 0 0 0 17 33 50 0 0

Technical specs of products offered 3 0 1 1 1 0 0 50 0 17 17 17 0

Info, re: uses of the products offered 3 0 2 1 0 0 0 50 0 33 17 0 0

Detailed installation instructions 
for products offered

4 1 0 1 0 0 0 87 17 0 17 0 0

Info, re: the economic costs/benefits 
of products/services

6 0 0 0 0 0 0 100 0 0 0 0 0

Info, re: prices of products/ services 5 1 0 0 0 0 0 83 17 0 0 0 0

Information re: warranties 4 1 1 0 0 0 6 67 17 17 0 0 0

Info, re: independent 
certification of products (eg.,CSA)

6 0 0 0 0 0 6 100 0 0 0 0 0

Access to troubleshooting about 
products and installation

4 2 0 0 0 0 0 07 33 0 0 0 0

Info, re: normal servicing of products 3 2 0 1 0 0 0 50 33 0 17 0 0

Information about product/service 
availability & delivery dates

4 2 0 0 0 0 0 87 33 0 0 0 0

Names/addresses of local distributors e 0 0 0 0 0 0 100 0 0 0 0 0

Names/ addresses of local qualified 

installers
6 0 0 0 0 0 0 100 0 0 0 0 0

References from satisfied customers 5 1 0 0 0 0 0 83 17 0 0 0 0

Lists/photos of completed projects 1 2 2 1 0 0 6 17 33 33 17 0 0

Awards received for the quality of the 
products/sen/ices

5 1 0 0 0 0 0 83 17 0 0 0 0

Overall evaluation of the website 

of the organization: QUANTITY
0 3 1 2 0 0 0 0 50 17 33 0 0

Overall evaluation of the website 
of the organization: QUALITY

0 3 3 0 0 0 0 0 50 50 0 0 0
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Table 9-8 United States Renovators (General Contractors) Website Scores by Detailed
Quantity- Quality Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCORE RANKINGS OF FIRMS 1 1 2 3 I 4 I 5 I 6 I TOTAL 1 I 2 1 3 1 4 ! sl 6

History of the organization 1 3 2 1 0 1 8 13 38 25 13 0 13

Purposes of the organization 0 1 3 2 2 0 e 0 13 38 25 25 0

General description of the organization 0 2 2 2 2 0 8 0 25 25 25 25 0

Size of the organization, (sales figures) 2 5 1 0 0 0 8 25 63 13 0 0 0

Financial qualifications of the organization 7 0 1 0 0 0 8 88 0 13 0 0 0

Info, about the organization's liability 
insurance and bonding

5 2 1 0 0 0 8 63 25 13 0 0 0

Names and positions of key personnel 3 2 1 2 0 0 8 38 25 13 25 0 0

Qualifications of key personnel 5 0 2 1 0 0 ___8_ 63 0 25 13 0 0

Membership of organization 
in trade/business associations

5 1 0 2 0 0 8 63 13 0 25 0 0

Description of products or services 0 1 3 2 2 0 8 0 13 38 25 25 0

Technical specs of products offered 4 2 0 1 1 0 8 50 25 0 13 13 0

Info, re; uses of the products offered 3 3 0 2 0 0 8 38 38 0 25 0 0

Detailed installation instructions 
for products offered

6 0 1 1 0 0 8 75 0 13 13 0 0

Info, re: the economic costs/benefits 
of products/services

e 0 1 1 0 0 8 75 0 13 13 0 0

Info, re: prices of products/ services 5 2 0 1 0 0 8 63 25 0 13 0 0

Information re: warranties 5 2 1 0 0 0 8 63 25 13 0 0 0

Info, re: independent 
certification of products (eq.,CSA)

6 2 0 0 0 0 8 75 25 0 0 0 0

Access to troubleshooting about 
products and installation

6 2 0 0 0 0 8 75 25 0 0 0 0

Info, re: normal servicing of products 5 2 1 0 0 0 8 63 25 13 0 0 0

Information about product/service 
availability & delivery dates

6 1 0 1 0 0 8 75 13 0 13 0 0

Names/addresses of local distributors 6 1 0 0 1 0 8 75 13 0 0 13 0

Names/ addresses of local qualified 

installers
7 0 0 0 1 0 8 88 0 0 0 13 0

References from satisfied customers 7 0 0 1 0 0 8 88 0 0 13 0 0

Lists/photos of completed proiects 2 1 2 2 1 0 8 25 13 25 25 13 0

Awards received for the quality of the 
products/services

6 1 1 0 0 0 8 75 13 13 0 0 0

Overall evaluation of the website 
of the organization: QUANTITY

0 5 1 1 1 0 8 0 63 13 13 13 0

Overall evaluation of the website 
of the organization: QUAUTY

0 5 1 1 1 0 8 0 63 13 13 13 0



Table 9-9 United States Renovators (Trade Contractors) Website Scores by Detailed Quantity-
Quality Category (Number & % of websites with specific score rankings)

Category SCORES (numbers) SCORES (%)

SCOFIE RANKINGS OF RRMS 1 2 3 4 5 6 TOTAL 1 2 3 4 5 6

History of the organization 3 4 1 3 1 0 12 25 33 8 25 8 0

Purposes of the organization 1 2 3 5 0 1 12 8 17 25 42 0 8

General description of the organization i 4 1 5 0 1 12 8 33 8 42 0 8

Size of the organization, (sales figures) 5 4 1 2 0 0 12 42 33 8 17 0 0

Financial qualifications of the organization 12 0 0 0 0 0 12 100 0 0 0 0 0

Info, about the organization’s liability 9 2 0 1 0 0 12 75 17 0 8 0 0
insurance and bonding

Names and positions of key personnel 6 3 2 0 1 0 12 50 25 17 0 8 0

Qualifications of key personnel 8 2 1 0 1 0 12 87 17 8 0 8 0

Membership of organization 8 0 1 3 0 0 12 07 0 8 25 0 0
in trade/business associations ■ ' -

Description of products or services 0 1 4 6 1 0 12 0 8 33 50 8 0

Technical specs of products offered 3 6 2 1 0 0 12 25 50 17 8 0 0

Info.re: uses of the products offered 4 5 3 0 0 0 12 33 42 25 0 0 0

Detailed installation instructions 8 4 0 0 0 0 12 87 33 0 0 0 0

for products offered

Info, re: the economic costs/benefits 9 2 0 1 0 0 12 75 17 0 8 0 0

of products/services

Info, re: prices of products/ services 10 1 1 0 0 0 12 83 8 8 0 0 0

Information re: warranties 3 7 0 1 1 0 12 25 58 0 8 8 0

Info, re: independent 11 1 0 0 0 0 12 92 8 0 0 0 0

certification of products (eg.,CSA)

Access to troubleshooting about 5 4 1 2 0 0 12 42 33 8 17 0 0
products and installation

Info, re: normal servicing of products 4 4 2 2 0 0 12 33 33 17 17 0 0

Information about product/service 7 3 0 0 2 0 12 58 25 0 0 17 0

availability & delivery dates

Names/addresses of local distributors 8 2 1 1 0 0 12 07 17 8 8 0 0

Names/ addresses of local qualified 8 0 3 0 1 0 12 07 0 25 0 8 0

installers

References from satisfied customers 9 0 1 0 1 1 12 75 0 8 0 8 8

Lists/photos of completed projects 8 1 0 3 0 0 12 87 8 0 25 0 0

Awards received for the quality of the 11 0 0 1 0 0 ' 12 92 0 0 8 0 0

products/services

Overall evaluation of the website 0 4 6 1 1 0 12 0 33 50 8 8 0

of the organization: QUANTITY

Overall evaluation of the website 0 3 7 1 1 0 12 0 25 58 8 8 0

of the organization: QUALITY



Appendices
Appendix A-- “National Canadian Renovator Internet Survey, 
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A1) Methodology and Administration and Observations about E-mail Surveys
The following steps took place in the conduct of this survey:
-- development of the questionnaire in HTML source code for display on a website,
-- review of the draft content of the questionnaire by Canada Mortgage and Housing 
(CMHC) (project supervisor) and by the Canadian Home Builders’ Association (CHBA) 
(Director of Research),
-- revision and finalization of the questionnaire, the e-mail request to renovators and the 
reminder letter (See Appendices A4, A2, and A3, respectively.),
- selection of sample of renovators (includes renovators and general and trade contractors 
who do renovations) who have published e-mail addresses; several sources were used to 
gather these names, including “CANADA YELLOW PAGES”, “YAHOO CANADA”, the 
member listings of the Canadian Home Builders’s Association and its provincial and local 
affiliates and the member listings of the Association Provinciale des Constructeurs d’ 
Habitations du Quebec (APCHQ); and the member listings of various trade contractor 
associations.
In more detail:
-the listings of renovators and trade contractors identified by the links to the websites of the 
local and provincial home builders’ associations provided by the Canadian Home Builders’ 
Association (CHBA) website. These included websites of associations (provincial and/ or 
local) for the provinces of British Columbia, Alberta, Ontario, New Brunswick, Nova Scotia, 
and Newfoundland,
- I’Association Provinciale des Constructeurs d’ Habitations du Quebec (APCHQ) for all their 
listings of renovators and trade contractors throughout Quebec,
-’’CANADA YELLOW PAGES” for the following categories and geographical areas:
“Home Improvements” by province—except for Ontario (only Toronto, Hamilton, Ottawa, 
Kingston, Windsor, Kitchener, London, Brantford, Sudbury, and Thunder Bay) and except 
for Quebec (only for Montreal, Quebec City, and Sherbrooke); “Contractors General” for 
British Columbia only;
“Electrical Contractors" by province;
“Plumbing Contractors” by province— except for Ontario (only Toronto, Hamilton, Ottawa, Kingston, Windsor, 
Kitchener, London, and, Sudbury);
“Heating Contractors" by province;
“Roofing Contractors” by province;
“Security Control Equipment and Services” by province;
"Bathroom Remodeling” by province;
“Carpet Installers” by province;
“Carpenters” by province;
“Concrete Contractors” by province;
“Excavating Contractors" by province;
“Foundation Contractors” by province;
“Insulation Contractors” by province;
“Masonry and Bricklaying Contractors" by province;
“Paving Contractors” by province;
“Plastering Contractors” by province;
“Tile-Ceramic Contractors” by province;
“Grouting Contractors” by province;
“Landscape Contractors & Designers” by province;
“Siding Contractors" by province;
“Tile Non-Ceramic Contractors" by province;
“Wallpaper & Wallcoverings Contractors” by province;
“Interior Decorators” by province;
“Eavestroughing" by province;



“Kitchen Planning Service” by province; and 
“Sheet Metal Work” by province;

- the questionnaire was loaded on a website, the e-mail letter was sent out to the Survey 
sample of renovators requesting them to answer the Survey (access to be gained by 
clicking on a link to the website embedded in the e-mail) and return their answers to the 
Survey by clicking on a "return form” link embedded in the questionnaire, and 
~ the responses of the respondents to the survey were transferred to worksheets and the 
data analyzed.

The response rate for this survey was rather low. 127 firms, the total number of renovation firms identified as 
having e-mail addresses listed in Internet directories and in industry association membership lists, were 
surveyed in the first mail-out and 112 in the second mail-out. The second mail-out reflects the completed 
returns from the first mail-out and the identification of firms not working as renovators (e.g., manufacturers) 
and the firms no longer having an active e-mail address (perhaps, moved or no longer in business or no 
longer with e-mail capability). The final number of respondents was 9. However, one respondent answered 
very few questions. So, the number of functionally useable responses should be considered as 8 rather than 
9. Using 9 as the number of respondents produced a return rate of 8%. Of the 9 respondents, 3 were general 
contractors/renovators and 8 were trade contractors./renovators. The number of responses was too few to 
make meaningful distinctions between general and trade contractors and also among the trade contractors 
by trade specialization.
Although the response rate to this survey was low, almost all of those renovators who did 
respond completed the questionnaire fully and carefully. A considerable amount of 
information was learned about how renovators do use the Internet.

All renovators with viable e-mail addresses were included in the survey, regardless of where 
they were located in Canada. No attempt was made to analyze the data on the basis of the 
geographical location of the recipients of or the respondents to the survey.

No individual business has been identified by name regarding its Internet practices. The 
purpose of the survey was to build an overall picture of various types of renovators rather 
than to single out individual firms.

This survey shows that a national e-mail/website survey can be used to get information, 
even large amounts of moderately complicated data, from the renovation industry quickly 
and completely. Replies to both mail-outs came within 48 hours of transmission and some 
as early as 2 hours from the time of the transmission. A fax survey might match these 
turnaround times, but the cumbersomeness and cost would be much greater— this survey 
was approximately 30 pages long. This format for surveying provides responses in a form 
which are also much easier for the researcher to analyze. A fax survey would have returned 
the whole survey (i.e.; both questions and answers), but the e-mail survey returned only the 
answers and these could be transferred electronically into a database.

This survey format would be ideal for associations (particularly those with dedicated 
members) interested in polling their members, boards, or committees. Because the data is 
in an electronic form it is possible to manipulate text or numbers without intermediate 
transfer steps. Theoretically, it should be possible for an association to transmit a national 
policy position for review and vote to its board or committee by this format, get replies, 
modify the policy statement, and publish the statement to the public— all within a two-hour 
time frame!



A2) Copy of the Covering E-mail Letter to Potential Respondents to “National 
Canadian Renovator Internet Survey, 1998"

Dear Home Renovator or Member of the Home Renovation Industry,
Your assistance is needed to provide answers about Internet usage by home renovators.

The Internet (including e-mail, web-sites, and discussion groups) has become an important 
communications and educational tool for the renovation industry.

My name is Donald Caskie. I am currently doing a research study which is funded by an 
External Research Grant from Canada Mortgage and Housing Corporation (CMHC). This 
study is designed to provide information about how and why renovators use the Internet in 
their businesses. Recommendations will focus on ways how to improve any difficulties in 
usage which are identified by the renovators who are surveyed. The study includes surveys 
of renovators and also examinations of the web-sites of renovators, manufacturers of 
renovation products, and trade and governmental agencies connected with the renovation 
industry. The Canadian Home Builders’ Association has reviewed the surveys. The results 
of the research will be analyzed and put into a report which will be published by CMHC.

Your participation in this study is very important to the understanding of how renovators are 
using the Internet. You have been selected because your company is listed in a public 
directory (e.g., construction association, or Yellow Pages) as having an e-mail address. You 
are being asked to complete the attached questionnaire. (Please see the instructions in the 
next paragraph). Answering the questions in the survey should take less than 30 minutes. 
Almost all the questions can be answered simply by clicking your computer mouse on the 
response of your choice. When you have answered the questions in the survey and have 
put your company’s name and e-mail address in the space provided at the start of the 
questionnaire, all you have to do is push the “SEND QUESTIONNAIRE IN” button at the 
end of the questionnaire and your completed questionnaire will automatically be e-mailed 
back to me.

TO LOOK AT THE SURVEY QUESTIONNAIRE, PLEASE CLICK YOUR COMPUTER MOUSE 
ON THE FOLLOWING WEB-SITE ADDRESS (or type the address in): 
http ://wwwxxxxxxxxxxxxx
Thank you for your assistance and your interest in this research study.

Yours sincerely,
Donald M. Caskie 
Donald M. Caskie 
14 October, 1998



A3) Copy of the Follow-up E-mail Letter Requesting Potential Respondents to 
Complete and Return the “National Canadian Renovator Internet Survey, 1998"

Dear Home Renovator or Member of the Home Renovation Industry,
Approximately three weeks ago, I sent you a survey form regarding your use of the Internet. 
Would you please take the time now to complete the survey as described in the following 
copy of the original cover letter. I received several replies from renovators, but more 
responses are needed to get a better an more complete understanding of the subject. 
Yours sincerely,
Donald M. Caskie

[copy of my original letter to you]



A4) Copy of the Questionnaire for “National Canadian Renovator Internet 
Survey, 1998" (the original questionnaire was composed and formatted in HTML)

+ + + INTERNET SURVEY+ + +

INTERNET USAGE BY RENOVATORS

My name is Donald Caskie. I am doing a research project on home renovators and their use of the 
Internet in their businesses.

THIS RESEARCH PROJECT IS BEING FUNDED BY AN EXTERNAL RESEARCH GRANT 
FROM CANADA MORTGAGE AND HOUSING CORPORATION (CMHC).

The purpose of this research study is to learn more about how housing renovators use the Internet and to 
identify the types of information and services on the Internet used by renovators.

The finished report will be based on information from this survey and data produced from an extensive 
analysis of the websites of manufacturers of building products, suppliers, government organizations, 
construction associations and renovators in Canada and in the United States. The report will describe present 
usage patterns, identify problem areas, and recommend improvements which will make the Internet more 
useful to renovators.

The report will be published by CMHC and will be available to the public. 

This survey has been reviewed by the Canadian Home Builders' Association.

INSTRUCTIONS FOR ANSWERING THIS QUESTIONNAIRE

The questionnaire is long, but it should be possible to answer it quickly because almost all of the questions 
can be answered by clicking with your mouse on a checkbox. The questionnaire should take 25 minutes or 
less to complete, depending on the number of Internet functions used. The questionnaire is composed of 
eight (8) separate sections, each with its own subject matter or theme.

Space is provided in the last section (Section 8) of the questionnaire for you to type in your comments or 
explanations.
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For questions about Internet usage, the following definitions apply:

Very often = 1 or more times per day 

Often= 1 to 4 times per week 

Occasionally = 1 to 3 times per month 

Rarely= 1 to 5 times per six-month period 

Never= never use the particular Internet application

Your responses to this questionnaire will be considered as confidential. Your responses will be combined with 
those of your fellow renovators across Canada to produce a national and regional perspective of Internet 
usage by renovators.

When you have completed the questionnaire, please send it to me by clicking on the Send Questionnaire In 
button at the very end of the questionnaire. You must enter the name of your business and your e-mail 
address in the spaces provided below in order to send the completed questionnaire to me.

The questionnaire has been designed to be as simple and as plain as possible in order to minimize the time 
taken to transfer files. You can move through the questionnaire by using the scroll bar at the right of the 
screen or by clicking with the mouse on the text area beside the answer locations and moving up and down 
with the up and down arrow buttons or the mouse.

Thank you for completing the questionnaire and participating in this research project.

THE NAME OF YOUR RENOVATION COMPANY

YOUR E-MAIL ADDRESS



SECTION 1. OVERVIEW OF YOUR RENOVATION COMPANYS INTERNET USAGE

The First Section Asks You How Often You Use Various Internet Applications.

1. How often does your renovation company use e-mail?

VERY OFTEN

OFTEN

OCCASIONALLY

RARELY

NEVER

DO NOT HAVE E-MAIL 

NO RESPONSE

2. If you use e-mail now, do you expect to increase or decrease or maintain the current level of usage in the 
future?

INCREASE

DECREASE

MAINTAIN CURRENT LEVEL 

DO NOT KNOW

3. How often do you access Internet websites (eg., manufacturers, government agencies, reference sources, 
etc.) for business purposes?

VERY OFTEN 

OFTEN

OCCASIONALLY

RARELY

NEVER

DO NOT HAVE INTERNET 

NO RESPONSE

4. If you access other web-sites now, do you expect to increase or decrease or maintain the current level of 
usage in the future?

INCREASE



DECREASE

MAINTAIN CURRENT LEVEL 

DO NOT KNOW

5. How often do you participate in Internet discussion (chat) groups or newsgroups for business purposes? 

VERY OFTEN

OFTEN

OCCASIONALLY

RARELY

NEVER

DO NOT HAVE CHAT ACCESS 

NO RESPONSE

6. If you access Internet discussion groups now, do you expect to increase or decrease or maintain the 
current level of usage in the future?

INCREASE

DECREASE

MAINTAIN CURRENT LEVEL 

DO NOT KNOW

SECTION 2. SEARCHING OTHER WEB-SITES

If you DO NOT visit Internet web-sites for business purposes, please proceed to Section 3, just before 
Question 14. Otherwise, please continue with the next question.

The Second Section Of The Questionnaire Asks What Web-sites You Visit For Business Purposes And Why 
You Visit Them.

7. If you access Internet websites (eg., manufacturers, government organizations, etc.) for business purposes, 
what are the main reasons for this access? (Please list TOP 5 REASONS only.)



(a) TECHNICAL BUILDING CONSTRUCTION INFORMATION

(b) INFORMATION ON SPECIFIC BUILDING PRODUCT

(c) INFORMATION ON CONSTRUCTION EQUIPMENT OR TOOLS

(d) INFORMATION ON HOUSING DESIGN

(e) INFORMATION ON BUILDING OR FIRE CODES

(f) INFORMATION ON BUILDING PERMITS AND LOCAL BUILDING REGULATIONS

(g) INFORMATION ON ENERGY EFFICIENT CONSTRUCTION METHODS

(h) INFORMATION ON INDOOR AIR QUALITY

(I) INFORMATION ABOUT BUSINESS METHODS OR PRACTICES

0) INFORMATION ABOUT BUSINESS CONDITIONS (EGJNTEREST RATES, HOUSING SALES, 
HOUSING STARTS)

(k) INFORMATION ABOUT GOVERNMENT REGULATIONS REGARDING RENOVATION

(l) INFORMATION ABOUT THE AVAILABILITY OF SUB-CONTRACTORS AND TRADES

(m) INFORMATION ABOUT THE SERVICES OR ACTIVITIES OF THE CANADA MORTGAGE AND 
HOUSING CORPORTION

(n) INFORMATION ABOUT THE SERVICES OR ACTIVITIES OF THE CANADIAN HOME BUILDERS 
ASSOCIATION OR ASSOCIATION PROVINCIALS DES CONSTRUCTEURS D'HABITATION DU QUEBEC

(o) INFORMATION ABOUT THE SERVICES OF OTHER CONSTRUCTION ASSOCIATIONS

(p) INFORMATION ABOUT OTHER RENOVATORS

(q) INFORMATION ABOUT EDUCATION/TRAINING COURSES

(r) INFORMATION ABOUT INTERNET-BASED EDUCATION/TRAINING COURSES

(s) INFORMATION ABOUT WEATHER CONDITIONS

8. What Internet web-sites do you access most often? (please check TOP FIVE WEB-SITES ONLY)

(a) MANUFACTURERS OF CONSTRUCTION PRODUCTS

(b) MANUFACTURERS OF CONSTRUCTION TOOLS OR EQUIPMENT

(c) SUPPLIERS OF BUILDING PRODUCTS OR EQUIPMENT

(d) ARCHITECTS OR ENGINEERS

(e) CANADA MORTGAGE AND HOUSING CORPORATION



(f) INSTITUTE FOR RESEARCH ON CONSTRUCTION (National Research Council)

(g) OTHER FEDERAL GOVERNMENT DEPARTMENTS OR AGENCIES

(h) PROVINCIAL GOVERNMENT DEPARTMENTS OR AGENCIES

(i) MUNICIPAL GOVERNMENT DEPARTMENTS OR AGENCIES

(j) LOCAL BUILDING PERMIT DEPARTMENT

(k) CANADIAN HOME BUILDERS' ASSOCIATION OR ASSOCIATION PROVINCIALS DES 
CONSTRUCTEURS D'HABITATION DU QUEBEC

(l) OTHER CONSTRUCTION ASSOCIATIONS

(m) OTHER RENOVATORS OR GENERAL CONTRACTORS

(n) SUB-CONTRACTORS OR TRADES

(o) ONLINE RENOVATION OR CONSTRUCTION MAGAZINES

(p) WEB-SITES WITH GENERAL BUSINESS OR FINANCIAL INFORMATION

(q) EDUCATIONAL INSTITUTIONS

(r) OTHER WEB-SITES

9. Are you generally able to locate web-sites which provide the following information:

(a) Technical construction methods?

YES NO

(b) Building products, tools or equipment?

YES NO

(c) Housing designs?

YES NO

(d) Architects or engineers?

YES NO

(e) Building or fire codes?

YES NO

(f) Local building permits or regulations?

YES NO



(g) Energy efficient housing?

YES NO

(h) Indoor air quality?

YES NO

(i) Business practices or methods?

YES NO

(j) Business conditions?

YES NO

(k) Government regulations regarding renovation?

YES NO

(l) Canada Mortgage and Housing Corporation (CMHC)?

YES NO

(m) CHBA or APCHQ?

YES NO

(n) Other construction organizations?

YES NO

(o) Sub-contractors or trades?

YES NO

(p) Other renovators?

YES NO

(q) Training courses?

YES NO

(r) Internet training courses?

YES NO

10. Are you satisfied in general with web-sites which provide the following information:

(a) Technical construction methods?

YES NO



(b) Building products, tools or equipment?

YES NO

(c) Housing designs?

YES NO

(d) Architects or engineers?

YES NO

(e) Building or fire codes?

YES NO

(f) Local building permits or regulations?

YES NO

(g) Energy efficient housing?

YES NO

(h) Indoor air quality?

YES NO

(i) Business practices or methods?

YES NO

(j) Business conditions?

YES NO

(k) Government regulations regarding renovation?

YES NO

(l) Canada Mortgage and Housing Corporation (CMHC)? 

YES NO

(m) CHBA or APCHQ?

YES NO

(n) Other construction organizations?

YES NO

(o) Sub-contractors or trades?

YES NO



(p) Other renovators?

YES NO

(q) Training courses?

YES NO

(r) Internet training courses?

YES NO

11. Are you satisfied in general with the overall quality and the completeness of the information in the 
web-sites created by the following types of organizations or firms: (please comment only on sites you have 
visited)

(a) Manufacturers of construction products?

YES NO

(b) Manufacturers of construction tools or equipment?

YES NO

(c) Suppliers of building products or equipment?

YES NO

(d) Architects or engineers?

YES NO

(e) Canada Mortgage and Housing Corporation?

YES NO

(f) Institute for Research in Construction?

YES NO

(g) Other federal government departments or agencies?

YES NO

(h) provincial government departments or agencies?

YES NO

(i) municipal government departments or agencies?

YES NO



(j) Canadian Home Builders' Association or Association Provincials des Constructeurs d'Habitation du 
Quebec?

YES NO

(k) Other construction associations?

YES NO

(l) Other renovators?

YES NO

(m) Sub-contractors or trades?

YES NO

(n) Online renovation or construction magazines?

YES NO

(o) Providers of general business or financial services or information?

YES NO

(p) Educational institutions?

YES NO

(q) Providers of other services or products?

YES NO

12. How frequently do you visit the web-sites created by the following firms or organizations:

(a) Manufacturers of building products or equipment?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(b) Suppliers of building products or equipment?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE



(c) Canada Mortgage and Housing Corporation (CMHC)?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(d) Institute for Research in Construction (IRC)?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(e) Natural Resources Canada?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(f) Human Resources Development Canada (HRDC)?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(g) Local Building Permit Office?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(h) Canadian Home Builders' Association (CHBA) or Association Provincials des Constructeurs d'Habitation 
du Quebec (APCHQ)?

VERY OFTEN 
OFTEN
OCCASIONALLY
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RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(i) Other construction-related association(s)?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(j) Other renovators?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(k) Online Renovation or Construction Magazines?

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

(l) Educational Institutions

VERY OFTEN 
OFTEN
OCCASIONALLY
RARELY
NEVER
DON'T HAVE INTERNET 
NO RESPONSE

13. How complete and reliable is the information provided by the web-sites of manufacturers of building 
products or equipment in regard to: (please comment only on sites you have visited)

(a) General information about the company (eg., history, size, structure, key personnel and their qualifications, 
etc.)?

ADEQUATE INADEQUATE



(b) Membership of company in trade and business associations (eg., Canadian Home Builders' Association, 
Better Business Bureau, etc.)?

ADEQUATE INADEQUATE

(c) Description (brief) of products or services provided?

ADEQUATE INADEQUATE

(d) Technical specifications about products?

ADEQUATE INADEQUATE

(e) Information about the uses for company's products?

ADEQUATE INADEQUATE

(f) Detailed installation instructions for products?

ADEQUATE INADEQUATE

(g) Information about prices of products?

ADEQUATE INADEQUATE

(h) Information about economic costs and benefits of using company's products?

ADEQUATE INADEQUATE

(i) Warranty information about products?

ADEQUATE INADEQUATE

(j) Information about independent certification of products (eg., CSA, CCMC) ?

ADEQUATE INADEQUATE

(k) Access to troubleshooting regarding products and their installation?

ADEQUATE INADEQUATE

(l) Information about product availability and delivery dates?

ADEQUATE INADEQUATE

(m) Names and addresses of local distributors?

ADEQUATE INADEQUATE

(n) Names and addresses of local qualified installers?

ADEQUATE INADEQUATE



SECTION 3. USING E-MAIL

If you DO NOT use E-mail for business purposes, please proceed to Section 4, just before Question 19. 
Otherwise, please continue with the next question.

The Third Section Of The Questionnaire Asks You To Describe Why You Use E-mail For Business Reasons 
And With Whom You Communicate.

14. What are your main reasons for using e-mail?(Please list TOP 5 REASONS only)

(a) OBTAIN INFORMATION ABOUT BUILDING PRODUCTS OR EQUIPMENT

(b) SEND OR RECEIVE FINANCIAL OR BUSINESS INFORMATION

(c) OBTAIN INFORMATION ABOUT SERVICES OR UPCOMING MEETINGS OF CONSTRUCTION 
ASSOCIATIONS

(d) OBTAIN INFORMATION ABOUT GOVERNMENT REGULATIONS OR PROGRAMS

(e) SOLICIT BUSINESS

(f) SEND OR RECEIVE TECHNICAL DRAWINGS OR PLANS

(g) SEND OR RECEIVE BIDS ON RENOVATION PROJECTS

(h) SEND OR RECEIVE CONTRACTS

15. With whom do you communicate using e-mail? (Check all contacts that you regularly make.)

(a) COMMUNICATING WITH MANUFACTURERS OF BUILDING PRODUCTS OR EQUIPMENT

(b) COMMUNICATING WITH SUPPLIERS OF BUILDING PRODUCTS OR EQUIPMENT

(c) COMMUNICATING WITH CLIENTS

(d) COMMUNICATING WITH LOCAL BUILDING DEPARTMENT OR INSPECTORS

(e) COMMUNICATING WITH OTHER LOCAL GOVERNMENT DEPARTMENTS

(f) COMMUNICATING WITH FEDERAL GOVERNMENT DEPARTMENTS OR AGENCIES

(g) COMMUNICATING WITH PROVINCIAL GOVERNMENT DEPARTMENTS OR AGENCIES

(h) COMMUNICATING WITH ARCHITECTS OR ENGINEERS

(i) COMMUNICATING WITH SUB-CONTRACTORS OR TRADES

(j) COMMUNICATING WITH CANADIAN HOME BUILDERS' ASSOCIATION OR ASSOCIATION 
PROVINCIALS DES CONSTRUCTEURS D'HABITATION DU QUEBEC

(k) COMMUNICATING WITH OTHER CONSTRUCTION ASSOCIATIONS

(l) COMMUNICATING WITH FINANCIAL INSTITUTIONS



(m) COMMUNICATING WITH OTHER RENOVATORS

(n) COMMUNICATING BETWEEN YOUR OFFICE AND YOUR JOB-SITES

(o) COMMUNICATING WITH OTHER ORGANIZATIONS OR INDIVIDUALS

16. Are you satisfied with using e-mail as a means of communication in your business?

YES NO

17. How frequently do you use e-mail response forms on web-sites when you wish to request additional 
information
or make comments?

VERY OFTEN 

OFTEN

OCCASIONALLY

RARELY

NEVER

NO RESPONSE

18. How frequently are you using e-mail in comparison to:

(a) Regular mail?

MORE LESS

(b) Local telephone calls?

MORE LESS

(c) Long-distance calls?

MORE LESS

(d) Faxes?

MORE LESS

(e) Personal visits?

MORE LESS



If you DO NOT access Internet chat groups for business purposes, please proceed to Section 5, just before 
Question 21. Otherwise, please continue with the next question.

Section Four Of The Questionnaire Asks You To Describe Why You Participate In Discussion Groups For 
Business Purposes And The Types Of Contacts You Make.

19. How frequently do you participate in chat or discussion groups organized by:

(a) Construction associations?

VERY OFTEN

OFTEN

OCCASIONALLY

RARELY

NEVER

NO RESPONSE

(b) Online construction magazines?

VERY OFTEN

OFTEN

OCCASIONALLY

RARELY

NEVER

NO RESPONSE

(c) Renovators or builders on an informal basis?

VERY OFTEN

OFTEN

OCCASIONALLY

RARELY

NEVER

SECTION 4. ACCESSING CHAT GROUPS

NO RESPONSE



(d) Government?

VERY OFTEN 

OFTEN

OCCASIONALLY

RARELY

NEVER

NO RESPONSE

(e) Other groups or individuals?

VERY OFTEN

OFTEN

OCCASIONALLY

RARELY

NEVER

NO RESPONSE

20. Who participates in your chat or discussion groups?

(a) RENOVATORS (GENERAL CONTRACTORS)

(b) GENERAL CONTRACTORS (NEW CONSTRUCTION)

(c) SUB-CONTRACTORS

(d) TRADES

(e) ARCHITECTS OR ENGINEERS

(f) GOVERNMENT OFFICIALS

(g) MANUFACTURERS OF BUILDING PRODUCTS OR EQUIPMENT

(h) SUPPLIERS OF BUILDING PRODUCTS OR EQUIPMENT

(i) REPRESENTATIVES FROM ONLINE RENOVATION OR CONSTRUCTION MAGAZINES

(j) HOMEOWNERS

(k) OTHERS
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Section Five Of The Questionnaire Asks You To Provide Some Information On the Website You Have For Your 
Renovation Business.

21. Does your renovation company have its own Internet web-site?

YES NO

22. If your renovation company does not currently have its own web-site, when do you plan to have one?

(a) WITHIN 6 MONTHS

(b) 7 MONTHS TO 1 YEAR

(c) 1-2 YEARS MONTHS

(d) 3 OR MORE YEARS

(e) NEVER

(f) DO NOT KNOW

If you answered "NO" to Question 21 ("DO YOU CURRENTLY HAVE A WEB-SITE?"), please proceed to 
Section 6, Question #33. Otherwise, please continue with the next question.

23. If your renovation company currently has its own web-sites, do you expect to increase or decrease or 
maintain
the current level of usage in the future?

(a) INCREASE

(b) DECREASE

(c) MAINTAIN CURRENT LEVEL

(d) DO NOT KNOW

24. How long have you had the web-site for your renovation business?

(a) 3 MONTHS OR LESS

(b) 4 MONTHS TO 1 YEAR

(c) 1 YEAR OR MORE

(d) NO RESPONSE

25. What is your main reason for having a web-site for your renovation business?

(a) ADVERTISING YOUR RENOVATION SERVICES

(b) EDUCATING CONSUMERS ABOUT RENOVATION

SECTION 5. MANAGING YOUR OWN WEB-SITE



(C) PROVIDING LINKS TO OTHER WEB-SITES (E.G., MANUFACTURERS, SUPPLIERS,
ASSOCIATIONS)

(d) OTHER REASONS

26. What information do you include on the web-site for your renovation business? (Check all types of 
information regularly included.)

(a) GENERAL INFORMATION ABOUT THE COMPANY (EG., HISTORY, SIZE, STRUCTURE AND 
BUSINESS PHILOSOPHY, ETC.)

(b) INFORMATION ABOUT YOUR COMPANYS KEY PERSONNEL AND THEIR QUALIFICATIONS

(c) MEMBERSHIP OF COMPANY IN TRADE AND BUSINESS ASSOCIATIONS (EG., CANADIAN 
HOME BUILDERS' ASSOCIATION, BETTER BUSINESS BUREAU)

(d) DESCRIPTION OF THE RENOVATION SERVICES YOU PROVIDE

(e) INFORMATION ABOUT THE PRICES OF RENOVATIONS

(f) DESCRIPTIONS OF RENOVATION PROJECTS YOUR COMPANY HAS RECENTLY COMPLETED

(g) PHOTOS OF RENOVATION PROJECTS YOUR COMPANY HAS RECENTLY COMPLETED

(h) LETTERS OF ENDORSEMENT FROM SATISFIED CUSTOMERS

(I) LIST OF AWARDS FOR THE QUALITY OF THE RENOVATIONS COMPLETED BY YOUR COMPANY

(j) INFORMATION ABOUT RENOVATION WARRANTIES OFFERED BY YOUR COMPANY

(k) ACCESS TO TROUBLESHOOTING HELP REGARDING PROBLEMS ON RENOVATIONS DONE BY 
YOUR COMPANY

(l) INFORMATION ABOUT THE SCHEDULING OF RENOVATIONS BEING DONE BY YOUR 
COMPANY

(m) LINKS TO OTHER WEB-SITES

(n) OTHER INFORMATION

27. How many visits does your company's web-site receive in an average week?

(a) 1 TO 5

(b) 6TO 10

(c) 11 TO 20

(d) 21 TO 50

(e) 51 TO 100

(f) 101 TO 200
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(g) 201 OR MORE

(h) DO NOT KNOW

(i) NO RESPONSE

28. Does your company's web-site have an e-mail response form through which visitors can contact you? 

YES NO

29. What percentage of your clients learned about your renovation company through your company's 
web-site?

(a) NONE

(b) 25% OR LESS

(c) 26-50%

(d) 51-75%

(e) 76-100%

(f) DO NOT KNOW

(g) NO RESPONSE

30. How satisfied are you with your renovation company's web-site as a business tool?

(a) VERY SATISFIED

(b) MODERATELY SATISFIED

(c) BARELY SATISFIED

(d) NOT SATISFIED

(e) DO NOT KNOW 

(0 NO RESPONSE

31. Who created your renovation company's web-site?

(a) YOURSELF

(b) YOUR EMPLOYEE^) OR PARTNER(S)

(c) FRIEND(S) OR RELATIVE(S)

(d) A PROFESSIONAL WEB-SITE CREATOR

(e) SOMEONE ELSE
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32. Who maintains or updates your renovation company's web-site?

(a) YOURSELF

(b) YOUR EMPLOYEE(S) OR PARTNER(S)

(c) FRIEND(S) OR RELATIVE(S)

(d) A PROFESSIONAL WEB-SITE CREATOR

(e) SOMEONE ELSE

SECTION 6. WHY DO YOU USE THE INTERNET?

Section Six Of The Questionnaire Asks You Why You Use the Internet In Your Renovation Business.

33. How satisfied is your renovation company with the Internet (all components, including your own and other 
web-sites, e-mail, and chat groups) as a business tool?

(a) VERY SATISFIED

(b) MODERATELY SATISFIED

(c) BARELY SATISFIED

(d) NOT SATISFIED

(e) DO NOT KNOW

(f) NO RESPONSE

34. Why does your renovation company use the Internet (all components, including your own and other 
web-sites, e-mail, and chat groups) as a business tool? (Check all reasons that regularly apply.)

(a) SPEED OF RESPONSE

(b) ACCESSIBILITY AT ANYTIME AND FROM ANYWHERE

(c) ACCESS TO A LARGE NUMBER OF ORGANIZATIONS AND INDIVIDUALS IMPORTANT TO THE 
OPERATION OF YOUR RENOVATION BUSINESS

(d) ACCESS TO A LARGE BODY OF INFORMATION, PRODUCTS AND SERVICES IMPORTANT TO 
THE OPERATION OF YOUR RENOVATION BUSINESS

(e) ECONOMICAL TO USE (ADEQUATE BENEFIT TO COST RATIO)

(f) ADEQUATE QUALITY OF INFORMATION OBTAINED

(g) EASE OF USE

(h) OTHER
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35. What improvements would you recommend to make the Internet more useful for your renovation 
company?
Please type your comments in the space below.

36. What percentage of the following organizations or individuals in your local area with which you regularly do 
business have access to the Internet?

(a) Other renovators 

25% OR LESS 

26-50%

51-75%

76-100%

DO NOT KNOW 

NO RESPONSE

(b) Sub-contractors or trades 

25% OR LESS

26-50%

51-75%

76-100%

DO NOT KNOW 

NO RESPONSE

(c) Suppliers of building products or equipment 

25% OR LESS

26-50%

51-75%

76-100%

DO NOT KNOW

NO RESPONSE



(d) Government 

25% OR LESS 

26-50%

51-75%

76-100%

DO NOT KNOW 

NO RESPONSE

(e) Architects or engineers 

25% OR LESS 

26-50%

51-75%

76-100%

DO NOT KNOW 

NO RESPONSE

(f) Construction associations 

25% OR LESS

26-50%

51-75%

76-100%

DO NOT KNOW

NO RESPONSE



(g) Educational institutions offering courses for renovators 

25% OR LESS

26-50%

51-75%

76-100%

DO NOT KNOW 

NO RESPONSE

(h) Clients 

25% OR LESS 

26-50%

51-75%

76-100%

DO NOT KNOW 

NO RESPONSE

SECTION 7. YOUR RENOVATION COMPANYS INTERNET CAPABILITIES?

Section Seven Of The Questionnaire Asks You To Describe The Internet Capability Of Your Renovation 
Company And What Your Plans Are For Future Development On The Internet.

37. How would you evaluate your renovation company's Internet capability regarding the following:

(a) Adequacy of your Internet software?

GOOD POOR

(b) Adequacy of your computer?

GOOD POOR

(c) Adequacy of your modem or line connection (particularly speed)?

GOOD POOR

(d) Adequacy of your Internet Service Provider (ISP)?

GOOD POOR

(e) Adequacy of your Internet search tools?
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38. Which of the following measures are you considering taking within the next year to improve your 
renovation company's use of the Internet?

(a) UPGRADE YOUR INTERNET SOFTWARE

(b) UPGRADE YOUR COMPUTER HARDWARE

(c) UPGRADE YOUR MODEM OR LINE CONNECTION

(d) CHANGE YOUR INTERNET SERVICE PROVIDER

(e) MAKE BETTER USE OF INTERNET SEARCH TOOLS

(f) TAKE COURSE(S) FROM LOCAL EDUCATIONAL INSTITUTIONS ON HOW TO USE THE 
INTERNET

(g) TAKE COURSE(S) FROM LOCAL CONSTRUCTION ASSOCIATION ON HOW TO USE THE 
INTERNET

(h) USE SELF-TEACHING MATERIALS TO IMPROVE YOUR INTERNET CAPABILITIES

(i) IMPROVE YOUR INTERNET SKILLS ON YOUR OWN 

0) DO NOTHING

(k) DO NOT KNOW

(l) NO RESPONSE

SECTION 8. YOUR COMMENTS

Section Eight, The Last Section Of The Questionnaire, Provides You With The Opportunity to Voice Your 
Comments About Any Issues Raised In This Survey Or To Give Explanations For Any Of Your Responses To 
the Questions.

39. Please type any comments or explanations for your responses in the space provided below

THANK YOU FOR COMPLETING THE QUESTIONNAIRE AND PARTICIPATING IN THIS RESEARCH 
PROJECT. YOUR ASSISTANCE IS GREATLY APPRECIATED.

Yours sincerely, 
Donald M. Caskie



Appendix B- “National Canadian Survey of Renovators Who 
Are Not Using the Internet, 1998" conducted by Donald M. 
Caskie

B1) Methodology and Administration

B2) Copy of the Questionnaire for “National Canadian Survey of Renovators 
Who Are Not Using the Internet, 1998"



B1) Methodology and Administration
The following steps were followed in the conduct of this survey:
-- development of the questionnaire,
-- review of the questionnaire by CMHC (project supervisor) and by the Canadian Home 
Builders’ Association (Director of Research),
-- revision and finalization of the questionnaire (see Appendix B2),
-- random selection of sample of renovation firms (general contractors only) using the online 
“CANADA YELLOW PAGES" searching under the heading “home improvements” (also 
“contractors general" in British Columbia) for Vancouver (British Columbia Region), Calgary 
(Alberta/Prairies Region), Toronto (Ontario Region), Montreal (Quebec Region), and Halifax 
(Atlantic Region),
--conduct and completion of the survey— 10 firms were interviewed by telephone, 2 from 
each of the above regions; 31 firms in total were contacted to obtain the 10 completed 
interviews— of the remaining 21 firms, 3 were using the Internet already and the remainder 
either were unreachable or were unwilling to be interviewed (2) or had telephone numbers 
that were inactive, and
--the data from this survey was transferred to worksheets and analyzed.

No individual business has been identified by name as to its Internet practices. The 
purpose of the survey was develop a picture of the Internet practices of various renovators 
rather than to single out individual firms as examples.

The use of the online “CANADA YELLOW PAGES” for searching for the names of renovation 
firms with Yellow Pages listings by municipality, province, and by trade is an extremely 
valuable asset for researchers of the renovation industry in Canada. Prior to this source 
being available online, it would have necessary to go to a library or phone company to 
research individual telephone directories and transfer the data to a format which could be 
manipulated. Frequently, these collections would be incomplete, not up-to-date, or have 
missing pages in the books that were available. This would have been a very time 
consuming, cumbersome, and expensive task, especially if long-distance travel was 
necessary. With the online service, however, exhaustive searches can be done in a matter 
of minutes from the keyboard and the captured data can be transferred into the researchers 
own database for instant processing and analysis.



B2) Copy of the Questionnaire for “National Canadian Survey of Renovators 
Who Are Not Using the Internet, 1998"

SURVEY OF RENOVATORS WHO DO NOT USE THE INTERNET (TELEPHONE INTERVIEWS)_____________________

DATE __J /1998

TIME OF INTERVIEW___________ EDT

NAME & CORPORATE POSITION_

COMPANY NAME_____________________
ADDRESS & POSTAL CODE________

CITY_______________________________

PROVINCE_______

TEL#________________________________

Do You Use The Internet in Your Renovation Business? Yes_____ No_____

It No, Would You Please Tell Me Why You Do Not Use the Internet In Your Renovation Business?

Cost of the Internet service_____

Cost of the basic computer hardware_____

Cost of the Internet/e-mail hardware____

Cost of the Internet software_____
Cost of the training needed to use the Internet_____

Internet is too difficult to learn____
Lack of the availability of training_____

Lack of the time to train to use the Internet_____

Lack of time to use the Internet___

Do not see any benefit for company to use the Internet___

Do not know enough about the subject to make a business decision___

Do not like computers_____

Too close to retirement to learn about the Internet_____

Do not have any access at all to the Internet_____

Refused to answer the question_____

Other response______

Does Your Renovation Company Use a Computer for Business Purposes? Yes___ No

Do You Plan to Use the Internet in Your Renovation Business in the Future? Yes___ No

If Yes, What Features of the Internet Are You Interested in Using?

Accessing websites relevant to your renovation business_____

Using e-mail_____
Participating in discussion or news groups about renovation_____
Operating your own company’s website_____

Keep informed about CHBA activities_____
Taking training programs available on the Internet_____

If Yes, What Is Your Main Reason for Wanting to Use the Internet?

If Yes, When Do You Plan to "Get Connected to the Internet"?

1-3 months_____

4-6 months_____

7-12 months_____

13-24 months_____

longer than 2 years 

as soon as possible 
do not know

Thank you for helping us obtain a better understanding of Internet usage by renovators.
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C1) Methodology and Administration

Some of the websites of organizations connected with the residential renovation industry 
were identified and analyzed as to their content. (See Appendices C2-C5 for more detailed 
information on the survey by type of organization involved.) Well over 400 websites were 
accessed and 316 were actually analyzed. Those sites which were accessed, but not 
analyzed, were excluded for several reasons, including: insufficient information for analysis; 
inapplicability (e.g.; industrial or commercial renovation rather than residential); inaccessible 
sites; and sites no longer in existence.

The distribution of sites by type of organization are identified in the following table:

TYPE OF ORGANIZATION # OF SITES 
ANALYZED

%

Renovators (Canada) 153 48

Renovators (US) 20 6

Government (Canada) 40 13

Government (US) 5 2

Associations 24 8

Manufacturers 74 23

TOTAL 316 100

For the content analysis, a questionnaire was developed and finalized after being reviewed 
by Canada Mortgage and Housing Corporation (CMHC) (project supervisor) and by the 
Canadian Home Builders’ Association (Director of Research)-- see Appendix C6 for a copy 
of the content analysis questionnaire.

Each website was evaluated from the perspective of a reviewer who knew nothing about the 
organization involved or about the renovation industry or renovation process. The 
evaluation measured the quantity of information provided by the website for several topics 
relevant to prospective users of the products or services offered by the organization.. The 
overall website was also evaluated for the attractiveness of the presentation of the 
information and the ease of accessing the information provided and the general 
accuracy/credibility of the site.

The information gathered on each of the websites transferred to worksheets for evaluation 
and analysis on a category wide basis. No individual firm has been identified by name. The 
purpose of the content analysis was to build an overall picture of various sectors of the 
renovation industry rather than to be critical of a single website.
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C2) Particular Information about Surveying the Websites of Renovators

Selection of Renovation Firms With Websites
For the purposes of this analysis, the term “renovators” includes renovators, general 
contractors who do residential renovation work and trade contractors who do residential 
renovation work. Renovators and general contractors are identified as a separate category 
to that of “trade contractors. Trade contractors are identified by trade.
The following sources were used to identify all renovation firms in Canada with websites of 
their own:
--“YAHOO CANADA” for the terms “renovator”, "home improvements”, “electricians” and 
“plumbers”,
--"CANADA.COM” for the terms “renovator” and “home improvements”,
-the listings of renovators and trade contractors identified by the links to the websites of the 
local and provincial home builders’ associations provided by the Canadian Home Builders’ 
Association (CHBA) website. These included websites of associations (provincial and/ or 
local) for the provinces of British Columbia, Alberta, Ontario, New Brunswick, Nova Scotia, 
and Newfoundland,
- I’Association Provinciale des Constructeurs d’ Habitations du Quebec (APCHQ) for all 
their listings of renovators and trade contractors throughout Quebec,
--’’CANADA YELLOW PAGES” for the following categories and geographical areas:
“Home Improvements" by province—except for Ontario (only Toronto, Hamilton, Ottawa, 
Kingston, Windsor, Kitchener, London, Brantford, Sudbury, and Thunder Bay) and except 
for Quebec (only for Montreal, Quebec City, and Sherbrooke); “Contractors General” for 
British Columbia only;
"Electrical Contractors" by province;
“Plumbing Contractors” by province— except for Ontario (only Toronto, Hamilton, Ottawa, Kingston, Windsor, 
Kitchener, London, and, Sudbury);
“Heating Contractors” by province;
“Roofing Contractors" by province;
“Security Control Equipment and Services” by province;
“Bathroom Remodelling" by province;
“Carpet Installers” by province;
“Carpenters” by province;
“Concrete Contractors” by province;
“Excavating Contractors” by province;
“Foundation Contractors” by province;
“Insulation Contractors” by province;
“Masonry and Bricklaying Contractors” by province;
“Paving Contractors” by province;
“Plastering Contractors” by province;
“Tile-Ceramic Contractors” by province;
“Grouting Contractors” by province;
“Landscape Contractors & Designers” by province;
“Siding Contractors” by province;
“Tile Non-Ceramic Contractors” by province;
“Wallpaper & Wallcoverings Contractors” by province;
“Interior Decorators" by province;
“Eavestroughing” by province;
“Kitchen Planning Service" by province; and 
“Sheet Metal Work” by province;



The following table shows the number of websites actually analyzed according to the type 
of renovator and the province where the renovation firms are located. The number of 
renovators with websites is minuscule as a percentage of all renovators whether using the 
population identified in the above-mentioned search vehicles or the total population of 
renovators. The above mentioned directories and search vehicles should include mosto\ 
the websites of renovators, but probably do not capture all renovators with websites 
because some websites are not listed with the search engines; since many of the sites do 
not have meta tags describing the content and type of the sites, the search engines will not 
likely pick up the sites anyway during their sweeps. Also, some renovators do not put their 
website or e-mail addresses on their association or Yellow Page listings.

This table shows that renovators with websites (as identified by the search vehicles 
described above) are mainly located in Ontario and British Columbia; these two provinces 
accounted for 77% of the sites for all renovators and also for renovator/general contractors.

The following sources were used to identify United States renovation firms with websites of 
their own (includes renovators, general contractors who do renovations, and trade 
contractors):”Remodelers on Line”, “Renovations on Line”, “Home Improvement Highway”, 
and “Yahoo”. The websites of 20 U.S. firms were selected for analysis, of which 8 were 
general contractors and 12 were trade contractors who did renovations as a significant 
portion of their business.



Table: Canadian Renovator (General and Trade Contractors) Websites, by Province 
1998

CATEGORY BC AB SK MB ON QC NB PE NS NL T# T%

Renovator
(general contractor)

11 3 1 29 5 2 1 52 34.0

HVAC 11 3 11 1 26 17.0

Roofer 16 1 3 1 1 22 14.4

Security syst. 7 3 1 11 7.2

Kitchen/bath 2 6 1 9 5.9

Foundations 1 1 1 1 1 1 6 3.9

Paver 3 1 4 2.6

Landscaper 3 1 4 2.6

Windows 1 2 1 4 2.6

Waterproofer 1 2 3 2.0

Eavestrbugher 1 1 2 1.3

Electrician 2 2 1.3

Excavator 2 2 1.3

Plumber 1 1 2 1.3

Tile/marble 1 1 2 1.3

Flooring 1 1 0.7

Painting 1 1 0.7

TOTAL # 54 15 1 1 64 9 4 0 3 2 153 100

TOTAL % 35 9.8 0.7 0.7 42 5.9 2.6 0 2 1.3 100



C3) Particular Information about Surveying the Websites of Manufacturers and 
Suppliers of Building Materials, Tools and Equipment 
The following sources were used to identify manufacturers and suppliers of building 
materials, tools and equipment which had websites: “YAHOO”, “YAHOO CANADA”, 
CANADA.COM”, ’’Remodelers on Line”, “Renovations on Line”, and the websites of the 
Canadian Home Builders’ Association and the Greater Toronto Home Builders’ Association.

The websites of seventy-four manufacturers and suppliers of building materials, tools and 
equipment used by residential renovators were analyzed. The classification of the types of 
products was identified prior to the selection of the firms’ websites. The following table 
identifies the number of sites analyzed by type of manufacturer. The list contains Canadian, 
United States, offshore, and international firms. Wherever possible, at least one Canadian 
firm was selected for each type of product.



Table: Product Categories And Number of Manufacturers' Web-sites Surveyed

# PRODUCT
CATEGORY

#OF
WEBSITES
PER
PRODUCT
CATEGORY

1 Bricks & Masonry 3

2 Communications & intercom 2

3 Computer controls 3

4 Computer software- business 2

5 Computer software- design 2

6 Construction equipment 2

7 Construction hand tools 4

8 Doors 2

9 Drywall 2

10 Electrical equipment/lighting 4

11 Engineered wood (structural) 4

12 Flooring 4

13 Foundations 2

14 HVAC 5

15 Insulation 3

16 Kitchen cabinets 3

17 Paint 3

18 Plumbing (piping & fixtures) 5

19 Roofing 5

20 Security Systems 2

21 Siding 4

22 Sound Systems 2

23 Waterproofing (foundations) 2

24 Windows 4

TOTAL 74



C4) Particular Information about Surveying the Websites of Government 
Departments and Agencies Concerned with Housing Renovation

“Yahoo Canada" and “Yahoo” were used to search for the sites of government websites in 
Canada and the United States.

In Canada, the following government websites were analyzed:
--10 federal government departments and agencies, covering the areas of housing, 
building health and safety, housing technology, employment, and energy conservation;
-- 20 provincial government departments responsible for (a)housing and for (b) skills 
training (apprenticeship); 2 corresponding departments were analyzed per province;
-10 municipal government departments across Canada (building permit information); for 
the cities of Vancouver, Edmonton, Estevan, Regina, Toronto, Laval, Fredericton, 
Summerside, Bridgewater, and St. John’s; it was not possible to research a separate city for 
each province since not all provinces have cities with their own websites.

In the United States, the following government websites were analyzed:
- 2 federal government departments, covering the areas of housing and labour (training);
-- 3 municipal government departments (building permit information)- for the cities of 
Dallas, Los Angeles, and New York City.



C5) Particular Information about Surveying the Websites of Associations 
Concerned with Housing Renovation

The following sources were used to identify associations which had websites: “YAHOO”, 
“YAHOO CANADA”, CANADA.COM”, "Remodelers on Line”, and “Renovations on Line”.

Twenty- four websites of various types of associations connected with the residential 
renovation industry were analyzed. These include home builders associations (including 
national, provincial and local branches), trade contractors associations, and product-based 
associations(e.g., wood products, paint, kitchen/bath, etc.). Whenever possible Canadian 
sites were chosen; however, if no Canadian sites were available, US or international sites 
with Canadian participation or membership were used as substitutes.

The number of websites evaluated by type of organization were as follows:
- United States renovator associations=2;
- Canadian renovator associations=8;
- trade contractor associations=3; and
- product-based associations=11.



C6) Copy of the Questionnaire for “Renovation Industry Website Evaluation 
Survey, 1998"
3) Questionnaire for content analysis of renovation industry websites
VraSHE QUESTIONNAIRE 
Currant data d/ m/1 Bee
Name of the Organization___________________________________
Location of Organization (city, prov/state, country)________________________________
Website Address_____________________________________________
Organization category________________________________________________________________________________________________________________________________
nfannalicn provided on the website

Amount* Quality
•it

Category
‘refers to comprehensiveness of the information on the website, 
“refers to the accuracy of the information provided, the 
presentation, and the ease of accessing the information.

History of the organization

Purposes of the organization

General description of the organization

Size of the organization, including sales figures

Financial qualifications of the organization

Info, about the organization's liability insurance and bonding

Names and positions of key petsonnel

Qualifications of key personnel

Membership of organization in trade/business associations

Description of products or services offered

Technical specifications of products offered

Information about the uses of the products offered

Detailed installation Instructions for products offered

Info, about the economic costs/benefits of products/services

Information about the prices of products or services

Information about warranties

Information about independent certification of products (eg.,CSA)

Access to troubleshooting about products and Installation

Information about normal servicing of products

Information about product/service availability & delivery dates

Names and addresses of local distributors

Names and addresses of local qualified Installers

References from satisfied customers

Lists and photos of completed projects

Awards received for the quality of the products/services

Overall evaluation of the website of the organization

What are the mein purposes of the website?
Public relations_____ Education/general Info.______Advertising.

Does the website have a hit counted Yes____ No____
If Yes, what are the average number of hits per montlf!______

What is the loeding time of the website?
Fast____Moderate____ Slow____

8%E
Very good=6
Good=.......5
Moderates.4
Poor=.........3
Very poor=..2 
None=........1


